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THE CORNERSTONES OF COMPETITIVE ADVANTAGE - A RESOURCE-BASED
VIEW

MARKET ORIENTATION - ANTECEDENTS AND CONSEQUENCES

CUSTOMER SATISFACTION, MARKET SHARE, AND PROFITABILITY - FINDINGS
FROM SWEDEN

CORPORATE CULTURE, CUSTOMER ORIENTATION, AND INNOVATIVENESS IN
JAPANESE FIRMS - A QUADRAD ANALYSIS

A NATIONAL CUSTOMER SATISFACTION BAROMETER - THE SWEDISH
EXPERIENCE

Putting the enterprise into the enterprise system

Value creation in e-business

TECHNOLOGY DIFFUSION AND ORGANIZATIONAL LEARNING - THE CASE OF
BUSINESS COMPUTING

Personal computing acceptance factors in small firms: A structural equation
model A

TAXONOMY OF MANUFACTURING STRATEGIES
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THE CORNERSTONES OF COMPETITIVE ADVANTAGE
— A RESOURCE-BASED VIEW

Z3& . PETERAF, MA

1B8FH v—FJL: STRATEG MANAGE J 1993

5 A% 1065 VS RA—N#EE5IAE 38

Keywords:

Resources; rents; competitive advantage; single—business strategy; corporate
strategy

Abstract

This paper elucidates the underlying economics of the resource—based view of competitive
advantage and integrates existing perspectives into a parsimonious model of resources and
firm performance. The essence of this model is that four conditions underlie sustained
competitive advantage, all of which must be met. These include superior resources
(heterogeneity within an industry), ex post limits to competition, imperfect resource mobility, and
ex ante limits to competition. In the concluding section, applications of the model for both single
business strategy and corporate strategy are discussed.


http://faculty.fuqua.duke.edu/~moorman/Marketing-Strategy-Seminar-2011/Session 1/Peteraf.pdf�
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CUSTOMER SATISFACTION, MARKET SHARE,

AND PROFITABILITY — FINDINGS FROM SWEDEN
Z#% . ANDERSON, EW: FORNELL, C; LEHMANN, DR
BEHvy—FIL: J MARKETING 1994

eI A% 486 USRZ—RNH5|IHA%k 38

Are there economic benefits to improving customer satisfaction? Many firms that are
frustrated in their efforts to improve quality and customer satisfaction are beginning to
question the link between customer satisfaction and economic returns. The authors
investigate the nature and strength of this link. They discuss how expectations, quality,
and price should affect customer satisfaction and why customer satisfaction, in turn,
should affect profitability; this results in a set of hypotheses that are tested using a
national customer satisfaction index and traditional accounting measures of economic
returns, such as return on investment. The findings support a positive impact of quality on
customer satisfaction, and, in tum, profitability. The authors demonstrate the economic
benefits of increasing customer satisfaction using both an empirical forecast and a new
analytical model. In addition, they discuss why increasing market share actually might lead
to lower customer satisfaction and provide preliminary empirical support for this
hypothesis. Finally, two new findings emerge: First, the market’'s expectations of the
quality of a firm’s output positively affects customers’ overall satisfaction with the firm;
and second, these expectations are largely, rational  albeit with a small adaptive component.
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MARKET ORIENTATION — ANTECEDENTS AND CONSEQUENCES

Value creation in e—business

BUSINESS VALUE OF INFORMATION TECHNOLOGY — A STUDY OF
ELECTRONIC DATA INTERCHANGE

THE CORNERSTONES OF COMPETITIVE ADVANTAGE - A RESOURCE-
BASED VIEW

CUSTOMER SATISFACTION, MARKET SHARE, AND PROFITABILITY -
FINDINGS FROM SWEDEN

Executives’ perceptions of the business value of information technology: A
process—oriented approach

CORPORATE CULTURE, CUSTOMER ORIENTATION, AND INNOVATIVENESS
IN JAPANESE FIRMS — A QUADRAD ANALYSIS

STRATEGIC ALIGNMENT - LEVERAGING INFORMATION

TECHNOLOGY FOR TRANSFORMING ORGANIZATIONS TECHNOLOGY
DIFFUSION AND ORGANIZATIONAL LEARNING - THE CASE OF BUSINESS
COMPUTING

Putting the enterprise into the enterprise system
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MARKET ORIENTATION — ANTECEDENTS AND
CONSEQUENGCES

=X . JAWORSKI BJ: KOHLI, AK
BEv—FJL: STRATEG MANAGE J 1993

WEIAE 859 USRZ—NMWEIAE 72

This research addresses three questions: (1) Why are some organizations more market-
oriented than others? (2) What effect does a market orientation have on employees and
business performance? (3) Does the linkage between a market orientation and business
performance depend on the environmental context? The findings from two national
samples suggest that a market orientation is related to top management emphasis on the
orientation, risk aversion of top managers, interdepartmental conflict and connectedness,
centralization, and reward system orientation. Furthermore, the findings suggest that a
market orientation is related to overall (judgmental) business performance (but not market
share), employees’ organizational commitment, and esprit de corps. Finally, the linkage
between a market orientation and performance appears to be robust across environmental
contexts that are characterized by varying degrees of market turbulence, competitive
intensity, and technological turbulence.
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Value creation in e—business

=&  Amit, R; Zott, C

188 +v—7JL:STRATEG MANAGE J 2001
WEI A% 287 V5 R2—N#EEIFA% 53

Keywords: Business value; electronic data interexchange; information technology; inventory
cost; transportation cost; information handling cost;

Abstract

We explore the theoretical foundations of value creation in e—business by examining how 59
American and European e—businesses that have recently become publicly traded corporations
create value. We observe that in e—business new value can be created by the ways in which
transactions are enabled. Grounded in the rich data obtained from case study analyses and in
the received theory in entrepreneurship and strategic management, we develop a model of the
sources of value creation. The model suggests that the value creation potential of e-businesses
hinges on four interdependent dimensions, namely: efficiency, complementarities, lock—in, and
novelty. Our findings suggest that no single entrepreneurship or strategic management theory
can fully explain the value creation potential of e—business. Rather, an, integration of the
received theoretical perspectives on value creation is needed. To enable such an integration, we
offer the business model construct as a unit of analysis for future research on value creation in
e—business. A business model depicts the design of transaction content, structure, and
governance so as to create value through the exploitation of business opportunities. We propose
that a firm’s business model is an important focus of innovation and a crucial source of value
creation for the firm and its suppliers, partners, and customers. Copyright (C) 2001 John Wiley &
Sons, Ltd.
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BUSINESS VALUE OF INFORMATION TECHNOLOGY — A STUDY OF
ELECTRONIC DATA INTERCHANGE

=X - MUKHOPADHYAY, T: KEKRE, S: KALATHUR, S
BEv—F)L: MIS QUART 1995
eI A% 213 VSRAA—RNBEI B 42

Keywords: value creation; e—business; business model
Abstract

A great deal of controversy exists about the impact of information technology on firm
performance. While some authors have reported positive impacts, others have found
negative or no impacts. This study focuses on Electronic Data Interchange (EDI)
technology. Many of the problems in this line of research are overcome in this study by
conducting a careful analysis of the performance data of the past decade gathered from
the assembly centers of Chrysler Corporation. This study estimates the dollar benefits of
improved information exchanges between Chrysler and its suppliers that result from using
EDI. After controlling for variations in operational complexity arising from mix, volume,
parts complexity, model, and engineering changes, the savings per vehicle that result from
improved information exchanges are estimated to be about $60. Including the additional
savings from electronic document preparation and transmission, the total benefits of EDI
per vehicle amount to over $100. System wide, this translates to annual savings of $220
million for the company.
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Anatomy of an Enterprise System™

Managers &
stakeholders
Reporting Finaneial
Sales & applications applications
delivery A L,
applications A L
<> 7T .
Sales force v i Manufacturing
& customer Centr Suppliers
Customers | coiee reps Datab ase< a%plicatinns s
_ A ' Back-office
Service administrators
applications Ak Tovent
ventory
Hum!n & supply
resource applications
applications
Employees

* & dapted from Davenport’s illustration on p. 124,
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