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STRATEGY

o Strategy provides a foundation for the organisation to succeed
through aligning execution with the context of its internal and external
environment. It can be a means of providing an organisation with
business advantage and sustainable success.
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ADAPTIVE STRATEGY DEVELOPMENT

o Organizational strategy is based on market and stakeholder feedback
o Also called ‘lean’ strategic development approach.
o Typically found in new startups

o Products are typically deployed cheap and the company aims to learn and
improve quickly through feedback.

o Typically found in non-hierarchical organisations where employee
ownership and empowerment are high
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LINEAR STRATEGY DEVELOPMENT

o Typically found in large, successful organisations and government
departments.

o environmental conditions are stable and immediate market feedback
Is not deemed to be particularly valuable.

o This approach is often associated with organisations that are
hierarchical in nature or are risk averse.

o Often organisations using this approach are seen to have lower
employee ownership and empowerment compared with
organisations applying an adaptive strategic development approach.
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HYBRID STRATEGY DEVELOPMENT

o This is a situation that mixes adaptive and linear strategy
development approaches.
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THE STRATEGIC CONTEXT

o What is the current state (“as-is”)?
o What is the target state (“to-be”)?
o What is the roadmap?
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PESTLE

o Framework used to understand the external environment

o P: POLITICAL

o E: ECONOMIC

o S: SOCIO-CULTURAL
o T: TECHNOLOGY
o L:LEGAL

o E: ENVIRONMENT
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VMOST

o Framework used to understand the internal environment

V: Vision
M: Mission

S: Strategy

o

o

o O: Objectives
(@)

o T: Tactics
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PERFORMANCE MEASUREMENT

o Objectives
*  specific outcomes the organisation wants to achieve
should be Specific, Measurable, Achievable, Relevant and Time-bound (SMART)

o Critical success factors (CSFs)

Qualitative descriptions of critical factors that must be in place for the organisation to achieve
defined objectives

should align to the Vision’ and ‘Mission’ of the organisation

o Key performance indicators (KPIs)

* Quantitative measurements that track the achievement of CSFs.
Multiple KPIs can be used to measure a single CSF
KPIs can be used to measure multiple different CSFs

o Targets
* specific in nature and provide an objective measurement of performance against ‘Objectives’ or ‘KPIs’

Often the red, amber, green status is used to indicate the current status of defined targets:
Red: performance significantly below target
Amber: performance slightly below target
Green: performance in alignment with or above target ;FS ’ég:tr:z’ed .
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SWOT ANALYSIS

o Summarizes the results of the internal and external environment
analysis

Strengths
Weaknesses
Opportunities
Threats

O O O O

o Internal environment is responsible for the strengths and
weaknesses

o The external environment is responsible for the opportunities and

threats
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The Business Model Canvas

Designed for:

Designed by:
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Key Activities

Wt Key ACTVItieS do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

Key Partners 69

Wha are our Key Partners?
Wha are our key supgliers?

Which Key Resources are we acquaiing from partners?
Which Key Activities da partners perfarm?

Erabiem Soing
Patormietmork

Key Resources

What Key Resources do our Value Propositions reguire?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

intefoctual(brand patents, cogynights, data)

Value Propositions

0 the customer?
mer's problems are we

[
What bundies of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

Channels

Through which Channels de our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with CUStomer routines?

1

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass warket
Niche Market
Segmanted
Owersiies
Mutisided Platform

Fnancial
Hom 0 we raise awareness aboul Our COmpaNY S prodcts and services?
2 Evatton
Hor o we help custarmers evaluate our orpanizatian’s Value Proposition’
3 Purchase
tm purchase specitic - 3
4 Deivery
o 1o we dever a Vakue Proposiion o customers?
5. After sates
How G0 we BrOvidR DOSt-DUTCNASE CUSIOMEY SUDROFT?
What are the. costs inherent in our For what valus are our customars really wiling to pay?
Which Key ResoUTCEs are Most Expensive? For what do they currently pay?
Which key Activities are mast expensive? How are they currently paying?
How would they prefer to pay?
Driven (eanest cost StrLCture, o P8 ¥alis PrOPOSION, MAXTUM SUECMALON, SxTENSHe SUISOUTTT) stream revenues?
Value Drteun, . promkm s s saicms vNAmIc pmiciNG
asr CxamacTEmSTICS Asset sale List price jotatien (bargainings)
Fired Costs (salares, rents, utities) e Eroduct feature dependent ekt Management
Variabie costs Subscripton Fees. Customer segme vl time-Market
Ecanomes of scale dogRentingfLeasing depengent
Econamies of scone Leens Volume depenciens
Brokerage fees
acverising
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POPIT

o People: The human resources that implement the work necessary for the
business to produce and supply their end user (buyer or client). This may also
include company culture or how management is structured.

o Organization: The foundation, organization, and the chosen models that
guide business practices.

o Process: An outline of procedures that assist the production of goods or
services aligned with business offerings. A process can mean many things,
for example, it may include organizational policies that serve as a guideline
for making decisions or taking actions that impact the organization in some
way.

o Information: What change will be made to the capture, storage and analysis
of data and information? How secure will the organisation’s information and
data be?

o Technology: The hardware or software resources that aid the needs of an

organization and its relevant components.
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