07/21/2010

10:13:46  Page 159

Index

ABB 6-7, 120, 126

‘action, bias for’ 6-7

adaptive learning 143-4

adaptive markets hypothesis 78

adhocracies 121

adhocracy-type organizations 119,
142

adhocracy-type strategy 128

agents of transaction 116

ambidextrous organizations 12,6

ambiguity 46, 114

analogies 53, 63

analysis, sense making aiid 56

appropriateness of sirategic option
130, 131, 153

ascription ef imie4aning 57

assumptions 35, 38

autonomy 62

Autragstaktik principle 37

B. Braun Melsungen 123

Barnevik, Percy 6

Bayer AG 66-8

BDF Beiersdorf: ‘Red Frame’ 100-2
Beissenhirtz, Volker 123

‘bias for action’ 6-7

‘black boxes’, organizations as 51
‘black swans’ 40-1

Black-Scholes formula 77
Blitzkrieg strategy 367

Blue Ocean Stracegy 84
book value 113
bounded raticnality 60
businessvaradigm 35

capahilities 83, 88-91

Chiarchill, Winston 36

Clausewitz, Carl von 148

On War 46

closed society 57

clusters of issues 32

Combustion Engineering 7

competitive environment 26

competitive front 99

competitive strategy, ‘building
blocks’ of 4-5, 2.3

competitiveness, internal basis of
83, 84

complexity, sense making and 61-8

comprehensive option evaluation
framework 131

compression 82

concepts 53

conferral of meaning 61-2

conflicting interest 113-14

conscious level of intuition 56

context 57-8

contextual analysis 84-7

corporate development and
planning 10



BINDEX

07/21/2010 10:13:47  Page 160

160  INDEX

Credit Suisse 123

critical mass 117

cultural branding 66-8
customer interface 100-2
customer intimacy 29

deception 46

decision—tree-type algorithms 129

deep smarts 12

definition of strategy 3-8, 83, 138

desirability of strategic option 130,
131,133

digital nomads 116

digitization 82

dissonance 55

Dormann, Juergen 120

Dow Jones Industrial Average 115

drivers of change 32

dynamic capabilities 88

earnings per share 76

efficient-markets hypothesis
(EMH) 76, 77

Einstein, Albert 45

embedded knowledge 83

emergent school of strategy
thinking 50

emerging, adaptive.configuration
143-4

epistemology 49

equivocality of information 50

exchange of goods 116

experience curve 82

experiential knowledge 63

explicit knowledge 63, 65

external analysis 106-7

external competitive environment
27,106

external context 117

external, macroeconomic drivers
34

extraordinary management 144-5

extraordinary organization 145

feasibility of strategic option 130,
131,133

financial assets 85

financial engineering 76

first-mover advantage 91-2

Five Forces Framework (Porter)
84-5,92-3, 106

fluctuation/creative chaos 62

Ford, Henry 39

Ford Motor Company 10, 39

frameworks of strategic analysis,
use of 86-7

framing the issues 3240

friction 148

futures perspective 140-2

fuzzy front end 15

General Mators (GM) 38-9
generat v¢ learning 143, 144
Google'116

£TCss margin 76

group dialogue 64

Guderian, General Heinz 36, 37

‘hard’ data 8, 13, 69
Heisenberg, Werner 21, 22
heuristics 56

hidden champions 122-3
high context settings 57
Hitler, Adolf 36, 37
Hoffmann, Felix 68
human capital 85, 116
hypotheses 35, 53

incomplete knowledge, conditions
of 113
industry logic 35
industry maturity analysis 58, 96
industry value chain analysis 96,
107
information
distortion of 46
incomplete 7



BINDEX

07/21/2010 10:13:47  Page 161

innovation capability 27

insight 16, 17

insight formation 68-9

insight-driven strategy 11-13, 14,
137-57

vs strategic planning 13

institutionalized configuration
128, 143

institutionalized logic 151-2

institutionalizing 64-5

integrating 64, 65

Intel 145-8, 149

intellectual assets 85

intention 62

internal analysis 107

internal basis of competitiveness
106, 117

internal competing factors 27-8

internal factors 34

internal resource mobilization
interface 99-100

internal value chain analysis
85, 107

interpretation 57, 63-4, 65

Intuiting-Interpreting-Tutegrating—

Institutionalization. (41)
framework 62-5
intuition 16, 17,.63, 65
in framing issues, role of 39-40
sense making and 56

J.P. Morgan Chase & Co 128, 139

Kekulé von Stradonitz, Friedrich
August 53-5, 57, 69

Kelly, Kevin 13

Kennedy, John E 10

key stakeholders 25

key success factors (KSFs) 84, 86,
93, 96,102, 106, 130, 131

Kim and Mauborgne 84

knowledge curve 80

knowledge creation process 62, 63

INDEX 161

knowledge transitions model
(Baumard) 63

learning curve 82

learning organizations 152
left brain activity 5, 56
legacy thinking 148
Lehman Brothers 76
‘loosely coupled’ systems 50
low context settings 57-8
loyalty 122-3

machine-type organizations 119
macroeconomic drivers 34
management consulting approach
129-30

Manst«in, General Erich von 36
Mawv Trnest 36

{-Znsey 7-S framework 85, 107
McNamara, Robert 10-11
‘McNamara’s War’ 10-11
mental models 53, 69
metaphors 53, 63
Microsoft 105
miniaturization 82
Mittelstand firms 122-3

Naskapi of Labrador 149-50

network effect (network externality)
117

New Ventures Group 126

news media industry 126-7

novelty 55

Novo Nordisk 97-8

ontology 49
operational excellence 29
opportunity-response (O-R)
analysis 80-94, 105, 106
order-winning factors 84
ordinary management 144
organization forms, emerging 116
organizational culture audits 85



BINDEX

07/21/2010 10:13:47  Page 162

162 INDEX

organizational learning perspective
62, 142-52
organizational types 118-19

Pareto principle (80—20 rule) 24

performance gaps 55

PESTEL factor scan 26, 84, 86, 93,
96, 102, 106

physical assets 85

positivism 48, 49

power 113-14

practice discipline, strategy as 5-6,
9, 14

product leadership 29

qualifying factors 84

rational analysis 5

reactive learning 143

reality checking 55

reconfiguring 89

‘red hot iron’ ordeal 58-9

redundancy 63

relational capital 85, 116

relevance 8

reliability, data 79, 130

requisite variety 63

resources and capabiiitiss mapping
107

rigour 8

rules of engagement 76, 116-17

S—curve analysis 85, 106

schemas 69

Schles, Myron 77

Schultz, Howard 30-1, 34, 38

Schultze & Braun 123

scrutiny 61

SECI (socialization,
externalization, combination
and internalization) model
(Bonaka and Takeuchi) 62, 63

seizing 89

sense making 17, 45-71
in complex environments 61-8
definition 47
distortion of 58-9
learning and 60-1
limitations in organisations
69-70
mechanisms 52-3
objective 47-8
in organisational context 65-6
perspectives on 48-50
process perspective 55-61
spatial perspective 515
underlying assuniprions 60-1
sense-making space 50
sensing 88
September. 11,2901 40
serendipity 40
shrinkiig unique competing space
103, 104
Siraon, Hermann 122
social constructionism 48-9
social interaction 64
socioeconomic factors 34
sociopolitical change 27
‘soft’ insights 8, 13
stakeholders 25
Starbucks Coffee Company 29,
30-4, 38
storytelling 64
strategic analysis 16, 73-109
purposes 74
strategic boundary conditions
28-32, 34, 95,97-102, 106,
107,117
strategic competences 83
strategic dissonance 145-7,
148, 149
strategic drift 24
strategic formation 12, 17
strategic inflection points 145-7
strategic insight 12
strategic learning 119, 121



BINDEX

07/21/2010 10:13:47  Page 163

strategic management literature
130

strategic options 112, 113
discriminating between 130
evaluation of 129-33
formation of 114-29

strategic planning 9-10, 119, 155

strategic questions 16, 21-43

strategic relevance 25

strategic thinking 9, 12,17, 18, 154

strategic venturing 119, 121
strategic visioning 119, 120
strategy as practice 13-14
strategy formation 17, 111-35
primary mechanisms 124
strategic options and 114-29
strategy formulation
in organizations 113-14
purpose 127-9
strategy in practice 13-14, 18-19
structural capital 85, 116
structure—conduct-performance
paradigm 83, 87
subsconscious level of intaiion
56-7
‘sweet spot’, competicive 95, 99
SWOT (strength ~weaknesses,
opportunities; threats)
framewark 19, 80-1

tacit knowledge 63, 64

Taleb, Nassim Nicholas 40-1

Taylor, Alex 38

territorialisation of knowledge 60

theory of business (Drucker) 28

third-generation (3G)
telecommunications 82

time—to—-market advantage 91-2

INDEX 163

tipping point situation 117
Tobin’s g ratio 115, 116
Toyota 38-9
transaction price 116
translation of information 62
trend analysis 80, 87
triggers

of change 16, 27-32

sense making and 55

UMTS (Universal Mobile
Telecommunications Systems)
82
Unique Competing Space (UCS)
analysi< 94-104, 106, 117
first-level analysis 95-7
exter.dea level of analysis 1024
shrinking 103, 104
IIROG (unwritten rules of the
game) analysis (Arthur D.
Little) 85

validity, data 79, 130

validity test of strategy 6

value chain 106

value creation 115-16

value proposition 28, 29, 106,
107

Vietnam War 10-11

VRIO (valuable, rare, imitability,
and organization) framework
89, 90, 107

Wagoner, Rick 38
wealth, new basis of 115-16

‘what if’ scenarios 102

Yahoo! 105



IBINDEX  07/21/2010 10:13:47  Page 164



