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Zilu said,"lf you, Master, were given command of the
combined armies, who would you want to

go along?"

The Master replied, "The person who would wrestle
a tiger bare-handed or march across the
Yellow River, and who would go to his
death without regret—this person, | would
not take along. It would have to be
someone who would approach any
situation with trepidation, and who would
be fond of planning with an eye to

success.”
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Strategy is a multi-element plan for achieving policy goals, by maximizing the use
of a company's present and potential resources.

Management is the sum of the decisions and actions taken by an executive, or
group of executives, to achieve operational goals.

Strategic management is an advanced managerial method, where the decisions and
actions taken by executives are driven by corporate, unit, functional area and response
strategies.

In the United States, strategic management is a central element in business and
business education. In business, strategic management is a principal characteristic of
successful companies. In business education, strategic management is the "capstone
course" that comes at the end of MBA and other business programs.

Strategic management has not, however, been a central element of the Chinese
business model. In the past, the focus in China has been on infrastructure, marketing
and technology. In the future, these factors will continue to be important — but the
Chinese business model is changing. As the business environment in China becomes
more open, more developed, more complex and more competitive, companies will
focus increasingly on advanced managerial methods, strategy formulation, and strategic

management.

About this Book

This book has been designed and written to make it suitable for teaching strategic
management in academic and executive programs in China. This bilingua] version is
being published for three reasons.

1. Many Chinese students and executives want to study busmess in English.
They are preparing to study in a foreign country, they are specializing in some area of
international business, and/or they believe studying business in English will benefit
their job performance and their careers. There is another reason, which is more
fundamental and possibly more important. Using an American-English text allows
terms, concepts and principles to be studied in their language of origin.

But books that are written for American students, that rely primarily on American
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not have been possible.

Errors and Suggestions

If you find an error in the text, or have a suggestion that would improve future
editions of the book, please e-mail me at strategy @china.com.

Warnock Davies (Chinese name: Wang Daowen)

August 2004
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