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StrategyImplementation

Strategyimplementationisthesum totaloftheactivitiesandchoices

requiredfortheexecutionofastrategicplan.Itistheprocessbywhich

objectives,strategies,and policies are putinto action through the

development of programs, budgets, and procedures. Although

implementationisusuallyconsideredafterstrategyhasbeenformulated,

implementation is a key partofstrategic management.Strategy

formulationandstrategyimplementationshouldthusbeconsideredas

twosidesofthesamecoin.

WhoImplementsStrategy?

Dependingonhow acorporationisorganized,thosewhoimplement

strategywillprobablybeamuchmorediversesetofpeoplethanthose

who formulate it.In most large,multi-industry corporations,the

implementers are everyone in the organization.Vice presidents of

functionalareasanddirectorsofdivisionsorstrategicbusinessunits

(SBUs) work with their subordinates to put together large-scale

implementation plans.Plantmanagers,projectmanagers,and unit

headsputtogetherplansfortheirspecificplants,departments,andunits.

Therefore,everyoperationalmanagerdowntothefirst-linesupervisor

andeveryemployeeisinvolvedinsomewayintheimplementationof

corporate,business,andfunctionalstrategies.

Manyofthepeopleintheorganizationwhoarecrucialtosuccessful

strategyimplementationprobablyhadlittletodowiththedevelopment

ofthecorporateandevenbusinessstrategy.

Therefore,theymightbeentirelyignorantofthevastamountofdataand

workthatwentintotheformulationprocess.Unlesschangesinmission,

objectives,strategies,andpoliciesandtheirimportancetothecompany

arecommunicatedclearlytoalloperationalmanagers,therecanbealot

ofresistanceandfoot-dragging.Managersmighthopetoinfluencetop

managementintoabandoningitsnewplansandreturningtoitsoldways.

Thisisonereasonwhyinvolvingpeoplefrom allorganizationallevelsin

theformulationandimplementationofstrategytendstoresultinbetter

organizationalperformance.





CorporateLevelStrategyCorporatestrategyisstrategywhichrefers

todecisionsconcerningexpansionorretrenchmentfrom anindustry

andalsoabouthow themanagementofamulti-businessenterprise

can achieve synergies.Three issues addressed are:Ithelps a

companydecidewhereacompanyshouldcompete,how shouldit

compete and whatroute would itneed to take to achieve the

profitabilityobjectivei.e.costleadershiporproductdifferentiation.A

companythroughitsvariousstrategiesshould maintainstrategic

consistencyacrossitsstrategicbusinessunitsandmakepossible

cooperationamongsttheseunitsinordertonotonlycreatevaluefor

thestakeholdersin thesebusinessunitsbutalso to maintain a

marketidentityevenwithadiversifiedportfolio.

A)CorporateLevelStrategyInvolves:









A.jointventure:

jointventureisdefinedasanalliancebetweentwoorganizationsor

companieswhereatheorganizationschoseto losetheirindividual

identityandform newandindependentidentity.Thisnewidentitywhich

isformedfrom twoormorepartners,canboastofaresourceand

capabilitypoolwhichconsistsofbestofboththepartneringcompanies.

Theseventureshelpcompaniesestablishassociationswhichhelpthem

passtacticalknowledgeaboutvalueadditiontopartnerssoastogain

competitiveadvantageandaboveaveragerateofreturn.

Before commencing ofa jointventure the companies checks the

following following variables –size ofcompany,business field and

activity,abroad investments,structure and ownership strategy of

company and many othervariables.In jointventures when two

companiescomeincontracttheylaythefoundationofathirdcompany

whichmeans1+1=3.Thecompaniesshareprofitandriskequally.The

bestexampleofjointventureisSonyEricsson.Sonywastheleading

brandinelectronicsinIndiaandEricssonwastheleadingmobilebrand

ofAmerica.Boththecompaniesjoinedhandstocreateathirdcompany

calledSonyEricssontoprovideservicesinIndia.Anotherexampleof

jointventureisNokiaandMicrosoft.

B.AnEquityStrategicAlliance.

Thistypeofallianceisdefinedasanalliancewherepartnercompanies

have unequalshares in the new a venture created.The unique

characteristicsofthenew venturearethatitiscreatedbycombining

resources and capabilities of the partnering firms.For example,

CitigroupInc.hasformedastrategicalliancewithShanghaiPudong

DevelopmentBankCo.

c.Anonequitystrategicalliance

itisdefinedasaalliancewherepartneringcompaniesagreetoshare

and leverage theirresources and capabilities to gain competitive

advantageinthetargetmarket.TheMaindifferencebetweenanequity

strategicallianceandannon-equitystrategicallianceisthatinanon

equitystrategicalliancethatthepartneringcompaniesdonotsetupa

separateindependentcompanyandsodon’ttakeequitypositions.



ReasonsCompaniesDevelopStrategicAlliances

Acompanycandevelopstrategicalliancesforvariedreasons.Someof

them havebeenlistedbelow

1.Technologyhasbecomethebasisofcompetitionandattimes

becauseofpatentorlimitationintermsofresourcesandcapabilities

companiescannotgainaccesstothesetechnologies.However,access

isimportanttogainingmarketsuccessanditisinthesescenarios

companiescontemplatealliances.

2. Many a times

companies enter

strategic alliances to

gainaccesstounique

and price competitive

ways ofadding value

tothemarketoffering.

Thecompetitionthese

daysisdeterminedby

notonlyunderstanding

the customer

needs but also how

quicklyonecanget

thatneedsatisfiedi.e.catertothemarket.Manyatimescompaniesfind

shortcutstothedevelopmentprocessbyoptingforalliancesordivision

ofprocessacrosspartners.

3.Asasourceofrevenue.







companiescomeinanagreementfortheformationofathirdcompanyandin

acquisitiononecompanytakeoveralltheoperationalaspectsofother

company.

Varietiesofmerger

I. Horizontalmerger–twocompanieswithdeliveringsameproduct

andareindirectcompetition.ExampleCokeandPepsi.
II. Verticalmerger–twocompanieswhichareproducingproductsofone

finishedproduct.Example–automobilecompanyjoininghands

withpartsupplier.
III. Marketextensionmerger–twocompaniessellingsameproductsin

differentmarkets.Example-EagleBancshares
IV. Productextensionmerger–twocompaniessellingdifferentbut

relatedproductsinthesamemarket.Example–Mobilinktelecom

bybroadband.
V. Conglomeratemerger–inthistherearetwocompaniesthatdoesnot

any

common productline.Example – WaltDisneyand American

Broadcasting

Acquisition

As we have discussed earlieracquisition refers to overtaking the

companyanditsoperationalaspectsofthecompany.Forexample,

FlipkartandMyntra,abigacquisitioninIndianhistory.Flipkartacquired

MyntraatawhoopingamountofRs.2000croredealaccordingtothe

insiderdetails.AnotherexampleofacquisitionisTataTeatakingover

TetleyTeamakingitworld’ssecondlargestteamarketerandwhichwas

doubleofwhatTatateawasfora271lakhpoundthroughleverage

buyout.



BenefitsofAcquisitionoverInternalDevelopment

One ofthe key advantages ofacquisition overothermethods of

expansionispaceofdevelopment.Acquisitionsensurethatacompany

entersanewbusinesswithadequatesize;andattainsviablecompetitive

strength.In this strategy the acquiring company is guaranteed of

enteringatminimum efficientscaleforcostpurposesandisprovided

accesstocomplementaryassetsandresources.Inaddition,entryby

acquisitionmayfosteralesscompetitiveenvironment–byeliminatinga

competitor.

DrawbacksofAcquisitionoverInternalDevelopment

Acquisitionsareoftenmoreexpensivethaninternaldevelopment;they

areunlikelytogeneratesufficientreturnoncapitaltojustifythepremium

cost;andtheacquiringcompanymayinheritseveralunnecessaryadjunct

businesses.Theinternaldevelopmentprocessallowsformanypointsat

whichtheprojectcanbeassessedandreevaluatedsothecompanycan

pulltheplug.Acquisitionsaretypicallyallornothingpropositions.There

isalsoapotentialproblem oforganizationalconflict— theeruptionof

culturalclashesthatcanimpedetheintegrationoftwocompanies.

DifferencesbetweenAcquisitionsandMergers

Theterm acquisitionmeansthatatransferofownershiphastakenplace;

thatis,onecompanyboughtanother.Amergeristheconsolidationor

combination of one companywith another.Mergers are typically

between companiesofrelativelyequalsizeand influencethatfuse

togethertoform onenewlarger







BankofAmericabytheNationalBank,butitadoptedthenameofBank

ofAmerica.

Businesslevelstrategy

Businesslevelstrategiesarestrategieswhicharemadeatthemiddle

levelmanagementforaspecificStrategicbusinessunit.Thesearebya

SBUkeepinginmindtheexternalenvironmentandinternalenvironment

ofthe SBU to achieve sustained competitive advantage and above

averagereturns.Insimplesttermsthesearestrategieswhichare

formulatedwithinthepremiseof

acompany’svisionandmission

statement to deal with

opportunities and threats being

facedbythebusinessunitwhile

obtaining sustained competitive

advantageandabove average

rate ofreturn.

Strategic positioning refers tothe

ways mangers place theirSBU relative to otherincumbents in the

industry.Therefore,abusinesslevelstrategyisallaboutcompetitive

interactions and how a company deals with those interactions.

Competitive actions can generate a wide range of competitive

responses.CompetitiveinteractiontheorysuggeststhataSBU ora

company’smanagerspredictreactionstoitsactionsanddeterminethe

bestcourseofactiongivencompetitors’likelyreactions.Business-level

strategyreferstotheplanofactionthatstrategicmanagersadoptfor

usingacompany’sresourcesanddistinctivecompetenciestogaina

competitiveadvantageoveritsrivalsinamarketorindustry.These

businesslevelstrategiesdealareusuallybasedoncorecompetencies

ofafirm andareconcernedwithidentifyingthecustomers’needsand

satisfyingthem tobestoftheirability.Business-levelstrategyisrelated

withthebasisonwhichaSBUdecidestocompetewithitscompetitors

andinitsindustryandalsohowitdecidestopositionitselfinthemarket.

Itisimportanttonoteherethatwearereferringtoabusinessunitand

everybrand ora business unitcould have differentbusiness level

strategybutbelongtoasameconglomerate.ForexampleArielisa

productofP&G which followsproductleadership whileTideisthe

productofsameconglomeratewhichismoreinclinedtowardscost

leadership.Therefore,businesslevelstrategyisallabout“what”,“who”

and“how”i.e.whatisbeingsatisfied,whoisbeingsatisfiedandhow



arethey



beingsatisfied.Thewhatreferstothedefinitionofthecustomerneeds,

whoreferstothemarketsegmentationandtargetingstrategiesand

basis ofthe companyand how refers to the companies decision

regardingwhatdistinctivecompetenciestotargettodifferentiateitself

from thecompetitorsorotherincumbentsintheindustry.

STRATEGICANALYSIS

StrategicManagementistheprocessofstrategicdecision-makingthat

setsthelong-term directionfortheorganization.Themainobjectiveof

strategicmanagementistoachievesustainablecompetitiveadvantage.

Thestepsinvolvedinstrategyprocessare:

A strategy involves various tasks and activities oriented towards

organization objectives.The firstand the foremostrequirementof

strategyplanningisto definemissionofanorganizationi.e.giving

directiontotheorganization.Thesameistointimatedtotheemployees

which defines the reason forthe existence oforganization.Tasks

involvesincorporatelevelstrategicplanningare:



Strategicanalysisisdefinedbybusinessworlddictionaryastheprocess

ofdevelopingstrategyforabusinessbyresearchingthebusinessand

theenvironmentinwhichitoperates.

Therearethreestepstostrategicanalysis

1.Industryanalysis

2.Companyanalysis

3.Matchingthetwo.

1.IndustryanalysisTwo ofthe

essential determinants of

company's execution are the

businessenvironment,inwhichthe

companyworksandthecountry,in

whichitislocated.Bothofthese

elementsarepartoforganizations

outside surroundings. An

organizationdoeswellinlightofthe

factthattheiroutsidesurroundings

are greatly attractive.Others do

ineffectivelyin

lightofthe factthattheiroutside surroundings are hostile.When

businessenvironmentallowsmarketforcesto workfreelyin those

cases some companies make above normalprofits.Above normal

returnsarepossibleduetoimperfectcompetition-characterizedby

relativelyfewcompetitors,numeroussuppliersandbuyers,asymmetric

information,heterogeneousproducts,and barriersto entry.Industry

analysis is a specialtoolthatfacilitates a company’s complete

understanding of position with respect to other companies that

manufactureandproducesamekindofproductsandservices.

Toolslikeportersfiveforcesanalysisandindustrylifecycleanalysisare

usedinthisstage.

Customers–Bargainingpowerofcustomersislowascostisless.i.e.

thestrategyhelpsa SBU gain the bargaining powerbackfrom the

customers.

Suppliers–Firmswithcostleadershipstrategycanbeprofitedfrom

supplierside and transferring this benefitin form ofless price to

customers.



Entrants–Lowcostleaderfirmscreatehighentrybarriersforthenew

entrantsbykeepingthepriceslow.

Substitutes–Lowcostcompaniesattractthecustomerstopurchase

itsproductsandnottoswitchonthesubstituteproductswhichmightbe

expensive.

2.Companyanalysis

Company analysis or Internalappraisalis examining of internal

environment of an organization to assess company’s skills and

resources.Itidentifiesthestrengthsandweaknessesthateffectthe

company’sabilitytoachieveitsgoals.Internalappraisalisauditingof

internalenvironmentto identify strengths and weaknesses ofan

organizationsoastomatchandcontrolthem toexploittheavailable

opportunitiesintheindustry.Itidentifiesacompany’scapabilitiesand

competenciesinspecificareasaswellthatcanbeusedtograbthe

opportunities available in the industry.An organization competency

definestheperformanceofanorganization.Itisadynamicandon-going

activity. Therefore, internal environment analysis is all about

understandinghow tousethecompany’sresourcesandcapabilitiesto

addvalue.

3.Matchingtheinternalandexternalenvironmentindicators.

Thelastandthemostimportantstageofstrategicmanagementis

matchingtheexternalandinternalenvironmentindicatorstoformulate

strategiesforaboveaveragerateofreturnandsustainedcompetitive

advantage.

ToolsofStrategicanalysis



Therearemultipletoolsandframeworkswhichcanbeusedforstrategicanalysis.

1.BCGMatrix(GrowthShareMatrix)

OneofthefirststrategicanalysistechniquestobedevelopedwasbyBostonconsulting

group.ThematrixlateroncametobeknownastheBCGmatrix.Diversificationofa

companyusuallymeansthatacompanyendsupwithmultipleproductlinesandrange

ofproductsthatitdealsin.Foreaseofmanagementpurposes,theserangeofproducts

andproductlinesaregroupedtogethertoform somethingwhichisreferredtoas

strategicbusinessunitofacompany.ThemaincharacteristicofanSBU,isthatitis

undertheumbrellaofaconglomerateandthereforethereismobilityintermsof

resourcesfrom oneSBUtoanother.Thecommonpoolofresourcesmeansthatthereis

alwayspaucityorresourcesandunlimiteddemandsintermsoftheSBUrequirements

forwhattheywanttoachieve.Theconglomeratehastodividethelimitedresources

acrosstheSBU insuchamannerthatgoodopportunitiesareexploitedandstrong

threatsareovercomeandnonoftheSBUssufferbecauseoflackofresources.The

BCG solves this problem on basis on matching between externaland internal

performanceofaSBU.TheBCGMatrixgraphicallyportraysdifferencesamongdivisions

(ofafirm)intermsofrelativemarketsharepositionandindustrygrowthrate.Itisused

tocategorizevariousbusinessinafirm’sportfoliobasedonmarketshareandmarket

growth.Itconsistof2x2matrixwithmarketshareonhorizontalaxisandmarketgrowth

onverticalaxis.Ithasbeendevelopedtohelpintheprocessofstrategicanalysisand

resourceallocation.

STARSThiscategoryoftheSBUsreferstotheSBUswhichenjoyhigh

marketsharesandahighgrowth.Thismeansthatthecompaniesnot

onlyaredoingverywellintermsofprofitabilitybuttheindustryisalsoin

growth stage ofitslife cycle.The businessunitwhich are in this

categoryofBCGusuallyhavea



veryhighrateofprofitabilityandthecompanywantstokeepexploiting

thatrateofprofitability.Therefore,thiscategoryofBCGincludesSBUin

whichacompanyismotivatedtoinvestinto.Cashgeneratedfrom these

businessunitsisreinvestedintothebusinessandfurthercashisalso

redirectedfrom cashcowstostars.Usuallythebusinessunitswhichfall

inthisparticularcategoryofBCGmatrixareingrowingstageoftheir

productlifecycle.Asdemand decreasesand additionalinvestments

needtobestop,andorganizationbecomecashcows.

QuestionmarksSimilarly,thiscategoryofSBUistheonewheretheSBU

isexperiencinglowmarketsharebutitisinanindustrywhichisgrowing

ataexponentialrate.Thereforeifacompanycanincreasethestrengths

ofthisSBUanddecreasetheweaknessesoftheSBUtheprobabilitythat

theSBUwouldbemakinghugeprofitsbecomehigh.Itisthatthislogic

thattheexporterandinBCGisnamedasquestionmarks.Thisrefersto

SBU'swhichhaveacapacityofbecomingeitherstarperformersor

simplyliabilitiesforthebusiness.

CashCowsThethirdquadrantofBCGmatrixreferstoSBUswhichhave

enjoyed exceptionalsuccess in the market.However,because of

externalenvironmentreasonslikeavailabilityofastrongersubstitute

productorchangesinthecustomerDemandetctheproductsaleshave

startedstagnating.However,theunitisitisstilldoingwellintermsof

profitabilitybutthefutureoftheSBUduetoexternalreasonsisglim.

Thereforeevenifthebusinesstriestoinvestintothesebusinessunits

the demand is justnotthere.The customerloyalty thatthe SBU

generatedduringitsstarphaseishelpingitmakeprofits.Therefore,asa

policytheprofitsgeneratedfrom thebusinessunitareredirectedto

starsandquestionmarkstypeofSBUs.

DogsThefourthandlastquadrantistheonewheretheSBUisneither

enjoyingmarketsharenormarketgrowthi.e.thecompany'sportfolioof

weaknessesismorethanthatofitsstrengthsandevenifthecompany

isabletoturnitaroundtheinvestmentwouldbetonoendbecausethe

industryisindecliningphaseoflifecycle.Therefore,astheirexpected

growth isverylow,itisadvisableto them to moveoutfrom that

business.

2.BalanceScoreCard



Researchers are ofthe opinion thatifa business activitycan be

expressed in numbers then itcan be improved and ifyou cannot

measureityoucannotimproveit.Thisthoughtwasthebasisofbalance

scorecard.Balancescoresaysthat“Ifcompaniesweretoimprovethe

managementoftheirintangible assets,they had to integrate the

measurementofintangibleassetsintotheirmanagementsystems.”Itis

astrategicanalysistoolthatisusedinindustry,governmentandanynon

-profitorganizationinthewordtoalignbusinesstaskstothevisionand

strategyadoptedbytheorganization.DrRobertKaplanandDrDavid

Norton6wastheoriginatorofthebalancescorecardasaperformance

measurementframeworkwhich givesamorebalanced view to the

managers by adding strategic non-financialaspect to traditional

financialmetric.The measurementin balance score card generally

includesthefollowingcategoryofperformance.

Financialperformance which deals with thee revenue,earnings,

returnsoncapital,cashflow.

Customervalue performance which deals with the marketshare,

customersatisfactionmeasuresandcustomerloyalty.

Internalbusinessprocessperformancewhichhasproductivityrates,

qualitymeasuresandtimeliness.

Innovationperformancewhichdealswithpercentageofrevenuefrom

newproducts,employeesuggestionsandrateofimprovementindex.

Employeeperformancewhichconsistsofmorale,knowledge,turnover

and useofbestdemonstratedpractices.

Inbalancescorecardweseetheorganizationinfourways

TheLearning&GrowthPerspective



TheBusinessProcessPerspective

TheCustomerPerspective

TheFinancialPerspectiveAndthenwedevelopmetrics,collectdata

andanalyzethatdata

TheLearning&GrowthPerspectiveTheBSCretainsfinancialmetrics

as the ultimate outcome measures for company success, but

supplementsthesewithmetricsfrom threeadditionalperspectives–

customer,internalprocess,andlearningandgrowth–thatweproposed

asthedriversforcreatinglong-term shareholdervalue.7Thisincludes

employee training and corporate culturalattitudes which relates to

individualandcorporateself-improvement.

TheBusinessProcessPerspectiveThisdealswiththeprocessesof

internalbusiness.Themetricsinthisallowsthemanagertogetthe

knowledgeofthebusiness,howitisgoingon,istheabletoconform the

requirementsofthecustomerbytheirproductandserviceswhichis

theirmission.Thesesmetricsshouldbedesignedwiththeknowledgeof

processesanduniquemission.

TheCustomerPerspectiveThecustomerfocusanditssatisfaction

areveryimportantinanybusiness.Customeristheleadingindicator.

Customersatisfactionshowstheprocessesofthebusinessaredoing

welltomeettheneedofthecustomer,ifthecustomerisnotsatisfied

thatshowsthebusinessneedtoimprovetofulfiltheneedsofthe

customer.The metrics ofthe satisfaction should be developed by

analyzingthecustomeranditsneeds

The FinancialPerspective Funding data always remain the first

priorityofthemanagerandmanagerwilldowhateverpossibletoprovide

it.The addition financialrelated data should be added like risk

assessmentand cost-benefitdata so thatthe emphasis on the

financialsoftheorganisationdoesnotleadstotheunbalancesituation

whenseenwithotherperspectives.

7-SFramework

The7-Smodelwasdevelopedin1980sbyMcKinseyconsultantsTom

PetersandRobertH.Waterman.Thepurposeofthemodelistoanalyze

howwellanorganizationispositionedtoachieveitsintendedobjective.



Theframework









IndustryAttractiveness:
•MarketSize&Growth
•Economiesofscale
•Technology
•Social/environmentalaspects
•Competitivefactors

Ifyourenterprisefallsinthegreenzoneyouareinafavorable
positionwithrelativelyattractivegrowthopportunities.

Apositionintheyellowzoneisviewedashavingmedium attractiveness.

STARTERGICCONTROLSYSTEM

Strategic controlis the terminalpartofthe strategic management

processs(Fig.1).Thecontrolfunctionholdsitsownimportanceinthe

processofstrategicmanagement.Itisnecessary,however,tointroduce

theprocessofstrategyevaluationandcontrolattheearlystagesofits

implementationsoastotaketimelycorrectivemeasuresifrequired,for

achieving the desired goals and objectives ofthe corporation.The

processofcontroliscrucialastheinternalandexternalfactorsof

businessenvironmentmaynotfollowthetrendsasanticipatedattime

ofplanningthestrategy.



ImplementationControl:

Once a strategy is formulated,ithas to be implemented.As the

managers take the necessarysteps to putthe strategyin action,

implementation controlisused to review whethertheoriginalplan,

programs,andprojectsarebeingwellimplementedandthecorporation

isglidedthroughitspre-determinedobjectivesornot.Milestonereviews

is anothertoolused in forimplementation control.The milestone

reviewsallow themanagerstodeterminethecriticalpointsinstrategy

implementationintermsofevents,resourcesoreventime.

MethodsofControl

Therearevariousmethods/tools/techniquesusedinstrategiccontrol

system.Thesemethodsareadoptedbytheorganizationsbasedon

typesofcontrolrequired.Nodoubt,mostofthesemethodsarerelated

to financialcontroland neglectthe non-financialparameters.The

financialreportingsystem providestheinformationofhow acompany

hasperformedinthepastbutofferslittleinformationabouthowitmight

performanceinthefuture.Someofthesemethodsarediscussedbriefly

in the following sections ofthe module so as to develop a basic

understandingofvariouscontrolmethods.





studiedoveraperiodoftimetocheckwhetherthestrategypursuedso

farisproceedingintherightdirectionornot.

Audits:Auditisanothermethodofcontrol.Anauditistheprocessby

whichthefinancialstatementsofaorganizationareevaluatedsoasto

ensurethattheseareaccuraterepresentationofthetransactionsthe

organizationclaimsfor.Theauditscanbedonebothinternallyand

externally.Internalauditsaredonebyemployeesoftheorganization

whileexternalauditsareconductedbyindependentagenciesoutsidethe

firm.

Time-related ControlMethods:CriticalPath Method (CPM) and

Programme Evaluation and Review Technique (PERT)are the most

populargraphicalandanalyticalmethodsusedinthestrategiccontrol

process.Thesetoolshelpthemanagementtotakeremedialactionand

gettheprojectbackoncourse.Thetechniquestakerecognitionofthree

factorsthatinfluencesuccessfulachievementofprogram objectivesi.e.

time,resourceandtechnicalperformancespecifications.

STRATEGICEVALUATION

Strategic Evaluation is vitalto an organisation wellbeing.Timely

evaluations can alertthe managementto problems and potential

problemsbeforethesituation becomes critical.Strategicevaluation

includesthreebasicactivities:

(1)Examiningtheunderlyingbasesofafirm’sstrategy,(2)Comparing



expectedresultswithactualresults,(3)Takingcorrectiveactionsto

ensurethatperformanceconformstoplans(thoughthisisdonein

controlprocess,butmanyauthorsclubcontrolprocesswithevaluation

process).

StrategicEvaluationProcessevaluationplaysacardinalroleinstrategic

management.Itsroleistocriticallyassesshow wellorbadthingsare

goingateveryphaseofthestrategicmanagementprocess;sothatthe

necessaryactionsmaybetakentoimprovetheperformanceofthe

organisation.
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