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A

ABC, 153

Actual entrants, 31

Adjustment costs, 19-20

Adoption, time frame for, 34

Advertising and marketing, 98, 109, 115

AIDS research, 30

Airline industry, 22, 146, 151, 153

Alliance strategies, 101-102, 111, 128;
failure to adopt, 102-104

Altair 8800, 33, 133

Amazon.com, 1, 46, 67,93, 152

Ambidextrous organizations, 79-80, 84

AMD, 98

American Airlines, 146, 153

Ampex, 67, 91,93

Anomalies, 171

AQL, 90,93

Apple, 3, 33,67, 77, 88, 91, 93, 96, 101,
126, 133, 171; and digital music indus-
try, 114, 115, 116-117

Application writers, 59, 125

ARPANET, 23

Art galleries, 165

Artificial plastics, 2

Aspartame, 25

Assets, key, 18, 20, 60, 131, 157

Atanasoff ABC Computer, 67

Atari, 67

ATMs, 67

Attitudes and competencies. See Skills
and mindsets

Authauser, K., 93

Automobiles. See Car entries

Autonomy and freedom, 73

Autostrop Safety Razor Company, 93

Avis, 146, 153

B

Baird, J. L., 2, 24, 25

Bandwagons. See Consumer bandwagons

Banking, 6, 151, 153

Barnes & Noble, 152

Barriers to entry, 31, 33, 42, 61, 129

Best Buy, 110

Bet the company choices, 58

Betamax format, 101-102

Bias, cultural and management, 88-89

Big Bang, 170, 171

Big established companies. See Estab-
lished companies

Big Three, 40, 51

Biologicals, 2

Black & Decker, 15,93, 120

Boeing 747, 22

Book publishing, 164

Books.com, 93

Bookselling, 1, 67,93, 151, 152

Bowmar, 67, 93

Brand name recognition, establishing,
45-46, 61,99, 107

Brand value, 124, 130

Brands, new, introduction of, 119

Breaking the rules, 134-138,
153-154

British Airways, 153

British Satellite Broadcasting (BSB),
100-101

Brokerage market, 1, 67, 93, 150, 151

Bubbles: of enthusiasm, 44; speculative,
42-43,45-46

Buick, 145

Bundled products, 60, 126, 127

Bureaucratic organization, 74

Burroughs, 50

189
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Business activities, traditional and new,
incompatibility between, 76, 152

Business models: of creative industries,
learning from, 164-166; discovery of,
meaning of, 150; new and established,
performance attributes emphasized by,
example of, 150, 151; requiring differ-
ent, 6

Business-planning process, separating,
proposal of, 9

Buyers. See Consumers

BuyMusic.com, 116

C

Cadillac, 145

Calculators, pocket, 15, 67,93, 121

Camera film, 72

Cameras, 15, 67, 91,93, 120

Cannibalization, 75, 157, 168

Canon, 15, 67, 93, 120, 135, 136,
137-138, 153

Capitalism, importing features of, 79

Capitalists, venture, serving as, 83, 163

Car manufacturers, 2, 22, 39, 40, 51, 61,
109, 143-146

Car market, 2, 5, 6, 35,3940, 111; con-
solidation of, 50-51, 52

Car ownership, expansion of, 53

Car rentals, 146, 151, 153

Casio, 97

CAT scanners, 2, 67

Caterpillar, 135, 153

Cautious would-be entrants, 43

CBS, 102-103, 153

CCC, 50

CD format, 101, 102, 111, 114

CDC, 50

Centrino, 98, 99

Champions, 24-25, 54-55, 70, 127, 162;
lack of, 18, 21

Change, 19, 20, 23, 78-80, 162

Charles Schwab brokerage, 1, 67, 93

Chase Econometrics, 102

Cheaper products, 110, 115, 116. See also
Low prices; Lowering prices

Chevrolet, 144, 145, 146

Chicopee Mills, 67, 92,93

Choices, difficult, making, 140-147

Chrysler, 51

Chux, 92, 94

Circuit City, 110

clbooks.com, 93

Clear parameters, need for, 142, 143

Clothing market, 35

Cluster of niches, 35

CNN, 135, 153

Collective switching costs, 130-131

Colonization: versus consolidation, 66;
defining, 9; getting stuck between
consolidation and, 77-84; major
forces at work in, 43—46; misconcep-
tions about, 10-11; outsourcing,
82-83, 84, 87, 88; subcontracting,
164; type of firms good at, 9; value of,
10. See also Niche markets

Colonizers: areas of conflict between con-
solidators and, 72—76; characteristics
of, 40-41, 42, 43, 71; defining, 61;
effective, skills of, 68-69; emphasis of,
on technical attributes, 90-92; expen-
ditures by, 44; failure of, to survive
consolidation, 1, 2, 3, 11, 55, 81,
94-95, 122; formidable challenge in
big companies being, 12, 66, 82; issue
facing, 121; learning or adopting skills
and mindsets of, option of, issues with,
78, 79; lists of, 2, 67, 93; natural, 68;
overview of, 65—66; role of, 119-120;
surge in population of, 38, 41, 162

Columbia Records, 102

Commercialization versus discovery and
invention, 9, 66, 67. See also Consoli-
dation

Commodity focus, 141, 150

Commodore, 33

Communication, direct, reducing con-
sumer risk with, 107-108

Companies, types of. See Established com-
panies; Start-up firms

Compag, 101, 134, 146

Competencies and attitudes. See Skills
and mindsets

Competition: basis of, shift in, 92,
139-140, 147-149; dominant designs
and, 60-62; in early stages of the mar-
ket, 91; in second-mover strategy, 120

Competitive advantages, 61, 140, 163

Competitors: effect of innovations on, 5,
6; mergers with rival, 100-101, 135

Complementary products or services: cre-
ating consensus among producers of,
105; design of, dependent on domi-
nant design, 127; producing, 35, 41,
54, 57,99, 132; stimulating produc-
tion of, 58, 69, 89, 111-112; and
switching costs, 130



CompUSA, 110

CompuServe, 90, 93

Computer chip industry, 97-99

Computer City, 110

Computer industry, 3, 22, 50, 91, 96-97.
See also Personal computers

Computer Literacy bookstore, 1

Computer networks, 23-24

Computer operating systems, 5960, 67,
78,125-126

Computing, 29

Confidence, consumer, building, 89, 108,
128; lack of, 105-106

Conflicts: cultural, 72—73; nature of, and
degree of, 168, 169; organizational,
75-16; structural, 73-74

Consensus, creating, 105, 127

Consolidation: versus colonization, 66;
defining, 9; getting stuck between col-
onization and, 77-84; and market exit,
50-52; shakeout resulting in, 32;
strategies of, 89, 90-112; subcontract-
ing, 164; type of firms good at, 9; value
of, 10. See also Mass markets

Consolidators: areas of conflict between
colonizers and, 72-76; and breaking
the rules, 134—138; characteristics of,
71; defining, 61; effective, skills of,
69-70; lists of, 67, 93; losing out to, 1,
2,3, 11, 55,81, 94-95, 122; natural,
68; overview of, 65-66; role of, 120;
success of, basis of, 11, 55

Consumer bandwagons: creating, 89, 97,
99-105, 116, 127; form of, 35-36;
joining, 58; rolling, starting, 70, 162

Consumer confidence, building, 89, 108,
128; lack of, 105-106

Consumer needs: articulating, effect of,
30; changing, failure to anticipate,
144; innovation rarely driven by, 8, 12,
17, 18, 21; lack of articulating, effect
of, 34; markets originating from,
understanding, 32, 91; meeting, in eco-
nomical way, 21, 96; serving, making
choices about, 141; surpassing, 95, 96

Consumer offering, continuously improv-
ing, 146

Consumer recruitment. See Consumer
bandwagons

Consumers: acceptance by, 126-127; atti-
tude of, change in, 150; effect of inno-
vations on, 5, 6, 18, 19, 20, 125;
expectations of, managing, 99-100;
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getting close to, focusing too much on,
157; innovations led by, as users, 22,
56; learning by, 41; new to market,
30-31, 62; potential, identifying and
reaching out to, skill in, 70; trust of,
developing, 107-109; view of, 57

Contingency perspective, 168

Continuous improvement, in consumer
offering, 146

Continuous product development,
124-125

Continuously creating, ability for, 164

Control, extent of, conflicting ideas of, 74

Conventional wisdom, misconception
about, 10

Copiers, 67, 91,93, 135-138, 151

Cost advantages, 60, 61, 131

Cost reduction, 140, 144, 148-149, 150

Cost savings, realizing, 54

Cost-cutting, 73, 97

Costs: adjustment, 19-20; of being sec-
ond, 132-138; driving down, 97-99,
109-110; first-movement, 132-133;
opportunity, 132, 155, 156; produc-
tion, 55, 155-156; switching, 19, 61,
129-131

Coupling process, 9, 66-67

CP/M, 125

Creative industries: economic features of,
166, 167; learning from, 83, 164166,
175-176n1(Ch8)

Creators and promoters, division of labor
between, 164—166, 175n1(Ch8)

Crusoe chip, 98

CT scanners, 15, 48, 49, 120

Cuisinart, 91, 93

Cultural bias, 88-89

Cultural change, radical, 78-80

Cultural conflicts, 72-73

Culture, organizational, 69, 73,
78-80, 154

Customers. See Consumers

Cutthroat Razors, 93

Cyclical upswings, 30

D

DARPA (Defense Advanced Research
Projects Agency), 23

Data General, 50

de la Cierva, J., 2

DEC, 50, 125

Decentralized organizational structure,

145, 156
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DeLaRue, 67

Dell, 103, 109, 114, 115-117, 146

Dell Music Store, 115

Delta Airlines, 146

Demand: emergence of, after radical
innovation, 21-22; innovation rarely
driven by, 8, 17, 21-24; role of, in supply-
push innovation processes, 30-31;
supply catching up with, effect of, 141

Demand side: first-mover advantages on,
129-131; understanding needed
on, 125

Demand-driven innovations, 21

Demand-pull markets, 32

Desktop computers, 18-19. See also Per-
sonal computers

Detroit, Michigan, 51

Development costs, 133

Diapers, disposable, 2, 15, 67, 92,93,
94,120

Differentiated strategy. See Distinctive
strategic position

Digital music industry, 114-117

Digital radiography, 48, 49

Digital Research, 67

Digital technologies, 29

Discovery and invention: bias toward,
88-89; versus commercialization, 9,
66, 67. See also Colonization

Disengaging, problems involved in, 158

Disney, 108, 166

Displacement, 18-19, 20, 34-35, 36, 47,
56, 157-158

Disposable diapers, 2, 15, 67, 92, 93,
94,120

Disruptive effect, 17, 18-21, 75, 162

Distinctive strategic position: deciding
on, difficult choices involved in,
140-141; examples of, 135-136,
137-138; importance of, 146; main-
taining, issues in, 146-147; overview
of, 15; staking out a, 141-146

Distribution system: building, as requisite,
89, 109-111, 128; choosing method
of, 135; existing, using, 166

Division of labor, 156, 164—166,
175n1(Ch8)

DJ product, 115-116

DNA synthesizing machine, 2

Dominant designs: battle and race for,
winning, 69, 89, 99-105; and compe-
tition, 60-62; emergence of, 38,
52-55, 124, 162; establishing,

example of, 33; failure to impose, 134;
guessing when market is ready for,
126-127; imposing, tactics associated
with, 127-128; narrowing down to,
35; overview of, 12-13, 14, 15; power
of, example of, 59-60; understanding
process of emerging, 55-59

Dot-com companies, 4546

Dual strategies: competing with, overview
of, 15-16; managing, and organiza-
tions, 167-170

DVD format, 101-102, 103-104

DVD Forum, 103-104

E

Earl, H., 145

Early adopters, 91-92, 95, 162

Early entrants. See Colonizers

easylet, 135

eBay, 107-109

E-commerce. See Online markets

Economically priced product, 89

Economies of scale: achieving, 97, 127;
taking advantage of, 54, 57, 58, 60, 61,
62,131

Edison, T., 11

Edward Jones brokerage, 146

Efficiency, 140, 150, 156, 157

Ektaprint 100, 136

Electronics firms, 50

EMI, 67

Engineering knowledge, 28, 30

Engineering sector, 22, 173n1(Ch2)

Engineers: role of, 8, 22, 24, 91; technol-
ogy paradigms shared by, 26-27, 30;
view of, 25-26, 95

Enterprise Rent-A-Car, 146, 153

Entertainment, 29

Enthusiasm, 4344, 46, 68, 69

Entrant route, 46-48; example of, 48-50

Entrants: actual, 31; cautious, 43; poten-
tial, 31, 45, 47; putative, race of, 3§;
would-be, 43, 44

Entrants, early. See Colonizers

Entrants, late. See Consolidators

Entrepreneurial firms. See Start-up firms

Entrepreneurs, would-be, 4648, 57

Entry: barriers to, 31, 33, 42, 61, 129; imi-
tative, 123—-124; overview of, 12, 14;
rush to, wave of, 38—41, 4245, 51, 56

Established companies: and competition,
62; focus of, area for, 13, 84, 90, 117,
163; formidable challenge for, 12, 66,



82; importance of strategic innovation
for, 153—154; offering advice to, chal-
lenging orthodox thinking in, 171-172;
perceived threat to, 75, 132; skills and
mindsets of, 66, 114; unlikeliness of, to
create radical new markets, reasons for,
7-9,10, 11, 13, 161, 162-163; wanting
to create new markets, options for,
78-83. See also Consolidators

E-Trade, 1

Excel, 78

Exit, market, 50-52

Experience goods, 130

Experimentation, 56, 57, 69, 73, 76, 126,
130; making difficult decisions follow-
ing, 142-143

F

Farnsworth, P, 24, 25

Fast-second movers, defining, 122

Fast-second strategy: advantages gained
from, 128-132; elements of, 121, 122,
124-128; example of, 14-15, 123;
meaning of, 11, 120; risk involved
in, 134

Fax machines, 15, 93, 120

Feedback forum, 108

Feeder firms, network of, creating, 83,
84,163

Film industry, 15, 166

Financial markets, backing from, race for, 46

Financial reward, in scaling up, 89,
174n1(Ch5)

First movers, original. See Colonizers

First movers to the mass market. See Con-
solidators

First reactions, toward new products and
services, 20

First-movement costs: avoiding, without
sacrificing first-mover advantages,
133-134; types of, 132-133

First-mover advantages: access to, 82; and
avoiding first-mover costs, 133-134;
capturing, desire for, 44—45; creation
of, 45, 55, 61, 121; long-lived, 54,
128-132; misconceptions about,
10-11, 61-62, 121; principle of, belief
in, 2, 3, 121-122; short-lived, example
of, 137

First-mover strategy: defining, 120; exam-
ple of, 14-15

Flawed logic, 88
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Flexibility, 68-69, 140, 154; lack of,
156-157

Fluid design, 155

Fluid market structure, 38, 4142, 68

Food manufacturers, 105, 106-107

Food processors, 15,91, 93, 120

Ford, H., 2, 39, 54, 143

Ford Motor Company, 2, 39, 51, 61,
143-146

Fox, 166

Fragmentation, 35

Freedom and autonomy, 73

Fujitsu, 101

Future, looking into the, 170-172

G

General Electric (GE), 2, 15, 50,
67,120

General Motors (GM), 51, 144,
145, 146

Genetically modified (GM) food,
105-106

Germanium Products, 2

Gestation process, 8, 18

Gillette, 11, 93

GMAC (General Motors Acceptance
Corporation), 145

Golden Wonder, 109-110

Good enough performance, 95

Gould, 50

Government research, 28, 29

Grove, A., 119

H

Handheld computers. See Personal digital
assistants (PDAs)

Harley-Davidson, 93

Heathkit, 33

Heinz, H., 106-107

Helicopters, 2

Herd behavior, 43

Hertz, 146, 153

Hewlett-Packard (HP), 3, 50, 76, 97, 98,
101, 103

Hierarchy, limited, 69, 74

Hitachi, 103, 104

Honda, 93, 135

Honeywell, 50

Horizontally linked markets, 47

Howe Barnes Investments, 1, 93

Hunt, W, 2
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1
IBM, 50, 60, 67, 77, 88,93, 101, 108,

171; and avoiding first-movement
costs, 133-134; competition from, 76,
146, 153; dominant design of, 33; and
established markets, 136-137; and
fast-second strategy, 15, 120, 123, 125;
and separation, 80, 168

IBM Copier [, 136

IBM 5100, 133

Idea explorers. See Colonizers

Ideas, internal processes directed toward,
69, 74

IKEA, 135

Image and reputation, inconsistencies
in, 76

Imitative entry, 123-124

Imitators, protection from, 61, 147

Imperial Tobacco, 109

Incentives: for colonizers, 69; for con-
sumers, need for, 130; manager, and
organizational conflicts, 75-76; for
sales, 110

Incremental innovations: defining, 5;
example of, 18-19; form of, 21, 22-23;
time advantage in, 119

Incumbent inertia, 158

Incumbent producers, entry by, 49, 50

Industries. See specific type

Industry growth, beginning of, 38

Industry leaders, attacking, failure in,
134-135, 175n2(Ch6)

Industry standard. See Dominant designs

Inertia, 131, 158

Information cascade, 43

Infrastructure: market, provision of, 44;
organizational, ambidextrous, 79-80;
product, 20, 44, 53-54

In-house production issues, 155-156

Innovation: different types of, 4-6; new
markets created through, 7; successful,
process required for, 9, 66-67. See also
Incremental innovations; Major inno-
vations; Radical innovations; Strate-
gic innovations

Innovation processes, supply-push. See
Supply-push innovation processes

Innovation rate: in early years of car
industry, 40; highest, 38; slowing, 126

Innovators, types of, 67. See also Coloniz-
ers; Consolidators

Inputs, key, access to, 60, 61, 62, 131, 155

Insurance industry, 151

Integration issues, 81, 169

Intel, 97-99, 119, 125

International Harvester, 153

Internet bubble, 45—46

Internet development, 23-24

Internet service, 90, 93

Internet-based businesses. See Online
markets

Internet-based technologies, 41

Invention. See Discovery and invention

Investments: additional, in product per-
formance, issue of, 95; proactive and
strategic, types of, 120; in process
innovations, 149-150; in quick distri-
bution setup, 111; risk in, 19, 20, 58,
69-10, 75, 129-130; in specific assets,
157; stimulating, in product infrastruc-
ture, 53-54

iPod, 114, 115, 116

iTunes, 114, 115, 116

J

Japanese manufacturers, 6, 51, 98, 153

Jenkins, E, 2

Jet engines, 2

J.I. Case company, 153

Jobs, S., 114

John Deere, 153

Johnson & Johnson (J&J), 67, 92,93, 94

Jukebox software, 116

JVC, 15,67, 72,93, 101, 102, 105,
111,120

K

Knowledge: engineering, 28, 30; scien-
tific, 28, 30, 68

Knowledge base, specialized, 157

Kodak, 72, 136, 137, 153

Komatsu, 135, 153

Kroc, R., 73

L

Labor: division of, 156, 164—166,
175n1(Ch8); specialization of, 83

Lafley, A. G., 87

Laptop computers, 18-19, 93. See also
Personal computers

Laser printer market, 76

Late entrants. See Consolidators

Learning curve advantage, 57, 58, 62, 131

Learning curves: substantial, example of,
59; traveling down, 41, 54, 60, 127



Learning, facilitating, 69

Learning process, 37, 41, 56, 125

Legitimation, 35-36, 41, 105,
126-127

Leica, 67, 91, 93

Linux operating system, 98

Lisa computer, 126

Litton, 93

Lock-in, 129, 135, 156-158

Logic, flawed, 88

Lotus, 77

Lotus 1-2-3 spreadsheet, 77, 78

Low prices: achieving consensus with,
127; as requisite, 132; selling on,
123-124

Lowering prices: and consolidation, 54,
58,92, 94, 95, 97, 99; increasing
emphasis on, 140; and niche markets,
35; regularly, example of, 144. See also
Cheaper products

Low-price sellers, 123124

M

Mac OS, 78. See also Apple

Magnavox, 67

Magnetic resonance imaging, 48, 49

Magnetic tape recorder, 2

Mainframes, 15, 50, 67, 120, 123

Major innovations: defining, 5-6; list
of, 17

Management bias, 88-89

Manufacturing excellence, promoting,
73,94

Market, defining, 62

Market emergence, 31-32

Market entrants. See Entrants

Market entry. See Entry

Market exit, 50-52

Market expansion, overview of, 12—13.
See also Mass markets; Scaling up

Market fragmentation, 35

Market infrastructure, provision of, 44

Market research, 41, 56

Market risk, 132, 133

Market rules, breaking, 134138,
153-154

Market segmentation, 135, 144, 145

Market share, gaining, quickly, 97, 116

Market structure, 38, 41-42, 62, 68, 139

Market sustainability, 12, 32

Marketing and advertising, 98, 109, 115

Markets. See specific type
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Mass markets: capturing, 2, 55, 95,
128-132; composition of, 13; defining
niches with reference to, 35; product
attributes attractive to, 92, 93; trans-
formation from niche markets to, 62,
66-67. See also Consolidation

Matsushita, 72, 103

Maturing market, 139

May, J., 24, 25

McDonald’s, 73

Mergers, 100-101, 135

Merrill Lynch, 146

Microdata, 50

Microprocessor chip industry, 97-99

Microsoft, 67, 77-78, 97, 101, 111, 116;
dominant design of, 58, 59-60, 112,
125,126

Microsoft Word and Excel, 78

Microwave ovens, 93

Mill, H., 2

Mills, V., 94

Mindsets and skills. See Skills and
mindsets

Miniaturization, 27

Misconceptions, 7-9, 10-11, 11-12,
61-62,121

MIT, 50

Model A, 145-146

Model T, 39, 52, 53, 54, 143-146

Model year, notion of, creating, 145

Money-making motive, 73

Monopolies, 60

Montgomery Ward, 92

Motivation, 72-73

Motorcycles, 93, 151

MP3 players, 114-117

MS-DOS, 59-60, 125, 126

Musicmatch, 115-116

N

Napster, 114-115, 116

National car rental company, 153

NBC, 153

NCR, 50, 67

NEC, 104

Needs, consumer. See Consumer
needs

Nespresso, 81

Nestl¢, 81, 105

Net Investor, 1, 67

Netscape browser, 24

Network effects, 57, 58, 59, 128,
130-131, 132
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Network strategy, 66, 83, 84, 88, 163,
174-176

New Economy industries, 51, 170, 171

New entrants, later. See Consolidators

New entrants, original. See Colonizers

New market users: arrival of, timing inno-
vation introduction to, 30-31;
entrance of, facilitating, 62. See also
Consumers

Newton handheld computer, 3, 93, 96

Niche markets: cluster of, 35; creation of,
18, 34-36, 62, 66,91-92, 162. See also
Colonization

Niche players, as strategic innovators,
152-153

Nikon, 93

Nintendo, 67

Nixdorf, 50

Nuclear medical imaging, 48, 49

O

Office Depot, 110

Office equipment manufacturers, 50

Office Max, 110

Old Economy industries, 51, 170-171

Oldsmobile, 145

Omidyar, P, 108

Online markets, 1, 6, 41, 67, 90, 93, 150,
152. See also Internet entries

Open innovation strategy, 13—14, 81

Open standard, 105, 111, 112

Operating systems, computet, 59-60, 67,
78,125-126

Operational activities: self-reinforcing,
mosaic of, 147; tailored, requiring dif-
ferent, 152

Opportunities, for second movers, likeli-
ness of, 34

Opportunity cost, 132, 155, 156

Organizational conflicts, 75-76

Organizational culture, 69, 73,
78-80, 154

Organizational entities, separate, resort-
ing to, 80-81, 168, 169, 170

Organizational environment, underlying
and tightly knit, building, 147

Organizational infrastructure, ambidex-
trous, creating, 79-80

Organizational structure: of consolidators,
70; decentralized, 145; importing, of
creative industries, 166; investments
in, 157; radical redesign of, 14

Original entrants. See Colonizers
Orthodox thinking, challenging,
in offering advice to big companies,
171-172
0S/2, 60
Osborne, 67, 93
Outcomes, 25, 27
Outsourcing colonization, 82-83, 87, 88
Overengineering, 95

P

Palm, 3, 93, 96-97, 99-100, 110-111

Pampers, 92, 94

Pan Am, 22

Panasonic/Matshushita, 93, 104

Paradigms, technology, sharing, 26-27

PARC research center, 1, 76, 126

Parkes, A., 2

Performance attributes, example of,
emphasized by new and established
business models, 150, 151

Performance improvement, ability
for, 153

Performance incentives, issue with, 75

Performance, product, 91, 94, 95, 98

Performance standards, setting, 52

Perkin-Elmers, 50

Personal computers, 33, 41, 59, 60, 67,
77, 80, 88, 125, 126, 133-134, 151,
171; laptop, 18-19, 93

Personal digital assistants (PDAs), 3, 91,
93,96-97,110, 171

Personal testimony, importance of, 36

Pharmaceutical firms, 25, 27, 84

Philco, 2

Philips, 97, 101, 102, 103, 104

Phone manufacturers, 6

Photocopiers, 67, 91, 93, 135-138, 151

Photography equipment and supplies. See
Camera film; Cameras

Picturephones, 5-6

Pilot, Palm, 3, 96-97, 100, 110-111

Pioneer (the company), 103, 104

Pioneering. See Colonization

Pioneers. See Colonizers

Planning processes, conflicting, 74

Plastics, artificial, 2

Pocket calculators, 15, 67, 93, 121

Pontiac, 145

Pope, C., 2

Portable computers. See Laptop comput-
ers; Personal digital assistants (PDAs)



Possibilities: pursuit of, 28, 41; set of, 25,
28, 33, 55-56; unexplored, new mar-
kets emerging from, 32; wide range of,
effect of, 45, 56

Post-innovation product development,
amount of, 34

Post-it notes, 21, 25, 78

Potato chip market, 109-110

Potential consumers, identifying and
reaching out to, skill in, 70

Potential entrants, 31, 45, 47

Poulsen, V., 2

Preemption risk, 132

Price wars, 99, 100

Prices: comparisons of, making, 62; as driv-
er of commuodities, 150; emphasis on,
72,92,93, 96,127, 175n2(Ch5);
increased emphasis on, 140, 148-149;
low, 123-124, 127, 132; rising, 95. See
also Lowering prices

Prime Computer, 50

Proactive and strategic investments, types
of, 120

Process innovations, 21; shift to, 140,
149-150

Procter & Gamble (P&QG), 2, 15, 67, 84,
87,92,93,94,120

Prodigy, 90

Producers: of complementary goods, 105,
127; effect of innovations on, 18,
19-20, 125; incumbent, entry by, 49,
50; population of, swelling of, 32;
spin-off, 50, 81

Product advantage, distinct, example of,
115-116

Product attributes, different, emphasizing,
90-97

Product comparisons, making, 62

Product designs. See Dominant designs;
Product variants

Product extensions, 5, 18, 21, 22

Product infrastructure: developing new,
requiring, 20; stimulating investments
in, 44, 53-54

Product innovation, shift from, 140,
147-149, 150

Product life cycle curve, shape of, 139

Product performance, 91, 94, 95, 98

Product standard. See Dominant designs

Product variants: in early years of car
industry, 39-40; introduction of, effect
of, 124-125; narrowing down of, 33,
35, 52; overview of, 12, 14, 15;
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proliferation of, 31, 32, 34, 38, 41,
51-52, 56; selection of, role of demand
in, 31

Production: streamlining, 144; vertical
disintegration of, 154-156

Production costs, 59, 155

Products. See specific type

Profitability issue, 112, 120

Profitable business design, 62-63

Projean, X., 2

Promoters and creators, division of labor
between, 164—166, 175n1(Ch8)

Proprietary hold, maintaining, issue of, 112

Provision of infrastructure, 44

Public sector purchasing, 22

Publicity, effect of, 46

Pushed to market. See Supply-push inno-
vation processes

Putative designs, 60

Putative entrants, race of, 38

Q

Quadraphonic sound, 102

Quality improvement, emphasis on, by
consolidators, 92, 93, 94, 95-96,
175n2(Ch5)

QWERTY keyboard, 131

R

R&D. See Research and development
(R&D) laboratories

Radical cultural change, option of, 78-80

Radical innovations: defining, 4-5, 6; as
disruptive, 17, 18-21, 75; drivers of,
12, 24-32; examples of, 17; miscon-
ceptions about, 7-9, 11-12; new mar-
kets created through, 7; overview of,
17-18; as rarely demand-driven,
21-24. See also Supply-push innova-
tion processes

Radio Shack, 133

Raytheon, 93

RCA, 24-25, 50, 102, 103

Real Networks, 77

Real-time market research, 41

Real-time new product development,
124-125, 126

Reconnaissance, 82

Record industry, 165

Recruitment, consumer. See Consumer
bandwagons

Reflective movers, 133
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Regional concentration, 51

Remington Rand, 50

Rent displacement, 157

Reproduction costs, 59

Reputation, 76, 107, 108

Research and development (R&D) labo-
ratories: controlling, issue of, 88; and
developing key technology, 28, 29,
163; inability to replicate innovation
process in, 8, 17, 18, 81, 162;
overengineering in, 95

Research methodology, 27

Research priorities, setting, 26, 30

Resource requirements, 75, 111

Return on equity (ROE), example of, 136

Rigidity, 156-158

Risk reduction, 89, 105-109

Risk-free products, appearing as, 35

Risks: as a cost, 132—133; in fast-second
strategy, 134; of investing in new
products, 19, 20, 58, 69-70, 75,
129-130; in network strategy, aware-
ness of, 174n6

Risk-taking, promoting, 69, 73

Ritz Camera, 108

Rivals, mergers with, 100-101, 135

Roentgen, W., 48

Rules, market, breaking, 134-138,
153-154

Rush project cost, 133

S

Saint, T., 2

Samsung, 93

Sansui, 102

Sarnoff, D., 24-25

Satellite television, 100—101

Scaling up: attributes of, 89; focusing on,
13, 84, 163; money in, 163; overview
of, 14; problem with, 35; product
attributes emphasized in, 93; skill in,
69; strategic positioning following, 15;
unsuccessful, 1, 3. See also Consolida-
tion

Schumpeter, J., 66

Schwab, C,, 1, 67, 93

Scientific instruments industry, 50

Scientific knowledge: progression of, 28;
radical breakthrough in, 30; skills
rooted in, having, 68

Scientists: role of, 8, 18, 24; technology
paradigms shared by, 26-27, 30; view
of, 25-26

Sculley, J., 3

SDS, 50

Sears, 92

Seattle Computer Products, 125

Second movers: costs of being, 132-138;
generic types of, 122-124; issues fac-
ing, 121; opportunities for, likeliness
of, 34

Second-mover strategy: defining, 120;
example of, 15. See also Fast-second
strategy

Security APL Inc., 1, 93

Segmentation, 135, 144, 145

Selection process, 31

Self-reinforcing operational activities,
mosaic of, 147

Semiconductors, 22, 27

Separation, option of, 9, 80-81, 168,
169, 170

Serendipity, 25-26

Sewing machine, 2

Shakeout, 12, 32, 38, 42-43, 50-51,
133-134

Shared-technology paradigms, 26-27, 30

Sharing access to technology, 88,
174n1(Ch5)

Sharp, 15,93, 120

Shaving razors, 93

Siemens, 50

Skewed market structure, 62

Skills: of effective colonizers, 68—69; of
effective consolidators, 69-70,
113-114

Skills and mindsets: of creation, attempts
to incorporate, problem with, 8; differ-
ing and conflicting, issue of, 9-10, 13,
16, 66, 70, 72-73, 163; learning or
adopting, of colonizers, option of,
issues with, 78, 79; required, different,
66-76

Sky Television, 100-101

Sloan, A., 145

Slow movers, 70, 134

Slow take-up rates, 34

Slow-second strategy, 123-124

Small start-up companies. See Start-up firms

Smith Barney, 146

Software protocols, 23

Sony, 93, 101, 103, 104, 105, 111, 166

Southwest Airlines, 146, 153

Specialization of labor, 83

Specialized knowledge base, 157

Speculative bubble, 42-43; example of,
45-46



Speculative projects, willingness to bet
on, 68, 69

Spill, D., 2

Spin-off producers, 50, 81

Spreadsheets, 77, 78

S-shaped product life cycle curve, 139

Stack, C., 1, 67, 93

Standard, industry. See Dominant designs

Standard, open, 105, 111, 112

Standards war, 103—-104

Standard-setting, 41, 52

Stanley brothers, 2

Staples, 110

Starkweather, G., 76

Start-up firms: adopting network strategy
with, 66, 83, 174n1(Ch5); big compa-
nies advantage over, 13, 163; culture
of, option of adopting, issues with, 78,
79, 84; entry by, 48, 49, 50, 54-55;
leaving colonizing to, 66, 163; out-
sourcing colonization to, 82-83, 84.
See also Colonizers

Steel, 151

Strategic alliances, 83, 116-117

Strategic and proactive investments,
types of, 120

Strategic choices, making, for successful
entry in established markets, 135-137

Strategic failure, common source of, 142

Strategic innovations: defining, 5, 6,
173n1(Chl); new markets created
through, 7; pursuing, 140, 150-154

Strategic innovators, 152—-154

Strategic positioning: continuously ques-
tioning, 154; new, creating and
exploiting, 152; overview of, 15. See
also Distinctive strategic position

Strategic relatedness, degree of, 168, 169

Strategy process, modifying, proposal of,
8-9

Streamlining production, 144

Streptomycin, 26-27

Structural conflicts, 73-74

Structures. See Market structure; Organi-
zational structure

Subcontracting, 164

Sunk costs, 70, 114

Supply catching up with demand, effect
of, 141

Supply side: first-mover advantages on,
131-132; understanding needed on, 125

Supply-driven innovation, 25-30

Supply-push innovation processes: aspects
of, 25-32; characteristics of, 8, 12, 18;

INDEX 199

and emergence of new markets,
31-32; example of, 24-25; experimen-
tation in, 56; implications of, 37-38,
147; markets originating from, under-
standing, 33-34, 162; origin of, 17;
resulting in pure exploration, 40

Sustainability, 12, 32

Switching costs, 19, 61, 129-131

Synergies, failure to exploit, 81, 168

T

Tailored operational activities, requiring
different, 152

Take-up rates, slow, 34

Tandy, 33

Tappan Stove Company, 93

Target markets, 127, 145

Technical attributes, emphasizing, 90-92;
shift from, 92, 93

Technological developments, keeping
close to, 163

Technological risk, 132, 133

Technological trajectory, 26-30, 47-48,
161

Technologies. See specific type

Technology: emphasis on, 72; key, devel-
opment of, 28, 29; knowledge of, skills
rooted in, having, 68; sharing access
to, 88, 174n1(Ch5)

Technology paradigms, shared, 26-27, 30

Telecommunications, 29

Television, 2, 24-25, 32, 39, 49-50, 51;
satellite, 100-101

Texas Instruments (TI), 15, 67, 93, 121

Theater industry, 15

Thompson, R. W., 2

Thomson, 103

Threat, perceived, 75, 122, 158

3M, 21, 78,93, 135

Tightly knit organizational environment,
building, 147

Time advantage, 119

Time Warner, 166

Time-cost trade-off, 133

Timing, importance of, 55, 120, 121, 124,
134, 158

Tires, 2, 39, 51

Torvalds, L., 98

Toshiba, 101, 103, 104

Trade-offs, 76, 133, 152

Traditional and new business activities,
incompatibility between, 76

Transistors, 2
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Transitron, 2

Transmeta, 98, 99

Triumph, 93

Turnover, 135. See also Displacement;
Mergers

Typewriters, 2, 19

U

Ultrasound, 48, 49

Uncertainty, 38-39, 40, 68, 89, 142

Underlying organizational environment,
building, 147

Unilever, 84, 105

Unique strategic position. See Distinctive
strategic position

United Airlines, 153

UK. industries, 100-101, 109

U.S. Census Bureau, 22

U.S. Department of Defense, 22, 23, 27

U.S. manufacturers, 6

U.S. National Research Council, 28

U.S.-owned television producers, 32, 51

UNIVAC, 123

University research, 28

US Robotics, 96, 99-100, 110

User-led innovations, 22, 56. See also
Consumers

A%

Valuation, changes in, of assets and
skills, 20

Value: brand, 124, 130; capturing most of
the, 117; creating superior, 89; real,
source of, 10

Value chain, 19, 20, 60, 152

Value proposition, different, 150

Varian, 50

VCR market, 15, 67, 72,91, 93,
101-102, 105, 111, 120

Venture capitalists, serving as, 83, 163

Vertical disintegration, 140, 154-156

Vertical integration, high levels of, 155

Vertically linked markets, 47

VHS format, 101

Viacom, 166

Viagra, 25

Video recorders. See VCR market

Videogames, 67

Virgin, 123-124

\%Y

Waksman, S., 27

Watches, 151

Whittle, E, 2

Windows operating system, 58, 59-60,
78,97, 111, 116, 125, 126

Word processing programs, 78

WordPerfect, 78

World Wide Web, origins of, 24. See also
Internet entries

Would-be champions, 127

Would-be entrants, 43, 44

Would-be entrepreneurs, 4648, 57

X

Xerox 9700, 76

Xerox Corporation, 1, 67, 76,91, 93,
126, 133, 135-137, 153

Xerox Star, 126

X-rays, 48-49

Z

Zoomer, 96



