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The Discipline of Market Leaders

The framework of Value Disciplines, as proposed by Treacy and Wiersema (1993), suggests
that organizations can achieve leadership positions by excelling in one of three disciplines:
Operational Excellence, Product Leadership, or Customer Intimacy. It's worth noting that
while firms may prioritize one discipline, they don’t ignore the other two. They maintain
threshold standards in the non-prioritized disciplines.

1. Operational Excellence: Companies that pursue this discipline focus on providing
customers with reliable products or services at competitive prices, delivered with minimal
difficulty or inconvenience. They streamline operations to minimize costs and pass those
savings onto their customers. Examples might include companies like Walmart or FedEx.

2. Product Leadership: This discipline revolves around offering products that push

performance boundaries. Such companies often lead their industries in terms of product
1 innovation. Apple, with its history of innovative products, is an example of a company that
has pursued product leadership.

3. Customer Intimacy: Companies that choose this discipline excel in tailoring their products
and services to individual or almost individual customers. They build strong relationships
with their customers and focus on solutions to a client's complete needs. Nordstrom, with its
renowned customer service, can be an example of a company following the customer
intimacy discipline.

Treacy and Wiersema argue that while companies must operate according to all three
disciplines, they must excel or dominate in one to achieve market leadership. The central
idea is that trying to excel in all three will spread a company too thin, and it will end up being
mediocre in all areas.

Class Discussion Pointers:

« How do companies ensure that while they prioritise one discipline, they don't lag in
the other two?

e Can firms shift their primary discipline over time?

e What challenges do companies face when trying to excel in all three areas?

Treacy, M., & Wiersema, F. (1993). Customer intimacy and other value disciplines. Harvard business review, 71(1), 84-93.
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Student Case Study: Apple's Trifecta in Value Disciplines

Background: Apple Inc., founded in 1976, has been at the forefront of technological
innovation. From the launch of the Apple | computer to the iPhone and the Apple Watch,
Apple's journey is a testament to its ability to leverage all three value disciplines effectively.

Key Points:

1.

Apple's ecosystem, comprising the iPhone, iPad, MacBook, Apple Watch, and more,
is a fine balance between product innovation, operational efficiency, and a focus on
customer experience.

Apple's retail strategy with its Apple Stores redefined tech retail, emphasizing direct
interactions with consumers.

The introduction of services like the App Store, iCloud, and Apple Music showcases
Apple's ambition to deliver a seamless, integrated user experience.

Discussion/Research Questions:

1.

N

Analyze Apple's product launches over the past decade. How do they showcase
product leadership?

Examine Apple's supply chain. What aspects of it highlight operational excellence?
How does Apple's approach to customer service, especially through its Apple Stores,
exhibit customer intimacy?

While Apple maintains standards in all three disciplines, which one do you think is
their primary focus today? Why?

Look into Apple's annual reports, which provide insights into their operational
strategies and customer focus.

Examine testimonials and reviews regarding Apple's customer service.

Research articles and reports on Apple's product launch strategies and their impact on
the market.
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o User-Centric Design: Apple products are designed with the user in mind. They
prioritize simplicity and intuitiveness. This shows a deep understanding of their
customer's wants and needs.
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