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PREFACE

It has been a decade since I began work on the first edition of Global Strategy. While the
practice of global strategy has clearly become more important, the research and teach-

ing of global strategy have also scaled new heights. Two landmark events important to the
global strategy community in the past decade are (1) the founding of a dedicated Global
Strategy Interest Group (GSIG) within the Strategic Management Society (SMS) and (2)
the launch of the Global Strategy Journal (GSJ). I have actively supported these two
initiatives, by serving as the first elected officer of GSIG (culminating in my service as
the GSIG Chair) and by serving as an inaugural member of GSJ’s editorial review board.
I believe that the widespread adoption of Global Strategy’s first two editions has enhanced
the legitimacy of the global strategy field, widened its influence, and helped push the
launch of these two exciting initiatives.

Starting from 2002, my goal has been to set a new standard for strategic management
and international business textbooks in general and global strategy textbooks in particular.
Global Strategy serves the needs of three types of undergraduate or MBA courses: (1)
global or international strategy courses, (2) strategic management courses (especially
those taught by internationally oriented instructors), and (3) international business
courses (especially those taught by strategically oriented instructors). Based on the
enthusiastic support from students and professors in Angola, Australia, Austria, Brazil,
Britain, Canada, Chile, China, Finland, France, Denmark, Germany, Hong Kong, India,
Ireland, Macau, Malaysia, Mexico, the Netherlands, Netherlands Antilles, New Zealand,
Norway, Portugal, Romania, Singapore, South Korea, Spain, Sweden, Switzerland, Taiwan,
Thailand, and the United States, the first two editions achieved unprecedented success
and largely accomplished my goal. In addition to English, Global Strategy is also available
in Chinese, Spanish, and Portuguese. In short, Global Strategy is global.

The third edition aspires to do even better. It continues the market-winning framework
centered on the “strategy tripod” pioneered in the first edition and has been thoroughly
updated to capture the rapidly moving research and events in the past several years. Its
most strategic features include (1) a broadened definition of “global strategy,” (2) a
comprehensive and innovative coverage, (3) an evidence-based, in-depth, and consistent
explanation of cutting-edge research, and (4) an interesting and accessible way to engage
students.

A Broadened Definition of “Global Strategy”
In this book, “global strategy” is defined not as a particular multinational enterprise
(MNE) strategy, but as “strategy around the globe.” While emphasizing international
strategy, we do not exclusively focus on it. Just like “international business” is about
“business” (in addition to being “international”), “global strategy” is most fundamentally
about “strategy” before being “global.” Most global strategy and international business
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textbooks take the perspective of the foreign entrant, typically the MNE, often dealing
with issues such as how to enter foreign markets and how to look for local partners.
Important as these issues are, they only cover one side of international business—namely,
the foreign side. The other side, naturally, is how domestic firms strategize by competing
against each other and dealing with foreign entrants. Failing to understand the “other
side,” at best, captures only one side of the coin.

A Comprehensive and Innovative Coverage
With a broadened definition of “global strategy,” this book covers the strategies of both
large MNEs and smaller entrepreneurial firms, both foreign entrants and domestic firms,
and both firms from developed economies and from emerging economies. As a result, this
text offers the most comprehensive and innovative coverage of global strategy topics
available on the market. In short, it is the world’s first global, global-strategy book. Its
unique features include:

• A chapter on institutions, cultures, and ethics (Chapter 4) and a focus on the emerging
institution-based view of strategy (in addition to the traditional industry-based and
resource-based views) throughout the book.

• A chapter on entrepreneurship (Chapter 5), especially its internationalization aspects.

• A chapter on global competitive dynamics (Chapter 8), including substantial discussions
on cartel, antitrust, and antidumping issues typically ignored by other textbooks.

• A chapter on both product and geographic diversification (Chapter 9), the first time these
crucial aspects of corporate strategies appear in the same textbook chapter.

• A chapter on corporate governance around the world (Chapter 11), the first time both the
principal-agent and principal-principal conflicts are given equal “air time.”

• A chapter on corporate social responsibility (Chapter 12), an increasingly important area
of interest.

• A geographically comprehensive coverage, not only covering firms from the developed
economies of the Triad (North America, Western Europe, and Japan) but also those from
emerging economies of the world (with a focus on BRIC—Brazil, Russia, India, and China)

• A consistent theme on ethics, which is not only highlighted in Chapters 4 and 12 but also
throughout all chapters in the form of Ethical Dilemma features and ethics-based Critical
Discussion Questions

An Evidence-Based, In-Depth, and Consistent Explanation
The breadth of the field poses a challenge to textbook authors. My respect and admiration
for the diversity of the field have increased tremendously over the past decade. To provide
an evidence-based, in-depth explanation, I have leveraged the latest research (including
my own forthcoming and ongoing work).1 Specifically, every article published in the past

1 All my articles are listed at www.mikepeng.com and www.utdallas.edu/~mikepeng. Go to “Journal Articles.”
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ten years in leading journals has been consulted. Consequently, the Notes after each
chapter are lengthy and comprehensive. While not every publication is cited, I am
confident that I have left no major streams of research untouched. Readers—especially
contributors to the literature—should feel free to check the Name Index to verify this
claim. (Unfortunately, a number of older references have to be deleted to make room for
more recent research.)

Given the breadth of the field, it is easy to lose focus. To combat this tendency, I have
endeavored to provide a consistent set of frameworks in all chapters. This is done in three
ways. First, I have focused on the four most fundamental questions in strategic manage-
ment.2 These are: (1) Why do firms differ? (2) How do firms behave? (3) What deter-
mines the scope of the firm? and (4) What determines the success and failure of firms
around the globe? A particular emphasis is on the fourth question on firm performance,
which has also been argued to be the leading question guiding global strategy and
international business research.3

Another way to combat the tendency to lose the sight of the “forest” while scrutinizing
various “trees” (or even “branches”) is to consistently draw on the strategy tripod—the
three leading perspectives on strategy, namely, industry-based, resource-based, and insti-
tution-based views. An innovative feature is the development of the institution-based
view. In every chapter, these three views are integrated to develop a comprehensive model.
This provides a great deal of continuity in the learning process.

Finally, I have written a beefy “Debates and Extensions” section for every chapter.
Virtually all textbooks uncritically present knowledge “as is” and ignore the fact that the
field is alive with numerous debates. Because debates drive practice and research ahead, it
is imperative that students be exposed to various cutting-edge debates.

An Interesting and Accessible Way To Engage Students
If you fear this book must be very boring because it draws so heavily on current research,
you are wrong. I have used a clear, engaging, conversational style to tell the “story.”
Relative to rival books, my chapters are generally more lively and shorter. Some reviewers
commented that reading Global Strategy is like reading a “good magazine.”

I have woven a large number of interesting anecdotes into the text. In addition to
examples from the business world, “outside-the-box” examples range from ancient Chi-
nese military writings to the Roman Empire’s import quotas, from quotes from Anna
Karenina to mutually assured destruction (MAD) strategy during the Cold War.

So what? Many textbooks leave students to struggle with this question at the end of
every chapter. In Global Strategy, every chapter ends with a section on “The Savvy
Strategist” with one teachable table/slide on “Strategic Implications for Action” from a
practical standpoint. No other competing textbook is so savvy and so relevant.

Students and professors especially enjoyed the wide-ranging and globally relevant cases
in previous editions. In the third edition, I have worked hard to bring together a new (and
I believe more attractive) set of case materials. The third edition has been blessed by a

2 R. Rumelt, D. Teece, & D. Schendel (eds.), 1994, Fundamental Issues in Strategy: A Research Agenda, Boston:
Harvard Business School Press.
3 M. W. Peng, 2004, Identifying the big question in international business research, Journal of International
Business Studies, 35(2): 99–108.
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global community of case contributors who are based in Australia, Brazil, Canada, China,
Germany, India, Singapore, and the United States. Many are experts who are located in or
are from the countries in which the cases take place. For example, we now have an
Australia case written by an Australia-based author (see Integrative Case on SnowSports
Interactive), a Brazil case penned by a Brazil-based author (see Integrative Case on Jobek
do Brasil), two Macau and Hong Kong, China, cases contributed by Macau-based and
Hong Kong-based authors (see Integrative Cases on Wynn Macau and Ocean Park fights
Hong Kong Disneyland), and a Texas Instruments (TI) case coauthored by a TI executive
(see Integrative Case on TI in South Korea). This edition also features a Russia case
contributed by the world’s top two leading experts on Russian management (see Inte-
grative Case on Wikimart). The end result is an unparalleled, diverse collection of case
materials that will significantly enhance the teaching and learning of global strategy
around the world.

What’s New in the Third Edition?
Most strategically, the third edition has (1) enhanced the executive voice by drawing more
heavily from CEOs and other strategic leaders and (2) dedicated more space to emerging
economies.

First, if Global Strategy aims to train a new generation of global strategists, we need to
coach them to think, act, and talk like CEOs. While I have taught a few CEO classes in
executive education with Global Strategy, most students using the book—even the highest-
level Executive MBA (EMBA) students—have not assumed that kind of executive respon-
sibilities. To facilitate strategic thinking, the third edition has featured more extensive
quotes and perspectives from CEOs and other strategic leaders. These are longer and
more visibly prominent break-out quotes—not merely single quotes typically embedded
(or “buried”) in paragraphs. In Chapter 1 alone, you will enjoy such insightful quotes
from (1) Facebook’s founder, chairman, and CEO, (2) GE’s chairman and CEO, (3)
Microsoft’s CEO of Greater China, and (4) P&G’s chairman and CEO. In later chapters,
the following leaders will share their thoughts with you:

Bayer North America’s CEO
Carlyle Group’s co-founder and managing

director
Dow Chemical’s CEO
GE’s former chairman and CEO
IBM’s CEO
LG’s chairman
TNK-BP’s chairman and CEO

US Secretary of Justice (representing the
Department of Justice’s challenge of
AT&T’s proposedmergerwithT-Mobile)

US Secretary of Treasury (on the
US-China Strategic and Economic
Dialogue)

Whole Foods’ co-founder and CEO

Second, this edition builds on Global Strategy’s previous strengths by more promi-
nently highlighting global strategy challenges in and out of emerging economies. This is
both a reflection of the global realities in which emerging economies have played a more
important role and a reflection of my own strong research interest in emerging econo-
mies. Specifically, in the third edition, (1) a new Emerging Markets in-chapter feature is
launched in every chapter, and (2) more than half of the longer Integrative Cases are now
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devoted to competition in and out of emerging economies (including one case on Brazil,
two on Russia, one on India, and five on China).

Of course, in addition to these new features, every chapter has been thoroughly
updated. Of the 16 Integrative Cases, 15 (94%) are new to this edition. Of the 60 in-
chapter features (each chapter has an Opening Case, a Closing Case, and three boxes), 54
(90%) are new.

Overall, the third edition of Global Strategy has packed rigor with relevance, timeliness
with excitement, and the strategic with the practical. To see how this book, itself a global
product, competes around the world, check out the Chapter 1 Opening Case.

Support Materials
A full set of support materials is available for adopting instructors on the accompanying
Instructor Resource CD, ensuring that instructors have the tools they need to plan, teach,
and assess their course. These resources include:

• Instructor’s Manual—This comprehensive manual provides chapter outlines, lecture
notes, and sample responses to end-of-chapter questions, providing a complete set of
teaching tools to save instructors time in preparing for class and to maximize student
success within the class. The Instructor’s Manual also includes notes to accompany the
Integrative Cases from the text.

• Testbank—The robust Global Strategy testbank contains a wide range of questions with
varying degrees of difficulty in true/false, multiple-choice, and short answer/essay
formats. All questions have been tagged to the text’s learning objectives and according to
AASCB standards to ensure students are meeting necessary criteria for course success.
Instructors can use the included ExamView® software package to view, choose, and edit
their test questions according to their specific course requirements.

• PowerPoint® Slides—Each chapter includes a complete set of PowerPoint slides designed
to present relevant chapter material in a way that will allow more visual learners to firmly
grasp key concepts.
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