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Apple Inc. Five Forces
Analysis (Porter’s Model)

Apple has achieved success as one of the most valuable companies in the world. This Five Forces
analysis gives insights about the external factors influencing the firm. Apple’s Five Forces analysis
also sheds light on what the company does to ensure leadership despite the negative effects of
external factors in the competitive landscape. Established in 1976, Apple has been through low
times. However, under the leadership of Steve Jobs, the company has succeeded to become an
industry leader. Based on this Five Forces analysis, Apple continues to address competition and the
bargaining power of buyers, which are among the most significant external factors impacting the
firm. Also, this Five Forces analysis indicates that Apple must focus its efforts on these two external
factors to keep its leadership in the industry.

Apple’s Five Forces analysis (Porter’s model) of external factors in the firm’s industry environment
points to competitive rivalry or intensity of competition, and the bargaining power of buyers or
customers as the most significant factors that should be included in strategic formulation to ensure
the continued success of Apple products.

Overview: Apple Inc.’s Five Forces Analysis
Apple’s strategies are partly based on the need to address forces in the external business

environment. These forces can limit or reduce the firm’s market share and revenues. Apple’s Five
Forces analysis, based on Porter’s model, shows the following strengths or intensities of external
factors in the industry environment:

Competitive rivalry or competition (strong force)

Bargaining power of buyers or customers (strong force)

Bargaining power of suppliers (weak force)

Threat of substitutes or substitution (weak force)

A

Threat of new entrants or new entry (moderate force)

Considering these five forces, Apple must focus its attention on competitive rivalry and the
bargaining power of buyers. The analysis supports Apple’s current position of continuous
innovation. The firm effectively addresses the five forces in its external environment, although
much of its effort is to strengthen its position against competitors and to keep attracting customers
to Apple products.

Competitive Rivalry or Competition with Apple (Strong Force)
Apple faces the strong force of competitive rivalry or competition. This component of Porter’s Five

Forces analysis model determines the intensity of influence competitors have on each other. In
Apple’s case, this influence is based on the following external factors:
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1. High aggressiveness of firms (strong force)

2. Low switching cost (strong force)

Companies like BlackBerry, Samsung, I.G, and others aggressively compete with Apple. Such
aggressiveness is observable in rapid innovation, aggressive advertising, and imitation. On the other
hand, switching cost is low, which means that it is easy for customers to switch from Apple to other
brands, thereby making competition even tougher. Thus, this part of the Five Forces analysis shows
that competitive rivalry is among the most significant considerations in Apple’s strategic

formulation.

Bargaining Power of Apple’s Customers/Buyers (Strong Force)
The bargaining power of buyers is strong in affecting Apple’s business. This component of Porter’s

Five Forces analysis model determines how buyers impact businesses. In Apple’s case, buyers’

strong power is based on the following external factors:

1. Low switching cost (strong force)

2. Small size of individual buyers (weak force)

It is easy for customers to change brands, thereby making them powerful in compelling companies
like Apple to ensure customer satisfaction. On the other hand, each buyer’s purchase is small
compared to Apple’s total revenues. This condition makes customers weak at the individual level.
However, because it is easy to shift from Apple to other brands, buyers still exert a strong force.
Thus, this part of the Five Forces analysis shows that Apple must include the bargaining power of
buyers or customers as one of the most significant variables in developing strategies.

Bargaining Power of Apple’s Suppliers (Weak Force)
Apple experiences the weak force of the bargaining power of suppliers. This component of Porter’s

Five Forces analysis model indicates the influence of suppliers in imposing their demands. In

Apple’s case, suppliers have a weak bargaining power based on the following external factors:

1. High number of suppliers (weak force)
2. High overall supply (weak force)

Even though Apple has less than 200 suppliers of components for its products, the company has
more options because there are many suppliers around the world. This condition makes individual
suppliers weak in imposing their demands on firms like Apple. In relation, there is a high level of
supply for most components of Apple products. Thus, this part of the Five Forces analysis shows
that Apple does not need to prioritize the bargaining power of suppliers in developing strategies for
innovation and industry leadership.
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Threat of Substitutes or Substitution (Weak Force)
The threat of substitution is weak in affecting Apple’s business. This component of Porter’s Five

Forces analysis model determines the strength of substitute products in attracting customers. In
Apple’s case, substitutes exert a weak force based on the following external factors:

1. High availability of substitutes (moderate force)

2. Low performance of substitutes (weak force)

Substitutes to Apple products are readily available in the market. For example, people can easily use
digital cameras instead of the iPhone to take pictures. They can also use landline telephones to make
calls. However, these substitutes have low performance because they have limited features. Many
customers would rather use Apple products because of their advanced features. Thus, substitution
has a weak force in impacting Apple’s business. This part of the Five Forces analysis shows that
Apple does not need to prioritize the threat of substitution in business processes like marketing and

product design and development.

Threat of New Entrants or New Entry (Moderate Force)
Apple experiences the moderate force of the threat of new entrants. This component of Porter’s

Five Forces analysis model indicates the effect and possibility of new competitors entering the
market. In Apple’s case, new entrants exert a moderate force based on the following external

factors:

1. High capital requirements (weak force)
2. High cost of brand development (weak force)

3. Capacity of potential new entrants (strong force)

Establishing a business to compete against firms like Apple requires high capitalization. Also, it is
considerable costly to develop a strong brand to compete against large firms like Apple. These
factors make new entrants weak. However, there are large firms with the financial capacity to enter
the market and impact Apple. Google has already done so through products like Nexus
smartphones. Samsung also used to be a new entrant. These examples show that there are large
companies that have potential to directly compete against Apple. Thus, the threat of new entry is
moderate. This part of the Five Forces analysis shows that Apple must maintain its competitive

advantage through innovation and marketing to remain strong against new entrants.
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The Boston Consulting Group
Box ("BCG Box")

The Boston Matrix is another useful tool for the marketing managers in order to plan the product
portfolio of their company. First the managers should divide the company's portfolio into the
products that generate cash and the products that do not. Then they should use it in order to see
which one produce cash and make profit for the company and which are not. [2] Therefore, the
company can evaluate if its products are healthy .

The BCG Box uses a form of a two- dimensional matrix. These are the market share, which
indicates the strength or limitations of the market and the market growth rate.

In order for someone to use the matrix, he should divide it into 4 quadrants, stars, cash cows, dogs,
question marks, like the matrix in Figure2. Furthermore, he should use circles for each product or
product portfolio of the company. The size of the circle indicates the size of the sales or profit for
the particular product, product line or business unit the company has.[1,5]

In order for Apple to apply the Boston Matrix and manage its products, it should divide its product
portfolio into 4 categories deciding which of them are dogs, stars, cash cows and question marks.

High Growth Potential Low

High

wufe

V| #

B

Question Marks Dogs

Rising Stars

Fruit Produced

3
3

Stars: Stars are products that are in high growth market with high market share. As Tony Proctor
said 'stars are tomorrow's cash earners'. This means that stars make a lot of profit for the company
but in order for the company to keep these products to this stage, it must spend a high amount of
money. Therefore, stars are neutral from the point of view of cash generation. [1,2]

iPhone is an example of a star product that Apple has in its portfolio. iPhone in its grown generates
a lot of gross profit to the company but it also needs a lot of money in order to change it to cash
cow. When it reaches the maturity stage and change to cash cow it has only profit to the company
without any expenses for investment.
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Cash cows: In this stage are the mature products with low growth and high market share, so this
area is the most profitable of all as they generate a lot of cash that can be used in improving other
areas or in supplying research and development of new products. The company have to invest only
a small amount of money to keep them where they are. [1,3]
An example of cash cow is the iPod. Despite the fact that Apple does not make considerable
changes to the specific product, customers prefer it and buy it. In 2010 Apple sold 8,274 units
without making considerable changes.
Another example is iTunes. Customers from iTunes can purchase many songs, videos and nowadays
even books. Apple all these years made minor changes to iTunes but customers continue to buy
from there. Therefore, iTunes is a very profitable programmed for Apple without any cost for
investment.
A case in point is Apple Computet's flagship product called the iPod, which occupies a dominant
73% share the portable music player market (Cantrell 2006). Analysts believe it is the impetus for
Apple's financial rebirth 40% of Apple's sales is attributed to the iPod product line (Cantrell 2006)
Dogs: These are products with low market share and low market growth. They are completely
profitless for the company and have no future. The best thing each company should do is to divest
these products.[1] However, many companies that have dog products have to think carefully before
divest them because they might be a portfolio of other products which might be stars. So if the
customers that buy the dog with the star, they will stop buying both of them and the company will
lose money.
Many companies like Apple do not have many dogs' products because they are I'T companies and
they innovate their products very often in order not to lose their position on the market.
One example is the iPhone 3Gs when Apple released iPhone 4G. This happens to all of the
products of Apple. When it releases a new product, it leaves the previous one for some time in the
market with a very low price. This is a dog product.
Another example is the iPods shuffle that does not have any screen. These are products with little
or no demand on the market because most of the customers buy the iPod with a screen. Therefore,
these products make little profit for the company, so they are dogs.
Question marks: These are products with low market share but high market grown. These are also
unprofitable for the company as they are low market share and the company have to invest a lot of
money to grow their market share. Therefore, marketing managers have to think very carefully in
which ones they should invest. If they invest in a profitable product then it will become star and
afterwards cash cow or else it will become dogs.[1,3]
An example of question marks is the Mac Computers. Most people worldwide prefer to buy a
computer with a Windows operation system instead of Macintosh, so Apple has to invest a lot of
money, as they are very complex products with high technology in order to change them into stars.
In General each company have to possess at least one cash cow in order to make profit and invest it
to other areas, like stars so as to become a cash cow. If a company has many dog products then the
best solution is either convert them to stars or dispatched them. There is also the possibility for a
company to have question marks. If that happens, then either it should change them to stars and
then cash cow or let them become dogs and dispose them. [1]
However, despite for all the positive results that Apple could have with BSG matrix, it has many
limitations.
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Firstly, the matrix assumes that every product is independent from the product portfolio of the
company. This is not all the times true as many products depend from others and if the company
consider a product dog and divest it, then it will create a problem to the other product.
Furthermore,

The limitations of BCG matrix are that the higher rates of profit do not always related to high rates
of market share. Furthermore, it is usually applies to product lines instead of simply a product.
Finally, the main problem with these tools is that they are not always accurate.|2]

In addition, the growth-share matrix is based on the assumption that high rates of growth use large
cash resources and that maturity of the life cycle brings about the expected profit returns. This may
be incorrect due to various reasons (Cipher 2000): capital intensity may be low and the
business/product could be grown without major cash outlay; high entry barriers may exist so
margins may be sustainable and big enough to produce a positive cash flow and a growth at the
same time; and industry overcapacity and price competition may depress prices in maturity.

a€¢ Furthermore, market growth is not the only factor or necessarily the most important factor
when assessing the attractiveness of a market. A fast growing market is not necessarily an attractive
one. Growth markets attract new entrants and if capacity exceeds demand then the market may
become a low margin one and therefore unattractive. A high growth market may lack size and

stability.
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Apple Inc. SWOT Analysis &

Recommendations

Apple Inc’s current success is linked to the ability of the company to use its strengths to overcome

weaknesses and threats, and to exploit opportunities. Apple’s SWO'T analysis gives insights on the
actions of the company to maximize its growth based on such strengths and opportunities. This
SWOT analysis also indicates the most significant issues that Apple must address. For instance, the
threat of competition is among the most notable. An understanding of the dynamics of internal and
external strategic factors also helps investors evaluate the value of Apple’s business. Thus, this
SWOT analysis of Apple Inc. is of practical use for investors and the company’s leaders and
managers.

Apple’s SWOT analysis highlights the most significant strengths that Apple can use to improve its
position and financial performance, as well as the weaknesses and threats that should be addressed
through innovative strategies. Apple’s SWOT analysis also identifies the major opportunities that

shape the strategic direction of the company.

Apple’s Strengths (Internal Strategic Factors)
This aspect of Apple’s SWOT analysis identifies the biggest strengths that enable the company to

withstand threats in its business environment. These threats can reduce business performance. In

Apple’s case, the following are the most notable organizational strengths:

1. Strong brand image
2. High profit margins

3. Effective innovation process

Apple is one of the most valuable and strongest brands in the wotld. This part of the SWOT
analysis shows that the company is capable of introducing profitable new products by virtue of its
strong brand image. In addition, Apple maintains its premium pricing strategy, which comes with
high profit margins. This is a major strength because it creates flexibility for the firm to adjust prices
while ensuring significant profits. Also, Apple is known for rapid innovation based on the
company’s intensive growth strategies. Rapid innovation enables the firm to keep abreast with the
latest technologies to ensure competitive advantage. Based on this dimension of Apple’s SWOT
analysis, the company’s strengths are difficult to compete with, thereby supporting the firm’s
continued leadership in the industry.
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Apple’s Weaknesses (Internal Strategic Factors)
In this aspect of Apple’s SWOT analysis, the emphasis is on the weaknesses or inadequacies of the

company. Weaknesses can serve as obstacles to business growth. In Apple’s case, the following
organizational weaknesses are the most notable:

1. Limited distribution network
2. High selling prices

3. Sales limited mainly to high-end market

Apple has a limited distribution network because of the company’s policy of exclusivity. For
instance, the company carefully selects authorized sellers of its products. This part of Apple’s
SWOT analysis shows that such an exclusive strategy supports control over the distribution of
products, but limits the company’s market reach. In addition, because of the premium pricing
strategy, Apple has the weakness of having most of its sales revenues from the high-end market.
This market is composed of customers from the middle and upper classes. Customers from the
lower class, which represents the majority of buyers in the global market, are unable to purchase
Apple products because of the relatively high prices. Thus, based on this dimension of Apple’s
SWOT analysis, the company’s pricing and distribution strategies impose limitations or weaknesses

in the business.

Opportunities for Apple Inc. (External Strategic Factors)
This aspect of Apple’s SWOT analysis pinpoints the most significant opportunities that the

company can exploit. Opportunities influence the strategic direction of business organizations. In
Apple’s case, the following are the most significant opportunities in its business environment:

1. Distribution network expansion
2. Rising demand for tablets and smartphones

3. Creation of new product lines

Apple has the opportunity to expand its distribution network. Such opportunity directly relates to
the weakness of the limited distribution network of the company. This part of Apple’s SWOT
analysis emphasizes the need for the company to change its distribution strategy. An expanded
distribution network can help the firm reach more customers in the global market. Also, Apple has
the opportunity to explore new product lines. Its current product lines are highly successful.
Through further innovation, Apple can introduce new product lines, like what the firm has already
done with the Apple Watch. Developing new product lines can support the company’s growth.
Thus, this dimension of Apple’s SWOT analysis indicates that the company has major opportunities
for further growth despite aggressive competition.
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Threats Facing Apple Inc. (External Strategic Factors)
In this aspect of Apple’s SWOT analysis, the focus is on the threats from various sources, such as

competitors. Threats can limit or reduce the financial performance of companies. In Apple’s case,
the following threats are the most significant:

1. Aggressive competition
2. Imitation

3. Rising labor cost in countries where Apple plants are located

Tough competition in the industry is partly because of the aggressiveness of firms. Apple competes
with firms like Samsung, which also uses rapid innovation. This part of Apple’s SWOT analysis
highlights the limiting effect of aggressive competition. Because of the aggressive behaviors of
competing firms, it is necessary to have strong fundamentals for maintaining competitive advantage.
In addition, Apple faces the threat of imitation. This threat is significant because of the large
number of firms that can easily imitate Apple’s products. Some local and regional firms could
partially imitate Apple’s product design. Moreover, rising labor costs in Apple plants, such as in
China, can reduce profit margins or push selling prices even higher. Based on this dimension of
Apple’s SWOT analysis, the company’s performance could suffer because of aggressive competition
and imitation of product design. Thus, Apple must take appropriate action to prevent or overcome
these threats.

Recommendations Based on Apple’s SWOT Analysis
Apple’s SWOT analysis indicates that the company possesses major strengths that can be used to

effectively address organizational weaknesses. The company can also use these strengths to exploit
the opportunity to expand its distribution network. In addition, Apple can use its strong brand
image and rapid innovation processes to successfully develop and launch new product lines.
However, the firm faces the significant threats of aggressive competition and imitation, which are
major challenges affecting players in the industry. A suitable course of action is to address these
threats through a stronger patent portfolio, along with continuous innovation to ensure the
competitive advantage of Apple products even when competitors try to catch up.
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How Apple uses the Balanced
Scorecard

A Balanced Scorecard helps a company innovate and elevate itself to new heights of performance,
by assisting its leaders in making key decisions that are in line with the company’s objectives. It
creates a foundation, on which one can further add to until the desired outcome is reached. Apple
Inc., a fierce player in the tech market, is a well-known brand that uses the balance scorecard in their
work.

According to a Harvard Business Review article, Apple Inc., uses five performance indicators:

customer satisfaction;
core competencies;
employee commitment and alignment;

market shate;

;oA =

shareholder value.

Apple Inc., did not always focus on their customers. Previously, they used to focus on their
technology and products, but since then, things have shifted towards the idea of customer
satisfaction, which is now a core tenet in their company. Many companies in the computer industry
collaborate with a customer-survey company, called J.D. Power & Associates. Yet Apple decided to
make their own surveys, as a means of fulfilling their customer’s wishes.

Equipping employees with innovative solutions, like user-friendly interfaces and effective
distribution systems is essential to developing their competencies. However, many Apple
leaders believe measuring the impact these solutions have is a complex task. In the long run, this
American tech company will be issuing out quantitative measurements to find out the answers they
need and see if enabling employees in this fashion leads to nurturing their skillsets.

Apple Inc. believes commitment and alignment among employees are important. As a result, they
conduct a thorough employee survey of every organizational branch, once every two years, with
surveys being done randomly between employees . The questionnaires wish to find out how every
member of the company comprehends their individual strategy and to what extent they can connect
this to the overall organizational strategy, to reel in success.

Market share is also another essential indicator, especially for a company in the tech industry. This
is due to the fact that, by gathering as many market shares as they can, Apple Inc. not only increases
its profits, but also influences the software developers they collaborate with.

Shareholder value in Apple Inc. is put into their sales vision, product design, global manufacturing
and operations. This correlation is used to evaluate a unit’s activities, also tying this to the
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company’s appraisal system and using it to assess new business deals. By doing so, the company
hopes to create investments for future growth.

These five indicators help in managing “long-term performance”, instead of enabling a
“controlling” approach that may be based on short or medium-term performance. This further aids
each unit to progressively advance its activities and performance, based on those five pillars.
Overall, the balance scorecard helps Apple Inc. to keep track of their performance, so that they
meet their set objectives and goals.
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Anda sebagai calon Analis Bisnis profesional diminta untuk melakukan investigasi kebutuhan bisnis di
Universitas Universal, dan kemudian dari hasil temuan yang diperoleh di lapangan Anda diminta untuk
melakukan analisis dan manajemen stakeholder untuk mengetahui apa saja solusi kebutuhan mereka
ditinjau dari sisi pengembangan sistem informasi.

BAGIAN 1. TEKNIK INVESTIGASI

Deskripsi Tugas
Dalam rangka tugas investigasi, Anda diminta untuk melakukan salah satu teknik investigasi berupa
wawancara (interview) dengan calon klien (customer) Anda untuk mengetahui situasi dan permasalahan

apa yang sedang dihadapi oleh klien terkait dengan bisnis yang dijalankannya.

Tahapan-tahapan utama dalam teknik wawancara mengikuti bagan di bawah ini:

Alanning and I . N
’ g Inierview p Follya-up
preparabon

o

Gambar 1. Tahapan dalam teknik wawancara

Hal-hal yang harus dikerjakan oleh Anda sebagai calon Analis Bisnis profesional adalah:
1. Tahap perencanaan dan persiapan (planning and preparation)
a) Siapa yang akan diwawancarai? Dan apayang mau ditanyakan?
- Anda harus membuat undangan/surat permohonan kepada orang yang akan
diwawancarai
- Anda harus membuat daftar pertanyaan yang akan diajukan kepada klien saat
wawancara dilaksanakan
b) Kapan dan dimana wawancara akan dilaksanakan?
- Anda harus menentukan jadwal waktu dan lokasi wawancara sesuai dengan
ketersediaan waktu dan dicantumkan dalam undangan/surat permohonan (lihat
poin a) di atas)

2. Tahap pelaksanaan wawancara (interview)
Wawancara terbagi atas 3 (tiga) bagian, yaitu:

Introduction and scene-setting Main questioning Thanks and where next
10% 80% 10%

Gambar 2. Bagian dalam pelaksanaan wawancara

a) Bagian perkenalan (introduction)
- Anda harus menyampaikan terima kasih, menyatakan maksud wawancara, dan
membuat nyaman klien
- Anda harus membangun hubungan baik dengan klien untuk mendapatkan dukungan
- Anda harus meminta ijin untuk membuat catatan wawancara
b) Bagian pengajuan pertanyaan (main questioning)
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- Anda harus berhati-hati mengikuti daftar pertanyaan (lihat poin 1.a) di atas) karena
harus siap bila ada jawaban klien yang mengarah ke hal lain
- Anda dapat mengajukan pertanyaan yang bersifat

O
O
O
O
O

O

Open: pertanyaan terbuka untuk diskusi

Closed: hanya butuh jawab YA atau TIDAK

Limited choice: jawaban ada beberapa pilihan saja

Leading: pertanyaan yang mengarahkan jawaban

Probing: pertanyaan lanjutan sebelumnya (untuk memeriksa)

Link: pertanyaan terkait dengan bagian pertanyaan lain sebelumnya

c) Bagian penutup (thanks and next)
- Anda harus membacakan ringkasan hasil wawancara
- Anda harus meminta salinan dokumen/formulir yang diperlukan sesuai dengan hasil
wawancara
- Anda harus menyampaikan terima kasih dan kelanjutan wawancara ini kepada klien
- Anda harus tetap menjaga hubungan dengan klien bila diperlukan kembali nanti

3. Tahap tindak lanjut (follow-up)
a) Hasil wawancara? Sesegera mungkin setelah wawancara berakhir:
- Anda harus membuat catatan/notulen selama wawancara dilakukan bersama

dengan klien
- Anda harus meminta konfirmasi dan persetujuan pemahaman dan penafsiran yang
dibuat dalam catatan wawancara

Hasil Akhir Tugas

Hasil akhir yang diharapkan dari tugas investigasi ini adalah catatan wawancara yang telah disepakati
dan mendapat persetujuan dari klien.

Format catatan kurang lebih sebagai berikut:

Disusun oleh:

Nama Analis Bisnis Nama Klien

Catatan/Notulen Wawancara

Disetujui oleh:

Gambar 3. Format catatan/notulen wawancara
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BAGIAN 2. ANALISIS DAN MANAJEMEN STAKEHOLDER

Deskripsi Tugas

Setelah hasil akhir tugas investigasi berupa catatan/notulen wawancara diperoleh, langkah selanjutnya
adalah melakukan analisis dan manajemen stakeholder berdasarkan hasil catatan tersebut untuk
menentukan siapa saja yang dianggap menjadi stakeholder dari sistem bisnis yang sedang dikerjakan.
Stakeholder yang telah teridentifikasi lalu dikelola untuk mengetahui posisinya dalam sistem bisnis serta
sudut pandang/perspektifnya untuk mengetahui dan memahami lebih dalam bagaimana stakeholder
tersebut melihat sistem bisnis yang dijalankannya.

Hal-hal yang harus dikerjakan oleh Anda sebagai calon Analis Bisnis profesional adalah:
1. ldentifikasi stakeholder menggunakan stakeholder wheel

Partnars

Custamars Suppliers

Competiors Regulators

o Employees

Menagers

Gambar 4. Stakeholder wheel

- Anda harus menentukan siapa saja yang menjadi stakeholder dari sistem bisnis secara
lengkap
- Anda harus membuat susunan daftar stakeholder dengan rapi

2. Analisis stakeholder menggunakan power/interest grid

- Anda harus menempatkan para stakeholder yang telah teridentifikasi pada posisi yang
sesuai di power/interest grid

- Anda harus menentukan perlakuan apa yang harus diterapkan pada masing-masing
stakeholder berdasarkan posisinya di power/interest grid
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Gambar 5. Power/interest grid

3. Tentukan sudut pandang/perspektif stakeholder menggunakan CATWOE

- Anda harus menuliskan sudut pandang/perspektif terhadap sistem bisnis dari setiap

stakeholder yang ada menggunakan contoh format pada gambar berikut ini

Perspective of Karen Thorne,
Customer Services Manager

Perspective of Jason Shore,
Sales Manager

Established regular customers who
appreciate a personal touch

Anyone who is willing to buy drinks from
Rake's

Knowledgeable sales and customer
service staff who develop long-term
relationships with customers

Telesales team set challenging sales
targets

Repeat selling of soft drinks to long-term
customers

Proactive ‘point’ sales of soft drinks to
customers

Success in the soft drinks trade results
from establishing close links to
customers and providing excellent service

Success in the soft drinks trade results
from the aggressive selling to a
wide customer base

o|ls|4H|>»| 0O

Tom Rake, CEO of Rake’s Refreshments

Government taxes on drink products (P); fierce competition
from supermarkets (E); flavoured water and other branded soft drinks now
popular in the UK (S); online purchasing of products (T); driving laws increasing the
market for branded soft drinks (L); pressure to reduce use of physical resources,

such as glass (E)

Gambar 6. Format contoh CATWOE
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Dokumen Kasus Bisnis <Sebut Nama Aplikasi>

Hasil Akhir Tugas

Hasil akhir yang diharapkan dari tugas analisis dan manajemen stakeholder ini adalah dokumentasi
analisis dan manajemen stakeholder yang terdiri dari:

1. Daftar stakeholder teridentifikasi dari sistem bisnis
2. Diagram power/interest grid berisi posisi setiap stakeholder teridentifikasi
3. Tabel CATWOE berisi sudut pandang/perspektif setiap stakeholder teridentifikasi

Dokumentasi sebaiknya juga harus dikonfirmasikan kepada klien untuk mendapatkan

persetujuan.
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Dokumen Kasus Bisnis <Sebut Nama Aplikasi>

Anda sebagai calon Analis Bisnis profesional diminta untuk melakukan pengembangan kasus bisnis
sebagai dokumen tertulis penting dalam sebuah proyek analisis bisnis yang berisi hasil temuan Analis
Bisnis beserta saran tindak lanjut yang perlu dilakukan sebagai bahan pertimbangan pimpinan
organisasi.

Pada dasarnya dokumen kasus bisnis selalu berkembang, dalam artian akan selalu mengalami
perubahan seiring dengan berjalannya proyek analisis bisnis yang dikaitkan dengan siklus hidup
sebuah proyek sebagaimana yang terlihat pada diagram di bawah ini.

Feasibility study

Initial business
case before major
resources

comimitted

Requirements

analysis and
specification i
(" Business case
......... confirmed affer
detailed
\ reguirerments J
Solution design
(" Business case
......... confirmed once
»++s22+2+ ‘Decision gates’ de\'efgmﬂégosm
Solution \__EesimaEd  J

development and
Implementation

Business case
revisited before

deployment

Operation of new
processes and
systems

Benefits realisation
checked

Gambar 1. Kasus bisnis dalam siklus hidup proyek

Dari gambar di atas terlihat bahwa sebuah dokumen kasus bisnis dapat mengalami sekurangnya 4
(empat) kali perubahan sejak mulai dibuat (initial business case) hingga siklus terakhir proyek
(business case revisited).

Namun untuk keperluan pengerjaan tugas workshop ini, Anda hanya diminta untuk menyusun
dokumen kasus bisnis hanya pada saat tahapan terakhir yaitu sebelum pengimplementasian hasil
proyek analisis bisnis yang biasanya berupa sebuah aplikasi sistem informasi.

Deskripsi Tugas
Dalam rangka tugas pengembangan kasus bisnis, Anda diminta untuk menyusun dokumen kasus
bisnis yang ditujukan bagi para pengambil keputusan di dalam organisasi.

Struktur dokumen kasus bisnis secara umum terdiri dari bagian-bagian sebagai berikut:
1. Pendahuluan;

Ringkasan manajemen;

Deskripsi situasi saat ini;

Opsi yang dipertimbangkan;

Analisis cost dan benefit;

Penilaian dampak;

Penilaian resiko;

Rekomendasi;

Lampiran dan informasi pendukung lain.

LN WN
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Dokumen Kasus Bisnis <Sebut Nama Aplikasi>

Penjelasan secara ringkas untuk masing-masing bagian adalah sebagai berikut:
1. Pendahuluan;
Bagian ini berisi gambaran dan penjelasan mengapa kasus bisnis ini dibuat.
Metode yang digunakan untuk mengetahui isu bisnis yang diperiksa.
Siapa saja yang terlibat dan berkontribusi dalam aktifitas tersebut.

2. Ringkasan manajemen;
Bagian ini ditulis setelah semua bagian lain selesai disusun.
Dibuat dalam bentuk paragraf terbatas yang berisi rangkuman keseluruhan kasus bisnis:
e Kegiatan apa yang dilakukan dan temuan apa (isu bisnis) yang menjadi perhatian,
e Beberapa opsi yang dipertimbangkan dengan masing-masing kekuatan dan
kelemahannya,
e Rekomendasi dan keputusan yang diperlukan untuk menjalankannya.

3. Deskripsi situasi saat ini;
Bagian ini juga dibuat singkat dan pendek namun jelas.
Menjelaskan situasi di organisasi saat ini beserta masalah (problem) dan peluang (opportunity)
yang ada didalamnya.

4. Opsiyang dipertimbangkan;
Bagian ini berisi daftar opsi yang dipertimbangkan beserta penjelasan mengapa opsi tersebut
ditolak.
Jelaskan secara rinci hanya opsi yang diterima dan kemudian direkomendasikan beserta
alasannya.

5. Analisis cost dan benefit;
Bagian ini berisi pembahasan mengenai biaya (cost) dan manfaat (benefit) untuk setiap opsi yang
dipertimbangkan pada bagian sebelumnya. Perlu diingat untuk menampilkan dulu manfaat
sebelum membahas biaya.
Contoh manfaat:
Yang nampak (tangible)
e Penghematan staf karyawan
e Mengurangi pekerjaan
e Mempercepat pekerjaan
e Respon lebih cepat kepada pelanggan
e Mengurangi biaya akomodasi
e Mengurangi inventori
Yang tak nampak (intangible)
e Meningkatkan kepuasan kerja
e Meningkatkan kepuasan pelanggan
e Pengelolaan informasi yang lebih baik
e Fleksibilitas organisasi lebih tinggi
e Waktu lebih banyak untuk problem-solving
e Persepsi masyarakat lebih baik — penampilan lebih baik
e Komunikasi yang lebih baik
Contoh biaya:
Yang nampak (tangible)
e Biaya staf karyawan pengembang (developer)
e Biaya staf karyawan pengguna (user)
e Peralatan
e Infrastruktur
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Dokumen Kasus Bisnis <Sebut Nama Aplikasi>

e Paket perangkat lunak (software)
e Relokasi
e Pelatiihan staf
e Biaya operasi
Yang tak nampak (intangible)
e Hilangnya produktifitas
e Biaya rekrutmen

6. Penilaian dampak;
Bagian ini berisi dampak yang ditimbulkan setiap opsi yang ada terhadap organisasi. Namun
tidak semua dampak berkaitan dengan biaya. Contoh dampak yang ditimbulkan adalah
terhadap:
e  Struktur organisasi
e Hubungan antar departemen
e (Carakerja
e Gaya manajemen
Kebijakan rekrutmen
Kriteria penilaian dan promosi
e Hubungan dengan pemasok (supplier)

7. Penilaian resiko;
Bagian ini berisi daftar resiko-resiko yang berpotensi untuk muncul dan tindakan antisipasi yang
perlu dilakukan untuk setiap resiko yang ada. Detil yang harus dituliskan adalah:
e Deskripsi resiko, penyebab dan dampaknya
Probabilitas kemungkinan terjadinya resiko
Tindakan antisipasi
Pihak yang bertanggung jawab

8. Rekomendasi;
Berisi kesimpulan akhir dari kasus bisnis dan keputusan apa yang harus diambil oleh pimpinan
organisasi sebagai pihak yang membuat keputusan.
Bila kasus bisnis berkaitan denga pelaksanaan proyek, maka perlu dibuatkan jadwal pelaksanaan
menggunakan diagram Gantt atau diagram batang, contohnya:

Requirements specificalion

Syslem design
Software build
and test

Uszer accaplance
testing

Frrrrrrrrrrrrrrrrr v rrr
1 2 3 4 5 6 7 8 8 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Timascale (months)

Gambar 3. Diagram aktifitas dan jadwal pelaksanaan proyek

9. Lampiran dan informasi pendukung lain.
Berisi detil informasi yang diperlukan dalam kasus bisnis, biasanya berupa dokumen-dokumen
pendukung.
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Hasil Akhir Tugas

Hasil akhir yang diharapkan dari tugas pengembangan kasus bisnis ini adalah sebuah dokumen kasus
bisnis yang dijilid rapi berdasarkan struktur yang telah dijelaskan pada bagian sebelumnya. Dokumen
kasus bisnis ini nantinya dipresentasikan di hadapan para pengambil keputusan untuk mendapatkan
persetujuan bahwa kasus bisnis yang diajukan sudah memenuhi persyaratan serta solusi yang
direkomendasikan dapat diterapkan. Persetujuan diberikan melalui pemberian tanda tangan
pengambil keputusan di dalam dokumen kasus bisnis tersebut.

Format file dokumen kasus bisnis diberikan di halaman berikut ini. Gunakan template format ini
untuk diprint dan dikumpulkan pada saat Ujian Akhir Semester.
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o

POLITEKNIK

MAKASSAR

KASUS BISNIS
<Sebutkan Nama Aplikasi yang akan Dibuat>

Tugas Akhir Analisis Bisnis

Nama - NPM

Nama - NPM

POLITEKNIK STIA LAN MAKASSAR
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MAKASSAR - 2022
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Persetujuan Dokumen

Document Sign-off

Dokumen ini telah disetujui sebagai Laporan Akhir untuk pengerjaan Aplikasi <Sebut Nama Aplikasi>
untuk membantu proses <sebut nama proses> dan telah mencerminkan pemahaman akan kebutuhan di
Bagian <Sebut Nama Bagian> yang akan menjadi pengguna akhir dari aplikasi ini.

Disusun oleh:

Nama - NIM Nama - NIM
Analis Bisnis Sl Analis Bisnis Sl
Tanggal: Tanggal:

Disetujui oleh:

Nama
Jabatan

Tanggal:
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