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Our goal in writing each edition of this book is to present a new, up-to-date standard for
explaining the strategic management process. To reach this goal with the 11th edition of our
market-leading text, we again present you with an intellectually rich yet thoroughly practical analysis of strategic management.
With each new edition, we are challenged and invigorated by the goal of maintaining
the standard that we established for presenting strategic management knowledge in a readable style. To prepare for each new edition, we carefully study the most recent academic
research to ensure that the strategic management content we present to you is highly current and relevant. In addition, we continuously read articles appearing in many different
and widely read business publications (e.g., Wall Street Journal, Bloomberg Businessweek,
Fortune, Financial Times, Fast Company, and Forbes, to name a few). We also study postings
through social media (such as blogs), given their increasing use as channels of information
distribution. By studying a wide array of sources, we are able to identify valuable examples
of how companies are using (or not using) the strategic management process. Though many
of the hundreds of companies we discuss in the book will be quite familiar, some will likely
be new to you. One reason for this is that we use examples of companies from around the
world to demonstrate how globalized business has become. To maximize your opportunities
to learn as you read and think about how actual companies use strategic management tools,
techniques, and concepts (based on the most current research), we emphasize a lively and
user-friendly writing style.
Several characteristics of this 11th edition of our book will enhance your learning
o
 pportunities:
■■ This book presents you with the most comprehensive and thorough coverage of strategic management that is available on the market.
■■ The research used in this book is drawn from the “classics” as well as the most recent
contributions to the strategic management literature. The historically significant “classic” research provides the foundation for much of what is known about strategic management, while the most recent contributions reveal insights about how to effectively
use strategic management in the complex, global business environment in which firms
now compete. Our book also presents you with many up-to-date examples of how firms
use the strategic management tools, techniques, and concepts developed by leading
researchers. Indeed, although this book is grounded in relevant theory and current
research, it also is strongly application-oriented and presents you, our readers, with
a vast number of examples and applications of strategic management concepts, techniques, and tools. In this edition, for example, we examine more than 500 companies to
describe the use of strategic management. Collectively, no other strategic management
book presents you with the combination of useful and insightful research and applications in a wide variety of organizations as does this text.
Company examples range from the large U.S.-based firms such as Apple, Amazon.
com, Boeing, Starbucks, Walmart, Walt Disney, General Electric, Dell, Campbell Soup,
Coca-Cola, Hewlett-Packard, Ford, United Parcel Service, JPMorgan Chase, and Merck,
to major foreign-based firms such as Carrefour, Nestlé, Ericsson, Nokia, Virgin Group,
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Tokyo Electric Power, Rio Tinto, CEMEX, Cadbury, IKEA, FEMSA, Takeda, Publicis,
Sany Heavy Equipment, Hutchison Whampoa, and Zara. As this list suggests, the firms
examined in this book compete in a wide range of industries and produce a diverse set
of goods and services.
■■ We use the ideas of prominent scholars (e.g., Ron Adner, Rajshree Agarwal, Gautam
Ahuja, Raffi Amit, Africa Arino, Jay Barney, Paul Beamish, Peter Buckley, Ming-Jer
Chen, Russ Coff, Rich D’Aveni, Kathy Eisenhardt, Gerry George, Javier Gimeno, Luis
Gomez-Mejia, Melissa Graebner, Ranjay Gulati, Don Hambrick, Connie Helfat, Amy
Hillman, Tomas Hult, Dave Ketchen, Dovev Lavie, Michael Lennox, , Yadong Luo,
Shige Makino, Costas Markides, Danny Miller, Will Mitchell, Margie Peteraf, Michael
Porter, Nandini Rajagopalan, Jeff Reuer, Joan Ricart, Alan Rugman, Richard Rumelt,
David Sirmon, Ken Smith, Steve Tallman, David Teece, Michael Tushman, Margarethe
Wiersema, Oliver Williamson, Mike Wright, Anthea Zhang, and Ed Zajac) to shape
the discussion of what strategic management is. We describe the practices of prominent executives and practitioners (e.g., Michael Corbat, Jamie Dimon, Carlos Ghosn,
Heinrich Hiesinger, Marilyn Hewson, Jeff Immelt, Elon Musk, Paul Pullman, and
many others) to help us describe how strategic management is used in many types of
organizations.
The authors of this book are also active scholars. We conduct research on different
strategic management topics. Our interest in doing so is to contribute to the strategic management literature and to better understand how to effectively apply strategic management
tools, techniques, and concepts to increase organizational performance. Thus, our own
research is integrated in the appropriate chapters along with the research of numerous other
scholars, some of whom are noted above.
In addition to our book’s characteristics, there are some specific features and revisions
that we have made in this 11th edition that we are pleased to highlight for you:
■■ New Opening Cases and Strategic Focus Segments. We continue our tradition of
providing all-new Opening Cases and Strategic Focus segments (a few are on the same
company[ies] but are substantially updated). Many of these deal with companies located
outside North America. In addition, virtually all of the company-specific examples
included in each chapter are new or substantially updated. Through all of these venues,
we present you with a wealth of examples of how actual organizations, most of which
compete internationally as well as in their home markets, use the strategic management
process for the purpose of outperforming rivals and increasing their performance.
■■ New Strategy Right Now Callouts. Each chapter contains four Strategy Right Now
icons (up from three in the last edition) that direct the student to the CourseMate site.
There students can find out how to access the Gale Business Insights: Essentials content.
This material includes recent articles covering most of the concepts and companies
highlighted in each of the Opening Cases, Strategic Focus segments, and other important areas in the chapter. In addition, online quizzes are associated with all of the BIE
content in CengageNow.
■■ Thirty All-New Cases with an effective mix of organizations headquartered or based
in the United States and a number of other countries. Many of the cases have full financial data (the analyses of which are in the Case Notes that are available to instructors).
These timely cases present active learners with opportunities to apply the strategic management process and understand organizational conditions and contexts and to make
appropriate recommendations to deal with critical concerns. These cases can also be
found in CengageNow.
■■ More than 1000 New References (2012, 2013) are included in the chapters’ endnotes
to support new material added or current strategic management concepts used in the
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book. In addition to demonstrating the classic and recent research from which we draw
our material, these data support the fact that this book references the current cuttingedge research and thinking in the field.
New Concepts were added in several chapters. Examples include executive ambidexterity and ambicultural executives (Chapter 1), the informal economy (Chapter 2),
private-public partnerships in strategic alliances such as those found in industrial clusters (Chapter 9), and strategic change (Chapter 12).
New Content was added to several chapters. Examples include the Analysis-StrategyPerformance framework (Chapter 1 and referenced in several other chapters), the
importance of emerging economies and influence of emerging economy multinationals
(Chapters 1 and 8), the size and scope of the informal economy (Chapter 2), innovators’
dilemma (Chapter 4), the use of TQM in cost leadership and differentiation strategies
(Chapter 4), and intra-industry diversification (Chapter 6).
New Information was provided in several chapters. Examples include the stakeholder
host communities (Chapter 1), all-new and current demographic data (e.g., ethnic mix,
geographic distribution) and on the economic environment (Chapter 2), the general
partner strategies of private equity firms (Chapter 7), information from the World
Economic Forum Competitiveness Report regarding political risks of international investments (Chapter 8), examples of industrial clusters or districts of geographic concentrations of a set of interconnected companies and public organizations (Chapter 9), new
and updated information on corporate governance in different countries (Chapter 10),
discussion of how online retailers are changing the structures of big box retailers (Chapter
11), and updated data about the number of internal and external CEO selections occurring in companies today (Chapter 12).
New and Revised Experiential Exercises are at the end of each chapter to support
individuals’ efforts to understand the use of the strategic management process. These
exercises place active learners in a variety of situations requiring application of some
part of the strategic management process.
An Exceptional Balance between current research and up-to-date applications of it
in actual organizations. The content has not only the best research documentation but
also the largest number of effective real-world examples to help active learners understand the different types of strategies that organizations use to achieve their vision and
mission.
Access to Harvard Business School (HBS) Cases. We have developed a set of assignment sheets and AACSB International assessment rubrics to accompany 10 of the
best-selling HBS cases. Instructors can customize the text to include these cases
(www.cengage.com/custom/makeityours/hitt11e) and utilize the accompanying set
of teaching notes and assessment rubrics to formalize assurance of learning efforts
in the capstone Strategic Management/Business Policy course. Contact your Cengage
Learning representative for more information.
Supplements to Accompany This Text
Instructor Web site. Access important teaching resources on this companion Web site.
For your convenience, you can download electronic versions of the instructor supplements
from the password-protected section of the site, including Instructor’s Resource Manual,
Comprehensive Case Notes, Cognero Testing, Word Test Bank files, PowerPoint® slides,
and Video Segments and Guide. To access these additional course materials and companion resources, please visit www.cengagebrain.com. On the Cengagebrain.com homepage,
use the search box at the top of the page to search for the ISBN of your title (from the back
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cover of your book). This will take you to the product page where free companion resources
can be found.
■■ Instructor’s Resource Manual. The Instructor’s Resource Manual, organized around
each chapter’s knowledge objectives, includes teaching ideas for each chapter and how
to reinforce essential principles with extra examples. This support product includes
lecture outlines, detailed answers to end-of-chapter review questions, instructions
for using each chapter’s experiential exercises and video cases, and additional assignments.
■■ Case Notes. These notes include directed assignments, financial analyses, and thorough
discussion and exposition of issues in the case. Select cases also have assessment rubrics
tied to National Standards (AACSB outcomes) that can be used for grading each case.
The Case Notes provide consistent and thorough support for instructors, following the
method espoused by the author team for preparing an effective case analysis.
■■ Cengage Learning Testing Powered by Cognero. This is a flexible, online system
that allows you to author, edit, and manage test bank content from multiple Cengage
Learning solutions; create multiple test versions in an instant; and deliver tests from
your LMS, your classroom, or wherever you want. Cengage Learning Testing Powered
by Cognero works on any operating system or browser, no special installs or downloads needed. You can create tests from school, home, the coffee shop—anywhere with
Internet access and enhanced, test bank questions are linked to each chapter’s knowledge
objectives and are ranked by difficulty and question type. We provide an ample number
of application questions throughout, and we have also retained scenario-based questions
as a means of adding in-depth problem-solving questions. The questions are also tagged
to National Standards (AACSB outcomes), Bloom’s Taxonomy, and the Dierdorff/Rubin
metrics.
■■ PowerPoints®. An all-new PowerPoint presentation, created for the 11th edition, provides support for lectures, emphasizing key concepts, key terms, and instructive graphics.
■■ Video Segments. A collection of 13 BBC videos have been included in the end-of-chapter material. These new videos are short, compelling, and timely illustrations of today’s
management world. Topics include Brazil’s growing global economy, the aftermath of
BP’s oil spill, Zappos.com, the Southwest merger with AirTrans, and more. Available on
the DVD and Instructor Web site. Detailed case write-ups including questions and suggested answers appear in the Instructor’s Resource Manual and Video Guide.
CengageNow. This robust online course management system gives you more control in
less time and delivers better student outcomes—NOW. CengageNow includes teaching and
learning resources organized around lecturing, creating assignments, casework, quizzing,
and gradework to track student progress and performance. The 30 comprehensive cases
appear in CengageNow. There are 13 Guided Cases that bring students to a higher level
of understanding in preparation for in-class activities. Multiple types of quizzes, including BBC video quizzes and YouTube video quizzes, are assignable and gradable. We also
include assignable and gradable Business Insights: Essentials (BIE) quizzes that direct students to Gale articles to find expansive, current event coverage for companies, including a
wealth of daily updated articles and company financials. Flexible assignments, automatic
grading, and a gradebook option provide more control while saving you valuable time.
A Personalized Study diagnostic tool empowers students to master concepts, prepare for
exams, and become more involved in class.
Cengage Learning Write Experience 2.0. This new technology is the first in higher
education to offer students the opportunity to improve their writing and analytical skills
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without adding to your workload. Offered through an exclusive agreement with Vantage
Learning, creator of the software used for GMAT essay grading, Write Experience evaluates
students’ answers to a select set of writing assignments for voice, style, format, and originality. We have trained new prompts for this edition!
The Business Insights: Essentials Resource Center (BIE). Put a complete business library at your students’ fingertips! This premier online business research tool allows
you and your students to search thousands of periodicals, journals, references, financial
data, industry reports, and more. This powerful research tool saves time for students—
whether they are preparing for a presentation or writing a reaction paper. You can use the
BIE to quickly and easily assign readings or research projects.
Micromatic Strategic Management Simulation (for bundles only). The
Micromatic Business Simulation Game allows students to decide their company’s mission, goals, policies, and strategies. Student teams make their decisions on a quarter-byquarter basis, determining price, sales and promotion budgets, operations decisions, and
financing requirements. Each decision round requires students to make approximately
100 decisions. Students can play in teams or play alone, compete against other players
or the computer, or use Micromatic for practice, tournaments, or assessment. You can
control any business simulation element you wish, leaving the rest alone if you desire.
Because of the number and type of decisions the student users must make, Micromatic
is classified as a medium to complex business simulation game. This helps students
understand how the functional areas of a business fit together without being bogged
down in needless detail and provides students with an excellent capstone experience in
decision making.
Smartsims (for bundles only). MikesBikes Advanced is a premier strategy simulation, providing students with the unique opportunity to evaluate, plan, and implement
strategy as they manage their own company while competing online against other students
within their course. Students from the management team of a bicycle manufacturing company make all the key functional decisions involving price, marketing, distribution, finance,
operations, HR, and R&D. They formulate a comprehensive strategy, starting with their
existing product, and then adapt the strategy as they develop new products for emerging markets. Through the Smartsims easy-to-use interface, students are taught the crossfunctional disciplines of business and how the development and implementation of strategy
involves these disciplines. The competitive nature of MikesBikes encourages involvement
and learning in a way that no other teaching methodology can, and your students will have
fun in the process!
MindTap. MindTap is a fully online digital learning platform of authoritative Cengage
Learning content, assignments, and services that engages your students with interactivity while also offering you choice in the configuration of coursework and enhancement
of the curriculum via complimentary Web apps known as MindApps. MindApps range
from ReadSpeaker (which reads the text out loud to students), to Kaltura (allowing you
to insert inline video and audio into your curriculum), to ConnectYard (allowing you to
create digital “yards” through social media—all without “friending” your students). This
is well beyond an eBook, a homework solution or digital supplement, a resource center
website, a course delivery platform or a Learning Management System. It is the first in a
new c ategory—the Personal Learning Experience.
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Make It Yours—Custom Case Selection
Cengage Learning is dedicated to making the educational experience unique for all learners by creating custom materials that best suit your course needs. With our Make It Yours
program, you can easily select a unique set of cases for your course from providers such as
Harvard Business School Publishing, Darden, and Ivey. See http://www.custom.cengage.
com/makeityours/hitt11e for more details.
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Strategic Management and
Strategic Competitiveness
Studying this chapter should provide you with the strategic
management knowledge needed to:
1 Define strategic competitiveness, strategy, competitive advantage,
above-average returns, and the strategic management process.
2 Describe the competitive landscape and explain how globalization and
technological changes shape it.
3 Use the industrial organization (I/O) model to explain how firms can earn
above-average returns.
4 Use the resource-based model to explain how firms can earn above-average
returns.
5 Describe vision and mission and discuss their value.
6 Define stakeholders and describe their ability to influence organizations.
7 Describe the work of strategic leaders.
© Vividfour / Shutterstock.com
8 Explain the strategic management process.
© Vividfour / Shutterstock.com; ©Bikeworldtravel / Shutterstock.com
The Global Impact of the Golden Arches
McDonald’s has achieved
substantial success over the
years, which is exemplified
by its impact throughout
the world. Many people
know about and are customers of McDonald’s. For example,
a recent survey found that 88 percent
of people recognize the golden arches
and associate them with McDonald’s.
This is likely because McDonald’s
touches a lot of people in a year. Each
day, about 68 million people eat at a
McDonald’s, which equates to almost
one percent of the world’s population.
In the United States alone, McDonald’s
hires approximately one million
employees per year. Approximately
12 to 13 percent of all U.S. workers
have been employed at McDonald’s
at one time (including such famous
people as actress Sharon Stone, singer,
Shania Twain and comedian Jay Leno).
Given that McDonald’s includes a toy
in about 20 percent of its sales, it is
the world’s largest distributor of toys.
Finally, McDonald’s serves about one
billion pounds of beef annually in the
United States, which requires approximately 5.5 million head of cattle.
McDonald’s is larger and has been
more successful in the market than its
close competitors, Burger King and
Wendy’s, as well as other large competitors for the fast food customer, such
as Subway and Starbucks. It has been
estimated that McDonald’s has about
17 percent of the limited service restaurants in the United States. Its success
against competitors is demonstrated
by the results of a recent review of the
specialty coffees offered by fast food
outlets. McDonald’s McCafé was rated
higher than the “gourmet” coffees sold
by Burger King (a new entrant in this
product category), Wendy’s, Subway,
and 7-Eleven. In fact, McCafé even stole
some customers from Starbucks when
it was first offered by McDonald’s.
McDonald’s made a decision early
to move into international markets and
now one can find the golden arches
in many countries across the world.
However, its success has created a
company of such size and reach that it
is also easy to criticize. For example, in
2012 it created an advertisement that
received acclaim because it included
farmers and ranchers who supplied
the food to McDonald’s. The evaluations showed that it was perceived
to be authentic. Early responses from
the public were positive but over time
the tweets became more negative
with people voicing criticisms of the
company and its food. It especially has
been criticized because of its supposed
contribution to the obesity problems
in the United States.
McDonald’s has tried to respond to
this criticism and the public’s concerns
about obesity by offering more healthy
food alternatives such as salads,
chicken, and fish and by providing the
amount of calories in its foods on their
packaging. McDonald’s now serves
more Happy Meals with Chicken
McNuggets than with hamburgers.
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It also offers apple slices in place of French fries. It recently has introduced Fish McBites following
its popular entry of Chicken McBites. In addition to providing new food products for customers,
McDonald’s now offers Wi-Fi, which has been particularly popular with students.
Even with all of its success and rapid responses to criticism, McDonald’s must always be
prepared to react to negative outcomes. For example, while its global sales revenue in 2012
increased by 6.7 percent over 2011 sales, early sales in 2013 have been discouraging. Sales in
January dropped significantly in Asia, the Middle East, and Africa. It also has experienced recent
sales declines in Europe, especially Germany and France. Some of these reductions in sales
reflect general economic conditions with which McDonald’s must regularly cope with intensifying competition from regional and global rivals. These results suggest that its global reach has
helped the firm in many ways (massive economies of scope, recognition in the market) but also
means that it must deal with geographic economic differences and varying competitive forces
across the globe.
Learn more about
Burger King, a large
competitor
of McDonald’s.
www.cengagebrain.com
Strategic
competitiveness is
achieved when a firm
successfully formulates
and implements a valuecreating strategy.
A strategy is an integrated
and coordinated set of
commitments and actions
designed to exploit core
competencies and gain a
competitive advantage.
As we see from the Opening Case, McDonald’s is highly successful because of its strategy to
grow globally and gain massive economies of scale (keeping costs low) that provide widespread
name/brand recognition. These attributes along with other critical strategic decisions (e.g.,
adding new food and drink products such as salads, Chicken and Fish McBites, and McCafé)
have enhanced its ability to compete against other major fast food restaurants. Therefore, we
can conclude that McDonald’s has achieved strategic competitiveness. It clearly has been able
to earn above-average returns. Yet McDonald’s has received its share of criticism because of
its perceived contribution to the childhood obesity problem in the United States. In addition,
it continues to cope with global economic problems and fierce competition. For example,
Burger King and Wendy’s now serve gourmet coffee in response to the success of McDonald’s
McCafé. The top management of McDonald’s has used the strategic management process (see
Figure 1.1) as the foundation for the commitments, decisions, and actions they took to pursue
strategic competitiveness and above-average terms. The strategic management process is fully
explained in this book. We introduce you to this process in the next few paragraphs.
Strategic competitiveness is achieved when a firm successfully formulates and implements a value-creating strategy. A strategy is an integrated and coordinated set of commitments and actions designed to exploit core competencies and gain a competitive advantage.
When choosing a strategy, firms make choices among competing alternatives as the pathway for deciding how they will pursue strategic competitiveness.1 In this sense, the chosen
strategy indicates what the firm will do as well as what the firm will not do.
As explained in the Opening Case, McDonald’s has been a leader in its industry as one
of the first fast food companies to enter global markets and is now a highly global business.
However, it continues to change its product line in response to a changing environment.
In fact, to adapt to local environments, it sometimes makes major changes. For example, it
has changed its name to Macca in Australia because people there often abbreviate names to
avoid pronouncing multiple syllables. So, McDonald’s shortened its name to two syllables
(from three) and used its highly recognizable golden arches as the symbol of the firm.2
A recent study conducted to identify the factors that contribute to the success of top
corporate performers showed why McDonald’s has been successful. This study found that
the top performers were entrepreneurial, market oriented (effective knowledge of the
customers’ needs), used valuable competencies, and offered innovative products and services.3 McDonald’s displays several of these attributes. It clearly understands its market and
M. Stasy
Sources: K. Mayo & V. Wong, 2013, Who serves the best fast-food coffee? Bloomberg Businessweek, March 4, 76–77;
C. Choi, 2013, McDonald’s sales fall with tough year ahead, Bloomberg Businessweek, www.businessweek.com,
February 8; C. Choi, McDonald’s to put “Fish McBites” in happy meals, Bloomberg Businessweek, www.businessweek.com,
February 4; A. Troianovovski, 2013, The web-deprived study at McDonald’s, Wall Street Journal, www.wsj.com,
January, 28; G. Lubin & M. Badkar, 2012, 17 facts about McDonald’s that will blow your mind, Yahoo! Finance,
http://finance.yahoo.com, December 7; K. O’Brien, 2012, How McDonald’s came back bigger than ever, New York Times,
www.nytimes.com, May 4.
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customers and is innovative. Therefore, its success is not surprising. A firm’s strategy also
demonstrates how it differs from its competitors. Recently, Ford Motor Company devoted
efforts to explain to stakeholders how the company differs from its competitors. The main
idea is that Ford claims that it is “greener” and more technically advanced than its competitors, such as General Motors and Chrysler Group LLC (with majority ownership held by
Fiat SpA).4
A firm has a competitive advantage when it implements a strategy that creates superior
value for customers and that its competitors are unable to duplicate or find too costly to imitate.5 An organization can be confident that its strategy has resulted in one or more useful
competitive advantages only after competitors’ efforts to duplicate its strategy have ceased
or failed. In addition, firms must understand that no competitive advantage is permanent.6
The speed with which competitors are able to acquire the skills needed to duplicate the
benefits of a firm’s value-creating strategy determines how long the competitive advantage
will last.7
Above-average returns are returns in excess of what an investor expects to earn from
other investments with a similar amount of risk. Risk is an investor’s uncertainty about
the economic gains or losses that will result from a particular investment.8 The most successful companies learn how to effectively manage risk. Effectively managing risks reduces
investors’ uncertainty about the results of their investment.9 Returns are often measured
in terms of accounting figures, such as return on assets, return on equity, or return on
sales. Alternatively, returns can be measured on the basis of stock market returns, such
as monthly returns (the end-of-the-period stock price minus the beginning stock price,
divided by the beginning stock price, yielding a percentage return). In smaller, new venture
firms, returns are sometimes measured in terms of the amount and speed of growth (e.g.,
in annual sales) rather than more traditional profitability measures10 because new ventures
require time to earn acceptable returns (in the form of return on assets and so forth) on
investors’ investments.11
Understanding how to exploit a competitive advantage is important for firms seeking to
earn above-average returns.12 Firms without a competitive advantage or that are not competing in an 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 first in decline and,
eventually, failure.13 Failure occurs because investors withdraw their investments from those
firms earning less-than-average returns.
As previously noted, there are no guarantees of permanent success. For example,
American Airlines was very successful at one time earning above average returns. But in
recent years, it has performed very poorly and had to declare bankruptcy. As a result it is
being acquired by US Airways. Companies that are prospering must not become overconfident. For example, even considering Apple’s excellent current performance, it still must be
careful not to become overconfident and continue its quest to be the leader for its markets.
The strategic management process (see Figure 1.1) is the full set of commitments,
decisions, and actions required for a firm to achieve strategic competitiveness and earn
above-average returns.14 The process involves analysis, strategy and performance (the
A-S-P model—see Figure 1.1). The firm’s first step in the process is to analyze its external
environment and internal organization to determine its resources, capabilities, and core
competencies—on which its strategy likely will be based. McDonald’s has excelled in using
this process over the years. The strategy portion of the model entails strategy formulation
and strategy implementation.
With the information gained from external and internal analyses, the firm develops
its vision and mission and formulates one or more strategies. To implement its strategies, the firm takes actions to enact each strategy with the intent of achieving strategic
A firm has a competitive
advantage when it
implements a strategy that
creates superior value for
customers and competitors
are unable to duplicate
or find too costly to try to
imitate.
Above-average returns
are returns in excess of what
an investor expects to earn
from other investments
with a similar amount
of risk.
Risk is an investor’s
uncertainty about the
economic gains or losses
that will result from a
particular investment.
Average returns are
returns equal to those an
investor expects to earn
from other investments
with a similar amount of
risk.
The strategic
management
process is the full set of
commitment, decisions,
and actions required for a
firm to achieve strategic
competitiveness and earn
above-average returns.
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Figure 1.1 The Strategic Management Process
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competitiveness and above-average returns (performance). Effective strategic actions that
take place in the context of carefully integrated strategy formulation and implementation
efforts result in positive performance. This dynamic strategic management process must
be maintained as ever-changing markets and competitive structures are coordinated with a
firm’s continuously evolving strategic inputs.15
In the remaining chapters of this book, we use the strategic management process to
explain what firms do to achieve strategic competitiveness and earn above-average returns.
We demonstrate why some firms consistently achieve competitive success while others fail
to do so.16 As you will see, the reality of global competition is a critical part of the strategic
management process and significantly influences firms’ performances.17 Indeed, learning
how to successfully compete in the globalized world is one of the most significant challenges
for firms competing in the current century.18
© Cengage Learning
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Several topics will be discussed in this chapter. First, we describe the current competitive landscape. This challenging landscape is being created primarily by the emergence of a global economy, globalization resulting from that economy, and rapid technological changes. Next, we examine two models that firms use to gather the information
and knowledge required to choose and then effectively implement their strategies. The
insights gained from these models also serve as the foundation for forming the firm’s
vision and mission. The first model (the industrial organization or I/O model) suggests
that the external environment is the primary determinant of a firm’s strategic actions.
According to this model, identifying and then operating effectively in an attractive (i.e.,
profitable) industry or segment of an industry are the keys to competitive success.19 The
second model (resource-based) suggests that a firm’s unique resources and capabilities are
the critical link to strategic competitiveness.20 Thus, the first model is concerned primarily
with the firm’s external environment while the second model is concerned primarily with
the firm’s internal organization. After discussing vision and mission, direction-setting
statements that influence the choice and use of strategies, we describe the stakeholders
that organizations serve. The degree to which stakeholders’ needs can be met increases
when firms achieve strategic competitiveness and earn above-average returns. Closing the
chapter are introductions to strategic leaders and the elements of the strategic management process.
1-1 The Competitive Landscape
The fundamental nature of competition in many of the world’s industries is changing. The
reality is that financial capital continues to be scarce and markets are increasingly volatile.21
Because of this, the pace of change is relentless and ever-increasing. Even determining the
boundaries of an industry has become challenging. Consider, for example, how advances
in interactive computer networks and telecommunications have blurred the boundaries
of the entertainment industry. Today, not only do cable companies and satellite networks
compete for entertainment revenue from television, but telecommunication companies
are moving into the entertainment business through significant improvements in fiberoptic lines.22 Partnerships among firms in different segments of the entertainment industry
further blur industry boundaries. For example, MSNBC is co-owned by NBC Universal
and Microsoft. At one time, General Electric owned 49 percent of NBC Universal while
Comcast owned the remaining 51 percent. In March 2013, Comcast acquired the remaining
shares in the firm.23
Other characteristics of the current competitive landscape are noteworthy. Conventional
sources of competitive advantage such as economies of scale and huge advertising budgets
are not as effective as they once were in terms of helping firms earn above-average returns.
Moreover, the traditional managerial mind-set is unlikely to lead a firm to strategic competitiveness. Managers must adopt a new mind-set that values flexibility, speed, innovation, integration, and the challenges that evolve from constantly changing conditions.24 The
conditions of the competitive landscape result in a perilous business world, one in which
the investments that are required to compete on a global scale are enormous and the consequences of failure are severe.25 Effective use of the strategic management process reduces
the likelihood of failure for firms as they encounter the conditions of today’s competitive
landscape.
Hypercompetition is a term often used to capture the realities of the competitive landscape. Under conditions of hypercompetition, assumptions of market stability are replaced
by notions of inherent instability and change.26 Hypercompetition results from the dynamics of strategic maneuvering among global and innovative combatants.27 It is a condition
7
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of rapidly escalating competition based on price-quality positioning, competition to create
new know-how and establish first-mover advantage, and competition to protect or invade
established product or geographic markets.28 In a hypercompetitive market, firms often
aggressively challenge their competitors in the hopes of improving their competitive position and ultimately their performance.29
Several factors create hypercompetitive environments and influence the nature of the
current competitive landscape. The emergence of a global economy and technology, specifically rapid technological change, are the two primary drivers of hypercompetitive environments and the nature of today’s competitive landscape.
Find out more about
Evolution Fresh, a
Starbucks acquisition.
www.cengagebrain .com
A global economy is
one in which goods,
services, people, skills, and
ideas move freely across
geographic borders.
A global economy is one in which goods, services, people, skills, and ideas move freely
across geographic borders. Relatively unfettered by artificial constraints, such as tariffs, the
global economy significantly expands and complicates a firm’s competitive environment.30
Interesting opportunities and challenges are associated with the emergence of the
global economy.31 For example, the European Union (composed of several countries) has
become one of the world’s largest markets, with 700 million potential customers. “In the
past, China was generally seen as a low-competition market and a low-cost producer.
Today, China is an extremely competitive market in which local market-seeking MNCs
[multinational corporations] must fiercely compete against other MNCs and against
those local companies that are more cost effective and faster in product development.
While China has been viewed as a country from which to source low-cost goods, lately,
many MNCs, such as P&G [Procter and Gamble], are actually net exporters of local management talent; they have been dispatching more Chinese abroad than bringing foreign
expatriates to China.”32 China has become the second-largest economy in the world, surpassing Japan. India, the world’s largest democracy, has an economy that also is growing
rapidly and now ranks as the fourth largest in the world.33 Simultaneously, many firms in
these emerging economies are moving into international markets and are now regarded
as multinational firms. This fact is demonstrated by the case of Huawei, a Chinese company that has entered the U.S. market. Barriers to entering foreign markets still exist
and Huawei has encountered several, such as the inability to gain the U.S. government’s
approval for acquisition of U.S. firms. Essentially, Huawei must build credibility in the
U.S. market, and especially build a positive relationship with stakeholders such as the
U.S. government.
The nature of the global economy reflects the realities of a hypercompetitive business
environment and challenges individual firms to seriously evaluate the markets in which
they will compete. This is reflected in Starbucks’ actions and outcomes. While Starbucks
has enjoyed substantial success in North America and Asia, it is struggling in Europe. It has
substantial competition there. Alternatively, the fact that a company that sells cups of coffee
is a multinational firm suggests the reach and influence of the global economy.
Consider the case of General Electric (GE). Although headquartered in the United
States, GE expects that as much as 60 percent of its revenue growth through 2015 will be
generated by competing in rapidly developing economies (e.g., China and India). The decision to count on revenue growth in emerging economies instead of in developed countries
such as the United States and in Europe seems quite reasonable in the global economy. GE
achieved significant growth in 2010 partly because of signing contracts for large infrastructure projects in China and Russia. GE’s CEO, Jeffrey Immelt, argues that we have entered a
new economic era in which the global economy will be more volatile and that most of the
growth will come from emerging economies such as Brazil, China, and India.34 Therefore,
GE is investing significantly in these emerging economies, in order to improve its competitive position in vital geographic sources of revenue and profitability.
M. Stasy
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Strategic Focus
Globalization
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Starbucks is a New Economy Multinational
Starbucks is not an ordinary purveyor of a cup of coffee. It
is a large and innovative multinational firm that engages
in major strategic actions to enter new international and
product markets (e.g., acquisitions). It is a multibillion-dollar
company with many stores operating in multiple countries.
By 2015, Starbucks plans to have more than 12,500 stores
in the United States, up from 11,128 in 2012. For example,
Starbucks has become a major player in Asian markets,
which is interesting because it took on a largely tea-drinking
culture. By 2015, Starbucks expects to have 1,500 stores
operating in China, a major increase over its 700 stores there
in 2012. Starbucks adapts to local market tastes by developing larger stores where, for example, the Chinese can lounge
and meet with friends. It also has introduced flavors specifically for the Chinese market, such as red-bean frappuccinos. It also has products that cater to tea drinkers as well.
Starbucks’ success in China is reflected by the fact that China
is expected to become the company’s second largest market
by 2014. The average annual single store sales in China have
increased by almost 75 percent since 2008 to $886,000 at the
end of 2012.
Starbucks has also entered Vietnam and India with high
expectations. In 2013 it opened its first store in Vietnam.
Interestingly, Vietnam is the second largest producer of coffee
beans in the world behind only Brazil. Starbucks hopes to work
with local Vietnamese farmers to grow a high-quality Arabica
coffee bean. In partnership with the Tata Group, Starbucks also
recently opened its first stores (three) in India with plans to
have 50 stores there within a year.
Although Starbucks has experienced significant success
in Asia, its experience in Europe has been mixed. It has had
some success but has also encountered a different coffee culture. At first, it tried to have Europeans adapt to the Starbucks
approach. Now, because of the importance Starbucks places
on its future in Europe, the company is adapting to the
European café culture. This means that Starbucks is building
larger stores with additional seating to allow people to meet
and spend time in their stores, as they have done in Asia. It
has implemented other practices and products that adapt
even more to local (country) cultures and tastes (e.g., France,
England).
Customers line up to purchase drinks on the opening day of the first
Starbucks outlet in Ho Chi Minh City on February 1, 2013. Starbucks
opened its first store in coffee-loving Vietnam, seeking to compete
with local rivals in a country known for its strong café culture.
In addition to Starbucks’ international thrust, it also engages
in significant innovation and strategic actions to add to its
product line. In recent years, it has introduced Via, an instant
coffee, and a single-cup coffee maker (named the Verismo)
that allows customers to make their own lattes at home.
Another attempt to add to its product line is evidenced in
its recent acquisition of the tea chain, Teavana. In fact, it paid
$620 million to acquire the Atlanta-based company. In recent
times it also acquired a juice maker, Evolution Fresh, and Bay
Bread, the operator of La Boulange bakeries.
Starbucks’ strategic actions have enjoyed much success. In fact,
Starbucks announced major increases in stores’ sales open at least
13 months (7 percent in the Americas and 11 percent in China)
and in profits (13 percent overall) in the last quarter of 2012.
Sources: J. Gertner, 2013, For infusing a steady stream of new ideas to revive
its business, Fast Company, www.fastcompany.com, accessed on January 30;
A. Gasparro, 2013, Starbucks enjoys sales jolt from its U.S., China stores, Wall Street
Journal, www.wsj.com, January 24; J. Noble, 2013, Starbucks takes on Vietnam
coffee culture, Financial Times, www.ft.com, January 3; A. Gasparro, 2012, Starbucks:
China to become no. 2 market, Wall Street Journal, www.wsj.com, December 6;
2012, A look at Starbucks’ U.S. presence over the years, Bloomberg Businessweek,
www.businessweek.com, December 5; L. Burkitt, 2012, Starbucks plays to local
Chinese tastes, Wall Street Journal, www.wsj.com, November 26; J. Jargon, 2012,
Starbucks CEO: ’We will do for tea what we did for coffee,’ Wall Street Journal, www.
wsj.com, November 14; V. Bajaj, 2012, Starbucks opens in India with pomp and
tempered ambition, New York Times, www.nytimes.com, October 19; S. Strom, 2012,
Starbucks to introduce single-serve coffee maker, New York Times, www.nytimes.
com, September 20; L. Alderman, 2012, In Europe, Starbucks adjusts to a café
culture, New York Times, www.nytimes.com, March 30.
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Learn more about
the emerging
economies of
the BRIC countries
(Brazil, Russia, India, &
China).
www.cengagebrain.com
Globalization is the increasing economic interdependence among countries and their organizations as reflected in the flow of goods and services, financial capital, and knowledge
across country borders.35 Globalization is a product of a large number of firms competing
against one another in an increasing number of global economies.
In globalized markets and industries, financial capital might be obtained in one national
market and used to buy raw materials in another. Manufacturing equipment bought from
a third national market can then be used to produce products that are sold in yet a fourth
market. Thus, globalization increases the range of opportunities for companies competing
in the current competitive landscape.36
Firms engaging in globalization of their operations must make culturally sensitive decisions when using the strategic management process, as is the case in Starbucks’ operations
in European countries. Additionally, highly globalized firms must anticipate ever-increasing
complexity in their operations as goods, services, people, and so forth move freely across
geographic borders and throughout different economic markets.
Overall, it is important to note that globalization has led to higher performance standards in many competitive dimensions, including those of quality, cost, productivity, product introduction time, and operational efficiency. In addition to firms competing in the
global economy, these standards affect firms competing on a domestic-only basis. The reason is that customers will purchase from a global competitor rather than a domestic firm is
that the global company’s good or service is superior. Workers now flow rather freely among
global economies, and employees are a key source of competitive advantage.37 Thus, managers have to learn how to operate effectively in a “multi-polar” world with many important
countries having unique interests and environments.38 Firms must learn how to deal with
the reality that in the competitive landscape of the twenty-first century, only companies
capable of meeting, if not exceeding, global standards typically have the capability to earn
above-average returns.
Although globalization offers potential benefits to firms, it is not without risks.
Collectively, the risks of participating outside of a firm’s domestic markets in the global
economy are labeled a “liability of foreignness.”39
One risk of entering the global market is the amount of time typically required for firms
to learn how to compete in markets that are new to them. A firm’s performance can suffer
until this knowledge is either developed locally or transferred from the home market to the
newly established global location.40 Additionally, a firm’s performance may suffer with substantial amounts of globalization. In this instance, firms may overdiversify internationally
beyond their ability to manage these extended operations.41 Overdiversification can have
strong negative effects on a firm’s overall performance.
A major factor in the global economy in recent years has been the growth in the influence of emerging economies. The important emerging economies include not only the
BRIC countries (Brazil, Russia, India and China) but also the VISTA countries (Vietnam,
Indonesia, South Africa, Turkey, and Argentina). Mexico and Thailand also have become
increasingly important markets.42 Obviously, as these economies have grown, their markets have become targets for entry by large multinational firms. Emerging economy
firms have also began to compete in global markets, some with increasing success.43 For
example, there are now more than 1,000 multinational firms home-based in emerging
economies with more than $1 billion in annual sales.44 In fact, the emergence of emergingmarket multinational firms in international markets has forced large multinational firms
based in developed markets to enrich their own capabilities to compete effectively in
global markets.45
Thus, entry into international markets, even for firms with substantial experience in
the global economy, requires effective use of the strategic management process. It is also
M. Stasy
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important to note that even though global markets are an attractive strategic option for
some companies, they are not the only source of strategic competitiveness. In fact, for most
companies, even for those capable of competing successfully in global markets, it is critical
to remain committed to and strategically competitive in both domestic and international
markets by staying attuned to technological opportunities and potential competitive disruptions that innovations create.46
1-1b Technology and Technological Changes
Technology-related trends and conditions can be placed into three categories: technology diffusion and disruptive technologies, the information age, and increasing knowledge intensity. Through these categories, technology is significantly altering the nature of
competition and contributing to highly dynamic competitive environments as a result of
doing so.
Technology Diffusion and Disruptive Technologies
The rate of technology diffusion, which is the speed at which new technologies become
available and are used, has increased substantially over the past 15 to 20 years. Consider the
following rates of technology diffusion:
It took the telephone 35 years to get into 25 percent of all homes in the United States. It took TV
26 years. It took radio 22 years. It took PCs 16 years. It took the Internet 7 years.47
The impact of technological changes on individual firms and industries has been broad
and significant. For example, in the not-too-distant-past, people rented movies on videotapes at retail stores. Now, movie rentals are almost entirely electronic. The publishing
industry (books, journals, magazines, newspapers) is moving rapidly from hard copy to
electronic form. Many firms in these industries operating with a more traditional business
model are suffering. These changes are also affecting other industries, from trucking to mail
services (public and private).
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 these rapid diffusions of new technologies place a competitive premium on being able
to quickly introduce new, innovative goods and services into the marketplace.48
In fact, when products become somewhat indistinguishable because of the widespread and rapid diffusion of technologies, speed to market with innovative products
may be the primary source of competitive advantage (see Chapter 5).49 Indeed, some
argue that the global economy is increasingly driven by constant innovations. Not surprisingly, such innovations must be derived from an understanding of global standards
and expectations of product functionality.50 Although some argue that large established
firms may have trouble innovating, evidence suggests that today these firms are developing radically new technologies that transform old industries or create new ones. 51
Apple is an excellent example of a large established firm capable of radical innovation.
Also, in order to diffuse the technology and enhance the value of an innovation, additional firms need to be innovative in their use of the new technology, building it into
their products.52
Another indicator of rapid technology diffusion is that it now may take only 12 to 18
months for firms to gather information about their competitors’ research and development
and product decisions.53 In the global economy, competitors can sometimes imitate a firm’s
successful competitive actions within a few days. In this sense, the rate of technological diffusion has reduced the competitive benefits of patents. Today, patents may be an effective
way of protecting proprietary technology in a small number of industries such as pharmaceuticals. Indeed, many firms competing in the electronics industry often do not apply for
11
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patents 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 markets54—surface frequently in today’s
competitive markets. Think of the new markets
created by the technologies underlying the development of products such as iPods, iPads, Wi-Fi,
and the browser. These types of products are
thought by some to represent radical or breakthrough innovations.55 (We discuss more about
radical innovations in Chapter 13.) A disruptive or
radical technology can create what is essentially a
Reading a book on an iPad. In recent years Apple has brought
new industry or can harm industry incumbents.
to market several disruptive technologies that create new
However, some incumbents are able to adapt based
markets and change existing industries.
on their superior resources, experience, and ability to gain access to the new technology through
multiple sources (e.g., alliances, acquisitions, and
ongoing internal research).56
Clearly, Apple has developed and introduced “disruptive technologies” such as the iPod,
and in so doing changed several industries. For example, the iPod and its complementary
iTunes revolutionized how music is sold to and used by consumers. In conjunction with
other complementary and competitive products (e.g., Amazon’s Kindle), Apple’s iPad is
contributing to and speeding major changes in the publishing industry, moving from hard
copies to electronic books. Apple’s new technologies and products are also contributing to
the new “information age.” Thus, Apple provides an example of entrepreneurship through
technology emergence across multiple industries.57
The Information Age
Dramatic changes in information technology have occurred in recent years. Personal computers, cellular phones, artificial intelligence, virtual reality, massive databases, and multiple
social networking sites are only a few examples of how information is used differently as
a result of technological developments. An important outcome of these changes is that the
ability to effectively and efficiently access and use information has become an important
source of competitive advantage in virtually all industries. Information technology advances
have given small firms more flexibility in competing with large firms, if that technology can
be efficiently used.58
Both the pace of change in information technology and its diffusion will continue to
increase. For instance, the number of personal computers in use globally is expected to
surpass 2.3 billion by 2015. More than 372 million were sold globally in 2011. This number is
expected to increase to about 518 million in 2015.59 The declining costs of information technologies and the increased accessibility to them are also evident in the current competitive
landscape. The global proliferation of relatively inexpensive computing power and its linkage on a global scale via computer networks combine to increase the speed and diffusion
of information technologies. Thus, the competitive potential of information technologies is
now available to companies of all sizes throughout the world, including those in emerging
economies.60
The Internet is another technological innovation contributing to hypercompetition.
Available to an increasing number of people throughout the world, the Internet provides an
infrastructure that allows the delivery of information to computers in an... 
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*Must be at least 150 words* This week you have learned
about experimental design and the important role it plays in quality
management. Thinking about your current workplace, how could
experimental design be used to improve the product or service provided
to your customers? If you are not currently employed, you may use a
previous employer or a fictional company.
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CCBC Latin culture Cultural Speech Outline and presentation 



I chose the Latin Culture You are required to create a cultural informative speech delivery outline for your second speech.
This speech is an assessment of the skills and abilities that you acquired from the
Understanding Human Communication textbook (chapters 3 and 11—13) and the lectures. You
are required to research cultural values and to explain the cultural values through analysis. You
must pick a culture or co-culture that is different and distinct from your culture. Use information
obtained in the course textbook and research to analyze three of the following cultural values:  High-Low context
 Individualism-Collectivism  High-Low Power Distance
 Masculinity-Femininity  Competitive and Cooperative
 Talk-Silence
 Uncertainty AvoidanceAdditionally, you must identify how the cultural values are displayed or practiced within the
culture through verbal and nonverbal means. Research is required for this speech and you
must locate at least two different sources from the CCBC Library and a total of four sources to
integrate into your speech. You cannot use Wikipedia, About.com or E-how. If you decide to
use sources from the Internet, remember to evaluate your sources. You should consider using
CCBC’s Research Guide: Countries and Cultures. Navigate to the CCBC Library at
http://libraryguides.ccbcmd.edu/countries Format: You must have four sections of your outline (Introduction, Body, Conclusion and
Bibliography) and each section must have the appropriate heading. This outline must be in full
sentence format.
The Introduction and Conclusion must have capital letters next to each of the elements in the
section. Each element must be on a separate line. The main points in the body of the outline
must have Roman numerals and the supporting details must have uppercase letters. The
supporting details and sub-supporting details must be Arabic numbers and lowercase letters.
You can review the sample outlines in the Learning Module Two – Public Speaking Tools folder.
Just remember that you have to adjust your outline to this assignment.
Nonverbal behavior: Indicate nonverbal signals throughout your outline.
Introduction: You must have the following elements in the introduction. First, attention
getter/grabber, second: credibility, third: thesis and last: preview. Each element must be
separate and have an uppercase letter next to it. Please see the example below:
Example:
Introduction
A. Believe it or not, chocolate is good for us to eat! (Look at audience and smile!)
B. Not only am I a chocolate lover, I am a professional baker and I specialized in chocolate
deserts
C. There are many benefits of eating chocolate
D. Today, I’ll explain the health benefits and psychological benefits of eating chocolate.
Body: You can only use one organization pattern to organize your main points and your
main points must be parallel. You must have between two to five main points that are
subdivided. Each main point should have at minimum two supporting points and at
maximum five supporting points. You must consistently separate all points (main,
supporting, sub-supporting, etc.) by using the appropriate Roman numerals, Arabic numbers,
uppercase letters and lowercase letters. All supporting points and sub-supporting points must
be indented appropriately.
All transitions, internal summaries or reviews and signpost must be in either brackets or
parenthesis. (If you use material or information from another source, please do not forget to cite
your source.)
Conclusion: You must have the following elements in your conclusion. First, review the
preview, then write the memorable thought and last include thank you. Again, all elements must
be separate and have an uppercase letter next to it. Please see the example below:
Example:
Conclusion
A. You should now know the health and psychological benefits of eating chocolate.
B. A quote from Michael Levine in Brenner’s text The Emperors of Chocolate: Inside the
Secret World of Hershey and Mars, “Chemically speaking, chocolate really is the world’s perfect
food.” (Walk to center of room and smile!)
C. Thank you
Bibliography
Brenner, Joel. The Emperors of Chocolate: Inside the Secret World of Hershey and Mars.
New York, NY: Broadway Books. 2000. Print.
Citation: You must use MLA 8 citation style for the bibliography. However, you should
integrate your citations within the other sections of your outline. Remember, if you cite a source
within the introduction, body or conclusion it must appear on your bibliography page. If you
have sources on your bibliography page, then they must appear in either the introduction, body
or conclusion.Next- Powerpoint slideshow from the outline aboveOverview
You are required to create a slide presentation that accommodates your oral delivery. You should review
the section on Using Visual Aids in Chapter 13 in the Understanding Human Communication textbook.
You can also review articles and video clips about slide presentations in Learning Module Two. The slide
presentation cannot replace you as the speaker, however, it supports your main points in the speech. Slide
presentations appeal to our visual senses and help us understand and remember material. For example, if
you were giving a speech on psoriasis, a skin disorder, then it would be help to show pictures of psoriasis
and perhaps a brief bullet list of the contributors of psoriasis.
Can you tell me what should go on each slide from beginning to end? Yes.
First, you should have between 3-5 slides. The first slide is the cover. Think of your cover slide like a
cover for a book or a magazine. On the cover slide you should put a title that corresponds with your
speech and your name at minimum. You can also add a picture if you want. The inside slides should
represent your main points. The last slide is either the bibliography or works cited for the slide
presentation or you can type “Thank You”.
What can I put on my slides? You can use pictures, pie charts, bar charts, line charts, word charts,
bullet lists, diagrams and drawings. Make sure that your charts and/or diagrams are easy to read from a
distance.
Where can I locate pictures? You can use Pixabay (www.pixabay.com) or Google Images.
Can I put more than one picture on a slide? Yes, if it helps support the point that you are discussing.
Be careful and try not to overcrowd the slide.
Can I add a video or sound? Yes, you can add a video or sound if they support what you are talking
about. For example, a student once gave a speech on classical music and after she explained each musical
piece, she played a 30 second sound clip. So, make sure to keep your video clip or sound clip less than
one minute, so that it does not distract from your speech. Or if you are going to use a sound clip for
background noise, make sure that you are speaking loud enough that you can be heard over the
background noise. For example, a student gave a speech about a natural disaster and on one slide in the
background the student had a low siren play.
As you create your visual aid, keep your audience in mind. Don’t bore them or waste your time typing a
lot of text on your slide. Look for graphics or pictures to replace the wording.
Do I have to place my works cited or bibliography on the slide? It depends. Did you put a quote from
someone on the slide? Did you use someone else’s chart on your slide? Anything that you place on your
slide that belongs to someone else and requires attribution (citation), then you must add a works cited or
bibliography. You also have to cite on slide either by using parenthetical citation or a caption.
What should I not put on slides?
You should not put paragraphs on your slides. You should not put any part of your introduction on the
slide or any part of your conclusion on the slide
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GO16_WD_CH03_GRADER_3G_HW - Newsletter and Research Paper 1.3 Project Description: In the following project, you will format a newsletter by inserting pictures and screenshots, applying two-column formatting, and adding a border to a paragraph. You will edit and format a research paper by inserting footnotes, creating citations, and formatting a bibliography. Steps to Perform: Step Instructions Points Possible 1 Start Word. Download and open the file named go16_wd_ch03_grader_3g_hw.docx. 0 2 On Page 1, click at the beginning of the newsletter title. Search Online Pictures using the search word microscope and then insert an appropriate image from the results. Change the height to .7". Recolor the picture by applying Blue, Accent color 1 Light. Apply a Black, Text 1 Picture Border and change the Weight to 2 1/4 pt. Note, Mac users, search for an image in a web browser, and then download and insert a relevant image from the results. 3 3 Change the Text Wrapping of the inserted image to Square. Change the Horizontal Alignment to Left relative to Margin and the Vertical Alignment to Top relative to Margin. 3 4 Starting with the paragraph New Research on Electronic Health Records, select all of the text from that point to the end of the page—do not include the Section Break in your selection. Format the text in two columns, and then apply Justify alignment. Insert a Column break before the subheading Health Information Privacy. Save your file. 2 5 Start your web browser, and then navigate to www.nhlbi.nih.gov/health. In your go16_wd_ch03_grader_3g_hw.docx file, click at the end of the paragraph below the New Research on Electronic Health Records subheading. Insert a screenshot of the website. Apply a Black, Text 1 Picture Border and change the Weight to 1 pt. 2 6 Select the subheading New Research on Electronic Health Records. Use the Font dialog box to apply Bold and Small Caps, and to change the font color to Dark Blue, Text 2. Apply the same formatting to the subheadings Doctors Define Meaningful Use, Health Information Privacy and Security and Research Sources Aid in EHR Implementation. Select the Doctors Define Meaningful Use subheading and then change the Spacing Before to 18 pt. 2 7 Select the last paragraph in the newsletter—the text in bold italic that, begins Ensuring the privacy, and then apply a 1 pt Shadow border using Black, Text 1. Shade the paragraph using the Fill color Dark Blue, Text 2, Lighter 80%. Center the paragraph text. 2 8 On Page 2, below the newsletter, change the line spacing for all of the text on the page to 2.0. For the same text, change the spacing after to 0 pt. 2 9 On Page 2, apply a first line indent of 0.5 inches to the paragraph that begins There is often a discrepancy. 2 10 At the bottom of the page, in the next to last line of text, after the period at the end of the sentence that ends if they had it, insert the footnote The EMR (electronic medical record) is the patient record created in hospitals and ambulatory environments; it serves as a data source for other systems. Be sure to type the period at the end of the footnote. 2 11 Modify the Footnote Text style to set the Font Size to 11 and the format of the Footnote Text paragraph to include a first line indent of 0.5” and double spacing. Be sure to include the footnote number in the selection. (Hint: Right-click the selected footnote, and then from the shortcut menu, click Style.) 2 12 On Page 2, at the end of the paragraph that begins Those clinical practices, click to the left of the period, and then using MLA format, insert a citation for a Web site with the following information: Author: Gabriel, Barbara A. Name of Web Page: Do EMRS Make You a Better Doctor? Year: 2008 Month: July Day: 15 Year Accessed: 2016 Month Accessed: June Day Accessed: 30 Medium: Web 2 13 On Page 3, at the end of the paragraph that begins Further research, click to the left of the period, and then using MLA format, insert a citation for a book with the following information: Author: DeVore, Amy. Title: The Electronic Health Record for the Physician's Office, 1e Year: 2010 City: Maryland Heights Publisher: Saunders Medium: Print 2 14 Edit the DeVore citation to include 253 as the page number. 2 15 On the last line of the document, insert a MLA style bibliography. 2 16 Save and close the go16_wd_ch03_grader_3g_hw.docx file .Close Word. Submit the go16_wd_ch03_grader_3g_hw.docx file as directed. 0 Total Points 30 
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My name is Aiden Degaly, I am an outgoing student at Cuyamaca community college and will hopefully be transferring to San Diego State University next ...
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Merger Bid 



Hastings Corporation is interested in acquiring Vandell Corporation. Vandell has 1 million shares outstanding and a target capital structure consisting of 30% debt; its beta is 1.55 (given its target capital structure). Vandell has $11.55 million in debt that trades at par and pays an 8% interest rate. Vandell’s free cash flow (FCF0) is $1 million per year and is expected to grow at a constant rate of 6% a year. Both Vandell and Hastings pay a 30% combined federal and state tax rate. The risk-free rate of interest is 6% and the market risk premium is 7%. Hastings Corporation estimates that if it acquires Vandell Corporation, synergies will cause Vandell’s free cash flows to be $2.3 million, $2.8 million, $3.3 million, and $3.85 million at Years 1 through 4, respectively, after which the free cash flows will grow at a constant 6% rate. Hastings plans to assume Vandell’s $11.55 million in debt (which has an 8% interest rate) and raise additional debt financing at the time of the acquisition. Hastings estimates that interest payments will be $1.5 million each year for Years 1, 2, and 3. After Year 3, a target capital structure of 30% debt will be maintained. Interest at Year 4 will be $1.468 million, after which the interest and the tax shield will grow at 6%. Indicate the range of possible prices that Hastings could bid for each share of Vandell common stock in an acquisition. Round your answers to the nearest cent. Do not round intermediate calculations. The bid for each share should range between $___ per share and $____ per share.
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Abdominal Pain Patient Assessment and Diagnosis Paper 



When a patient presents to a primary care provider with a complaint of abdominal pain, there are a number of possibilities that must be considered. Discuss the first three steps you would complete in assessing a patient with this complaint. Then, discuss at least two differential diagnoses for a patient with abdominal pain. How would the treatment and intervention course differ for each diagnosis?Your initial posting should be 200 to 300 words in length and utilize at least one scholarly source other than the textbook.
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*Must be at least 150 words* This week you have learned
about experimental design and the important role it plays in quality
management. Thinking about your current workplace, how could
experimental design be used to improve the product or service provided
to your customers? If you are not currently employed, you may use a
previous employer or a fictional company.
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CCBC Latin culture Cultural Speech Outline and presentation 



I chose the Latin Culture You are required to create a cultural informative speech delivery outline for your second speech.
This speech is an assessment of the skills and abilities that you acquired from the
Understanding Human Communication textbook (chapters 3 and 11—13) and the lectures. You
are required to research cultural values and to explain the cultural values through analysis. You
must pick a culture or co-culture that is different and distinct from your culture. Use information
obtained in the course textbook and research to analyze three of the following cultural values:  High-Low context
 Individualism-Collectivism  High-Low Power Distance
 Masculinity-Femininity  Competitive and Cooperative
 Talk-Silence
 Uncertainty AvoidanceAdditionally, you must identify how the cultural values are displayed or practiced within the
culture through verbal and nonverbal means. Research is required for this speech and you
must locate at least two different sources from the CCBC Library and a total of four sources to
integrate into your speech. You cannot use Wikipedia, About.com or E-how. If you decide to
use sources from the Internet, remember to evaluate your sources. You should consider using
CCBC’s Research Guide: Countries and Cultures. Navigate to the CCBC Library at
http://libraryguides.ccbcmd.edu/countries Format: You must have four sections of your outline (Introduction, Body, Conclusion and
Bibliography) and each section must have the appropriate heading. This outline must be in full
sentence format.
The Introduction and Conclusion must have capital letters next to each of the elements in the
section. Each element must be on a separate line. The main points in the body of the outline
must have Roman numerals and the supporting details must have uppercase letters. The
supporting details and sub-supporting details must be Arabic numbers and lowercase letters.
You can review the sample outlines in the Learning Module Two – Public Speaking Tools folder.
Just remember that you have to adjust your outline to this assignment.
Nonverbal behavior: Indicate nonverbal signals throughout your outline.
Introduction: You must have the following elements in the introduction. First, attention
getter/grabber, second: credibility, third: thesis and last: preview. Each element must be
separate and have an uppercase letter next to it. Please see the example below:
Example:
Introduction
A. Believe it or not, chocolate is good for us to eat! (Look at audience and smile!)
B. Not only am I a chocolate lover, I am a professional baker and I specialized in chocolate
deserts
C. There are many benefits of eating chocolate
D. Today, I’ll explain the health benefits and psychological benefits of eating chocolate.
Body: You can only use one organization pattern to organize your main points and your
main points must be parallel. You must have between two to five main points that are
subdivided. Each main point should have at minimum two supporting points and at
maximum five supporting points. You must consistently separate all points (main,
supporting, sub-supporting, etc.) by using the appropriate Roman numerals, Arabic numbers,
uppercase letters and lowercase letters. All supporting points and sub-supporting points must
be indented appropriately.
All transitions, internal summaries or reviews and signpost must be in either brackets or
parenthesis. (If you use material or information from another source, please do not forget to cite
your source.)
Conclusion: You must have the following elements in your conclusion. First, review the
preview, then write the memorable thought and last include thank you. Again, all elements must
be separate and have an uppercase letter next to it. Please see the example below:
Example:
Conclusion
A. You should now know the health and psychological benefits of eating chocolate.
B. A quote from Michael Levine in Brenner’s text The Emperors of Chocolate: Inside the
Secret World of Hershey and Mars, “Chemically speaking, chocolate really is the world’s perfect
food.” (Walk to center of room and smile!)
C. Thank you
Bibliography
Brenner, Joel. The Emperors of Chocolate: Inside the Secret World of Hershey and Mars.
New York, NY: Broadway Books. 2000. Print.
Citation: You must use MLA 8 citation style for the bibliography. However, you should
integrate your citations within the other sections of your outline. Remember, if you cite a source
within the introduction, body or conclusion it must appear on your bibliography page. If you
have sources on your bibliography page, then they must appear in either the introduction, body
or conclusion.Next- Powerpoint slideshow from the outline aboveOverview
You are required to create a slide presentation that accommodates your oral delivery. You should review
the section on Using Visual Aids in Chapter 13 in the Understanding Human Communication textbook.
You can also review articles and video clips about slide presentations in Learning Module Two. The slide
presentation cannot replace you as the speaker, however, it supports your main points in the speech. Slide
presentations appeal to our visual senses and help us understand and remember material. For example, if
you were giving a speech on psoriasis, a skin disorder, then it would be help to show pictures of psoriasis
and perhaps a brief bullet list of the contributors of psoriasis.
Can you tell me what should go on each slide from beginning to end? Yes.
First, you should have between 3-5 slides. The first slide is the cover. Think of your cover slide like a
cover for a book or a magazine. On the cover slide you should put a title that corresponds with your
speech and your name at minimum. You can also add a picture if you want. The inside slides should
represent your main points. The last slide is either the bibliography or works cited for the slide
presentation or you can type “Thank You”.
What can I put on my slides? You can use pictures, pie charts, bar charts, line charts, word charts,
bullet lists, diagrams and drawings. Make sure that your charts and/or diagrams are easy to read from a
distance.
Where can I locate pictures? You can use Pixabay (www.pixabay.com) or Google Images.
Can I put more than one picture on a slide? Yes, if it helps support the point that you are discussing.
Be careful and try not to overcrowd the slide.
Can I add a video or sound? Yes, you can add a video or sound if they support what you are talking
about. For example, a student once gave a speech on classical music and after she explained each musical
piece, she played a 30 second sound clip. So, make sure to keep your video clip or sound clip less than
one minute, so that it does not distract from your speech. Or if you are going to use a sound clip for
background noise, make sure that you are speaking loud enough that you can be heard over the
background noise. For example, a student gave a speech about a natural disaster and on one slide in the
background the student had a low siren play.
As you create your visual aid, keep your audience in mind. Don’t bore them or waste your time typing a
lot of text on your slide. Look for graphics or pictures to replace the wording.
Do I have to place my works cited or bibliography on the slide? It depends. Did you put a quote from
someone on the slide? Did you use someone else’s chart on your slide? Anything that you place on your
slide that belongs to someone else and requires attribution (citation), then you must add a works cited or
bibliography. You also have to cite on slide either by using parenthetical citation or a caption.
What should I not put on slides?
You should not put paragraphs on your slides. You should not put any part of your introduction on the
slide or any part of your conclusion on the slide
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GO16_WD_CH03_GRADER_3G_HW - Newsletter and Research Paper 1.3 Project Description: In the following project, you will format a newsletter by inserting pictures and screenshots, applying two-column formatting, and adding a border to a paragraph. You will edit and format a research paper by inserting footnotes, creating citations, and formatting a bibliography. Steps to Perform: Step Instructions Points Possible 1 Start Word. Download and open the file named go16_wd_ch03_grader_3g_hw.docx. 0 2 On Page 1, click at the beginning of the newsletter title. Search Online Pictures using the search word microscope and then insert an appropriate image from the results. Change the height to .7". Recolor the picture by applying Blue, Accent color 1 Light. Apply a Black, Text 1 Picture Border and change the Weight to 2 1/4 pt. Note, Mac users, search for an image in a web browser, and then download and insert a relevant image from the results. 3 3 Change the Text Wrapping of the inserted image to Square. Change the Horizontal Alignment to Left relative to Margin and the Vertical Alignment to Top relative to Margin. 3 4 Starting with the paragraph New Research on Electronic Health Records, select all of the text from that point to the end of the page—do not include the Section Break in your selection. Format the text in two columns, and then apply Justify alignment. Insert a Column break before the subheading Health Information Privacy. Save your file. 2 5 Start your web browser, and then navigate to www.nhlbi.nih.gov/health. In your go16_wd_ch03_grader_3g_hw.docx file, click at the end of the paragraph below the New Research on Electronic Health Records subheading. Insert a screenshot of the website. Apply a Black, Text 1 Picture Border and change the Weight to 1 pt. 2 6 Select the subheading New Research on Electronic Health Records. Use the Font dialog box to apply Bold and Small Caps, and to change the font color to Dark Blue, Text 2. Apply the same formatting to the subheadings Doctors Define Meaningful Use, Health Information Privacy and Security and Research Sources Aid in EHR Implementation. Select the Doctors Define Meaningful Use subheading and then change the Spacing Before to 18 pt. 2 7 Select the last paragraph in the newsletter—the text in bold italic that, begins Ensuring the privacy, and then apply a 1 pt Shadow border using Black, Text 1. Shade the paragraph using the Fill color Dark Blue, Text 2, Lighter 80%. Center the paragraph text. 2 8 On Page 2, below the newsletter, change the line spacing for all of the text on the page to 2.0. For the same text, change the spacing after to 0 pt. 2 9 On Page 2, apply a first line indent of 0.5 inches to the paragraph that begins There is often a discrepancy. 2 10 At the bottom of the page, in the next to last line of text, after the period at the end of the sentence that ends if they had it, insert the footnote The EMR (electronic medical record) is the patient record created in hospitals and ambulatory environments; it serves as a data source for other systems. Be sure to type the period at the end of the footnote. 2 11 Modify the Footnote Text style to set the Font Size to 11 and the format of the Footnote Text paragraph to include a first line indent of 0.5” and double spacing. Be sure to include the footnote number in the selection. (Hint: Right-click the selected footnote, and then from the shortcut menu, click Style.) 2 12 On Page 2, at the end of the paragraph that begins Those clinical practices, click to the left of the period, and then using MLA format, insert a citation for a Web site with the following information: Author: Gabriel, Barbara A. Name of Web Page: Do EMRS Make You a Better Doctor? Year: 2008 Month: July Day: 15 Year Accessed: 2016 Month Accessed: June Day Accessed: 30 Medium: Web 2 13 On Page 3, at the end of the paragraph that begins Further research, click to the left of the period, and then using MLA format, insert a citation for a book with the following information: Author: DeVore, Amy. Title: The Electronic Health Record for the Physician's Office, 1e Year: 2010 City: Maryland Heights Publisher: Saunders Medium: Print 2 14 Edit the DeVore citation to include 253 as the page number. 2 15 On the last line of the document, insert a MLA style bibliography. 2 16 Save and close the go16_wd_ch03_grader_3g_hw.docx file .Close Word. Submit the go16_wd_ch03_grader_3g_hw.docx file as directed. 0 Total Points 30 
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Scholarship Essay 



My name is Aiden Degaly, I am an outgoing student at Cuyamaca community college and will hopefully be transferring to San Diego State University next ...
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Merger Bid 



Hastings Corporation is interested in acquiring Vandell Corporation. Vandell has 1 million shares outstanding and a target capital structure consisting of 30% debt; its beta is 1.55 (given its target capital structure). Vandell has $11.55 million in debt that trades at par and pays an 8% interest rate. Vandell’s free cash flow (FCF0) is $1 million per year and is expected to grow at a constant rate of 6% a year. Both Vandell and Hastings pay a 30% combined federal and state tax rate. The risk-free rate of interest is 6% and the market risk premium is 7%. Hastings Corporation estimates that if it acquires Vandell Corporation, synergies will cause Vandell’s free cash flows to be $2.3 million, $2.8 million, $3.3 million, and $3.85 million at Years 1 through 4, respectively, after which the free cash flows will grow at a constant 6% rate. Hastings plans to assume Vandell’s $11.55 million in debt (which has an 8% interest rate) and raise additional debt financing at the time of the acquisition. Hastings estimates that interest payments will be $1.5 million each year for Years 1, 2, and 3. After Year 3, a target capital structure of 30% debt will be maintained. Interest at Year 4 will be $1.468 million, after which the interest and the tax shield will grow at 6%. Indicate the range of possible prices that Hastings could bid for each share of Vandell common stock in an acquisition. Round your answers to the nearest cent. Do not round intermediate calculations. The bid for each share should range between $___ per share and $____ per share.
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Abdominal Pain Patient Assessment and Diagnosis Paper 



When a patient presents to a primary care provider with a complaint of abdominal pain, there are a number of possibilities that must be considered. Discuss the first three steps you would complete in assessing a patient with this complaint. Then, discuss at least two differential diagnoses for a patient with abdominal pain. How would the treatment and intervention course differ for each diagnosis?Your initial posting should be 200 to 300 words in length and utilize at least one scholarly source other than the textbook.
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