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Strategic Management Process 



Implica;ons	
  
•  SP	
  is	
  more	
  focused	
  on	
  long	
  term	
  than	
  SM	
  
•  SP	
  integrates	
  more	
  Con;ngency	
  planning	
  and	
  
Scenario	
  planning	
  than	
  SM	
  

•  SP	
  seems	
  to	
  have	
  a	
  broader	
  extension	
  than	
  
SM	
  

•  SM	
  can	
  be	
  at	
  all	
  levels-­‐	
  Corporate,	
  Business	
  
and	
  Func;onal	
  	
  

•  SP	
  is	
  less	
  effec;ve	
  in	
  “micro-­‐ways”	
  but	
  SM	
  can	
  
be	
  effec;ve	
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Ownership 
Mission and strategic intent 
Scope and diversity 
The global dimension  

Corporate purpose and aspirations 

Bases of SBU strategy 

Enhancing SBU strategy: corporate parenting 
Portfolio management 
Financial strategy 
The role of the corporate parent 
The parenting matrix 

Achieving competitive advantage 
Price-based strategies 
Differentiation strategies 
Focus strategies 

Bases of strategic choice 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

DEVELOPMENT 
STRATEGIES 

Which direction? 

Market development 
Product development 

Diversification: 
     related 
     unrelated 

Bases of choice Alternative Directions Alternative Methods 

What basis? How? 

Corporate purpose 
and aspirations 

SBU generic 
competitive 
strategies 

The role of the 
corporate parent 

Internal development 

Acquisition 

Joint Development/ 
alliances 

Protect and build 
Market penetration 

Development strategies  



Source: Based on the work of Cliff Bowman.  
See C.Bowman and D.Faulkner. Competitive and Corporate Strategy, Irwin, 1996. 
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differentiation 
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The strategy clock:  
Bowman’s competitive strategy options   



1    Low price/low added value  Likely to be segment specific 
2    Low price    Risk of price war and low 

     margins/need to be cost leader   
 
3    Hybrid    Low cost base and reinvestment in 

     low price and differentiation 
 
4    Differentiation 
        (a) Without price premium  Perceived added value by user, 

    yielding market share benefits 
        (b) With price premium  Perceived added value sufficient to 

    bear price premium 
 
5    Focused differentiation  Perceived added value to a particular 

    segment, warranting price premium 
 
6    Increased price/standard  Higher margins if competitors do not 
      value    follow/risk of losing market share 
 
7    Increased price/low value  Only feasible in monopoly situation 
 
8    Low value/standard price  Loss of market share 
 
 

The strategy clock   



Cost	
  Leader	
  strategies	
  could	
  be	
  successful	
  if:	
  
•  The	
  firm	
  is	
  the	
  cost	
  leader	
  
•  ...	
  but	
  is	
  this	
  sustainable?	
  
•  All	
  sources	
  of	
  cost	
  advantages	
  are	
  exploited,	
  
developing	
  competences	
  in	
  low	
  cost	
  
management	
  

•  ...	
  but	
  the	
  danger	
  is	
  a	
  low	
  (perceived)	
  value	
  
product	
  or	
  service	
  

•  A	
  company	
  has	
  cost	
  advantage	
  over	
  compe;tors	
  
in	
  a	
  price	
  sensi;ve	
  markets	
  segment	
  

•  ...	
  but	
  this	
  may	
  mean	
  focusing	
  on	
  that	
  market	
  
segment	
  



The	
  Success	
  of	
  Differen;a;on	
  
Strategies	
  depends	
  on	
  

•  Clear	
  iden;fica;on	
  of	
  who	
  the	
  customer	
  is	
  
•  Understanding	
  what	
  is	
  valued	
  by	
  the	
  customer	
  
•  Clear	
  iden;fica;on	
  of	
  who	
  the	
  compe4tors	
  are	
  
and	
  the	
  value	
  they	
  offer	
  

•  Bases	
  of	
  differen;a;on	
  which	
  are	
  difficult	
  to	
  
imitate	
  

•  The	
  recogni;on	
  that	
  bases	
  of	
  differen4a4on	
  
may	
  need	
  to	
  change	
  



Focused	
  Differen;a;on	
  
•  Global	
  market	
  developments	
  increase	
  the	
  need	
  
for	
  focus	
  

•  Clear	
  defini;on	
  of	
  market	
  segments	
  in	
  terms	
  of	
  
customers	
  needs	
  is	
  required	
  

•  Within	
  a	
  market	
  segment	
  choices	
  of	
  strategic	
  
direc;on	
  relate	
  to	
  compe;tors	
  within	
  that	
  
segment	
  

•  Mul;-­‐focused	
  strategies	
  may	
  be	
  possible	
  in	
  some	
  
markets	
  

•  New	
  ventures	
  started	
  through	
  focus	
  strategies	
  
may	
  be	
  difficult	
  to	
  grow	
  

•  Differences	
  between	
  segments	
  may	
  be	
  eroded	
  
making	
  bases	
  of	
  focus	
  redundant	
  



Three	
  Levels	
  of	
  Strategy	
  in	
  Organiza;on	
  

Corporation 

Textile Units Chemicals Unit Auto Parts Unit 

Finance R & D Manufacturing Marketing 

Corporate-Level Strategy: 
What business are we in? 

Business-Level Strategy: 
How do we compete? 

Functional-Level Strategy: 
How do we support the business-level strategy? 



Ques;on	
  for	
  Monday	
  	
  	
  

•  Suppose	
  you	
  are	
  a	
  consultant	
  for	
  a	
  European	
  
Pharmaceu;cal	
  Company	
  that	
  already	
  has	
  a	
  
presence	
  in	
  SA	
  and	
  wants	
  to	
  expand	
  into	
  Sub-­‐
Saharan	
  Africa	
  in	
  around	
  5	
  countries.	
  	
  

•  Which	
  countries,	
  in	
  order	
  of	
  priority	
  will	
  you	
  
recommend	
  to	
  your	
  customer?	
  	
  

•  Jus;fy	
  with	
  your	
  answer	
  with	
  facts	
  and	
  
figures.	
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