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Importance of Creative Problem Solving as a Key Strategic Competence
Why not to worry about competition.
Grooming the Strategists
It gives list of cases (published separately) imbedded in the Indian context
that can be used to understand the relevance and application of the subject
The book focuses on strategy implementation which are essential to
understand for success of strategy.
The write up are short user friendly even for managers who did not have
exposure to formal management education.
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PREFACE
Several compelling reasons have led to preparation of this short
book. The first and foremost is the concern for giving an
appreciation of a important discipline, strategic management, to a
large number of senior and middle level practicing managers who
face and can help their organizations make a headway in facing
strategic challenges (but do not have a formal education/ training
in management). This appreciation has to be brought in a simple
manner, without overloading with complexities and advance level
knowledge right away and at the same time providing an
opportunity to understand the latter as the interest in the subject
develops. This has been done by giving adequate number of
references to masterpieces and hyperlinking cases and notes
written by authors for the purpose.
The second reason has been to give a complete overview of the
strategic management subject. It is observed that in many books of
strategic management, including masterpieces, the strategy
implementation issues are not adequately covered. Appreciation of
the whole strategic management functions requires an
understanding of approaches for visualization of nature and scope
of strategy implementation tasks and also of what makes these
tasks complex and demanding. Scant attention is paid to change
issues in carrying out a large number of small and medium size
changes that are associated with strategy implementation. It is also
observed that although there is a good number of books on strategic
changes of mega size like turnaround and transformations, mergers
and acquisition etc., but they are more descriptive and not written
in the building block manner, covering various conceptual
underpinnings and techniques that can help a beginner in
understanding tasks and challenges of strategy implementation.
The third concern has been to share learnings emanating from
meaningful case studies (developed by/ in association with authors
of the book), which are embedded in the unique socio-economictechno-political- regulatory-judicial and cultural context of Indian
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business environment (see Cases in Strategic Management by the
authors). The cases cover a large variety of case situations, size,
industry and types of ownership, which will help the readers in
appreciating wider generalizability of strategic management
concepts, approaches, tools and techniques.
Such experiences should help in instilling confidence to face
strategic challenges; be it turning around a sick company making
losses for 24 consecutive years, or increasing MBA batch size three
fold in four months, creating computer centre at 1/3 of expected
cost, or meeting the challenge of increasing MBA intake to meet
the OBC quota requirement in less than stipulated time. Many cases
are short but rich ones which can be easily comprehended for
meaningful class discussion.
The concern for short write ups has been extended even to text of
this book. The chapters have been written in simple but condensed
form to enable one read each chapter in one or two sittings (readings
about 10-15 pages at a time), without compromising on covering
all the significant concepts, tools and techniques sued in strategic
management, brought out by various eminent authors in their
respective books. Wherever the size of the chapter goes beyond 15
pages, one may read one or two sections at a time. It is strongly
recommended that one should refer to them slowly and thoughtfully
as per convenience as the contents in various chapters are
indicative. Providing details could have hampered the gradual
understanding of a reader not familiar with the discipline of
strategic management
The above features have been incorporated to help faculty
members/ trainers in designing courses/ programmes on strategic
management. An instructor can design a basic course/ programme
of 15, 30 or 45 class hours using text and cases (given in the case
book). Additional cases/ text can be freely referred through various
hyperlinks given in the text and setting of the cases.
An important feature of the accompanying Cases Book is inclusion
of short but rich case studies. It is often observed (cutting across
14
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MBA class and Executive programmes) that many participants do
not come to the class after going through the prescribed reading
material, (even if given well in advance) due to lack of interest in
reading long cases or paucity of time. Therefore in the Case Book
a good mix of long and short cases has been kept. The short cases
can be projected on the screen to allow the whole class to read the
case in 10-15 minutes, which improves the level and richness of
class discussion. It also generates interest in reading few long cases
also as the readers’ interest develops in the subject. The instructors
of courses and programmes using other textbooks will also be
facilitated as they can use short and medium size cases from Indian
context given in the accompanying case book.
The sequence of text is aimed at enabling students and practicing
mangers learning and grasping a broad and complex subject in a
simple manner. The text and cases will generate interest and also
enable them learn more advanced, complex issues through selfstudy in an ongoing manner. The text has been spread in four parts
covering twelve chapters.
Chapter 1 starts with explaining why a manager should learn the
strategic management subject. This has been brought out in a
simple and convincing manner. This also helps in understanding
what all needs and must be studied at foundation level. This should
also help faculty members/ trainers in deciding judiciously and
logically what to cover and what not to cover in the first course of
strategic management. This chapter also provides a glimpse of the
task of strategy implementation, which is somewhat out of line with
typical discussions on strategy formulation followed by strategy
implementation. This has been done because the topic of strategy
implementation is vast and students are found to lose interest in the
topic by the time they finish strategy formulation, competitive
strategy etc. An introduction of strategy implementation at the
beginning stage helps in grasping and visualizing the magnitude of
the task in a simple, conceptually sound manner, without being
bogged down with enormous details and miss out significant
issues.
15
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The first chapter also gives advantages of strategic management,
each one of which has been experienced by the author while writing
various cases and through firsthand experience of academic
administration at various levels.
The chapter concludes with a modified framework of strategic
management process, which highlights intricate relationship of
strategy formulation and implementation and also brings out how
experience of implementation drives formulation, changing
strategist’s perception of environment and strength and weakness
of organization as well as his confidence in carrying out the task of
implementation, which explains why every corporate strategy is
unique to the strategist.
Chapter 2 in Part II discusses pioneering concepts in strategic
management which build the foundation of the subject. It also
highlights the importance of ownership, something unique in India,
and differentiates the practice of strategic management in public
and private sector enterprises and multinational companies in
India. The chapter elaborates the concept of corporate strategy and
policies to overcome confusion arising with the functional area
strategies and policies that happens due to indiscreet use of the
word “strategy”.
The chapter also explains that the decision making in strategic
management does not follow the rule of rationality only (as taught
in typical management programmes) but is influenced by two other
streams of thought, namely the intuitive/ emotional and political/
behavioral. It is necessary to appreciate this point, because
although in strategy formulation typically rational/ analytical
model is followed (and it is desirable), strategy implementation
requires and uses as much, if not more, of the other two streams of
decision making processes. The chapter also emphasises that
strategic management requires specialized and exclusive set of
skills and perspective which are beyond different functional area
skills and competence.
The chapter ends with a very useful discussion on integrative
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thinking ability which is very important for practicing strategic
management. This chapter may be skipped if there is paucity of
time for the course (as the details are not required for strategy
formulation) but discussion on integrative thinking ability should
be covered. The whole chapter may be gone through after finishing
other chapters at least, because whenever one fails to appreciate a
strategic issue or coping strategies, it will provide sound bases for
conceptualizing the issue/ problem.
Chapter 3 gives the pioneering works related to the process of
strategic management. It links the process of strategic management
with operations, through a three stage model, long range strategic
planning (for strategy formulation), long range action planning (for
strategy implementation) and annual planning and budgeting for
operations.
Secondly, it also helps in highlighting that while strategy
formulation is only “thinking” part, strategy implementation has
two parts, “thinking” as well as “doing”, which is necessary to
distinguish because thinking part of strategy implementation has to
be closely related and has to discussed together with formulation,
before deciding for strategy options.
The chapter also highlight a very important topic of management
control system, which needs to be treated as integral part of
strategic management, failing which corporate strategy is
susceptible to failure. Like Chapter 2, this chapter may also be
skipped, if there is paucity of time, and can be referred later, but
importance of management control as an integral part of strategic
management should be appreciated/ highlighted.
Chapter 4, 5 and 6 are integral unit, trifurcated mainly for the
purpose of ease of reading and comprehension. Chapter 4 deals
with various issues connected with environment analysis and
strengths and weakness analysis of the organization using various
techniques to develop Environment Threats and Opportunity
Profile (ETOP) and Strategic Advantage Profile (SAP).
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Chapter 5 discusses generation of various strategic alternatives
using ETOP and SAP analysis. This chapter also discusses unique
industry environment, focusing on competitor analysis to develop
Competitive Advantages Profile (CAP), which helps in
visualization and development of competitive strategy. Finally
Chapter 6 discusses various tools and techniques and
considerations that are used for final selection of corporate strategy
from various, promising strategic alternatives. This chapter ends
with two important strategy modifiers, the personal values of top
managers and social responsibility of business, on which the
selected corporate strategy must qualify.
Chapter 7 and 8 are devoted exclusively to strategy
implementation, the challenges that one faces in executing strategy.
Building upon discussion on strategy implementation in Chapter 1,
these chapters meaningfully elaborate on nitty gritty, which is
hoped to help the students and practitioner alike in developing
necessary confidence for executing corporate strategy. This chapter
would also help the reader in appreciating various uncertainties, if
and buts, and dilemmas on the way of strategy execution. It will
also help them in understanding why the strategic management
process has to indulge in intuitive and political processes
(discussed more in Chapter 10 - 12). It will also help readers in
appreciating the importance on emotional/ behavioral side of
strategic management process, which is often not realized if one
confines the study of strategic management to strategy formulation
only, devoid of strategy implementation.
Chapter 9, 10, 11 and 12 are devoted to management of change
associated with strategic management. While major focus of
strategic change is Chapter 11, one can’t understand it without a
conceptual understanding of the scope, nature and fundamental
process of change, which is covered in Chapter 9. Chapter 10
enhances one’s understanding of various barriers and sources of
resistance to change, which create challenge of managing change
and whose understanding in necessary to develop coping strategies
in a practical manner.
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Chapter 11 outlines the process of implementing change in a
logical, planned way. This chapter starts with managing small
change for two reasons; One to understand execution of change
programme in a simple manner. Second, strategic changes typically
require a large number of small and medium size changes to be
managed simultaneously or phased manner, in tandem. This is
followed by step by step method of executing a major change
programme. The chapter ends with insights into control and
evaluation of programme, the latter to decide whether change
process should be allowed (with or without) modification, to assess
whether the change programme has been executed successfully,
and to develop change agents.
Finally Chapter 12 discusses attributes of mega strategic changes.
The chapter helps the reader in appreciating the differences in
various types of strategic changes, expansion related, turnaround
and transformation and mergers and acquisition related. It will also
help in appreciating the managerial challenges associated with each
and why expertise of one type may not to be enough to carry out
the other. Certain important concepts like TPC rope, importance of
organisation archetypes for managing change have been briefly
discussed to help one appreciate in which directions strategic
change may move, if not managed properly.
This short book thus may help the readers in having an appreciation
of the entire strategic management process and help in developing
expertise and confidence to develop and execute corporate
strategies successfully. The faculty members may also find the text
and cases useful to enrich course/ programme design and class
discussions.
Prof. Krishna Kumar
Prof. Ritu Srivastava
Ruchi Srivastava

Teachers Day,
Sept. 5, 2017
Lucknow
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