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Preface

PERSONAL NOTE TO PROFESSORS

Strategic Management (Second Edition) is designed for both undergraduate and graduate
courses in business policy and strategic management. This second edition features up-
dated chapters, an updated Cohesion Case, new Experiential Exercises, new cases, and
a new section (Part Five) on Case Analysis; ancillaries include an Instructor’s Manual
and Test Bank, and a set of Transparency Masters.

Updated Chapters

The second edition places greater emphasis on business ethics, strategy-culture linkages,
strategy-production relationships, behavioral aspects of strategic management, bases for
gaining competitive and comparative advantage, international strategy issues, and strat-
egy development in small businesses. There is much less repetition and 40 percent new
material. Each chapter now begins with Learning Objectives and Notable Quotes and
ends with Key Terms and Concepts and Issues for Review and Discussion. Chapters 7
and 8 on strategy implementation have been totally rewritten and reorganized. The
information on computer assisted strategic planning (a separate chapter in the first
edition) has now been integrated appropriately into other chapters and updated.
Hundreds of new examples in this edition bring strategic management to life
and capture the reader’s interest. These examples reflect contemporary strategic-
management issues, such as takeover mania, leveraged buyouts, middle manager lay-
offs, information technology, foreign competition, deconglomeration, globalization of
industries, and comparative advantage. This edition combines traditional planning con-
cepts with state-of-the-art developments in strategic management, such as the Quanti-
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tative Strategic Planning Matrix (QSPM). An improved, comprehensive model of the
strategic-management process now appears in all chapters to guide the reader. An av-
erage of twenty suggested readings from 1986-1988 are provided at the end of each
chapter.

Updated Cohesion Case

This edition features a 1988 Cohesion Case on Ponderosa, an international chain of
steakhouse restaurants. Appearing at the end of Chapter 1, the Cohesion Case allows
students to apply strategic-management concepts and techniques to a real organization
as chapter material is covered in class. This integrative or “cohesive” approach readies
students for case analysis. Ponderosa was recently acquired by Asher Edelman in a
hostile takeover, so the updated case is especially timely and current.

New Experiential Exercises

Twelve new Experiential Exercises and nineteen improved Experiential Exercises appear
in the second edition, the only business policy textbook that currently offers classroom
Experiential Exercises centered around leading problems and issues facing owners of
businesses and chief executive officers today. Many of the Experiential Exercises apply
chapter material to the Cohesion Case. Students have found these exercises to be
pertinent, relevant, interesting, challenging, contemporary, and enjoyable.

Instructor’s Manual

An Instructor’s Manual gives answers to the end of chapter discussion questions and
answers to all the Experiential Exercises. It also includes a twenty-page glossary that
defines all key terms and concepts in the text and more than one thousand true-false,
multiple choice, and essay test questions. The Instructor’s Manual gives alternative
course outlines and extensive case teaching notes for all cases in the book. The teach-
er’s notes feature detailed analyses of each case, classroom discussion questions for each
case, an internal and external evaluation of each company, an epilogue for each com-
pany, and much more helpful information for each case.

Case Analysis

Part Five offers guidelines on how to analyze a business policy case, how to give an oral
presentation, and how to prepare a written case analysis. New suggestions for speaking
at an effective rate and finding an appropriate tone, managing body language, speaking
from notes, constructing visual aids, and answering questions are given. Part Five also
includes a list of fifty special “tips for success” in case analysis.

New Cases

Thirty-five up-to-date cases, covering a broad spectrum of organizations and environ-
ments, are provided in this text. All but one of the cases, Winston Glass Company,
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are undisguised; students can look up real names and real people in the library. New to
this edition are twenty-five current cases on such well known firms as Seagram,
BankAmerica, Morton Thiokol, Walt-Disney, PaineWebber, and Sears, Roebuck. Ten
cases from the first edition, including Winnebago, Playboy Enterprises, The Limited,
Bevell’s Hardware, and Super 8 Motels, have been updated. The thirty-five cases in-
clude twelve small business cases, twenty-one international strategy cases, thirteen cases
on manufacturing firms, and twenty-two cases on service firms. The cases, most written
exclusively for this text and targeted to reflect current strategic-management problems
and practices, are organized clearly by type of industry.

Paperback Editions Available

For those instructors who desire a text containing only concepts or cases, separate
paperback editions of the concepts and case sections of this text are available. Concepts
of Strategic Management (Second Edition) contains all nine chapters of Strategic Man-
agement (Second Edition), including the Ponderosa Cohesion Case and Experiential
Exercises. Cases in Strategic Management (Second Edition) includes all 35 cases as well
as a separate section on case analysis.

[ invite your suggestions, ideas, comments, or questions about any part of this text
or the ancillary materials. Merrill Publishing Company and I are dedicated to providing
the very best business policy text on the market and we need your input to achieve this
goal.

PERSONAL NOTE TO STUDENTS

Welcome to business policy. This is a challenging and exciting course that will allow
you to function as the owner of a business or chief executive officer in many different
organizations. Strategic decisions determine the direction and competitive position of
an enterprise for a long time. Decisions to expand geographically, to diversify, or to
acquire a competitor are examples of strategic decisions. Your major task is business
policy will be to make strategic decisions and to justify those decisions through oral and
written. communication. You will be called upon in class to demonstrate how your stra-
tegic decisions could be successfully implemented.

Strategic decision making occurs in all types and sizes of organizations, from Gen-
eral Motors to a small hardware store. Strategic decisions affect lives and jobs, and
even an organization’s very survival, so the stakes are high. The primacy of strategic
decisions makes this course especially exciting and challenging.

In business policy you can look forward to making strategic decisions both as an
individual and as a member of a team. No matter how hard employees work, an orga-
nization is in real trouble if strategic decisions are not made effectively. Doing the right
things (effectiveness) is much more important than doing things right (efficiency)! For
example, the Eastman Kodak Company was an efficient producer of 35-millimeter cam-
eras for decades, but ineffective strategies to shift Kodak’s emphasis to disk cameras
brought disaster in the 1980s. Disk cameras turned out to be Kodak’s Edsel and Kodak’s
profits declined an average of six percent annually from 1983 to 1987.
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Many up-to-date examples and exercises are included in this text to arouse your
interest in learning about strategic management. Modern strategic-management con-
cepts are presented that will enable you to formulate, implement, and evaluate strate-
gies in all kinds of profit and nonprofit organizations. You will learn how an organiza-
tion can gain competitive advantages through information technology. You will also
learn how to integrate knowledge acquired in previous business courses.

You will have the opportunity in this course to make actual strategic decisions,
perhaps for the first time in your academic career. Do not hesitate to take a stand and
defend specific strategies that you determine to be best. The rationale for your strategic
decisions will be more important than the actual decision, because no one knows with
certainty what the “best strategy” is for a particular organization at a particular time.
This fact accents the subjective, contingency nature of the strategic-management pro-
cess. Use the concepts and techniques presented in this text, coupled with your own
intuition and knowledge, to recommend strategies that you can defend as being most
appropriate for the organizations that you study.
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