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M. Hensmans, G. Johnson, G. Yip : Strategic Transformation: Changing While Winning  before purchasing it in 
order to gage whether or not it would be worth my time, and all praised Strategic Transformation: Changing While 
Winning: 

1 of 1 people found the following review helpful. A notable effort, but would have been better as an articleBy Edward 
BarnettI have found George Yip's research and writing valuable over the years, and this is a critically important topic, 
so I hoped to gain significant insights from this book. I'm sorry to give this book a less than positive review, since it's 
clear the authors put a great deal of effort into the research and writing; however, the lessons from the book could have 
been covered equally well in a much shorter business journal article.When evaluating books for use either in business 
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or in teaching, I assign greatest value to research that yields conclusions that weren't obvious before the fact, but that 
make sense once one has evaluated the data. The conclusion of this book is that successful strategic transformers need 
four traditions:1) A tradition of continuity, meaning that leaders look for ways to reinvent a company's historically 
distinctive business model rather than breaking with it2) A tradition of anticipation, meaning they create opportunities 
for at least some leaders to starting envisioning and building towards the new variation on the old success theme3) A 
tradition of contestation -- one that encourages debate and self scrutiny4) A tradition of mobility, meaning that a 
company is willing to bring in mavericks and move out the old guardAll of these lessons seem fairly obvious, and 
working through the case studies didn't change my understanding or strengthen my belief in what seem like common 
sense principles. I might have been more convinced had the authors called out common sense principles that their 
research disproved (or at least marginalized).One issue might be the nature of the research. It was based on just three 
primary case studies, each of which is paired with a less successful comparator company. Further, all three of the 
central case studies (Cadbury Schweppes, Smith Nephew, and Tesco) are UK companies, leaving a question of how 
general the lessons are to companies based in China, India, the U.S., Germany, Japan, etc.. Finally, across all three 
case studies, the research included interviews with less than 50 current and former executives. Although I found the 
case studies interesting, I found it difficult to embrace broad generalizations based on a fairly limited number of 
interviews with three companies based in one country. The authors went through a meticulous process of picking these 
three companies to ensure that they were focusing on top performers, but the sample is nonetheless small.The book 
seems more targeted at academic readers. For business readers, the level of detail in the case studies and the number of 
pages devoted to methodology will be excessive. For example, in Chapter 1 (which is itself a fairly lengthy but useful 
review and critique of the literature on related topics), the authors note that "In Chapter 2, we explain in more detail 
how this study was undertaken. We do this in part because it is an interesting story in its own right." Few practicing 
executives will find this to be true. Academics may want to assign each of the book's case studies for reading and 
discussion. To business leaders I would recommend reading Chapter 1, pages 3-24, and Chapter 7, pages 159-186, and 
skimming the detailed case studies in between only to the extent that there's a specific point you want to drill down on 
based on the conclusions you read in Chapters 1 and 7. For business leaders, the book's lessons could have been dealt 
with more effectively in an article than in this book.I admire the author's historical perspectives. Long-view business 
histories can be quite valuable, and relatively few researchers (with the notable exception of legendary figures like 
Professor Chandler) take the time to explore and capture the evolution of companies. The authors are to be lauded for 
constructing histories, rather than spinning stories based only around companies' current successes or 
failures.Ultimately, though, I believe the cases will prove too limited to support the generalizations we might want in 
an area as broad as "strategic transformation", while the level of methodological detail will prove too much for 
business readers.0 of 0 people found the following review helpful. Excellent Analyses and GuidanceBy Lowell H.This 
is an in-depth study on how to successfully navigate change, while at the same time maintaining an organization's 
unique identity. A must read for anyone in leadership.

Very few companies are successful in undertaking strategic transformation while maintaining long term superior 
financial performance. This book, by leading strategy experts, draws upon extensive interviews with business leaders 
andnbsp;insights from companies faced with this challenge.

""Strategic Transformation "is the chief executive's in-depth guide to how to sustain and refresh strategy over time." - 
The Financial Times'This is a really thoughtful book; it's rigorous and asks the right questions. It considers how you 
manage strategic transformation before a crisis forces change. I believe the authors have found the right answers, too, 
with their focus on culture in terms of continuity, anticipation and openness.'- Sir Terry Leahy, Chief Executive of 
Tesco PLC, 1997-2011 "This book provides fascinating insights into those companies and their management processes 
where strategic renewal and development are constants, and others where relative decline seems to be a necessary 
ingredient in driving change and recovery. As such, its emphasis on the importance of managers understanding the 
historical legacy of their firms is appropriate and significant." - Sir Dominic Cadbury, Group Chief Executive (1983-
1993) and Chairman (1993-2000) of Cadbury Schweppes PLC and Chancellor of the University of Birmingham "This 
study delves deeply into how successful businesses evolve. It reaches the parts most surveys never even get near. 
Reading this study will be fascinating for anyone wanting to get inside a successful business and find out what makes 
it tick. Real insights here and very readable." - David Malpas, Chief Executive of Tesco PLC, 1983-1997 "This is a 
hugely impressive book, a rare combination of rigorous statistics, detailed historical analysis, conceptual clarity and 
practical insight. The authors' message: if you want to understand a company's long-term success, you need to get to 
grips with its history - how continuity and change are balanced, and how new and old points of view are reconciled." - 
Julian Birkinshaw, Professor of Strategy and Entrepreneurship, London Business School "Business historians have 
long marvelled at how the corporate giants of one generation can become the corporate losers of the next. These 
authors are to be congratulated for pulling off one of the most difficult tasks - actually learning lessons from the past - 
to understand how this can happen, and more importantly how managers can prevent it happening to them by making 



the right changes at the right time." - Geoffrey Jones, Isidor Straus Professor of Business History, Harvard Business 
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