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Arthur A.Thompson, The University of Alabama
Amit ]. Shah, Frostburg State University

16. Andrea Jung i Avon Products 2003: Ubrzavanje preinake S-267
John E. Gamble, University of South Alabama

17. eBay: Vlastita liga S-292
Louis Marino, The University of Alabama
Patrick Kreisler, The University of Alabama
18. Zapis o industriji upravljanja sigurnosti i proizvodac¢ima sigurnosnih
sustava S-318
Marilyn L. Taylor, University of Missouri - Kansas City
Theresa A. Coates, Rensselaer Polytechnic Institute

u

19. Pivot International — Potraga za rastom S-343
Marilyn L. Taylor, University of Missouri — Kansas City
Theresa A. Coates, Rensselaer Polytechnic Institute

20. Bayer AG: Dje&ji ASPIRIN S-360
Lauranne Buchanan, Thunderbird — The American Graduate School of
International Management
Christopher K. Merker, Thunderbird - The American Graduate School of
International Management

21. Harley-Davidson S-376
John E. Gamble, University of South Alabama
Roger Schdfer, University of South Alabama

22. Hero Honda Motors (India) Ltd. S-396
Kannan Ramaswamy, Thunderbird - The American Graduate School of
International Management
Rahul Sanchez, Thunderbird — The American Graduate School of
International Management
23. PumaAG S$-411
Lutz Kaufmann, The WHU Otto Beisheim Graduate School of Management
24. Globalizacija poduzeca Beringer Blass Wine Estates S-433
Armand Gilinsky, Jr., Sonoma State University
Raymond H. Lopez, Pace University
Richard Castaldi, San Francisco State University

Odsjek B: Izrada strategije u diverzificiranim poduzecima

25. Land O’Lakes, Inc. S-461
Michael A. Boland, Kansas State University
Vincent Amanor-Boadu, Kansas State University
David Borton, Kansas State University

POCETAK NOVI 40 @ 2/13/08, 9:16 AM



1 | EEEEE ®

26.
27.

Pregled sadrzaja xli

Unileverov put do strategije rasta: Djeluje li? S-479
Arthur A. Thompson, The University of Alabama

LVMH-ova diverzifikacija na luksuznu robu S-509
John E. Gamble, University of South Alabama

Odsjek C: Implementacija i provedba strategije

28.

29.
30.

31.

32.
33.

34.

35.

Robin Hood S-532
Joseph Lampel, New York University

Procter & Gamble: Organization 2005 i budu¢nost S-534
Ravi Madapati, ICFAI Knowledge Center

Globalno vodstvo Carlosa Ghosna u Nissanu S-546
John P. Millikin, Thunderbird - The American Graduate School of
International Management

Wal-Mart Stores, Inc.: Novi izazovi S-557
Arthur A. Thompson, The University of Alabama

Kmart: Pokusaj povratka S-583
John E. Gamble, University of South Alabama

Portman Ritz-Carlton: Najbolji poslodavac Azije S-603
Matthew Chang, International Institute for Management Development
Ellie Weldon, International Institute for Management Development

Continental Airlines 2003.: Odrzavanje zaokreta S-611

Arthur A. Thompson, The University of Alabama

Southwest Airlines: Kultura, vrijednosti i operativne prakse S-636
Arthur A. Thompson, The University of Alabama

John E. Gamble, University of South Alabama

Odsjek D: Strategija, etika i drustvena odgovornost

36. Benziger Family Winery S-665
Murray Silverman, San Francisco State University
Tom Lanphar, California Department of Toxic Substances Control
37. Andy Decker i etika ucitavanja glazbe s Interneta S-680
Janet Rovenpor, Manhattan College
Kazala
Kazalo organizacija I-1
Kazalo imena I-13
Kazalo pojmova I-19
Biljeske
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