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alail) Cilaal Learning Objectives
£ 5l handads &) ghad g8 - - Understand project planning steps.

- Understand different levels of
strategy.

Juas ) claas) fal (s 4dlidal) £143Y) agd - - Understand different types of
Aalal) generic business level strategies.

Llat o1 2] e 5,380 -SWOT. - You \A.II" be able to make SWOT
analysis.

Aol yiudl 48tida) iy glald) agh -

- Understand difference between plan

o) ) g Al G (34N agl - and strategy
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Planning
It’s often been said that project
management really consists of two major
phases—doing the right project and doing
the project right.

Ensuring that your project is based upon a
true need and that it’s justified from a
business standpoint are two important
aspects of doing the right project.

Project planning, on the other hand, is all
about doing the project right.

Planning is quite simply answering the
questions shown in this figure. They may be
called the “who, what, when, why, how
much, how long?” questions.




| HOW SHOULD
i IT BE DONE?

----------------------

i WHAT :
i MUST Poe oL,
i BE DONE?

Planning

WHO WILL i BY WHEN MUST |
iDOIT2? i { IT BE DONE? |
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HOW MUCH WILL
ITCOST?

-

HOW GOOD
DOES IT :
HAVE TO BE? :
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Project Planning Steps

1- Define the problem to be solved by the
project.

2- Develop a mission statement, followed by
statements of major objectives.

3- Develop a project strategy that will meet all
project objectives.

4- Write a scope statement to define project
boundaries (what will and will not be done).

5- Develop a Work Breakdown Structure
(WBS).

6- Using the WBS, estimate activity durations,
resource requirements, and costs (as
appropriate for your environment).
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£ 9 odiall Jaadss &) glad Project Planning Steps
7- Prepare the project master schedule and
budget.

8- Decide on the project organization
structure—whether matrix or hierarchical (if
you are free to choose).

Al g £ 9 peiall (s ) (a3l Jpandl dlas) -7

9 ddghian IS &) g = £ g piiall ailS S aa5 -8
(DAY B Ay ) dlal 1S 1) (o
£ 9&all dbd L&) -9  9- Create the project plan.

A daladd) Claval fua 481 g0 e Jsaall -10  10- Get the plan signed off by all project
4dhill stakeholders.
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teanngal) (g ghall o Al a1 1- Corporate Level Strategy:

a1y ALt ALalSia ¢ Jad) s Aganpa ccoial) Al ok Ak 2 Co.rpczrz:jteoltzvel s:r:ltegy‘;s a Iong-l:ang(.e, actllon-
L) 509 U e il oriented, integrated, and comprehensive plan

formulated by the top management.
It is used to ascertain business lines, expansion and
growth, takeovers and mergers, diversification,

integration, new areas for investment and
divestment.

:Jles ) (5 fia lo Al A -2 2- Business Level Strategy:

(6 Sia il iy G 2l g (pra JaLiDy Allatial) cila) iuY) & The strategies that relate to a particular business are
.Jes¥ known as business-level strategies.
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gl g dagall (gl gan () Craalad) C saaall Jd (e W okl A% It is developed by the general managers, who convert
A gala ilbadi) il J) mission and vision into concrete strategies.

Lelasty Jlas D el Jaladia 4Ly 225 |t is like a blueprint of the entire business.
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3-Functional Level Strategy:

Developed by the first-line managers or
supervisors, functional level strategy involves
decision making at the operational level.

It concerns particular functional areas like
marketing, production, human resource,
research and development, finance, and so
on.
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Business Level Strategy
It refers to the combined set of moves and actions
taken with an aim of offering value to the customers
and developing a competitive advantage, by using the
firm’s core competencies, in the individual product or
service market.

It determines the market position of the enterprise, in
relation to its rivals.

Competitive Advantage:

It is the ability of an organisation to add more value for
its customers than its rivals and therefore attain a
position of relative advantage. It is what gives a firm an
edge over its rivals.

Competitive advantage arises from the selection of the
generic business level strategy that best fits the
organisation’s competitive environment.

The key drivers of competitive advantage are cost
leadership and differentiation of product.
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Porter argues that a firm’s strengths
ultimately fall into one of two headings:
cost advantage and differentiation.

Gl Aglgl) (A adi AS ) B g8 Bl (b g ol
pladll o) ASISH) B jaa roud) gie Aa

By applying these strengths in a broad or a
narrow focus, four generic strategies result:
cost leadership, differentiation, cost focus,
and differentiation focus.

Lo (dfua gl daal g 5 g8 8L s34  gadai DA (pa
SN ¢l (ARl 3L rdale cilan) il ao )

Sl e s il gl e
They are called generic strategies because

they are not specific to a firm or an
industry.
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Porter’s Generic Strategies

Porter identified the four strategies to
achieve a competitive advantage.

Cost Leadership: superior profits through
lower costs.

Differentiation: higher profits by adding
value to the product areas which are of real
significance for customers who in turn are
willing to pay premium prices.

Focus: concentrating on a limited part of the
market. Focus strategy is then subdivided
into focus cost leadership and focus
differentiation.
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Porter’s generic strategies

Advantage Advantage
Target scope Low cost Product unigueness
Broad Cost leadership | Differentiation strategy

(industry wide) |Strategy

Narrow Focus strategy Focus strategy
(market wide) |(low cost) (differentiation)
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Why Project Managers Need to Understand Lag) sy agh ) g ball 5yt gling 13
Strategy
Changes in the organization’s mission and

Aalniall sl il g 4 § ) ynad
strategy 2] ] g daga (A Q)

Project managers must respond to changes il &l juaill 4aiul) x jliall (5 e Ao ang
with appropriate decisions about future g jLiall Ol 5 Aliinall ay jliall (i duulia &l ) 8
projects and adjustments to current projects. .4l

Project managers who understand their
organization’s strategy can become effective
advocates of projects aligned with the firm’s

mission.

O Akl adi) yinl () segdy (pall a Ll (5 jadl (Kay
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Projects and Strategy Al Au) g g il

Mistakes caused by not understanding the role of
projects in accomplishing strategy:

- Ifoc.ttjsmg on problems or solutions with low strategic Amiiie duadl i gl il Jgla ol cONSEe e 38 il —
priority.

— Focusing on the immediate custf)mer rather than the Al AL s LU 3 g0l (e Yl Jend) e 58 01—
whole marketplace and value chain.

— Overemphasizing technology that results in projects . . e e s
P 8 2 Pro) el o q e ) (535 Lae lim o) S e 3 ) 8 dadludl) -

Ao i) Gaad 8 a jLiall )50 agd ade (e Al plhdl

that pursue exotic technology that does not fit the eSlaadl clabiind g ) S Al e il
strategy or customer need.
— Trying to solve customer issues with a product or D e 5 e Yo Aad 5] it eShaall KA i A lae —

: : o o
service rathet than focusing on the 20% with 80% of the (5 0 55) a0 780 o5 3l 720
value (Pareto’s Law). i

— Engaging in a never-ending search for perfection onl . N : WG s ) .
&aging & P Vo el i a4 ign Sl e e Y Caay b Jal Ayl —
the project team really cares about. i i
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The Strategic Managsement Process: An L) o) 51030 40 S Al ka3
Overview

Strategic Management daast) i) 3,8y

— Requires every project to be clearly linked to

Aaai) L secal g K5 8 5 e JS Jay )y callati —
strategy. AR e S a9 g 5 _mie B

— Provides theme and focus of firm’s future
direction.

AS A0 il sl S il 5 g msall i

Responding to changes in the external

. . . Al Gand — daa jlal) Al 8 ) panll dglaiuy)
environment—environmental scanning i

Allocating scarce resources of the firm to
improve its competitive position—internal
responses to new programs.

3uaal) el ll LAl sy

— Requires strong links among mission, goals, el Al N G g dadl 5y 2 sa g llati —
objectives, strategy, and implementation. aidl) g Al i)



Four Activities of the Strategic Management
Process

Review and define the organizational mission.
Set long-range goals and objectives.

Analyze and formulate strategies to reach
objectives.

Implement strategies through projects.
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SWOT Analysis

SWOT Analysis is the analysis of the firm’s
strengths, weaknesses, opportunities, and
threats, to generate strategic alternatives.

It aims at facilitating the management in
developing a business model, which accurately
aligns the firm’s resources and capabilities,
according to the business environment.

S (Strengths)
W (Weaknesses)
O (Opportunities)

T (Threats)

JlaiSWOT
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Learning Objectives
What is SWOT Analysis?
Aim of SWOT Analysis
Who needs SWOT Analysis?
How to conduct SWOT Analysis?
Benefits & Pitfalls of SWOT Analysis

Brainstorming & Prioritization in SWOT
Analysis

Tips & Exercise for SWOT Analysis
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dradatl) Calaays
SSWOT Jalad sa L
SWOT Jalad o
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What is SWOT Analysis?

Acronym for Strengths, Weaknesses,
Opportunities, and Threats.

Technique is credited to Stanford University in the
1960s and 1970s.

Planning tool used to understand Strengths,
Weaknesses, Opportunities, & Threats involved in
a project/business.

Used as framework for organizing and using data
and information gained from situation analysis of
internal and external environment.

Technique that enables a group/individual to move
from everyday problems/traditional strategies to a
fresh perspective.
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fSWOT Julas g2 Le
«(Weaknesses) —axzall ¢(Strengths) 58!l Jalail jLaial
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STRENGTHS 5 ¢al) Jalds
Characteristics of the business or a team . .
. . ] (AQMUSB'. 4a14) "\\ \d.uj\”aﬁ\.m;
that give it an advantage over others in the ' > o d'usj 7 s
_4.1:\_\.;4:3\ uﬁ u;\ﬁy‘

industry.

Positive tangible and intangible attributes,

internal to an organization.

Beneficial aspects of the organization or

the capabilities of an organization, which Jadi Al 5 (gl a8 o dadaiall & sapdall il sall
includes human competencies, process callall 3 ) gal) cclilaall il ja8 Ay il e Las)
capabilities, financial resources, products eV g9 cedandl (gal dndall daand) cchlaadl) g chlatiigll
and services, customer goodwill, and brand Ao )kl Al
loyalty.

Examples - Abundant financial resources,

Well-known brand name, Economies of (g yra dy et Aadle anl ¢35 Aulle 3 ) ga - ALk
scale, Lower costs [raw materials or o AR 3 0] Aiatiie (ST canall Glaliadd)
processes], Superior management talent, B smadl Dl lga (Al giia 4y )] il g ([ililee
Better marketing skills, Good distribution 050 il () siba s b aa ) 58 Ol ¢ Juadl

skills, Committed employees.
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OPPORTUNITIES oa )

Chances to mak.e greater profits in the environment - Ll i s da s Jal s - Al 6 ] C‘-Ui fiail o i
External attractive factors that represent the reason - 77
sk g dabaiall asa g6l s

for an organization to exist & develop.

Arise when an organization can take benefit of
conditions in its environment to plan and execute
strategies that enable it to become more profitable.

Lo Aasnall Ca g ylall e 3alaiay) e dadaiall SaH Laaie L
Leals ) 33 ) (e LeiSad cilaail i) 24 ¢ Japlad]

Organization should be careful and recognize the , : o e o
hRTS L@_A.uujuaﬂ\écu )MJ}OJJAML-\AM UJSJU‘ e

opportunl.’u.es and gra.sp them whenever they f:'lljlse. Lo SalfAeliall 1l o 3 sud) 3o il L5 6 La ) sl
Opportunities may arise from market, competition, L 5l i3
= 9-‘5-‘j S

industry/government, and technology.

Examples - Rapid market growth, Rival firms are

complacent, Changing customer needs/tastes, New o Adliaall Sl G gled 6§ gl 8 a s gai - ALl
uses for product discovered, Economic boom, 3 ik coxiiall Baaa ilaladtin) CLES) o Slaal) () sdl/Clalial
Government deregulation, Sales decline for a Abal) Gladiall Glaal) (@ledS) ¢ o S s dpaliatl

substitute product.



WEAKNESSES

Characteristics that place the firm at a
disadvantage relative to others.

Detract the organization from its ability to attain
the core goal and influence its growth.

Weaknesses are the factors which do not meet
the standards we feel they should meet.
However, weaknesses are controllable. They
must be minimized and eliminated.

Examples - Limited financial resources, Weak
spending on R & D, Very narrow product line,
Limited distribution, Higher costs, Out-of-date
products/technology, Weak market image, Poor
marketing skills, Limited management skills,
Under-trained employees.

MIDOCEAN
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THREATS

External elements in the environment that could
cause trouble for the business - External factors,
beyond an organization’s control, which could place
the organization’s mission or operation at risk.

Arise when conditions in external environment
jeopardize the reliability and profitability of the
organization’s business.

Compound the vulnerability when they relate to the
weaknesses. Threats are uncontrollable. When a
threat comes, the stability and survival can be at
stake.

Examples - Entry of foreign competitors, Introduction
of new substitute products, Product life cycle in
decline, Changing customer needs/tastes, Rival firms
adopt new strategies, Increased government
regulation, Economic downturn.

MIDOCEA|
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SWOT Analysis — Aim of SWOT Analysis JHISWOT — Julad GaasSWOT
SWOT analysis aims to assist organizations in
assessing their internal strengths and Llas ol & Gilebaial) saclie JASWOT  Jidad Corgy
weaknesses and external opportunities and Ao )il Glangll 5 (a Hdll g Adslall Caxall 5 g8l
threats.

It provides a structured way to understand
the current position and formulate
strategies for future growth.

s Aol i gll agdl dalaic 45y )l i
Jiieadl) 3 saill iliai il



Aim of SWOT Analysis

To help decision makers share and compare
ideas.

To bring a clearer common purpose and
understanding of factors for success.

To organize the important factors linked to
success and failure in the business world.

To analyze issues that have led to failure in the
past.

To provide linearity to the decision-making
process allowing complex ideas to be
presented systematically.

MIDOCEA
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Who Needs SWOT Analysis? Jalas ) zliay (wSWOTS MIDOC EA \
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Management 5 )Y
- When supervisor has issues with work output Janll doalis) & JSLE. (o il 4a) gy Ladice -
- Assigned to a new job s Adyla & Ayl o -
- New financial year — fresh targets s calaal - a4l A -
- Job holder seeks to improve performance A3l Cpreatl Cals gall aw -
Business Unit Jlas ) Baa g
- When the team has not met its targets adlaal g 8l giagy Y Leic -
- Customer service can be better e Saall AadA read Sy -
- Launching a new business unit 3uaa Jlaed 3as 5 (30U -
- New team leader is appointed 2 (G 8 N8 el -
Company 4 i)

- When revenue, cost & expense targets are not
being achieved

- Market share is declining A8 gl Aaall 4 mlads) -
- Industry conditions are unfavorable a0l g0 e deliall Cagyla -

CallSll g clal YY) Calaal gadad 25 Y Ladie -

- Launching a new business venture W sl g g e 3 -
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SWOT Analysis is also oo
required for f during...

Effectiveness in Market

Product Launch

Decision Making

Personal Development Planning

Competitor Evaluation

Product Evaluation

Strategic Planning

Brainstorming Meetings

Goods & Services Evaluation
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How to conduct SWOT Analysis? TSWOT Jalad ¢ o) 4ads
1. Analyze Internal & External Environment doa HA 5 Adaall ) Julas 1
2. Perform SWOT Analysis & Document 434 &8 SWOT Blssi ¢l a) 2
3. Prepare Action Plans Jaall b dlac) 3

A. Aanalyze Intaermal & 2. Perform SWOT Analysis - Prepare Aaction Plans

Extermal Enwviraornrmeaerst & Docurmenit




Howvw To comnductht SWWOT Analysis>=>
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A. Aamnmnalyse Imntermal & Exterrmal Emnwiraomrmert VN EVE RS TV |I

[ S
Situaticaomn
Arrmalysis

|
I 1

| Anatweis | [
- I . . 1 - - 5 ~ ' .
e BN e RN ererrtis | O pportunity Threats
How to conduct SWOT Analysis? TSWOT Jalali £ ) 4dus
1. Situation Analysis asl) Julad 1
- Internal Analysis A Jalas -
- Weakness ezl Lalas -
- Strength 3 gal) Jalas -
- External Analysis S Jaladi -
- Opportunity o il -

- Threats Sluagdl) -



How to conduct SWOT Analysis?

1. Select contributors - Expert opinion may be
required for SWOT.

2. Create a workshop environment - Encourage an

atmosphere conducive to the free flow of information.

3. Establish the objectives - Define the purpose of
conducting the SWOT analysis, whether broad or
specific.

4. Allocate research & information gathering tasks -

Separate exploratory and detailed stages, focusing on
internal and external factors.

5. List Strengths, Weaknesses, Opportunities, &
Threats

6. Evaluate listed ideas against objectives - Group and
sort facts in relation to the objectives.

7. Carry your findings forward - Ensure findings are
applied in future planning and revisited periodically.

MIDOCEAN

CSWOT Jalad ¢l a) dudss
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SWOT.
A

OS¢l o (SWOT Jalad o) sa) (e Cargl) maas - Calaa¥) aass 3
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ALISLN Jal el Jad - e glaall gan g Gl alga a5 4
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3. Prepare Action Plan
Things that MUST be addressed immediately
Things that can be handled now
Things that should be researched further
Things that should be planned for the future

MIDOCEA
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Benefits of SWOT Analysis SWOT Jalad il g8
Knowing the Competition doudlial) 48 j2a
Reviews a company's competitors & )
benchmarks against them to configure e A3 )lae A8 Al el julaa s pedliall Amal ja o 68y
strategies that will put the company in a Al 3 jaa (A AS AN sl Gl yial o oS
competitive advantage.
Decision Making Tool <) )R MASY 504

Provides well-rounded information that

3 pitae cal )y A& 8 e L Al il 3
prompt well-informed decisions. R e S e slaa g

Forecasting Jgaidl)
Provides a variety of information critical to oty - , o . :

forecasted variables. Threats, for example, c'an Lo 5 o el (e o dne e )yt

impact a bu5|’ness s forecast. BY understanding G Ggie 5 Ul 3o mgh DA (pn s Jlacdl] el 5
the company’s advantages & disadvantages, Ty 81 el ) o o3
: J

forecasts will be more accurate.



Helps in setting of objectives for strategic planning

Provides a framework for identifying & analyzing
strengths, weaknesses, opportunities & threats

Provides a motivation to analyze a situation &
develop suitable strategies and tactics

Basis for assessing core capabilities & competencies
Evidence for, and cultural key to, change

Provides a stimulus to participation in a group
experience

MIDOCEA
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Pitfalls of SWOT Analysis | Jiad e SWOT MlDOCEAll
UNIVERSITY |I
Can be very subjective. Two people rarely come up

with the same final version of a SWOT. Use it as a
guide and not as a prescription.

ot ) ladid Jaa gy Lo 1500 5aS an ) Gld Jalall ) oS, 8
(e LSS G g Qo 20t ASWOT, st (e Ailedl) Aaall

May cause organizations to view circumstances as
very simple due to which certain key strategic contact
may be overlooked.

CYLaTY) Gany Jalad 8 cundy Las od g plall Jagd ) (259 8
gl dunsl )

Categorizing aspects as strengths, weaknesses,
opportunities & threats might be very subjective as
there is great degree of uncertainty in market.

To be effective, SWOT needs to be conducted
regularly. The pace of change makes it difficult to
anticipate developments.
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The data used in the analysis may be based on
assumptions that subsequently prove to be
unfounded [good and bad].

Cahy Glial yid) e 408 Jalanll 8 daadiiual) bl o oS5 o8
(A ol 3 o) gu) dagaia pe Lol LaaY

It lacks detailed structure, so key elements may get

missed Aaga palic Cu o8l é\ S5 38 Llea ¢ . luadi (J<u L:J‘



Brainstorming: Begin brainstorming by asking the
following questions:

- What opportunities exist in our external
environment?

- What threats to the institution exist in our external
environment?

- What are the strengths of our institution?
- What are the weaknesses of our institution?

Prioritization: Output from brainstorming exercise is
prioritized as follows:

- Reduce the list of strengths & weaknesses to no
more than five distinctive competencies and
debilitating weaknesses.

- Strengths that are distinctive competencies
- Weaknesses that are debilitating

- Reduce threats and opportunities to the five most
critically important of each.

MIDOCEA

UNIVERSITY
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Tips & Exercise for SWOT Analysis | Jdail gy gibal SWOT MlDOCEA

Do's
v Be analytical and specific.
v Record all thoughts and ideas.
v Be selective in the final evaluation.
v Choose the right people for the exercise.

Vv Choose a suitable SWOT leader or facilitator.

v Think out of the box.
v Be open to change.
Don’ts
X Try to hide weaknesses.
X Merely list errors and mistakes.

X Lose sight of external influences and trends.

X Allow the SWOT to become a blame-laying
exercise.

X lgnore the outcomes at later stages of the
planning process.

UNIVERSITY
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Tips & Exercise MIDOCEA|

UNIVERSITY'

EXAMPLE

Mc Donald’s SWOT Analysis



Mc Donald’s
SWOT Analysis

MIDOCEA|

IVERSITY'
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STREMGTHS
* Ranks very high on the Fortune Magazine's most = Failing pizza test market thus limiting the
admired list ability to compete with pizza providers.
= Community oriented = High training costs due to high turnowver.
» Global operations all over the world = Mimimal concentration on organic foods.
» Cultural diversity in the foods = Mot much variation in seasonal products .
» Excellent location = Quality concerns due to franchised operations.
= Assembly line operations. * Focus on burgers / fried foods not on healthier
* Use of top guality products options for their customers.
* Opening more joint ventures. * Marketing strategies that entice people from
* Being more responsive to healthier options. small children to adults.
= Adwvertising wifi services in the branches. * Lawsuits for offering unhealthy foods.
* Expanding on the advertising on being = Contamination risks that include the threat of
more socially responsible e-coli containments.
* Expansions of business into newly developed * The vast amount of fast food restaurants that
parts of the world. are open as competition.
* Open products up to * Focus on healthier dieting by consumers.

allergen free options
such as peanut free.

= Down turn in ormy affecting the ability to

that much.
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The Difference Between Strategy and Plan | 4aidl g 4 Sud) ¢ (34l

A strategy won’t get executed— not completely and
successfully — without other plans.

This means that promised benefits won’t be realized,
and business objectives won’t be achieved.

A strategy identifies what you need to do to meet one
or more business objectives.

A strategy needs to be detailed — it may even include
a timeframe for executing it — but it remains high-
level in terms of how it will be achieved.

That’s what a plan is for.
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The Difference Between Strategy and Plan | 4ail g dsag) Aud) (o

A plan explains in detail how the strategy will be
executed.

It identifies:

- What’s to be done (activities and tasks to be
executed)

- Who does what (roles and responsibilities)

- When it has to be done (a schedule of activities and
tasks and who's assigned to them)

- How you’ll ensure it gets done on time and within
budget

(risk management, quality management,

communication management, resource management,

stakeholder management, change management,
financial management).
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The Difference Between Strategy and Plan | 4aill g dua) s cm (380 MIDOCEA

A strategy identifies what needs to be done to meet
business objectives.

A plan provides the details on how the strategy will be
executed, often as a project or program with defined
steps.

To implement a strategy effectively, it requires a
business case to justify and allocate resources.

Programs and projects are used as vehicles to execute
strategies.

A single strategy may require several different plans,
including project management and program
management plans.

UNIVERSITY
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Thank You
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