
PI' •••• 

• • 

( 

THOMPSON I PETERAF I GAMBLE I STRICKLAND 



PREFACE 


The defin ing trait of this 181 h ed ition is all invigofilted a nd much sha rpened 
presen tati on or the material in each or the 12 chartl'rs. wilh an as up-I O­
dale and engaging discllS."jOll of the co re concepts a nd analytical lools as 

you will lind a nywhere. Complement ing the lext chapters is a rrc~h , engrossing 
co llection of 28 cases with unu sual ability to work magic in the cla ssroom. We arc 
confident you will lind the text chapters in th is ed itio n sq ua rely on target. d earl y 
wrillen, peppered wilh fresh examples. and compelling . Together wilh it power­
house lincup o f hi gh -i nle]'c~ l cases, Ihi s is ,I text sure to igni te you r s tuden ts' inter­
est in s trategy. translate their ent husia sm inlo \earni ng ach ievemen ts. a nd enable 
yo u to shine in th e ct<l ss rOOIll . 

This cdil io ll rcprc5cn iS o ne o f o ur Illos t im portan t and tho rou ghgoi ng rc\j ­
siolls ever. The newest mem ber of Ihe aU lhor tca m. Margie 1\:teraLIt'(1 a th orough 
reexamination of cve ry paragraph o n evcry page or the 17th-ed ition cha pters. The 
overrid ing objectives wcre to inject new perspectives and the best academ ic thin k­
ing, strengt hen lin kag,cs to th..: la test n!sca rc h find ings., mod ify the coverage amJ 
ex position as Ill-cdcd \0 ensure sq uarely n n-target cont t:nt, and give cver) chaph:r 
a majo r facetif\. While this 18 th edition retai ns the 12-chaptcr structure of the 
prior edi tion . every chapt er has been totally refreshed. Coverage was tri mmed in 
some area.-; and ex pa nded in o lhers. New malerial has tx.--en added here a nd Ihere. 
The prescntat io ns o f ~ome topics were rcca~1. o thers li ne-tuned. a nd still o thr.:rs 
left large ly intact. As with PHst editions' scores o f new examples h;lve \x.-cn added. 
along with fresh ll lusiratioll Capsules. to make the content come alive a nd to pro­
vide students wit h a ringside view o f stral egy in al·t ion. T he result is a major step 
fo rward in terms of punch , up-to-dale c:ovcril ge, clarity. and cla ssroom effective­
ness. Hut none o f the cha ng.es h",'c altercd the fU l)(\a mcn tal cha racte r that h, IS 
driven the IeX I'S success over three decade:-.. The chapt er conten t cont inues to be 
so lidly lllainst n:::,lIn and ba la.n ced , mirroring hOlh the: pcn~trtlti n g in sight of (1C<I ­
dcmic thought a nd the pra~m; lI i sm of rc,d-\\orld ~t rateg ic management. And . itS 

always, we have taken great can; In keep the charlers very re,lder-rrien dly and 
exce ptio nally teachable. 

A differentialing featu re or lhis leX I ha s a lways been the light lin kage betw~'n 
the co nt ent o f the chapte rs and th e elli;I!' ~. The lineup uf cases that accompa ny the 
18t h ed ition is o utsla nd ing in this respect a t ruly appeali ng mix o r strategic;L1 ly 
rclev.m t and tho ught full y craft.ed Ca~s, ce rt a in to ~ngage SlUdcnts and ~ha rpcn 
th eir skills in applying the conccplS and tools of strategic ana I) sis. Many invo lve 
high-profile compa nies Ihat the studen ts will immediately recogn iLc and relate to: 
all a re framed around key strategic issues and sene 10 add depth and context to 
the topical cOlllent of Ihe chapters. We:lre confiden t that you wi ll be impre:-:.«i 
wit h how well these cnscs wo rk in Ihe classroom a nd Ihe a mount o f st udent inter­
eSlthey will spark. 

Fo r some years now, growing numbers or strategy insl ruclOrs at businl!SS 
schools worldwide have bee n tra nsit ioni ng from a purdy text-ca se course s truc­
ture to a mo rc robust ,lnd energizin g tex t-casc-simul<lIio n cou rse structure. 
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lilcorponll ing;l wmpclitioll-busc<l s trategy simulat ion ha s the st ro ng appeal o f 
proviJing da~~ members with (III immediuiI' alld elll;uXillg uppur/unily to applr 
Iltl' rom'!'plx (lml {lllI/lylil'allo()fs c:ore,(,11 ill 'he dwplc'l's (/l1d 10 be/'oll/(' prr,wmulfy 
ilHollw/ ill/Tllfli"K til/(l eX('Clifillg. II :}-'mfegy for n vil'lliaf cumpllll)' Ihll/ Ihr)' /ifll'(! 

h!' ('11 lI.I'.I'iJ,:lIn/ /(1 1111/1/(11;(' (Jnd ,,,(1[ COlI/jll' It'S I! ('(/d-Io-ht'(/d ll'ith ('O/llpi ll/ii',1 filII by 
O/ht'r rllI.I.' I/lI 'IIIIlf'''.I'. Two widely used and pcdagogic.d ly cITecti ,,: on li ne strat egy 
simulati(lll .~. The 1I11.,·illes" Strategy Game and GLO-BUS. arc o ptiona l companM 
ion... I(\r this tex L Both simulations were created by thi s text's senior a uthor and , 
like the Cl\SC~ arc c1Qsdy lin ked to the I.:-o nlen t of each chapt er in the tex l. The 
E:\crcisc~ for Simulation Pa rticipan ts. found at the end o f each chapler. provide 
clear guidance to das~ members in applying the conce pLs and ana lytical tools 
co\crcd in the chapters to the issues and decisions that thl'y havc to wrestle wit h 
III managing thcir ~im lli at ion company_ 

Th rough our c\l>cricnces as business school facult y members. we fully under­
~Iilild the asscs!>lIlcnt demands o n facult y teach ing s trat egic Illanagemcnt a nd 
husin.:ss IX" il) l·OUrscS. In many institution s., C<lpstone co urses have emerged as 
Ihe logical home fo r as~css;ng student achievemcnt of progra m Icarning objcc­
ti\·c'i. The 18th cd ition includes a sct o f Assura nce of Lea rn ing l:. ,"(crcisell al the 
end of I.!ach chaptl.!!" that link to Ihe specifi c lca rning objl'Ctivcs appea rin g at the 
beginn ing. of I.'aeh chapter and highl ighted throughout t he text _All ;IlIPOr/ (l1/f "('II 

m.l'lr/lclillllllljt'(lwl"(' f~r Ihe nilh ('{lilioll i.~ Ihe linkage ofselt'cll'{f chapler-('lId ASSUI'M 

{/11ft' oj IA'tlmill.!! I;·x('rci.l'es fllld .~(' I'('II cme$ 10 lIlt' publisher 's lfIl'h-b(lsed (lssigl/M 
11/('1/1 flllfl (/.\·.I"( 'S.lIl1e '" plftlfurm ('(flied Conned. You r student s will be "Ilk to use 
tile onli ne ('un nc(1 supplement to (I) com plete two or th rec o f the Ass uran(c of 
Learning L."(crcisl.!s appearin g ,"it the end of each o f th e 12 (hapt.ers, (2) l,;ompJete 
chaptl.!r-cild quil.lcs. and (3) enter th eir an swers to a select num ber of the sug­
gl.!stcd illlsigllml.!llt questions tor 7 o f the 28 cases in thi s editinll . All o f the Con ­
lIe(t c'l.!rc ; sc~ arc automatically graded , thereby enabling you to easily asscss the 
le:trn ing that has occurn.:d , 

In additioll. bOlh of thl.! !.:Ompallion st rategy simuhllio ns have a built -in Le.t rn ­
ing As~u ra llcc Rcport that q uan tifies how wel l each member o f yo ur class PCfM 
fo rmed on I1ml.! ~k iJJ S/learning meaSures l'(! I"SUS lel1S of IltOIIS{lIIds 0/ other sludents 
IffirMwilk who complet ed thl.! simulation in thc past 12 mont hs. We belicve the 
chaptcr~IlIJ A s~uram;c of Learning Exercises, the a ll-new o nline a nd a ut omati ­
c,llIy grddcd Connl'C \ exercises. and the Learning Assurance Report generated a t 
tile conclusiun o f The 8I1s;I/('» Si rategy GUll/I' and GtO-BUS simulatio ns provide 
you \\;Ih ea.s)-IO-use. cmpirica l measures of s tudent learning in you r c(}ur..c. All 
call be used in nmjullction with other instructor-devc!oped o r school..cJcvc1opcd 
scoring rubrics and ussesslllent tools to comprehensively evaluate course Of pro· 
gram learning outcomes and mca~lI re compliauce wilh AA 'S I) accreditation 
standa rd:.. 

Takl.! l1 together, the va rious compo nents o f Lhl.! 18th-ed ition package <til l! 

the ~uppl)rt i ng se t or in structo r reso urces provide yo u with enormous course 
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