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“If you learn how to become your own 
economic forecaster as Always a Winner
teaches, you will ensure that a recession will 
never again catch you or your organization 
by surprise.”

— Peter Navarro, from Always a Winner: 
Finding Your Competitive Advantage in 
an Up and Down Economy

A recession can do far more damage to 
your organization than any of your ten 
toughest competitors. Without question, 

this is the most important lesson that business 
executives have all too painfully learned in the 
carnage of the 2007–2009 economic crash.

Internationally recognized as an authority on 
managing the business cycle for competitive 
advantage, author Peter Navarro shows you 
how your organization can be a winner over 
the course of its entire cycle—not just when 
economic times are good. Always a Winner: 
Finding Your Competitive Advantage in an Up 
and Down Economy arms you with all the 
strategies, tactics, and forecasting tools you 
will need to profitably manage your organi-
zation through every business cycle season—
from the best of boom times to the worst 
economic slumps.

Practical and insightful, Always a Winner
offers immediately useful guidance to help 
your company survive and thrive in the 
increasingly risky conditions of the twenty-
first century, revealing how you can:

• Forecast movements and key recessionary 
turning points in the business cycle

(continued on back flap)

• Implement a set of “battle-tested” strategies 
over the course of the business cycle

• Rebuild your organization with a broader 
strategic business cycle orientation

• Make your organization more recession-
resistant and resilient over the longer term

Peter Navarro’s call to action is simple: if you 
really care about your organization, you will 
learn to strategically manage the business 
cycle to create a powerfully competitive and 
sustainable advantage over your rivals. In the 
end, you will attain the superior financial 
performance sought by every executive team 
in the world.

PETER NAVARRO, PHD, is 
the accomplished author of 
the bestselling The Coming 
China Wars, the path-break-
ing The Well-Timed Strategy, 
and the investment classic 
If It’s Raining in Brazil, Buy 

Starbucks. He is a Professor at the Paul 
Merage School of Business at the University 
of California, Irvine, and a regular CNBC 
contributor. Professor Navarro has been fea-
tured on 60 Minutes, and his articles have 
appeared in a wide range of publications, 
from BusinessWeek, the Los Angeles Times, 
New York Times, and Wall Street Journal 
to the Harvard Business Review, the MIT 
Sloan Management Review, and the Journal of 
Business. His free weekly investment newslet-
ter is published at www.peternavarro.com. 
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   Praise for 

“ In much the same way that Good to Great uncovered hitherto hidden secrets of 
highly successful companies, Navarro’s Always a Winner uses extensive research 
to reveal the overriding importance of learning how to forecast and strategically 
manage the business cycle for competitive advantage. In doing so, this book pro-
vocatively explores a critical aspect of successful management virtually untapped 
by the existing strategy literature.”

 — Dan DiMicco
Chairman and Chief Executive Officer, Nucor Steel

“ Always a Winner is an important and timely guide to thriving in challenging eco-
nomic times. Professor Navarro deftly bridges the academic and business commu-
nities, showing corporate leaders how to read economic tea leaves to anticipate 
business cycles. His ‘Master Cyclist’ credo offers many practical tips and real-
world case studies for steering companies through turbulent economic seas.”

 — Mark Greene, PhD
Chief Executive Officer, FICO (Fair Isaac Corp.)

“ Navarro’s Always a Winner shows why forecasting the economy with a ruler can 
be lethal for corporate executives and money managers. He demonstrates how to 
skillfully anticipate the ups and downs of the economy and successfully navigate 
through them. The current economic crisis clearly demonstrates why this book is 
so important to have on your bookshelf.”

 — Mark Zandi
Chief Economist and cofounder of Moody’s Economy.com

“ Professor Navarro’s astute insight that a recession can do far more damage than 
any ten competitors underscores the supreme importance of recession-proofing 
your company in these turbulent times. Navarro not only shows you how to do 
just that, his ‘always a winner’ forecasting tools and management strategies will 
help you keep your bottom line up even when the economic cycle is down.”

 — Jim Caudill
President, Black & Decker Hardware and Home Improvement

“ Navarro’s wealth of real-world examples will show you how to make both 
economic recessions and recoveries invaluable allies in executing competitive 
corporate strategies. A must-read!”

 — Lakshman Achuthan
Managing Director, Economic Cycle Research Institute
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Additional Praise For Always A Winner

“Wouldn’t it be great if we could accurately anticipate, understand, 
and proactively deal with economic challenges all the time? Always 
a Winner shows us how to do just that. Combining real-life corpo-
rate examples with easy-to-grasp economic theory, Peter Navarro 
provides you with all of the strategies, tactics and forecasting tools 
your organization needs to profi tably manage through the ups and 
downs of the business cycle.”

—Ed Fuller, President & Managing Director
International Lodging, Marriott International 

“This compelling book offers strategies for coping with the  business 
cycle from a keen observer and insightful commentator. Read it now 
in the midst of a recession, and read it again when the economy is 
several years into another expansion. That’s when business needs to 
prepare for the next downturn.”

—Professor Edward Leamer
Director, UCLA Anderson Forecast

“Always a Winner is required reading for every entrepreneur, money 
manager, and independent investor hoping to outperform the mar-
ket and retire one day.” 

—Mark T. Brookshire 
Founder of StockTrak.com and WallStreetSurvivor.com

“Our strategies of global diversifi cation and broad product diversity 
coupled with an organizational culture keenly attuned to the impor-
tance of the business cycle to our bottom line has allowed Marubeni 
to survive for some 150 years. This book draws heavily on the expe-
riences and lessons of companies such as ours to deliver a powerful 
set of strategies and forecasting tools to help your  executive team 
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move forward. Always a Winner will help your organization not just 
survive, but thrive, in today’s turbulent economic environment.” 

—Teruo Asada
President and CEO, Marubeni Corporation

“Many businesspeople such as myself have learned the hard way 
that managing the business cycle for competitive advantage in 
today’s fast-changing, globally-integrated economy is not only a 
must for survival but also the only sustainable strategy. In this very 
timely book, Professor Navarro clearly shows your executive team 
how to do just that – and always come out a winner!” 

—Dr. Shankar Basu
Chairman & CEO, Toyota Material Handling, U.S.A., Inc.
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To every business executive who got caught by 
surprise by the 2007 to 2009 crash—and who 

wants to make sure it never happens again
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speaker. His unique and internationally recognized expertise lies in 
his big-picture application of a highly sophisticated but easily acces-
sible macroeconomic analysis of the business environment and 
fi nancial markets for investors and corporate managers. 

 Professor Navarro ’ s books include the bestselling investment 
book  If It ’ s Raining in Brazil, Buy Starbucks  and the pathbreaking 
management book,  The Well-Timed Strategy . His most recent book 
is the bestselling  The Coming China Wars,  which takes a provocative 
look at the range of economic, political, and military confl icts likely 
to arise with the emergence of China as a superpower. 

 Professor Navarro is a regular CNBC contributor and has been 
featured on  60 Minutes . He has appeared frequently on Bloomberg 
TV and radio, CNN, NPR, the BBC, and the  CBS Evening News . His 
articles have been published in a wide range of publications, from 
the  Chicago Tribune, Los Angeles Times, New York Times, San Francisco 
Chronicle, Wall Street Journal  and  Washington Post  to  BusinessWeek,  the 
 Harvard Business Review,  the  MIT Sloan Management Review,  and the 
 Journal of Business . 

 Professor Navarro is also an award-winning teacher and has 
recorded numerous audio lecture courses in the Modern Scholar 
series for Recorded Books. Sample titles include:  Big Picture Investing ;
 Big Picture MBA ; and  Principles of Economics: Business, Banking, 
Finance, and Your Life.  

 Each week, Professor Navarro publishes his  “  Well-Timed Strategy ”  
newsletter on his Web site at  www.peternavarro.com . This free news-
letter provides timely economic and fi nancial market analysis for both 
business executives and investors. 
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 While Professor Navarro is an avid Dodgers baseball fan, his wife 
Leslie roots for the Angels. Opposites apparently do attract.       
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Preface

 Most companies make a lot of money during economic 
expansions — and lose a lot of money during recessions. That is the 
way it has always been. That is the way it need not always be. 

 My job in this book is to show you how to be  “ always a winner ”  
over the course of the entire business cycle — not just when eco-
nomic times are good. To do this, I am going to arm you with all 
the strategies, tactics, and forecasting tools you will need to prof-
itably manage your organization throughout the business cycle 
seasons — from the best of times to the worst of times. 

 The importance of learning to strategically manage the business 
cycle for competitive advantage was underscored some years ago 
by my chance encounter with Dwight Decker, a gentleman who at 
one point was one of the highest-fl ying tech executives in Orange 
County, California. 

 At the time of this encounter — at an Orange County meeting 
on homeland security — Decker was the CEO of Conexant, a semi-
conductor company spun off in 1999 from the defense company 
Rockwell. Within a year of that spin-off, Conexant ’ s sales had rock-
eted up to more than $2 billion and its stock price had increased by 
more than sixfold. 

 Conexant ’ s success was, however, ever so fl eeting. Despite 
ample warning signs, Decker and his executive team failed to see 
the March 2001 recession and collapse of the tech bubble coming. 
When the company got caught with more than $1 billion of inven-
tory write-downs and special charges, its stock price made a dizzying 
descent from almost $100 per share down to less than two bucks. 

 When I bumped into Decker at the homeland security meeting, 
I couldn ’ t help but ask him how his company had failed to forecast 
the 2001 recession that had been its undoing. I then went on to 
provide a long list of leading economic indicators that had clearly 
signaled that recession. 
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 Decker ’ s reply absolutely fl oored me. He said:  “ We don ’ t really 
pay any attention to that economic stuff. Our job is to make great 
new stuff and if we do that, the rest will take care of itself. ”  

 Unfortunately for both Conexant shareholders who lost 
billions of dollars and the thousands of Conexant employees 
who lost their jobs, no more naive words have ever been spoken. 
The message that Decker clearly failed to understand is that over 
the often-exhilarating ups and treacherous downs of the business 
cycle, economic ignorance will always eventually triumph over 
 engineering brilliance.       

xviii Preface
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A BIG-PICTURE VIEW OF 
THE ALWAYS A WINNER 

ORGANIZATION 
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3

1C H A P T E R

          Why Recessions Are More 
Dangerous than Any 10 

Competitors            

  When a recession hits, the best surprise is no surprise. 
  — Ron Vara   

 A recession can do far more damage to your organization 
than any 10 competitors. That ’ s a lesson I both regularly teach to 
my executive MBA students and preach to corporate audiences. 
Without question, it is one of the most important lessons that busi-
ness executives around the world have all-too-painfully learned in 
the wake and carnage of the crash of 2007 to 2009. 

 Contrary to a popular view before that historic crash, the business 
cycle is not dead. Nor has this highly volatile and often  destructive cycle 
even been tamed. This is a lesson sharply underscored by the culpa-
bility of America ’ s own Federal Reserve and central banks around the 
world in helping to trigger the crash of 2007 to 2009 by fi rst  creating, 
and then perpetuating, a bubble global economy. 

 Because recessions can do far more damage to your organiza-
tion than your competitors and because recessions will continue 
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4 Why Recessions Are More Dangerous than Any 10 Competitors

to be as inevitable as death and taxes, the 2007–2009 crash should 
serve as every business executive ’ s epiphany about the need to 
recession-proof one ’ s organization. The purpose of this book is to 
help you learn how to do just that. 

 The goal of this book is not, however, simply to teach you a 
 valuable set of recession-proofi ng skills. More broadly, this book will 
also show you how to strategically manage your organization over 
the entire course of the business cycle — from the depths of a reces-
sionary trough to the boom times of a robust economic expansion 
and back again. By learning to strategically manage the business 
cycle, your organization will be able to create a powerful competi-
tive and sustainable advantage over your rivals and thereby fi nd the 
grail sought by every executive team in the world: superior fi nancial 
performance. In this way, you will be  “ always a winner. ”     
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5

2C H A P T E R

        What Good to Great and
Always a Winner Organizations 

Have in Common            

  Any organization can substantially improve its stature and 
performance, perhaps even become great, if it consciously applies
the framework of ideas we ’ ve uncovered. 

  — Jim Collins,  Good to Great    

 In 2001, just as the fi rst recession in a decade was dawning on 
America, Jim Collins published a book called  Good to Great  that 
would go on to sell more than 4 million copies. The premise 
of Collins ’ s book is exactly the same as the premise of this book: 
Companies that adopt a particular set of strategic business prac-
tices, that exhibit leadership refl ective of those practices, and that 
build a supportive organizational structure and culture will enjoy 
superior fi nancial performance. 

 In  Good to Great , organizations such as Abbott Laboratories, 
Gillette, Nucor Steel, and Walgreens all shared in common 
“Level 5 ”  leaders — self-effacing individuals with intense profes-
sional will who always put their company fi rst. These organizations 

c02.indd   5c02.indd   5 7/4/09   11:57:30 AM7/4/09   11:57:30 AM


