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Pointing you to articles of interest to strategists in leading publications 

Prediction in Uncertain Times: Lessons from Trump and Brexit 
Martin Reeves and Daichi Ueda. BCG Perspectives  
Pollsters failed to predict Brexit and President Trump’s election, even though data science has advanced 
a great deal in recent years. The authors give four rules for more accurate predictions: when the 
situation is unfamiliar historically, balance algorithms with human insight, ensure the base assumptions 
of the technology are right (ask: are we using the right model?), be wary of others’ methodology unless 
you understand how they work (an admonition to journalists not to repeat predictions from “black-box” 
models wholescale), and complement causal models (which predict isolated relationships between 
inputs and outputs) with broader, correlation-based models. More. 
 
As Brexit Negotiations Start, Companies Need Contingency Plans  
Pankaj Ghemawat. HBR 
Against the background of Brexit, political and macroeconomic factors are affecting some companies 
more than traditional competitive considerations, the author says, and strategy’s traditional rules of 
thumb are shaky because there’s a much higher than usual level of uncertainty about the future. One 
quarter of UK financial services firms have announced that they are moving some activities out of the 
UK or reviewing their domicile, and the Bank of England has asked managers of all firms with cross-
border activities between the UK and the EU to provide contingency plans. If your own company has 
substantial exposure to Brexit but hasn’t made plans for a range of outcomes (including “very bad 
ones,” the author says ominously), then you’re behind the curve. More. 
 
Making Strategy Hot 
Mark P. Healey and Gerard P. Hodgkinson. California Management Review  
What is the place of emotion in strategy formulation? You might think that making strategy requires a 
cool head. In fact, the authors say, positive and negative emotions can both help and hinder the 
sensing, seizing and transforming skills that the authors (following Berkley professor David Teece) 
believe are necessary for long-term viability. That being the case, the ability to regulate emotions is a 
key lever for enhancing strategic adaptation: strategists need to allow themselves to feel sufficiently to 
become aware of vital information, but not be so overwhelmed by their emotions that their powers of 
reason are overwhelmed. This requires a high degree of emotional awareness. For example, if a 
particular idea is in favour with most people, strategists need to recognise and manage down their own 
positive emotions, forcing themselves to look for any information that might contradict the favourable 
reception the idea is getting around them. Otherwise, there’s a danger of confirmation bias. The 
authors recommend reflecting on emotions both individually and collectively whenever feelings are 
running high, regardless of whether a threat or an opportunity is perceived to be at stake. More. 
   
Artificial Intelligence: The Next Digital Frontier? 
Discussion Paper, McKinsey Global Institute 
Artificial intelligence (AI) is beginning to be deployed across industry sectors, and it has the potential to 
be a major business disrupter. Investment in AI is growing fast. The authors of this in-depth report 
estimate that large tech firms spent $20 bn - $30 bn on AI last year, mostly on R&D. Outside the tech 
sector, though, AI adoption is in its earliest stages: fewer than one in five executives in an international 
survey of 3,000 C-suite personnel were aware of any significant use in their business, and many 
struggled to understand the business case for using AI. The result is a growing gap between early 
adopters in tech, telecoms and financial services – and everyone else. AI promises to deliver real value, 
the authors say, and is able to form the base of competitive advantage, but it poses challenges for firms: 
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the workforce must be reskilled, and AI must be thought through from end to end, from the data 
ecosystem through the acquisition of AI tools to adapted workflows, capabilities and culture. The 
authors offer five deep-dive case studies from retail, electric utilities, manufacturing, health care and 
education to illustrate their findings. More. 
 
Does It Pay to Hire Consultants? Evidence from the Bordeaux Wine Industry  
Jerome Barthelemy. HBR 
Your company very likely hires consultants, and attitudes to whether they’re worthwhile probably vary 
widely. The author has turned to an unlikely source – his ten-year study of the use of consultants in 
France’s Bordeaux wine region – to find out whether consultants add value. His findings? Wineries that 
used consultants do have higher quality ratings than others, on average, but their quality ratings also 
tend to be less extreme. Vineyards that performed poorly were generally improved by consultants. But, 
while wines made by vineyards that used consultants are better on average than wines made by other 
vineyards, they aren’t absolutely stellar. The author hypothesises that this is because one of the 
functions of a consultant is to bring industry best practice to bear – but, to be truly outstanding, an 
organisation has to play to its own unique strengths, and those won’t be compatible with industry best 
practices without at least some adaptation. (Another explanation is that standout organisations, 
whether they produce wine or widgets, have no need to hire consultants.) More. 
 
Are you prepared for a corporate crisis?  
Sanjay Kalavar and Mihir Mysore. McKinsey Quarterly 
What happens when strategy goes wrong? Imagine that your firm has been hit by a major crisis. 
Customers have suffered, people’s livelihoods have been destroyed, and the environment has been 
damaged. Rumours are everywhere, and facts are few: although the switchboard is flooded with calls 
from the press and the board is looking for people to blame, you don’t know the extent of the damage 
or who was really involved. The first lawsuits arrive. Parody Twitter accounts fire up. What’s your 
strategic response? Fortunately, the authors, who have helped 150 companies manage disasters, have 
some guidance for you. First, your company needs a cross-functional team to map out the primary 
threats (legal, technical, operational and financial challenges that form the core of the crisis) and 
secondary threats (reactions by key stakeholders to primary threats) that your organisation faces. 
Secondly, your company needs a small crisis response team with wide authority, significant funding and 
a senior leader who can make and implement decisions rapidly – in hours, not days. The leader needs to 
be internal, with strong informal networks: external experts will struggle to motivate and organise the 
company. Next, stakeholders need to be mollified (for example, with goodwill payments). This will buy 
time for the technical and legal teams to work on primary threats. With that done, the technical and 
operational teams can work on transparent solutions. Haste is usually a mistake at this point. Finally, 
with the initial crisis over, the root causes, which usually involve people and processes (decision rights, 
culture, risk governance and maintenance procedures) can be addressed, and the organisation’s 
confidence and performance systematically restored. More. 
 
Amazon vs. Walmart: Which One Will Prevail? 
Knowledge@Wharton 
Across the Atlantic, Amazon and Walmart are locked in a struggle to be the preeminent “everything 
store” in a world where consumers no longer distinguish between online and offline purchasing. 
Amazon is adding offline capability (most recently with its acquisition of Whole Foods); Walmart is 
acquiring digital talent. Wharton marketing professor David Bell gives the advantage to Amazon, on the 
basis that it’s easier to go from online to bricks and mortar than to go the other way. Amazon starts, the 
author believes, with better analytics capability than Walmart, and its customers are more affluent, all 
of which adds up to a more attractive competitive base. More. 
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