
INTEL A CASE STUDY IN CORPORATE

This new product development case study focuses on how Intel takes an integrated approach to research, development
and manufacturing to drive its business. Edition 11 Identifying and creating new markets - a new strategy for a global
leader. This marketing strategies case study.

Intel operates in an industry, which is comprised of products involving high research and development costs,
continuous product improvement and new innovations. Intel has invested heavily in China and Vietnam; both
countries have a very high literacy rate and a large workforce. For every competitor, list each strength or
weakness in order to determine to act against their strengths or take advantage of their weaknesses. Mistakes
The most talented and brightest people that were employed were given leverage hen mistakes were made so
that they would be encouraged to develop breakthrough technologies. If the price of the product is too high
compared to its substitute products then it wont take long for the customers to switch. Analysis takes the
information gathered and provides comparison, conclusions, and recommendations. Any technological
changes can reduce cost barriers between businesses, create shorter production runs, create shortages in
technical skills and result in changing values and expectations of customers and employees. Intel research has
now diversified into solid state flash memories, and the company shipped its first solid state drive in October ,
rapidly expanding capacity and efficiencies in the years following. The intensity of competitive rivalry Rivalry
is the fierce competition among companies in an industry to gain a greater market share. Intel understood the
envirpnment and worked to develop products that would fulfill certain needs throughout the entire industry.
Intel has also been making moves into the graphics chip business. A key part of Intels more integrated
platform strategy involves the development of better technologies. The new business venture involved the
development and ultimately the distribution of silicon memory trips. Advertising strategy Joint advertising
with corporate giants like Microsoft, Oracle, EA Games could benefit Intel and giving reimbursement on
advertising done by companies using Intel products would motivate more exposure for Intel. Intel recognises
the need for continually analysing and reviewing its strategies in order to meet the changes and challenges that
come from the external environments so as to meet the stakeholders' expectations. Changing customer taste
and preferences along with the reduction in brand loyalty is a major threat. What should it watch out for?
Craig Barrett, appointed executive vice president in January , believes that "the world changes and the centre
of gravity shifts. Microprocessors would prove to be a critical component in the development of personal
computers. The author is a former entrepreneur practitioner who secured an earned doctorate from Pepperdine
University in , and who now teaches at Zayed University in the United Arab Emirates. In the rankings of the
world's most powerful brands Millward Brown Optimor placed the company's brand at  The other company
with the remaining share of the market was AMD. The business environment which is ever changing can offer
both opportunities and threats for the company. Management Intel placed top priority on their people, and
encouraged openness, fairness, and responsibility, Intel was able to take full advantage of its workers. By the
middle of the 's the personal computer industry was forming and gaining momentum. Computers and
communication networks have planted a seed in this information age where enterprises flourish forming
revolutionized market economies. The people of Intel also displayed and continue to display a great deal of
ambition. Retail prices are higher compared to competitors. The threat of the entry of new competitors Some
industries are harder to enter especially when a company has a trusted brand at a reasonable price, if there is
more than one rival in such an industry it makes it near impossible for new competition to compete in the
market. Three major uses for competitive intelligence are: 1.


