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1. Title: Competing through category interaction codes: An inhabited view of category strategy
Authors: Enlan Wang, Peer C. Fiss
Abstract: This study introduces category interaction codes—knowledge regarding the expected interactions around entities in a given category—as a critical dimension of category strategy. Through historical analysis of Wang Laboratories in the early computer industry, we demonstrate how these codes shape strategic categorization and competitive dynamics. We show that firms can exploit ambiguous interaction codes to access advantageous decision makers and organizational routines, circumventing entrenched competitors. Further, firms can institutionalize preferred interaction codes through product design, reshaping category prototypes and market dynamics. However, overcommitment to specific interaction codes creates competitive vulnerabilities when market conditions shift. By developing an “inhabited” view of categories that emphasizes socially embedded practices, this study reveals how market categories are enacted through interactions and offers new insights into category-based competition.
2. Title: The role of CEO integrity in M&A decision-making
Authors: Jan C. Hennig, Jan C. Bauer, Tomi Laamanen
Abstract: While the influence of CEO characteristics on M&A decisions has long spurred researchers’ interest, little attention has been devoted to the ramifications of CEO integrity—the adherence to generally accepted norms and standards. We investigate how CEO integrity influences different stages of the M&A decision process. Specifically, we argue that while CEO integrity reduces self-serving behavior, it may also become a golden cage that constrains CEOs’ latitude of action. Accordingly, we find that CEO integrity decreases the probability of Type I errors (errors of commission) but increases the probability of Type II errors (errors of omission) in M&A decision-making. We contribute to theory development by putting forward CEO integrity as an important personality construct for upper echelons research to build on and extend further.
3. Title: Right on cue? Category-switching in online marketplaces
Authors: Karl Taeuscher, Eric Yanfei Zhao, Michael Lounsbury
Abstract: When and why do producers change the categorization of their offerings? Prior categorization research assumes that producers engage in ongoing efforts to proactively optimize their categorical positioning, but this assumption may not hold for many producers due to their limited attentional capacity. Our theoretical account instead highlights the role of expectation violation cues—salient pieces of information indicating a violation of audience expectations—as triggers that can lead producers to revise their category choice. Our longitudinal study of 84,667 Airbnb hosts' categorization choices finds that negative customer reviews—an important form of expectation violation cue—significantly increase the likelihood of category-switching, particularly in categories with heterogeneous expectations. Our study suggests that many producers might be less proactive about their category choices than previous research assumed.
4. Title: A tale of two biases: Unpacking the relationship of overestimation and overprecision on firm performance
Authors: Wayne G. Borchardt, Dan P. Lovallo, Mikael Samuelsson, Ayrton da Silva
Abstract: Overconfidence is widely known to influence firm decision-making. Yet there remains confusion regarding the concept because it comprises three key aspects: overplacement, overestimation, and overprecision. Using archival data, we employ a firm-level overconfidence construct to simultaneously analyze the impacts of both overestimation and overprecision. Based on proxies derived from management earnings guidance, overestimation has a sizeable, negative impact on firm performance that is uncorrelated with overprecision's sizeable, positive impact. The result that emerges is surprisingly large: more than one third of a firm's asset value can be explained by these combined facets of overconfidence.
5. Title: Multihoming and single-homing complementors' responses to intensified between-platform competition: Evidence from the YouTube–Twitch rivalry
Authors: Niloofar Abolfathi
Abstract: This paper examines how heterogeneous YouTube content creators-specifically, single-homing and multihoming channels-respond to a sudden increase in the exposure of the rival platform, Twitch. Contrary to expectations, I find that multihoming channels reduce their content creation efforts and underperform relative to single-homers. To make sense of these surprising results, I develop a formal model that characterizes the strategic behavior of different types of complementors operating across two platforms with varying levels of user exposure. The model offers a plausible explanation for the observed empirical patterns, suggesting that intensified competition between platforms, as a consequence of their changing exposure, disproportionately incentivizes single-homers to enhance platform value while discouraging multihomers from maintaining the same level of engagement.
6. Title: Perceptions of knowledge transferability and entrepreneurial entry: The role of firm-initiated turnover
Authors: Bukky Akinsanmi Oyedeji
Abstract: I examine the understudied effects of perceived non-transferable knowledge on labor market choices after firm-initiated turnover. Using a large, nationally representative dataset, I assess how workers' perceptions of knowledge transferability, expectations to remain at a firm, and type of turnover experienced correlate with the decision to engage in entrepreneurship. I find that the release of workers with perceived non-transferable knowledge into the external environment through firm-initiated turnover reliably foreshadows entrepreneurship, especially as workers' prior expectations to continue wage employment at a source firm increases. This finding indicates that beyond necessity, opportunity and financial resources, workers' self-perceptions of their human capital and unfulfilled career expectations matter to the choice of entrepreneurship. It also suggests that firm-initiated turnover may be a form of knowledge divestiture with important ex-post implications when workers' perceptions of transferability align with reality.
7. Title: Incentive alignment in ecosystems: The role of complementarity types and multi-sided bargaining
Authors: Olivier Chatain, Elena Plaksenkova
Abstract: Alignment of incentives to improve value creation in ecosystems is crucial to their growth and survival. We examine how two fundamental ecosystem features affect alignment: types of complementarities and their interplay with multi-sided bargaining over value. Using a formal model, we find that multi-sided bargaining typically causes misalignment, in patterns that vary dramatically depending on the type of complementarities. For instance, we find that multiplicative complementarities typically entail weak alignment among participants. In contrast, when value creation is constrained by the weakest component, alignment can be alternatively very strong or very weak. We also find that the starting levels of participants' functionality matter. This suggests new avenues for assessing ecosystem performance and the potential for alignment among participants.
8. Title: Mobilizing the silent majority: Discourse broadening and audience support for entrepreneurial innovations
Authors: Jamie Seoyeon Song
Abstract: Entrepreneurs operating in a public interactional domain face a unique communicative challenge: they must leverage conversations with a small subset of vocal discursive partners to mobilize support from a broader base of silent audiences observing these exchanges. I propose that entrepreneurs who engage with these vocal discursive partners using what I refer to as discourse broadening are more likely to successfully gain support from the broader silent audience. Using a computational linguistics model to analyze discourses on an online platform featuring entrepreneurial innovations, this study finds an inverted U-shaped relationship between discourse broadening and support from silent audience members. This relationship is moderated by the similarity between the interpretative lenses of discursive partners and silent audience members, which influences the trade-off between the benefits and costs of discourse broadening.
9. Title: Trading with the enemy: A coopetitive perspective of resource exchange at arm's length
Authors: Zhefei Li, David Gomulya, Heli Wang
Abstract: Research on inter-firm cooperation often focuses on long-term strategic alliances while overlooking the distinct form of arm's-length resource exchanges. Our study addresses this gap using the National Basketball Association (NBA) data for precise resource exchange measurements. Contrary to strategic alliances, where competitive pressure fosters cooperation, we find that competitive pressure reduces cooperation in arm's-length exchanges. However, relational capital helps to facilitate resource exchanges. We also found that while resource bundling exacerbates the negative effect of competitive pressure, it amplifies the positive effect of relational capital. Interestingly, relational rivalry intensifies the impact of competitive pressure but does not diminish the effect of relational capital. These insights have important implications for the coopetition and the Strategic Factor Markets (SFM) literature.
