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Preface

Strategy is generally only successful when it’s distinctive. Among the offerings of various strategy 
textbooks, we hope that the distinctive elements of this edition capture your interest and 
enthusiasm for the subject.

General advantages
The text:

• is rigorous, yet concise and easy to read

• is comprehensive, yet understandable

• is theoretically strong, covering all theories and major research, yet has a practical, unifying 
and integrated theme in the environment–strategy–capability gap analysis model

• covers all types of organisations, not just listed companies

• incorporates sustainability as an integrated concept for strategy throughout the book

• considers dynamic and interactive aspects of strategy over time, as well as the traditional 
perspectives

• has an effective balance of Australian and international content, both in the text and the 
cases

• has a great set of cases from renowned international and local case writers, that cover all of the 
main elements of the book

• has a set of questions at the end of each chapter to test your knowledge of key concepts.

For postgraduates

The text:

• is written with practical usage in mind, highlighting issues that people with experience will 
understand

• includes worksheets and templates that can be used in real organisations, not just classrooms

• provides challenging alternative perspectives on major strategic issues, so that experienced 
students have more than one perspective to consider

• has access via the website to an outline for preparing a strategic business plan, perhaps the 
most used tool in practical strategy.

For undergraduates

The text:

• makes strategy concepts comprehensible to students without practical experience

• has real-life mini-cases to open each chapter, making the material accessible to those with 
limited working backgrounds

• is theoretically strong, for those seeking to teach and learn from a theoretical perspective

• includes learning objectives, illustration capsules of strategy at work and summaries for each 
chapter.



x

This sixth edition of Strategic Management: Thinking, Analysis, Action ref lects the 
combination of the major thoughts the authors have had about the teaching and practice of 
strategy and strategic management over the 25 years we have been working in this area. It 
ref lects the stream of thinking of all its predecessors. We have tried to capture the 
developments that we have seen and experienced in our thinking, research and consulting, as 
well as to highlight those issues that will influence strategic thinking and practice in the future.

This edition brings together the contributions of Dr Graham Hubbard, Professor John Rice 
and Professor Peter Galvin. Graham works from Melbourne after many decades of academic 
roles in Australia. John is a Professor of Strategy, Entrepreneurship and Innovation at Zayed 
University in the United Arab Emirates and Peter is Professor of Strategy at Curtin University 
in Perth. 

Together, the three of us bring a variety of perspectives to this book, consistent with the 
needs of practical strategic solutions. In the title, the term thinking reflects a critical element of 
strategy, which is considerably under-emphasised in the field. Most texts concentrate on 
developing tools of analysis, but mere mechanical application of good analytical tools will not 
give the insights needed for successful strategy development. It is the thinking in the choice and 
use of tools, or in understanding the analysis that can emerge from those tools, that is necessary 
for analytical success.

The title also emphasises action, or implementation. Three chapters are devoted to this area 
of strategy, which is critical for strategy to succeed. Many people can successfully conduct 
strategic analysis, but too few can successfully implement strategy, so these three chapters are 
very important and might easily have been six, such is the volume of issues raised.

Though written primarily for Australian or New Zealand students, or students studying 
under Australian or New Zealand curricula elsewhere, the book assumes an international 
perspective. Virtually all organisations these days are affected by international issues, whether 
through suppliers, operations, competitors or customers, but we view them here from a local 
perspective.

If desired, the book allows lecturers to take a more theoretical perspective than is normally 
possible in strategy texts. This suits undergraduate courses where students have little practical 
experience and where conceptual principles are being developed. However, experience has 
shown that postgraduate students seeking a more conceptual understanding also find this 
emphasis valuable. Chapter 1, in particular, outlines the wide variety of different theoretical 
approaches that currently coexist in the strategy field, and uses the assessment of a common 
strategic issue to demonstrate how the perspective taken will affect the analysis and resulting 
recommendations for improvement. While a consistent approach is taken throughout the book, 
where possible each chapter introduces the effects of different theories to demonstrate to 
students the importance of understanding the implicit assumptions they may be making in 
their own analysis. References to much of the research literature are included in chapter 
endnotes for those students or instructors with a research orientation or wishing to follow up a 
particular topic.

For undergraduate students, each chapter has learning objectives, opening mini-cases 
and illustrative features (called ‘Strategy @ work’) for students and instructors to use. The 
learning objectives outline the main issues discussed in the chapter. The mini-cases at the 
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start of each chapter provide small, accessible illustrations of practical examples of issues 
detailed in the chapter. The ‘Strategy @ work’ illustrative features provide examples of key ideas.

For postgraduate students the book features many practical worksheets, which have 
been popular and successful for real strategic analysis and implementation and which we 
use. Experienced students will find that these worksheets can be used to develop a practical, 
but theoretically sound, business plan that actually works! In this way, we have tried to 
keep a balance between introducing a strong theoretical and conceptual background, and 
making the book valuable to practitioners and experienced postgraduate students.

The book features chapters on several important practical issues that are not well highlighted 
in most texts:

• The book is based on the integrated environment–strategy–capability gap analysis framework for 
business strategy analysis. This integrated E–S–C gap analysis approach favourably surprises 
most experienced strategy students whose previous experience is with interesting strategic 
concepts, but ones that are not well integrated. This E–S–C gap framework provides a 
comprehensive integration of strategy concepts at the business strategy level—the main level 
for strategy analysis.

• We have always found that students have a poor understanding of organisational 
performance, despite its fundamental importance to the field. Consequently, a whole 
chapter—Chapter 5—covering shareholder value, stakeholder theory, balanced scorecard 
and sustainability conceptual approaches, together with important practical issues of 
presentation, communication and traps in performance communication, is devoted to 
this issue.

• Chapter 6 includes a practical section on identifying gaps between the elements of the 
conceptual analytical framework. This concept is often ignored in texts, but it is very 
important—both for organisations with real strategic issues, and for ensuring that a 
logical and comprehensive approach is taken—that all the points of analysis are in fact 
captured.

• Chapter 7 is devoted to decision-making processes, critical to what choices are undertaken. 
Consideration of this step in strategic thinking, analysis and action is usually omitted.

• Chapter 8 introduces a higher level of business strategy analysis—dynamic strategic 
interactions between competitors played out over time—using game theory principles as the 
theoretical base.

• Chapter 10 is devoted to the very important issues of mergers and acquisitions and alliances, 
including their implementation. These strategic activities are now integral to the growth, 
development and performance of organisations.

• Chapter 11 addresses international strategy issues, which are now commonplace for most 
organisations, whether in terms of production, sales or suppliers.

• Chapters 12 to 14 discuss the undervalued implementation process, which is vital for true 
success in strategic management.

• A practical framework for preparing a business plan—one of the most important practical 
tasks for many students who become involved in strategy within their organisations—is 
accessible on the website. This issue of great practical importance is rarely addressed in 
texts.

• Opening mini-cases begin each chapter to bring life to the issues in the chapter.
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• The issue of sustainability is incorporated specifically in each chapter, recognising the new 
environment that organisations will have to deal with in the future.

• Ten brand-new cases have been written, covering a wide variety of international and Australian 
situations, industries and organisation types.

In terms of producing this edition in particular, we would like to thank Nina Sharpe, Judith 
Bamber, Bernadette Chang, Kim Morgan and Sandra Balonyi for their assistance during the 
various stages of the publishing process. Their enthusiastic support and efficient and helpful 
processing has been greatly appreciated!

We hope that this sixth edition of the book continues to be well received by instructors and 
students, and we encourage you, the reader, to provide us with direct feedback in the hope of 
continuing to improve the ideas incorporated here and their representation in future.

Professor John Rice, 
Dr Graham Hubbard and 

Professor Peter Galvin
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Educator resources
A suite of resources is provided to assist with delivery of the content, as well as to support teaching 
and learning. 

Solutions Manual
The Solutions Manual provides educators with detailed, accuracy-verified solutions to in-chapter 
and end-of-chapter problems in the book.

Test Bank
The Test Bank provides a wealth of accuracy-verified testing material. Updated for the new edition, 
each chapter offers a wide variety of question types, arranged by learning objective and tagged by 
AACSB standards.

Questions can be integrated into Blackboard or Moodle Learning Management Systems.

Lecture slides
A comprehensive set of PowerPoint slides can be used by educators for class presentations or by 
students for lecture preview or review. They include key figures and tables, as well as a summary 
of key concepts and examples from the course content.

Digital image PowerPoint slides
All the diagrams and tables from the course content are available for lecturer use.


