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· What is Levi’s strategy?
Levi’s focus on size combinations o the pairs of jeans they sold. The company offered 51 different combinations to its end consumers. The company also implemented a value chain analysis strategy that would help them analyze the markets continuously and make informed decisions in the highly competitive market space they were in.

· Where is Levi’s on spectrums of differentiation and cost leadership? What are other important elements of Levi’s strategy? Would these change under CCTC’s proposal?
According to the value chain analysis, Levi’s had an at least 38% ROE average, which led to little improvements. Their value was only at 24% customer satisfaction, the company had a manufacturing system that had an 8-month lag from receiving the raw materials to dishing out the finished products. The company’s activities were mostly initiated by sales forecast
Under CCTC’s proposal, Levi’s value chain would include a pull that is customer initiated
· How is Levi’s able to differentiate?
Levi’s was able to differentiate by using psychographic segmentation. This differentiation involves splitting the target market in three areas: personality, lifestyle and values.
· Which source(s) of differentiation are relevant (see Chapter 5 and Table 5.2 of textbook for sources)?
Customer personality is most relevant since it does not generalize the target market. Different customers living the same lifestyle can have different personalities, which may lead to generalization and a lack of appeal to the customer
· Which of Levi's capabilities/resources are most important for maintaining a differentiation advantage?
The main differential advantage for Levi’s was its market positioning. The company was associated with people living a free lifestyle, mainly the cowboys. This then shifted with time and it became associated with the teenage revolution, a cool lifestyle. The company also associates itself with casual inexpensive wear, especially in the US while positioning itself as prestige wear overseas.
· Evaluate the external environment and its strategic implications at two levels:
· Broader industry: apparel manufacturers
The introduction of fashion in the apparel industry led to the increase of complexity in the apparel product line. This led to less customer satisfaction overall, about 24% for Levi’s, in manufacturing-oriented companies
· Specific industry: jeans manufacturers
The onset of fashion led to jeans having more styles, having more colors and having better fit for its consumers. Levi’s faced stiff competition from fashion-offering companies that led to decline in sales and revenue from customers
· Do any major manufactures of jeans (with substantial market share) have broader product offerings (e.g., jeans < 50% of total revenue)
Major jeans manufacturers do not have broad product offerings mainly because of the complexity of the product line once the different products are diversified. Levi’s however should widen its offerings, to appeal o a wider range of consumers, with different tastes and increase revenue from individual clients
· Analyze CCTC’s proposal & its impact on Levi’s participation in the value chain?
Without the CCTC offer, Levi’s value chain was as follows: Customer satisfaction was at 24%, there was little improvement to the value chain with a ROE of over 38%, the company faced an 8-month lag from raw material to finished product, all company activities were driven by sales forecasts. CCTC’s offer promised to improve the value chain in the following ways: increase unit sale profits for the company, make the company activities customer driven instead of sales forecast driven, reduce the cost of distribution since the jeans were only delivered to end clients. Diversify their product offering with personal jeans, jeans that are custom made for an individual.
The offer did come with some downsides however: the sale of personal jeans would make it impossible to put up a returned pair of jeans for resale, the concept of personal jeans means the pair is custom fitted for the individual. This may make the pair smaller than the actual size after doing laundry on the jeans, since they shrink after washing, leading to unhappy customers. 





