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Technology Innovation and Platform Strategy (Fall, 2024)

General Information

Date: September 9, 2024~ January 6, 2025
Time:  Monday 9:10~12:00

Venue: & DI18

Faculty: PREZES [=7 cn_chen@gms.ndhu.edu.tw & 03-8903036
TA: S (=7 611132106@gms.ndhu.edu.tw

Office Hour: & C407 Tuesday 10:00~12:00 or by appointment
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Course Organization and Requirements
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Grading Policy
M  Class participation and contribution 15%
M  Reading presentation 20%
M  Case write-ups 40% (adjusted by peer-rating)

M  Term project report and presentation 25% (adjusted by peer-rating)

s If your absence reaches four times (including) above, your grade of this course will be below “C.”
Al Policy

Students are expected to use generative Al to complete assignments. When using generative Al, students must
include the complete conversation with the Al and its output. Failure to include the complete Al conversation
will result in a 50% deduction of the assignment score. Due to the persistent issue of Al hallucinations, if
students do not verify the accuracy of the Al-generated content and errors are discovered by the instructor or

teaching assistant, the assignment score will be 0.
Learning Materials
M Readings (for group presentation)

1. Adner, R., & Kapoor, R. 2016. Right tech, wrong time. Harvard Business Review, 94(11): 60-67. (¥JHY¥%
T2 _E SRR )

2. McDonald, R., & Eisenhardt, K. M. 2020. The new-market conundrum. Harvard Business Review, 98(3):
74-83. (e AR5 2 )
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3. lhrig, M., & Macmillan, I. C. 2017. How to get ecosystem buy-in. Harvard Business Review, 95(2): 102-
107. (fREVEIFT - FEEIR ?)

4. Blank, S. 2013. Why the lean start-up changes everything. Harvard Business Review, 91(5): 63-72. (I &
HESRE R

5. Eisenmann, T., Parker, G., & Van Alstyne, M. W. 2006. Strategies for two-sided markets. Harvard
Business Review, 84(10): 92-101. (3] E &2 H15RER)

6. Heimans, J., & Timms, H. 2014. Understanding “new power”. Harvard Business Review, 92(12): 48-56.
(BB "#FNEL)

7. Edelman, B. 2015. How to launch your digital platform. Harvard Business Review, 93(4): 90-97. (A% Ihit
HEIFE)

8. Zhu, F. & Marco 1. 2019. Why Some Platforms Thrive...and Others Don't. Harvard Business Review, 97(1):
118-125. (BEF&EBH - BLEFE4).)

9. Siggelkow, N., & Terwiesch, C. 2019. The age of continuous connection. Harvard Business Review, 97(3),
63-73. HTEBENR KK - FEIRNBEEER)

10. Magids, S., Zorfas, A., & Leemon, D. 2015. The new science of customer emotions. Harvard Business
Review, 76(11): 66-74. (GB M R BB E 45 BU14)

11. Edelman, D. & Singer, M. 2015. Competing on customer journeys. Harvard Business Review, 93(11): 88-
95. (SHARIEENEHE)

12. Kavadias, S., Ladas, K., & Loch, C. 2016. The transformative business model. Harvard Business Review,
94(10): 90-98. (B EMIFEER)
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Christensen, C. M., Anthony, S. D., & Roth, E. A. 2004. Seeing What's Next: Using the Theories of Innovation
to Predict Industry Change. Boston: Harvard Business School Publishing. (2R : B/FTZHIEL - =
HhsE K94 KXF )

Christensen, C. M., & Raynor, M. E. 2003. The Innovator's Solution: Creating and Sustaining Successful
Growth. Boston: Harvard Business School Press. (F:EAR : BFT&#74FE 5 - ZHEE K 93
xF o)

Christensen, C. M., Dillon, K., Hall, T., & Duncan, D. S. 2016. Competing Against Luck: The Story of
Innovation and Customer Choice. Harper Business. (F:EA : B/FTHI/H# 2 - HESZE - K 106 -
PNINED'

Cusumano, M. A., Gawer, A., & Yoffie, D. B. 2019. The business of platforms: Strategy in the age of digital
competition, innovation, and power. New York: Harper Business. (PEX : FEKAE - HE/#F - B
FrEZE A IUE L RIBIRE - B 109 - BF °)

Gassmann, O., Frankenberger, K., & Csik, M. 2014. The Business Model Navigator: 55 Models that Will
Revolutionise Your Business. Pearson UK. (P2 : Mi/apIIiEERT 55 BEFEER - SIBEE R
106 - BBIE °)

Gutsche, J. 2015. Better and Faster: The Proven Path to Unstoppable Ideas. Random House Inc. ((PEA : &/
T EL - BR - FEN  REWHZE - K105 53 )

Osterwalder, A., & Pigneur, Y. 2010. Business Model Generation: A Handbook for Visionaries, Game Changers,
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and Challengers. John Wiley & Sons. (F=EAR : BR/IEC - BCEF - ZH7HIE=ED - B 101
B )

Parker, G. G., Van Alstyne, M. W., & Choudary, S. P. 2016. Platform Revolution: How Networked Markets are
Transforming the Economy--and How to Make Them Work for You. WW Norton & Company. (FEEZ :
FEATEI] - (CRE)  BRIE LRI ET K - 5 - 105 XN °)

Stephany, A. 2015. The Business of Sharing: Making It in the New Sharing Economy. Springer. (FZA | &
ST D ZFE - REEFINFIE] - BIBAKEFAL ZHERES  FMEEZE - B 104 8
B )

McAfee, A., & Brynjolfsson, E. 2017. Machine, Platform, Crowd: Harnessing Our Digital Future. WW Norton
& Company. (PEER : #as Fa #HEK - WHENEFIHIENIAK  FHERE  BREX ML <)

HAHIXE

Boudreau, K. J., & Lakhani, K. R. 2013. Using the crowd as an innovation partner. Harvard Business Review,
91(4): 60-69. (BIFTIKHMAK )

Christensen, C. M., Raynor, M. E., & McDonald, R. 2015. What is disruptive innovation? Harvard Business
Review, 93(12): 44-53. (ft EA 2 IRIUEIFT)

Downes, L. & Nunes, P. F. 2013. Big-bang disruption, Harvard Business Review, 91(3): 44-56. (K/BVEZL Al
#)

Downes, L., & Nunes, P. 2018. Finding your company's second act. Harvard Business Review, 96(1): 98-107.
(RUENZE IR EIRT)

Elberse, A. 2008. Should you invest in the long tail? Harvard Business Review, 86(7/8): 88-96. ( " RE » BEM
BE)

Furr, N., & Snow, D. 2015. The Prius approach. Harvard Business Review, 93(11): 102-107. (BB RV E
)

Govindarajan, V., & Venkatraman, V. 2024. Heavy machinery meets Al. Harvard Business Review, 103(3-4):
98-107. (B LB Al

Hagiu, A. & Yoffie, D. B. 2009. What's your Google strategy? Harvard Business Review, 87(4): 74-81. (1REY
Google FRI&Z T EE)

Hagiu, A., & Rothman, S. 2016. Network effects aren't enough. Harvard Business Review, 94(4): 64-71. (Jt A&
AP B IR A 50)

Hagiu, A., & Wright, J. 2013. Do you really want to be an eBay? Harvard Business Review, 91(3): 102-108. (5!
=E 'S eBay)

Jacobides, M. G. & MacDuffie, J. P. 2013. How to drive value your way, Harvard Business Review, 91(7-8):
92-100. (BBURRIBEHE)

Johnson, M. W., Christensen, C. M., & Kagermann, H. 2008, Reinventing your business model, Harvard
Business Review, 86(12): 50-59. (B ZEE N B EIF)

McCarthy, D. & Fader, P. 2020. How to value a company by analyzing its customers. Harvard Business Review,
98(1), 51-55. ( EEERELTEE )

Van Alstyne, M. W., Parker, G. G., & Choudary, S. P. 2016. Pipelines, platforms, and the new rules of strategy.
Harvard Business Review, 94(4): 54-62. (K& £ #r iR AR Al
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Schedule

No. Date Topic Reading, Case, & Task
1 9/9 ¢ Course Orientation <4 Course contents & arrangement
2 9/16 ¢ Industry & Technology & EE/NEHKE
3 9/23 * Innovation & Value Appropriation ¢ CSW 1: Applied Research Tech.
4 930 « BEBB (FH & 1026 BEBE (REBEMS)
5 10/7 + Distruptrive Innovation (1) 4 Reading 1 & 2
6 10/14 < Distruptrive Innovation (2) 4 CSW 2: Tesla Motors
7 10/21 ¢ Standard (or format) Wars 4 Reading 3 & 4
8 10/28 ¢ Machine, Platform, Crowd 4 CSW 3: Uber
9 11/4 ¢ Platform Strategy (1) 4 Reading 5 & 6
10 11/11 < Platform Strategy (2) < CSW 4: Spotify
11  11/18 <+ Platform Ecosystem 4 Reading 7 & 8
12 11/25 <+ Business Model in Platform 4 Reading 9 & 10
13 12/2 + Business Model Design 4 Reading 11 & 12
14 12/9 + Business Model Design
15 12/16 + Term Project Presentation
16 12/23 ¢ Term Project Presentation
17 12/30 ¢ Term Project Presentation Course Review & Peer evaluation
18 1/6 <+ EBEUHBTHE
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Study Questions for Cases
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Case 1: Applied Research Technologies, Inc.

1. As Peter Vyas, how would you handle the expenditure request for the re-launch of the mini water oxidation
system?
As Cynthia Jackson, would you approve the expenditure request if Vyas sends it up to you?

3. How effective has Vyas been as a front-line manager at ART? How effective has Jackson been as an ART
division vice president?

4. How well has Vias managed the global challenges this project involved ?

5. How has ART been able to foster innovation and an entrepreneurial environment in the context of a large

corporate entity?
Case 2: Tesla

1. What is the strategy of Tesla Motors? How does its business model differ from that of the leading auto
makers?

2. In the market for plug-in electric vehicles, how do the resources and capabilities of Tesla compare to those
of the established auto makers?

3. Explain the rationale for Tesla’s strategy. To what extent does this represent an optimal response to Tesla’s
strengths and weaknesses relative to the established auto makers?
Assess Tesla’s decision to make available its patents to other companies.
At the end of 2015, Tesla’s shares are trading at $240, giving Tesla a market capitalization of $30 billion

(General Motors market cap was $54 billion). Would you buy or short Tesla’s shares?
Case 3: Uber: Driving Global Disruption

1. How attractive was the taxi industry prior to the introduction of Uber?

2.  What are the customer problems that Uber is trying to solve? How is Uber trying to solve these problems?
3. What is Uber’s growth strategy?

4. What are the biggest impediments to Uber’s growth? How is Uber trying to deal with these?

Case 4: Spotify

1.  Who are the major players in the music industry? Who is the strongest player?
What is Spotify’s competitive advantage? Does Spotify have a positive future?
3. Does Spotify’s competition do something Spotify can’t do? How does Spotify manage to sustain its market
share?
Can Spotify become profitable?
Will Spotify’s “audio bet” be successful?
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