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-
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STRATEGIC ANALYSIS
Strategic analysis is a process that involves researching an organization’s business environment
with in which it operates.
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The Two Most Important Situational Consideration for Strategic Analysis are -
a) Industry & Competitive Conditions.

b) The Company’s Own Capabilities , Resources , Internal Strengths , Weaknesses , & market
position.

The Two Major Limitations of Strategic Analysis are -
a) It gives a lot of innovative options but doesn't tell which one to pick. The options can be

overlapping, confusing or difficult to implement

b) It can be time - consuming at times, hurting overall organisational functioning and also
strain other efficient innovations such as developing a new product or a service.



ISSUES TO CONSIDER FOR STRATEGIC ANALYSIS



STRATEGY & BUSINESS ENVIRONMENT
The term "business environment" refers to all external factors, influences, or situations that in
some way affect business decisions, plans, and operations.



IMPORTANCE/BENEFITS OF INTERACTION WITH ENVIRONMENT



MICRO ENVIRONMENT
Micro-environment is related to small area or immediate periphery of anorganization.

The Following issues needs to be addressed in Micro Environment
♦ The employees of the firm, their characteristics and how they are organized.
♦ The existing customer base on which the firm relies for business.
♦ The ways in which the firm can raise its finance.
♦ Who are the firm suppliers and how are the links between the two beingdeveloped?
♦ The local community within which the firm operates.
♦ The direct competition and their comparative performance.



MACRO ENVIRONMENT

❑ Macro environment has broader dimensions as it consists of economic, socio- cultural,
technological, political and legal factors.

❑ The macro environment is the portion of the outside world that significantly affects how an
organisation operates but is typically much beyond its direct control and influence.



ELEMENTS OF MACRO ENVIRONMENT



PESTLE ANALYSIS



CHARACTERSTICS OF GLOBAL BUSINESS



WHY DO BUSINESS GO GLOBAL





INTERNATIONAL ENVIRONMENT

❑ International environment has become an inherent part of strategic
management for businesses of all sizes with global interests. It essentially
involves various global aspects like political risks, cultural differences,
exchange rate fluctuations, legal compliances and taxation issues.

❑Assessments of the international environment can be done at three levels:
1. Multinational

2. Regional

3. Country.





PRODUCT
Businesses sell products. A product can be either a good or a service. It might be physical good or a service, an
experience



CHARACTERSTICS OF PRODUCT



PRODUCT LIFE CYCLE
❑ PLC is an S-shaped curve which exhibits the relationship of sales with respect of time for a product that

passes through the four successive stages of introduction, growth, maturity and decline.



PHASE INTRODUCTION GROWTH MATURITY DECLINE

Sales Volume Low Rise in sales Level 
at Increasing Rates

Rise in Sales Level 
at Decreasing 

Rates

Sales Level off & 
Then Start 
Decreasing

Price of Products High High
(May Fall Due to 

Competition)

Price Falls Closer 
To Cost

Price Falls Further

Competition Negligible Increases Tough Competition Decreases , Due to 
Withdrawal of 

product 

Profits Nil , Due to heavy 
Initial Cost

Increases at a 
Rapid pace

Normal Profits Declining profits

Market Position Market is Limited Market Expands Market Stabilizes Market on the 
verge of 

Disappearing

Action Plan Expansion Expansion May be used as 
Source of Cash For 

Investment in 
Other Business

Selective 
Harvesting , 

Retrenchment Etc



VALUE CHAIN ANALYSIS
• Value chain analysis is a method of examining each activity in value chain
of a business in order to identify areas for improvements.

• Value Chain Analysis is a assessment of Business’s Ability to provide
Value for Money products or services.

According To Micheal Porter , The two Basic Steps of VCA are
a) Identifying Separate Activities
b)Assessing The Value Added From Each & Linking them into an Analysis
of the Firm’s Competitive Advantage.





PORTERS FIVE FORCES MODEL











































FACTORS TO DECIDE UPON ATTRACTIVENESS OF INDUSTRY



EXPERIENCE CURVE
❑ Experience curve is based on the commonly observed phenomenon

that unit costs decline as a firm accumulates experience in terms of a
cumulative volume of production.

❑ Experience curve results from a variety of factors such as learning
effects, economies of scale, product redesign and technological
improvements in production.

❑ Experience curve has following features:
♦ As business organisation grow, they gain experience.
♦ Experience may provide an advantage over the competition.

Experience is a key barrier to entry.
♦ Large and successful organisation possess stronger “experience

effect”.
♦ As a business grows, it understands the complexities and benefits

from its experiences.
❑ The concept of experience curve is relevant for a number of areas in

strategic management. For instance, experience curve is considered a
barrier for new firms contemplating entry in an industry & It is also
used to build market share and discourage competition.



VALUE CREATION



MARKET AND CUSTOMER



FACTORS INFLUENCING CUSTOMER BEHAVIOUR



COMPETETIVE STRATEGY



Competitive Ekteligere
↓
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Competitive advantage



KEY SUCCESS FACTORS



IMPORTANT QUESTION TO BE ANSWERED TO IDENTIFY KSF’S





STRATEGIC ANALYSIS
-

INTERNAL ENVIRONMENT
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Strategic Analysis –
Internal Environment

Micheal Porter’s 
generic 

Strategies

Cost 
Leadership 

Strategy

Action Plan to 
Achieve Cost 

leadership 
Strategy

Advantages of 
Cost Leadership 

Strategy

Disadvantages of 
Cost leadership 

Strategy

Differentiation 
Strategy

Basis of 
Differentiation

Action Plan to 
Achieve 

Differentiation 
Strategy

Advantages of 
Differentiation 

Strategy

Disadvantages 
of Differentiation 

Strategy

Focused 
Strategy

Types of 
Focused 
Strategy

Focused Cost 
Leadership

Focused 
Differentiation 

Action Plan 
to Achieve 
Focused 
Strategy

Advantages 
of Focused 

Strategy

Disadvantages 
of Focused 

Strategy

Best Cost provider 
Strategy



MANDELOW’S MATRIX
1. The Mendelow Stakeholder matrix also known as the Stakeholder Analysis matrix and the Power-Interest

matrix is a simple framework to help manage key stakeholders.

2. Mendelow suggests that one should analyse stakeholder groups based on
▪ Power (the ability to influence organisation strategy or resources) and
▪ Interest (how interested they are in the organisation succeeding).







TYPES OF STAKEHOLDERS
Sr. No. Types Nature Organisation should- Example

1. KEEP SATISFIED
Stakeholders

High Power Less
Interested

put in enough work with these people to keep them
satisfied with their intended information on a regular
basis.

Banks, Government,
Customers etc.

2. KEY PLAYERS
Stakeholders

High Power
Highly Interested

fully engage this group of stakeholders, making the
greatest efforts to satisfy them, take their advice, build
actions, and keep them informed with all information on
a regular basis.

Shareholders, CEO,
Board of Directors,
Partners etc.

3. LOW PRIORITY
Stakeholders

Low Power Less
Interested

only monitor them with no actions to satisfy their
expectations. Strategically, minimal efforts should be
spent on this group of stakeholders while keeping an eye
to check if their levels of interest or power change.

Business Magazines,
Media Houses, etc.

4. KEEP INFORMED
Stakeholders

Low Power Highly
Interested

adequately inform this group of people and
communicate with them to ensure that no major issues
arise. This audiences can also help with real time
feedbacks and areas of improvement for an organisation.

Employees, Vendors,
Suppliers, Legal
Experts etc.



Identify and group the below stakeholders in the 4 groups as suggested by Mendelow for an
Ecommerce startup.

Ms. Suhasini (CEO),

Mango Partners and TRIK Group (Investors)

MSME Ministry,

Customers from North East India

Sellers from Rajasthan,

Jandhan Bank (Lender),

Kumar S and Sharma T (Sr. Managers in the Co.)

key player
key Player.

keep satisfied
keep satisfied.

keep informed.

key satisfied.

Key Player



STRATEGIC DRIVERS
Strategic drivers are forces that shape an organization's strategy.

Customers

ChannelsProducts/
Service

Industry 
and 

Markets



INDUSTRY & MARKETS
❑ In terms of the internal environment, it is very important for an
organisation to understand it’s relative position in the industry and in the
market in which it operates.

❑ Industry and market analysis is extremely important to identify one's
position as compared to the competitors, who can be of equal size and
value, or bigger in size and value or even smaller and newer. A tool used
for this is called - Strategic Group Mapping.



STRATEGIC GROUP MAPPING
Strategic Group Mapping is one of the analytical tools/ techniques, for evaluating the market position of the
Competitors/ Rivals in the industry, by comparing the market positions of each Firm separately or grouping
them into like positions.

Step Description

1 Identify the Competitive characteristics that differentiate Firms in the industry.

2 Plot the Firms on a two-variable map, using pairs of differentiating characteristics.

3 Classify Firms that follow the same strategy, into one Strategic Group.

4 Determine the position of each strategic group, by making it proportional to the size of the
Group's respective share of total industry sales revenues.

PROCEDURE FOR STRATEGIC GROUP MAPPING



STRATEGIC GROUP MAPPING - EXAMPLE



1. ABC, DEF, GHI, XYZ AND PQR are companies operating in the same industry. Let us assume these all are
companies selling Laptops.

2. Y-Axis (Vertical) is the reputation of the company and on the X-Axis (Horizontal) is the range of their products.

3. Reputation is depicted through the size of the bubble of the company along with how high it is on the Y-Axis.

4. While on the X-Axis, we can see how huge their product range is, whether they have few models or they have many
models on offer for the customers.

5. A simple glance of the mapping chart shows us that even though ABC has few models, but it has great reputation in
the market.

6. Similarly, GHI has a good range of products and is the most reputed company in laptops.

7. Another view is that XYZ and GHI have the same number of models as both are on the same place on X-Axis, but
GHI has much greater reputation than XYZ, as it has a bigger bubble and is higher on the Y-Axis.

8. Strategists can analyze the market by making any number of scenarios like above to understand the competition.

Thus, this analysis helps a business understand its competition in terms of two or more factor (like reputation and range
of products in this case) in a single graphical representation.



CUSTOMERS
❑Understanding the different types of customers to whom the
organisation’s products/services are sold or provided, is not
only important but also the first step in deciding the
product/service



A customer can be a consumer and vice versa. But for strategy teams especially marketing teams it is important to
understand the customer and consumer separately.

Customer Consumer

Meaning One who buys a product/service One who finally uses/consumes the bought
product/service

Example 1. A parent buying stationery products for
their kids might be the customers.

2. Baby Diapers are bought by parents
(customers) who are willing to pay
higher price for higher quality.

1. Consumers are the kids who would actually
use it.

2. Consumers are the babies, who are more
concerned about the comfort and easiness. If
babies do not accept the product i.e. if
consumers aren't satisfied, it is difficult to
retain the buyer i.e. customers as well.

Pricing
Perspective

Customer is of more importance and from
Perspective value creation and
design/usability.

Consumer needs to be kept at the centre of
decision making



PRODUCTS/SERVICES
❑Products and services are closely linked and interrelated with the markets
that the organisation wants to serve. In this component of the strategic
drivers’ analysis, business identifies the key products/ services that the
organisation offers and how those products/services are performing.

❑For a new product, pricing strategies for entering a market need to be
designed and for that matter at least three objectives must be kept in mind:
▪Have customer-centric approach while making a product.
▪Produce sufficient returns through a reasonable margin over cost.
▪ Increasing market share.



PRODUCT DIFFERENTIATION
❑ Products can also be differentiated on the basis of size, shape, colour, packaging, brand names, after-sales

service and so on. Organizations seek to hammer into customers’ minds that their products are different
from others. It does not matter whether the differentiation is real or imaginary. Quite often the differentiation
is psychological rather than physical.

❑ It is enough if customers are persuaded to believe that the marketer’s product is different from others.
For example, Shampoos with different branding namely Head & Shoulders, Olay, Old Spice, Pantene are all
produced by the same company P&G.

❑ Organizations formalize product differentiation through designating ‘brand names’ to their respective
products. These are generally reinforced with legal sanction and protection. Brands enable customers to
identify the product and the organization behind it.

❑ The products and even firms’ image is built around brands through advertising and other promotional
strategies. Customers tend to develop strong brand loyalty for a particular product over a period of time.



MARKETING STRATEGIES
The Various Marketing Strategies are as Follows
1. Social Marketing

2. Augmented Marketing

3. Direct Marketing

4. Relationship Marketing

5. Services Marketing

6. Person Marketing

7. Organization Marketing

8. Place Marketing

9. Enlightened Marketing

10. Differential Marketing

11. Synchro-marketing

12. Concentrated Marketing

13. Demarketing



Social Marketing
▪ It refers to the design, implementation, and control of programs seeking to increase the acceptability of a

social ideas, cause, or practice among a target group to bring in a social change.

▪ For instance, the publicity campaign for prohibition of smoking in Delhi explained the place where one can
and can’t smoke and also indicates that smoking is injuriousto health.

Augmented Marketing
▪ This type of marketing includes additional customer services and benefits that a product can offer besides

the core and actual product that is being offered. It can be in the form of introduction of hi-tech services like
movies on demand, online computer repair services, secretarial services, etc. Such innovative offerings
provide a set of benefits that promiseto elevate customer service to unprecedented levels.

Direct Marketing
▪ Marketing through various advertising media that interact directly with consumers, generally calling for the

consumer to make a direct response.

▪ Direct marketing includes catalogue selling, e-mail, telecomputing, electronic marketing, shopping, and TV
shopping.

Emarketing of Carriany1
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Relationship Marketing
▪ The process of creating, maintaining, and enhancing strong, value-laden relationships with customers

and other stakeholders.

▪ For example, Airlines offer special lounges at major airports for frequent flyers. Thus, providing special
benefits to select customers to strengthen bonds. It can go a long way in building relationships.

Services Marketing
▪ It is applying the concepts, tools, and techniques, of marketing to services. Services is any activity or

benefit that one party can offer to another that is essentially intangible. This marketing requires
different marketing strategies since it has peculiar characteristics of its own such as inseparability,
variability etc.

Person Marketing
▪ People can also be marketed. Person marketing consists of activities undertaken to create, maintain or

change attitudes and behaviour towards particular person.

▪ For example, politicians, sports stars, film stars, etc. i.e., market themselves to get votes, or to promote
their careers.
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Organization Marketing

▪ It consists of activities undertaken to create, maintain, or change attitudes and behaviour of target audiences
towards an organization. Both profit and non-profit organizations practice organization marketing.

Place Marketing

▪ Place marketing involves activities undertaken to create, maintain, or change attitudes and behaviour towards
particular places say, marketing of business sites, tourism marketing.

Enlightened Marketing

▪ It is a marketing philosophy holding that a company’s marketing should support the best long-run performance of
the marketing system that is beyond the prevailing mindset; its five principles include customer-oriented marketing,
innovative marketing, value marketing, sense-of-mission marketing, and societal marketing.

Differential Marketing

▪ It is a market-coverage strategy in which a firm decides to target several market segments and designs separate
offer foreach.

▪ For example, Hindustan Unilever Limited has Lifebuoy, Lux and Rexona in popular segment and Dove and Pears
in premium segment.
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Synchro-marketing
▪ When the demand for a product is irregular due to season, some parts of the day, or on hour basis, causing

idle capacity or overworked capacities, synchro-marketing can be used to find ways to alter the pattern of
demand through flexible pricing, promotion, and other incentives.

▪ For example, products such as movie tickets can be sold at lower price over weekdays to generate
demand.

Concentrated Marketing
▪ It is a market-coverage strategy in which a firm goes after a large share of one or few sub-markets. It can

also take the formof Niche marketing.

Demarketing

▪ It includes marketing strategies to reduce demand temporarily or permanently. The aim is not to destroy

demand, but only to reduce or shift it. This happens when there is overfull demand.

▪ For example, buses are overloaded in the morning and evening, roads are busy for most of times, zoological
parks are over-crowded on Saturdays, Sundays and holidays. Here demarketing can be applied to regulate
demand.
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CHANNELS
❑Channels are the distribution system by which an
organisation distributes its product or provides its service

❑The wider and stronger the channel the better position a
business has to fight and win over competition. Also, having
robust channels of business distribution help keep new
players away from entering the industry, thus acting as
barriers to entry.



There are typically three channels that should be considered:

Sales 
Channel

Product 
Channel 

Service 
Channel

Sales channel
▪ These are the intermediaries involved in selling the product through each channel
and ultimately to the end user.

▪ The key question is: Who needs to sell to whom for your product to be sold to your
end user?

▪ For example, many fashion designers use agencies to sell their products to retail
organisations, so that consumers can access them.



Product channel
▪ The product channel focuses on the series of intermediaries who physically handle
the product on its path from its producer to the end user.

▪ This is true of Australia Post, who delivers and distributes many online purchases
between the seller and purchaser when using eBay and other online stores.

Service channel
▪ The service channel refers to the entities that provide necessary services to support
the product, as it moves through the sales channel and after purchase by the end
user.

▪ The service channel is an important consideration for products that are complex in
terms of installation or customer assistance.

▪ For example, a Bosch dishwasher may be sold in a Bosch showroom, and then once
sold it is installed by a Bosch contracted plumber.



CHANNEL ANALYSIS
Channel analysis is important when the business strategy is to scale up and expand
beyond the current geographies and markets. When a business plans to grow to
newer markets, they need to develop or leverage existing channels to get to new
customers. Thus, analysis of channels that suit one’s products and customers is of
utmost importance.
For Example - if a healthcare brand wants to reach out to elderly customers - they
need to be more focused on offline mode of business where agents reach out
physically to the elderly as most of their potential customers (i.e. the old aged) are not
active on smartphones.
For Example - if a new drink brand wants to acquire customers - they need to place
their products via every channel possible to get more attraction from customers like
placing their drinks in stores, and shops alike, offering competitive campaigns to create
awareness via online modes (social media) and so and so forth.



CORE COMPETENCY
❑ Core competencies are the knowledge, skills, and facilities necessary to design and produce core products.Core

Competencies are created by superior integration of technological, physical and human resources. They represent
distinctive skills as well as intangible, invisible, intellectual assets and cultural capabilities.

❑ Core competencies are often visible in the form of organizational functions.

❑ A core competency for a firm is whatever it does best





CRITERIA FOR BUILDING CORE COMPETENCY



ADVANTAGES OF CORE COMPETENCIES
1. It Provides competitive advantage

2. To ensure profits, the Firm should ensure to have a good 'fit' between Core
Competencies, and the changing nature of the environment.

3. Core Competencies are the basis on which the Firm stretches into new opportunities.

4. Core Competencies help in maintaining progress, even after the traditional markets are
saturated.

5. Core Competence-based diversification reduces risk and investment, and increases the
opportunities for transferring learning and best practice across various Business Units.

6. Core Competencies distinguish a Company competitively and reflect its personality.



SWOT ANALYSIS



COMPETITIVE ADVANTAGE



SUSTAINABILITY OF COMPETITIVE ADVANTAGE



MICHEAL PORTER’S GENERIC STRATEGIES



COST LEADERSHIP STRATEGY



ADVANTAGES OF COST LEADERSHIP STRATEGY
A cost leadership strategy may help to remain profitable even with rivalry, new entrants,
suppliers’ power, substitute products, and buyers’ power.
1. Rivalry – Competitors are likely to avoid a price war, since the low-cost firm will continue to

earn profits even after competitors compete away their profits.
2. Buyers – Powerful buyers/customers would not be able to exploit the cost leader firm and will

continue to buy its product.
3. Suppliers – Cost leaders are able to absorb greater price increases from suppliers before

they need to raise prices for customers.
4. Entrants – Low-cost leaders create barriers to market entry through their continuous focus on

efficiency and cost reduction.
5. Substitutes – Low-cost leaders are more likely to lower the costs to induce existing customers

to stay with their products, invest in developing substitutes, and even purchase patents.



DISADVANTAGES OF COST LEADERSHIP STRATEGY

1. Cost advantage may not last long as competitors may imitate cost reductiontechniques.

2. Cost leadership can succeed only if the firm can achieve higher sales volume.

3. Cost leaders tend to keep their costs low by minimizing cost of advertising, market research,
and research and development, but this approach can prove to be expensive in the long run.

4. Technological advancement areas a great threat to cost leaders.



DIFFERENTIATION STRATEGY



ADVANTAGES OF DIFFERENTIATION STRATEGY
A differentiation strategy may help an organisation to remain profitable even with rivalry, new
entrants, suppliers’ power, substitute products, and buyers’ power.
1. Rivalry - Brand loyalty acts as a safeguard against competitors. It means that customers will

be less sensitive to price increases, as long as the firm can satisfy the needs of its
customers.

2. Buyers – They do not negotiate for price as they get special features and they have fewer
options in the market.

3. Suppliers – Because differentiators charge a premium price, they can afford to absorb higher
costs of supplies as the customers are willing to pay extra too.

4. Entrants – Innovative features are an expensive offer. So, new entrants generally avoid
these features because it is tough for them to provide the same product with special
features at a comparable price.

5. Substitutes – Substitute products can’t replace differentiated products which have high brand
value and enjoy customer loyalty.



DISADVANTAGES OF DIFFERENTIATION STRATEGY

1. In the long term, uniqueness is difficult to sustain.

2. Charging too high a price for differentiated features may cause the
customer to switch-off to another alternative. As we see a shift of iPhone
users to other android flagship smart phones.

3. Differentiation fails to work if its basis is something that is not valued by the
customers. Home delivery of packed snacks in 30 minutes would not even
be a differentiator as the consumer wouldn’t value such an offer.



FOCUSED STRATEGY
❑ A successful focus strategy depends on an industry segment that is of sufficient
size, has good growth potential, and is not crucial to the success of other major
competitors.

❑ Focus strategies are most effective when consumers have distinctive preferences or
requirements, and when the rival firms are not attempting to specialize in the same
target segment.

❑ Risks of pursuing a focus strategy are
▪ The possibility of numerous competitors recognizing the successful focus
strategy and imitating it.

▪ The consumer preferences may drift towards the product attributes desired by
the market as a whole.

▪ An organization using a focus strategy serve a narrow market than competitors
who serve a broader market.



FOCUSED COST LEADERSHIP

Narrow Market

Specific Set of Customers

Price is Lowest as Compared 
to Competitors



FOCUSED DIFFERENTIATION

Narrow Market

Specific Set of Customers

Differentiation is Valued

Premium Price Can Be charged

Example – Rolls Royce



ACTION PLAN TO ACHIEVE FOCUSED STRATEGY
1. Selecting specific niches which are not covered by cost leaders anddifferentiators.

2. Creating superior skills for catering such niche markets.

3. Generating high efficiencies for serving such niche markets.

4. Developing innovative ways in managing the value chain.



ADVANTAGES OF FOCUSED STRATEGY

1. Premium prices can be charged by the organisations for
their focused product/services.

2. Due to the tremendous expertise in the goods and services
that the organisations following focus strategy offer, rivals
and new entrants may find it difficult to compete.



DISADVANTAGES OF FOCUSED STRATEGY
1. The firms lacking in distinctive competencies may not be able
to pursue focus strategy.

2. Due to the limited demand of product/services, costs are high,
which can causeproblems.

3. In the long run, the niche could disappear or be taken over by
larger competitors by acquiring the same distinctive
competencies.



BEST- COST PROVIDER STRATEGY

❑Best-cost provider strategy involves providing customers more value for the
money by emphasizing on lower cost and better-quality differences. It can
be done through:
▪ offering products at lower price than what is being offered by rivals for
products with comparable quality and features
Or

▪ Charging similar price as by the rivals for products with much higher
quality and better features.

❑For example, android flagship phones from OnePlus, Xiaomi, Oppo, Vivo,
etc, are all rooting for giving better quality at lowest prices to the customers.
They are following the best-cost provider strategy to penetrate market.







STRATEGIC CHOICES
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BASIS OF CLASSIFICATION TYPES OF STRATEGIES

Level of the organization

✓ Corporate Level

✓ Business Level

✓ Functional Level

Stages of Business Life Cycle ✓ Entry/Introduction Stage - Market Penetration Strategy
✓ Growth Stage - Growth/Expansion Strategy
✓ Maturity Stage - Stability Strategy

✓ Decline Stage - Retrenchment/ Turnaround Strategy

Competition oriented

✓ Competitive Strategies - Cost Leadership, Differentiation, Focus
✓ Collaboration Strategies - Joint Venture, Merger & Acquisition,

Strategic Alliance.

TYPES OF STRATEGIES ON THE BASIS OF THEIR CLASSIFICATION





Basic Features of Corporate Strategies

Strategy Basic Feature

Stability The firm stays with its current businesses and product markets;
maintains the existing level of effort; and is satisfied with
incremental growth.

Expansion Here, the firm seeks significant growth-maybe within the current
businesses; maybe by entering new business that are related to
existing businesses; or by entering new businesses that are
unrelated to existing businesses.

Retrenchment The firm retrenches some of the activities in some business (es), or)
or drops the business as such through sell-out or liquidation.

Combination The firm combines the above strategic alternatives in some
permutation/combination so as to suit the specific requirements of
the firm.



STABILITY STRATEGY







GROWTH/ EXPANSION STRATEGY



MAJOR REASONS FOR GROWTH /EXPANSION STRATEGY





EXPANSION THROUGH INTENSIFICATION



EXPANSION THROUGH DIVERSIFICATION
Diversification is defined as an entry into –

• New products or product lines,

• New services or new markets,

• Involving substantially different skills, technology and knowledge.

❑ Based on the nature and extent of their relationship to existing businesses,
diversification can be classified into two broad categories:
1. Concentric diversification : Diversification into related business to benefit from
synergistic gains

2. Conglomerate diversification : Diversification into unrelated business to explore
more opportunities beyond existing areas of expertise

3. Expansion through Innovation



CONCENTRIC DIVERSIFICATION
❑ Concentric diversification takes place when the products are related.

❑ In this diversification, the new business is linked to the existing businesses through process, technology
or marketing.

❑ The new product is a spin-off from the existing facilities and products/processes. This means that in
concentric diversification too, there are benefits of synergy with the current operations.

❑ The new product is only connected in a loop-like manner at one or more points in the firm’s existing
process/technology/product chain.

❑ For example, a company producing clothes ventures into the manufacturing of shoes , Dominos Selling
garlic breads With Pizza.

❑ Concentric diversification is generally understood in two directions, vertical and horizontal integration;



VERTICALLY INTEGRATED DIVERSIFICATION
❑ In vertically integrated diversification, firms opt to engage in businesses that are related
to the existing business of the firm.

❑ The firm remains vertically within the same process sequence moves forward or
backward in the chain and enters specific product/process steps with the intention of
making them into new businesses for the firm.

❑ The characteristic feature of vertically integrated diversification is that the firm remains
in the vertically linked product-process chain.

❑ A firm can either opt for forward or backward integration or horizontal integration.



BACK WARD INTEGRATION
❑ Backward integration is concerned with creation of effective supply by entering business of input

providers.

❑ Strategy employed to expand profits and gain greater control over production/supply of a product
whereby a company will purchase or build a business that will increase its own supply capability or
lessen its cost of production.

❑ For example, A large supermarket chain considers to purchase a number of farms that would provide it a
significant amount of fresh produce , Ikea Buying 83000 Hectares of Forest in Romania.

FORWARD INTEGRATION
❑ Forward integration is moving forward in the value chain and entering business lines that use existing

products.

❑ Forward integration will also take place where organizations enter into businesses of distribution channels.

❑ For example, A coffee bean manufacture may choose to merge with a coffee café , Farmer Selling his own
products Directly in market.



HORIZONTAL INTEGRATED DIVERSIFICATION
❑ A firm gets horizontally diversified by integrating through acquisition of
one or more similar businesses operating at the same stage of the
production-marketing chain.

❑ They can also integrate with the firms producing complementary products
or by-products or by taking over competitors’ products.

❑ For example, when a notebook manufacturer starts to manufacture pencils
and when they enter pencil manufacturing.



CONGLOMERATE DIVERSIFICATION
❑ In conglomerate diversification, no linkages related to product, market or technology exist; the new

businesses/products are disjointed from the existing businesses/products in every way; it is a totally
unrelated diversification.

❑ In process/technology/function, there is no connection between the new products and the existing ones.

❑ Conglomerate diversification has no common thread at allwith the firm’s present position.

❑ For example,

▪ A cement manufacturer diversifies into the manufacture of steel and rubber products.

▪ ITC, a tobacco-to-hotels conglomerate, is one of the few organizations that successfully diversified far
its main sector. The organization, which began as a tobacco product producer, has now grown into
hotels, paper and packaging, as well as agribusiness and food.

▪ Ola, the ride-hailing platform, has successfully ventured into electric scooters with its Ola Electric brand.



Related vs. Unrelated Diversification



INNOVATION
Innovation drives upgradation of existing product lines or processes, leading to increased market share,
revenues, profitability and most important, customer satisfaction.



EXPANSION THROUGH MERGERS & ACQUISITIONS



TYPES OF MERGERS



EXPANSION THROUGH STRATEGIC ALLIANCE
❑ A strategic alliance is a relationship between two or more businesses that enables
each to achieve certain strategic objectives which neither would be able to achieve
on its own.

❑ The strategic partners maintain their status as independent and separate entities,
share the benefits and control over the partnership, and continue to make
contributions to the alliance until it is terminated.

❑ Strategic alliances are often formed in the global marketplace between businesses
that are based in different regions of the world.



ADVANTAGES OF STRATEGIC ALLIANCE



DISADVANTAGES OF STRATEGIC ALLIANCE
❑ The major disadvantage is sharing. Strategic alliances require sharing of
resources and profits, and also sharing knowledge and skills that otherwise
organisations may not like to share. Sharing knowledge and skills can be
problematic if they involve trade secrets. Agreements can be executed to
protect trade secrets, but they are only as good as the willingness of parties to
abide by the agreements or the courts willingness to enforce them.

❑ Strategic alliances may also create potential competition when an ally
becomes an opponent in future when it decides to separate out





TURNAROUND STRATEGY



ACTION PLAN FOR TURNAROUND



ELEMENTS OF TURNAROUND STRATEGY
❖ Changes in the top management
❖ Initial credibility building actions
❖ Neutralising external pressures
❖ Identifying quick payoff activities
❖ Quick cost reductions
❖ Revenue generation
❖ Asset liquidation for generating cash
❖ Better internal coordination



DIVESTMENT STRATEGY
❑ Divestment strategy involves the sale or liquidation of a portion of business, or a major
division, profit centre or SBU.

❑ Divestment is usually a part of rehabilitation or restructuring plan and is adopted when a
turnaround has been attempted but has proved to be unsuccessful.

❑ The option of a turnaround may even be ignored if it is obvious that divestment is the
only answer.

❑ Example – Divestment of Air India by GOI

CHARACTERSTICS OF DIVESTMENT STRATEGY
 This strategy involves divestment of some of the activities in a given business of the firm or

sell-out of some of the businesses as such.

 Divestment is to be viewed as an integral part of corporate strategy without any stigma
attached.



REASONS FOR DIVESTMENT STRATEGY
 The management no longer wishes to remain in business either partly or wholly due to

continuous losses and unviability.

 The management feels that business could be made viable by divesting some of the
activities or liquidation of unprofitable activities.

 A business that had been acquired proves to be a mismatch and cannot be integrated within
the company.

 Persistent negative cash flows from a particular business create financial problems for the
whole company, creating the need for divestment of that business.

 Severity of competition and the inability of a firm to cope with it may cause it to divest.

 It is not possible for the business to do Technological upgradation that is required for the
business to survive, a preferable option would be to divest.

 A better alternative may be available for investment, causing a firm to divest a part of its
unprofitable business.



STRATEGIC OPTIONS
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ANSOFF’S PRODUCT MARKET GROWTH MATRIX





Strategies proposed Under Ansoff Matrix

1.Market Penetration

2.Market Development

3.Product Development

4.Diversification
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In the context of Ansoff’s Product-Market Growth
Matrix, identify with reasons, the type of growth
strategies followed in the following cases:
(i) A leading producer of tooth paste, advises its

customers to brush teeth twice a day to keep
breath fresh.

(ii) A business giant in hotel industry decides to
enter into dairy business.

(iii) One of India’s premier utility vehicles
manufacturing company ventures to foray into
foreign markets.

(iv) A renowned auto manufacturing company
launches ungeared scooters in the market.

Manut Penetralis.

Diversificates
,

market Development

Product Development.



ADL MATRIX



PHASES OF INDUSTRY LIFE CYCLE

1. Embryonic – The introduction stage, characterized by rapid market growth, very little
competition, new technology, high investment and high prices.

2. Growth – The market continues to strengthen, sales increase, few (if any) competitors exist, and
the company reaps rewards for bringing a new product to market.

3. Mature – The market is stable, there’s a well-established customer base, market share is stable,
there are lots of competitors, and energy is put toward differentiating from competitors.

4. Ageing – Demand decreases, companies start abandoning the market, the fight for market
share among remaining competitors gets too expensive, and companies begin leaving or
consolidating until the market’s demise.



CATEGORIES OF COMPETITIVE POSITION
1. Dominant – This is rare and typically short-lived. There’s little, if any, competition, usually a

result of bringing a brand-new product to market or having built an extremely strong
reputation in the market (think Microsoft).

2. Strong –Market share is strong and stable, regardless of what your competitors are doing.

3. Favorable – Your business line enjoys competitive advantages in certain segments of the
market. However, there are many rivals of equal strength, and you have to work to maintain
your advantage.

4. Tenable – Your position in the overall market is small, and market share is based on a niche, a
strong geographic location, or some other product differentiation. Strong competitors are
overtaking your market share by building their products and defining clear competitive
advantages.

5. Weak – There’s continual loss of market share, and your business line, as it exists, is too small
to maintain profitability.



It is four by five matrix as follows:
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BOSTON CONSULTANCY GROUP (BCG) GROWTH-SHARE MATRIX



Using the matrix, organisations can identify four different types of products or SBUas follows



1. Stars

▪ Stars are products or SBUs that are growing rapidly.

▪ They also need heavy investment to maintain their position and finance their rapid growth
potential.

▪ They represent best opportunities for expansion.

2. Cash Cows

▪ Cash Cows are low-growth, high market share businesses or products.

▪ They generate cash and have low costs.

▪ They are established, successful, and need less investment to maintain their market share.

▪ In long run when the growth rate slows down, stars become cash cows.

& high growth rate If righ market share

& low growthI heigh market shar,

-



3. Question Marks

▪ Question Marks , sometimes called problem children or wildcats, are low market share
business in high-growth markets.

▪ They require a lot of cash to hold their share. They need heavy investments with low
potential to generate cash.

▪ Question marks if left unattended are capable of becoming cash traps.

▪ Since growth rate is high, increasing it should be relatively easier. It is for business
organisations to turn them stars and then to cash cows when the growth rate reduces.

4. Dogs

▪ Dogs are low-growth, low-share businesses and products.

▪ They may generate enough cash to maintain themselves, but do not have much future.

▪ Sometimes they may need cash to survive.

▪ Dogs should be minimised by means of divestment or liquidation.

& High growth rate ,
low want snarl

=

& low growth rote , low market shar



BCG MATRIX – POST IDENTIFICATION STRATEGIES
After a firm, has classified its products or SBUs, it must determine what role each will play in
the future. The four strategies that can be pursued are:

1. Build: Here the objective is to increase market share, even by forgoing short- term earnings in
favour of building a strong future with large market share.

2. Hold: Here the objective is to preserve market share.

3. Harvest: Here the objective is to increase short-term cash flow regardless of long-term effect.

4. Divest: Here the objective is to sell or liquidate the business because resources can be
better used elsewhere.

Question mark
,bogs

-

Cash cows
,
stars

Cash cow

Dog



LIMITATIONS OF BCG MATRIX
❑ BCG matrix can be difficult, time-consuming, and costly to implement.

❑ Management may find it difficult to define SBUs and measure market share and growth.

❑ It also focuses on classifying current businesses but provide little advice for future planning.

❑ They can lead the company to placing too much emphasis on market-share growth or
growth through entry into attractive new markets. This can cause unwise expansion into hot,
new, risky ventures or divesting established units too quickly



GENERAL ELECTRIC MATRIX (STOP LIGHT STRATEGY MODEL)



The market attractiveness is measured by a number of factors like:
▪ Size of the market.
▪ Market growth rate.
▪ Industry profitability.
▪ Competitive intensity.
▪ Availability of Technology.
▪ Pricing trends.
▪ Overall risk of returns in the industry.
▪ Opportunity for differentiation of products and services.
▪ Demand variability.
▪ Segmentation.
▪ Distribution structure (e.g. direct marketing, retail, wholesale) etc.



Business strength is measured by considering the typical drivers like:
▪ Market share.
▪ Market share growth rate.
▪ Profit margin.
▪ Distribution efficiency.
▪ Brand image.
▪ Ability to compete on price and quality.
▪ Customer loyalty.
▪ Production capacity.
▪ Technological capability.
▪ Relative cost position.
▪ Management calibre, etc.





❑ If a product falls in the green section, the business is at advantageous position. To reap the
benefits, the strategic decision can be to expand, to invest and grow.

❑ If a product is in the amber or yellow zone, it needs caution and managerial discretion is
called for making the strategic choices.

❑ If a product is in the red zone, it will eventually lead to losses that would make things
difficult for organisations. In such cases, the appropriate strategy should be retrenchment,
divestment or liquidation.

This model is similar to the BCG growth-share matrix. However, there are differences.
▪ Firstly, market attractiveness replaces market growth as the dimension of industry
attractiveness and includes a broader range of factors other than just the market growth
rate.

▪ Secondly, competitive strength replaces market share as the dimension by which the
competitive position of each SBU is assessed.
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STRATEGIC MANAGEMENT PROCESS



STAGES IN STRATEGIC MANAGEMENT
1. Developing a strategic vision and
formulation of statement of mission, goals
and objectives.

2. Environmental and organisational analysis.

3. Formulation of strategy.

4. Implementation of strategy.

5. Strategic evaluation and control





Strategic Planning Operational Planning 

Strategic planning shapes the organization and
its resources.

Operational planning deals with current
deployment of success.

Strategic planning assesses the impact of
environmental variables.

Operational planning develops tactics rather than
strategy.

Strategic planning takes a holistic view of the
organization.

Operational planning projects current operations
into the future.

Strategic planning develops overall objectives
and strategies.

Operational planning makes modification to the
business functions but not fundamental changes.

Strategic planning is concerned with the long –
term success of the organization.

Operational planning is concerned with the short
– term success of the organization.

Strategic planning is a senior management
responsibility.

Operational planning is the responsibility of
functional managers.



STRATEGIC UNCERTAINITY
❑ Strategic uncertainty refers to the unpredictability of future events and
circumstances that can impact an organization's strategy and goals.

❑ It can be driven by factors such as changes in the market, technology,
competition, regulation, and other external factors.

❑ Dealing with strategic uncertainty can be challenging and organizations
need to have the flexibility, resilience, and agility to quickly respond to
changes in the environment and minimize its impact.



WAYS TO DEAL WITH STRATEGIC UNCERTAINITY



STRATEGY IMPLEMENTATION
❑ Strategy implementation concerns the managerial exercise of putting a
freshly chosen strategy into action.

❑ It deals with the managerial exercise of supervising the ongoing pursuit of
strategy, making it work, improving the competence with which it is
executed and showing measurable progress in achieving the targeted
results.

❑ Strategic implementation is concerned with translating a strategic decision
into action, which presupposes that the decision itself (i.e., the strategic
choice) was made with some thought being given to feasibility and
acceptability.
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RELATIONSHIP BETWEEN STRATEGY FORMULATION & STRATEGY IMPLEMENTATION



A = strategy Formulation is sound But Implementator
is weak

B = Strategy Formulation is sound I Implementate
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ImPlumistates is weak.

Di stratest Formulation is Flamed but
Emplimentabose' Is excelent





DIFFERENCE BETWEEN STRATEGY FORMULATION & STRATEGY IMPLEMENTATION
STRATEGY FORMULATION STRATEGY IMPLEMENTATION

Strategy Formulation includes planning and decision-making
involved in developing organization’s strategic goals and
plans.

Strategy Implementation involves all those means related to
executing the strategic plans.

In short, Strategy Formulation is placing the Forces before
the action.

In short, Strategy Implementation is managing forces during
the action.

An Entrepreneurial Activity based on strategic decision-
making.

An Administrative Task based on strategic and operational
decisions.

Emphasizes on effectiveness. Emphasizes on efficiency.

Primarily an intellectual and rational process. Primarily an operational process.

Requires co-ordination among few individuals at the top
level.

Requires co-ordination among many individuals at the
middle and lower levels.

Requires a great deal of initiative, logical skills, conceptual
intuitive and analytical skills.

Requires specific motivational and leadership traits.

Strategic Formulation precedes Strategy Implementation Strategy Implementation follows Strategy Formulation.





❑ An organization that finds itself in cell 1 is well placed and thrives, since it is achieving what
it aspires to achieve with an efficient output/input ratio.

❑ In contrast, an organization in cell 2 or 4 is doomed, unless it can establish some strategic
direction.

❑ The particular point to note is that cell 2 is a worse place to be than is cell 3 since, in the
latter, the strategic direction is present to ensure effectiveness even if rather too much input
is being used to generate outputs.
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LINKAGES IN STRATEGY IMPLEMENTATION
Forward Linkages
Forward Linkages refers to Strategy Formulation has an Influence on Strategy
Implementation.

Backward Linkage
Backward Linkages refers to Strategy Formulation is influenced by Strategy
Implementation.
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ISSUES IN STRATEGY IMPLEMENTATION

♦ Project implementation

♦ Procedural implementation

♦ Resource allocation

♦ Structural implementation

♦ Functional implementation

♦ Behavioural implementation
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STRATEGIC CHANGE
The Changes in the environmental forces often require businesses to make
modifications in their existing strategies and bring out new strategies.

However, Strategic Change is a complex process, and it involves a Corporate
Strategy focussed on new markets, products, services and new ways of doing
business.



STEPS TO INITIATE STRATEGIC CHANGE
1. Recognise the need for change

▪ Identify the areas where change is required, in view of changing environmental scenario.
▪ Evaluate both internal and external Capabilities through SWOT Analysis.
▪ Prepare a checklist of areas where scope for changes exists

2. Shared Vision to manage change
▪ Take steps to avoid conflicts between Individual and Organizational Objectives.
▪ Create a "Shared Vision" and communicate it to all Organizational members.
▪ Obtain the willing support and cooperation of Organizational Members to implement the new strategic
initiatives and associated changes.

3. Institutionalise the change
▪ Establish a scheme of Rewards and Incentives for adhering to the changed ways/ initiatives.
▪ Monitor and review the after-effects of change implementation.
▪ Communicate deviations to the concerned persons, so that corrective actions can be taken.
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Model of 
Change
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STRATEGIC CHANGE THROUGH DIGITAL TRANSFORMATION





CHANGE MANAGEMENT STRATEGIES FOR DIGITAL TRANSFORMATION
1. Begin at the top
2. Ensure that the change is both necessary and desired
3. Reduce disruption
4. Encourage communication
5. Recognize that change is the norm, not the exception



WAYS TO MANAGE CHANGE DURING DIGITAL TRANSFORMATION
1. Specify the digital transformation’s aims and objectives
2. Always, always, always communicate
3. Be ready for resistance
4. Implement changes gradually
5. Offer assistance and training





The Hard elements are directly controlled by the management. The
following elements are the hard elements in an organization.

a)Strategy: the direction of the organization, a blueprint to build on a
core competency and achieve competitive advantage to drive margins
and lead the industry.

b)Structure: depending on the availability of resources and the degree
of centralisation or decentralization that the management desires, it
choses from the available alternatives of organizational structures.

c) Systems: the development of daily tasks, operations and teams to
execute the goals and objectives in the most efficient and effective
manner.



The Soft elements are difficult to define as they are more governed by
culture. But these soft elements are equally important in determining an
organization’s success as well as growth in the industry. The following are the
soft elements in this model.

a)Shared Values: The core values which get reflected within the
organizational culture or influence the code of ethics of the management.

b)Style: This depicts the leadership style and how it influences the strategic
decisions of the organisation. It also revolves around people motivation and
organizational delivery of goals.

c) Staff: The talent pool of the organisation.

d)Skills: The core competencies or the key skills of the employees play a vital
role in defining the organizational success.



LIMITATIONS OF MCKINSEY’S 7S MODEL

♦ It ignores the importance of the external environment and depicts only the most crucial
elements within the organization.

♦ The model does not clearly explain the concept of organizational effectivness or performance.

♦ The model is considered to be more static and less flexible for decision making.

♦ It is generally criticized for missing out the reals gaps in conceptualization and execution
of strategy.



ORGANISATIONAL STRUCTURE

❑ Organizational structure is the company’s formal configuration of its intended roles, procedures,
governance mechanisms, authority, and decision-making processes.

❑ Changes in corporate strategy often require changes in the way an organization is structured for
two major reasons.
▪ First, structure largely dictates how operational objectives and policies will be established to
achieve the strategic objectives.

▪ The second major reason why changes in strategy often require changes in structure is that
structure dictates how resources will be allocated to achieve strategic objectives.

❑ The most important issue is that the company’s structure must be congruent with or fit with the
company’s strategy.



CHANDLER’S STRATEGY –STRUCTURE RELATIONSHIP





TYPES OF ORGANISATIONAL STRUCTURE
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ORGANISATIONAL CULTURE

1. Corporate Culture refers to a Company's values, beliefs, business philosophy and principles, traditions,
work climate, ways of operating and approaching problems, & internal work environment.

2. The Firm's own ingrained beliefs and behaviour, thought patterns, business practices, and personality, lead
to its corporate culture.

3. Corporate Culture originates from the complex combination of sociological forces operating within the
Company. It is reflected in -
a) values and business principles that management preaches and practices,
b) ethical standards and official policies,
c) dealings with employees, unions, stockholders, vendors, and the communities in which the Firm

operates,
d) traditions the organization maintains,
e) supervisory practices,
f) employees' attitudes and behaviour,
g) legends people repeat about happenings in the Firm,
h) peer pressures, organization's politics, "chemistry" and the "vibrations" that permeate the work

environment.



CORPORATE CULTURE – STRENGTH OR WEAKNESS

1. Whether Culture is an ally or obstacle to strategy execution / implementation, depends on the
compatibility between the Company's strategy and its culture. If there is compatibility
between strategy and culture, then the culture becomes a valuable ally in Strategy
Implementation.

2. When the culture is in conflict with the aspect of the Company's direction, performance targets
or strategy, the culture becomes a stumbling block that impedes successful strategy
implementation and execution. A sizable and prolonged strategy-culture conflict weakens and
may even defeat managerial efforts to make the strategy work.

3. A Strategy-Culture Conflict requires -

a) Revamping strategy to produce cultural fit, and also

b) Revamping the mismatched cultural features to produce strategy fit.



IMPORTANCE OF CORPORATE CULTURE
1. Motivation
2. Creativity
3. Customer Service
4. Influence
5. Operations



PROCESS OF CHANGING A PROBLEM CULTURE
Concerted management action is required over a period of time to replace an unhealthy culture with a healthy culture or to root out
certain unwanted cultural obstacles and instill ones that are more strategy-supportive.

1. Diagnose which facets of the present culture are strategy supportive and which are not.

2. Talk openly and forthrightly to all concerned about those aspects of the culture that have to be changed.

3. Follow-up with visible, aggressive actions to modify the culture-actions that everyone will understand are intended to establish
a new culture more in tune with the strategy.

4. Revising policies and procedures in ways that will help drive cultural change.

5. Alter incentive compensation to reward the desired cultural behaviour,

6. Visibly praise and recognize people who display the new cultural traits,

7. Recruit and hire new managers and employees who have the desired cultural values and can serve as role models for the
desired cultural behaviour, replacing key executives who are strongly associated with the old culture,

8. Communicate to employees the basis for cultural change and its benefits to all concerned.

9. Enlist the support of First Line Supervisors and Employee Opinion Leaders, convincing them of the merits of practicing and
enforcing cultural norms at the lowest levels in the organization.



STRATEGIC LEADERSHIP
❑ Strategic leadership sets the firms direction by developing and communicating vision of
future, formulate strategies in the light of internal and external environment, brings about
changes required to implement strategies and inspire the staff to contribute to strategy
execution.

❑ Managers have five leadership roles to play in pushing for good strategy execution:

1. Staying on top of what is happening, closely monitoring progress, solving out issues, and
learning what obstacles lie in the path of good execution.

2. Promoting a culture of esprit de corps that mobilizes and energizes organizational members
to execute strategy in a competent fashion and perform at a high level.

3. Keeping the organization responsive to changing conditions, alert for new opportunities,
bubbling with innovative ideas, and ahead of rivals in developing competitively valuable
competencies and capabilities.

4. Exercising ethical leadership and insisting that the company conduct its affairs like a model
corporate citizen.

5. Pushing corrective actions to improve strategy execution and overall strategic performance.



RESPONSIBILITY OF STRATEGIC LEADER

♦ Making strategic decisions.

♦ Formulating policies and action plans to implement strategic decision.

♦ Ensuring effective communication in the organisation.

♦ Managing human capital (perhaps the most critical of the strategic leader’s skills).

♦ Managing change in the organisation.

♦ Creating and sustaining strong corporate culture.

♦ Sustaining high performance over time.





STRATEGIC CONTROL
The controlling function involves monitoring the activity and measuring results against pre-
established standards, analysing and correcting deviations as necessary and maintaining/adapting
the system.



TYPES OF ORGANISATIONAL CONTROL



TYPES OF STRATEGIC CONTROL



STRATEGIC PERFORMANCE MEASURES
❑ SPM is a method that increases Executives' understanding of an organization's
strategic goals and offers a continuous system for tracking progress towards these
objectives using clear-cut performance measurements.

❑ Strategic performance measures are key indicators that organizations use to track
the effectiveness of their strategies and make informed decisions about resource
allocation.

❑ The measures provide a snapshot of the organization's performance, enabling
leaders to assess whether their strategies are aligned with their goals and
objectives and to make necessary adjustments to improve their performance.



Strategic Performance Measure

Types of SPM

Financial Measure

Customer Satisfaction 
Measure

Market Measure

Employee Measure

Innovation measure

Environmental Measure

Importance of SPM

Goal Alignment

Resource Allocation

Continuous 
Improvement

External Accountability

Considerations in 
Selecting SPM

Relevance

Data Availability

Data Quality

Date Timeliness





IMPORTANCE OF STRATEGIC PERFORMANCE MEASURES
♦ Goal Alignment: Strategic performance measures help organizations align their strategies with their goals

and objectives, ensuring that they are on track to achieve their desired outcomes.

♦ Resource Allocation: Strategic performance measures provide organizations with the information they
need to make informed decisions about resource allocation, enabling them to prioritize their efforts and
allocate resources to the areas that will have the greatest impact on their performance.

♦ Continuous Improvement: Strategic performance measures provide organizations with a framework for
continuous improvement, enabling them to track their progress and make adjustments to improve their
performance over time.

♦ External Accountability: Strategic performance measures help organizations demonstrate accountability
to stakeholders, including shareholders, customers, and regulatory bodies, by providing a clear and
transparent picture of their performance.

<whether Performance is in ti with gools)

·whether resources are Optimally utiliseds.

2Whether them is continous improvement& &

- required Accordaof any readjustment
to stration

C it haps Demonstrate
&

Accountability feewards Stakeholders)





The towa

IRead Questions First in case based MCQ's
&

quickly o there proced for case reader
- It gives you idea where toFocus in case
-austions car be independent of case

- wrie Answers in Ports for Descriptive I
Case Study Based Questions

- Geneauy asked For 5 many

- Mention Five points . (give numbering



3) Please understand what is being asked in

paperI thus proceed For Answer.

-
oustions can be tricky But Answers one
Super Easy.

* Remember headings & key words of this
to write bycrptise in once words.

-It is not mussary
of module for intire

tocyageone



55 Avoid diagrams.
-it wil consume lot of time.

5 Avoid averumtingI swatches.


