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Strategic Management by Frank T. Rothaermal, Irvine, U.S.A.
ISBN 978-0-97-811273-7. This book was written based on the writer’s
teaching experience, conduction of research, and consulting experience for
many well-known companies. Overall the contents of the book are somewhat

similar to general management books. It consists of general theories and ideas
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of strategic management. Nevertheless, the writer added more value and
differentiated his book by presenting various theories and ideas that came from
his empirical research.

The book mainly focuses on the strategic management process
and theories to help companies gain a sustainable comparative advantage.
Furthermore, many contemporary case studies have been provided in the book.
Therefore this book could be very useful by both students and practitioners to

help expand their knowledge of strategic management.
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