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PREFACE

O ur goal in writing this book is to present a new, up-to-date standard for
explaining the strategic management process in a way that meets what the
international student of strategy needs. In adapting the original North-American
text to be truly international, we present you with an intellectually rich yet
thoroughly practical analysis of strategic management, specifically tailored to the
European, Middle-Eastern and African (EMEA) market.

In writing this book, we were challenged and invigorated by the goal of establish-
ing a new standard for presenting strategic management knowledge in a readable
style. To prepare for this EMEA edition, we carefully studied the most recent aca-
demic research to ensure that the strategic management content we present to you is
highly current and relevant for organizations. Highly relevant case studies, most of
which we have researched for this volume, illustrate how strategy works. In addi-
tion, we continuously read articles appearing in many different business publications
(e.g., Business Week, The Economist, Financial Times, Forbes, Fortune, Wall Street
Journal, to name just a few); scan leading business blogs; scour current and emerg-
ing ideas from business applications and management consulting websites; listen to
podcasts of critical strategy influences and thought leaders; and, work with compa-
nies directly in the executive education classroom and on consulting assignments.
We do this to identify valuable examples of how companies use the strategic man-
agement process.

Though many of the hundreds of companies we discuss in the book will be quite
familiar to you, some companies will likely be new to you as well. One reason for
this is that we use the “best practices” of companies from around the world to dem-
onstrate how globalized business has become. Another reason is that we want to un-
leash the “next practices” of strategic management by selecting those companies that
clearly use the strategic management process to achieve superior performance. To
maximize your opportunities to learn as you read and think about how actual com-
panies use strategic management tools, techniques and concepts (based on the most
current research), we write in a lively and user-friendly style.

Key Characteristics

Several characteristics of this book will enhance your learning opportunities:

m This book presents you with the most comprehensive and thorough coverage
of strategic management that is available in the market. Various aspects of
Strategy Analysis, Strategy Formulation and Strategy Implementation are
discussed in this book. In particular, this EMEA version provides full coverage
of implementation issues, such as leadership, structures and controls,
corporate governance, strategic entrepreneurship and strategic renewal.
Moreover, this EMEA edition contains several new themes in new and
adapted chapters. For example, Chapter 4 addresses the important
opportunity to tap and integrate external with internal resources and
introduces new concepts such as open innovation. Chapter 12, which is
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devoted to Corporate Governance, shows how firms’ ability to simultaneously
satisfy their stakeholders’ different interests is critical to firms’ success and has
become an essential part of the strategic management process. Chapter 15
discusses how implementation of strategic actions may help the firm to realize
strategic renewal by revitalizing and transforming their core businesses, and
seeking new avenues for growth. Other revised chapters show various other
topics of the strategic management process examined in this book.

m The research that underpins this book is drawn from the “classics” as well
as the most recent contributions to the strategic management literature,
knowledge and practice. The historically significant “classic” research
provides the foundation for much of what is known about strategic
management; the most recent contributions reveal insights about how to
effectively use strategic management in the complex, global business
environment in which most firms operate while trying 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 you, our readers, with a vast number of examples and applications of
strategic management concept, techniques, and tools. Collectively, no other
strategic management book offers the combination of useful and insightful
research and applications in a wide variety of organizations as does this text.
Company examples cover a wide international range of large firms including
firms such as Apple, BMW, Google, Henkel, ING, IKEA, Muji, Nestlé, Nokia,
Philips, Shell, Siemens and Tata. We also include examples of successful
younger and newer firms such as Armani, Alessi, BehavioSec, Diesel, East-
West Seed, Mamas & Papas, Ryanair, Suntech, and Virgin.

m By providing cases and insights that emerge from research in EMEA, we
present the “global” standard and at the same time show how it is applied in
“local” markets. We use the ideas of leading scholars from around the world
to shape the discussion of what strategic management is (strategy content).
We describe the practices of prominent executives and practitioners to help us
describe how strategic management is used in many types of organizations
(strategy process). On the basis of the numerous cases of various firms
operating in diverse industries, we also demonstrate how differences in firms,
industries and geographical locations affect the strategic management process
(strategy context). Our cases challenge students to critically take into account
the content, process and context dimensions of strategy.

m We carefully integrate two of the most popular and well-known theoretical
concepts in the strategic management field: industrial-organization economics
and the resource-based view of the firm. Other texts usually emphasize one of
these two theories (at the cost of explaining the other one to describe strategic
management). However, such an approach is incomplete. We argue that
research and practical experience indicate 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 across organization types.

m Focusing only on formulations of strategy is misguided. Strategy formulation
is important yet nothing without strategy implementation. This is especially
important in the current global economic climate and, with the dramatic
changes that are unfolding, careful attention to feedback loops that enable
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companies to better adjust to the shifting context make the implementation
and renewal of strategy paramount for long term success. Unlike many other
textbooks, we devote five chapters to the implementation of strategy. No
other book offers the formulation-development link and the renewal loop in
such clarity as presented here.

m We, the authors of this book, are also active scholars. We conduct research on
a range of contemporary and challenging strategic management topics. Our
passion for 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 create pay-offs in organizational performance.
Thus, our own US- and European-based research is integrated in the
appropriate chapters along with the research of numerous other scholars and
thought leaders.

Key Features

In addition to our book’s characteristics, there are some specific features that we
want to highlight for you. Understanding that a great textbook is not just text, we
have composed more than that. Our composition allows you to experience the stra-
tegic management process through the key features listed below. Each feature en-
hances the learning experience and provides a rounded solution to your education
in strategic management.

m Integrative Process Approach In this EMEA version, the whole strategic
management process is covered starting from strategy analysis, strategy
formulation, strategy implementation and renewal — we see this process as
iterative and dynamic not sequential, linear and static as many other
textbooks do. This approach provides the pathway through which firms are
able to achieve strategic competitiveness and earn above-average returns.
Mastering this strategic management process will effectively serve you, our
readers, and the organizations for which you will choose to work.

® An Exceptional Balance We strike a fine balance between both current
research and the state-of-the-art knowledge, and its application in
contemporary organizations. The content has not only the best research
documentation, but also the largest amount of effective real-world examples
to help readers understand the different types of strategies that organizations
use to achieve their vision and mission. We believe current research is a vital
input to your knowledge while the applications serve as the platform for
comprehending these sometimes challenging ideas.

m Lively, Concise Writing Style All chapters are written in a style designed to
hold readers’ interest and attention in strategic management while also
demonstrating the relevance of this subject to day-to-day company news and
current business affairs.

m Opening Cases and Closing Cases We provide a wealth of examples detailing
how actual organizations use the strategic management process to outperform
rivals and increase their performance. These Opening and Closing Cases of
each chapter cover a wide range of industries in many different countries to
help you get a better understanding of how strategy matters in a global
marketplace. These relatively short case vignettes provide excellent support for
individual reflection and class discussions.
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m Strategic Focus Boxes Each chapter provides three in-depth contemporary
examples that further support and broaden the strategic issues covered in the
chapter. They provide short case descriptions, from mainly European
companies, to illustrate the added value of the strategy concepts and tools
discussed in the text.

m Key Debate features In addition to boosting the critical coverage throughout
the main text, a new boxed feature highlighting a crucial debate in the
literature is introduced. Each chapter contains a discussion of a thought-
provoking and controversial topic to encourage students to think critically
and analyze what they have read. Questions following each Debate allow
students to monitor and test their understanding.

®m Summary and Margin Notes Chapter summaries help you to recap and review
the main points of the chapter. In the Margin Notes of each chapter you will
find clear definitions of the strategy concepts used in the text.

m Review and Discussion Questions The review questions stimulate students
to absorb the theory, reflect on the concepts and make new connections.
The Discussion questions involve a mixture of active discussion, library
assignments and web projects.

m Experiential Exercises These exercises place the reader in a variety of
situations requiring application of some part of the strategic management
process. Inviting you to engage with real businesses these exercises allow
learners to lead their own progress and to enjoy discovery of new insights.

m Video Cases Following each chapter we seek to stimulate critical thinking and
curiosity of the reader by introducing different perspectives through a link to
an online video stream. These videos often introduce cases or issues that
encourage creative and critical reflection.

m Further Reading Recommendations of relevant books and crucial articles are
meant to broaden your horizon. On purpose we have selected books and
articles to help you explore other voices often beyond management. We hope
you enjoy these, as we think, productive divertissements or divertimenti create
different and delightful tunes.

m Full Four-color Format This format and the visuals used enhance readability
by attracting and maintaining readers’ interest.

STRUCTURE OF THE BOOK

This book covers the full spectrum of strategic management. We illustrate this with
a simple framework (Figure 1) that provides a solid foundation to those students
embarking upon strategic management education who seek to learn about how
companies are led to success, as well as to more advanced students and practi-
tioners wishing to understand holistically the integrative nature of this discipline.
In line with our definition of strategic management, we seek to help explain and
achieve above average returns (performance) by transforming the company through
strategic actions for which the availability and awareness about strategic inputs are
essential. In our book, we provide a logical step-by-step progression towards above
average performance and feedback loops to further improve strategic fit in the long
run.
The book has three parts that address the three key questions: 1. What do I need
to achieve strategic competitiveness? 2. How do I articulate strategy? 3. How do I
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Part 1 — Inputs — consists of four chapters. Chapter 1 delivers what is needed to
initiate strategic management and provides an overview, fundamental concepts and
a holistic view of how core concepts relate to each other and to strategic competi-
tiveness. Of special importance here is the dynamic nature of strategic competitive-
ness which is the outcome of a feedback process that provides the foundation to
building effective strategic management. We then develop the mainstream ap-
proaches in strategy, focusing first on understanding the inputs related to the exter-
nal environment and then the internal environment where we explain the outside-in
and inside-out dichotomy in Chapter 2 and Chapter 3. Going beyond conventional
textbook writing, we offer a new view on how to integrate internal and external
inputs in Chapter 4.

With the strategic inputs necessary for Part 2 — Formulation — we present in six
chapters how strategic leaders articulate new strategies in ways that are more com-
petitive (Chapter 5-9) and more cooperative (Chapter 10). Carefully developing
strategies requires heightened attention to the context of the new strategy. We focus
on three main themes — business-level, corporate-level and international strategy.
First, we address competition in product-market encounters at the business-unit
level (Chapter 5) to understand how to develop business-level strategies. Competi-
tion is not limited to one competitive bout, which is why we devote Chapter 6 to
competitive rivalry and competitive dynamics and the means that companies have
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to formulate strategies to win under the most challenging circumstances. Following
this, we present chapters that explain how to develop corporate-level strategy
(Chapter 7) and how to formulate strategies to develop corporations through stra-
tegic acquisition and restructuring (Chapter 8). Both business-level strategy and
corporate-level strategy needs to be attenuated when the development of companies
is pursued internationally (Chapter 9). This perspective on global competitiveness
emphasizes the need for more cooperative strategies because the means of competi-
tion within the boundaries of a specific institutional setting reach their limits in
a context where the same institutions cannot be taken for granted. Under such
circumstances, being able to formulate cooperative strategy may be the only way
to competitive advantage (Chapter 10).

Building on Part 1, Inputs and Part 2, Formulation, Part 3’s five chapters are de-
voted to ‘how to get it done’. The critical role of strategic leadership (Chapter 11)
opens this part and explains the institutional setting in which strategic leaders oper-
ate. Chapter 12 examines corporate governance and illustrates the similarities and
differences in customs, rules and regulations that support or afflict leaders in their
quest to implement strategies by designing the organizational structure and estab-
lishing controls (Chapter 13). In order to innovate and increase the odds of long
term viability of companies, strategic leaders have to find ways to start new corpo-
rate activities without disrupting the organization which is the basis of Chapter 14
on strategic entrepreneurship. The implementation of strategies against a backdrop
of rapidly changing environments where dynamic competition alters the configura-
tions of inputs, strategies and outcomes cannot be static. Strategic renewal
(Chapter 15) is a key concept which shows how strategic leaders make choices to
escape their legacy and to engage, over time, in a new and better fit between the
organization and its environment. This chapter concludes Part 3 and explains how
firms can sustain above-average returns. Feedback from the market and the broader
environment then inform a company’s strategic leaders’ vision and mission often
triggering a new analysis of inputs (Part 1), alternative formulations (Part 2) and
differing means of implementation (Part 3). While this logical sequence of inputs,
formulation and implementation is compelling, we acknowledge that the world of
practice often fails to conform to such order and rational behaviour. Our attempt
to reflect the interconnections between themes and topics in different chapters can
be seen in the frequent links made across chapters. Seeking to reveal this complex
reality with cross-references we also try to keep the structure of the ideas and
themes crisp. In short, our quest for rigour and relevance in helping you succeed
with strategic management is what you will find in this book.

Currency
The authors employ the Citibank (North America) dollar/euro conversion rate as

applicable on 13 May, 2010: 1 US dollar = 0.78746358 euros, and British pound/euro
conversion rate as on 6th June, 2010: 1 British pound = 1.19660 euro.
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