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1.

Importance:
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Content:

The what - 14 types of strategies:
- Six of attack (frontal attack, guerrilla, by-pass, flanking, etc.)
- Eight of defense (signaling, creating entry barriers, global service, etc.)
The how: the rules to follow when implementing each type of strategy;
The when:
- When to attack and when to defend?; and
- When attacking or when defending, which type of strategy to follow?
With whom: alone or in alliance (13 types of alliances)?
Competitiveness is a consequence of mastering the what, the how, the when and with whom
Internationalization key success factors: how Toyota conquered world markets;
Strategies followed by other Japanese companies (Honda, Mazda, Yamaha, Kawasaki
and Suzuki);
Result:
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Based on Philip Kotler’s material and Jorge Sá's book below:

Examples of endorsements:
“This book will be a winner as Sá offers the most
comprehensive treatment and assessment of attack
and defense business strategies. It is guaranteed to
stimulate your strategic and tactical imagination.”
Philip Kotler (Professor at Northwestern University)

This book is great. There’s no better analogy for
marketing than warfare… Sá does a superb job in
outlining the many strategic choices involved in
fighting an effective war.
Al Ries (author of the bestsellers
Positioning, Marketing Warfare, etc.)
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