
1
© Ulrico Hoepli Editore S.p.A.

Adner R. e Snow D. (2010) “Old technology respons-
es to new technology threats: demand heterogeneity 
and technology retreats”, Industrial and Corporate 
Change, 19(5), pp. 1655-1675

Adner R. e Zemsky P. (2006) “A demand-based perspec-
tive on sustainable competitive advantage”, Strategic 
Management Journal, 27(3), pp. 215-239

Afuah A. e Tucci C.L. (2001) Internet business models and 
strategies, McGraw-Hill, New York

Ahuja G., Soda G. e Zaheer A. (2007) “The genesis and 
dynamics of networks”, Organization Science, 18(6), 
pp. 1024-1025

Amit R. e Schoemaker P.J.H. (1993) “Strategic assets 
and organizational rent”, Strategic Management Jour-
nal, 14(1), pp. 33-46

Amit R. e Zott C. (2001) “Value creation in e-business”, 
Strategic Management Journal, 22, pp. 493-520

Bain J.S. (1956) Barriers to new competition, Harvard 
University Press, Cambridge

Barney J.B. (2001) “Is the resource-based theory a useful 
perspective for strategic management research? Yes”, 
Academy of Management Review, 26(1), pp. 41-56

Boccardelli P. (2002) Innovazione tecnologica e strate-
gia d’impresa. Lo sviluppo e la gestione delle competenze 
aziendali nel settore delle telecomunicazioni, Franco An-
geli, Milano

Boccardelli P. (2008) Strategie e modelli di business nell’in-
dustria del video entertainment, Il Mulino, Bologna

Bowman C. e Ambrosini V. (2000) “Value creation ver-
sus value capture: towards a coherent definition of 
value in strategy”, British Journal of Management, 
11(1), pp. 1-15

Bowman C. e Ambrosini V. (2001) “Value in the re-
source-based view of the firm: a contribution to the 
debate”, Academy of Management Review, 26(4), pp. 
501-502

Brandenburger A. e Stuart H.W. (1996) “Value-based 
business strategy”, Journal of Economy Management 
Strategy, 5, pp. 5-24

Brief A.P. e Bazerman M. (2003) “Editor’s comments: 
bringing in consumers”, Academy of Management Re-
view, 28, pp. 187-189

Chesbrough H. e Rosenbloom R.S. (2002) “The role of 
the business model in capturing value from innova-
tion: evidence from Xerox Corporation’s technology 

spin-off companies”, Industrial and Corporate Change, 
11, pp. 529-555

Corbo L. e Pirolo L. (2014) “Business model e driver di 
sviluppo nel settore televisivo”, Micro & Macro Mar-
keting, 23(1), pp. 69-92

Cravens K., Piercy N. e Cravens D. (2000) “Assessing the 
performance of strategic alliances: matching metrics 
to strategies”, European Management Journal, 18(5), 
pp. 529-541

D’Aveni R. (1994) Hypercompetition. Managing the dy-
namics of strategic manoeuvring, Free Press, New York

Dagnino G.B., Levanti G. e Mocciaro Li Destri A. 
(2008) “Evolutionary dynamics of inter-firm net-
works: a complex systems perspective”, in J.A.C. 
Baum e T.J. Rowley (a cura di), Network strategy (Ad-
vances in Strategic Management, vol. 25), Emerald 
Group Publishing, Bingley, pp. 67-129

Day G.S. e Schoemaker P.J. (2000) “A different game”, 
in G.S. Day e P.J. Schoemaker (a cura di), Wharton 
on managing emerging technologies, Wiley, Chiches-
ter-New York, pp. 1-23

Dyer J.H. (1996) “Specialized supplier networks as a 
source of competitive advantage: evidence from the 
auto industry”, Strategic Management Journal, 17, pp. 
271-291

Dyer J.H. e Singh H. (1998) “The relational view: co-
operative strategy and sources of interorganizational 
competitive advantage”, Academy of Management Re-
view, 23, pp. 660-679

Eisenhardt K.M. e Martin J.A. (2000) “Dynamic capa-
bilities: what are they?”, Strategic Management Jour-
nal, 21(10-11), pp. 1105-1121

Enright M. (1995) “Organisation and coordination in 
geographically concentrated industries”, in D. Raff 
e N. Lamoreux (a cura di), Coordination and infor-
mation. Historical perspectives on the organisation of 
enterprise, University of Chicago Press, Chicago, pp. 
103-142

Gomes-Casseres B. (2003) “Competitive advantage in 
alliance constellations”, Strategic Organization, 1(3), 
pp. 327-335

Grant R.M. (1991) “The resource-based theory of com-
petitive advantage: implications for strategy formu-
lation”, California Management Review, 22, pp. 114-
135

CAPITOLO 2   IL SETTORE, LE RISORSE E L’INNOVAZIONE 
MANAGERIALE



2

RIFERIMENTI BIBLIOGRAFICI

F. Fontana – P. Boccardelli, Corporate strategy

Grant R.M. (1995) Contemporary strategy analysis and 
cases, Wiley, New York

Grönroos C. (2011) “Value co-creation in service logic: a 
critical analysis”, Marketing Theory, 11(3), pp. 279-301

Gulati R. (1999) “Network location and learning: the 
influence of network resources and firm capabilities 
on alliance formation”, Strategic Management Journal, 
20(5), pp. 397-420

Gulati R., Nohria N. e Zaheer A. (2000) “Guest editors’ 
introduction to the special issue: strategic networks”, 
Strategic Management Journal, 21(3), pp. 199-201

Hamel G. (1991) “Competition for competence and 
interpartner learning within international strategic 
alliances”, Strategic Management Journal, 12 (special 
issue), pp. 83-103

Hansen G.S. e Wernerfelt B. (1989) “Determinants of 
firm performance: the relative importance of eco-
nomic and organizational factors”, Strategic Manage-
ment Journal, 10(5), pp. 399-411

Heide J.B. e Miner A.S. (1992) “The shadow of the fu-
ture: effects of anticipated interaction and frequen-
cy of contact on buy-seller cooperation”, Academy of 
Management Journal, 35(2), pp. 265-291

Hunt S.D. e Lambe C.J. (2000) “Marketing’s contribu-
tion to business strategy: market orientation, rela-
tionship marketing and resource advantage theory”, 
International Journal of Management Reviews, 2(1), 
pp. 17-43

Iansiti M. e Levien R. (2004) “Strategy as ecology”, Har-
vard Business Review, 82(3), pp. 68-81

Johnson M.W., Christensen C.M. e Kagermann H. 
(2008) “Reinventing your business model”, Harvard 
Business Review, 86(12), pp. 57-68

Kim W.C. e Mauborgne R. (2005) Blue ocean strategy. 
How to create uncontested market space and make compe-
tition irrelevant, Harvard Business Press, Cambridge

Kirzner I.M. (1997) “Entrepreneurial discovery and the 
competitive market process: an Austrian approach”, 
Journal of Economic Literature, 35(1), pp. 60-85

Klein B., Crawford R. e Alchian A. (1978) “Vertical 
integration, appropriable rents, and the competitive 
contracting process”, Journal of Law and Economics, 
21, pp. 297-326

Kraaijenbrink J., Spender J.-C. e Groen A.J. (2010) “The 
resource-based view: a review and assessment of its 
critiques”, Journal of Management, 36, pp. 349-372

Leblebici H., Salancik G.R., Copay A. e King T. (1991) 
“Institutional change and the transformation of in-
terorganizational fields: an organizational history of 
the US radio broadcasting industry”, Administrative 
Science Quarterly, 36(3), pp. 333-363

Lippman S.A. e Rumelt R.P. (1982) “Uncertain imita-
bility: an analysis of interfirm differences in efficien-
cy under competition”, The Bell Journal of Economics, 
13(2), pp. 418-438

MacDonald G. e Ryall M.D. (2004) “How do value 
creation and competition determine whether a firm 
appropriates calue?”, Management Science, 50(10), pp. 
1319-1333

Magretta J. (2002) “Why business models matter”, Har-
vard Business Review, 80, pp. 86-92

Mahoney J.T. e Pandian J.R. (1992) “The resource-based 
view within the conversation of strategic management”, 
Strategic Management Journal, 13(5), pp. 363-380

McEvily B. e Zaheer A. (1999) “Bridging ties: a source 
of firm heterogeneity in competitive capabilities”, 
Strategic Management Journal, 20(12), pp. 1133-
1158

Moore J.F. (1993) “Predators and prey: a new ecology 
of competition”, Harvard Business Review, 71(3), pp. 
75-86

Mosakowski E. e McKelvey B. (1997) “Predicting rent 
generation in competence-based competition”, in A. 
Heene e R. Sanchez (a cura di), Competence-based 
strategic management, Wiley, Chichester-New York, 
pp. 65-85

Obstfeld D. (2005) “Social networks, the tertius iungens 
orientation, and involvement in innovation”, Admin-
istrative Science Quarterly, 50(1), pp. 100-130

Osterwalder A. e Pigneur Y. (2010) Business model gener-
ation, Wiley, New York

Penrose E. (1959) The theory of the growth of the firm, 
Blackwell, Oxford

Peppard J. e Rylander A. (2006) “From value chain to 
value network: insights for mobile operators”, Euro-
pean Management Journal, 24(2), pp. 128-141

Peteraf M.A. (1993) “The cornerstones of competitive 
advantage: a resource-based view”, Strategic Manage-
ment Journal, 14(3), pp. 179-191

Pirolo L. (2013) La gestione d’impresa in una prospettiva 
relazionale. Il ruolo del social capital nello sviluppo stra-
tegico aziendale, Franco Angeli, Milano

Pirolo L. e Presutti M. (2007) “Towards a dynamic 
knowledge-based approach to the innovation process: 
an empirical investigation on social capital inside an 
industrial cluster”, International Journal of Learning 
and Intellectual Capital, 4(1), pp. 147-173

Porter M.E. (1979) “How competitive forces shape strat-
egy”, Harvard Business Review, 57(2), pp. 137-145

Porter M.E. (1980) Competitive strategy. Techniques for 
analyzing industries and competitors, Free Press, New 
York



3

RIFERIMENTI BIBLIOGRAFICI

© Ulrico Hoepli Editore S.p.A.

Porter M.E. (1985) Competitive strategy. Creating and 
sustaining superior performance, Free Press, New York

Porter M.E. (1996) “What is strategy?”, Harvard Busi-
ness Review, 74(6), pp. 61-78

Prahalad C.K. e Ramaswamy V. (2004) The future of com-
petition. Co-creating unique value with customers, Har-
vard Business School Press, Boston

Priem R.L. e Butler J.E. (2001a) “Is the resource-based 
view a useful perspective for the strategic manage-
ment research?”, Academy of Management Review, 
26(1), pp. 22-40

Priem R.L. e Butler J.E. (2001b) “Tautology in the re-
source-based view and the implications of externally 
determined resource value: further comments”, Acad-
emy of Management Review, 26(1), pp. 57-66

Priem R.L., Li S. e Carr J. (2012) “Insights and new di-
rections from demand-side approaches to technology 
innovation, entrepreneurship and strategic manage-
ment research”, Journal of Management, 38, pp. 346-
374

Ramirez R. (1999) “Value co-production: intellectual 
origins and implications for practice and research”, 
Strategic Management Journal, 20(1), pp. 49-65

Rumelt R.P. (1984) “Towards a strategic theory of the 
firm”, in R.B. Lamb (a cura di), Competitive strate-
gic management, Prentice Hall, Englewood Cliffs, pp. 
556-570

Rumelt R.P. (1987) “Theory, strategy, and entrepreneur-
ship”, in D.J. Teece (a cura di), The competitive chal-
lenge, Ballinger, Cambridge, pp. 137-158

Rumelt R.P. (1991) “How much does industry matter?”, 
Strategic Management Journal, 12(3), pp. 167-185

Ryall M.D. e MacDonald G. (2004) “How do value 
creation and competition determine whether a firm 
appropriates value?”, Management Science, 50(10), pp. 
1319-1333

Saxenian A. (1990) “Regional networks and the resur-
gence of Silicon Valley”, California Management Re-
view, 33(1), pp. 89-112

Saxenian A. (1994) Regional advantage. Culture and com-

petition in Silicon Valley and Route, Harvard Universi-
ty Press, Cambridge

Scherer F.M. (1970) Industrial market structure and eco-
nomic performance, Rand McNally, Chicago

Schoemaker P.J. (1990) “Are risk-attitudes related across 
domains and response modes?”, Management Science, 
36(12), pp. 1451-1463

Seddon P. e Lewis G. (2003) “Strategy and business mod-
els: what’s the difference?”, in 7th Pacific Asia conference 
on information systems (Adelaide, 10-13 July 2003)

Shafer S.M., Smith H.J. e Linder J.C. (2005) “The pow-
er of business models”, Business Horizons, 48, pp. 
199-207

Teece D.J. e Pisano G. (1994) “The dynamic capabilities 
of firms: an introduction”, Industrial and Corporate 
Change, 3(3), pp. 537-556

Teece D.J., Pisano G. e Shuen A. (1994) Fundamental 
issues in strategy. A research agenda, Harvard Business 
School Press, Boston

Uzzi B. (1997) “Social structure and competition in in-
terfirm networks: the paradox of embeddedness”, Ad-
ministrative Science Quarterly, 42(1), pp. 35-67

Vicari S. e Verona G. (2000) “La generazione del van-
taggio competitivo. Recenti sviluppi e nuove impli-
cazioni per il resource-based management”, Finanza, 
Marketing e Produzione, 2, pp. 7-38

Vicari S. (1995) “Verso il resource-based management”, 
in S. Vicari (a cura di), Brand equity. Il potenziale ge-
nerativo della fiducia, EGEA, Milano, pp. 9-48

von Hippel E. (1998) “Economics of product develop-
ment by users: the impact of ‘sticky’ local informa-
tion”, Management Science, 44(5), pp. 629-644

Wernerfelt B. (1984) “A resource-based view of the firm”, 
Strategic Management Journal, 5(2), pp. 171-180

Wikstrom S. (1996) “Value creation by company-con-
sumer interaction”, Journal of Marketing, 12, pp. 
359-374

Williamson O.E. (1999) “Strategy research: governance 
and competence perspectives”, Strategic Management 
Journal, 20, pp. 1087-1108


