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1. Title: Technology differentiation, product market rivalry, and M&A transactions
Authors: Sam Arts, Bruno Cassiman, Jianan Hou
Abstract: We study how unique firm technology influences M&A activity. Using a text-based network approach, we map each firm's position relative to every other firm in technology space to measure the uniqueness of its technology portfolio. Our findings indicate that firms with more unique technology portfolios become prime acquisition targets, particularly for close competitors within the same product market segments. These competitors seek to reduce competition and incorporate unique technologies to strengthen their competitive advantage. Furthermore, firms with unique technology portfolios tend to attract acquirers with closer technological proximity, facilitating the evaluation and integration of these technology assets. Our study underscores unique technology as a critical asset in the market for corporate control and a key driver of M&A transactions.
2. Title: Toward an improved causal test of network effects: Does alliance network position enhance firm innovation?
Authors: Exequiel Hernandez, Jason K. Lee, J. Myles Shaver
Abstract: Assessing whether network position causes firm outcomes is difficult because networks result from firms' strategic choices. To address this issue, we develop a research design that separates self-driven network change from other-driven change. Because other-driven change suppresses the focal firm's agency, outcomes resulting from it can be interpreted as causal—under verifiable assumptions. We apply this method to reassess whether alliance network position affects firm innovation. Using data from the biotechnology industry, we find that structural holes (but not closure) increase firm innovation when self-driven network change is involved but not when other-driven change is involved. This raises two possibilities: network effects spuriously capture unobservable firm characteristics or network theories must be updated to account for agency.
3. Title: Stakeholder treatment disparity and employee whistleblowing: A multi-stakeholder, multidimensional framework of social comparison
Authors: Cuili Qian, Yilin Liu, Riki Takeuchi, Junfeng Wu
Abstract: We integrate social comparison theory into stakeholder research to develop a multi-stakeholder, multidimensional framework to investigate how firms' relative treatment of employees affects employee whistleblowing. We theorize that a higher compensation disparity between the CEO and employees and treatment disparity between external stakeholders and employees will decrease employees' loyalty, leading to more external whistleblowing. The effects will be amplified with increased external labor market mobility. We use a multi-method approach to test these predictions. In Study 1, we rely on archival data to test the influence of treatment disparities on whistleblowing. In Study 2, with two experiments, we demonstrate causality and examine employee loyalty as the explanatory mediating mechanism. Our study contributes to stakeholder theory by highlighting the critical implications of stakeholder treatment disparities.
4. Title: Kingdom or fandom? YouTube and the changing role of gatekeeping in digital cultural markets
Authors: Sumeet Malik, Chandrika Rathee, Oliver Alexy, Taiyuan Wang
Abstract: How should novelty-driven entrepreneurs best position themselves in digital cultural markets? On platforms like YouTube, cultural entrepreneurs may bypass classic gatekeepers to reach novelty-seeking audiences through algorithms that search and recommend. However, this positive view of disintermediation ignores that novelty often needs curation by and consecration from professional audiences. We explore what these potentially conflicting dynamics imply for cultural entrepreneurs in the arena of YouTubers nominated for acclaimed Streamy Awards. Merging fine-grained datasets and qualitative evidence, we find that general audiences value novelty they grasp well, that professional audiences undervalue novelty they should easily spot, and that cross-audience spillovers prove negative. We discuss the implications of our results for theories toward markets serving fragmented audiences, cultural markets going online, and digital platforms.
5. Title: Do hiring strategies change in successive entrepreneurial stints?
Authors: Vera Rocha, Dario Pozzoli
Abstract: Most key decisions in startups are linked to their founders, but what entrepreneurs do differently as they launch successive ventures remains poorly understood. Using Danish register data, we investigate how hiring strategies change in successive entrepreneurial stints. We compare the employee sourcing practices of serial entrepreneurs running knowledge-based startups with those of novice founders in similar industries, who later transition into serial entrepreneurship. We find that serial entrepreneurs, particularly after experiencing a prior failure, engage in pipeline hiring practices (i.e., hiring repeatedly from some external sources) more than their novice counterparts. This finding is robust to different sampling, measurement, and estimation choices. Further investigation into the underlying mechanisms supports the roles of experiential learning and improved employee-firm matching quality, while excluding alternative explanations.
6. Title: When corporate silence is costly: Negative consumer responses to corporate silence on social issues
Authors: Marco Shaojun Qin, Xueming Luo, Todd Schifeling, Yang Wang
Abstract: The growth of corporate activism on contentious social issues creates a puzzle as to why companies would risk engaging on divisive topics. Indeed, a mixed body of evidence identifies that such activism often reduces stakeholder support. We shed light on this puzzle by reversing attention to the costs of not engaging in corporate activism. Grounded in the cognitive model of stakeholder behavior, we theorize whether and when consumers will negatively respond to corporate silence on a social issue based on the visibility of silence. Our theory also suggests that peer activism and market niche are pivotal contingencies that exacerbate or mitigate such negative responses. Using a rigorous within-company cross-platform difference-in-differences econometric model, we find support for our theory and uncover substantial costs of corporate inaction.
7. Title: Free range startups? Market scope, academic founders, and the role of general knowledge in AI
Authors: Shinjinee Chattopadhyay, Florence Honoré, Shinjae Won
Abstract: High-tech startups develop technologies, the market applicability of which can vary widely, enabling startups to target a range of market segments. Using a question-driven approach to contrast startups with and without academic founders, we investigate the difference in the market applicability between the two groups on a sample of 988 startups in the artificial intelligence (AI) field. Our findings reveal that academics' pursuit of basic research drives the creation of general knowledge, which in turn leads to wider market applicability. With fewer requirements for complementary downstream assets in the AI ecosystem, academics can more easily translate their general ideas to market applications and locate downstream in the value chain. Our findings highlight the role of problem-formulation and -solving in startups and of academic startups within AI.
8. Title: How media coverage elicits strategic change: The moderating role of the business model design
Authors: Sascha P. Klein, Patrick Spieth, Joan Enric Ricart, Charles H. Noble
Abstract: Prior research indicates that negative media coverage of business activities encourages a firm to engage in strategic change, but the conditions for this strategic focus have drawn less scholarly attention. Considering a firm's business model design (BMD) with distinct sources for value creation, we argue that the effect of negative media coverage on strategic change is contingent on the BMD. An analysis of longitudinal data from 96 established firms shows that novelty-centered BMDs reduce strategic change in response to negative media coverage. We contribute to research regarding strategic change in response to outside evaluations by explaining an important contingent factor related to strategy. We also expand on previous research indicating that managerial behaviors and attributes moderate the main effect of negative media coverage and provide a more nuanced understanding of this effect from a business model perspective.
