


Strategic Management in Business
| i § B
i B B

TH %%

FWsl6EH




A AR
k175 158 BA

B LSS EEBARMREEDS SR AR RO E
¥,

AR BNAAE. MNH e LR AE, 280k RISMNRIR
BRI, SHIENSL R, FREEVES: FEHIFMAERL,
PlES W A RIS ER, MR, Bl E a0 R R AR e,
RHABG ., RIS NOHTT; FRETEEATER, Ritiif
#r. AR FENA R, HTREFRRAECVERETEARBREENER)
R, Hk, IREBARGEVRBEERN LR, HERW EHEIIE—4
+4r i BERANA

g, DI ERECHRRE, BEEENEC RN, EmEH,
MR, NSRRI B, TR T4 BN BB AR
EWINEETIHEARE. ETRMMLESRM. BRdlE F1ENRE,
MR HEEENF. AEASTHERY, REXHERNBENRIY —RBEY
HASE A, RS RISe EE LUR R WA BNE, BE, B4
RAWZE M. BHEHMINE.

AR EEHALE, JIRTHBEYARR. KERNEEEN, WOV Yk
UGS B 1K S T SR B B T R R BT I K T
FHERG AL SERMEREBRIESMN “THARM ™ (capstone ) BfE,
TESEL R, T IMNITREAT B O W RIMIgk T, WHRTESH AL, iF
E00E) R e B A IS R E AR, ERBUEHER, HE
BURGIR B R, BORHAR 3 T A% B,

ERE, SRS EBLFEsE AR, HY —aSl Big Blgs
BAERRT T PR, S F . SANDIF. SR IHEN. TTH aEY
PRI BREE I Bob o P BBEAR B4 M RTT I 2510 TARBS B R ARALIE & 171 45 Bl
WY —PR R bt R XAIR R T RAIMIEEE, B, WLEF -
LT, SEEHRSED, REEFMRFAERIS LRSS EH
TETEmIE, I H O M A B A B o) XA S BT i, %7 “Pk
W HER" . “DWER” « DSOS B DL ASHE 7 %N
RERILHIE , B0 BB aRm i ams b 7000 & B B B PR RRIE “ISL” . X i
SRS 2 — SR E R p g vy B F I RE. A I ST B FREL R R
RERRMERG, (T BRI CHRER BB, vBXB BB THY
RS R A XBEE ) iE /.

ABARIE LA TENXMERNTEGREN. THEEANE YEE
§ﬂ$ﬂ$.ﬂ%$ﬁﬁWEﬁﬁ%§%%ﬁ-%ﬂ%m%ﬁ%ﬁ%ﬂ%&
PR MIBHE TR . %IRE 24 BT . RITAGERRE S 1. TH



BE. ISR RURGERE g, AR AP AR B T £ FIC T T ETRS S Bl
FEHH DU S BT Ao X B LU i 4 B R M .
gy R IR W G B IR 36 s TS8R 1 R B M-
kinsey $ROfEME.  VF 23 BEROMEE 1236 10 B FIY 30 ol MRS 4 B i 00 FURL
ESRAIEE R T R BEE , T IRE R ) SN B B R 35 10 TR A A
B LKESY, B BN AN B85 0N, AR
WEEEARE, B 0 E B TR A B RS
MK, MREMETR: BN LS, ARFRLLNERRE, B
FHA LR, B AT W A SRR (T FoNERSY B A B3 F A
AR S-S BOARE, SR EHE Mk BA R R I R A

BASHE, HREA ST SBEEES] . FATANR L TH
IR Gl A8 B B A BT BUAR AT B . 0T RRAT) RO EA [ AR B
T B A S RIHY, (R R E £ B BRL 2 60 % R AN 25 AL,
_mgﬁﬁzwﬂﬂw.ﬁﬁ@tﬁzm,ﬁzgmgmxﬁ@m,ﬁﬁa
TR o

C BTREE MBI, MZREKTAR, K58 HERR
LA, & B EFEWH.
& X

~NREFZA T th | A ERER

I



CONTENTS

Part1 Basic Concept of Strategic Management e el
An Invitation to Strategic Management

Thomas L. Wheelen, J. David Hunger et 2
On Corporate Strategy

Bruce D. HenderSom - corerreerveiimmiiiiiiiii it ittt e ter s resenncecerasnsesnreranasessrsssnnsnnns 18
Corporate Strategy as a Vital Function of the Board

Kenneth R. ANAIewW s cooriiiiiiiiiiii it reeretttveresca e saassensenssannnssssnsanesanns 592
Strategy Formulation in Complex Organizations

Richard F. Vancil and Peter Lorange ---ocooeermermimmmmmiinniee e 64
Strategic Management and Strategic Planning

GEOTEE A. SEEINET rerrrrrertumiisitriiiiiierttsirtererersctnreresenrarsanssssessssssssssssstonnssennnsonnnen 82
Managing for Business Effectiveness, Peter F. DIUCKEr «ecoovererreeeeeeremmiemmrieasiaenenns 91
The Big Power of Little Ideas, Peter F. DrucKer «ooccmmiiiiiiiiiiiciiiieecee e ereeeees 104
The Management of Ideas, Melvin ANSHEN ccceirrrtitiimiiiaiirrnenttereasesessoerenrncernsnsonenens 112
Part [] SituationalAnalysis for Strategymaking . 126
The Situation Audit, George A. StEINETr «ioriirimiiiitiiiiiiisiceeerrreaeeaeeresnrasensesenrrnenens 127
Analyzing Gorporate Strengths and Weaknesses

HOWArd H. ST@VEINSOI - rcevreerrontmmtinietetattetarearetemesesmeeesssnsssessssnssssssonssssssssesssns 154
Seeking Competitive Imnformation

Jerry L. Wall and Bong-gon P. SHhin -corrrerrrmmiminiicinimresiisiniiniasinereneesssasees 163.
Highlights of Strategic Thinking

William B. ROLRSCRIIA  rrevsvoctrerntinimmmrrettireietteeeneessenssneeneeasenrssesnsesnsnnson e ennns 172.
Five Pillars for your Planning '

Xavier Gilbert and Peter Lorange oo e e e e 199
Parf IH Formh'.'..g Sfrofegies ........................................................................ 209
The Process of Strategic Choice, Charies SaUNAers ..eceeorerevererereserveeseeermsrresressnnnss 210
How to Design A Strategic Planning System

Peter Lorange and Richard F. VAnCIl «cocccerommiiiiieersersesnnsessssssnsrssnseonnsens 216
Organizing the Strategic Planning Process

GEOTEE AL SlOIMET teetetuititii ot re e ettt teete et e e e e eeeeee e e es s e eeeese e e ee e eessenae s 229
How competitive Forces Shape Strategy

MiICRAET E. POILEr «--reeeeereiisiumriniieeentireeniotinessteeeseeeeeeseeeeseee teessesenmes s e seeessees s 256
Shirt-Sleeve Approach to Long Rang: Plans

Robert E. Linneman and John D. KeNnNell coecoerrreiineerereerieiineneeneeaememareeennnnen, 269
A Method for Determining Strategic Groups and Life Cycle

Stages of an Industry, Primeaux, W. J. s I e VU POURIT 284
PO"IV Successful Sfl‘df&giﬁs ........................................................................... 296

Effective vertical Integration and Disintegration Strategies
Jan kreiken

-



Turnaround Strategies, Charles W. Hofer .o 305
Strategies for Low Market-Share Business

M. Jack Anderson, Jr. , and J. Elizabeth Harris oomerereeeimmenineniininnnnnennan, 313
Survival Strategies In a Hostile Environment

William K. HAIlL coeevreriiiiiiinisrecersssisseicicriie sessis st st e s s e cessesssssssssmmsessansionss 326
How Global Companies Win Out Thomas M. Hout , Michael ;

Thomas M. Hout , Michael E. Porter, and Eileen Ruddepn --eeereereereemmmninenn 345
Management Strategies for Small Companies

HETrDErt N. WOOAWATA «rrerereerermmmrestanersonmureeareressesumssiessestasssnsesesnersserssssssensssesasss 361
How to Compete in Stagnant Industries

Richard G. Hamermesh and Steven E. Silk cosieeorremiirmmiiiiiirinenacinrnrseensesenes 373
Partv lwlemn"’g S'rc'egy ........................................................................ 385
From Strategic Planning to Straregic Performance:

Closing the Achievement Gap, John D. C. ROACH creeereriaveosminierirerncenecenennnns 386
Coupling Strategy to Operating Plans, Donald F. Heany - --esvesrrreeerneiriniiiinniiiiinnn. 400
Beyond Theory Y, John J. Morse and Jay W. LOISCh «-ereeremirrereivimimimninieirrenncreees. 410
Tailor Incentive Compensation to Strategy

MaAICOIM . St BT  torieeretiurreereetnecerstseesarassesreresennsntasssesrsssesansossnsssssscsnsennssssssssnnsnns 429
Better Management of Corporate Development

RICRATA F. VANCIL coct vttt oo oo et e et et e ee st teaaaaesnsss e veeesnenems e nnens 435
General Managers in the Middle, Hugo E. R. UYterhoeven - crceeecrreimecreraereermmneneess 451
The Middle Manager as Innovator, Rosabeth Moss Kanter -.oeccsseesimiseencrcnneanrenes. 466
PCII" Vi Evuhating Sﬂ'ﬂfﬂgy ...................... e ereat st et ettaenarenreaenenensnsarns seeenenienns 484
How to evaluate Corporate Strategy, Seymour Tilles coorvrrcceeriiimiiiinnrniiciiiennnenn. 485
The Evaluation of Business Strategy, Richard Rumelt - -oeevimmvisioimioinnriieonennene. 503
Evaluating the Planning System and Maitaining a High .Payoff

GEOTEE A. SLOIMET vrerrereitrtii ittt e it ettt te e e s s trsa st reneosanaennes 512
Evaluating and Choosing Among Policy / Strategy Alternatives

George A. Steiner, John B. Miner, and Edmund R. Gray .--cceseeeermesimnnanne. 591
PGT'VH The Role Of TOP Manogers ............................................................... 549
The Role of Corporate Planner in Strategic Management

Robert J. Litschert coo i e e ee e ee s v es s eees e s e on 543
Directors’ Responsibility for Corporate Strategy

Kenneth R. Andrews LA L T T P L PP PR P EIPPR PSR Veritsererosanarnnoinsonns 549
Role of the Corporate Planning Executive

Robert W. ACKEIMAN oottt ettt e ettt ee s ee s e s e e e oes e 559

Managers and Leaders: Are They Differents
Abraham Zaleznik -..ooeooveiiins

The Manager's Job: Folklore and Fact, Henry Mintzberg - covvverieciricnnererinieeenens 583
Question§ the Business Leader Should Ask Himself
George Albert Smith T ettt e ee e vos 601



Part 1
Basic Ccncept of

Strategic Management



An Invitation to

Strategic Management

Thomas L. Wli‘eel‘en', J. David H‘ung‘er‘ |



trategic management and business policy is a fast-developing field
S of study. It looks at the corporation as a whole and attempts to
explain why some firms develop and thrive while others stagnate and go
bankrupt. Strategic management typically focuses on analyzing the prob-
lems and opportunities faced by people in top management. Unlike many
decisions made at lower levels in a corporation, strategic decisions usu-
ally deal with the long-run future of the entire organization. The stakes
can be very high. For instance, the strategic decision made after World
War II by Sears, Roebuck and Company to expand from catalog sales into
retail stores and insurance has given Sears many years of successful
profits. A similar decision made independently during the 1960s by the
top managements of General Motors, Ford, and Chrysler to emphasize
the production of large, powerful automobiles over small, fuel-efficient
ones resulted in their low profits and even the threat of bankruptcy in
the early 1980s. Another key strategic decision was recently made by the
President of the Fokker Aircraft Company of The Netherlands. In 1978,
when Frans Swarttouw became head of Fokker Aircraft, the firm was
beset by financial problems. It lacked not only new products to compete
effectively in the world market for airplane sales, but the capital to develop
and build these products. Swarttouw developed a strategic plan to make
Fokker a competitive force arhong the world’s airplane manufacturers.
In May 1981, he announced a joint venture with McDonnell Douglas, the
St. Louis firm, to build a Fokker-designed 150-seat, medium-range pas-
senger jet. Both firms hoped that the new plane would capture a large
share of the emerging replacement market for the McDonnell Douglas
DC-9, and the Boeing 737 and 727. Although neither McDonnell Douglas
nor Fokker alone had the more than $1 billion needed to develop such
a plane, a joint venture would enable them to enter the $55 billion re-
placement market. Even though many people thought the new venture
a gamble, Swarttouw calmly stated, “There are two ways to go broke. Do
nothing, or do something." v
Frans Swarttouw’s comment suggests why top management of large
business corporations must manage firms strategically. They cannot make
decisions based on long-standing rules, policies, or standard operating
procedures. Instead, they must look to the future to plan organization-
wide objectives, initiate strategy, and set policies. They must rise above
their training and experience in such functional/operational areas as
' accounting, marketing, production, or finance to grasp the overall picture.
They must be willing to ask these key strategic questions:

1. Where is the corporation now?

2. If no changes are made, where will the corporation be in one year,
two years, five years, ten years? Are the answers acceptable?

3. If the answers are not acceptable, what specific actions should the
corporation undertake? What are the risks and payoffs involved?



1.

STUDY OF STRATEGIC

MANAGEMENT AND
BUSINESS POLICY

Most husiness schools offer a strategic management or business policy
course. Although this course typically serves as a capstone or final in-
tegrative class in a business administration program, it—also typically—
takes on some of the characteristics of a separate discipline.

In the 1950s the Ford Foundation and the Carnegie Corporation
sponsored investigations into the business school curriculum.? The re-
sulting Gordon and Howell report, sponsored by the Ford Foundation,
recommended a broad business education and a course in business
policy to "give students an opportunity to pull together what they have
learned in the separate business fields and utilize this knowledge in the
analysis of complex business problems.” The report also suggested the
content which should be part of such a course:

The business policy course can offer the student something he (or she} will
find nowhere else in the curriculum: consideration of business problems
which are not prejudged as being marketing problems, finance problems,
etc.; emphasis on the development of skills in identifying, analyzing, and
solving problems in a situation which is as close as the classroom can ever
be to the real business world; opportunity to consider problems which draw
on a wide range of substantive areas in business; opportunity to consider
the external, nonmarket implications of problems at the same time that
internal decisions must be made; situations which enable the student to
exercise qualities of judgment and of mind which were not explicitly called
for in any prior course. Questions of social responsibility and of personal
attitudes can be brought in as a regular aspect of this kind of problem-solving
practice. Without the responsibility of having to transmit some specific body
of knowledge, the business policy course can concentrate on integrating
what already has been acquired and on developing further the student’s skill
in using that knowledge *

By the late 1960s most business schools included such a business
policy course in their curriculum. But since that time the typical policy
course has evolved to one that emphasizes the total organization and
strategic management, with an increased interest in business social re-
sponsibilities and ethics as well as nonprofit organizations. This is in
line with a recent survey of business school deans that reported a primary
objective of undergraduate business education is to develop an under-
standing of the political, social, and economic environment of business.*
This increasing concern with the effect of environmental issues on the
management of the total organization has led leaders in the field to
replace the term business policy with the more comprehensive strategic
management.® Strategic management is that set of managerial decisions
and actions that determine the long-run performance of a corporation.

Itincludes strategy formulation, strategy implementation, and evaluation



and control. The study of strategic management therefore emphasizes

the monitoring and evaluating of environmental opportunities and con-
straints in light of a corporation'’s strengths and weaknesses. In contrast,

the study of business policy, with its integrative orientation, tends to look

inward by focusing on the efficient utilization of a corporation’s assets

and thus emphasizes the formulation of general guidelines that will better

accomplish a firm's mission and objectives. We see, then, that strategic -
management incorporates the concerns of business policy with a heavier

environmental and strategic emphasis.

2. RESEARCH IN
STRATEGIC MANAGEMENT

Many researchers have conducted studies of corporations to learn if
business firms that engage in long-range planning outperform firms that
do not. Although both Rue and Fulmer, and Leontiades and Tezel failed
to find any relationship between a firm's performance and strategic plan-
ning,” most researchers did. For example, Ansoff and Associates found
that corporations involved in strategic planning outperformed nonplan-
ners in all key sales and financial performance measures.? Similar results
emerged in a study by Thune and House of medium-sized corporations
in the drug, chemical, machinery, food, oil, and steel industries.? Other
research supports the conclusion that organizations that manage stra-
teg'ically tend to outperform those that do not.!®

Godiwalla, Meinhart, and Warde found that under different sets of
environmental conditions firms need different mixes of organizational
functions (general management, production, finance, marketing, research
and development (R&D), personnel, external relations, and procurement)
for effective performance. They concluded that managers must take care
to blend the various functions in “correct proportions.”"* A landmark
study by Schoeffler, Buzzel, and Heany found 37 basic factors that are
related to corporate profitability. As a result of this research, Schoeffler,
Buzzel, and Heany suggest that their PIMS model be used by managers
in the development and assessment of strategic plans and choices.?
Further work using the PIMS approach supports the value of this research
to strategic management.!?

Concern about external as well as internal factors seems to be in-
creasing in today's large corporations. Recent research studies con-
ducted by Henry indicate that the planning systems of 50 large companies
are becoming increasingly sophisticated. For example, there is more
effort to formulate, implement, and evaluate strategic plans. There is also
a greater emphasis on strategic factors in the evaluation of a manager’s
performance.'* Research further suggests that managers in corporations
having volatile environments need to design and implement sophisti-
cated strategic planning processes if their firms are to be successful."

From these studies we may conclude that a knowledge of stratégic
management is very important for effective business performance. The

5



use of long-range planning and the selection of alternative courses of
action based upon external and internal factors are becoming key parts
of a general manager's job.

3. HIERARCHY OF STRATEGY

The typical large multidivisional business firm has three levels of strategy:
(1) corporate, (2) business, and (3} functional.

Corporate strategy explores the ways a firm can develop a favorable
“portfolio strategy” for its many activities.' It includes such factors as
decisions about the type of businesses a firm should be in, the flow of
financial and other resources to and from its divisions, and the way a
corporation can increase its return on investment (ROI).

Business strategy, in contrast, usually occurs at the divisional level,
with emphasis on improving the competitive position of a corporation'’s
products or services in a specific industry or market segment the division
serves. A division may be organized as a strategic business unit (SBU)
around a group of similar products, such as housewares or electric
turbines. Top management usually treats an SBU as an autonomous unit
with, generally, the authority to develop its awn strategy within corporate
objectives and strategy. A division's business strategy would probably
stress increasing its profit margin in the production and sales of its
products and services. Business strategies also should integrate various
functional activities to achieve divisional objectives.

The principal focus of functional strategy is on maximizing resource
productivity.'” Given the constraints of corporate and business strategies
around them, functional departments develop strategies to pull together
their various activities and competencies to improve performance. For
example a typical strategy of a marketing department might center on
devetoping the means to increase the current year's sales over those of
the previous year.

The three levels of strategy—corporate, business, and functional—
form a hierarchy of strategy within a large corporation. They interact
closely with each other and must be well integrated if the total corpo-
ration is to be successful. As depicted in Fig. 1 each level of strategy
forms the strategic environment of the next level in the corporation. (The
interaction among the three levels is depicted later in the chapter in Fig.

S

4. DESCRIPTIVE MODEL OF
STRATEGIC MANAGEMENT

The process of strategic management involves three basic elements-: {1)
strategy formulation, (2) strategy implementation, and (3) evaluation and
control. Figure 2 shows how these three elements interact. We will
discuss these interactions later in this section.



CORPORATE STRATEGY

BUSINESS
{Division Level)
STRATEGY

FUNCTIONAL
STRATEGY

Figure 1 Hierarchy of strategy.

At the corporate level, the strategic management process includes
activities that range from the initial statement of corporate mission to
the evaluation of performance. Top management scans both the external
environment for opportunities and threats, and the internal environment
for strengths and weaknesses. Then-it evaluates the strategic factors to
determine corporate mission, which is the first step in strategy formu-
lation. A statement of mission leads to a determination of corporate
objectives, strategies, and policies. These strategies and policies are im-
plemented through programs, budgets, and procedures. Finally perfor-

Strategy Strategy Evaluation
Formulation | |mplementation > Cgr?goi

T ~

Figure ‘2 Basic elements of the strategic management process.




mance is evaluated, and information is fed back into the system to ensure
adequate control of organizational activities. Figure 3 depicts this pro-
cess as a continuous one. It is an expansion of the basic model presented
in Fig. 2. . :

The modeliin Fig. 3, with minor changes, also reflects the strategic
management process at both divisional and functional levels of the cor-
poration. A division's external environment, for example, includes not
only task and societal variables, but also the mission, objectives, strategy,
and policies of corporate headquarters. Similarly, both corporate and
divisional constraints form the external environment of a functional de-
partment. Excepting mission, which may exist only at the corporate level,
the model depicted in Fig. 3 is appropriate for any strategic level of a
corporation.

External Environment

The external environment consists of variables that exist outside the or-
ganization and are not typically within the short-run control of top
management. These variables form the context within which the cor-
poration exists. The external environment has two parts: task environ-
ment and societal environment. The task environment includes those
elements or groups that directly affect and are affected by an organiza-
tion's major operations. Some of these are stockholders, governments,
suf)pliers. local communities. competitors, customers, creditors, labor
unions, and trade associations. The societal environment includes more
general forces—ones that do not directly touch upon the activities of the
organization but that can, and often do, influence its decisions. Such
economic, socio-cultural, technological, and political-legal forces are de-
picted in Fig. 4 in relation to a firm's total environment.

Internal Environment

The internal environment of a corporation consists of those variables
within the organization itself that are also not usually within the short-
run control of top management. These variables form the context in
which work is done. They include the corporation’s structure, culture,
and resources. The corporate structure is the way a corporation is or-
ganized in terms of communication, authority, and workflow. It is often
referred to as the “chain of command” and is graphically described in
an organization chart. The corporation’s culture is that pattern of beliefs,
expectations, and values shared by the corporation’s members. In a typ-
ical firm norms emerge that define the acceptable behavior of people
from top management down to the operative employees. Corporate re-
sources are those assets that form the raw material for the production
of an organization’s products or services. These include people and man-
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SOCIETAL
ENVIRONMENT

Economic

Socio-Cultural
Forces

Forces

TASK
ENVIRONMENT

Stockholders Suppliers

Employees/
Labor Unions

Governments

INTERNAL
ENVIRONMENT

Structure
Culture
Resources

Customers Competitors

Creditors Trade Associations

Communities

Technological

Political-Legal
Forces

Forces

Figure 4 Environmental variables.

agerial talent as well as financial assets, plant facilities, and functional
area skills and abilities.

Strategy Formulation

Strategy formulation is the process of developing long-range plans to deal
effectively with environmental opportunities and challenges in light of
corporate strengths and weaknesses. It includes defining the corporate
mission, specifying achievable objectives, developing strategies, and set-
ting policy guidelines.

Mission. The corporate mission is the purpose or reason for the cor-
poration’s existence. For example, the mission of a savings and loan
association might be to provide mortgage money to people of the com-
munity. By fulfilling this mission, the S&L would hope to provide a rea-
sonable rate of return to its depositors. A mission may be narrow, like

10
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that of the S&L, or it may be broad. A broad statement of mission for
another S&L might be to offer financial services to anyone who can pay

‘the interest.

Objectives. The corporate mission, as depicted in Fig. 3, determines
the parameters of the specific objectives top management chooses to
achieve. These objectives are listed as an end result of planned activity.

. They state who is responsible for accomplishing what by when and at

what cost. (The terms goals and objectives are often used interchange-
ably.) The achievement of corporate objectives should result in a cor-
poration’s fulfilling its mission. An S&L, for example, might set objectives
for the year of loaning $1 million in mortgage money and earning a fifteen

" percent rate of return on its investment portfolio.

Strategy. The strategy of a corporation is a comprehensive master plan
stating how a corporation will achieve its mission and objectives. The
strategy of an S&L might be to increase both demand for mortgage loans
and the amount of money deposited in its savings accounts. Another

strategy might be to expand its financial services so that it 1s not so

dependent on mortgages for income.

Policies. As broad guidelines for making decisions, policies flow from
the strategy. They provide guidance for decision making throughout the
organization. In attempting to increase the amount of mortgage loans as
well as the amount of deposits available for mortgages, an S&L might set
policies of always offenng the highest legal interest rate on savings de-

posits or to offer mortgage borrowers the best deal possible in, the area.

Strategy Implementation

-Strategy implementation is the process of putting strategles and policies

into action through the development of programs, budgets, and proce-
dures. It is typically conducted by middle and lower level managers but
reviewed by top management. Sometimes referred to as operatmqa,l plan-
ning, it is concerhed with day-to-day resource allocation problems.
Division and/or functional managers work to fully develop the pro-
grams, budgets, and procedures that will be used to achieve the objectives
of the corporate strategy. At the same time, these managers are involved
in strategy formulation at the divisional or functional level. If, for example,
a corporate program for a steel company is to close down all inefficient
plants within two years, a divisional objective might be to close down

two specific production facilities. A divisional (business) strategy would

then be developed to detail the specifics of the closing.

Pregrams. A program is a statement of activities or steps needed to
accomplish a single-use plan. It makes the strategy action-oriented. For

11



