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. Competitive Advantage Cycle

ll. Source of Competitive Advantage
- Superior Assets

IV. Source of Competitive Advantage
- Superior Capabilities
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(Karl von Clausewitz, On War, 1832)
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2. Competitive Advantage Cycle
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(1) Cost of raw materials and purchased inputs
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3. Source of CA — Superior Assets
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3. Source of CA — Superior Assets
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(4) Distribution Coverage
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Everyday New Face
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3. Source of CA — Superior Assets
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3. Source of CA — Superior Assets
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(1) Leadership
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(2) Human
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(4) Process
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