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presentation of the material in each of the 12 chapters. with an as up-to-

date and engaging discussion of the core concepts and analytical tools as
you will find anywhere. Complementing the text chapters is a fresh, engrossing
collection of 28 cases with unusual ability to work magic in the classroom. We are
confident vou will find the text chapters in this edition squarely on target. clearly
written, peppered with fresh examples, and compelling, Together with a power-
house lineup of high-interest cases, this is a text sure to ignite your students’ inter-
est in strategy, translate their enthusiasm into learning achievements, and enable
you to shine in the classroom.

This edition represents one of our most important and thoroughgoing revi-
sions ever. The newest member of the author team, Margie Peteraf, led a thorough
reexamination of every paragraph on every page of the 17th-edition chapters. The
overriding objectives were to inject new perspectives and the best academic think-
ing, strengthen linkages to the latest rescarch findings. modify the coverage and
exposition as needed to ensure squarely on-target content, and give every chapter
a major facelift, While this 18th edition retains the 12-chapter structure of the
prior edition, every chapter has been totally refreshed. Coverage was trimmed in
some areas and expanded in others. New material has been added here and there.
The presentations of some topics were recast, others fine-tuned. and still others
left largely intact. As with past editions, scores of new examples have been added.
along with fresh Hlustration Capsules, to make the content come alive and to pro-
vide students with a ringside view of strategy in action. The result is a major step
forward in terms of punch, up-to-date coverage, clarity, and classroom effective-
ness. But none of the changes have altered the fundamental character that has
driven the text’s success over three decades. The chapter content continues to be
solidly mainstream and balanced, mirroring hoth the penetrating insight of aca-
demic thought and the pragmatism ol real-world strategic management. And., as
always, we have taken great care to keep the chapters very reader-friendly and
exceptionally teachable.

A differentiating feature of this text has always been the tight linkage between
the content of the chapters and the cases. The lineup of cases that accompany the
181h edition is outstanding in this respect-—a truly appealing mix of strategically
relevant and thoughtfully crafted cases, certain to engage students and sharpen
their skills in applying the concepts and tools of strategic analysis. Many involve
high-profile companies that the students will immediately recognize and relate to;
all are framed around key strategic issucs and serve (o add depth and context to
the topical content of the chapters. We are confident that you will be impressed
with how well these cases work in the classroom and the amount of student inter-
est they will spark.

For some years now, growing numbers of strategy instructors at business
schools worldwide have been transitioning from a purely text-case course struc-
ture to a more robust and energizing text-case-simulation course structure.

Thc defining trait of this 18th edition is an invigorated and much sharpened
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Incorporating a competition-based strategy simulation has the strong appeal of
providing class members with an immediate and engaging opportunity to apply
the concepts and analvtical tools covered in the chapters and to hecome personally
involved in crafting and exccuting a strategy for a virtual company that they have
been assigned 1o manage and that competes head-to-head with companies run by
ather class members. Two widely used and pedagogically effective online strategy
simulations, The Businesy Strategy Game and GLO-BUS, are oplloml compin-
ions for this text. Both simulations were created by this text’s senior author and,
like the cases, are closely linked to the content of cach chapter in the text. The
Exercises for Simulation Participams. found at the end of each chapter, provide
clear guldance to class members in applying the concepts and analytical tools
covered in the chapters to the issues and decisions that they have to wrestle with
in managing their simulation company.

Through our experiences as business school faculty members, we fully under-
stand the assessment demands on faculty teaching strategic management and
business policy courses. In many institutions, capstone courses have emerged as
the logical home for assessing student achievement of program learning objec-
tives. The 18th edition includes a set of Assurance of Learning Excrcises at the
end of each chapter that link to the specific learning objectives appearing at the
beginning of each chapter and highlighted throughout the text. An important new
instructional feature of the 18th edition is the linkage of selected chapter-end Assur-
ance of Learning Exercises and seven cases to the publisher's Web-based assign-
ment and assessment platform called Connect. Your students will be able to use
the online Connect supplement to (1) complete two or three of the Assurance of
Learning Exercises appearing at the end of each of the 12 chapters, (2) complete
chapter-end quizzes, and (3) enter their answers to a select number of the sug-
gested assignment questions for 7 of the 28 cases in this edition. All of the Con-
neet exercises are automatically graded, thereby enabling you (o easily assess the
learning that has occurred.

In addition, both of the companion strategy simulations have a built-in Learn-
ing Assurance Report that quantifies how well each member of your class per-
formed on nine skills/learning measures versus tens of thousands of other students
Worldwide who completed the simulation in the past 12 months. We believe the
chapter-end Assurance of Learning Exercises, the all-new online and automati-
cally graded Connect exercises, and the Learning Assurance Report generated at
the conclusion of The Business Strategy Game and GLO-BUS simulations provide
you with easy-to-use. empirical measures of student learning in your course. All
can be used in conjunction with other instructor-developed or school-developed
scoring rubrics and assessment tools to comprehensively evaluate course or pro-
gram learning outcomes and measure compliance with AACSB accreditation
standards.

Taken together, the various components of the 18th-edition package and
the supporting set of instructor resources provide you with enormous course
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