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Instructor’s Preface

FOR NEW ADOPTERS

»t

What Is Different About This Book?

Welcome' Strategy textbooks abound, and the last thing you need 1s another book
that looks just like the last three you reviewed. The following features make this
strategic management book unique

Level of Integration

In an age that stresses being polmcally correct, textbooks are written to avord taking a
clear stand in order to evade criucism from any sector, but this text clearly takes a
stand From its beginning to 1ts end, this text emphasizes developing a compettive
advantage for the perpose of achieving superior financial performance Thus central
focus forms an integrating thethe throughout the book It 1s demonstrated from the
start by the “Architecture of Strategy” framework, used as a road map throughout the
text, right through to the teaching notes that accompany the cases Every chapter was
written to explan another set of concepts criucal to developing strategies that estab-
lish competitive advantages and yield superior economic performance, and every case
was selected because 1t 1llustrates these concepts in practice

Blend of Cutting Edge Versus
Tried and True

As an offspring of general management and strategy, strategic management benefits
from the hybrid vigor that comes from having parents with very different lineages.
General management traces 1ts roots back to the practice of organizational leadership
and has provided many tools and concepts that are valuable for their ability to com-
bine simplicity with power. Who would want to teach a course on strategic manage-
ment that did not cover such tried and true concepts as SWOT analysis or did not 1l-
Justrate the integraton of different functional areas® Such contributions from general
management nicely complement concepts produced from the study of strategy as a
topic 10 1ts own right The newest concepts that have resulted from the study of strat-
egy as an academic discipline mclude hypercompetition, the resource-based view of
the firm, and the learming orgamizanon When we combine the best of the concepts
from. general management and strategy, the result 1s strategic management as 1t 15 ex-
plained mn ths texe

XXI
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Balance Between Formulation and
Implementation

No doubt about it, it’s far easier to write about strategic analysis and strategy formula-
tion than it is to write about strategy implementation. Yet, virtually any experienced
manager will tell you that the real challenge in strategic management lies in imple-
mentation. This text provides the most comprehensive discussion on this difficult
topic of any available text designed for a strategic management course. Four beefy
chapters are devoted to the topic, with the first presenting an overview of the issues
involved in strategic change, and the subsequent three detailing how three different
categories of change levers can work both for and against desired changes. Students
often complain that they cannot see the value of the “touchy-feely” stuff that too of-
ten makes up 2 discussion of strategy implementation. However, experience shows
that students appreciate the practical, results-oriented material in the implementation
section of this text.

“Digestibility” for Students

Given the wide range of topics to be covered, the high-level thinking required, and
the blend of theory and practice entailed, strategic management typically is not an
easy course for students. Two approaches are used to deal with this issue. One is to
“dummy down” the text by avoiding challenging material, but this approach runs the
risk of undereducating students on practices they will encounter in real-world organi-
zations. The approach taken here is to include all concepts considered essential to a
student’s well-rounded understanding of strategic management as it is currently prac-
ticed, but to make these concepts as accessible as possible for students. The text uses
an inviting, student-friendly style of writing. Concepts are carefully explained in a
logical, classroom-tested sequence. Countless illustrations are used to drive home
critical points. The goal of this text is to present all the concepts critical to your
course and to do so in a manner that makes your student’s study time as productive as

possible.

Quality of Ancillaries

While the challenges facing students in this course are significant, so are those facing
its instructors. Strategic management is arguably the most rapidly evolving business
discipline, so remaining current on concepts is an unending responsibility. And be-
yond the concepts, every incoming class of students expects cases that are the subjects
of today’s headlines instead of yesterday’ history books. The most common approach
to addressing these challenges results in a sort of “arms race” that textbook salespeo-
ple judge using the “thud factor.” This is a race to see whose ancillary package can
produce the loudest thud when a salesperson plops it down on your desk. Contrary to
this trend, development of the ancillary package for this text has emphasized quality,
not quantity. Rather than being diverted by whistles and bells of marginal utility, de-
velopment has focused on producing teaching notes and teaching aids for the chapters
(Volume I) and cases (Volume II) that are genuinely useful.
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Volume I, prépared by Ram Subramanian (Grand Valley State University), con-

&7 tatns chapter outlines, teidhing tps, examples and illustratrons not found in the text,

ie

and a great testbank. Voltime II, which I edited, contams all the case notes, present-
ing a qase synopéss, a tiseussion on the case’s pedagogy, suggestuons on how to use the
cases 1n conjunction with specific text chapters, thorough discussion of each discus-
sion question,,transparency masters presenung key points from the case analysss, and
a ease updase This matenal 1s also supplemented with sidebars lughlighung the case’s
Wamres ang others summgrizing its central topics Every case note also comes
a board plan and wherever applicable, they 1dentfy outside resources such as ar-
ticles and videos, Jf you never look at teaching materials because they are never any
good, I hope you will make an exception and look at the two-volume Instructor’s Man-
ual accompanythg this text It's different from all the rest See for yourself
If you are a new adopter and are interested in more details about the text, you
may be mterested i the following section, which offers prévious adopters’ discussion
about changes'made between the second and third edrtions

FOR PREVIOUS ADOPTERS:

=

it

What s Ditferent About This Edition?
Welcome back. Here’s what's different about the third edition

» Based o surveysy mterviews, and suggestions from a numberof past users, this
edrtion has severhl sew learning a1ds for students Each of the five major parts to
the text has a concise part overview thatshows how the upcoming materuals are
integrated and how they should be appraached Each chapter has a three-part
opener presented as a two page spread These openers contamn a chapter outline, a
chapter overview, and a list of key learning points, Following these openers, stu-
J;gs are given aStTafegIC Vignette presenting a real-world example of how the
Esge; oysred In L&e upcorming pages were critical to the success of a recognizable

rnt Back by populay demand, the chapters sull end with a bulleted list of man-
agerial practices to adopt from thus chppter However, L have added study/discus-
sion questions to the chapter closings

» The former Chapter 1 1s gone Son,:f; of the material that was 1n 1t, specifically the
motwyanional maeral that explains the course to students, has been moved to 2
Student’s Preface that immeduately follows thus one This 1s followed by two chap-
ters that combwe, to forrp a unique two-chapter opeping part, entitled Perspec
tives on $trateg1c Mapagemmt The perspectives to which this part ttle refers are
the content perspective and the process perspegtive commonly used to orga-

Jnize our dxsqphne’s work

s The new Chapter 1 focuses on the eontent of strategy This chapter explains the
text’s centralpresmse—strategies should create competiive advantages that yield
supersor financial performancé—and introduces the Architecture of Strategy
framework that shows how topics covered 1n subsequent chapters contribute to
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building and maintajning competitive advantages In explaiming fundamental con
cepts such as economuc value added (EVA) and egmpetitive advantage, the fo
cus throughout this chapter 15 on “the what” of strategy, that 1s, what works in
producing desired outcomes. This makes it a good complement to the second
chapter m Part I

The new Chapter 2 focuses on the process of strategic management This chap
ter views strategic fanagement as a series of nterlmked processes It takes a de-
taled look at strategic planning and discusses 1ts strengths and weaknesses In
this chaptef; students are encouraged to look for descriptions of strategic
processes that aye presented alongside discusstort of strafegic content throughout
the upcoming capters In keepirg with this opener, I give new emphasts to cover
g content and process perspectives 1n an inteégrated fashion throughout all sub
sequeht chapters

Part Il-¢f the text treats external and mternal analysis as two sides of the same
comn Chapters 3 and 4 are presented as essential to understanding the sources of
competitive advantage, structural position and process execution, respectively

Chapter 3 on external analysis has been extensively revised It still includes a dis-
cussion of five forces analysis, but 1t supplements this with coverage of newer con
cepts such as hypercompetition and competition There 15 also more extensive
discussion of how strategy 15'shaped by the competitve environment and vice
versa

Chapter 4 on internal analysis places far greater emphasis on the resource-based
view of the firm The balanced scorecard is presented as a useful way to analyze
a firm from a number of important and mutually supporting perspectives

Part III of the text 1s devoted to exploring strategy formulation at four different
levels operations, bustness, corporate, and global Becduse material on compet-
tve advantage was moved to Chapter 1, T was finally able to implement a change
that several of you have been requestng The chapter on strategy formulation at
the operations level has been moved to precede the chapter on business-level
strategy making a more logical sequence of coverage from the more narrow (op-
erations) to the broadest (international) Thanks for bearmg with me while I fig-
ured out a way to accomphsh this change'

Chapter 6 now presents the materral on business-level strategy This 1s a major
revision from the second ediion The market life cycle model popular with
many users 1s still there But, several instructors have asked for more coverage of
business posittoning and competitive maneuvering Consequently, extensive
new matertal has been added that draws on game theory but presents 1t 1n a more
mturtive f3$Hion rather than taking the tridinonal quanttatve approach to this
topic I think you will find the new PART'S framework (for Players, Added Value,
Rules Tacties, and Seope) to be 3 useful addition to your repertorre of strategy
models This chapter also mtroduces complementors as an increasingly impor-
tant competitive force to be added to Porter’s list of five forces It also integrates
matenial on defining the business and the business mission into the broader sub-
Ject of business pos.tioning
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» Part IV of the text remains focused on organizatienal change and strategy imple-
mentaton The biggest change m thus part of the text 1s that the concepts on dif
ferent planning and implementation processes were moved forward to the new
chapter on the process perspective, the new Chapter 2 This makes for a cleaner,
more manageable set of four chapters on strategy implementation, without loss of
any critical material

s Chapter 9 explains why strategy implementation and otganizational change are
more difficult than many students might expect, and 1t presents organizational
learning as one of the most promising approaches to successfully altering how or-
ganizations work This chapter also explains that successfully changing an organi-
zation requires the use of 2 broad variety of change levers rather than dependence
on one or two “magic bullets *

n Chapters 10, 11 and 12 present rich discussion on three broad categories of change
levers contextual levers, system levers, and action levers I recognize that the
amount of informatron 1n these chapters presents challenges for you—especially if
you are teaching under the quarter schedule rather than the semester However, the
field continues to call for more meaningful teaching material on the critical topic of
strategy implementation, and I see no realistic means of covering this complex topic
adequately m only one or two chapters Look at Volume 1 of the Instructor’s Manual
for some 1deas on how to address this in planning your next course

u Part V presents the cases for this ediion I've moved some student material on
case analysis to the opener for this part so look for 1t there rather than m its past
location as an appendix to the first chapter A related web site 1s provided at the
end of each case The case selection for this edition 1s the best ever thanks to mput
from an army of reviewers who attacked this 1ssue More on that later, but at this
pomnt let me summarize their results by saying that this edition includes 36 cases,
three of which are holdovers from the second edition, with the rest being updated
versions of earlier cases or all new cases
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Selecting cases 1s a difficult task, and I was aided i my search by the following
colleagues who responded with jelpful comments and useful suggestions for umely
engagmg, and well-wnitten cases for this ediion
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Richard Brandenbusg, Univérsity of Vermont

Karen Byers, Untversity of California, Riverside
Michael Camp, James Madison University

John ] Casson, Kean College

Hung Chu, West Chester Unversity Q

Gary Clark, Saginaw Valley State University

John Clarry, Montclayr State University

JerilynColes, Arizona State University West

David Deeds, Temple University

Viétor Doherty Wayne State Umversity

Rachard Fabris Jersey City State Collegé

James F Fairbank, The Smeal College of Business Admunustration
Renata Geurtz, Anizona State University West

Neil Humphreys, Longwood College

Helaine ] Korn Texas Tech University

George Murphy Fitchburg State College

Kevin O'Mara Elon College

Michael Moch Michigan Staté University

Laura Poppo Virginia Polytechnic Institute and State Unuversity
George M Puia University of Tampa

Kannan Ramaswamy Florida International University
Stanley Ross, Newbury College

Michael V Russo University of Oregon -
Rakesh Sambharya, Rutgers University Camden Campus
Paul Short, Montclarr State Umiversity

Donald Siegel Arizona State University West
Melanie Trevino University of Texas at El Paso
Marion White, James Madison University
Shaker A. Zahra, Georgia State University

Case writing 1s a labor ingensive actvity that 1s criical to the study and research of
strategic management and the authors who engage 1n 1t can never be adequately
thanked for their vital contributions I am absolutjy delighted to be able to publish
cases prepared by the following group of putstanding case authors




