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Strategic Positioning Analysis
In this McKinsey Award-winning article, first published in May 1989, Gary Hamel and C.K.
Prahalad explain that Western companies have wasted too much time and energy replicating the
cost and quality advantages their global competitors already experience. Canon and other worldclass competitors have taken a different approach to strategy: one of strategic intent. They begin
with a goal that exceeds the company's present grasp and existing resources: "Beat Xerox";
"encircle Caterpillar." Then they rally the organization to close the gap by setting challenges that
focus employees' efforts in the near to medium term: "Build a personal copier to sell for $1,000";
"cut product development time by 75%." Year after year, they emphasize competitive
innovation--building a portfolio of competitive advantages; searching markets for "loose bricks"
that rivals have left underdefended; changing the terms of competitive engagement to avoid
playing by the leader's rules. The result is a global leadership position and an approach to
competition that has reduced larger, stronger Western rivals to playing an endless game of catchup.
This book provides an in-depth analysis of strategic positioning efforts of firms in the German
consulting market. In his work, the author applies strategic group theory to the German
management consulting industry, and provides an empirical test of the performance effects of
alternative positioning strategies of management consulting firms. At the core is its empirical
research, specifically the analysis of the “service expositions”, through which consulting firms
communicate the nature of their services to clients. In order to ascertain these service
expositions, the author conducts content analysis of 233 consulting firms active in the German
market. He then uses the findings in order to cluster the firms into distinct strategic groups and
tests for associations between the positioning of firms within their respective group and their
performance. Overall, the author finds evidence of three distinct strategic groups of consulting
firms that operate in the German market, which he describes as “Standardized Solution
Providers”, “Functional Specialists” and “Functional Generalists”. “Practitioners and
industry observers are going to find this book uniquely helpful as it provides clarity on both the
macro- and the micro-strategies of consulting firms active in Germany i. e., the overall service
portfolio choices they make (which types of services to offer at all), and the specific
communicative positioning of these service offerings vis-à-vis their clients. Strategy scholars will
benefit from the in-depth discussion of the strengths and limitations of strategic group theory in
general, and of strategic balance theory in particular.” Prof. Ansgar Richter, PhD
Essentials of Strategic Marketing Management, The Process of Strategic Marketing
Management, Analysing Buyer Behaviour, Strategic Marketing Factors for Growth, Strategic
Marketing Planning, Situation Analysis, Market Segmentation and Product Positioning,
Strategic Product Pricing, The Distribution Strategy, Product Life Cycle Management
Strategies, New Product Strategies, Competition-Winning Strategies, Advertising and Sales
Promotion Strategies, Salesforce Management Strategies, Strategies Brand Management,
Creation of Competitive Advantages, Strategic Services Management, Customer Relationship
Strategies
Rekindling the critical analysis of the adoption of generic commercial (for-profit) management
approaches in the non-profit context, Strategic Positioning in Voluntary and Charitable
Organizations reveals that charities are positioning themselves in their evolving external
environment in distinctive ways that are not adequately explained by existing positioning
theories. Based on original research that examines, for the first time, the usefulness of
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contemporary theoretical perspectives and interpretations of strategic positioning derived from
the existing literature in explaining the positioning activities of charitable organizations within
the wider voluntary and non-profit sector. Using a three-stage approach, which involves an
exploratory survey and multiple case studies, this book provides: • evidence showing the extent
of strategic positioning, the components of a positioning strategy and the process of developing a
positioning strategy in charitable organizations that are involved in the provision of public
services, • analysis of the key factors that influence the choice of a positioning strategy in the
charitable context, and the depiction of these factors in an original integrating model, and • an
exploration into the extent to which existing strategy/marketing literature on positioning is
applicable in the charitable context. By challenging the adoption of current perspectives on
strategic positioning derived from commercial strategy and marketing management literatures
into the non-profit and non-market contexts, the author develops a theoretical framework that
accounts for the uniqueness of positioning strategy in the non-profit sector. This uniqueness is
attributed to the difference in positioning goals, the process of developing a positioning strategy,
and the influencing factors on the choice of a positioning strategy in charities compared to
commercial organizations. The implications of the findings provide useful lessons for managers
of voluntary and charitable organizations in planning and developing their positioning activities,
and for other stakeholders, such as policy makers, funders, donors and industry bodies.
Strategic International Human Resource Management
The Interface of Marketing and Strategy
Strategic Positioning in Voluntary and Charitable Organizations
Strategic Positioning in Organizational Change
Strategic Marketing Management
Nokia's Marketing Strategy- Analysis and Recommondations
Diploma Thesis from the year 2006 in the subject Business economics - Business
Management, Corporate Governance, grade: 1,7, European Business School, 136 entries in
the bibliography, language: English, abstract: This paper is picking up a combination of
three perspectives on strategy that are trying to perform a shift of paradigm towards a
new way of strategic thinking serving as the basis for a strategy process in dynamic
markets. The combination of these three perspectives has been termed the complexity
theory of strategy by Davis and Eisenhardt. This theory combines Austrian economic
thinking, the dynamic capabilities view, and complexity theory. Austrian economics
perceive markets as a rapid flow of heterogeneous and surprising opportunities that need
to be captured by strategic managers. The dynamic capabilities perspective perceives
organizational resources as simple capabilities that enable quick, flexible, and creative
improvisation to respond effectively to this rapid flow of opportunities. Complexity theory
perceives organizations and the economy as simple systems, which produce complex and
adaptive responses to environmental change. The complexity theory of strategy, in general,
focuses on “[...] simple rules in guiding improvisational actions in the effective execution
of a series of often fleeting opportunities.” The three particular theories contribute to
strategic management thinking to overcome the shortcomings of traditional strategic
management thinking in dynamic markets. The purpose of this paper is to create a
strategy process from the perspective of the complexity theory of strategy which meets the
requirements of dynamic markets. How do the three underlying theoretical approaches
from this theory contribute to form a strategy process for dynamic markets? In order to
answer this question, elements from the three theories will be analyzed and assembled in a
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new framework for creating strategy which is more adequate in dynamic markets than
classical process models. The major result of this paper is that there cannot be a process
model of sequenced steps for creating strategy because it would be too rigid to consider
critical features for creating strategy in dynamic markets. Rather, the result is a loose
framework for creating strategy in dynamic markets that is formed out of elements from
the complexity theory of strategy. The framework does not rely on a single strategic
process sequence nor is it completely reactive. Rather than ignoring change it helps
creating a relentless pace of change and, thus, may be able to meet the requirements of
dynamic markets.
A work on strategic planning for managers at all levels which, in a step-by-step manner,
offers guidance on how to determine which activities to focus on and on how to develop a
strong competitive position in the activities selected. It is relevant to the UK, the US and
Europe.
A comprehensive reference on ways to enhance strategic planning and implement effective
corporate strategies introduces a broad spectrum of methods to assess the tools that
analyze business, competition, and market data, and offers detailed instructions to help
implement strategies quickly and effectively, covering Analysis Theory and Competitive,
Enterprise, Environmental, Evolutionary, and Financial and Statistical techniques.
(Intermediate)
Strategic Positioning in the Consulting IndustryAn Emperical Analysis of Strategic
Groups and PerformanceBoD – Books on Demand
A Marketing Evaluation and Strategic Positioning Study of Downtown Royal Oak,
Michigan
The Master of Publishing Program
Effective Application of New and Classic Methods
Strategic Positioning of Commercial Banks in Brazil
Sector Analysis Field Exercise (SAFE)
Personality and the Business Organization

Useful to both consumer marketers and business-to-business
researchers, this detailed and engaging book delves much
more deeply into segmentation than other marketing
handbooks. Myers mediates between discussing the intricacies
of segmentation and positioning techniques and showing the
ways these techniques can be interpreted and used in the
real world. The book covers measuring scales, cluster
analysis, conjoint analysis, multivariate analysis, CHAID,
and classification and regression trees. Other chapters deal
with perceptual positioning maps—point and vector, value
maps laddering techniques, and quadrant analysis. Myers uses
examples to explain research analysis and provides practical
information. In addition to explaining how to evaluate
results, he provides caveats and explains pitfalls of each
technique.
A strategic positioning model was developed by First
Interstate Bank to assist bank marketers in analyzing their
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marketplace and in developing positioning strategies. The
model can be applied to broad markets and specific market
segments. It consists of the following elements: a study of
consumer behavior, a study of the strengths and weaknesses
of the bank and its competitors, and an analysis of the
opportunities available in the market (based on consumer
needs and the positioning of competitors, positioning by the
bank and, if necessary, the development of a strategy to
move the bank from its present position to a new position.)
In this example, the model addresses selected financial
institutions in the Alaskan retail market. Each element is
discussed thoroughly and applied to this real-life
situation. Using the model will open up new opportunities
for bank marketers and suggest successful positioning
strategies.
This book provides a theoretical and empirical analysis of
strategic positioning of public universities. The concept of
strategic groups from management theory and a formal
equilibrium model of differentiation under strategic
interaction are developed to explain heterogeneity and the
role of teaching and research quality as the two main
strategic variables of universities. Using data for German
publicly funded universities, the empirical tests apply Data
Envelopment Analysis and econometric methods. The results
offer important insights for all countries where publicly
funded universities play a role. Recent shifts towards more
competitive university systems further increase the
relevance of this book.
In this book, Shank and Govindarajan demonstrate how
strategic cost management - an analytical framework which
relates meaningful accounting information to a firm's
business strategy - is changing accounting practices in
leading companies. Using case studies, including Ciba-Geigy,
Ford, Motorola and Texas Instruments, they show how the
tools of strategic cost management - value chain analysis,
strategic positioning analysis and cost driver analysis provide a sustainable competitive advantage over companies
whose cost systems are in disarray.
The Economic Analysis of Universities
Analysis of Toyota's Competitive Strategy Model
An Analysis of the UK Mobile Phone Industry and Nokia's
Strategic Positioning
Business and Competitive Analysis
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Strategic Positioning in the Consulting Industry
Marketing Strategy and Competitive Positioning, 7th Edition
Strategic positioning is the assertion of an organizations
personality on decisions of how and where to compete, it determines
competitive position in the market place and differentiates the
offering to the market. Operational positioning is an exercise in
communication that concentrates on perception and image that
complements the role of strategic positioning. This book offers an
alternative to the traditional process of segmentation, targeting and
positioning, highlighting some important implications for management
and marketing practitioners as well as academics.
Seminar paper from the year 2019 in the subject Business economics Investment and Finance, grade: 1,0, Leipzig Graduate School of
Management, language: English, abstract: In this paper the company
E*TRADE Financial Corporation (‘E-Trade’) is analyzed from a
strategic point of view. The objective of this paper is to derive a
recommendation for the strategic positioning and evaluate if it would
be a clever investment at the moment. In order to reach the
objective, this paper follows a comprehensive structure: First, an
overview of E-Trade and its industry is given. Second, E- Trade will
be analyzed from an external perspective. This includes a macro,
industry, and competitor analysis. Third, an internal analysis is
conducted which is done by breaking down E-Trade’s value chain and
benchmarking internal KPI against the main competitors. Fourth, the
findings of the individual analyses are integrated in order to derive
strategic recommendations for action. Lastly, the results of the
paper are concluded and a final investment recommendation is
provided.
Seminar paper from the year 2012 in the subject Business economics Operations Research, grade: B, Kings College London, language:
English, abstract: The micro environment can be defined as that which
consists of the groups that the company deals with on a regular
basis. The microenvironment is thus comprised of the suppliers to the
firm, the customers, distributors and other companies in the industry
with which the firm competes with. In analysing these groups scholars
have come up with a model that is specifically targeted at this kind
of analysis which is called Porter's five forces analysis (Lamb,
Hair, & McDaniel, 2011). According Porter, the model presents five
forces that determine the competitive nature of the microenvironment
within which a firm operates in. scholars argue that a highly
unattractive industry will be one that all the five forces found in
the model are strongly present and this would mean that there is
perfect competition. The model consists of the following forces:
threat of new entrants, bargaining power of suppliers, threat of
substitutes and the rivalry among existing competitors (Kurtz, 2008).
Marketing Strategy and Competitive Positioning 6e deals with the
process of developing and implementing a marketing strategy. The book
focuses on competitive positioning at the heart of marketing strategy
and includes in-depth discussion of the processes used in marketing
to achieve competitive advantage. The book is primarily about
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creating and sustaining superior performance in the marketplace. It
focuses on the two central issues in marketing strategy formulation –
the identification of target markets and the creation of a
differential advantage. In doing that, it recognises the emergence of
new potential target markets born of the recession and increased
concern for climate change; and it examines ways in which firms can
differentiate their offerings through the recognition of
environmental and social concerns. The book is ideal for
undergraduate and postgraduate students taking modules in Marketing
Strategy, Marketing Management and Strategic Marketing Management.
Strategic Consulting
Strategic Positioning of the Netherlands Cut Flower Industry : 29
February 1988-4 March 1988
Report on the International Strategy of Deutsche Bank Group
Strategic Positioning in a Turbulent Environment
Culture and Positioning as Determinants of Strategy
Strategic Positioning for Financial Institutions
Meet any business or competitive analysis challenge: deliver actionable business insights and on-point
recommendations that enterprise decision makers can’t and won’t ignore! All you need is one book: Business
and Competitive Analysis, Second Edition . This generation’s definitive guide to business and competitive
analysis has now been thoroughly updated with additional methods, applications and examples. Craig S.
Fleisher and Babette E. Bensoussan begin with a practical primer on the process and context of business and
competitive analysis: how it works, how to avoid pitfalls, and how to communicate results. Next, they
introduce their unique FAROUT method for choosing the right tools for each assignment. The authors then
present dozens of today’s most valuable analysis methods. They cover “classic” techniques, such as McKinsey
7S and industry analysis, as well as emerging techniques from multiple disciplines: economics, corporate
finance, sociology, anthropology, and the intelligence and futurist communities. You’ll find full chapters
outlining effective analysis processes; avoiding pitfalls; communicating results; as well as drill-downs on
analyzing industries, competitive positioning, business models, supply chains, strategic relationships,
corporate reputation, critical success factors, driving forces, technology change, cash flow, and much more.
For every method, Fleisher and Bensoussan present clear descriptions, background context, strategic
rationales, strengths, weaknesses, step-by-step instructions, and references. The result is a book every
analyst, strategist, and manager can rely on – in any industry, for any challenge.
This text covers such topics as the structure and evolution of competitive markets, gaining and sustaining
competitive advantage, and formulating strategy components.
The analysis and strategic business planning must be translated into an action plan that specifies the goals
and the means suitable to be used for each Strategic Business Area.The company's development depends on
the ability to anticipate market trends and to modify its strategic positioning as a function on the one hand
Critics factors Sucesso and on the other by Competitive Advantages over the competition.To be effective, this
reflection should be systematized and formalized in order to plan ahead, prepare the activities to be
undertaken and clearly communicate the company's choices about who will be in charge of applying them.
For this purpose the STRATEGICPLUS software enables the company to process the "Strategic Plan".After
defining the ASA as a function of total margins for each product / market segment STRATEGICPLUS
processes the positioning graphics.Through the positioning map for each ASA management can definirie the
strategic lines to be taken by acting on one side on the other competitive advantages on
FCS.STRATEGICPLUS Finally elaborates the positioning map of Distinctive Capabilities, checking whether
within the company there are specific skills sufficient to change or maintain the strategic positioning in single
ASA.
This paper examines prime time television programming decisions in order to analyze how firms'
programming decisions interact. The analysis uses a simultaneous equations model to examine how each
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network's mix of program introductions affects other networks' mix of introductions. The aim is to test two
rival hypotheses about how programming decisions interact: that firms differentiate their menu of program
introductions from that of rivals; or that they imitate each others' pattern of introductions. The analysis
reveals that the three major networks introduce new shows in herd-like fashion. The results are consistent
with recent models of herding behavior but inconsistent with traditional spatial models of competition or
standard frameworks from the strategy field. The analysis suggests that, in at least one industry, strategic
imitation appears to be common.
Analysis of the competitive strategies of the brazilian coffee industry, based on porters typology
Strategic Positioning of the E-TRADE Financial Corporation
Strategic Groups and Positioning
Strategic Positioning Alternatives
Three Essays on a Dynamic View of Strategic Positioning and Audience Evaluations
The New Tool for Competitive Advantage

Seminar paper from the year 2009 in the subject Business economics Investment and Finance, grade: 55%, Nottingham Trent University, language:
English, comment: Includes a great list of references , abstract: This report
critically evaluates Deutsche Banks' (DB) international strategy and business
environment, concentrating on DB's universal bank strategy inside the
European region. DB's international business environment is analysed through
the application of PEST Analysis and Porters 5 Forces frameworks. Analysis
of DB's international strategy includes evaluation of DB's strategic positioning
and orientation, entry strategy and finally measuring strategic performance.
The latter is achieved by applying the Balance Scorecard Concept together
with the features of SWOT Analysis, finally resulting in several
recommendations for improvement of DB's international operations. The
applied business theories and concepts are critically examined in the course of
their adoption. The major finding of the report is that although the highly
competitive industrial environment and global financial crisis, DB's strategic
management has: achieved good results in positioning DB as a leader in
universal banking in Europe as well as around the world; low efficiency and
low profitability relative to its main competitors; suffered high share value
losses due to the financial crisis as well as its own failures in risk
management, but remained stable and credible backed by its strong global
franchise. Given that, DB has a strong potential to learn from the crisis,
improve its former failures and come out stronger from this crisis.
Research paper from the year 2013 in the subject Communications - Public
Relations, Advertising, Marketing, Social Media, grade: 1,3, International
Business School N rnberg, language: English, abstract: This report is to
provide a theoretical framework analysis of Nokia’s current marketing
strategy amid the hypercompetitive smartphone segment on the German
market. In order to analyse the external and internal influences, this report
commences with the PESTLE and SWOT analyses and evaluates Nokia’s
competitive advantages. It is going to provide an in-depth description of a
segmentation analysis, targeting and positioning strategies. In the second part
of the report the reader will achieve understanding on Nokia’s chances to
maintain their brand relevance to their target group. This is followed by
recommendations on how to improve the current marketing situation and an
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overview of Nokia’s alternative strategic approach along with the resources
and capabilities they require for increasing their market share, profitability and
value creation. The main conclusions made in this report are to highlight the
main range of products and the constantly altering product names, which is
done to make products appeal more familiar to consumers. The second
scenario suggests going a different way by inventing a control panel for
household appliances. The research for the analysis comprises of a qualitative
approach based on industry experts, internal documentation such as Nokia’s
financial statements, market reports and public announcements relevant to the
marketing strategy.
Seminar paper from the year 2012 in the subject Business economics Operations Research, grade: B, King`s College London, language: English,
abstract: The micro environment can be defined as that which consists of the
groups that the company deals with on a regular basis. The microenvironment
is thus comprised of the suppliers to the firm, the customers, distributors and
other companies in the industry with which the firm competes with. In
analysing these groups scholars have come up with a model that is specifically
targeted at this kind of analysis which is called Porter’s five forces analysis
(Lamb, Hair, & McDaniel, 2011). According Porter, the model presents five
forces that determine the competitive nature of the microenvironment within
which a firm operates in. scholars argue that a highly unattractive industry will
be one that all the five forces found in the model are strongly present and this
would mean that there is perfect competition. The model consists of the
following forces: threat of new entrants, bargaining power of suppliers, threat
of substitutes and the rivalry among existing competitors (Kurtz, 2008).
This journal article tries to utilize Aaker and Shansby's six-step approach to
positioning and apply the same in terms of nation branding. The study
conducted by Harrison-Walker (2011) is an important step in understanding
why strategic positioning of nations as brands attracts investments, business,
and improves tourism for the country. This study also touches upon the
managerial implications from distinctive positioning for nations.
A Planner for Achieving Competitive Advantage in the International Market
Place
A Market Model
Strategic Intent
The Strategy Process in Dynamic Markets
An Analysis of the Oil Industry and Recommendations for Future Strategic
Positioning of Kuwait Petroleum International (Q8)

As often reported in Business Week and Fortune, most large
companies today concede that their cost systems are
desperately obsolete. In this eagerly awaited book, John
Shank and Vijay Govindarajan, nationally known experts on
the strategic use of cost information, address head-on the
fundamental concepts of management accounting that are in
desperate need of change. The authors demonstrate how
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strategic cost management, the first analytic framework to
relate meaningful accounting information to a firm's
business strategy, is revolutionizing accounting—and overall
business practices in leading firms. With numerous extended
examples including Ciba-Geigy, Ford, Texas Instruments, and
many more, the authors show how the three key tools of
strategic cost management—value chain analysis, strategic
positioning analysis, and cost driver analysis—provide a
sustainable competitive advantage over firms whose cost
systems are in disarray. With persuasive evidence, Shank and
Govindarajan demonstrate the strategic power of value chain
analysis, i.e., linking external value creating activities
all the way from basic raw materials, to component
suppliers, and through to the ultimate end-use product
delivered to the consumers. Next, they examine how cost
management and cost control must be differentiated depending
on the strategic positioning chosen by the firm, be it cost
leadership or product differentiation. Finally, the authors
offer penetrating in-sights on cost driver analysis using
such examples as Champion International and Motorola to
describe the uses and limitations of activity-based costing,
quality costing, and technology costing. Traditional cost
analysis, the authors show, is limited to assessing the
financial impact of managerial decision alternatives, with
no consideration for strategic business objectives. In this
indispensable guide, Shank and Govindarajan show how
Strategic Cost Management (SCM) relates to a broader
context, where strategic elements become far more conscious,
explicit, and formal, and cost data is used to develop
superior strategies en route to gaining sustainable
competitive advantage.
Academic Paper from the year 2016 in the subject Business
economics - Business Management, Corporate Governance,
grade: 1,3, University of Sunderland, language: English,
abstract: This work examines various theories and models,
with the objective to ascertain sources of competitive
advantage. Furthermore, the report discusses the role of the
successful German organisation BIONADE GmbH, an innovative
manufacturer and distributer of privately brewed and organic
refreshment drinks, in the German market. In this regard the
two major theories, the positioning-view and the resourcebased view of strategic management, are discussed in detail.
Michael E. Porter’s well-known Five Forces Model, it’s
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utility in the field and views of the implementer play a
vital role of evaluation. In the German refreshment market,
BIONADE is the third strongest brand following Fanta and
Sprite. The organisation possesses of 6% market share of the
entire non-alcoholic beverage market in Germany. Thus the
report addresses to BIONADE’S strategy, position in the
market and sources of competitive advantage and
profitability. With the help of well-known models, an
analysis of the organisation’s resources and environment
clarifies attractiveness of the industry and beneficial, as
well as unfavourable conditions. The stated models and
theories are adapted to explain and identify sources of the
organisation’s success. In this regard, a significant aspect
is the organisation’s differentiation strategy due to
invention and uniqueness, which describes the main source of
competitive advantage. Finally, the report shows that
analysing the case of BIONADE, sources of competitive
advantages can be explained through both points of view,
whereas one seems more favourable by comparison. Before
analysing competitive advantages, the Five Forces Model in
combination with a SWOT-analysis provides a good basis
concerning to the following analysis of strategy. Relating
to this, continuous long-term success of BIONADE can be
achieved by further improvement and reinforcement of
differentiation.
The increasingly competitive market environment, in which
port clusters operate today, imposes new requirements on
port strategy analysis. Many port authorities and port
operators now realize that a static approach to cost
leadership, a sole focus on inherited factor advantages and
a simplistic reliance on new infrastructure to attract or
retain clients, are no longer sufficient to guarantee a
port's competitive success. They need to offer greater value
added to port users, as well as to society. Hence, this new
market environment forces ports to reconsider their present
strategic position and to reflect on the strategic options
for the future. The book builds upon an in-depth survey of
economic actors in the Antwerp seaport cluster, with a
specific focus on the container and conventional cargo
clusters. It attempts to answer the question why these
particular port clusters arc more competitive than similar
clusters in other ports. In order to answer this question,
the study develops and extends a number of formal tools of
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strategy analysis that should be useful to both port
authorities and port operators.
A firm's current strategic position in relation to its past
and its peers is a major determinant of how audiences
evaluate it. Using three distinctive but related studies, I
explore how audience evaluations are influenced by a firm's
positioning: (1) vis-à-vis its past (change in firm
identity), (2) in relation to multiple categorical
benchmarks, and (3) relative to audiences' heterogeneous
predispositions and idiosyncratic evaluation schemas. I
conduct my empirical analysis in the context of security
analysts' coverage decisions and investment recommendations
of publicly listed U.S. firms from 1997 to 2018. I apply
various text analysis and topic modeling techniques on
firms' 10-K filings to measure a firm's positioning over
time and in relation to other firms.In the first study I
examine how change to a firm's identity claims may affect
its legitimacy. I posit that change in identity claims could
render a firm ambiguous and uncertain for its audiences and
thus result in a loss of legitimacy. I further hypothesize
that the negative effects of change in identity claims are
moderated by the direction of change and environmental
heterogeneity, such that the effect on legitimacy is
stronger when, as a result of change, firms become less
similar to their peers, and in environments with low degree
of heterogeneity. I found empirical support for my
hypotheses. In the second study, I explore the effects of
similarity to category exemplars for typical and atypical
firms. I argue that similarity to a category exemplar
enhances a firm's legitimacy and recognizability by
signaling association with a well-known category member.
Exemplar similarity, however, also increases the chances of
being compared against a high performing firm. Drawing upon
the mechanisms of association and comparison, I hypothesize
an inverted U-shaped relationship between exemplar
similarity and firm market value for typical firms, and a Ushaped relationship for atypical firms. This hypothesis was
supported by my empirical analysis. In the third study, I
explore optimal positioning strategies in contexts where
audiences have heterogeneous predispositions and evaluation
schemas. I show that, given the premise of audience
heterogeneity, firms can gain an audience composition
premium by positioning themselves such that they are
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evaluated by audiences with a favorable predisposition
toward them. I show how a family of machine learning
algorithms--i.e., recommender systems--could be utilized for
predicting audiences' individualized predispositions toward
different firms and gaining higher audience evaluations
through more optimal positioning strategies. My empirical
analysis provides support for my hypotheses. This
dissertation provides a more dynamic understanding of
strategic positioning and its effects on audience
evaluations. The first study contributes to research on the
intersection of organizational identity and firm legitimacy
by incorporating the effects of change in a firm's identity
claims on audiences' judgments regarding firm legitimacy.
The second study contributes to optimal distinctiveness
research by introducing the notion of dual benchmark
settings and investigating some intricate relationships
between firm positioning relative to category prototypes and
exemplars and firm performance. The third study contributes
to management research on audience evaluations by
incorporating the premise of audience heterogeneity and
introducing the notion of an audience composition premium as
a parsimonious construct referring to the gain that accrues
to a firm based on the composition of the audience
evaluating it.
Tools and methods for successful strategy missions
Segmentation and Positioning for Strategic Marketing
Decisions
Interpretation and Institutionalization in the
Organizational Analysis of Change
An Analysis of the Relationship Between International
Strategic Positioning and the Degree of Integrated Strategic
Human Resource Management
Strategic Cost Management
Attached the Free Software STRATEGICPLUS
The Master of Publishing (MPub) program at Simon Fraser University has
been accepting students since 1995. Since its inception, the MPub
program has successfully fulfilled its mandate to develop skilled
personnel with a broad understanding...of publishing. In Chapter One,
this report looks at the history of the program; from the original
founding of the program to its current operations. As well it briefly
summarizes the technological changes in the publishing industry. In
Chapter Two, a strategic positioning process analysis is applied to
the program. The Strategic Positioning Process analysis was based on
Tony Ellson’s Culture and Positioning as Determinants of Strategy, in
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which he argues that the strategic positioning process is
chronological, consisting of strategic positioning, market
segmentation, market targeting, and operational positioning. Chapter
Three examines ways the program can optimize its marketing outreach,
using search engine optimization techniques and new tribal marketing
strategies.
The objective of this study was to verify how executive's interpretive
schemes have actuated as mediators of strategic positioning of the
commercial banks in the face of implementation of Plano Real, in
Brazil. The period of analysis: from 1992 to 1998. The gathered data
allowed to point out the modifications in the executive's interpretive
schemes and bank strategic positioning from two groups-specialized and
diversified-to three groups-specialized, segmented and integrated-as
resulting from implementation of Plano Real.
A comprehensive analysis of downtown Royal Oak's current market
position, future market characteristics along with recommendations for
economic growth.
Whether you are a business leader, internal business partner or
external consultant, there are six key strategy missions that you will
need to undertake as you deal with the re-positioning and growth
issues that all businesses face at one stage or another during their
life-cycle: assessing the environment defining a strategic positioning
choosing a growth strategy expanding internationally combining
strategy, and innovation or (re)designing the business model Meschi
and Chereau bridge the gaps between academic theory and real world
practice, between strategic analysis and strategic management, and
between planning and doing, by providing you with six essential
mission briefings to help you deliver the best possible outcome. Each
briefing is structured the same way, beginning with an outline of the
consulting mission and its content before examining the theoretical
background, before setting out a complete and practical methodology to
complete the mission along with all the tools you will need along the
way.
Strategic Management. Analysis of the Business Model and Competitive
Advantage of Bionade GmbH
Essays on Strategy Analysis for Seaports
An Empirical Study of Determinants of Performance in the North
American Forest Industry
An Empirical Test for Herd Behavior in Prime Time Television
Programming
Strategy Fads and Strategic Positioning
An Emperical Analysis of Strategic Groups and Performance

O presente trabalho teve como objetivo o estudo da indústria brasileira docafé, relacionado ao seu
posicionamento estratégico competitivo nos períodosantes e após a desregulamenta
o do
mercado, e a identifica
o dos desempenhosobtidos na busca de uma vantagem competitiva no
atual cenário. Utilizando osdados de questionário respondido por um especialista do mercado e
consultas adados secundários, foi obtido suporte para análise do comportamento estratégico
edo desempenho das empresas, tendo como base a tipologia de Porter, com umaamostra de 22
empresas associadas a ABIC, Associa
o Brasileira da Industria doCafé . Os resultados obtidos
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mostram que as empresas ainda est o adaptando-seao novo cenário e buscando um
posicionamento estratégico, e sugerem que asempresas com melhor desempenho s o aquelas que
buscam uma vantagemcompetitiva, através da diferencia
o e redu
o dos custos. Estes
resultadosmostram ainda que as empresas que buscam a estratégia de enfoque, conforme atipologia
de Porter, ainda n o foram identificadas neste novo cenário dedesregulamenta
o do
mercado.
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