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Wharton on Managing Emerging Technologies
Improve Your Competitive Strategy
How do firms grow? How do firms compete? An influential answer to these
fundamental questions of business strategy lies in the concept of dynamic
capabilities. David Teece provides a clear statement of his ideas, and a framework
for managers wishing to assess their organization's strategy.

Next Generation Business Handbook
Since the early 1980s it has been recognized that a firm's resources, capabilities
and competencies help it gain a competitive advantage, that in turn produces
higher performance. This resource-based view of the firm has been an important
development in the field of strategic management. It explains why some
organizations perform better than others and shows that leveraging, both tangible
and intangible, resources is necessary to gain a sustainable competitive
advantage. Bringing together contributions from multiple perspectives this book
examines the management of strategic resources. First, the book discusses
resource strategy and firm performance - how resources lead to competitive
advantage and how firm resources interplay with the firm strategy to produce
specific outcomes. Second, it addresses the development, commitment and
governance of firm resources - how firms develop critical resources, including the
especially difficult development of intangible resources such as tacit knowledge,
internal networks and the creation of new intellectual capital. Finally, attention is
focused on the problems involved in the transfer of resources and skills in
cooperative strategies such as strategic alliances, and the allocation of resources
to produce innovation. The resource-based view of the firm is a valuable way of
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analyzing and understanding firm strategies and performance. The contributions in
this book provide an important in-depth view of how strategic resources can be
developed and leveraged to create value in organizations.

Marketing That Works
Perspectives from leaders in decision science at Wharton Organized in part through
Wharton's Risk Management and Decision Processes Center, the book assembles
leading researchers from Wharton's business faculty who demonstrate how to
apply the latest approaches in decision-making from four perspectives: personal,
managerial, negotiator, and consumer. Each chapter describes how decisions are
actually made, presents the ideal scenario, and then provides practical suggestions
for improvement. The subjects range from when consumers will choose variety,
integrating intuition into decisions, and applying game theory and strategic
decisions, to decision factors in negotiations and how choices are made about
insurance and health care.

The End of Competitive Advantage
Entrepreneurship is vital for companies’ success, to allow them to adapt and grow
in today’s interlinked and turbulent business environments. Yet as they grow in
size and complexity, many companies become less innovative and more rigid. The
challenge of how to deal with these trends has led to the rise of the field of
Corporate Entrepreneurship, looking at the development of new business ideas and
opportunities within established firms. This book provides an effective entry point
to Corporate Entrepreneurship as an academic field and a management practice.
Corporate Entrepreneurship leads readers through an overview of real-life
Corporate Entrepreneurship; the aims, organisational models, implementation and
results. Covering theoretical perspectives, empirical findings and practical
concerns, the book also switches between the perspective of the individual and the
organisation. Written by two specialists of the discipline, the book includes a
wealth of real-life case studies, covering over three decades of Corporate
Entrepreneurship practices, by companies of all sizes, geographies and sectors.
With coverage of such topics as Internal Corporate Venturing and Participative
Innovation, this thoughtful text will be required reading for entrepreneurship
students around the world.

Competing in the Information Age
"Scenarios are now a part of every successful manager's toolkit. This book is the
first comprehensive guide to the latest developments in scenario thinking written
by today's leading practitioners in the field." -Napier Collyns, a pioneer of scenario
planning at Dutch/Shell now Managing Director, Gloal Business Network (GBN) "In
twenty years of helping companies create and plan for their futures, I have never
come across a book that dealt with the use of scenario-based planning as
comprehensively as this one." -David Kelley CEO, IDEO Product Development the
creators of the Apple Mouse "This book is the greatest reference today on scenario
planning-the preeminent tool for those who believe that the future belongs to
those with the imagination to create it. The combination of scenario planning and
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strategy formulation can be a wondrous right brain process that galvanizes teams
with a compelling vision and common purpose." -David E. Schnedler Director,
Corporate Planning Sun Microsystems, Inc. "Organizations must create intellectual
and organizational tension around distinctly different views of the future. Learning
from the Future demonstrates why scenarios are ideally suited to generate such
tension and how to use scenario learning as a steppingstone to superior
strategies." -Richard Pascale, Associate Fellow of Oxford University and author of
Managing on the Edge: How the Smartest Companies Use Conflict to Stay Ahead
"An invaluable guide to the mind-stretching benefits of scenarios that are fully
embedded in the strategic thinking process. It should be required reading for any
management team embarking on scenario development so they can realize the
benefits and evade the pitfalls." -George Day, Geoffrey T. Boisi Professor and
Director of the Huntsman Center for Global Competition and Innovation Wharton
School, University of Pennsylvania

Competitive Reactions and Conjecture
Wharton on Dynamic Competitive Strategy
Dynamic Competitive Strategy by best –selling author Dr Tony Grundy casts a
radically new light on Competitive Strategy by showing you the dynamic dimension
of existing strategy tools and new ones created to deal with rapid innovation and
turbulent change. He shows us refreshing and challenging ways of developing
strategy, including: Agile approaches to Strategy and Planning The art of the
Cunning Plan –with 101 ways of being innovative The alien approach: how might an
alien see your industry and business? A whole new set of dynamic strategy tools
Scenario storytelling and the art of mental time travel How emotional value can
leverage competitive advantag Dynamic stakeholder analysis and influencing He
also includes case studies of Arsenal, Brexit, Dyson, Metrobank, Tesco, the
infamous honey badger and others from everyday life. This book provides an
overall theory and a wealth of practical guidance based on 30 years of Strategy
Consulting and Management Research and Teaching that will transform your
thinking about strategy. Tony truly "turns strategy upside down," as he does on the
cover.

The Shopping Revolution
Like the first edition, Competing in the Information Age: Align in the Sand, Second
Edition, synthesizes for practicing managers the compelling, recent work in this
area, with themes that focus on the continuous transformation in business, the
adoption of information intensive management practices, the improvement of
information processing, and the alignment of business strategy and information
technology strategy. Information technology management is now considered a
core competency among managers. Rapid advancements in technology, dynamic
markets, and the changing business environment have created increased demand
for professionals who can manage and deliver information systems. Information
systems professionals, Chief Information Officers, Chief Knowledge Officers, as well
as CFOs and CEOs, are required to lead and evolve information resources while
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partnering with corporate management. This book shows IT professionals how to
help their organizations achieve success through alignment and deployment of
business and IT strategies.

Wharton on Dynamic Competitive Strategy
Commoditization-a virulent form of hypercompetition-is destroying markets,
disrupting industries, and shuttering long-successful firms. Conventional wisdom
says the best way to combat commoditization is differentiation. But differentiation
is difficult and expensive to implement, and keeps you ahead of the pack only
temporarily. In Beating the Commodity Trap, Richard D'Aveni provides a radical
new framework for fighting back. Drawing on an in-depth study of more than thirty
industries, he recommends first identifying the commoditization trap you're facing:
-Deterioration: Low-end firms enter with low-cost/low-benefit offerings that attract
the mass market-as Zara did to high-end fashion companies. -Proliferation:
Companies develop new combinations of price paired with several unique benefits
that attack part of an incumbents' market-as Japanese motorcycle makers did to
Harley-Davidson. -Escalation: Players offer more benefits for the same or lower
price, squeezing everyone's margins-as the iPhone did in mobile devices. The
author provides a tool for diagnosing your competitive position and shows how to
strengthen it while also boosting your pricing power-by destroying the
commoditization trap confronting you, escaping it, or turning it to your advantage.
Illustrated with a wealth of examples, this concise, practical guide gives you the
framework and tactics you need to battle commoditization.

Make the Rules Or Your Rivals Will
Designing and Managing a Research Project: A Business Student’s Guide is a
practical, step-by-step guide that shows business students how to successfully
conduct a research project, from choosing the topic to presenting the results. The
authors have applied their many years of experience in supervising student
projects to provide examples of actual research problems and to offer practical
solutions. The inclusion of topics such as supervision, group work and ethics, and
both qualitative and quantitative data analysis, along with examples from real
student research provide a unique perspective. The new Fourth Edition includes
broader types of student project examples, such as an Economics thesis, additional
international business cases, increased coverage of Questionnaire Design and
Institutional Review Boards, and an integrated case throughout the book on “High
Performance Shoes” with supporting materials and data.

Corporate Entrepreneurship
Dynamic Capabilities and Strategic Management
Are you at risk of being trapped in an uncompetitive business? Chances are the
strategies that worked well for you even a few years ago no longer deliver the
results you need. Dramatic changes in business have unearthed a major gap
between traditional approaches to strategy and the way the real world works now.
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In short, strategy is stuck. Most leaders are using frameworks that were designed
for a different era of business and based on a single dominant idea—that the
purpose of strategy is to achieve a sustainable competitive advantage. Once the
premise on which all strategies were built, this idea is increasingly irrelevant. Now,
Columbia Business School professor and globally recognized strategy expert Rita
Gunther McGrath argues that it’s time to go beyond the very concept of
sustainable competitive advantage. Instead, organizations need to forge a new
path to winning: capturing opportunities fast, exploiting them decisively, and
moving on even before they are exhausted. She shows how to do this with a new
set of practices based on the notion of transient competitive advantage. This book
serves as a new playbook for strategy, one based on updated assumptions about
how the world works, and shows how some of the world’s most successful
companies use this method to compete and win today. Filled with compelling
examples from “growth outlier” firms such as Fujifilm, Cognizant Technology
Solutions, Infosys, Yahoo! Japan, and Atmos Energy, The End of Competitive
Advantage is your guide to renewed success and profitable growth in an economy
increasingly defined by transient advantage.

Beating the Commodity Trap
Preface: Running with the Centaur "A businessman is a hybrid of a dancer and a
calculator." —Paul Valery, French Poet and Philosopher The Internet revolution
didn't turn out to be anything like we thought it would be. At the end of the 1990s,
the discussion of many observers, we among them, focused on the rise of the
"cyberconsumer" and the emergence of "Internet marketing." At the extreme, the
image of this cyberconsumer was humorously caricatured in a series of Sprint
commercials introducing its wireless web, in which people hunched over their
computers in dark rooms were invited at long last to step out into the sunlit world.
The business model designed for the cyberconsumer was the "pure play" Internet
firm, either a separate dot-com or a stand-alone division of a larger company. But
the cyberconsumer was largely a myth. Consumers didn't behave anything like we
thought they would. Today, we are entering the age of the centaur. Consumers act
across multiple channels. They combine timeless human needs and behaviors with
new online activities. They are like the centaur of Greek mythology--half human
and half horse—running with the rapid feet of new technology, yet carrying the
same ancient and unpredictable human heart. This consumer is a combination of
traditional and cyber, rational and emotional, wired and physical. This consumer is
not either/or, but both. The authors came to this center from opposite directions.
Jerry Wind was an early champion of digital marketing, highlighting the
revolutionary changes of the Internet on consumer behavior, marketing and
business strategy. He urged executives to consider the potential of this new
technology to transform their businesses. Vijay Mahajan pointed out that not
everything had changed, and that many aspects of consumer behavior and
marketing remained the same. He urged executives to consider the enduring
human characteristics that would continue to shape marketing and business
strategy. As we discussed the issue from these two viewpoints, working on a series
of projects that led to this book, we came to the conclusion that we were both
right: the reality was the hybrid consumer. This is not to suggest that there are
three separate segments (traditional, cyberconsumer and centaur). The reality is
convergence. The entire market is becoming centaurs, either directly or indirectly
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(even if someone is not online, their behavior will still be affected by new
technologies, channels and products, and service offerings). This is why we focus
so much on the centaur. The centaurs, in turn, are heterogeneous, so there will be
many segments among these hybrid consumers. Even the most tech savvy of U.S.
consumers—the 18 to 25 year olds of Generation Y—are not strictly
cyberconsumers. A recent survey of more than 600 Gen-Y respondents (51 percent
of whom had made online purchases in the past year) found that nearly 40 percent
learned about the product online, but bought at a physical store, whereas only 9.3
percent began and ended their search online. When asked where they would prefer
to shop, nearly three-quarters chose a store rather than online. Across the
spectrum, consumers are combining various channels and approaches, searching
online to buy offline, searching offline to buy online—and everything in between.
Charles Schwab found that while about 90 percent of all trades are handled online,
60-70 percent of new accounts are set up in branch offices. People want to be able
to see whom they are working with when they turn over their money. Benefits of
Convergence The power of hybrid models can be seen in the success of Tesco,
which raced past pioneers such as Peapod and Webvan to become the largest
online grocer in the world. Tesco, using its century-old platform of retail stores in
the U.K. as the launching pad for its online service, created a profitable online
business that was handling 70,000 orders per week by mid 2001 and had racked
up more than $400 million in sales the year before. Tesco could set up its online
grocery business for a fraction of the investment of Webvan because it was able to
build off its existing infrastructure. Tesco has moved into the U.S. market,
purchasing a 35 percent investment in Safeway's online grocery service in June
2001, and announcing plans for expansion into South Korea. The power and profit
of the hybrid model can also be seen in the success of Staples.com, which
expected to grow online revenues to $1 billion in 2001, nearly 10 percent of
company sales. Even more significant, Staples found that the addition of the new
channel is not cannibalistic, but synergistic. Overall, customers who shop in the
store and catalog spend twice as much as those who shop in the store alone, and
customers that shop using the store, catalog, and online channels spend an
average of $2,500, nearly four times as much as store shoppers. The results
achieved by Staples and other firms offer a sense of the potential return on
investment from meeting the centaur. Convergence strategies offer a variety of
opportunities for generating new revenues, reducing costs and creating valuable
options for the future. Changing Mind Sets There is emerging evidence of the
immediate benefits of convergence strategies, if investments are made
strategically, but these short-term gains are not the only opportunity. Our focus is
to look at the opportunities, both short- and long-term, created by the emergence
of the hybrid consumer and how companies can capitalize on these opportunities.
The last category may be the most important: the options that convergence
strategies create for the future. This book takes a broader view of the strategic
impact of the centaur for marketing and business strategy, and the architecture of
the organization. If you believe, as we do, that the centaur is the future of our
markets, then the ability to succeed in the future depends on understanding and
"running with" the centaur. Failure to understand these changes creates the risk of
significant lost opportunities. What can the integration of the offline marketplace
and the online marketspace do for consumers that neither can do alone? What
business principles will guide the integration? How is marketing changing? How do
these shifts affect short-term and long-term profitability and growth? What Is
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Converging Convergence, as we discuss it here, means more than the fusion of
different technologies (television, computers, wireless, PDAs) or the combination of
channels (such as Tesco's or Staple's bricks-and-clicks model). We focus on a more
basic convergence within the consumer—the new possibilities created by the
technology and the enduring behaviors of human beings. This convergence will
shape how the Internet and other new technologies unfold, and the opportunities
created for companies. What can consumers do with the technology that they
could not do in the past? When will they continue to do things in the way they
always have? Although most of the focus in this book is on business-to-consumer
interactions, many of the insights apply equally to business-to-business strategy.
The line between B2B and B2C is already blurring. In an environment in which Sun
Microsystems is selling products on eBay, is this B2B or B2C? In an environment in
which a customer may soon be able to click an order button for an automobile and
set in motion a global supply chain to deliver that car, where does B2C end and
B2B begin? Lessons from the Dot-Coms This book examines the practices of a
variety of companies, but we must stress at the outset that these firms are not
held up as ultimate models. They all have something to teach us, but many of the
successful companies of a year or two ago are now fighting for their lives. And
some companies that were all but written off are back in force. We suspect the
same unpredictable dynamic will be seen in the future. This is a particularly
dangerous time to engage in benchmarking or to search for excellence. It is not a
time for simple recipes. Instead, it is far more important to gain a deeper
understanding of how consumers are changing and how they are remaining the
same. The actions of these hybrid consumers will shape the way technology is
adopted and, ultimately, the future of your markets. We should take a balanced
view of dot-com failures. Mark Twain once said, "We should be careful to get out of
an experience only the wisdom that is in it." Twain gives the example of a cat who
sits on a hot stove, and learns not to sit on a hot stove again—but also won't sit on
a cold stove. The failures of the first wave of dot-coms offer many lessons about
what to do, and what not to do, but we need to be careful in taking lessons from
them. Although some of the companies that failed had weak business models,
some actually had brilliant marketing strategies and business models. The failure
of the business is not necessarily an indictment of the idea. Some may have
arrived slightly ahead of their time. Some may have suffered from poor execution.
It may be that the time is now right for these ideas to flourish. During the Internet
bubble, we have engaged in one of the most extensive, investor-financed
experiments in new business models and paradigms. There has been an explosion
of experimentation. Although many of these experiments proved to be
unprofitable, many new ideas were developed and tested. Incumbent companies
and startups that are still alive can benefit greatly from the acceleration of
knowledge from this dot-com "school of hard knocks." Pick through the wreckage
and look carefully at what happened. Then take away the lessons that you can use.
The Implications of the Centaur In this book, we offer insights to top executives
and key organizational change agents on the characteristics and behavior of these
hybrid centaurs and how we need to reshape our marketing and business strategy
to meet them. The book explores different intersections between the consumer,
technology and company and their implications for marketing and business
strategy and organizational design. We examine the emergence of the centaur,
and the marketing, business and organizational challenges and opportunities
created. Part I offers a portrait of this centaur, what has changed and what remains
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the same. We also discuss how the focus on the customer has often been lost in
the emphasis on technology. These centaurs are complex beings, with a love-hate
relationship with the technology, buying books from Amazon.com one day and
relaxing in an armchair sipping cappuccino at Barnes & Noble the next. Part II
explores issues at the intersection between the consumer and technology. We
consider five key issues at the core of addressing these new hybrid
consumers—customerization, communities, channel options, new competitive
value propositions, and choice tools. Although these issues have been discussed in
the context of the cyberconsumer, they are quite different from the perspective of
the centaur. Sometimes consumers want customerization (customized products
and services as well as customized marketing), but other times they want to pull
standard products off the shelf and receive mass marketing messages. Consumers
are members of both physical and virtual communities. The hybrid consumers
want to be able—in the words of Fidelity—to "call, click, or visit." They are
redefining the traditional sources of value, buying products by auction or fixed
price or name-your-own price depending on their mood and purchase situation,
creating a new value equation. Finally, the Internet offers powerful tools to find
information, make decisions, and manage one's life. These tools empower
consumers, changing the way they interact with the company. How can you create
convergence strategies to address these interrelated issues? Part III examines the
impact of the centaur on marketing and business strategies. As the consumer
connects much more directly to companies, marketing has a deeper role to play.
Marketing creates new opportunities for growth and rethinking the company's
offering, pricing and market boundaries. The centaur has also transformed the
traditional 4 Ps of marketing, along with strategies for segmentation, positioning,
customer relationships, branding, and marketing research. As these changes send
shockwaves through the organization, another type of convergence is called for—in
organizational design. Part IV explores some of the fundamental transformations
established organizations need to undergo to meet the centaur. To navigate the
whitewater rapids of convergence and change, organizations need new
organizational architectures. They need to change their architectures, creating a
broader "c-change" to facilitate convergence across the organization and its
ecosystem. The overall objective is to suggest a new consumer-centric mental
model through which to examine the entire business. The kind of shift we are
talking about is what Bill Gates describes in the transformation of Microsoft's
original mission of "a PC on every desk" to its current mission to "empower people
through great software, any time, any place and on any device." The focus is on
the convergence of technology and consumer needs. This book is designed to be
an interactive experience. Each chapter begins with a dialogue representing
different viewpoints on convergence. Callouts highlight key convergence questions
that you can use to challenge yourself and to assess your company's progress.
Finally, the close of every chapter offers an "action memo," a set of illustrative
hands-on experiments for exploring and applying convergence strategies. We have
found the only way to master these new technologies and strategies is to actually
experience them and apply them to your own business. These "action memos" are
not intended to be exhaustive or to summarize key themes of the chapter, but
represent a starting point for your own experiments. We encourage you to share
those experiments with us, and other readers, at the Convergence Marketing
Forum (convergencemarketingforum.com). The Relentless March of the Centaur As
Internet penetration increases—and new technologies emerge—we are seeing a
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relentless march of these new hybrid centaurs. We cannot judge the potential of
the Internet and other technologies by their current primitive level of development.
John Hagel, author of Net Gain and Net Worth, says if we compare the Internet to a
ballgame, we are still waiting for the national anthem to finish. Michael Nelson,
Director of Internet Technology and Strategy at IBM, estimated in 2000 that we
were maybe 3 percent of the way into the Internet revolution. He also points out
that increased speed of connection, which has been a central focus of attention in
the evolution of the Internet, is only a small part of the power of the emerging
online world. In addition to raw speed, the fact that the Internet will be always on,
everywhere, natural, intelligent, easy, and trusted, will deepen the role of the
Internet in our lives. Nelson compares the development of the Internet to the early
days of the electric grid. "The Internet right now is at the light bulb stage," Nelson
said. "The light bulb is very useful, but it is only one of thousands of uses of
electricity. Similarly, when the next-generation Internet is fully deployed, we will
use it in thousands of different ways, many of which we can't even imagine now. It
will just be part of everyday life—like electricity or plumbing is today. We'll know
we've achieved this when we stop talking about 'going on the Internet.' When you
blow dry your hair, you don't talk about 'going on' the electric grid." There will be
naysayers who will use the limitations of the current state of technology as a
reason for inaction. Customization is often neither cheap nor simple. Early
interfaces with online sites were clunky at best and many home connections
remain slow. Throughout this book, we look at the current and future potential of
technology and explore how the consumer will interact with it. We won't waste
your time giving you a repair manual for a Model T, but instead explore how motor
vehicles (particularly newer, more reliable versions) create opportunities for
activities such as commerce and family vacations by car. While we must be
realistic, we cannot become too mired in the past when the future is so rapidly
emerging. Children of Centaurs: In the Forests of the North It is clear that we are
just getting started with the Internet, and we are even earlier on the learning curve
for the new wireless consumers beginning to emerge. Even as businesses are
scurrying to absorb the revolution of the Internet, teenagers in Europe and Asia are
already shaping the next revolution in mobile communication and commerce. This
revolution will play out differently in different parts of the world, and it will
probably play out differently than we expect, unless we truly understand the new
hybrid consumer. It poses new convergence challenges, but raises the same
timeless questions: How will consumers interact with the technology? Again, this
interaction between people and technology will not always be as businesses
anticipated. Helsinki teenager Lauri Taehtinen, speaking on a panel of Finnish
teenagers at the Wharton Fellows in e-Business Program, said that when he goes
out on a Friday night, he doesn't make plans anymore. Instead the 19-year-old
goes downtown and starts sending short messages on his mobile phone, pinging
his friends to see who's out there. They connect by cell phone and then decide
where they want to go for the evening. While companies are excited about
developing mobile information services that might help customers identify night
clubs or order fast food, Taehtinen and his peers are more interested in
connection. In an environment in which virtually every teenager carries a mobile
phone (Finnish market penetration of 78 percent means almost every citizen above
the age of 10 carries at least one mobile phone), the mobile conversation is
continuous and ubiquitous. Among U.K. teens, short messages outnumber phone
conversations three to one, and the parallel phenomenon of instant messaging is
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one of the most popular applications of teenagers on the PC in the United States
and other parts of the world. The very fact that short messages (SMS) are the top
application of mobile phones in Finland is, at first, a surprising thing. The handsets,
designed for voice, are not friendly to the process of messaging. Users tap out
their 160-word messages on numeric keyboards through complex, rapid-fire
keystrokes, smart systems, and creative workarounds. With users paying a charge
to send each message on most systems, it would seem unlikely that SMS would be
a central part of the mobile phone business. But these young centaurs want to
communicate, and they don't let the technology get in their way. It was only in the
interaction between consumers and technology that that power of short messages
became apparent. Just as email has been the killer application of the Internet,
mobile technology is being bent to the human desire to communicate and connect.
"People don't want to be entertained," Taehtinen bluntly states. "They don't want
information. If you go into Internet cafes, you see people are not reading the news;
they are all sending email or chatting online. They are willing to pay for social
interaction. People want to belong to something." Enduring Lessons While
communications and information technology may be ephemeral and uncertain,
there are at least two enduring lessons: The first is that the new technologies, as
much as their proponents may want them to, do not replace the old. They live side
by side, and they converge. The second is that people are complex, retaining the
same enduring human needs even as they adapt to new technologies and
behaviors. These may seem like fairly obvious, even simplistic, statements. But
they have been overlooked more often than recognized in the mad rush to adopt
new technology. These realities have fundamental implications for marketing and
business strategy. What they mean is that there needs to be a convergence of the
old technology and the new to create a portfolio of technologies and channels. The
storefront and catalog don't go away when you add the Internet. And, even more
important, there is an interaction between humans and technology that changes
both. There is a convergence of old consumer behaviors and new behaviors that
affects the trajectory of technology, the strategies for marketing and, ultimately,
the design of the business. More Human The wonderful thing about our
interactions with machines is not in the ways machines can be made to behave in
more human ways, but in the way these interactions make it easier for us to see
what distinguishes us as humans. The more we move to machine-mediated
interactions, the more we see the fundamental and enduring behaviors that are at
the core of marketing and business strategy. It is this interaction between man and
machine that is changing us, transforming the practice of marketing and our
organizations. In this book, we examine how we need to transform our thinking
about the nature of these emerging consumers. We explore how to reach these
centaurs and establish long-lasting relationships with them. We look at the ways
that they remain the same and the ways that they are fundamentally different in
their expectations and behaviors. And we consider how they have irrevocably
changed—and continue to change—the theory and practice of marketing, and the
design of our organizations.

Your Strategy Needs a Strategy
If all firms face similar obstacles to profitable growth, how do some companies
successfully burst through these barriers, leaving their competitors in the dust?
Rita Gunther McGrath and Ian C. MacMillan argue that an answer to this question
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lies in MarketBusters. Best of all, the authors say, opportunities for identifying and
executing such moves can be unearthed throughout a company’s existing business
platform—if managers know where and how to look for them. The authors practical
tools and checklists to help leaders determine the best marketbusting move to use
in a given situation. Vivid company examples illustrate the moves in practice, and
clear guidelines aid managers in implementing their chosen moves effectively.
Driving continuous growth is imperative for every leader in every industry.
MarketBusters is the field guide that will help them succeed. MARKET BUSTERS
OFFERS: * A Unique Perspective on Growth Opportunities: Big “breakthrough”
moves are risky and often unsuccessful. Today’s executives are looking to drive
growth off a platform of established markets, with existing customers, and with
existing products and offerings. This book shows them how to do that. * A Highly
Practical Approach: Actionable, tools-oriented focus of this book will appeal to
executives under pressure to show results fast.

Dynamic Competitive Strategy
You think you have a winning strategy. But do you? Executives are bombarded
with bestselling ideas and best practices for achieving competitive advantage, but
many of these ideas and practices contradict each other. Should you aim to be big
or fast? Should you create a blue ocean, be adaptive, play to win—or forget about
a sustainable competitive advantage altogether? In a business environment that is
changing faster and becoming more uncertain and complex almost by the day, it’s
never been more important—or more difficult—to choose the right approach to
strategy. In this book, The Boston Consulting Group’s Martin Reeves, Knut Haanæs,
and Janmejaya Sinha offer a proven method to determine the strategy approach
that is best for your company. They start by helping you assess your business
environment—how unpredictable it is, how much power you have to change it, and
how harsh it is—a critical component of getting strategy right. They show how
existing strategy approaches sort into five categories—Be Big, Be Fast, Be First, Be
the Orchestrator, or simply Be Viable—depending on the extent of predictability,
malleability, and harshness. In-depth explanations of each of these approaches will
provide critical insight to help you match your approach to strategy to your
environment, determine when and how to execute each one, and avoid a
potentially fatal mismatch. Addressing your most pressing strategic challenges,
you’ll be able to answer questions such as: • What replaces planning when the
annual cycle is obsolete? • When can we—and when should we—shape the game
to our advantage? • How do we simultaneously implement different strategic
approaches for different business units? • How do we manage the inherent
contradictions in formulating and executing different strategies across multiple
businesses and geographies? Until now, no book brings it all together and offers a
practical tool for understanding which strategic approach to apply. Get started
today.

Designing and Managing a Research Project
A new paradigm for balancing flexibility and commitment in management strategy
through the amalgamation of real options and game theory. Corporate managers
who face both strategic uncertainty and market uncertainty confront a classic
trade-off between commitment and flexibility. They can stake a claim by making a
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large capital investment today, influencing their rivals' behavior, or they can take a
“wait and see” approach to avoid adverse market consequences tomorrow. In
Competitive Strategy, Benoît Chevalier-Roignant and Lenos Trigeorgis describe an
emerging paradigm that can quantify and balance commitment and flexibility,
“option games,” by which the decision-making approaches of real options and
game theory can be combined. The authors first discuss prerequisite concepts and
tools from basic game theory, industrial organization, and real options analysis,
and then present the new approach in discrete time and later in continuous time.
Their presentation of continuous-time option games is the first systematic
coverage of the topic and fills a significant gap in the existing literature.
Competitive Strategy provides a rigorous yet pragmatic and intuitive approach to
strategy formulation. It synthesizes research in the areas of strategy, economics,
and finance in a way that is accessible to readers not necessarily expert in the
various fields involved.

Driven
"Return Driven Strategy is a framework that helps leaders to better analyze,
understand, and employ the activities that have been shown to produce superior
returns and wealth creation" -- P. [4] of cover.

Dynamic Strategic Resources
Marketing That Works introduces breakthrough marketing tools, tactics, and
strategies for differentiating yourself around key competencies, insulating against
competitive pressures, and driving higher, more sustainable profits. From pricing to
PR, advertising to viral marketing, this book’s techniques are relentlessly
entrepreneurial: designed to deliver results fast, with limited financial resources
and staff support. They draw on the authors’ decades of research and consulting,
their cutting-edge work in Wharton’s legendary Entrepreneurial Marketing classes,
and their exclusive new survey of the Inc. 500’s fastest-growing companies.
Whether you’re launching a startup or working inside a huge global enterprise, this
will help you optimize every marketing investment you make. You’ll learn how to
target the right customer, deliver the right added value, and make sure your
customers will pay a premium for it–now, and for years to come. Build the
foundation for extraordinary profit Discover faster, smarter techniques for
positioning, targeting, and segmentation Drive entrepreneurial attitude throughout
all your marketing functions Master entrepreneurial pricing, advertising, sales
management, promotion–and even hiring Maximize the value of all your
stakeholder relationships Profit by marketing to investors, intermediaries,
employees, partners, and users Generate, screen, and develop better product
ideas Engage combat on the right battlefields Launch new products to maximize
their lifetime profitability Stage the winning rollout: from fixing bugs to gaining
reference accounts Every dime you spend on marketing needs to work harder,
smarter, faster. Every dime must differentiate your company based on your most
valuable competencies. Every dime must protect you against competitors and
commoditization. Every dime must drive higher profits this quarter, and help
sustain profitability far into the future. Are your marketing investments doing all
that? If not, get Marketing That Works –and read it today. Includes online access to
state-of-the-art marketing allocation software!
Page 12/23

Read Online Wharton On Dynamic Competitive Strategy 1st First Edition
Published By Wiley 2004
Customer Centricity
Marketbusters
WHARTON on DYNAMIC COMPETITIVE STRATEGY "A valuable contribution, this
insightful book makes it clear thatstrategy is not a one-time search for a
sustainable competitiveadvantage, but a continuous monitoring of the
environment,consumers, and competitors with the object of making the
rightmoves in a dynamically changing competitive landscape." -PhilipKotler S.C.
Johnson & Sons Distinguished Professor ofInternational Marketing J. L. Kellogg
Graduate School of ManagementNorthwestern University. "An ambitious and
welcomed effort at addressing strategy from aninterdisciplinary perspective."
-Professor Don Lehmann ColumbiaUniversity Graduate School of Business.
"Wharton on Dynamic Competitive Strategy weaves together anunprecedented
interdisciplinary analysis of competitive strategiesthat any global manager should
consider indispensable readingAnimpressive book." -Jon M. Huntsman, Sr.
Chairman and CEO HuntsmanCorporation. "Provocative and meaningful . . .
Provides an excellent frameworkfor formulating strategy." -Sam Morasca Vice
President, MarketingShell Oil Products Company. "A Rosetta stone for strategy.
Read it and keep it by your side!"-Dale Moss Executive Vice President, Sales and
Marketing USABritish Airways, New York The competitive challenges facing you are
more complex andfast-moving than ever. This environment demands dynamic
competitivestrategies-strategies that anticipate and adjust to
competitors'countermoves, shifting customer demands, and changes in
thebusiness world. Wharton on Dynamic Competitive Strategy offers new
perspectives oncompetitive strategy from a distinguished group of faculty
atWharton and other leading business schools around the world. Thisbook presents
the best insights from decades of research in keyareas such as competitive
strategy, simulations, game theory,scenario planning, public policy, and marketdriven strategy. Itrepresents the most cohesive collection of insights on
strategyever assembled by a leading school of business. Developed for the
thinking manager, Wharton on Dynamic CompetitiveStrategy provides deep
insights into the true dynamics ofcompetition. In contrast to popular, quick-fix
formulas forstrategic success, this book provides perspectives that will helpyou
better understand the underlying dynamics of competitiveinteractions and make
better strategic decisions in a rapidlychanging and uncertain world. The insights
and approaches presented here are illustrated withreal-world examples which
demonstrate how these approaches can beapplied to your strategic challenges.
These chapters will help you better address key strategic issuessuch as: *
Anticipating competitors' responses using game theory,simulations, scenario
planning, conjoint analysis, and othertools-and designing the best strategy in light
of these expectedresponses * Planning for multiple rounds of competition in the
way that chessplayers think through multiple moves * Understanding how changes
in technology and public policy ormoves by competitors can undermine your
current advantages orneutralize future advantages * Broadening your range of
options for reacting to moves bycompetitors * Signaling and preempting rivals.
This groundbreaking new book will change your view of strategy andgive you the
tools you need to succeed in a dynamic and intenselychallenging world.
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Repeatability
'Market Driven Strategy' is a buzzword that many business people use without fully
grasping its meaning. Now George Day, the inventor of the phrase, follows up his
groundbreaking book MARKET DRIVEN STRATEGY with practical advice for
managers who want to better communicate with their customers, perform miles
ahead of their competitors, and continually be responsive to both. Based on nearly
a decade of research, teaching, and consulting on the topic, THE MARKET DRIVEN
ORGANIZATION shows how to apply Day's essential marketing theories to an entire
company. Complete with diagnostic questionnaires and other assessment tools to
identify strengths and weaknesses and lead companies through change, THE
MARKET DRIVEN ORGANIZATION is an indispensable guide that will provide
managers with crucial insights drawn from the most thorough research of the
decade.

The Management Transformation of Huawei
Frequent market shiftsThe rapid pace of technological changeWe're all familiar
with the old saying, "the only constant is change," but this has never been as true
for business as it is today--nor have the penalties for companies who fail to learn
and adapt been as high. Learning to Succeed insists that an integrated model for
corporate education--one that links development programs with strategic goals--is
critical to building agile and resilient learning organizations that will survive in our
fast-evolving business landscape. Companies need to continually assess where
they need to go in relation to where they are now--and use training to bridge the
gap. As these new education initiatives are designed to advance concrete
corporate goals, participants become active learners. Instead of merely listening to
lectures--they work on strategic plans and action projects tied to key objectives.
Learning is reinforced and ROI is optimized. For companies ready to embrace what
it means to be a learning organization, to welcome the CLO to the C-Suite, to
tightly and continuously weave strategy and learning into the fabric of their
businesses, the opportunities are limitless. Complete with practical guidelines and
illuminating case studies, this pioneering book puts them on the path to long-term
success.

The Market Driven Organization
Business Models for Transforming Customer Relationships What if there were a
way to turn occasional, sporadic transactions with customers into long-term,
continuous relationships--while simultaneously driving dramatic improvements in
operational efficiency? What if you could break your existing trade-offs between
superior customer experience and low cost? This is the promise of a connected
strategy. New forms of connectivity--involving frequent, low-friction, customized
interactions--mean that companies can now anticipate customer needs as they
arise, or even before. Simultaneously, enabled by these technologies, companies
can create new business models that deliver more value to customers. Connected
strategies are win-win: Customers get a dramatically improved experience, while
companies boost operational efficiency. In this book, strategy and operations
experts Nicolaj Siggelkow and Christian Terwiesch reveal the emergence of
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connected strategies as a new source of competitive advantage. With in-depth
examples from companies operating in industries such as healthcare, financial
services, mobility, retail, entertainment, nonprofit, and education, Connected
Strategy identifies the four pathways--respond-to-desire, curated offering, coach
behavior, and automatic execution--for turning episodic interactions into
continuous relationships. The authors show how each pathway creates a
competitive advantage, then guide you through the critical decisions for creating
and implementing your own connected strategies. Whether you're trying to
revitalize strategy in an established company or disrupt an industry as a startup,
this book will help you: Reshape your connections with your customers Find new
ways to connect with existing suppliers while also activating new sources of
capacity Create the right revenue model Make the best technology choices to
support your strategy Integrating rich examples, how-to advice, and practical tools
in the form of "workshop chapters" throughout, this book is the ultimate resource
for creating competitive advantage through connected relationships with your
customers and redefined connections in your industry.

Innovation Prowess
Emerging technologies such as the Internet and biotechnology have the potential
to create new industries and transform existing ones. Incumbent firms, despite
their superior resources, often lose out to smaller rivals in developing emerging
technologies. Why do these incumbents have so much difficulty with disruptive
technologies? How can they anticipate and overcome their handicaps? Wharton on
Managing Emerging Technologies presents insights, tools, and frameworks from
leading busi-ness thinkers based on the research of Wharton's Emerging
Technologies Management Research Program. This pioneering industry-academic
partnership, established in 1994, is one of the longest and broadest initiatives on
the management of emerging technologies. For the first time, this book distills the
insights from the program into a single volume for managers, covering a wide
range of issues related to the successful management of emerging technologies.
The editors contend that managing emerging technologies represents a "different
game," requiring a different set of management skills, frameworks, and strategies
than those used by established firms to manage existing technologies. In this book,
experts from diverse fields examine key issues such as: Common pitfalls and
potential solutions for incumbent firms in managing emerging technologies
Strategies for assessing the potential of new markets and designing technologies
to take advantage of market "lumpiness" The need for scenario planning and
"disciplined imagination" to develop strategies under uncertainty The limits of
patents in protecting gains from technology, and the use of lead time and other
strategies The power of innovative financial strategies and the use of real options
in making investments Using alliances and new organizational forms Developing a
"customized workplace" Wharton on Managing Emerging Technologies represents
a powerful survival kit for managers "dropped behind the lines" of these new
technologies. The authors provide a comprehensive set of tools and insights that
will help you understand the new challenges and develop effective strategies to
succeed at this different game. Praise for WHARTON on MANAGING EMERGING
TECHNOLOGIES "New technologies are transforming markets, businesses, and
society at an ever-increasing rate. We have a critical need for better road maps for
managing our way through this new terrain. This book offers critical insights and
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useful new models for thinking through these challenges." —Professor Thomas
Gerrity, Director of the Wharton e-Commerce Forum "Wharton on Managing
Emerging Technologies covers the emerging technology landscape-from strategy
to finance to human resources-in a way that only a group of top scholars from
many disciplines could do. Insightful, accessible, and smart ideas that make for
'must reading' for thoughtful executives in today's turbulent economy. The authors
prove, once again, the power of research to yield deep insight into tough business
problems." —Kathleen M. Eisenhardt, Professor of Strategy and Organization,
Stanford University and coauthor, Competing on the Edge: Strategy As Structured
Chaos "Wharton on Managing Emerging Technologies offers valuable insight for
large established companies seeking growth in a dynamic market of rapid
technological advancement. The entertaining cases and thoughtful analyses help
managers create strategies, select options, and organize to successfully manage
the interface between imagination and knowledge." —Jerry Karabelas, PhD, CEO,
Novartis Pharma AG

Learning from the Future
The world faces social, political, and economic turmoil on an unprecedented
scale—along with unsettling levels of turbulence and volatility. Market leadership
today is less of a predictor of leadership tomorrow. Therefore, senior executives
today must strive to own the future. In Own the Future, The Boston Consulting
Group, one of the world’s most prestigious and innovative management consulting
firms, offers a roadmap. Drawing on the firm’s experience advising organizations
on how to achieve and sustain competitive advantage, this book offers 50 ideas to
help readers chart their organization’s path to future leadership. The articles are
organized along ten attributes critical to success in the current
environment—adaptive, global, connected, sustainable, customer-first, fit to win,
value-driven, trusted, bold, and inspiring. The future may be unknowable, but The
Boston Consulting Group offers insights from its 50 years of practice on how
readers can position their organization to win—to change the game and to own the
future.

Wharton On Dynamic Competitive Strategy
WHARTON on DYNAMIC COMPETITIVE STRATEGY "A valuable contribution, this
insightful book makes it clear that strategy is not a one-time search for a
sustainable competitive advantage, but a continuous monitoring of the
environment, consumers, and competitors with the object of making the right
moves in a dynamically changing competitive landscape." -Philip Kotler S.C.
Johnson & Sons Distinguished Professor of International Marketing J. L. Kellogg
Graduate School of Management Northwestern University. "An ambitious and
welcomed effort at addressing strategy from an interdisciplinary perspective."
-Professor Don Lehmann Columbia University Graduate School of Business.
"Wharton on Dynamic Competitive Strategy weaves together an unprecedented
interdisciplinary analysis of competitive strategies that any global manager should
consider indispensable readingAn impressive book." -Jon M. Huntsman, Sr.
Chairman and CEO Huntsman Corporation. "Provocative and meaningful . . .
Provides an excellent framework for formulating strategy." -Sam Morasca Vice
President, Marketing Shell Oil Products Company. "A Rosetta stone for strategy.
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Read it and keep it by your side!" -Dale Moss Executive Vice President, Sales and
Marketing USA British Airways, New York The competitive challenges facing you
are more complex and fast-moving than ever. This environment demands dynamic
competitive strategies-strategies that anticipate and adjust to competitors'
countermoves, shifting customer demands, and changes in the business world.
Wharton on Dynamic Competitive Strategy offers new perspectives on competitive
strategy from a distinguished group of faculty at Wharton and other leading
business schools around the world. This book presents the best insights from
decades of research in key areas such as competitive strategy, simulations, game
theory, scenario planning, public policy, and market-driven strategy. It represents
the most cohesive collection of insights on strategy ever assembled by a leading
school of business. Developed for the thinking manager, Wharton on Dynamic
Competitive Strategy provides deep insights into the true dynamics of competition.
In contrast to popular, quick-fix formulas for strategic success, this book provides
perspectives that will help you better understand the underlying dynamics of
competitive interactions and make better strategic decisions in a rapidly changing
and uncertain world. The insights and approaches presented here are illustrated
with real-world examples which demonstrate how these approaches can be applied
to your strategic challenges. These chapters will help you better address key
strategic issues such as: * Anticipating competitors' responses using game theory,
simulations, scenario planning, conjoint analysis, and other tools-and designing the
best strategy in light of these expected responses * Planning for multiple rounds of
competition in the way that chess players think through multiple moves *
Understanding how changes in technology and public policy or moves by
competitors can undermine your current advantages or neutralize future
advantages * Broadening your range of options for reacting to moves by
competitors * Signaling and preempting rivals. This groundbreaking new book will
change your view of strategy and give you the tools you need to succeed in a
dynamic and intensely challenging world.

Convergence Marketing
This book introduces a dynamic, new framework for using law, litigation, regulation
and lobbying as part of competitive business strategy. Every business strategist,
entrepreneur, and corporate lawyer needs to understand a basic truth of the
modern market -- you must make the legal rules that govern your products and
services or one of your competitors will. And it is much easier to stay in business if
you are the one writing the rules. Written in a lively style with a host of stories and
examples drawn from business history as well as contemporary events, professor
G. Richard Shell of the world-famous Wharton School of Business shows how
business leaders from Henry Ford and Bill Gates and corporate rivals from Coke to
Pepsi have fought and won the battle for legal supremacy.

Wharton on Making Decisions
The INSEAD-Wharton Alliance combines the insights of two leading global business
schools to examine the forces that are driving firms to globalize, the consequences
- positive and negative - that accompany increasing globalization, and their
managerial and political implications. Written by experts in diverse management
disciplines - including leadership, finance, marketing, and operations management
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- the book is an important contribution to contemporary business strategy. In
contrast to strident and often heavily rhetorical debates, this volume focuses on
the managerial strategies involved in globalizing businesses, including leadership,
market entry and managing risks. The non-partisan treatment of the issues will be
of interest to managers wrestling with the many challenges of globalizing, to policy
makers interested in whether and how to either slow or to accelerate the process,
and to those in non-governmental organizations concerned with understanding
global business challenges.

Wharton on Dynamic Competitive Strategy
Creating, adapting to, and exploiting change is inherently entrepreneurial. To
survive and prosper under conditions of change, firms must develop the “dynamic
capabilities” to create, extend, and modify the ways in which they operate. The
capacity of an organization to create, extend, or modify its resource base is vital.
Since the concept of dynamic capabilities was first introduced, much research has
elaborated the initial idea. This important book by Constance Helfat and her team
of leading scholars provides a timely focus on in-depth examples of corporate
dynamic capabilities. Examining these in the different contexts of alliances,
acquisitions, and management, the book gives students and researchers a
succinct, up-to-date definition of dynamic capabilities and the strategic
management theories around them.

Nice Start
Coverage of topics like career imprinting and operating in a virtual workspace that
are receiving increased attention in organizations.

Own the Future
Based on a multiyear study of such firms as Apple, IKEA, and Vanguard, the
authors warn against complexity as a strategy for business planning, advocating
instead for a simple, repeatable model that provides for constant improvement.

Dynamic Capabilities
A powerful call to action, Customer Centricity upends some of our most
fundamental beliefs about customer service, customer relationship management,
and customer lifetime value. Despite what the old adage says, the customer is not
always right. Even companies that can seemingly do no wrong—like the
coffeehouse giant Starbucks—have only recently started to figure this out.
Starbucks is one of many companies that has successfully executed a pivot that
puts the company in a customer-centric mindset, an approach that Wharton
professor Peter Fader describes in Customer Centricity. Fader advocates that in the
world of customer centricity, there are good customers and then there is pretty
much everybody else. In a new preface and afterword to Customer Centricity,
Fader reflects on how the landscape has changed over nearly a decade since he
first proposed that businesses radically rethink how they relate to customers. Using
examples from Starbucks, Nordstrom, and more, Fader provides insights to help
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you understand: Why customer centricity is the new model for success in today’s
data-driven environment. How the ideas of brand equity and customer asset value
help us understand what kinds of companies naturally lend themselves to the
customer-centric model and which ones don’t; Why the traditional models for
determining the value of individual customers are flawed; How executives can use
customer lifetime value (CLV) and other customer-centric data to make smarter
decisions about their companies; How the well-intended idea of customer
relationship management (CRM) lost its way—and how your company can properly
put CRM to use; How customer centricity will help you realign your performance
metrics, product development, customer relationship management and
organization to make sure you focus directly on the needs of your most valuable
customers and increase profits for the long term. ALSO AVAILABLE: Once Fader
convinces you of the value of customer centricity in this book, The Customer
Centricity Playbook, with Sarah Toms, will show you where to get started to bring it
to the forefront of your organization. THE WHARTON EXECUTIVE ESSENTIALS
SERIES The Wharton Executive Essentials series from Wharton School Press brings
the ideas of the Wharton School’s thought leaders to you wherever you are.
Inspired by Wharton’s Executive Education program, each book is authored by
globally renowned faculty and filled with real-life business examples and actionable
advice. Wharton Executive Essentials guides offer a quick-reading, penetrating,
and comprehensive summary of the knowledge leaders need to excel in today’s
competitive business environment and capture tomorrow’s opportunities.

Rational Strategic Reasoning
A framework for achieving superior rates of organic growth Achieving superior
growth through innovation is a top strategic priority for all companies. Yet most
management teams struggle to reach their firm's ambitious growth targets and
suffer slow growth. What distinguishes these growth laggards from growth leaders
like IBM, Nike, LEGO, American Express, Amazon, and Samsung that realize their
full potential for growth? Wharton professor George S. Day shows that growth
leaders use their innovation prowess to accelerate their growth at a faster rate. In
this essential guide, Day reveals how to build this prowess by combining discipline
in growth-seeking activities with an organizational ability to innovate. Day shows
managers how to set a growth strategy that is realistic while still stretching the
organization; search for the best growth opportunities along the full spectrum of 14
growth pathways; aim their growth-seeking activities toward the creation of new
customer value; learn to profit from the uncertainty of innovation by successfully
assessing and containing risk; build the organizational muscle to implement an
ambitious growth strategy; and move faster from ideas to impact. With the
strategies, processes, and methods discussed in Innovation Prowess, leaders can
build a tested and comprehensive strategy for driving organic growth year after
year. The Wharton Executive Essentials Series The Wharton Executive Essentials
series from Wharton Digital Press brings the ideas of the Wharton School's thought
leaders to you wherever you are. Inspired by Wharton's Executive Education
program, each book is authored by globally renowned faculty and offers a quickreading, penetrating, and comprehensive summary of the knowledge leaders need
to excel in today's competitive business environment and capture tomorrow's
opportunities.
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Learning to Succeed
Competitive Strategy
WHARTON on DYNAMIC COMPETITIVE STRATEGY "A valuable contribution, this
insightful book makes it clear thatstrategy is not a one-time search for a
sustainable competitiveadvantage, but a continuous monitoring of the
environment,consumers, and competitors with the object of making the
rightmoves in a dynamically changing competitive landscape." -PhilipKotler S.C.
Johnson & Sons Distinguished Professor ofInternational Marketing J. L. Kellogg
Graduate School of ManagementNorthwestern University. "An ambitious and
welcomed effort at addressing strategy from aninterdisciplinary perspective."
-Professor Don Lehmann ColumbiaUniversity Graduate School of Business.
"Wharton on Dynamic Competitive Strategy weaves together anunprecedented
interdisciplinary analysis of competitive strategiesthat any global manager should
consider indispensable readingAnimpressive book." -Jon M. Huntsman, Sr.
Chairman and CEO HuntsmanCorporation. "Provocative and meaningful . . .
Provides an excellent frameworkfor formulating strategy." -Sam Morasca Vice
President, MarketingShell Oil Products Company. "A Rosetta stone for strategy.
Read it and keep it by your side!"-Dale Moss Executive Vice President, Sales and
Marketing USABritish Airways, New York The competitive challenges facing you are
more complex andfast-moving than ever. This environment demands dynamic
competitivestrategies-strategies that anticipate and adjust to
competitors'countermoves, shifting customer demands, and changes in
thebusiness world. Wharton on Dynamic Competitive Strategy offers new
perspectives oncompetitive strategy from a distinguished group of faculty
atWharton and other leading business schools around the world. Thisbook presents
the best insights from decades of research in keyareas such as competitive
strategy, simulations, game theory,scenario planning, public policy, and marketdriven strategy. Itrepresents the most cohesive collection of insights on
strategyever assembled by a leading school of business. Developed for the
thinking manager, Wharton on Dynamic CompetitiveStrategy provides deep
insights into the true dynamics ofcompetition. In contrast to popular, quick-fix
formulas forstrategic success, this book provides perspectives that will helpyou
better understand the underlying dynamics of competitiveinteractions and make
better strategic decisions in a rapidlychanging and uncertain world. The insights
and approaches presented here are illustrated withreal-world examples which
demonstrate how these approaches can beapplied to your strategic challenges.
These chapters will help you better address key strategic issuessuch as: *
Anticipating competitors' responses using game theory,simulations, scenario
planning, conjoint analysis, and othertools-and designing the best strategy in light
of these expectedresponses * Planning for multiple rounds of competition in the
way that chessplayers think through multiple moves * Understanding how changes
in technology and public policy ormoves by competitors can undermine your
current advantages orneutralize future advantages * Broadening your range of
options for reacting to moves bycompetitors * Signaling and preempting rivals.
This groundbreaking new book will change your view of strategy andgive you the
tools you need to succeed in a dynamic and intenselychallenging world.
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The INSEAD-Wharton Alliance on Globalizing
SILVER WINNER, IBPA BENJAMIN FRANKLIN AWARDS & FINALIST, 2018 FOREWORD
INDIES BOOK OF THE YEAR Featured in The New York Times, Bloomberg, and Vox,
The Shopping Revolution offers a “brilliant analysis of the disruptive effect that
Amazon is having on the retail industry and how stores can fight back in order to
survive,” according to Forbes’ Walter Loeb. Amazon disrupts everything it touches
and upends any market it enters. In the era of its game-changing dominance, how
can any company compete? We are just witnessing the start of the radical changes
in retail that will revolutionize shopping in every way. As Amazon and other
disruptors continue to offer ever-greater value, customers’ expectations will
continue to ratchet up, making winning (and keeping) those customers all the
more challenging. For some retailers, the changes will push customers
permanently out of their reach—and their companies out of business. In The
Shopping Revolution, Barbara E. Kahn, a foremost retail expert and professor at
The Wharton School, examines the companies that have been most successful
during this wave of change, and offers fresh insights into what we can learn from
their ascendance. Kahn, also the author of Global Brand Power: Leveraging
Branding for Long-Term Growth, examines: How did Amazon become the retailer of
choice for a large portion of the US population, and how can other companies work
with them or compete with them? How did Walmart beat out other grocers in the
late 1990s to become the leader in food retailing, and how must they pivot to hold
their leadership position today? How did Warby Parker make a dent in the onceuntouchable Luxottica’s lucrative eyewear business, and what can that tell startups about how to unseat a Goliath? How did Sephora draw customers away from
once-dominant department stores to become the go-to retailers for beauty
products, and what can retailers learn from their success? How are luxury and fastfashion retailers competing in the ever-changing, fickle world of fashion? Building
on these insights, Kahn offers a framework that any company can use to create a
competitive strategy to survive and thrive in today’s—and tomorrow’s—retail
environment. “A brisk and thought-provoking anatomy of shopping in the 21st
century.” —Kirkus Reviews “A must-read for anyone who aspires to reach
customers today—and tomorrow.” —Marc Lore, CEO, Walmart eCommerce US “A
masterful storyteller, Barbara Kahn expertly unpacks the strategies of today’s
seemingly unbeatable retailers. An indispensable guide for anyone who has a
product to sell.” —Stuart Weitzman, Founder, Stuart Weitzman LLC

Connected Strategy
Operations Strategy
The branding bible for today's globalized world Today, brands have become even
more important than the products they represent: their stories travel with lightning
speed through social media and the Internet and across countries and diverse
cultures. A brand must be elastic enough to allow for reasonable category and
product-line extensions, flexible enough to change with dynamic market
conditions, consistent enough so that consumers who travel physically or virtually
won't be confused, and focused enough to provide clear differentiation from the
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competition. Strong brands are more than globally recognizable; they are critical
assets that can make a significant contribution to your company's bottom line. In
Global Brand Power, Kahn brings brand management into the 21st century,
addressing how branding contributes to the purchase process and how to position
a strong global brand, from identifying the appropriate competitive set, offering a
sustainable differential advantage, and targeting the right strategic segment. This
essential guide also covers how customer ownership of your brand affects
marketing strategy, methods for assessing brand value, how to manage a brand
for long-term profitability, effective brand communications and repositioning
strategies, and how to manage a brand in a world of total transparency—where
one slip-up can go around the world via social media instantaneously. Filled with
stories about how Coca-Cola, The Estée Lauder Companies Inc., Marriott, Apple,
Starbucks, Campbell Soup Company, Southwest Airlines, and celebrities like Lady
Gaga are leveraging their brands, Global Brand Power is the only book you will
need to implement an effective brand strategy for your firm.

Global Brand Power
Huawei has become China's most prominent multinational company and a leader
in the ICT sector. Given unprecedented access to the company, the authors of this
book examine the management transformation of Huawei from its inception in
1987 until 2019, observing in detail not only the creation of its organizational
routines but also the breaking of routines across most major functional areas:
Management, Product Development, HR, Supply Chain, Finance, R&D, Intellectual
Property, and International Business. 'Dynamic capabilities' are central to theories
of competitive advantage and this book highlights Huawei as an ideal case study
for the successful implementation of change routines and change-supporting
values. The chapters cover all the major change initiatives the firm has undertaken
since 1996 to import best practices from the West, with the help of consultants.
The insights presented in the book will be particularly interesting for academics in
the field of strategy, management, and business history.
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