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· Technology is a force for change – and stability.

· Business Marketing inextricably linked to technology.

· Technology is not hardware/software – it can be the ‘skill’ of using it – the process.

· Change rate accelerating - expensive to keep up.  
· Technology in some industries provides competitive edge in other industries.

Three important activities: Acquire, Exploit and Manage
Acquire 

· Internal acquisition -- slow and expensive.

· External acquisition / license. Right to manufacture.  Quicker but acquiring old technology - available to all.

· Buy company! -- very expensive (don't buy the dairy because you need milk). May have new network advantages. 

· Buy R+D.  Expensive but relatively quick.

· Hire R+D people -- culture issues.

· Joint venture -- part funding.  Loss of control.

· Reverse engineering -- low-cost but watch patents laws. 
Don’t Acquire ~ Buy capability from supplier.  Gain from supplier -- no development costs.  Saves time/money. Supplier spreads development costs - reduces cost of provision - economies of scale.  Disadvantages -- dependent on supplier.  No distinction of competitive capability -- everyone can have it.
Exploit
· Internal exploitation -- use in own processes (in other processes as well).  Leads to lower costs.

· External exploitation -- selling technology to others.  Most common on license.  Generate additional revenue.  May involve selling technology critical to company's success to competitors.

· Joint venture exploitation -- developed with another to solve customer problem beyond independent resources of two companies.
Manage
· Know when to acquire or exploit. Don’t get out of date. Optimise both. 

· Technology Audit - Know what you have / depend on; Lead or Follow?
· Effective management of technology = competitive advantage.

· What skill required. Expensive to develop + maintain.  Concentrate on few technologies - rely on resources of customer, supplier and partner for others.
Critical decision - which technology to maintain and develop
Technology must be central to competitive position in network.  Commitment to continue investment of staff and money.  Technology decision long-term -- profound effect.  Remain aware of technological advances in network -- what the impact might be for you.
Quick, economical commercialisation of new technologies; transfer of knowledge to each operating units in company; Develop and implement technological exploitation policies.  Too often fragmented.

Right technology at right time.  Deciding when to buy affects availability.  Pick the right method - informed by; own skills, future requirements, urgency of need, availability of alternatives and age of technology.

Involvement in decision -- R+D -- most qualified.  Watch ‘not invented here’ syndrome.  Can increase decision-making.

Purchasing -- advise on whether technology exists in suppliers and possibilities of adaptation.

Business marketers -- knowledge of what technology customers have and are likely to acquire. How they relate to technology of company and suppliers.

Companies make unilateral strategic decisions.  Few companies know how to exploit what they have.  Full internal and external exploitation happens at different times of technology life.

Business marketers must be involved in phased exploitation.

Examine the technologies -- understand different technologies and their roles.

Types of technology
Product design technology -- problem solving ability.  Make it better.

Process technology – ability to produce offering - transfer ability.  Make it faster, adaptability to make something else.  

Combination of both needed.  If customer helps development he will expect to lower prices.

Boeing – designed undercarriage – product technology - contracted manufacture - process technology.   Airbus buy undercarriage - leave design and production to others.
Business relationships integrate product / process technology.  Not all technologies important.
Basic technology -- company depends on them.  Not sufficient for competitive success. Basic technologies can be subcontracted – no loss of competitive edge.
Distinctive technologies.  -- special as seen from customer prospective.  If customer believes it is better it is distinctive.  Volvo -- safety technology.  Erodes over time.
Offering depends on technology of company, supplier and customer.  Need to know what technologies are viewed as distinctive -- gives competitive edge.  Customers buy offering not product. Customer knowledge will increase so make money now from ‘stupid’ customers.

Product life cycle exists -- sales increase, peak, decline.  
Timing of introduction of product crucial.  Incremental improvement to keep ahead.  

Design of technology has life.  Therefore decision - further increment in product or complete change in technology.  Crucial.  Business marketer needs to inform this decision. 

Stability and change -- two dimensions.  Technology tends to stabilise network – but restricts innovation.  Need to remain compatible.  Investment by one can lead to similar investment by suppliers and customers.  Pressure for continuity can affect development of company.  Technological developments can affect entire network through relationships.  Watch development of customer, supplier and competitor.

Technology and relationships must be addressed together.

Manage relationships that are different by maximising similarities in technology.  

Relationships essential to exploit technology.  Relationships add to technological capability by adding resources of companies.  
