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Strategic Management-Overview
The Nature of Strategic Management
The Strategic Management Process
The Levels of Strategy

Sustainable Competitive Advantage

A proficiency which rivals have:
(1) Attempted/failed to duplicate
(2) Temporarily stopped trying to duplicate
Prerequisites--Resources which are:

NonsubstitutableRare

Imperfectly ImitableValuable

The Levels of Strategy

EmphasisLevel

How do we compete against a 
particular rival?Firm

How do we compete in this line 
of business (industry)?

Industry/
Division

What business(es) are we in/
should we be in?

Corporate

The Nature of Strategic Management

The process of developing, implementing, and improving a 
comprehensive, unified plan so that an organization can compete 
effectively in its markets and conduct its operations efficiently.

The Strategic Management Process

Sustainable
Competitive
Advantage

Environmental 
Scanning

Evaluate 
Strategic 

Performance

Monitor 
Environmental 
Developments

Implement 
Strategy

Develop 
Strategy to 
Accomplish 

Goals

Set Strategic 
Goals

Develop 
Strategic 
Vision/ 
Mission

Revise Strategy as Needed

Desired
Result
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Levels of Strategy--Industry

Issue:  How to compete in an industry?

Considerations:

Which competitive forces affect the industry?

How to cope with competitive forces?

Positioning Strategies

Adaptive Strategies

The Levels of Strategy--Corporate-Level

Grand Strategies

Reverse poor performance/
Return to growth strategy

Retrenchment/
Recovery

Improved execution of
current strategyStability

External mergers/acquisitions
Internal expansion/creationGrowth

Growth through Integration

Vertical

Horizontal

IllustrationType

Extract

Synthesize

Fabricate

Distribute

Consume

Extensive
versus

Limited?
Direction?

Forward

Backward

The Levels of Strategy--Corporate-Level

Corporate-Level Grand Strategies-Growth

Growth through Diversification

HighUnrelated 
(Conglomerate)

Moderate
Related

(Concentric)

None
Single Business
(Concentration)

Degree of 
Diversification

Type
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Retail Jewelry Industry Strategic Group Map
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Low

Product Line/Merchandise Mix

Specialty
Jewelers

Full-Line
Jewelers

Full-Line
Retailers

Limited-Line
Retailers

Small
Independent

Guild
Jewelers

National, Regional,
and Local Guild or

“Fine” Jewelry Stores

(about 10,000 firms
including Tiffiany’s

and Cartier)

National 
Jewelry Chains

Carlyle & Company
Gordon’s

Local Jewelers
(about 10,000 stores)

Credit Jewelers
Lorch’s
Kay’s

Busch’s

Prestige
Departmentized

Retailers
Saks 5th Avenue
Neiman-Marcus

Nordstrom
Parisian

Upscale
Department

Stores
Macy’s

Dillard’s
Bloomingdale’s
Marshall-Field’s

May    Rich’s
Dayton-Hudson

Chains
J.C. Penney

Montgomery Ward
Sears

Discounters
Kmart

Wal-Mart
Target

Venture

Catalog
Showrooms

Service Merchandise

Off-Price Retailers
Mervyn’s
Marshall’s

Outlet Mall
Retailers

Factors Influencing Direct Competition

Resource Similarity
Low High
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III
III IV

Direct Competition
Most Intense

Direct Competition
Least Intense

Direct Competition
Less Intense

Direct Competition
Less Intense

Identify Direct Rivals

The Levels of Strategy--Firm-Level

Issue:

How to compete against a given firm?

Identify direct rivals

Anticipate direct rivals’ moves 

Utilize entrepreneural orientation

Nature
Positioning 

Options

Identify limited market overlooked or underserved by rivals
Offer specialized/lower-cost product

Focus/Niche

Distinguish product from rivals
Charge premium price

Differentiation

Reduce costs/Maintain quality/Reduce priceCost Leadership

How to cope with competitive forces?

ProspectorsAnalyzersDefenders

Rapid Growth through 
Innovative Offerings to 

New Markets

Mix of Moderate/Rapid 
Growth through Imitation 

of Market Leaders

Moderate/Steady Growth 
through Market Retention

Adaptive Options

“Reactive” versus “Proactive” approach
(Inconsistent strategy/Poor performance)

Reactors

Threat of
New Entrants

Bargaining
Power of
Buyers

Threat of
Substitutes

Bargaining
Power of
Suppliers

Character
of Rivalry

Which competitive forces affect the industry? 3



Applying Entrepreneural Orientation

Goal:  New EntryAutonomy

Innovativeness

Risk-Taking

Proactiveness

Aggressiveness

Likelihood of Strategic Moves

Resource Similarity
Low High

M
ar

ke
t C

om
m

on
al

ity

Low

High

III
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Attack Less Likely
Response More Likely

Attack More Likely
Response Less Likely

Attack More Likely
Response More Likely

Attack Less Likely
Response Less Likely

Anticipating Rival’s Moves

Strategy Evaluation/Modification

Environmental Scanning/SWOT  Analysis

Internal Analysis
Strengths/

Weaknesses

External  Analysis
Opportunities/

Threats

Shadow-Strategy
Task Force

Core
Capabilities

Strategic
Grouping

Distinctive
Competences

Modify Strategic Plan

Competitive
Inertia?

Strategic
Dissonance?

Strategic 
Change

Not Needed

Yes Yes

No No

Environmental Scanning/SWOT  Analysis
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