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内容概要

　　《高等学校经济管理英文版教材：战略管理概念与案例（英文版）（第18版）》融入了以资源为
基础的企业理论，这是其他同类书籍无法比拟的。
本书第18版增补了关于企业的社会责任、商业伦理、文化价值观以及蓝海战略等内容。
本书的理论与案例分析涉及新兴行业、快速成长行业、成熟的低速成长行业、停滞或衰退行业、动荡
和快速变化行业、零散行业六大板块，研究对象涵盖快速成长、处于行业领导地位、处于行业亚军地
位、处于竞争劣势等四种公司类型，兼顾到不同国家、地区、行业以及企业规模的实际情况。
　　《高等学校经济管理英文版教材：战略管理概念与案例（英文版）（第18版）》适合本科生
和MBA学生使用。
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章节摘录

版权页：   插图：   The first question, "What is our present situation？
" prompts managers to evaluate industry conditions, the company's current financial performance and market
standing, its resources and capabilities, its competitive strengths and weaknesses, and changes taking place in the
business environment that might affect the company. The answer to the question "Where do we want to go from
here？
" lies within management's vision of the company's future direction--what new customer groups and customer
needs to endeavor to satisfy and what new capabilities to build or acquire. The question "How are we going to get
there？
" challenges managers to craft and execute a strategy capable of moving the company in the intended direction.
Developing clear answers to the question "How are we going to get there？
" is the essence of managing strategically. Rather than relying on the status quo as a road map and dealing with new
opportunities or threats as they emerge, managing strategically involves developing a full-blown game plan that
spells out the competitive moves and business approaches that will be employed to compete successfully, attract
and please customers, conduct operations, achieve targeted levels of performance, and grow the business. Thus, a
company's strategy is all about how: The specific elements that constitute management's answer to the question
"How are we going to get there？
" define a company's business strategy. Thus, a company's strategy is management's action plan for competing
successfully and operating profitably, based on an integrated array of considered choices. The crafting of a strategy
represents a managerial commitment to pursuing a particular set of actions. In choosing a strategy, management is
in effect saying, "Among all the many different business approaches and ways of competing we could have chosen,
we have decided to employ this particular combination of approaches in moving the company in the intended
direction, strengthening its market position and competitiveness, and boosting performance." Thestrategic choices
a company makes are seldom easy decisions and often involve difficult trade-offs--but that does not excuse failure
to pursue a concrete course of action.

Page 7



第一图书网, tushu007.com
<<战略管理>>

编辑推荐

Page 8



第一图书网, tushu007.com
<<战略管理>>

版权说明

本站所提供下载的PDF图书仅提供预览和简介，请支持正版图书。

更多资源请访问:http://www.tushu007.com

Page 9


