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Strategicmanagement

Centraltotheprocessofstrategicmanagement,istheconceptof

strategythatwewilltrytounderstandfirst.Afterthat,wewillgoon

todiscusstheprocessofstrategicmanagement.

Strategy:Theconceptofstrategyiscentraltounderstandingthe

processofstrategicmanagement.

Theword“strategy”isderivedfrom theGreekword“strategos";

stratus(meaningarmy)and“ago”(meaningleading/moving).

Strategyisanactionthatmanagerstaketoattainoneormoreof

theorganization’sgoals.Strategycanalsobedefinedas“A

generaldirectionsetforthecompanyanditsvariouscomponents

toachieveadesiredstateinthefuture.Strategyresultsfrom the

detailedstrategicplanningprocess”.

Astrategyisallaboutintegratingorganizationalactivitiesand

utilizingandallocatingthescarceresourceswithinthe

organizationalenvironmentsoastomeetthepresentobjectives.

Whileplanningastrategyitisessentialtoconsiderthatdecisions

arenottakeninavaccum andthatanyacttakenbyafirm islikely



tobemetbyareactionfrom thoseaffected,competitors,

customers,employeesorsuppliers.

Strategycanalsobedefinedasknowledgeofthegoals,the

uncertaintyofeventsandtheneedtotakeintoconsiderationthe

likelyoractualbehaviorofothers.

Literally,therefore,theword'straregy'meanstheartofthe

general.

Insimplifiedterms,astrategyisthemeanstoachieve

objectives.Withsomanydifferentinterpretationsofaterm,itis

reallydifficulttofathom whatstrategyreallymeans.

willpredicttheemployeebehavior.Strategyisawelldefined

roadmapofanorganization.Itdefinestheoverallmission,vision

anddirectionofanorganization.Theobjectiveofastrategyisto

maximizeanorganization’sstrengthsandtominimizethe

strengthsofthecompetitors.Strategy,inshort,bridgesthegap

between“whereweare”and“wherewewanttobe”.

IntroductiontoStrategicManagement:

Strategicdecision-makingisdonethroughtheprocessof

strategicmanagement.Inthistext,strategicmanagementis

definedasthedynamicprocessofformulation,implementation,

evaluationandcontrolofstrategiestorealisetheorganisation's

strategicintent.

First,strategicmanagementisadynamicprocess.Itisnotaone-

time,staticormechanisticprocess.Bybeingdynamic,strategic

managementisacontinual,evolving,iterativeprocess.Bythis,it



meansthatstrategicmanagementcannotbearigid,step-wise

collectionofafewactivitiesarrangedinasequential

order.Rather,itisacontinuallyevolvingmosaicofrelevant

activities.Managersperform theseactivitiesinanyorder

contingentuponthesituationtheyfaceataparticulartime.By

beingiterative,anactivitymaynotberequiredtobeperformed

onlyoncebutrepeatedovertimeasthesituationdemands.

Thenextpartofthedefinitionstatesthefourphasesinthe

strategicmanagementprocessofformulation,implementation

andevaluationandcontrol.

Thestrategicmanagementprocessmeansdefiningthe

organization’sstrategy.Itisalsodefinedastheprocessbywhich

managersmakeachoiceofasetofstrategiesforthe

organizationthatwillenableittoachievebetter

performance.Strategicmanagementisacontinuousprocessthat

appraisesthebusinessandindustriesinwhichtheorganizationis

involved;appraisesit’scompetitors;andfixesgoalstomeetall

thepresentandfuturecompetitor’sandthenreassesseseach

strategy.

Strategicmanagementprocesshasfollowingfoursteps:

EnvironmentalScanning:Environmentalscanningrefersto

aprocessofcollecting,scrutinizingandproviding

informationforstrategicpurposes.Ithelpsinanalyzingthe

internalandexternalfactorsinfluencinganorganization.

Afterexecutingtheenvironmentalanalysisprocess,

managementshouldevaluateitonacontinuousbasisand

strivetoimproveit.



StrategyFormulation:Strategyformulationistheprocessof

decidingbestcourseofactionforaccomplishing

organizationalobjectivesandhenceachievingorganizational

purpose.Afterconductingenvironmentscanning,managers

formulatecorporate,businessandfunctionalstrategies.

StrategyImplementation:Strategyimplementationimplies

makingthestrategyworkasintendedorputtingthe

organization’schosenstrategyintoaction.Strategy

implementationincludesdesigningtheorganization’s

structure,distributingresources,developingdecisionmaking

process,andmanaginghumanresources.

StrategyEvaluation:Strategyevaluationisthefinalstepof

strategymanagementprocess.Thekeystrategyevaluation

activitiesare:appraisinginternalandexternalfactorsthat

aretherootofpresentstrategies,measuringperformance,

andtakingremedial/correctiveactions.Evaluationmakes

surethattheorganizationalstrategyaswellasit’s

implementationmeetstheorganizationalobjectives.These

componentsarestepsthatarecarried,inchronological

order,whencreatinganewstrategicmanagementplan.

Presentbusinessesthathavealreadycreatedastrategic

managementplanwillreverttothesestepsasperthe

situation’srequirement,soastomakeessentialchanges.

ComponentsofStrategicManagementProcess:

Strategicmanagementisanongoingprocess.Therefore,itmust



berealizedthat

eachcomponentinteractswiththeothercomponentsandthat

thisinteractionoftenhappensinchorus.

Vision:Aspirations,expressedasstrategicintent,shouldleadto

tangibleresults,otherwisetheywouldjustbecastlesinthe

air.Thoseresultsaretherealisationofthevisionofan

organisationoranindividual.Itiswhatultimatelythefirm ora

personwouldliketobecome.

Forinstance,someofyou,sayin10yearsormaybeevenearlier,

wouldliketobecomegeneralmanagersmanaginganSBUina

large,diversifiedmultinationalcorporation.Orsomeothersamong

youwouldliketobelievethatyoucanbeanentrepreneurowing

yourowncompanydealingwithITservices,employingcutting-

edgetechnologytoserveaglobalclientele,in10-15years.Afirm

thinkslikethattoo.Vision,therefore,articulatesthepositionthata

firm wouldliketoattaininthedistantfuture.Seenfrom this

perspective,thevisionencapsulatesthebasicstrategicintent.

DefiningVision:,

Visionhasbeendefinedinseveraldifferentways,Kotter(1990)

definesitas"adescriptionofsomething(anorganisation,a

corporateculture,abusiness,atechnology,anactivity)inthe

future".EI-Namaki(1992)considersitasa'mentalperceptionof

thekindofenvironmentanindividual,oranorganisation,aspires

tocreatewithinabroadtimehorizonandtheunderlying

conditionsfortheactualisationifthisperception.'

MilerandDess(1996)viewsimplyasthe'categoryofintentions



thatarebroad,all-inclusiveandforwardthinking.'

Whatavisionshouldandshouldn'tbe-

Avisionshouldbe:

1.Anorganisationcharterofcorevaluesandprinciples

2.Theultimatesourceofourpriorities,plansandgoals

3.Apuller(notpusher)intothefuture

4.Adeclarationofindependence

5.Adeterminationandpublicationofwhatmakesusunique.

Avisionshouldn'tbe:

1.A'high'conceptstatement,mottoorliteratureoranadvertising

slogan

2.Passionless

3.A'soft'businessissue

4.Ahistoryofourproudpast

5.Astrategyorplanandaviewfrom thetop.

Mission:-missionasthecorepurposeofanorganizationor

company.Asummaryoftheaimsandcorevalues.Amission

clearlytellswhatyouasorganizationdoforcustomers.Amission

iscomprehensivebutalsoveryspecifictosetyouapartfrom

otherorganizations.Amissioncanbeseenasagreattoolto

developbusinessgoalsandobjectiveswith.Amissionshouldfit

youridentity.Ifitdoesn'titisveryhardtoexecutiveyourmission.



MissionstatementDefined:Asentencedescribingacompany's

function,marketsandcompetitiveadvantages;ashortwritten

statementofyourbusinessgoalsandphilosophies

Amissionstatementisabriefdescriptionofanentity's

fundamentalpurpose.Itanswersthequestion,"Whydoesour

business(ornonprofitorgovernmentagency)exist?"Themission

statementarticulatesthecompany'spurposebothforthosein

theorganizationandforthepublic.

MissionStatementdefineswhatbusinessorbusinessesa

companyisin
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Amissionstatementdefineswhatlineofbusinessacompanyis

in,andwhyitexistsorwhatpurposeitserves.Everycompany

shouldhaveaprecisestatementofpurposethatgetspeople

excitedaboutwhatthecompanydoesandmotivatesthem to

becomepartoftheorganization.Amissionstatementshould

alsodefinethecompany’scorporatestrategyandisgenerallya

coupleofsentencesinlength.

ExampleofaMissionStatement,:Microsoft'smissionis"To

empowereverypersonandeveryorganizationontheplanetto

achievemore."

Let’slookatMicrosoftCorp.’sMissionStatement.MicrosoftCorp.

isanAmericanmultinationalcompanythatdevelops,

manufactures,licensesandsellstechnologyproducts,including

computersoftware,electronics,andpersonalcomputers.Itis

alsooneofthelargestcorporationsintheworld,alongside



companiessuchasApple,Inc.andAmazon.com,IncMicrosoft's

MissionStatement.Thestatementaboveisagoodexampleof

missionstatementbecauseitprovidesabroadenoughscaleof

scopetoexplainwhatthecompanycando,anditisalso

inspirational–it’sallaboutempoweringpeople.Itisthekindof

statementthatpeoplecangetexcitedaboutandcanrallybehind.

ItalsodefinesMicrosoft’sstrategy,whichisreachingouttothe

wholeworldandmakinganinfluenceonallindividualsand

organizations.

Objectives:Aspecificresultthatapersonorsystem aimsto

achievewithinatimeframeandwithavailableresources.

Ingeneral,objectivesaremorespecificandeasiertomeasure

thangoals.Objectivesarebasictoolsthatunderlieallplanning

andstrategicactivities.Theyserveasthebasisforcreatingpolicy

andevaluatingperformance.Someexamplesofbusiness

objectivesincludeminimizingexpenses,expandinginternationally,

ormakingaprofit.

Inbusiness,anobjectivereferstothespecificstepsacompany

willtaketoachieveadesiredresult.Theresultisthegoal.Hence

theterm ‘goalsandobjectives.’Inotherwords,mygoaliswhatI

wanttobecome,whilemyobjectiveishowIplantogetthere.A

business’goalismoregeneralandmaynotspecifywhenthings

willhappen.Objectives,ontheotherhand,arespecificandtell

youwhatthecompanywilldotoreachitsgoal.

Abusiness’primaryaim istoaddvalue,whichintheprivate

sectorinvolvesmakingaprofit.Strategicobjectivesoraimsmay

includebrandbuilding,marketleadership,expansion,orgaininga



specificshareofthemarket.

Objectivesaretheendsthatstatespecificallyhowthegoalsshall

beachieved.Anyorganisationalwayshasapotentialsetof

goals.Ithastoexerciseachoicefrom amongthesegoals.This

choicemustbefurtherelaboratedandexpressedasoperational

andmeasurableobjectives.

CharacteristicsofObjectives:

Objectives,asmeasuresoforganisationalbehaviourand

performance,shouldpossesscertaindesirablecharacteristicsin

ordertobeeffective.Thesearegivenbelow.

1.Objectivesshouldbeunderstandable.

2.Objectivesshouldbeconcreteandspecific

3.Objectivesshouldberelatedtoatimeframe

4.Objectivesshouldbemeasurableandcontrollable

5.Objectivesshouldbechallenging

6.DifferentobjectivesshouldCorrelatewitheachother.

7.Objectivesshouldbesetwithinconstraints.

StrategicDecisionMaking:

Managersofsuccessfulbusinessesdomorethansimplyfinda

waytomakemoneyandsellstuff.Notonlydotheyhandlethe

day-to-daytasksofselling,theyalsothinkofthebigpictureand

makedecisionsthatwillgetthecompanytowhereitwantstogo.

Thisiscalledstrategicdecisionmaking,wheredecisionsare



madeaccordingtoacompany'sgoalsormission.Thistypeof

decisionmakingguidesthechoicesthataremade,aligningthem

withthecompanyobjective.Itrequiresout-of-the-boxthinkingas

managersneedtoconsiderfuturescenariosthatmayormaynot

happen.It'sthesescenariosthatwilldetermineinwhichdirection

acompanywillgo.

Forexample:Themanagerofadogfoodcompanynoticesthat

dogownerswantmorequalityandfreshfoodsratherthankibble

thatlasts10yearsontheshelf,evenifthosekibblesprovidea

similarnutritionalvalue.Thecompany'smissionstatementisto

bethebestcompanythatsellsthehealthiestdogfood.Toalign

thecompanywiththechangingneedsandwantsofitscustomers,

themanagerdecidestoshiftthecompany'sproductstofocus

moreonfreshness.Yes,thismeansareducedshelflife,butit

doesmeanahigherprofitmarginbecausedogownersaremore

thanwillingtopaymoreforfreshqualityfoods.

Thebiggestpartofstrategicdecisionmakingisthecompany's

mission.It'sthemissionthatguidesthetypesofgoalsthe

managerswillsetforthecompany.

Forexample:Ifthedogfoodcompany'smissionwastobethe

numberonesupplierofcheapdogfood,thenusingfresh

ingredientswouldn'tbetopofitsprioritylist.Instead,finding

cheaperingredients,withalongershelflife,wouldbemoreinline

withthatmission.Seehowthedecisionscanvarysodrastically

basedonthecompany'smission?

Havingacompanymissionactuallyhelpsyouinyourstrategic

decisionmaking.Withoutit,youhavenoguidance.Butwithit,you



knowwhatdirectionyoushouldtakeyourthoughtsandactions.

Toreachthismission,managersalsoneedtoreassesstheir

actionsfrom timetotime.Goingbacktothedogfoodcompany

example,managerswilllookatsalesdataperhapsafteramonth

ofsellingthenewhealthyandfreshdogfoodproducts.Ifsales

areincreasingandlookpromising,thenthisdirectionisagood

one.Butifsalesarelacking,thenitmeansthatanewwayof

reachingthecompany'smissionneedstobemade.Perhaps,

insteadoffocusingonfreshfoods,thecompanycanfocuson

higherqualityingredientsthatmorecloselyimitateadog'snatural

diet.

References:

1)StrategicmanagementandBusinesspolicy:AzharKazmi

(Tata-MacgrawHillPublication,1992).

2)Strategichumanresourcemanagement:1stedition2015

(Mathur,S.P.,NewAgeInternational(P)LtdPublishers).

3)https://www.dictionary.com

4)https://www.yourarticlelibrary.com


