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Introduction

The need for this book emerged during my last years of teaching, hosting workshops, or
doing business consulting. I found that most of the examples, trends, frameworks and case
studies are pretty much useless. The world we inherited after the Covid-19 pandemic is
totally different. As a result, new business models need new approaches. This book can be
used for all types of students pursuing a business administration specialization (e.g., Bache-
lor, Master, and MBA) at disciplines related to Business Strategies or Strategic Management,
trainers when delivering strategy workshops, but also by curious people who want to under-
stand more about disruption, artificial intelligence and where we are going.

The book is divided in three parts:

Part 1: Strategic Analysis and Formulation. This part covers key concepts and tools for
strategic analysis and formulation focusing on understanding business strategy, including the
importance of mission and vision statements, as well as strategic goals, competitive advan-
tage and how to develop a good strategy. The section also covers industry analysis, including
evaluating market opportunities and competitive forces.

It also covers the role of digital platforms and ecosystems in reducing transaction costs and
supplier commoditization. Case studies presented here discuss how businesses can compete
with aggregators, such as Spotify’s strategy of going up the aggregator’s ladder and Netflix’s
ad tier. There is also a focus on organizational effectiveness, in which I explore how compa-
nies can create high-performing organizations, using case studies from Apple and Snapchat.
Lastly, this section covers product bundling and unbundling strategies for innovation and
differentiation, as well as horizontal vs. vertical integration strategies for choosing the right
growth strategy.

Part 2: Innovation and Growth. This part focuses on innovation and growth in the digital
age. It covers the evolution of technology and its implications for businesses, including the
challenges of disruptive innovation. The case studies in this section illustrate how Apple



is using artificial intelligence and how Microsoft’s generative search is changing the game.
It also covers the impact of the latest pandemic on businesses and how it is accelerating
digital transformation. Two case studies explore how Amazon and Visa are adapting to
these changes.

The section also covers growth strategies for achieving scale and network effects, as well as
platforms vs. aggregators, and building sustainable business models. The final chapter in this
part explores network effects, with case studies on TikTok and Helium.

Part 3: The Platform Shift: Generative Al and the Future of Business. This part intro-
duces artificial intelligence (Al), its benefits, and applications in business. It provides an
overview of Al, including its history, types, and key terms. The section then covers the ben-
efits of Al in business, such as automation (through Al agents), predictive analytics, and per-
sonalized customer experiences. It also explores different Al applications in business, such
as agents, natural language processing, image recognition, and content generation.

Finally, the challenges and risks of Al implementation are presented, including ethical con-
cerns, bias, and other threats. The part also covers the future of Al in business, such as the
rise of Al-enabled decision-making and autonomous systems. Overall, this section aims to
provide readers with a comprehensive understanding of Al and how it can be leveraged in
the business world.

In this context, the book addresses questions to both the readers and the business leaders
(e.g., from managers to CEOs). While the readers will be more focused on key insights or
each case study according to their needs, the business leaders will often find the questions
at the end of each chapter as gold.

This August marked the 13th anniversary of Marc Andreessen’s famous article — Why Soft-
ware s Eating the World, published in 2011 in The Wall Street Journal. Everything the Inter-
net has done to the newspaper and music industries is now happening to all other industries.
At the same time.

Shein, an ultra-fast-fashion company with no stores, shortened the cycle from production
to delivery from +30 days to 14. The company uses information collected from users directly
from the app and, along with search behavior (not purchase), promotes 5,000 to 10,000 new
Stock Keeping Units (SKUs) daily.

Algorithms are better than first mover advantage in-a market: We now know that distributing
content created by anyone is a much better idea than content created by our own circle of
friends, relatives, and/or followers. TikTok (owned by ByteDance) has 1.5 billion monthly
active users, representing the user equivalent of three other key social platforms combined:
Snap, Twitter, and Pinterest.

Finally, the art industry could not miss it either, especially now that we are experiencing the
highest inflation in four decades in the world’s most developed economy. Masterwork.io is
aweb 3.0 company, the first platform for buying and selling shares in iconic artworks. Indi-
viduals can create a diversified portfolio of curated art and sell their shares on a secondary
market if they don’t choose to keep them once they mature (i.e., 3-10 years).
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In this system of continuous disruptions, there are four types of companies:

1. Yesterday’s winners, today’s losers — these are the companies that were once
admired and intensely sought after in a bygone era (R.I.P., Kodak!).

2. Successful companies yesterday, but also today — Facebook started in 2004 in a
PC-only world and today is a leader in the mobile world (with intentions to dominate
the next stage, the metaverse).

3. Companies that are successful today but have pivoted in their business to get
where they are today. They are growing in an environment referred to simply as the
digital economy (e.g., Netflix).

4. Companies of the future — those that emerged 100% on mobile and whose business
model has changed the world we live in forever (i.e., ByteDance, Snap etc.).

Of course, it is preferable to be in the last category, but what can you do as a company if you
are in categories 1-3 or how can you defend your golden position? Well, I will try to explore
this in this book.





