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Non-market strategies: What are they and why are they important?
Strategic management is founded, at least in part, on an economic perspective that is based primarily on markets and industries. But there is another perspective that has become increasingly important over the last few years. It is called the non-market perspective because it looks at a business as a social and political organisation.
This is important because this perspective argues that companies need to think not only about competitive advantage but also about the political and social concepts that will influence their strategy. Thus, the fields of political science, international relations and sociology, as well as economics, will have an impact on business strategy. The relationships between the firm and its political stakeholders will influence value added.
Businesses therefore need to consider how they can develop strategies for these non-market factors. Such strategies are often called ‘Corporate Political Activity.’ In essence, they are corporate attempts to shape government policy in ways favourable to the firm. Another area of non-market strategy relates to Corporate Social Responsibility, which is discussed in Chapter 6 of this text. The social sciences will provide insights into strategy development in this area.
What does all this mean for the analysis of the strategic environment explored in Chapter 3? The new theories of non-market strategy argue that it is not enough just to analyse the environment. Business needs to explore how it can actively influence the environment – perhaps individually or perhaps as part of a lobby group or trade association. Perhaps it may even involve more vigorous campaigning through consultants, public relations and other means.
Read more about this in the excellent book: 
Thomas C. Lawton, Jonathan P. Doh, and Tazeeb Rajwani (2014) Aligning for Advantage: Competitive Strategies for the Political and Social Arenas, Oxford University Press, Oxford.
