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This document has been meticulously compiled and designed for the best possible revision purposes, aiming
to assist students and professionals in mastering the complexities of Strategic Management. The structure,
presentation, and curated compilation of these revision materials—including but not limited to the comprehensive
modules on Introduction to Strategic Management, and Strategic Analysis & External Environment, Strategic
Analysis - Internal Environment, Strategic Choices and Strategy Implementation and Evaluation — are the exclusive

intellectual property of Chandu Kanuri Publications Ltd.

No part of this publication may be reproduced, distributed, transmitted, stored in a retrieval system, or
translated into any language in any form or by any means—whether electronic, mechanical, photocopying,

recording, or otherwise—without the express prior written permission of the publisher.

This educational resource is strictly protected under the provisions of the Copyright Act, 1957 of India, along
with its subsequent amendments. The Act grants exclusive rights to the creator regarding the reproduction and
distribution of this work. Any unauthorized dissemination, commercial exploitation, modification, or adaptation of
the material contained herein constitutes a direct infringement of these statutory intellectual property rights.
Chandu Kanuri Publications Ltd reserves the right to initiate rigorous civil and criminal legal proceedings, including
claims for damages and penal consequences, against any individual or entity found violating these terms under the

applicable sections of the Copyright Act, 1957.

While every effort has been made to ensure the highest degree of accuracy, reliability, and completeness of
the Strategic Management provided herein for revision purposes, this publication is intended strictly as an
educational aid. It should not be construed as absolute professional advice, nor is it a substitute for official
accounting standards or statutory guidelines. The publisher assumes no responsibility or legal liability for any

errors, omissions, misinterpretations, or any loss or damage arising from the use of this material.
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1. Introduction to Strate

1. Goncept of Management

i As a Key Group: It refers to the group in charge of an organization's affairs. They mobilize and utilize
diverse resources (manpower, money, material, technology) to create a functioning whole. Survival depends
on their competence and character.

i As aProcess: It is a set of interrelated functions: Planning, Organising, Directing, Staffing, and Control. It is

an influence process backed by power and competence to formulate goals and adapt to the environment.
2. Goncept of Strategy
Strategy is the game plan used by management to take a market position, conduct operations, satisfy
customers, compete successfully, conduct its operations and achieve organizational objectives. It reduces
uncertainty caused by changes in the environment.

Key Characteristics:

& Long-range Blueprint: It defines the organization's desired image, direction, and destination (what it

wants to be, what it wants to do, and where it wants to go).
4 Itis consciously considered and flexibly designed scheme of corporate intent and action;
o to mobilize resources,
o to direct human effort and behavior,
o to handle events and problems,
o to perceive and utilize opportunities,
o to meet challenges and threats for corporate survival and success

4 Flexible & Pragmatic: Strategy is never perfect or flawless. It must be flexible to handle emergencies and

avoid failures. It is no substitute for sound, alert and responsible management. Allowances are made for

possible miscalculations and unanticipated events.

Strategy: Proactive vs. Reactive
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Figure: A company'’s actual strategy is partly planned & partly reactive

3. STraTegic Managemen’r

It is the managerial process of developing a strategic vision, setting objectives, crafting a strategy,

implementing and evaluating the strategy, and initiating corrective adjustments. It is a cyclic process.

[A. Objectives of Strategic Management]

1. Create Competitive Advantage: To outperform competitors and deliver superior value to customers.

2. Guide through Environment: To successfully react to changes in the environment.

[B. Importance (Benefits) of Strategic Management]

= Direction: Helps define realistic objectives, goals and mission, giving the company a clear direction
which are in line with the vision of the company.
X Proactive Approach: Enables organizations to shape their future and control their destiny rather than

being mere spectators.
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= Framework for Decisions: Provides better guidance for crucial decisions on businesses, products, and

markets.

= Pathfinder: It seeks to prepare the organisation to face the future. Helps identify available opportunities

and means to reach them.
x  Corporate Defense Mechanism: Helps avoid costly mistakes and pitfalls in product-market choices.
X Longevity: Helps the business survive in a dynamic environment by not relying solely on luck.

x  Core Competencies & competitive advantage: Facilitates the development of Core Competencies and

competitive advantages for survival and growth.

[ C. Limitations of Strategic Management ]

x  Complex & Turbulent Environment: Future shapes are difficult to predict. Estimates may go wrong.
®  Time-Consuming: Planning and strategizing consume time that might impede daily operations.
x Costly Process: Requires expert planners and significant funds for analysis and implementation.

x  Competitor Responses: It is difficult to estimate how competitors will react.

4. Strategic Infent

Strategic Intent gives an idea of what the organisation desires to attain in future - "what they want to do" and

"why they want to do it". It serves as the philosophical base of strategic management.

Values/Value System

A. Vision

Definition: The blueprint of the company’s future position. It describes what the organisation would like to
become in future.
Role: Strategic vision speaks about

* management’s aspirations for the business,
* providing a panoramic view of the “where we are to go” and

= convincing rationale for why this makes good business sense for the company
Essentials:
o Think creatively, Intelligent entrepreneurship, Well-articulated, Best worded
Examples:
o HDFC Bank: To be a "world-class Indian bank".
o LIC: "A trans-nationally competitive financial conglomerate...".

o Apple: "To make great products...".

B. Mission

Definition: Delineates the firm's present business, its goals, and ways to reach them. It answers "What

business are we in?" and "Who we are and what we do".

Role: Why should an organization have a mission?
i To ensure unanimity of purpose within the organisation.
i Todevelop a basis or standard, for allocating organisational resources.
i To provide a basis for motivating the use of the organisation’s resources.
i To establish a general tone or organisational climate, to suggest a business- like operation.
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