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	Objectives
	

	

	

	


Students Will Learn

1. To take control of their destiny by establishing a lean, effective strategy process that fits their business. 

2. To reach and stretch for higher levels of attainment. 

3. To achieve faster growth and higher profits. 

4. To sharply focus their resources on things that are critical. 

5. To deal with the rapidly changing developments that will confront their businesses in the new millennium. 

6. To translate the company vision into personal involvement for key employees. 

7. To provide common understanding and coordination of effort. 

8. To build motivation, enthusiasm and commitment. 

In general, they will accomplish this without interfering with the conduct of their business
	The Meaning of Strategic Planning
	

	

	

	


There is a great deal of misunderstanding and misuse of the terms “strategy” and “strategic”. These terms derive from the military. In the military, “strategy” deals with the overall direction of the entire war effort. It lays out the top command’s vision as to the general course and direction of the war, i.e. how the war is to be won. The “Generals” determine what is to be attacked, what is to be defended, what is to be by-passed and what is to be given up without a battle.

They must consider many factors in the quest for a successful strategy, such as their own resources, capabilities, limitations, strengths and weaknesses; the resources, capabilities, limitations, strengths and weaknesses of the enemy; the terrain, the weather, the likelihood and impact of uncertain events and developments (including what the enemy might do); threats; opportunities; things that might go wrong.





	Benefits of Strategic Planning
	

	

	

	


While there are many very real ancillary benefits, they all fall under the umbrella of the primary benefit which is to optimize the organization’s future potential through the formulation and realization of a well thought-out, sound, and appropriate overall course and direction.

	The Need of an Strategic Plan
	

	

	

	


Every endeavor or enterprise already has a strategy. These range from some vague sense of the desires of the owner to massive, overly sophisticated master plans. So the question is not whether every company needs a strategy, but rather whether the company's strategy needs to be well-thought-out, sound appropriate and doable. 

	Planning to Success
	

	

	

	


Success is strong evidence that a company has had a sound and appropriate strategy. Notice the past tense. There is absolutely no guarantee that yesterday's sound and appropriate strategy will continue to be successful in the future. Indeed, there is great danger in assuming so without adequate study. There are many examples of once successful companies that failed because they stuck with a once successful strategy that had become inappropriate. For example, consider the fall of one of the most successful companies of the early twentieth century, Baldwin Lima Hamilton, the great locomotive builder. This company simply did not have the requisite capabilities for the diesel-electric locomotive industry. Moreover, its core competencies were superfluous for this industry and might have been highly valuable elsewhere.

	Small Company Planning?
	

	

	

	


First, it should be pointed out that smaller companies have less tolerance for misapplying their limited resources than larger companies. Therefore, if anything, they have a greater need. Second, it should be pointed out that smaller, simpler companies require smaller, simpler planning.

	Resources for an Adequate Planning
	

	

	

	


The resources in question are the people who will be doing the strategic planning -those who are running the business. The management of the smaller company has a distinct advantage over the management of the business giant when it comes to strategic planning because they are intimately familiar with what goes on in the business- they are down in the trenches rather than insulated and isolated up in corporate headquarters. 

	Timing for Planning
	

	

	

	


Experience shows that the top management team will devote approximately 2 - 4% of its time to Simplified Strategic Planning. In reality, structured strategic planning is not something more to do, but rather a better way of doing something already being done. Indeed, in the long run it is a net time saver. It should be acknowledged that there is a danger of strategic planning becoming a time trap. Avoiding that trap is one of the fundamental purposes of Simplified Strategic Planning.

	Planning in Uncertainty?
	

	

	

	


There is sometimes the feeling that forward planning is futile because it will be overwhelmed by unanticipated events and developments. Uncertainty is, indeed, a major problem in forward planning. However, to conclude that the best way to deal with the problem is to not plan is an ostrich-like response. To the contrary, the greater the uncertainty, the greater the need for good strategic planning.

	Planning Ahead
	

	

	

	


There may be valid reasons for delaying the initiation of strategic planning, but businessmen should be very cautious about doing so. First and foremost, all too frequently our clients have discovered things during the initial planning cycle that would have probably remained undiscovered in the absence of the planning process and which would have caused great damage in that event. Second, the world is not going to stop and wait for them. Windows of opportunity open and close. Third, delay can become continual.

A common cause for delay is the perception that the management team just isn’t ready for strategic planning--and that the delay will result in better planning. Sometimes this may be true; e.g., the company is recruiting a new CEO. But no company is ever going to be fully ready, and “better” planning next year is seldom really “better”.

	Developing Confidence
	

	

	

	


Even in the presence of a structured strategic planning process, it is quite possible to formulate unsound, inappropriate strategy and/or to fail at implementation. There are many pitfalls, such as lack of commitment and involvement; inadequate process understanding; lack of conceptual focus; complexity; getting off base; inadequate analysis; rigid, mechanistic adherence to some pet theory; poorly conceived action plans; inadequate understanding of resource requirements and availability; planning not integrated into regular management process; assumption/presumption errors; inflexibility; failure to monitor progress and developments; etc.

What is required is a sound approach, management commitment and good planning leadership. One of the best first steps toward acquiring these prerequisites is to attend our seminar on Simplified Strategic Planning for Small to Mid-Sized Companies. This seminar lays out a streamlined, yet thorough, approach to strategic. It demonstrates a variety of techniques for obtaining management commitment. And it details the necessary attributes of good planning leadership. Following the methodology presented in this seminar will save both time and money. It will make the process easier (though not easy). And it will help students avoid the pitfalls.

	The 10 Issues
	

	

	

	


1. The Strategic Management Process: An Introduction

2. The Three Strategy-Making Tasks (Vision/Mission, Objectives, Strategic Choice)

3. Industry and Competitive Analysis

4. Company Situation Analysis

5. Strategy and Competitive Advantage

6. Matching Strategy to a Company’s Situation

7. Corporate Diversification Strategies

8. Strategic Analysis of Diversified Companies

9. Implementing Strategy: Core Competencies, Reengineering, and Structure

10. Implementing Strategy: Budgets, Policies, Best Practices, Support Systems, Rewards, Culture and Leadership

Strategic Assessment establishes, first, the impetus for organizational change (the case for action). It makes clear why maintaining the status quo is not a viable option for the future. Next, it clarifies and focuses on the core purpose of the organization (the mission). 

	The 12 Keys
	

	

	

	


	MNG 255 
	Strategic Planning 


Strategic Planning establishes the approach for achieving the vision. 

· “Objectives” are the handful of critical things that must be accomplished in order to achieve the vision. 

· “Strategies” are the ways in which the objectives will be accomplished. While objectives are the “what”, strategies are the “how”. 

· “Metrics” are the means by which progress and success are quantitatively determined. 
	MNG 256 
	Strategic Implementation


Strategic Implementation establishes control of plan execution. 

· First, an environment must be created to support the successful execution of the plan (organizational alignment). 

· Next, progress and performance must be regularly monitored and reviewed. 

· Finally, recognizing that conditions and circumstances change over time, it is crucial to reassess and then revise the plan periodically. 

	MNG 264
	Management of Innovation and Technology


Course is the first jointly taken course for the engineering and commerce college undergraduates in the Technology and Management program. It focuses on the strategic management of technology and innovation in organizations. It builds primarily on broad models of technological evolution and organizational change. Prerequisite: Admission to the Technology and Management program.

	MNG 315
	Small Business Consulting


Through guided experience, students identify and offer advice to local small business firms; exposes students, serving as consultants, to the wide variety of problems facing the smaller firm as well as enables them to apply current business methods to real problems. Students work in teams. 

	MNG 384
	Entrepreneurship: Small Business Formation


Studies entrepreneurship for those with a serious interest in owning their own business within five years of graduation; students prepare a comprehensive business plan for starting or acquiring such a business; also studies the problems of an existing small business. 

	MNG 376
	Business Policy


Analysis of policy formulation and implementation from a company-wide standpoint; emphasis on integration of knowledge and approaches across functional areas; both endogeneous and exogeneous factors which affect company policies; and the role of the firm in society. 

	MNG 264
	Industry and Competitive Analysis


Develops concepts and techniques critical for formulating competitive strategy in a variety of business environments. Focuses on analyzing the structure of industries, the evolution of this structure, the pattern of interaction among competitors, and the competitive position and advantage of firms in the industry. 

	MNG 411
	Technology Strategy


Develops concepts and analytical frameworks for evaluating the role of technology in the competitive advantage of the firm. Focuses on the technological environment of the firm, the use of technology to secure competitive advantage, and the management of innovation. Emphasizes the products, processes, and people of technology and innovation management. Prerequisite: First year of the Master of Business Administration program or equivalent. 1 unit.
	MNG 414
	Strategic Management for Competitive Advantage


Policy construction and planning of policy implementation at the executive level; case studies of company-wide situations from the management point of view; and integration and application of material from previous courses. 

	MNG 425
	Fundamentals of Strategic Management Research


Seminars on topics in the development of strategic management theory. Topics include: Classics in Strategic Management (explores the historical development of the foundational literature of strategic management) and Theory Development and Assessment in Strategic Management (focuses on the process of conducting and critiquing research in the field). 

	MNG 462
	Corporate and Competitive Strategy


Research seminars on topics in firm-level and business-level strategy. Topics include: Corporate Strategy (explores issues associated with the scope of the firm, corporate governance and value creation) and Competitive Strategy (focuses on strategic positioning, timing, competitive advantage and sustainability). 

	MNG 575
	Seminar in Organization Theory


This course introduces students to the major schools of thought in organization and management theory.  It considers the development of the field, major and foundational works in particular areas or schools of thought, and provides a cognitive map with which to evaluate contemporary research and debates.  At the end of the course the student will have an understanding of the strengths and weaknesses of each major paradigm or perspective.

