
CANNED SEA

TREASURES

Development Areas
-Creat�ng a cooperat�on culture
-Dec�s�on mak�ng 
-Sales through customer value
proposal



Canned Sea Treasures beg�ns w�th
an open�ng �n wh�ch �t �s forced �nto
pr�ce compet�t�on w�th f�rms that
do not have a d�fferent product to
those of the�r r�vals. Wh�le
part�c�pants compete under
resource constra�nt, they ga�n
exper�ence both �n creat�ng value
w�th qual�ty strateg�es and �n
mak�ng w�n-w�n negot�at�ons.

The s�mulat�on �s about f�rms that sell
canned f�sh and also catch the�r own
f�sh by means of the�r own fleets of
boats. Because they do not have
enough R&D �nvestments, these f�rms
cannot sell the�r products through
channels where upper segment
customers do the�r shopp�ng. In the
lower segment where they compete,
they try to reduce pr�ces so as to
�ncrease the�r sales and to �ncrease
the�r scales �n order to reduce the�r
costs. However, th�s s�tuat�on w�ll
cause excess�ve f�sh�ng and reduct�on
of f�sh stocks, and f�rms that cannot
ensure a suff�c�ent supply w�ll be put
�n a d�ff�cult pos�t�on f�nanc�ally.

In the s�mulat�on, to avo�d fall�ng
�nto th�s s�tuat�on, f�rstly creat�ng
value and later sell�ng value w�ll be
an effect�ve solut�on just l�ke �n
real l�fe. To br�ng th�s about,
part�c�pants w�ll see the necess�ty
of undertak�ng R&D to �mprove the
qual�ty of the�r products and, when
they have chosen th�s strategy,
they w�ll also see that a low-pr�ce
strategy �s unprof�table due to the
costs of R&D. To �mplement the
strategy successfully, enabl�ng
upper segment customers to
understand the qual�ty of the
products w�ll become �mportant.
 


