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Savitribai Phule Pune University 
(Formerly University of Pune) 

Circular No. 134 of 2021 

Important Notification 

Dates of Commencement and Conclusion of terms of U.G. /P.G. Courses for the Academic Year 

2021-22 For affiliated Colleges/recognised Institutes. 

It is hereby informed that, the dates of Commencement and conclusion of terms of U.G. / P.G. Courses 
for the Academic Year 2021-2022, under various faculties shall be as under3 

The date of Commencement and Conclusion of the academic session of the first year of all those 
courses whose admission was made/ will be made under Common Entrance Examination (CET) 
conducted by the Government/SPPU will be announced seperatly. 

2021 2022 

Sr. Name of the 
No. 

Name of the 

Faculty 
Year First Term Second Term Courses 

CommencementConclusion Commencement Conclusion 
15/06/2021 20/10/2021 15/11/2021 30/04/2022 

Science 

II 01/07/2021 20/10/2021 15/11/2021 30/04/2022 

TE, BE 15/06/2021 20/10/202 1 15/11/2021 30/04/2022 

Engineering 
SE 20/08/2021 12/11/2021 03/01/2022 15/05/2022 

ME, MCA I 20/08/2021 12/11/2021 03/01/2022 15/05/2022 

III, IV 
&V 

15/06/2021 20/10/2021 15/11/2021 30/04/2022 Science & 
1 

Technology B.Architecture 
20/08/2021 12/11/2021 03/01/2022 15/05/2022 

M. Architecture 20/08/2021 12/11/2021 03/01/2022 15/05/2022 

Il & 
15/06/2021 20/10/20211 15/11/2021 30/04/2022 

IV 
B. Pharmacy 

II 20/08/2021 12/11/2021 03/01/2022 15/05/2022 

M. Pharmacy II 20/08/202 1 12/11/2021 03/01/2022 15/05/2022 

1, III 15/06/2021 20/10/2021 15/11/2021 30/04/2022 
Commerce 

Commerce 
2 01/07/2021 20/10/2021 15/11/2021 30/04/2022 

Management 

Management II 15/11/2021 03/03/2022 11/03/2022 30/06/2022 



2021-2022 

Sr. Name of the Name of the 
No. Faculty Courses 

Year First Term Second Term 

Conclusion Commencement Conclusion Commencement 

Arts & Fine Arts 1, IIl 15/06/2021 20/10/2021 15/11/2021 30/04/2022 

01/07/2021 20/10/2021 15/11/2021 30/04/2022 

Mental,Moral and 
Social Sciences 

I, III 15/06/2021 20/10/2021 15/11/2021 30/04/2022 

3 Humanities 
01/07/2021 20/10/2021 15/11/2021 30/04/2022 

III, IV Law: UG & PG 01/07/2021 11/12/202 1 01/01/2022 20/05/2022 & 

B.A. LL.B. 5 Yrs 11/10/2021 31/01/2022 05/2/2022 31/05/2022 

LL.B. 3 Years 11/10/2021 31/01/2022 05/2/2022 31/05/2022 

Education (B.Ed.) 15/09/2021 06/01/2022 17/01/2022 10/05/2022 

Education (M.Ed.) II 15/09/2021 06/01/2022 17/01/2022 10/05/2022 

Physical
Education 

Inter- 

disciplinary 
Studies 

4 15/09/2021 06/01/2022 17/01/2022 10/05/2022 
(B.P.Ed.) 

Physical
Education II 15/09/2021 06/01/2022 17/01/2022 10/05/2022 
(M.P.Ed.) 

NOTE 
I. In view of prevailing COVID-19 situation in the Country, Colleges / Institutes shall required to 

follow the guidelines / instructions issued by the Government of Maharashtra time to time. 

2. In case the Principal of the Affiliated Colleges require to give additional holiday in exceptional 
circumstances, he may do by the compensative the same by keeping the college working on 

Sunday. 
3. The college are required to complete the theory and practical remaining syllabus of current term 

of academic year 2020-21. 

Uttam R. Chavan 
Deputy Registrar 
(P.G.Admission) 

Ganeshkhind, Pune-07 

Ref. No. PGS/ 1961 
Date: 14/05/2021

Copy to: 
The Heads of all University Departments, Savitribai Phule Pune University, Pune. 
The Principals of all Affiliated Colleges, Savitribai Phule Pune University, Pune. 
The Directors of all Recognized Institutes, Savitribai Phule Pune University, Pune. 

Copy to: for information 
The Members of the Management Council, Savitribai Phule Pune University, Pune. 

The Registrar, Savitribai Phule Pune University, Pune. 

The Deans of Faculties, Savitribai Phule Pune University, Pune. 

The Director, Examinations & Evaluation, Savitribai Phule Pune University, Pune. 
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Amrutvahini Institute of MBA, Sangamner 
 

TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

Teaching Plan 

Course:-MBA 
 

Sub Code:-  301 

 
Subject Name:- Strategic  Management. 

Sem: - III rd   

 

Type of Subject:- External  

 

Specialization:- General 

Management 
 

No. of Sessions per week:-03 (60min x 03)  

 

Course Objective: - The objective of this course is to help students understand the Strategic 

Management functions as integral part of business firm. Globalization, increased competition, 

rapid changes in communication and information technology and need for higher level of 

customer orientation have made corporate extremely important. 
 

 

Course Duration: The course duration is of 45 sessions of 60 minutes each. 
 

Teaching Methods: 

The Following pedagogical tools will be used to teach this course: 

1) Lectures (Concept Discussion) 

2) Case Discussions  

3) Audio-visual Material (Using CDs/Clippings) 

4) Assignments/ Presentations/GDs/Role plays/Class Participation. 
 

Evaluation: 

The students will be evaluated on a continuous basis and broadly follow the scheme given 

below:.Best of Three will be selected 

  Weight age 

A Internal Exam 25 Marks 

B Viva 25 Marks 

C Assignment 25 Marks 

 
 

 
 

 

 

                                                                                   Prof.Rahul B.Satpute        Dr.B.M.Londhe 

                                                                                      Assistant Professor                Director 
 

Encl:   1) Topic wise Session Plan 

2) List of Reference Books 

3) List of Journals/Periodicals/Magazines 

4) List of Case lets to be discussed 
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TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

=1)Books Recommended:- 

Sr.No Authors Name of Books 

1 Azar Kazmi Strategic Management 

 
    2 

Thomas L. Wheelen & J. David Hunger, Pearson, 12th ed.  
 

Concepts in Strategic 
Management & Business Policy 

   3 Daily Updates of Economic Times of India  

 

 

 

  

 

Amrutvahini Institute of MBA,Sangamner 

Teaching Plan   Subject:-301.Strategic Management 

Date/Week/Month Topic Sub Topic Session 
No. 

Total 
Sessions 

% of 
Syllabus 
Coverage 

14 November - 30th 
November 2022 

1.1 Understanding 
Strategy 

 Concept of strategy, 
Corporate, Business and 
Functional Levels of 
Strategy 

1 9 2 

1.2 Introduction to 
Strategic 
Management 

 Meaning and 
Characteristics of 
strategic management, 
strategic management 
Vs. operational 
management  

2 4 

1.3 Four Phases in 
Strategic 
Management 
Process 

 Stakeholders in business 
and their roles in 
strategic management 

3 7 

1.4 Hierarchy of 
Strategic Intent: 

 Meaning & attributes of 
strategic intent, 
Meaning of Vision, 
Process of envisioning, 
Meaning of 
mission,difference 
between vision & 

4 9 



Amrutvahini Institute of MBA, Sangamner 
 

TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

mission, characteristics 
of good mission 
statements, Business  

definition using Abell's 
three dimensions, 
objectives and goals, 
Linking  objectives to 
mission & vision. Critical 
success factors (CSF), 
Key Performance 
Indicators (KPI), Key 
Result Areas (KRA)  

5 11 

1.5 Analyzing 
Company's External 
Environment: 

 Environmental appraisal 
Scenario planning - 
Preparing an 
Environmental Threat 
and Opportunity Profile 
(ETOP) 

6 13 

Activity No:1 7 16 

1.6Analyzing 
Industry 
Environment: 

 Industry Analysis - 
Porter's Five Forces 
Model of competition, 
Entry & Exit Barriers, 
Strategic Group analysis 

8 18 

2.1 Analyzing 
Company's Internal 
Environment: 

 Resource based view of 
a firm, meaning, types & 
sources of competitive 
advantage,analyzing 
Company's  

9 20 

1st December - 31st 
December,2022 

Resources and 
Competitive Position, 
VRIO Framework, 
competitive advantage, 
competitive parity & 
competitive 
disadvantage, Core 
Competence, 

10 11 22 
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TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

characteristics of core 
competencies, 
Distinctive 
competitiveness, 
Benchmarking as a 
method of comparative 
analysis  

11 24 

Case Study  12 27 

2.2Value Chain 
Analysis Using 
Porter's Model: 

 primary & secondary 
activities  

13 29 

2.3Organizational 
Capability Profile 

: Strategic Advantage 
Profile,  Concepts of 
stretch, leverage & fit, 
ways of resource 
leveraging -
concentrating, 
accumulating, 
complementing, 
conserving, recovering  

14 31 

2.4Portfolio Analysis : Business Portfolio 
Analysis - BCG Matrix - 
GE 9 Cell Model  

15 33 

Case Study  16 36 

3.1 Generic 
Competitive 
Strategies: 

 Meaning of generic 
competitive 
strategies,Low cost, 
Differentiation, Focus - 
when to use which 
strategy  

17 38 

3.2Grand Strategies:  Stability, Growth 
(Diversification 
Strategies, Vertical  

18 40 

Integration Strategies, 
Mergers, Acquisition & 
Takeover Strategies, 
Strategic  

19 42 

Alliances & Collaborative 
Partnerships), 
Retrenchment - 
Turnaround, 
Divestment, Liquidation, 
Outsourcing Strategies 

20 44 

1st Janaury 2023 - Case Study  21 13 47 
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TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

31 st Janaury 2023 Case Study  22 49 

4.1 Strategy 
Implementation 

: Components of a 
strategic plan, barriers 
to functional, divisional, 
SBU, Matrix, Network 
structures, Cellular/ 
Modular Strategies , Mc 
Kinsey's 7s Framework 

23 51 

4.2Organization 
Structures for 
Strategy 
Implementation 

 entrepreneurial, 
organization, matching 
structure to strategy, e  

24 53 

organizational design for 
stablVs. turbulent 
environment,  

25 56 

4.3Changing 
Structures & 
Processes 

 Reengineering & 
strategy implementation 

26 58 

 - Principles of 
Reengineering, Six Sigma 
- Process consisting  

27 60 

of defining, measuring, 
analyzing, improving & 
establishing steps,  Lean 
Six Sigma (Concepts 
only)  

28 62 

4.4Corporate 
Culture 

 Building Learning 
organizations, 
promoting participation  

29 64 

technique of 
Management by 
Objectives (MBO), Total 
Quality  Management 
(TQM)  

30 67 

4.5 Strategy 
Evaluation 

Operations Control and 
Strategic Control -  

31 69 

Case Study  32 71 

Case Study  33 73 

1st Feb - 18 
Feb,2023 

Symptoms of 
malfunctioning of 
strategy -Use of 
Balanced Scorecard for 
strategy evaluation  

34 12 76 

5.1 Blue Ocean 
Strategy 

 Difference between 
blue & red ocean 
strategies,  

35 78 
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TEACHING PLAN 

301. Strategic  Management 
 

ACAD/R/05 
 

principles of blue ocean 
strategy, Strategy 
Canvass & Value Curves, 
Four Action framework  

36 80 

5.2 Business Models  Meaning & components 
of business models, new 
business models for 
Internet Economy- E-
Commerce Business 
Models and  

37 82 

Strategies - Internet 
Strategies for Traditional 
Business -Virtual Value 
Chain  

38 84 

 Threats to 
sustainability,  

39 87 

Integrating Social & 
environmental 
sustainability issues in 
strategic  

40 89 

5.3 Sustainability & 
Strategic 
Management 

management, meaning 
of triple bottom line, 

41 91 

 people-planet-profits.  42 93 

Case Study  43 96 

Case Study  44 98 

Case Study  45 100 

      ACAD/R/05.REV.00 
Date.20.12.2012 
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Name of Faculty:Prof.R.B.Satpute Sub and Sub Code: Strategic Management(301) 

From: 22/07/2019-31/07/2019 W.e.f.: 22nd July 2019  

Session/Topicwise Compliance Report 

Planned Actual 

No. of 
Session 
Planne
d 

Date Sub Topic Planned No. of 
Sessio
n 
Taken 

Date Sub Topic Taken Remark 

1 22/07/2019-
31/07/2019 

 Concept of strategy, 
Corporate, Business and 
Functional Levels of Strategy 

1 22/07/2019-
31/07/2019 

 Concept of strategy, 
Corporate, Business and 
Functional Levels of Strategy 

  

2  Meaning and Characteristics 
of strategic management, 
strategic management Vs. 
operational management  

2  Meaning and Characteristics 
of strategic management, 
strategic management Vs. 
operational management  

  

3  Stakeholders in business and 
their roles in strategic 
management 

3  Stakeholders in business and 
their roles in strategic 
management 

  

4  Meaning & attributes of 
strategic intent, Meaning of 
Vision, Process of envisioning, 
Meaning of 
mission,difference between 
vision & mission, 
characteristics of good 
mission statements, Business  

4  Meaning & attributes of 
strategic intent, Meaning of 
Vision, Process of envisioning, 
Meaning of mission,difference 
between vision & mission, 
characteristics of good mission 
statements, Business  

  

5 definition using Abell's three 
dimensions, objectives and 
goals, Linking  objectives to 
mission & vision. Critical 
success factors (CSF), Key 
Performance Indicators (KPI), 
Key Result Areas (KRA)  

5 definition using Abell's three 
dimensions, objectives and 
goals, Linking  objectives to 
mission & vision. Critical 
success factors (CSF), Key 
Performance Indicators (KPI), 
Key Result Areas (KRA)  

  



6  Environmental appraisal 
Scenario planning - Preparing 
an Environmental Threat and 
Opportunity Profile (ETOP) 

6  Environmental appraisal 
Scenario planning - Preparing 
an Environmental Threat and 
Opportunity Profile (ETOP) 

  

7 Activity No:1 7 Activity No:1   

Name of Faculty:Prof.R.B.Satpute Sub and Sub Code: Strategic Management(301) 

From: 01/08/2019-30/08/2019 W.e.f.: 22nd July 2019  

Session/Topicwise Compliance Report 

Planned Actual 

1 01/08/2019-
30/08/2019 

 Industry Analysis - Porter's 
Five Forces Model of 
competition, Entry & Exit 
Barriers, Strategic Group 
analysis 

1 01/08/2019-
30/08/2019 

 Industry Analysis - Porter's 
Five Forces Model of 
competition, Entry & Exit 
Barriers, Strategic Group 
analysis 

  

2  Resource based view of a 
firm, meaning, types & 
sources of competitive 
advantage,analyzing 
Company's  

2  Resource based view of a firm, 
meaning, types & sources of 
competitive 
advantage,analyzing 
Company's  

  

3 Resources and Competitive 
Position, VRIO Framework, 
competitive advantage, 
competitive parity & 
competitive disadvantage, 
Core Competence, 

3 Resources and Competitive 
Position, VRIO Framework, 
competitive advantage, 
competitive parity & 
competitive disadvantage, 
Core Competence, 

  

4 characteristics of core 
competencies, Distinctive 
competitiveness, 
Benchmarking as a method of 
comparative analysis  

4 characteristics of core 
competencies, Distinctive 
competitiveness, 
Benchmarking as a method of 
comparative analysis  

  

5 Case Study  5 Case Study    

6  primary & secondary 
activities  

6  primary & secondary activities    



7 : Strategic Advantage Profile,  
Concepts of stretch, leverage 
& fit, ways of resource 
leveraging -concentrating, 
accumulating, 
complementing, conserving, 
recovering  

7 : Strategic Advantage Profile,  
Concepts of stretch, leverage & 
fit, ways of resource leveraging 
-concentrating, accumulating, 
complementing, conserving, 
recovering  

  

8 : Business Portfolio Analysis - 
BCG Matrix - GE 9 Cell Model  

8 : Business Portfolio Analysis - 
BCG Matrix - GE 9 Cell Model  

  

9 Case Study  9 Case Study    

10  Meaning of generic 
competitive strategies,Low 
cost, Differentiation, Focus - 
when to use which strategy  

10  Meaning of generic 
competitive strategies,Low 
cost, Differentiation, Focus - 
when to use which strategy  

  

11 Stability, Growth 
(Diversification Strategies, 
Vertical  

11 Stability, Growth 
(Diversification Strategies, 
Vertical  

  

12   Integration Strategies, 
Mergers, Acquisition & 
Takeover Strategies, Strategic  

12   Integration Strategies, 
Mergers, Acquisition & 
Takeover Strategies, Strategic  

  

Name of Faculty:Prof.R.B.Satpute Sub and Sub Code: Strategic Management(301) 

From: 1/09/2019-31/09/2019 W.e.f.: 22nd July 2019  

Session/Topicwise Compliance Report 

1  1/09/2019-
31/09/2019 

Alliances & Collaborative 
Partnerships), Retrenchment 
- Turnaround, Divestment, 
Liquidation, Outsourcing 
Strategies 

1  1/09/2019-
31/09/2019 

Alliances & Collaborative 
Partnerships), Retrenchment - 
Turnaround, Divestment, 
Liquidation, Outsourcing 
Strategies 

  

2 Case Study  2 Case Study    

3 Case Study  3 Case Study    



4 : Components of a strategic 
plan, barriers to functional, 
divisional, SBU, Matrix, 
Network structures, Cellular/ 
Modular Strategies , Mc 
Kinsey's 7s Framework 

4 : Components of a strategic 
plan, barriers to functional, 
divisional, SBU, Matrix, 
Network structures, Cellular/ 
Modular Strategies , Mc 
Kinsey's 7s Framework 

  

5  entrepreneurial, 
organization, matching 
structure to strategy, e  

5  entrepreneurial, organization, 
matching structure to strategy, 
e  

  

6 organizational design for 
stablVs. turbulent 
environment,  

6 organizational design for 
stablVs. turbulent 
environment,  

  

7  Reengineering & strategy 
implementation 

7  Reengineering & strategy 
implementation 

  

8  - Principles of Reengineering, 
Six Sigma - Process consisting  

8  - Principles of Reengineering, 
Six Sigma - Process consisting  

  

9 of defining, measuring, 
analyzing, improving & 
establishing steps,  Lean Six 
Sigma (Concepts only)  

9 of defining, measuring, 
analyzing, improving & 
establishing steps,  Lean Six 
Sigma (Concepts only)  

  

10  Building Learning 
organizations, promoting 
participation  

10  Building Learning 
organizations, promoting 
participation  

  

11 technique of Management by 
Objectives (MBO), Total 
Quality  Management (TQM)  

11 technique of Management by 
Objectives (MBO), Total 
Quality  Management (TQM)  

  

12 Operations Control and 
Strategic Control -  

12 Operations Control and 
Strategic Control -  

  

13 Case Study  13 Case Study    

Name of Faculty:Prof.R.B.Satpute Sub and Sub Code: Strategic Management(301) 

From: 01/10/2019-31/10/2019 W.e.f.: 22nd July 2019  

Session/Topicwise Compliance Report 



1 01/10/2019-
31/10/2019 

Case Study  1 01/10/2019-
31/10/2019 

Case Study    

2 Symptoms of malfunctioning 
of strategy -Use of Balanced 
Scorecard for strategy 
evaluation  

2 Symptoms of malfunctioning of 
strategy -Use of Balanced 
Scorecard for strategy 
evaluation  

  

3  Difference between blue & 
red ocean strategies,  

3  Difference between blue & 
red ocean strategies,  

  

4 principles of blue ocean 
strategy, Strategy Canvass & 
Value Curves, Four Action 
framework  

4 principles of blue ocean 
strategy, Strategy Canvass & 
Value Curves, Four Action 
framework  

  

5  Meaning & components of 
business models, new 
business models for Internet 
Economy- E-Commerce 
Business Models and  

5  Meaning & components of 
business models, new business 
models for Internet Economy- 
E-Commerce Business Models 
and  

Lectures 
taken on 
17th and 
18th 
February 

6 Strategies - Internet 
Strategies for Traditional 
Business -Virtual Value Chain  

6 Strategies - Internet Strategies 
for Traditional Business -
Virtual Value Chain  

7  Threats to sustainability,  7  Threats to sustainability,  

8 Integrating Social & 
environmental sustainability 
issues in strategic  

8 Integrating Social & 
environmental sustainability 
issues in strategic  

9 management, meaning of 
triple bottom line, 

9 management, meaning of 
triple bottom line, 

          ACAD/R/06 
REV.00.Date.20.12.2012 

  

Name of Faculty:Prof.R.B.Satpute Sub and Sub Code: Strategic Management(301) 

From: 04/11/2019 W.e.f.: 22nd July 2019  

Session/Topicwise Compliance Report 

1  04/11/2019  people-planet-profits.  1  04/11/2019  people-planet-profits.    

2 Case Study  2 Case Study    



3 Case Study  3 Case Study    

4 Case Study  4 Case Study    

          ACAD/R/06 
REV.00.Date.20.12.2012 

  

 

 

 

 

 

 

 

 

 



UNIT-1 INTRODUCTION TO STRATEGIES 

Origin of the word ‘Strategy’ 

The word ‘strategy’ came from the Greek word ‘strategos’, which means ‘a 

General’, ‘the art of the General’. In ancient Greece, the term ‘Strategos’ was 

used in military science and implied the art and science of directing military 

forces to win a battle.  

Meaning of Strategy 

Strategy is the road map to achieving the goals and objectives of an 

organisation. 

Strategy is the plan of action adopted by the organisation in order to achieve 

its objectives more effectively than the competitors.  

Definition of Strategy 

In the words of Alfred P Chandler, “Strategy is the determination of the basic 

long-term goals and objectives of an enterprise, and the adoption of courses of 

action and the allocation of resources necessary for carrying out these goals.” 

According to Kenichi Ohmae, “Strategy is the way in which a corporate 

endeavours to differentiate itself positively from its competitors, using its 

relative strengths to better satisfy customer needs.” 

 

 

 



Nature/ Characteristics/ Features of Strategy 

1. About winning:  

Strategy is all about winning. It is about matching the strengths and 

competencies of a firm in order to win competition.  

2. Long term focus 

Strategies are formulated and implemented for long term growth and 

development of business firms. Strategies help the companies achieve their 

long-term goals and objectives. 

3. Action oriented  

Strategies are specific actions suggested to achieve the long-term objectives. It 

is the plan of action that focuses on differentiating the firm from it’s 

competitors.   

4. Futuristic 

Strategies are formulated for a future period and are also to be implemented 

in future. 

5. Top management decision 

Strategy is a product of top management thinking. Strategies are developed by 

top level executives who have the knowledge and necessary information to 

plan for the organisation as a whole.  

6. Dynamic  

Strategies followed by business firms keep changing. Changes in the business 

environment bring about changes in strategies. 



7. Creative process  

Developing strategies and improving the firm’s performance require innovative 

ideas. Identification of new opportunities is a result of creative thinking 

process. 

8. Resource mobilisation 

Strategy helps in optimum utilisation of available organisational resources. 

Resources can be allocated and used in the best interest of the company with 

proper strategic planning. 

9. Dealing with uncertainties 

Strategies are concerned with future. Future is full of uncertainties and 

strategy helps the firm by taking into account and providing for possible risk 

that may arise in future.  

10. Covers all levels of organisation 

Strategies are developed at each level of organisation keeping in mind the 

overall organisational goals and objectives.  

 

 

 

 



Introduction to 
Strategy



Some fundamental questions…

• Does the senior management have a clear 
understanding of how the industry may be 
different in the next 10 years?

• Is it regularly defining new ways of doing 
business, building new capabilities and setting 
new standards of customer satisfaction?



Some fundamental questions…

• Is management aware of the threats posed by 
new rivals?

• Do senior executives have a sense of urgency 
about the need to reinvent the current 
business model?

• Is my company pursuing growth and new 
business development?



A Historical Perspective of Strategy

Derivation from the Greek work “strategos”.

 Switch/Split in meaning after the industrial 
revolution. 

– definitions stemming from game theory.



Some Useful Definitions of Strategy

Strategy as the determinant of the long-
term goals of the enterprise. - Chandler

Strategy as the pattern of objectives, 
purposes, or goals and plans for achieving 
these goals. - Andrews

Strategy as the common thread among a 
firm’s activities. - Ansoff

2



Strategy 

• Strategy is the direction and scope of an
organisation over the long-term: which
achieves advantage for the organisation
through its configuration of resources within a
challenging environment, to meet the needs
of markets and to fulfil
stakeholder expectations“



Cont….

• A method or plan chosen to bring about a desired
future, such as achievement of
a goal or solution to a problem.

• The art and science of planning and
marshalling resources for their most efficient
and effective use. The term is derived from the
Greek word for generalship or leading an army.
See also tactics.

http://www.businessdictionary.com/definition/method.html
http://www.businessdictionary.com/definition/plan.html
http://www.businessdictionary.com/definition/goal.html
http://www.businessdictionary.com/definition/solution.html
http://www.businessdictionary.com/definition/problem.html
http://www.businessdictionary.com/definition/science.html
http://www.businessdictionary.com/definition/planning.html
http://www.businessdictionary.com/definition/resource.html
http://www.businessdictionary.com/definition/effective.html
http://www.businessdictionary.com/definition/leading.html
http://www.businessdictionary.com/definition/tactics.html


Policy 

• It is defined as the study of the function and 
responsibilities of senior management ,the 
crucial problems that affects success in the 
total enterprise and the decisions that 
determine the  direction of the organization 
and shape its future.









Strategy at Different Level



For many companies, a single 
strategy is not enough.

There is a need for multiple 
strategies at different levels.



•Many 
companies are 
organized on the 
basis of 
operating 
divisions.

•These divisions 
are known as 
“Strategic 
business units” 
or profit centers.



Strategy at different levels

Corporate 
office

SBU
A

SBU
B

Finance Marketing Operations Personnel

SBU
C } Business Level Strategy

} Corporate Strategy

} Functional Level Strategy





Corporate level

• It is a plan of action, covering the various functions performed 
by different SBU’s.

• The plan deals with the objectives of the company, allocation 
of resources and coordination of the S B U’s for optimal 
performance.



SBU Level strategy

SBU strategies is a comprehensive plan providing objectives for 
SBU’s, allocation of resources among functional areas, and 

coordination between them for making an optimal contribution to 
the achievement of corporate level objectives.



• Difference Between Product Portfolio and 
Business Port folio.

• Strategic Business Unit
 A strategic business unit, popularly known as SBU, is a fully-functional unit of a

business that has its own vision and direction. Typically, a strategic business unit
operates as a separate unit, but it is also an important part of the company. It
reports to the headquarters about its operational status.

 The SBU can be a Company Division,a product line within a division, or even a
single product or Brand.

 SBU’s are commoin in organisations that are located in multiple countries with
multiple marketing setups.



.

Functional level strategies deal with a relatively restricted plan
providing objectives for a specific function, allocation of
resources among different operations within that functional
area, and coordination between them for optimal contribution
to the achievement of SBU and corporate level objectives.

Functional Strategies



Other



• Societal strategies: These strategies are at a level higher than 
the Corporate level.

• Based on the mission statement a societal strategy is a 
generalized view of how the corporation relates itself to 
society in terms of a particular need or a set of needs that it 
strives to fulfill.



Airtel Stratergy

Growth

Factors

Infrastructure 
Sharing

Managed Services

Enterprise Telecom

Rural Telephony



• Some strategies are 
also needed to be set 
at lower levels, one 
step below the 
functional level.

• E.g. A functional 
strategy at the 
marketing level could 
be sub divided into 
sales, distribution, 
pricing, product and 
advertising.



Strategists and their role in Strategic 
Management.

• Strategists are individuals or groups who are 
primarily involved in the formulation, 
implementation and evaluation of strategy. 

• So all managers are strategists in a limited 
sense.

• Persons outside the organization are also 
involved in strategic management. They are 
also strategists.



The Strategists



• Board of Directors: Is responsible for the governance of the
organization.

• As directors, the members of the board are responsible for
providing guidance and establishing the directives according
to which the managers of the organization can operate.



• The Chief Executive Officer: Is the most important strategist 
who is responsible for all the aspects of strategic 
management, right from formulation to the evaluation of 
strategy.

• He plays a very important role in strategic decision making.



Various strategists

• Entrepreneurs: are persons who always searches for 
change, responds to it and exploits it as an opportunity.

• They play a very important and a proactive role in 
strategic management. They provide a sense of 
direction to the organization and set objectives and 
formulate strategies to achieve them.



• Senior Management: 
When assigned with 
specific responsibilities 
senior managers look after 
modernization, 
technology up gradation, 
diversification and 
expansion, plan 
implementation and new 
product development.

• Senior managers perform  
a variety of roles by 
assisting the board and 
the CEO in formulation, 
implementation  and 
evaluation of strategies.



• SBU level executives: 
The idea for organizing 
to SBU is to manage a 
diversified company as 
a portfolio of 
businesses.

• SBU level heads are 
also known as profit 
center heads are 
considered as ceo’s of 
a defined business unit 
for the purpose of 
strategic management.



• Corporate planning 
staff: It plays a 
supporting role in 
strategic 
management.

• They not only assist 
in whole planning 
process but also are 
responsible for the 
communication of 
strategic plans. They 
also conduct special 
studies and research 
related to strategic 
management.



• Consultants: The 
main advantage of 
hiring consultants 
is getting unbiased 
and objective 
opinion from a 
knowledgeable 
outsider and 
availability of 
specialist’s skills.

• Some Consulting 
co’s are, Mc Kinsey 
and company, 
Accenture, AF 
Ferguson, KPMG, 
Boston consulting, 
S B Billimoria etc.



Area of specialization

• McKinsey and company: 
Fundamental change and 
strategic visioning.

• Accenture: Business 
restructuring, infotech and 
systems.

• Boston consulting: Building 
competitive advantage.

• KPMG: Strategic financial 
management and feasibility 
studies.



So what is Strategic Management?

• Strategic management is the ongoing planning,
monitoring, analysis and assessment of all
necessities an organization needs to meet its
goals and objectives.

• Changes in business environments will require
organizations to constantly assess their strategies
for success.

• The strategic management process helps
organizations take stock of their present
situation, chalk out strategies, deploy them and
analyze the effectiveness of the implemented
management strategies.”



• Strategic Management is Modern version of
“Business Policy and involves the managerial
actions of scanning the environment to
formulate ,implement and evaluate business
strategies to achieve long term objectives”.

• According to Jauch and Glueck, Strategic
Management is stream of actions and
decisions which leads to development of an
effective strategy or strategies to achieve long
term corporate objectives.



Simply put by Edward de Bono,

• Strategy means putting things in place 
carefully, and with a great deal of thought. It is 
the opposite of just waiting for things to 
happen.

• In a changing environment one of the most 
difficult things in business is to know when to 
stick to your strategy and when to change it. 



Definition  

• Strategic management is defined as the
dynamic process of formulation
,implementation ,evaluation and control of
strategies to realize the organizations strategic
intent.



What is Strategic Management?

• Focuses on how managers formulate and implement, 
and evaluate strategies aimed at developing and 
maintaining competitive advantage:
– the reason some firms enjoy higher levels of performance 

than their rivals or competitors.

• Strategic management is therefore concerned with 
overall PLOC

• Four aspects that set strategic management apart:
– Interdisciplinary
– External focus
– Internal focus
– Future directions

“Big picture” view of an
organization influenced by
its external environment



Four phases in strategic Management

Establishment of 
Strategic 

Management

Formulation of 

Strategies
Implementation of 

Strategies

Strategic

Evaluation

Strategic  Control



Strategic  Intent
Vision

Mission
Business Definition
Business model

objectives

Strategy Formulation
Envir Appraisal     Organi

SWOT Analysis
Corporate level strategies

Business level 
Strategic analysis and choice

Strategic plan

Strategy Implementation
Project procedural 
Resource allocation

Structural Behavioral 
Functional and operational

Strategic evaluation

Process of strategic Management



BCG - MatrixIntroductionIn the following mini-case study, you are required 

to categorize the corporation’s business portfolio into the four boxes of the 

BCG (Boston Consulting Group) model. You then need to decide how the 

management should allocate $250 million funds available across their 

strategic business units (SBUs),using the BCG matrix as your guide. 

Mini-case Study 

The AHI Group is a hypothetical diversified firm operating in Australia. Created 

less than 20 years ago,AHI has clear goals of strong growth and achieving 

dominance in all the markets that it chooses to compete in. The corporation now 

has four SBU’s, as follows: 

1. A chain of fast-food restaurants (General Manager = Clive) 

2. A manufacturer of smart TVs  (General Manager = Kristi) 

3. A ‘branding’ marketing consulting firm (General Manager = Therese) 

4. A bus travel company (General Manager = Jamie) 

It is strategic planning time at AHI and each of the General Managers are outlining 

their resource requirements with the founders.  (Note: There is $250m available to 

reinvest into the business.) 

The following are some excerpts from the minutes of the meeting: 

Clive: “My fast-food division is the only one that is making any real profits – over 

$500m last year. It’sclearly obvious that we need to reinvest in THIS business. 

Let’s expand and grow the profits. As usual,we’re facing significant challenges 

from new competitors, so we really need the investment.” 

 



1. Classifying AHI's Business Portfolios using the BCG Matrix: 

 Fast-Food Restaurants (Clive): This business unit is generating significant 

profits, indicating a strong market position. It would likely be classified as a 

"Cash Cow" in the BCG matrix due to its high market share and stable cash flow. 

 Smart TVs (Kristi): This business is not currently profitable, but it has high 

growth potential in a large market. It would likely be classified as a "Question 

Mark" or "Problem Child" in the BCG matrix, indicating the need for further 

investment to capture market share and potentially become a future star. 

 Branding Marketing Consulting (Therese): This unit is growing well and is 

considered a market leader. Despite infrastructure costs, it has the potential for 

future profitability. It would likely be classified as a "Star" in the BCG matrix, 

suggesting the need for continued investment to maintain and enhance its market 

position. 

 Bus Travel Company (Jamie): This business operates in a tough, flat market 

with small profits. It could be classified as a "Dog" in the BCG matrix, indicating 

a low market share in a low-growth market. The decision for this unit would 

depend on its strategic importance and potential for improvement. 

2. Allocating the $250 Million Investment: 

 Fast-Food Restaurants (Clive): Since this is a "Cash Cow" with high 

profitability and stable market share, it may not require a significant portion of the 

investment. However, some funds could be allocated for strategic expansions or 

improvements. 

 Smart TVs (Kristi): As a "Question Mark" with high growth potential, a 

substantial portion of the investment should be allocated to this unit to help it 

catch up to market leaders and establish a stronger position. 



 Branding Marketing Consulting (Therese): As a "Star," continued investment 

is necessary to maintain and enhance its market position. A considerable portion 

of the funds should be allocated to support its growth and innovation initiatives. 

 Bus Travel Company (Jamie): The decision for this unit depends on its strategic 

importance and potential for improvement. If there are viable strategies to 

enhance its position in the market, a portion of the funds could be allocated; 

otherwise, a more conservative approach may be taken. 

3. Usefulness of the BCG Matrix: 

 The BCG matrix provides a framework for analyzing and prioritizing strategic 

business units based on market share and growth potential. 

 It helps in identifying where to allocate resources for maximum impact, 

considering the different stages of each business unit in its life cycle. 

 However, it has limitations, such as oversimplifying complex business situations 

and not considering other strategic factors. 

In conclusion, while the BCG matrix provides a useful starting point for strategic planning, 

AHI's management should also consider other strategic factors and the specific context of each 

business unit when making investment decisions. 

 

Kristi: “That’s fine, but you’ve got limited growth potential. OK, we’re not 

making much money now, but this market is too big to not pursue it properly. So 

we need the $250m to help catch up to the leaders, as they’ve got a big start. That 

way we can generate potential huge future profits.” 

Therese: “Kristi, you’re too far behind the market leaders. I don’t see the sense in 

throwing money into something where we will probably end up in a weak position 

anyway. Whereas our branding marketing consulting business is growing really 



well. We’re consulting throughout the world and are considered to be one of the 

market leaders with our innovative practices. Sure, we’ve got lots of infrastructure 

costs, but this is going to be a future goldmine. We’ll make more than the fast-food 

chain in five years time. 

”Jamie: “We’re in a tough market that’s pretty flat at the moment. I know we only 

make a few million dollars a year, which is small time for the rest of you. But it’s a 

big market, and we could use the investment to somehow improve our position. 

”Student Discussion Questions 

1. How would you classify each of AHI’s business portfolios using the BCG matrix? 

2. How would you allocate the $250m investment across the SBUs? 

3. How useful did you find the BCG matrix in helping allocate the $250m investment? 
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BLUE OCEAN STRATEGY: INDIAN EXAMPLES 

In today‘s overcrowded industries, competing head-on results in nothing but a bloody red 

ocean of rivals fighting over a shrinking pool. A ―red ocean‖ refers to a saturated market 

where there is fierce competition among companies offering similar services; a ―blue ocean‖ 

is new markets untouched by competition. Companies have long engaged in head-to-head 

competition in search of sustained profitable growth, they have fought for competitive 

advantage, battled for market share and struggled for differentiation. Blue Ocean Strategy 

argues that tomorrows leading companies will succeed not by battling competitors, but by 

creating ―blue oceans‖ of uncontested market space, where competition is rendered irrelevant 

of companies that made competition irrelevant in their industries to elicit the strategic logic 

behind Blue Ocean Strategy. 

 

 

 

 

 

 

 

 

 

The authors studied 150 blue ocean creations in 108 companies over 30 industries. The study 

found that 86% of new ventures were line extensions (Red Ocean Strategy)—incremental 

improvements to existing industry offerings—and a mere 14% were aimed at creating new 

markets or industries. While line extensions did account for 62% of the total revenues, they 

delivered only 39% of the total profits. 

 



Conventional Strategy:  

DIFFERENTIATION OR LOW COST 

 

Blue Ocean talks about Value Innovation: 

DIFFERENTIATION AND LOW COST 

VALUE INNOVATION 

Region where a company‘s actions favourably affect both its cost structure and its value 

proportion to buyers 

– Cost savings by eliminating and reducing the factors an industry competes on 

– Buyer values is lifted by raising & creating elements the industry has never offered 

– Over time, costs are reduced further as scale economies kick in 

 

20-20 formal provides great utility by increasing pace of the game and creating excitement in 

shorter version. It creates differentiation by introducing the concept of Cheer leaders and 

movie stars and provides total entertainment at low cost. 

HOW TO FIND NEW VALUE CURVE 

Four Actions Framework 

 



Indian Premier League 

 

The IPL cricket tournament has been interesting for a couple of reasons: One, it showed how 

innovation in services can be appealing to consumers; two, it showed how competition and 

globalisation can bring improvements. There are also some lessons the IPL can learn from 

successful sports franchises elsewhere, for instance, the National Football League in the US.  

The innovation is the most striking aspect. By re-packaging the sedate game of cricket to 

something with non-stop action, and by reducing the time investment that spectators need to 

put in for the event, the IPL administrators have modernised it. It has also converted 

attending the 20-20 game into a family event like going to the movies, whether you watch at 

home or in the stadium.  

This, for instance, has increased the appeal to women, for the three hours required is 

something a busy housewife can afford to spare, as compared to having to spend all day 

watching the game. Besides, fast-moving games have instinctive appeal, which is why soccer 

finds such a ready audience everywhere.  

For  IPL,  Lalit  Modi  and  team  followed  the  above  strategy  and  made  the  

findings as below -    

 



The Industry standard HR model serves as IPL‘s hiring model together with the potent 

condiment of the Blue ocean strategy model that serves as IPL‘s process model. No surprise 

that such an astronomical sum of money is a historic debut for any Indian game and 

splendidly makes IPL stand as a true $2billion IPO in marketing sense. Blue ocean strategy is 

a phenomenon of adding or enhancing certain attributes in an industry so as to provide more 

value to the consumer and hence attract more consumers even from outside the boundaries of 

the traditional industry. The T20 was actually a combination of 3 industries i.e. cricket, 

cinema, and the corporate world.  

While the embodiment of business model into cricket injects a greater sense of individual 

responsibility among the players and expect that they are answerable to every penny spent as 

team personnel.  

20-20 BLUE OCEAN  

Blue Ocean Strategy 20-20 Cricket 

Look across alternative Industries Create altogether new industry ‗CRICK-

ENT‘ by combining Cricket and 

Entertainment 

Create uncontested market space 20-20 is a fast pace game innovation which 

caters to the total market segment rather than 

just cricket lovers 

Create and capture new demand Creates new demand- Watching cricket with 

family 

Look across complementary product and 

service offerings 

Provides complementary services of Cricket 

along with Entertainment 

Look across functional  and emotional appeal 

to buyers 

Caters to consumers emotional appeal by 

introducing performance by cheer-leaders 

and movie stars 

 

 

 

 



CRICKET BEFORE IPL 

 

CRICKET AFTER IPL 

 

 

High 

Low 



Tata Nano 

Following India's growing openness, the arrival of new and existing models, easy availability 

of finance at relatively low rate of interest and price discounts offered by the dealers and 

manufacturers all have stirred the demand for vehicles and a strong growth of the Indian 

automobile industry. 

 

 

In such competitive market where more of the India market was captured by two wheelers, 

Tata Motors saw an opportunity and decided to launch the ‗People‘s Car- Tata Nano‘. Nano 

has been a complete breakthrough in the automobile industry and has revolutionized the 

whole automobile sector. 

 

 

Tata Motors‘ wildly successful four-passenger city vehicle has revolutionized the Indian car 

market while proving that cheap does not always mean bad quality. 

As the leading automobile company in India Tata Motors achieved what is known as the 

cornerstone of Blue Ocean Strategy – value innovation. Value innovation is the simultaneous 

pursuit of differentiation and low cost.  

The Nano is the least expensive production car in the world priced just around USD 2,200. 

But how does the Nano differ from the many failed Indian Brands that have focused on low 

price?  



Simple. Tata Motors was able to reconstruct buyer value elements by generating a new value 

curve.  

Cheap does not mean bad quality. They were able to produce a quality product and value 

innovate by focusing on creating a leap of value for buyers and for the company and in this 

case, opened up new and uncontested market space. Blue Ocean Strategy states that value to 

buyers comes from the offering‘s utility minus its price, and because value to the company is 

generated from the offering‘s price minus its cost, value innovation is achieved only when the 

whole system of utility, price and cost is aligned.  

In Blue Ocean Strategy to break the trade-off between differentiation and low cost to create a 

new value curve as they did, there are four questions (Four Actions Framework) that 

challenge an industry‘s strategic logic and business model: Which factors does the industry 

take for granted and should be eliminated, which factors should be reduced below industry 

standard, which factors should be raised well above and created that the industry has never 

been offered?  

Most families in India have two-wheeled vehicles and predominately drive in the city under 

300 km. Recognizing the potential of the industry and asking these four questions Tata 

designed the Nano primarily for the Indian market. In the efforts to make an affordable car 

Tata Motor‘s eliminated many of the non-essential features by not including airbags, air-

conditioning, designing a rear-engine that only has two cylinders, no power steering which is 

not necessary because the car is so light, only using three lug nuts on the wheels instead of 

four, using only one windshield wiper instead of two, reducing the amount of steel used in the 

design and depending on lower priced Indian labor.  

 

 

As a result the reliable vehicle serves the functional purpose of transportation at an affordable 

price – the world‘s cheapest car.  



SWOT Analysis- Tata Nano: 

 

STRENGTH 

 Brand name TATA 

 Cost price low 

 Fuel efficient 

 Safe (European Safety Standards) 

 

WEAKNESS 

 Low power 

 Not a status symbol 

 Delay in manufacturing 

 Limited features 

 

OPPORTUNITIES 

 Large market for selling 

 Awareness in the market 

 First car in low range 

 Can hit in global market 

 

THREATS 

 Company rival 

 Not sure to hit in rural and semi-urban areas 

 

 

 

 



TATA has come up with a one lakh car that may again create a unique market position for the 

―Nano‖ brand and operate in a Blue Ocean market. The Value a Nano will bring to its 

customers will be totally different from a high end car say a Mercedes S –Class. But, because 

the value is as perceived by the buyer, it will be unique. Value flows from the customer to the 

supplier. This is contrary to a supply chain where the flow is from the supplier to the 

customer. 

Value can be categorized in various layered levels. At the core is the ―Product Value‖ or the 

technical value derived from a source of supply. For e. g. let us again consider the TATA 

Nano. The product value for the buyer may be access to an economic mode of four wheel 

transportation. The second layer consists of the ―Service Value‖ or the value provided by the 

services surrounding the product. The service value for the Nano may be the warranty the car 

will carry which in turn will provide an ownership experience free of maintenance costs. The 

third and the penultimate ring will be the ―Wow value‖ or the factors leading to customer 

delight.  

 

 

These may consist of factors such as space (which is said to be considerably more than the 

Maruti-800, its nearest competitor) and ergonomics of the car, given the price point it will 

operate in. 

 

The interesting thing here is to note that these factors will be completely different for a 

Mercedes customer. The ―Wow value‖ i.e. space in the TATA Nano won‘t excite such a 

customer. May be a beer cooler as a standard accessory w ill! Toyota launched its luxury 

sedan ―Lexus‖ as a different brand (not as another Toyota car) because they felt that to 

compete with the BMW and Mercedes brands, they need a brand which will provide a greater 

snob value which the ―value for money‖ image of Toyota brand couldn‘t afford. 



 

 

Nano: A Global Platform for Tomorrow 

Interestingly Tata Nano is not just a product for an identified market need today but also as a 

platform for tomorrow. Every product or service represents many things. It is an intended 

solution to the perceived needs of certain customers. It is a bundle of features and attributes. 

It is the core element of a business model that may or may not be economically viable. 

Importantly, in addition to all of these truisms, it also is the first step on a possible journey 

whose destination may bear little resemblance to the starting point. 

 

Viewed from the lens of underlying capabilities, the Nano is not just a particular type of car 

designed for the peculiarities of the Indian market. It is also a bundle of proprietary 

technologies, supplier relationships, and a mindset that prizes frugal engineering. These 

capabilities, when applied to the needs of the rich European and North American markets, 

could easily result in an upgraded car that may sell for, say, $8,000 and give a competitor 

whose product sells for $12,000 a run for its money. As global auto companies look at the 

Nano, the question they should ask is not whether customers in the rich economies would 

care for such an inexpensive-but-simple car, but whether Tata Motors could show up in their 

backyards with a competitive or better product that sells for 30%-35% lower prices than their 

own in these markets. 

 

 

 

 

 

 



Bharatiya Janata Party 

 

 

Before carrying forward the analysis 1st we must understand the customers and non 

customers of BJP. 

 

Customers:-  

 Any Hindu fundamentalist be it a hard core or a moderate. 

  Educated Urban class(Delhi is an exception) 

  Business class people and Brahmins 

 

 Others(that include people from various socio economic classes that cannot be categorized) 

 

Non customers:- 

 

  A large amount of Indian population that is politically inactive, do not have any 

opinion of itself, and often rely on any news that the media tells them 

 A large part of rural poor 

 People from scheduled caste and scheduled tribes(There is another tendency In 

Indian media that they always portrays Hindutva as something anti-dalit ) 

  Marxist (Both hardliners as well as moderates) 

  Pseudo seculars(India has a good chunk of such people) 

  South Indians in general (baring karnataka) 

  Muslims and Christians (Includes both hardliners as well as moderate) 

 Others  

 

Now other than hardliners from the red camp and from the religions of Islam and 

Christianity ,BJP has the potential of attracting all other class of non customers 

 

Now let‘s see on what all parameters the BJP is hugely spending its resources:- 

 Hindutava:-  

 

a) Genuine issues:- such as terror attacks, safety concerns of people, respect of 

national symbols, Cow sluaghter etc. 



 

b) Ingenuine issues:- defending any crap that is related to Hinduism even that might 

be something like the caste system, defending a shankara charya who had been 

involved in murder case, or any other Hindu ritual that does not make much sense 

these days. 

 

 Opposing the incumbent central govt. for any action it takes. 

 

 Mantaining strong ties with other Hindutva factions such as Rss, Vishawa Hindu 

parishad, Ram sena,Shiv sena etc. 

 

 Projecting leaders like Narendra Modi & Varun gandhi as the new face of 

Hindutva.Struggling hard to solve its internal differences. 

 

 

ERRC analysis : 

 

 

 

 

ERRC is eliminate, reduce, raise & create analysis where some of the existing parameters are 

reduced or eliminated where as some are raised and some new are created 

 

 

 

 



 Eliminate:- 

o Anything that shows the irrational side of Hindutva should be scraped 

completely from the party agenda.It is good for party as well as Hinduism 

also. 

o  Internal troubles of the party. 

o Unwanted minority bashing 

 

 Reduce:- 

o Reduce pestering the incumbent govt. for anything and every thing.It sends 

wrong signal to the media. 

o Reduce Strong ties with parties like RSS and Ram Sena(though this really 

does not mean that ties should be cut completely because it is these hardliners 

that give some force to the Hindutava movement but BJP must understand that 

general Hindu psyche dislikes very aggressive viewpoint) 

o  Reduce activities that deals with symbolic side of Hinduism. Stuffs such as 

national song etc does not make much sense in the present scenario  

 

 Raise:- 

o Raise activities that are focused more towards development rather than 

religion. 

o BJP govts (as well as allies) have done phenomenal jobs in states like Madhya 

Pradesh, Bihar, Gujarat, Chattisgarh etc. BJP must try to promote strongly on 

these lines. 

o  Karnataka:- Karnataka is the 1st south Indian state where BJP had formed its 

government,so strategically it has great significance ,but unfortunately nothing 

substantial have been done by the government over here. Since Karnataka can 

be the launching ground for spreading the influence in other south Indian 

states  BJP needs to take extra care for carrying out strong development works 

over here. 

o  Though hard-line Hindutava is dangerous but there are lot of important issues 

that needs to take care of, these include terrorism, Kashmir crisis, conversions 

in the name of money etc. These issues should be raised seriously ,not only 

will it be good for the health of nation but will also help in garnering support 

of a large no. of people who in general are politically inactive but do fear such 

stuffs. 

o Promote Modi and Varun for their vision (also developmental activities in 

Modi's case)not for Hindutava 

 

 Create 

o Take initiatives for the development of the Scheduled and backward classes of 

India. Hindutava(moderate) cannot be a Viable idea until unless these people 

will remain marginalized. 



o Take strong action against illegal Immigration:- India especially its eastern 

and north eastern parts are infected heavily with illegal immigration. West 

Bengal itself has some one crore illegal immigrants. BJP must try to garner 

public support on such issues. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



LG 
 

 
 

“Blue Ocean Management” is a creative new style of management which opens new markets 

and invents new methods and systems that will maximize the efficiency of management. In 

other words, this is a management strategy for a whole new paradigm in which we will 

compete in the areas that we have to, while developing a blue ocean area which does not 

have any competition thus creating more profit. To this end, this year, we will focus on 

customer oriented management, strong technological competitiveness, and operational 

excellence.” 

 

LGE, wanted to implement Blue Ocean Management to make competition irrelevant. The 

strategy was to redefine industry boundaries by focusing more on high end products and 

entering new segments of emerging markets like China, India and Middle East and Africa 

and thereby create uncontested market space. 

 

Focusing on high end products 

 

The LGE shifted its focus from volume to value through high-end product innovation in all of 

its four product divisions: Mobile Communications, Digital Appliance, Digital Display and 

Digital Media. Each domain company planned established high end value added products. 

 

Mobile Communications 

 

The Mobile Communications Division was responsible for selling CDMA and GSM 

handsets. LG Electronics launched its CDMA handset operations in 1996 and in GSM 

operations in 2002. With a total range of wired and wireless solutions, the company was 

rapidly establishing a global presence and growing its international market share in 3G 

handsets. The company had global sales of $ 9.9 billion with sales of 55 million units and 

was ranked 4th in global mobile handset sales, after Nokia, Motorola, Samsung and Siemens. 

LG‘s ‗Chocolate‘ became best selling product through intensifying research capabilities and 

high-end design which was the mid term strategies for the company. 

 

LG Chocolate 

 

“LG Chocolate and the Black Label series are LG‟s Blue Ocean operational strategy in 

action, which are expected to generate around 30 per cent of sales and 50 per cent of profits 

by 2010” LG Gulf, Mr.C.H.Lee. 

 

“We have been building up muscles for growth, Now chocolate phone will give us a chance 

of make another leap forward” LG Executive, Vice-president Jae Bae. 

 

In November 2005, LG Electronics released a mobile phone, KG 800 attractively named as 

Chocolate Phone in South Korea. It was the first version of Black Label Series, featuring a 

super-slim slide at 16.5 mm thick and weighs 88 grams, with 1.3 mega-pixel camera with a 



MP3 music player. The Chocolate Phone won the iF Design Award 2006. LG invested more 

than US$ 73 million in its design operations in 2005 and has won 41 world design awards so 

far this year. 

 

The Chocolate was globally launched in other regions in May 2006 and about 1.4 millions 

phones were soon sold in Europe, Asia and Latin America. Another 500,000 were sold in 

South Korea which helped LG to secure a 7% share of the domestic handset market. 

Chocolate was also ranked the best-selling mobile phone by Carphone Warehouse, Europe‘s 

biggest mobile phone retail chain. LG aimed to be number 3 by 2008 or 2009 in handset 

category with the global market share of 6.8% against its nearest rival Samsung, which held 

12.7%. Industry leader Nokia had 32.8% while second-ranked Motorola had 20.1%. 

 

Digital Display Company 

 

The Digital Display Company was the leading producer of digital TVs in LCD and Plasma 

modules. In the increasingly competitive digital TV market, LG Electronics had cutting-edge 

products through innovations. Digital Display division was formed in joint venture with 

Philips to produce LCD TV and plasma TV in 2001. The digital display division had earned $ 

2.77 billion which constituted 28% of their global sales in the year 2005.With the business 

goal of becoming the dominant leader in digital TV and plasma TV, the division had 

undergone breakthrough innovations and products under the blue ocean strategy. 

 

Plasma TVs 

 

"We will cement our second place in the plasma TV market this year to challenge the No. 1 in 

2007,” mentioned Yoon Sang Han, LG‘s executive vice-president in charge of the TV, 

monitor, and plasma panel module businesses. 

 

As a leader in the plasma TV industry, the Digital Display Company had set the standard by 

continuously developing the 60‖, 71‖ and 102‖ full HD plasma TV which was awarded as 

2006 Best of Innovations at the Consumer Electronics Association (CEA). LG planned to 

enhance the global production process of its flat panel displays at its four major plants in 

Mexico, Poland, China and Korea, focusing on region-specific R&D and marketing efforts. 

 

Global sales of plasma televisions amounted to 2.2 million units with a growth of 95 % in the 

April-June quarter of 2006 from 2005, which was 20% of the global TV revenues. 

Matsushita, the maker of Panasonic brand, with a share of 28.3% paved its way to become 

No. 1 position in the Plasma TV while LGE with the sales of 877,000 in 2005, stood at No. 2 

position in plasma TV market with a 17.8% global share, with the monthly capacity to 

produce 310,000 units in 2005. While Samsung the home rival had a market share of 13.6% 

and Dutch Philips Electronics with 10.3%. 

 

LCD TVs 

 

LG Electronics attracted global attention with the development of the world‘s first 55-inch 

LCD TV, which was awarded a Design Award at the iF Design Awards and Innovation 

Awards. Global sales of LCD TVs jumped 135% in the three months to June from a year 

earlier, to 9.4 million units, accounting for 22% of the world's TV market. The company, 

ranked 5th in LCD TV segment, after Sony, Samsung, Sharp, and Philips Electronics. 



(Exhibit XIII) The company expected sales of 4 million LCD TVs in 2006, up from 1.5 

million in 2005. 

 

Digital Appliance 

 

The Digital Appliance SBU was a leader and pioneer in home appliance products, like air 

conditioner, refrigerator, vacuum cleaner, washing machine, microwave oven, and other 

home appliances. LGE had developed the world's inbuilt TV refrigerator, ARTCOOL air 

conditioners, steam washing machines and many more core technologies for home appliance 

parts and products. Building on successful home appliance operations, the company was also 

expanding their business scope to have a greater emphasis on new product sectors such as 

commercial air conditioners, built-in kitchen appliances and home networks. 

 

Air Conditioners 

 

"We reported over 10 % operating margin from air-conditioner business last year, and 

profitability will improve further this year thanks to growing sales of premium products."  

Lee Young-ha, CEO, Home appliances unit, LG 

 

With an aim to create a niche market under blue ocean strategy LGE focused on system air 

conditioners and on high value-added large-capacity commercial air conditioners. The R& D 

investment was 10% of sales. LGE planned to increase its R&D manpower from the current 

1,100 people to 2,000 people by 2008. Also, the company planned to expand air conditioner 

system production capacity at its Changwon Plant, and in the long term, build air conditioner 

production lines in Turkey, China, India, and Brazil to strengthen market accessibility. 

 

The global air-conditioner market was U.S. $2.6 billion in 2005, and total world sales of the 

product reached 51 million sets in 2004.Air-conditioner sales returned profit margins above 

10%, higher than other products such as washing machines and ovens for LGE. LGE 

estimated the air conditioner market to expand from US$ 21.2 billion in 2005 to US$ 29 

billion by 2010, and hoped to garner US$ 3.5 billion in sales by 2010 to seize the world's top 

position. 

 

DigitalMedia 

 

With the global sales of $5.7 billion the digital media segment generated synergy with its 

audio and video (home theater, DVD recorder), digital storage (super multi DVD rewriter) 

and personal computer (desktop and notebook PC) divisions. Through continued technology 

innovation, the company had developed the world‘s first Satellite DMB notebook in 2005. In 

particular, the company was actively penetrating multimedia product markets with mobile 

technologies, such as PDAs and MP3 players, and with composite products, such as super-

multi drives and super-multi DVD recorders. This segment was also focusing on its Car 

Infotainment business. 

 

LGE was No. 1 in global sales of all optical storage products CD-ROMs and DVD-ROMs for 

eight consecutive years since 1998, including of DVD recorders (since 2005) and also 

secured 29% market share. In the home theater segment LGE became a leading player in 

countries like Italy, the Czech Republic, Hungary, Australia, and South Africa with a global 

market share of 16%. Through converging various devices and technical resources, LGE kept 

improving home theater combo systems with diversified designs, for instance, the DVD 



Recorder Home Theater Combo and the Home Theater System with wall-mount Flat Panel 

Speakers built-in flat speakers. In the DVD player segment LGE enjoyed the biggest market 

share of 10% since 2003 for three consecutive years. 

 

New markets and New Segments 

 

With sales of $ 23.2 billion in the year 2005, 19% of which was from the Asia-Pacific region, 

especially China, the Asian consumer electronic market grew at 10.5% annually. In the 

digital products segment, specifically the flat and digital TV the Asian market was open to 

new segments. 

 

LGE China. 

 

"In China, there is no future competing in 'red ocean' markets, so we must focus on the 'blue 

ocean' segment and penetrate high-end sectors. As part of its new strategy, we had chosen 

China as one place where it wants to create a "blue ocean" market. " S.S.Kim, CEO, LGE 

entered China in 1993 by establishing local subsidiary with Huizhou and in 1994 started 

manufacturing of cathode ray tubes, air conditioners and microwave ovens. Most of the 

products they manufactured were lower-priced, thin-profit-margin household electrical 

appliances which aimed at Chinese domestic market. Realizing that China would probably 

overtake the US to become the world‘s largest market for DVDs, LG choose to create blue 

ocean market for its high end products and also set up DVD player production facilities with 

and annual capacity of 2 million units in Shanghai manufacturing plant. 

 

With the investment of $2.5 billion and with the workforce of 38,000 employees the company 

was able to generate the sales of $10 billion in the year 2005. With brand awareness of 46% 

in China LGE stood at no.4 position household appliance. In China, a total 78 million units of 

mobile handsets were sold in 2005. CDMA handset constituted 6.84 million units of which 

LGE enjoyed market share of 18.71%and ranked second. In the GSM handset market, the 

company faced stiff competition from Nokia, Samsung and Motorola. 

 

 

LGE India 

 

"LGEIL (LG Electronics India Ltd) did face obstacles initially, but from the very start we 

were determined to succeed" Girish Rao, VP for Sales and Marketing India. 

 

LG Electronics India Pvt. Ltd., a wholly owned subsidiary of LGE South Korea was 

established in January, 1997. The manufacturing facility began at Noida, in 1998, and in 

Pune, in 2004. With localization the company had established distribution network of 43 

branches, over 150 area offices and more than 10,000 trading partners, LGE was ahead of its 

competitors. 

 

The revenues since 1997 were Rs 21,100 crore. (Exhibit XVI) By 2010, LGE expected to 

become a $10-billion company with export turnover contributing $3 billion or 30 per cent of 

LGEIL's turnover through its blue ocean strategy. In the CDMA mobile handset segment, 

LGE India had ranked 4th with a market share of 2.5%., while industry leader had Nokia a 

share of 78.8%, Samsung 6.4%, Motorola of 4.6%, and Sony Ericsson 5.1% in February 

2006. LGE had a market share of 3.5 % in the GSM mobile handset segment. 

 



The digital display market was expected to increase to 90000 units in 2006 from 18000 units 

in 2005. Market leader Samsung, had 45.7 per cent share in the LCD segment compared to 

LGE‘s 39 % in 2006. In the plasma display panel (PDP) segment, the company was at No. 2 

position just behind Samsung who had a share of 35.5%. In the digital appliance market LGE 

had enjoyed a lion‘s share of 36% in 2005 and in the air conditioners segment LGE had a 

quantity turnover of 5 lakhs units and value turnover of Rs.1050 crore in 2005. In the 

washing machine category LGE had market share of 34%.  

 

LGE in Middle East and Africa 

 

“We will pursue a 'Blue Ocean Strategy' which is to move away from ordinary products to 

create genuine differentiation. For example, in GSM mobile phones we are going to launch 

some high end models in May that will be luxurious like jewelry. And last year we introduced 

the 71-inch Gold Plasma TV, made especially for the Middle East85.” K.W.Kim, President 

LGE, Middle East and Africa. 

 

The regional digital leader LGE Electronics had a turnover of US$1.36 billion, a growth of 

20% in first half year sales performance in 2006. The company attributed its 8% increase in 

revenue in 2005 to its implementation of Blue Ocean Strategy which showed 34% increase 

over the year 2004. LGE‘s LCD business grew 217% year-over-year, GSM mobile phones 

grew 62%, the PC division grew 38% in revenues. 

 

At LGE blue ocean strategy was achieved via product innovation which was aimed at 

localized markets. In Iran, LGE offered microwave oven with a preset button for reheating 

‗shish kebabs‟-- 

a favorite dish. LGE roughly commanded about 40% of the Iranian microwave market87. A 

few of LGE's top-selling innovations include the Qiblah phone, the world‘s first mobile 

handset with Qiblah indicator which points in the direction of Mecca, the TV refrigerator; 

and the bag-less range of vacuum cleaners. 

 

In the high-value product segment, LGE planned to focus its efforts on 15 inch, 17 inch and 

20 inch LCD TV and monitor. The company had successfully launched its LG chocolate and 

black label series in May 2006. But in the GSM segment the company was facing difficulties 

to set up the distribution network. 

 

The Road Ahead 

 

“The growth associated with the „Blue Ocean‟ initiative will not be accomplished in just one 

or two years – but is a multi-pronged effort that will firmly reinforce our position among the 

top three in the electronics industry.” 

 

LGE which was known for low-cost products faced competition not only from the home 

based Samsung but also from Japanese manufacturers., The CEO of the company had 

admitted that a lot of work had been left to make the company‘s image as a premium brands 

in every part of the world. 

 

 

 



 

 

 

Source: http://www.lge.com/download/ir/archive/-850967273LGE(CLSA2005).pdf, LG electronics, September 2005 
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