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Chapter 1 - Business Environment (Chart 1.1)

¥

Meaning

Business means any activity
consisting of purchase, sale,
manufacture, processing,
&/or marketing of products
&/or services

Important conclusions

by Peter F Drucker

1) Business is that created &

managed by people

2) Business cannot be
explained in terms of profit

Objectives

1) Survival

2) Stability

3) Growth

4) Efficiency

5) Profitability

Environmental
Influences on

Business
1) Inputs

(Human, Physical,
Finance,
Technology)

2) Processing
(Transformation of
Inputs to Outputs)

3) Output
(Product, Services)

Problems in
understanding
environmental

influences

1) Diversity

2) Uncertainty

3) Complexity

v

Business Environment

v

v

v

v

Relationship

Characteristics Components between Org &
its environment
1) Multi-faceted 'L ’L 1) Excharjge of
Internal External Information

2) Has far reaching
impact

3) Dynamic

4) Complex

e

It includes all
It refers to all E
gt factors outside
factors within an FAEE
W p organization
organization which p S
: which provide
impart strengths or §
opportunity or
cause weaknesses

i pose threats to
of strategic nature e
organization

2) Exchange of
Resources

3) Exchange of
Influence & Power

H_/

Environmental influences

v

v v

v

Opportunity
Favourable condition

in org's environment,
enables it to
consolidate &

strengthen its position

Threat Strength
Unfavourable Inherent capacity
condition in org's || which org can use
environment which|| to gain strategic
creates risk for, or ||advantage over its

causes damage competitors

Weakness
Inherent limitation or
constraint which
creates strategic
disadvantage




Chapter 1 - Business Environment (Chart 1.2)

Micro and Macro Environment

[
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Chapter 1 - Business Environment (Chart 1.3)

Why do
companies go
global

¥

v

Global Environment

Process of integration of the world into one huge market

Characteristics of
Global Company

1) It is conglomerate of
multiple units but all
linked by common

domestic market

3) Exportation

4) Cheaper source
of raw material

5) Reduce high
transportation cost|

1] Shrinking of e
time
2} Inadequacy of 2) Multiple units draw

on common pool of
resources, such as
money, credit,
information, patents,
trade names & control
systems

3) Units respond to
some commaon strategy

6) Improve sales
volume

Manifestation of
Globalization

1) Configuring
anywhere in world

2) Interlinked
independent economies|
3) Lowering of trade &
tariff barriers

4) Infrastructural
resources & inputs at
International prices

5) Increasing trend
towards privatization
6) Entrepreneur & his
unit have central
economic role

7) Mobility of skilled
resources

8) Market-side
efficiency

9) Formation of
regional blocks

Factors of
Globalization

1) Potential positive &
negative impact of
international events

2) Identification of
both important
emerging global
markets

3) Differences
between cultural &
institutional attributes]
of individual global
markets

Strategic
approaches for
Globalization

1) Multi-domestic
strategy

2) Global Strategy

3) Transnational
Strategy

v
PESTLE
Analysis

1) Political

2) Economical

3) Social

4) Technology

5) Legal

5) Environmental

1) Least Resistance
Ex- China phones

2) Proceed with caution
Ex- Samsung phones

3) Dynamic Response
Ex- Apple phones

v

Strategic
Responses of an

Competitive
Environment

Org.

1) Competition makes
lorganizational working
difficult, intense
‘competition is neither
coincidence nor bad luck

Porter's 5

Forces
Model

1) Threat of new
entrants

2) Bargaining power
of customers

3) Bargaining power

2) Benefits of p

are enjoyed by society &
markets in which
organisations operate

3) Customers get better
value for their money

4) Nature & extent of
competition that business]
is facing in market affects
rate of growth, income
distribution & consumer

of suppliers

4) Rivalry among
current players
5) Threats from
substitutes

welfare

MT-Porter

baba ki ress
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Chapter 2 - Business Policy & Strategic Management (Chart 2.1)
:

Management

Definitions

1) Peter Drucker :

It is function, a dicipline,
a task to be done, &
managers practice this
discipline, carry out
function & discharge
these tasks

2) Dalton McFarland:

It is process by which
managers create, direct,
maintain & operate
purposive organisations
through systematic, co-
ordinated, co-operative
human effort

3) It is influence process
to make things happen,
to gain command over
phenomena, to induce
& direct events &
people in particular
manner

v

Strategy

1) It is mean of achieving
goals of org

2) It is game plan,
management is using to
take market position,
conduct its operations,
attract & satisfy
customers, compete
successfully, & achieve
organizational objectives
3) Long range blueprint
of org's desired image,
direction & destination
what it wants to be,
what it wants to do &
where it wants to go

4) It is formulated at
corporate, divisional &
functional level

5) It is partly proactive &
partly reactive

Meaning

1) It is growth design
of firm, it spells out
growth objectives -
direction, extend,
pace & timing of firms
growth

2) It also spells out
strategy for achieving
growth

3) Described as
objective-strategy

Characteristics

1) Long range in
nature

2) Action oriented &
more specific

3) Multipronged &
integrated

4) Flexible & dynamic

5) Formulated at top
management level

6) Decision making

7) Made to achieve
objectives of org

8) Perceiving
opportunities & threats

9) Gives importance to
combination, sequence,
timing, direction

10) Meant to cope up
with competitive &
complex setting

design of firm

Corporate Strategy

Nature, Scope &
Concerns

1) Concerned with
choice of businesses,
products & markets

2) Viewed as objective-
strategy design of firm

3) Designed for filling
firm's stategic planning
gap

4) Ensures that right fit
is achieved between
firm & markets

5) Builds competitive
advantages for the
firm

&) Corporate objectives|
& corporate strategy
together describe

concept of business

What does corporate
strategy ensure

1) It ensures growth &
correct alignment of firm
with environment

2) It serves as design for
filling strategic planning
gap

3) Helps build relevant
competitive advantages

4) Masterminding &
working out right fit
between firm & its
external environment is
primary contribution of
corporate strategy
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Strategic Management

B e R

It refers to managerial
process of forming
strategic vision, setting
objectives, crafting a
strategy, implementing
& executing strategy &
then over times
initiating whatever
corrective adjustments
in vision, objectives,
strategy, & execution
are deemed
appropriate

1) Where are we
now? (beginning)
2) Where we want
to be? (ends)

3) How might we
get there? (means)

4) Which way is
best? (evaluation)

5) How we can
ensure arrival?
(control)

1) Helps to be more
proactive than reactive

2) Provides framework for
all major business decision

3) Ensuring a good future
for firm

4) Serves as corporate
defence mechanism
against mistakes & pitfalls

5) Helps org to evolve
certain core competencies
& competitive advantages

¥

Strategic Decision Making

v

v

v

Meaning

Major Dimensions

It is managerial
process of
choosing particular
course of action
out of several
alternative courses
for purpose of
accomplishment of
organizational
goals

1) Strategic issues require top-
management decisions

2) Allocation of large amounts
of company resources

3) Likely to have significant
impact on long term prosperity

4) Future oriented

5) Usually have major
multifunctional or multi-
business consequences

€) Necessitate consideration of
factors in firm's external
environment

Strategic Management Model

1) SM process is not as
cleanly divided & neatly
performed in practice as
Strategic Management
Model suggests

2) Strategists do not go
through process in
lockstep fashion

3) Application of SM
process is typically more
formal in larger & well-
established

Components of Model
1) Develop visicn & mission
statements

2) Establish long term
objectives

3) Generate, analyse &
select strategies

4) Implement strategies
management issues

5) Implement strategies
marketing, finance,
accounting, R&D, MIS issues

6) Measure & evaluate
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Chapter 2 - Business Policy & Strategic Management (Chart 2.3) |
¥

Meaning

1) Top management's views &
conclusions about Co's
direction & product- customer-]
market-technology focus
constitute strategic vision

2) It communicates
management’s aspirations to
stakeholders & helps steer
energies of Co personnel in
common direction

3) It is road map of company’s
future providing specifics
about technology & customer
focus, geographic & product
markets to be pursued,
capabilities it plans to develop,
& kind of Co. that
management is trying to
create

1) Who we are &
where we are now?

2) Where we are
going?

3) Communicating
strategic vision

1) Mac'd - To be
most fastest &

freshest restaurant
in world

2) Walmart - To be
best retailer in the
'world

3) Flipkart - To be
the Amazon of India

v

Mission

A4

¥

v

v

Meaning

Why org. should
have mission

Imp points for
writing mission

It is typically focused on
present business scope -
“who we are & what we
do”, it broadly describes
org's present
capabilities, customer
focus, activities &
business makeup

Examples

1) Walmart - Saving
peoples money so that
they can live better

2) You tube - To provide
fast & easy video access

3) skype - To be fabric of
real time communication

1) Ensure unanimity of
purpose

2) Provide a basis for
motivating use of org
resources

3) Establish general tone
or organizational climate
4) Develop a basis for
allocating organizational
resources

5) Facilitate translation of
objective & goals into
'work structure

6) Serve as focal point

7) Specify organizational
purposes & translation of
these purposes into goals

1) It gives org its own
special identity

2) What needs it
trying to satisfy, by
which customer
groups it is targeting

3) Technology,
competencies &
activities

4) Highly personalized-|
-unique

Objectives

1) Objectives are
organizations performance
targets - the results &

2) They function as yardstick
for tracking an org's
performance & progress

Characteristics of
objectives

1) Specific & concrete

3) Attainable
4) Realistic
5) Time Frame
6) Understandable

7) Challenging

8) Set within constraints

9) Correlate with each other

Objectives & Goals

outcomes it wants to achieve

2) Measurable & controllable

MT-SMART

Goals are close-
ended attributes
'which are precise &
expressed in
specific terms, &
translate objectives
to short term

1

A) Corporate level

Levels in Org.

CEO, other senior
executives, the BOD &
corporate staff

B) Business level

Divisional Managers
Concerned with
strategies specific to
business

C) Functional level

Functional Managers
For specific business
functions or operations
-human resources,
purchasing, product
development, customer|

service
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¥

Situational Analysis

Strategic Analysis

Portfolio Analysis

1) Analysis should form
essential part of business
plan & should be reviewed
over time to ensure that it
is kept current

2) What to take into
account when conducting
analysis, important factors
to be considered are :

a) Environmental factors
b) Opportunity & issue
analysis

c) Competitive situation

d) Product situation

1) ludgments about what
strategy to pursue need to flow
directly from analysis of
organisational external
environment & internal situation

2) Important situational
considerations are :

a) Industry & competitive
conditions

b) Org competitive capabilities,
resources, internal strengths &
weaknesses, & market position

3) Issues to consider for strategic
analysis

a) Strategy evolves over period
of time

b) Balance

c) Risk

1) Business Portfolio is collection of businesses & products that make up company

2) It is set of techniques that help strategists in taking strategic decisions with regard to individual

products or businesses

3) 3 important concepts, knowledge of which is prerequisite to understand different models of

portfolio analysis

Strategic Business

Unit
1) Analysing Portfolio
may begin with
identifying key businesses
termed as SBU

Characteristics of SBU

1) Single business or
collection of related
businesses that can be
planned separately

2)Has its own set of
competitors

3) Has manager who is
responsible for strategic
planning & profit

Experience Curve

1) Experience curve is based
on commonly observed
phenomenon that unit
costs decline as firm
accumulates experience in
terms of cumulative volume
of production

2) It results from variety of
factors such as learning
effects, economies of scale,
product redesign &
technological
improvements in
production

Product Life Cycle

1) PLC is S-shaped curve which exhibits
relationship of sales with respect of time
for product that passes through four
successive stages :

1) Introduction : Competition is almost
negligible, prices are relatively high &
markets are limited

2) Growth : Demand expands rapidly,
prices fall, competition increases &
market expands

3) Maturity : Competition gets tough &
market gets stablised, Profit comes down
4) Decline : Sales & profits fall down
sharply due to some new product
replaces existing product




Chapter 3 - Strategic Analysis (Chart 3.2)

Methods of Industry and Competitive Analysis

Dominant
economic features
of industry

1) Industries differ
significantly in their
basic character &
structure

2) Industry &
competitive analysis
begins with an
overview of industry's
deminant economic
features

3) Industry is "a group
of firms whose
products have same &
similar attributes such
that they compete for
same buyers"

Nature &
strength of

1) Discover what
main seurces of
competitive
pressure are & how
strong each
competitive force is
2) This step is
essential because
managers cannot
devise successful
strategy without in-
depth
understanding of
industry's
competitive
character

Triggers of change

1) All industries are characterized by
trends & new developments that
gradually produce changes important
enough to require a strategic response
from participating firms

2) Driving forces (Events that affect
industry powerfully) :

a) internet and the new e-commerce
b) Increasing globalization

¢) Changes in the long-term industry
growth rate

d) Product innovation

) Marketing innovation

f) Entry or exit of major forms

g) Diffusion of technical know-how

h) Changes in cost & efficiency

Identifying co. that are
in strongest/weakest
positions

1) Study of market
positions of rival companies
2) Technigque for revealing
competitive positions of
industry participants is
strategic group mapping,
which is useful analytical
tool for comparing market
positions of each firm
separately or for grouping
them into like positions
when industry has so many
competitors that it is not
practical to examine each
one in-depth

Likely strategic
moves of rivals

Competitive
intelligence about
strategies rivals are
deploying, their latest
moves, their resource
strengths &
weaknesses, & plans
they have announced
is essential for
anticipating actions
they are likely to take
next & what bearing
their moves might
have on company's
own best strategic
moves

Key factors for
competitive success

1) Key success factors are
those things that most
affect industry members'
ability to prosper in
marketplace

2) KSFs are rules that
shape whether company
will be financially &
competitively successful
3)They vary from
industry to industry &
even from time to time
within same industry as
driving forces &
competitive conditions
change

Prospects & financial
attractiveness of
industry
Final step is to use results
of analysis of previous six

issues to draw
conclusions about
relative attractiveness or
unattractiveness of
industry, both near-term
& long-term
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SWOT Analysis

Strength
Inherent capability of
organization

Weakness

Inherent limitation of
organization

Opportunity
Favourable condition

in organisation

Threat
Unfavourable
condition in
organisation

S0 (Maxi-Maxi)
Strengths can be used

WO (Mini-Maxi)

to capitalize or build
upon existing or

emerging opportunities

weaknesses if existing or
emerging opportunities

ST (Maxi-Mini)
Minimize existing or
emerging threats
through its strengths

WT (Mini-Mini)
Minimize or overcome
weaknesses & cope with
existing or emerging
threats

1) Functional-level

2) Business-level

3) Global

Significance
1) Provides Logical
Framework

2) Presents
Comparative Account
3) Guides strategist in
strategy

4 Corporate fevel

Baba Hero
Honda Dhoom
Dhoom

Relative Market Share

High
Stars
roducts that are
growing rapidly,
need heavy

investment to

High

maintain position

Ansoff’s Product Matrix

Low

Question Marks

Market Penetration
Selling existing
products into existing

Product Developmen]
New products into
existing markets

Require lot of cash
to hold their share|

Cash Cows
Generate cash &
have low costs

Market Growth Rate

Low

Dogs
Generate enough

Market Development
Existing products into| New products in new
new markets

Diversification

markets

cash to maintain
themselves, but do
not have much
future

Strategies for Metaphors

1) Build (Question Mark)
2) Hold (star)

3) Harvest (Cash Cow)

4) Divest (Dog)

1) Dominant : Monopoly
or strong & protected
technological leadership

2) Strong : Freedom over its|
choice of strategies & is
often able to act without
its market position being
unduly threatened by its
competitions

3) Favourable : Reasonable
degree of freedom

4) Tenable - Perform

Market Attractiveness

High

Medium

Low

Business Strength in Industry

Strong Average Weak

Invest Invest Held

Invest Hold Divest
Hold Divest Divest

y,
to increased competition
from stronger co. in market
5) Weak : Performance of
firms unsatisfactory,
opportunities for
improvement exist
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Chapter 4 - Strategic Planning (Chart 4.1)

Strategic Planning

Stages of Corporate Strategy Formulation Implementation Process

1) It is is process of determining organizational

strategy

2) It gives direction to organization & involves
making decisions & allocating resources to

pursue strategy

3) It determines where org is going over next

year or more & ways for going there

Approaches for Strategic Planning

Centralized approach
to strategy
formulation in which
corporate centre or
head office determines;
mission, strategic
intent, objectives &
strategies for org

Bottom up
Corporate centre not
directly responsible for
determining mission,
objectives, or
strategies of its
operational activities
It may prefer to act as
catalyst

Developing
Strategic Vision

Co. must determine
what directional path
company should take &
what changes

in company’s product,
market, customer,
technology, focus
would improve its
current market
position & its future
prospect

Setting objectives

1) Corporate objectives
flow from mission &
growth ambition

2) It provides basis for it|

major decisions of firm
& also said
organizational
performance to be
realised at each level
3) It convert strategic
vision into specific
performance targets-
results & outcomes,
management wants to
achieve

Crafting a strategy to
achieve objectives &
vision

1) Company's strategic plan
lays out its future direction,
performance targets, &
strategy

2) Developing strategic
vision, setting objectives, &
erafting strategy are basic
direction- setting tasks

3) They map out company's
direction, its short-range &
long-range performance
targets, & competitive moves|
& internal action approaches
to be used in achieving
targeted business results

Implementing &
executing strategy

1) It is operations

oriented, activity aimed at

shaping performance of
core business activities in
strategy-supportive
manner

2) To convert strategic
plans into actions &
results manager must be
able to direct
organizational change,
motivate people, create
strategy-supportive work
climate, & meet or beat
performance targets

Evaluating performance
& Making corrective
adjustments

1) Evaluating company's
progress, assessing impact of
new external developments, &
making corrective adjustments|
is trigger point for deciding
whether to continue or
change company's vision,
objectives, strategy, &/or
strategy-execution methods

2) Successful strategy
execution entails vigilantly
searching for ways or
continuously improve & then
making corrective adjustments|
whenever & wherever it is
useful to do so
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Chapter 4 - Strategic Planning (Chart 4.2)

Strategic Alternatives

Glueck & Jauch Generic
Strategic Alternative

1) Stability Strategies

2) Expansion Strategy

a) Expansion through
diversification

b) Expansion through
acquisitions & mergers

3) Retrenchment Strategy

4) Combination Strategies

Michael Porter’s Generic Strategies

Cost Leadership Strategies

1) It is especially effective
when market is composed of
many price-sensitive buyers

2) When buyers do not care
much about differences from
brand te brand

3) There are large number of

buyers with significant
bargaining power

Differentiation Strategies

1) It should be pursued
only after careful study of
buyers’ needs &
preferences

2) Providing unique
product that features
desired attributes

3) Successful
differentiation strategy
allows firm to charge
higher price for its
product & to gain
customer loyalty

Focus Strategies

1) A successful focus
strategy depends on
industry segment that is of
sufficient size, has good
growth potential, & is not
crucial to success of other
major competitors

2) Focus strategies are
most effective when
consumers have distinctive
preferences or
requirements & when rival

firms are not attempting
e

to s

P

in same target
segment

Best-cost provider strategy

1) It involves providing customers
more value for money by
emphasizing low cost & better
quality difference

2) It can be done:

a) Through offering products at
lower price than what is being
offered by rivals for products with
comparable quality & features

b) Charging similar price as by
rivals for products with much
higher quality & better features

Grand
Strategy

Refer Chart 4.3
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Grand Strategy

Retrenchment

Combination

Firm stays with its
current businesses
& product markets;
maintains existing
level of effort & is
satisfied with
incremental
growth

Firm seeks significant growth-may be within current businesses; may be by entering
new business that are related to existing businesses or by entering new businesses
that are unrelated to existing businesses

Firm retrenches some of activities in given business, or drops
business as such through sell-out or liquidation

Intensification

1) Market Penetration

2) Market Development

3) Preduct Development

Diversification

1) Vertically integrated
diversification

a) Forward integration

b) Backward integration

2) Horizontal Integrated
Diversification

3) Concentric Diversification

ate Diversifi

4) Congl

Merger

1) M & A is process of
combining two or more
organizations together

2) Vertical merger
a) Horizontal merger
b) Vertical merger

c) Co-generic merger

d) Conglomerate merger|

Turnaround

Strategies

There are certain
conditions like persistent
negative cash flow,
negative profits,
declining market share,
deterioration in physical
facilities, high turnover
of employees,
uncompetitive products
or services &
mismanagement which
point out that
turnaround is needed if
org has to survive

It involves sale or
liquidation of
portion of
b

, Or major
division, profit
centre or SBU

Liguidation

Strategies

It is most extreme
& unattractive is
liquidation
strategy, which
involves closing
down firm &
selling its assets

It refers to mix of
different strategies like

stability; expansion,
diversi

ation or
retrenchment to suit
particular situations that
an enterprise is facing




Chapter 5 - Formulation of Functional Strategy (Chart 5.1)

Marketing Strategy Formulation

Delivering value to
Customer

1) To succeed in today’s
competitive marketplace,
companies must be customer
centred

2) They must win customers from
competitors & keep them by
delivering greater value

Marketing Process

1) Once strategic plan has defined
company’s overall mission &
objectives, marketing plays role
in carrying out these objectives
2) Marketing process is process of
analyzing market opportunities,
selecting target markets,
developing marketing mix, &
managing marketing effort

3) Target customers stand at
centre of marketing process

1) “Goods & Service”
combination
company offers to
target market

2) Products can be
differentiated on
basis of size, shape,
colour, packaging,
brand names, after-
sales service

1) Price of
product is its

Marketing Mix

Promotion

1) Promotion stands for
activities that
merits of

cor

expression of its
value & utility to

customer, its
demand, qual

reliability, safety,

the competiti

faces, the desired
profit & so on

product & persuade target
consumers to buy it

lity, ||2) Promotional methods or
tools :

ion it
a) Personal Selling

b) Advertising
2) For new ¢) Publicity
product an d) Sales promotion
ey

1) It stands for
company activities
that make product
available to target
consumers

2) Strategies should
be taken for
management of
channel by which
ownership of

g
is

either choose to
skim or penetrate

the market

transferred from
producers to

customers & system|

by which goods are
moved from where
they are produced
to where they are
purchased by final
customers

Expanded Marketing Mix

1) People :
All human actors who play part in
delivery of market offering & thus

influence buyer's perception, namely|

firm’s personnel & customer

2) Physical evidence :

Environment in which market
offering is delivered & where firm &
customer interact

3) Process :
Actual procedures, mechanisms &

flow of activities by which product /

service is delivered

Marketing Planning

1) It involves deciding on
marketing strategies that
will help company attains

its overall strategic
objectives

2) Important sections :

a) Market description

b) Product review

c) Analysis of competition
d) Section on distribution

Dealing with Marketing

Environment

[Company must carefully
analyze its environment in
order to avoid threats &
take advantage of
opportunities

Marketing Strategy
Techniques

1) Social Marketing

2) Augmented Marketing

3) Direct Marketing
4) Relationship Marketing

5) Services Marketing

&) Person Marketing

7) Organization Marketing|
8) Place Marketing

9) Enlightened Marketing
10) Differential Marketing

11) Synchro-marketing
12) Concentrated
Marketing

13) Demarketing
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Financial Strate| Production Strate, T Supply Chain
. Y A 8y Logistics Strategy PR
Formulation Formulation Management

1) It refers to linkages between 3 . i ) i Strategic responsibilities of HR manager include assessing staffing
This strategy is used for developing new products & improving

Research and Development Human Resource Strategy Formulation

1) Financial strategies are related | [1) This strategy related to

Itis process which integrates flow of supplies into,

to several finance/accountin; roduction system, operational A " |suppliers, manufacturers & needs & costs for alternative strategies proposed during Strate;

§ s it b B through & out of organization to achieve level of i old products in way that will allow effective strategy J b i &
concepts considered to be planning, control & R&D = . 5 : customers & staffing plan for

service which ensures that right materials are " o implementation

central to strategy . s L ; 2) It involve all activities like strategies
- i available at right place, at right time, of right Pt o
plewantation 2) Al these collectively influence. iy, sl ot socreing & prosurement of
2) These are: acquiring needed 2 material, conversion, & logistics|

Successful P s can enhance
Areas to be examined Implementation of SCM strategy implementation

capital/sources of fund,

developing projected financial | |datermine operations plans &

Major R&D approaches for [| Points to be considered | Areas where HR manager can play

statements, management/usage | [palicies Benefits R i hoen s implementing strategy while recruiting HR strategic role
of funds, evaluating worth of - e et — — —
i 1) Cost savings R B (1) Product development 1) Emphasize product or process | |1) Market new technological| |1) Training 1) Providing purposeful direction
Methods for determining 2) Reduced inventory 1) Transportation 2) Procurement improvements products 2) Recruitment & selection  [[2) Creating competitive atmosphere
business's worth 3) Improved delivery time|[2) o 5 3) = plsEs ke USRSl |3) Appraisal of performance | |3) Facilitation of changs
research successful products
1) Determining its net worth or 4) Customer satisfacti 3) i 4) Physical distribution 3) Be leaders or followers in R&D) [3) Be a low-cost producer 4) Compensation 4) Diversion of workforce
stockholders' equity e
2) Competitive advantage || 5) Outsourcing e e p e ) et i e
e processes

2) Future benefits its owners may| | |6) customer services = ) Building core competency
oo 5) Strategic Uniformity

. 5) Spend high, average, or low 7) Development of works ethics &
3) Letting market determine amount of money on R&D culture

business's worth

a) Price of similar company

b) Price-earnings ratio

<) ing Shares Method

6) Perform R&D within firm or
to contract R&D to outside firms|

MT-CD pe char file de

7) Use university researchers or
private sector researchers
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¥

¥

v

2

enial

| Matrix Difference Forward & Backward Linkages
Formulation Implementation vb vlf
¢ * 1) Pesitioning forces  |1) Managing forces Forward Backward
Strategy Implementation Effectiveness before action during action Different elements in
Low High High Low ) strategy formulation .
Square A Square B 2) Effectiveness 2) Efficiency starting with bjeativa :)rgadmz:'l‘l:ns tend
§ | Vervcompethive ‘d_ﬂl Mustion; high 7 | Goahead Die slowly | |3) Intellectual process [3) Operational pracess [ [setting through : 51 o ::'Eh
£ 2| strategy, but informulation& | 2 T ieannantal i strategies whic
2 X howing difficulti ok i K] 4) Good intuitive & 4) Special motivation s . can be
g i :% analytical skills & leadership skills organizational appraisal, ||, I ted with
“.5 in implementing o . B strategic alternatives & ;:I‘::e:;:e:en\:l
5 S:uar.e 2 . Squ‘ar: o i 2 Survive Die quickly | |5) Coordination among|5) Combination among| [¢heice to strategic plan Hrotursiof
ow In rmulation I i
i 3| | ong | @ B duh y !, few individuals many individuals determine course that an esarEass
H 2| impl ementation awed, but co. is organization adupts for

low in formulation

showing excellent

implementation skills|

itself

1) Project implementation
2) Procedural
implementation

3) Resource allocation

4) Structural
implementation

5) Functional
implementation

6) Behavioural
implementation
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Organization & Strategy Implementation

v

v

v

v

v

v

Functional Structure

Divisional Structure

SBU Structure

Matrix Structure

Network Structure

Hourglass Structure

1) It groups tasks & activities by
business function

2) It is simple & inexpensive

3) It promotes specialization of
labour, encourages efficiency,
minimizes need for an elaborate
control system, & allows rapid
decision making

4) It consists of CEO or MD &
limited corporate staff with
functional line managers in
dominant functions

1) It can be organized in four
ways:

a) Geographic

b) Product or service

c) Customer

d) Functional

2) Clear Accountability

3) It is based on extensive
delegation of authority,
managers & employees can
easily see results of their good
or bad performances

4) It is similar to functional
structure, because activities
are organized according to the

'way work is actually performed

1) It improves coordination
between similar divisions &
channelling accountability to
distinct business units

2) It is composed of operating
units where each unit
represents separate business to
which top corporate officer
delegates responsibility for day-
to-day operations & business
unit strategy to its managers

3) It requires an additional
layer of management, which
increases salary expenses

1) In matrix structures,
functional & product forms
are combined
simultaneously at same level
2) It is complex of all designs
since it depends upon hoth
vertical & horizontal flows
3) It result in higher
overhead

4) Project objectives are

clear

1) A newer & somewhat more
radical organizational design

2) It is termed "non-structure” by
its virtual elimination

3) It becomes useful when
environment of firm is unstable &
is expected to remain so

4) It provides org with increased
flexibility & adaptability to cope
with rapid technological change
& shifting patterns of
international trade & competition

1) This structure consists of 3
layers with constricted
middle layer

2) Structure has short &
narrow middle-management
level

3) IT links top & bottom
levels in org taking away
many tasks that are
performed by middle level
managers

4) Managers are generalists &
they handle cross-functional
issues emanating such as
those from marketing,
finance or production
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& Core Competence |

o’

Value Ci

nain Analysis

tegic Implementation

¥

Attributes & benefits of SBU

Characteristics of SBU

It has been widely used as means of describing

activities within & around an organization &

relating them to assessment of competitive

strength of org

1) Scientific method of grouping
businesses which helps firm in
strategic planning

2) Improvement over territorial
grouping of businesses

3) Grouping of related businesses
that can be taken up for strategic
planning distinct from rest of
businesses

4) It consist of analysing &
segregating businesses/portfolios
5) Unrelated products/businesses
in any group are separated

6) SBU lines helps in strategic
planning by removing confusion
7) SBU will have its own distinct
set of competitors & its own
distinct strategy

1) It is single business or collection
of related businesses which offer
scope for independent pl g &

¥

Leadership roles to
played by Managers

Responsibilities of
Strategic Leader

Approaches to
leadership style

Primary activities

Secondary activities

which might feasibly stand alone
from rest of organization

2) Has its own set of competitors

8) Has manager who has
responsible for strategic planning
& profit performance

1) Inbound logistics

2) Operations

3) Outbound logistics

4) Marketing & sales

5) Service

1) Procurement

2) Technology development

3) Human resource
management

4) Infrastructure

1) Staying on top of what
is happening, closely
monitoring progress

2) Promoting a culture

3) Keeping organization
responsive to changing
conditions

4) Exercising ethics
leadership

5) Pushing corrective
actions to improve

strategy execution

1) Managing human
capital

2) Sustaining high
performance over time
3) Being willing to
make decisions

4) Seeking feedback
through face-to-face
communications

5) Having decision-
making responsibilities
that cannot be

delegated

1) Transformational
leadership style-

a) It uses enthusiasm to
inspire people to exert them
for good of organization

b) Transformational leaders
offer excitement, vision,
intellectual stimulation &
personal satisfaction

2) Transactional leadership
style-

a) It uses authority of its
office to exchange rewards,
such as pay & status

b) More formalized approach
to motivation, setting clear
goals with explicit rewards or
penalties for achievement or
non-achievement
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¥

L 2

v

It is complex process & it involves corporate strategy

focused on new markets, products, services & new
ways of doing business

It is function intended to ensure & make possible perfermance of planned activities & to achieve pre-
determined goals & results

v

v

¥

v

v

Steps to initiate
strategic change

Kurt Lewin Change
Process

Elements

Types of organizational control

1) Recognize need for change|

2) Create shared vision to
manage change

3) Institutionalise change

1) Unfreezing situation
2) Changing to New
situation

a) Compliance

b) Identification

¢} Internalization

3) Refreezing

1) Objectives & characteristics of
system which could be
operationalized into measurable
& controllable standards

2) Mechanism for monitoring &
measuring characteristics of
system

3) Mechanism for comparing
actual results with reference to
standards, detecting deviations
from standards & learning new
insights on standards themselves|

4) Mechanism feeding back
corrective & adaptive
information & instruction to
system, for effecting desired
changes

v

v

)

Operational
Control

Management Control

Strategic Control

It is on individual
tasks or
transactions as
against total or
more aggregative
management
functions

It is more inclusive &
more aggregative in
sense of embracing
integrated activities
of complete
department, division
or even entire org,
instead or mere
narrowly
circumscribed
activities of sub-units

1) i focuses on dual
questions of whether:

a) Strategy is being
implemented as planned

b) Results produced by
strategy are those intended
2) It is process of evaluating
strategy as it is formulated &
implemented

3) Types of Strategic Control :

a) Premise control

b) Strategic surveillance

c) Special alert control

d) Implementation control

1) Corporate culture refers
to a company’s values,
beliefs, business principles,
traditions, ways of
operating, & internal work
environment

2) It is manifested in values
& business principles that
management preaches &
practices, in its ethical
standards & official policies,
in its stakeholder
relationships

3) A strong strategy-
supportive culture nurtures
& motivates people to do
their jobs in ways conducive
to effective strategy
execution




Business Process Reengineering

Implementing

BPR in
organizations

Definition

1) BPR is analysis||1) Deter ng
& redesign of objectives &
workflows & Framework
processes both  ||2) Identify
within & customers &
between determine their

organizations needs
2)Itis an

approach to

3) Study existing
process

unusual
. . ||4) Formulate
improvement in

o redesign process

effectiveness Bla

through
redesigning of

5) Implement the
redesign

critical business
processes &
supporting
business systems

Chapter 7 - Reaching Strategic Edge (Chart 7.1)
L

Role of Information
Technology in BPR

1) BPR characterised by IT-
assisted speed, accuracy,
adaptability & integration of
data & service points, is
focussed on meeting
customer needs quickly &
adequately

2) [T-initiatives, provide
business values in 3 distinct
areas:

a) Efficiency — by way of
increased productivity

b) Effectiveness — by way of
better management

¢) Innovation — by way of
improved products &
services

3) It brings radical change in
quality of products &
services, thereby improving
competitiveness & customer
satisfaction

Problems in BPR

1) Disturbs established
hierarchies &
functional structures
2) Creates serious
repercussions &
involves resistance
among work-force
3) Takes time &

=

Benchmarking

1) Benchmarking is
approach of
setting goals &
measuring
productivity based
on best industry
practices

2) Process of

P re

4) Loss in revenue

during transition
period

5) Setting of targets is
tricky & difficult

improvement in
search for
competitive
advantage

Process

1) Identifying need
for benchmarking

1) TQM is people-
focused management

& planning system that aims at

2) Clearly continual increase in

understanding customer satisfaction
isting busi at co Ily lower

processes real cost

3) Identify best 2) It is total system

processes approach & integral

4) Compare own
processes &
performance with
that of others

5) Prepare report
& Implement steps
necessary to close
performance gap

6) Evaluation

part of high-level
strategy; it works
horizontally across
functions &
departments,
involves employees,
top to bottom, &
extends backward &
forward to include
supply chain &
customer chain

Total Quality Management

Principles

1) St

TQM &
Traditional
Management

1) Strategic Planning|

I
&
& Management
to p ment
8) Synergy of teams| |2) Changing
2) Focusing on Relationships with
customer 9) Supplier Ci s &
Suppliers
3) F ing rather|10) ¥ 3) Organizational
than detecting reduction Structure
4) Universal quality |11) Value 4) Organizational
responsibility improvement Change
5) Continuous 12) Thinki
improvement & . !n ing 5) Teamweork
. statistically
learning
6] Root cause o 6) Motivation & Job
13) Training Design

corrective action




Meaning

1) Six Sigma
means

Chapter 7 - Reaching Strategic Edge (Chart 7.2)
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Sigma and Management

Six Sigma
efforts target
different areas

1) Improving

Sigma

desired quality
in processes &
end products
2) It means
taking systemic
& integrated
cfforts toward
improving
quality &
reducing cost

Methodology

1) Six Sigma is
customer
B 1) Define ||1) Define
2) Improving 2) Six Sigma
) Improving 2) Messure| [2) Messure [2 5 5
quality projects produce
3) Reduci 'major returns on
educin
s 3) Analyze |[3) Analyze ||investment
wastage
4) Reducin, cle .
) '8 Y€1 |2) Improve | [4) Design |[3) Six Sigma
time
changes how
5) Reducing y management
defects °) Control |15) Verify o, ates

Six Themes
of Six Sigma

1) Genuine
focus on
customer
2) Data & fact-
driven
management

3) Processes

1) Coming of e-
commerce has
changed character|
of market, created
new driving forces|
& key success

factors & bred

are where formation of new
action is strategic groups
" 2) Internet
4) Proactive ) e
economy presents|
PP ities &
5) threats that

Boundaryless
collaboration

6) Drive for
perfection;
tolerate failure|

demand strategic
response & that
require managers.
to craft bold new
strategies

Contemporary Strategic Issues

Strategies for Internet Economy

Strategy-shaping characteri

1) Internet makes it feasible for

5) Internet makes it feasible for

y to
compete in global markets
2) Competition in industry is
dl by new e-
tives of
existing rivals & by entry of new,

g e-commerce rivals
3) Entry barriers into

to reach beyond
their borders to find best
suppliers &, further, to
collaborate closely with them to
achieve efficiency gains & cost
savings

world are relatively low

4) Online buyers gain bargaining
power because they confront far
fewer obstacles to comparing
products, prices, & shipping times|
of rival vendors

rapidly, in uncertain
& unexpected
7) Internet results in much faster,
diffusion of new technology &
new idea across world

ctions

8) E-commerce environment
demands that companies move
swiftly

6) Internet & PC technologies are|

cs of E-=Commerce en

9) E-commerce technology opens

up host of opp. for

Strategic management in non-profit & government

Educational
utions

ant change in

organization

Medical organizations

1) Hospitals are creating new

reconfiguring industry & Co.
value chains

10) Internet can be economical
means of delivering customer

service

11) Capital for funding
potentially profitable e-
commerce businesses is readily
available

12) Needed e-commerce resource|
in short supply is human talent-
in form of technological expertise|
(5 ial know-how

climate has
taken place, hence
different strategies are
adopted for attracting
best students

2) Educational delivery
system has also
undergone considerable
changes with introduction|
of computers & internet

today as advances
in diagnosis & treatment of
chronic diseases are

that earlier

Governmental agencies
& Dept

1) Central, state, municipal
agencies, Public Sector Units,
departments are responsible
for formulating,

mission
2) Backward integration
strategies that some hospitals|
are pursuing include

g ambulance services,
isposal services, &

rvices

3) Online college degrees
becoming common &
represent threat to
Traditional Colleges

3) Strategic landscape of
healthcare is changing
because of Internet

I ing, & evaluating
strategies

2) Governmental strategists
usually enjoy little freedom
in altering organizations’
missions o redirecting
objectives

3) Strategic issues get
discussed & debated in
media & legislatures




