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Case Objectives and Use

Because of the breadth and complexity of issues in this case, we recommend it for use at the graduate level in a Strategic Management course. It would be most appropriate in a module that focuses on environment and market assessment, or in a resource analysis section. Depending upon the instruction format chosen, students are expected to:

1. In a complex, unstable environment, understand the relationship between strategy, product/market focus and organizational structure.

2. Analyze financial statements and opportunities for growth and perform a gap analysis to determine how best to deploy scarce financial and human resources. 

3. Recommend an appropriate strategy and implementation plan that deals with the inherent risks and suggests control mechanisms to keep the downside within acceptable bounds.

Case Synopsis
Navtech Inc. is a small, Waterloo-based company whose software products and support activities help commercial airlines run their flight dispatch and crew management operations more efficiently. All but the very largest airlines outsource many of these critical activities, but selling into an industry with such well-documented troubles can pose a challenge. Despite this, there may be a significant growth opportunity as many large international markets deregulate their airline industries and developing regions such as China expand to accommodate the mobility of a growing middle class. 

The airline support services industry has several dozen competitors, most of whom operate in one or two of the five major product areas.  While the industry has a few larger players, most competitors are quite small, and Navtech’s executives feel there is an opportunity for growth if they can expand either in product or geographic space, or both. Navtech has so far concentrated on two of the five product areas in the North American market, which suggests that there may be untapped opportunities involving international expansion or new product development. Either or both may be pursued, but would require the addition of resources and capabilities that the company currently does not possess. The principal alternatives for gaining access to the needed resources are internal development or obtaining them from existing competitors by some means, either by forming alliances of some sort or making strategic acquisitions. 
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