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Preface

Our goal in writing this book was to establish a new standard in the presentation of
current and up-to-date concepts in strategic management. We believe that this goal
has been realized and is fully evident in this 6th edition of our market-leading book.
Written in a lively and user-friendly manner, this text presents a rich and comprehen-
sive examination of strategic management concepts and tools. Following are some of
the most important features of our book and this edition.

This text offers the most comprehensive and thorough coverage of strategic
management available in the market.

The research presented in our text is the most up-to-date in the field and most
current in practice compared to all other strategic management books.
Although the text is grounded in the current research, it is also strongly appli-
cation oriented with more examples and applications of strategic management
concepts, techniques, and tools than any other competitor on the market.

We integrate two of the most popular and well-known theoretical concepts in
the field of strategic management, industrial organization economics through
the writings of such authors as Michael Porter and the resource-based view of
the firm from the work of such authors as Jay Barney. No other book inte-
grates these two theoretical perspectives to explain the process of strategic
management.

We use the ideas of prominent scholars (e.g., Michael Porter, Richard Rumelt,
Kathy Eisenhardt, Gary Hamel, C. K. Prahalad, David Teece, Oliver Williamson,
Don Hambrick, Dan Schendel, Richard Bettis, Sumantra Ghoshal, Kathy
Harrigan, Rosabeth Kanter, and Costas Markides as well as numerous others)
and prominent executives and practitioners (e.g., Carly Fiorina, John Chambers,
Andy Grove, Herb Kelleher, Steven Jobs, Meg Whitman, Jeffrey Immelt, and
Anne Mulcahy as well as many others) to provide an effective understanding
of the theoretical base of strategic management and its application in
organizations.

We (the authors of this book) are also highly active scholars in the conduct
of strategic management research and the application of the concepts derived
from that research. Thus, our own research is integrated in the appropriate
chapters as well.

In this edition, we offer examples of over 100 companies’ actions in the chap-
ters’ Opening Cases and Strategic Focus segments. Furthermore, the applica-
tion of strategic management concepts is shown in more than 600 different
companies in the book’s chapters. There is no strategic management book on
the market that has both the up-to-date research and the application orienta-
tion shown by this number of company examples.

Some of the highlights of our new edition include:

New Opening Cases and Strategic Focus Segments: We continue our tradition
of providing new Opening Cases and Strategic Focus segments and many other
new examples in each chapter to describe actions companies take within the
context of a chapter’s topic.

An Exceptional Balance between current research and applications of it in
actual organizations. The content has not only the best research documentation
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but also the largest amount of effective firm examples to help students under-
stand the strategies discussed.

* Enhanced Experiential Exercises to support learners’ efforts to understand
the use of strategic management in organizations of all types.

* Lively, Concise Writing Style to hold readers’ attention and to increase their
interest in the subject matter.

* Continuing, Updated Coverage of vital strategic management topics such
as competitive rivalry and dynamics, strategic alliances, mergers and acquisi-
tions, international strategies, corporate governance and ethics, and strategic
entrepreneurship.

* Full Four-Color Format to enhance readability by attracting and maintaining
readers’ interest.

* New Content in Chapter 12, Strategic Leadership: ““Effectively Managing the
Firm’s Resource Portfolio”; “Developing Human Capital and Social Capital”’;
and “Emphasizing Ethical Practices.” Also, expanded discussion of the
Balanced Scorecard used by many corporations today.

* New Content in Chapter 13, Strategic Entrepreneurship: This chapter pre-
sents a discussion of social entrepreneurship that is unique to this edition and
not found in any competitor. The discussion is fully developed within the text
and also features a Strategic Focus segment on this increasingly important and
timely topic.

Instructors

IRCD (0-324-20387-X)

Key ancillaries [Instructor’s Case Notes, Instructor’s Resource Manual, Test Bank,
ExamView™, PowerPoint®, Case Analysis Spreadsheets, and CNN Video Guide
(integrates cases and videos)] are provided on CD-ROM, giving instructors the ulti-
mate tool for customizing lectures and presentations.

INSTRUCTOR’S RESOURCE MANUAL WITH VIDEO GUIDE AND
TRANSPARENCY MASTERS (0-324-20382-9)

Prepared by Leslie E. Palich, Baylor University. The Instructor’s Resource Manual,
organized around each chapter’s knowledge objectives, includes ideas about how to
approach each chapter and how to reinforce essential principles with extra examples.
The support product includes lecture outlines, detailed answers to end-of-chapter
review questions, instructions for using each chapter’s experiential exercises, guides
to all available videos, and additional assignments.

TesT BANK (0-324-20383-7)

Prepared by Janelle Dozier. Thoroughly revised and enhanced, Test Bank questions
are linked to each chapter’s knowledge objectives and are ranked by difficulty and
question type. We have increased the number of application questions throughout,
and we have also retained scenario-based questions as a means of adding in-depth
problem-solving questions to exams (these were new to the last edition). The Test

Bank material is also available in computerized ExamView™ format for creating
custom tests in both Windows and Macintosh formats.

EXAMVIEW™ (0-324-23621 -2)
Computerized testing software contains all of the questions in the printed Test Bank.
This program is an easy-to-use test creation software compatible with Microsoft



Windows. Instructors can add or edit questions, instructions, and answers, and select
questions by previewing them on the screen, selecting them randomly, or selecting
them by number. Instructors can also create and administer quizzes online, whether
over the Internet, a local area network (LAN), or a wide area network (WAN).

TRANSPARENCY ACETATES (0-324-20384-5)
Key figures from the main text have been re-created as colorful and attractive over-
head transparencies for classroom use.

POWERPOINT® DiscussioN SLIDES (0-324-20386-1)
POWERPOINT® LECTURE SLIDES (0-324-20385-3)

Prepared by Dennis Middlemist, Colorado State University. An all-new Power Point®
presentation, created for this edition, provides configurations both for lecture-based
teaching formats and for discussion-based teaching formats. Slides can also be used
by students as an aid to note-taking

Students and Instructors

WEBTUTOR™ TooLBoXx (0-324-23172-5—WEBCT;
0-324-23171-7T—BLACKBOARD)

WebTutor™ ToolBox provides instructors with links to content from our book e 1 -
companion websites. WebTutor™ ToolBox also provides rich communication tools %%/Qg%?u ”‘i ’
to instructors and students including a course calendar, chat, and e-mail.
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WEBSITE

This edition’s website offers students and instructors access to a wealth of helpful
support and learning materials. Included are Instructor Resources, Student
Resources, Interactive Study Center, Interactive Quizzes, links to Strategy Suite,
e-Coursepacks, and Careers in Management. You will find continually updated case
information, a section on how to write a case analysis along with the case analyses
for this edition’s applicable cases, and a new feature—interactive spreadsheets that
help students understand the importance of case analyses and how to perform them.
We have provided an Internet index with important strategy URLs and PowerPoint®
slide presentations. We have also included additional experiential exercises, Strategic
Focus applications, Ethics questions, Internet exercises, and Global Resources.
Finally, for quickly finding new terms, we offer an online glossary. The Strategic
Management website provides information about the authors and allows you to
contact the authors and the publisher.

CNN Vipeo (0-324-20389-6)

“Management and Strategy” is a 45-minute video of short news clips from CNN, C‘W
capitalizing on the resources of the world’s first 24-hour all-news network. The 6th Cw
edition features videos that are closely linked with current case and text content for

a truly integrative approach, assuring particular relevance to students of strategic

management and a fresh perspective on text content. A resource guide accompanies
the video, and further support is offered in the Instructor’s Resource Manual.
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ENTREPRENEURSHIP AND STRATEGY VIDEO (0-324-26131-4)
This is a 45-minute video based on the remarkable resources of Small Business School,
the series on PBS stations, Worldnet, and the Web. The video features seven firms
that capitalized on their beginnings and used strategic management to grow market
share and create competitive advantage. A resource guide within the Instructor’s
Resource Manual describes each segment and provides discussion questions.



CORPORATE STRATEGY VIDEO (0-324-20390-X)

This is a 45-minute video featuring corporate strategy situations for classroom
viewing. Corporate strategy and strategic planning perspectives are analyzed at an
up-and-coming company, Caribou Coffee; strateqy and leadership are examined at
CVS; and organizational structure is studied through Student Advantage. A resource
guide within the Instructor’s Resource Manual describes each segment and provides
discussion questions.

E-COURSEPACK

Current, interesting, and relevant articles are available to supplement each chapter
of Strategic Management in an e-Coursepack —the result of a joint effort between the
Gale Group, a world leader in e-information publishing for libraries, schools,

and businesses, and South-Western. Full-length articles to complement Strategic
Management are available 24 hours a day over the Web, from sources such as
Fortune, Across the Board, Management Today, and the Sloan Management Review. Stu-
dents can also access up-to-date information on key individuals, companies, and text-
book cases through predefined searches of Gale databases. For more information,
contact your South-Western/Thomson Learning sales representative or call Thomson
Custom Publishing at 1-800-355-9983.

INFOTRAC COLLEGE EDITION
R-A C* InfoTrac College Edition gives students access—anytime, anywhere—to an online
: database of full-text articles from hundreds of scholarly and popular periodicals,
including Newsweek and Fortune. Fast and easy search tools help you find just what
you're looking for from tens of thousands of articles, updated daily, all at a single
site. For more information, contact your South-Western/Thomson Learning sales
representative or call Thomson Custom Publishing at 1-800-355-9983.

In the words of Carly Fiorina, “We have hit our stride” in this edition. We are
indebted to the following people who worked on and developed several ancillary
materials to support this edition of the book:

Charles M. Byles, Virginia Commonwealth University
Janelle Dozier

Timothy R. Mayes, Metropolitan State College of Denver
R. Dennis Middlemist, Colorado State University

Leslie E. Palich, Baylor University

Jude Rathburn, University of Wisconsin—Milwaukee
Craig VanSandt, Augustana College

We also express our appreciation to the following people who reviewed
chapters and offered comments to help us develop this edition:
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Karen Bilda, Cardinal Stritch University

James Bronson, University of Wisconsin, Whitewater
Lowell Busenitz, University of Oklahoma

Charles M. Byles, Virginia Commonwealth University
Bruce Clemens, James Madison University

Refik Culpan, Pennsylvania State University at Harrisburg
Wade Danis, Marquette University

Tamela D. Ferguson, University of Louisiana at Lafayette
Charles Gates, Northern lllinois University
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Ted Herbert, Rollins College

Mike Hergert, San Diego State University
Phyllis Holland, Valdosta State University
Carol Jacobson, Purdue University

Franz Kellermanns, University of Connecticut
David J. Ketchen, Forida State

Haiyang Li, Texas A&M University

Roman Nowacki, Northern Illinois University
Annette L. Ranft, Wake Forest University
Mark Sharfman, University of Oklahoma
Tony W. Tong, Ohio State University

Henry Van Buren, University of Northern lowa
Robert Wiseman, Michigan State University

We also express our appreciation for the excellent support received from
our editorial and production team at South-Western. We especially wish to thank
John Szilagyi, our editor; Mardell Toomey, the developmental editor; and Kara
ZumBahlen, the production editor. We are grateful for their dedication, commitment,
and outstanding contributions to the development and publication of this book and

its package of support materials.
Michael A. Hitt

R. Duane Ireland

Robert E. Hoskisson

To Rebecca and Joe. We love To my children, Robyn, Dale, Becky,
you both. For you, it is certainly Angela, Joseph, and Matthew, who have
true that “two hearts are better supported me throughout my career.
than one.” —Robert E. Hoskisson

—R. Duane Ireland
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APPENDIX B The Metric System

LENGTH ! MASS
Centimeters mcl}g_s .
] 6
il iy etena e
14;:_- iy A centimeter is less than A plastic pen cap has a mass of
— il half an inch. about 1 gram
13— —
-
e
_“E Al A pen cap is about 1 centimeter
o = iy in diameter at its widest part
10— i
B I3 A recipe for lasagna calls for
— [T | 700 grams of ground beef and 113 grams
e el A meter is a little longer of shredded cheese
—— [ than a yard
= F
=
= E
] '__ A kilometer is about 3/5 of
6 ] i a mile
5——2 ey A hardback college dictionary has a mass of
i oy 1.8-2.25 kilograms
4—= il Speed limit in town is
E= s 50 km/h (31 mph)
S e ol
=l
e
= [l 150 km/h (93 mph)
1—= =) is usually a A football player can have a mass of
_— il speeding ticket as much as 126 kilograms
=1 B0
Conversion
lin. =25 cm 1 mm = 0.04 in.
1ft. =30 cm lcm =0.4in.
lyd=09m 1m =40in.
1mi=1.6km 1m =11yd
1km =0.6 mi
Prefixes and units of length used in microscopy Conversion
Prefix Meaning Unit loz=28g 1g =0.0350z
milli one-thousandth millimeter (mm) = 107> m 11b =045kg | 1kg =221Ib
micro one-millionth micrometer (Lm) = 10°m
nano one-billionth nanometer (nm) =102 m
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