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INTRODUCTION

STRATEGY: DEVELOPING KEY SKILLS

"_,.../*"k
g~ "..Strategy... has often come to be
synonymous with the quantitative breakthrough, the analytic
coup, market share numbers, learning curve, theory, positioning business
in a 4- or 9- or 24-box matrix.. and putting it all on a computer.’

Peters and Waterman,
In Search of Excellence.

o

This book is about strategy. It will not make you a strategy expert, nor will it enable you
to be a strategic ‘guru’. It will, however, explain the basics of strategy so that you should
be able to understand the key components of a strategy, how to approach setting and

developing a strategy, and some of the strategic tools that can be used.

It will also help you:
e Understand what strategy 'experts' might be saying
e Assist you in challenging what others say

\_
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INTRODUCTION

STRATEGY: DEVELOPING KEY SKILLS

This book should be read by: people in business who need to
develop a more formalised strategy than perhaps hitherto; staff
partially or indirectly involved in strategy; and students and
others who wish an overview to serve as a framework on
which they can build. Stakeholders in an organisation will
also find it useful.

A lot is written about strategy — some of it arcane and
some very complex. This book will cut through that.
The book considers some basic strategic terms,
explains the difference between competitive and
corporate strategy (a major cause of confusion at
some surprisingly senior executive levels) and sets
out a simple approach to strategic development.
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INTRODUCTION
SOME STRATEGIC TERMS
Vision The long-range idea that drives the organisation
Mission The essence of the strategy
Stakeholders Those entities and people who have an interest in
the success of a strategy

Critical Success Factors (CSFs) Those things that are essential for success
Corporate strategy The long-term goals for the organisation as a whole
Competitive strategy The long-term goals for specific markets and offerings
Segment A sub-set of a market
Customer Value Proposition (CVP) The offering for each specified market, or segment
Competitive edge What sets you apart from the competition

\_ .
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INTRODUCTION
WHAT IS STRATEGY?

A dictionary definition is: ‘Generalship or the art of conducting
a campaign or manoeuvring an army; artifice or finesse
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