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Report on the organizational strategies
The aim of this report is to make your team aware as a collective entity wi the strategic guidelines
as described in Leonardo3.4.5, and that we call “generic strategt fact that each and every
organization positions itself, either consciously or unconscio i ive dimensions, by choosing
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Figure1 - Schema of the five strategic priorities with an explanation of the stakes involved in the 10 polarities

It's important for you to notice that positions on these axes are not fixed. T, can be seen as a cursor that

* In the food market, a company could target organic
lowest price possible: this was one of the battl
this war, a few years later Migros was back j

while another one tries to give its clients the
d Migros in Switzerland. Though Coop won

number of other categories of prod
» To defend themselves against pl

aiming to better utilize off Ised the comfort and rapidity of taking the train, rather than
traveling by bus.
* To dip into a part rket share, large grocery chains and filling stations cook frozen products

almost until closing ti

And we could quote an infinite number of examples of specific strategies. What they all share though, is that
they always refer to a market situation and to stakeholders that are active there. Speaking of which, it's
interesting to note that most economic theories put either prices or profitability in the center of their rhetoric,
though most examples above clearly show that price is but one of the key elements, and moreover, not always
the most important one.

This being said though, it must be conceded that though specific strategies have always had the lion’s share of
attention, generic strategies are now becoming a key element for success. And of course, these two strategies
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Team’s preferred axes

The values axis: consensus/focus polarity

Comments

On this axis, there is opposition betwe

s. We can observe how in Europe the focus still outweighs.
fficulties, it is in the management’s interest to move towards the pole of

constraints of manag
In reality, in order to
consensus. This is the
In Germany, Lutz von Ro | (op.cit.) showed clearly the importance of values in the performance of the
staff. These values have anYmportant bearing on professional

choices and on the choice of lifestyle. (Choices made on the inside and on the outside of one’s working
environment.) In the octagon which shows the different functions, values have a particularly important role to
play for those who feel at ease in the areas of stabilising and information.

Other profiles are also sensitive to values, but in as much as the company has defined a motivating goal,
shared by all contributors. In the light of the fact that, more often than

not, the «final goal» is not totally attainable, the company is compelled to market its values: «we must have
faithy.
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The organizational axis: centralisation/decentralisation polarity
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Comments

tion) lead to modifications in
of teams. In this case also, the
taff when faced with strategic decisions.

e gets to the rupture of the system, unless
eater the movement towards centralisation
hy (as seen in the former USSR).

ultimate success of an operation can depend on the atti
The greater the movement towards decentralisation th
the centralised structure is replaced by a feder: iva
the closer one gets to the establishment of "
« If centralisation is usually justified by:

« the advantages of a strong identity
» economics of scale

* better strategic control
« the efficiency and approprigten
« the focus in decision m

, of procedures and of subordination links

however, decentralisa credit
government such as:
« flexibility, adaptability and
« suitability to the market

* better circulation of information

* better motivation of partners

Mastery of the centralisation/decentralisation axis signifies, for the company, the identification of processes and
structures which must be centralised or decentralised depending on the situation in order to promote greater
efficiency in the whole of the system.

with all the advantages specifically linked to autoregulation/self-
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The time axis: short-term and long-term polarity

Rouge

Bleu

Comments

Any company not capable of mastering the time axis risks the development o strategies. If it
concentrates its efforts on short-term horizons its aims will be those of success, deriving
maximum benefit from existing products or from choices of an « he lack of long-term
perspective deprives the company of a «vision» which, in turn,
place the current market and the absence of long-term vision/ea its propositive capability. On
the other hand, concentration on long-term goals and the eC he short-term, deprive the company of
situational analysis and feedback from the market.

Example: mastery of the time axis has allowed
of dumping over the years up to a point wher
It is thus important to know :
« if the management is capable of identifyiflg ar i ust be managed in the short, mid or long term
« the attitude towards long-term inv
« the attitude of the executives

the brown goods area to operate a policy
e to control the market.

staff in relation to strategic choices
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The orientation axis: process/product

PROCESSUS

PRODUCT

Comments

Product orientation embraces determinism: a produ
product or its substitution for a product of the same
nothing else and will confine itself tothis area.

production of other ranges of gogfis/ i ample, certain Japanese companies specialising in the
production of medical equipment to produce portable computers).

Process orientation is change of paradigm over a range of products and to redirect the
company’s activitiesgd i w needs which are evident in society, (for example, using the skills of the
motor industry to he tralisation o electricity production through the linking heat-energy).

If product orientation i
the other hand process

business.

ation involves the risk of dilution through the partial abandonment of the core

Mastering of this axis implies constant monitoring.
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The agility axis: stability/instability

ALITIGVLSNI

Comments

Stability and instability are both essential elements in the evolutig
In the animal and human world stability and instability are clg

ation/environment which is loaded with the
entially, dangerous or even life-threatening.

Stability, a neophobic reaction, is the guarded respon
unknown, uncertainties and dangers. All new experienc

Excessive instability can |
instability.

of the system. It is therefore important that stability outweighs

Any company which is
procedures/ working pract
quality and of productivity.

ject to reorganization, being simultaneously compelled to accept new
to cope with unreasonable management changes, is liable to suffer a loss of

Alternation of the two poles stability/instability holds the key to the successful management of change.





