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Introduction
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Synoptic Overview: SBU most affected
by Decision Making Process
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DEFINITIONs (1/3)
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STRATEGYSTRATEGY::

1. A method or plan chosen to bring about a desired future, such as

achievement of a goal or solution to a problem.achievement of a goal or solution to a problem.

2. The art and science of planning and marshalling resources for

their most efficient and effective use. The term is derived from the

Greek word for generalship or leading an army.
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DEFINITIONs (2/3)
5

TACTIC (or TACTIC (or TactiqueTactique))::

Means by which a strategy is carried out; planned and ad hoc

activities meant to deal with the demands of the moment, and toactivities meant to deal with the demands of the moment, and to

move from one milestone to other in pursuit of the overall goal(s).

In an organization, strategystrategy is decided by the boardboard ofof directorsdirectors,

and tacticstactics by the departmentdepartment headsheads for implementation by the

junior officers and employees.
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DEFINITIONs (3/3)
6

PROGRAM (or PROGRAM (or TecniqueTecnique))::

A plan of action aimed at accomplishing a clear business objective,

with details on what work is to be done, by whom, when, and whatwith details on what work is to be done, by whom, when, and what

means or resources will be used.
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STRATEGY-TACTIC-PROGRAM
7
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Strategy Hierarchical Pyramid (SHP)
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Strategy: the Concept (1/2)
9

EthimologyEthimology::

The term “Strategy” comes from the late French (Stratégie), which comes from the
ancient Greek term “Strategia”, which basically means “office or command of a

General”, during a war. From this root (Strategia) comes the term “Strategos”, who
was a General, a Commander of an Army. The same term “Strategia” also seems
to come from another ancient Greek term: “stratos”, which means “multitude, army,

expedition, encamped army”. Nonetheless, according to the most accepted
interpretation, the term “Strategia” comes from the mix of two Latin terms: the
noun “structura” and the verb “àgere”: acting a structure, applying a procedure to
a present and evident (and given) structure.
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Strategy is a term which definitely deal with “war” and whose meaning is planning the

best and most effective plan of action, for winning a war. Strategy is one of the most
remarkable aspect of a Business. The overall of the Business world is “mastered” by
Strategy. One of the hugest evidence of this sentence, is that all the language directly
dealing with a generic Business has been “borrowed” by the military language: Market

Strategy: the Concept (2/2)

dealing with a generic Business has been “borrowed” by the military language: Market

(from the ancient Greek term “Macheo”: war/competition), Target, Scoring the target,
Strategy of Penetration, Competitor, Enemy, Competitiveness, Tools and Resources, Action

Plan, Reaction Plan, Proaction Plan, Realignment Plan, playing the game in the Contest,
Tender (and Competition), and others. The Business – thus – ought to be intended such as
a complex War, in which there are present many kind of opposite and adverse interests,
coming from the overall of the Operators (Players, Competitors, Customers, Suppliers) and
ruled by specific norms, which comes from the external environment (Market, Legal

Regulations, Governmental and International Regulations).
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Strategy SET-UP (1/3)
11

GRANDGRAND--STRATEGYSTRATEGY::

The set up of a rational Business Strategy is strongly related to another competence
and skill: “planning”. The term “plan” comes from the ancient Latin (“Planum”) and
means – extensively intended – “a clear scheme of actions” developed to achieve ameans – extensively intended – “a clear scheme of actions” developed to achieve a
specific goal. There is no overlapping between these two concepts and all their
relevant consequences. The Strategy defines the direction and the orientation, while
the Plan (the Plan of Action, in specific), defines the approach, the procedure and the
methods to achieve the objectives defined by the Strategy. It is usually agreed that
Strategy is the first item, while Planning (e.g.: Tactique or Tactic) is a bundle of second
items, which are specifically required to achieve specific objectives. At the end, the
Programs are the further declinations of the Plans (and of the Tactics): comprehensive
Plans, which include specific items.
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3 BASIC STEPs3 BASIC STEPs::

ASSESSMENTASSESSMENT: At this stage, the Managers involved in Strategic matters must clearly
identify the Company’sCompany’s VisionVision andand MissionMission statementsstatements. Business Vision basically answers the
following question: What does this organization want to become? Without visualizing the
Company’s future, Managers would not know where they want to go and what they have to

Strategy SET-UP (2/3)

Company’s future, Managers would not know where they want to go and what they have to
achieve. A kind of preliminary S.S.V.O.P.-Analysis.
FORMULATION/DEVELOPMENTFORMULATION/DEVELOPMENT: The formulation consists in the setting up of long-term

objectives. Long-term objectives indicate goals that could improve the Company’s
competitive position in the long run.
EXECUTION/IMPLEMENTATIONEXECUTION/IMPLEMENTATION: The first point in Strategy implementation is setting
annual objectives for the Company’s main functional areas (Departments). These smaller
objectives specifically deal with financial, marketing, operations, human resources and
other functional goals and achievements.
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STRATEGY Layout/Setup (3/3)
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(1/2) FACTORs AFFECTING
the Grand Strategy (& Stragetic Planning)

14

EVIDENT EVIDENT -- OBJECTIVEOBJECTIVE::

EEVIDENTVIDENT FFACTORSACTORS (evident and quantitative factors, which impact the selection of a

strategy); these factors actually affect the development of a strategy; they basically come
from the external environment:from the external environment:

1. Business field (in which the Company operates);
2. Geographical Area (of residency and/or operativeness of the Company);
3. Company Size (if compared to the other Companies which operate in that

Business Field and in that specific Area);
4. Legal Environment (end relevant rules, regulations and fulfilments required).
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UNEVIDENT UNEVIDENT -- SUBJECTIVESUBJECTIVE::

SSUBJECTIVEUBJECTIVE FFACTORSACTORS (non-evident and qualitative factors, which impact the choice as

well); these factors pertain to the Company itself, to its (human) resources and to
psycho/social aspects:

(2/2) FACTORs AFFECTING
the Grand Strategy (& Stragetic Planning)

psycho/social aspects:
1. Objectives, which the Strategy requires to achieve;
2. Time (the available period of time which the Strategist defines – or “is forced to

define” – to achieve the objectives;
3. Actual will to make the investment (needed to implement the Strategy; e.g.: actual

Shareholders’ will to invest);
4. Actual level of hard (operational) and soft (managerial) competences of the

Company Human Resources;
5. Current Market-Share targeted by the Company;
6. Open-Mindedness of the Top-Management of the Company.

Session: 7) Manager as a Planner and Strategists - Strategic Management Frame



16

ATTACKATTACK::

ATTACK (Attacking Strategies)
The Company is “the Offender”, which means that the Strategist

Classical TYPEs of Strategies (1/4)

The Company is “the Offender”, which means that the Strategist
decides to offend the Competitors in advance and/or to execute
some market/business actions without any moves from the
Competitors occurred; this is a kind of “proactive strategy” which
means that the Strategist definitely decides to “advance” any move
coming from the Market (the Competitors), based on the conviction
of meeting somehow the directional Customers, with his move.
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DEFENCEDEFENCE::

DEFENCE (Defensive Strategies)
The Company is “the Defendant”, which means that the Strategist is

Classical TYPEs of Strategies (2/4)

The Company is “the Defendant”, which means that the Strategist is
“managing” the attack the Company has received from the
Competitors (the Offender) and/or from other parties belonging to
the external environment (Governmental Entities, Regulation,
Suppliers, Customers). The Company is “defending” itself from a
received attack: this kind of strategy is mostly finalized to reduce
the loss and/or the risk of being totally rejected by the Market
(e.g.: the Company is losing its previous Market-Share).
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COUNTERATTACKCOUNTERATTACK::

COUNTER ATTACK (Counterstrategies)
The Company is reacting to an offensive which has been practiced

Classical TYPEs of Strategies (3/4)

The Company is reacting to an offensive which has been practiced
by another Company (the Offender), and this action is not limited to
“reduce” the loss/risk, but even to achieve (or regain) a supremacy
against the Offender. The Strategist is practicing a kind of “reactive

strategy”.
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ABSENCE:ABSENCE:

NO REACTION AT ALL (NRA – Un-Evident Strategies)
As a fourth kind of strategy, even “doing nothing” might be considered

Classical TYPEs of Strategies (4/4)

As a fourth kind of strategy, even “doing nothing” might be considered
a potential choice made by a Strategist (and by a Company). This kind
of un-evident strategy might be forced by financial and/or managerial
limits/considerations, but also be intended as a clear choice of the
Strategist. The Company is not “out of the game”, but – on facing new
conditions or remarkable events – is rather taking its time to observe the
Market, the Competitors and mostly the Market reaction, before taking
its next move.
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1.1. Position Market Defence Position Market Defence 

2.2. Frontal Attack Frontal Attack 

3.3. Encirclement Strategy Encirclement Strategy 

Academic TYPEs of Strategies (1/2)

3.3. Encirclement Strategy Encirclement Strategy 

4.4. Flanking Strategy Flanking Strategy 

5.5. Mobile Defence Mobile Defence 

6.6. Formal Counter Offence Formal Counter Offence 

7.7. Guerrilla Strategies Guerrilla Strategies 
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Academic TYPEs of Strategies (2/2)
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Warfare TYPEs of Strategies (1/2)

••Winning after FightingWinning after Fighting
(Lowest Combat Degree (Lowest Combat Degree –– LCD)LCD)

••Fighting after WinningFighting after Winning••Fighting after WinningFighting after Winning
(Tactical Combat Degree (Tactical Combat Degree –– TCD)TCD)

••Winning without FightingWinning without Fighting
(Superior Combat Degree (Superior Combat Degree –– SCD)SCD)
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Warfare TYPEs of Strategies (2/2)
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MAIN STRATEGIC TOOLs
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STRATEGIC-KERNEL Concept
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SCENARIO PLANNING Concept
26

DEFINITION:DEFINITION:
Process of visualizing:

(1) what future what future 

conditions or events conditions or events 

are probable;

(2) what what their

consequences consequences or 

effects would be like; 

(3) how to respond how to respond to, 

or benefit from, them.
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PESTEL-ANALYSIS (1/2) Concept
27
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PESTEL-ANALYSIS (2/2) Details
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SVOP-ANALYSIS Details
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ANSOV-MATRIX 
(Coverage/Diversification)

30

DEFINITION:DEFINITION:

Strategic marketing

planning tool that linksplanning tool that links

a firm's marketing

strategy with its general

strategic direction and

presents four alternative

growth strategies as a

table
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STRATEGIC-MAPPING
32
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CANVAS BUSINESS MODEL
(1/2) Pattern
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CANVAS BUSINESS MODEL
(2/2) Layout
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RIVALRY-ANALYSIS (1/3) Concept
35

RIVALRY:RIVALRY:

A mix of occurrences in A mix of occurrences in 

which a set of which a set of 

individuals (or individuals (or 

Companies) Companies) COMPETECOMPETE

for getting the for getting the SAME SAME 
THINGsTHINGs..

��

Set of CompaniesSet of Companies

CompetitionCompetition (Rules)(Rules)

TargetTarget--MarketMarket IDENTITYIDENTITY
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RIVALRY-ANALYSIS (2/3) Details
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RIVALRY-ANALYSIS (3/3) Details
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Marketing-MIX PLAN
38

DEFINITION:DEFINITION:
A plannedplanned mixmix of the controllable

elements of a product's marketing

plan, commonly termed as 77PsPs--MIXMIX:

1. Product1. Product

2. Price

3. Place

4. Promotion

5. People (Personnel)

6. Processes

7. Physical Environment

Session: 7) Manager as a Planner and Strategists - Strategic Management Frame



SWOT-ANALISYS (1/2) Details
39

DEFINITION:DEFINITION:

Situation analysis in which

internal strengths and

weaknesses of anweaknesses of an

organization, and external

opportunities and threats

faced by it are closely

examined to chart a strategy.

SWOT stands for strengths,

weaknesses, opportunities,

and threats.
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SWOT-ANALISYS (2/2) Details
40
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RECAP: Strategic TOOLs
41

STRATEGICSTRATEGIC
MANAGEMENTMANAGEMENT

FRAMEFRAMEFRAMEFRAME
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Grand Strategy COST estimation
43
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Academic Perspective: GS/Setup
44
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Levels of Planning (1/2)
45
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Levels/Type of Planning (2/2)
46
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Porter’s Strategy SEGMENTATION
47
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EXPORT-Strategies
48
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SUMMARY (1/3)
49
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SUMMARY (2/3)
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SUMMARY (3/3)
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