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ABSTRACT 

The old theories on strategy are proving to be insufficient in answering many questions, 
which continue to haunt many a corporate strategists in the post reforms era of globalisation 
and liberalisation in India. It is interesting to note the obsolescence of the classical linear 
thinking laws of strategy in a world changing non-linearly. Though there is nothing wrong, 
but simply are only applicable in select situations — small periods of static conditions that 
punctuate the dynamism of the complex and ever changing environments. Change is 
increasingly seen as the only constant in today's business environment in India. Today it 
isn't enough to know the future, since "future" has stopped being an extrapolation of the 
present or the past. Companies can't attempt to create the future continuing with their 
present structure, systems and strategies, no matter how successful they may have been 
in the past. 

Over the last decade of successive removal of regulatory and restrictive policy in India has 
synchronised Indian business establishments with the changes occurring at the global 
level. Indian organisations had resorted to tie-ups, alliances, BPR and global benchmarks 
to survive the uncertainties of post liberalisation era. The tools to contain the turbulence of 
mid 1990s changed to strategic outsourcing, creatively imitating the leader, core 
competencies etc. In the late 1990s, with the emergence of a networked global economy 
that never seems to sleep, Indian organisations found that competitive advantage in the 
market was due to their core capabilities, institutionalising the innovational capacities, 
organizational learning capabilities and doing the right things. The focus of strategy is fast 
changing from finding an external fit with the environment, to finding an internal fit among 
firm's structure, systems with its intended strategy. Indian companies have, of late, realised 
that tools to make sense of changing environment may come and go but the philosophy 
embedded in the core processes of the organisation. 

Two dialectically opposite modes of coping with change have emerged - "Changing while 
Stable" or "Stability by Change". The choice is between incrementally changing by being 
relatively stable or by rapidly changing to find that relative stability. Indian companies, 
however, are realising that these are not inconsistent. By flexible approach both these 
seemingly dialectical opposite paradigms of organisational competence can be bridged. 

Competitive success in the market place now depends on "how fast", "how well" (with 
fallback options) and "how" (with what choices) an organisation reacts to change. Having 
a basket of alternate strategies, innovating continuously, fast learning skills and capabilities, 
effective leadership and receptive culture and fast change mechanisms are increasingly 
been seen as the hallmark of success in the twenty-first century. 

It was thought that it is difficult for the firm to build capabilities and competencies for these 
contradictory paradigms. Hence, a dialectical approach was used to uncover the paradoxical 
paradigms of the core areas of strategic thinking in an organisation. 



The specific objective of the study therefore, is to understand strategic processes, which 

help manage these dialectical paradigms for the firm. To exhibit the creative tension between 

the thesis and anti-thesis giving rise to totally out-of-the-box solutions for competitive 

success. 

The methodology for this research has been influenced by three conceptual leads. First is 

the Flexible Systems Methodology. The second is the thematic and theoretical constructs 

of the processes of strategy. Lastly, the framework development is highly influenced by the 

SEI-CMM (Software Engineering Institute's - Capability Maturity Model) to give the framework 

a practical punch. 

To validate the concept of processes of strategy, three pairs of case studies were analysed 

by SAP-CAP-LAP analysis. These detailed comparative case studies in three highly volatile 

sectors of FMCG (soaps and detergents), Banking and Information Technology, helped to 

bring out the contrast between the operative processes used in two competing firms in the 

same sector. This also resulted in enriching the theoretical constructs on the dialectical 

paradigms of processes of strategy. Longitudinal secondary data was also collected to 

record the dominant strategic processes at play in the organisations. 

The correlation among paradigms, organisation level transformation and renewal, manifested 

strategy process, structuring, leadership and culture and functional systems were framed 

and statistically investigated through survey research. 

A questionnaire was designed to bring out the performance of the organisation for strategic 

flexibility on the core processes of strategy. These were further divided into different practice 

paradigms of five processes of strategy. When assigned a different success metric, these 

practice paradigms occurred at different levels of strategic maturity. A common theme 

describes the net output of these practices at each level, which describes these levels. 

Thus, a model took form in terms of ascending competence and capabilities of the firm to 

manage change by integrating flexibility in the processes of strategy. The seven levels in 

ascending order of strategic flexibility maturity are "accidental", "organisational involvement", 

"operational rationalisation", "latent leverages", "rapid learning", "change readiness" and 

"strategic flexibility". The seven levels of strategic flexibility are discussed in terms of the 

five processes of strategy depicted as the Strategic Flexibility Maturity Model. 

Though the study is not exhaustive, it limits itself to the processes of strategy and the 

flexibility variables discovered in the literature and case studies. It attempts a model to 

understand the flexibilities in different process of strategy by generalising the findings. 

Conclusions are drawn with respect to the competencies and capabilities required at each 

level. It is hoped that the present study may be used as a stepping stone towards building 
a more robust model for strategic flexibility. 
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