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Preface

This twelfth edition of Strategic Management: Formulation, Implementation, and Control
is designed to accommodate the needs of strategy students worldwide in our fast changing
twenty-first century. These are exciting times, and they are reflected in this book and the
accompanying McGraw-Hill supplements. This preface describes what we have done to
make the twelfth edition uniquely effective in preparing students for strategic decisions in
tomorrow’s fast-paced global business arena. They include NEW or revised chapter mate-
rial, cases, and illustrations examining:

» Business ethics and corporate social responsibility.

» Globalization as a central theme integrated and illustrated throughout this book and in a
separate chapter on the global business environment every business faces.

» Fundamental ways strategists enable innovation and entrepreneurship to shape their
companies’ futures more proactively.

+ Structuring networked, boundaryless organizational structures to face twenty-first-
century challenges.

Starbucks supports
coffee farmers by
paying premium
prices for the high-
est quality coffee
beans and by main-
taining its position
as the largest pur-
chaser, roaster, and
distributor of Fair
Trade Certified™ cof-
fee in North America
(it is also among the
largest worldwide).
In addition, Star-
bucks is a long-time
partner of Conservation International (Cl). Together,
the two izati d envil and
social practice standards (C.A.FE. Practices) for cof-
fee farmers and implemented a rewards system for
farmers who adhere to these practices.

The partnership has had a major impact on cof-
fee farmers worldwide. For example, the Asso-
ciation of Kilimanjaro Specialty Coffee Growers, an
association of 8,000 smallholder coffee growers in
Tanzania, receives support from Starbucks because
it is CA.FE.-certified. As a result, the association is

* The accelerating pace of global and techno-
logical change with frameworks that help
managers adapt its impact on their compa-
nies, markets, and the industry dynamics
that result.

able to add environmentally sustainable technology
to increase coffee quality, which in turn improves
the profitability of its farmer members.

Since he came out of retirement to be reap-
pointed as Starbucks’ CEO in January 2008, Howard
Schultz has taken action to further solidify the com-
pany’s support of coffee farmers. Schultz partnered
with Peter Seligmann, CI's chairman and CEO, to
take support of coffee farmers to the next level by
protecting the land surrounding coffee farms. The
effort involves an effort to help the farmers get a
piece of the fast-growing $70 billion carbon finance
business. Starbucks finances CI's efforts to work with .
local growers to protect the landscapes around the
coffee farms. Farmers agree to preserve forests to
replant trees so that they become eligible for car-
bon credits from companies that are voluntarily off-
setting their emissions.

Under Schultz’s leadership, Starbucks has also
extended its direct financial support of coffee farm-
ers. In 2008, Starbucks, Transfair USA, and the Fair-

helina Ornanizatinne (FIO) International

»  Ways for strategists to identify and lever-
age their firm’s strengths in rapidly chang-
ing industry circumstances.

Contemporary examination of the chal-
lenges and advantages using global supply
chains and outsourcing of strategic parts of
a firm’s product or service offerings.

Exhibit 4.3

Strategy in Action

Unions Seek Payback for Helping Obama

* The increased and valued role of companies founded and/or run by women and minori-

The labor unions that helped Barack Obama win the
White House are looking for some payback. While
Obama’s support could help, unions' diminishing
membership has made it tough to get their legislation
passed. Unions represent about one in eight U.S. work-
ers, down from about one in five 25 years ago.

The biggest labor-business donnybrook in the new
Congress will be over a bill that would do away with
employers’ right to demand secret-ballot elections to
recognize unions. Instead, a company would have to
recognize and bargain with a union once union cards
were signed by 50 percent of the company's eligible
workforce plus one additional employee.

ties worldwide.

The House passed the measure in 2007, but it died under
a Republican filibuster in the Senate. President Bush had
vowed to veto it, but Obama made it part of his platform.

Labor leaders say employers have used secret-ballot
elections, generally held on job sites, to coerce and
intimidate workers into rejecting unions. Employers
counter that workers are often coerced by their peers
to sign union cards and that a secret-ballot election is
the only way to determine their true desires.
Source; Excerpted from “Unions Seek Payback for Helping
Obama,” The Associated Press, November 10, 2008,
http/Avww.msnbc.msn.com/id/27649167/. Reprinted with

permission of The Associated Press, Copyright © 2008. All
rights reserved.



x Preface

We are also pleased to offer:

» More than 20 new Top Strategist boxes highlighting leaders worldwide who are unique
examples of good strategic leadership and thinking.

* 30 new, contemporary cases covering business situations from around the world in both
large and small, entrepreneurial companies—o6 short cases and 24 comprehensive cases
are included in this twelfth edition’s case selection.

»  More than 50 new Strategy in Action boxes illustrating key concepts in each chapter.

+ Literally hundreds of new, twenty-first-century examples woven into the text in each
chapter.

The twelfth edition of Strategic Management is divided into 14 chapters. They provide a
thorough, state-of-the-art treatment of the critical business skills needed to plan and manage
strategic activities. While the text continues a solid academic connection, students will find
the text material to be practical, skills oriented, and relevant to their jobs and entrepreneurial
aspirations.

All of the material in this edition is based on a proven model-based treatment of strategic
management that allows for self-study and an easy-to-understand presentation. We have
also significantly reduced the page length in this edition, providing in turn a very focused
presentation that is also the most cost-effective offering from McGraw-Hill/Irwin for
twenty-first-century students and instructors of strategic management.

AN OVERVIEW OF OUR TEXT MATERIAL

Chapters

The twelfth edition uses a model of the strategic management process as the basis for the
organization of the text material. Adopters have identified this model as a key distinctive
competence for our text because it offers a logical flow, distinct elements, and an easy-to-
understand guide to strategic management. The model reflects strategic analysis at different
organizational levels as well as the importance of innovation in the strategic management
process. The model and parallel chapter organization provides a student-friendly approach
to the study of strategic management.

The first chapter provides an overview of the strategic management process and explains
what students will find as they use this book. The remaining 13 chapters cover each part
of the strategic management process and techniques that aid strategic analysis, decision
making, implementation, control, and renewal. The literature and research in the strategic
management area have developed at a rapid pace in recent years in both the academic and
business press. The twelfth edition includes several upgrades designed to incorporate major
developments from both these sources. While we include cutting-edge concepts, we empha-
size straightforward, logical, and simple presentation so that students can grasp these new
ideas without additional reading.

Strategy in Action Modules

Each chapter provides a key pedagogical feature, Strategy in Action modules, that have
become standard in most strategy books. We have drawn on the work of prestigious
business magazine field correspondents worldwide to fill more than 50 new Strategy in
Action modules with short, hard-hitting current illustrations of key chapter topics. We are
energized by the excitement, interest, and practical illustration value our students tell us
they provide.
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Top Strategists Boxes
Adding to the Strategy in Action modules, we have included one or more Top Strategist
boxes in each chapter that tell the personal story about a company or industry leader whose
behavior, practices, or actions illustrate a key concept in the strategic management process
covered in that particular chapter. These boxes help personalize what we present in the
chapter through a vignette about someone most students will recognize or have read about
in the popular press.

CASES IN THE TWELFTH EDITION

We are pleased to offer 30 excellent cases in this edition. These cases present companies,
industries, and situations that are easily recognized, current, and interesting. We have a
good mixture of small and large firms; start-ups and industry leaders; global and domesti-
cally focused companies; and service, retail, manufacturing, technology, and diversified
activities. We explore U.S.—based companies, European—based companies, Asian—based
companies, and emerging Middle Eastern economies.

Six of the cases in this edition are short cases. They allow for flexibility in conducting
class sessions where coverage of both a case and other material is desirable. We have found
them useful at the start of a strategy course’s case segment to jump-start students’ grasp
of what strategy is about—using short vignettes on companies very familiar to students
presented as those companies face current strategic situations and decisions. So cases such
as “Facebook vs. Twitter,” “Microsoft vs. Mozilla,” and “PetSmart vs. Petco” let students
embark on case analysis in company settings with which they are already comfortable.

OUR WEB SITE

A substantial Web site has been designed to aid your use of this book. It includes areas
accessible only to instructors and areas specifically designed to assist students. The instruc-
tor section includes supplement files, which include detailed teaching notes, PowerPoint
slides, and case teaching notes for all 30 case studies, which keep your work area less clut-
tered and let you quickly obtain information. Students are provided company and related
business periodical (and other) Web site linkages to aid and expedite their case research and
preparation efforts. Practice quizzes are provided to help students prepare for tests on the
text material and attempt to lower their anxiety in that regard. We expect students will find
the Web site useful and interesting. Please visit us at www.mhhe.com/pearcel2e.

SUPPLEMENTS

Components of our teaching package include a revised, comprehensive instructor’s manual,
test bank, Power Point presentation, and a computerized test bank. These are all available
to qualified adopters of the text. Professors can also use a simulation game as a possible
package with this text: the Business Strategy Game (Thompson/Stappenbeck). The Busi-
ness Strategy Game provides an exercise to help students understand how the functional
pieces of a business fit together. Students will work with the numbers, explore options, and
try to unite production, marketing, finance, and human resource decisions into a coherent
strategy.
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