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FOREWORD 

Strategic management nowadays is an important part of all successful companies. 

It is implemented not only in large corporations but many elements can be found in small firms. 

Strategic management presents creation and implementation of new management methods in 

conditions of changing environment. Strategic management itself cannot guarantee victory on 

the market but it can offer directions how to be successful. Strategic decisions have big impact 

on the competitiveness of each organization. Strategic management includes two important 

words for success in business. Strategic comes from word strategy and it derives from Greek 

word “strategos”. It means “the art of the general”. Chief executive officers or general managers 

are persons responsible for planning and executing strategy in the firm. Management is 

continual process of planning, organizing, leading and control to achieve goals. Top managers 

are responsible for decisions in strategic issues. 

Usually strategy is connecting with long-term period and objectives to achieve. We can define 

strategy as a theory about how to gain competitive advantages. Strategy describes actions, 

which lead to meet goals. Strategy is searching to gain and sustain competitive advantage. 

We hope that readers will find this book useful. 

Authors 
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