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Our goal in writing each edition of this book is to present a new up-to-date standard
for explaining the strategic management process. To reach this goal with the 7th edition
of our market-leading text, we again present you with an intellectually rich yet thor-
oughly practical analysis of strategic management.

With each new edition, we are challenged and invigorated by the goal of establish-
ing a new standard for presenting strategic management knowledge in a readable style.
To prepare for each new edition, we carefully study the most recent academic research to
ensure that the strategic management content presented is highly current and relevant
for organizations. In addition, we continuously read articles appearing in many differ-
ent business publications (e.g., Wall Street Journal, Business Week, Fortune, Barron’s, and
Fast Company, to name just a few) to identify valuable examples of how actual compa-
nies use the strategic management process. Many of the hundreds of companies we dis-
cuss in the book will be quite familiar to you, but some new and different companies
are also included. In particular, we use examples of companies from across the world to
demonstrate how globalized business has become in the 21st century. To maximize your
opportunities to learn as you read and think about how actual companies are using the
relevant strategic management tools, techniques, and concepts (based in the most cur-
rent research), we emphasize a lively and user-friendly writing style.

There are several characteristics of this 7th edition of our book that are intended to
enhance your learning opportunities:

+ This book presents you with the most comprehensive and thorough coverage of
strategic management that is available in the market.

+ The research used in this book is drawn from the “classics” as well as the most
recent contributions to the strategic management literature. The historically signif-
icant (or classical) research provides the foundation for much of what is known
about strategic management, while the most recent contributions reveal insights
about how to effectively use strategic management in the complex, global business
environment in which most firms operate and try to outperform their competitors.
Our book also presents you with many examples of how firms use the strategic
management tools, techniques, and concepts developed by leading researchers.
Indeed, this book is strongly application oriented and presents readers with more
examples and applications of strategic management concepts, techniques, and tools
than all other strategic management texts. In this edition, for example, we examine
more than 600 companies to describe the use of strategic management tools, tech-
niques, or concepts. Collectively, no other strategic management book presents you
with the combination of useful and insightful research and applications in a wide
variety of organizations as is available in this text.

+ We carefully integrate two of the most popular and well-known theoretical con-
cepts in the strategic management field: industrial-organization economics and the
resource-based view of the firm. Other texts emphasize usually one of these two
theories (at the cost of explaining the other one to describe strategic management).
However, such an approach is incomplete; research and practical experience indi-
cate that both theories play a major role in understanding the linkage between
strategic management and organizational success. No other book integrates these
two theoretical perspectives effectively to explain the strategic management process
and its application in all types of organizations.

+ We use the ideas of prominent scholars (e.g., Richard Bettis, Alfred Chandler,
Kathy Eisenhardt, Sumantra Ghoshal, Don Hambrick, Gary Hamel, Rosabeth Kan-
ter, Rita McGrath, Michael Porter, C. K. Prahalad, Richard Rumelt, Ken Smith,
David Teece, Oliver Williamson, and numerous others) to shape the discussion of
what strategic management is. We describe the practices of prominent executives
and practitioners (e.g., Carlos Gutierrez, Reed Hastings, Jeffrey Immelt, Steven Jobs,
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Herb Kelleher, Anne Mulcahy, Meg Whitman, and many others) to help us describe
how strategic management is used in many different types of organizations.

+ We (authors of this book) are also active scholars. We conduct research on dif-
ferent strategic management topics. Our interest in doing so is to contribute to
the strategic management literature and to better understand how to effectively
apply strategic management tools, techniques, and concepts to increase organi-
zational performance. Thus, our own research is integrated in the appropriate
chapters along with the research of other scholars.

In addition to our book’s characteristics, as listed above, there are some specific features
of this 7th edition that we want to highlight for you:

* New Opening Cases and Strategic Focus Segments. We continue our tradition of
providing all-new Opening Cases and Strategic Focus segments. In addition, new com-
pany-specific examples are included in each chapter. Through all of these venues, we
present readers with a wealth of examples of how actual organizations, most of which
compete internationally as well as in their home markets, use the strategic manage-
ment process to increase their ability to compete and achieve higher performance.

* An Exceptional Balance between current research and applications of it in actual
(and mostly widely recognized) organizations. The content has not only the best
research documentation but also the largest amount of effective firm examples to
help active learners understand the different types of strategies that organizations
use to achieve their vision and mission.

* All New Cases with an effective mix of organizations headquartered or based in the
United States and a number of other countries. Many of the cases have enhanced
financial analyses as part of the Case Notes available to instructors. These timely
cases present active learners with opportunities to apply the strategic management
process and understand organizational conditions and contexts and to make appro-
priate recommendations to effectively deal with critical concerns.

+ Enhanced Experiential Exercises to support individuals’ efforts to understand how
strategic management is used in all types of organizations.

* Lively, Concise Writing Style to hold readers’ attention and to increase their inter-
est in strategic management.

+ Continuing, Updated Coverage of vital strategic management topics such as com-
petitive rivalry and dynamics, strategic alliances, mergers and acquisitions, interna-
tional strategies, corporate governance, and ethics. Also, we continue to be the only
book in the market with a separate chapter devoted to strategic entrepreneurship.

* Full four-color format to enhance readability by attracting and maintaining read-
ers’ interests.

To maintain current and up-to-date content, several new concepts are explored in the
7th edition. New content is provided in Chapter 2 on the concept of complementors.
Complementors are a network of companies that sell goods or services that “comple-
ment” the focal firm’s own good or service. For example, a range of complements is
necessary to sell automobiles, including financial services to arrange credit, luxury
options including stereo equipment, extended warranties, etc. These complementary
products often facilitate a focal firm’s ability to sell its products to the consumer.

In Chapter 7, we emphasize how cross-border acquisitions are used to implement
firms’ strategies and influence their performance. Examples include the Lenovo Group’s
acquisition of the PC assets of IBM and CNOOC’s failed acquisition of Unocal Corpo-
ration. Both Lenovo and CNOOC are Chinese companies. We also emphasize the
restructuring of large diversified business groups such as the Tata Group in India.

One of the interesting ideas newly introduced in Chapter 8 dealing with interna-
tional strategy is the effect that recent changes in intellectual property right laws have
in both India and China. Multinational firms based in other countries have called for
stronger laws to protect their intellectual property in those countries. Interestingly,
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many of India and China’s companies are beginning to emphasize innovation instead of
imitating other multinationals’ products; therefore, these companies welcome stronger
patent protections for intellectual property that they develop.

In Chapter 10, “Strategic Leadership,” the discussion of managing the firm’s
resource portfolio has been further enriched with particular focus on the development
and use of human capital and social capital.

New structures used by transnational firms are described in Chapter 12. Two alternative
structures are illustrated as we discover new ways that firms are implementing this emerg-
ing strategy to compete globally. The new strategy and structure combinations are illus-
trated in changes at Unilever Corporation, exemplifying the evolution in structural design.
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KNOWLEDGE OBJECTIVES

Studying this chapter should provide you with the strategic management knowledge needed to:

1. Define strategic competitiveness, strategy, competitive 4. Use the resource-based model to explain how firms
advantage, above-average returns, and the strategic can earn above-average returns.

management process. 5. Describe vision and mission and discuss their value.

2. Describe the 21st-century competitive landscape and
explain how globalization and technological changes
shapeit.

6. Define stakeholders and describe their ability to
influence organizations.

i : S , 7. Describe the work of strategic leaders.

3. Use the industrial organization (I/O) model to explain 3 {
how firms can earn above-average returns. 8. Explain the strategic management process.
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One possible strategy GM could use to improve its performance would be to produce a
smaller number of models but focus more on design and engineering.



