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This textbook focuses on strategic management in emerging market contexts. It delineates the border between business level
strategy and corporate strategy to better align business level and corporate level strategy.
You need to develop a digital and information technology management strategy and want a guide to do so. What if you had one
tool that you could carry into meetings and write inside, that guided you step-by-step to set out the steps of the strategy, generate
the size-of-the-prize, guide your team, design the tests for the hypotheses, conduct focus interviews, develop the vision, develop
the strategy, set the scope of the function, identify the needed competencies and rank them, develop a governance model,
develop the governing architecture, develop the implementation plan, develop the transformation plan, be guided on service level
agreements, set up a budgeting process to prioritize investments, lay the foundation for a pilot implementation, track your daily and
weekly tasks, plan each major meeting, plan the message for your team and manager, manage the project and guide you through
critical update meetings? Now you do. The Digital & Information Management Journal is the companion guide to our popular
books like Succeeding as a Management Consultant, The Operations Management Journal, The Investment Journal, The
Leadership Journal, and The Strategy Journal, an Amazon bestseller. This journal is not an encyclopedia of every consideration in
developing a strategy. Our readers told us they wanted to see a best-practice guide that is practical and works. They wanted to
know how to start, develop and execute on a digital and information management strategy. They wanted to create a strategy that
led to action. They wanted to know how to determine what analysis to perform. They wanted to know how to manage the rollout.
They wanted a guide to help them on Monday Morning 8am at the office. We meet this need with the 100-page step-by-step visual
guide to a digital and information management strategy. This journal helps readers walk into any situation in any organization
anywhere in the world and understand how to develop a digital and information management strategy via to-do list prompts, selfassessments, and strategy calendars. All based on the combined best-practices of the author and the ex-McKinsey, BCG, et al.
partners who produce all the strategy training programs on StrategyTraining.com. On StrategyTraining.com/FIRMSconsulting.com,
you have seen us over the last 10 years help numerous clients solve complex business problems: postal turnaround, merge tech
giants, help a bank enter the US Market, etc. Among other tools, this journal contains a 120-page visual guide to developing a
digital and information management plan to guide the reader. The Digital & Information Management Strategy Journal was used
by many of our very successful clients and summarizes the approach we used to help them increase their productivity, transform
their careers, set daunting career goals, outperform peers, and measure the value they create. Through daily and weekly prompts,
to-do list guides, client reminders, end-of-day scorecards, templates, completed examples, checklists and reminders, the journal
takes the best practices from ex-McKinsey, BCG, et al., partners and our most successful clients to help you solve mankind’s
most pressing problems. The journal helps you learn the routine to solve information management and business problems like a
partner. As you follow the guide, you will learn the habits of the highest-performing information management strategy thinkers. The
greatest value of a Journal is that you write in them. They are not typically published in digital format. We published the digital
edition of The Journal for those clients who found great value in always having a reference version with them. The digital format is
therefore best purchased along with the print version. The digital format is not intended to be a substitute for the print format.
As the era of ever expanding markets and ample resources ends, governments and business will have to behave differently. The
world is facing weak economic growth, limits to affordable resources and increasing concerns about environmental consequences.
During the boom times, governments championed de-regulation and business responded by adopting an anything-goes attitude. In
these straitened times, strategic analysis has to engage with the challenges that society faces to create resilient corporations fit for
the 21st century. In Corporate Strategy in the Age of Responsibility, Peter McManners, who has for nine years run strategy
workshops on the Henley MBA focusing on the global business environment, sets about providing a strategic framework for
navigating the new economic environment. Chief Sustainability Officers (CSOs) now exist, but they struggle to find the strategic
rationale for the improvements they champion. The author argues that their good intentions often lack traction, partly because
others in management don’t get it, but also because they are not ambitious enough. The book is not about preaching semicharitable behaviour or how to enhance the reputation of the corporation instead it is about surviving and thriving in a challenging
and changing environment. A corporate audience familiar with strategy books will relate to this book, but will find it steers them
towards radically new strategic thinking suitable for a turbulent period of transition.
This textbook offers a personal perspective on the broad and complex topic of corporate strategy. The book is structured to follow
the journey of systematic corporate strategy development and implementation. “Corporate Strategy” presents frameworks and
concepts for strategy development that have proven to be useful in corporate practice. The book covers the fundamental questions
of daily strategy work and illustrates them with examples from real companies. It addresses all key elements of corporate strategy
in a clear and systematic way: • Corporate ambition and capabilities • Corporate portfolio analysis • Corporate growth and
portfolio strategy • Managing and transforming the corporate profile • Corporate parenting strategy and organization • Corporate
financial strategy • Corporate strategy process The book serves not only as a practice-oriented textbook for students and teachers
of corporate strategy, it also functions as a sophisticated handbook for practitioners who are responsible for developing and
implementing effective corporate strategies.
Liz Orna's original Practical Information Policies has become a standard text which has helped information managers in many
countries to take productive action in their own environment: to get a job they wanted, carry through an information audit, make a
successful business case for an information policy, or formulate an information strategy. This book is designed specially for
students preparing to enter the information professions; working professionals in other fields, whose job includes an informationmanagement element; and senior managers from other specialisms who have overall responsibilities for information activities.
Information Strategy in Practice provides, in brief and practical form, and informal style: ¢ a reliable account of the key processes
involved in developing organizational information policy and strategy, with realistic suggestions on carrying them through, drawn
from actual practice ¢ a sound framework of the ideas underlying the practice recommended, which readers can relate to their own
context ¢ advice from experience about dealing with the kind of problems that often beset information-strategy development, and
about getting the best from the process.
A revised edition of the bestselling classic This book covers strategy for organisations that operate more than one business, a
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situation commonly referred to as group-level or corporate-level strategy. Corporate-level strategy addresses four types of
decisions that only corporate-level managers can make: which businesses or markets to enter, how much to invest in each
business, how to select and guide the managers of these businesses, and which activities to centralise at the corporate level. This
book gives managers and executive students all the tools they need to make and review effective corporate strategy across a
range of organisations.
Corporate Information Strategy and Management: The Challenges of Managing in the Internet Age, 6/E is written for students and
managers who desire an overview of contemporary information systems technology (IT) management. It explains the relevant
issues of effective management of information services activities and highlights the areas of greatest potential application of the
technology. No assumptions are made concerning the reader’s experience with IT, but it is assumed that the reader has some
course work or work experience in administration or management. It is a paperback derivative product that contains the same text
portion found in Corporate Information Strategy and Management: Text and Cases, 6/e, but without the Harvard cases.
How non-IT managers can turn IT from an expensive liability into a cost-effective competitive tool. Firms spend more on
information technology (IT) than on all other capital assets combined. And yet despite this significant cash outlay, businesses often
end up with IT that is uneconomical and strategically feeble. What is missing in many organizations' IT strategy is the business
acumen of managers from non-IT departments. This book presents tools for non-IT managers to turn IT from an expensive liability
into a cost-effective competitive tool. It equips readers with the concepts and analytical skills necessary to understand IT needs
and opportunities from both sides of the business–IT divide. Each chapter opens with a jargon decoder–nontechnical explanations
of the key ideas in the chapter—and ends with a checklist summarizing non-IT factors to consider in IT decisions. Chapters cover
such topics as infusing competitive firepower into IT strategy; amalgamating software and data for a hard-to-duplicate competitive
advantage; making choices that meet today's business needs without handicapping future strategy; establishing who decides what
about IT strategies; sourcing IT and its challenges; protecting IT assets against disaster in ways that IT professionals cannot; and
recognizing the business potential of emerging technologies. Examples are drawn from large corporations, small businesses, and
nonprofits around the world. The book is suitable for use in the MBA core IT course, and is aimed especially at students in
professional or executive MBA programs. It will also be a valuable reference for managers.

Whether you are a CEO, CFO, board member, or an IT executive, From Business Strategy to Information Technology
Roadmap: A Practical Guide for Executives and Board Members lays out a practical, how-to approach to identifying
business strategies and creating value-driven technology roadmaps in your organization. Unlike many other books on the
subject, you will not find theories or grandiose ideas here. This book uses numerous examples, illustrations, and case
studies to show you how to solve the real-world problems that business executives and technology leaders face on a dayto-day basis. Filled with actionable advice you can use immediately, the authors introduce Agile and the Lean mindset in
a manner that the people in your business and technology departments can easily understand. Ideal for executives in
both the commercial and nonprofit sectors, it includes two case studies: one about a commercial family business that
thrived to become a multi-million-dollar company and the other about a nonprofit association based in New York City that
fights against child illiteracy.
Explores how the telecommunications revolution has changed the way organizations need space
Advance praise for Corporate-Level Strategy. "At last a book that cuts through all the corporate jargon and academic
generalizations to answer the question 'Does the corporate parent create or destroy value for the organization?' The
authors suggest a simple yet compelling framework for making this determination. Must reading for students and
practitioners alike." -Robert Cizik Chairman and Chief Executive Officer Cooper Industries "In an era when the role of
corporate-level management is quite justifiably being questioned and challenged, it is refreshing to find a book that
clearly shows how parent companies can add rather than destroy value in their businesses. As we would expect of these
world class authorities, Goold, Campbell, and Alexander have leveraged their fascinating research findings into an
eminently readable and highly practical book." -Chris Bartlett Professor Harvard Business School "A vital and deeply
researched contribution to thinking about corporate strategy." -Gary Hamel London Business School "I am very
impressed by the extensive work on which this book is based, and by the concept of parenting advantage that it puts
forward." -Yasutaka Obayashi Senior General Manager, Corporate Strategy Canon "Great companies grow, they don't
just cut. With breakups and restructuring done, corporate parenting is coming back. Goold, Campbell, and Alexander
have produced a comprehensive and intelligent book which should become a standard guide on the subject." -Tom Hout
Vice President The Boston Consulting Group "A perceptive and valuable insight into an often underestimated area of
strategy. This book clearly demonstrates the importance of parenting to the longer term development and prosperity of
multibusiness companies." -Alan R. Jackson Chief Executive, BTR "I am glad someone has so well and so fully shed
light on this important body of thinking." -Sigurd Reinton Director, McKinsey & Company, 1981-1988
Describes the principles and methodologies for crafting and executing a successful business-aligned IT strategy to
provide businesses with value delivery.
Many companies are not single businesses but a collection of businesses with one or more levels of corporate
management. Written for managers, advisors and students aspiring to these roles, this book is a guide to decisionmaking in the domain of corporate strategy. It arms readers with research-based tools needed to make good corporate
strategy decisions and to assess the soundness of the corporate strategy decisions of others. Readers will learn how to
do the analysis for answering questions such as 'Should we pursue an alliance or an acquisition to grow?', 'How much
should we integrate this acquisition?' and 'Should we divest this business?'. The book draws on the authors' wealth of
research and teaching experience at INSEAD, London Business School and University College London. A range of
learning aids, including easy-to-comprehend examples, decision templates and FAQs, are provided in the book and on a
rich companion website.
Paul Finlay introduces Strategic Management to students at undergraduate or MBA introductory level. The book provides
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balanced coverage of planned and emergent strategies as well as the influence of chaos and complexity theories.
Businesses need strategies that determine the direction of functioning and further development. If a company deals with
several multifaceted businesses, each of them subsequently requires their own strategy. The issue of strategy creation
and realization is a key factor that must receive the closest possible attention. In order to assure victory and be
thoroughly prepared for various directions and situations that may arise, companies create their own unique strategies.
This book is primarily aimed at suggesting the necessary repertoire of knowledge and skills for strategy creating with the
help of the TASGRAM integrated system – Thinking, Analyzing, Strategy, Goals, Risks, Actions, and Monitoring. The
main outcome of TASGRAM is a combined strategic table: business strategy, corporate strategy, goals, risks, actions,
and monitoring. Each element in TASGRAM has a concrete goal and it helps users become more focused. Creating
Business and Corporate Strategy: An Integrated Strategic System offers a new tool for company strategy creation,
showcasing various cases and examples based on theory and practice. Unlike the existing tools, the suggested system
of strategy creation is simpler and definite. Its main purpose is to help create and further develop the created strategy,
making this book especially valuable to researchers, academics, practitioners, and students in the fields of strategy,
leadership, and management.
The number one guide to corporate valuation is back and better than ever Thoroughly revised and expanded to reflect
business conditions in today's volatile global economy, Valuation, Fifth Edition continues the tradition of its bestselling
predecessors by providing up-to-date insights and practical advice on how to create, manage, and measure the value of
an organization. Along with all new case studies that illustrate how valuation techniques and principles are applied in realworld situations, this comprehensive guide has been updated to reflect new developments in corporate finance, changes
in accounting rules, and an enhanced global perspective. Valuation, Fifth Edition is filled with expert guidance that
managers at all levels, investors, and students can use to enhance their understanding of this important discipline.
Contains strategies for multi-business valuation and valuation for corporate restructuring, mergers, and acquisitions
Addresses how you can interpret the results of a valuation in light of a company's competitive situation Also available: a
book plus CD-ROM package (978-0-470-42469-8) as well as a stand-alone CD-ROM (978-0-470-42457-7) containing an
interactive valuation DCF model Valuation, Fifth Edition stands alone in this field with its reputation of quality and
consistency. If you want to hone your valuation skills today and improve them for years to come, look no further than this
book.
An Introduction to e-Business provides the contemporary knowledge of the key issues affecting the modern e-business
environment and links theory and practice of management strategies relating to e-business. This book brings together the most
cogent themes for an introduction to e-business and constitutes a valuable contribution to formalising common themes for teaching
the subject in higher education. It brings together theoretical perspectives based on academic research and the application of ebusiness strategies. These concepts are further explored in the six case studies that follow the set chapters. This new textbook
integrates the main themes to provide a complete picture of the key elements relevant to an introductory text in e-business. To
fully appreciate the e-business environment it is necessary to understand the links between the different disciplines that come
together to form
Corporate Information Strategy and ManagementText and CasesIngram
While it is possible for a company achieve short-term profit, it is much more difficult to sustain corporate success over time. This
book is intended for those who run, or want to run, a business whatever its size or activity, with the objective of making it
sustainable so that it will be a legacy for future generations. Indeed, the real purpose of corporate strategy is not only to make
quick profits, but more importantly to create an organization that will endure. There is much to learn from the experience of
established firms that have existed for a hundred years or more. They provide the material for this clear and concise book, which
details the main elements of corporate strategy. Recognizing that each firm is unique, the book resists the temptation of quick
fixes, instead offering lessons to be pondered and used on a case-by-case basis.
Beat the odds with a bold strategy from McKinsey & Company “Every once in a while, a genuinely fresh approach to business
strategy appears” – legendary business professor Richard Rumelt, UCLA McKinsey & Company’s newest, most definitive, and
most irreverent book on strategy—which thousands of executives are already using—is a must-read for all C-suite executives
looking to create winning corporate strategies. Strategy Beyond the Hockey Stick is spearheading an empirical revolution in the
field of strategy. Based on an extensive analysis of the key factors that drove the long-term performance of thousands of global
companies, the book offers a ground-breaking formula that enables you to objectively assess your strategy’s real odds of future
success. "This book is fundamental. The principles laid out here, with compelling data, are a great way around the social pitfalls in
strategy development.” — Frans Van Houten, CEO, Royal Philips N.V. The authors have discovered that over a 10-year period,
just 1 in 12 companies manage to jump from the middle tier of corporate performance—where 60% of companies reside, making
very little economic profit—to the top quintile where 90% of global economic profit is made. This movement does not happen by
magic—it depends on your company’s current position, the trends it faces, and the big moves you make to give it the strongest
chance of vaulting over the competition. This is not another strategy framework. Rather, Strategy Beyond the Hockey Stick shows,
through empirical analysis and the experiences of dozens of companies that have successfully made multiple big moves, that to
dramatically improve performance, you have to overcome incrementalism and corporate inertia. “A different kind of book—I
couldn’t put it down. Inspiring new insights on the facts of what it takes to move a company’s performance, combined with
practical advice on how to deal with real-life dynamics in management teams.” —Jane Fraser, CEO, Citigroup Latin America
Now beyond its eleventh printing and translated into twelve languages, Michael Porter’s The Competitive Advantage of Nations
has changed completely our conception of how prosperity is created and sustained in the modern global economy. Porter’s
groundbreaking study of international competitiveness has shaped national policy in countries around the world. It has also
transformed thinking and action in states, cities, companies, and even entire regions such as Central America. Based on research
in ten leading trading nations, The Competitive Advantage of Nations offers the first theory of competitiveness based on the
causes of the productivity with which companies compete. Porter shows how traditional comparative advantages such as natural
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resources and pools of labor have been superseded as sources of prosperity, and how broad macroeconomic accounts of
competitiveness are insufficient. The book introduces Porter’s “diamond,” a whole new way to understand the competitive
position of a nation (or other locations) in global competition that is now an integral part of international business thinking. Porter's
concept of “clusters,” or groups of interconnected firms, suppliers, related industries, and institutions that arise in particular
locations, has become a new way for companies and governments to think about economies, assess the competitive advantage of
locations, and set public policy. Even before publication of the book, Porter’s theory had guided national reassessments in New
Zealand and elsewhere. His ideas and personal involvement have shaped strategy in countries as diverse as the Netherlands,
Portugal, Taiwan, Costa Rica, and India, and regions such as Massachusetts, California, and the Basque country. Hundreds of
cluster initiatives have flourished throughout the world. In an era of intensifying global competition, this pathbreaking book on the
new wealth of nations has become the standard by which all future work must be measured.
Corporate Strategy outlines the fundamentals and foundations of implementing corporate and divisional strategy in today's vertical,
Internet-speed business world. Real-world examples and case studies show strategy in action, and help managers and executives
build the skill sets needed to set goals and objectives, tackle strategic issues, and increase shareholder value when making
decisions about corporate goals. Containing both the structure and feel of a high-level executive seminar, this hands-on book
guides readers through the many steps and levels of setting the best course for any corporation or organization.
Revised edition of the authors' Strategic planning for information systems, 2002.
Written for students and managers, this text provides an overview of information systems technology (IT) management. It explains
management of information services activities and highlights the areas of potential application of the technology. This text
comprises a collection of Harvard Business cases devoted to Information Technology.

"Corporate Strategy" by Collis and Montgomery employs a single consistent framework for the analysis of corporate-level
strategy. Based on the latest research in the resource-based view of the firm and organizational economics, it develops a
rigorous approach to the many important issues surrounding the scope of the firm. Starting from the analysis of how
valuable resources contribute to the competitive advantage of a single business, the book progresses through the
analysis of scale, scope and vertical integration within an industry, to the treatment of diversification and the management
of multi-business firms. As such, it perfectly complements those required strategy courses that develop the notions of
strategy as the internal consistency and external positioning of single business firms. This new edition has been
completely updated, including a new chapter on corporate transformation
This book draws together the main elements of strategic management theory and considers their relevance to
contemporary practice in construction. It helps students understand what corporate strategy involves and how it is
possible to develop a proactive approach to the management of key organisational resources that are essential to attain
objectives. Understanding of the importance of strategic management has developed rapidly in the past decade. Recent
economic events have shown that all organisations must continually reassess their approach to achieving intended
objectives, especially improvement in customer focus. The construction industry is no different. Construction employers
require graduates who are competent in understanding the basis of strategic management, the range of techniques that
will enable the organisation to identify opportunities and threats and respond to rapid change. This book provides an
overview of the context in which construction projects are carried out, and the potential methods that exist to conduct
strategic analysis and decision-making. By analysing case studies, Corporate Strategy in Construction: Understanding
today's theory & practice demonstrates how vital lessons can be learnt from other industries by benchmarking practices
and developing alternative ways of delivering value to clients. A key message of the book is that construction
organisations can, with a better appreciation of strategic management, increase their potential to innovate and create
sustainable competitive advantage.
Corporate property is routinely identified as the second biggest cost within a business organization after staff. Effective
management of such a major asset requires a fundamental understanding of both the operation of the property markets
and the operational requirements of the business occupier. This primer on strategic property management focuses on
how property held as a corporate asset can be used to add value to the primary business activity of an organization.
Rather than separate the needs of the business form the management of the business estate, the aim of Corporate
Property Management is to enable the reader to directly support the primary business function through strategic
management of corporate property, thereby adding value to the business as a whole. The book introduces a generic
framework designed to assist in the analysis of any corporate property portfolio, working as a practical aid to decision
making. The book is structured around this framework, providing a detailed review of its application and uses. This is
then developed further through extensive use of five in-depth case studies that covers a wide variety of property types
and property users – Borders bookshops; Cancer Research high street shops; The Youth Hostel Association; Clifford
Chance’s move to Canary Wharf and the Ardtornish Rural Estate in Scotland.
If where an organization allocates its resources determines its strategy, why is it that so few companies actively manage
the resource allocation process? "Optimizing Corporate Portfolio Management: Aligning Investment Proposals with
Organizational Strategy" goes beyond platitudes about why you should use corporate portfolio management (CPM) by
offering a practical methodology to bring this powerful discipline to your organization. "Optimizing Corporate Portfolio
Management" takes an expansive view of where CPM can be utilized by demonstrating that it can be used across any
business line, product group or functional area, e.g., IT, R&D, innovation, marketing, salesforce, capital expenditure, etc.
CPM is appropriate anywhere discretionary investments are being selected and executed. As a result, other terms used
to describe portfolio management such as IT portfolio management, enterprise portfolio management, and project
portfolio management are all merely subsets or slices of CPM. The book is written by Anand Sanwal, an expert on CPM,
who has led American Express' CPM discipline (referred to as American Express Investment Optimization). American
Express' CPM efforts are widely recognized as the most extensive, substantial and progressive deployment of CPM
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across any organization. Sanwal avoids academic theories and consultant jargon to ultimately deliver pragmatic and
proven recommendations on how to make CPM a reality. The book features a foreword by Gary Crittenden, former CFO
and EVP of American Express, and several case studies from leading financial services, technology, and government
organizations utilizing CPM. Additionally, the book has received significant praise from thought leaders at Google, HP,
American Express, The CFO Executive Board, Gartner, Accenture Marketing Sciences, The Wharton School of Business
and many others.
"This book provides concepts of strategic analytics and strategic analytics applications in each area of management i.e.
market dynamics, customer analysis, operations, and people management with the goal of presenting best industry
practices for turning managers into quantitative analysts or quantitative analysts and finally into expert strategists"-Examining some of the new and emerging issues in strategic management, Loizos Heracleous offers a fresh approach to
the established ideas of strategy. Beginning with the historical development of the strategy field, including the influence of
industrial organisation and the resource-based view, he develops a new perspective labelled an 'organisational action'
view of strategy. This approach is theoretically underlain by organisation theory and takes seriously such issues as the
role of agency, the need for a longitudinal focus on process, the complexities of strategy implementation, and
organisational facets such as strategic choice, organisational culture, organisational discourses and learning. Combining
theoretical subtlety with an applied orientation, Heracleous examines topical areas such as corporate governance, interorganisational networks, and organising for the future. With original research and extensive surveys of the strategy
literature, combined with a strong practical orientation, this book is ideal for MBA students, strategy researchers and the
more thoughtful practitioner.
The challenges faced by diversified corporations—firms that operate in more than one industry or market—have changed
over the years. In this new edition, Olivier Furrer helps students of corporate strategy to consider the impact of critical
changes in resources, businesses and headquarters roles on the firm’s ability for establishing and sustaining corporate
advantage. New to this edition are stimulating pedagogical features and additional material such as a new chapter on the
theoretical foundations of multibusiness firms, along with a host of new examples from across the world. A companion
website supplements the book, providing PowerPoint slides, a test bank of questions, and lists of suggested case
studies.
Corporate Information Strategy and Management: Text and Cases 8/e by Applegate, Austin, and Soule is written for
students and managers who desire an overview of contemporary information systems technology management. This new
edition examines how information technology (IT) enables organizations to conduct business in radically different and
more effective ways. The author's objective is to provide readers with a better understanding of the influence of twentyfirst century technologies on business decisions. The 8th edition discusses today's challenges from the point of view of
the executives who are grappling with them. This text is comprised of an extensive collection of Harvard Business cases
devoted to Information Technology.
??Information Strategy Design and Practices develops a framework for designing information technology strategy for an organization. Beyond
this, it establishes an approach to not only implement it, but sustain it. The framework explains how IT strategy should have an alignment to
business to reap the benefits of business. The book contains five case studies in different domains: retail, real estate development, IT product
development, development sector, and education sector. These case studies have been applied to different countries, providing a global
prospective to this emerging trend.
This book explores the conditions for growth that can create value for shareholders, focusing on the main strategies adopted by firms
including horizontal expansion, vertical integration and product diversification. To evaluate whether or not a particular growth strategy is
successful, the author examines the economic fundamentals of each strategy and presents analytical models of both internal development
and external acquisition. He moves on to present four case studies of successful companies to highlight how a firm chooses and implements
a defined growth strategy. This stimulating integrated analysis will appeal to researchers and students in business administration as well as
managers, entrepreneurs and consultants involved in strategic management.--publisher description.
"World-class companies such as Sony, Olivetti, and Braun recognize that in today's global marketplace, where the window of competitive
advantage is narrowing rapidly, product design has become the driving force for improving product quality and maintaining a competitive
edge. Wisely, they also realize that the design process can take the lead toward achieving these goals only when it is well managed."
"Looking to these and other corporate giants and detailing his own 30 years of design management experience, Robert Blaich shows how
you can elevate the status of product design in your own company and maximize its effectiveness through strong management, enabling
design to spearhead innovations, establish new strategic directions, and gain the edge that translates into greater profitability. Using case
studies derived from his own outstanding management work at Herman Miller, Inc., a leader in furniture systems, and Philips, the Dutch
electronics giant, Blaich demonstrates that design can be the key tool in forging a corporate identity that can make your company's name
synonymous with quality the world over." "Blaich lays out the steps that can bring your company into the twenty-first century. As a manager,
you'll discover how to: establish product design as a proactive, problemsolving force; gain crucial upper-echelon support for a powerful design
program; create a holistic design program that interacts on equal terms with engineering, marketing, and other departments; stimulate new
ideas through teamwork, the use of consultants, and the creation of a multicultural design department; provide your designers with the
necessary tools, including CAD systems; balance the use of in-house staff with outside consultants; and effectively manage your company's
often limited human, capital, and financial resources." "Taking these steps will demonstrate to often skeptical upper management that
designers themselves are best equipped to develop and manage the resources of the design department, establishing it for years to come as
a primary force for innovation and quality." "America must recognize what Japan and Germany have long understood - product design must
become the backbone of any company desiring to make it in the future. With its uniquely personal and practical insight into how to effect that
crucial change, Robert Blaich's Product Design and Corporate Strategy can help put your company on the global map, whatever its size." "As
such, Product Design and Corporate Strategy is an essential tool for current and prospective design managers, and critical reading for all
CEOs and senior and middle managers who must come to grips with the centrality of product design in the corporate landscape."--BOOK
JACKET.Title Summary field provided by Blackwell North America, Inc. All Rights Reserved
Award winning author Kim Warren presents his new book: Strategic Management Dynamics – a complete framework in the field of Strategic
Management. Strategic Management Dynamics builds on, and goes substantially beyond the existing strategy textbooks with its focus on
understanding and managing how organisations perform over time. Based on simple but powerful underlying principles, the book both lays
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out a comprehensive approach to strategy analysis, design and delivery, and connects with established frameworks in the field. In Strategic
Management Dynamics Kim Warren provides a valuable teaching resource, which can be used as a core textbook to bring strategy to life.
With numerous examples from different sectors, the book is supported by a rich variety of simulation–based learning materials that are
essential if strategy principles are to be experienced, rather than just discussed. For those who have already learned about strategy, this
book provides an important update and extension of their knowledge. Key Features: Many simulation models to demonstrate dynamics
principles in strategy as well as in marketing, human–resource management, R&D, operations management and other functions ideal for
class exercises and assignments. A detailed worked example built up from chapter to chapter, illustrating the key frameworks of strategy
dynamics analysis. Extensive discussion of established strategy frameworks, adapted to demonstrate implications for how organisations
perform over time. Numerous academic and managerial references as useful supplements in degree courses and executive education.
End–of–chapter questions and exercises, supported by detailed worksheets.
There is a high demand in our society to adopt emerging technologies in all aspects of business and economic activity. As traditional
business practices and economic activity are occurring in a global context, new areas of economic development are being recognized as the
key enablers of wealth and income production. International Business Strategy and Entrepreneurship: An Information Technology
Perspective discusses innovative solutions to research problems and high performance systems while emphasizing the role of IT and
management for sustainable development. This book brings together academics, researchers, entrepreneurs, policy makers and government
officers aiming to contribute to the debate of technology related to international business and strategic management.
Corporate Information Strategy and Management: Text and Cases 7/e by Applegate, Austin and McFarlan is written for students and
managers who desire an overview of contemporary information systems technology management. It explains the relevant issues of effective
management of information services activities and highlights the areas of greatest potential application of the technology. No assumptions are
made concerning the reader’s experience with IT, though it is presumed that the reader has some course work or work experience in
administration and/or management. This text is comprised of an extensive collection of Harvard Business cases devoted to Information
Technology.
Creating Excellence, first published in 1984, proposes a rational yet visionary blend of approaches for a winning, strategy-driven culture that
can provide you and your company with the confidence that gets results. Based on a programme of six essential leadership skills – vision,
sensitivity, insight, versatility, focus, and patience – this step-by-step blueprint for organisational excellence shows the New Age Executive
exactly how to: Know your firm’s capabilities – and make the most of them Motivate your people to peak performance Respond positivity to
change from within and without Develop long-term goals and see them through And turn crisis into opportunity All these principles are
illustrated with fascinating case studies of the most spectacular successes and failures in the history of American enterprise. In addition,
hands-on ‘exercises’ will enable you to test their application to the concerns of your own organisation. Whether you work for a small
business or a vast conglomerate, in a hot new industry or a mature, stable environment, Creative Excellence can help make you the most
important corporate asset of the eighties – and beyond.
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