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Illustrates that the make or buy is a strategic decision and has

implications for the overall corporate strategy of the organization by

describing a model which involves analysing a number of strategic

factors. In recent years, many companies have been moving signi�cantly

away from “making” towards “buying”. However, research has revealed

that make or buy decisions are rarely taken within a thoroughly strategic

perspective. It has been shown that many �rms adopt a short‐term

perspective and are motivated primarily by the search for short‐term

cost reductions. It is argued that make or buy decisions are made most

frequently by default with little consideration for the long‐run

competitiveness of the organization. Presents an outline of three key

problems encountered by companies in their e�orts to formulate an

e�ective make or buy decision to illustrate the weaknesses in current

make or buy practice. The make or buy model described in this article

attempts to overcome these problems by o�ering an organization a

conceptual framework to follow in the sourcing decision.

Activity‐based costing, Benchmarking, Core competences,

Make v. buy, Partnership sourcing, Purchasing

© MCB UP Limited

You do not currently have access to this content.

Sign in

Don't already have an account? Register

Client Account
Email address / Username

R.T. McIvor; P.K. Humphreys; W.E. McAleer

We use cookies to optimize site functionality and targeting cookies to give you

the best possible experience. Your experience, your choice. Learn more here:

Visit our cookie policy page

javascript:;
https://doi.org/10.1108/00251749710160331
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Activity%e2%80%90based+costing%22}
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Benchmarking%22}
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Core+competences%22}
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Make+v.+buy%22}
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Partnership+sourcing%22}
https://www.emerald.com/md/search-results?qb={%22Keywords1%22:%22Purchasing%22}
https://www.emerald.com/my-account/register?siteId=1000757&returnUrl=https%3a%2f%2fwww.emerald.com%2fmd%2farticle-abstract%2f35%2f2%2f169%2f281180%2fA-strategic-model-for-the-formulation-of-an%3fredirectedFrom%3dfulltext
javascript:;
javascript:;
javascript:;
https://www.emerald.com/pages/cookie_policy


Password

Reset password

Register

Purchased this content as a guest? Enter your email address to

restore access.

Email Address

Pay-Per-View Access €38.00

 Buy This Article

Rental

This article is also available for rental through DeepDyve.

Access through your institution

We use cookies to optimize site functionality and targeting cookies to give you

the best possible experience. Your experience, your choice. Learn more here:

Visit our cookie policy page

https://www.emerald.com/my-account/reset-password
https://www.emerald.com/my-account/register?siteId=1000757&returnUrl=https%3a%2f%2fwww.emerald.com%2fmd%2farticle-abstract%2f35%2f2%2f169%2f281180%2fA-strategic-model-for-the-formulation-of-an%3fredirectedFrom%3dfulltext
https://www.emerald.com/store/add/281180/3
https://www.deepdyve.com/doc-view?docId=10.1108/00251749710160331&fieldName=journal_doi&affiliateId=EMER
https://www.emerald.com/pages/cookie_policy

