Chapter 02 - The Strategic Management Process


C H A P T E R 2
The Strategic Management Process

Overview of the Chapter

The strategic management process describes the method managers use to conceive of and implement a strategy that may lead to sustainable competitive advantage. In this chapter, we discuss how organizations define their vision, mission, and values and then translate them into strategic intent and strategic plans of several types. The chapter begins with a discussion of the role of vision, mission, and values in strategic management. The use of strategic intent as a complement to a good vision for the organization is discussed in the context of a Japanese startup firm at the end of WWII in Strategy Highlight 2.1. Next, mission statements are covered and particular emphasis is placed on customer- versus product-oriented missions. Some discussion of the complex relationship between mission statements and competitive advantage is also brought out in the chapter. Finally, the chapter includes a description of three different processes used to “make” strategy. A top-down focused strategic planning process, a future-oriented scenario planning process and a participative planned emergence process are all compared and contrasted. Two strategy highlights are included in this section of the chapter for tangible applications of the concepts discussed. 
Learning Objectives 
LO 2-1 Explain the role of vision, mission, and values in the strategic management process.

LO 2-2 Describe and evaluate the role of strategic intent in achieving long-term goals.

LO 2-3 Distinguish between customer-oriented and product-oriented missions and identify

strategic implications.

LO 2-4 Critically evaluate the relationship between mission statements and competitive

advantage.

LO 2-5 Explain why anchoring a firm in ethical values is essential for long-term success.

LO 2-6 Compare and contrast strategic planning, scenario planning, and strategy as planned

emergence, and discuss strategic implications.

Chapter Outline

1. CHAPTERCASE 2 Teach For America: Inspiring Future Leaders
2. Vision, Mission, and Values (LO 2-1)
a. Visionary Organizations

b. Forming Strategic Intent (LO 2-2)
Strategy Highlight 2.1 Winning Through Strategic Intent: The “Pocketable” Radio
c. Mission Statements (LO 2-3)
d. Gaining & Sustaining Competitive Advantage  Mission Statements and

Competitive Advantage (LO 2-4)

e. Living the Values (LO 2-5)
3. Strategizing for Competitive Advantage: How Is Strategy “Made”? (LO 2-6)

a. Strategic Planning
b. Scenario Planning
 
 Strategy Highlight 2.2 Shell’s Future Scenarios

c. Strategy as Planned Emergence: Top-Down and Bottom-Up
Strategy Highlight 2.3 “It’s Not What We Do!”

d. Implications for the Strategist
4. CHAPTERCASE 2 / Consider This…
5. Discussion Questions
Lecture Suggested Outline
I

 seq NLA \r 0 \h .
Overview
A seq NL1 \r 0 \h .
What does the organization want to accomplish? What is our vision? What is our mission? 
B

 seq NL1 \r 0 \h .
A vision is a statement about what an organization ultimately wants to accomplish. 
 Teaching Tips
Building a great company has some similarities to building a great house. This brief analogy starting the chapter should resonate for many students. It is a helpful way to introduce the idea of vision and yet still tie it to something tangible that must be implemented (building that great new home). 

II

 seq NLA \r 0 \h .
ChapterCase 2 – Teach For America: Inspiring Future Leaders
A

 seq NL1 \r 0 \h .
This opening case is designed to encourage students to discuss the importance of an inspiring vision and mission for an organization. 
Show PowerPoint Slide 2.4

Key Points of Case
 Teaching Tips
Education is a subject most students will readily relate to. For additional information about Teach For America, you may choose to direct students to their website: http://www.teachforamerica.org/. Slide 2.4 also has an embedded 3-minute video of TFA founder Wendy Kopp discussing why she created the organization (http://ecorner.stanford.edu/authorMaterialInfo.html?mid=2599). One of the great successes of TFA has been the large applicant pool each year. This has several benefits for the program. Slide 2.5 is provided to further discuss these ideas. 

Show PowerPoint Slide 2.5

Questions on Case
1

 seq NL_a \r 0 \h .
What are the key issues raised in the opening case? 


One of the key issues here is the ability of this organization to attract large numbers of applications year after year for a two-year commitment of teaching in very difficult environments. In the “Consider This” section at the end of the chapter, we point out TFA was actually 20 years old in 2010. While the organization is quite successful in terms of its size and ability to generate passion, there are still questions raised about the long-term effectiveness of Ivy League students teaching in blighted urban areas or impoverished rural areas for two years. One of the interesting notes at the website (the URL is in the preceding paragraph) is that the program has over 20,000 alumni and 67% of them are still in the educational field (and half of those are teachers in the classroom). 
2

 seq NL_a \r 0 \h .
How has TFA been able to successfully recruit new applicants each year? 

In the video provided (referenced above and available with the text DVD), Ms. Kopp notes that many of her contemporaries were going to Wall Street jobs after graduation because those were largely the organizations that came to campus to recruit them. She wanted to provide another career alternative for these bright young students. The mission clearly is inspiring to many people, but what keeps over 40,000 students each year coming in and applying for the chance to serve two years in some of the most impoverished communities in the U.S? 
III

 seq NLA \r 0 \h .
Vision, Mission, and Values  SEQ NLA \r 0 \h 
A

 seq NL1 \r 0 \h .
Visionary organizations are able to answer the key questions of the strategic management process. (1) What do we want to accomplish? (2) What are we about? (3) How do we accomplish our goals? 

B

 seq NL1 \r 0 \h .
Inspiring visions and missions (such as TFA’s) provide intrinsic motivations for employees and customers alike. 
Show PowerPoint Slide 2.6

Vision, Mission, & Values
IV. 
Forming Strategic Intent
A. 
Staking out a leadership position that far exceeds a firm’s current position.

B. 
Widely used in Asian firms/culture. 

C.  
Works best in tandem with stretch goals (see the following for added material on GOALS)
Show PowerPoint Slides 2.8 & 2.9
Forming Strategic Intent
V. 
Strategy Highlight 2.1 Winning Through Strategic Intent
A. 
This Highlight discusses the beginning days of SONY. It describes their persistence to get access to the transistor technology from Bell Labs and how they proceeded to beat everyone to the market with the world’s first pocket-sized transistor radio. It was a huge market success and launched SONY into many decades of success in miniature electronics. 
 Teaching Tips
The concept of strategic intent can be a bit difficult for some students to understand. It usually takes years from the time the “intent” is stated to when it becomes a reality. Additionally, it is a concept usually employed by new or small firms who plan to compete against much larger incumbents. We have found students enjoy learning something of the history of SONY, and most are surprised when they reach the end of the Highlight and discover the “electric rice cooker company” did indeed grow into such a large and successful global firm. (By the way, apparently their rice cooker was not very good, so the firm needed to come up with something different and do it quickly!). Key points for the students to take away from this discussion include the precarious position Japan was in at the end of WWII in 1945. The transistor was invented at Bell Labs at the end of 1947 and it took six more years for this upstart Japanese company to get access to the license. Persistence paid off. Further, students will often not fully appreciate the poor quality of products coming from Japan during this period. “Made in Japan” had connotations for poor quality well into the 1970s. All told, it is amazing how well SONY did for many decades, all because of gaining access to this transistor and their ability to deliver on their audacious strategic intent. If you wish to bring the story up to date at this point, MINICASE 11 in the text covers the “silo” problem that SONY has had in recent years. 
Additionally, a McGraw-Hill Connect online interactive exercise is available that covers strategic intent in more detail. You may wish to assign this as homework for the students. 


SMART GOALS: (Additional material NOT in the text)

In the event you would like to spend a few minutes discussing the importance of goals, this is a logical place to do so, building from the stretch goal discussion to the strategic intent section. 

Astute managers apply goal-setting to all business functions, including R&D, production, sales and services, human resources, finance, and IT services. To be effective, goals should be SMART (that is, Specific, Measurable, Achievable, Relevant, and Time-specific).
 People tend to work 
harder and longer to reach more difficult SMART goals, which provide a sense of direction and purpose, as well as focus. 
Goal setting is an effective tool for making progress toward certain objectives when participants are committed to the goals. To be motivated and committed, employees must understand why an objective must be accomplished. The more important the reason, the stronger the motivation. If an objective is critical to the firm’s continued survival, employees tend to be highly motivated. Communicated clearly, SMART goals also leave little room for inadequate effort or shirking responsibilities. 
Goal setting allows companies to improve performance through Management by Objectives (MBO), a process by which management and employees agree together on the objectives to be accomplished.
 Goals need to be specific and measurable to be effective motivators. Charging employees to “do your best” is not sufficient, because without an external reference point it is not clear what doing your best means.
 It is subjective and means different things to different people. When the target is unambiguously set through MBO, however, people know what to aim for.
Although there is evidence SMART goal setting improves motivation and performance, recently researchers have also highlighted some potential pitfalls.
 Goal setting can lead to unintended unethical behavior, especially when specific goals are in place and people fall just short of accomplishing them. For example, the policy of firing the bottom-performing 10 percent of employees every year can lead some to act unethically in order to clear the hurdle. Other researchers argue that extreme performance pressures can lead to more systematic unethical behavior.
 Consider the automotive service departments of Sears and Roebuck Company in the 1990s. After managers set difficult sales goals for the automotive service departments, California State regulators discovered that 90 percent of all repairs performed were actually unnecessary. Managers, therefore, need to be careful when using goal setting under tight deadlines or narrowly defined conditions of achievement, because it is precisely these situations that can trigger unethical behavior. SMART goal setting needs to come with a caution label so that employees strive for goal attainment in an ethical fashion, without cutting any corners.
An example of goal setting is when 3M Corporation, best known for its omnipresent Post-it notes, inaugurated the Challenge ‘81 to sustain continued innovation. Initially, it contained the goal of achieving 25 percent of all sales from new products that had been on the market less than five years.
 In the 1990s, 3M’s top-level managers raised this goal further to 30 percent of all sales from new products that had been out in the marketplace less than four years. This 3M goal complies with the SMART criteria. It is clearly specific, measurable, and time targeted: 30 percent of sales from new products less than four years old. Whether this goal is achievable again depends on the company’s strategy and other external conditions. In the past, some 3M divisions have accomplished this goal, while others have not. Finally, it is clearly a relevant goal, because 3M’s success is to build on continued innovation. Continued innovation allows 3M to create more value for its customers, and thus protect its margins and grow its revenues. This is 
critical for 3M, because continued innovation provides the basis for a sustainable competitive advantage.

Show PowerPoint Slides 2.10

SMART Goals
VI. 
Mission Statements
A. 
Mission statements describe what an organization actually does.

B.
Customer-oriented defines the mission in terms of solutions for customer needs. Examples would be firms like Disney (“Make people happy”) or Ford (“provide personal mobility for people around the world”). 

C. 
Product-oriented defines the business in terms of goods or services provided. Examples here would be CSX (“the safest, most progressive North American railroad”) and Intel’s mission from 2000 (“the preeminent building-block supplier to the Internet economy”).
 Show PowerPoint Slide 2.12
Customer & Product Missions
 Teaching Tips
Students will see the basic differences in customer and product orientations fairly quickly. The railroad, for example, missing the chance to add on delivery services while letting UPS and Federal Express have that business seems to connect well. However, students don’t always see the difference between a customer-oriented mission and listening to the customer. We use the Henry Ford “horse and buggy” example, but sometimes students want something more contemporary. An additional example we’ve used is Steve Jobs at Apple. Until the innovation of MP3 players (and especially the iPod), customers never knew we needed our entire music collection to carry around with us in our pocket! 

VII. Gaining & Sustaining Competitive Advantage Mission Statements
A. 
The bottom line… Missions are important in many ways, but we don’t have evidence that they actually CAUSE or CREATE superior firm performance. Most likely, they are useful for setting long-term priorities, keeping focus within the firm and motivating employees to work hard on the right things WHEN they are supported by senior leadership willing to “walk the talk” every day. 
Show PowerPoint Slides 2.13 & 2.14
Competitive Advantage – Missions
 Teaching Tips
The Intel example can be particularly enlightening to bring out in class discussion. At first, many students will take the fact that Intel has updated their mission statement (and indeed now has changed to a customer-oriented one) as a sign that this sustains their strong performance over the period. Sometimes it has been helpful in our teaching to bring out the “cause and effect” discussion here. You could also frame it up as a “correlation versus causation” point. The key thing though is to make sure the class understands that the mission statements were actually changed AFTER the business model was changed. This means there is no 
way the mission motivated or caused superior performance in the firm. It seems Intel is updating the mission so it doesn’t get left behind, but that’s about it. 

VIII. Living the Values
A. 
Values are ethical standards and norms governing the behavior of individuals within the firm or organization. Employees though will tend to follow the actual practice of their strategic leaders even if that is different from the stated values. 
B. 
McKesson exemplar (see Teaching Tips below).
C. 
Unethical and illegal behavior can destroy both companies and livelihoods. 
Show PowerPoint Slide 2.16
Living the Values
 Teaching Tips
McKesson is ranked 15th on the FORTUNE 500 list (2010) and was founded in 1833 by John McKesson & Charles Olcott (www.mckesson.com), yet many students will have never heard of this company. The reason is their two main businesses (distribution solutions and technology solutions) are focused on businesses in the health care field rather than on consumers. We bring this up because we thought carefully about what organization to use as an exemplar of values. Many of today’s students are quite cynical of companies espousing big, bold, and charitable value statements. Too often these proclamations are indeed just words without the necessary tough choices backing them up in everyday business. Quite often, our students perceive that these lists of values and missions are produced for public relations reasons. If a firm like Walmart does something “good” (like put solar panels on top of their buildings), many students will view this merely as a way to move the headlines away from their many public labor issues. As a business-to-business firm, McKesson has no huge “public persona” in the marketplace. So if they are taking actions that seem to align with a core set of values, it may come across to the students as more well thought out and intentioned rather “just for show.” 
An Interactive video activity with the CEO of McKesson is available online through McGraw-Hill Connect that explores the firm and the ideas in this part of the text in more detail. You may wish to assign it as an auto-graded homework assignment in preparation for the class. 

IX. 
Strategy as Strategic Planning
A. 
Strategic Planning 


a. The traditional view of strategy. This top-down approach is typically performed by senior managers and strategy specialists on a 3- or 5-year cycle. Slide 19 presents the major steps of the strategic planning process (all to be discussed in later chapters of the text). 

b. The output is usually a detailed book (or PDF file these days) with analysis of current  positions and plans for future growth. 
X. 
Strategy as Scenario Planning

Critical elements are to create a diverse set of “what if” plans in the formulation stage and then to drive forward with a dominant strategic plan in the implementation phase. 

Show PowerPoint Slide 2.21 - 2.24
Scenario Planning in AFI
 Teaching Tips
Scenario planning may become more widely used going forward if the economic, political, and technological forces keep changing rapidly. For this reason, and the fact that “what if” discussions can be very engaging for the students, we will spend some time in this area of the chapter. In slide 17, we have noted that the spring 2011 protests across the Middle East have recently made for some interesting discussions and even generated small group activities in courses. We include a slide with some examples from the text on scenario planning. There is also a slide on the Shell Oil Strategy Highlight 2.2 if you would like to use this context for grounding the discussion on scenarios. 
We also note that in Exhibit 2.2, the AFI framework overlays nicely on the scenario planning process. This provides as opportunity to walk thru the strategy-making process if desired. 

 
If you are using the McGraw-Hill Connect online system, there is an interactive exercise covering scenario planning in more detail. You may wish to assign it as an auto-graded homework assignment. 

C. 
Small Group Exercise – Scenario Planning – Global Trends 2025
Show PowerPoint Slide 2.25
Scenario Planning Exercise
 Teaching Tips
We have included a slide on a possible small group exercise. If class time permits, it can bring out good discussions. The idea of the exercise is to take some future-oriented ideas already generated and spend a few minutes in small groups thinking through how these different futures may affect firms. We provided some suggested firms that the students will be familiar with; a key for good debriefing discussions is to have groups thinking about firms in different industries. You may want to assign different firms to teams or you can let each team choose a firm they want to consider for this exercise. 

XI. 
Strategy as Planned Emergence 
A.  Less formal process that tends to emerge from the “bottom-up” of the organization.

B.  The Mintzberg framework reflects that strategy may be driven from the top or the bottom of the organization. 

Show PowerPoint Slide 2.26 -2.29
Planned Emergence
 Teaching Tips
The planned emergence approach resonates with many students. Perhaps the possibility of empowerment from lower levels of the organization is appealing because it gives them room to make large contributions to the firm without sitting in the CEO’s office. When we get to the Japan railroad example of an emergent idea of producing and selling bottled water, we like to tie this back to the earlier discussion of product- and customer-focused mission statements. Earlier in the chapter, we saw that U.S. railroads tended to be very product focused and may have missed the chance to grow into services that UPS now serves. Here, we make the point that a highly product-focused organization (U.S. railroads) is not likely to take advantage of this “‘flooding problem” and turn it into a new profitable business (as did the Japan railroads). 

 If you are using the McGraw-Hill Connect online system, there is an interactive exercise covering the Mintzberg framework in more detail. You may wish to assign it as an auto-graded homework assignment. 

XII. 
Strategy Highlight 2.3 “It’s Not What We Do!”
A. The story of a tenacious store manager who helped Starbucks develop the highly successful Frappuccino drink. 
Show PowerPoint Slide 2.30
Strategy Highlight 2.3 Starbucks
 Teaching Tips
There are two key points we like to bring out about this Strategy Highlight. The first is what type of risks was the store manager taking to offer a drink on the menu after it had been turned down by the executive committee? In some organizations, this would be cause for termination. So not only was the store manager relentless in pursuit of the idea, she may have been putting her job on the line. Second is the idea that the organization must be willing to accept ideas that “emerge,” and implement them even if they were not driven by senior leadership. We explore this second idea further with a slide (slide # 31) on Small Group Activity 2 from the end of the chapter. For some thoughts on this small group activity, refer to the answers section further down in this document.


XIII. 
Implications for the Strategist 
A.  Net present value  

B.  Stakeholders can be either positive or negative for the long-term performance of the firm. 

Show PowerPoint Slide 2.32
Implications for Strategists
XIV. 
 CHAPTERCASE 2 / Consider This…
A.  We revisit the opening case with extended information focusing on the teaching effectiveness of TFA. There’s a parallel here we suggest bringing out in class for further development. The “student achievement–based” course objectives are a very similar idea to the customer-oriented mission statements from earlier in the chapter. Comments on the questions are shown later in the Answer section. 

XV.  Take-Away Concepts
A.  Here, we select a few of the key items from the chapter for quick review.  

END OF CHAPTER ANSWER GUIDE

 Teaching Tips
A variety of case, discussion, ethics, and explicit small group questions are provided at the end of every chapter. Instructors may find it useful to assign some for homework and some for general class discussion. We would encourage you to have a couple of small group activities during the first few classes of the semester. Many concepts in strategy do not yield hard and fast answers and if the students have a chance to interact early on in the course, it helps stimulate better discussions on issues of nuance or context, which are internalized best through discussion or intensive written assignments. 
We have found that having a brief small group activity early in the class period helps generate better discussions for the entire class period. There are at least three reasons for this. First it gets students out of the “sit back and absorb” mode since they need to contribute ideas to the team. Second, it allows the students to speak up in class discussion about what the group thought. This is a more comfortable method for many than stating their own viewpoint for the class to critique. Finally, having the small group discussion lets students verify some of their own thoughts and strengthen the logic of their points before expressing them to the whole class. 

CHAPTERCASE 2 / Consider This…
Thinking about this chapter’s opening case, answer the following questions.

1. What role (if any) do you think TFA’s vision statement may have had in the success of the organization? 

The vision statement may have played a significant role in the success of TFA, because it helped inspire the candidates who applied. It has also been useful for fund-raising for this not-for-profit organization. 
2. How has TFA succeeded in recruiting so many Ivy League students into teaching in the lowest-performing regions of the U.S.? 

First, they made it a good cause (give a good education to all), second they made it desirable by making it competitive, third they built a reputation for the organization, and TFA became a good résumé builder. In the accompanying video, Ms. Kopp says many of her classmates went to Wall Street because that’s who was recruiting on campus. She indicates this type of service opportunity was sorely lacking for the graduates when they started over 20 years ago. 
3. Do you think TFA could have been just as successful if it was structured as a traditional for-profit company? 

It could have been successful perhaps, but not as successful. A major draw is the fact that it is, in a sense, “doing its part” helps sell teachers on TFA, and as a non-profit its costs might be lower. But the key part of buy-in from the receiving schools is having the TFA salaries be the same as the other teachers in the schools they serve. As a for-profit firm, it is not clear what type of revenue model they would have. The receiving schools would not be able to pay for the overhead associated with screening applicants, site selections, and such. As a not-for-profit, they receive a variety of grants from public and private organizations, as well as individual citizens. 
Discussion Questions
1. What characteristics does an effective mission statement have?
A mission statement describes what a company does and why it does it. A clear and compelling mission statement can assist the company in reaching for stretch goals. The mission statement in most organizations should be customer-oriented. 

2. What is strategic intent? How can it be useful for goal setting and achievement?

Students could say strategic intent is the staking out of a desired leadership position that far exceeds a company’s current resources and capabilities. It provides clear goals that are guides for forming the mission and driving implementation throughout the organization. 

3. In what situations is top-down planning likely to be superior to bottom-up emergent strategy development? 

Top-down strategic planning is usually best in relatively stable environments. Emergent strategy is preferred in more uncertain times. However the Mintzberg framework identifies that combining the two approaches is likely to yield the best results.  An organization in today’s environment should strive to be flexible enough to adjust the proportion of top-down and bottom-up ideas based on the situation.  
4. Based on discussions in the chapter, which railroad firm seems more prepared to use planned emergence—CSX or Japan Railways? Why?

Students will likely see that Japan Railways’ movement into the bottled water industry is an example of emergent strategy. U.S. railways, including CSX, may be too organizationally closed to accept and nourish emergent ideas from their workforce. 
5. Discuss how scenario planning can be used to prepare a firm for future events. Can some industries benefit more than others from this type of process? 
Industries that by their nature need to make “big bets” are often users of scenario planning. This would include the oil industries, which Strategy Highlight 2.2 about Shell Oil showed. It would also include other major extraction companies (Alcoa, for example) and capital intensive industries such as semiconductors (Intel). These firms must make major investments around the globe to be successful in their industries. Scenario planning can help them with boundary conditions on their choices. 
Ethical/Social Issues
1. What responsibility do lower-level executives at Enron bear for not reporting such questionable practices by the firms’ leadership? Why do you think only one employee initially came forward to report the irregularities and help with the investigation? 

Lower-level executives have an ethical responsibility to report questionable practices, beginning by questioning the authority, and moving outside the company if necessary. We don’t know how many employees really knew about the fraud underway at Enron versus how many “just heard rumors.” Still with over 20,000 employees at Enron, and another 30,000 at Arthur Anderson, it is clear some people knew and did nothing about it. Whistle-blowing is a difficult choice and there are many factors to consider, but the fact that so few came forward says that the actions were in alignment with the values and culture of the firm actually practiced, even if it was at odds with their stated values. 
2. In the circumstance when an emergent idea arises that appears to mid-level managers to have strong merits yet conflicts with an existing intended strategy from the top managers, how would you suggest the organization decide which idea to push forward into a plan of action and thus contribute to a realized strategy? What would you do in this situation if you were (a) a mid-level manager or (b) an executive?
The mid-level manager should bring the idea to the attention of the top executives, ideally with a proposal of what would need to be changed as well as what it would offer. A good executive has to look at all possibilities for improving the company even if it requires significant change. (Japan Railways moving to bottled water is an example of a company that made an unexpected change.)

Small Group Exercise 1

This exercise on NASA is intended to bring out discussions on vision and mission. It also complements an online interactive in the McGraw-Hill Connect system on Sputnik and President Kennedy’s call to the U.S. to “put a man on the moon.” It is a timely topic given that the NASA Space Shuttle completed its last mission in the summer of 2011.  
1. NASA has historically leveraged an inspirational mission that taps into human curiosity about what lies beyond the known world. However, there is currently great uncertainty about what will come next for manned space flight. Will the private sector pick up the pace or will the U.S., in partnership with other nations, lead a new bold government initiative to continue manned flights? 

2. Students usually agree that a 10- year window is about right for NASA, given the long-term projects in which NASA is engaged.

3. Students may say yes because “American leadership” reflects the vision, while fulfilling “the dreams of humankind” is related to the mission of space exploration, scientific discovery, and aeronautics research. 
Small Group Exercise 2 

This exercise builds on some of the ideas applied in the Starbucks Strategy Highlight 2.3, combined with thoughts from Gary Hamel’s book The Future of Management (Harvard 2007). It also integrates some of the real options concepts, because these “seeds” of funding spread throughout the organization will enable limited funding of many different ideas and give each project some time to get traction without it being a “bet the business” decision. 
Implementation ideas may take on many issues, depending on the student’s prior work experience and knowledge. Most apparently, where does the department manager take the 2 percent from the budget to invest it in these small-scale experiments? What if some managers want to invest and others don’t? What sorts of controls would the firm have on the types of projects the employees could explore? Then there’s the loss of control by the senior managers or 
finance, who have been approving all projects previously. At what point do these small projects need to get larger approvals within the organization? 
Strategy Term Project
Project Overview

The goal of the strategy term project is to give the student practical experience with the elements of strategic management. We will briefly discuss that project module questions. We then offer some guidance for the modules at the end of each chapter. 
MODULE 2: MISSION, GOALS, AND THE STRATEGIC MANAGEMENT PROCESS

1. First, the student will search for the firms’ mission statement. Remember some firms use the term mission and vision interchangeably, so the student may need to adapt a vision statement as the mission if it is appropriate. 
2. Major company goals are quite often available through the annual reports that each public firm must file with the SEC (free at http://www.sec.gov/edgar.shtml ). 
3. Longer-term goals are usually in the annual reports. We suggest going back a few years in the annual reports and comparing what the firm said three or five years ago to what they said most recently. 

4. Pulling a couple of older annual reports will also help in the formation of a timeline for major changes in the organization. Also, check the firm’s website. Often, firms will include a history or “timeline” section from their home page under “About Us” or the “Investors” tab. 
myStrategy: HOW MUCH ARE YOUR VALUES WORTH TO YOU?
1. What values are (were) most important to you in your career choice?
These questions are meant to be personal but we offer a few thoughts on them. Values should play some part, but it is not likely to be the most important influence. If your only goal is to become head of a large company, market growth and expansion may become a high priority. However, success can be found in many places, and it is usually more important to find a company with good leadership (firm effects) than to worry solely about market growth (industry effects).

2. How much less salary would (did) you accept to find employment with a company that is in line with your values?
Studies have shown that once workers get above a certain “pay the bills” space financially, intrinsic rewards often become more important than money. We have found a wide variance of answers when we have run this exercise in our classes. 
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