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STRATEGIC MANAGEMENT (SM)
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VEANING & oot o I -1: INTRODUCTION TO STRATEGIC MANAGEMENT
T v v v
v STRATEGIC INTENT
v R OBJECTIVES OF STRATEGIC MANGEMENT BENEFITS OF STRATEGIC MANAGEMENT LIMITATIONS OF STRATEG Strategic M i i v
Term management is sed in2 Comm'on " ree'l  among organzatio's actvties & T v v MANAGEMENT IC ra eg:c tan.ag'e:nent |sf defined as a dynamic process of formulation, implementation, evaluation, & control of strategies to realise organization's strategic intent. STRATEGIC LEVELS IN ORGANISATIONS M
[ on’s activities 0 creat iti - rategic intent re isation stri i ’
senses, such as - Emduct-markets that defines essential nature of b)To guid : cc;nmpp::;gf;i’;"ﬁgfh - a g'g.'gcst!"a"%gem*im t'?_ define realistic v . S ers to purposes of what the organisation strives for senior managers must define “what they want to do” and “why they want to do”. v R R
: ; izati f ully thro ives & goal in line with visi :
a) s used with eferenceto a key fuuts:rneess that organization has or planned to be in changes in environment o ochompany goals which are inlne with vision ) Enyironment i highly complex & VISION v M v M ¥
group in an organisation in- - b turbulent. Itis difficult to MISSION v v
charge of its affairs b) William F. Glueck : ) Helps organisations to be proactive instead of understand complex envi v v N a & = M
M . Aunie, comprotensve and integatedplan esined <tatedioman - . reactive in shaping its future; & exactly P'“POIﬁt how It”‘zﬂlment @ M v v * GOALS & OBJECTIVES v Corporate Level Business Level Functional Level Functional( g.)p' .. X (b) (c)
of interrelated funciiocnes g et to assure that basic objectives of enterpr?se are e procesi of de\li%te)n::;ta;i;? o m'ar.lagenal ¢) Provides framework for all major decisions shape-up in future; Meaning Essentials of a Me(::in (b) v v VALUES i) Isteconslsts of CEO, other i) It consists divisional i) It consists Functional Managers; Relatimslhvilsmnal : Horlzor,t'al e Matrix Relationship
Drocesses caried out by achieved teting objectivespcraﬂing ats!tgrl;:t\:smn. d)ltr L;I)crloa\{ldes ktJetter guidance to entire org. on b) SM is a time-consuming process; i) Top management's views about co's strategic vision A S Why an organu::;‘sl:::; ghould havea A good mission slatement should be precise, clear, . (a). (b) x v v co?';%rr:éegtj;%/ es, BOD, & managers & staff; i) Responsible for speciic ) i Itis an independent i) All positions, fromtop i) It features a grid-like
management of an org. These o) In large organisations, strategies are formulated at : the implementing & e\'laluatin trat y — . ¢)ltis a costly process; d'feﬁtlfm & product- customer- i) Entrepreneurial challenge in tonI;§:|lgnds at” answer feasible, distinctive & motivating. . eaning Characteristics of Objectives I.ong-termcob' i (a). (b) i) Th d iii) Business-level manager, ~business function? or relationship, where {gsglagaml? Lo staft. Pl eve
functions incude Planning, corporate, divisional, & functional levels enting ting stra egy, & €) SM seeks to prepare organisation to face the d) In a competitive scenario, whe market-technology focus constitute developing a strategic vision is question i) To ensure unanimi i . o i) Business organization translates their i) Should define organization’ T jectives Meaning why are values so important? ese individuals participate is head of division; operations: each function or a ployees, are in organisation, with teams
Organising, Directing, Staffing & d) Strategy is partly proactive & partly reacti finally initiating corrective adjustments future &act as pathfinder to various business all organ?sations are tying o r{ﬁwe strategic vision for co. to think creatively about how to |Wrz];?t ‘ﬁ”i'"esé e i) To devel mity of purpose; Following points are useful while writing a mission of a vision & mission into goals & objectives; environment; ganization’s relationship with its e e R A few common examples A | : E St:rateglc decision making iii) Strategic role of th ) f : T I Lf:]e 'Stgme'tt"?rarﬁhlcal e dupapmante
s 3 ' ive- ; rtunities; . o ) n & what we do’ ii) To develop a basis, or standard, .: . ; strategic planners commonly company's value sets the ~Withinorg; icrole of these i) Whereas general sition. fEisasaE various depart
Control i Proactive act > were deemed appropriate. oppo ; strategically, itis difficult o clearl ii) Strategic vision thus points out prepare a company for the ii) Goals are o d - . gIc p mmonly of values are - Int f general managers independently headed s departments that
ions on part of managers to improve f) Serves as a cor, : % o clearly i slon thus p uta fut for allocating resources; i) One of issi AR pen-ended attributes that ii) Facilitative towards achievement of missi . establish long-term objecti ntegrity, tone for how the people of i) Thi i i managers is to lranslate  oversee operation of a whol i e e are built for tempora
' S ! ves as a corporate defence mechanism eSlinateTeomratitiveTesoon particular direction, charts a uture. i) One of the roles of a mission statement is denote future 2 N A ission & purpose; jectivesin7  Trust, Accountabi iii) This role includes definin 20D ole by function/division : : mporary
ii)c; 5 Tarket poston g«ﬁnanual agerto mpr SR esima strategm ponses to L e L i) To provide a basis for motivating oTg 15w spec dentity bramees empthoags‘sle& e ure states or outcomes', !u) basis for strategic decision-making; areas Humility, Innovatliltl)tr){,' & Et‘tlngt?c;],?sbe[‘)?Vedelélseprmglly Ilr; mission & goals, qeterminigng ﬁ?rr;e&?é:_tatements of _co.or de'S'O"? head, who is a business g}’i;ﬁg?é\f&onﬂderw ) tas.k-based projects.
market o tgﬂnantlclpated developments & fresh g) helps to enhance longevity of the business; future, & moulding organisational exercise in intelligent  Use of resources; path for development - one that typically sets it i are ot close- ended attributes  iv) Standards for performance appraisal; i) Profitability; Diversity creates a sense of shared what businesses it shouldbe ;) . iv) It provide most of info that level manager, reporting )y . i) This relationship helps
rket conditions in dynamic business environment. h) helpsorg.to takea lear stand i related 'dentlty entrepreneurship. iv) To establish a general tone; apart from other similarly positioned co's; Speciﬁ?rteeprilesqse & expressed in v) Concrete & specific; ' ii) Productivity; purpose to build a strong n, alloc;tflfng res?)urces v n?::;g:?:-al%ecl d Qakes it possible for business ﬂlregtly £ s ")rTerlI;iitg,r?Sehpfb ) manage huge
TR g . R X . e Lo N g i co' . . &b 2 L ecne A - among different business I e concernel corporate lev ead, who is nship between conglome| i
i o sl it 5 sy ot stoege WL ed dotegicion WSenesa ol ot el b b0 ) O ey o ) Canpeis oo Bt o costt oatee, T s b R
stdrategy is planned strategy whereas reactive strategy is i) H:l[\)”svtl)r;g 22 duec\:( lop certai aspirations tgnslglzglionl]da:riggn;g?;ss members of ltj)ig\ﬂ?sgtr?grr ¢ VI)&Fngilallt: fﬁtgaa\nvs\ll(;irtliosrlr?,fc?bjem"e techndlogies & competencieg it uses éggc![in\%ties it goals to both long term & short term vii) Measurable & controllable; ";) Employee Development; SUCCGSS.y EmplOy:escgrrg’tzgrn ytg is;aqtggiesl E)hap span E?Jifrlnzggo aparticular rialitstig: Rl HEUEEE ;%reztatl(r)t gﬁ;r‘g?g e e o an
adaptive reaction to changing circumstances - Lo develop certain core steer ener. ure performs; perspective; viii) Challenging; v) Employee Relations; work with ividual businesses, & - SUAIECIES, ii) Functi i i L manage every single team
Help ta gies of compar R —— ; ging; ! t ; with employers whose i ii) Functions maybe like with | i
K petencies & competitive advantages. T G d%lrectlon )clearly qumm\;ltselg?hs:ztﬁﬁn}n v”i)kst':aer?sflg tti(r)gr;]ag;ztahtégga; lﬁ[:]ré)s%sses iii) tho':i rtrlnssion statements are - unique to org. for ix) Different objectives should correlate with each other; vi) Technological Leadership; )[/ﬁéugs reiﬁnate wm; them - g;og’w”;gleleadershlp for org. v) 'Ié may F?‘enereli)te important Emance, Human dé sira?:?:,d Is more independently.
in which organ : which they are developed. ithi . " vii) Public Responsibili ones they can relate to in ideas that subsequently ma esources, Marketing,
K ganisation is headed into goals p X) Set within constraints; ponsibility. their daily work & personal life become major strategieys fory Co. etc. ¢
M H RA
.
A + APTER -2 : STRATEGIC ANALYSIS: EXTERNAL ENVIRONMENT
IS STRATEGY AND BUSINESS ENVIRON ;
v v v v
v v
External Identify ISSlfl:rsst? consider External Analysis Internal Analysis Business Environment y UNDERSTANDING PAODUCT & INDUSTRY M M
Analysis OP{'I:::{:W' Anarl;gsg'c a) Csustometr Analysis: a) Performance Analysis: The term "business e v v e MARKET & CUSTOMER M
: egments, m i ili . i " . f
Evaluation a) Strategy evolves un%net needs(.)tlvatlons' Eﬂg?;;be”rltslgfaflesf environment" refers to all Micro Environment v v v A4 COMPETITIVE STRATEGY
current over a period b . . Isfaction, external factors, The term "busi R . MACRO ENVIRONMENT CHARACTERISTICS OF PRODUCT LIFE CYCLE v v
Vision of time ) g‘;rmaf:t.'m’ Analysis: fe’gz.‘"t q“'?][l'fy, i e L SR v BUSINESS PRODUCT VALUE CHAIN ANALYSIS PORTER'S FIVE FORCES MODEL v v v
. . gic groups, ive cost, new that i rstoa | factors, influences, . . .
Mission Analysis b) Balance of performance, objectives products, human busnllgsss0 &neil‘g’%/niﬁelc : or situations that in some way affect ELEMENTS OF MACRO ENVIRONMENT v a) Products are either RLELIS]S;shaped curveluhichiexhibirs Value chain analysis is a (1) THREAT OF NEW ENTRANTS FIPERIEICE CURLE VALUE CRERTION - CUSTOMER R
Goals external and strategies, culture, cost  Tesources. & operations. plans,  business ~ decisions, plans, & R]f ﬁe "vuor?-mhent includes factors outside v INTERNATIONALIZATION OF BUSINESS tangible or relationship of sales with respect of time for method of examining each (V) THREAT OF SUBSTITUTES Experience curve is based It is an activity or Market is a place, business A customerisa personor  Itis ab
Strategies internal factors structure. b) Determinants Analysis:;  Organisational success i operations. Orgamsatmnal success is hrm which can lead to opportunities for, v intangible; product that passes through four successive activity in value chain of a a) A firm’s profitability tends to be : on commonly observed erformanc ty; the fi strategist work on business that buys RO
— _— O Risk PRI . e r,jngunrrz A tnaly5|s. Grosnisatonil o s eTermined &by e business ?nratn yr?‘ggz otfs t?ﬁeﬁ,gg's{\lthou%h’ tthefre ;re ’ CHARACTERISTICS OF A GLOBAL BUSINESS DEVELOPING INTERNATIONALLY YD CO v b) Product has a price; stages business in order to identify ll;llgher when other firms are ?gr?lsptlettqf.e products gre a latent source of phenomenon that unit cpreate valueethgt |:crer;nset§ ff;larketing to improve the products or serviyces from {Jl:]ed g;?;ae"t?meg t?e com{)et;}tors &at
" rowth, profitabili / i i business environ environment, & even more from its , the most important of the a) It is a conglomerate of multiple unitsbutall  a) Eva MPANIES GO GLOBAL? ' areas for impro ocked from entering industry ition in an industry. In many cases they costs decline as a firm th chances of success. The another organisation. e
nalysts Strae;ritalsl;we lg)arriersp LG ;tr?;leegrlr?ss  strategic even more from itns]em’ & rlationship with it Ez%s{ise?rfosrl?cgiﬁ)cgn%mm' technological, linked by common ownership. )the:rl1J ?nsletf?lttilbearn(;gpr?arlué;;)t;%sll%g;reats andrate a) Often finding ¢) It is being realised that domestic ) Products have youdoa valﬂe zﬁ;?fe‘r;tﬁéwgign b) Common barriers to entry include:- PORTER" gﬁﬁggl&?emajrar e petivon: accumulates experience in Seiv‘flczghbz];ﬁloeosgs term "marketing” Custo : i o fnoi?sli)t;%hig?éovn ff thetr \'/]lsmn
o organization l relationship with i * 3 p , & government N Tt ana opportunities in other e retslareollo d - certain features —— - you must analyse h )y i) Capital N 3 S products offering a price advantage terms of a cumulative processes or even th encompasses a wide range mers are important i alues, niche market,
Tz\é“gg[ggmil T Capabilities gnd Within the mi h a) Demographic Environment resources, such as moneycirrr:argi%n- p?OI Oft' b) Describe the scope of the firm's global commercial parts of globe d nger adequate & ich; that deliver 01 Competition is almost negligiilg stage in the prx‘/)se OWdEaCh !') Eapna rgqmrfements FIV&(I;ODECES and/dor pterftflrmaince e tharactor of an volume of production. tis - whole business Sr"]’Steem g™ rvenie g‘ey Dot S ——
ical i . hin the micro or the immediate Ao : ) ; ,information,  operations. organisati ; Need for reliable or ch satisfaction; rices are relatively hi ¢ cess adds or ii) Economies of scale L can drastically alter competitive charact ) : research, designi revenue & organisations iti
TIME EIOL RN smmats ST Qi R onizionornder 9IS SRR g ot spivon e O ST  sncubeinnteand ) ol dfeeniaon GOSN o pimpmme SR Eiigp. o theConpetie
Short Time Long Time , i“ . and weaknesses, lg‘#g){‘{g?mwfiti?eccq;)oons :rr:g ‘ a) Th; aem;::;et:se fgf“fi\:lllngﬁlssuetsh— i d) Political-Legal Environment v QRIS iy I e d) Develop distinct corporate stratjegies er the b) There is rapid shrinking of e fgmga"ie;."‘;@" set up overseas plants for business; [LOT TR RIS :X);::gr;énegniptsts sudden. S —— Lﬁ%%st;gilsiltl;)enor Eﬁi?ﬁﬁﬂﬁﬁﬂ"” and a) Identify the competitor
; e e firm, their ) Technological Envi lobal busi s time & distance across reduce high transportation costs; A ; A i bres: basi ‘ i
" a— T * :gg&?getsoat: ;se g?aragtealstlcs and how they  are gical Environment  peSTLE- ATOOLTO ANALYSE MACRO ENVIRONMENT g iness & whole organisation. globe thanks to faster ) When exporting organisations ind e) usl;rfﬁtliﬁ%.has a VQ Access to distribution channels following features: At the most basic level, Often market activities are b) UndersFand the competitors
2 o T eprelig|_ChangeoT e Opportuntes it Stategicstrenths, ewsad gam§ ed. v communication: B e ] Demand expands rapidy PR PRIMARY ACTIVITIES vii) Possibility of aggressive (IV) THE NATURE OF RIVALRY IN INDUSTRY a) As business Egm Proﬁtbable a categorised and explained ¢) Determine the strengths of the
& T vironment lead Fonde & e weakesses,probens, ST e @ e v v = 9 Rise of servces & ; 02 ) competition increases & RN h retaliation by existing players aRi . organisation grow, they g, ep:(?v ectﬂmesf in tekrm§ of four Ps of competitors
o failure strategy uncertainties constraints, & following ways: the firm relies for business. (A) (8) © v v single sect 0 constitute largest expands a) Inbound logistic ivalry among competitors gain experience. pends on three factors: ~ marketing - product, place, d) Determine the weaknesses of the
o v neranes a) Determine ¢) The ways in which the firm can raise its POLITICAL FACTORS ECONOMIC FACTORS SOCIAL FACTORS TECHNOLOG(FC)AL F o (F) reg%on;legc%rngmg TL‘{:;%?%W & b) Operation (1) BARGAINING POWER OF BUYERS fﬁﬂﬂiﬁ‘; 3?0%‘{2[?.1?{“[& b) Experience may a) the value custormers e competifors
. s .o, i o i i
P v opportunities & finance. Political stability - Economy situation and ] ACTORS LEGAL FACTORS ENVIRONMENTAL FACTORS h) Trend is t - ) Outh - a) Buyers of an industry’s products or under vatious conditions provide an advantage place on the company's e) Putall of the information togeth
= T e T T opport ) Mo e the fim supplers and how N oo ! style trends 5 ![zephlac?mer;t l « Business and Corporate  + Ecological/ of mnanlaf:cv{ll?rﬁsg'gcsr(é?\?iecgspgg’;lllatlon ;) utbound logistics services can sometimes exert (1Il) BARGAINING POWER OF SUPPLIERS  explained as follows - Ever the competition. )products, v 3 gether
capacity is unable to|  the strate . n g ' L id - Demographics echnology/solutions Laws ; . ors; Marketing & sale considerable pres isti i i ST DL i
e gy are ; n b) Give direct I o (s P s o B ideologies « Market and trad environmentaf issues q L S pressure on existing firms a) Suppliers can co d i) Indust : Y P! a CUSTOMER ANALYSIS KEY FACTORS FOR COMPETITIVE SUCCESS
%) cope up with developed on a) dentiy strategic alternatives trection for developed? g rade cycles + Consumer attitud + Maturity of technolo, - Empl . i) made co's in different countries to form Competition gets tough e) Servi to secure lower prices or better services bargaini over bl barier to entry. company charges for CUSTOMER BEAAVIOUR i
strategic demand | account of changes b) Select strategy growth : « Current and future taxation « Specific industry factors e attitudes and 8y mployment Law « Environmental hazards strategic alliances to ward off economic 03 on gets toush & TCHEEY e b) Thi i i i Argaining poer over a im i) Number of Competit )L SRt "It identifes target clents o behavi T eteean the oot bands ot
ac : . ' . i S bolicy opinions - MahUfactiring matliity. =G " ! A [ gets stablised, Profit comes down ) This leverage is particularly evident when:- petitors ¢) Large and successful : determi 2 1 1sumer behaviour may  between the competing brands of
in internal capacities ¢) Implement the operating pla ¢) Continuous Learning e y within which the - Customer/end i y - Competition Law - Environmental echnological threats & leverage their SUPPORTIVE ACTIVITIES when: i i) Fixed organisation possess ) the costs of creati e W i T s be influenced by a sellers? wh i
& preferences ) ) g plan o firm operates. « Regulatory bodie: r/end-user drivers  « Brand, company, technology & capacity . legislati respective comparative & competitive N rar i) Their products are crucial 1) Fixed Costs : i S e U AL i it ey e aubutesare
preferences | d) Review strategies d; lIvrlnagfe Building f) The direct competition and their prgcessegyﬁovm? n?gr?t olicies lln:lert(?st anddexchange rates image « Innovation potential ::]&:thh f‘ Safr,tTy Law ) Engérgytlz:sumption advantages. P a) Procurement i) Buyers hafve fudll knowledge of to buyerl &blsubstitutes are iv) Exit Barriers Zgg?tg’?r experience those products needs. T?us glnvollves the ell:embe?'lrtgfc;wrl])%: These ) ;;lrjlc:al to sales? )
e) Meeting Competiti i + Inflation and unempl o ; + International Treaty sources of products & the not available i jati ' - at resgurees and competit
\ g Competition comparative performance. o ?ﬁ}'ﬁ;{‘;",ggt tefrm f?d clh ange Strength of consum%?yment E:);s.ur;'ne:.b'uymg patterns -+ Lecce':]';?nbgy :tccetss and Law Yy - Waste disposal b) ;jfg\cllg?gwlomgey N substitutes';) eir A v) Product Differentiation consumer needs, deSIreosn g wants. ]Egltl%gwolrr:;eg) ”L?p%ﬂgl capabilities does a Sel[erpneg('jvteo veto
S 0 | . n ; " iil : i i
politicalleaders  spending niceligious factors . pmpen§ r?ghtes asnd + Regional Legislation Sales & profits fall down SRR o p i) They spend a ot of money on Ein e 4 vi) Slow Growth - Itincludes the administration of  40Mains- Eﬁr;:'r?léggittlgflys:ﬁfessfful, léetter
+ Media views and perception  copyrights 04 to some new product replaces management industry’s products; iii) They are more customer surveys, the study of a) External Influences quantity of pré((i]uct c%gt g{ge;]vcitcgretc ?
/ existing product d) Infrastructure iii) Indu_St.ry’lS product is not perceived concentrated than their cmo:rskuertn;(r);ii?itg,nitrl:ge;\gizg}gn of ) Internal Influences <) What does it take f"" sellers to achi’eve;
as critical to buyer's needs. buyers develo| Y ¢) Decisi i sustainabl iti
pment of customer profiles ecision Making ustainable competitive advantage,
& the selection of the best market ) Post-decision something that can be sustained for long
. segmentation techniques Processes term?
UNDERSTAN 9.
N J— - CHAPTER -3 : STRATEGIC ANALYSIS: INTERNAL ENVIRONMENT
o
v STRATEGIC DRIVERS v v
. v ROLE OF RESOURCES & CAPABILITIES : COMBINING EXTERNAL & % \
iHOA DERS? MENDELOW'S HATRIX COMPETITIVE ADVA c !
;\l;tt:lfs fn'?ti'ZLiﬂilsssiecgﬂt.'ﬁs th‘;“.tha"e Mendelow's Matrixis based on ~ =| [ KEEPSATISFIED o INDUSTRY & MARKETS INDUSTRY & MARKETS e INTERNAL ANALYSIS (SWOT ANALYSIS) S mCHAEL e
pactitas Power & Int | 2 Consult often L v Competenc is defined inati isi
well, They may b Power & Interest. It suggests to g Manage Closel . Lo CHANNELS 1 Vi as a combination of SWOT analysis is i ness’ v
shareholzm yin fetsftlgrzms ;Elloyﬁs?; identify which stakeholders are increase ;?eu Rl Is m:ﬁ'ﬁf:i'ﬂi sssaeng for Analy(simg Industry Procedure for constructing a strategic sttlrrgrzle[ bifurcation yet Prqduc"t stands for the combination of “goods-and- skills & techniques rather than individual strengths, &Ieallnetslgeasnilg;';% nai t?sslget;s s SUSTAINABILITY OF
etomers. regulatorsand saon phis  meredibly important. Metrcs to Gnbetindnce | | ooiitandi Market refers o al b anolaries group map & deciding whic fims cttemelymportantor - senices"hat he company offr 0 thefargt marke Sty skill or separate technique ' ' reats COMPETITIVE ADVANTAGE MICHAEL PORTER'S GENERIC STRATEGIES
5 " Aok . efine the importance bein w ideas or rket refers to all buyers & Industry & market elong in which strategic grou N SUI Rty ievi i
viel = I \_strategic choices ) . Strong relationshi : y & marke group H tu - -
ear‘ﬁeorfvti:svﬁor\{nﬂllz Igrﬁ:)?tt\;?\;l;g the High Power & High Interestg strategic choices ) | S1ON retationship sellers of a particular product/  analysis is extremely s straightforuard - Sv(:]nosg:]nael[s e e ores Fora nz roduct, g_hlchban e HEI{J_le:gI_:inl:: " Ha"t?lf: lolé;)i:cctlz:;vmg ) ULy £0t LEADERS*HIP STRATEGY v
¢ > - p : Hreme u u i i i ili
e eI A g et g ::)h:ﬁ:nrgggacfgsrgfynt‘n’ m?lléld need £ LOW PRIORITY 'ﬁﬁil"ﬁ“ﬂ'.‘;f is:cr;:risc%tsxfsg;vﬁ]l:f;g:rket is grrllg,(;r"t)é:)nstittig r|Ident|fy It('i]entéfgf/f the competitive characteristics product/sirvsigeawhile for entel:mga ma':[(':{",iset(ﬁ;eflees Marketing Strategies olrsgt)rrlo vulzeess |IttsS ;;reor(‘j#cce} Majoar rf;olrdeemmﬁtler:mes (A{lttre"r)rlllizo?gm Strengths Weaknesses b) Transferability Iitisal v v v v > DIFFERENTIATION STRATEGY DIFFERENTIATION 4 v
owners & shareholders alone LoLed 2 Z| | Monitoronly,no | [interest by engagin : a3 at differentiate firms in industry customers are th designed and for that matty « Social Marketin ’ th RIS ¢) Imitabilit) is a low cost competitive strategy Achieving Cost v STRATEGY
mvestlng a lot of time & = engagemer'lt in decisions C(gmgsul% same for all businesses. Each compared to the typlcal variables are I’ICE/ li L I ¢ i e organlsatlon) y thataims at broad L Advanmges Disadvamages DA v * S
g i i ; ty buyers of that product. A atleast three objectives must <A d i There are typically three ; d) iabili foad mass market el KIS i} Aimed at braad mass i i v
Pasouice:) E| | Generaloccasonal | | intheirareas of business has its own set of competitors, who canbe  range, geographi price/quali product. b 2 ugmented Marketing « competitor differentiati Appropriability S : . i) Ri a) Cost advanta B ) vantages Disadvantages a 6o v STRATEGY
l Z e \m ggzaomegs L? mtah(ket % nore o, ofeausl o odaror  ve rtgic'a%in tge : g t;g ;ogfggﬁiijﬁ]geree of Egztsmleerr;a:dbveicae e kept in mind - Direct Marketing Chab?f:}; ;?;zrﬂo_u[d : custsmer vadlL ee;enndtlatwn, ( Et,;t:;nzé 2::5;: OpportunTies T ii) Ict olrsn ngsg}i“:; \rnrl]gir; [;:i‘?ée; elf] e a) Prr%rgpttforecast.mg of demand of a i?) Blzay:i last long as c%emlgg%’itr:)orts glfa; I:)ertoﬁulgtv gtvse:r\c/irce:tt'f?:t i) Rivalry a) In long term, uniqueness is Focus(e()l cost F°°(l|12ed Achieving Focused Strategy Advantages Disadvantages Best-cost provider
S Bk f al iz on, : ) ! : ) ! e - uctors N - > b C . . o ol 1 8 . . ) .
EX. OF KEY STAKEHOLDERS & THEIR REQUIREMENTS FOR AN O] IIEREST TR ORGANZATON e cach productwithin a business  biger i size Svalueor - breadthuse of distrbutonchamels, & versa Butfor tategy ) Have qistomer-ceftic - Relationship Marketing . The sales channel ~* application to other market Environment) buyers, when there are few waysto b Optimum utlat i) Suppliers ooy miate costfeduction s percaved by customers ifBuyers s S | ladesip dfereniton 1S a)premium prices ) The s lackingin 8 TS
Stakeholder: T Ao tgglnusmg fef &h.”ewer_ A degree of service offered teams especially approach while making a « Services Marketing h es achieve product differentiation t ptlrﬂpm o e i o e as unique i) Suppliers v Charglng 100 high a price o ompetin s coverz‘;’vblc a;el ad ot s o mlg clortne
S Shareholders CEO a_nd Board of Major Vendors Consumers (Viewers) E Calleds-estr(a)[t .Isés + Plot the firms on a two-variable map marketing teams it is product. « Person Marketing WE pmd_ua channel e . . ) . . o a_c [eve cost adyantages. v) Entra.nts b) Cost leadership can ii) Basis of Differentiation- iv) Entrants for differentiated features oetine . offering unique and differerfiZt eaders the organlsatlons AL mg:‘eevabue forfghe' i
3l i - _Directors (Production Houses) mployees Mappin €gichroup  ysing pairs of these differentiating important to understand b} Produce sufficient returns . Oreanizati a * The service channel Criteria for bilding a nalysis for Internal or External Environment? Michael Porter's Generic Strategies ¢) Achieving economies of scale; thus, v) Substitutes ~ succeed only if the firm can  + Product 5 may cause the customer to based on price  features that ! 10eh for their focused not be able to on lo Y15 CEEHI
cfr'g;t‘{ggggn%ﬁntlnuous ~Prestiee — SR S pping ot e oL C through a reasonable rganization Marketing core competenues%cc) SIOT stands for Strengtts, Weaknesses, Opporturites &Threat: Broad Target Cost Leadership Differentiation lower per unit cost of product/ achieve higher sales - Pricing v) Substitutes 5\lmtch-off to another to target a fulfill demands )?reatl{lg _SUPEI‘ICI:F skills : product/services.  pursue focus qua“\tl;eéi%?esr'[eirggsbfttg»
* Market share + Stability of orderi | i e A consumer separatels margin over cost. « Place Marketing ] i d 3 u reats. service. volume. alternative. narrow market  of a narrow or catering such niche  b) Due to the strategy. LT
e return |- lity of ordering nnovation . ~Cobility of emplovment « Assien firms that falli parately. . ¢ . nternal analysis is more focused on understanding t! R R . it - be done through -
. (Rol) Reven#e and profit + Stable margins - Better deals - Pricing |- Pride o?workinpg f(y)r a stratgegy space to thelga?r?glsjirng Siime ¢) Increasing market share. « Enlightened Marketing Valuable structure & competencies of the business, thus r:iggh[?g%gﬁgttlﬂg 2 d) Standardisation of products for ¢) Cost leaders tend to keep Organization A 4 ¢ Differentiation fails to work i) It charges low market market; . eendous b) Due totthe limited o ¢carip 5
Requirements - Corporate social growt] ] Benefits reputed org. ou gl < Differenti ; . Rare Strengths and Weaknesses, while St 1gh 2 — mass production to yield lower their costs low b Achieving Differentiation Strate if its basis is something prices relative i) It concentrate ¢) Generating high expertise in the demand of product/ ing products at
S group. tial Marketing : ) | Analysis is about arget Focused Cost i i Y 8y i Bz h
responsibility « Market rankings + Value for money . « Synchro-marketi « Costly to imitate identifying and preparing for uncontrollable which can either be é Leadership D'ffFocus'ed' G minimizing cost of alonsfleitiRath el ot Bl lkeE SR Rl et s thatcompete shilaforseni o e Senicst e ' ‘g f p”cfeft iy
- Tonrankings o the org - Continuous supply « Draw circles around each strategic ynchro-marketing  Non-substitutable Opportunities or threats. k] ifferentiation ¢) Invest in cost saving technologies advertising, market & match products with their ~ keep up with dynamic 0 customers. that compete a particular such niche markets. services that the high, which can Ir? &l?mfg offered by
« Highest market share group making the circles proportional + Concentrated Marketing Therefore, SWOT Analysis is a tool which is used for both Internal g & using advance technology for research, and research & tastes & preferences. environment. within target sales channel  d) Developing innovative organisations cause problems. vals for products with
nt)l the s;ze of the group’s respective - Demarketing & External Analyss. ernal g Low Cost Product/ | Differntiated Cost smart efficient working. development, but this b) Elevate/Improve e) Taking steps %or enhancin market ways in managing the following focus  ¢) |n the long run, the g?ﬂ?:;:?rlgsquallty
share of total industry sales revenues Services Product/Services | f) pesistance to differentiation till it approach can prove to be FetomATCE or e produet) B SRR ATAILE value chain s Sna niche could 0
becomes essential expensive in the long run. ¢) Offer the high-quality f) Fixing product prices based. entrants mf;eWﬁ d disappear or be f
p—— ) Technological advancement o] i forbuyer o uaiue festures of LA toy n taken over by larger )chabrgltr;]g 5|m|llarfpnce
areas a great threat to cost satisfaction. roduct & buyi i competitors by as by the riva's for
K leaders. Cpustomer buying capacity of compete. scqunring the same E(or(]iucts with much
: istinctive igher quality and
competencies. better features.
7 CHAPT ~
T APTER -4 : STRATEGIC CHOICES
°
v v v
LEVEL COMPETITION ORIENTED v CORPORATE STRATEGY \
a) Corporate Level a) Competitive Strategies - Cost Leadership () v
b) Business Level Differentiation, Focus ' STABILITY STRATEGY g M
¢) Functional Level b) Collaboration Strategies - Joint Venture, The firm stays with its current businesses and product markets; maintains the existin o GROWTH/ EXPANSION STRATI
Stral il g level of effort, EGY STRATEGIC OPTI
Merger & Acquisition, Strategic Alliance and is satisfied with incremental growth. d Here, the Frm seeks S|gn|ﬁcant growth-maybe within the current businesses; maybe by entenng new b that b4 ONS
! = usiness that are t
J— - A . v ated to existing businesses; or by entering new that are d to existing b 3 RETRENCHM E(':T - g GENEI:?SI;"E:;EE{B:; mm); ANSOFF'S PRODUCT MARKET GROWTH MATRIX
BUSINESS LIFE CYCLE ? RACTERISTICS JMAJOR REASONS FOR STABILITY ; v Strategic Exits:- Strategic Exi i WEES ’ Warket Prod
Astability strategy is i) Firm stays with . : STRATEGY  WHY DON'T STARTUPS AIM FOR STABILITY? MEANING CHARACT - Strategic Exits are followed when an organization substantially ~ Retrenchment :-The f . COMBINATION STRATEGY — Tl Selingoxsting | | New producs
a) Entry/Introduction Stage - Mark i ursu . ys with same business, same i) Aproduct has reached the . Ast i " ; . RACTERISTICS MAJOR REASONS FOR GROWTH reduces the scope of its activity. This is done through an att +-The firm retrenches some of the activities in some business (es), : £ mue products into ling markets
b) Growth e 'et Penetration Strategy pursued byafirm when:-  product- market posture & functions maturity stage of the product ven?ur::’i)r:i:: : "tlrepreneu”al Redefining i) Redefinition of business | EXPANSION STRATEGY TYPES OF GROWTH/ EXPANSION STRATEGY out the problem areas and diagnose the causes of tghe probl?el;gt tofind ) e eyl Drtreses i e R I The firn combincs the above 1 £ § o clsngnares | "
T =0 B ! Its;?nmmue.s t-? servein i) Enfﬁde-aVOUf is to enhance functional life cycle. ideation & deve?t;gr;;?lgte;:: [l bul$|ng55 by ii) It is opposite of stability i) It may become imperative when v v : prn a}lte/rnatwes tionso | et HOw DIEST M?ket s prodce | New produciam
R ~ o e or similar efficiencies i i e , genera enlargl i i . q ermutation I : onewmaniets | :
o] Matl{rlty Stage - Stability Strategy T Bk throug';fLe:t{graé‘e':ger':s:tti ‘l"l’taly i i) The staff feels comfortable with  Created for solving real-life / of buiﬁggg”e . strategy . ng'e"é??ﬁﬂ'vt.f Maatiod Itertal Growth Strateges M : Turnaround Stratef ’ as to suit iﬁi” E,I)r;iﬂiocn % 55| How DIVEST | DIvEST it new markets | prvﬁa?k%tssm e
d) Decline Stage - Retrenchment/ Turnaround Strategy Shme or Similar i V! ilization the status quo as it involves less problems through technology. by !u) It leads to business growth i) Strategists m V% l ] 2 v External Growth Strategies T e i i‘; L o . . v requirements of the firm.
products & services iii) It does not involve a redefinition of changes and less risks. « For it, the most important factors increasing iv) Prhocess of renewal of firm with tghe progyegfs g:,mf Satﬂsfﬁe‘j Expansion through Expansion through f o v v bl il b e e P'VeStme“t oo i
i) This strategy s typcal e i Itis opted when the are speed and agiity, because of it investment in ; mugT) fresh investments expansion: ch?ef ol l%ti(\)l‘gs ! érlom Intensification Diversification Expansion through Mergers & Acquisitions Expansion through oo o i e v v Involves sale or liquidation of a portion of business Relative Market Share
for those foms whose ) Itis basically a safety-oriented, status gr:g;rnonn;ent in which an gsmgt[n a nascent stage of business Prggl‘g"m?fm;:;:tss/ take pride in presiding over Y v v Verti n v v v Strategic Alliance outthataturnamunj .'2' n':edpe(:i'"t ‘;\Ctlon Plan for Turnaround Important elements Is Turnaround strategy Major Reasons for Retrenchment/ Turnaround Strat v High Low ” |:Cﬁ5 N{i}tri)gz Post
product have reached quo. ' nisation is operating is erations. hagier X organizations perceived to be Concentric Diversificati ertical Merger  Horizontal Merger  Co-generic Merger  Conglomerate M A strategic alli i) Assessment of i) Changes in top only relevant to : und Strategy Adivestment strategy may be adopted due to varioy st g Stare entication Srakegies
the i ’ relatively stable. « Stabili : v) Itis a highly versatile o ~ i ntric Diversification  Conglomerate : . ; gt e Merger strategic alliance is a i) Persistent negative current prob| loss makin; , i) The management no longer wishes  iv) Persi i i ; s reasons Characteristics of g Bioductshiat i i) Build (Question Mark
mé‘lﬁulrf'tv Stalge of v It does not warrant much of fresh o e e n}ggrl]l,lty o the other hand is more strateay, it offers several growth-oriented. @ . (d) v Diversification ltisamergerof  Horizontal I Co-generic merger  Conglomerate relationship between two or cash flow from i) Anal Dbl N ceimench ghusinesses? "y, rormain in business either partly ) fréﬂ.sﬁe”t e thWE cash flows i) A business that had been cope with it may cause it Divestment Strategy £ 8| qoung iy o | equioasioo | et
?h ife cycle or T | s not advisable to ! ingful strategy when the size bermutations 8 jii) Expansion may lead to greater Marke; roduct @) (b) two mergerisa  two or more merging  mergers are the more businesses that enables business nalyze situation & i) Initial credibilit turnaround strategy is or wholly due to continuous L  particular business create acquired proves to be a to divest ; . ] heavy investment to | hold their share ii) Hold (Star)
su(f)f?cei:’nhto ha\f ‘ Vi) Risk s ess g)s(':(;Ilrr]eaetlzr:F e ga o;ceitratlorésb.s expanded to full combinations control over the market vis-a-vis ~ Penetration Development  Vertically Horizontal Innovation  Organizations  combination of  organizationsare ~ combination of each to achieve certain strategic ii) Uncompetitive dfvelop astrtegic _ bullding actions T fen 2 losses and unviability. ctr)]r&:lncalﬁl pcr:) bltgms fr? S mismatch & cannot be i) itis not possible for the ' Th(ljs' strtegyinvoies | § st Do i) Harvest (Cash Cow)
u e Vil concentating s resouces & atention ening, pacity and business is at a Vi) Expansion strategy hold competitors. (ii) Integrated Integrated + Helps to solve thatare firms engaged  associated in some organizations objectives which neither would products or servi ... plan ) iii) Neutralising external company Is ) ii) The management feels th i pany, creating the need for integrated within the i s oy ivestment of some | g Cash Cows Generate engough @sh| iy) i
?egii gﬁ;tneed o el el e o) After rapid Tt gleltg{eétage' _Thgrel;y, e Lqrgly s el twgg majosr iv) Advantages from the experience A Hrieitn e complex problems opﬁratmg in in the same way or the other that are be able to achieve on its own. ) el marketlcsehs iii) Implementing an pressures e)f(perlenurnfg a period businessgcould bee;:(}e?/tiable . Ive§tmefnt of thap pu5|ness. company. Technological upgradation of theba\ct!vmes ina E k- Generalée casht& have ) to maintain iv) Divest (Dog)
markets might want to stabilize & artups aiming for stability. strategy routes: curve and scale of operations Development + Increases gl industry. related to the unrelated i s et share emergency action  jv) Identifying quick 91 poor periormance. divesting some of nablelbylv)Severinyloficompetition|&ihe ii) Persistent negative cash is requi TS0 e moeh fuara
want t \ s i _ L the a . € that is required for th » have much ft
ix) firms with modest growth objective consolidate itself Intensification & may accrue. P Forward & Backward Productivity é?#ﬁfetﬂ bt” tat  Itisamerger production No linkages w.rt. ~ Advantages Disadvantages " 332.”;;["}23."'{;5 plan payoff activities 5‘322 ',’.f,’tfg{ i liquidatigon of unproﬁtacbtlglItIeS ” 'nﬂib'iifﬁs"efiﬁ ”3-“’ FR flows from a particular b“Si”eSSQO survive ae ggmg L? ?“ et =
S (e a Expansi(;n also includes Integration - G T produsct?gss vzlgn]g edtliif)crt Proce;stes, buglngss customer  +Organizational - sharing of resources  v) Over-staffing, high v) Eﬁ_f,};z(;guﬂng v) Quick cost reductions [gsses, it m:l; ﬁsrgean activities. vi) Tecl):nologiclal Spglll:;;'t- . bus;)rlless cfreatﬁ financial preferable option would be businesseseas such. (7)oom ADL MATRIX
intensifying, diversifying Advantage rocict markets, or basic  groups, customer + Economi d profits; J vi) R i l iii) A busi f lolog ionis problems for the whole to divest ; ) | i) Dominant - Monopoly or strong & protected technologi i
ey ' or distribution A ik i and profits; turnover of em| evenue generation  mean lower than iii) A business that had been acquired  required —; . « Divestme| W | A d technological leadership
k acquiring & merging businesses e tezﬁﬂﬂll:)egdies tglérr:;tl?ns‘ & - Stratesic . sharing knowledge pumover of o ployees,  v) Returningtonormal i) Asset liquidation expected growth, no P e ang Su?vive b:fttyv% grtésilpiess: <|>St to ;zlglé)?grya ?\'/Zimimf v) A better alternative may be VieWedr;tslzrzo be |ii)Strong Fmrgersgtmpgzﬁ: outnsbcel;r('xguc?J sgatrattherg;;s & ) %ﬂgg able to act without its
- b e 1 > g . Lo A p . h ene iti
ologies. . political and skills vi) Mismanagement vi) Better internal future clarity, or even cannot be integrated within the possible for the firm to invest in that business available for investment, integral part of iii) Favourable - Reasonable degree of frgedom Vi competiions
/ coordination lesser than target company. it, a preferable option would be to iii) Severity of iti causing a firm to divest a corporate strategy | iv)Tenable - Perform satisfactorily, vulnerable to d
y rity of competition & art of its fi . d 2 A e to increased competition from
profits. divest. Al p unprofitable without any sti stronger co. in market
> the inability of a firm to business PRI ane
attached. v) Weak - Performance of firms unsatisfactory, opportunities for im i
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g CHAPTER -5 : STRATEGY IM -
T —— - : PLEMENTATION & EVALUATION
v - v - STRATEGIC CHANGE THROUG*H DIGITAL TRANSFORMATION ORGANISATIOI\KL FRAMEWORK v \
STAGES IN
STRATEGY FORMULATION v
Z‘;?::g:g N!ANAGEMENT v - Strategy l:;'ll:l:lEeﬁr\l’tLNt'?LEMENm“ON " DIFFERENCE BETWEEN STRATEGY FORMULATION STRATEGI CHANGE v v v v ORGANISATION STRUCTURE OR v v v
pinga i e ion concerns the & STRATEGY IMPLEME!
?trat A %Ic o CORPORATE STRATEGY A;})R%ENGITCU UJ‘ECAELRTAINW crﬂanagertlaltexer.CIse of putting a freshly B v DIGHTAL TRANSFORMATION i) It refers to a tool that analyze?iklﬁsrﬁ;;fu;"‘ ? E(El;gamzatmnal design" SRl © DIVISIONALSTRUCTURE @) MULTI DIVISIO*NAL STRUCTURE v v v cOrporgeA!!lltzufllgl\! tCULTURE STRATEGIC LEADERSHIP STRATEGIC STRATEGI:CONTROI-
ormulation of WITHIT? osen strategy into action. It deals with 9 STEPS TO INITIATE S g ii i i i izedi Sl i i s
statement of STRATEGICPLANNING  OPERATIONAL PLANNING  2) Flexibility the managerial exercise of supervising the SRS Strategy Implementation  ENEEWTLZIUN nT::;Ef?)Irc ccf:l:rg: i) lL(JlrJ#rTeLeEzv:,rllg irlnmn'il otr_ N HUllIJU DOEfS dD e K mglrrr]esl?{ 73 oo f?'cusehs o h%‘” the "Soft Ss" & "Hard Ss" elements are U 'ﬁ;fn'gfﬁfei"t'ﬁ'ﬁ"fﬂﬁfwfﬂ' ) |‘:,;;;n be organized in4 It is composed of operating An SBU is agouping ;ﬁ;‘;ﬂ’ﬁ,ﬁgﬂiw) SThI%UET-URE b © WiRIX STRUCTIRE © HOURGLASS STRUCTURE vadiione lﬁﬁ?sbﬁf L“pe:é{’iﬂg"“p'ﬁs' Managers have ive eadership " [EADERSHPROLEIN PERFORMANCE Its function intended to ensure & make possible
= e - : ongoing purs e situation se 0 ed, suggesting that modifyi i i ; : S- : €5, Which Is amena i i i f i e roles to play in pushi i
:)nt;jssgir\];egéoals & g? artacper|5t|cs of Characteristics o~ b) Diversification \mgproﬁ ﬁ; thﬂlig;ﬁéiéigcye vmiﬁlxﬁulctmz Itincludes planning & ii) Create a shared vision to ii) Changing to th ituati developlfgrletgtwtfrﬁ;nrgsloegdlezrt ° on the other Elegr%ents%n order?o?é?ﬁ&?ﬁ :: Zifcetc'{;\',gehﬁfg‘{,e QHHEEIEE SN Gy a) Geographic g:x:z:gﬂsrfpr}eefeﬁtascg composite planning treatment. e 3 Ifn naUbisHactires, 1) This structure consists ~ Memal work environment. h zt'::t‘;'g';':iﬂ'lif.? s IMPLEMENTATION MEASURES performancedggrlran?: eg actllvmes Sllolactievelore
RN )rsahegm planning : Operational planning: ) yilding Resilience executed and showing measurable progress g:(islion_-making involved in Irte'lgﬁ"l;vf.f :)l(letcmls:gn:ﬁ:ns manage change ) f e new situation W L Sl v ce. isr;gfz?l: glélggoogfrgr?](!ucts b) Product or service separate business to which A multi-business enterprise groups its multitude of businesses into a“rgfﬁ?;ln&e dproduct forms of 3 ltayetrsdwith Where Does Corporate Culture Come &) Staying on top of what is Types of Strategic :LEI\gIl(;;TSs & results
a . p o veloping o ion’ R e Compliance e ! ic Rsf : P " . constric i i B g
organizational orggr?issyt]iin &its & ziglli)\%tg Ctu(;;ent d) Monitoring & in achieving the targeted results. strateg?c ggoalrsg a&n;)zlgtr:(sm ® strategic plans. i) Institutionalise the change ° Idenf’ ficati ggi%(ijtsa{lotrr:r?;‘f’(;ces Its' known as HARD ELEMENTS INAN ORG.  SOFT ELEMEI\;m AN ORG. LIMITATIONS (ITHIS MOD market P (Ci)) Eﬂmmﬁ;l Ejo'? cortporate ofﬁc%rl v Al L S SRS simultaneously at same level e e A s Efggriz‘sngsvo?qsgw ”t“?“'m””g d /“"‘ AMMUJWWH Fr—— e e PR TR
‘ n ! ) - ification rmation” g : EL N elegates responsibility for . , company’s culture is manifested in L g / a) Finandial M ionalized i
analysis resources. Resources Scenario Planning e e e : o Intermalizti a) Strategy a) Shared Values  a) It ignores the importance 2) Communication is frequent 2) Clear Accountability day-to-day operations & IMPORTAN v b) It is complex of all designs 2) Structure has short &  thevalues & business principles that learning what obstacles lie in the srfmwn waan)\ o Sea§ures. b) ;lperrlatlt_mal;zed into measurable & controllable standards
¢) Formulation of b) Assesses the impact  b) Develops tactics e) Collaboration and  FoRWARD & BACKWARD ISSUES IN STRATEGY action. amonanagmg orces during iii) Ref o b) Structure b) Style of the external SRS 3) It is based e business unit strategy to L?“\AS%CTE“'STKS ATTRIBUTES OF AN SBU & THE BENEFITS 5”‘&? 'tlieﬁe"_ds upon both narrow middle- management preaches & practices, in path of good execution. u e Mea?ﬂ",ﬁ; e syestte?r?lsm or monitoring & measuring characteristics of
stri i P iii) Refreezi i : tend to be i ased on extensive ivisi . ot . vertical & horizontal its ethi ial polici i i | - i
d e i Sgﬁgzllm”mental rather than strategy. artnerships LINKAGES IMPLEMENTATION  |An Entrepreneurial Activity ~ |An Administrative Task based o Organization | Cepare for and ta 0 Systems o) Staff gg\lmtohnemrsg;ta e d-e’[)ICtS marke(i g&mryoaﬁlcliﬁ Egn delegation of authority, dms.lo.n m .anagers IR T & lt\hscfntjﬁc methad of grouping planning by removing the ¢) It result in high o S '"Sltes S;(aijeslﬁtz[]tfearr?esl:{|(())fnﬁscl:?,£sp ?L‘i'ﬁes’ g 'Z?r';: H]nagt ?nf)li)l.tﬁzfsoafnej A = ) ¢) Market Measures ¢) Mechanism for comparing actual results with reference to
) Implementation of e o) Projects current a) Project based on strategic decision- [on strategic & operamon;‘lSe operations, ?nccindp' an&Pr‘Epare LR I E st Ll d) Skills ele%ents withicnr l:r?a result in a competitive managers & employees  Multidivisional structure collection of related b e businesses of a multi- vagueness and confusion SUTLIN higher Lleliead 3) It links top & bottom traditions the organization maintains, ~ energizes organizational s/ \ )/ d) Employee Measures el etertnsietiationsliionbtapdardsieleanine
strategy ¢) Takes a holistic view  operations into the imp tation making. decisions. ' 5 "!gl' igital transformations, with the aid of the organization ¢ advantage can easily see results of calls for - businesses which offer hulsme?]S Corpofationwhich g) Each SBU is a separate busi d) Project objectivs are clear bl e nits Supervisory practces, in , e Gl I . \nwwm Z ¢)Innovation Mezsures S
e) Strategic of the organisation.  future. FORWARD LINKAGES BACKWARD iscipline of change management : v their good or bad a) Creatin scope for independent elps the firm in strategic f  SEpA USINESS phases f away many tasks that  employees’ attitudes and behaviour,in  Competent fashion and perform — f) Envi d) Mechanism feeding back corrective & adaptive information
evaluation & d) Devel i Different elements in LNKAGEs  b) Procedural Emphasizes on effectiveness. |[Emphasi fici v v v b) The model does not © FUNCTIONALSTRUCTURE  Performances HiE SepaLate planning & which might planning b — e ol are performed by the legends people repeatabout | ata high level = / En;wonmemal Binstruction to system, for effecting desired changes
el gye ops overall d) Makes modifications  strategy formulation Organizations implementation - |Emphasizes on efficiency. CHANGE HOW DOES CHANGE A PROPERLY v v clearly explain the concept oo st each feasibly standalone from ~ b) Animprovement over the standpoint ! IX S r.ucture Davis & middle level managers. happenings in the organization, inthe ) Keeping the organizat easures T T
gtrjaetcetgi\i/:s & WL BB starting with objective tend to adopt  ©) Resource allocation [Primarily an intellectual &  [Primari W THEI\DII:\GNAGEMENT MANAGEMENT WORK? MANAGHAI:I;TLEI‘#&;%VCCHM & Cf;ﬁ';llﬁlflm%\lAGEMENT STRATEGIES HOW TO MANAGE of organizational 1) ||§§ L°J'§3et§§ IFS & t“t"”t'es J 'tt'rsui{funr'éaz)?c;‘unctlonat bupsi(relseilsl ingadistinct  yhe rest of the territorial grouping of businesses h) Each SBU will have its own ;wren(e. 4) Managers are peer pressures that exist, in the responsive to %hangw:gn The Importance of v contror
g i setting th 4 ual rimarily an operational ITAL TRANSITION ) L TRANSFORMATION CH effectivness ol Tsdery 3 organization. i i distinct set of competitors & its ) Cross-functional task f eneralists & th organization’s politics that permeate rategic Pertorman
e)Is concerned with ! ffﬂ'ﬁﬁté’%"in'{ﬁf o envirognms;ltjagth & g?astigies d) _Strulctural rational process. process CONSISTS OF FOURESSENTIAL ELERENTS C'S?Q?fsi"ﬁr" zgtemfetnt i as HEL: AiORGANIZATION " The five best practices for managing DlGlTAL%ﬁ?Pgimrmu performanscse. r 2)Itis simple & inexpensive ;Eig:(tjlienzretﬁrgamzed K DL ERBECETE ﬁas its 0(\)1\:]n set of i&9:‘ftirté:)tr?ﬂcuﬁli‘zgmng ma Gl Stfateg; e b) Product/brand manag;)r:::t handlecoss. tevorkenonment ;%?)ilﬁt‘ﬂglstliegufgmﬁg with e n;.:::m;ma"ce OPERATIONAL STRATEG:CONTROL
. s : d implementati ) o of tools ecify the paramet ! r . - ) 0 the way worl i i > i : ional i i ive ide. S
tslsjecclgsnsgotfetrr:z chenges. gtrrgaatzgiitﬁpearlnzgi?/reals;l' wh\Th o e)F . ti enltatlon Ef}%ur:;fseﬁf.r?m;ﬁ'aﬁg atthe e ord(;nagon ) ?;?.2}2% thet~goals and objectives of the  and best practices used o'f)theziigitapl transfoerrrila{;\tnigngoalS f,hange in small and medium-sized ) Spec¢y the digital ¢) The model is considered to 3) It promotes specialization is actually performeyd Eioeué?clft];.funmom competitors. o) Itis a grouping of related i) Each SBU will have a CEO. ¢) Mature matrix gm';’t?ﬁlgfﬁﬂﬁsas el f,fe"c'.’,ifﬁﬁ'f fostrate Irri]\?aﬁzai‘}ll\(lii\lg(leg;'ir?g daeadof a) Goal Alignment Itis ggl\:mglli-dual Ui f,?cuses on dual questions of
b ) Is the responsibili ) tives implemented €/ Functional among many individuals at mation to manage changes in an A usinesses are - transformation’s aims & ~ be more static and less of labour, encourages P businesses th v i culture s e it i i e
f) Jeenaton of functignal by gglt)écr;tiﬁ: tcroaltjictﬁli" with help of imp ation ;op tovel. St useien b) A the current state of the organiza%ion. It agssists in " ?fﬁfsrrﬁégﬁ \{Voh Ibceh nagodci%del:jres and " 3) Begin at the top; objectives flexible for deicion efficiency, mi”imizges need 2 %‘V'S.'Oﬂ managers would o Irtei;gz ﬁsmﬂsyg?grvgtlfath:; _ forstrategic pfat,f,?ﬂ,gf,,t:t'fﬁ&"p ! Stilcjirmlf)gfebsmé? ;)lrl] slrmzre © NETWORK STRUCTURE %mzsrlecgng%adrﬁcettilgﬁ' e P e Egﬁggg’l‘vgg\;l‘l’jiglpeab"i‘ies ?)) g:f?;l':[lc; ﬁllocatlon ta:skzgi;r:tnt?gllgps #)Stategy s being implemented
Is a senior managers ML atan - present f) Behavioural equires a great deal of ] organization and identifyi making changes in a saf . : b) Ensure that the ch b) Always, always, alw making. for an elaborate control e given responsibility i from the rest of the busi i e o O S ising et/ : i ; .
. organiza - . Requires speci identifying gaps gesinasafe  ¢) Makea plan for impl i e change is both , always, always t : planning & profit rest of the businesses  similar sorts of products or a) It is termed "non-st “byi i d) Exercising ethical leadershi I o
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