Strategic Competitiveness
· Basic concepts of strategy:

· Competitive advantage — operating with an attribute or set of attributes that allows an organization to outperform its rivals.

· Sustainable competitive advantage — one that is difficult for competitors to imitate.

· Strategy — a comprehensive action plan that identifies long-term direction for an organization and guides resource utilization to accomplish organizational goals with sustainable competitive advantage.
· Strategic management — the process of formulating and implementing strategies to accomplish long-term goals and sustain competitive advantage.

· Goal of strategic management is to create above-average returns for investors.
· Environments and competitive advantage (Earning above-average returns depends in part on the organization’s competitive environment)
Types of Environments
· Monopoly.

· Only one player and no competition.

· Creates absolute competitive advantage.

· ie. Hydro, Alcohol, Microsoft

· Oligopoly.

· Few players not directly competing against each other.

· Long-term competitive advantage in defined market segment.

· ie. Breakfast cereal, cell phones, internet

· Hypercompetition.

· Several players directly competing against each other.

· Any competitive advantage is only temporary.

· ie. Restaurants, clothing, travel, etc.

Strategic Management Process

· Strategy formulation

· The process of creating strategy.

· Involves assessing existing strategies, organization, and environment to develop new strategies and strategic plans capable of delivering future competitive advantage.

· Strategic question for strategy formulation:

· What is our business mission?

· Who are our customers?

· What do our customers consider value?

· What have been our results?

· What is our plan?

· Strategy implementation

· The process of allocating resources and putting strategies into action.

· Essential tasks for strategy implementation (pg.230):

· Identify organizational mission and objectives.

· Assess current performance according to mission and objectives.

· Create strategic plans to accomplish purpose and objectives.

· Implement the strategic plans

· Evaluate results; change strategic plans and/or implementation processes as necessary.

· Analysis of mission:

· Mission: The reason for an organization’s existence.

· Good mission statements identify:

· Customers

· Products and/or services

· Location

· Underlying philosophy

· An important test of the mission is how well it serves the organization’s stakeholders.

· Analysis of objectives (specific results that organizations try to accomplish):

· Operating objectives direct activities toward key and specific performance results.

· Typical operating objectives:

· Profitability

· Market share

· Human talent

· Financial health

· Cost efficiency

· Product quality

· Innovation

· Social responsibility

· The strategic management process always involves careful analysis of organizational resources and capabilities. A common technique businesses use is the SWOT analysis.
· SWOT analysis – the internal analysis of organizational Strengths, Weaknesses, Opportunities, & Threats.

· Strength & Weaknesses (Internal – about your company)

· Opportunities & Threats (External – about your external environment)

SWOT Analysis

· What are our Strengths?

· Manufacturing efficiency?

· Skilled workforce?

· Good market share?

· Strong financing?

· Superior reputation?

· What are our Weaknesses?

· Outdated facilities?

· Inadequate research and development?

· Obsolete technologies?

· Weak management?

· Past planning failure

· What are our Opportunities?

· Possible new markets?

· Strong economy?

· Weak market rivals?

· Emerging technologies?

· Growth of existing market? 

· What are our Threats?

· New competitors?

· Shortage of resources?

· Changing market tastes?

· New regulations?

· Substitute products? 

