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Chapter One: Basic Conception
of Strategy

1.1 Conceptions of Strategy

Nearly everyone knows the conception of what strategy
it i1s, for example, strategy is concerned with the things
that will happen in the future but present. While, the up-
date definition of strategy is from the UK scholar, Mr.
Johnson and Scholes. “Strategy”, the direction and scope
of an organization in the long term, is to achieve competi-
tive advantage for the organization through the configuration
of its internal resources in the changing environment and to
meet the needs of markets and organization owners (G.
Johnson & K. Scholes, 1999). In this definition, some key
words such as direction, scope and changing environment
should be concerned. For example, the “direction” is con-
cerned with where is the organization going, ~ scope’ is
concerned with what is the organization doing and “chang-
ing environment” refers that the environment is dynamic.
All these mean that you should consider something in the
long-term for the whole organization. It also means that you
must do a correct thing, not do just things correctiy.
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do a correct thing 8 —#H EHE (LK &%)

do a thing correctly —HEHEZH(FE AN ER)

Usually, strategy exists at three levels that could be
defined as corporate level, business unit level and opera-
tional level. It means that the managers should consider
strategy issue for the organization from these three levels.
Good understandings to these levels could be a good sup-
pert for further understanding to the strategy. That is: The
corporate level refers to the whole purpose and scope of
the organization to meet the needs of the organization own-
ers. The business unit level refers to how to compete suc-
cessfully in a specific market and the operational level con-
cerns on how the component parts of the organization in
terms of resources, people and their skills could effectively
deliver the corporate and business strategy.
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1.2  Strategic Management

1.2.1 Conception of Strategic Management

Strategic management not only includes the process of
strategic decision-making facing the organization, but also
includes things on how to make strategy into effect. Com-
paring with operation management such as efficient produc-
tion of goods, management of sales force or financial con-
trol etc, strategic management nearly takes all the key busi-
ness issues such as marketing, finance, operation, human
resource management, change management and informa-
tion management, etc. into consideration. Because of this,
how to make effective strategic management is very impor-
tant to the organization. Then, what is strategic manage-
ment? Strategic management should include strategic analy-
sis, strategic choice and strategic implementation. Here,
the analysis process will provide a basis for strategic choice
since analysis process could provide an overall understand-
ing to the whole internal environment and external environ-
ment. While, the external analysis is the most important
section in the strategic management.

| 7310
operation management 1% i ¥ 3
issue E ‘?

m— Lt S o
Strategic analysis includes organization” s mission and
goal, environment analysis and resource analysis. Strategic
choices include the basis of choice, options generation and
directions evaluation. While the strategic implementation in-
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