

Comments on the book

"This handbook offers students and practitioners an excellent overview of the key tools and concepts of the strategic planning process. Unlike many other works, this book succeeds in embedding the key methods in an application-oriented context. This promotes a deeper understanding of the use of the most important concepts of strategic management and is therefore perfectly suited to the transfer of theory into practice, as repeatedly demanded by the target group."

- Prof. Dr. M. Karsten Hoffmann, ISM Dortmund

"How does strategic management really work? The highly readable book by Ralf Brickau and Maximilian Strangemann provides answers by presenting the most important management tools in the correct order and explaining their application using specific practical examples. The transfer from theory to practice is a recurring theme throughout the book, making it a valuable guide for both practitioners and students of relevant subjects. In their book, Ralf Brickau and Maximilian Strangemann provide essential and tried-and-tested tips. The authors start where success is determined: with the sensible and correct application of known tools. I can recommend this book to anyone who wants to learn about the concrete application of the most important instruments of strategic management. The book is an excellent reference work and can be used as an excellent aid for organizing one's own thoughts."

- Prof. Dr. Franz-Josef Peitzmann, Westphalian University of Applied Sciences (Bocholt)

"The handbook is a very successful presentation of the most important tools and concepts in strategic management. Unlike many other treatises, the book manages to place the most important tools in a larger context and thus convey a sound understanding of holistic strategic management."

- Prof. Dr. Sebastian Wünsche, ISM Munich

"This handbook presents essential methods and tools of strategic management (and marketing) in an application-oriented context for students and practitioners. Based on extensive application examples and implementation formats, the authors succeed in establishing a good connection between theory and practice."

- Prof. Dr. Dirk Kleine, Osnabrück University of Applied Sciences

"Companies have many tools and concepts at their disposal to help them develop their strategy. The authors provide a concise overview by explaining important approaches and presenting concrete application examples. A treasure trove for practitioners!"

- Prof. Dr. Martin Ohlwein, ISM Frankfurt

"This compact handbook enriches the business literature because, in addition to providing a theoretical explanation of the various strategic management tools, it also discusses their practical implementation in concrete corporate strategies. This makes it a valuable addition for students of business administration. In short, it not only presents and discusses the theories, but also explains their implementation in everyday business life."

- Prof. Dr. Jens Gericke, ISM Dortmund

"The book offers a good overview of the now almost 100-year history of strategic management. In understandable language. The most important tools are briefly presented in the order of application and then their practical implementation is outlined using very clear general case studies from various industries. The group of authors led by Prof. Ralf Brickau has made every effort to be comprehensive and demonstrates both scientific and practical experience."

- Sebastian Gruetz, Partner, tcc Group
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FOREWORD TO THE FIRST EDITION

While the number of management tools and methods in scientific literature has steadily expanded over the last few decades, the challenge for managers remains the same: What do I use successfully and when to achieve what I am paid for - namely entrepreneurial success!

From our many years of experience as management consultants and lecturers in the field of strategic management, we have repeatedly seen how difficult it is to establish the connection between the many "tools" and comprehensive analysis, strategy development, and implementation.

In addition, it has become apparent that it is precisely the "classic" management tools that have been around and in use for decades now – and there are good reasons for this: they have proven themselves. This is not to suggest that newer approaches are irrelevant in an increasingly volatile world. But in this book, we will first focus on the classic tools. In a later publication, we will turn our attention to new developments in management tools.

What is this handbook about? We do not want to explain the most common management tools in isolation but rather present them in the broader context of strategic planning. The art of strategic management lies not only in knowing the right tools, but also in applying them at the right time and in the right context.

We have developed this handbook "from practice for practitioners" to offer guidance to students and aspiring managers alike (important sections include corresponding scientific sources for further reading and research).

In doing so, we have drawn on our wealth of experience – whether in consulting for companies or in teaching and research at universities. So if you want to not only know about the classic strategic toolbox, but also be able to apply it, you've come to the right place.

With this in mind, we hope you enjoy reading, learning, and implementing. Successful strategies are created by applying the appropriate tools—which can vary greatly depending on the situation! In this respect, many years of experience in applying the strategic "toolbox" is an important prerequisite for success—and even this handbook cannot provide that. In addition, we would like to thank Felix Filthaut, BA Sc. Cand. M.Sc. International Management for his assistance with the translation of our book.




1 THE STRATEGIC PLANNING PROCESS – A BRIEF OVERVIEW

The strategic planning process is at the heart of modern business management. It comprises a series of systematic steps that help companies define and achieve their long-term goals. The process begins with the formulation or review of the company's vision and mission, as well as the current achievement of quantitative targets (KPIs). These form the foundation for all further strategic analyses.

The next step is a comprehensive analysis. Internally, company resources, core competencies, and value chains are analyzed. Externally, factors such as market trends, the competitive landscape, technological developments, and regulatory conditions are examined. PESTEL analysis (political, economic, social, technological, environmental, legal) is a frequently used tool in this context. The findings are typically incorporated into a SWOT analysis, which systematically records strengths, weaknesses, opportunities, and threats.

Strategic goals and options for action are developed based on these analyses. Various methods are used here, such as Porter's generic strategies: cost leadership, differentiation, or focus, or the well-known Ansoff matrix: market penetration, market development, product development, or diversification.

Scenario planning helps to anticipate various future scenarios when setting goals and subsequently to develop more robust strategies. This often involves developing three to five plausible future scenarios and analyzing their impact on the company. Quantitative and normative factors play a role in the associated strategic goal selection. Financial indicators such as ROI, NPV, or IRR are taken into account, as are normative aspects such as consistency with corporate values or the impact on stakeholders.

Implementing the strategy is often the most challenging part. This is where the strategy is translated into concrete measures. The balanced scorecard is a proven tool for taking financial and non-financial strategic goals into account in a balanced manner. It typically covers four perspectives: finance, customers, internal business processes, and learning and development.

An often underestimated but critical aspect is the communication of the strategy. Studies show that up to 95% of employees do not understand or are unaware of their company's strategy. Clear, consistent communication at all levels is therefore crucial for success. Strategy implementation often requires organizational adjustments, which in turn lead to changes in the corporate structure, such as process optimizations or adjustments to the corporate culture. Change management skills are needed here to overcome resistance and win employees over to the new strategy.

Continuous monitoring and regular strategy reviews are essential. Key performance indicators (KPIs) help to measure progress. It is important to consider both leading and lagging indicators. The frequency of reviews varies, but is typically between monthly and annual intervals.

In today's volatile business world, the ability to adapt strategies quickly is becoming increasingly important. Concepts such as "strategic agility" and "dynamic capabilities" emphasize the need to adapt strategies flexibly to changing circumstances. The strategic planning process is not a linear sequence, but rather an iterative process. It requires continuous learning and adaptation on the part of all those involved, especially managers and the organization as a whole. Companies that master this process are better equipped to navigate successfully in a complex and
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