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Scientific Essay from the year 2017 in the subject Business economics - Business Management, Corporate Governance, grade: 2.1, ,
language: English, abstract: It is not possible nowadays to imagine the Internet without Wikipedia, which is the prime online information
source for millions of people. It is undoubtedly one of the most popular websites in the world and accommodates a crucial number of readers
and contributors. Beutler (2014) compares the Wikipedia to “the passion project of a volunteer community committed to developing a
universal knowledge base”. Wikipedia has grown to be the sixth most popular website worldwide behind websites such as Google or Yahoo!
(500 Global Sites Index, 2013). The infrastructure of Wikipedia enabled the contributors to build the largest and most up to date
encyclopaedia in the world. Wilson &Likens (2015) pinpoint the accuracy of the website, which is similar to the traditional reference sources
like for instance Encyclopaedia Britannica. By using different models and concepts, this paper tries to find out the feasible reasons for its
ultimate success. Based on the Harvard Business Review Case Study on Wikipedia, the Resource- Based View model is utilized, where the
strategic capabilities of the Wikipedia are analysed. Also, this paper argues how Blue Ocean strategy can provide a sound explanation of the
apparent strategic success of the most popular online encyclopaedia.
Research paper from the year 2011 in the subject Business economics - Business Management, Corporate Governance, grade: 84 % (1,0),
University of Exeter (Business School), language: English, abstract: 1. Introduction Nintendo, the Japanese video game console
manufacturing company, is one of the big players in the respective industry along with Sony and Microsoft. In 2006, when the competitors
were following the industry norm to improve the product features, Nintendo followed a disruptive route to target a new market with a new
product that none of the competitors had: the Wii. The following report strives to present a comprehensive strategic analysis of Nintendo for
the executive board. Beginning with an analysis of Nintendo’s current strategy, the report evaluates the strategy in terms of its fit with the
environment. Finally, the report presents some recommendations and implementation issues that the board needs to consider while making
its decision. 2. Strategy Analysis The strategic analysis of Nintendo has been conducted at the corporate level along with the Blue Ocean
Strategy that played a key role in the formulation of its disruptive strategy. 2.1 Corporate Level Strategy At the corporate level, Nintendo is
following an Innovation Strategy that has played an important role in building its competitive advantage. Figure 1 shows an analysis of
Nintendo’s innovation strategy through the framework of the Innovation Dilemma (Johnson et al., 2008). The analysis of Nintendo’s
innovation strategy indicates that it used an innovative business model i.e. to position itself completely different from its competitors
andquestioned how people actually want to play through its in depth customer understanding (Pontiskoski and Asakawa, 2009). Secondly,
Nintendo used a technological push i.e. to target an untapped or incomplete market of gamers, as it had to convince the non-gamer adult to
play on a Nintendo platform. Through its largest advertising campaign in its history, with costs over $200 million (Sliwinski, 2006), the
company offered family-friendly and easy-to-use motion sensor technology.Thirdly, product innovation i.e. introduction of the Wii-mote and an
infrared pointer was regarded as innovative product design (Farhoomand, 2009).
Strategic Management: Concepts 2e by Frank T. Rothaermel combines quality and user-friendliness with rigor and relevance by synthesizing
theory, empirical research, and practical applications in this new edition, which is designed to prepare students for the types of challenges
they will face as managers in the globalized and turbulent business environment of the 21st century. With a single, strong voice that weaves
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together classic and cutting-edge theory with in-chapter cases and strategy highlights, to teach students how companies gain and sustain
competitive advantage. OneBook...OneVoice...OneVision
The New Global Business model (NEWGIBM) book describes the background, theory references, case studies, results and learning imparted
by the NEWGIBM project, whichis supported by ICT, to a research group during the period from 2005-2011. The book is a result of the efforts
and the collaborative work between SMEs, consultancies and researchers across various lines of business, competences and research
domains. The book commences with a theoretical discussion of the business model and its innovation literature and explains how this was a
collaborative study by researchers from three Danish Universities. The book continues by describing, analyzing and showing how NEWGIBM
was implemented in SMEs in different industrial companies/networks. Based on this effort, the researchers try to describe and analyze the
current context, experience of NEWGIBM and finally the emerging scenarios of NEWGIBM. The NEWGIBM book serves as a part of the final
evaluation and documentation of the NEWGIBM project and is supported by results from the following projects: M-commerce, Global
Innovation, Global Ebusiness & M-commerce, The Blue Ocean project, International Center for Innovation and Women in Business,
NEFFICS, which provided information about the innovating business models funded by Ministry of Science and Innovation Denmark, Ministry
of Economics Denmark, EU Social Fund, EU KASK program and EU 7 Framework program Internet of Things. This book adds new
knowledge to the global business models based on ICT. Contents: The Theoretical History and Background of Business Models The Th
eoretical Background of Business Model Innovation ICT - a Key Enabler in Innovating New Global Business Models The NEWGIBM
Research Methodology The Analytical Model for NEWGIBM Industry Service - Technology Centre The KMD Case Smart House Case The
Nano Solar Case The Master Cat Case The Pitfalls Of The Blue Ocean Strategy ? Implications Of ?The Six Paths Framework? NetworkBased Innovation - Combining Exploration and Exploitation? Innovating New Business Models in Inter-firm Collaboration NEW Global
Business Models - What Did The NEWGIBM Cases Show? The Strategy Concept in Light of the Increased Importance of Innovative
Business Models Successful Implementation of Global BM Innovation Globalisation Of ICT Based Business Models: Today And In 2020
Essay from the year 2005 in the subject Business economics - Marketing, Corporate Communication, CRM, Market Research, Social Media,
grade: 72 % - A, University of Sunderland, course: Global Corporate Strategy, language: English, abstract: Ryanair was founded in 1985 as a
family business that originally provided full service conventional scheduled airline services between Ireland and the UK. The airline started to
compete within the confines of the existing industry by trying to steal customers from their rivals, especially the state monopoly carrier Air
Lingus, outlined by Chan Kim and Renée Mauborgne (2004) as “Bloody or Red Ocean Strategy”. Ryanair seemed to follow a “me-too
strategy”; according to Osborne, K. (2005), they “tried to be all things to all people”. Even they started restructuring; their strategy was not
enough differentiated and their cost advantage was too low to be profitable. Ryanair then created a competitive advantage through the
alignment of the three components of business systems; 1)Creating superior value for their customers (outside perspective) 2)Supplying their
superior value-adding activities in an effective and efficient manner (which jointly form the “Value Chain”) 3)Possessing over the resource
base required to perform the value-adding activities, (inside perspective) According to Porter (1987), “corporate strategy is what makes the
corporate whole add up to more than the sum of its business unit parts.” It is seen to be concerned with the overall purpose and scope of the
organisation and to meet the expectations of major stakeholders. All aspects of Ryanair’s value chain are important to the company and their
shareholders as Ryanair’s decisions add value to both. The following report outlines the three perspectives of shaping Ryanair’s business
system. The value creation dimension of Ryanair’s business model will be outlined, considering the theories of Porter and the more recent
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authors Kim and Mauborgne (2004). Further, the linkages in the airline’s value chain and their resource base will be analysed, considering
Hamel and Prahalad’s (1990) core competency model (inside-out approach). In section 2, the future challenges of the airline are considered.
Ryanair’s strengths and weaknesses will be analysed, internal value creating factors such as assets, skills or resources, to consider how the
airline can create alignment to its opportunities and threats, external factors. An stronger “outside – in” approach for Ryanair’s future
corporate strategy will be considered, applying Porter’s five forces model, placing the market, the competition, and the customer at the
starting point of the strategy process.
Business schools are facing an increasingly competitive marketplace driven by the globalization of management education and the many new
entrants providing educational and research services within this space. School rankings have become a substitute for independent
assessments of quality by constituencies, often driving schools toward isomorphism in bids to climb higher in the rankings. Business school
leaders need to fully understand their strategic options as they lead their schools during this challenging time. The purpose of this case study
was to explore the pursuit, implementation, and potential performance effects of a type of reconstructionist strategy, Blue Ocean Strategy,
within the context of two collegiate business schools. For schools that meet certain criteria, employing a reconstructionist strategy in the
pursuit of uncontested markets appears to be a viable approach to the crowded, global market for management education. Using three
strategic moves, two at one US business school and one at a European business school, this study used a case study methodology to
explore the use of reconstructionist strategy. A total of 15 semi-structured interviews were conducted with school administration, faculty, and
staff along with a review of documentation relevant to these three moves. In concert with findings from previous studies in corporate
environments, this study found that schools that were poorly positioned for direct competition with higher ranked and better-funded schools
could effectively employ reconstructionist strategies when the school had an organizational orientation toward innovation. Further findings
included general support for the six principles of Blue Ocean Strategy in this context although some divergence was found due to differences
between corporate and academic organizational structures. In effect, these schools were found to foster innovation by individual faculty
entrepreneurs although no clear pathway emerged for innovative activities to be incorporated into the overall school strategy or marketing
plans. Nevertheless, the three strategic moves studied did bring overall benefit to their schools. Business school leaders and researchers are
urged to continue research in this area to further understand how reconstructionist moves may be better integrated into a school's overall
strategy as well as how to use them in a school's market positioning.
IMDC-SDSP conference offers an exceptional platform and opportunity for practitioners, industry experts, technocrats, academics,
information scientists, innovators, postgraduate students, and research scholars to share their experiences for the advancement of
knowledge and obtain critical feedback on their work. The timing of this conference coincides with the rise of Big Data, Artificial Intelligence
powered applications, Cognitive Communications, Green Energy, Adaptive Control and Mobile Robotics towards maintaining the Sustainable
Development and Smart Planning and management of the future technologies. It is aimed at the knowledge generated from the integration of
the different data sources related to a number of active real-time applications in supporting the smart planning and enhance and sustain a
healthy environment. The conference also covers the rise of the digital health, well-being, home care, and patient-centred era for the benefit
of patients and healthcare providers; in addition to how supporting the development of a platform of smart Dynamic Health Systems and selfmanagement.
Develop strengths to decrease the weaknesses of your business This book is a practical and accessible guide to understanding and
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implementing the SWOT analysis, providing you with the essential information and saving time. In 50 minutes you will be able to: • Determine
the strengths, weaknesses, opportunities and threats of your business • Distinguish the factors that affect the internal functioning and
external environment of your business • Develop a coherent strategy ABOUT 50MINUTES.COM | Management & Marketing
50MINUTES.COM provides the tools to quickly understand the main theories and concepts that shape the economic world of today. Our
publications are easy to use and they will save you time. They provide elements of theory and case studies, making them excellent guides to
understand key concepts in just a few minutes. In fact, they are the starting point to take action and push your business to the next level.

As established markets become less profitable, companies increasingly need to find ways to create and capture new
markets. Despite much investment and commitment, most firms struggle to do this. What, exactly, is getting in their way?
The authors of the best-selling book Blue Ocean Strategy have spent over a decade exploring that question. They have
seen that the trouble lies in managers' mental models--ingrained assumptions and theories about the way the world
works. Though these models may work perfectly well in mature markets, they undermine executives' attempts to discover
uncontested new spaces with ample potential (blue oceans) and keep companies firmly anchored in existing spaces
where competition is bloody (red oceans). This article describes how to break free of these red ocean traps. To do that,
managers need to: (1) Focus on attracting new customers, not pleasing current customers; (2) Worry less about
segmentation and more about what different segments have in common; (3) Understand that market creation is not
synonymous with either technological innovation or creative destruction; and (4) Stop focusing on premium versus lowcost strategies. The Harvard Business Review Classics series offers you the opportunity to make seminal Harvard
Business Review articles a part of your permanent management library. Each highly readable volume contains a
groundbreaking idea that continues to shape best practices and inspire countless managers around the world--and will
have a direct impact on you today and for years to come.
With the increasing prevalence of information, communication, and technology, including social media, in the digital
economy, leveraging consumer behavior and psychology has become a dominant ground for researchers and
practitioners to inspect the trends, opportunities, and challenges to social networking service (SNS) developers and
online firms. These platforms have become a key channel for social interactions and networking among individuals and
online communities to leverage business activities in respect to product and service visibility and sustainability via the
internet. Leveraging Consumer Behavior and Psychology in the Digital Economy is a pivotal reference source that
provides current research on topics relevant to consumer behavior, consumer psychology, consumer value, customer
satisfaction, and loyalty and how best to utilize this research consumer behavior and psychology in the digital economy.
Emphasizing critical topics in the field of consumer behavior research, this publication is a wide-ranging resource for
professionals, practitioners, marketers, retailers, business
managers, academics, researchers, and graduate-level
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students interested in the latest material on consumer behavior and psychology in the digital economy.
This book is published open access under a CC BY 4.0 license. Over the past decades, rapid developments in digital and
sensing technologies, such as the Cloud, Web and Internet of Things, have dramatically changed the way we live and
work. The digital transformation is revolutionizing our ability to monitor our planet and transforming the way we access,
process and exploit Earth Observation data from satellites. This book reviews these megatrends and their implications for
the Earth Observation community as well as the wider data economy. It provides insight into new paradigms of Open
Science and Innovation applied to space data, which are characterized by openness, access to large volume of complex
data, wide availability of new community tools, new techniques for big data analytics such as Artificial Intelligence,
unprecedented level of computing power, and new types of collaboration among researchers, innovators, entrepreneurs
and citizen scientists. In addition, this book aims to provide readers with some reflections on the future of Earth
Observation, highlighting through a series of use cases not just the new opportunities created by the New Space
revolution, but also the new challenges that must be addressed in order to make the most of the large volume of complex
and diverse data delivered by the new generation of satellites.
Ten years ago, world-renowned professors W. Chan Kim and Renee Mauborgne broke ground by introducing "blue
ocean strategy," a new model for discovering uncontested markets that are ripe for growth. In this bound version of their
bestselling Harvard Business Review classic article, they apply their concepts and tools to what is perhaps the greatest
challenge of leadership: closing the gulf between the potential and the realized talent and energy of employees.
Research indicates that this gulf is vast: According to Gallup, 70% of workers are disengaged from their jobs. If
companies could find a way to convert them into engaged employees, the results could be transformative. The trouble is,
managers lack a clear understanding of what changes they could make to bring out the best in everyone. In this article,
Kim and Mauborgne offer a solution to that problem: a systematic approach to uncovering, at each level of the
organization, which leadership acts and activities will inspire employees to give their all, and a process for getting
managers throughout the company to start doing them. Blue ocean leadership works because the managers'
"customers"--that is, the people managers oversee and report to--are involved in identifying what's effective and what
isn't. Moreover, the approach doesn't require leaders to alter who they are, just to undertake a different set of tasks. And
that kind of change is much easier to implement and track than changes to values and mind-sets. The Harvard Business
Review Classics series offers you the opportunity to make seminal Harvard Business Review articles a part of your
permanent management library. Each highly readable volume contains a groundbreaking idea that continues to shape
best practices and inspire countless managers around the world--and will have a direct impact on you today and for years
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to come.
Chart a path to creating uncontested market space and winning the future. This collection of work by globally preeminent
management thinkers W. Chan Kim and Renée Mauborgne brings together their perennial bestseller book Blue Ocean
Strategy with their classic articles “Blue Ocean Leadership” and “Red Ocean Traps.” Blue Ocean Strategy, the global
phenomenon that has sold over 4 million copies and is recognized as one of the most iconic and impactful strategy books
ever written, argues that cutthroat competition results in nothing but a bloody red ocean of rivals fighting over a shrinking
profit pool. Based on a study of 150 strategic moves (spanning more than 100 years across 30 industries), Kim and
Mauborgne argue that lasting success comes not from battling competitors but from creating “blue oceans”—untapped
new market spaces ripe for growth. The book presents a systematic approach to making competition irrelevant and
outlines principles and tools any organization can use to create and capture their own blue oceans. In the article “Red
Ocean Traps,” the authors show how managers’ mental models—ingrained assumptions and theories about the way the
world works—undermine attempts to discover uncontested new market spaces. The authors provide a framework for
avoiding spaces where competition is bloody (red oceans) and moving to blue ocean spaces with ample potential.
The analysis and implementation of effective human resources strategies creates opportunities for organizational
success. By utilizing such intangible assets, businesses can gain competitive advantage and enhance productivity.
Strategic Human Capital Development and Management in Emerging Economies is a comprehensive reference source
for the latest scholarly research on the intersection of globalization, organizational behavior, and human capital
management in the context of developing nations. Covering a range of business-oriented topics, such as job proficiency,
corporate social responsibility, and burnout syndrome, this book is ideally designed for managers, researchers,
academics, professionals, and graduate students interested in sustainable management of human behavior in modern
organizations.
"This book is a message from autistic people to their parents, friends, teachers, coworkers and doctors showing what life
is like on the spectrum. It's also my love letter to autistic people. For too long, we have been forced to navigate a world
where all the road signs are written in another language." With a reporter's eye and an insider's perspective, Eric Garcia
shows what it's like to be autistic across America. Garcia began writing about autism because he was frustrated by the
media's coverage of it; the myths that the disorder is caused by vaccines, the narrow portrayals of autistic people as
white men working in Silicon Valley. His own life as an autistic person didn't look anything like that. He is Latino, a
graduate of the University of North Carolina, and works as a journalist covering politics in Washington D.C. Garcia
realized he needed to put into writing what so many autistic people have been saying for years; autism is a part of their
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identity, they don't need to be fixed. In We're Not Broken, Garcia uses his own life as a springboard to discuss the social
and policy gaps that exist in supporting those on the spectrum. From education to healthcare, he explores how autistic
people wrestle with systems that were not built with them in mind. At the same time, he shares the experiences of all
types of autistic people, from those with higher support needs, to autistic people of color, to those in the LGBTQ
community. In doing so, Garcia gives his community a platform to articulate their own needs, rather than having others
speak for them, which has been the standard for far too long.
TRIZ (Theory of Inventive Problem Solving) is a powerful methodology which is able to improve a company's top-line and
bottom-line. The top-line refers to a company's gross sales or revenues, whereas the bottom-line is a company's net
earnings or net profits. The uniqueness of TRIZ is its ability to provide a structured and systematic approach, coupled
with a suite of tools to enhance both top-line and bottom-line results. TRIZ can be used for creating new products to
generate sales or making processes more efficient and effective to reduce operating costs and expenses. TRIZ also
enhances management capabilities by transforming a good manager to a great manager by acquiring tools to recognize
contradictions when they arise and solve them without compromise. In summary, TRIZ is a philosophy, process, and
suite of tools. A total of 11 TRIZ tools (Function Analysis, Cause & Effect Chain Analysis, Perception Mapping, Ideality, Scurve, Trends of Engineering System Evolution, Trimming, Feature Transfer, Function Oriented Search, 9-Windows, and
Engineering Contradiction) are discussed in detail. Numerous examples and case studies are used to illustrate TRIZ
applications in accelerating the ability to predict product, process, and service trends; identify unique value propositions
for new products or services; circumvent patents of competitors; and solve age-old or chronic problems in both business
and management fields.
The best of W. Chan Kim and Renée Mauborgne’s articles on blue ocean strategy, all in one place. The seminal book Blue Ocean Strategy
has sold over 4 million copies globally and is in print in 46 languages. But much of W. Chan Kim and Renée Mauborgne’s work on creating
new market spaces was originally published in the pages of Harvard Business Review. This book brings the best of those articles together all
in one place. Piece by piece, these articles explain the process of creating “blue oceans”––uncontested market spaces, untainted by
competition. Kim and Mauborgne introduce tools for exploring and exploiting these markets, such as the Value Curve, the Strategy Canvas,
the Price Corridor of the Mass, and the Business Model Guide—tools that have come to make up the blue ocean strategy framework. This
collection also features the authors’ latest Harvard Business Review article, “Red Ocean Traps.” Whether or not you’re familiar with blue
ocean strategy, this book will give you a new perspective on this important framework—and help you implement it in your organization. This
volume includes the articles “Value Innovation: The Strategic Logic of High Growth,” “Fair Process: Managing in the Knowledge Economy,”
“Creating New Maket Space,” “Knowing a Winning Business Idea When You See One,” “Charting Your Company’s Future,” “Tipping Point
Leadership,” “Blue Ocean Strategy,” “How Strategy Shapes Structure,” “Blue Ocean Leadership,” and “Red Ocean Traps: The Mental
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Models That Undermine Market-Creating Strategies.”
Prepare the best strategies in advance This book is a practical and accessible guide to understanding and implementing the PESTLE
analysis, providing you with the essential information and saving time. In 50 minutes you will be able to: • Understand the uses of the
PESTLE analysis and how it can be useful for your business • Categorize the macroeconomic variables of your business into the six different
sections of the PESTLE analysis: Political, Economic, Socio-cultural, Technological, Legal and Environmental. • Analyze your findings and
use the information to construct possible future scenarios and plan the best action to take in advance ABOUT 50MINUTES.COM |
Management & Marketing 50MINUTES.COM provides the tools to quickly understand the main theories and concepts that shape the
economic world of today. Our publications are easy to use and they will save you time. They provide elements of theory and case studies,
making them excellent guides to understand key concepts in just a few minutes. In fact, they are the starting point to take action and push
your business to the next level.
The case centers on Shilling & Smith's acquisition of Xteria Inc. and the resulting need to quickly scale the company's IT infrastructure to
accommodate the acquisition. The case is based on a real leasing problem faced by a major retail firm in the Chicago area when it purchased
a small credit card processing firm and scaled the operations to handle the retail firm's credit card transactions. The CIO of Shilling & Smith
needs to determine which lease option is the best means of providing the technical infrastructure needed to support the firm after the
acquisition of Xteria. Several issues will drive this decision, including the value and useful life of the equipment, as well as the strategic
context of the firm. This case examines how to evaluate different lease options when acquiring data center information technology
infrastructure. Specifically, the case addresses software vs. hardware leasing, different lease terms, and choosing between different lease
structures depending on the strategy and needs of a company. This case enables students to understand the different types of technology
leases and in which situations these leases would be employed. The Shilling & Smith case examines how to evaluate different lease options
when acquiring data center information technology infrastructure. Specifically, students learn software vs. hardware leasing, different lease
terms, and how to choose between different lease structures depending on the strategy and needs of the company. A secondary objective of
the case is to teach students the important components and relative costs of information technology infrastructure.
NEW YORK TIMES BESTSELLER #1 WALL STREET JOURNAL BESTSELLER USA TODAY BESTSELLER BLUE OCEAN SHIFT is the
essential follow up to Blue Ocean Strategy, the classic and 3.6 million copy global bestseller by world-renowned professors W. Chan Kim and
Renee Mauborgne. Drawing on more than a decade of new work, Kim and Mauborgne show you how to move beyond competing, inspire
your people's confidence, and seize new growth, guiding you step-by-step through how to take your organization from a red ocean crowded
with competition to a blue ocean of uncontested market space. By combining the insights of human psychology with practical market-creating
tools and real-world guidance, Kim and Mauborgne deliver the definitive guide to shift yourself, your team, or your organization to new heights
of confidence, market creation, and growth. They show why nondisruptive creation is as important as disruption in seizing new growth. BLUE
OCEAN SHIFT is packed with all-new research and examples of how leaders in diverse industries and organizations made the shift and
created new markets by applying the process and tools outlined in the book. Whether you are a cash-strapped startup or a large, established
company, nonprofit or national government, you will learn how to move from red to blue oceans in a way that builds your people's confidence
so that they own and drive the process. With battle-tested lessons learned from successes and failures in the field, BLUE OCEAN SHIFT is
critical reading for leaders, managers, and entrepreneurs alike. You'll learn what works, what doesn't, and how to avoid the pitfalls along the
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way. This book will empower you to succeed as you embark on your own blue ocean journey. BLUE OCEAN SHIFT is indispensable for
anyone committed to building a compelling future.
Global Perspective for Competitive Enterprise, Economy and Ecology addresses the general theme of the Concurrent Engineering (CE) 2009
Conference – the need for global advancements in the areas of competitive enterprise, economy and ecology. The proceedings contain 84
papers, which vary from the theoretical and conceptual to the practical and industrial. The content of this volume reflects the genuine variety
of issues related to current CE methods and phenomena. Global Perspective for Competitive Enterprise, Economy and Ecology will therefore
enable researchers, industry practitioners, postgraduate students and advanced undergraduates to build their own view of the inherent
problems and methods in CE.
Seminar paper from the year 2008 in the subject Business economics - Business Management, Corporate Governance, grade: 1,7, Hamburg
University of Applied Sciences, course: Marketing Strategien, language: English, abstract: In a business context, it is inevitable that one of the
main words one would hear is competition. In a way doing business is like participating in a competition for market share, profits etc. Even
one of the basic theories of trade, the one of Ricardo, speaks about the competitive advantage and its importance. But how to become
successful in doing business? Does a recipe exist which guarantees that a business could thrive and be successful? On the one hand one
could argue that business opportunities arise from the environment, lead by an "invisible hand" and the essentials of doing business are
similar to the one centuries ago and that people do not have substantial influence. On the other hand, others would argue that the success of
a business is predominantly result of the well-prepared planning and in that way is connected more to the human (merchant's) abilities rather
than to the environment itself. Surely, the centuries of business history has shown that answering the question what makes a business
successful does not have a clear answer. It would be very shallow way of thinking to give a simple answer to this question. Surely, the
environment plays an important role for the business but the other way round, doing business is not a random game. In contrast, only thinking
strategically without being in the appropriate environment and without any resources, it is quite impossible to set up a successful business.
Furthermore, the business environment is not static but instead very dynamic. As the time passes by, businesses change and what was true
about business success centuries or even a decades ago, is not true any more. At the same time, it does not mean that business now and in
the past has nothing in common. On the contrary, nowadays t
A Simple system to help your team execute better and faster All growing companies encounter ceilings of complexity, usually when they hit
certain employee or revenue milestones. In order to burst through ceiling after ceiling and innovate with growth, a company must develop a
reliable system that prompts leaders to be proactive and pivot when the need arises. Drawing on his experience as a successful serial
entrepreneurial and speaker, author Patrick Thean demonstrates how to identify the signs of setbacks before they occur, track those signs,
and make adjustments to keep your plan on track and accelerate growth. Thean introduces a simple system to empower everyone in your
company to be focused, aligned, and accountable, a three-rhythm process for effective execution: • Think Rhythm: A rhythm of strategic
thinking to keep your teams focused and working on the future of your business. • Plan Rhythm: A rhythm of planning that will allow you to
choose the right priorities and get your departments or divisions aligned with those priorities. • Do Rhythm: A rhythm of executing your plan
and making effective and timely adjustments every week. Thean’s process applies to any growing business and ensures that your
organization gets into the habit of achieving success, week after week, quarter after quarter, year after year.
Given the rise of Asia in the global economy in recent decades, it is important to understand the uniqueness of Asian business. This book first
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introduces the core strategies prevalent in Western business, and then explains how they can be applied or adapted to Asian business. When
necessary, modified or new business models (as developed by the author) are utilized to better explain Asian business. Furthermore, this
book deals not just with the theory, but also with practice. Several real-life case studies and examples are discussed in order to compare and
contrast the Asian and Western perspectives on global business strategy. Readers will therefore gain an enhanced understanding of Asian
business and formulation of Asian business strategy.
Blue Ocean Leadership (Harvard Business Review Classics)Harvard Business Review Press
In Blue Ocean Strategy, W. Chan Kim and Renee Mauborgne tackle the central problem facing all businesses: how to perform better than
your competitors? Their solution involves taking a creative approach to the normal view of competition. In the normal framework, competition
is a zero-sum game: if there are two companies competing for the same market, as one does better, the other has to do worse. The authors'
creative leap is to suggest one can beat the competition by not competing. Companies should avoid confronting competitors in crowded
marketplaces, what they call "red oceans," and instead seek out new markets, or "blue oceans." Once the blue oceans have been identified,
companies can get down to the task of creating unique products which exploit that market. Chan and Mauborgne argue, for example, that a
wine company might decide to start appealing to a group previously uninterested in wine. This would be a "blue ocean" market, giving the
winemaker a huge advantage, which they could exploit by creating a wine that appealed to the tastes of a beer-drinking demographic. A
classic of business writing, Blue Ocean Strategy is creative thinking and problem solving at its best.
Bachelor Thesis from the year 2017 in the subject Business economics - Business Management, Corporate Governance, grade: 1,3,
University of applied sciences, Nürnberg, language: English, abstract: This bachelor thesis provides a general overview of the theoretical
principles of the Blue Ocean Strategy targeting the assessment of opportunities for stationary fashion retail companies according to
competitive advantages. The intention is the development of a strategic approach for this industry to disregard direct competition with
contenders and e-commerce. However, the problem arises whether the Blue Ocean Strategy can provide a significant incentive for stationary
fashion retailing aiming to avoid increasing competition. The following questions are, therefore, answered: Does the Blue Ocean Strategy
provide opportunities for the stationary fashion retail group H&M to create competitive advantages by using four appropriate tools? How do
customers perceive the raised and created elements by Arket? Does this concept affect customers' comparison between the two largest
providers and Arket in the fast fashion industry? The analysis was conducted through a case study, a quantitative questionnaires and
theoretical foundations. For this purpose, data sets of more than 2500 participants were obtained and evaluated. The thesis is, therefore,
based on theoretical elaboration and a subsequent empirical research.
Seminar paper from the year 2013 in the subject Business economics - Marketing, Corporate Communication, CRM, Market Research, Social
Media, grade: 1,7, University of applied sciences, Cologne, course: International Strategy and Sales Management, language: English,
abstract: This assignment describes the Blue Ocean Strategy as an innovation concept within the corporate strategic management on the
example of IKEA. This is to be done by analysing the framework and the tools of the Blue Ocean Strategy by considering both basic
principles and practical implementation. The Blue Ocean Strategy aspires to turn strategic management on its head by putting “value
innovation” in front of “competitive advantage” as the basically goal to create consumer demand and exploit untapped markets. When IKEA
entered the market in the late 1950s they focused on the important factors that buyer value and make them to co-producers by implementing
unique do-it-yourself mentality. Therefor IKEA combined differentiation with a cost leadership and created a blue ocean helping the founder
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Ingvar Kamprad to become one of the wealthiest people in the world. As the current business world continues moving towards a faster, more
global environment in which there are more and more competitors trying to grab a piece of the pie, the need to develop blue oceans has
never been greater.
Argues against common competitive practices while outlining recommendations based on the creation of untapped market spaces with
growth potential.
Chart a path to creating uncontested market space and winning the future. This collection of work by globally preeminent management
thinkers W. Chan Kim and Renée Mauborgne brings together their perennial bestseller book Blue Ocean Strategy with their classic article
“Blue Ocean Leadership.” Blue Ocean Strategy, the global phenomenon that has sold over 4 million copies and is recognized as one of the
most iconic and impactful strategy books ever written, argues that cutthroat competition results in nothing but a bloody red ocean of rivals
fighting over a shrinking profit pool. Based on a study of 150 strategic moves (spanning more than 100 years across 30 industries), Kim and
Mauborgne argue that lasting success comes not from battling competitors but from creating “blue oceans”—untapped new market spaces
ripe for growth. The book presents a systematic approach to making competition irrelevant and outlines principles and tools any organization
can use to create and capture their own blue oceans. In the article “Blue Ocean Leadership,” the authors apply their concepts and tools to
what is perhaps the greatest challenge of leadership: closing the gulf between the potential and realized talent and energy of employees. The
authors offer a systematic method for uncovering, at every level of the organization, which leadership acts and activities will inspire
employees to give it their all and a process for getting managers throughout the company to undertake these tasks.
Innovate your way to success and push your business to the next level! This book is a practical and accessible guide to understanding and
implementing blue ocean strategy, providing you with the essential information and saving time. In 50 minutes you will be able to: •
Distinguish between the two different types of markets: ‘red oceans’ and ‘blue oceans’ • Use innovation to create your own market, where
the opportunities for growth are endless • Attract new customers that weren’t accessible until now ABOUT 50MINUTES.COM| Management
& Marketing 50MINUTES.COM provides the tools to quickly understand the main theories and concepts that shape the economic world of
today. Our publications are easy to use and they will save you time. They provide both elements of theory and case studies, making them
excellent guides to understand key concepts in just a few minutes. In fact, they are the starting point to take action and push your business to
the next level.
Johnson focuses not so much on the development of new technologies and products as on the implementation of new business models. A
successful business model depends on four aspects--a customer value proposition (CVR), a profit formula, and the key resources and
processes that need to be in place in order to deliver value to the custstomer. Building on this simple model, Johnson explores, using a
number of case studies, how companies can move into transforming existing markets, creating new markets, and emerging in a strong
posisition from times of industry upheaval.

In the modern globalized business world, entrepreneurial success can be more difficult to achieve. Innovativeness, effective
decision-making, and a drive for success are just a few factors influencing entrepreneurial behavior. Entrepreneurship and
Business Innovation in the Middle East is a comprehensive reference source for the latest scholarly material on the analysis of
entrepreneurial activities in the framework of cultural diversity. Highlighting crucial perspectives and topics in business contexts,
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such as job satisfaction, intrapreneurship, and corporate governance, this book is ideally designed for academics, professionals,
practitioners, and students interested in business enterprises in the Arab culture.
Corporate culture and culture change have become the pressing issues of our time. The fast pace of change is attacking
companies of all sizes. Leaders are facing the challenges of adapting their organizations to generational changes, the
uncertainties of new technologies, shifting client behaviors, and the realization that supply is often stronger than demand. ?And,
people just hate to change. They are willfully blind to what is happening all around them. But, the future is, indeed, coming soon, if
not today, and change they must. Andi Simon is a corporate anthropologist who has empowered thousands of business leaders to
see their companies with fresh eyes, identify their next big ideas, and—most importantly—turn innovative solutions into executable
change. In her groundbreaking book, On the Brink: A Fresh Lens to Take Your Business to New Heights, Andi presents her unique
methods for harnessing innovation and revitalizing business growth. Taking readers on a journey through seven case studies, Andi
shares how she helped these businesses discover new and profitable growth opportunities by exploring the untapped resources
that were right in front of them. Businesses, not-for-profits, entrepreneurs are paying close attention. They frequently talk about the
need to innovate and change is if these are the sweeping secret sauce to solve all their business problems; however, they often
don’t know where to start or how to expand beyond creative brainstorming to strategically identify and act upon new business
opportunities. In this book, Andi will take the reader through the theory, methods, and tools of corporate anthropology to see how
this new perspective can help a stalled company see possibilities with fresh eyes to re-ignite their growth. From a medical center
facing multiple years in the red to a rural university battling decreasing enrollment to an equipment manufacturer whose awardwinning product just wasn’t selling—the stories of these seven companies struggling to innovate and grow provide invigorating
testimony to the power of corporate anthropology. Whether searching for a way to revitalize a business or to expand a successful
company into new and profitable directions, the strategies outlined in On the Brink will give readers the fresh approach they need
to achieve meaningful business breakthroughs.
A true story of love, murder, and the end of the world’s “great hush.” In Thunderstruck, Erik Larson tells the interwoven stories of
two men—Hawley Crippen, a very unlikely murderer, and Guglielmo Marconi, the obsessive creator of a seemingly supernatural
means of communication—whose lives intersect during one of the greatest criminal chases of all time. Set in Edwardian London
and on the stormy coasts of Cornwall, Cape Cod, and Nova Scotia, Thunderstruck evokes the dynamism of those years when
great shipping companies competed to build the biggest, fastest ocean liners; scientific advances dazzled the public with visions of
a world transformed; and the rich outdid one another with ostentatious displays of wealth. Against this background, Marconi races
against incredible odds and relentless skepticism to perfect his invention: the wireless, a prime catalyst for the emergence of the
world we know today. Meanwhile, Crippen, “the kindest of men,” nearly commits the perfect murder. With his unparalleled
narrative skills, Erik Larson guides us through a relentlessly suspenseful chase over the waters of the North Atlantic. Along the
way, he tells of a sad and tragic love affair that was described on the front pages of newspapers around the world, a chief
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inspector who found himself strangely sympathetic to the killer and his lover, and a driven and compelling inventor who
transformed the way we communicate.
If IT companies seek to differentiate themselves from the competition, they must turn to consultative selling. Consultative selling is
analyzing the needs and challenges of your customers and selling unique services that enable your customers to reduce costs,
increase profits, and improve overall business performance. The Art of Consultative Selling in IT provides a practical framework for
becoming a successful consultative seller and shows how to use the blue ocean strategy to identify opportunities in areas where
there is no competition. The first section discusses the advantages of consultative selling and explores the concepts of blue
oceans. In blue oceans, demand is created rather than fought over. Competition is irrelevant because the rules of the game are
waiting to be established. The author explains how you can use consultative selling techniques to create your own blue oceans of
unknown market space, where opportunities for growth are both rapid and profitable. In the second section, the author defines the
consultative selling framework (CSF). This framework is based on proven processes, best practices, and real-time case studies to
make consultative selling a reality. It provides clear guidelines for understanding your customer’s current landscape and
challenges, owning its priorities, and helping it to achieve its short-term and long-term goals. The author explains how to use CSF
to generate innovative ideas and present them to your customer through profit improvement or efficiency improvement proposals.
The book concludes with examples of several innovative business improvement ideas that you can present to your customers,
including Agile project management, master data management (MDM), application portfolio rationalization, and business process
management (BPM). The author discusses the benefits of each methodology and lists the trigger points to think about when
deciding whether the methodology can add value to a particular customer.
"This book provides case studies as well as practical and theoretical chapters on the issues surrounding disruptive technologies,
innovation, and global redesign"--Provided by publisher.
Technological innovations, sociological and consumer trends, and growing internationalization are transforming the cultural and
creative industries (CCIs). These changes present new challenges for CCIs that require original and inventive answers. Innovation
in the Cultural and Creative Industries analyzes the powerful strategies put in place by CCI organizations such as Nintendo, the
Lascaux Cave and Daft Punk. The case studies presented in this book cover video games, books, music, museums, fashion, film
and architecture. Each chapter is organized around five key points: a theoretical framework that focuses on a specific concept, a
description of the methodological mechanism mobilized, a presentation of the industry concerned, the analysis of the innovative
strategy and a recap of the lessons and best practices demonstrated by the case.
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