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FOREWORD

The United States Agericy for Internaticnal Development (U.S.AID) sponsored this project
as part of the U.S.Congress initiative entitled Secure Eastern European Democracy (SEED Ac).
This project is one of a number of university-based initiatives to provide education for univezsity
faculty in emerging countries about business management and economics in support of the newly
established market economy.

Since June of 1991, the International Enterprise Academy at The Ohio State University
has worked cooperatively with the Solidarity Economic Foundation in Gdarisk, Poland, to
facilitate the creation of three Polish-American Enterprise Institutes in connection with the
universities in Bialystok, Poznari and Rzeszéw. In each site two coordinators and fifteen or more
faculty members have established courses for business owners in Entrepreneurship, Marketing,
Management, Finance, Strategic Planning, and Export-Import. In addition, we developed skills
among the faculty for business advising in these areas and developed case studies of Polish
entrepreneurs.

The development of the six curriculum products took place over a two-year period and
were the cooperative efforts of the coordinators from the Polish Institutes and the faculty from
various American Universities. We are indebted to the following people for their dedication,
patience and understanding in addition to their outstanding expertise in the area.

ENTREPRENEURSHIP Vicky Rash, The Ohio State University
Andrzej Jurgilewicz, The Biatystok Business School

MARKETING Gerald Hills, The University of Illinois at Chicago
Walery Lach, Poznafi Academy of Economics

MANAGEMENT Eugene Gomolka, The University of Dayton
Adam Géral, The Maria-Sklodowska University
in Rzesz6w

FINANCE Lynn Neeley, Northern Illinois University

Bogustaw Plawgo, The Bialystok Business School
STRATEGIC PLANNING Randy Rollinson, The University of Illinois at Chicago

Zdzistaw Krajewski and Bogdan Sojkin, Poznari
Academy of Economics
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EXPORT-IMPORT Martha Cooper, The Olio State University
Krzysztof Kaszuba, Rzesz6w Polytechnic

BUSINESS ADVISING Rodney Terminello, The Ohio State University
Krzysztof Kaszuba, Rzesz6w Polytechnic

CASE STUDIES OF POLISH ENTREPRENEURS

Lisa Mazzei, The Ohio State University
Alicja Zajaczkowska and Alicja Unterschuetz
of the Solidarity Economic Foundation

In addition, we are deeply indebted to our counterpart staff at the Solidarity Economic
Foundation: Mirostaw Mironowicz, Malgorzata Batkowska, Alicja Zajaczkowska, Alicja
Unterschuetz, Marcin Flisykowski and Hanna Litka. They contributed so much to the adaptation
and translation of materials into Polish.

The editors of these six curriculum products deserve special thanks for two years of
attention to detail and schedules that everyone thought was impossible. Both Piotr Koryriski and
Elzbieta Jacowicz have masters degrees in economics from the University of Gdarisk in Poland.
Since the beginning of this project, they have worked at The Chio State University in an effort
to make these curriculum products appropriate for use in their country.

We also thank the secretaries in both countries and others who worked hard on these six
very ambitious curriculum projects. At The Ohio State University we especially want to thank
Barbara Rahe, Jeanne Thomas, Janet Ray, and Kathy Summerfield. In Poland, we want to thank
Dagmara Topolewicz, Ewa Dratwa, Malgorzata Tyburczy, Edyta Rusin and Dorota
Malaszkiewicz.

Because these curriculum products include many copyrighted materials that we have
obtained limited permission to use for this project, this product may not be published or used for
other purposes without express permission from The Center on Education and Training for
Employment at The Ohio State University.

We believe that these materials will provide long-term benefits to the faculty for whom
they were designed and the business owners who will participate in their courses. We hope that
these American models of business training will make a difference in the communities where
they are used and impact on their success in a market economy.

M. Catherine Ashmore
Director, International Enterprise Academy
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STRATEGIC PLANNING MODULE

Basic Fxpectations

This entire module is built around the fundamental premise that each person
enrolling in the module will prepare a strategic plan for either the entire organizational, one
strategic business unit or one function of the firm over the course of the six units.

To maximize the probability that particinants will achieve this objective the module
is best structured as follows:

Unit 1
At the completion of Unit 1 participants should form a planning team and
complete Worksheet 1

Unit 2
At the completion of Unit 2 the planning team should complete Worksheet 2

Unit 3
At the completion of Unit 3 the planning team should complete Worksheet 3

Unit 4
At the completion of Unit 4 the planning team should complete Worksheet 4

Unit 5
At the completion of Unit 5 the planning team should complete Worksheet 5

Unit 6
Ask each participant to give a 5-10 minute presentation on their plan. Ask
them to focus on the one or two most important objectives. Following the
presentation ask the class to critique the presentation.

At the completion of Unit 6 ask each planning team to prepare a written
strategic plan. Suggest they follow the outline which was given out in Unit 1,
Tell them to turn in the plan within one month to the Institute for an in depth
review of the document. Following review of the plan by the faculty meet
with the participant (or planning team) to give them individualized feedback
on what they can do to strengthen the plan.
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Competencies

Upon completion of this program participants will:

understand the essential elements of the strategic management model
understand the difference between socialist and free-market planning

understand the difference between feasibility studies, business planning and
strategic planning

be able to describe the steps involved in preparing an overall strategic plan for
a small business

appreciate the critical importance of getting organized to plan

be able to initiate a systematic analysis of their firms internal strengths and
weaknesses and external opportunities and threats

be able to prioritize the critical issues the firm should focus its planning efforts
on

be able to define their firms distinctive competency

be able to write a vision statement for their firm

be able to define their products and/or services

be able to define their target market(s)

be able to define the geographic boundaries they will primarily serve
be able to define their strategic posture

be able to write goal statements

be able to define key result areas for each goal statement

be able to write measurable and quantifiable objectives for each KRA
be able to prepare strategy statements for each objective

be able to apply criteria for evaluating strategies

be able to prepare action plans for each strategy

be able to prepare a first draft of their firms strategic plan

be able to delegate responsibility for implementing sections of the plan
be able to design a basic management control system

be able to draft a process for keeping the plan up-tn-date

be able to understand the basic elements involved in developing a board of
directors

viii



STRATEGIC PLANNING (MANAGEMENT) OVERVIEW



Title:

Purpose:

Objectives:

Materials:

UNIT 1

STRATEGIC PLANNING (MANAGEMENT) OVERVIEW

This unit is designed to help participants understand the nature of strategic
management and how to proceed with developing a strategic plan.

Upon completion of this unit, participants will . . .

* understand the essential elements of the strategic management model.

* understand the difference between socialist and free-market planning

* understand the difference between feasibility studies, business planning
and strategic planning.

® be able to describe the steps involved in preparing an overall strategic
plan for a small business.

e appreciate the critical importance of getting organized to plan.

® be able to initiate a systematic analysis of their firms internal strengths
and weaknesses and external opportunities and threats.

Transparency 1-1:
Transparency 1-2:
Transparency 1-3:
Transparency 1-4:
Transparency 1-5:
Transparency 1-6:
Transparency 1-7:
Transparency 1-8:
Transparency 1-9:

Transparency 1-10:
Transparency 1-11:
Transparency 1-12:
Transparency 1-13:
Transparency 1-14:
Transparency 1-15:
Transparency 1-16a:
Transparency 1-16b:

Definition of Strategic Management

Basic Elements in the Strategic Management Process
Definition of Strategy Formulation

Definition of Strategy Implementation

Definition of Evaluation and Control

Communist versus Free Market Planning

Planning Tools for Small Rusiness

Business Life Cycle and Type of Plan

Feasibility Study Process

Strategic Plan Model

Describe the Planning Horizon

Illustrate the Planning Horizon

Contrast Strategic Planning with Long-Range Planning
Advantages of Strategic Planning

Disadvantages of Strategic Planning

How to Develop a Strategic Plan - Suggestions

How to Develop a Strategic Plan - Rules of Thumb



Transparency 1-17:
Transparency 1-18:
Transparency 1-19a:
Transparency 1-19b:
Transparency 1-19¢:
Transparency 1-19d:
Transparency 1-19e:
Transparency 1-19f:
Transparency 1-19g:
Transparency 1-19h:
Transparency 1-19i:
Transparency 1-19;:
Transparency 1-19k:
Transparency 1-191:
Transparency 1-19m:
Transparency 1-19n:
Transparency 1-190:
Transparency 1-19p:

Illustrate "Life-threatening Situations"
Get Organized to Plan

Strategic Planning Process - Step 1
Strategic Planning Process - Step 2
Strategic Planning Process - Step 3
Strategic Planning Process - Step 4
Strategic Planning Process - Step 5
Strategic Planning Process - Step 6
Strategic Planning Process - Step 7
Strategic Planning Process - Step 8
Strategic Planning Process - Step 9
Strategic Planning Process - Step 10
Strategic Planning Process - Step 11
Strategic Planning Process - Step 12
Strategic Planning Process - Step 13
Strategic Planning Process - Step 14
Strategic Planning Process - Step 15
Strategic Planning Process - Step 16

Handouts:
Handout 1-1: The Strategic Management?
Handout 1-2: Business Plan Model
Handout 1-3: Recommended CBA Strategic Plan Qutline
Handout 1-4: Worksheet #1 - Get Organized to Plan
Handout 1-5: The Strategic Management Process
Handout 1-6: Introduction: Strategic Planning in the Small Business
Handout 1-7: Strategic Planning in the Small Business
Handout 1-8: 50 Trends Shaping the World

Class Exercise:;

Role play exercise — How to introduce planning process in the firm.

Assignment:
1. Go back to the firm and form the planning team

2. Complete Worksheet #1



Notes to Instructor:

Whenever possible encourage each participant to express their feelings and to ask
questions. Take plenty of time to discuss participant’s concerns regarding the
concept of "planning." Let participants know that it is quite natural to feel
vverwhelmed when they initiate the process of developing a plan. Stress the
fact that the participant needs to take one step at a time. Stress the fact that
business owners must set aside time on a regularly scheduled basis if they are
to be successful at developing a plan.

Estimated time:

Definition of strategic management 10 minutes
Socialist versus free market planning 10 minutes
Types of plans 40 minutes
Planning process introduction 30 minutes
Role play exercise 15 minutes



Unit 1

Content

Process

A. Overview of the Class

This urit is designed to help participants
understand the nature of strategic plan-
ning and how to proceed with developing
a plan.

Upon completion of this unit, participants
will . .. \

e understand the essential elements of
the strategic management model.

e understand the difference between
socialist and free-market planring

e understand the difference between
feasibility studies, business planning
and strategic planning.

e be able to describe the steps involved
in preparing an overall strategic plan
for a small business.

e appreciate the critical importance of
getting organized to plan.

e be able to initiate a systematic analysis
of their firm’s internal strengths and
weaknesses and extental opportunities
threats.

B. Define the strategic management
process

Today, managers, including small business
owners, must deal with a broad range of
business pressures. They include produc-
tion deadlines, staff meetings, quality con-
trol improvements, and customer demands

Introduce youiself.

Briefly describe your background and firm.

Hand out HO 1-1: Strategic Management
Competencies.



Unit 1

Content

Process

for better pricing. To succeed in this
environment, small businesses must utilize
proven business management techniques
or they will likely not survive.

One of these techniques is called strategic
management. Include in this discipline is
the process of "strategic planning."

Simply stated, strategic planning is a
disciplined process for making decisions
and taking actions that shape and guide
what a firm is, and what it wishes to do.

The strategic = management
includes three components:

process

e Straiegy Formulation
o Strategy Implementation
¢ Evaluation and Control

Briefly discuss each term.

C. Communist/Socialist versus free
market planning

Indicate that there is a great deal of
resistance to planning Poland largely due
to the history of Poland being controlled
by the USSR.

Stress the impnrtance of not abandoning
planning because of this experience.

Go on to contrast the types of systems

Put up TP 1-1: Definition of Strategic
Management.

Put up TP 1-2: Basic Elements in the
Strategic Management Process.

Hand out a reading on strategic
management process (HO 1-5).

Put up TP 1-3: Definition of Strategy
Formulation.

Put up TP 1-4: Definition of Strategy
Implementation.

Put up TP 1-5: Definition of Evaluation
and Centrol.

Put up TP 1-6: Communist/Socialist
versus Free Market Planning.



Unit 1

Content

Process

D. Difference between feasibility studies,
business plan and strategic plan.

Indicate that there are a number of
planning "tools" a small businsss owner
can use, ‘epending on where the business
is in terms of the product life cycle.

Explain the product life cycle.

When the entrepreneur is seeking to raise
money in order to grow the firm, he
should use the "business plan tool."
Explain the business plan.

When the entrepreneurs has truly begun
to experience growth and financing is in
place, he should focus on the strategic
plan.

Indicate that a discussion of the strategic
plan will follow shortly.

In summary, the entrepreneur must re-

member when to use what planning tool.

Review this data.

E. Strategic Planning

Before the planning process is initiated, it
is important for the small business owner
to define the planning horizon.

By this, I mean, "howlong are we planning
fo1? One year, two years, or three years?

Put up TP 1-7: Types of Plans and When
to Use.

Put up TP 1-8: Business Life Cycle and
Type ~f Plan

Put up 1-9: Feasibility Study Process.

Provide the participants with an example
of HO 1-2: Business Plan. And aliow time
for students to read it.

Put up TP 1-10: Strategic Plan Model.

Hand out HO 1-3: Strategic Planning for
the Small Business.

Provide the participants with a reading on
it (HO 1-7).

Put up TP 1-7: Types of Plans and When
to Use.

Put up TP 1-11: Describe the Planning
Horizon.



Unit 1

Content

The answer to this question is an
individual decision for the firm.

Several factors will influence the decision:
® How fast is the industry changing?

e How much time does the small
business owner have to put into the
process?

o How realistically can we predict the
future?

Regardless, we do not recommend that
the planning horizon extend bzyend three
years.

Another way of making this point is how
long will it realistically take us to get from
point A to point B?

This question often arises when we
confuse strategic planning with "long-range
planning."

Review the differences

For many years, it was thought that
strategic planning only applizd to larger
organizations. Today, research has shown
this concept to be equally valid in smaller
businesses. Some of the advantages of
strategic planning are as follows:

Review advantages

However, in order ror a small business to
experience these advaiiages, the planning
process must have the support and in-
vclvemenrt of the business owner(s) and
key tuanagers. Without the commitment
and active participation of top

Put up TP 1-12: Illustrate the Planning
Horizon.

Put up TP 1-13: Contrast Strategic
Planning with Long-Range Planning.

Put up TP 1-14: Advantages of Strategic
Planning.



Unit 1

Content

Process

management in each phase of the process,
the costs of planning will most certainly
cutweighs the benefits.

Below I have outlined some of the
disadvantages of strategic planning also.

Review disadvantages.

F. How to develop a strategic plan?
Before developing a plan, the small
business owner should keep a couple of
things in mind. Discuss the following:

e Develop a process that fits

e Rules of thumb
Remember to address "life threatening
situations” first.
Discuss and give examples.
To implement a strategic planning process
is quite straight forward and involves five
sequential steps. These steps are as
follows:

1. Ge. organized to plan

2. Take stock of where you are

3. Develop a strategy

4. Draft the plan

5. Implement, monitor and revise
the plan

Put up TP 1-15:
Strategic Planning.

Disadvantages of

Put up TP 1-16a: How to Develop a
Strategic Plan - Suggestions.

Put up TP 1-16b: How to Develop a
Strategic Plan - Rules of Thumb.

Put up TP 1-17: Illustrate  "Life-

threatening Situations”.



Unit 1

Content

Process

To successfully undertake a strategic
planning process, it is important to
understand what questions to ask and
what is involved in each step. This
information is summarized below

Step 1: Get Organized to Plan

The first thing the small business must do
is answer the follov/ing question: “Isnow
the time to develop a strategic plan?" If
your firm is in the middle of a "life-
threatening  crisis,” or it is not committed
to developing a good plan, then don’t
proceed.

Second, make sure you have commitment
from the top. If top management is not
100 percent committed to the planning
process, then the resulting plan will likely
not succeed.

Third, determine if outside help will be
neede 1. Depending on your experience
with strategic planning, you may want to
consider using an outside resource person
to facilitate the process.

Fourth, outline a planning process that
fits. Before initiating a planning process,
as yourself the following question: How
much time do I (we} have to put into
planning on a weekly basis? 1f the answer
is two hours per week, then make sure you
don’t design a process that takes give
hours per week. also, as yourself about
the "planning horizon." By this, I mean
how long are you planning for? For
example, are you planning for one year, w
years, or three years?

Finally, form a plauning team. The
importance of involving all key personnel

10

Put up TP 1-18: Get Organized to Plan.



Unit 1

Content

Process

in the planning process is extremely
important. My experience indicates that a
team of five to seven people is ideal. At
specific points in the process, it will be
important to involve others also.

Before we go forward, let’s return to the
idea of developing a planning process that
fits your organization. Below I have out-
lined a siep-by-step process you may want
to consider as you develop your own plan-
ning process.

Review each step.

Point out and stress the need to form a
planning team (if possible). Let them
know that you understand that there will
be resistance to this initiative.

To help participants through this
resistance, use the role play situation on
how to introduce the planning process in
their respective firms.

Review Worksheet #1

Make a summary statement.

11

Put up TP 1-19a — TP 1-19p in turn.

Do role play erercise. See Notes for
Instructors at the end of the Unit,

Hand out HO 1-4: Worksheet #1 - Get
Organized to Plan. Allow time for
students to answer questions. Then review
with the entire class.

End of Unit 1. Provide copies of HO 1-8
to read after the this class.

Provide copies of HO 2-4 to read before
the next class.



Unit 1 TP 1-1

Definition of Strategic Management

STRATEGIC MANAGEMENT

THE SET OF MANAGERIAL DECISIONS AND
ACTIONS THAT DETERMINE THE LONG-RUN
PERFORMANCE OF A BUSINESS OR ORGANI-

ZATION

12
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€ Definition of Strategy

STRATEGY F

Formulation

ORMULATION:

The process of developing workable

14
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& Definition of Strategy Implementation

STRATEGY IMPLEMENTATION:

The process of putting strategies
* Into action by aelegating responsibility
to Action Plan Coordinators.



91

Definition of Evaluation and Control

EVALUATION AND CONTROL:

The process of monitoring business or
organization activities and performance
results so that actual perfcrmance can be
compared with desired performance

1N



Ll

COMMUNIST VERSUS FREE MARKET PLANNING

" Characteristic Communist/Socialist Free Market
Who does it? Government - by levels Business owner
Whose needs are met? Government - the people (?) Customer
Nature of goals? Often unrealistic Realistic
Dlanning horizon? 5-10 years 1-3 years
Rigidity of plan Very rigid Flexible - targets only

Who has input into the pian?

Government officials only

All levels of the firm

Who makes strategic decisions?

One person at each level

All owners

Plans based on?

Based on past performance with a few
percent added

Future needs of customers

Culture for planning?

Conform to rules ard regulations

Take risks and be flexible

Financial control?

Focus on meeting production goals -
cost control and pricing decisions not
critical

Cost contro! and pricing decisions
are critical

1w
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Stage of Development

PLANNING TOOLS FOR SMALL BUSINESS

Feasibility Study

Business Plan

Strategic Plan

TP 1-7

Conception Through
Startup

(0-12 months)

XXXXXXXXXX

XX

Early Stage Firm

(1-3 years)

XXXXXXXXXX

Ongoing Firm

(3+ years)

Ongoing Firm with a
New Product for
Development

XXX XXXXXXX

Ongoing Firm with a New
Market for Development
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SALES VOLUMES

Business Life Cycle

And Type of Plan
Strategic Plan Resulting
in an
Altemate Future
Stmtegic Plan - ov®
/_\ - -
Business Plan
and/or
Failure
Conception Startup Growth Maturity Decline

STAGE OF DEVELOPMENT
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VENTURE

IDEA

TECHNICAL FEASIBILITY
MARKET FEASIBILITY
COMPETITION FEASIBILITY
ORGANIZATION FEASIBILITY

FINANCIAL FEASIBILITY

BREAKEVEN POINT

CASH FLOW

1

FEASIBLE
IDEA

NOW

BUSINESS
PLAN

FEASIBILITY STUDY PROCESS

61dL



Unit 1 TP 1-10

STRATEGIC PLAN MODEL

Table of Contents
2. Executive Summary
Company background
Mission statement
Primary goals
Products/Services
Market segment(s) served
Distinctive competencies
Situation Analysis
4.  Strategic Direction
Mission statement and philosophy
Primary goals
Key result areas for meeting each goal
Measurable and quantifiable objectives which address each KRA
Strategies for meeting each objective
Action plans for implementing each strategy
5.  Implementation
° Organizational structure
® Major policies and procedures required to successfully implement
your plan
L Critical human and financial resource allocation decisions
6.  Evaluation and Control
Contingency Plans
8.  Financial Plan
° A detailed sales forecast by quarter for the next two years
®  Actual income statements and balance sheets for the past three
years
° Proforma income statement for tke next two year:
Proforma balance sheet for the next two years
° Proforma cash flow statement by month for the next 12 months
and by quarter for the next 12 months
° Break-even chart and calculation (if appropriate)
® Appropriate ratios compared to the industry
9.  Appendices
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I

STRATEGIC PLANNING VS.
LONG-BANGE PLANNING

1. SP relies more on identifying and resolving issues, while

LRP focuses on specifying goals and objectives and
translating them into budgets and work programs.

. SP emphasizes assessment of the environment, where LRP

assumes the current trends will continue inio the future.

. SP planners are more likely to pursue an idealized vision

of the future and ask how best to achieve this "vision”,
where LRP planners typically make linear extrapolations
of the present.

. SP is more acticn-oriented. SP considers a range cf possible

futures and works to keep options open, where LRP assumes
a most likely" scenario and then works backward to map out
the sequence of decisions and actions necessary to achieve
this plan.

€1-1 dL
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@ ADVANTAGES OF STRATEGIC PLANNING

Improve performance

Stimulate forward thinking

Solve major organizational problems
Survive with less

Build teamwork and expertise
Establish priorities

Clarify future direction

Defensible basis for decision-making
. Meet others' requirements

10. Influence rather than be influenced
11. Enhance internal and external image

© ® NGO H®DDS
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l@ DISADVANTAGES OF STRATEGIC
PLANNING

1. Costs can outweigh benefits
2. Intuition or "muddling" may be preferable

3. When "life-threatening" problems should be
addressed first

4. When implementation is unlikely

5. When poor plans are likely

ST-TdL
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@ HOW TO DEVELOP A STRATEGIC PLAN

A. Develop a process that fits your organization!!!!
Two suggestions:
1. Focus on critica: issues
2. Make sure the process is realistic. Take into account:
« Your experience in planning
* Your organization skills
» Commitment of organizational leaders
« Time available (2 hrs. per week or 5 hrs. per week)
« Technical or political problems you may encounter
Stay focused on critical issues

Lz
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@ HOW TO DEVELOP A STRATEGIC PLAN

1imn

B. Rules of Thumb

1.

o

Strategic Planning is a way of thinking -- an ongoing
process -- your plan is never perfect or complete.

. Keep the planning simple and manageable.

Involve organizational leaders deeply.

. Emphasize creativity, innovation, and imagination rather

than following the steps. ~

. Don't adopt strategies without careful consideration.
. Strategic planning is not an end in itself. it is a tool to help

your organization achieve its missions.

. Utilize technology to assist in planning wheriever possible.
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