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Case Study 2.2 – Paradise Lost: The Xerox Alto
1.    There is a logical contradiction in Xerox’s willingness to fund research projects such as PARC and its reluctance to commercially introduce the product into the market. It shows a company with no clear vision, and this made it to less their opportunity by 1979. Instead of using technological innovations to edge out its rivals, it adopted incrementalism to play safe and avoid large risks that would come by unveiling the product of Alto. It does not make sense that Xerox invested millions in the Alto project but decided not to market the product. They were unwilling to take a chance on a product they had spent so much money and time.
2.    The strategic vision at Xerox was against radical inventions because they focused on an incremental approach in dealing with their rivals; they went head to head with their competitors, for example, when IBM released a typewriter into the market, Xerox followed to introduce the same. As a result, the company saw many of its innovators defect to start their own companies. They were tired of the myopic strategies that lacked the nerve to be radical in developing new technologies. Xerox also had structural inadequacies and made poor choices in handling the opportunities afforded by the PARC project. They invest a lot of cash in R & D, but when a critical situation develops that requires the use of the ideas present in the research, they fail to use them and instead start thinking of new inventions. While Alto was a successful project, they did not launch it, and their popularity subsided. This was ironic to a company that had registered immense success in using the radical technological approach; for example, the innovation of the model 900 copier was the result of a radical approach that generated huge profits for the company. They could not bring themselves to use the same approach a decade later in the Alto project.
3.    A series of reorganizations, lawsuits, and all-time acquisitions rendered the Alto a victim of inattention. They caused Xerox to second-guess what they had initially foreseen. Given the success that Xerox had demonstrated in the past, one would have thought that they would be devoid of any fear or uncertainties in unveiling the results of new projects, especially those that they had invested vast amounts of money in like Alto. They instead left decisions for the project unmade; for example, what division would provide oversight to the development and launch of the project and whose budget would support it. They wasted valuable time and squandered their opportunity.
4.    In favoring the statement on radical innovation, technology ought to have taken a radical approach for it to be successful. The approach should about now and the future, not about yesterday or past revelations. In this era where there is competition in everything, the most viable strategy to attract the attention of consumers is through innovations that seek to make daily tasks more straightforward and a success.
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