
Introducing Strategy and Leadership 
Michael Porter – Competitive Strategy – PAGE 3 

• a firm’s profitability was determined by the characteristics of its industry and by its position in that industry, and 

these factors determine the organisation’s overall strategy. 

• This led to an organisation having two options —  

1) it could be a low-cost producer – in a broad market where cost efficiencies could be achieved through 

economies of scale, or  

2) it could differentiate its products or offerings in a unique way that would allow it to command a higher profit 

margin – with a specific focus that was in some way different and better to competitor offers 

Henry Mintzberg – still relevant to modern organisations – PAGE 4 

• Mintzberg is critical of Porter’s analysis and rejects the deliberate and rigid approach to strategy.  

• Mintzberg believes that strategy should be flexible, develop continuously and emerge from ‘intuition and creativity’. 

THE RATIONAL APPROACH TO STRATEGY – PAGE 8 
• Based on a linear and mechanistic model, in which conception and execution of strategy are treated as discreate, 

sequential activities – ‘Top down approach’ 

• Chandler (1962) defined strategy as a straightforward process made up of two chronological activities: 

1) setting the basic, long-term goals of an organisation, implementing courses of action 

2) allocating the resources necessary to achieve those goals. 

• The rational approach to strategy provides a logical process of analysis and evaluation. It: 

o provides a way of talking, analysing and organising a complex set of issues 

o is a means of communication and legitimisation to stakeholders 

o is useful as an organising framework to analyse and plan strategy. 

• While the rational approach is presented as a linear, step-by-step approach the process is iterative and 

interdependent. Activities undertaken later in the process may lead to the need for change in the earlier steps – 

PAGE 10 

• Strength – systematic and logical. Organization is more likely to be able to achieve its objectives and move from its 

current state to a more desired future state. A logical framework also supports clear communication about progress 

• Weaknesses – linear and mechanistic, does not reflect the reality of business today. Organizations may have to 

make decisions with imperfect information and not necessarily in a pre-determined or logical order. May prevent 

strategy being flexible, developing continuously and emerging from intuition and creativity. 

o a more flexible approach is required, and one way to achieve this is to set rules that are simple but don't stifle 

people with rigid controls. 

• Reasons for failure of the rational approach: 

o Having prior views about the ‘best’ solution, biases arise from many sources like, for example, self interest or 

past experience. 

o Time pressure – Managers fail to take all the required steps in making their decisions. 

o Readily agreeing with the leader’s proposal – unless a climate of trust exists within the management group, the 

opinions of senior leaders will be given undue weight, regardless of the level of understanding demonstrated by 

the leader. 

o NOT a reason – The complexity of the organisation and its environment – can make decision-making difficult 

and time consuming, it is not a reason for its failure. Tools like SWOT analysis are designed to deal effectively 

with environmental complexity. 

GAINING COMPETITIVE ADVANTAGE – PAGE 12 
• Source of competitive advantage – PAGE 12 

o patent protection 

o licences 

o data 
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Module 2 – External Environment  
• Industry is the grouping of similar economic or commercial activities. For example, the clothing retail industry is 

made up of all organisations that manufacture and/or distribute clothing. 

• Market is the grouping of all organisations and their buyers. So the retail clothing market consists of the providers, 

listed above, and the consumers of these products. 

• External environment refers to factors external to the organisation that influence the organisation’s strategy, 

including but not limited to: industries and markets, societal issues, technological changes, economic drivers, 

environmental issues, political forces, laws, ethical considerations and a variety of other factors. 

THE ROLE OF THE CPA IN ANALYSIS – PAGE 72 
• Involves both conventional financial and management accounting roles and increasingly responsibilities related to 

issues such as measuring social and environmental performance and shaping the organisation’s approach to data 

analytics. 

• analysis of financial and economic influences on the organisation and its operations for rigorous decisions 

• offer judgement on analysis of industry sectors and the influence of economic drivers such as currency fluctuations 

and legislative changes such as taxation and superannuation rules may have on sectors and organisations. 

• Stakeholder analysis & social responsibility 

Gathering Data for Industry External Environment Analysis – PAGE 73 
• Difficulties: 

o Define scope – definition of industry and market and depth of analysis 

o Sourcing reliable data 

• Now, more data is available than ever → important to have a structured approach to business intelligence to avoid 

information overload 

• Big data: 

o Social data (often a forward or leading indicator of customer behavior and patterns) – likes, comments, and 

shares 

o Machine data – scanners, logs and tracking 

o Transactional data – invoices and receipts 

• Risk – choosing the best and most relevant analytics for their situation. it is more important than ever for the leaders 

and managers to be clear on what information they need and why. 

• Sources for gathering information about an industry and the external environment in which it operates. 

o Public agency and statutory authority 

o Commercial research from private research companies 

o Reports of trending topics and purchased data and analysis of social media discussions from external providers 

o Many industry associations and Market research firms – often available for members only and may be couple of 

years old but usually not a problem as the aim of analysis is to understand trends 

o Public company annual reports, analyst presentations and initial public offering (IPO) documents 

o Lobbying organisations 

o University researches 

o Consultancy firms 

• The smaller the organisation, the more likely it is to rely on publicly available industry and market information. 

Larger businesses are more likely to commission third parties and/or undertake their own research to ensure they 

have reliable and up-to-date information for decision making 

• In either situation, the organisation will often need to reformat or restructure data so that it can be manipulated 

and analysed effectively. 

INDUSTRY ANALYSIS PROCESS 
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o Unrelated diversification – moving into a completely different industry – not recommended, unless it 

is based on some related capability that can somehow be applied (rarely the case) and/or when the 

opportunities for market penetration, new product and new market development have been 

exhausted – situations where appropriate: 

▪ counter-seasonal diversification – organisations dependent on a seasonal market could diversify 

into products that require resources to be used in the ‘off-season’. The strategy is about offering 

different products that reflect the changes in seasons. Example – ski resorts, marketing and selling 

downhill mountain bike riding as a summer activity. 

▪ counter-cyclical diversification, an approach that can be used by firms in industries that are cyclical, 

such as building industries where there are limited industry prospects in the organisation’s existing 

and related product markets. E.g. A property developer offering insurance products to cover lease 

defaults. 

o Major problem – These types of diversification are not easy to implement and for many companies, 

they don't have the necessary capabilities or resources available to do so easily. That is why 

companies in commodity industries such as mining tend to either ride the boom or bust waves which 

are closely tied to global economic conditions. 

 

NEW PRODUCT DEVELOPMENT (NDP) – PAGE 226 
• Generic New Product Development Process – PAGE 227 

a. Generating and capturing ideas 

b. Screening ideas 

c. Prototype (product) development 

d. Test marketing 

e. Launch, e.g. Disney+ launched in US for half price, and then AUS, NZ (step by step, much smaller scale than 

commercializing) 

f. Commercializing – e.g. logistics, shelf-life, packaging issues, Disney+ rolled out in 160 countries 

g. After-sales service 

h. Disposal/recycling 
• Disposal/recycling is a relatively recent addition to the steps in the generic new product development process, as 

stakeholders have become increasingly concerned with reducing waste. 

• New product (and service) development is typically an iterative process, not linear 

• Role of market research – PAGE 233 

o Traditional market research and focus group – work for product development that extends the functionality of 

existing products and services, but they do not work well with disruptive technologies 

o Market research for discovery and definition – the best technique is primary customer research (interviews). 

Using focus groups and surveys at this stage is wrong and generally only confirms existing assumptions that are 

likely to be invalid and may result in the organisation working on the wrong problem or opportunity. 

o Market research approaches for development and delivery – techniques include focus groups and surveys. 

These approaches are most useful where there is a prototype product/service solution that has been developed 

• The Kano model – PAGE 234 

o Improving every aspect of an organisation’s products and/or services doesn’t necessarily lead to increased 

customer satisfaction. Instead, he asserted that focusing on improving certain aspects serves only to maintain 

basic customer expectations, whereas improving other aspects can delight customers with less effort.  
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Module 6 
A culture – very important when implementing strategy because refinements and revision are regularly required to deal 

with the fluid nature of strategy development and implementation. 

• Implementing strategy means change, if the culture is poor, change will be hard 

• Strategy ceases to be thinking and becomes reality when it is embedded in business activities 

• Must monitor and manage both the implementation of the strategy and the performance of the strategy in 

achieving its intended outcomes, and make further changes when required 

• Strategy process is an iterative one and that the seemingly discrete stages in the process are in fact revisited as 

necessary to ensure the strategy responds to emergent issues 

• Organisations that implement strategy faster than their competitors are likely to provide higher levels of value for 

customers 

• Organizations experiencing the most progress were those adopting greater number of implementation strategies  

• Operationalize the strategy – many organizations become stuck in a loop of analysis or unable to make decisions in 

the context of uncertainty, i.e. lack of specific implementation capabilities or lack of ability to operationalize the 

strategy. 

• Strategic implementation is as valuable as strategic formulation, steps: 

o Vision → Strategy → Plan → Performance indicator → Performance management 

THE 7-S FRAMEWORK – McKinsey & Company – PAGE 365 
• Key benefit – gives management timely feedback on the effectiveness of the implementation, allows management 

the ability to address issues which will arise across the many projects that will need to be completed. 

 
• ‘hard’ elements – strategy, structure and systems – managers to impact → if effective, the organization should be 

effective from an operational standpoint 

• ‘soft’ elements – style, skills, staff and shared values – leader to impact 

• In reality – responsibilities are not clearly defined or rigid in practice and leaders and managers will share 

responsibility for most aspects, with the balance dependent on the individual organisation. 

Structure (organizational structure/organizational design) – PAGE 368 
• The hierarchy of positions, levels of management, delegation of authority and financial responsibility, and 

arrangement of workflow 

• The structure comprises the methods that an organisation uses to divide and coordinate its labour into distinct tasks 

and positions, setting out levels and roles, responsibilities and reporting lines. 

• Components of Structure – organisations usually adapt a hybrid mix of these structural components: 
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▪ Enables easy scaling to service varying demand 

▪ Provides security and privacy 

▪ Cost effective for small and large businesses 

• Internet of Things – continuous connection of sensors, e.g. Water authority install monitor devices on all rural and 

urban properties to record water usage and those devices are connected to internet using solar-powered 

transmitters 

2. Sustainability – PAGE 424 
• Sustainable value innovation – focuses on creating new markets through business model innovation that enables an 

organisation to create value for customers and society as a whole while reducing both economic and environmental 

costs 

3. Emerging National Markets – PAGE 426 
• E.g. China, India 

Business Ecosystems – PAGE 426 
• Business ecosystem can be defined as the co-existence and co-evolution or organisations based on their ongoing 

interactions. Traditional markets are being rapidly replaced by networks. This change calls for new strategies where 

competitive advantage shifts from what the organisation ‘does better’ than its competition to how its partnerships 

and alliances help all involved parties ‘do better’. 

• Innovation ecosystems – organisations that work together to innovate. E.g. wholesalers and retailers working 

together to create efficiencies in inventory management, independent organisations sharing research to create 

mutual benefit. 

• Platform ecosystems – built around a single product or service that supports many complementary products. E.g. 

Apple 

• Service ecosystems – the way exchanges between different organisations and/or within an organisation create value 

for all parties involved. 

Hypercompetition 
• Situation in which competitors evolve, respond and innovate — in terms of products, services, processes and 

business models — so quickly that any competitive advantage an organisation establishes cannot be sustained 

• Organisations operating in hypercompetitive markets target a series of short-term advantages by pursuing strategies 

that disrupt the market, then repeat the process with another disruption, and so on. 

• An organisation’s strategic objective should be to sustain value creation, not competitive advantage. 

• Hypercompetition often arises in the early years of new markets and industries, e.g. technology-related products 

and services. However, mature and stable industries can also be thrust into hypercompetition by the arrival of a 

disruptive new entrant or a disruptive business model developed by an established organisation seeking renewal 

 

BUSINESS MODELS AND STRATEGY – PAGE 427 
• Business model explains how a business works and the economic logic behind it. A system whose various features 

interact, often in complex ways, to determine the company’s success. These features include the customer value 

proposition, profit formula and key resources and processes. As such, every business has a business model, though 

not every business chooses to articulate it in a formal way. 

Business Model Innovation 
• Business model innovation – changing one or more elements of the business model to create or capture value in a 

new way. 

• Bojoaga et al. (2012) – the majority of managers consider business model innovation a more important source of 

competitive advantage than product or service innovation.  
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• when decisions are made (timing): 

o where possible, postpone decisions to gather more useful information (e.g. the pricing of each seat on an 

aeroplane should be determined in real time with reference to demand to maximise revenue) 

o change the sequence of decisions so investment is made after demand is known (e.g. crowdfunding campaigns) 

and 

o divide decisions into multiple parts so that each progressive decision is better informed (e.g. use discovery-

driven planning). 

• Who should make decisions: 

o the best-informed people 

o the party that can best manage the consequences 

o the party that stands to gain most. 

• Why? 

o ensuring the implications for decision makers’ revenue align with the organisation’s interests 

o creating long-term relationships with suppliers 

o integrating different parties involved in the business model into the business itself. 

Leadership For Start-Ups – PAGE 479 

Leadership For Established Businesses – PAGE 479 

 

Start-Ups Versus Incumbents – PAGE 481 

Stakeholder Management – PAGE 481 

Leadership And Management Development – PAGE 483 
• Emotional intelligence: 

o self-awareness — the ability to understand oneself and one’s emotions 

o self-management — control, integrity, conscientiousness, and initiative 

o social awareness — particularly the capacity to sense others’ emotions (empathy) 

o social skills — communication, collaboration, and relationship building. 

• Why emotional intelligence is important? 

o leadership development itself should take place at all levels of the organisation to embed the innovative 

thinking, individual initiative-taking, problem solving and collaboration that is necessary to build dynamic 

capabilities that will allow the organisation to thrive in the context of environmental dynamism 

• the role of CEO as the peak decision-maker is no longer feasible, let alone desirable 
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