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SECTION – B: STRATEGIC MANAGEMENT 

SUGGESTED ANSWERS/HINTS 

1. (A) 

(1) (2) (3) (4) (5) 

(b) (c) (d) (d) (a) 

(B)  (c) 

(C)  (a) 

(D)  (b) 

(E)  (d) 

(F) (b) 

(G) (b) 

2.  Currently Jynklo Ltd. is performing in the children gaming industry. But now its management has decided 

to expand their business by starting a premium sports drink named JynX for athletes. As there are no 

linkages in both products with respect to customer groups, customer functions, or the technologies being 

used, so Jynklo Ltd. have opted Conglomerate diversification. 

Jynklo Ltd. diversify in a business that is not related to their existing line of product and can be termed 

as conglomerate diversification. In conglomerate diversification, the new businesses/ products are 

disjointed from the existing businesses/products in every way; it is a unrelated diversification. In process/ 

technology/ function, there is no connection between the new products and the existing ones. 

Conglomerate diversification has no common thread at all with the firm's present position.  

3. (a) Competitive landscape is a business analysis which identifies competitors, either direct or indirect. 

Competitive landscape is about identifying and understanding the competitors and at the same 

time, it permits the comprehension of their vision, mission, core values, niche market, strengths 

and weaknesses.  

Steps to understand the competitive landscape are: 

(i) Identify the competitor: The first step to understand the competitive landscape is to identify 

the competitors in the firm’s industry and have actual data about their respective market 

share.  

(ii) Understand the competitors: Once the competitors have been identified, the strategist can 

use market research report, internet, newspapers, social media, industry reports, and various 

other sources to understand the products and services offered by them in different markets.  

(iii) Determine the strengths of the competitors:  What are the strength of the competitors? 

What do they do well? Do they offer great products? Do they utilize marketing in a way that 

comparatively reaches out to more consumers? Why do customers give them their business?  

(iv) Determine the weaknesses of the competitors:  Weaknesses (and strengths) can be 

identified by going through consumer reports and reviews appearing in various media. After 

all, consumers are often willing to give their opinions, especially when the products or services 

are either great or very poor.  

(v) Put all of the information together: At this stage, the strategist should put together all 

information about competitors and draw inference about what they are not offering and what 

© The Institute of Chartered Accountants of India

Downloaded From www.castudynotes.com

Join Us on Telegram http://t.me/canotes_ipcc

http://www.castudynotes.com
http://t.me/canotes_ipcc


9 

the firm can do to fill in the gaps. The strategist can also know the areas which need to be 

strengthen by the firm.  

(b) The strategy formulation and strategy implementation are intertwined and linked with each other. 

Two types of linkages exist between these two phases of strategic management. The forward 

linkages deal with the impact of strategy formulation on strategy implementation while the 

backward linkages are concerned with the impact in the opposite direction.  

In the given situation Ms. Suman has to follow  Backward Linkages as she had to change her 

strategy basis the actual resources she had. While dealing with strategic choice, remember that 

past strategic actions also determine the choice of strategy. Organizations tend to adopt those 

strategies which can be implemented with the help of the present structure of resources combined 

with some additional efforts. Such incremental changes, over a period of time, take the organization 

from where it is to where it wishes to be. 

4. (a) Implementation or execution is an operations-oriented, activity aimed at shaping the 

performance of core business activities in a strategy-supportive manner. In most situations, 

strategy-execution process includes the following principal aspects:  

 Developing budgets that steer ample resources into those activities that are critical to 

strategic success. 

 Staffing the organization with the needed skills and expertise , consciously building and 

strengthening strategy-supportive competencies and competitive capabilities and organizing 

the work effort.  

 Ensuring that policies and operating procedures facilitate  rather than impede effective 

execution.  

 Using the best-known practices to perform core business activities  and pushing for 

continuous improvement.  

 Installing information and operating systems that enable company personnel to better 

carry out their strategic roles day in and day out.  

 Motivating people to pursue the target objectives energetically.  

 Creating culture and climate conducive to successful strategy implementation and 

execution.  

 Exerting the internal leadership needed to drive implementation forward and keep 

improving strategy execution.  

(b) Differentiation strategy is aimed at broad mass market and involves the creation of a product or 

service that is perceived by the customers as unique. The uniqueness can be associated with 

product design, brand image, features, technology, dealer network or customer service. Because 

of differentiation, the business can charge a premium for its product.  

Differentiation strategy should be pursued only after a careful study of buyers’ needs and 

preferences to determine the feasibility of incorporating one or more differentiating features into a 

unique product that features the desired attributes.  

To achieve differentiation, following measures can be adopted by an organization: 

1. Offer utility for the customers and match the products with their tastes and preferences.  

2. Elevate the performance of the product. 

3. Offer the promise of high quality product/service for buyer satisfact ion. 

4. Rapid product innovation. 

5. Taking steps for enhancing image and its brand value. 
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6. Fixing product prices based on the unique features of the product and buying capacity of the 

customer. 

5. (a) The term ‘strategic management’ refers to the managerial process of developing a strategic 

vision, setting objectives, crafting a strategy, implementing and evaluating the strategy, and 

initiating corrective adjustments where deemed appropriate.  

The presence of strategic management cannot counter all hindrances and always achieve success 

as there are limitations attached to strategic management. These can be explained in the following 

lines: 

 Environment is highly complex and turbulent. It is difficult to understand the complex 

environment and exactly pinpoint how it will shape-up in future. The organisational estimate 

about its future shape may awfully go wrong and jeopardise all strategic plans. The 

environment affects as the organisationhas to deal with suppliers, customers, governments  

and other external factors.  

 Strategic Management is a time-consuming process. Organisations spend a lot of time in 

preparing, communicating the strategies that may impede daily operations and negatively 

impact the routine business.  

 Strategic Management is a costly process. Strategic management adds a lot of expenses 

to an organization. Expert strategic planners need to be engaged, efforts are made for 

analysis of external and internal environments devise strategies and properly implement. 

These can be really costly for organisations with limited resources particularly when small 

and medium organisation create strategies to compete.  

 Competition is unpredictable. In a competitive scenario, where all organisations are trying 

to move strategically, it is difficult to clearly estimate the competitive responses to the 

strategies. 

(b)  In general, marketing is an activity performed by business organizations. In the present day for 

business, it is considered to be the activities related to identifying the needs of customers and 

taking such actions to satisfy them in return of some consideration. The term marketing constitutes 

different processes, functions, exchanges and activities that create perceived value by satisfying 

needs of individuals. 

 Social marketing and service marketing are marketing strategies primarily with different 

orientations. Social Marketing refers to the design, implementation, and control of programs 

seeking to increase the acceptability of a social ideas, cause, or practice among a target group. 

For instance, the publicity campaign for prohibition of smoking or encouraging girl child, etc. 

6. (a) Difference between transformational and transactional leadership 

1. Transformational leadership style uses charisma and enthusiasm to inspire people to exert 

them for the good of organization. Transactional leadership style uses the authority of its 

offices to exchange rewards such as pay, status, etc. 

2. Transformational leadership style may be appropriate in turbulent environment, in industries 

at the very start or end of their cycles, poorly performing organisations, when there is a need 

to inspire a company to embrace major changes. Transactional leadership style can be 

appropriate in settled environment, in growing or mature industries and in organisations that 

are performing well. 

3. Transformational leaders inspire employees by offering the excitement, vision, intellectual 

stimulation and personal satisfaction. Transactional leaders prefer a more formalized 

approach to motivation, setting clear goals with explicit rewards or penalties for achievement 

and non-achievement. Transactional leaders focus mainly to build on existing culture and 

enhance current practices. 
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(b) Strategic evaluation involves measuring and evaluating performance. The goals achieved are 

compared with the desired goals to identify deviations and make necessary adjustments in 

strategies or in the efforts being put to achieve those strategies.  

Reasons why strategy evaluation is more difficult today include the following trends:  

 A dramatic increase in the environment’s complexity.  

 The increasing difficulty of predicting the future with accuracy. 

 The increasing number of variables in the environment.  

 The rapid rate of obsolescence of even the best plans.  

 The increase in the number of both domestic and world events affecting organizations.  

 The decreasing time span for which planning can be done with any degree of certainty.  
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