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PREFACE
This new seventh Asia±PaciǪc edition of Strategic Management: Competitiveness and Globalisation has been updated 
to include new material and cases from Australia, New Zealand and the Asia±PaciǪc region. It continues to 
integrate ¬cutting edge­ research and content from the US authors Hitt, Ireland and Hoskisson.

Features
•	 Australian and Asia±PaciǪc material in all chapters
•	 chapter opening cases and ¬Strategic focus­ segments
•	 organisation-speciǪc examples that are integrated with each chapter­s topic
•	 inclusion of public sector and community organisation examples
•	 substantial emphasis on use of the internet and e-commerce
•	 substantial emphasis on corporate governance
•	 coverage of strategic issues in the 21st-century competitive landscape, including a strong emphasis on the 

competition created through e-commerce ventures and start-ups
•	 global coverage with an emphasis on the international context
•	 new and current research integrated throughout the chapters­ conceptual presentations
•	 review questions, including application discussion questions and ethics questions at the end of each chapter
•	 experiential exercises
•	 a summary of the case analysis process.

The book emphasises a global outlook with comprehensive coverage of Australian and international concepts 
and issues. The book contains a wealth of references. Drawn from the business literature and academic research, 
these materials are used to present current and accurate descriptions of how organisations use the strategic 
management process. Our goal while preparing this book has been to present you, our readers, with a complete, 
accurate and up-to-date explanation of the strategic management process as it is used in the global economy. We 
have sought to include enough local content to stimulate interest, and enough international content to reǬect the 
nature of current strategic management.

The book’s focus
This book is intended for use primarily in strategic management and business policy courses. The materials 
presented in the 13 chapters have been researched thoroughly. Both the academic, scholarly literature and the 
business, practitioner literature were studied and then integrated to prepare this edition. The academic literature 
provides the foundation to develop an accurate yet meaningful description of the strategic management process. 
The business practitioner literature yields a rich base of current domestic and global examples to show how the 
strategic management process­s concepts, tools and techniques are applied in diǨerent organisations.

Our discussion of the strategic management process is both traditional and contemporary. In maintaining 
tradition, we examine important materials that have historically been a part of understanding strategic 
management. For example, we thoroughly examine how to analyse an organisation­s external environment and 
internal environment.
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The strategic advantage
The strategic management process is critical to organisational success. As described in Chapter 1, strategic 
competitiveness is achieved when an organisation develops and exploits a sustained competitive advantage. 
Attaining such an advantage results in the earning of above-average returns; that is, returns that exceed those 
an investor could expect from other investments with similar amounts of risk.

The competitive advantage
Success in the 21st-century competitive landscape requires speciǪc capabilities, including the abilities to:

1	 use scarce resources wisely to maintain the lowest possible costs
2	 constantly anticipate frequent changes in customers­ preferences
3	 adapt to rapid technological changes
4	 identify, emphasise and eǨectively manage what an organisation does better than its competitors
5	 continuously structure an organisation­s operations so objectives can be achieved more eǭciently
6	 successfully manage and gain commitments from a culturally diverse workforce. 

The global advantage
Critical to the approach used in this text is the fact that all organisations face increasing global competition. 
Organisations no longer operate in relatively safe domestic markets, as Australian supermarkets have discovered. 
In the past, many companies produced large quantities of standardised products. Today, organisations typically 
compete in a global economy that is complex, highly uncertain and unpredictable. To a greater degree than in a 
primarily domestic economy, the global economy rewards eǨective performers, whereas poor performers are forced 
to restructure signiǪcantly to enhance their strategic competitiveness. As noted earlier, increasing globalisation 
and the technological revolution have produced a new competitive landscape in the 21st century. This landscape 
presents a challenging and complex environment for organisations, but one that also has opportunities. The 
importance of developing and using these capabilities should not be underestimated.

Final comment
Organisations face exciting and dynamic competitive challenges in the 21st century. These challenges, and 
eǨective responses to them, are explored in Strategic Management: Competitiveness and Globalisation. The strategic 
management process conceptualised in this text oǨers valuable insights and knowledge to those committed to 
meeting successfully the challenge of dynamic competition. Thinking strategically ± as this book challenges you 
to do ± increases the likelihood that you will assist your organisation to achieve strategic success. In addition, 
continuous practice with strategic thinking and the use of the strategic management process gives you skills and 
knowledge that will contribute to career advancement and success. Finally, we want to wish you all the best and 
nothing other than complete success in all of your endeavours.

Dallas Hanson
Hobart
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Studying this chapter should provide you with the strategic management knowledge 
needed to:
LO1 	 analyse the components of the strategic management process
LO2 	 describe the competitive landscape and explain how globalisation and 

technological changes shape it
LO3 	 use the industrial organisation (I/O) model to explain how companies can earn 

above-average returns
LO4 	 use the resource-based model to explain how companies can earn above-

average returns
LO5 	 describe vision and mission and discuss their value
LO6 	 deǪne and classify the four major stakeholder groups and describe their ability 

to inǬuence organisations

LO7 	 describe the work of strategic leaders.
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attractive industry earn, at best, average returns. Average returns are returns equal to those an investor 
expects to earn from other investments with a similar amount of risk. In the long run, an inability to earn 
at least average returns results Ǫrst in decline and, eventually, failure. Failure occurs because investors 
withdraw their investments from those organisations earning less-than-average returns. As we noted 
above, there are no guarantees of permanent success. Even considering its excellent current performance, 
McDonald­s still must be careful not to become overconǪdent, and continue its quest to be the leader in its 
markets.

With the information gained from external and internal analyses, the organisation develops its vision 
and mission and formulates one or more strategies. To implement its strategies, the organisation takes actions 
towards achieving strategic competitiveness and above-average returns. EǨective strategic actions that take 
place in the context of carefully integrated strategy formulation and implementation eǨorts result in positive 
outcomes. This dynamic strategic management process must be maintained as ever-changing markets and 
competitive structures are coordinated with an organisation’s continuously evolving strategic inputs.12

In the remaining chapters of this book, we use the strategic management process to explain what 
organisations do to achieve strategic competitiveness and earn above-average returns. These explanations 
demonstrate why some organisations consistently achieve competitive success while others fail to do so.13 
As you will see, the reality of global competition is a critical part of the strategic management process and 
signiǪcantly inǬuences organisations­ performances.14 Indeed, learning how to successfully compete in the 
globalised world is one of the most signiǪcant challenges for organisations competing in the 21st century.15

Several topics are discussed in this chapter. First, we describe the current competitive landscape. This 
challenging landscape has been created primarily by the emergence of a global economy, globalisation 
resulting from that economy, rapid technological changes and the Covid-19 pandemic. Next, we examine 
two models that organisations use to gather the information and knowledge required to choose and 
then eǨectively implement their strategies. The insights gained from these models also serve as the 
foundation for forming the organisation­s vision and mission. The Ǫrst model (the industrial organisation 
or I/O model) suggests that the external environment is the primary determinant of an organisation’s 
strategic actions. Identifying and then competing successfully in an attractive (i.e. proǪtable) industry 
or segment of an industry are the keys to competitive success when using this model.16 The second model 
(resource based) suggests that an organisation­s unique resources and capabilities are the critical link to 
strategic competitiveness.17 Thus, the Ǫrst model is concerned primarily with the organisation­s external 
environment, while the second model is concerned primarily with the organisation’s internal environment. 
After discussing vision and mission, direction-setting statements that inǬuence the choice and use of 
strategies, we describe the stakeholders that organisations serve. The degree to which stakeholders­ needs 
can be met increases when organisations achieve strategic competitiveness and earn above-average returns. 
Closing the chapter are introductions to strategic leaders and the elements of the strategic management 
process.

 For ease, this book is divided into three parts. In Part 1, we describe what organisations do to 
analyse their external environment (Chapter 2) and internal organisation (Chapter¹3). These analyses 
are completed to identify marketplace opportunities and threats in the external environment (Chapter 
2), and to decide how to use the resources, capabilities, core competencies and competitive advantages in 
the organisation­s internal organisation to pursue opportunities and overcome threats (Chapter 3). The 
analyses explained in Chapters¹2 and 3 comprise the well-known SWOT analyses (strengths, weaknesses, 
opportunities and threats).18 (In our analysis, the important ‘strengths’ concept is made more sophisticated 
by using the ideas of capabilities and core competencies.) With knowledge about its external environment 
and internal organisation, the organisation forms its strategy considering the organisation’s vision and 
mission.

The organisation­s strategic inputs (see Figure 1.1) provide the foundation for choosing one or more 
strategies and deciding how to implement them. As suggested in Figure 1.1 by the horizontal arrow linking 
the two types of strategic actions, formulation and implementation must be simultaneously integrated 

average returns
returns equal to those 
an investor expects 
to earn from other 
investments with a 
similar amount of risk

global economy
one in which goods, 
services, people, skills 
and ideas move freely 
across geographic 
borders
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Several factors create hypercompetitive environments and inǬuence the nature of the competitive 
landscape. The emergence of a global economy and technology ± speciǪcally rapid technological change ± 
have been the two primary drivers of hypercompetitive environments and the nature of today’s competitive 
landscape.

The global economy
A global economy is one in which goods, services, people, skills and ideas move freely across geographic 
borders. Relatively unfettered by artiǪcial constraints, such as tariǨs, the global economy signiǪcantly 
expands and complicates an organisation’s competitive environment.28 The global economy is under 
pressure, weighed down by trade tensions, inequality and geopolitical uncertainty. The world is at an 
economic ‘tipping point’ according to the 2019 Global Competiveness Report ‘amid a backlash against 
capitalism and globalization’.29

Interesting opportunities and challenges are associated with the emergence of the global economy.30 For 
example, the European Union (EU; composed of 27 countries after the UK exited the EU in 2020) has become 
one of the world’s largest markets, with 700 million potential customers, while China has rapidly become 
a huge market that was pursued by many organisations prior to the Covid-19 pandemic. Notwithstanding, 
China remains an extremely competitive market in which local market-seeking multinational corporations 
(MNCs) must Ǫercely compete against other MNCs, as well as against those local companies that are more 
cost-eǨective and faster in product development. While China has been viewed as a country from which 
to source low-cost goods, many MNCs, such as Procter¹& Gamble (P&G), are actually net exporters of local 
management talent; they have been dispatching more Chinese abroad than bringing foreign expatriates 
to China.31

The size of parts of the global economy is an important aspect of studying this competitive landscape. 
In 2019, for example, the USA was the world’s largest economy at a value of US$21 trillion. It accounts for 
approximately 20 per cent of global output; the economy is still larger than that of China;32 and the services 
sectors in the USA are technologically sophisticated. China is the world’s second-largest economy, with a 
nominal gross domestic product (GDP) value of US$9.2 trillion, while Japan in 2019 was ranked the third-
largest global economy at US$5.2 trillion. Following Japan were Germany at US$4.2 trillion and the UK at 
US$3.2 trillion. These were closely followed by India, which overtook the French economy in 2018, and 
looks set to move into Ǫfth position in 2021±22. In observing economies­ values in 2018, the World Economic 
Forum noted that the size of the USA’s economy was ‘larger than the combined economies of numbers four 
to 10 on the list. Overall, the global economy (was) worth an estimated $79.98 trillion, meaning the United 
States in 2018 accounted for more than one-quarter of the world total­.33 Thus, organisations scanning the 
global economy for opportunities in 2021 might conclude that markets in the USA, China and Japan yield 
potentially signiǪcant opportunities for them.

Of course, such an analysis also must consider entry barriers to various economies in the form of tariǨs. 
This type of analysis must also be forward-looking in that the World Economic Forum has estimated that the 
economies of China and India would exceed the size of the US economy by 2050 and that the economies of 
Germany, the UK and France would decline in size by this time as well. Organisations should study carefully 
future forecasts when determining the parts of the world in which growth opportunities, as well as threats 
to their competitive global positions, may exist in the next decade. US-based NetǬix, for example, studies 
the global economy to identify opportunities in countries and regions in which it may grow. In mid-2018, 
NetǬix continued adding subscribers, reaching 125 million globally. Analysts predicted the organisation 
would have 360 million subscribers by 2030, and that international markets would be the source of much 
of the growth in subscribers.34 Informing this prediction was the expectation that NetǬix would achieve 
reasonable levels of market penetration internationally, including reaching penetration in 35 per cent of 
all broadband households worldwide, excluding China.35 In 2018 alone, the organisation allocated $8 billion 
to develop original programming, with some of those programs targeted to international customers.36 
NetǬix was one of the rare organisations that continued to grow during the Covid-19 pandemic, adding 
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The impact of technological changes on organisations and industries is broad and signiǪcant. For 
example, in the not-too-distant past, people rented movies on videotapes from global retail stores such as 
Blockbuster. Blockbuster has just one store that remains open globally, located in Oregon, USA. Fifteen years 
earlier there were 9000 stores. Today, customers on a global basis use electronic means almost exclusively 
to rent movies (such as via Foxtel) and games (e.g. Fortnite). The publishing industry (books, journals, 
magazines and newspapers) is moving rapidly from hard copy to electronic formats. Many organisations in 
these industries, operating with a more traditional business model, are suǨering. These changes are also 
aǨecting other industries, from trucking to mail services.

Perpetual innovation is a term used to describe how rapidly and consistently new, information-
intensive technologies replace older ones. The shorter product life cycles resulting from the rapid 
diffusion of new technologies place a competitive premium on being able to quickly introduce new, 
innovative goods and services into the marketplace.55

In fact, when products become somewhat indistinguishable because of the widespread and rapid 
diǨusion of technologies, speed to market with innovative products may be the primary source of 
competitive advantage (see Chapter 5).56 Indeed, some argue that the global economy is increasingly 
driven by, or revolves around, constant innovations. Not surprisingly, such innovations must be derived 
from an understanding of global standards and expectations of product functionality.57 Although some 
argue that large established organisations may have trouble innovating, evidence suggests that today 
these organisations are developing radically new technologies that transform old industries or create new 
ones.58 Apple is an excellent example of a large established organisation capable of radical innovation. 
Also, in order to diǨuse the technology and enhance the value of an innovation, additional organisations 
need to be innovative in their use of the new technology, building it into their products.59 Although 
mature organisations may have trouble innovating, evidence suggests that today these organisations 
are developing radically new technologies that transform old industries or create new ones.60 In 2018, for 
example, Boston Consulting Group identiǪed the 50 most innovative companies in the world. The Ǫrst Ǫve 
organisations on this list are large companies: Apple, Google, Microsoft, Amazon and Samsung.61 Wireless 
AirPods, ARKit (the organisation’s augmented-reality framework) and HomePod (an intelligent speaker) 
are some of the innovative products Apple has introduced and for which some recognise it as the most 
innovative company in the world.62

Another indicator of rapid technology diǨusion is that it now may take only 12 to 18 months for 
organisations to gather information about their competitors’ research and development and product 
decisions.63 In the global economy, competitors can sometimes imitate an organisation’s successful 
competitive actions within a few days. In this sense, the rate of technological diǨusion has reduced the 
competitive beneǪts of patents. Today, patents may be an eǨective way of protecting proprietary technology 
in a small number of industries such as pharmaceuticals. Indeed, many organisations competing in the 
electronics industry often do not apply for patents, in order to prevent competitors from gaining access to 
the technological knowledge included in the patent application.

Disruptive technologies – technologies that destroy the value of an existing technology and create 
new markets64 ± surface frequently in today­s competitive markets. Think of the new markets created by 
the technologies underlying the development of products such as the iPad and AirPods. These types of 
products are thought by some to represent radical or breakthrough innovations.65 (We talk more about 
radical innovations in Chapter¹13.) A disruptive or radical technology can create what is essentially a new 
industry or it can harm industry incumbents. However, some incumbents are able to adapt due to their 
superior resources, experience and ability to gain access to the new technology through multiple sources 
(e.g. alliances, acquisitions and ongoing internal research).66 Clearly, Apple has developed and introduced 
‘disruptive technologies’ such as the iPad and AirPods, and in so doing changed several industries. For 
example, the iPod and its complementary iTunes have revolutionised how music is sold to, and used by, 
consumers. In conjunction with other complementary and competitive products (e.g. Amazon­s Kindle), 
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segment of that industry are assumed to control similar strategically relevant resources and to pursue 
similar strategies in light of those resources. Third, resources used to implement strategies are assumed 
to be highly mobile across organisations, so any resource differences that might develop between 
organisations will be short-lived. Fourth, organisational decision makers are assumed to be rational and 
committed to acting in the organisation’s best interests, as shown by their profit-maximising behaviours.90 
The I/O model challenges organisations to find the most attractive industry in which to compete. Because 
most organisations are assumed to have similar valuable resources that are mobile across companies, 
their performance generally can be increased only when they operate in the industry with the highest 
profit potential and learn how to use their resources to implement the strategy required by the industry­s 
structural characteristics.91

The Ǫve forces model of competition is an analytical tool used to assist organisations Ǫnd the industry 
that is the most attractive for them. The model (explained in Chapter 2) encompasses several variables and 
tries to capture the complexity of competition. The Ǫve forces model suggests that an industry­s proǪtability 
(i.e. its rate of return on invested capital relative to its cost of capital) is a function of interactions among 
Ǫve forces: suppliers, buyers, competitive rivalry among organisations currently in the industry, product 
substitutes, and potential entrants to the industry.92

Organisations use the five forces model to identify the attractiveness of an industry (as measured by 
its profitability potential) as well as the most advantageous position for the organisation to take in that 
industry, given the industry’s structural characteristics.93 Typically, the model suggests that organisations 
may earn above-average returns by producing either standardised goods or services at costs below those 
of competitors (a cost leadership strategy) or by producing differentiated goods or services for which 
customers are willing to pay a price premium (a differentiation strategy). (Cost leadership and product 
differentiation strategies are discussed in Chapter 4.) Operating in an unattractive industry does not 
mean profits cannot be made. The fact that ¬the fast food industry is becoming a ®zero-sum industry¯ as 
companies battle for the same pool of customers’94 suggests that fast-food giant McDonald’s is competing 
in a relatively unattractive industry. However, by focusing on product innovations and enhancing existing 
facilities while buying properties in different global markets at attractive prices to selectively build new 
stores, McDonald­s is positioned in the fast-food (or quick-service) restaurant industry to earn above-
average returns. There may be bumps in the road of profit, but McDonald­s has demonstrated that it can 
change and succeed.

As shown in Figure 1.2, the I/O model suggests that above-average returns are earned when 
organisations are able to eǨectively study the external environment as the foundation for identifying 
an attractive industry and implementing the appropriate strategy. For example, in some industries, 
organisations can reduce competitive rivalry and erect barriers to entry by forming joint ventures. Because 
of these outcomes, the joint ventures increase proǪtability in the industry.95 Companies that develop or 
acquire the internal skills needed to implement strategies required by the external environment are likely to 
succeed, while those that do not are likely to fail.96 Hence, this model suggests that returns are determined 
primarily by external characteristics rather than by the organisation­s unique internal resources and 
capabilities.

Research Ǫndings support the I/O model in that approximately 20 per cent of an organisation­s 
proǪtability is explained by the industry in which it chooses to compete. However, this research also shows 
that 36 per cent of the variance in proǪtability can be attributed to the organisation­s characteristics 
and actions.97 These Ǫndings suggest that the external environment and an organisation­s resources, 
capabilities, core competencies and competitive advantages (see Chapter 3) inǬuence its ability to achieve 
strategic competitiveness and earn above-average returns.

As shown in Figure 1.2, the I/O model assumes that an organisation’s strategy is a set of commitments 
and actions Ǭowing from the characteristics of the industry in which it has decided to compete.

The resource-based model, discussed next, takes a diǨerent view of the major inǬuences on an 
organisation’s choice of strategy.
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For example, Apple­s R&D function is one of its core competencies. Amazon­s distribution function is also 
considered a core competency. There is little doubt that the ability to produce innovative new products 
that are perceived as valuable in the marketplace is a core competence for Apple, as suggested in the earlier 
‘Strategic focus’ feature.

According to the resource-based model, diǨerences in an organisation­s performances across time are due 
primarily to its unique resources and capabilities rather than the industry­s structural characteristics. This 
model also assumes that an organisation acquires diǨerent resources and develops unique capabilities based 
on how it combines and uses the resources; that resources and certain capabilities are not highly mobile 
across organisations; and that the diǨerences in resources and capabilities are the basis of competitive 
advantage.101 Through continued use, capabilities become stronger and more diǭcult for competitors to 
understand and imitate. As a source of competitive advantage, a capability ‘should be neither so simple 
that it is highly imitable, nor so complex that it deǪes internal steering and control­.102

The resource-based model of superior returns is shown in Figure 1.3. This model suggests that the 
strategy the organisation chooses should allow it to use its competitive advantages in an attractive industry 
(the I/O model is used to identify an attractive industry).

1 Identify the organisation’s resources. Study its 
 strengths and weaknesses compared with 
 those of competitors.

2 Determine the organisation’s capabilities.
 What do the capabilities allow the organisation
 to do better than its competitors?

3 Determine the potential of the organisation’s 
 resources and capabilities in terms 
 of a competitive advantage.

4 Locate an attractive industry.

5 Select a strategy that best allows the
 organisation to utilise its resources and
 capabilities relative to opportunities in the
 external environment.

Superior returns
Earning of above-average returns

Strategy formulation and implementation
Strategic actions taken to earn above-average returns

An attractive industry
An industry with opportunities that can be exploited by 
the organisation’s resources and capabilities

Competitive advantage
Ability of an organisation to outperform its rivals

Resources
Inputs into an organisation’s production process

Capability
Capacity of an integrated set of resources to integratively 
perform a task or activity

Figure 1.3  The resource-based model of above average returns

Not all of an organisation’s resources and capabilities have the potential to be the foundation for a 
competitive advantage. This potential is realised when resources and capabilities are valuable, rare, 
costly to imitate and non-substitutable.103 Resources are valuable when they allow an organisation to take 
advantage of opportunities or neutralise threats in its external environment. They are rare when possessed 
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management process in situations where trade-oǨs have to be made. The most obvious stakeholders are 
shareholders: individuals and groups who have invested capital in an organisation in the expectation of 
earning a positive return on their investments. These stakeholders­ rights are grounded in laws governing 
private property and private enterprise.

In contrast to shareholders, another group of stakeholders ± the organisation­s customers¹± prefer that 
investors receive a minimum return on their investments. Customers could have their interests maximised 
when the quality and reliability of an organisation­s products are improved, but without high prices. High 
returns to customers, therefore, might come at the expense of lower returns for capital market stakeholders.

Because of potential conǬicts, each organisation must carefully manage its stakeholders. First, an 
organisation must thoroughly identify and understand all important stakeholders. Second, it must prioritise 
them in case it cannot satisfy all of them. Power is the most critical criterion in prioritising stakeholders. 
Other criteria might include the urgency of satisfying each particular stakeholder group and the degree of 
importance of each to the organisation.131

When the organisation earns above-average returns, the challenge of eǨectively managing stakeholder 
relationships is lessened substantially. With the capability and Ǭexibility provided by above-average 
returns, an organisation can more easily satisfy multiple stakeholders simultaneously. When the 
organisation earns only average returns, it is unable to maximise the interests of all stakeholders. The 
objective then becomes one of at least minimally satisfying each stakeholder.

Trade-oǨ decisions are made in light of how important the support of each stakeholder group is to the 
organisation. For example, environmental groups may be very important to organisations in the energy 
industry but less important to professional service organisations.132 An organisation earning below-average 
returns does not have the capacity to minimally satisfy all stakeholders. The managerial challenge in this 
case is to make trade-oǨs that minimise the amount of support lost from stakeholders. Societal values 
also inǬuence the general weightings allocated among the four stakeholder groups shown in Figure 1.4. 
Although all the groups are served by organisations in the major industrialised nations, the priorities in 
their service vary because of cultural diǨerences. Next, we present additional details about each of the 
major stakeholder groups.

Capital market stakeholders
Shareholders and lenders both expect an organisation to preserve and enhance the wealth they have 
entrusted to it. The returns they expect are commensurate with the degree of risk accepted with those 
investments (i.e. lower returns are expected with low-risk investments while higher returns are expected 
with high-risk investments). Institutional investors (e.g. superannuation funds) often are willing 
to sell their share in the fund if the returns are not what they desire, or to take actions to improve the 
organisation’s performance, such as pressuring top managers to improve the governance oversight by the 
board of directors. Some institutions owning major shares of an organisation­s shareholding may have 
conǬicting views about the actions needed, which can be challenging for managers. This is because some 
may want an increase in returns in the short term, while others may desire a focus on building long-
term competitiveness.133 Managers may have to balance their desires with other shareholders or prioritise 
the importance of the institutional owners with diǨerent goals. Clearly, shareholders who hold a large 
share parcel (sometimes referred to as large-block shareholders – see Chapter 10 for more explanation) are 
inǬuential, especially in the determination of the organisation­s capital structure (i.e. the amount of equity 
versus the amount of debt used). Often, large shareholders prefer that the organisation minimise its use of 
debt because of the risk, its cost and the possibility that debt holders have Ǫrst call on the organisation­s 
assets in case of default over the shareholders.134

Product market stakeholders
Some might think that product market stakeholders (customers, suppliers and unions) share few common 
interests. However, all these groups can beneǪt as organisations engage in competitive battles. For example, 
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As you will discover, the strategic management process examined in this book calls for disciplined 
approaches to serve as the foundation for developing a sustainable competitive advantage. These approaches 
provide the pathway through which organisations will be able to achieve strategic competitiveness and 
earn above-average returns. Mastery of this strategic management process will eǨectively assist and guide 
you and the organisations for which you will choose to work.
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