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Detailed List of New Features
•All new line up of high interest cases -- Airbnb, Fitbit, Costco, Craft Brewing Industry, lululemon, and
GoPro
•Enhancement of discussion of VRIN test for sustainable competitive advantage to highlight the
importance of social complexity and causal ambiguity
•Expansion of treatment of value chain analysis to discuss the role of cost and uniqueness drivers
•Improved discussion of the business and moral case for socially responsible behavior
•New Concepts & Connections capsules linking current business events at companies such as
Volkswagen, Zara, Boll & Branch and Canada Goose to chapter concepts
•New Assurance of Learning objectives linked chapter content and illustrations
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Chapter by Chapter Changes
Chapter 1 serves as an introduction to the topic of strategy, focusing on the managerial actions that will
determine why a company matters in the marketplace. We introduce students to the primary approaches to
building competitive advantage and the key elements of business-level strategy. Following Henry Mintzberg's
pioneering research, we also stress why a company's strategy is partly planned and partly reactive and why this
strategy tends to evolve. The chapter also discusses why it is important for a company to have a viable business
model that outlines the company's customer value proposition and its profit formula. This brief chapter is the
perfect accompaniment to your opening-day lecture on what the course is all about and why it matters.
Chapter 2 delves more deeply into the managerial process of actually crafting and executing a strategy. It
makes a great assignment for the second day of class and provides a smooth transition into the heart of the
course. The focal point of the chapter is the five-stage managerial process of crafting and executing strategy: (1)
forming a strategic vision of where the company is headed and why, (2) developing strategic as well as financial
objectives with which to measure the company's progress, (3) crafting a strategy to achieve these targets and
move the company toward its market destination, (4) implementing and executing the strategy, and (5)
evaluating a company's situation and performance to identify corrective adjustments that are needed. Students
are introduced to such core concepts as strategic visions, mission statements and core values, the balanced
scorecard, and business-level versus corporate-level strategies. There's a robust discussion of why all managers

are on a company's strategy-making, strategy-executing team and why a company's strategic plan is a
collection of strategies devised by different managers at different levels in the organizational hierarchy. The
chapter winds up with a section on how to exercise
good corporate governance and examines the conditions that led to recent high-profile corporate governance
failures.
Chapter 3 sets forth the now-familiar analytical tools and concepts of industry and competitive analysis and
demonstrates the importance of tailoring strategy to fit the circumstances of a company's industry and
competitive environment. The standout feature of this chapter is a presentation of Michael Porter's “five forces
model of competition” that has long been the clearest, most straightforward discussion of any text in the field.
Chapter revisions include an improved discussion of the macro-environment, focusing on the use of the PESTEL
analysis framework for assessing the political, economic, social, technological,
environmental, and legal factors in a company's macro-environment. New to this edition is a discussion of
Michael Porter’s Framework for Competitor Analysis used for assessing a rival’s likely strategic moves.
Chapter 4 presents the resource-based view of the firm, showing why resource and capability analysis is such a
powerful tool for sizing up a company's competitive assets. It offers a simple framework for identifying a
company's resources and capabilities and explains how the VRIN framework can be used to determine whether
they can provide the company with a sustainable competitive advantage over its competitors. Other topics
covered in this chapter include dynamic capabilities, SWOT analysis, value chain analysis, benchmarking, and
competitive strength assessments, thus enabling a solid appraisal of a company's relative cost position and
customer value proposition vis-à-vis its rivals.
Chapter 5 deals with the basic approaches used to compete successfully and gain a competitive advantage over
market rivals. This discussion is framed around the five generic competitive strategies—low-cost leadership,
differentiation, best-cost provider, focused differentiation, and focused low-cost. It describes when each of
these approaches works best and what pitfalls to avoid. It explains the role of cost drivers and uniqueness
drivers in reducing a company's costs and enhancing its differentiation, respectively.
Chapter 6 deals with the strategy options available to complement a company's competitive approach and
maximize the power of its overall strategy. These include a variety of offensive or defensive competitive moves,
and their timing, such as blue ocean strategy and first-mover advantages and disadvantages. It also includes
choices concerning the breadth of a company's activities (or its scope of operations along an industry's entire
value chain), ranging from horizontal mergers and acquisitions, to vertical integration, outsourcing, and
strategic alliances. This material serves to segue into that covered in the next two chapters on international and
diversification strategies.
Chapter 7 explores the full range of strategy options for competing in international markets: export strategies,
licensing, franchising, establishing a subsidiary in a foreign market, and using strategic alliances and joint
ventures to build competitive strength in foreign markets. There is also a discussion of how to best tailor a
company's international strategy to cross-country differences in market conditions and buyer preferences; how
to use international operations to improve overall competitiveness; the choice between multi-domestic, global,
and transnational strategies; and the unique characteristics of competing in
emerging markets.
Chapter 8 introduces the topic of corporate-level strategy—a topic of concern for multi-business companies
pursuing diversification. This chapter begins by explaining why successful diversification strategies must create
shareholder value and lays out the three essential tests that a strategy must pass to achieve this goal (the
industry attractiveness, cost of entry, and better-off tests). Corporate strategy topics covered in the chapter

include methods of entering new businesses, related diversification, unrelated diversification, combined related
and unrelated diversification approaches, and strategic options for improving the overall performance of an
already diversified company. The chapter's analytical spotlight is trained on the techniques and procedures for
assessing a diversified company's business portfolio—the relative attractiveness of the various businesses the
company has diversified into, the company's competitive strength in each of its business lines, and the strategic
fit and resource fit among a diversified company's different businesses. The chapter concludes with a brief
survey of a company's four main post diversification strategy alternatives: (1) sticking closely with the existing
business lineup, (2) broadening the diversification base, (3) divesting some businesses and retrenching to a
narrower diversification base, and (4) restructuring the makeup of the company's business lineup.
Although the topic of ethics and values comes up at various points in this textbook, Chapter 9 brings more direct
attention to such issues and may be used as a standalone assignment in either the early, middle, or late part of a
course. It concerns the themes of ethical standards in business, approaches to ensuring consistent ethical
standards for companies with international operations, corporate social responsibility, and environmental
sustainability. The contents of this chapter are sure to give students some things to ponder, rouse lively
discussion, and help to make students more ethically aware and conscious of why all
companies should conduct their business in a socially responsible and sustainable manner.
Chapter 10 is anchored around a pragmatic, compelling conceptual framework: (1) building dynamic
capabilities, core competencies, resources, and structure necessary for proficient strategy execution; (2)
allocating ample resources to strategy-critical activities; (3) ensuring that policies and procedures facilitate
rather than impede strategy execution; (4) pushing for continuous improvement in how value chain activities
are performed; (5) installing information and operating systems that enable company personnel to better carry
out essential activities; (6) tying rewards and incentives directly to the achievement of
performance targets and good strategy execution; (7) shaping the work environment and corporate culture to
fit the strategy; and (8) exerting the internal leadership needed to drive execution forward. The recurring theme
throughout the chapter is that implementing and executing strategy entails figuring out the specifications,
behaviors, and conditions that are needed for a smooth strategy-supportive operation—the goal here is to
ensure that students understand that the strategy-implementing/strategy executing phase is a make-ithappen-right kind of managerial exercise that leads to operating excellence and good performance.
In this latest edition, we have put our utmost effort into ensuring that the 10 chapters are consistent with the
latest and best thinking of academics and practitioners in the field of strategic management and hit the bull'seye in topical coverage for senior- and MBA-level strategy courses. The ultimate test of the text, of course, is the
positive pedagogical impact it has in the classroom. If this edition sets a more effective stage for your lectures
and does a better job of helping you persuade students that the discipline of strategy merits their rapt attention,
then it will have fulfilled its purpose.
The Case Collection
The 12-case lineup in this edition is flush with interesting companies and valuable lessons for students in the art
and science of crafting and executing strategy. There is a good blend of cases from a length perspective—about
one-third are under 10 pages yet offer plenty for students to chew on; about a third are medium-length cases;
and the remaining one-third are detail-rich cases that call for sweeping analysis.
At least 11 of the 12 cases involve companies, products, people, or activities that students will have heard of,
know about from personal experience, or can easily identify with. The lineup includes at least four cases that will
provide students with insight into the special demands of competing in industry environments where
technological developments are an everyday event, product life cycles are short, and competitive maneuvering
among rivals comes fast and furious. All of the cases involve situations where the role of company resources and

competitive capabilities in the strategy formulation, strategy execution scheme is emphasized. Scattered
throughout the lineup are seven cases concerning non-U.S. companies, globally competitive industries, and/or
cross-cultural situations; these cases, in conjunction with the globalized content of the text chapters, provide
abundant material for linking the study of strategic management tightly to the ongoing globalization of the
world economy. You will also find five cases dealing with the strategic problems of family-owned or relatively
small entrepreneurial businesses and 10 cases involving public companies and situations where students can do
further research on the Internet. There are numerous cases that have accompanying videotape segments.
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