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ABSTRACT

The subject of strategic management has been studied for many decades but theoretical
and empirical investigations of the strategic management area in the developing
countries has remain limited. This research was designed to explore strategic
management practices in the hotel industry of a developing country, namely Thailand
and identify whether there are differences in the strategic management practices on the

basis of size, ownership, and planning system.

This research in essence is exploratory in its nature; hence the focus of the research is
through stated research objectives rather than specific hypotheses. The theoretical
framework was based upon frameworks developed in previous studies. The data was
collected by three to four hour highly structured personal interviews with senior
executives over a period of five months in 2003. In total 50 companies participated in

this survey which represents a 52.08 percent response rate.

Of the participating companies, 84% undertook formal strategic planning. The
companies who undertook formal strategic planning were further classified into 2
categories; 36% were classified as having a planning sophistication2 system (financially
oriented formal planners) and 64% were classified as having a planning sophistication3

system (strategically oriented formal planners).

Analyses in this research provided some evidence to support that size and ownership
had an association with planning system sophistication. Planning sophistication3
companies were amongst the largest companies, they averaged a higher revenue,
employed more people, and had more complexity in ownership than the planning

sophisticationl or planning sophistication2 companies.
It appears that the formal planning process contributed to a great extent to the strategic

management of all the formal planning companies, particularly in large companies,

group companies, and planning sophistication3 companies even though informal

XXiii



planning was found important for strategic management in the medium sized
companies, independent companies, and planning sophistication2 companies. In
addition, large companies, group companies, and planning sophistication3 companies

believed they were strategically managed to a greater extent than the other groups.

Amongst the unique features identified with planning sophistication3 companies were
that these companies had a longer planning time horizon and they normally develop
their long-term plan before the short-term plan. These companies expended a great
degree of effort on every aspect of planning activities, on every external forecast area,
and they extensively employed computer models/systems to support their corporate
planning. They had a high degree of forecast transmission from corporate planning to
the second level management in every forecast area and they tended to incorporate
market analysis, customer analysis, competitor analysis, company analysis, key
issue/problems, corporate strategy, and second level strategy into their corporate plan.
Quality management was focused upon as a key strategic issue with a high degree of

people involvement.

This research identified size, and a non-standard process of formulating strategies as the
main reasons for the companies who had no formal planning system. These companies
were relatively small in all aspects of size and their CEO/MD/President had most
influence on all strategic decisions and strategy formulation. Compared with the formal
planning companies, non-formal planning companies assigned less effort to most areas

of external forecasts and used computer models/systems to a minimal extent.

Overall, it would appear that larger companies, with more complex ownership and
probably more complex environments are the companies who are most likely to develop

more formalised strategically oriented planning systems.

The comparative analysis results with previous studies have confirmed the existence
and importance of strategic planning in strategic management practices across very
different time frames, industries, and countries. Overall these studies broadly indicated

the same pattern of planning system, with more than 70% of the companies responding
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having a formal planning system. A reasonable amount of corporate planning effort was
spent on all forecasting areas and there was a fair degree of transmission of the forecasts
from the corporate level to second level of management. The main computer
models/systems regularly used to support corporate planning were financial models, and
forecasting models. Fair quality information was received from all functional
departments. The results from these research studies suggest that the underlying
processes described especially the strategic planning processes may indeed be important

for strategic management in large companies in a wide variety of situations.
This research has contributed to strategic management theory, practices, and research

methodology and this research facilitates further research, which builds upon either the

theoretical framework, the methodology, or the database.
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PART ONE

INTRODUCTION AND BACKGROUND

Chapter 1: Introduction
Chapter 2: Background on Thailand and
the Hotel Industry of Thailand



Part one of this thesis introduces the research background, and provides crucial basic
information about Thailand, and the hotel industry of Thailand. Chapter 1 explains the
background of the research, the objectives of the research, research process, an outline
of the research, and the contributions of the thesis. Chapter 2 consists of 2 sections. The
first section provides an overview of Thailand’s historical background, social, political,
and economic conditions. The second section investigates the hotel industry of
Thailand, including hotel development in Thailand, tourism organisations in Thailand,
the importance of the hotel industry, the types of hotels in Thailand, the current situation
and the future direction of the hotel industry of Thailand, and the major factors

impacting hotel management in Thailand.
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Chapter 1

Introduction

1.1  Background to the Research

Strategic management is a complex subject about the success and failure of
organisations, with straightforward underlying principles but no right answers. The
questions about the success of the organisation normally concern the organisation’s
senior management and strategic management process such as how do they choose their
strategies, and what are the processes that allow organisations to establish themselves
successfully in business. Organisations succeed if their strategies are appropriate for the

circumstances they face (Wheelen and Hunger 2000; Thompson 2001).

Strategy is fundamentally about a fit between the organisation’s resources and the
markets it targets and the ability to sustain fit over time and in changing environments
(e.g. Viljoen 1996; Haley 2000; Viljoen and Dann 2000). In other words, strategies are
devised by planning to guide how the organisation’s business will be conducted and to
make reasonable cohesive choices among alternative courses of action (Hax and Majluf
1991; Thompson and Strickland 2001).

Strategic planning is a central concern of strategic management. It may not be entirely
the same as strategic management but it is usually a major process in the conduct of
strategic management. The focus and emphasis of strategic planning as with strategic
management is on strategy. Both strategic management and strategic planning are vital
to the success of the organisation since the wrong strategy can lead to serious
difficulties, no matter how internally efficient an organisation may be (Steiner 1979;
Campbell, Stonehouse, and Houston 2002).

The subject of strategic management has been studied for many decades, however, there

is a need to understand more about the various aspects of strategic management,
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especially in the services sector. Theoretical and empirical investigations on strategic
management area in developing countries has remain limited (Glueck and Jauch 1984;
Haley and Tan 2000). Particularly in Thailand where to date there is only one formal
study of Nimmanphatcharin (2002) which examined the strategic management practices

of banks and financial services organisations.

This research will investigate the strategic management practices of a different industry
in Thailand by focusing on the hotel industry. The hotel industry is part of the tourism
sector, a prime generator of national revenue in the form of tourism dollars which
represent foreign exchange earnings for Thailand. Tourism can be more lucrative and
less resource-intensive for economic development than pursuing traditional industries

like mining, oil development, and manufacturing (Go 1997; Mastny 2001).

In general, hotels have an extremely high investment in real estate and maintenance,
management of space capacity, and a demand imbalance. The environment for these
organisations is now far less predictable than in the past. Profitable operation in the
hotel industry has become more challenging following the short-term lull in 2001 and
their uncertain long-term prospects. Achieving effective strategic management is thus a
critical issue that Thai hotels must accomplish in order to increase their chance of

survival and success in the dynamic environment (Knowles 1994).

This research will be the first major research investigation of the hotel industry of
Thailand, and will focus on strategic planning, senior management practices, the key
environmental concerns and internal factors. This research will build upon previous
strategic management studies (Christodoulou 1984; Bonn 1996; Nimmanphatcharin
2002) and a new theoretical framework will be developed exclusively for hotel industry
of Thailand. It is considered more appropriate to work on the basis of stated research
objectives rather than specific hypotheses because of the exploratory nature of the

study.
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1.2  Objectives of the Research

The main purpose of this study is to investigate the strategic management practices of
the hotel industry in Thailand and analyse the impact of the key internal and external

environmental factors.

The objectives of this study are as follows:

e To explore the form and content of strategic management practices of the hotel
industry of Thailand;

e To explore the content of strategic planning practices of the hotel industry of
Thailand;

e To identify the current impact of the key internal and external environmental factors
specific to the strategic management practices in the Thai hotel industry;

e To examine whether Western strategic management theory applies to the hotel
industry of Thailand;

e To evaluate individual characteristics of the Thai hotels and compare the strategic
management practices of major hotel categories;

e To draw a comparison of the strategic planning aspects of the Thai hotel industry
with those of previous studies, which were conducted in different environmental
settings, namely time, country, and industry;

e To establish a database that will enable further research and analysis into the
strategic management practices of Thai hotel industry.

1.3 Research Process

Figure 1.1 is a summary of the steps followed in this research. The first step of this
study was to identify the research objectives after an extensive literature review and
study of the hotel industry of Thailand, including the current situation and other possible
impacts. The theoretical framework was then established to provide a suitable
understanding of the definition and system of strategic management practices. The
questionnaire was designed based upon this theoretical framework and was developed
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in both an English and Thai version. The questionnaire was pre-tested prior to the
commencement of the fieldwork. The primary data collection was conducted through
personal interviews with senior executives. This was followed by a process of data

analysis, interpretation and finally writing-up.

Figure 1.1:Flowchart of research process
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1.4 Outline of the thesis

Figure 1.2 outlines the structure of this thesis which is organised into five parts based on
the issues described above. Part one comprises of two chapters; Chapter 1 describes the
research background, research objectives, research process, and thesis structure. Chapter
2 introduces the background on Thailand and the hotel industry of Thailand, including
the development of hotels in Thailand, the role of the Tourism Authority of Thailand
and the Thai Hotel Association, the importance of hotel industry, the type of hotels in
Thailand, the current situation and the future direction of the hotel industry of Thailand,
the major factors impacting hotel management of Thailand, and the strategic

management in Thailand.

Part two covers Chapter 3 and Chapter4. Chapter3 reviews relevant literature and
includes a historical overview of the field of strategic management, strategic planning,
analytical tools/techniques, and corporate strategy. Chapter 4 introduces the theoretical

framework and research questions.

Part three explains the methodology used in this research. Chapter 5 examines the
population definition, the survey approach, the instrument development, the data
collection procedure, and the response rate. The framework for data analysis is also

presented in this chapter.

Part four presents an analysis of data gathered from interviews. Chapter 6 describes the
characteristics of the respondent companies. Then the remaining data analysis is divided
into 3 main parts. Part four A, including Chapters 7-12 investigates the formal planning
companies and differences by size, ownership, and planning system. Chapter 13 in Part
four B examines the non-formal planning companies and Chapter 14 in part four C
explores the similarities and differences between formal strategic planning companies of

this study and those of previous studies.

The final part is Chapter 15 which includes a summary of findings, conclusions,

implications of the study for other research and recommendations for further research.
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Figure 1.2: Structure and organisation of the thesis

PART ONE: INTRODUCTION AND RESEARCH BACKGROUND
Chapter 1 Introduction
Chapter 2 Background on Thailand and the Hotel Industry of Thailand

PART TWO: LITERATURE REVIEW
Chapter 3  Literature Review

Chapter 4  Theoretical Framework and Research Questions

PART THREE: RESEARCH DESIGN
Chapter5 Methodology

PART FOUR: PRIMARY DATA ANALYSIS

Chapter 6  Characteristic of Sample Companies
PART FOUR A: FORMAL PLANNING COMPANIES
Chapter 7 Organisational Structures and Resources
Chapter 8  Culture and Management Styles

Chapter 9  Mission and Long-term Objectives
Chapter 10 Corporate Strategies and Processes
Chapter 11 Planning and Planning System

Chapter 12  External Environment

PART FOUR B: COMPANIES WITHOUT FORMAL PLANNING SYSTEM
Chapter 13 Non-formal Planning Companies

PART FOUR C: COMPARISION

Chapter 14 Comparisons with Previous Studies

PART FIVE: CONCLUSIONS

Chapter 15 Conclusions and Implications

1.5 Contributions of this Research

This research is a pioneering academic study on strategic management practices in hotel

industry of Thailand. It makes the following distinct contributions to the body of
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knowledge in the area of strategic management practices in the context of hotel industry
of Thailand.

Firstly, this research is an exploratory study on strategic management practices and it
provides a deep insight into dominant management features of hotel industry of
Thailand. The theoretical framework, developed to cover the multidimensional and
complex variables in this study will enable management theorists to further examine
strategic management practices in industries other than the hotel industry of Thailand
and this study will allow comparative studies by providing a database against which

further studies can make comparisons.

Secondly, this study provides detailed insight into the strategic management practices of
the Thai hotel industry, which will be valuable for hotel executives enabling them to
compare their management practices with others and to understand differences that may

arise due to size, ownership, and planning system.

Lastly, this study will allow the companies who do not have a formal planning system
gain insights into the future development of a formal planning system in their
organisations and also allow professionals outside the hotel industry and foreigners who
seek to expand their business into Thailand to understand selected aspects of a Thai

industry.



Chapter2: Background on Thailand and the Hotel Industry of Thailand

Chapter 2

Background on Thailand and
the Hotel Industry of Thailand

2.1 Introduction

This chapter aims firstly to provide a broad background on Thailand, the country under
study. Secondly, an overview of the hotel industry of Thailand is provided, including
hotel development, the roles of the Tourism Authority of Thailand and the Thai Hotel
Association, the importance of hotel industry of Thailand, the type of hotels in Thailand,
and the current situation and the future direction of hotel industry of Thailand. Thirdly,
major factors impacting hotel managements in Thailand such as size, management style,
government, socio-culture, and world tourism environments, are examined. Lastly, the

extent of strategic management research in Thailand is briefly reviewed.
2.2  Background on Thailand

This section presents a brief insight into Thailand’s background, namely history,

geographic location, major cities, climate, population, culture, politics, and economy.

2.2.1  Historical Background

"Siam" is the name by which the country was known to the world until 1939 and again
between 1945 and 1949. On May 11, 1949, an official proclamation declared that the
country would henceforth be known as "Thailand” (Punyasingh 1981). The word "Thai"
means "Free," and therefore "Thailand" means "Land of the Free". The Thai history is
divided into 5 major periods, namely Nanchao period (650-1250 A.D.); Sukhothai
period (1238-1378 A.D.); Ayutthaya period (1350-1767); Thon Buri period (1767-
1772); and Rattanakosin period (1782-the present). Because of its ancient history and

being the only Southeast Asian country that has never been colonised by a European
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power, Thai architecture and local customs have maintained their indigenous features, a
valuable resource for the tourism industry (National Identity Board 2000, Office of
Prime Minister 2000).

2.2.2  Geographic Location

The Kingdom of Thailand, lies in the heart of Southeast Asia, covering an area of
513,115 square kilometres, from North 5 °30" to 21° and from East 97 °30" to 105° 30".
Thailand borders the Lao People's Democratic Republic, Cambodia and the Gulf of
Thailand to the east, Myanmar and the Indian Ocean to the west, and Malaysia to the
south (refer Figure 2.1). Thailand has maximum dimensions of about 2,500 kilometres
north to south and 1,250 kilometres east to west, with a coastline of approximately

1,840 kilometres on the Gulf of Thailand and 865 kilometres along the Indian Ocean.

Thailand is divided into four distinct areas: the mountainous North, the fertile Central
Plains, the semi-arid plateau of the Northeast, and the peninsula South, distinguished by

its many beautiful tropical beaches and offshore islands.

2.2.3  Major Cities

Thailand consists of 76 provinces, including the four major cities namely Bangkok,
Chonburi, Phuket, and Chiang Mai.

Bangkok, the capital city of Thailand since 1782, occupies a total area of 1,568 square
metres on a flat alluvial plain divided by the Choa Phraya River. Composed of 50
districts, Bangkok has about one-tenth of the country’s population. Bangkok is a
national spiritual, cultural, political, commercial, educational, and diplomatic centre. In
addition, today Bangkok has become the principal gateway and prime tourist attraction
for both domestic and international travellers (National Identity Board 2000; Thai Hotel
Association 2001) with 42% of the tourism revenue generated from Bangkok (Tourism
Authority of Thailand 2003).

11
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Figure 2.1: Map of Thailand and major cities
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Chonburi, a gateway to the east coast, is only 80 kilometres from Bangkok. Chonburi is
a centre of the Eastern Seaboard Development Project and industrial estate. During the
Vietnam War (1962-1975), Pattaya has become one of the most famous tourist
attractions for American military base in Thailand (Go 1997).

12



Chapter2: Background on Thailand and the Hotel Industry of Thailand

Phuket, Thailand’s largest island, is located in the balmy Andaman Sea on Thailand’s
Indian Ocean coastline 862 kilometres south of Bangkok. Phuket formerly derives its
wealth from mining industry, however, currently its major source of foreign income is

tourism.

Chiang Mai, 700 kilometres from Bangkok, was founded in 1296 by King Mengrai the
great as a capital of Lanna Thai kingdom. Chiang Mai, surrounded by high mountain
ranges with several national parks, is both a coordination point for the agriculture of the
area and also famous as a centre of northern culture and traditions. The city has

architecture, food, dialect, and customs that set it apart from the rest of the country.

2.2.4  Climate

There are three seasons; namely rainy, summer and winter with an annual average of
22.5-32.3 degree Celsius in Thailand. The overall climate is tropical; rainy, warm,
cloudy southwest monsoon during mid-May to September; dry, cool northeast monsoon
during November to mid-March; and the southern isthmus always hot and humid
(Tourism Authority of Thailand 2001).

2.2.5 Population

The population of Thailand is approximately 62 million, of which around 6 million live
in the capital city, Bangkok. With a growth rate of 1.2 to 1.4 percent per year the
population is projected to exceed 70 million by 2010 (National Economic and Social
Development Board 2001). Modernisation has greatly expanded employment
opportunities for people migrating to the cities. Table 2.1 shows that the average density
of population per sq. km was 122 with the highest average density in Bangkok,
followed by Nonthaburi, Samut Prakan, and Phuket.

13
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Table 2.1: Population from registration for the year 2002

Population (Million) | Density per sg. km.
The Kingdom 62.80 122
Bangkok and surrounding areas 9.67 1,246
Bangkok 5.78 3,686
Samut Prakan 1.03 1,024
Nonthaburi 0.91 1,455
Central 3.00 181
Eastern 4.30 118
Chonburi 1.13 259
Rayong 0.55 154
Western 3.65 85
Samut Songkram 0.21 492
Northern 12.15 72
Chiang Mai 1.69 79
Northeastern 21.61 128
Southern 8.42 119
Phuket 0.27 498

Source: Adapted from Department of Local Administration, Ministry of Interior

2.2.6  Culture

2.2.6.1 Social

Ethnic Thais form the majority (75%) of Thailand’s population, though the area has
historically been a migratory crossroads, and thus strains of Mon, Khmer, Burmese,
Lao, Malay, Indian and most strongly, Chinese (14%) stock produce a degree of ethnic
diversity. In 1911 the King emphasised that “Being Thai” was not an ethnic definition
but a cultural act, the immigrant who learnt the Thai language, became Buddhist,
honoured the King, and acted like a Thai, could become a Thai (Phongpaichit and Baker
1996). Integration is such, however, that culturally and socially there is enormous unity.

There is some difference in life styles between city dwellers and the country people.

The rural communities seem to be slow moving and more conservative. However,

14
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traditional Thai values are still strong underneath the surface of urban life because of the
potent strength of the Thai cultural heritage, which over the centuries has demonstrated
its ability to bend not to break. Literacy rate, in term of the ability to read and write in
any languages, was 96% of the population, age 15 and over (National ldentity Board
2000).

2.2.6.2 Religion

Buddhism is the national religion (Buddhism (95%); Islam (3.9%); Christianity (0.5%);
and others (0.6%)). In Thailand, there is total religious freedom and all faiths are
allowed to practice. Under the Thai constitution, the King is Buddhist and upholder of

all religions.

Buddhism is at the root of typical Thai. Thais believe that inner freedom is best
preserved in an emotionally and physically stable environment, and social harmony is
best maintained by avoiding any unnecessary conflicts with others. Religion has major
influence on daily life, particularly in towns and villages the temple is the heart of social
and religious life. Meditation, one of the most popular aspects of Buddhism is a normal

practice for Thais as a mean of promoting inner peace and happiness.
2.2.6.3 Language
The national and official language is Thai while English is widely spoken and

understood in major cities, particularly in Bangkok and in business circles (National
Identity Board 2000).

2.2.7  Politics
Thailand’s absolute monarchy was ended by a bloodless coup in 1932 and the country
was transformed into a constitutional monarchy. A democratically elected government

governs Thailand, with H.M. Bhumibol Adulyadej as Head of State (Office of Prime
Minister 2000). Under the constitution, the Parliament comprises 200 Members of the
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Senate and 500 elected Members of the House Representatives. The Prime Minister is
an elected MP and is selected from among the members of the House of

Representatives.

Bangkok Metropolitan Administration comes under an elected governor and is divided
into 50 districts. Besides Bangkok, there are 76 provinces, administered by appointed
governors and divided into districts, sub-districts, and villages (National Identity Board
2000).

2.2.8  Economy

The structure of the Thai economy has been changing from that of a relatively backward
exporter of agricultural products to that of an economically progressive state with
exports dominated by manufactured goods and services (Bunbongkarn 1996;
Phongpaichit and Baker 1997).

The economy is dominated by manufacturing industry (38%), followed by wholesale
and retail trade (14%), and agriculture (10%) (Bank of Thailand 2004). Thailand has
experienced several economic crises such as world oil price crisis in 1970s, a recession
in 1985-1986, and after reaching the world's highest growth rate from 1986 to 1995 -
averaging almost 9% annually - increased speculative pressure on Thailand's currency
in 1997 led to a crisis that uncovered financial sector weaknesses and forced the
government to float the baht (Phongpaichi and Baker 2000). Thailand entered a
recovery stage in 1999, expanding 4.2% and grew about the same amount in 2000,
largely due to strong exports - which increased about 20% in 2000. The economy in
2001 showed 1.5% growth due to a decline in exports, which was adversely affected by
the world economic slump. However, economic stability remained satisfactory as the
inflation rate was low and the stability of the Thai baht has improved. The economy in
2002 grew 5.4% as a result of domestic stimulus programmes on both tourism and
export industry (Bank of Thailand 2004).
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The tourism industry has become a potentially effective mean of achieving economic
growth as the country shifts from an agricultural based economy to a more
industrialised and service-based economy (Ratanakomut 1995; Bunbongkarn 1996).
Table 2.2 shows that tourism is Thailand’s the second largest source of foreign-
exchange earnings, with receipts accounting for about 6 percent of the country’s GDP in
2002 (National Economic and Social Development Board 2002; Premsilpa 2002).

Table 2.2:Thai economic indicators

Key Economic Indicators of Thailand
For the year 1998 — 2002 (Billion baht)

1998 1999 2000 2001 2002
GDP 4,626.7 | 4,632.1 | 4,923.3 | 5,133.8 | 5415.9
Export value 22474 | 22152 | 2,777.7 | 2,884.7 | 2,923.9
Revenue from tourism 242.2 253.0 285.3 299.0 325.0
Unemployment rate (%) 4.4 4.2 3.6 3.3 2.2

Source: Adapted from National Statistic Office Thailand 2002, Bank of Thailand 2003

2.3 An Overview of the Hotel Industry of Thailand

2.3.1  Hotel Development in Thailand

In the past, Thai people stayed with their relatives or in temples when travelling. The
foundation for international tourism in Thailand was laid back when Thai kings (Rama
IV and Rama V) encouraged international trading, which brought not only flows of
capital, but also a flow of investors, traders, and occasional tourists (Li and Zhang
1997). As a result, the first three hotels established in 1863, namely the Union Hotel,
Fisher’s Hotel, and Oriental Hotel provided rooms and service for foreigners in
Bangkok. After that, as the railway system improved, the number of resort hotels in the
seaside provinces, such as Cholburi and Prachuabkirikhun increased (Somsap 1985).
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For decades, the hotel business grew steadily without regulations. In the year 1935, the
government announced the Hotel Act to regulate the standard of rooms and service. A
hotel was defined as “an establishment offering food and drink and temporary sleeping
accommodation if so required for any traveller who appears able and willing to pay for

services and facilities provided” (Kijphanpanich 2001).

Following liberalisation in tourism, advancement in information technology and the
perception of tourism as an avenue for life experience development and enhancement,
people worldwide have been motivated to do more travelling. After World War I, the
tourism industry in Thailand rapidly expanded because of the development of air
transportation. Many airlines directed flights to Bangkok and the number of foreign
tourists increased. Consequently, the government launched the Board of Investment Act
to encourage the investment in hotel business. This led to universal standard hotels,
under international chain management being established with foreign tourists as their
target market. This was the beginning of a learning opportunity about international
standard hotel management for Thais and as a result Thai hotel chains have developed
(Phatrapipat, 2001).

2.3.2 Tourism Organisations in Thailand

2.3.2.1 Tourism Authority of Thailand

The Tourism Authority of Thailand or TAT, established in 1960 under the Office of
Prime Minister, was the first organisation in Thailand to be responsible specifically for
the promotion of tourism. TAT has 23 local office throughout the country and 25 offices
overseas. TAT supplies information and data on tourist areas to the public, publicises
Thailand so as to encourage both Thai and international tourists to travel in Thailand.
TAT also conducts studies to set development plans for tourist areas, and co-operates
with and supports the production and development of personnel in the field of tourism
(Tourism Authority of Thailand 2000).
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2.3.2.2 Thai Hotel Association

The Thai Hotels Association or THA was established in 1963 by the boards of
management and the owners of the hotels. THA aims to strengthen the hotel business,
and to cooperate with the government in promoting the hotel business with regard to
setting a good standard and in concurrence with the government’s policy (Thai Hotel
Association 2001).

There are 351 members of THA classified into 8 groups:

- 69 hotels in Bangkok, Patumthani, Nonthaburi and Samutprakarn with 250
and up room capacity

- 54 hotels in Bangkok, Patumthani, Nonthaburi and Samutprakarn with
under 250-room capacity

- 8hotels in 10 central provinces

- 37 hotels in 7 eastern provinces

- 23 hotels in 7 western provinces

- 53 hotels in 15 northern provinces

- 22 hotels in 22 northeastern provinces

- 85 hotels in 14 southern provinces

2.3.3  The Importance of the Hotel Industry

Supporter of tourism industry and investment in the country

Thailand has an advantage over many other South East Asian destinations in having
attractions of a historical, archaeological, architectural and cultural nature, as well as
attractive resorts, a varied nightlife, and unique gifts and souvenirs. Thai tourism and
hotel industries are complementary since the hotel is a temporary home of travellers
who are travelling around places. Accommodation is one of the key factors encouraging
travellers to travel. Besides accommodation, food and beverage, hotels also provide
recreation facilities, e.g. swimming pool, golf course, and a beach. Travel agents, airline

agents, car rent services, and limousine services can be found in hotels. The hotel

19



Chapter2: Background on Thailand and the Hotel Industry of Thailand

business is an important mechanism of the tourism industry. Insufficient rooms obstruct

the development of the tourism industry (Phatrapipat 2001).

Employment creation

As part of the tourism industry, the hotel industry is vital to the Thai economy in
creating employment for the local communities, and leading to better GDP and
standards of living (Phongpaichit and Baker 1996). Table 2.3 shows that the highest
employment in the tourism industry is the hotel industry. The hotel business is usually a
24-hour operation, and normally there are 3 shifts a day, 7.00 — 15.00 hrs., 15.00 —
23.00 hrs., and 23.00 — 7.00 hrs. There are more than 118 educational institutes, schools,
universities, colleges, providing tourism and hotel management programmes in
Thailand (Srithana-anon 2001).

Table 2.3: Employment in the Thai tourism industry

Category Year
1997 1998 1999 2000 2001 2002
Hotel 249,804 | 307,269 | 296,694 | 286,119 | 275,544 264,970
Travel agent 37,779 36,739 34,965 33,191 31,420 29,646
Souvenir 30,844 38,054 36,643 35,235 33,805 32,413
Restaurant 81,507 86,919 88,248 89,574 90,906 92,234
Public Transportation 51,908 54,054 54,953 55,853 56,753 56,753
Private Transportation 27,890 29,169 30,330 31,492 32,654 33,184
Entertainment and Leisure 37,007 43,572 44,782 45,992 47,204 48,415

Source: Adapted from Tourism Authority of Thailand 2001

Revenue and cash flow generator

Figure 2.2 shows the second highest expense of tourists in 2002 was on accommodation
and around 40% of the expense was on accommodation and food. This revenue had
multiplier effects in creating cash flow to hotels, other related businesses, and the

government.
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Figure 2.2: Revenue of tourism industry of Thailand (2002)
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Source: Adapted from Tourism Authority of Thailand 2003

Increasing standard of living

Land development for hotel construction brought infrastructure, civilisation, and
technology transfer to rural communities. The hotel business eases the employment
burden, helps distribute income and gives rise to many other related businesses.
Employment in rural communities reduces the social class gap and helps resolve the
migration to capital city problem. Figure 2.3 shows hotel industry contributed about 6%

to Thailand’s economy.
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Figure 2.3: Thai GDP at current price by production in the year 2001
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Source: Adapted from National Economic and Social Development Board 2002

2.3.4  Types of Hotel in Thailand

There is no official standard to categorise the hotel industry in Thailand. However, in
industrial practices, there are several criteria in classifying hotels including location,
size, service level, price (e.g. Knowles 1998; Phatrapipat 2001; Kijphanpanich 2001).

Location: City hotel, suburban hotel, resort hotel, airport hotel
Size (number of rooms):

Small hotel: less than 150 rooms

Medium sized hotel: 150 — 299 rooms

Large hotel: 300 — 600 rooms

Extra large hotel: more than 600 rooms

Service level (American standard): Luxury, full service, limited service, economy

Price: Price can partly show the service quality as it relates to high-invested quantity
and quality of the service. Price also reflects the expectation of the customers.
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The Thai hotel industry has a long history of more than a hundred years with no official
standards system. Hotels under an international chain accredit in the global market since
there are standardised services under their names. Currently, the private sector hotels of
the THA are initiating the star scheme, English system, to be launched within a few
years. This standard will help promote the tourism industry in Thailand and distinguish

hotel businesses from other types of accommaodation.

Besides, TAT has categorised hotels into 5 groups by prices (rack rate) in order to be
used for research and development purposes as follows (Statistic and Research Division
2002a, 2002b);

- Group 1: price more than 2,500 baht/night

- Group 2: price between 1,500-2,499 baht/night

- Group 3: price between 1,000-1,499 baht/night

- Group 4: price between 500-999 baht/night

- Group 5: price under 500 baht/night

2.3.5 Current Situation and Future Directions of the Hotel Industry
of Thailand

The terrorist attack on 11 September 2001 created a temporary difficulty for the Thai
tourism industry. For the hotel industry, the occupancy rate in the year 2001 in the
southern part of Thailand dropped significantly from 58% in 2000 to 53% as the source
of their major tourists were from Europe and USA. whereas the overall country rose

slightly to 51.94% because of increased Thai tourists (Premsilpa 2002).

Table 2.4 shows that the expansion of hotel rooms available in Thailand during 1997-
2001 was 3.84% per year. This table includes all types of accommodation such as
hotels, guesthouses, and resorts. The main expansion was of the existing
accommodation, not from new construction (Statistic and Research Division 2002a).
The data suggests that among the main destinations in each region, Bangkok had the
third highest room expansion rate, followed by the North Eastern part, and the Southern
part.
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Table 2.4: Number of hotel rooms in Thailand

Region 1997 2001 Growth Rate
No. of Room % No. of Room % 1997-2001

Nationwide 265,542 - 320,565 - +3.84
Main destinations

Northern 28,371 14.83 30,007 13.04 +1.13
Bangkok 46,150 24.13 57,983 25.21 +4.67
Central* 16,011 8.37 19,142 8.32 +3.64
Eastern 38,101 19.92 40,515 17.61 +1.24
North Eastern 12,911 6.75 18,061 7.85 +6.94
Southern 49,743 26.00 64,323 27.97 +5.28
Total 191,278 100.00 230,031 100.00 +3.76

Note: * exclude Bangkok

Source: Adapted from Statistic and Research Division 2002a

For the hotel industry, the primary revenue is from accommodation even though there is

higher revenue from food and beverage in some hotels. The occupancy rate is the best

explanation of the hotel industry situation (Srithana-anon 2001). As shown in Table 2.5,

the highest occupancy rate is in Bangkok compared to other parts of Thailand and this is

because Bangkok is the capital city, the main tourist destination for either business or

leisure travellers and the largest international airport in Thailand is situated in Bangkok.

Table 2.5: Occupancy rates of accommodation establishments in Thailand 2002

Destinations No. of guests | Occupancy rate
(Million) (%)
Northern 6.08 44.38
Bangkok 10.74 63.90
Central* 4.13 45.50
Easter 6.59 50.66
North Eastern 3.88 49.73
Southern 9.14 51.67

Source: Adapted from Statistic and Research Division 2002a

Note: *excluding Bangkok
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The tourism sector grew moderately in 2001, with the number of international tourists
expanding by only 5.82 percent (decreased from 10.82 percent growth in the previous
year). This was a direct result of the attacks in the United States on 11 September 2001.
However the overall situation still remained satisfactory as the reduction in the number
of tourists from the United States and Japan was offset, to some extent, by the increase
in the number of tourists from Asia and Oceania. The impact on Thailand tourism was
less than for countries in the same region. The growth rate (5.82%) was better than
Singapore, the main competitor, which had slowed down to 2%. The growth rate of
tourist arrivals in Australia and Hong Kong remained the same level as of the previous
year. In addition, the hotel occupancy rate in Thailand increased slightly from 50.84%
in 2000 to 51.94% in 2001 (Bank of Thailand 2002; Statistic and Research Division
2002a).

Following the September 2001 crisis, TAT has altered its marketing strategies in

response to the change and set up the following (Thai Hotel Association 2002):

- Crisis Management Center (CMC) was established jointly between TAT and Thai
Airways International. Tour operators in the area reported the updated information
to CMC for action, and for changing tactics in sales promotion and following up
closely on sales strategies in other countries for the benefit of Thai tourism.

- Defensive public relations were launched to create confidence in tourists and tour
operators, for example; inviting international press teams to visit Thailand as state
guests, a press conference with the prime minister etc.

- Proactive sales activities to penetrate selected target markets; road show project in
Vietnam with an agreement signed with the Vietnam National Administration of
Tourism to promote travel and tourism between the countries, including
infrastructure, transportation and joint marketing, attending the World Travel Mart

and Japan Association of Travel Agents (JATA).

In the long run, Thailand still has potential for further expansion given appropriate
strategies and adequate solutions for tourism development. TAT expects Thailand
tourism in 2002 — 2004 to recover to a growth rate of 6% annually, presuming the

number of foreign tourists increases from 1,050 million in the year 2002 to 1,180 in the
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year 2004. The expected revenue from foreign tourist is 402 billion baht in the 2004
(Tourism Authority of Thailand 2001).

2.4  Major Factors Impacting Hotel Management in
Thailand

2.4.1  Size of the Hotel

In general, the size of hotels in Thailand can be determined by the numbers of room
(Kijphanpanich 2001). The organisational structure of small size hotels is usually
simple. There is no specific authority and responsibility for the assistant manager of
small hotels (Figure 2.4) since he or she will act for the manager when needed. In
general, the assistant manager is assigned ad hoc jobs. In medium sized hotels (Figure
2.5), there are 2 assistant managers to work on a 2 shifts basis (day and night). The
heads of each department report directly to the manager. Large hotels need to have clear

responsibility specified because of the workloads and standards control (Figure 2.6).

Figure 2.4: Typical organisational structure of small hotel
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Figure 2.5: Typical organisational structure of medium sized hotel
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Figure 2.6: Typical organisational structure of large hotel
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2.4.2  Types of Hotel Ownership

Hotels in Thailand can be divided into 2 groups (Figure 2.7) according to the

ownership: namely independent hotel, and group or chain hotel.

Figure 2.7: Types of hotel ownership

Independent Hotels — Owner = Operator

Hcf@v

\ Independent Hotels Owner = Operator

Group/Chain Hotels Management Contract: Owner = Employer
Management Company=Operator

Franchise Franchisee = Operator

Consortia Owner = Operator

Source: Adapted from Srithana-anon 2001

2.4.2.1 Independent Hotels

Independent hotels are mainly small family businesses. The owner has the highest
management position and does all the business planning and decision-making. The
hotels are situated in small towns or seasonal tourist destinations. There are limited
services, aimed at providing rooms. Informal services but a warm atmosphere is the
main character of these hotels. There is a high cost of funding and marketing activities,
especially international promotion. Introducing electronic commerce is useful for these
small hotels in increasing their channel of distribution via a website. The organisational

structure is uncomplicated and the management is more flexible (Srithana-anon 2001).

In general, the business strategy of independent hotels was established by the founding
owner who as an entrepreneur tend to adopt an autocratic paternalistic management
style and the single-minded pursuit of a particular strategy and they permitted little

deviation. Business practices depend mainly on the entrepreneurial characteristics of the
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owner. When the founding owner was changed involuntarily by death or old age, the
successor who is usually educated and brought up in a privileged environment, may not
have the same flair for the hotel business or have the feel and sensitivity to the
environment, which created the original successful strategy (Putti, 1991). This may lead
to the creation of a management contract as described in the next section.

2.4.2.2 Group/Chain Hotels

Group hotels are operated under the same brand or management system. As the result of
the success of the original hotel, the new hotels were launched as branches in new
locations. However, the limited fund of the founding owner impeded the opportunity
whereas there were a lot of investors who had an interest in the hotel business but
lacked expertise. Hence, the group hotels are formed as part of a growth strategy under

either a management contract or a franchising arrangement (Knowles 1994).

The head offices determine the main policies and closely control the business decisions
to ensure the standard of the operation and the management systems are the same for the
whole group (refer Figure 2.8). Group hotels are situated in the major cities e.g.
Bangkok, Chiang Mai, Phuket. The group hotels are provided by the head office with
product/service design, sales techniques, business strategies, media approach,
centralised reservation system, and global distribution system. There is a training and
career development plan for staff to be promoted to management positions. In practice,
nevertheless, long procedures may delay business opportunity decisions and an overseas
manager assigned by the head office may face difficulties because of language, attitude,
and culture differences (Kijpanthpanich 2001).

As well as group hotels, there is another group of hotels who cooperate for marketing
purpose only, and these are called ‘consortia’. Without management or operation
control, consortia will assist members in sales promotions, public relations, and booking
systems at a cost to the member. The consortia help independent hotels to compete with

the other group hotels without losing their management control (Srithana-anon 2001).
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Figure 2.8: Typical organisational chart of a group hotel
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There are four main local hotel groups in Thailand:

Dusit Hotels and Resorts
Dusit Group is the largest local hotel group in Thailand. The group operates under brand
‘Dusit, Royal Princess, and Thani’ in Thailand and oversea. Dusit Group operates its

own hotels and others under management contract and franchising.

The Central Group of Hotels
The current “‘Central Grand Plaza’ previously operated under brands ‘Hyatt’ and
‘Central Plaza’. This group expanded its business rapidly by purchasing existing local

and oversea hotels. This group operates only its own hotels.

Amari Hotels and Resorts
This group changed its name from Siam Lodge Group of Hotels in 1992. Amari Group

operates its own hotels and others under management contract.
Imperial Hotels Group

Former known as ‘Imperial Family of Hotels’, Imperial Group operates only its own

hotels in Thailand and overseas under brands ‘Imperial, Plaza Athenee’.
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There are more than 3,000 international hotel groups around the globe, of which 10

groups are operating in Thailand:

Accor Group (France) operates under brands “Sofitel, Novotel, Mercure, Pullman, Ibis,
Pansea, and Altea’.

Choice Hotels International Group (USA) operates under brands ‘Clarion, Quality,

Comfort, and Sleep’.

Hilton International Group (England) operates under the brand “Hilton International’.

Holiday Inn Worldwide Group (USA) operates under brands ‘Holiday Inn Crowne
Plaza, Holiday Inn, Garden Court’.

Hyatt International Group (USA) operates under brands ‘Grand Hyatt, Hyatt’.

ITT Sherration Corp Group (USA) operates under the brand *Sheraton’.

Mariott International Group (USA) operates under the brand “‘Mariott’.

Meridien Hotels Group (France) operates under the brand ‘Le Meridien’.

Sol Group (Spain) operates under brands ‘Melia, Sol’.

Shagri-La International Group (Hong Kong) operates under the brand ‘Shangri-La’.

The study of Srithana-anon (2001) and Kijphanpanich (2001) show that group or chain

hotels are closely controlled by their head office. Main policies and management

standards are set by a centralised system.

The growth of international group hotels in Thailand stimulates the local hotels to

change their strategies in order to survive in this intense competition. For example,
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faced with mounting competition from aggressive global chains, the local Dusit hotel
group in cooperation with four Asian Hotel groups launched ‘Asian Hotels Alliance’
project to expand their reach to customers and key travel partners with the combined

portfolio of more than 70 hotels around the world (Weinstein 2002).

2.4.3  Economic and Government Policy

One key to the success of tourism in Thailand is a clear recognition by the host
governments of the important role of tourism in the economic development of the
country. The Thai government has promoted the tourism industry as a means to direct
foreign currency into the country and consequently to improve its economic status since
1961 (Phatrapipat 2001). Thailand has plenty of scenic sites, natural resources and
exotic local culture as tourist attractions. Tourism was included in the Fourth National
Economic and Social Development Plan (1977-1981) as an integral part of the Thai
government national economic development policy. This development plan was aimed
at strengthening the Thai economy in the areas of international trade, investment, and
tourism to boost foreign exchange earnings and to create and expand employment

opportunities.

The success of the policy was evident when tourism became one of the fastest-growing
and most important sectors of the Thai economy. The Visit Thailand Year campaign in
1987 helped a tourism income increase by 34 percent from 37,321 million baht in 1986
to 50,024 million baht in 1987 (Krongkaew 1995).

The Amazing Thailand 1998-1999 campaign helped tourism revenue of 242,177 million
baht in 1998 grow to 253,018 million baht in 1999, an increase of 10%. From 1980 to
2001, tourist arrivals to Thailand increased from under 2 million in 1980 to more than
10 million in 2001(Tourism Authority of Thailand 2001).

For the past thirty years tourism has expanded through government support, improved
access to tourist destinations and the opening of new tourist facilities. The Tourism

Master Plan 2001-2010 was being devised to provide guidelines on the promotion and
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development of tourism with an aim to strengthen this industry (Tourism Authority of
Thailand 2001; Foreign Office 2002). Included in this plan are;

Launching ‘Be My Guest’ campaign, part of ‘Amazing Thailand’ project, after the
crisis in the USA by placing emphasis on various commodities, friendship and peace
of Thailand.

Promoting tourism in Bangkok to commemorate the 220 years anniversary of
Bangkok

Organising ‘Thailand Place to Meet’ project to promote MICE (meeting/
incentive/convention/exhibition) market

A refund of VAT to tourists programme

Promoting tourism in connection with Indo China in ‘two kingdoms, one
destination’ project on the world heritage route: Thai-Laos-Vietnam in order to
make Thailand a gateway to these countries.

Launching ‘Stop Over’ programme for transit passengers

Classifying tourists attractions in order to distribute tourists in several local area
Penetrating more specific target groups: honeymoon group, wedding couple in Asia
market, golf group, and health tourism group

Organising ‘Thailand Grand Sale’ project to attract shopping group and promote
Thailand as a shopping destination

Developing Thailand as a centre of long stay tourism in this part of the world

Launch a national eco-tourism action plan 2002 — 2006

The Thai government supports the tourism industry because tourism is Thailand’s major

source of foreign exchange earnings and employment creation in provinces which helps

stimulate the general development of provincial areas.

The downturn of economic activity in 1997 has had negative effects on the country’s

hotel sector. In response to the baht devaluation, many hotels changed their pricing to

US$ and also targeted international tourists who had high buying power (Foreign Office
2002).
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2.4.4  Socio-cultural Aspects

The social and cultural environment consists of broad societal trends that affect hotels.
These include demographic patterns, lifestyles, social structures, attitudes, values, and
beliefs. While leading companies have embraced modern management practice from the
west, they have also managed to maintain their Thai values and local perspectives.
Cultural values, shaped by the legal and political system, differ from country to country
(Cooper 1982). Some Thai values like respect to elders or authority, contradict modern

western management practice like empowerment and delegation.

It is said that Thai approach to management is more subtle in the way they do business
and approach people. Moreover, Thais have a reputation for humility, and being nice
and friendly which suits the hotel environment while in other countries, e.g. Hong
Kong, Singapore, hotel providers are perceived to be less approachable because they are
busy and highly stressed. In the tourism industry, Thai hotels have a worldwide

reputation for their outstanding service (Tocquer and Cudennec 1998).

The studies of Scarborough (1998) and Stage (1999) found that many aspects of Thai
culture influence business conduct, such as politeness, controlled or guarded expression
of emotion, the importance of developing workplace relationships, gift giving, and

awareness of the social stature of those with whom a person interacts.

Their studies also found that main characteristics of the Thai business management are
Thai pragmatism, content, good-humoured, peaceful, easy-going, and generally
unburdened by ideology, and difficulties in dealing with abstractions like management,
leadership, and organisation. Most Thai organisations are based on specialised and
functional structures. However, the paternalistic culture, mixed with centralised, top-
down decision making typical of hierarchical structures leads to little delegation and
participation meaning they are weak in cross-functional coordination and speed of

response.
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The three main problems foreign companies frequently face in doing business in
Thailand are a lack of cultural knowledge, unfamiliarity with language, and poor
infrastructure. The criticising of the superiors in public was seen as more offensive than
in western culture. The words “ Yes | understand” by Thai employee can often be used
to avoid asking questions or to hide a lacking of understanding (Edwards, Edwards, and
Muthaly 1995).

Currently there is public concern about tourism’s impact on the environment. Board of
Environmental Promotion of Tourism Activities has launched ‘Green Leaf’ project to
encourage efficient environmental management of hotel businesses. A certificate will be
awarded based on audits of the environmental policies and other measures of
participating hotels (Mastny 2001; Thai Hotel Association 2002).

It is important for expatriates working in Thailand to be familiar with Thai language,
business practice and custom. Sensitivity to cultural differences is important in
conducting business internationally in hotel industry. Hence, there is a need to

understand and compromise the gap in culture diversities.

2.45 World Tourism Environment

The hotel industry is dependent on the world situation, including economic activity,
world oil prices, terrorism, and epidemics. During the world economic crisis in 1990’s,
the revenue from international tourists in Thailand dropped by more than 20% (Li and
Zhang 1997). As a result of international crises, demand for accommodations varies and
produces more instability. The September 2001 event in USA and October 2002 event
in Bali directly affected the global tourism industry, especially the Southeast Asian
countries. Hotel occupancy rate in Thailand dropped, and the oversupply status
increased. This might be a temporary negative impact on the Thai tourism industry,
however the Thai government is still concerned that if the tension between the US and
Iraq is prolonged, the world economic recovery may come to a halt, yielding adverse
impacts on both Thai exports and tourism. In response to the crises, TAT, under
promotion measures initiated by the government, seeks to target Asian and domestic
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tourists with the “Thais Travel Thailand’ campaign. At the same time, promotion plans
highlighting the peaceful Buddhist society, political stability, and safety measures over
the country, seek to increase confidence in security for the tourists planning to visit
Thailand (Tourism Authority of Thailand 2001).

Uncertainty in the world situation makes Thai hotel business management much more
difficult, especially in planning for the future. Strategic planning needs to be updated
more frequently and long-term plans may not be implemented if situations remain

uncertain forcing further strategy revisions.
2.5  Strategic Management in Thailand

The amount of strategic management research and publication of findings on strategic
management practices for Southeast Asia seems exceedingly small compared with the
Western countries. According to Haley and Tan (2000), the strategic management style
in Southeast Asia differs from that practiced in the West because of the lack of
information necessary for sound strategic decision-making. The lack of information,
especially information on the external environments of the organisations operating in
the region, poses a serious challenge to traditional forms of strategic planning and
management. Hofstede (1994) argued that the reason for differences in decision-making
styles was ethnic and cultural dimensions. Haley and Stumpf (1989) found these
differences traceable to personality type. Later, Haley (1997) found evidence that there
may be significant personality type differences between the managerial cadres of
different nationalities thereby giving support to Hofstede (1994)’s arguments. The truth

probably is a combination of all these different explanations (Haley and Tan 1999: p.1).

Southeast Asia generally has had three major clusters of large businesses (Haley and

Tan 2000): the state-owned or government linked corporations, the oversea Chinese

family businesses, and the multinational companies.

- The state-owned or government linked corporations: strategic planning and
management were often patterned after the countries’ plans for economic growth

and development
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- The overseas Chinese family business: strategic decisions were characterised by an
intuitive, entrepreneurial and fast decision-making style, and paternalistic
management. This approach is based on business sense, experience and their
individual propensity to take risk.

- The multinational companies: generally, the decisions to relocate manufacturing
operations constituted internal decisions to maximise operational efficiency rather
than decisions to serve local markets which require much greater understanding of

the local environment.

The study of Ghosh and Chan (1994) asserted that planning activities of the
organisations in Southeast Asia appeared ad hoc and reactive. Many successful
Southeast Asian executives’ decision styles do not correspond to the conventional,
corporate analytical model taught in business schools and used so successfully in more
mature economic environments. The Southeast Asian style approximates an experience-
based, intuitive, idiosyncratic model, well suited to an uncertain environment with little
information. To be effective in Southeast Asia, there is a need to study holistic/intuitive
decision-making, and to learn it fast (Haley and Tan 2000). In addition, they proposed
four salient characteristics of strategic management practices in Southeast Asia, namely
hands-on experience, transfer of knowledge, qualitative information, and holistic

information processing.

The study of Siengthai and Vadhanasindhu (1991) found that most trading businesses in
Thailand are small family-type businesses. Business practices depend mainly on the
entrepreneurial characteristics of the owner or leader of that particular business. Thai
organisational environment has been influenced to a great extent by the bonds of
friendship and blood relations, and by the feeling of obligation to return personal
favours (Nananugul 1981). However, the management practices in Thailand are not
totally free from Western influences. The multinational companies have brought with
them their culture and management concepts and professional managers have graduated
from Western business school and from the local universities in Thailand which have
also offered business education (Grewal and Tansuhaj 2001). In addition, the research

of Chamornmarn and Butler (2000) asserted that after the economic crisis in 1997, large
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organisations in Thailand had less formal planning systems, a shorter time horizon for
their plans, and a centralised decision-making system compared to before the economic
crisis in 1997,

2.6 Chapter Summary

Thailand is a developing country that is shifting from an agriculture-based economy to a
more industrialised and service-based economy. The hotel industry, as a part of tourism
industry, has a significant role in boosting economic activity of the country and brings
in foreign currency. The growth of the hotel industry accelerates employment creation,
revenue distribution, and helps provide a better standard of living to the local

community.

The Thai hotel industry is dependent on the world situation, including economic
activity, world oil prices, terrorism, and epidemics. The September 11, 2001 crisis had a
significant impact on the Thai tourism industry and the Thai government realised the
importance of the hotel business and its difficulties in the challenging environment.
Therefore, several measures were launched by the Thai government to encourage the

hotel operators such as a safety policy, and international marketing promotion.

In addition, there are several factors which impact hotel management in Thailand,
namely size of the hotel, type of hotel ownership, economy, government policy, and
socio cultural aspects. Tougher competition in a more unpredictable world has increased
managerial uncertainty and difficulty. Strategic management as a means to deal with the
pace of change both within and outside the organisations, is necessary for effective hotel
management. A strategic dimension to their managerial activities is required in order to
have the capacity to provide a sense of strategic direction to guide the enterprises

constructively into the future.
The strategic management and decision-making style in Thailand which is similar to its

Southeast Asian neighbours, differs from that practiced in the West. The main reasons

for these differences were the lack of information necessary for sound strategic
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decision-making (Haley and Tan 2000), differences in ethnic and cultural dimensions
(Hofstede 1994), and personality type (Haley and Stumpf 1989).
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Part two of this thesis consists of 2 chapters. Chapter3 reviews relevant literature and
includes a historical overview of the field of strategic management, strategic planning,
analytical tools/techniques, and corporate strategy. Chapter 4 introduces the theoretical

framework and research questions.
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Chapter 3

Literature review

3.1 Introduction

The aim of this chapter is to develop a theoretical foundation upon which this research
is built. It reviews the relevant literature and identifies the research issues which are
relevant. It is organised into 7 sections. The fist section introduces the composition of
this chapter. Secondly a historical overview of strategic management is reviewed. The
third section deals with strategic management, including process, pattern, system, and
levels of strategy. Fourthly, three types of the organisation’s environment, which are
general environment, task environment, and internal environment, are examined. In the
fifth section planning tools and techniques used in strategy formulation are reviewed.
The sixth section reviews the literature of corporate strategy, which covers mission and
vision statement, long term objectives, strategies and implementation alternatives, and

strategy evaluation. The final section concludes the literature review.
3.2 Strategic Management - A Historical Overview

Figure 3.1 demonstrates the historical evolution of strategic management. The strategy
concept originated from the study of success in war (Macmillan & Tampoe 2000).
Business has learned from military strategy and many business issues have military
parallels. Learning from past mistakes and adopting fresh outlooks is important
elements in both military and business situations (White 2004). In the early 1900s, there
was a need to establish formal systems for gathering and processing internal and
external business information due to changes in business types and more complex
environments. After the Second World War, long-term planning about capital
investment using statistical forecasting processes became popular among progressive
enterprises. Since 1960s, corporate strategy played an increasing role because of firm

diversifications. Corporate strategy extended long range planning to include a
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consideration of other options but, inevitably it was unable to respond to fast changing

environments (Pearson 1999).

Figure 3.1: Evolution of strategic management
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The three critical works by Chandler (1962), Ansoff (1965), and Andrews and his
colleagues (Learned, Christensen, Andrews, and Guth 1965) provided the foundation
for the strategic management field (Rumelt, Schendel, and Teece 1991; Bonn 1996).
Chandler’s work focused primarily on how large firms develop their administrative
structures to accommodate growth and how strategic change leads to structural change
(Rumelt et al. 1994). Chandler (1962, p.13) viewed strategy as “the determination of the
basic long-term goals and objectives of an enterprise, and the adoption of courses of
action and the allocation of resources necessary for carrying out the goals”. Ansoff
(1965) emphasised the importance of strategic decisions. He defined strategy as “the
common thread, among a firm’s activities and product-markets, which consists of four
components: product-market scope, growth vector, competitive advantage, and
synergy” (p. 94). According to Andrews and his colleagues, strategy is “the pattern of
objectives, purposes, or goals and major policies and plans for achieving these goals,
stated in such a way as to define what business the company is in, or is to be in and the
kind of company it is or is to be” (Learned et al. 1965, p. 104). These three works
originated a number of critical concepts and propositions in strategy, including how
strategy affects performance and the notion that structure follows strategy.

A flexible and more general approach, strategic management, emerged later to deploy
business resources in an efficient and rationally determined manner in the context of
turbulent environments, and hence optimise the long-term performance of the
organisation (Ansoff 1990). After the late 1970’s, the interest in strategy shifted its
emphasis from a quest of performance to the sources of profitability (Grant 2002).
There was a focus on companies’ external environments through the analysis of industry
structure and competition. Several models, such as the five-force model, and the BCG
Matrix were launched. Since the late 1980’s the attention on the role of strategy in
creating competitive advantage shifted towards the internal aspects of the company.
Resources and capabilities of a firm are focused as a primary source of its profitability
and a basis for formulating long-term strategy (White 2004).
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3.3 Strategic Management

Strategic management has dominated the business management literature as well as
corporate practice for several decades. There is no single universally agreed definition
of strategic management. Over the last two decades, strategic management has been
viewed as being where strategic planning is coupled with strategy implementation
(Ansoff 1987). For Steiner (1979), strategic planning, corporate planning, long-range
planning, and formal planning are all basically the same. Strategic management can be
viewed as a formal planning process allowing the firm to pursue proactive rather than

merely reactive strategies (David 2003).

Several studies (e.g.; Viljoen 1996; Joyce and Woods 1997; Freeman 1999; Viljoen and
Dann 2000; Thompson 2001) identified strategic management as a process, which needs
to be understood more than it is a discipline, which can be taught. It is the process of
identifying, choosing and implementing activities that will enhance the long-term
performance of an organisation by setting direction, and by creating ongoing
compatibility between the internal skills and resources of the organisation, and the
changing external environment within which it operates (Baird, Post and Mahom 1990;
David 1997; Andrews 1998; Macmillan and Tampoe 2000). The actions may be
changed or modified overtime, if necessary, and the magnitude of these changes can be

dramatic and revolutionary, or more gradual and evolutionary.

Several studies (e.g. Wright, Kroll, and Parnell 1998; Thompson and Strickland 2002)
asserted that strategic management focuses on a series of steps to be accomplished by an
organisation. Wright et al. (1998) proposed 6 tasks to be undertaken:
= Analysing the opportunities and threats that exist in the external environment
= Analysing the organisation’s strengths and weaknesses in its internal
environment
= Establishing the organisations’ mission and developing its objectives
= Formulating strategy at each level by matching the organisation’s strengths and
weaknesses with the environment’s opportunities and threats

» Implementing the strategies
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»= Engaging in strategic control activities to ensure the organisation’s objectives

are achieved

It is significant to break down the activities and processes involved into a logical
sequence in order to better understand and practice strategic management (Cravens
1997; David 2003). Figure 3.2 illustrates basic elements of strategic management
process in general, however, strategy making is an ongoing process, not a one-time
event, the notion of a starting point is a purely theoretical one (White 2004). Strategy
needs to be re-evaluated regularly, refined and recasted as necessary (Byars, Rue and
Zahra 1996).

Figure 3.2: Strategic management model

Environmental Strategy Formulation Strategy Implementation Evaluation
Scanning and Control
External Mission
Internal ?jective 1

Strategy
:)*cy e
Program 1
Budget
Procedure 1
Performance
] ;] 6 v

Source: Adapted from Wheelen and Hunger 2000

3.3.1 Pattern of Strategy

Many studies (e.g. Pettigrew1992; Mintzberg 1998a; Johnson and Scholes 1999;
Pietersen 2002) asserted that even though strategies can be seen as a result of deliberate
managerial intent, in most organisations the absolute intended strategy do not become

realized or only part of what is intended comes about (refer Figure 3.3). Emergent
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strategy represents a realised pattern that was not expressly intended. According to
Loasby (1967), Mintzberg and Waters (1985), and Quinn (1985), emergent strategies
play a crucial role, particularly in an innovative entrepreneurial context since they
acknowledge and enable the advantages of flexibility, adaptability, and dynamism
which intended strategies seem to inhibit. Nevertheless, Harrison and Enz (2005) argued
that firm should be involved in intended strategy-creating processes, as well as learn
from past decisions and be willing to try new things and change strategic course. David
(2003) added that integration of analysis and intuition, based on past experience,
judgment, and feeling is essential for an organisation in making good strategic
decisions. The final realised strategy of any company is a combination of intended and

emergent strategies (Hill, Jones, and Galvin 2004; Dess, Lumpkin, and Taylor 2005).

Figure 3.3: Forms of strategy
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Source: Adapted from Mintzberg 1994(b)
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3.3.2 Strategy Formulation System

Whether the process of strategy formulation should be formalised is subject to
controversy. Strategic planning was seen as a useful tool of organisations, however,
arguments about strategic planning have never been finalised based on scientific
evidence (McKeirnan 1993; Joyce and Woods 1997; Jennings 1997). Hax and Majluf
(1991, p.15) reviewed formal strategic planning as a disciplined process leading to a
well-defined organisational-wide effort aimed at the complete specification of

corporate, business, and functional strategies.

Capon, Farley and Hulbert (1987) asserted strategic planning is a conceptual endeavour
aimed at securing competitive advantage for the company. In their study, strategic
planning is focused at the corporate level even though strategic planning can be

performed at every level of the organisation since they viewed the firm as an entity.

Many empirical studies (Ansoff et al. 1970; Gershefski 1970; Herold 1972; Karger and
Malik 1975; Miller and Cardinal 1994; Phillips 1996; Andersen 2000; Harrison 2003)
revealed that strategic planning was positively associated with firm performance and
firm practicing strategic planning process seemed to outperform their counterparts that
do not. Sexton and Van Auken (1985), and Bracker and Pearson (1986) added that a

lack of planning leads to failure of small firms.

Several scholarly studies (e.g. Kulda 1980; Robinson and Pearce 1983; Birley and
Westhead 1990; Covin 1991; Rigby 2001), however, found no or insignificant

relationship between planning and financial performance.

Formal strategic planning was defined as four aspects according to Steiner (1979). First,
a formal strategic planning system deals with the futurity of current decisions. The
systematic identification of opportunities and threats provides a basis of making better
decisions to exploit opportunities and avoid threats for a company. Second, a formal
strategic planning system is a continuous process that results in the set of plans
produced after a specified period of time set aside for development of the plans. Third, a
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formal strategic planning system is an attitude that necessitates dedication to acting on
the basis of contemplation of the future, a determination to plan constantly and
systematically as an integral part of management. Fourth, a formal strategic planning
system relates three major types of plans; corporate plan, business plans, and functional

plans.

Similarly, several studies (e.g. Christodoulou 1984; Bonn 1996; Coulthard, Howell, and
Clarke 1996, Nimmanpatcharin 2002) focused on 4 critical elements of formalised
strategic planning, namely environmental scanning, time-line and long-term objectives,

strategies and alternatives, and advanced integration of planning systems.

Mintzberg (1990) argued that planning and strategy formulation should not be seen as
the same process. The strategy formulation requires creativity and intuition. Planning
denies the role of emergent strategies and does not produce creativity. His study
distinguished strategic planning from strategic thinking, identifying strategic planning
as an analytical process and its outcome as a plan while strategic thinking is a
synthesizing process and its outcome is an integrated perspective of the enterprise.

Strategic planning impaired successful organisational adaptation (Mintzberg 1994b).

Several current studies (e.g. Stacey 1991; Bennett 1999; Macmillan and Tampoe 2000;
Joyce and Woods 2001) support the importance of strategic thinking rather than
strategic planning. Strategic thinking is needed to create strategy that enhances a firm’s

ability to change.

Macmillan and Tampoe (2000) identified strategic management as causing strategic
thinking that conceives the future of the enterprise and how that future may be secured.
They believe that the traditional concepts of strategy can still valuably form a start point
for strategic thinking but are no longer sufficient. The process has three logical elements
as shown in Figure 3.4. The formulation process creates new ideas, captures ideas for

discussion, and clarifies ideas for implementation.

49



Chapter3: Literature Review

Figure 3.4: The new concept of strategic management
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Source: Adapted from Macmillan and Tampoe, 2000

Practical strategic management can be formal or informal, complex or simple. Without
written plans, several companies have clear strategies and been highly success over a
long period of time (Macmillan and Tampoe 2000). However, it has to be kept in mind
that although there is a difference between strategic planning process and strategic
thinking, both are part of an effective strategic management process (Vaghefi and
Buellmantel 1999; Harrison and Enz 2005).

David (1997) pointed out that large companies tend to operate formal processes rather
than small firms and that other factors which can affect formality of strategic
management are management styles, complexity of environment, and purpose of the
planning system. An explicit planning system involves the collection and interpretation
of data critical to readjustment of the company (Armstrong 1982) and enables it to
respond to opportunities and threats (Steiner 1967). Recent survey evidence revealed
that strategic planning, mission and vision statements are still widespread in their
existence (Baker, Addams and Davis 1993). The study of Rigby (2001) supported that
more than 80% of worldwide companies conduct strategic planning. The formalised
planning process is essential as there is a need in practice to be scheduled (Vancil and
Lorange 1975).
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David (2003) summarised the major reasons why some firms had no strategic planning,
namely poor reward structures, fire-fighting, waste of time, too expensive, laziness,
content with success, fear of failure, overconfidence, prior bad experience, self-interest,

fear of the unknown, honest difference of opinion, and suspicion.

By inference, formalised strategic planning is a powerful contribution to enhance
managerial understanding and decision-making in corporate directions, business
autonomy oriented, long term discipline, and an educational device (Hax and Majluf
1991). In this study, the terms ‘strategic planning’ and “formalised strategic planning’

are used interchangeably.

3.3.3 Levels of Strategy

Strategy is a hierarchical concept that operates at three different levels: corporate,

business, and functional.

Two sources of superior performance, in term of profitability, can identify two basic
levels of strategy within the organisation (refer Figure 3.5). Corporate strategy
represents the scope of the organisation in terms of the industries and markets in which
it competes whereas business strategy refers how the organisation competes within a
particular industry or market. Viljoen and Dann (2000) asserted that corporate strategy
designed to make a workable whole out of many diverse activities gives direction to the
total mix of the organisational operation. On the other hand, corporate strategy concerns
an evaluation of which businesses a firm should continue to operate, from which one it

should withdraw, and in which new areas of business it should invest (Guth 1980).

51



Chapter3: Literature Review

Figure 3.5: The sources of superior profitability
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The distinction between the 3 levels of strategy can be represented in the organisational

structure of the typical multibusiness organisation (refer Figure 3.6). Firstly, corporate

strategy is under the responsibility of the top management team, supported by corporate

strategy staff. Secondly, business strategy is formulated and implemented primarily by

the individual business unit. Lastly, functional strategy is concerned with specific

operational areas and is undertaken by the functional departments. However, there is no

distinction between corporate and business strategy in a single business organisation. In

a single business organisation, only the corporate and functional levels are engaged in
strategy formulation (Hax and Majluf 1991; David 1997).
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Figure 3.6: The linkage between levels of strategy and organisational structure
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3.4 Environment Scanning

Strategic management concerns the organisation’s effectiveness, measured by the
degree of fit between an organisation and its relevant environments. The uncertain
business environment is far more unpredictable for all organisations as the world enters

the twenty-first century (Haeckel 1995).

Environment factors can be widely categorised into 3 main groups (refer Figure 3.7),
namely the external macro or general environment, the external micro or task

environment, and the internal environment.

One key objective of environmental scanning, a fundamental element to the competitive
positioning of organisaitons, is to identify opportunities, potential or profitable action,
and threats, danger or risky events, facing the organisation (Kefalas and Schoderbeck

1973; Fahey and King 1977; Segev 1977). Previous studies suggested that organisations
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would benefit from a formal approach to environmental analysis, whereas a study of

hospitality organisations found it was mostly informal (Olsen, Murphy and Teare 1994).

Figure 3.7: Business environments

General Environment

Task Environment

Internal

Environment

Source: Adapted from Campbell, Stonehouse, and Houston 2002

3.4.1 External Environments

3.4.1.1 General Environment

The general environment is a set of forces that are beyond the control of the individual
organisation and has an indirect impact on the organisation’s strategic decisions and
actions (Coulter 1998). The general environment comprises economic, technological,
political, and socio-cultural factors. Major changes in general environment occur
relatively infrequently, however, organisations tend to get profound impacts when the
changes do occur (Viljoen and Dann 2000). The study of Byars, Rue and Zahra (1996)
pointed out that the organisation environment must be assessed continuously and
specifically for the organisation for which the strategy is to be formulated since there is
no two organisations facing exactly the same environment and the unique environment

of any organisation is not static.
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Economic conditions

Economic conditions is a vital variable for the organisations since consumption patterns
are largely influenced by economic trends. The study of Byars, Rue and Zahra (1996)
addressed the necessity of separate assessments in term of local, national and world
economies. The economic environment of any country is volatile and closely connected
to national strategic activities like trade and other economic and political ties. Common
economic indicators (e.g. gross domestic product, wage levels) can signal opportunities
for business when the economy is expanding or threats when economy goes differently
(Wright, Kroll, and Parnell 1998, Hubbard 2004).

Organisations are impacted differently by these economic trends and changes. Some
organisations are better able to deal with economic changes due to their leading
competitive position in the industry or their business profitability in other healthy
foreign economies (Viljoen and Dann 2000). Economic forecasting is an essential

component of the planning process of an organisation.

Technological force

Technology forces are an extremely powerful economic and competitive factor, which
includes scientific improvement and innovation. The rate of technology change varies
considerably form one industry to another. Changing technology leads to creation,
destruction, or irreversible change both for individual organisations and entire
industries. Identifying technological trends and assessing their impacts are key factors
which impact the organisation. Technology factor influences the organisation by
changing its product or service technology and process technology (Byars et al.1996).
Firms are now being wired to build electronic networks linking them with their
customers, employees, and suppliers. Hitt, Ireland and Hoskisson (2001) identified that
both the internet and the World Wide Web create an infrastructure that allows the
delivery of information to computers in any locations. An ability to access crucial
quantities of relatively inexpensive information yields opportunities for many industries

and firms.
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Political-legal aspects

The political-legal environment encompasses legislative and electoral politics,
regulations and regulatory agencies, and interest group pressure. The laws and
regulations, exclusively to each nation, provide opportunities or pose threats to the
business interested in operating internationally. Wright et al. (1996) noted that in the
complex business environment, all aspects of an organisation’s activities are affected by
government policy. It is essential to identify broad trends in government policy and

assess their impact on the organisation (Glueck and Jauch 1984).

Socio-cultural factors

The socio-cultural environment is a product of the behavioural norms of the society in
which the organisation operates. Each country has its own distinctive culture. Wright et
al. (1996) pointed out that the self-reference criterion, an unconscious reference to one’s
own cultural value, has been claimed as the main cause of international business
problems. Sensitivity to cultural differences is crucial in conducting business
internationally, especially in the hospitality business (Coulter 1998). A dynamic socio-
cultural environment significantly influences the demand for an organisation’s products
or services and its strategic decisions. For Byars et al. (1996), determining the impact of
socio-cultural factors on an organisation’s objectives is difficult, however, it is essential

to assess this factor in order to establish organisational objectives.

Table 3.1 summarises the key general environment variables to be considered for doing
international business. The environmental limits are hard to determine. Every single
country can be represented by its own unique set of environmental forces- some of
which are very similar to neighbouring countries and some are very different.
Multinational organisations need to be concerned that in each country in which an
organisation operates have a whole new environment with a different set of economic,
technological, political-legal, and socio-cultural variables for the organisation to face
(Wheelen and Hunger 2000).
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Table 3.1: Key variables in the international general environment

Economic

Technological

Political-Legal

Socio-cultural

Economic

development

Regulations on

technology transfer

Form of Government

Custom, norm, value

Per capita income

Energy availability/costs

Political ideology

Language

Climate

Natural resources

Tax laws

Demographics

GDP trends

Transportation networks

Stability of government

Life expectancies

Monetary and fiscal

policies

Skilled workforce

Government attitude

toward foreign companies

Social institutes

Unemployment

level

Patent protection

Regulation on foreign

ownership of assets

Status symbols

Currency

Convertability

Information flow

infrastructure

Trade regulation

Life style

Wage levels Foreign policy Religious beliefs
Nature of Terrorist activity Attitudes toward
competition foreigners

Membership in any

associations

Legal system

Environmentalism

Source: Wheelen and Hunger 2000, p.57

3.4.1.2 Task Environment

The task environment comprises the external sectors, industry and competitive
variables, that the organisation directly interacts with. It is critical to assess the industry
to which the organisation belongs in order to select the desired competitive position.
Fundamental factors determine long-term profitability prospects and attractiveness of an
industry by identifying the value the organisation will create and the economic returns it

will yield to investors (Flavel and Williams 1996).

Many organisational theorists (e.g. Pfeffer and Salancik 1978; Miller and Friesen 1983;
Venkatraman and Prescott 1990) assert that organisational performance is an outcome
of task environment and strategy fit. The degree of this fit is correlated with the level of
organisational efficiency and effectiveness. The study of Bourgeois (1996) added that

the ability to analyse competitors is a key attribute of successful organisations.
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The identification of both general and task environment trends can be achieved utilizing
environmental scanning as illustrated in Figure 3.8. Environmental scanning is used to
examine information about events and relationship in an organisation’s external
environment by identifying emerging situations, hazards and opportunities and turning
to advantages (Aguilar 1967; Stoffels 1994).

Figure 3.8: Scanning the external environment

Analysis of General Environment
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Source: Adapted from Wheelen and Hunger 2000

The research of Wright, Kroll, and Parnell (1996) found that effective environmental
scanning provided an increased general awareness of environmental changes, better
strategic planning and decision-making, greater effectiveness in governmental matters,

and sound diversification and resource allocation decisions.

Moreover, empirical researchers (e.g. Fahey and King 1977; Jain 1984; Engledow and
Lenz 1989) demonstrated that for environmental scanning to succeed it had to be linked
to a formal strategic planning process. From this perspective, environmental scanning
fits perfectly into the formal strategic planning of the organisation. In organisations
where strategies result from non-formalised strategic planning, the design of
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environmental scanning activities will have to follow a different process. However some
organisations perceive themselves as basically involved in relating environmental
phenomena to short-term choices even though the organisations regard environmental

information as highly relevant for strategic planning (Fahey and King 1977).

In relation to the hospitality industry, Olsen, Tse and West (1992) pointed out
environmental scanning helps organisations to foresee influences and initiate strategies,
which will enable their organisations to adapt to the external environment. However,
according to Olsen, Murphy and Teare (1994), hospitality organisations seem to be
aware of the need to relate environmental information to long-term plans but practically

the organisations mostly tend to relate this information to short term decision.

3.4.2 Internal Environment

External environment analysis is insufficient to provide an organisation competitive
advantage. Strategic planners must also examine within the organisation itself to

identify important internal strategic factors.

Early strategy scholars (e.g. Ansoff 1965; Learned et al. 1965) were predominantly
concerned with identifying company’s best practices that contribute to the company’s
success. Several researchers (Selznick 1957; Penrose 1959) emphasised that a
company’s continued success is significantly a function of its internal and unique
competitive resources. Hitt, Ireland, and Hocskisson (2005) asserted that resources are
the source of capabilities, some of which lead to the development of a company’s core
competencies or its competitive advantage. Wright et al. (1996) proposed 3 main
internal resources, namely organisational resources, human resources, and physical
resources which can provide sustained competitive advantages to the organisations
(refer Figure 3.9).
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Figure 3.9: Internal resource model
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3.4.2.1 Organisational Resources

Organisational resources refers to systems and processes, including strategies, structure,

size, culture, and ownership. In the research literature, the analysis of organisational

resources is generally based on the questions whether the resources are properly aligned

with the organisations’ strategies and whether they are sufficient for the strategies’

implementation:

Are the corporate, business, and functional strategies consistent with the

organisation’s mission and objectives?

Are the organisation’s corporate, business, and functional strategies consistent

with one another?

Is the organisation’s formal structure appropriate for implementing its strategy?

Are the organisation’s decision-making processes effective in implementing its

strategies?

Is the organisation’s culture consistent with its strategy?

How effective are the organisation’s strategic control processes?
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3.4.2.2 Human Resources

Human resources, encompasses experience, capability, knowledge, and skill of the

employees, and can be examined at three levels: board of directors; top management;

and middle management, supervisors, and employees. The questions the top

management should answer are as follows:

What contributions do the board members bring to the organisation?

Are the members internal or external, and how widely do they represent the
organisation’s stakeholders?

Do the members own significant shares of the organisation’s securities?

How long have the members served on the board?

Who are the key top managers, and what are their strengths and weaknesses in
job experience, managerial style, decision-making capability, team building, and
understanding of the business?

How long have the key top managers been with the organisation?

What are top management’s strategic strengths and weaknesses?

Does the organisation have a comprehensive human resource-planning program?
How much emphasis does the organisation place on training and development
programs?

What is the organisation’s personnel turnover rate compared to the rest of the
industry?

How much emphasis does the organisation place on performance appraisal?
How well does the organisation manage a work force that increasingly reflects

society’s changing demographics?

3.4.2.3 Physical Resources

Physical resources comprise the premises, location, and technology, and basically vary

from one organisation to another. Some key questions for assessing the strengths and

weaknesses are as follow:

Does the organisation possess up-to-date technology?

Does the organisation possess adequate capacity?
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= |s the organisation’s distribution network an efficient means of reaching
customers?
= Does the organisation have reliable and cost-effective sources of supply?

= |s the organisation in an optimum geographic location?

Wright et al. (1996) also asserted that the unique combination of organisational, human,
and physical resources needs to be explored as the company’s synergy can occur

between its new and existing resources.

Viljoen and Dann (2000) added that the term “resource’ also included activities, skills or
intangibles that lie outside the organisation, but can be controlled or utilized in an

advantageous manner.

The work of Johnson and Scholes (1999) referred to the uniqueness of resources and the
core competences as a competitive advantage enhancer. Pascale and Athos (1983)
proposed 7 key elements necessary for an effective firm’s capability, which
encompasses: strategy, style, systems, shared values, staff, skill, and structure.
Basically, every organisation comprises all these elements, however, the importance of

each may vary.

In several studies (e.g. Christodoulou 1984; Bonn 1996; and Nimmanphatcharing 2002),
size, structure, culture, ownership, and management style are particularly identified as

important to strategic management practices of the organisation.

3.5 Planning Tools and Techniques

This section integrates analysis tools and techniques frequently used to assess the
general environment (economy, technology, politic/law, and socio-culture), the task
environment (interest group, market, supplier, and competitor), and the internal

environment (organisation, human, and physical resources)
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3.5.1 Forecasting Models

Keiser (1979) pointed out that regardless of the possibility of error, organisations must
forecast their future environment in order to be successful. Organisations need to be
prepared to deal with the environmental change since having a plan to deal with the

future is better than no plan at all.

Byars, Rue and Zahra (1996) argued that quantitative forecasts are projections, not
predictions, and historical trends are projected into the future. Its validity depends upon
the past trends and future conditions. Unless the future is continuous with the past, the

projections tend to give an inaccurate picture of the future.

The environmental analysis can be structured and made more manageable by using
forecasting models for assessing current environmental trends and forecasting future

trends as follows:

- Trend extrapolation uses historical changes in a variable or historical relationship
between variables to identify future trends with an assumption that historical data
accurately capture the logic of changes in the variable being forecast. Trend
extrapolation is useful for identifying time trends in single variables such as sales

productivity, demand, and cost.

- Econometric forecasting uses a computer program to predict major economic
indicators such as gross national product, interest rate, consumer price index, and
employment rate. Econometric forecasting, one of the most sophisticated methods of
forecasting, attempts to mathematically model an entire economy and explain the

relationship between different sectors of the economy (Byars, Rue and Zahra 1996).
- Delphi forecasting is a qualitative forecasting technique which systematically elicits

and consolidates the expert opinion about the future. The technique, finally acquires

consensus opinions from experts in relevant fields on the future environment. The
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consensus view of the future serves as the basis for this forecast. This technique also

provides consideration overlooked in the original process (Keiser 1979).

3.5.2 PEST Analysis

General environments are assessed in 4 contexts: political, economic, social, and
technological. It is not always easy to measure trends in these different areas, however,
their importance can be profound even so. When PEST analysis is undertaken
systematically, the organisation will seek data to corroborate the existence of trends and
events and will then rate them for their influences on an organisation so that the analysis
is focused on the most crucial of the trends and events. The criteria for judging the
thrust of trends and events are rarely discussed but could include the likely influence on

the organisation’s attainment of its corporate objectives.

3.5.3 Scenario Analysis

Scenario analysis is a qualitative technique used in forecasting the possible future
environment of an organisation. Scenario analysis allows the integrated consideration of
the variables in explaining the emergence of future conditions. This technique describes
in detail the sequence of events that tend to affect a prescribed future by identifying
potential factors and assessing the implication of future conditions with results in a best-
case scenario, worst-case scenario, and most likely scenario (Bennett 1999). Scenario
analysis seems to be a preferred technique of forecasting when the business
environment is marked by shocks and discontinuities, and forecasting based on
extrapolation is unreliable (Schnaars 1990). Bennett (1999) added that this technique
stimulates thinking and helps identify major opportunities and threats. Scenario analysis

is one of the extremely practical approaches to forecasting.
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3.5.4 Industry or Competitive Analysis

The most influential and widely used framework for evaluating the industry
attractiveness is the five-forces model by Porter (1980). Porter (2004, p.3) stated, “all
five competitive forces jointly determine the intensity of industry competition and
profitability, and the strongest force or forces become crucial from the point of view of
strategy formulation”. This model (refer Figure 3.10) illustrates the generic structure of
an industry, which Porter (1998) noted that it could be applied equally to both industries

dealing in services and products.

Figure 3.10: Five Forces Model
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The rivalry among existing firms
Rivalry dimensions include price, quality, and innovation. The more intense the rivalry,
the more difficult it is to compete in an industry. When rivalry is intense, marketing

65



Chapter3: Literature Review

costs are higher or prices are lower than they would otherwise have been. The market is

then less attractive.

The bargaining power of buyers
The higher bargaining power of buyers makes the companies keep their prices lower,
increase quality of the product, or higher levels of service and profitability can be

difficult or even impossible to sustain.

The bargaining power of suppliers

Potential means that suppliers can exert power over companies competing within an
industry in increasing prices and reducing the quality of products sold. Powerful
suppliers mean that a company’s cost may be higher than they otherwise would have
been.

The threat of new entrants

As more new entrants arise in an industry it may lead to lower prices for the companies
in that industry as they bring additional capacity. If there are substantial barriers to
entry, the firms in the industry will do better than if the barriers are weak. Basically,
existing competitors try to develop barriers to market entry whereas potential entrants

seek markets in which the entry barriers are relatively insignificant.

The threat of substitute products or services

Substitute products or services may force companies in the industry to keep their prices
low. Product substitutes can be a strong threat to companies when there are low
switching cost or lower substitute product price.

Thompson and Strickland (2001) noted that the five force model contributed to the
thoroughness of analysing what competition is like in the given market and most
brutally competitive situation tends to occur when these forces create market conditions
tough enough to impose prolonged sub par profitability or even losses on most or all

organisations.
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Hax and Majluf (1991) argued that Porter’s model tends to create conflicts in an
antagonistic climate and unnecessarily explains the most effective or even the most
common way to compete. To be successful, organisations need to comprehend when

and how to cooperate as well as when and how to compete.

3.5.5 SWOT Analysis

A SWOT analysis is a technique based on listing of all the current strengths and
weaknesses of an organisation and all the future opportunities and threats perceived in
the environment. The study of Stevenson 1989 identified organisation’s strengths and
weaknesses into 5 main groups: organisation, personnel, marketing, technical and
finance. According to Weihrich (1982), the organisation’s threats and opportunities can
be grouped into 6 areas: economic, social and political, products and technology,

demographic, markets and competition, and other factors.

Stevenson (1989) also noted that SWOT analysis might be seen as a subjective
technique since strengths and weaknesses vary on how the organisations perceive them.
Managers identify strengths and weaknesses according to their position in the
organisational hierarchy. Hence, this limitation must be considered when using the
SWOT technique.

3.5.6 Benchmarking Analysis

Benchmarking is the collection of data of the organisation’s performance and that of
other organisations and its use to make comparisons in terms of performance (Pitts and
Lei 2003). This analysis seeks to assess the competences of an organisation against the
best organisation in that industry (Johnson and Scholes 1999, Bank 2000). Smith (1994)
pointed out that there might be some reluctance to share data with others, for fear of
enabling the competitors to catch up. Although some data can be accessed, there may
not be enough data to enable the organisation to understand how the best organisations

achieve good performance.
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3.5.7 Product Life Cycle Analysis

There are endless arguments about the nature of product life cycle; however, most
strategists accept that product life cycle does exist in many industries (Pettinger 1996).
This analysis (refer Figure 3.11) is based on the assumption that all products have a
finite life and that within this they grow, develop, and eventually decline (Bennett
1999). Each stage requires different types of strategies which depend on the stage of
evolution of the product’s market and the competitive strength of the firm (Stacey
1996).

Figure 3.11: Product Life Cycle Model

Sales

Introduction Growth Maturity Decline

Source: Adapted from Johnson and Scholes 1999

Wheelen and Hunger (2000) asserted that although an organisation’s strategy may still
be sound, its aging structure, culture, and process may prevent the strategy from being
properly undertaken. Thus the organisation moves into the decline stage. Nevertheless,
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only few organisations move through these stages in sequence whereas some

organisations never move past the growth stage.

The product life cycle technique is an indicator for assessment and analysis that may
lead to specific activities consequently being executed.

3.5.8 BCG Product Portfolio Matrix

Boston Consulting Group (BCG) matrix is one of the most well known portfolio
planning matrix techniques designed for the multibusiness companies to formulate their
strategies (Stacey 1996). The BCG matrix is based on the attractiveness of the market
and the strength of business (Porter 2004) This model focuses on cash flow, investment
characteristics, and needs of an organisation’s various divisions. The different positions
in the matrix indicate the need of different strategies for those products or services
(David 1997). This matrix illustrates four strategic business unit situations or product

categories (refer Figure 3.12).

Figure 3.12: BCG Matrix
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Source: Adapted from Porter 2004
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Ohmae (1982) noted the limitations of BCG technique that was neglect of quantified
success factors, low focus on the individual business, and overlooking the organisation

as a coherent assembly of businesses.

There are a number of critiques and doubts about BCG matrix, including reliance on
just two factors to determine the strategic position, assumption that high growth market
are best, and the linkage between market share and profitability (Hofer and Schendel
1978; McNamee 1992, Viljoen and Dann 2000).

3.5.9 Multifactor Matrix

As BCG matrix seems to be insufficient to give an absolute business solution,
McKinsey’s multifactor matrix (refer Figure 3.13) was devised, based on two evaluative

dimensions: industry attractiveness and business strength.
Bourgeois (1996) argued that the factors considered in this technique are unequally

important and have no related link between them. Moreover, this approach seems to be

subjective in that the business judgment varies on managers’ opinions.
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Figure 3.13: McKinsey’s Market Attractiveness vs. Business Position Matrix
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3.5.10 Grand Strategy Matrix

Grand strategy matrix is one of the most popular techniques used for formulating
alternative strategies (refer Figure 3.14). This matrix was developed with two main
dimensions: competitive position and market growth. A Company will seek appropriate

strategies listed in sequential order of attractiveness in each quadrant of the matrix.
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Figure 3.14: The Grand Strategy Matrix
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3.6 Corporate strategy

Developing effective strategies in an environment of constant change is a key
requirement for corporate success (Cravens and Piercy 2003). Corporate strategy is
primarily about the choice of direction for the firm, whether the firm is a small, one-
product company or a large multinational company, as a whole (Wheelen and Hunger
2004). Corporate strategy is defined by Andrews (1998, p. 47) as “the pattern of
decisions in an organisation that determines and reveals its objectives, purposes, or
goals, produces the principal policies and plans for achieving those goals, and defines
the range of business the organisation is to pursue, the kind of economic and human
organisation it is or intends to be, and the nature of the economic and non-economic
contribution it intends to make to its shareholders, employees, customers, and
communities”. In other words, corporate strategy specifies actions the firm takes to gain

a competitive advantage by selecting and managing a group of different businesses
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competing in several industries and product markets (Hitt, Ireland, and Hoskisson 2005,
p.170).

For the organisation that has not diversified beyond its core business, corporate and
business strategies are inseparable (Bourgeois 1996). These two dimensions of strategy
are closely linked as the scope of an organisation’s business has implications for the
sources of competitive advantage whereas the nature of the organisation’s competitive
advantage is relevant to the range of businesses and markets within which the
organisation can be successful (Grant 2002). Viljoen and Dann (2000) emphasise that
corporate strategy, designed to make a workable whole out of several diverse activities,

gives direction to the total mix of company’s operation.

3.6.1 Mission and Vision Statement

Organisations are founded for a purpose; therefore, it is important to understand the
reason for the organisation’s existence, that is an organisation’s mission. To create the
future, an entire company must possess industry foresight or vision (Hamel and
Prahalad 1994). Drucker (1974) noted that establishing corporate mission of the
organisation is the first major task in strategic management. David (1997) mentioned
that while the mission statement answers the question “What is our business?” the
vision statement answers the question “What do we want to become?”. Hax and Majluf
(1991, p. 13) defined mission as “a statement of the current and future expected product
scope, market scope, and geographical scope as well as the unique competencies the
organisation has developed to achieve a long-term competitive advantage”. Mission
provides a significant focus and screen for the selection of appropriate strategies. Its key
focus is to maintain consistency of purpose and performance standards, and to

contribute to motivation within the organisation (Flavel and Williams 1996).

Based on the study of Pearce and David (1987); David (1989) asserted that high
performing organisations have more well-developed mission statements than low
performing organisations. Wheelen and Hunger (2000) also claimed the problems in

organisation’ s performance can derive from an inappropriate statement of mission. As a
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result, objectives and strategies might be in conflict with each other. The study of Orpen
(1993) claimed that managers employ resources more efficiently and effectively by

defining the organisation’s mission.

Recent research affirms the value of vision. The study of Kirkpatrick and Locke (1996)
found that vision had a positive impact on employee performance and attitude. In
addition, Baum, Locke, and Kirkpatrick (1998) asserted that a positive vision affected
the organisation’s performance positively as measured by growth in sales, profits, and

employment.

3.6.2 Long-term Objectives

Long-term objectives represent the expected results, in terms of both financial
performance and business position, of pursuing the organisation’s mission in the
specific time frame, normally two to five year (Byars et al. 1996). Long-term objectives
are needed at all levels in the organisation. The study of David (1997) pointed out that it
is rare for organisations to be successful without clear objectives as success is the result

of hard work directed toward achieving certain objectives.

Steiner (1979) argued that even though theory (see Drucker (1954), pp. 82-112 for
review) claims that objectives should be set for every element in an organisation of
importance to management, practically the organisation limits long-term objectives to
some particular areas such as sales, profits, return on investment, margin, and market
share. Thompson and Strickland (2001) added that the process of objectives setting
needs to be rather top-down than bottom-up in order to guide lower levels towards

outcomes that support the accomplishment of the organisations’ objectives.

The work of Dess, Lumpkin, and Taylor (2005) reported a great deal of research
supporting the notion that individuals work harder when they are striving toward
specific goals instead of being asked simply to do their best. The study of Steiner (1979)
added that long-term objectives tend to be found in the larger organisations rather than

in the small organisations.
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3.6.3 Corporate Strategy Categories and Implementation Alternatives

Strategies exist at different levels in an organisation and are categorised according to the
scope of their coverage. Corporate strategies refer to what businesses the organisation
will be in and how resources will be allocated among those businesses whereas business

strategies address how organisation competes in a given business (Byar et al. 1996).

In most studies (e.g. Glueck and Jauch 1984; Byars et al. 1996), corporate strategy
options fall into one of four basic categories: stable growth or stability, growth,
harvesting, or defensive. However, practically, most multi-business organisations may
apply a combination of strategies, particularly when they serve several different

markets.

3.6.3.1 Stable Growth Strategies

A firm may choose stability over growth by continuing its current activities without any
significant change in direction. Although sometimes viewed as lacking in strategy, this
corporate strategy can be appropriate for a successful firm operating in a reasonably
predictable environment (Inkpen and Choudhury 1995). A stable growth strategy,
commonly found in organisations that believe they are performing satisfactorily, helps

an organisation maintain its current size and current level of business operations.

According to Wright et al. (1996), a stable growth strategy enables the firm to focus
managerial efforts on the existing businesses with the objectives of enhancing its
competitive posture. The stable growth strategy for a multi-business company is to
maintain its current array of businesses whereas for a single business company (a
company with 95% of revenue coming from a single business), a stable growth strategy
IS to maintain the same operations without seeking significant growth in revenues or in
the size of business. Viljoen and Dann (2000) noted that a stable growth strategy
typically should be a short-term strategy as the industry and competitive conditions

never stop changing while the organisation stabilises.
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A stable growth strategy is implemented by not expanding the level of organisation’s
operation. Wheelen and Hunger (2004) suggest 3 common stable growth strategies,

namely pause/proceed with caution strategy, no change strategy, and profit strategy.

Pause/Proceed with Caution Strategy

A pause/proceed with caution strategy is a deliberate attempt to make only incremental
improvements until a particular environmental situation changes. Typically, it is
conceived as a temporary strategy to be used until the environment become more

hospitable or to enable a firm to consolidate its resources after prolonged rapid growth.

No Change Strategy

A no change strategy is a decision to continue current operations and policies for the
foreseeable future without any changes. The firm continues on its current course,
making only small adjustments and sees no obvious opportunities or threats nor much in

the way of significant strengths or weaknesses to build upon.

Profit Strategy

A profit strategy is a decision to do nothing new in a worsening situation but to act as
though the firm’s problems are only temporary instead. It attempts to artificially support
profits by reducing investment and short-term discretionary expenditures. This strategy
is useful only to help a firm get through a short-term difficulty.

3.6.3.2 Growth Strategies

Organisation growth is viewed as a most preferable corporate strategy for an
organisation to pursue (Coulter 1998). Five main alternative growth strategies are
concentration, horizontal integration, vertical integration, diversification, and
international expansion, and are illustrated in Figure 3.15. Additionally, there are 3
mechanisms for implementing these growth strategies, namely merger/acquisition,

internal development, and strategic partnering.
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Figure 3.15: Types and implementing alternatives of growth strategies
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Source: Developed from Coulter 1998

The study of Coulter (1998) reveals that the choosing alternative growth strategies in
most organisations depend on the new industry’s barriers to entry, the relatedness of
new business to the existing one, the speed and development costs associated with each
approach, the risk associated with each approach, and the stage of the industry life

cycle.

Mergers and Acquisition
Merger is normally an operational combination through an exchange of stocks between
organisations that are basically similar in size whereas acquisition is an outright
purchase by another that is different in size. Wright et al. (1998) stated that the main
reason for a merger is to take advantage of the benefits of synergy. A merger should
bring greater effectiveness and efficiency than the overall yielded as separate
organisations. According to Bennet (1999), to be successful in acquisition strategy
requires the following:

= Clear specification of acquisition objectives

= Establishment of meaningful criteria for the choice of the firm to be acquired

= Development of sound search procedures for finding suitable target businesses
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= Careful planning of the entire process, using expert outside assistance as

necessary

Internal development

An organisation may choose to expand its operation by beginning a new business from
the ground up with a belief that it has the necessary resources, skills and capabilities to
do so. The study of Wright et al. (1998) identified that some companies followed
internal development for growth as a strategy, as they believed that this approach better
preserved their organisational culture, efficiency, quality, and image.

Ansoff (1987) noted that there are two timing elements for a company in considering an
internal development approach:
= The normal product-development cycle, and

= The time span needed to acquire new skills and competence.

Strategic partnership

Strategic partnership is the mechanism that two or more organisations exploit so as to

benefit from combining their resources, capabilities, and core competencies for some

business purposes while minimizing some of the drawbacks of buying or internally

developing the means to expand. Strategic partnership is aimed at gaining the benefits

of expanding business operations while minimizing some of the drawbacks of buying or

internally developing the means to expand. There are 4 main types of strategic

partnership as follows:

= Joint venture is a strategic partnership in which two or more separate organisations
form a separate, independent organisation for strategic purposes.

= Franchising can be considered as a way to expand the market easily and as a way to
reach the market quickly. This approach reduces risks and as a consequence
strengthens both the product’s positioning and brand name.

= Management contracts in the hospitality industry means a written agreement
between the owner and the operator of hotel by which the owner employs the

operator to assume full responsibility for operating and managing the property.
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= Strategic alliance is a strategic partnership in which two or more organisations share
their resources, capabilities, and distinctive competencies to pursue some business

purpose.

3.6.3.3 Harvesting Strategies

Most organisations eventually reach a point that the growth of their products or services
appears doubtful or not cost-effective. At that point, the organisations often attempt to
harvest as much as possible from those products or services. In implementing harvesting
strategies, the organisations try to minimise additional investment and expenses while

trying to maximise short-term profit and cash flow (Byars et al. 1996).

3.6.3.4 Defensive Strategies

Defensive strategies are designed to cease a decline situation of an organisation and
return it to a more appropriate avenue to accomplish its objectives (Wright et al. 1998).
Figure 3.16 illustrates 2 main types of defensives strategies and their implementation
method. A retrenchment strategy is a short-term defensive strategy designed to address
organisational causes that lead to performance decline whereas a turnaround strategy is
designed for a situation in which an organisation’s performance problems are more
serious as reflected by its performance measures. Coulter (1998) referred to 6 possible
causes responsible for an organisation’s decline situation:

= |nadequate financial controls

= Uncontrollable costs or too high costs

= New competitors

= Unpredicted shifts in customer demand

= Slow or no response to significant external or internal changes

= QOverexpansion or too rapid growth
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Figure 3.16: Types and implementing alternatives of defensive strategy
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Cost cutting

Cost cutting is an approach to bring the firm’s performance results back in line with

expectations by reducing or eliminating any wastes, redundancies, or inefficiencies in

work tasks and activities.

Restructuring

In responding to the decline situation, the company may choose to restructure its

operations. There are several alternatives for restructuring the firms: divestment, spin-

off, liquidation, reengineering, downsizing, and bankruptcy.

3.6.4 Quality Management Strategy

Quality was jointly defined by the American National Standards Institute and The

American Society for Quality as “the totality of features and characteristics of a product

or service that bears on its ability to satisfy given needs” (Haksever, Render, Russell,

and Murdick 2000, p. 331). Quality was essential for the survival of both product and

service in business world as it can bring about higher customer loyalty, higher market
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share, higher returns to investors, loyal employees, lower costs, and lesser vulnerability

to price competition.

Several previous studies (e.g. Schoeffle, Buzzell, and Heany 1974; Buzzell and
Wiersema 1981; Phillips, Chang, and Buzzell 1983) showed a positive relationship
between product quality and firm performance that firms with higher product quality
outperform those firms with low product quality across a range of financial and

financial performance indicators.

For service quality, management scholars (e.g. Tornow, and Wiley 1991, Pitt, Caruana,
and Ewing 1994; Koelemeijer, Lemmink, and Wetzels 1994; Kontoghiorghes 2003)
found different results in examining the effects of service quality on firm performance.
The study of Tornow, and Wiley (1991) found a strong positive relationship between
service quality and performance whereas the work of Pitt et al. (1994) showed a weak
positive relationship. In the study of Koelemeijer et al. (1994), only a negative
relationship was found between service quality and overall performance. However, in a
recent study of Kontoghiorghes (2003), examining the compatibility of productivity
performance and quality management practices in a service industry, the results
highlighted the close association between quality and productivity performance and
suggested that investment in quality should indeed result in productivity gains. Aaker
(2005) added that quality management has been found to be related to firm financial

performance, especially in the long- term.

3.6.4.1 Total Quality Management (TQM)

TQM has evolved from the ideas of several quality experts and practices of highly
successful companies in the USA and Japan in the 1980s (James 1993). Most elements
of TQM using techniques of statistical analysis were not new but the way they were put
together and practiced today was considered by many as revolutionary because of the

fundamental changes it required in management philosophy.
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Hill, Jones, and Galvin (2004, p.165) asserted that TQM is a management philosophy
that focuses on improving the quality of a company’s products and services, and stresses
that all company operation should be oriented towards this goal. The basic principles of
TQM were the focus on customer satisfaction, leadership, commitment to training and
education, long-term view and strategic approach, management by fact, and continuous
improvement (George and Weimerskirch 1998; Haksever et al. 2000).

3.6.4.2 I1SO 9000 Standards

ISO is the acronym for the International Standard Organisation. ISO 9000 series were
developed in an effort to achieve uniformity among standards of 146 member countries.
The purpose was to define and implement management systems by which companies
design, produce, and deliver and support their products/services (Bank 2000). On the
other hand, they were standards for creating a management system that ultimately
produces quality products/services, but they were not related to any product/service or
technical specifications. A company may adopt one of the 1ISO9000 series to assure their
customers that there was a management system capable of producing a satisfactory
product/service. Nevertheless, it does not necessarily guarantee that the company has
produced high quality product/service as the ISO standard only provides evidence of a

documented quality system.

3.6.5 Corporate Strategy Implementation

None of strategies that have been carefully formulated by an organisation is of much use
unless they are implemented (Bryars et al. 1996; Stacey 1996). There has been very
little research attention on the implementation issue and there is a consequent lack of
practical and theoretically sound models to guide managers’ action during
implementation stage (a critical cause of implementation failure) (Alexander 1985).
David (1997); and Wheelen and Hunger (2000) mentioned strategy implementation as a
process by which strategies and policies are put into action through the development of
programs, budgets, and procedures. Joyce and Wood (2001) suggested the following

key factors for successful implementation namely top management communication,
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involving managers and employees, implementation plans, the quality of the strategy,

and the proper planning of resources.

The study of Chandler (1962) identified that in most organisations, changes in corporate
strategy lead to changes in organisation structure. Several scholars (e.g. Stacey 1996;
Macmillan and Tempoe 2000; Viljoen and Dann 2000; Wheelen and Hunger 2000)
pointed out strategic implementation involves changes in process, culture, and structure

of the entire organisation.

3.6.5.1 Processes

Macmillan and Tampoe (2000) identified that as the business processes of an

organisation have been designed to support its strategy, a change in strategy may require

a radical change to some or all of these process. Failure in changing processes to match

the new strategy will result in the firm still functioning in the old ways although it wants

to shift to new chosen strategy. Processes encompass information systems,

organisational procedures and rules of operation. For Galbraith and Nathanson (1978,

p.76), processes means resource allocation processes, performance evaluation and

reward systems, and integrating mechanisms. Macmillan and Tampoe (2000) also

suggested 8 tasks to be followed in implementing a business process change:

= Review all existing processes against the new strategic direction

= Gain management agreement to the necessary process changes and forward the need
to others who will eventually have to implement them

= Find best practice

= Develop the criteria and measures by which the effectiveness of the processes
needed for the new strategic direction being taken by the company are assessed

= |nstall new processes

= Publicise their presence to all staff

= Remove outdated processes
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3.6.5.2 Corporate Culture

Corporate culture is “the collection of beliefs, expectations, and values learned and
shared by firm’s members and transmitted from one generation of employees to
another” (Wheelen and Hunger 2004, p.89). The culture includes the dominant
orientation of the company and a number of informal work rules that employees follow
without question. Culture represents the broadly based social influence that is present in
all aspects of the organisation (Hill, Jones, and Galvin 2004). Culture can be warm,
aggressive, friendly, open, innovative, conservative, liberal, harsh, or likable (David
2003). Trompennaars (1998) believed that every company has a unique culture
reflecting the mixed wisdom gained in the company in its attempts to match its internal
operations to an ever-changing environment. Culture generates norms that powerfully
shape the behavior of individuals and groups in the organisation at all levels (Schwartz
and Davis 1981).

According to David (1997) and Evans, Campbell, and Stonehouse (2003), corporate
culture can have a significant effect upon firm performance and the success of an
organisation strategy partly depends on the degree of support that strategies receive
from the organisation’s culture. Besanko, Dranove, and Shanley (2000), however
argued that it is difficult to directly link culture and performance since culture may be
associated with high performance without causing that performance.

An organisation with a stronger culture tends to acquire more impact by culture in
shaping its strategic actions and strategic moves as the culture is embedded in
management’s thinking and actions the way the organisation does business and
responds to its external environments (Thompson and Strickland 2001). Corporate
culture tends to perpetuate itself overtime (Pietersen 2002). Culture is a positive force
for the company’s strategy when behaviors it encourages are supportive of the
company’s strategy. However, culture can be counterproductive because it conflicts
with the company’s strategy and creates substantial problems to the organisation. Byars
et al. (1996) added that when a change in strategy requires a shift in culture, it should be

explicitly planned. According to Fogg (1999), culture aligned with strategy leads to
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rapid implementation of that strategy. His study found that most firms need cultural
change when they are significantly changing strategy such as:

= When they are in financial or marketplace trouble

= When they are taking on new products or markets alien to them

= When a competitor has changed the competitive ball game

= When management becomes more ambitious in its future goals

3.6.5.3 Structure

Organisation structure is designed as a fundamental tool for implementing and
communicating the strategic direction selected for the organisation. According to
Bennett (1999), the 5 key purposes of organisation structure are as follow:

= To have the right people taking the right decisions at the right time

= To establish who is accountable for what and who reports to whom

= To facilitate the easy flow of information through the organisation

= To provide a working environment that encourages efficiency and the acceptance of

change

» To integrate and co-ordinate activities

Most organisational structure studies (e.g. Ansoff and McDonnell 1990; Hax and Majluf
1991; Stacey 1996; Besanko 2000; Viljoen and Dann 2000) included three basic

structures: simple, functional, and divisional (refer Figure 3.17).

The study of Fry and Killing (1986) categorised organisational structure by identifying
the manner in which management tasks had been grouped into specialized subunits, the
delegation of authority to these unit, and the formal provisions for integrating the work
of the units. Several previous studies (Christodoulou 1984; Bonn 1996) classified
organisational structure into 3 categories: functional structure, divisional structure, and

combinational structure.
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Figure 3.17: Example of organisational structure
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Source: Aldag and Stearns 1987 p.298
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Several studies (e.g. Sloan 1954; Chandler 1962; Child 1977; Mintzberg 1981; Johnson,
and Scholes 1984; Hunger and Wheelen 2003; Spulber 2004) have strongly advocated
that structure should be designed to facilitate the strategic pursuits of the organisation.
Hax and Majluf (1991); Viljoen and Dann (2000) argued that strategy and structure
should be two-way related, in that strategy certainly influences the resulting
organisation design and the existing structure somehow constrains the strategic choices
of the organisation. In summarising, strategy, structure, and environment need to be
closely aligned, otherwise organisational performance will be likely to suffer (Wheelen
and Hunger 2000).

3.6.6 Evaluating Corporate Strategy

Strategy may need to be modified because of shifts in long-term direction, new
objectives, and changing conditions in the environment (Thompson and Strickland
2000). The search for ever better strategy execution is also continuous. Evaluation is a
significant part of the strategic management process. Causal linkage between strategies
and their success or failure is difficult to measure. Even though there may appear to be a
direct correlation between a specific strategy and its results, there are also elements that
could have had an impact on the outcome (Viljoen and Dann 2000). Nevertheless,
implemented strategies, at any level of an organisation, need to be assessed. David
(1997, pp. 281-285) suggested three basic activities for evaluating strategies:

= Examining the underlying bases of an organisation’s strategy

= Comparing expected results with actual results

= Taking corrective actions to ensure that performance conforms to plans
Tools used in evaluating corporate strategy tend to be broader and encompass the

overall performance of the organisation rather than focusing on narrow functional areas.

Coulter (1998) proposed 4 main techniques used in evaluating corporate strategies:
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3.6.6.1 Corporate Objectives

Achievement against the corporate objectives can determine the level of success of
implemented corporate strategies. Corporate objectives tend to be broader, more
comprehensive, and have a longer time horizon than business and functional objectives.
This evaluation is usually based on the measures of profit and loss for the organisation
(Viljoen and Dann 2000).

3.6.6.2 Efficiency/ Effectiveness/ Productivity Measures

These three measures represent the organisation’s ability to utilize its limited resources
strategically in achieving high levels of corporate performance. These measures are
difficult to evaluate, however, the organisation should attempt to gauge how efficient,

effective, and productive it is.

3.6.6.3 Benchmarking

Benchmarking, as discussed in 3.5.6, assists the organisation in evaluating whether or
not the organisation is being strategically managed compared to best practices from
other organisations and where improvements are needed.

3.6.6.4 Portfolio Analysis

The BCG matrix and multifactor matrix (see detail in 3.5.8 and 3.5.9) can be used in

evaluating corporate performance. Portfolio analysis is beneficial for multi-business

organisations as there is a comparison or evaluation of a specific business.

3.7 Chapter Summary

Strategic management, namely a set of managerial decisions and actions determining
the long-term performance of the organisation has dominated the business management

literature and corporate practices for several decades. The literature review of many
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topics and concerns in strategic management has included a historical overview of
strategic management, strategy process, pattern, system, and levels of strategy, external
environment, planning tools and techniques, corporate strategy, including mission and
vision statement, long term objectives, strategies and implementation alternatives, and

strategy evaluation.

It can be concluded from the literature review that three basic elements of strategic
management process in general are strategic formulation, implementation, and
evaluation. However, strategy making is an ongoing process, not a one-time event and
the strategy needs to be re-evaluated regularly, refined and recast as necessary (Byars,
Rue and Zahral996, White 2004).

Strategic planning is seen as a useful tool for strategic formulation with the recent study
of Rigby (2001) showing that more than 80% of worldwide companies conduct strategic
planning. The major reasons for firms not having strategic planning were poor reward
structures, fire-fighting, waste of time, too expensive, laziness, content with success,
fear of failure, overconfidence, prior bad experience, self-interest, fear of unknown,

honest difference of opinion, and suspicion (David 2003).

Strategic management concerns the organisation effectiveness, measured by the degree
of fit between an organisation and its relevant environments, namely external macro or
general environment (economy, technology, politics/law, and socio-culture), external
micro or task environment (interest group, market, supplier, and competitor), and
internal environment (organisation, human, and physical resources). Environmental
scanning helps organisations to foresee influences and initiate strategies, which will

enable their organisations to adapt to the external environment.

There are a number of analysis tools and techniques frequently used to assess the
general environment, task environment, and internal environment. The most popular
tools and techniques includes forecasting models, PEST analysis, scenario analysis,
competitive analysis, SWOT analysis, benchmarking analysis, product life cycle

analysis, BCG matrix, multifactor matrix, and grand strategy matrix.
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The mission statement provides a significant focus and screen for the selection of
appropriate strategies while long-term objectives represent the expected results, in terms
of both financial performance and business position, of pursuing the organisation’s

mission in the specific time frame, normally two to five year (Byars et al. 1996).

Corporate strategies refer to what businesses the organisation will be in and how
resources will be allocated among those businesses whereas business strategies address

how an organisation competes in the given business (Byar et al. 1996).

In general, corporate strategy options fall into one of four basic categories: stable
growth or stability, growth, harvesting, or defensive. However, practically, most multi-
business organisations may apply a combination of strategies, particularly when they

serve several different markets.

A quality management strategy is essential for the survival of both product and service
in business world, especially in service industry as it can lead to greater customer
loyalty, higher market share, higher returns to investors, loyal employees, lower costs,
and lesser vulnerability to price competition. Total quality management and 1SO9000

are the main techniques for quality management.

Strategy implementation is a process by which strategies and policies are put into action
through the development of programs, budgets, and procedures (David 1997; and
Wheelen and Hunger 2000). Several scholars have pointed out that strategic
implementation involves changes in processes, culture, and the structure of the entire
organisation. Strategy evaluation is a significant part of the strategic management
process, even though causal linkage between strategies and their success or failure is

difficult to measure.
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Chapter 4

Theoretical Framework and Research Questions

4.1 Introduction

Chapter 3 provided the theoretical foundation for this research by reviewing the
strategic management literature on major relevant issues. This chapter aims to develop a
framework, which builds upon the previous studies. The framework covers all major
strategic activities of an organisation, particularly at corporate level and the
environmental factors that might have a major impact on those activities. It also presents
four key research questions, which were used for conducting the research in this thesis.

4.2 Theoretical Framework

There is no theoretical work nor empirical findings suggesting that the existing body of
knowledge, largely obtained in the institutional context of western countries, is equally
applicable in other eastern countries (Boyacigiller and Adler 1991). Firm strategies,
organisational structures, and firm mechanisms successfully pursued and implemented
in a particular institutional context may not achieve the same outcomes in another

institutional context.

The research in this thesis was specifically designed to study the strategic management
practices in the hotel industry of Thailand. The framework developed for this study
builds on the study of Chistodoulou (1984) and Nimmanphatcharin (2002) and is

illustrated in Figure 4.1. Six main features of this framework deserve attention.

First, this framework aims to provide a big picture of strategic management practices
and hence focuses on the major issues rather than specific details. The research is
exploratory in that no previous empirical study has examined strategic management

practices in the hotel industry of Thailand. It covers objective setting, strategy
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formulation, planning techniques and tools, planning system, strategies, and strategy

implementation and evaluation at the corporate level.

Second, this framework focuses on the strategic management practices at the corporate
level as each company is viewed as an entity. Nevertheless, this framework can be

applied to strategic management practices at business and functional levels as well.

Third, the key corporate strategies included in this model are stable growth, growth,

harvesting, and defensive strategies.

Fourth, amongst the environments impacting firms in this model are the general
environment (economic conditions, technology force, political-legal aspect, and socio-
cultural factor), the task environment (suppliers, buyers, substitutes, new comers, and
competitors), and the internal environment (size, structure, culture, ownership, key

stakeholders, management style, and planning system).

Fifth, this framework identifies the key analysis techniques and tools, including PEST
analysis, industry analysis, SWOT analysis, benchmarking analysis, product life cycle

analysis, and matrix analysis.
Sixth, the strategic management practice in this model is viewed as probably containing

a formalised strategic planning process as a major operating process within the

organisation.
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Figure 4.1: Theoretical framework
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4.3 Research Questions

The framework presented in the previous section was used in developing four key

research questions, in line with the research objectives in 1.2, of this study.

Question 1: What are the strategic management characteristics of the hotel industry of
Thailand?

Question 2: What are strategic management practices, which may differ because of
either size, ownership or planning system of the hotel industry of
Thailand?

Question 3: How do hotels without a formalised strategic planning process seek to
achieve strategic management?

Question 4: What are the major factors which appear to influence the strategic
management practices of the hotel industry of Thailand?

4.4 Chapter Summary

The framework developed for this research allows analysis of the strategic management
processes by identifying potential factors that may influence organisation’s strategies.
This research is exploratory, as it covers all aspects of strategic management which have
not been investigated previously in the context of the Thai hotel industry. Research
questions instead of hypotheses are developed because of the exploratory nature of this
research.
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RESEARCH DESIGN

Chapter 5: Methodology
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Part three of this thesis details the methodology used in this research. Chapter 5
examines the population definition, survey approach, instrument development, data

collection procedure, and data analysis methods. The framework for data analysis is

presented in this chapter.
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Chapter 5
Methodology

5.1 Introduction

The previous chapter introduced the theoretical framework for this research and the
proposed research questions. This chapter describes the methodology which was used in
this research and gives a detailed description of the methodological approach. It is
organised into 3 major topics: the research procedure, the data analysis, and the

analytical framework.

5.2 Research Procedure

5.2.1 Population definition

It is extremely difficult to gather information on the existence and type of hotels in
Thailand as there is no government body or organisation responsible for maintaining a
hotel database needed to identify a population for this research. The available sources of
information provide a limited amount of detail. THA (Thai Hotel Association) is the
only official trade association related to the hotel industry of Thailand. There were 351
hotel members of THA, of which 116 hotels were situated in Bangkok (refer Appendix
A), and the balance of 235 hotels were located in the remaining 75 provinces outside
Bangkok (at the ratio of hotels: province = 3:1). The main selection criteria for this
research were based on a geographic and a financial constraint. Bangkok is the most
significant tourist destination of Thailand since Bangkok is the capital of the country
and the principal gateway to other destinations in Thailand, both domestic and
international. Thai hotel subsidiaries were excluded from this research because they
operated under the same management as their head offices and all head offices in

Bangkok had been selected for this research. In total, 96 hotels located in Bangkok
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(excluding 20 Thai hotel subsidiaries) were selected as a population for this research

study.

5.2.2 Survey Approach

It was apparent that to acquire a high response rate, a self-administered survey, i.e. on-
line questionnaire, postal questionnaire, delivery and collection questionnaire, would
not be effective, especially when large amounts of sensitive and confidential
information were being sought (Saunders. Lewis, and Thornhill 2003). Interviewer-
administered questionnaires, especially face-to-face interview, normally have the
highest response rate and permit the longest questionnaires (Neuman 2003). It is more
likely that respondents will provide information of a confidential nature when structured
personal interviews are used. A face-to-face interview, supplemented by annual reports
and other published sources finally was considered as the most appropriate data
collection technique for this study. From several previous studies of a similar nature, a
structured conversation used to complete the survey, would be more effective if the
respondent has a copy of questionnaire in hand and goes through the process together
with the interviewer. It was specified that the respondent had to be a senior executive

responsible for corporate planning.

All interviews were conducted by the same researcher to ensure the comparable and
consistent recording of the data on strategic management approaches in the different
companies. Questions could be clarified promptly and in a consistent manner according
to the understanding obtained from constructing the questionnaire and from having

identified potential areas of difficulty during the pre-test.

5.2.3 Instrument Development

The survey instrument provides the structure for the personal interview to collect the
data and a questionnaire based upon those of Christodoulou (1984), Bonn (1996), and

Nimmanpatcharin (2001) was redeveloped for the hotel industry of Thailand. The total

number of 275 questions was organised into 6 parts: organisation resources, mission
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statement/long term objectives, planning system, corporate strategies and processes,
corporate external environment, and general questions (refer Appendix B). The study
employed both open-ended and closed-ended questions. Open-ended questions were for
capturing information from the respondents on issues of interest. Closed-ended
questions were used to facilitate respondents understanding of topics of concern,
reminded them of the points they might not have considered. About 83 percent of the
questions were closed ended, about 17 percent were open ended. The questionnaire was

designed based on the following requirements;

1) the ambiguity in questions should be minimised,;

2) the bias of the interviewer should be reduced,;

3) itshould produce data meaningful to Thai hotel executives;

4) itshould provide data meaningful for analysis and interpretation.

The questionnaire was designed in both an English and Thai version. The Thai version
was reviewed by 2 native Thais to ensure the accuracy of translation. One reviewer is an
English lecturer, who graduated with both a bachelor and master’s degree in English
literature from a university in the United State and has more than 25-year experience in
teaching English at Bangkok Commerce College. Another reviewer was a graduate in

hospitality management from an Australian University in Queensland.

5.2.4 Pretest of the Questionnaire

The questionnaire was pretested with 3 respondents, one respondent was in Australia
and the other two were in Thailand. To enhance the smooth flow of the interview, it was
arranged that each respondent would be provided a copy of the questionnaire during the
interviewing process. The questionnaire was firstly pretested with a hotel executive in
Australia. The respondent, at that time was a senior executive of Royce hotel, a 5 star
hotel in Melbourne and this executive also had 10 years experience with the
Intercontinental Hotel in Bangkok before leaving Thailand. For pretesting respondents
in Thailand, telephone interviewing was chosen as the method due to time and financial

resource limitations. The questionnaires were sent via airmail to these respondents. The
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time difference (three hours ahead of Thailand) made making appointments difficult
because of their busy schedule during the working day. Normally they would be free
after 10.00 pm. and as an interview might last more than 2 hours this meant it would
end at 12.00 am in Thailand or 3.00 am in Australia. Both telephone interviews were
finally arranged on a weekend. One respondent was the owner of three 400-room hotels
in Phuket (Serene Group) and the other respondent was the owner of the 150-room Lido
Hotel in Pattaya. After pretesting, small changes in wording were made to improve the

understanding of questions. The pretest showed that:

1) the questions were lucid,;

2) the format was clear and logical,

3) the questionnaire could be completed in 2-4 hours;
4) the questionnaire had high credibility.

5.2.5 Data Collection Procedure

The approach to data collection was designed to attract and gain participation from the
hotel sample. Roscoe (1975) argued that sample sizes larger than 30 and less than 500
are appropriate for most research studies and several studies articulated a minimum of
fifty respondents were necessary in order to allow a meaningful level of statistical
analysis to be undertaken. Thirty to fifty respondents, hence, were targeted for this
survey. An introductory letter together with a support letter from a noble person
together with using personal networks were determined as the dominant approaches to
gaining participation in this research. The fieldwork was conducted over a five-month

time period between late March and August 2003.

5.25.1 Introductory Letter and Support Letter

Two letters, an introductory letter and a support letter (refer Appendix C) were initially
sent by airmail in early March 2003 to the hotels in the selected population in Bangkok,

Thailand. The introductory letter, signed by Professor Chris Christodoulou on behalf of
the Australian Graduate School of Entrepreneurship, introduced the purpose of the
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research and sought the participation of hotel executives. It offered an abstract of the
major findings to be forwarded to each respondent after the completion of this study.
The support letter, signed by Mr. Narongrit Sanitwong, the Thai Royal Chaperon
(representative of the royal family), recommended the survey as an important part of
education development in the Thai hotel industry and encouraged hotel top executives

to participate in this study.

5.25.2 The Use of Personal Networks

The use of personal networks was initiated in February 2003. Several long distance calls
were made to the researcher’s parents, relatives and friends. These networks facilitated
the acceptances of a further 11 hotel top executives to participate in the survey. These
executives also gave further assistance by organising interviews with other hotel

executives they knew well for the researcher.

5.2.5.3 Interview Arrangements

When the researcher arrived in Bangkok in mid March 2003, nine hotels had confirmed
their willingness to participate in this survey. Telephone follow-ups were made to the
rest of the sample and only a few hotels clearly declined the invitation. Their reasons
mostly were they had joined two other surveys recently and there was no policy on
sharing hotel information to any study. Even the majority of the sample would not say
“no” to the invitation to participate in this study, it was difficult to schedule interviews
due to the effects of SARS (Severe Acute Respiratory Syndrome) epidemic and Iraqi
war at that time. Several interviews occurred at lunchtime as some hotel executives
preferred to ‘talk over lunch’. This made the interview last longer than expected as they
were unable to hold a copy of the questionnaire and there were several topics beyond

the subjects of interest they also wished to discuss.
In order to gain participation, support from the executive’s secretary often played an

important role in whether they participated. With their support, it was easier to get an

acceptance from the top executive to participate in this research. It was usually
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important to introduce the researcher over the phone and fax to the executive’s secretary
together with a supporting letter. On average between 5-10 telephone calls were made
before getting acceptances from the top hotel executives to participate in the survey.
Mostly the personal interviews were completed in the 2 to 4 hours as expected. Only in
a few cases were the interviews not finished in one visit, and a further visit was

required.
5.2.6 Response Rate

In total 50 hotels participated in this research which represented a 52.08 percent
response rate. This response rate is slightly above the anticipated rate (30-50%).
However, it was possible that the response rate could have reached 60% if there had
been no unexpected incidents like the SARS epidemic and the Iragi war which occurred

during this time period.

5.3 Data Analysis

The data analysis applied both univariate and bivariate statistics. The univariate analysis
provided information about the distribution of single variables. The variables were
evaluated in terms of range and outliers, central tendency and variance, skewness and
kurtosis, and missing data. The results from this analysis were used to make decisions
about the subsequent tests to be performed, however, they are not reported in this thesis
to avoid an unnecessary overload of information. The bivariate analysis, including chi
square and t-tests were used to investigate the relationship between a dependent and

independent variables.
Besides the above descriptive statistics, the inferential statistics were used to generalize
the sample results to the population. These were expressed in term of statistical

significance, which was p-value of less than 0.05 in the bivariate analysis.

The data analysis is divided into 3 sections in this thesis. Chapter 6 provides an overall

picture of the respondent companies.
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Section A consists of Chapter 7 to Chapter12 and explores the characteristics of formal
planning companies in terms of organisational structure and resources, culture and
management styles, mission and long-term objectives, strategies and processes,
planning and planning system, and external environments. The differences by either

size, ownership, or planning system were also investigated.

Section B examines the non-formalised strategic planning hotels and section C explores
the similarities and differences between formal planning companies of this study and

those of previous studies.

To avoid an unnecessary overload of information, these chapters report information
selectively, information which either shows significant differences between or within
the variables or which is necessary to understand the emerging pattern about strategic

management practices is included in the chapter.

5.4 Framework for Analysis

The theoretical framework illustrated in Figure 4.1 provided the main framework for the
analysis undertaken. Figure 5.1 shows how the sample was examined to answer the four
key research questions of strategic management practices in the hotel industry of
Thailand (refer section 4.3), based on the following aspects:

= Organisational structure and resources

= Culture and management styles

= Mission statement and long-term objectives

= Corporate strategies and process

= Planning system (formal planners, non-formal planners)

= External environment
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Figure 5.1: Framework for analysis
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Comparisons of Planning Practices

To enable a comparison between companies of different sizes, the hotels are divided

into 2 groups: medium sized companies (less than 300 rooms) and large companies (300

rooms up).

Independent and group companies are distinguished by the extent that group hotels are

operated under the same brand or management system while in the independent

companies, the owner has the highest management position and makes all business

planning and decisions

The previous studies (Christodoulou 1984, Bonn 1994) give clear criteria for classifying

the strategic planning system (for more detail, see Christodoulou 1984, pp.73-75),

104



Chapter 5: Methodology

which were used in this research. The planning aspects were focused on planning
content and were categorised into 3 groups namely, planning sophisticationl, planning
sophistication2, and planning sophistication3. If the companies did not produce formal
corporate plans they were classified as planning sophisticationl companies or non-
formal planners. The rest, formal planners, were further classified into 2 groups; namely
planning sophisticaton2 companies (financially oriented formal planners) and planning

sophistication3 companies (strategically oriented formal planners).

This research then further investigated within the formal planners the differences
between large and medium sized companies, independent and group companies, and
planning sophistication2 and planning sophistication3 companies as it was believed that

each of these categories may differ in their formal planning practices.

The non-formal planners were explored to understand how these companies seek to

achieve strategic management.

The quantitative statistical data in the above sections was also complemented by

qualitative data and impressions, which were gained during the fieldwork in 2003.

Finally, a comparison with previous studies, both cross country and cross industry, was
undertaken.

5.5 Abbreviations

Referring to the framework for analysis described in section 5.4, the following
abbreviations were used in the tables and figures of Part Four of this thesis (data

analysis sections).

% = Percentage
L = Large companies
M = Medium sized companies

| = Independent companies
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G = Group companies

PS1 = Planning Sophisticationl companies
PS2 = Planning Sophistication2 companies
PS3 = Planning Sophistication3 companies
FPC = Formal Planning Companies

NFPC = Non-formal Planning Companies
N = Number

CEO = Chief Executive Officer

MD = Managing Director

5.6 Chapter Summary

The methodology of this research was developed for an exploratory study of strategic
management practices in the hotel industry of Thailand with 96 hotels located in
Bangkok selected as the research population. A face-to-face interview with a structured
questionnaire was considered the most appropriate data collection technique for this
study as large amounts of sensitive and confidential information was being sought. The
questionnaire that was developed based on previous studies, was translated into a Thai
version and pretested before fieldwork. An introductory letter, with supporting letter
was sent to the population and at the same time, the use of personal networks played an
important role in seeking participation. The survey took 5 months to be finished with a
response rate of 52.08%.

The data analysis applied both univariate and bivariate statistics and the framework of
analysis was developed to cover 7 aspects of strategic management practices, namely
organisation structure and resources, culture and managerial style, mission and long-
term objectives, strategy and process, planning and planning system, and external

environments.
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PRIMARY DATA ANALYSIS

Chapter 6: Characteristics of Respondent Companies

PART FOUR A:Formal Planning Companies

Chapter 7: Organisational Structure and Resources
Chapter 8. Culture and Managerial Style

Chapter 9. Mission and Long-term Objectives
Chapter 10: Corporate Strategies and Processes
Chapter 11: Planning and Planning System

Chapter 12: External Environment

PART FOUR B: Companies without Formal Planning System
Chapter 13: Non-formal Planning Companies

PART FOUR C: Comparison
Chapter 14: Comparison with Previous Studies
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Part four presents the major research findings from this research. Chapter 6 provides an
overview of the characteristic of sample companies by size aspects, ownership aspects,
and planning system aspects. Then the remaining data analysis is divided into 3 main

parts.

Part Four A, including Chapters 7-12 investigates the strategic management practices of
the 42 formal planners and explores the differences either between size, ownership, and

planning system aspects.

Chapter 13 in Part Four B examines the strategic management practices of the 8 non-

formal planners.

Chapter 14 in Part Four C attempts a brief and simple comparison of some important
aspects of strategic management practices of formal planning companies in hotel
industry of Thailand with those of previous studies; namely the Thai banking study, the
Indian manufacturing study, the US manufacturing study, and the Australian

manufacturing studies.
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Chapter 6

Characteristics of Respondent Companies

6.1 Introduction

This chapter aims to provide a picture of demographic variables of the respondent
companies and the background of the respondents. This chapter will cover company
size, ownership, and planning systems, and other aspects. The backgrounds of the
respondents are discussed, including respondents’ position title, academic level, and

work experience.
6.2 Company Size

Hotel size can be measured in different ways. When asking the respondents about the
most important measure of hotel size, most of them suggested the number of rooms

(refer Figure 6.1).

Figure 6.1: Size’s Measurement

Not at all To a great extent

Size is measured by revenue. .
Size is measured by assets. .

Size is measured by employees. —

Size is measured by number of rooms. -

Notes: N=50
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When seeking financial information, twenty respondents (40%) refused to answer about
their company revenue and only eleven respondents (22%) gave information about their
company assets. The reason for this low response concerning the financial information

appears to be that non-publicly listed companies treat this as being very confidential.

Table 6.1 shows that 58% of the respondents were large companies and 42% were
medium sized companies. The data on other size aspects of the responding companies in
Table 6.2 shows the differences between medium sized and large companies statistically
significant in that large companies had higher revenues, profits, assets, number of

employees, and number of rooms than the medium sized companies.

Table 6.1: Characteristics of respondent companies by size aspects

Size N %

M 21 42
L 29 58
Total 50 100

Table 6.2: Other size aspects of respondent companies

M L p-value

Revenue Mean 65 551 <0.005
(Million Baht) Median 60 360

Range 0.70-200 | 36-2,500

N 12 19
Profit Mean 20 122 <0.01
(Million Baht) Median | 20 108

Range 2-50 (-200)-500

N 10 19
Assets Mean 621 1935 <0.05
(Million Baht) Median 500 1529

Range 65-2,000 550-4,000

N 7 6
Number of employees Mean 166 587 0.000

Median 180 600

Range 40-400 135-1,200

N 21 29
Number of rooms Mean 171 547 0.000

Median 160 475

Range 76-275 300-1,300

N 21 29
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6.3 Ownership

The ownership aspects focused on two types of ownership: independent company and
group or chain company. In total, of the 50 companies who participated in this survey,
56% of the companies were independent companies, and 44% were group companies.
Table 6.3 shows a statistically significant difference by size in that 76% of medium
sized companies were independent companies and 59% of the large companies were

group companies.

Table 6.3: Characteristics of respondent companies by ownership aspects

Ownership M % L % Total %

[ 16 76 12 4 28 56
G 5 24 17 59 22 44
Total 21 100 29 100 50 100

Note: p<0.05, Cramer’s V=0.346

6.4 Planning System

Table 6.4 summarises the size and the ownership aspects of the responding companies
classified according to the planning systems. Of the 50 participating companies, 48%
were planning sophistication3 companies and 36% were planning sophistication2
companies. Significant differences emerged in both size and ownership aspects. More
than 60% of large companies were planning sophistication3 companies. About 40% of
independent companies were planning sophistication2 companies while 68% of group

companies were planning sophistication3 companies.

It appears that virtually all large companies and all group companies have a formal

planning system.
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Table 6.4: Characteristics of respondent companies by planning aspects

Planning systems | N % Size Ownership

M % L % I % G %
PS1 8 16 7 33 1 3 8 29 0 0
PS2 18 36 8 38 10 35 11 39 7 32
PS3 24 48 6 29 18 62 9 32 15 68
Total 50 | 100 21 | 100 29 100 28 100 22 100

Note: size: p<0.01, Cramer’s VV=0.443; ownership: p<0.01, Cramer’s VV=0.443

6.5 Business Types

Table 6.5 shows that 62% of participating companies were family businesses. There
were statistically significant differences by size and planning system. 86% of medium
sized companies compared with only 45% of large companies were family businesses.
All planning sophisticationl companies or non-formal planners were family businesses
whereas 67% of planning sophistication2 companies and 46% of planning

sophistication3 companies were family businesses.

Table 6.5: Business types

Business types N % Size Planning System
M % L % |PS1| % |PS2| % |PS3| %
Family business 31 62 18 86 13 45 8 100 12 67 11 46
Non-family business 19 38 3 14 16 55 0 0 6 33 13 54
Total 50 | 100 21| 100 29 | 100 8 | 100 18 | 100 24 | 100

Note: size: p<0.005, Cramer’s VV=0.416; planning system: p<0.05, Cramer’s VV=0.393

6.6 Other Aspects

Table 6.6 details the type of hotel, most respondents considered themselves as being
city hotels (64%), and business hotels (24%), which is not surprising given the hotels

are located in Bangkok.
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Table 6.6: Hotel types

Hotel types N %
Business hotel 12 24
Transient hotel
Residential hotel 2
City hotel 32 64
City resort hotel 3 6
Total 50 100

Table 6.7 shows that on average, the occupancy rate was 77%, which was above the
average occupancy rate of accommodation establishments in Bangkok (refer Table 2.4).
The major source of income was from rooms with an average daily rate of 1,583

baht/room.

Table 6.7: Income aspects

Income aspects
Average daily rate (baht) 1,583
Occupancy rate(%) 77
Revenue(%)
-Rooms 59
-Food&beverage 41
Note: N=50

Table 6.8 highlights that only 12% of the respondent companies were listed on the
Stock Exchange of Thailand. Interestingly, they were all large companies, group

companies, and planning sophistication3 companies.

Table 6.8: Listed on Stock Exchange of Thailand

Listedon | N | % Size Ownership Planning system
SET M % |L|% |1 |% |6 |%w |[Ps2|% |PsS3|%
Yes 6| 12 0 ol 6| 21| o o| 6| 27 0 0 6| 25
No 36| 8| 14| 100| 22| 79| 20| 00| 16| 73| 18| 10| 18| 75
Total 42| 100 14| 100| 28| 100 20| 100| 22| 100| 18| 100| 24| 100

Note: ownership: p<0.05, Cramer’s V=0.389; planning system: p<0.05, Cramer’s V=0.354
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6.7 Respondent Background

Table 6.9 shows that, of the 50 respondents who participated in this survey, 84% were
in corporate level management of the hotel industry of Thailand. 20% of the
respondents were in the highest management position and about a half the respondents

were general managers.

Table 6.9: Respondent’s position title

Respondent’s position title n %
CEO/Managing Director/President 10 20
Assistant to the President 1 2
Assistant Managing Director 1 2
Executive Director 3 6
Executive Assistant Manager 2 4
Executive Advisor 1 2
Group Director of Sales and Marketing 1 2
General Manager 23 46
Hotel Manager 1 2
Resident Manager 1 2
Director of Sales and Marketing 3 6
Director of Room 1 2
Director of Human Resource 1 2
Senior Event Manager 1 2
Total 50 100

Table 6.10 shows that 56% of the total participants had been in their companies for
more than 5 years and 72% had been involved in corporate planning for more than 5
years. More than half of the total participants had finished a bachelor degree, 24% of
them held a certificate or diploma, and 22% had a master’s degree. The field of their
education was mainly in business (52%), accounting/finance (14%), school (14%), hotel
management (12%), and education (4%).
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Table 6.10: Respondents: other aspects

Time stay with company N %

0-5 years 22 44
More than 5 years 28 56
Total 50 100
Number of years involved in corporate planning N %

0-5 years 14 28
More than 5 years 36 72
Total 50 100
Education Background N %

Bachelor degree 27 54
Master degree 11 22
Certificate/diploma 12 24
Total 50 100

Field of education N %

Business 26 52
Accounting/finance 7 14
Hotel management 6 12
Law 1 2
Education 2 4
Engineering 1 2
School 7 14
Total 50 100

6.8 Chapter Summary

This chapter examined the industry and organizational characteristics of the respondent

companies.

The most important measurement of hotel industry size was the number of rooms. More
than half of the respondent companies were large companies. Large companies had
higher revenues, profits, assets, number of employees, and number of rooms than
medium sized companies. More than half of the participating companies were
independent companies. The majority of participating companies were planning

sophistication3 companies, followed by planning sophistication2 companies. There was
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only a small number of respondent companies without a formal strategic planning

system.

More than half of participating companies were family businesses. Family businesses
were usually found in medium sized companies and planning sophisticationl companies
rather than in the large companies, planning sophistication2 companies, and planning

sophistication3 companies.

The respondent companies were mainly city hotels, and business hotels deriving most
income from rooms, and food and beverage. The majority of respondents were in
corporate level management with 20% being in the highest company positions and most

had been involved in corporate planning for more than 5 years.
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Chapter 7

Organisational Structure and Resources

7.1 Introduction

This chapter investigates the organisational structures and resources of the formal
planners (N=42) in the hotel industry of Thailand. The following analysis was based on
the conceptual model and any significant differences by either ownership, size or

planning system will be highlighted.
7.2 Organisational Aspects

7.2.1 Organisational Structure

Table 7.1 shows that of 42 formal planning companies, 27 (64%) companies used a
single business unit structure, 11 (26%) companies used a multiple business unit

structure, and only 4 (10%) companies used a mixed organisational structure.

Independent and group companies show a statistically significant difference in their
organisational structures. 90% of independent companies used a single business unit
structure and none of them used a mixed structure while around 40% of group
companies utilised a single business unit structure, 40% with a multiple business
structure, and almost 20% with a mixed structure. As the independent companies
normally only had a limited number of businesses and 67% of them operated only 1
hotel, this is consistent with a simpler structure. There were no significant differences in

organisational structure either by size and planning system.
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Table 7.1: Organisational structure

Structure | N % Size Ownership Planning system

M % L| % | % | G| % |[PS2| % |PS3| %
Single 27 64 9 64 | 18 64 | 18 | 9 41 14 78 13 54
Multiple 11 26 5 6| 6 2| 2 0] 9 41 2 11 9 38
Mixed 4 10 0 0| 4 14| 0 0| 4 18 2 11 2 8
Total 42 | 100 14 | 100 | 28| 100 20| 100 | 22| 100 18 | 100 24 | 100

Note: ownership: p<0.005, Cramer’s V =0.521

7.2.2. Organisational Levels

Of the 42 formal planning companies, 100% had both a corporate and second level of

management, and 28 (67%) had a third level of management.

Table 7.2 shows that a higher percentage of large companies had a third level of
management compared to medium sized companies, however, this difference was not

statistically significant.

There was a statistically significant difference by ownership with respect to the
existence of a third level management. More than 90% of group companies had a third
level of management while only 40% of independent companies had a third level of
management. The data would suggest that companies with a smaller number of

operating hotels were more likely to have a small number of management levels.
A significant difference was also found by planning system in that around 80% of

planning sophistication3 companies having a third level of management versus only
50% of planning sophistication2 companies having a third level of management.
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Table 7.2: Organisational level of management

Level N | % Size Ownership Planning system
M| % L % I % | G| % | PS2| % |[PS3| %
Corporate 42 100 | 14| 100 | 28| 100 | 20| 100 | 22 | 100 18 | 100 24 | 100
Second 42 1100 | 14| 100 | 28| 100 | 20| 100 | 22| 100 18 | 100 24 | 100
Third® 28 | 67 7 50 | 21 5] 8 40 | 20 91 9 50 19 79
Fourth 13| 31 3 21| 10 6| 2 10| 11 50 3 17 10 42
Total 42 | 100 | 14| 100 | 28| 100| 20| 100 | 22 | 100 18 | 100 24 | 100

Note: *ownership: p=0.000, Cramer’s V=0.539; planning system: p<0.05, Cramer’s V=0.306

7.2.3 Organisational Units

Of the 42 formal planning companies, 100% had an organisational unit at the corporate
level of management. Table 7.3 summarises that 43% of the formal planners had 7-9
organisational units at the second level. There was a significant difference by ownership
in that more than half of the independent companies had 7-9 units whereas only 23% of

group companies had 7-9 units.

Table 7.3: Second level units

Second N % Size Ownership Planning system
level units M| % | L]l % |1 | % |G| % |Ps2]| w | PS3| %
1-3 units 9 21 3 21| 6 21| 2 10| 7 32 2 11 7 29
4-6 units 11 26 3 21| 8 29| 3 15| 8 36 6 33 5 21
7-9 units 18 43 6 43 | 12 43 | 13 65| 5 23 9 50 9 38
10 units up 4 10 2 15 2 7 2 10 2 9 1 6 3 12
Total 42 | 100 14 | 100 | 28| 100 20| 100 | 22| 100 18 | 100 24 | 100

Note: ownership: p<0.05, Cramer’s V=0.451

Table 7.4 shows that of the 28 formal planning companies, which had organisational
units at the third level, 12 (43%) had 4-6 units and 10(36%) had 7-9 units at this level.
However, there were no statistically significant differences by size, ownership, or

planning system.
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Table 7.4: Third level units

Third level N % Size Ownership Planning system
units M| % L| % | % | G| % | PS2| % |PS3| %
1-3 units 1 3| o 0| 1 51 1 12| 0 0 0 0 1 5
4-6 units 12 43| 2 29 | 10 48| 2 25 | 10 50 4 45 8 42
7-9 units 10 36| 3 42 33| 3 38 35 3 33 7 37
10 units up 5 18 2 29 14 2 25 15 2 22 3 16
Total 28| 100 7| 100| 21| 100 | 8| 100 | 20| 100 9| 100 19 | 100

Table 7.5 shows that 54% of formal planning companies who had a fourth level of

management (i.e. 13 companies) had more than 10 units at their fourth level. There were

no statistical differences either by size, ownership, or planning system.

Table 7.5: Fourth level units

Fourth level N | % Size Ownership Planning system
units M| % | L| % [ % |G| % | PS2| % |[PS3| %
1-3 units 1 8| o 0] 1 0] o 0| 1 8 0 0 1 10
4-6 units 5 38| 0 0] 5 5| o0 0| 5 46 2 67 3 30
7-9 units 0 0| o 0 0] o 0] o 0 0 0 0 0
10 units up 7 54 3| 100| 4 40| 2| 100 5 46 1 33 6 60
Total 13| 100 3| 1200] 10| 100 2| 100| 11| 100 3| 100 10 | 100

7.2.4 Organisational Structure Changes

Table 7.6 and Table 7.7 show that of the 42 formal planning companies, only 14 (33%)

companies had changed their organisational structure in the last 5 years and 50% of the

formal planners who had changed their organisational structure made their changes in

structure in 2002.
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Table 7.6: Organisational structure changes

Changes | N | % Size Ownership Planning system

M % | L| % I % | G| % |PS2| % |PS3| %
Yes 14 33 5 36| 9 2| 7 3B| 7 32 5 28 9 38
No 28 67 64 | 19 68 | 13 65 | 15 68 13 72 15 62
Total 42 | 100 14| 100 28| 100 | 20| 100 | 22| 100 28 | 100 24 | 100

Table 7.7: Year of organisational structure change
Year | N % Size Ownership Planning system
M| % | L| % I % |G| % |PS2| % |PS3| %

1999 1 7] 1 20| 0 0 1 14| 0 0 0 0 1 1
2000 2 4] 1 20| 1 1] o 0] 2 29 1 20 1 1
2001 4 29| 2 40| 2 2] 2 28| 2 29 1 20 3 33
2002 7 50| 1 20| 6 67| 4 58| 3 42 3 60 4 45
Total 14| 100| 5| 100| 9] 100| 7] 100] 7| 100 5| 100 9| 100

Table 7.8 shows that 3 main changes in the organisational structure were the

emergences of a new line of responsibility at a lower level of management (57%), a new

line of responsibility at the second level of management (50%), and a new structure

system (43%).

Table 7.8: Changes in the organisational structure

Changes N | % Size Ownership Planning system
M|l % | L% |1]|% |G| % |PS2|%]|PS3|%
New line of responsibility at second level 7| 50 3|1 604 44 6] 86 | 1] 14 2| 40 5| 56
New line of responsibility at lower level 8| 57 0 08| 84| 57|4] 57 3| 60 5| 56
New structure system 6| 43 41 8 | 2] 22|2]| 29 |4]| 57 1] 20 5] 56
New hierarchical system 1 7 1] 20]0 00 0]1] 20 1] 20 0 0

Note: N=14

Table 7.9 shows that the 2 major reasons for organisational structure changes were
either personal qualification (57%), and top management team (36%). For example, if

there is a job vacancy for the hotel manager’s position, companies might promote

internal staff to be a resident manager instead because of their qualifications.
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Table7.9: Major reasons for organisational structure changes

Reasons N | % Size Ownership Planning system
M| % |[L| % |1]| % |G| % |PS2| % | PS3 | %
Personal qualification 8 57 1 20 | 7 78 | 5 7113 43 4 80 4 44
Top management team 5 36 2 40 | 3 331 2 29 | 3 43 1 20 4 44
Economic impact 3 21 3 60 | 0 2 29 | 1 14 1 20 2 22
Product and service 3 21 2 40 [ 1 11 | 3 43 | 0 0 3 33
Potential business growth 3 21 2 40 | 1 1] 3 4310 0 3 33
Main shareholders 3 21 2 40 | 1 1101 14 | 2 29 0 3 33
CEO/MD/President 3 21 1 20 | 2 22 |1 14 ] 2 29 0 3 33
Expired contract 1 7 1 20| 0 00 0]1 14 1 20 0 0
Profit decline 1 7 1 20| 0 0 0 0|1 14 1 20 0 0
Total 14 | 100 5 100 | 9 100 || 7 100 | 7 100 5 100 9 100

Table 7.10 reveals that of the 42 formal planning companies, 38 (90%) companies
believed that current organisational structure would still be applicable for the next 5
years with no statistically significant differences by either size, ownership, and planning

system.

Table 7.10: Applicability of organisational structure in the next 5 years

Applicability | N | % Size Ownership Planning system

M| % | L| % I % | G| % |PS2| % |PS3| %
Yes 38 9| 12 86 | 26 93 | 18 20 | 20 91 17 94 21 88
No 4 10 2 14| 2 7| 2 10| 2 9 1 6 3 12
Total 42| 100 | 14| 100 | 28| 100 | 20| 100 | 22| 100 18 | 100 24 | 100

7.3 Human Resources

Table 7.11 details that more than 50% of the participating companies had less than 500
employees and there were statistically significant differences by both size and
ownership. 12 (86%) medium sized companies had employees in the range of 1 and 250
people whereas 93% of large companies employed more than 250 people. 85% of
independent companies employed less than 500 people while around 65% of group

companies had more than 500 employees.
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The data also shows that half of planning sophistication2 companies employed less than
250 people whereas half of planning sophistication3 companies employed more than

500 people, but this difference was not statistically significant.

Table 7.11: Number of employees

No. of N % Size Ownership Planning system
employees M| % | L| % |1 | % |G| % |[PS2] % |PS3| %
1-250 14 33| 12 86| 2 7] 10 50| 4 18 9 50 5 21
251-500 11 26| 2 14| 9 R 7 35| 4 18 4 22 7 29
501-750 12 29| o0 0| 12 43] 2 10 | 10 46 2 11 10 42
More than 750 5 2] 0 0| 5 18| 1 5| 4 18 3 17 2 8
Total 42| 100| 14| 100 | 28| 100 | 20| 100 | 22 | 100 18 | 100 24 | 100

Note: size: p=0.000, Cramer’s V=0.801; ownership: p<0.05, Cramer’s V=0.499

7.3.1 Composition of Employees

Table 7.12 reveals that of the 42 formal planning companies, around 70% employed
100% Thai people. The foreigners working in Thailand were almost exclusively in
management positions and a few foreigners worked as guest relation staff for major
customers such as Japanese or Chinese. There were no statistical differences either by

size, ownership or planning system.

Table 7.12: Types of employees

% of Thai N | % Size Ownership Planning system
employees M| % | L|% |1 | % |G| % |PS2| % |PS3| %
98% 6| 14| 2| 14| 4| 14| 1 5| 5| 23 1 6 5| 21
99% 7] 17| 1 7] 6| 22| 3| 15| 4] 18 2| 1 5| 21
100% 29| 69| 11| 79| 18| 64| 16| 8 | 13| 59| 15| 83| 14| 58
Total 42| 100 14| 100 | 28| 100 | 20| 100 | 22| 100 | 18| 100 | 24| 100
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7.3.2 Changes in Number of Employees

Table 7.13 presents that 36% of formal planning companies were likely to change the
total number of Thai employees in the next 5 years, and with no significant differences

either by size, ownership, and planning system.

Table 7.13: Changes in total number of Thai employees in the next 5 years

Changes | N | % Size Ownership Planning system

M| % | L | % I % | G| % | PS2 | % PS3 %
Increased 8 19 4 29 4 14 6 30 2 9 3 17 5 21
Decreased 70 17 3 21 4 14| 4 20 3 14 3| 17 4 17
Total 42| 100 | 14| 100 | 28| 100] 20| 100 | 22| 100 18 | 100 24 | 100

Table 7.14 shows that of the total formal planners, 17% anticipated decreasing the total
number of foreign employees in the next 5 years. There was a statistically significant
difference between medium sized and large companies in that large companies were

more likely to both increase and decrease their number of foreign employees.

Table 7.14: Changes in total number of foreign employees in the next 5 years

Changes N % Size Ownership Planning system
M % L % [ % G % PS2 % PS3 %
Increased 1 2 0 0 1 4 0 0 1 5 0 0 1 4
Decreased? 7 17 0 0 7 25 3 15 4 19 2 12 5 21
Total 42 100 14 100 | 28 100 20 100 22 100 18 100 24 100

Note: size: p<0.05, Cramer’s \V=0.309

7.3.3 Problems in Securing Personnel Resources

Figure 7.1 shows that, in all formal planning companies, there was neither a severe
problem in securing and retaining the necessary personnel in the last 5 years

(Mean=2.31) nor was it expected to be a severe problem in the next 5 years
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(Mean=2.12). Similarly, there was also no severe problem in training personnel

expected in the next 5 years (Mean=1.67).

The data suggested that large companies, group companies, and planning
sophistication3 companies had faced more problems in securing and retaining the
necessary personnel in the last 5 years and expected more problems in securing and
retaining the necessary personnel, and training personnel in the next 5 years than the

other groups, but these differences were not statistically significant.
A statistically significant difference emerged only by ownership in that group

companies expected more problems in securing and retaining the necessary personnel in

the next 5 years compared with independent companies.

Figure 7.1: Problems in securing personnel resources

Problems Size Ownership Planning system
Not at all Severe Notatall Severe  Notatall Severe
problem problem problem
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Problems in securing and retaining the
necessary personnel in the last 5 years

Problems in securing and retaining the
necessary personnel in the next 5 yearsE1

Problems in training personnel in the next
5 years

1.65 1.68

Note: N=42, *Ownership: p<0.05

126



Chapter 7: Organisational Structure and Resources

7.4 Chapter Summary

This chapter reviewed the organisational structure and human resource aspects of the 42

formal planning companies.

Organisational structure

The majority of the formal planning companies used a single business unit structure,
followed by a multiple business unit structure, and a mixed structure. Most of the
independent companies used a single business unit structure compared with group
companies who used both a single business unit and a multiple business unit structure
equally. All companies had both a corporate and second level of management but only
67% of them had a third level of management. A third level of management was more

likely to be found in group companies and planning sophistication3 companies.

33% of the formal planning companies had reported organisational structure changes
over the last 5 years and 90% expected no organisational structure changes over the next
5 years. The main changes in the organisational structure were the emergence of a new
line of responsibility at a lower level of management, and a new line of responsibility at
second level of management. Personal qualifications and top management team were

the major reasons for organisational structure changes.

Human resources

The majority of medium sized companies, group companies, and planning
sophistication2 companies had less than 500 employees. Large companies and group
companies employed more staff than medium sized companies, and independent
companies. The employees were mainly Thai with about 70% of formal planning
companies employing 100% Thai staff. 36% of the formal planning companies expected
changes in the current number of Thai employees over the next 5 years. Problems with
personnel resource were reportedly low, however, group companies expected more
problems in securing and retaining necessary personnel in the next 5 years than

independent companies.
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Chapter 8

Culture and Managerial Style

8.1 Introduction

This chapter explores the organisation culture and management style of the 42 formal
planning companies and investigates any significant differences by either size,

ownership, and planning system aspects.
8.2 Organisation Culture

Figure 8.1 shows that the management of culture was found to be important
(mean=3.57) in all formal planning companies, with no statistically significant

differences either by size, ownership, and planning system.

Figure 8.1: Importance of management of culture

Size Ownership Planning system

Not Very Not Very Not Very
important important important important important important

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

K J \/.’ \4 v

T T3B0 371 T T340 373 T 7333 375
«—— M <« | <« Ps2
<---- L <---- G <- - PS3

Note: N=42
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Figure 8.2 shows that the senior management of all formal planning companies were
satisfied with the current culture (mean=3.98), with no statistically significant

differences either by size, ownership, and planning system.

Figure 8.2: Senior management satisfaction with current culture

Size Ownership Planning system
Dissatisfied Very Dissatisfied Very Dissatisfied Very
satisfied satisfied satisfied
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
\, I v,
T T 393 400 T T 390405 T 7 383 408
<«—— M <« | <« PS2
< -- L <« - - G <« - - PS3

Note: N=42, based on 5 point scale with 1=dissatisfied, 5=very satisfied

8.2.1 Influential Groups on Company’s Culture

Figure 8.3 shows that in the 42 formal planning companies, the major influences on the
company’s culture were the corporate management (mean=4.22), second level
management (mean=4.19), and CEO/M.D./President (mean=3.88) respectively with no

statistically significant difference either by size, ownership, or planning system.

A statistically significant difference emerged by ownership in that the controlling family
of independent companies (mean=4.00) was more likely to influence -culture

management compared with those of group companies (mean=3.09).

A statistically significant difference by planning system was found for the influences on
culture by the board of directors. In planning sophistication2 companies, the board of
directors had more influence on company’s culture compared with those of planning

sophistication3 companies.
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Figure 8.3: Influential groups on culture management

Size Ownership Planning system
No Very great  No Very great  No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Board of directors®

Controlling family®

Controlling hotel group

CEO/MD/President

Corporate management

Second level management

Note: N=42, ®planning system: p<0.05, "ownership: p<0.05

8.2.2 Characteristics of Existing Culture

Table 8.1 details that the 5 major characteristics of formal planners’ culture were
sub/group culture (100%), performance measurement (100%), open and cooperative
(95%), seniority culture (83%), and hierarchical cultures (76%).

Only seniority cultures and family working cultures showed statistically significant

differences by planning system. Seniority culture was present in all planning

sophistication2 companies, compared with 71% of planning sophistication3 companies
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and family-working cultures was present in more than 50% of planning sophistication2

companies, compared to 25% of planning sophistication3 companies.

Table 8.1: Key cultural characteristics

Characteristics N % Size Ownership Planning system
M % L % | % G % PS2 % PS3 %

Participative decision 6 14 1 7 5 18 1 5 5 23 1 6 5 21
making

Sub/group culture 42 100 14 100 28 | 100 20 | 100 22 100 18 100 24 100
Open and cooperative 40 95 13 93 27 96 18 90 22 100 17 94 23 96
Performance 42 100 14| 100 | 28 | 100 | 20 | 100 | 22 100 18 100 24 | 100
measurement

Hierarchical cultures 32 76 9 64 23 82 16 80 16 73 13 72 19 79
Seniority cultures® 35 83 12 86 23 82 19 95 16 73 18 100 17 71
Family working cultures® | 16 38 8 57 8 29 10 50 6 27 10 56 25
Leadership culture 15 36 5 26 10 36 11 55 4 18 8 44 29
Relativistic cultures 7 17 3 21 4 14 5 25 2 9 4 22 13

Note: N=42, ’planning system: p<0.05, Cramer’s V=0.387; ®planning system: p<0.05, Cramer’s V=0.311

8.2.3 Actions on Culture

Figure 8.4 shows that for the 42 formal planning companies, the 5 main company’s
actions on culture were providing a great deal of subordinate support from managers
(mean=4.07), encouraging teamwork rather than individual contributions (mean=4.02),
rewarding people in proportion to the excellence of their performance (mean=4.00),
encouraging communication and co-operation between different departments
(mean=3.48), and encouraging the development and implementation of new ideas
(mean=3.36).

There were statistically significant differences by size in that medium sized companies
were more likely to have actions on emphasizing on getting thing done, regardless of
formal procedures whereas large companies were more likely to have actions on

communicating mission, strategy, and objectives to employees.
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Figure 8.4: Company actions on culture

Size Ownership Planning system
Strongly Strongly ~ Strongly Strongly ~ Strongly Strongly
disagree agree disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Encouraging the development and

implementation of new ideas®

Encouraging communication and co-operation

between different departments®

Encouraging an open discussion of conflicts

and differences®

Encouraging participative decision-making

processes in and between different

organisational levels

Encouraging informal conversation between

senior and subordinate personnel

Encouraging teamwork rather than individual

contributions®

Emphasizing on getting thing done, regardless

of formal procedure’

Widely communicating mission, strategy, and

objectives to employees®

A great deal of subordinate support from

managers

Rewarding people in proportion to the

excellence of their performance 3.96 4.07 3.90 4.09

Note: N=42, *ownership: p<0.05; planning system: p<0.01, "ownership: p<0.05; planning system: p<0.005, ‘planning system: p<0.05
downership: p<0.005, “ownership: p<0.01; planning system: p<0.01, 'size: p<0.01, %ize: p<0.05; planning system: p=0.000
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Significant differences by ownership emerged in their actions on culture. Group
companies, compared with independent companies were more likely to encourage the
development and implementation of new ideas, communication and co-operation
between different departments, informal conversation between senior and subordinate

personnel, and teamwork rather than individual contribution.

The data on company actions on culture suggested that planning sophistication3
companies were more likely to have all actions on culture than planning sophistication2
companies, but statistically significant differences were only found for encouraging the
development and implementation of new ideas, encouraging communication and co-
operation between different groups, encouraging an open discussion of conflicts and
differences, and encouraging teamwork rather than individual contributions, and

communicating mission, strategy, and objectives to employees.

8.2.4 Changes in Company’s Culture

Table 8.2 shows that more than 50% of formal planning companies had attempted to

change the company’s culture during the last 5 years.

The data suggests that large companies and planning sophistication3 companies were
more likely to change their company’s culture in the last 5 years than medium sized
companies and planning sophistication2 companies. However, these differences were

not statistically significant.
There was a statistically significant difference by ownership in that 73% of group

companies had attempted to change their culture in the last 5 years compared with 30%

of independent companies.
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Table 8.2: Changes in company’s culture in the last 5 years

Changes | N % Size Ownership Planning system

M| % | L | % I % | G| % |PS2| % |PS3| %
Yes 22 52| 5] 36| 17| 61 6| 30| 16| 73 7| 39| 15| 63
No 20 48| 9| 64| 11| 39| 14| 70| 6| 27| 11| 61 9| 37
Total 42 | 100 | 14 | 100 | 28 | 100 | 20| 100 | 22 | 100 | 18| 100 | 24| 100

Note: ownership: p<0.01, Cramer’s V=0.427

Table 8.3 reveals the top 4 major reasons for culture changes in the last 5 years were the
lack of strategic thinking (96%), the lack of communication networks (86%), the lack of
employee’s knowledge (82%), and the lack of participative decision making process
(82%). There were no statistically significant differences based on either size,

ownership, or planning system.

Table 8.3: Major reasons for change of company’s culture in the last 5 years

Reasons N | % Size Ownership Planning system
M % L]l % |I1]| % |G| % |PS2] % | PB| %

Lack of strategic 21 9% | 4 80 17 100 | 6 100 15 94 6 86 15 100
thinking
Lack of co-operation 6 27 | 1 20 5 291 0 0 6 38 2 29 4 27
process
Too much top-down 11 50 | O 0| 11 65| 0 0 11 69 2 29 9 60
management
Too much seniority 12 55 | 1 20 11 65 | 1 17 11 69 2 29 10 67
system
Lack of communication 19 86 | 3 60 16 9 | 4 67 15 94 7 100 12 80
networks
Organisation conflicts 3 1401 20 2 1210 0 3 19 2 29 1 7
Ownership change 3 1401 20 2 1210 0 3 19 2 29 1 7
Lack of employees’ 18 82 5| 100 13 771 5 83 13 81 6 86 12 80
knowledge
Lack of participative 18 82 | 3 60 15 88 | 5 83 13 81 6 86 12 80
decision making process
Lack of bargaining and 11 50 | 2 40 9 53 | 4 67 7 44 3 43 8 53
negotiation processes
Unclear of responsibility 8 36 | 3 60 5 29 | 2 33 6 38 3 43 5 33
at all units
N 22 100 | 5| 100 | 17 | 100 | 6 | 100 16 | 100 7 100 15 100
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8.2.5 Factors Influencing Company’s Culture

Table 8.4 shows the three major factors which supported the change of the company’s
culture were the second level management (91%), the corporate level management
(82%), and CEO/MD/President (68%). There were no statistically significant
differences based on either size, ownership, or planning system.

Table 8.4: Major factors supported the change of company’s culture in the last 5 years

Factors N | % Size Ownership Planning system
M| % | L | % [ % | G % | PS2 | % |PS3| %

CEO/MD/President 15 68 2 40 13 77 3 50 12 75 4 57 11 73
Main shareholders 4 18 0 4 24 1 17 3 19 1 14 3 20
Corporate level management 18 82 3 60 | 15 88 3 83 13 81 7 100 11 73
Board of directors 3 14 0 - 3 18 1 17 2 13 1 14 2 13
Second level management 20 91 5 100 | 15 88 6 100 14 88 7 100 13 87
Other lower level 7 32 3 60 4 24 3 50 4 25 2 29 5 33
management

Employees 10 45 3 60 7 41 4 67 6 38 5 71 5 33
Environment at work 5 23 3 60 2 12 3 50 2 13 4 43 2 13
Senior management 11 50 3 60 8 47 2 33 9 56 4 57 7 47
N 22 100 5 100 17 100 6 100 16 100 7 100 15 100

8.2.6 Existing Problems with Company’s Culture

Table 8.5 shows that the top four major problems of implementing change to the
company’s culture were time effort requirement (96%), lack of the employees’ feedback
(91%), lack of the senior management’s feedback (68%), and the lack of transmitted

knowledge from corporate management (55%).
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Table 8.5: Major problems of implementing culture’s change

Problems N | % Size Ownership Planning system
% L| % | I % | G| % | P2 | % | PS3 | %

Time efforts 21 95 80 17 | 100 6 100 15 94 6 86 15 100
requirement
Lack of employees’ 20 91 60 17 | 100 5 83 15 94 6 86 14 93
feedback
Lack of senior 15 68 100 10 59 4 67 11 69 4 57 11 73
management’s
feedback
Company’s situation 5 23 - 29 1 17 25 14 4 27
Failure to 10 45 20 9 53 1 17 56 4 57 6 40
understand cultural
diversity
Languages 5 23 20 4 24 2 33 3 19 1 14 4 27
Lack of transmitted 12 55 40 10 59 2 33 10 63 2 29 10 67
knowledge from the
corporate
management
No one shared 9 41 60 6 35 1 17 8 50 1 14 8 53
emotions
N 22 100 100 17 | 100 6 100 16 | 100 7 100 15 100

Figure 8.5 shows that the change of the company’s culture had been slightly more

successful in medium sized companies, group companies, and planning sophistication3

companies rather than in large companies, independent companies, and planning

sophistication2 companies, however, these differences were not statistically significant.

Figure 8.5: Achievement of culture’s change

Size

Unsuccessful Very
successful

3.003.40
« M
<«--- .

Ownership

Unsuccessful Very
successful

1 2 3 4 5

Planning system

Unsuccessful Very
successful

271 327
<« Ps2
<- - PS3

Note: N=22
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8.3 Managerial Style

8.3.1 Company Managerial Style

Table 8.6 shows that for the 42 formal planning companies, the 5 key managerial styles
were decision-making by top management (98%), focus on employees’ benefits (88%),
empowerment systems (79%), continuous training and development (78%), and

seniority system (74%).

There was a statistically significant difference by size in that 71% of medium sized
companies indicated lifetime employment as their key managerial style compared with

39% of large companies.

A statistically significant difference by ownership was found for seniority system in that
90% of independent companies identified seniority system as their key managerial style

compared with 59% of group companies.

Statistically significant differences by planning system emerged in lifetime
employment, continuous training and development, and parental leadership. A higher
percentage of planning sophistication2 companies identified lifetime employment and
parental leadership as their key managerial style compared with planning
sophistication3 companies. On contrary, 92% of planning sophistication3 companies,
compared with 61% of planning sophistication2 companies indicated continuous

training and development as their key managerial style.
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Table 8.6: Key managerial style

Managerial style N | % Size Ownership Planning system
M| % L |%|1]| % |G|%|PS| % |PS| %
2 3

Influenced by company’s 26 | 62 | 11 79 15| 54 | 10 50 | 16 | 73 12 67 14 58
culture

Life time employment® 21 ] 50 | 10 71 11 ] 39 | 13 65 8| 36 14 78 7 29

Seniority system® 31 74| 10 71 21 | 75| 18 90 | 13 | 59 16 89 15 63

Continuous training and 33| 79 9 64 24| 86 | 14 70 | 19 | 86 11 61 22 92
development®

Decision-making by top 41 | 98 | 14 100 27 | 96 | 20 100 | 21 | 96 18 100 23 96
management

Parental leadership® 13| 31 7 50 6| 21 8 40 5| 23 9 50 4 17
Focus on employee’s 37 | 88 | 12 86 25 | 89 | 16 80 | 21 | 96 14 78 23 96
benefit

Empowerment system 33 79| 11 79 22 | 79| 15 75| 18 | 82 12 67 21 88

Note: N=42, 3size: p=0.05, Cramer’s V=0.303; planning system: p<0.01, Cramer’s \V=0.481, ®ownership: p<0.05, Cramer’s V=0.351
°planning system: p<0.05, Cramer’s V=0.369, “planning system: p<0.05, Cramer’s \V=0.357

Figure 8.6 reveals the 3 strongest company actions on managerial style were democratic
leadership (mean=4.07), using training programmes (mean=3.95), and using job

evaluation (mean=3.64).

A statistically significant difference was found by size in that medium sized companies

were more likely to employ a seniority system compared with large companies.

A statistically significant difference by ownership was that independent companies were
more likely to use a seniority system while group companies were more likely to use

training programmes.

Statistically, there were also significant differences by planning system in that planning
sophistication3 companies used more TQM, monetary policy, and high productivity
policy whereas planning sophistication2 companies were more likely to use a seniority

system.
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Figure 8.6: Company actions on managerial style

Size Ownership Planning system
Strongly Strongly  Strongly Strongly  Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Leadership
Paternalistic-autocratic . L L .
221 2.33 2.08
Democratic-participative e N e . e e “ o
400411 /. 3.95] 4.18 3.94 417 /'
Quality management )
Using TQMa e . e . L .
3.71 3.60 ;3.83
Using cost control R . . e el o . e o
T 354 I 56
Using budgetary control o e e o o e o o . o e .
T 7391_33 — TSaofses 350
Human resource management |
!
Trust and empowerment of subordinates o e _-JP-_o R T | o o
3.46 3.64 3.5 gis5 .58
Using job evaluation o o o . . o . o e .
T 7 "3s57\368 \z73 379
Using training programmes® o o R \ . . . .
- 3% s T 34 T
Other aspects
Using monetary policy® e e . I N S e
25 2.55\\ 2.86 2.39
Using psychological policy o o o o .« o o
Focusing on a high productivity policy® o o o o . o o
- 6 3.40/ 3.45 - 63
The family members . o o o o o .
T T 246" T 230 T T 250
The seniority system® . . . . .« e .
_ T293 350 282 345 279 356
- M - 1 __ PS2
L G PS3

Note: N=42, ®planning system: p<0.05, "ownership: p<0.005, °planning system: p<0.05, %planning system: p<0.05
fsize: p<0.05; ownership: p<0.05, planning system: p<0.005
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8.3.2 Influential Groups on Company Managerial Style

Figure 8.7 shows that the people who most influenced the company’s managerial styles
were corporate management (mean=4.26), and CEO/MD/President (mean=4.10). The
data suggested that corporate management of large companies, group companies, and
planning sophistication3 companies had more influence on company managerial styles
than medium sized companies, independent companies, and planning sophistication2

companies with a statistically significant difference by size.

Figure 8.7: Influential groups on company managerial style

Size Ownership Planning system
No Very great  No Very great  No Very great
influence influence influence influence  influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Board of directors

Controlling family

Controlling hotel group

CEO/MD/President

Corporate management®

Second level management

Note: N=42, %size: p=0.05
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8.3.3 Existing Problems of Company Managerial Style

Table 8.7 summarises that 74% of the formal planning companies had reported
problems with their current managerial style. There was a statistically significant
difference by ownership in that 16 (80%) independent companies had faced problems
with company’s managerial style, compared with 15 (68%) group companies. The data
showed no statistically significant differences by size and planning system.

Table 8.7: Problems with current managerial style

Problems | N % Size Ownership Planning system
M| % | L | % I % | G| % |PS2| % |PS3| %
Yes 31| 740 12| 8| 19| 68| 16| 80| 15| 68| 15| 83| 16| 67
No 11] 26 2| 14| 9] 32 41 20| 7| 32 3| 17 8] 33

Note: N=42, ownership: p<0.01, Cramer’s V=0.427

Table 8.8 shows that the 3 major problems of current managerial styles were unclear

managerial style (71%), inefficient employees (61%), and company cultures (58%).

Statistically significant differences by size emerged in distrust of employees, inefficient
employees, and unclear objectives. The data showed that a higher percentage of
medium sized companies identified distrust of employees, inefficient employees, and
unclear objectives as their major problems of current managerial styles compared with

large companies.

A statistically significant difference by planning system was also found for company
cultures with 81% of planning sophistication3 companies, compared with 33% of
planning sophistication2 companies, indicating company cultures as a major managerial

problem.
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Table 8.8: Major problems of current managerial styles

Problems N | % Size Ownership Planning system

M % L % | % G % | PS2 | % | PS3 | %
Company cultures® 18 58 5 42 13 68 8 50 10 67 5 33 13 81
Conflicts in top 8 26 3 25 5 26 6 38 2 13 4 27 4 25
management
Distrust of employees® 1| 35 7 58 4| 21 7| 44| 4| 27 6 | 40 5| 31
Inefficient employees® 19 61 11 92 8| 42| 11| 69 8| 53 1| 73 8| 50
Too much top-down 11 35 2 17 9 47 4 25 7 47 6 40 5 31
management
Unclear managerial style 22 71 7 58 15 79 10 63 12 80 12 80 10 62
Unclear objectivesd 13 42 9 75 4 21 9 56 4 27 9 60 4 25

Note: N=31, ®planning system: p<0.01, Cramer’s V=0.485, Psize: p<0.05, Cramer’s VV=0.380, ’size: p<0.01, Cramer’s VV=0.496
Ysize: p<0.01, Cramer’s V=0.354

8.4 Chapter Summary

This chapter reviewed the organisational culture and managerial style aspects of the

formal planning companies.

Organisation culture

Management of culture was important in all formal planning companies and the senior
managements of all formal planning companies were satisfied with the current culture.
The major influence on the company’s culture were the corporate level management,
second level management, and CEO/M.D./President. The controlling family of
independent companies, and the board of directors of planning sophistication2
companies had more influence on company’s culture than those of planning

sophistication3 and group companies.

Sub/group culture, performance measurement, open and cooperative, seniority culture,
and hierarchical cultures were the main characteristics of formal planning companies’
culture. Seniority culture, and family working culture were found more in planning

sophistication2 companies than in planning sophistication3 companies.

The dominant company’s actions on culture were providing a great deal of subordinate

support from managers, encouraging teamwork rather than individual contributions,
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rewarding people in proportion to the excellence of their performance, encouraging
communication and co-operation between different departments, and encouraging the
development and implementation of new ideas. Group companies and planning
sophistication3 companies were more likely to have more actions on culture than

independent companies, and planning sophistications2 companies.

More than half of the formal planning companies had attempted to change the
company’s culture during the last 5 years with group companies most likely to attempt
to change the culture. The lack of strategic thinking, the lack of communication
networks, the lack of employee’s knowledge, and the lack of participative decision-
making processes were the major reasons for culture changes over the last 5 years.
Major factors which supported the change of the company’s culture were the second
level management, the corporate level management, and CEO/MD/President.

The main problems of implementing change to the company’s culture were time effort
requirement, lack of the employees’ feedback, lack of the senior management’s
feedback, and the lack of transmitted knowledge from corporate management.

Managerial style
Decision-making by top management, focus on employees’ benefits, empowerment
systems, continuous training and development, and a seniority system were key

managerial styles of the formal planning companies.

Medium sized companies were more likely to use lifetime employment than large
companies while independent companies were more likely to have a seniority system
than group companies. Lifetime employment and parental leadership were mainly found
in planning sophistication2 companies while continuous training was mainly found in

planning sophistication3 companies.
The strongest company actions on managerial style were democratic leadership, using

training programmes, and using job evaluation. Total quality management, monetary

policy, and high productivity policy were used more in planning sophistication3
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companies while a seniority system was extensively used in medium sized companies,

independent companies, and planning sophistication2 companies.

The most influential groups on the company’s managerial style were corporate
management, and CEO/MD/President. The corporate management of large companies,
group companies, and planning sophistication3 companies had more influence on the
company’s managerial style than other groups. 74% of the formal planning companies
reported problems with their current managerial style and independent companies
seemed to have greater problems than group companies. Unclear managerial style,
inefficient employees, and company culture were the major problems of the current
managerial style. Medium sized companies, independent companies, and planning
sophistication2 companies have more problems with distrust of employees, inefficient
employees, and unclear objectives whereas large companies, group companies, and
planning sophistication3 companies reported more problems with company culture as a

problem of managerial style.
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Chapter 9

Mission and Long-term Objectives

9.1 Introduction

This chapter investigates the company mission statement and long-term objectives of
the 42 formal planning companies, and examines any significant differences by either

size, ownership, and planning system.
9.2 Formal Mission Statement

Table 9.1 shows that of the 42 formal planning companies, 22(52%) companies had a
formal mission statement. The data showed that large companies, group companies, and
planning sophistictation3 companies were more likely to have formal mission
statements than the other groups. However, statistically significant differences were
only found by ownership and planning system with 35% of independent companies
versus 68% of group companies having a formal mission statement and 33% of
planning sophistication2 companies versus 67% of planning sophistication3 companies

having a formal mission statement,

Table 9.1: Formal mission statement

mission N % Size Ownership Planning system
statement M| % | L | % I % |G| % | PS2 | % | PS3 | %
Yes 22 52 6 43 | 16 57 7] 35| 15 68 6| 33 16 | 67
No 20 48| 8 57 | 12 43| 13| 65| 7 32 2| 67 8| 33
Total 42| 100 | 14 | 100 | 28 | 100 | 20 | 100 | 22 | 100 18 | 100 24 | 100

Note: ownership: p<0.05, Cramer’s V=0.332; planning system: p<0.05, V=0.330
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9.2.1 Company’s Mission Statement

Table 9.2 shows that of the formal planning companies with a mission statement,
mission statements had been defined in terms of products and services (100%),
customers (77%), employees (73%), and shareholders (55%).

Large companies and group companies were more likely to have customers, employees,
and shareholders incorporated into the company mission statement compared with
medium sized companies and independent companies, however these differences were

not statistically significant.

A statistically significant difference was found by planning system for employees
incorporated into a mission statement. 88% of planning sophistication3 companies had
employees incorporated into a company mission statement compared with 33% of
planning sophistication2 companies.

Table 9.2: Company’s mission statement

Stated for N % Size Ownership Planning system
M| % L % 1| % |G| % |PS2| % | PS3 | %
Products/ services 22| 100 6 100 | 16 00 7] 1200] 15| 100 6 | 100 16 | 100
Customers 7] 77] 3 50 | 14 88 | 3 43 | 14 93 4 67 13] 81
Employees® 16 73 4 67 | 12 75 5 71 | 11 73 2 33 14 88
Shareholders 2] 5] 3 50 [ 9 56 | 3 43 ] 9 60 2 33 10| 63
Total 22 100 6 100 | 16 00| 7| 200| 15| 100 6 | 100 16 | 100

Note: N=22, *planning system: p<0.05, V=0.542

Figure 9.1 shows that the 3 main characteristics of the mission statement were
describing what business the company was in (mean=3.91), what business set the
company apart from others (mean=3.68), and defining the company’s customers
(mean=3.45).
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The data suggested that large companies, group companies, and planning
sophistication3 companies had more clearly identified the characteristics of their
mission statement than the other groups. However, there were no statistically significant

differences either by size, ownership, or planning system.

Figure 9.1: Characteristics of mission statement

Size Ownership Planning system
Not at all Toagreat Notatall To agreat Not at all To agreat
extent extent extent
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

What is business your company in?

3.91 .00 3.94
What will the business do? L D " L D, (R
2 300 |1 313
Who are the customers? . __* . __*
3.50 53 3.56
What do business set apart from others? . __ . *
81 8 350/, 3.75
How do the company’s customer, . _* R _°
. 3.13 2 3
products, markets, and philosophy
contribute to the achievement of the
objectives?
What does the company want to be? L L N J S R S ] R . "
3.143.33
- M - | _ Ps2
L G PS3

Note: N=22
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9.2.2 Changes in Mission Statement

Table 9.3 shows half of the 22 formal planning companies who had a formal mission
statement had changed their mission statement in the last 5 years. 100% of them
expanded their mission statement in the last 5 years in order to cover more aspects other
than what business the company was in and 40% of them stated mission statement more
specifically. The data suggested that changes in mission statement were more likely to
be found in large companies, group companies, and planning sophistication3
companies, compared to the other groups, however, there were no significant

differences by either size, ownership, or planning system.

Table 9.3: Change of mission statement in the last 5 years

Change of mission | N Size Ownership Planning system
statement M| % | L % I % | G| % |[PS2| % | PS3 | %
Yes 1| 2 33 9 56 | 2 28 9 60 1 17 10 63
No 1] 4 67 | 7 44| 5 2] 6 40 5 83 6 37
Total 22| 6] 100 | 16 00| 7| 100 15| 100 6 | 100 16 | 100

Figure 9.2 shows that of the 11 formal planning companies who had their mission
statement changed in the last 5 years, the 3 main factors influencing mission changes
were strategic consideration (mean=4.27), change of competitive conditions
(mean=3.64), and economic factors (mean=3.55).

The data suggested in medium sized companies changes of top management team and
political factors were more likely to influence the changes of mission statement whereas
in large companies the factors influencing changes of mission statement were new
competitive condition and economic factor. These differences were statistically

significant.
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Statistically, there was a significant difference by ownership in that for independent
companies changes of main shareholders were more likely to influence the changes of

mission statement than in group companies.

Figure 9.2: Factors influencing changes of mission statement

Size Ownership Planning system
No Very great No Very great No Very great
influence influence influence influence  influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Changes of CEO .

Changes of ownership ° i

Changes of top management team® N

Changes of main shareholdersb

New competitive condition® _

——

T 7350 5.00/

Economic factord

Strategic consideration .

Social factor .

Politic factor® _

Note: N=11, 3size: p<0.05, Pownership: p<0.05, %size: p<0.05, %ize: p<0.01, ®size: p<0.01
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9.2.3 Appropriateness of Mission Statement

Figure 9.3 shows that mission statements of large companies, group companies, and
planning sophistication3 companies were more appropriate over the last 5 years than
those of medium sized companies, independent companies, and planning sophistication

2 companies with a statistically significant difference by ownership.

Figure 9.3: Appropriateness of company’s mission statement in the last 5 years

Size Ownership Planning system
Not Very Not Very Not Very
appropriate appropriate appropriate appropriate appropriate appropriate
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
L] L] .& ' L] . L] L] x L] '. L] L] L] ¥ ’ L] L]
T T 33335 T 286 380 T 7333 356
&<—— M <« | <« P82
“ - - L <“-- G “ - - PS3

Note: N=22, ownership: p<0.001

Table 9.4 shows that of 22 formal planning companies who had a mission statement,
about 60% had expected their current mission statement to be applicable for 1-5 years
and the rest 40% had expected their current mission statement to be applicable for more
than 5 years. There were no statistically significant differences either by size,

ownership, and planning system.
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Table 9.4: Expected time for current mission statement

Total

22

100

100

16

100

100

15

100

100

16

Expected time | N % Size Ownership Planning system
M| % | L % % | G| % |PS2| % | PS3 | %
1-5 years 13 59 3 50 | 10 63 71| 8 53 2 33 11| 69
>5 years 9 411 3 50 6 37 29 7 47 4 67 5 31
6

100

9.2.4 Influential Groups on the Formulation of Mission Statement

Figure 9.4 shows that of the 22 formal planning companies who had a mission

statement, the major influences on the formulation of company mission statement were

corporate level management (mean=3.91), CEO/MD/President (mean=3.50), and

controlling hotel group (mean=3.40).

A statistically significant difference was found by size in that for medium sized

companies the controlling hotel group had more influence on the formulation of mission

statement than for large companies.

There were statistically significant differences by ownership in that the controlling

family and the CEO/MD/President were likely to have more influence on mission

statement formulation of independent companies rather than for group companies.
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Figure 9.4: Influential groups on mission statement formulation

Size Ownership Planning system
No Very great  No Very great No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Board of director

Controlling family?

Controlling hotel group®

CEO/MD/President*

Corporate level management

Second level management e _ e e [fe, e e N
2.883.17 2.71 3.07 2.17 3.25

Note: N=22, °N=11, ownership: p=0.010, PN=15, size: p=0.005, ‘ownership: p=0.05

9.3 Formal Corporate Long-term Objectives

Table 9.5 shows of the total formal planning companies, 67% had formal corporate
long-term objectives. There were statistically significant differences by ownership and
planning system with 50% of independent companies versus 82% of group companies
having corporate long-term objectives and 22% of planning sophistication2 companies
versus 100% of planning sophistication3 companies having corporate long-term

objectives.
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Table 9.5: Formal corporate long-term objectives

Formal long- N | % Size Ownership Planning system
term objectives M| % | L|% | % | G % | PS2 | % | PS3 %
Yes 28| 67| 10] 71| 18| 64 10 | 50 18 82 4] 22 24 100
No 14| 33 41 29| 10| 36 10 | 50 4 18 14| 78 0 0

Note: N=42,0wnership: p<0.05, Cramer’s VV=0.337; planning system: p=0.000, Cramer’s VV=0.816

9.3.1 Formal Corporate Quantitative Long-term Objectives

Table 9.6 shows that for the formal planning companies who had corporate long-term

objectives, quantitative objectives serving as guiding roles were performance objectives
(89%), financial objectives (88%), and sales objectives (79%).

There was a statistically significant difference by size with 70% of medium sized

companies having performance objectives compared with 100% of large companies

having performance objectives.

A significant difference in performance objectives also emerged by planning system.

Only 50% of planning sophistication2 companies had performance objectives whereas

96% of planning sophistication3 companies had performance objectives.

Table 9.6: Types of quantitative long-term objectives

Quantitative [ N | % Size Ownership Planning system
objectives M| % L | % I % | G| % | PS2| 9% | PS3 %
Return objectives 6 21 2 20 4 22 1 10 5 28 0 0 6 25
Stock market 4 14 0 0 4 22 0 0] 4 22 0 0 4 17
Sales 22 79 8| 8 | 14| 78 7] 701 15 83 2 50 20 83
Financial 24 86 71 0| 17| 94 8] 80| 16 89 3 75 21 88
Performance® 25 89 7] 70| 18] 100 8| 80| 17 94 2 50 23 96
Total 28| 100 10| 200 | 18| 100 | 10| 100 | 18 | 100 4| 100 24 | 100

Note: %size: p<0.05, Cramer’s V=0.465; planning system: p<0.01, Cramer’s V=0.519
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9.3.2 Performance Against Formal Corporate Long-term Objectives

Figure 9.5 shows that the 28 formal planning companies who had formal long-term
objectives met their objectives in the last 5 years with no statistically significant

differences either by size, ownership, or planning system.

Figure 9.5: Performance against formal long-term objectives in the last 5 years

Size Ownership Planning system
Failed to achieve Exceeded Failed to achieve Exceeded Failed to achieve Exceeded
objectives objectives objectives objectives objectives objectives
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
L] L] .‘ JO . L] L] \. ' L] L] L] L] \. ' L] .
T 344350 T 340850 T T 325350
<— M <« |1 <« P82
< -- L <- - - G <- - - PS3

Note: N=28

Figure 9.6 shows the three major reasons given for the performance against long-term
objectives by the 28 companies who had long-term objectives were managerial
performance (mean=4.11), appropriateness of objectives (mean=3.82), and economic
factors (mean=3.57). Statistically, there were no significant differences either by size,

ownership, or planning system.
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Figure 9.6: Reasons to evaluate the performance against the formal long-term objectives

Appropriateness of objectives

Managerial performance

Politic factor

Competitive situation

Organisational structure

Economic factor

Technology factor

Size Ownership Planning system
Not Very Not Very Not Very
important important ~ important important important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Note: N=28

9.3.3 Formal Corporate Long-term Qualitative Objectives

Table 9.7 shows that of the 28 formal planning companies who had corporate long-term

objectives, 64% also had corporate qualitative long-term objectives. A statistically

significant difference was found by ownership in that 40% of independent companies

had qualitative long-term objectives compared with 78% of group companies.
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Table 9.7: Formal qualitative long-term objectives

Qualitative [ N | % Size Ownership Planning system
objectives M % L % | % G % |PS2| % | PS3 | %
Yes 18| 64 7] 0] 1] 61 4 40| 14| 78 3| 75 5] 63
No 0] 36 3] 30 7| 39 6| 60 41 22 1] 25 9| 37
Total 28 | 100 10 100 | 18] 1200| 10| 100 | 18 100 4| 100 24| 100

Note: ownership: p<0.05, Cramer’s V=0.387

Table 9.8 shows that the most common corporate qualitative long-term objectives of the
18 formal planning companies who had qualitative objectives were quality and service
(94%), customer focus (78%), and reputation and image (61%).

A statistically significant difference was found for cost controlling objective in that 86%
of medium sized companies had cost controlling as a corporate qualitative long-term

objective compared with 36% of large companies.
There were statistically significant differences by planning system with a higher

percentage of planning sophistication3 companies having leadership on quality and

service, and customer focus objectives than planning sophistication2 companies.

Table 9.8: Type of formal qualitative long-term objectives

Formal quantitative | N | % Size Ownership Planning system
objectives M| % | L| % | % | G| % | PS2 | % | PS3 %

Cost controlling® 10 | 56 6| 86 4 36 3 75 7 50 2 67 8 53
Leadership in quality and 17 | 94 6| 8 | 11 100 4 100 | 13 93 2 67 15 100
service®

Leadership in reputation | 11 | 61 3| 43 8 73 2 50 9 64 1 33 10 67
and image

Focus on market segment 5| 28 2| 29 3 27 1 25 4 29 0 0 5 33
Customer focus® 14 | 78 5] 71 9 82 4 100 | 10 71 1 33 13 87
Societal objective 5| 28 1| 14 4 36 1 25 4 29 0 0 5 33

Note: N=18, %size: p<0.05, Cramer’s VV=0.484, °planning system: p<0.05, Cramer’s VV=0.542,planning system: p<0.05, Cramer’s VV=0.478
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9.3.4 Changes of Formal Corporate Long-term objectives

All formal planning companies who had formal corporate long-term objectives had
changed their long-term objectives over the last five years. It was found (refer Table
9.9) that the three major changes were update of objectives (100%), financial factor

changes (71%), and instituting new objectives (68%).

A statistically significant difference by ownership was found for instituting new
objectives. 83% of group companies had instituted new objectives while only 40% of

independent companies had this change.
There was a significant difference by planning system in that 67% of planning

sophisticaiton3 companies had a philosophy focus change compared with no planning

sophistication2 companies.

Table 9.9: Major changes of corporate long-term objectives

Major changes N % Size Ownership Planning system
M % L % | % G % pPS2 % PS3 %
Philosophy focus® 16 57 4 40 12 67 4 40 12 67 0 0 16 67
Objective update 28 100 10 100 18 100 10 100 18 100 4 100 24 100
Financial factor changes 20 71 6 60 14 78 6 60 14 78 2 50 18 75
Explicitness 8 29 1 10 7 39 2 20 6 33 0 0 8 33
Qualitative addition 8 29 2 20 6 33 1 10 7 39 0 0 8 33
Instituted new (;.bjectivesb 19 68 6 60 13 72 4 40 15 83 2 50 17 71
Total 28 100 10 100 18 100 10 100 18 100 4 100 24 100

Note: planning system: p<0.05, Cramer’s \V=0.471, "ownership: p<0.05, Cramer’s VV=0.445

Figure 9.7 shows that 2 major factors which influenced the change of corporate long-
term objectives were changes in economic factors (mean=3.61) and new competitive
conditions (mean=3.50). There was a statistically significant difference by size for new
competitive conditions in that new competitive conditions were more likely to influence
the change of company formal long-term objectives for large companies compared with

medium sized companies.
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Figure 9.7: Factors influencing the change of formal long-term objectives

Size Ownership Planning system
No Verygreat  No Verygreat  No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Changes of CEO

Changes of ownership

Changes of top management team

New competitive condition®

Changes of main shareholders

Changes of economic factor

Changes of politic factor

Changes of social factor

Changes of technology factor : .

T 160 189 1.60 1.89
- M - I _ P2
L G PS3

Note: N=28, %size: p<0.05
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Table 9.10 shows that the majority of formal planning companies who had formal
corporate long-term objectives were likely to change their current long-term objectives

within a year.

Table 9.10: Expected applicability of current long-term of objectives

No.of future | N | % Size Ownership Planning system
years M| % | L | % I % G % | PS2 | % | PS3| %
1 year 2] 79 7] 70| 15| 83| 10| 100 12| 67 2 50 20 84
2 years 4 14 3 30 1 6 0 0 4 22 2 50 2 8
3 years 2 7 0 0 2 11 0 0 2 11 0 0 2 8
Total 28| 100 20| 100 | 18| 100| 10| 100 18 | 100 4| 100 24 | 100

9.3.5 Influential Groups on the Formulation of Formal Long-term

Objectives

Figure 9.8 shows that of the formal planning companies who had corporate long-term
objectives, the major influences on the formulation of corporate long-term objectives
were corporate level management (mean=4.07), controlling hotel group (mean=3.94),
and CEO/MD/President (mean=3.71). Interestingly, the people who influenced the
formulation of corporate long-term objectives were the same people who influenced the

formulation of mission statement.

A statistically significant difference by size was found for second level management. In
medium sized companies, second level management had more influence on the

formulation of company long-term objectives compared with those of large companies.
Statistically, there was also a significant difference by ownership in that the

CEO/MD/President of independent companies were more likely to influence the

formulation of company long-term objectives compared with those of group companies.
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Figure 9.8: Influential groups on long-term objective formulation

Size Ownership Planning system
No Very great No Very great No Very great
influence influence influence influence  influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Board of director

Controlling family?

Controlling hotel group®

CEO/MD/President*

Corporate level management

Second level management

Note: N=28, ®N=13, °N=18, “ownership: p<0.05, %ize: p<0.005

9.3.6 Process of Corporate Long-term Objective Formulation

Table 9.11 shows that the major process for corporate long-term objective formulation
was a negotiation process between CEO/MD/President and corporate level management
(47%). None of the processes showed statistically significant differences either by size,

ownership, or planning system.
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Table 9.11: Process of corporate objective formulation

Process N | % Size Ownership Planning system
M % L % | % G 0 PS2 0 PS3 %
Formulated by 5 18 2 20 3 17 2 20 3 17 1 25 4 17
CEO/MD/President
Formulated by corporate 4 14 0 0 4 22 0 0 4 22 0 0 4 17
management
Negotiation process between 4 14 2 20 2 11 1 19 3 17 1 25 3 12

corporate level/board of

director and second level

management
Negotiation process between 13 46 5 50 8 44 7 70 6 33 1 25 12 50
CEO and corporate level
management
Formulated by controlling 2 7 1 10 1 6 0 0 2 11 1 25 1 4
hotel
Total 28 | 100 | 10 | 100 | 18 | 100 | 10 | 100 | 18 | 100 4 | 100 24 | 100

9.3.7 Roles of Corporate Long-term Objectives

Figure 9.9 shows that of the 28 formal planning companies who had corporate long-
term objectives, the 3 main roles of formal long-term objectives were monitoring of
current performance (mean=4.32), evaluation of past performance (mean=4.21), and

evaluation of second level objectives (mean=4.07).

Statistically, there was a significant difference by ownership in that for group
companies, communication to external public played a more important role than in

independent companies.

The data suggested that planning sophistication3 companies assigned greater
importance to all roles of corporate long-term objectives than planning sophistication2
companies, but only evaluation of other lower level objectives was a statistically

significant difference.
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Figure 9.9: Roles of formal corporate long-term objectives

Size Ownership Planning system
Not Very Not Very Not Very
important important  important important  important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Evaluation of past performance

. . . a
Communication to external public

Evaluation of second level objectives

Evaluation of other lower level

objectivesb

Monitoring of current performance

Activate contingencies

Provide challenge and motivation

3.17 3.20

Note: N=28, *ownership: p<0.05, Pplanning system: p<0.05

9.3.8 Quality of Corporate Long-term Objectives

Figure 9.10 shows that all of the 28 formal planning companies who had corporate long-

term objectives found the quality of their current objectives was satisfactory.
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The data suggested large companies, group companies, and planning sophistication3
companies had a higher quality of current corporate long-term objectives than medium
sized companies, independent companies, and planning sophistication2 companies.

These differences, however, were not statistically significant.

Figure 9.10: Quality of current corporate long-term objectives

Size Ownership Planning system

Very Very Very Very Very Very
poor good poor good poor good

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

L] . \. v L] . L] L] .X * L] L] L] . .& v L] .

T 340356 T 7340356 T 325354

«—— M <« | <« P82

<« - - L “ - - G “ - - PS3

Note: N=28

9.4 Formal Second Level Long-term Objectives

Table 9.12 reveals that of the formal planning companies, only 36% had formal second
level long-term objectives. There was a statistically significant difference by ownership
in that only 20% of independent companies had second level long-term objectives
compared with 50% of group companies. The data further identified that none of the
planning sophistication2 companies had formal second level long-term objectives.

Table 9.12: Formal second level long-term objectives

Second level | N | % Size Ownership Planning system
objectives M| % | L | % Il | % | G| % | PS2 | % | PS3 | %
Yes 5 36| 4] 29[ 12 39| 4] 20| 11] 50 0 0 15| 63
No 27| 64| 0] 71| 17| 61| 16| 80| 11| 50 18 | 100 9 37
Total 42] 100 14| 200] 28| 100 20| 100 | 22 100 18 | 100 24 | 100

Note: Ownership: p<0.05, Cramer’s VV=0.313; planning system: p=0.000, Cramer’s V=0.645
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9.4.1 Units of Measure of Formal Second Level Long-term Objectives

Table 9.13 shows that of the 15 formal planning companies who had formal second
level long-term objectives, the 3 common units of measure for their objectives were

sales growth (87%), profit (80%), and occupancy rate (67%).

Table 9.13: Units of measure of formal second level long-term objectives

Units of N | % Size Ownership Planning system

measure M| % L % I % | G| % | PS2 | % | PS3 | %
ROI/ROA 2 13 1 25 1 9 2 18 0 0 2 13
Profit 12 80 4 | 100 8 73 4 100 8 73 0 0 12 80
Cash flow 8 53 2 50 6 55 2 50 6 55 0 0 8 53
Sales growth 13 87 4 | 100 9 81 4 100 9 80 0 0 13 87
Return on sales 7 47 2 50 5 46 2 50 5 46 0 0 7 47
Occupancy rate 10 67 2 50 8 73 2 50 8 73 0 0 10 67
Average daily rate 8 53 3 75 5 46 3 75 5 46 0 0 6 40
Total 15 100 4 100 11 100 4 100 | 11 100 0 0 15 100

9.4.2 Influential Groups on the Formulation of Formal Second Level

Long-term Objectives

Figure 9.11 reveals that of the 15 formal planning companies who had long-term second
level objectives, the major influences on second level long-term objective formulation
were second level management (mean=4.20), corporate level management (mean=3.87),
controlling hotel group (mean=3.17), and CEO/MD/ President (mean=3.13).

A statistically significant difference by size emerged for controlling family. For medium

sized companies, a controlling family had more influence on the formulation of second

level objectives than those of large companies.
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There was a significant difference by ownership in that for group companies second

level management had more influence on the formulation of second level objectives
than did second level management of independent companies.

Figure 9.11: Influential groups on the formulation of formal second level objectives

Size Ownership Planning system
No Very great  No Very great No Very great
influence influence  influence influence  influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Board of director o o o o e e e e
L _ S
1.64-I 2.00 1.73 -‘
1 \
1 \
\ \
Controlling family? et X e e e e s o o
2.00+ 3.00 243
\ \
.\ .\
\ .\.
Controlling hotel group” _-_-_\-‘_-_- _._._.‘~ .
3.09 3.17,
1 i
1 i
! 1
CEO/MD/President e e el e«
3131
!
1
!
1
Corporate level management L R S
387 -
.\
'\
-‘.
Second level management* e e e et e
4.20
- M 1 PS2
_______ L o G _._._._ Ps3

Note: N=15, °N=7, size: p<0.005, °N=12, ‘ownership: p<0.01

165



Chapter 9: Mission and Long-term Objectives

9.4.3 Process of Second Level Long-term Objective Formulation

Table 9.14 shows that the major process of second level long-term objective
formulation was a negotiation process between corporate level management and second
level management (66%). There were no statistically significant differences either by

size, ownership, or planning system.

Table 9.14: Process of second level objective formulation

Process N | % Size Ownership Planning system

M % |[L| % |[1| % |G| % | P2|%]| P3| %

Formulated by the corporate 1 7101 25 0 0f 1 25 0 0 0o o0 1 7
management

Negotiation process between 10 67 | 3 75 7 64 | 3 75 7 64 00 10 66
corporate management and
second level management

Negotiation process between 1 710 0 1 91 0 0 1 9 0| 0 1 7
CEO and second level

management

Formulated by second level 3 20 0 0 3 271 0 013 27 0| 0 3 20
management
Total 15 100 | 4 100 | 11 | 100 || 4 100 | 11 100 0| 0 15 100

9.4.4 Roles of Second Level Long-term Objectives

Figure 9.12 shows that of the 15 formal planning companies who had second level long-
term objectives, the major roles of formal long-term objectives were a standard to
evaluate business unit performance (mean=4.13), and major influence on final corporate
objectives (mean=3.40). There were no statistically significant differences either by size

or ownership.
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Figure 9.12: Roles of second level objectives

Size Ownership Planning system
Not Very Not Very Not Very
important important important important  important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Major influence on final corporate

N 3.40
objectives !
1
|
|
i
Devices for capital R
3.13\,
\.
\
|
\
Standard to evaluate business unit L R R S
413/
performance ,
;
;
;
‘I'
An incentive basis for managerial A R
. 2.643.25 2.73 3.00 2.80
compensation
- M - 1 P2
L G PS3

Note: N=15

9.4.5 Quality of Second Level Long-term Objectives

Figure 9.13 shows that all of the 15 formal planning companies who had second level

long-term objectives found the quality of their current objectives was satisfactory.
The data suggested large companies and group companies had a higher quality of

current second level long-term objectives than medium sized companies and

independent companies. These differences, however, were not statistically significant.
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Figure 9.13: Quality of second level long-term objectives

Size Ownership Planning system
Very Very Very Very Very Very
poor good poor good poor good
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
RT RIS -
T T 375391 T T 350 400 Y
< M <« l <« PS2
<--- L <--- G <- - - PSs3

Note: N=15

9.4 Chapter Summary

This chapter investigated the formal mission statement and long-term objectives of the

formal planning companies.

Formal mission statement

22 formal planning companies were reported having a formal mission statement. A
formal mission statement was mainly found in large companies, group companies, and
planning sophisticatin3 companies rather than in the other groups with statistically

significant differences by ownership and planning system.

Generally mission statements had been defined in terms of products and services,
customers, employees, and shareholders. All the formal planning companies had
products/service incorporated into their company mission statement. Large companies,
group companies and planning sophistication3 companies tended to incorporate
customers, employees, and shareholders into their company mission statement with only

a significant difference found for employees by planning system.
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The main characteristics of the mission statement were describing what business the
company was in, what business set the company apart from others, and defining the
company’s customers. Large companies, group companies, and planning sophistication3
companies appeared to more clearly identify the characteristics of their mission
statement than the other groups.

11 formal planning companies had changed their company mission statement over the
last 5 years mainly by expanding their mission statement to cover more aspects other
than what business the company was in, and by stating the mission statement more
specifically. The changes in mission statement tended to be found in large companies,

group companies, and planning sophistication3 companies.

The main factors influencing mission statement changes were strategic considerations,
change of competitive conditions, and economic factors. Significantly changes of top
management team and political factors had a greater influence on the changes of
mission statement in medium sized companies, whereas new competitive conditions and
economic factors strongly influenced the changes of mission statement in large
companies. Changes of main shareholders had a significant influence on the changes of

mission statement in independent companies.

Over the last 5 years mission statements of large companies, group companies, and
planning sophistication3 companies seemed to be more appropriate than those of
medium sized companies, independent companies, and planning sophistication 2
companies with a statistically significant difference by ownership. The current mission

statement was generally expected to be applicable at least for the next 1-5 years.

Corporate level management, the CEO/MD/President, and controlling hotel group were
the major influences on the formulation of the company mission statement.
Significantly, for the medium sized companies controlling hotel group had a stronger
influence on the formulation of company mission statement whereas for independent
companies controlling family, and the CEO/MD/President had a strong influence on

mission statement formulation.
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Formal long-term objectives

28 formal planning companies were reported with formal corporate long-term
objectives. Significantly, the majority of group companies and all of the planning
sophistication3 companies had formal corporate long-term objectives. Major
quantitative objectives used by formal planning companies were performance
objectives, financial objectives, and sales objectives. Significant differences were found
with most large companies, and planning sophistication3 companies having

performance objectives.

The main reasons for performance against formal corporate long-term objectives over
the last 5 years were managerial performance, appropriateness of objectives, and

economic factors.

18 formal planning companies were reported as having corporate long-term qualitative
objectives with the majority of group companies having qualitative objectives. Quality
and service, customer focus, and reputation and image were the most common
qualitative objectives. Differences were found by size and planning system with
medium sized companies focusing on cost control and planning sophistication3

companies focusing on quality and service, and customer focus.

Formal long-term objectives had been changed over the last 5 years. Update of
objectives, financial factor changes, and instituting new objectives were the major
changes. Group companies were more likely to institute new objectives and planning
sophistication3 companies were more likely to change philosophy focus. Changes in
economic factors and new competitive conditions were main factors influencing the
change of corporate long-term objectives. New competitive conditions were more likely
to influence the change of company formal long-term objectives in large companies
compared with medium sized companies. Current long-term objectives were expected to

be changed over the next 1 to 3 years.

The major influences on the formulation of corporate long-term objectives were

corporate level management, controlling hotel group, and the CEO/MD/President
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respectively. Second level management of medium sized companies had a greater
influence on long-term objective formulation than for large companies while the
CEO/MD/President of independent companies had more influence when compared with

group companies.

A negotiation process between CEO/MD/President and corporate level management
was a key process for corporate long-term objective formulation. Monitoring of current
performance, evaluation of past performance, and evaluation of second level
management were the main roles of formal corporate long-term objectives. Group
companies had more emphasis on communication to external public compared with
independent companies. Planning sophistication3 companies were more likely to place
more emphasis on all roles of formal corporate long-term objectives than planning
sophistication2 companies.

Large companies, group companies, and planning sophistication3 companies seemed to

have a higher quality of corporate long-term objectives than the other groups.

Only 36% of formal planning companies had formal second level long-term objectives.
Large companies, group companies, and planning sophistication3 companies were more
likely to have formal second level long-term objectives rather than the other groups with
a statistically difference by ownership. The major roles of second level long-term
objectives were a standard to evaluate business unit performance, and a major influence

on final corporate objectives.

Second level management, corporate level management, controlling hotel group, and
CEO/MD/President were major influences on the formulation of second level long-term
objectives. A controlling family had more influence on the formulation of second level
long-term objectives in medium sized companies than large companies whereas second
level management had more influence in group companies than independent companies.
The main process of second level objectives formulation was a negotiation process
between corporate level management and second level management. The quality of

second level long-term objectives was found to be considered as satisfactory.
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Chapter 10

Corporate Strategies and Processes

10.1 Introduction

This chapter examines on the extent of formalisation of corporate strategies, corporate
strategies development processes, influence of analytical tools and techniques,
benchmarking, explicitness of corporate strategies and important growth strategies,
quality management strategy, and resource allocation decisions. It will also identify any

significant differences by size, ownership, or planning system.
10.2 Strategy Development

10.2.1 Extent of Formalisation of Corporate Strategy

Figure 10.1 shows that all the formal planning companies formalised their corporate
strategies to a reasonable extent. Statistically, there was a significant difference by
planning system in that planning sophistication3 companies were more likely to
formalize the corporate strategies compared with planning sophistication2 companies.
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Figure 10.1: Formalisation of corporate strategies

Size Ownership Planning system
Not at all To a great Not at all To agreat Not at all To agreat
extent extent extent
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
\, \; V,
T T 336361 T T 325377 T T 300388
«—— M <« | <« PS2
<« - - L <« -- G <« - - PS3

Note: N=42, planning system: p<0.005

10.2.2 Process of Corporate Strategy Development

Table 10.1 shows that for the formal planning companies, the major processes of
corporate strategy development were a negotiation process between CEO/MD/President
and corporate level management (52%), and being formulated by corporate
management (26%). None of the processes showed a significant difference by either

size, ownership, or planning system aspects.

Table 10.1: Process of corporate strategy development

Process N | %
Formulated by CEO/MD/President 6 14
Formulated by the corporate management 11 | 26

Negotiation process between corporate management/ CEOMD/President and board of directors 3 7

Negotiation process between CEO/MD/President and corporate level management 22 | 52

Total 42 | 100
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10.2.3 Analytical Tools and Techniques

Figure 10.2 shows that in the 42 formal planning companies, the 4 most common
analytical tools/techniques which influenced the corporate strategy development during
the last 5 years were the SWOT analysis (mean=4.00), forecasting model (mean=3.38),
the Five Force analysis (mean=3.29), and the PEST analysis (mean=3.21) respectively.
It should be noted that overall the analytical tools had a low influence on the

development of corporate strategy.

The findings suggest that large companies, group companies, and planning
sophistication3 companies were more likely to focus on environmental analysis and
resource analysis techniques than medium sized companies, independent companies,
and planning sophistication2 companies. Statistically significant differences were found
by size for Five Force analysis, by ownership for SWOT analysis, and for product life
cycle analysis and by planning system for all analytical tools/techniques.

Figure 10.3 presents the same influence pattern of analytical tools/techniques on
corporate strategy development in the next 5 years. The 4 most common analytical
tools/techniques were the SWOT analysis (mean=4.02), forecasting model
(mean=3.57), the Five Force analysis (mean=3.36), and the PEST analysis (mean=3.33)
respectively. The data revealed that environmental analysis and resource analysis
techniques were more likely to influence the corporate strategy development of large
companies, group companies, and planning sophistication3 companies than those of the
other groups. Statistically significant differences were found by ownership for the
SWOT analysis, and for product life cycle analysis, and by planning system for all

analytical tools/techniques.
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Figure 10.2: Analytical tools/techniques for corporate strategy development (last 5 years)

Size Ownership Planning system
No Very great  No Very great No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Environment and resource analysis techniques

PEST analysisal
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9planning system: p<0.05, "planning system: p<0.01, ‘planning system: p<0.05, Jplanning system: p<0.01
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Figure 10.3: Analytical tools/techniques for corporate strategy development (next 5 years)

Size Ownership Planning system
No Very great  No Very great No Very great
influence influence influence influence  influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Environment and resource analysis techniques

PEST analysisal

Five Force alnalysisb

SWOT analysisC

Product life cycle analysisd

Forecasting model®

Planning techniques

BCG service portfolio matrixf

GE Matrix®

Service and market portfolioh

Multifactor Matrixi

Grand strategy techniquesj

Note: N=42
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Yownership: p<0.05; planning system: p=0.000, ®planning system: p=0.000, ‘planning system: p<0.05
9planning system: p<0.05, "planning system: p<0.05, ‘planning system: p<0.05, Jplanning system: p<0.05
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10.2.4 Benchmarking

The data in Figure 10.4 shows that in the 42 formal planning companies, benchmarking
had a moderate influence on the corporate strategy over the last 5 years (mean=3.10)
and it was expected to have a greater influence on corporate strategy over the next 5
years (mean=3.17). Interestingly, the benchmarking strategy of large companies, group
companies, and planning sophistication3 companies were more likely to have an
influence on corporate strategies, both over the last 5 years and over the next 5 years
than those of the other groups. However a statistically significant difference was found

only between independent companies and group companies.

Figure 10.4: Benchmarking Influences on corporate strategy

Size Ownership Planning system
No Very great No Very great  No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years?®

~ 278 Tzar T 2m[ 733
i i
i i
] ]
In the next 5 years” N O R R CHEC
2.85 3. 2.833.42
- M - | _ Ps2
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Note: N=42, *ownership: p<0.05, ownership: p<0.05

Figure 10.5 shows that all formal planners were likely to use competitors in Thailand
for benchmarking (mean=3.45) rather than overseas competitors (mean=1.69). There

were statistically significant differences by ownership, and planning system.
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Figure 10.5: Groups used for benchmarking

Size Ownership Planning system
Not at all Significant ~ Not at all Significant Not at all Significant
benchmarking benchmarking benchmarking
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Competitors in Thailand®

Competitors oversea”

Note: N=42, ownership: p<0.05; planning system: p=0.000, Pownership: p<0.05; planning system: p<0.05

The data on major dimensions of benchmarking process in Table 10.2 reports that the 3
most important dimensions for the benchmarking process were products/services (88%),
marketing (86%), and customers (83%).

There was a statistically significant difference by size with 96% of large companies
considering product/service as a major dimension of benchmarking process versus 71%

of medium sized companies.

Significant differences by ownership emerged for business strategy with 73% of group
companies indicating business strategy as a major dimension of benchmarking process

compared with 40% of independent companies.

Statistically significant differences by planning system were found for business strategy,
and profitability. The finding suggests that a higher percentage of planning
sophistcation3 companies identified business strategy and profitability as major
dimensions of their benchmarking process compared with planning sophistication2

companies.
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Table10.2: Major dimensions of benchmarking process

Dimensions N | % Size Ownership Planning system
M | % L | % |l (% G | % PS2 | % |PS3 | %

Market 33 79 10 71 23| 82 14 70 | 19 86 12 67 21 88
Customer 35 83| 10 71 25| 89| 15 75 20 91 13 72 22 92
Business strategy? 24 57 6 43 18 64 8 40 16 73 7 39 17 71
Product/service” 37 88 10 71 27 96 || 16 80 21 96 15 83 22 92
Profitability® 21 50 8 57| 13| 46| 8 40 [ 13 59 4] 22 17 71
Marketing 36 86 | 10 71 26| 93| 15 75| 21 96 14| 78 22 92
Total 42| 100 24| 1200| 28| 100 20| 1200 | 22| 100 18 | 100 24 | 100

Note: *ownership: p<0.05, Cramer’s VV=0.330; planning system: p<0.05, Cramer’s v=0.319
bsize: p<0.05, Cramer’s VV=0.364, ‘planning system: p<0.01, Cramer’s V=0.481

10.2.5 Explicit Nature of Corporate Strategies

Figure 10.6 shows the nature of the 5 major explicit corporate strategies for the formal
planners were seeking markets where service quality is important (mean=4.19), seeking
markets where it can attain large share of served markets (mean=3.98), seeking to enter
or develop service businesses (mean=3.90), seeking market service differentiation is

important (mean=3.90), and seeking market where long stay is possible (mean=3.88).

Statistically significant differences were found by size, ownership, and planning system.
Large companies were more likely to seek markets where they can attain large shares of
served markets, and markets where hotel brand is important whereas medium sized

companies tended to take advantage of Thailand’s cheap labour.

Group companies seemed more likely to seek markets where they can attain large shares
of served markets, markets where service differentiation is important, markets where
hotel brand is important, and markets where service quality is important, markets which
require unique service, and market where long stay is possible compared with
independent companies.

Based on planning system, planning sophistication3 companies were more likely to seek

markets where they can attain large shares of served markets, markets where service
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differentiation is important, markets where hotel brand is important, markets where
service quality is important, markets where scare resources are important, markets
which require unique service, and markets where strategic partnerships are feasible
whereas planning sophistication2 companies tended to take advantage of Thailand’s
cheap labour.

Figure 10.6: Explicit nature of corporate strategies

Size Ownership Planning system
Strongly Strongly  Strongly Strongly  Strongly Strongly
disagree agree disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Our company seeks to enter high growth L I L T e . .
3.61 8Ns 3.75
markets.
Our company seeks to enter market with I N S e . .
. 46 41
small numbers of competitors.
Our company seeks to enter or develop e e . . . .
. . 3.93 14.09 3.83 () 3.96
service businesses. : ;
1 1
1 1
i 1
Our company seeks markets where itcan ~ __ o R o o o | -_5'_- _-_-_-__-;_-
a 4.18 3.65 4.2 : 367 421 -
attain large shares of served markets. ! : :
]
5 |
1 1
| |
] ]
Our company seeks markets where L . L N B R L | o,
o S b 3.93 345 432[ 3 ;
service differentiation is important. i :
i i
i i
| e
] |
Our company seeks markets where hotel . . oo o o, - o o o o
. c (411 3.05\ 4.36; 294\ 433
brand is important. ; ; ;
I ! !
! ! !
! a a
]
Our company seeks markets where L L T S _-_-_-_-';- L '_-
4.07 4.25 3.80 4.55 3.72 454

service quality is important.d
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Figure 10.6: Explicit nature of corporate strategies (continued)

Size Ownership Planning system
Strongly Strongly  Strongly Strongly ~ Strongly Strongly
disagree agree disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Our company seeks markets where
scarce resources are important.e —.ﬁ. _*

Our company seeks markets which

. . . f
require unigue service.

Our company seeks markets where

strategic partnerships are feasible.?

Our company seeks to exit from markets

with large numbers of competitors.

Our company seeks markets where joint

ventures/mergers are feasible.

Our company seeks market where long

stay is possible.h

Our company seeks to take advantage of

Thailand’s unique resources.

Our company seeks to take advantage of

2.61 3.29

Thailand’s cheap Iabour.i

2.64 3.05 2.71 3.00

Note: %size: p<0.05, ownership: p<0.01, planning system: p<0.05, "ownership: p<0.05, planning system: p<0.05
‘size: p<0.01, ownership: p=0.01, planning system: p=0.000, “ownership: p<0.005, planning system: p=0.001
*planning system: p<0.05, ‘ownership: p=0.000, planning system: p<0.005

Yownership: p<0.005, planning system: p<0.05, "ownership: p<0.05, 'size: p<0.005, planning system: p<0.05
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10.3 Growth Strategy

10.3.1 Product/Market Growth Strategy

The data on product/market growth strategy of the formal planners in Figure 10.7 shows
that the greatest importance in the last 5 years was assigned to growth through
introducing existing products/service into new markets (mean=3.76), followed by
growth through existing products/service in existing markets (mean=3.62), growth
through introducing new products/service into existing markets (mean=2.95), and

growth through introducing new products/service into new market (mean=2.69).

The figure suggests that group companies, compared with independent companies
placed greater importance in all product/market strategies, but only growth through

introducing existing products/service into new markets was statistically significant.

Similarly, planning sophistication3 companies were more likely to place greater
importance in all product/market strategies than planning sophistication2 companies but
only growth through existing products/service in existing markets was a statistically

significant difference.

The importance of product/market strategy in the next 5 years was likely to be growth
through introducing existing products/service into new markets (mean=3.95), growth
through introducing new products/service into existing markets (mean=3.57), growth
through existing products/service in existing markets (mean=3.55), and growth through
introducing new products/service into new market respectively (mean=2.88).
Interestingly, large companies, group companies, and planning sophistication3
companies were more likely to place greater importance in all product/market strategies
than the other groups, however, there were no statistically significant differences either

by size, ownership, or planning system.

182



Chapter 10: Corporate Strategies and Processes

Figure 10.7: Product/market strategy

Size Ownership Planning system
Not Very Not Very Not Very
important important important important important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years

Our company seeks growth through existing

products/service in existing markets.

Our company seeks growth through

introducing existing products/service into

new markets.b

Our company seeks growth through
introducing new products/service into

existing markets.

Our company seeks growth through
introducing new products/service into new 268 271 T T 25028 T 7 250283
markets.

In the next 5 years

Our company seeks growth through existing

products/service in existing markets.

Our company seeks growth through
introducing existing products/service into

new markets.
Our company seeks growth through
introducing new products/service into

existing markets.

Our company seeks growth through

2.70 3.05 2.61 3.08

introducing new products/service into new
markets.

Note: N=42, ®planning system: p<0.05, "ownership: p<0.05
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10.3.2Product and Service Introduction Strategy

The data on product/service introduction strategy in Figure 10.8 reveals that the formal
planners were preferred to be a later entrant in established but still growing markets
(mean=3.19) or an early follower of initial entrants in fast growing new markets
(mean=2.83). Being first to market with new products and services, being an entrant in

mature market, and being an entrant in declining market played only a minor role.

Interestingly large companies, group companies, and planning sophistication3
companies tended to be early followers of initial entrants in fast growing new markets
whereas medium sized companies, independent companies, and planning
sophistication2 companies were more likely to be later entrants in established but still

growing markets.

A statistically significant difference by size was found for large companies who tended
to be an early follower of initial entrants in fast growing new markets compared with

medium sized companies.

Group companies were more likely to be first to market with new products and services,
and an early follower of initial entrants in fast growing new markets than independent

companies. These differences were statistically significant.

There were statistically significant differences by planning system in that planning
sophistication3 companies were more likely to be first to market with new products and
services, and an early follower of initial entrants in fast growing new markets while
planning sophistication2 companies tended to be a later entrant in established but still

growing markets.
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Figure 10.8: Product/service introduction strategy

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Our company attempts to be first to

market with new products and services.*

Our company attempts to be an early

follower of initial entrants in fast

growing new markets.”

Our company attempts to be a later

entrant in established but still growing

C
markets.

Our company attempts to be an entrant

in mature, stable markets.

Our company attempts to be an entrant

1.14 1.29 1.15 1.23

in declining markets.

Note: N=42, ®ownership: p<0.01, planning system: p<0.005, "size: p<0.05, ownership: p<0.05, planning system: p<0.005
°planning system: p<0.05

The data on organisational responsibility for new products and markets in Figure 10.9
shows that the formal planners were more likely to allocate the responsibility to the
second level operating units rather than special organisational units.

185



Chapter 10: Corporate Strategies and Processes

Figure 10.9: Organisational responsibility for new products and markets

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

New product/service development

New product/service development is part

of the responsibility of our second level

operating units.?

New product/service development is the

responsibility of a special organisational

unit.b

Screening new product/service idea

Screening new product/service idea is
part of the responsibility of our second

level operating units.

Screening new product/service idea is
the responsibility of a special

organisational unit.

Development of new markets for
existing products/service is part of the
responsibility of our second level

operating units.

Development of new markets for
existing products/service is the
responsibility of a special organisational

unit.

186

. o
1.89 2.00

T 185

T ivg204

'_ —_——
2.00



Chapter 10: Corporate Strategies and Processes

Figure 10.9: Organisational responsibility for new products and markets (continued)

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Screening of New Market/service Ideas

Screening of new market/service ideas is
part of the responsibility of our second

level operating units.

Screening of new market/service ideas is

1.93 2.04 1.90 2.09

the responsibility of a special

organisational unit.

Note: N=42, ®planning system: p<0.05, Pownership: p<0.05; planning system: p=0.000

However, a statistically significant difference was found by ownership in that group
companies were more likely to allocate the responsibility of new product/service

development to a special organisational unit than independent companies.

There were statistically significant differences in new product/service development
between planning sophistication2 and planning sophistication3 companies. Planning
sophistication2 companies were more likely to allocate the responsibility to the second
level operating units whereas planning sophistication3 companies tended to allocate the
responsibility to a special organisational unit.

10.3.3 Research and Development Strategy

The data in Figure 10.10 reveals that the two most common research and development

(R&D) strategies of the 42 formal planners were avoiding high-risk activity
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(mean=2.88) and being highly service innovation (mean=2.64). The remaining R&D

strategies played only a minor role.

Figure 10.10: Research and development strategy

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Our company consider itself to be highly L L S
" o

technology innovation®

Our company consider itself to be highly .

service innovation

The emphasis of our R&D expenditures .

is highly applied”

Our R&D effort tends to avoid high risk .

activityC

Our company prefers to seek growth via Y A R
1.11 1.50

acquisitions rather than internal R&Dd

Note N=42
fownership: p<0.01; planning system: p=0.000
®planning system: p=0.001, “ownership: p<0.05, %planning system: p<0.05
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A statistically significant difference was found by ownership. Group companies were
more likely to consider themselves to be high technology innovation and to avoid high-

risk activity than independent companies.

There were statistically significant differences by planning system in that planning
sophistication3 companies tended to place more focus on the R&D expenditure and seek
growth via acquisitions rather than internal R&D compared with planning

sophistication2 companies.
10.4 Quality Management Strategy

The data in Figure 10.11 shows the management of quality in the last 5 years was found
to be important in all formal planning companies (mean=3.55) and it tended to be seen
as more important in the next 5 years (mean=3.93).

A statistically significant difference between independent companies and group
companies exists for the management of quality in the next 5 years. Group companies
placed more importance on quality management in the next 5 years than independent

companies.

There were statistically significant differences by planning system in that planning
sophistication3 companies were more likely to assign more importance on quality
management than planning sophistication2 companies, both in the last 5 years and in the

next 5 years.
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Figure 10.11: Quality Management

Size Ownership Planning system
Not Very Not Very Not Very
important important  important important  important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
In the last 5 years® L) e e e e e
3.22 \ 79
\
\
\
In the next 5 years® R D T
3.56 4.21
— M - | — Ps2
L G PS3

Note: N=42, ?planning system: p<0.05, "ownership: p<0.05; planning system: p<0.005

Figure 10.12 shows that all formal planners addressed quality management as a strategic

issue (mean=3.50). There were statistically significant differences by ownership and

planning system. Group companies and planning sophistciaton3 companies were more

likely to address quality management as a strategic issue compared with independent

and planning sophistication2 companies.

Figure 10.12: Quality management addressed as a strategic issue

Size Ownership
Not Very Not Very
important important important important
1 2 3 4 5 1 2 3 4 5
\ Py X/ ¥
T T 336357 T T 320377
< M < |
<«-- . <«-- g

Planning system

Not
important

Very
important

3.113.79

PS2

PS3

Note: N=42, ownership: p<0.05; planning system: p=0.005
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Table 10.3 summarises the 5 main strategic approaches towards quality management
were strategic thinking at second level of management (93%), strategic thinking at
corporate level of management (91%), standard process of work (91%), clear strategies
(91%), and clear objectives (88%).

There were statistically significant differences by size in that large companies were
more likely to employ participative decision making processes and empowerment
system as strategic approaches towards quality management than medium sized

companies.

Significant differences between independent and group companies were found in the
strategic approaches towards quality management. Group companies tended to utilize
more participative decision making processes, standard process of work, empowerment
system, clear responsibility at all levels and units, and clear planning processes than

independent companies.

Statistically significant differences by planning system were found in that planning
sopshitication3 companies were more likely to use strategic thinking at second level,
employees’ knowledge, empowerment system, clear responsibility at all levels and
units, and clear planning processes as strategic approaches towards quality management

than medium sized companies.
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Table10.3: Strategic approach towards quality management

Approach N % Size Ownership Planning system
M % L % | % G % PS2 | % | PS3 %

Strategic thinking at corporate 38 90 131 93| 25| 89| 19 95 19 86 17 | 94 21 88
level
Strategic thinking at second 39 93 13| 93| 26 | 93 | 18 90 21 96 15 | 83 24 100
level?
Strategic thinking at other 25 60 6| 43| 19 | 68 9 45 16 73 9| 50 16 67
lower level
Cooperation process 32 76 11| 79| 21| 75 16 80 16 73 15 | 83 17 71
Empowerment system’ 20 48 31 21| 17| 61 6 30 14 64 6 | 33 14 58
Standard process of work® 38 90 11| 79| 27| 96 | 16 80 22 100 15 | 83 23 96
Employees’ knowledge® 36 86 10| 71| 26| 93 | 15 75 21 96 13| 72 26 96
Participative decision making 30 71 71 50| 23| 82 11 55 19 86 10 | 56 20 83
processes®
Clear responsibility at all 24 57 71 50| 17 | 61 8 40 16 73 71 39 17 71
levels and units'
Clear objectives 37 88 13| 93| 24| 86 | 17 85 20 91 16 | 89 21 88
Clear mission 27 64 9| 64| 18| 64 | 11 55 16 73 11 | 61 16 67
Clear planning processes® 13 31 3|1 21| 10| 36 3 15 10 46 21 11 11 46
Clear strategies 38 91 12| 86 | 26 | 93| 17 85 21 96 15 | 83 23 96

Note: N=42, *planning system: p<0.05, Cramer’s V=0.320
bsize: p<0.05, Cramer’s V=0.371; ownership: p<0.05, Cramer’s V=0.336

‘ownership: p<0.05, Cramer’s V=0.340, planning system: p<0.05, Cramer’s V=0.334

fsize: p<0.05, Cramer’s V=0.335; ownership: p<0.05, Cramer’s VV=0.347; planning system: p<0.05, Cramer’s V=0.304

fownership: p<0.05, Cramer’s V=0.330; planning system: p<0.05, Cramer’s V=0.319
9ownership: p<0.05, Cramer’s V=0.329; planning system: p<0.05, Cramer’s V=0.372

Table 10.4 identifies that the management levels responsible for addressing major

strategic quality issues were corporate level of management (67%), and second level of

management (31%). There was a statistically significant difference by ownership in that

85% of independent companies revealed that their corporate level of management

responsible for addressing quality issues compared with 50% of group companies.

Tablel0.4: Management levels responsible for addressing major strategic quality issues

Management N | % Size Ownership Planning system
levels M % L % | % | G| % | PS2 % PS3 %
Corporate level?® 28 67 | 12 86 | 16 57 17 85 | 11 50 13 72 15 63
CEO/MD/President 1 2 0 0 1 4 1 5 0 0 1 6 0 0
Second level 13 31 2 14| 11 39 2 10 | 11 50 4 22 9 37
Total 42 | 100 | 14| 100 | 28 | 100 | 20 | 100 | 22 | 100 18 | 100 24 | 100

Note: ®ownership: p<0.05, Cramer’s V=0.448
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Figure 10.13 reveals that of the 42 formal planning companies, employees were
involved in the quality approach (mean=3.45). Of the large companies, group
companies, and planning sophistication3 companies the employees were more likely to
be involved in the quality approach than those of medium sized companies, independent
companies, and planning sophistication2 companies. However, a statistically significant

difference only existed by size.

Figure 10.13: Employee involvement in quality approach

Size Ownership Planning system
Not Very Not Very Not Very
Involved involved Involved involved Involved involved
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
XJ » \LVI & »
T 307364 T T 330359 T T T 3d1 371
&—— M <« | <« PS2
<« - - L “ - - G <« - - PSs3

Note: N=42, size: p<0.05; planning system: p<0.01

Figure 10.14 displays an assessment of the five areas of the total quality management
strategies namely the importance of total quality management, top management
involvement, employee involvement, quality assessment, and customer relationship.
The major findings from each area were the focusing on the quality of customer service
(mean=4.45), the committing of the resources for continuous quality improvement
(mean=3.98), the training of employees in quality issues (mean=4.24), regular assessing
of the quality of products/services (mean=4.21), and continuous improvement of the
relationship with the customers (mean=4.14). Interestingly, large companies, group
companies, and planning sophistication3 companies were more likely to agree on total

quality management strategies than the other groups.
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Significant differences emerged by ownership in that group companies tended to agree
with the total quality management strategies that the management of quality is a major
philosophy that pervades the whole organisation, the company has special rewards and
incentives for employees who make contributions to quality improvements, training of
employees in quality issues plays an important role, our company regularly assesses the
quality of its service’s production processes, our company continually tries to improve
the relationship with its customers, our company regularly measures customer
satisfaction, and our company determines future customer requirements and

expectations on a regular basis compared with independent companies.

There were statistically significant differences by planning system in that planning
sophistication3 companies, compared with planning sophistication2 companies were
more likely to agree with the total quality management strategies that the management
of quality is a major philosophy that pervades the whole organisation, continuous
quality improvement is a major factor in the strategic management of our company, the
senior management commits the resources for continuous quality improvements, the
senior management provides the leadership for continuous quality improvements, the
company training of employees in quality issues plays an important role, our company
regularly assesses the quality of its products/services, our company regularly assesses
the quality of its service’s production processes, our company continually tries to
improve the relationship with its customers, our company regularly measures customer
satisfaction, and our company determines future customer requirements and

expectations on a regular basis.
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Figure 10.14: Total quality management strategies

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Importance of total quality management

The management of quality is a major

philosophy that pervades the whole

organisation.’

Continuous quality improvement is a

major factor in the strategic management

b
of our company.

Quality is the responsibility of everyone

in the organisation.

The quality of customer service is a key

issue.

Top management involvement

The CEO seeks to establish the total
quality management philosophy within

the company

The senior management commits the

resources for continuous quality

. C

improvements.

The senior management provides the
leadership for continuous quality

improvements.d

Employee involvement

The company has special rewards and

incentives for employees who make

contributions to quality improvements.e

The company training of employees in l i

quality issues plays an important role.” 4.07 432 3.85 4.59 3.94 4.46
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Figure 10.14: Total quality management strategies (continued)

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Quiality assessment
Our company regularly assesses the e e e e e e .

S U S N
quality of its products/service.? 400 432 | 4.05 4.36

Our company regularly assesses the

_— _
quality of its service’s production 3.79 4.1ﬂ \ 3.70 4. 6“ '
]
processes.h ;
1
!
Customer relationship !
]
i
. . 1
Our company continually tries to PO P e e .
improve the relationship with its 3.93 4.25 ! 3.854.41
. ]
customers.' !
1
!
1
Our company regularly measures o o e fei e e
customer satisfaction 393418 [ 3.75 441
i
!
Our company determines future '
L] L] L] L] . L] _._._._
customer requirements and expectations 379 421 3.
on a regular basis.k
M - 1 - P2
_______ L G PS3

Note: N=42

2ownership: p<0.05; planning system: p<0.05, ®planning system: p<0.05, °planning system: p<0.01
dplanning system: p<0.05, ownership: p<0.05, ‘ownership: p=0.000; planning system: p<0.05
9planning system: p<0.05, "ownership: p=0.005; planning system: p<0.05

iownership: p=0.010; planning system: p<0.005, ownership: p<0.005; planning system: p<0.05
kownership: p<0.01; planning system: p=0.010
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Table 10.5 reports that of the 42 formal planning companies, only 7% had 1SO9000
certification and 5% were considering to apply for 1ISO9000 certification in the next 5

years.

Tablel10.5: 1ISO9000 Holder

1SO9000 N % Size Ownership Planning system
M % L % | % G % ps2 % PS3 %
Currently holding 3 7 0 0 3 13 1 5 2 9 1 6 2 8
Considering in the 2 5 1 7 1 4 0 0 2 9 1 6 1 4
next 5 years
Non-considering 37 88 13 93 24 83 19 95 | 18 82 16 88 21 88
Total 42 100 14 100 | 28 100 | 20 | 100 | 22 100 18 | 100 24 | 100

Table 10.6 shows that 67% of formal planners acquired quality awards with statistically
significant differences by size, ownership, and planning system. The data suggests that a
higher percentage of large companies, group companies, and planning sophisticaton3
companies hold both domestic and international awards regarding quality compared

with the other groups.

Table 10.6: Quality Award

Quality award N % Size Ownership Planning system

M % L % I % G % PS2 | % PS3 %
Yes 28 67 6 43 | 22 79 8 40 | 20 91 9 50 19 79
No 14| 33 8 57 6 21 | 12 60 2 8 9| 50 5 21
Total 42 | 100 | 14 100 | 28 100 20 | 100 | 22 100 18 | 100 24 100

Note: size: p<0.05, Cramer’s V=0.357, ownership: p=0.000, Cramer’s VV=0.539, planning system: p<0.05, Cramer’s VV=0.306

10.5 Resource Allocation Decisions

The findings on a budgetary distinction between resources required to maintain current
activities and those required to provide long-term benefit in Figure 10.15 show that the

formal planning companies assigned low importance on a budgetary distinction,
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especially for R&D expenditure. However, large companies, group companies, and
planning sophistication3 companies were more likely to distinguish between resources
required to maintain current activities and those required to provide long-term benefits
compared with medium sized companies, independent companies, and planning
sophistication2 companies with a statistically significant difference found by planning

system.

Figure 10.15: A budgetary distinction between resources required to maintain current
activities and those required to provide long-term benefits

Size Ownership Planning system
Not Very Not Very Not Very
important important important important  important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Capital expenditures®

18 ;7329
.
./-
R&D expenditure” Y L SR
122\  1.83
'\
N
\
Market development expenditures® A L S
1.89 | 3.04
|
'
People development" S L
1.78 2.92
- M - | _ Ps2
L G PS3

Note: N=42
3planning system: p=0.000, °planning system: p<0.05, “planning system: p=0.005, %planning system: p<0.005

Figure 10.16 displays the major criteria for evaluating expenditure proposals and it was
found that the formal planners assigned the greatest importance to forecast net operating
profit (mean=3.43), followed by forecast return on investment (mean=3.36), and impact
on earning per share (mean=3.31). Market and personnel criteria played only a minor

role. Group companies and planning sophistication3 companies assigned a greater
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importance to all the criteria compared with independent companies and planning

sophistication2 companies.

There was a statistically significant difference by size in that large companies seemed
more likely to make a budgetary distinction about growth of market for which

expenditure is required than medium sized companies.

Significant differences by ownership emerged in all financial criteria, present market
share position, forecast market share growth, and forecast sales growth with group

companies more likely to make a budgetary distinction than independent companies.

Statistically significant differences between planning sophistcation2 and planning
sophistication3 companies were found in all criteria, except growth of market for which
expenditure is required, the planning sophistication3 companies being more likely to

make a budgetary distinction.

Figure 10.16: Criteria for evaluating expenditure proposals

Size Ownership Planning system
Not Very Not Very Not Very
important important important important important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Financial criteria

- a
Forecast return on investment _

Forecast net operating profitb —

Short-term cash flow benefit° _

S, AT
2.85 3.32

Discounted cash rowd [ A
2.86 3.21
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Figure 10.16: Criteria for evaluating expenditure proposals (continued)

Size Ownership Planning system
Not Very Not Very Not Very
important important important important important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Market criteria

Present market share position®

Forecast market share growthf

Growth of market for which expenditure

is requiredg

Forecast sales growthh

Personnel criteria

Track record of unit requesting funds'

Track record of manager of unit

requesting fundsi

Other criteria

Impact on earning per sharek

Impact on company resource needs' 3.21 3.21 305 336 2.61 3.67

Note: N=42

2ownership: p<0.05; planning system: p=0.001, "ownership: p<0.05; planning system: p=0.000

‘ownership: p<0.05; planning system: p<0.005, %ownership: p<0.05; planning system: p<0.005

¢ownership: p<0.05; planning system: p<0.005, ‘ownership: p<0.05; planning system: p<0.01

9size: p=0.05, "ownership: p<0.05; planning system: p<0.05

iplanning system: p=0.000, ’planning system: p<0.005, “planning system: p<0.05, 'planning system: p=0.001
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10.6 Chapter Summary

This chapter reviewed the corporate strategies and processes of the formal planning

companies.

All formal planning companies, particularly planning sophistication3 companies
formalised their corporate strategies to a reasonable extent. The major processes of
corporate strategy development were a negotiation process between CEO/MD/President

and corporate level management, and being formulated by corporate management.

The most common analytical tools/techniques which influenced the corporate strategy
development were the SWOT analysis, forecasting model, the Five Force analysis, and
the PEST analysis. At the same time, planning techniques had a low influence on the
development of corporate strategy. The findings suggested that large companies, group
companies, and planning sophistication3 companies were more likely to focus on all
environment and resource analysis techniques than the other groups. Statistically
significant differences were found by size in Five Force analysis, by ownership in
SWOT analysis, and the product life cycle analysis, and by planning system for all

analytical tools/techniques.

Benchmarking, with major competitors in Thailand played a moderate role on corporate
strategies. Benchmarking had a greater influence on corporate strategy of large
companies, group companies, and planning sophistication3 companies than those of the
other groups with significant differences found by ownership. Products/services,
marketing, and customers were the main dimensions for the benchmarking process.
Large companies, group companies, and planning sophistication3 companies tended to
focus more on all dimensions of the benchmarking process than the other groups.
Significant differences were found by size in products/services, by ownership in

business strategy, and by planning system in business strategy and profitability.

The main characteristics of explicit corporate strategies were seeking markets where

service quality is important, markets where it can attain large share of served markets,
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entering or developing service businesses, seeking market service differentiation, and
market where long stay is possible. In general, large companies, group companies, and
planning sophistication3 companies were more explicit for most corporate strategies
than the other groups. Significantly, large companies focused on markets where they
can attain large shares of served markets, and markets where hotel brand is important
whereas medium sized companies focused on advantages of Thailand’s cheap labour.
Group companies compared with independent companies were more likely to seek
markets where it can attain large shares of served markets, markets where service
differentiation is important, markets where hotel brand is important, markets where
service quality is important, markets which require unique service, and markets where
strategic partnerships are feasible while independent companies seek markets where
long stay is possible. Planning sophistication3 companies focused on markets where it
can attain large shares of served markets, markets where service differentiation is
important, markets where hotel brand is important, markets where service quality is
important, markets where scarce resources are important, markets which require unique
service, and markets where strategic partnerships are feasible whereas planning

sophistication2 companies focused on advantages of Thailand’s cheap labour.

The most important growth strategies were growth through introducing existing
product/service into new markets. Large companies, group companies, and planning
sophistication3 companies assigned a greater importance to all product/service
strategies than the other groups. Group companies placed more importance to growth
through introducing existing products/service into new markets while planning
sophistication3 companies placed more importance to growth through existing

products/service in existing markets.

Being a later entrant in established but still growing markets or an early follower of
initial entrants in fast growing new market was a preferable product/service introduction
strategy. Significantly, large companies, group companies, and planning sophistication3
companies were more likely to be early followers of initial entrants in fast growing new
market while medium sized companies, independent companies, and planning

sophistication2 companies tended to be later entrants in established but still growing
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markets. In addition, group companies and planning sophistication3 companies tended

to be first to market with new products and services.

Overall responsibilities for new products and markets tended to be assigned to the
second level units. However, large companies, group companies and planning
sophistication3 companies were more likely to assign responsibility for new product and
market development to a special organisational unit while medium sized companies,
independent companies, and planning sophistication2 companies were more likely to
assign responsibility to second level units with statistically significant differences by
ownership, and planning system. Research and development played only a minor role in

corporate strategy.

Quality management strategy was addressed as a strategic issue and had been important
to all formal planning companies over the last 5 years and was expected to be more
important over the next 5 years with statistically significant differences by ownership

and planning system.

The main strategic approaches towards quality management were strategic thinking at
second level of management, strategic thinking at corporate level of management,
standard process of work, clear strategies, and clear objectives. Empowerment system,
standard process of work, employees’ knowledge, participative decision-making
processes, and clear planning process tended to be found in large companies, group
companies, and planning sophistication3 companies than in the other groups.
Statistically significant differences were found by ownership and by planning system
rather than by size.

Corporate and second level management were mainly responsible for addressing
strategic quality issues. The employees of large companies, group companies, and
planning sophistication3 companies were more likely to involved in the quality

approach than those of the other groups with a statistically significant difference by size.
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Total quality management played a crucial role in corporate strategy by focusing on the
quality of customer service, committing the resources for continuous quality
improvement, training of employees in quality issues, regularly assessing the quality of
products/service, and continuous improvement of the relationship with the customers.
Large companies, group companies, and planning sophistication3 companies had a
greater involvement in most aspects of total quality management strategies than the
other groups with some statistically significant differences by ownership and planning

system.
Formal planning companies assigned low importance on a budgetary distinction

between resources required to maintain current activities and those required to provide

long-term benefit.

204



Chapter 11: Planning and Planning System

Chapter 11

Planning and Planning System

11.1 Introduction

This chapter investigates the corporate plans, the second level plans, and the planning
subsystem of the formal planners (N=42) in the hotel industry of Thailand. It will also

identify any significant differences by either size, ownership, or planning system.
11.2 Corporate Plans

Several aspects of the corporate plan were examined including the time horizons, the
relationship with short-term plans, the content of plans, the computer systems

supporting the corporate planning process.
11.2.1 Planning Time Horizon

Table 11.1 displays the time horizons to which the formal planning companies
developed their formal plans. All formal planning companies had an annual time
horizon as part of their planning time structure, the intermediate planning time horizon
was 3.13 years, and the longest planning time horizon was 4.51 years. Interestingly, the
findings suggest that large companies, group companies, and planning sophistication3
companies tend to have longer time horizons than medium sized companies,

independent companies, and planning sophistication2 companies.
A significant difference by ownership exists in the longest planning time horizon with

group companies having a planning time horizon of 5.52 years compared with

independent companies of 3.45 years.
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There were statistically significant differences by planning system with planning

sophistication3 companies having an intermediate planning time horizon of 3.55 years

compared with planning sophistication2 companies of 2.20 years and planning

sophistication3 companies having the longest planning time horizon of 5.63 years

compared with planning sophistication2 companies of 2.94 years.

Table 11.1: Planning time horizon

Time horizon (years) | Mean | N | % Size Ownership | Planning system
M L I G pPS2 PS3
Shortest 100 | 42| 100 | 1200 | 12.00| 1.00 | 1.00 1.00 1.00
Intermediate® 313 | 16| 38| 250 333 260 | 336 2.20 3.55
Longest® 451 | 40| 95| 354 496 | 345| 552 2.94 5.63
Total 42 | 100 14 28 20 22 18 24

Note: ®planning system: p<0.005, "ownership: p<0.005; planning system: p=0.000

The data on frequency of updating the corporate plan in Table 11.2 shows that 55% of

formal planning companies updated the corporate plan on an annual basis, 21% on a

quarterly basis, 19% on monthly basis, and 9% less than once a year.

There was a significant difference by planning system with 44% of planning

sophistication2 companies updating the corporate plan on a quarterly basis compared

with almost 80% of planning sophistication3 companies updating the corporate plan on

an annual basis.

Table 11.2: Frequency of updating corporate plan

Times N | % Size Ownership Planning system
M| % | L | %] I % | G| % | PS2 | % | PS3 | %
Monthly 8 19 5] 36| 3] 11| 3 5] 5 23 6 33 2 8
Quarterly 9 21 4 29 5 18 6 30 3 14 8 44 1 4
Yearly 23 55 4] 29] 19| 68 10 50 | 13 59 4 22 19 79
Less than once a year 2 5 1 7 1 4 1 5 1 5 0 0 2 8
Total 42| 100 14| 100 | 28| 100 | 20 | 100 | 22 | 100 18 | 100 24 | 100

Note: Planning system: p=0.000, Cramer’s VV=0.668

206




Chapter 11: Planning and Planning System

The findings in Table 11.3 reveal that 55% of formal planning companies reviewed
progress against the corporate plan on a monthly basis, 36% on a quarterly basis, 7% on

a semi-annual basis, and 2% on an annual basis.
There was a statistically significant difference by planning system with 83% of planning

sophistication2 companies reviewing progress on a monthly basis compared with 50%

of planning sophistication3 companies reviewing progress on a quarterly basis.

Table 11.3: Frequency of reviewing progress against corporate plan

Times N | % Size Ownership Planning system
M| % | L | % | % | G| % | PS2 | % | PS3 | %
Monthly 23 55 | 10 72| 13 46| 24| 70] 9 40 25| 83 8| 33
Quarterly 15 36 3 21 | 12 43 4 20 | 11 50 3 17 12 50
Twice a year 3 7 1 7 2 7 2 10 1 5 0 0 3 13
Yearly 1 2 0 0 1 4 0 0 1 5 0 0 1 4
Total 42| 100 | 14| 100 | 28| 100 | 20| 100 | 22 | 100 18 | 100 24 | 100

Note: Planning system: p<0.05, Cramer’s VV=0.509

11.2.2 Relationship between Plans

Table 11.4 deals with the relationship between corporate and short-term plans and it was
found that 55% of formal planning companies developed the long-term plan before the
short-term plan, 33% developed both the short and the long-term plan simultaneously,

and 12% developed the short-term plan before the long-term plan.

A statistically significant difference emerged by planning exists with 75% of planning
sophistication3 companies developing their long-term plan before their short-term plan
and more than half of planning sophistication2 companies developing both short and

long-term plans simultaneously.
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Table 11.4: Relationship between corporate plan and short-term plan

Process N | % Size Ownership Planning system
M| % | L|%| 1| % |G| %]|P2| % | P3| %
Long-term plan prepared first, | 23 55 8 57 15 54 8 40 15 68 5 28 18 75

short-term plan then fitted into
long-term plan

Short-term plan prepared first, 5 12 1 7 4 14 3 15 2 9 3 17 2 8
long-term  plans were then
extended

Short and long-term plans | 14 33 5 36 9 32 9 45 5 23 10 55 4 17
prepared simultaneously
Total 42 100 14 100 28 100 20 100 22 100 18 100 24 100

Note: Planning system: p<0.01, Cramer’s V=0.474

11.2.3 Types of Planning

Figure 11.1 shows the top three types of planning activities that the corporate planning
effort was spent on were action planning or operational planning for the next 1 to 3
years (mean=3.67), internal growth (mean=3.38), and short-term emergency planning
(mean=3.21). Interestingly, large companies, group companies, and planning
sophistication3 companies expended a greater effort on every aspect of planning
activities than medium sized companies, independent companies, and planning

sophistications companies.

There were statistically significant differences by size in that large companies tended to
have a higher degree of effort than medium sized companies on long-term planning for
the next 5-10 years, and internal growth.

Significant differences by ownership exist with group companies expending a higher
degree of effort in short-term emergency planning, action planning or operational
planning for the next 1 to 3 years, and formalised contingency planning than

independent companies.

Statistically significant differences by planning system were found with planning
sophistication3 companies spending a higher degree of effort in short-term emergency
planning, formalised contingency planning, long-term planning for the next 5-10 years,

“What the company wants to be in the next 10-20 years” planning, internal growth
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planning, franchising planning, and international expansion planning than planning

sophistication2 companies

Figure 11.1: Types of planning activity

Size Ownership
No High degree No High degree
effort of effort effort of effort
1 2 3 4 5 1 2 3 4 5

Short-term emergency planning?

Action planning or operational planning for
the next 1 to 3 years®

Formalised contingency planning®

Long-term planning for the next 5-10 years®

“What the company wants to be in the next

10-20 years” planning®

Internal growth'

Franchising/management contract?

International expansion”

1.71 1.89 1.55 2.09

Planning system

No
effort

High degree
of effort

Note: N=42

ownership: p<0.05; planning system: p<0.05, "ownership: p<0.05

‘ownership: p<0.05; planning system: p<0.05, %ize: p<0.05; planning system: p=0.000
¢planning system: p=0.000, 'size: p=0.01; planning system: p=0.001, %planning system: p=0.000
"planning system: p=0.000
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11.2.4 Forecast Development

Figure 11.2 deals with the effort, in terms of time/financial resources the formal
planning companies spending on external factor forecasts for the last 5 years. It was
found that formal planning companies spent the greatest effort in forecasts on foreign
markets (mean=4.12), followed by global situation (mean=4.05), domestic economy
(mean=3.88), world economy (mean=3.79), and domestic markets (mean=3.64)

respectively.

The data suggests that group companies put a greater degree of effort in every external
forecast area than independent companies, however these differences were not

statistically significant.

Planning sophistication3 companies compared with planning sophistication2 companies
were more likely to spend a greater degree of effort in every external forecast area, but
only domestic economy, world economy, technology, government, global situation,
social and culture, human resource, and competitive analysis were statistically

significant.
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Figure 11.2: Corporate planning effort on external factor forecasts (last 5 years)

Size Ownership Planning system
No High degree  No High degree  No High degree
effort of effort effort of effort  effort of effort
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Domestic economy?

World economy®

Technology®

Government*

Global situation®

f

Social and culture

Foreign markets

Domestic markets

Human resource’

Competitive analysis"

3.00 3.32 2.95 3.45 2.39 3.83

Note: N=42
*planning system: p<0.05, "planning system: p<0.01, °planning system: p=0.000, “ownership: p<0.05; planning system: p=0.000
*planning system: p<0.05, ‘planning system: p=0.000, 9planning system: p=0.000, "planning system: p=0.000
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Figure 11.3 details that in the formal planning companies, the 3 major areas of forecast
transmission from corporate planning to the second level of management were foreign
markets (mean=3.71), global situation (mean=3.69), and domestic markets
(mean=3.67).

It was found that large companies, and group companies had a higher degree of forecast
transmission from corporate planning to the second level of management in every area
of forecast than the medium sized companies and independent companies, however,

these differences were not statistically significant.

The data showed that planning sophistication3 companies also had a higher degree of
forecast transmission from corporate planning to the second level of management in
every area of forecast compared with planning sophistication2 companies but only
domestic economy, world economy, technology, human resource, and competitive

analysis showed statistically significant differences.
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Figure 11.3: Transmittal of forecasts from corporate planning to second level

Size Ownership Planning system
Never Regularly ~ Never Regularly ~ Never Regularly
transmitted transmitted transmitted transmitted transmitted transmitted
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Domestic economy?

World economy®

Technology®

Government

Global situation

d

Social and culture

Foreign markets

Domestic markets

Human resource®

Competitive analysis’

2.93 3.54 . .50 2.78 3.75

Note: N=42
3planning system: p<0.01, planning system: p<0.05, “planning system: p<0.05, “planning system: p<0.05
*planning system: p<0.01, ‘planning system: p<0.05
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Figure 11.4 shows that the second level units of the formal planning companies were
unlikely to have difficulties in obtaining for themselves the information they receive

from corporate planning.

Figure 11.4: Second level units obtain for themselves the information they receive
from corporate planning

Size Ownership Planning system
Not Very Not Very Not Very
difficult difficult difficult difficult difficult difficult
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
. x" . . . . ‘!J . . . . * .J . . .
T 200200 T 195205 To183 2220
&«—— M <« | <« PS2
<« -- L <“ - - G <« - - PS3

Note: N=42

11.2.5 Headings in Corporate Plan

Table 11.5 shows that the 5 major headings of the corporate plan were objectives (88%),
budget/forecast (81%), company analysis (74%), market analysis (62%), and operating
plan (60%).

There were statistically significant differences by size with 75% of large companies
compared with 36% of medium sized companies incorporating their market analysis
into the corporate plan, and 68% of large companies compared with 29% of medium

sized companies incorporating customer analysis into the corporate plan.

Significant differences by ownership exist with a higher percentage of group companies

incorporating mission, objectives, and corporate strategy into the corporate plan
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compared with independent companies. In contrast, a higher percentage of independent

companies incorporated the operating plan into the corporate plan.

Statistically significant differences were found by planning system with a higher
percentage of planning sophistication3 companies incorporating market analysis,
customer analysis, competitor analysis, company analysis, key issues/problems,
corporate strategy, and second level strategy into the corporate plan compared with
planning sophistication2 companies. By contrast, a higher percentage of planning
sophistications2 companies incorporated the operating plan into the corporate plan.

Table 11.5: Major headings of corporate plan

Headings N [ % Size Ownership Planning system
M| % | L|%]| I % | G % PS2 | % | PS3 | %
Mission® 23| 55 5| 36 | 18| 64 7 35| 16 73 7 39 16 67
Objectives’ 37| 8 | 12| 86 | 25| 89 15 75 | 22 100 15 83 22 92
Market analysis® 26 | 62 5] 36| 21| 75 11 55 | 15 68 8 44 18 75
Customer analysis® 23 | 55 41 29| 19 | 68 9 45 | 14 64 2 11 21 88
Competitor analysis® 91 21 2| 14 71 25 2 10 7 32 1 6 8 33
Company analysis’ 31| 74 9| 64| 22| 79 14 70 | 17 77 8 44 23 96
Key issues/problems? 16 | 38 3| 21| 13| 46 5 25| 11 50 1 6 15 63
Corporate strategy” 23 | 55 5| 36 | 18 | 64 7 35 | 16 73 3 17 20 83
Second level strategy’ 10| 24 2| 14 8| 29 3 15 7 32 1 6 9 38
Product analysis 18 | 43 71 5 | 11| 39 10 50 8 36 9 50 9 38
Budget/ forecast 341 81 9| 64| 25| 89 13 65 | 21 96 12 67 22 92
Operating plan® 251 60| 11| 79 | 14 | 50 17 85 8 36 17 94 8 33

Note: N=42, ownership: p<0.05, Cramer’s V=0.379, ®ownership: p<0.05, Cramer’s V=0.386
‘size: p<0.05, Cramer’s VV=0.381; planning system: p<0.05, Cramer’s V=0.311

Ysize: p<0.05, Cramer’s V=0.372; planning system: p=0.000, Cramer’s V=0.760

®planning system: p<0.05, Cramer’s VV=0.335, ‘planning system: p=0.000, Cramer’s V=0.578
9planning system: p=0.000, Cramer’s V=0.580

f‘ownership: p<0.05, Cramer’s V=0.379; planning system: p=0.000, Cramer’s V=0.668
'planning system: p<0.05, Cramer’s V=0.371

Jownership: p<0.05, Cramer’s VV=0.387; planning system: p=<0.05, Cramer’s V=0.315
“ownership: p=0.001, Cramer’s V=0.495; planning system: p=0.000, Cramer’s V=0.616

Table 11.6 shows that the average numbers of headings for corporate plan of the 42
formal planners was 6.55 with statistically significant differences by size, ownership,

and planning system. The data suggested that large companies, group companies, and
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planning sophistication3 companies tended to have a greater number of headings for

their corporate plan compared with those of the other groups.

Table 11.6: Numbers of headings for corporate plan

Mean Size Ownership | Planning system
M L | G PS2 PS3
Numbers of heading 6.55 5.29 7.18 565 | 7.36 4.67 7.96

Note: N=42, size: p<0.05, ownership: p<0.05, planning system: p=0.000

11.2.6 Access to Corporate Plans

Table 11.7 identifies that in 52% of formal planning companies the senior management
only had access to the corporate plans, in 41% of formal planning companies the second
level management and up had access to the corporate plans and only in 7% of formal
planning companies did the third level management and up have access to the corporate
plans. In large companies, group companies, and planning sophistication3 companies,
second level of management and up tended to have access to the corporate plan while
for medium sized companies, independent companies, and planning sophistication2
companies, senior management only tended to have access to the corporate plan.

There was a statistically significant difference by size with 79% of medium sized
companies the senior management only having access to the corporate plans compared

with 39% of large companies.

Statistically significant differences by ownership exist with 10% of independent
companies the second level management and up having access to the corporate plans
compared with 68% of group companies, and in 90% of independent companies the
senior management only having access to the corporate plans compared with 18% of

group companies.
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Similarly, significant differences were found by planning system with 22% of planning
sophistication2 companies second level management and up having access to the
corporate plans compared with 54% of planning sophistication3 companies, and 72% of
planning sophistication2 companies senior management only having access to the

corporate plans compared with 38% of planning sophistication3 companies.

Table 11.7: Organisatonal personnel access to corporate plan

Organisational personnel N | % Size Ownership Planning system
M| % | L|%| 1l |%|G|%]|PS2|%|PS3|%
Second level management and up® 17| 41 3| 21| 14| 50 2| 10| 15| 68 4| 22 13 | 54
Third level management and up 3 7 3| 11 3| 14 1 6 2 8
Senior management only” 22| 52| 11| 79| 11| 39| 18 | 90 4| 18 13| 72 9| 38

Note: N=42, “ownership: p=0.000, Cramer’s V=0.592; planning system: p<0.05, Cramer’s \V=0.322
bsize: p<0.05, Cramer’s V=0.371; ownership: p=0.000, Cramer’s V=0.718; planning system: p<0.05, Cramer’s V=0.344

11.2.7 Corporate Planning Contribution

Figure 11.5 shows that in the formal planning companies, the 5 main areas in which
corporate planning provided added value on the second level plans were finance
(mean=4.43), markets (mean=4.26), operations (mean=4.02), human resources

(mean=3.67), and competitive analysis (mean=3.50).

There were statistically significant differences by size in that corporate planning of
medium sized companies was likely to provide a greater added value on the second
level financial plans whereas corporate planning of large companies tended to provide a

greater added value on sources and use of fund second level plans.

Significant differences by planning system were found in that corporate planning of
planning sophistication3 companies seemed more likely to provide a greater added
value to the second level plans, namely research and development, technology,
organisational structure, and competitive analysis than for planning sophistication2
companies.
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Figure 11.5: Added value of corporate planning on the second level plans

Size Ownership
No Major No
added value added value added value

Finance®

Human resources

Research and development®

Markets

Technology®

Operations

Source and use of fund®

Organisational structure®

Competitive analysis’

3.29 3.61

Major

Planning system

No

added value added value

Major
added value

Note: N=42
3size: p<0.005, ®planning system: p<0.05, “planning system: p<0.05, %size: p<0.05
*planning system: p=0.000, ‘planning system: p=0.000
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11.2.8 Computer Models/systems Supporting Corporate Planning

Figure 11.6 details that all formal planning companies using computer models/system to
support corporate planning to a reasonable extent (mean=3.36). The data suggests that
large companies, group companies, and planning sophistication3 companies employed
computer models/system to support corporate planning to a greater extent than the other
groups. However, there were no statistically significant differences either by size,

ownership, or planning system.

Figure 11.6: Use of computer models/systems supporting corporate planning

Size Ownership Planning system

No Extensive No Extensive No Extensive

use use use use use use

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

L] ¥ ’/. L] L] lL ’Il‘l L] L] L] .¢". L]

T 7329339 T 7325345 T T 322346

&~ M <« | <« PS2
<« - - L <« - - G <« - - PS3

Note: N=42

The computer models/systems used to support the corporate planning of the formal
planning companies detailed in Table 11. 8 shows that the 3 major computer
models/systems were financial models (95%), forecasting models (71%), and planning
models (62%). It was found that a higher percentage of large companies, group
companies, and planning sophistication3 companies used computer models/system to

support corporate planning compared with other groups.

There was a statistically significant difference by size with 100% of large companies

using financial models/systems compared with 86% of medium sized companies.
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Statistically significant differences between independent and group companies exist for
forecasting models and strategic decision support systems. A higher percentage of group
companies used forecasting models and strategic decision support systems compared

with independent companies.

Statistically significant differences also were found by planning system with a higher
percentage of planning sophistication3 companies employing forecasting models,
econometric models, planning models, strategic decision support systems, and group
decision support systems compared with planning sophistication2 companies.

Table 11.8: Computer models/systems supporting corporate planning

Computer models/systems | N Size Ownership Planning system
M| % ]| L % Il | % | G| % |PS2| % | PS3| %
Forecasting models® 30 8| 57| 22 79| 10| 50 | 20| 91 8| 44 22 92
Financial models® 40 || 12 | 86 | 28 100 | 19 | 95| 26 | 96 16 | 89 24 100
Econometric models® 6 1 7 5 18 1 5 5| 23 0 0 6 25
Planning models® 26 6| 42| 20 71| 11| 55 | 15| 68 6| 33 20 83
Simulation models 25 8| 57| 17 61 9| 45| 16 | 73 9| 50 16 67
Strategic decision support system* 10 2| 14 8 29 1 5 9| 41 0 0 10 42
Group decision support system’ 7 2| 14 5 18 1 5 6 | 27 0 0 7 17

Note: *ownership: p<0.01, Cramer’s VV=0.452; planning system: p=0.001, Cramer’s V=0.517
bsize: p<0.05, Cramer’s V=0.316, °planning system: p<0.05, Cramer’s VV=0.354

dplanning system: p=0.001, Cramer’s V=0.510

fownership: p<0.05, Cramer’s V=0.421; planning system: p<0.05, Cramer’s \V=0.484
folanning system: p<0.05, Cramer’s \/=0.387

Figure 11.7 summarises that the computer models/systems employed by the formal
planning companies to support corporate planning were found useful to a great extent
with no statistically significant differences either by size, ownership, or planning

system.
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Figure 11.7: Usefulness of computer models/systems supporting corporate planning

Size Ownership Planning system

Not useful Very Not useful Very Not useful Very
atall useful atall useful atall useful

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

L] . L] x‘ ’(. L] L] . L] x‘ * L] . . L] L] ’ .
T T a144%s T T T 405436 T T Ta1mans
&«—— M <« | <« pPS2
< -- L <« - - G <« - - PS3

Note: N=42

11.2.9 Corporate Planning Department

Interesting, it was found that there were no planning departments in any of the 42
formal planning companies. The people who were responsible for corporate planning
were generally CEO/MD/President, General Manager, and corporate level management.

11.3 Second Level Long-term Business Plans

Table 11.9 shows that of the formal planning companies, 24% had formal second level

long-term business plans.

There was a statistically significant difference by ownership with 36% of group
companies having second level long-term plans compared with 19% of independent

companies.
Noticeably, there were no planning sophistication2 companies with second level long-
term plans and 42% of planning sophistication3 companies had second level long-term

plans.

221



Chapter 11: Planning and Planning System

Table 11.9: Numbers of company with second level long-term business plans

Second level long- | N Size Ownership Planning system
term business plans M| % L | % | % | G| % | PS2 | % | PS3 | %
Yes 0] 3] 21 7] 25| 2] 0] 8] 36 0 0 10| 4
No 21| 79| 20| 75| 18| 90| 14| 64 18 | 100 14| 58
Total 42| 14| 00| 28] 200 20| 100 | 22| 100 18 | 100 24| 100

Note: Ownership: p<0.05, Cramer’s VV=0.309; planning system: p<0.01, Cramer’s VV=0.484

11.3.1 Headings of Second Level Long-term Plans

Table 11.10 displays major headings of second level long-term plans and the 3 main
headings of the 10 formal planning companies who had second level long-term plans
were objectives, budget/forecast, and operating plan. It was found that the average
number of headings in second level long-term plans was 4.5 with no statistically

significant differences by size, ownership, and planning system.

Table 11.10: Major headings of second level long-term plans

Headings %
Objectives 80
Market analysis 30
Customer analysis 40
Company analysis 50
Key issues/problems 40
Second level strategy 40
Product analysis 20
Budget/ forecast 80
Operating plan 70
Note: N=10
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11.3.2 Update and Review of Second Level Long-term Plans

It was found in Table 11.11 that of the 10 formal planning companies having second
level long-term plans, 60% updated their second level plan on an annual basis, 30% on a

quarterly basis, and 10% on a monthly basis.

Table 11.11: Frequency of updating second level plans

Times N | % Size Ownership Planning system

M| % | L | % | % |G| % | PS2 | % | PS3 | %
Monthly 1 0] 1 50 | 0 of o 0| 1 11 0 0 1] 10
Quarterly 3 [ 1 50 [ 2 25 1 100 | 2 22 0 0 3] 30
Yearly 6 60 O 0] 6 75 0 0] 6 67 0 0 6| 60
Total 10 100 2] 1200 8] 100 1 100 | 9| 100 0 0 10 | 100

The data in Table 11.12 shows that 70% of formal planning companies having second
level long-term plans reviewed progress against their second level plans on a quarterly

basis, 20% on monthly basis, and 10% on a semi-annual basis.

Table 11.12: Frequency of reviewing progress against second level plans

Times N | % Size Ownership Planning system

M| % |L| % | % | G| % | PS2 | % | PS3 | %
Monthly 2 20 1 50 [ 1 3] o 0] 2 22 0 0 2| 20
Quarterly 7 70 1 50| 6 74 1] 100] 6 67 0 0 71 70
Twice a year 1 10 0 0 1 13 0 0 1 11 0 0 1 10
Total 10 [ 100 2| 100 8| 200 1] 100| 9| 100 0 0 10 | 100
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11.3.3 Integration with Annual Budgets

Figure 11.8 reports that of the 10 formal planning companies having second level long-
term plans, the annual budgets for second level units were integrated well (mean=3.80)

with the long-term plans.

Figurell.8: Annual budgets for second level units integrated with long-term plans

Not at all Very
integrated integrated
1 2 3 4 5

P P

3.80

Note: N=10

11.3.4 Standardised Format of Second Level Long-term Plans

Table 11.13 reveals that in the 10 formal planning companies who had second level
long-term business plans, 87.5% of second level plans conformed to a standardised

format.

Table 11.13: Percentage of second level plans conforming to a standardised format

%

Conformed second plan to standardized format 87.50

11.3.5 Specialised Planning Personnel

Table 11.14 indicates that of the 10 formal planning companies who had second level
long-term plans, 80% had specialised planning personnel at the second level.

Interestingly, it was found that a higher percentage of large companies, group
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companies, and planning sophistication3 companies had specialized planning personnel
compared with the other groups, however a statistically significant difference was only

found by ownership.

Table 11.14: Specialised planning personnel

Planning N | % Size Ownership Planning system

personnel M| % |[L| % | % | G| % | PS2 | % | PS3 | %
Yes 8| 8| 1] 50| 7] 8| o0 o 8| 89 0 0 8| 8o
No 2 20 1] s0f 1] 122 1| w0 1| 1 0 0 2| 20
Total 10 00 2] 200 8] 200 1| 00| 9] 100 0 0 10 | 100

Note: Ownership: p<0.05, Cramer’s V=0.667

11.3.6 Computer Models/systems Supporting Second Level Planning

Figure 11.9 shows that of the 10 formal planning companies who had second level long-
term plans utilised computer models/systems to support second level planning but not as
extensively as for corporate planning. The computer models/systems used to support the
second level planning were the same as computer models/systems used to support the

corporate level planning.

Figure 11.9: Use of computer models/systems supporting second level planning

Size Ownership Planning system
No Extensive No Extensive No Extensive
use use use use use use
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
W \, :
T 300333 T T 313350 T T B0
& M <« | <« PS2
<« - - L <« - - G <« - - PS3

Note: N=10
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Figure 11.10 reveals that the computer models/systems used to support second level
planning were found useful with no statistically significant differences either by size,

ownership, or planning system.

Figure 11.10: Usefulness of computer models/systems supporting second level planning

Size Ownership Planning system
Not useful Very Not useful Very Not useful Very
atall useful atall useful atall useful
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
o \, ;
T T 371400 T T 350388 T T 380
«—— M P | <« PS2
< -- L <« - - G <« - - PS3

Note: N=10

11.4 Various Functions of Corporate Planning

Figures 11.11 deals with various functions of corporate planning, namely specific
planning tasks, overall planning responsibility, assistance at corporate level, assistance

at second level, and improving planning performance.

There were statistically significant differences by size with large companies spending a
greater degree of effort in developing macro forecasts of the economy, financial
markets, political environment etc, and integrating second level plans with the corporate

plan than medium sized companies.
The findings highlighted statistically significant differences by planning system in that
planning sophistication3 companies expended a greater degree of effort than planning

sophistication2 companies in developing macro forecasts of the economy, financial
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markets, political environment etc, preparing specific studies, identifying areas of new

business opportunity, reorganising the company around more clearly defined business

units, assisting corporate level

management with goals, objectives, strategies,

acquisition plan, divestiture plan, and growth plan, integrating second level plans with

the corporate plan, improving the quality of strategic thinking of corporate management,

and assessing the overall effectiveness of the planning process.

Figure 11.11: Various functions of corporate planning

Specific planning tasks:

Define guidelines, formats and timetable
for planning activity

Develop macro forecasts of the
economy, financial markets, political

. a
environment and etc.

Prepare specific studies”

Develop improved accounting and
financial data for strategic planning

Identify areas of new business
opportunityc

Reorganize the company around more
clearly defined business units®

Overall planning responsibility:
Develop and write the corporate plans

Monitor and control progress versus
plans

Assistance at corporate level:

Help corporate management formulate
goals and objectivese

Size

No High degree
effort of effort

4.29 4.43
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Figure 11.11: Various functions of corporate planning (continued)

Size Ownership Planning system
No High degree  No High degree No High degree
effort of effort effort of effort effort of effort
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Help corporate management formulate
strategy

Help corporate management with
acquisition plansgj

Help corporate management with
divestiture plans

Help corporate management with growth
plansI

Assistance at second level:

Help second level management
formulate objectives

Help second level management
formulate strategy

Review and evaluate second level plans

Integrate second level plans with the

corporate plan’ 356 413 !
1
1
- . .I
Improving planning performance: \
'
1
Improve the quality of strategic thinking PR S S I
of corporate management 367 463 !

Improve the quality of strategic thinking
of second level management

Assess the overall effectiveness of

3.06 3.83
M J— | — Ps2

the planning processI

L G PS3

Note: N=42, 3size: p<0.05; planning system: p=0.000, ®planning system: p=0.000
‘planning system: p<0.01, “planning system: p<0.01, ®planning system: p=0.010
folanning system: p<0.01, %planning system: p=0.000

"planning system: p=0.000, ‘planning system: p=0.000
Isize: p<0.05; planning system: p<0.05, “planning system: p=0.000, 'planning system: p=0.001
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11.5 Nature of Corporate Planning Process

Figure 11.12 examines the nature of corporate planning process in 4 areas, namely roles,

conflict resolution, uncertainty and risk resolution, and resource allocation.

The results identified that 5 major roles of corporate planning process were auditing
ongoing activities (mean=4.02), sequencing future activities (mean=3.76), strategically
managing their company’s managerial styles (mean=3.62) and their quality issues
(mean=3.57), and encouraging the development of new businesses by combining
expertise and resources from lower level units (mean=3.55). Interestingly, it was found
that planning sophistication3 companies assigned a greater importance to all corporate

planning roles compared with planning sophistication2 companies.

There was a statistically significant difference by size. Medium sized companies were
more likely to agree that planning played an important role in auditing ongoing

activities than large companies.

A significant difference by ownership emerged that group companies were more likely
to agree that planning process was necessary to sequence future activities than

independent companies.

Statistically significant differences by planning system were found in all corporate
planning roles except for the role of strategically managing their company’s managerial

styles.
With respect to conflict resolution, uncertainty and risk resolution, and resource

allocation, It was found that planning sophistication3 were more likely to agree on every

aspect than planning sophistication2 companies with statistically significant differences.
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Figure 11.12: Nature of corporate planning process

Roles:

The planning process plays an important
role in the organisation’s communication
network®

The planning process plays an important
role in auditing ongoing activities

The planning process plays an important
role in strategically managing our

s H H C
company’s organisation structure

The planning process plays an important
role in strategically managing our

company’s quality issues

The planning process plays an important
role in strategically managing our

N e
company’s culture

The planning process plays an important
role in strategically managing our
company’s managerial styles

The planning process is necessary to
sequence future activities

The planning process encourages the
development of new businesses by
combining expertise and resources from

lower level units®

The planning process is a means of
ensuring that specialized knowledge is
stored and available to the whole

. .. h
organisation

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
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Figure 11.12: Nature of corporate planning process (continued)

The planning process has had a measurable
positive effect on sales and profitsI

The planning process acts mainly as an_
agency for assembling financial reportsJ

The planning process helps to focus the
company’s R&D efforts around defined

opportunity areas

Conflict resolution:

The planning process is a device to assure
- - I
that conflicting expectations are resolved

The planning process is a means of
organisational conflict resolution™

The planning process involves a great
deal of bargainingn

Uncertainty and risk resolution:

The planning process is a means for
- - - - (o]
systematically dealing with uncertainty

The planning process enables the company
to avoid unacceptably high levels of risks”

The planning process has constrained
the strategic risk taking behaviour of

lower level managers”

Size Ownership Planning system
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Figure 11.12: Nature of corporate planning process (continued)

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Resource allocation:
The planning process is a key device for o o e e o

allocating corporateresources throughout
the company"

3.50 | 357

The planning process assures that scarce
resources are allocated to high yield

uses®

The planning process has improved the
company’s long-term resource allocation

Lt
decisions

Long-term resource allocation decisions
are made as an integral part of the

- u
planning process

3.14 321 3.10 3.27

Note: N=42

3planning system: p=0.000, %size: p<0.05

°planning system: p<0.01, “planning system: p<0.01, *planning system: p<0.05, fownership: p<0.01,planning system: p<0.05 %planning system:
p=0.000, "planning system: p=0.000, ‘planning system: p<0.05, planning system: p=0.001

“planning system: p<0.005, 'planning system: p=0.000

Mplanning system: p=0.000, "planning system: p<0.01, °planning system: p=0.000, Pplanning system: p=0.000

“planning system: p=0.000, ‘planning system: p<0.05, *planning system: p<0.05, ‘planning system: p<0.05, “planning system: p<0.05

11.6 Planning Process and External Analysis

Figure 11.13 deals with 7 aspects of the planning process and external analysis, namely
competitive analysis, supplier analysis, customer analysis, political analysis, economic

analysis, social and culture analysis, and technology analysis.
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With respect to planning process, it was found that a fair share of effort was contributed
by all key personnel (mean=3.96), it was an adaptive, evolving, and learning activity
(mean=3.67), and it was a fairly routinised activity (mean=3.52). The formal planning
companies rejected the ideas that daily routine drives out planning effort, and that
planning was a distortion of data.

There was a statistically significant difference by ownership in that independent
companies were more likely to agree on the suggestion that planning effort was a fairly
routinised activity than group companies.

Statistically significant differences exist by planning system. Planning sophistication2
companies tended to agree that planning effort was a fairly routinised activity while
planning sophistication3 companies seemed to agree that planning was an adaptive,

evolving, and learning activity.

With respect to external analysis, the findings would suggest that formal planning
companies expended a greater effort in economic analysis (mean= 4.17), and customer

analysis (mean=3.95) rather than the other areas under investigation.

The data further revealed that corporate level of management were more likely to be
responsible for economic analysis while second level of management tended to be more
responsible for customer, social and cultural, and political analysis. In addition,
functional managements seemed more likely to be responsible for competitive, supplier,

and technology analysis.

There were statistically significant differences by size in that large companies were
more likely to focus their competitive analysis on competitive products analysis and
identifying the possible impacts of the Thai culture on the company’s culture than

medium sized companies.
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Significant differences emerged by ownership with group companies having a greater
effort on identifying source of supply, impacts of the government and economy on

business operations than independent companies.

Several statistically significant differences were found by planning system. Planning
sophistication3 companies had a greater effort on identifying competitors’ cost
structure, technological development, impacts of the government on business operation,
and impacts of the Thai culture on the company’s culture compared with planning
sophistication2 companies. Planning sophistication3 companies were more likely to
agree with the suggestions that competitive analysis was a major activity of the
corporate level management and the second level management, the suggestions that
customer analysis was a major activity of the marketing people, the second level
management, and the corporate level management, and the suggestion that political
analysis was a major activity of the second level management than planning

sophistication2 companies.
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Figure 11.13: Planning process and external analysis

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Planning process:

Our planning effort is an adaptive, L .
evolving, learning activitya . i 3.86

Our planning effort is a fairly routinised L S U S
activityb

In our planning process, all key R SR SR S S
personnel contribute their fair share of
effort

In our company, daily routine drives out e e e e
planning effort” 2.07

Planning is often characterized by _* T,
distortion of datad 1.64

Competitive analysis:

In our company, a great deal of effort is _ (L,
expended in attempting to identify 93| 304

competitor’s cost structure®

Our company focuses its competitive _ 1.
analysis on competitive products

analysis

Competitive analysis is primarily the S -
responsibility of our sales and marketing
people

Competitive analysis is a major activity e e efre
of the corporate level managementg

Competitive analysis is a major activity ° S I
of our second level management

Supplier analysis:

In our company, a great deal of effort is .
expended in attempting to identify the 2.79 311 2.70 3.27 2.78 317
sources of supplyI
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Figure 11.13: Planning process and external analysis (continued)

The supplier analysis is primarily the
responsibility of the purchasing department

The supplier analysis is a major activity
of the corporate level management

The supplier analysis is a major activity
of the second level management!

Customer analysis:

In our company, a great deal of effort is
expended in attempting to identify the
customer demands

The customer analysis is primarily the
responsibility of our marketing peoplek

The customer analysis is a major activity
of the corporate level managementI

The customer analysis is a major activity
of the second level managementm

Political analysis:

A great deal of effort is expended in
attempting to identify the possible
impacts of the government on our

. - n
business operations

The political analysis is primarily the
responsibility of our operations peopleO

The political analysis is a major activity
of the corporate level management

The political analysis is a major activity
of the second level managementp

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

3.14 3.43 3.05 3.59

2.83 3.71
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Figure 11.13: Planning process and external analysis (continued)

Economic analysis:

A great deal of effort is expended in
attempting to identify the possible
impacts of the economy on our business

operationsq

The economic analysis is primarily the
responsibility of our operations people

The economic analysis is a major
activity of the corporate level
management

The economic analysis is a major
activity of the second level management

Social and Cultural analysis:

A great deal of effort is expended in
attempting to identify the possible
impacts of the Thai culture on our

M r
company’s culture

The cultural analysis is primarily the
responsibility of our human resource
people

The cultural analysis is a major activity
of the corporate level managementS

The cultural analysis is a major activity
of the second level managementt

Technology analysis:

A great deal of effort is expended in
attempting to identify technological

developments"

The technology analysis is primarily the
responsibility of our technical specialists

The technology analysis is a major
activity of the corporate level managementv

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

1.29 2.00

1.35 2.14 1.28 2.13
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Figure 11.13: Planning process and external analysis (continued)

Size Ownership Planning system
Strongly Strongly  Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
’ ! \ !
The technology analysis is a major .é op o o NeV e o 5 I y' o« o
activity of the second level . - T T
w 1.43 2.18 1.552.27 1.442.29
management
- M R | _ Ps2
_______ L mmm G eie.. PS8
Note: N=42

“planning system: p=0.000, "ownership: p<0.05; planning system: p=0.000

°planning system: p=0.000, “size: p<0.05; planning system: p<0.01

¢planning system: p=0.000, 'size: p<0.05; planning system: p=0.000

9planning system: p<0.05, "planning system: p=0.000

fownership: p<0.05, Jsize: p<0.05, *planning system: p<0.01, 'planning system: p<0.05

"planning system: p<0.005, "ownership: p<0.05

°planning system: p<0.05, Pplanning system: p=0.005

“9ownership: p<0.05, size: p<0.05; planning system: p<0.005, *planning system: p=0.000, ‘planning system: p=0.000
“planning system: p<0.05, “size: p<0.05; ownership: p=0.010; planning system: p<0.005

“size: p<0.05; ownership: p<0.05; planning system: p<0.05

11.7 Coordination Issues in the Planning Process

Figure 11.14 explores coordination issues in the planning process of the formal planning

companies, namely coordination of planning, quality of information, and resistance to

planning.

With respect to coordination of planning, it was found all functional planning activities

were closely coordinated with corporate planning, especially the financial planning

activity (mean=4.19).

There was a statistically significant difference by ownership in that group companies

were more likely to agree with the suggestion that human resource planning was closely

coordinated with corporate planning than independent companies.
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With respect to the quality of information, the findings showed that all formal planning
companies considered they had very high quality information from their functional

departments, particularly the marketing department (mean=4.12).

A statistically significant difference by planning system exists with planning
sophistication3 companies receiving higher quality information from engineering

department than planning sophistication2 companies.
With respect to resistance to planning, the data suggested there was little resistance from

personnel. There were no statistically significant differences either by size, ownership,

or planning system.

Figure 11.14: Coordination issues involved in planning process

Size Ownership Planning system
Strongly Strongly Strongly Strongly Strongly Strongly
disagree agree  disagree agree disagree agree

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Coordination of Planning:

417 4.21 [

The financial planning is closely
coordinated with corporate planning

The operations planning is closely
coordinated with corporate planning

The marketing planning is closely
coordinated with corporate planning

The human resource planning is closely
coordinated with corporate planninga

The technology planning is closely
coordinated with corporate planning 3.04 3.43 315 318 311 3.21
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Figure 11.14: Coordination issues involved in planning process (continued)

Quality of Information
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Your company gets very high quality
information from the marketing
department for corporate planning

Your company gets very high quality
information from the human resource
department for corporate planning

Your company gets very high quality
information from engineering

department for corporate planning

Resistance to Planning:

Your company gets a great deal of
resistance to planning from its finance
people

Your company gets a great deal of
resistance to planning from its
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Your company gets a great deal of
resistance to planning from its marketing
people

Your company gets a great deal of
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Your company gets a great deal of
resistance to planning from its technical
people
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11.8 Roles of Various Corporate Personnel in the Planning

Process

Figure 11.15 examines the involvement of the CEO in the planning process of the 42
formal planning companies, and the findings show the CEO involved in all the

jprocesses.

There were statistically significant differences by planning system with planning
sophistication3 companies having a greater involvement in evaluating and approving the
corporate plans, and having planning accepted as a philosophy than planning

sophistication2 companies.

Figure 11.15: CEO personally involved in planning process

Size Ownership Planning system
Not at all Very Not at all Very Notatall Very
involve involve involve involve involve involve
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

The development of corporate goals,

missions, objectives

The development of alternative

corporate strategies

The evaluation and approval of the

corporate plans®

Having planning accepted as a

philosophy in the companyb

Note: N=42, based on 5 point scale with 1=not at all involve, 5=very involve
2planning system: p<0.05, ®planning system: p<0.005
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Figure 11.16 shows that for large companies, group companies, and planning
sophistication3 companies the board of directors were more likely to be involved in
corporate planning than those of the other groups, with statistically significant

differences by size and planning system.

Figure 11.16: Board of directors involved in corporate planning

Size Ownership Planning system
Not at all Very Not at all Very Not at all Very
involved involved involved involved involved involved
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
L] .& L] ' L] L] L] . X L] ' L] L] . .N L] * L] .
T T 236 325 T T 275314 T T 244 333
«— M <« | P pSs2
<« - - L “« - - G <« - - PS3

Note: N=42, size: p<0.01; planning system: p<0.05

The findings in Figure 11.17 reveals that for large companies, group companies, and
planning sophistication3 companies the board of directors were more supportive of
corporate planning than those of the other groups, with a statistically significant

difference by size.
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Figure 11.17: Board of directors supportive of corporate planning activities

Size Ownership Planning system
Not Very Not Very Not Very
supportive supportive supportive supportive supportive supportive
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
L] X ' L] . X‘ " L] L] . . i‘ ' L] .
T 293343 T T 310341 T 7300 346
< M <« | <« PS2
<« - - L “ - - G <« - - PS3

Note: N=42, size; p<0.05

Figure 11.18 deals with 3 major groups influencing the corporate planning process of
the formal planning companies, namely the CEO, the board of directors, and the top
second level management. The data shows that the CEO had a greater influence on the
corporate planning processes than the board of directors, and the top second level

management.

There were statistically significant differences by planning system in the influence of
the board of directors on assumptions used in the final corporate plan, objectives
embodied in the final corporate plan, strategies embodied in the final corporate plan,
and approval of the final corporate plan, these all being greater for planning

sophistication3 companies than planning sophistication2 companies.
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Figure 11.18: Influential groups in corporate planning processes

Chief executive officer:

Format of corporate plan

Assumptions used in the final corporate
plan

Objectives embodied in the final
corporate plan

Strategies embodied in the final
corporate plan

Approval of the final corporate plan

Development of missions for second
level units

Board of directors:

Format of corporate plan

Assumptions used in the final corporate
a
plan

Objectives embodied in the final
corporate plan

Strategies embodied in the final
corporate planC

Approval of the final corporate pIand

Development of missions for second
level units

Size
No
influence
1 2 3

3.14 3.32
2.00 |12.11

1.79 2.11

Very great
influence
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Ownership
No Very great
influence influence
1 2 3 4 5

3.20 3.32

1.91 2.10

Planning system

No Very great
influence influence
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Figure 11.18: Influential groups in corporate planning processes (continued)

Size Ownership Planning system
No Very great  No Very great No Very great
influence influence influence influence influence influence
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

Top second level management:

Format of corporate plan N S S
3.00 |1 3 04

Assumptions used in the final corporate .
plan 3.14 ’—'73 54

.'
Objectives embodied in the final —.—.—.il—.—.
corporate plan 3.07 | ;343

!
Strategies embodied in the final

corporate plan

Approval of the final corporate plan

Development of missions for second
level units

Note: N=42
3planning system: p<0.05, °planning system: p<0.01
°planning system: p<0.05, “planning system: p=0.000

11.9 Expected Changes in Current Planning System

Table 11.15 reports that for the formal planning companies, the 5 main expected
changes in strategic management approach in the next 5 years were improving
employees’ knowledge (98%), improving strategic thinking at second level of
management (88%), improving standard process of work (83%), improving
responsibility at all levels (83%), and improving strategic thinking at other lower levels

of management (69%).
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A statistically significant difference between independent and group companies was
found with a greater percentage of group companies expecting the strategic change of

improving responsibility at all levels.
A significant difference by planning system emerged with a greater percentage of

planning sophistication3 companies expecting strategic change of improving of

empowerment system than planning sophistication2 companies.

Table 11.15: Expected changes of strategic management approach in the next 5 years

Expected major changes by [ N | 04 Size Ownership Planning system
improving of M % L % I % G % PS2 % PS3 %
Strategic thinking at corporate 13 | 31 2 14 | 11 39 6 30 7 32 4 22 9 38
level

Strategic thinking at second 37| 83| 11 79 | 26 93 | 17 85 | 20 91 17 94 20 83
level management

Strategic thinking at other 29| 69| 10 74| 19 68 | 12 60 | 17 7 13 72 16 67
lower levels of management

Corporation process 21 50 7 50 14 50 9 45 | 12 55 12 67 9 38
Empowerment system* 20 | 48 5 36 | 15 54 8 40 | 12 55 5 28 15 63
Standard process of work 35| 83| 12 86 | 23 82 | 16 80 | 19 86 15 83 20 83
Employees’ knowledge 41 | 98 | 14 100 | 27 9 | 19 95 | 22 | 100 18 100 23 96
Participative decision- making 14 | 33 2 14 12 43 7 35 7 32 5 28 9 38
Bargaining negotiation process 3 7 0 0 3 11 1 5 2 9 1 6 2 8
Responsibility at all levels® 35| 83| 10 71| 25 89 | 14 70 | 21 96 15 83 20 83
Total 42 | 100 14 100 28 100 20 100 22 100 18 100 24 100

Note: ?planning system: p<0.05, Cramer’s V=0.344, ®ownership: p<0.05, Cramer’s V=0.341

Figure 11.19 reveals that the corporate planning processes of the 42 formal planning
companies were perceived to be effective, with no statistically significant differences

either by size, ownership, or planning system.
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Figure 11.19: Effectiveness of corporate planning process

Size Ownership
Not Very Not Very
effective effective effective effective
1 2 3 4 5 1 2 3 4 5
L] . L] ' l‘ L] L] . L] X ." L]
T T T 389 400 T T T 380405
«— M <« [
<« - i <« - s

Not

effective

Planning system

Very
effective

Note: N=42

11.10 Other Aspects of Planning

11.10.1 Contingency Plan

Table 11.16 details that of the 42 formal planning companies, 36% had a formal

contingency plan. The data suggests that a higher percentage of large companies, group

companies, and planning sophistication3 companies had a formal contingency plan

compared with medium sized companies, independent companies, and planning

sophistication2 companies. Statistically significant differences were found by ownership

and planning system.

Table 11.16: Formal contingency plan

Formal N | % Size Ownership Planning system
contingency plan M % [ L] % | 1] %G| % |PS2] % [ PS3 | %
Yes 15 36 3 21 12 43 3 15 12 55 1 6 14 58
No 27 64 11 79 16 57 17 86 10 45 17 94 10 42
Total 42 100 14 100 28 100 20 100 22 100 18 100 24 100

Note: Ownership: p<0.01, Cramer’s VV=0.412; planning system: p=0.000, Cramer’s VV=0.545
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Table 11.17 summarises that 60% of the formal planning companies with contingency
plans had developed contingency plans for corporate level of management, 13% for
second level of management, and 27% for both. There were no statistically significant

differences either by size, ownership, or planning system.

Table 11.17: Level of contingency plans

Contingency plan | N | % Size Ownership Planning system
developed for M % | L | % |1l | % |G| %]|PS2| % | PS3 | %
Corporate level ol eof2] 67| 7] 58] 2 67 7] 58 1] 100 8 57
Second level 2| 13]o0 o 2| 17 o 0 2| 17 0 0 2 14
Both levels 4 271 33| 3| 25| 1] 33 3| 25 0 0 41 29
Total 15| 100 3] 100 12| 100 3| 1200 | 12 | 100 1| 100 14 | 100

Table 11.18 shows that 87% of the formal planning companies with a contingency plan
having external environment factors as the major variables in their contingency plan and
13% having internal strategic actions as the major variables, with no statistically

significant differences by either size, ownership, or planning system.

Table 11.18: Major variables in contingency plan

Major variables N | % Size Ownership Planning system

M| % L % | % G % PS2 % PS3 %
External environment 13 87 | 3 100 10 83 | 3| 100 | 10 83 1 100 12 86
factors
Internal strategic action 2 130 0 2 17| 0 0 2 17 0 0 2 14
Total 15| 100 | 3| 100 | 12| 100 | 3] 100 | 12 | 100 1| 100 14 | 100

11.10.2 Importance of Informal Planning to Strategic Management

Figure 11.20 indicates that informal planning was considered as being important to
strategic management to a greater extent in medium sized companies, independent

companies, and planning sophistication2 companies rather than in large companies,
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group companies, and planning sophistication3 companies. A statistically significant

difference was found by planning system.

Figure 11.20: Relationship between informal planning and strategic management

Size Ownership Planning system
Not Very Not Very Not Very
important important important important important important
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
., \/ . j . . - l .
T 282343 T T 277330 T 242 38
<«—— M <« | <« PS2
<--- L <--- G <- - - Ps3

Note: N=42, planning system: p=0.000

11.10.3 Contribution of Formal Planning Process

Figure 11.21 shows that in all formal planning companies, there was perceived to be a
contribution of formal planning process to strategic management (mean=3.81),
especially in large companies, group companies, and planning sophistication3

companies.
A statistically significant difference was found between planning sophistication2 and

planning sophistication3 companies with planning sophistication3 companies perceiving

a greater contribution to strategic management from the formal planning process.
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Figure 11.21: Contribution of formal planning process to strategic management

Size Ownership Planning system
Not To a great Not To agreat Not To a great
atall extent atall extent atall extent
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
\v \ ¥ \ 4
T T 7371386 O T T 339413
&«—— M <« | <« pPSs2
<« - - L “ - - G <« - - PS3

Note: N=42, planning system: p=0.001

11.10.4 Strategic Management

Figure 11.22 reveals that all 42 formal planning companies considered they were
strategically managed (mean=3.81). The data suggests that large companies, group
companies, and planning sophistication3 companies considered they were strategically
managed to a greater extent than medium sized companies, independent companies, and
planning sophistication2 companies, however, these differences were not statistically

significant.
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Figure 11.22: Company strategically managed

Size Ownership Planning system

Not To agreat Not To agreat Not To agreat

atall extent atall extent atall extent

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
\y \ 4 \ \ 4

T 379382 T T 370391 T 7356400
«—— M <« | <« P82
<« - - L “« - - G <« - - PS3

Note: N=42

11.11 Chapter Summary

This chapter examined the planning and planning system of the formal planning

companies.

All formal planning companies had an annual time horizon. Large companies, group
companies, and planning sophistication3 companies had a longer time horizon than the

other groups with statistically significant differences by ownership and planning system.

Formal planning companies generally updated their corporate plans on an annual,
quarterly, or monthly basis and reviewed progress against the corporate plan on a
monthly, or quarterly basis. There were statistically significant differences by planning
system in that planning sophistication2 companies were more likely to update the
corporate plan on a quarterly basis and review progress on a monthly basis while
planning sophistication3 companies tended to update the corporate plan on an annual

basis and review progress on a quarterly basis

The majority of formal planning companies developed the long-term plan before the

short-term plan, followed by both the short-term plan and the long-term plan
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simultaneously, and the short-term plan before a long-term plan. Significantly, the
majority of planning sophistication3 companies developed the long-term plan before the
short-term plan, unlike planning sophistication2 companies who developed both the

short-term plan and the long-term plan simultaneously.

Action planning for the next 1-3 years, internal growth, and short-term emergency
planning were the major types of planning activities. Large companies, group
companies, and planning sophistication3 companies expended a greater degree of effort
in every aspect of planning activities than the other groups. Statistically significant

differences were mainly found by planning system rather than size, or ownership.

Regarding forecast development, formal planning companies spent a greater degree of
effort on foreign markets, global situation, domestic economy, world economy, and
domestic markets. Group companies, and planning sophistication3 companies spent a
greater degree of effort in every external forecast area than independent companies, and
planning sophistication2 companies but statistically significant differences were only
found by planning system. The major areas of forecast transmission from corporate
planning to the second level management were foreign markets, global situation, and
domestic markets. Large companies, group companies, and planning sophistication3
companies had a higher degree of forecast transmission in every area of forecasting than
the other groups with statistically significant differences by planning system.

The major headings of the corporate plan were objectives, budget/forecast, company
analysis, market analysis, and operation plan. Large companies incorporated more
market and customer analysis into their corporate plan than medium sized companies.
Group companies incorporated the mission, objectives, and corporate strategy into the
corporate plan while independent companies incorporated the operating plan into the
corporate plan. Planning sophistication3 companies incorporated market analysis,
customer analysis, competitor analysis, company analysis, key issues/problems,
corporate strategy, and second level strategy into their corporate plan whereas planning
sophistications2 companies incorporated the operating plan into the corporate plan. On

average, there were 6.55 headings in the corporate plan with large companies, group
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companies, and planning sophistication3 companies having a greater number of

headings for their corporate plan than the other groups.

In large companies, group companies, and planning sophistication3 companies, the
second level of management and up tended to have access to the corporate plan while
for medium sized companies, independent companies, and planning sophistication2
companies, only senior management seemed to have access to the corporate plan. These

differences were statistically significant.

Finance, markets, operations, human resource, and competitive analysis were the main
areas that corporate planning contributed to the second level plans. Corporate planning
of planning sophistication3 companies provided more added value to the second level
plans, namely for research and development, technology, organisational structure, and

competitive analysis than the planning sophistication2 companies.

Computer models/systems were used to support corporate planning to a reasonable
extent and were found useful to a great extent. The major models/systems were financial
models, forecasting models, and planning models. Large companies, group companies,
and planning sophistication3 companies more extensively employed computer
models/systems than the other groups with the main statistically significant differences

being by planning system.

Only 24% of formal planning companies reported having a second level long-term
business plan. All of them were planning sophistication3 companies. The average
number of headings in a second level long-term plan was 4.5. Second level long-term
plans were generally updated on an annual basis and reviewed on quarterly basis. The
annual budgets were integrated well with the long-term plans. Computer
models/systems were used to support second level planning but not as extensively as for
corporate planning.

In an overall sense large companies, group companies, and planning sophistication3

companies were likely to spend a greater degree of effort on various functions of
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corporate planning, namely specific planning tasks, overall planning responsibility,
assistance at corporate level, assistance at second level, and improving planning
performance than the other groups. Significant differences were found by size, and

planning system.

The major roles of corporate planning process were auditing ongoing activities,
sequencing future activities, strategically managing their company’s managerial styles
and quality issues, and encouraging the development of new businesses by combining
expertise and resources from lower level units. Generally, large companies, group
companies, and planning sophistication3 companies were more likely to agree on the
nature of the corporate planning process than the other groups with some significant

differences by planning system.

In a broad view of the efforts spent on the planning process, it was mainly agreed that
all key personnel contributed a fair share of effort, the planning effort was an adaptive,
evolving, and learning activity, and the planning effort was a fairly routinised activity.
In addition, formal planning companies rejected the ideas that daily routine drove out
planning effort, and planning was a distortion of data. Statistically significant

differences were found by ownership, and planning system.

The greatest effort in external analysis was expended on economic analysis and
customer analysis. Corporate level of management were more likely to be responsible
for economic analysis while second level of management tended to be responsible for
customer, social and cultural, and political analysis. In addition, functional
managements seemed more likely to be responsible for competitive, supplier, and
technology analysis. Generally, large companies, group companies, and planning
sophistication3 companies expended a greater degree of effort in most external analyses
than the other groups with some statistically significant differences by size, ownership,
and planning system.

All functional planning was closely coordinated with corporate planning, especially the

financial planning. Formal planning companies perceived they had very high quality
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information from their functional departments, particularly the marketing department
with little resistance to planning reported. Large companies, group companies, and
planning sophistication3 companies tended to receive better quality of information and

less resistance to planning from all functional departments than the other groups.

The CEO/MD/President was highly involved in all the processes of planning, namely
the development of corporate goals, missions, objectives, and alternative strategies, the
evaluation and approval of the corporate plan, and the accepting of planning as a
philosophy in the company. In large companies, group companies, and planning
sophistication3 companies, the board of directors had a greater involvement and was

more supportive of corporate planning than those of the other groups.

Formal contingency plans were found in 15 formal planning companies which were
mainly large companies, group companies, and planning sophistication3 companies.
The contingency plan was generally developed at the corporate level and had external

environment factors as the major variables.

Overall the corporate planning processes were effective in formal planning companies.
The expected changes in strategic management approach in the next 5 years were
improving employees’ knowledge, improving strategic thinking at second level of
management, improving standard process of work, improving responsibility at all

levels, and improving strategic thinking at other lower levels of management.

Informal planning was important to strategic management to a greater extent in medium
sized companies, independent companies, and planning sophistication2 companies than
in the other groups. However, the formal planning process was perceived to contribute
to a greater extent to strategic management in all formal planning companies,
particularly in large companies, group companies, and planning sophistication3
companies. All formal planning companies considered they were strategically managed
with large companies, group companies, and planning sophistication3 companies

believing they were strategically managed to a greater extent than the other groups.
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Chapter 12

External Environments

12.1 Introduction

This chapter examines the external environments of the formal planning companies,
namely demand environment, competitor environment, customer environment,
government regulation, economic environment, global situation, social and cultural
environment, and technology environments. It will also identify any significant

differences by size, ownership, or planning system.
12.2 Demand Environment

12.2.1 Occupancy Rate

Table 12.1 shows that for the 42 formal planning companies, the average occupancy
rate over the last 5 years was around 75% and it was expected to be 82% over the next 5

years.

The data revealed that medium sized companies, group companies, and planning
sophistication2 companies had a higher occupancy rate in the last 5 years and expected
a higher occupancy rate in the next 5 years than large companies, independent
companies, and planning sophistication3 companies, with no statistically significant

differences either by size, ownership, or planning system.
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Table 12.1: Occupancy rate (%)

Occupancy rate Mean Size Ownership Planning system
(%) M L | G PS2 PS3

In the last 5 years 74.43 76.14 7357 | 7275 | 75.95 76.50 72.88

In the next 5 years 81.55 84.29 80.18 80.50 82.50 83.61 80.00

Note: N=42

Figure 12.1 shows that the formal planning companies considered the occupancy rate as

being predictable over the last 5 years (mean=3.69) and slightly less predictable in the

next 5 years (mean=3.48).

Interestingly,

large companies, group companies, and planning sophistication3

companies were more likely to consider the occupancy rate, both in the last 5 years and

in the next 5 years, as being predictable than medium sized companies, independent

companies, and planning sophistication3 companies. These differences were statistically

significant by ownership and planning system.

Figure 12.1: Predictability of occupancy rate

Size Ownership
Unpredictable Very Unpredictable Very
predictable predictable

1 2 3 4 5 1 2 3 4 5

In the last 5 years?

In the next 5 years® )

Planning system

Unpredictable Very
predictable

Note: N=42, %ownership: p<0.005; planning system: p=0.000, "ownership: p=0.000; planning system: p=0.000
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12.2.2 Predictability of Demand

Table 12.2 reports that over the last 5 years formal planning companies found 35% of
sales/revenues highly predictable, 32% predictable, 21% fairly predictable, 11%
unpredictable, and 1% highly unpredictable.

There was a statistically significant difference by ownership with group companies
considering 14% of sales/revenues fairly predictable and independent companies

considering 29% of sales/revenues fairly predictable.

Statistically significant differences by planning system exist with planning
sophistication3 companies considering 46% of sales/revenues highly predictable, and
17% fairly predictable versus planning sophistication2 companies considering 21% of

sales/revenues highly predictable, and 27% fairly predictable.

Table 12.2: Predictability of sales/revenues in the last 5 years (%)

Predictability % Size Ownership Planning system
M L | G PS2 PS3
Highly predictable? 35 26 39 26 43 21 46
Predictable 32 35 30 31 32 38 27
Fairly predictable® 21 27 18 29 14 27 17
Unpredictable 11 11 11 12 10 13 10
Highly unpredictable 1 1 1 2 2 2 0
Total 100 100 100 100 100 100 100

Note: N=42, ®planning system: p<0.01, Cramer’s V=0.738
Pownership: p<0.05, Cramer’s \V=0.592; planning system: p<0.05, Cramer’s \V=0.603

Predictability of sales/revenues in the next 5 year detailed in Table 12.3 indicates that
formal planning companies expect 31% of sales/revenue to be highly predictable, 32%

predictable, 24% fairly predictable, 11% unpredictable, and 2% highly unpredictable.

There were statistically significant differences by planning system with planning
sophistication2 companies expecting 30% of sales/revenue compared with planning

sophistication3 companies expecting 19% of sales/revenue to be fairly predictable and
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planning sophistication2 companies expecting 18% of sales/revenue compared with
planning sophistication3 companies expecting 41% of sales/revenue to be highly

predictable.

Table 12.3: Predictability of sales/revenues in the next 5 years (%)

Predictability % Size Ownership Planning system
M L | G PS2 PS3
Highly predictable® 31 24 35 22 39 18 41
Predictable 32 33 31 31 33 36 29
Fairly predictable® 24 30 21 30 18 30 19
Unpredictable 11 11 12 12 11 13 10
Highly unpredictable® 2 2 1 4 0 3 1
Total 100 100 100 100 100 100 100

Note: N=42, ?planning system: p=0.005, Cramer’s V=0.697
Pplanning system: p<0.05, Cramer’s V=0.615
‘ownership: p<0.01, Cramer’s V-0.548, planning system: p<0.05, Cramer’s V=0.430

12.2.3 Market Growth Environment

Table 12.4 examines the market growth rate over the last 5 years and it was found that
of the formal planning companies 60% had market growth rate of 5-10% per year and

40% had market growth rate of 0-5% per year.

There was a statistically significant difference by planning system with 61% of planning
sophistication2 companies having market growth rate of 0-5% per year over the last 5
years and 75% of planning sophistication3 companies having market growth rate of 5-

10% per year over the last 5 years.

Tablel2.4: Market growth rate in the last 5 years

Growth N | % Size Ownership Planning system
rate M| % | L | % l | % | G| % | PS2 | % | PS3 | %
0-5% pa 17| 4] 7| s0f 10| 36| 20 50| 7 32 1| e 6| 25
5-10%pa | 25| 60| 7| 50| 18| 64| 10| 50| 15 68 71 39 18| 75
Total 42 100 | 14| 100 | 28| 100 20| 100 [ 22 | 100 18 | 100 24 | 100

Note: planning system: p<0.05, Cramer’s VV=0.364
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Table 12.5 deals with the market growth rate in the next 5 years and the data showed
that of the formal planning companies, 67% expected market growth rate to be 0-5% per

year and 33% expected market growth rate to be 5-10% per year.

There was a statistically significant difference by size with 93% of medium sized
companies expecting market growth rate to be 0-5% per year in the next 5 years

compared with 54% of large companies in the next 5 years.
Statistically significant difference by planning system exists in that 89% of planning

sophistication2 companies expected market growth rate to be 0-5% per year in the next

5 years compared with 50% of planning sophistication3 companies in the next 5 years.

Table12.5: Market growth rate in the next 5 years

Growth N | % Size Ownership Planning system
rate M| % | L | % I | % | G| % PS2 | % | PS3 | %
0-5% pa 28| 67| 13| 93| 15| 54| 15| 75| 13 59 16 | 89 12| 50
5-10% pa 4| 3| 1 71 13 4] 5| 25| 9 4 2 1 12| 50
Total 42| 100 | 14| 100 | 28 | 100 | 20 | 100 | 22 | 100 18 | 100 24 | 100

Note: size: p<0.05, Cramer’s VV=0.393; planning system: p<0.01, Cramer’s VV=0.408

12.3 Competitive Environment

12.3.1 Main Competitors

Table 12.6 reveals that for the formal planning companies the 3 main competitors in the
last 5 years were independent hotels (67%), domestic group hotels (33%), and foreign
group hotels (33%).

There was a statistically significant difference by size with 93% of medium sized

companies having independent hotels as major competitor compared with 54% of large

companies.

260



Chapter 12: External Environment

Statistically significant differences by ownership exist in that a higher percentage of
group companies had domestic group hotels and foreign group hotels as their major

competitors compared with independent companies.

A significant difference by planning system was found for foreign group hotels as
competitors. The data suggests a higher percentage of planning sophistication3
companies had foreign group hotels as their major competitor compared with planning

sophistication2 companies.

Tablel2.6: Main competitors in the last 5 years

Main competitors | N | % Size Ownership Planning system
M| % | L | % I % | G| % | PS2 | % | PS3 | %
Independent hotels® 28 67 | 13 93 | 15 54 14 70 | 14| 64 14 78 14 | 58
Domestic group hotels” 14 33 3 21 11 34 3 15| 11 | 50 5 28 9| 38
Foreign group hotels® 14 33 4 29 10 36 3 15| 11 | 50 2 11 12 | 50
No competitor 2 5 0 0 2 7 2 10 0 0 2 11 0 0

Note: N=42, ®size: p<0.05, Cramer’s V=0.393, "ownership: p<0.05, Cramer’s V=0.371
‘ownership: p<0.05, Cramer’s V=0.371; planning system: p<0.01, Cramer’s VV=0.408

Table 12.7 details that in the next 5 years, the 3 main competitors will be independent

hotels (57%), foreign group hotels (38%), and domestic group hotels (29%).

There were statistically significant differences by size in that 86% of medium sized
companies expected independent hotels as major competitors while 43% of large
companies expected them as competitors. In contrast, only 7% of medium sized
companies expected domestic group hotels as major competitors whereas 39% of large

companies expected them as competitors.

Statistically significant differences for foreign group hotels as competitors were found
by ownership and planning system. Group companies and planning sophistication3
companies were more likely to expect foreign group hotels as major competitors in the

next 5 years than independent companies and planning sophistication2 companies.
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Tablel2.7: Main competitors in the next 5 years

Main competitors | N | % Size Ownership Planning system
M| % | L|%| I |%|G|%]|PS2|%]|PS3| %
Independent hotels® 24 | 57| 12| 8 | 12 | 43| 13| 65| 11 | 50 12 | 67 12 50
Domestic group hotels® 12 | 29 1 71 11| 39 3| 15 9| 41 3| 17 9 38
Foreign group hotels® 16 | 38 41 29| 12 | 43 4| 20| 12 | 55 3| 17 13 54
No competitor 2 5 0 0 2 7 2| 10 0 0 2| 11 0 0

Note: N=42, size: p<0.01, Cramer’s V=0.408, Psize: p<0.05, Cramer’s VV=0.335
‘ownership: p<0.05, Cramer’s V=0.355; planning system: p<0.05, Cramer’s V=0.382

12.3.2 Predictability of Main Competitors’ Action

Figure 12.2 summarises that formal planning companies considered their competitors as
being predictable (mean=3.45) over the last 5 years, with a statistically significant
difference by planning system and they expected their competitors to be slightly less
predictable over the next 5 years (mean=3.29) with no statistically significant

differences either by size, ownership, or planning system.

Figure 12.2: Predictability of competitors

Size Ownership Planning system
Unpredictable Very Unpredictable Very Unpredictable Very
predictable predictable predictable
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
In the last 5 years® I S T
343; 3.50
i
i
In the next 5 years” e e e] e e
3.29 3.29

Note: N=42, ®planning system: p<0.05
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12.3.3 Dependency on Main Competitors

The data on dependency of strategy on competitors in Figure 12.3 shows that over the
next 5 years the strategy of formal planning companies would be slightly more
dependent on the main competitors than it was over the last 5 years, with no statistically

significant differences either bys size, ownership, or planning system.

Figure 12.3: Dependency of strategy on competitors

Size Ownership Planning system

Not at all Very Not at all Very Not at all Very
dependent dependent dependent

1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years e LI LI
2.90 ; 3.32
i 1
i 1
1 1
In the next 5 years e e el e I L VIR I
3.36 3.46 3.30 3.55
_ M - | - PS2
_______ L ... G mmm Pss3
Note: N=42

12.3.4 New Entrants to the Hotel Industry in the Next 5 Years

Table 12.8 details new entrants to the hotel industry in the next 5 years with the formal
planning companies expecting foreign group hotels (71%), independent hotels (48%),

and domestic group hotels (45%) respectively.
There was a statistically significant difference by ownership with 86% of group hotels

expecting foreign group hotels to be new entrants in the next 5 years compared with

55% of independent companies.
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Tablel2.8: Possibility of new entrants to the hotel industry in the next 5 years

New entrants N | % Size Ownership Planning system
M| % | L|%]| I % | G| % | PS2 | % | PS3 | %
Independent hotels 20 | 48 9] 64| 11 | 39 10 50 | 10 46 10 56 10 42
Domestic group hotels 19 | 45 5| 36 | 14 | 50 9 45 | 10 46 10 56 9 38
Foreign group hotels?® 30| 71 8| 57| 22| 79 11 55 | 19 86 11 61 19 79
Note: N=42, ®ownership: p<0.05, Cramer’s V=0.347

The data in Figure 12.4 suggests that there is little difficulty for a new entrant to enter
into the hotel industry (mean=2.48).

Figure 12.4: Difficulty for a new entrant to the hotel industry

Size Ownership Planning system
Easy Difficult Easy Difficult Easy Difficult
to enter to enter to enter to enter to enter to enter
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
T T 243250 T 230268 T 246250
— M <« | <« PS2
<« - - L <« - - G <« - - PS3

Note: N=42

12.4 Customer Environment

Table 12.9 summarises that the 4 major customers of formal planning companies over
the last 5 years were foreign tourists (86%), foreign business people (76%), foreign
group tours (41%), and foreign corporate functions (41%).
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Foreign business people showed significant differences by ownership and planning
system. The findings suggested a higher percentage of independent companies, and
planning sophistication3 companies having foreign business people as major customers

in the last 5 years than group companies and planning sophistication2 companies

Table 12.9: Major customers in the last 5 years

Customer types N | % Size Ownership Planning system
M| % |L|%]| I % | G| % | PS2 | % | PS3 | %
Thai business people 7| 17 3| 21 41 14 5 25 2 9 2| 11 5| 21
Thai corporate functions 10| 24 3| 21 7| 25 7 35 3 14 5| 28 5| 21
Thai tourists 2 5 1 7 1 4 2 10 0 0 1 6 1 4
Foreign business people* 32| 76| 10| 71| 22| 79 11 55 | 10 | 46 11 | 61 21 | 88
Foreign corporate 17 | 40 7| 5 | 10 | 36 7 35 | 10 46 6| 33 11 | 46

functions

Foreign tourists 36 | 86 | 12| 8 | 24| 86 | 16 80| 20| 91 16 | 89 20 | 83
Foreign group tours 17 | 40 41 29 | 13| 46 9 45 8| 36 10 | 56 71 29

Note: N=42, “ownership: p<0.01, Cramer’s V=0.474; planning system: p<0.05, Cramer’s V=0.307

Similarly, it was found in Table 12.10 that the 4 major customers formal planning
companies expected in the next 5 years were foreign tourists (83%), foreign business

people (79%), foreign group tours (40%), and foreign corporate functions (38%).

There were statistically significant differences by ownership. Independent group were
more likely to have Thai business people, Thai corporate functions, foreign business
people as their major customers while group companies tended to have foreign tourists

as their major customers.

265



Chapter 12: External Environment

Table12.10: Major customers in the next 5 years

Customer types N | % Size Ownership Planning system
M| % | L|%]|I % | G| % PS2 | % | PS3 | %

Thai business people? 7 17 3| 21 4| 14 5 25 2 9 2 11 5 21
Thai corporate functions® 10 | 24 3| 21 7| 25 7 35 3 14 5 28 5 21
Thai tourists 2 5 1 7 1 4 2 10 0 0 1 6 1 4
Foreign business people® 32| 76| 10| 71| 22| 79 11 55 | 10 46 11 61 21 88
Foreign corporate functions | 17 | 40 7| 50| 10 | 36 7 35| 10 46 6 33 11 46
Foreign tourists® 36| 8 | 12| 8 | 24 | 86 16 80 | 20 91 16 89 20 83
Foreign group tours 17 | 40 41 29| 13 | 46 9 45 8 36 10 56 7 29

Note: N=42, %ownership: p<0.05, Cramer’s V=0.315, "ownership: p<0.05, Cramer’s V=0.347
Cownership: p=0.005, Cramer’s \V=0.432, “%ownership: p<0.05, Cramer’s \V=0.341

The data on the nationality of customers for formal planning companies in Table 12.11

shows that 86% of customers over the last 5 years were foreigners and it was expected it

will remain about the same for the next 5 years.

Table 12.11: Customer Nationality

Nationality % Size Ownership | Planning system
M L | G PS2 PS3
In the last 5 years
Thai 14 14 13 22 6 14 14
Foreigner 86 84 87 77 94 86 86
In the next 5 years
Thai 15 14 16 24 7 16 15
Foreigner 85 86 84 76 93 84 85
Note: N=42

12.5 Governmental Environment

Figure 12.5 shows that the impact of government policy on formal planning companies
was at a minimal level. However, a greater impact of government policy was found in

medium sized companies, independent companies, and planning sophistication2

companies rather than in the other groups.
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Figure 12.5: Impact of government policy

Size Ownership Planning system
No Severe No Severe No Severe
impact impact impact impact impact impact
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years

At present

In the next 5 years

_______ L G PS3

Note: N=42

Table 12.12 shows that the impacts of government were on daily operations (83%), and
products/services (60%).

There were statistically significant differences by planning system in that the impact of

government policy on customers, and marketing tended to be more frequent in planning

sophistication2 companies than planning sophistication3 companies.

Table12.12: Current impact of government policy on operation process

Impact N | % Size Ownership Planning system
M|% | L|% | % | G| % | PS2 | % | PS3 | %
Market 5| 12 1 7 4| 14 3 15 2 9 4| 22 1 4
Customers® 6| 14 2| 14 41 14 3 15 3 14 5| 28 1 4
Business strategy 5| 12 1 7 4| 14 2 10 3 14 1 6 4| 17
Products/services 25 | 60 8| 57| 17| 61 12 60 | 13 59 11| 61 14 | 58
Marketing® 6| 14 2| 14 4| 14 3 15 3 14 51| 28 1 4
Daily operations 35| 83| 12| 86 | 23 | 82 17 85 | 18 82 14| 78 21 | 88

Note: N=42, ®planning system: p<0.05, Cramer’s V=0.334; "planning system: p<0.05, Cramer’s V=0.334
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12.6 Economic Environment

Figure 12.6 reveals that economy had a moderate impact on formal planning companies.
Interestingly, the economy was more likely to have an impact on large companies,
group companies, and planning sophistication3 companies rather than medium sized
companies, independent companies, and planning sophistication2 companies.

There was a statistically significant difference by size with economy having a greater

impact on large companies over the last 5 years than for medium sized companies.

Figure 12.6: Impact of economic environment

Size Ownership Planning system
No Severe No Severe No Severe
impact impact impact impact impact impact
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years® e . e o« o e .
3.68 3.59 .54
At present e e e o . . .
.36 3 3.224 3.29
In the next 5 years L . I I 1

Note: N=42, %size: p=0.10

Table 12.13 presents that the current impacts of the economy were on profitability
(100%), customers (95%), and market (93%) with no statistically significant differences

either by size, ownership, or planning system.
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Table12.13: Current impact of economy on operation process

Impact N | % Size Ownership Planning system
M| % | L| % | % | G| % |[PS2| % | PS3 | %
Market 39 93 13 93 | 26 93 17 85 | 22 100 16 89 23 96
Customers 40 95 13 93 | 27 96 18 9 | 22 100 17 94 23 96
Business strategy 24 57 8 57 | 16 57 11 55 | 13 59 11 61 13 54
Products/services 5 12 2 14 3 11 2 10 3 14 4 22 1 4
Profitability 42 100 14 100 | 28 100 20 | 100 | 22 100 18 100 24 100
Marketing 23 55 8 57 | 15 54 11 55 | 12 55 11 61 12 50
Daily operations 8 19 3 23 5 18 5 25 3 14 5 29 3 13
Note: N=42

12.7 Global Situation

Figure 12.7 presents that global situation had a great impact on all formal planning
companies, particularly at the present time (mean=4.33). However, the global situation

was expected to have less impact in the next 5 years (mean=3.69).

A statistically significant difference by planning system emerged with global situation
having a greater impact on planning sophistication3 companies over the last 5 years

than planning sophistication2 companies.

At present, the global situation was more likely to impact on large companies, group
companies, and planning sophistication3 rather than medium sized companies,
independent companies, and planning sophistication2 companies. These differences

were statistically significant.
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Figure 12.7: Impact of global situation

Size Ownership Planning system
No Severe No Severe No Severe
impact impact impact impact impact impact
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years® . L A
328\ 408
\
\
'
At present’ e e e e e e Jeie
389 1467
1
;
."
1
In the next 5 years . [ IV
3.50 3.83
- M - I - PS2
L G PS3

Note: N=42, ®planning system: p=0.001, size: p<0.05; ownership: p<0.01; planning system: p=0.000

Table 12.14 reports that the 5 main current impacts of the global situation were on
market (95%), profitability (93%), customers (93%), marketing (83%), and daily
operations (79%).

A statistically significant difference by ownership exists in that the impact of global
situation on business strategy tended to be found in group companies rather than

independent companies.
There were statistically significant differences by planning system in that the impact of

global situation on customer, and business strategy were more likely to be found in

planning sophistication3 companies than in planning sophistication2 companies.
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Table12.14: Current impact of global situation on operation process

Impact N | % Size Ownership Planning system
M| % | L|%]| I % |G| % | PS2 | % | PS3 | %

Market 40| 95| 13| 93| 27 | 96 19 95 | 21 96 16 89 24 100
Customers® 39| 93| 12| 8 | 27 | 96 19 95 | 20 91 15 83 24 100
Business strategy® 28 | 67 8| 57| 20| 71 10 50 | 18 82 7 39 21 88
Products/services 6| 14 3| 21 3| 11 2 10 4 18 4 22 2 8
Profitability 39| 93| 12| 86 | 27| 96 17 85 | 22 100 17 94 22 92
Marketing 35| 83| 12| 8 | 23| 82 16 80 | 19 86 15 83 20 83
Daily operations 33| 79| 11| 79| 22| 79 15 75 | 18 82 15 83 18 75

Note: N=42, ?planning system: p<0.05, Cramer’s V=0.320
Pownership: p<0.05, Cramer’s \V=0.337; planning system: p=0.001, Cramer’s V=0.510

12.8 Social/cultural Environment

Figure 12.8 shows that the impact of social/cultural environment on formal planning
companies was at a minimal level. However, a greater impact of social/cultural
environment was found in large companies, group companies, and planning
sophistication3 companies rather than in medium sized companies, independent
companies, and planning sophistication2 companies. These differences were not
statistically significant.
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Figure 12.8: Impact of social/cultural environment

Size Ownership
No Severe No Severe
impact impact impact impact
1 2 3 4 5 1 2 3 4 5
In the last 5 years I
250[ 254
i
1
i
At present LN
250 | 2.68
!
1
i
In the next 5 years L
2.71 2.86
—_ M - |
_______ L G

Planning system

No Severe
impact impact
1 2 3 4 5
L] L] L] L] L]
T 239 283
|
1
1
1
L] L] c e L] L]
P s & A ———
244 |, 275
1
1
1
L] . ;. . L]
2.61 2.96

Note: N=42, based on five point scale with 1=no impact, 5=severe impact

Table 12.15 suggests that the main current impacts of social/cultural environment were

on products/services (45%), market (19%), and customers (17%).

Tablel2.15: Current impact of social/cultural environment on operation process

Impact N | % Size Ownership Planning system
M| % | L|%]| I % | G % PS2 | % | PS3 | %
Market 8| 19 1 7 7| 25 5 25 3 14 3 17 5 21
Customers 7| 17 1 7 6| 21 5 25 2 9 3 17 4 17
Business strategy 51| 12 3| 21 2 7 1 5 4 18 1 6 4 17
Products/services 19 | 45 6| 43| 13| 46 6 30| 13 59 6 33 13 54
Marketing 6| 14 3| 21 3| 11 4 20 2 9 1 6 5 21
Daily operations? 2 5 2| 14 0 0 2 10 0 0 1 6 1 4

Note: N=42, size: p<0.05, Cramer’s V=0.316
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12.9 Technology Environment

Figure 12.9 shows that technology had a moderate impact on formal planning
companies but was expected to have a greater impact over the next 5 years.
Interestingly, technology was more likely to have an impact on large companies, group
companies, and planning sophistication3 companies than for medium sized companies,
independent companies, and planning sophistication2 companies, with no statistically

significant differences.

Figure 12.9: Impact of technology environment

Size Ownership Planning system
No Severe No Severe No Severe
impact impact impact impact impact impact
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5

In the last 5 years I S R . . . .
2.83
At present . _ ___ " G ___*
2.7 .00 2.72
In the next 5 years L 2 Y . _ __ * A W
3.15 3.36 3.17 3.33
- M - 1 - PS2
_______ L __._._ G emm.. PSS
Note: N=42

Table 12.16 presents that the main current impacts of technology were on marketing
(83%), and daily operations (67%).

A statistically significant difference by size exists in that the impact on business strategy

was more likely to be found in medium sized companies than large companies.

273



Chapter 12: External Environment

There were statistically significant differences by ownership and planning system in that
the impact on daily operations was more likely to be found in group companies, and
planning sophistication3 companies than for independent companies, and planning

sophistication2 companies.

Tablel2.16: Current impact of technology on operation process

Impact N | % Size Ownership Planning system
M| % | L|%]| I % | G| % PS2 % | PS3 | %

Market 1 2 0 0 1 4 1 5 0 0 0 0 1 6
Customers 3 7 1 7 2 7 1 5 2 9 2 11 1 4
Business strategy® 2 5 2| 14 0 0 0 0 2 9 1 6 1 4
Products/services 3 7 1 7 2 7 1 5 2 9 1 6 2 8
Marketing 35| 8| 11| 79| 24| 86 16 80 | 19 86 14 78 21 88
Daily operations® 28 | 67 8| 57| 20| 71 10 50 | 18 82 8 44 20 83

Note: N=42, %size: p<0.05, Cramer’s V=0.316
Pownership: p<0.05, Cramer’s \V=0.337; planning system: p<0.01, Cramer’s \V=0.408

12.10 Chapter Summary

This chapter examined the external environments of the formal planning companies.

The average occupancy rate of the formal planning companies was 75% over the last 5
years and is expected to be 82% over the next 5 years. Occupancy rate were more
predictable in large companies, group companies, and planning sophistication3
companies than in medium sized companies, group companies, and planning

sophistication2 companies.

About 90% of sales/revenues was found to be fairly predictable over the last 5 years and
is expected to be similar in the next 5 years. There were statistically significant
differences by ownership and planning system. Generally formal planning companies
experienced market growth rate over the last 5 years of 5-10% per year and expected

0-5% growth rate per year for the next 5 years.
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Independent hotels, domestic group hotels, and foreign group hotel were the main
competitors over the last 5 years. Medium sized companies, independent companies,
and planning sophistication2 companies were more likely to have independent hotels as
their main competitors while large companies, group companies, and planning
sophistication3 companies tended to regard domestic group hotels and foreign group

hotels as their main competitors.

All formal planning companies considered their competitors as being predictable over
the last 5 years and expected their competitors to be slightly less predictable over the
next 5 years. The strategy over the next 5 years for the formal planning companies will
be more dependent on the major competitor than it was over the last 5 years. Foreign
group hotels, independent hotels, and domestic group hotels were expected to be major
new entrants with no difficulty in entering the Thai hotel industry.

Foreign tourists and foreign business people were main customers over the last 5 years
and they were expected to be major customers for the next 5 years. About 85% of

customers were foreigners.

The global situation had an extensive impact on all formal planning companies with a
greater impact on large companies, group companies, and planning sophistication3
companies. However, it was expected there will be a lesser impact from the global
situation over the next 5 years. The major impacts were on market, profitability,

customers, marketing, and daily operation processes.

The economy had a moderate impact on formal planning companies with a greater
impact on large companies, group companies, and planning sophistication3 companies.
The economy was expected to have slightly less impact over the next 5 years. The

current impacts were on profitability, customer, and market.

Technology had a moderate impact on formal planning companies with a greater impact

on large companies, group companies, and planning sophistication3 companies. It was
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expected there would be more impact from technology over the next 5 years. The major

impacts were on marketing, and daily operation.

Social/cultural environment had a minimal impact on formal planning companies with a
greater impact on large companies, group companies, and planning sophistication3
companies. It was expected there would be more impact from social/cultural
environment over the next 5 years. The major impacts were on product/service, market,

and customer.
The impact of government policy on formal planning companies was found to be at a

minimal level and was expected to be slightly less over the next 5 years. The current

impacts were on daily operation, and product/service.

276



PART FOUR B

COMPANIES WITHOUT
FORMAL PLANNING SYSTEM

Chapter 13: Non-Formal Planners

277



Chapter 13: Non-formal Planners

Chapter 13

Non-formal Planners

13.1 Introduction

This chapter aims to explore strategic management practices of the 8 non-formal
planning companies or planning sophisticationl companies. The non-formal planning
companies, comprise 7 medium sized companies, 1 large company, and were all
independent companies. Hence the comparisons by size, and ownership were not
feasible. It was decided to report the results for the group as a whole, however, there
would be some simple comparisons with formal planning companies as appropriate to

emphasise the behavioural patterns of the non-formal planning companies.
13.2 Planning Practices of Non-formal Planning Companies

13.2.1 Reasons for Not Having a Formalised Planning System

Table 13.1 shows that of the non-formal planning companies, the major reasons for not
having a formalised planning system were size (75%), and non-standard process of

formulating strategies (63%).

Table 13.1: Reasons for not having a formalised planning system

Reasons N %

75
63
25
25
13

Size

Non-standard process of formulating strategies

Human resource

Complexity of strategic process

Time effort

(P (NN o (o

External factor 13

N=8
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Table 13.2 shows that non-formal planning companies were more likely to be small in
all aspects of size compared with formal planning companies. This might be part of the

explanation for the absence of a formalised planning system.

Table 13.2: Size aspects of sample companies

NFPC | FPC

Revenue Mean 46 397
(Million Baht) N 3 28
Profit Mean 20 92
(Million Baht) N 2 27
Assets Mean 300 1395
(Million Baht) N 2 11
Number of employees Mean 116 465
N 8 42

Number of rooms Mean 168 431
N 8 42

13.2.2 Strategic Management

Table 13.3 details the process of strategic management and the data revealed that of the
non-formal planning companies, 88% suggested all strategic decisions were made by
CEO/MD/President, 63% suggested common strategic decisions made by corporate
level, 63% suggested strategic decisions arose from negotiation between
CEO/MD/President and corporate level, and 25% suggested common strategic decisions
made by the second level.

Table 13.3: Process of strategic management

Process N %
All strategic decisions made by CEO/MD/President 7 88
Common strategic decisions made by corporate level 5 63
Negotiation between CEO/MD/President and corporate level 5 63
Common strategic decisions made by second level 2 25

N=8
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Figure 13.1 indicates that all 8 non-formal planning companies considered they were
strategically managed to some extent (mean=3.38). However, the data suggests that
formal planning companies considered they were strategically managed to a greater

extent than non-formal planning companies.

Figure 13.1: Company strategically managed

Not at all To a great extent
1 2 3 4 5

N

3.38 381

NFPC

Note: N(NFPC)=8, N(FPC)=42

13.2.3 Strategic Issues

Table 13.4 reports that 62% of non-formal planning companies addressed strategic

issues as required, and 38% addressed them on an ad hoc basis.

Table 13.4: Strategic issues addressed by companies

N %
As required 5 62
Ad hoc 3 38
Total 8 100

Table 13.5 highlights that in all non-formal planning companies the CEO/MD/President
had the overall responsibility to address strategic issues and that in 50% of the

companies the corporate level was also responsible for addressing the strategic issues.
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Table 13.5: Responsibility to address strategic issues

N %
CEO/MD/President 8 100

Corporate level 4 50
Note: N=8

13.2.4 Time Horizon for Main Strategies

Table 13.6 shows that 88% of non-formal planning companies had a 1-3 year time

horizon and 13% had a 4-10 year time horizon for their strategies.

Table 13.6: Time horizon for main strategies

Time horizon N %
1-3 years 7 88
4-10 years 1 13
Total 8 100

13.2.5 Main Areas of Strategic Decisions

Table 13.7 summarises that in the non-formal planning companies, the main areas of
strategic decisions over the last 5 years were product/service (88%), finance (50%), and
marketing (50%). Strategic decisions on fund/capital issues played only a minor role.

Table 13.7: Main areas of strategic decisions in the last 5 years

Main areas N %
Product/service 7 88
Finance 4 50
Marketing 4 50
Fund/capital 2 25
Note: N=8
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13.2.6 Process of Strategy Formulation

Figure 13.2 examines the process of strategy formulation and the findings showed that
non-formal planning companies assigned the greatest agreement on strategies emerging
from the vision of the CEO/MD/President (mean=4.25), followed by the environment
dictating strategies (mean=4.13), strategies emerging from solving day-to-day problems
(mean=3.75), CEO/MD/President defining targets and boundaries within which lower
management formulates the strategies (mean=3.13), and strategies emerging from an
incremental process of adapting to external events (mean=3.00). All non-formal
planning companies disagreed on strategies evolving through a bargaining and
negotiation process among different management groups (mean=1.25).

Figure 13.2: Process of strategy formulation

Disagree Agree

Strategies emerge from the vision of the CEO/MD/President

The environment dictates strategies

Strategies emerge from solving day-to-day problems

CEO/MD/President defines targets and boundaries within which

lower management formulates the strategies

Strategies emerge from an incremental process of adapting to

external events

Strategies evolve through a bargaining and negotiation process

among different management groups

Note: N=8
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13.2.7 Nature of Strategic Decision-making Process

Figure 13.3 details that in non-formal planning companies strategic decision-making
process was depicted as based on objective criteria and analysis (mean=3.88), largely

intuitive (mean=3.25), and a continuing process of incremental steps (mean=3.13).

Figure 13.3: Nature of strategic decision-making process

Disagree Agree

It is a continuing process of incremental steps L
3.13
It is largely intuitive L
3.25
It is based on objective criteria and analysis e e e le
3.88
Note: N=8

13.2.8 Disposition of Strategic Decisions

The data in Table 13.8 reports that strategic decisions were integrated in 75% of non-
formal planning companies and even among the balance 25%, the decisions were only

loosely coupled, never disjointed.

Table 13.8: Disposition of strategic decisions

N %
They are integrated 6 75
They are loosely coupled 2 25
N 8 100
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13.2.9 Management Efforts on Strategic Decisions

Figure 13.4 shows that non-formal planning companies assign the greatest corporate
effort in formulating strategies (mean=4.38) followed by developing macro forecasts of
the external factors, and formulating goals and objectives (mean=4.25), identifying
areas of new business opportunity (mean=4.13), and preparing specific studies
(mean=4.00). The findings suggest that second level of management plays only a

minimal role in all strategic decisions.

Figure 13.4: Efforts of corporate management and second level on strategic decisions

Corporate level Second level

No High degree No High degree

effort of effort effort of effort
1 2 3 4 5 1 2 3 4 5

Develop macro forecast of the external factors

Prepare specific studies

Develop improved accounting and financial data

for strategic decisions

Identify areas of new business opportunity

Reorganize the company around more clearly defined business units

Improve the quality of strategic thinking in the company

Formulate goals and objectives

Formulate missions
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Figure 13.4: Efforts of corporate management and second level on strategic decisions
(continued)

Corporate level Second level

No High degree No High degree

effort of effort effort of effort
1 2 3 4 5 1 2 3 4 5

Formulate strategy

Prepare acquisition plans

Prepare divestiture plans

Prepare international expansion plans

Identify financing needs

Prepare merger plans

Prepare joint venture plans

Prepare sources and uses of fund plans

Note: N=8

13.2.10 Efforts on Forecasting Areas

Figure 13.5 displays the corporate planning effort on external factor forecasts over the
last 5 years and the data shows that non-formal planning companies assigned the
greatest efforts to global situation (mean=3.63), followed by foreign market
(mean=3.50), domestic economy (mean=3.38), and world economy (mean=3.25).
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The findings suggest that formal planning companies assigned greater efforts to all areas
of external forecasts over the last 5 years, except for human resource, compared with

non-formal planning companies.

Figure 13.5: The effort of corporate planning on external factor forecasts (last 5 years)

No High degree
effort of effort

Domestic economy L __*
3.88

World economy . __°
/ 3.79

Technology v "

2.25
Government e __*
2.88 3.10

Global situation L __°

.05

Social and culture . *

Foreign markets . "

1412

Domestic markets L __*
3.64

Human resource . . *

2.48 ) 2.50
Competitive analysis L AN
2.50 3.21
- NFPC
FPC

Note: N(NFPC)=8, N (FPC)=42
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13.2.11 Responsibility for Developing Forecasts

Table 13.9 examines responsibility for developing forecasts and the data shows that for
88% of non-formal planning companies corporate level management was responsible
for developing forecasts and second level of management was responsible for the
balance (12%).

Table 13.9: Responsibility for developing forecasts

N %
Corporate level 7 88
Second level 1 12
N 8 100

13.2.12 External Environment Analysis

Figure 13.6 deals with responsibility for external environment analysis and the data
shows that non-formal planning companies expended a greater effort on customer
analysis (mean=4.25), and economic analysis (mean=3.38) rather than the other areas

under investigation.

The findings would further suggest that in non-formal planning companies, the
corporate level management were more likely to be responsible for all external
environment analysis except supplier and technology analysis. By contrast, in formal
planning companies the corporate level management seemed more likely to be
responsible for economic analysis while second level of management and functional

managements tended to be responsible for the remaining analysis.
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Figure 13.6: Responsibility for external environment analysis

Strongly Strongly
disagree agree

1 2 3 4 5

Competitive analysis:

In our company, a great deal of effort is
expended inattempting to identify
competitor’s cost structure

Our company focuses its competitive analysis
on competitive products analysis

Competitive analysis is primarily the
responsibility of our sales and marketing
people

Competitive analysis is a major activity of the
corporate level management

Competitive analysis is a major activity of our
second level management

Supplier analysis:

In our company, a great deal of effort is
expended in attempting to identify the sources
of supply

The supplier analysis is primarily the
responsibility of the purchasing department

The supplier analysis is a major activity of the
corporate level management

The supplier analysis is a major activity of the
second level managementI

Customer analysis:

In our company, a great deal of effort is
expended in attempting to identify the
customer demands

The customer analysis is primarily the
responsibility of our marketing people

The customer analysis is a major activity of
the corporate level management

The customer analysis is a major activity of
the second level management 3.75 3.08
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Figure 13.6: Responsibility for external environment analysis (continued)

Strongly Strongly
disagree agree

1 2 3 4 5

Political analysis:

A great deal of effort is expended in
attempting to identify the possible impacts of
the government on our business operations

The political analysis is primarily the
responsibility of our operations people

The political analysis is a major activity of the
corporate level management

The political analysis is a major activity of the
second level management

Economic analysis:

A great deal of effort is expended in
attempting to identify the possible impacts of
the economy on our business operations

The economic analysis is primarily the
responsibility of our operations people

The economic analysis is a major activity of
the corporate level management

The economic analysis is a major activity of
the second level management

Social and Cultural analysis:

A great deal of effort is expended in
attempting to identify the possible impacts of
the Thai culture on our company’s culture

The cultural analysis is primarily the
responsibility of our human resource people

The cultural analysis is a major activity of the
corporate level management

The cultural analysis is a major activity of the
second level management 2.952.98
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Figure 13.6: Responsibility for external environment analysis (continued)

Strongly Strongly
disagree agree

Technology analysis:

A great deal of effort is expended in
attempting to identify technological
developments

The technology analysis is primarily the
responsibility of our technical specialists

The technology analysis is a major activity of
the corporate level management

The technology analysis is a major activity of
the second level management

Note: N(NFPC)=8, N(FPC)=42,

13.2.13 Extent of Use of Computer Models/systems

Figure 13.7 highlights that non-formal planning companies use computer
models/system to support strategic management effort to a minimal extent (mean=2.13)

compared with formal planning companies (mean=3.36).

Figure 13.7: Use of computer models/systems

No use Extensive use
1 2 3 4 5
\ ;
. L] L] . .
2.13 3.36
NFPC
FPC

Note: N(NFPC)=8, N(FPC)=42
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Table 13.10 summarises that the most popular computer models/systems used to
support strategic management effort of the non-formal planning companies were
financial models (62%), and forecasting models (25%). The findings clearly suggest a
higher percentage of formal planning companies use computer models/systems to

support strategic management effort compared with non-formal planning companies.

Table 13.10: Computer models/systems used

Computer models/systems NFPC FPC
N % | N %
Forecasting models 2 25 30 71
Financial models 5 62 40 95
N 8| 100 | 42 100
Note: N=8

Figure 13.8 reveals that the computer models/systems employed by the non-formal
planning companies to support strategic management effort were found useful to a

minimal extent compared with formal planning companies.

Figure 13.8: Usefulness of computer models/systems

No useful Very useful

1 2 3 4 5

Note: N(NFPC)=8, N(FPC)=42
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13.2.14 Expected Changes in Strategic Management Approach

Table 13.11 addresses the non-formal planning companies expected changes in strategic
management approach over the next 5 years and the data showed that the most expected
changes were improving standard process of works (63%), and improving employees’

knowledge (63%), followed by improving responsibility at all levels (50%).

Table 13.11: Expected changes in strategic management approach in the next 5 years

Expected changes N %
Improve strategic thinking at corporate level

13
25
25
25
63
63
50

Improve strategic thinking at second level

Improve cooperation process

Improve empowerment system

Improve standard process of works

Improve employees’ knowledge

B (oD (NN (e

Improve responsibility at all levels
Note: N=8

13.3 Chapter Summary

This chapter examined the main characteristics of strategic management practices in the
non-formal planning companies with some simple comparisons with formal planning

companies as appropriate.

Size, and a non-standard process of formulating strategies were main reasons for not
having a formalised planning system. Non-formal planning companies were relatively
small in all aspects of size, namely revenues, profits, assets, number of employees, and
number of rooms. The major process for strategic management was that all strategic
decisions were made by CEO/MD/President. Strategic issues were mainly addressed as
required by CEO/MD/President and corporate level. The time horizon for main

strategies was normally 1-3 years.
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Non-formal planning companies perceived they were strategically managed to a lesser

extent than formal planning companies.

Products/services, finance, and marketing were main areas of strategic decisions over
the last 5 years. The process of strategy formulation of non-formal planning companies
could be best described as strategies emerging from the vision of CEO/MD/president,
followed by environment dictating strategies, and CEO/MD/President defining targets

and boundaries within which lower management formulates their strategies.

The main areas of management effort on strategic decisions were found for formulating
strategies, developing macro forecasts of external environment, formulating goals and
objectives, identifying areas of new business opportunity, and preparing specific
studies.

Corporate planning efforts were found on external factor forecast in global situation,
foreign market, domestic economy, and world economy. Compared with formal
planning companies, non-formal planning companies assigned less effort to most areas
of external forecasts. The corporate level of management was primarily responsible for

developing forecasts.

Customer analysis, and economic analysis were major areas in which the non-formal
planning companies expended effort but the effort on external environment analysis
overall was clearly less than formal planning companies. Computer models/systems
were utilised to a minimal extent when compared with formal planning companies. The
most frequently used computer models/systems were financial models, and forecasting

models, and non-formal planners found they were useful to a minimal degree.
Changes in strategic management approach were expected over the next 5 years in

improving standard process of work, employees’ knowledge, and responsibility at all

levels.
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Chapter 14

Comparison with Previous Studies

14.1 Introduction

This chapter aims to provide a brief and simple comparison of some important aspects
of strategic management practices of the hotel industry of Thailand with those of
previous studies; work of Christodoulou 1984; Capon, Farley and Hulbert 1988; Bonn
1996; Nimmmanphatcharin 2002; and Achyutan 2004. The forementioned studies were
in different environmental settings, namely countries, time, and industries and for this

reason results must be treated with caution.
14.2 Background of the Studies

Table 14.1 summarises the basic information of 6 studies compared in this chapter. The
data was collected in 4 different countries, namely USA, Australia, India, and Thailand
during 1980-2003. In addition, 4 of them examined the manufacturing industry, and one

the banking industry.

Table 14.1: Studies used in comparison

Country Thailand India Australia us
Year of data collection 2003 2000° | 2000° 1994d| 1982° | 1980
Industry Hotel Banking Manufacturing

N 50 71 0 | 35 | e | 13

Note: current study, "work of Nimmanphatcharin 2002, ‘work of Achyutan 2004
“work of Bonn 1996, ®work of Christodoulou 1984, 'work of Capon, Farley and Hulbert 1988
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14.3 Planning Practices

Figure 14.1 shows that in all studies, more than 70% of responding companies had a
formal planning system. The findings suggested that formal planning played an

important role in all studies regardless of country, time, or industry.

Figure 14.1: Formal planners vs non-formal planners

100

90

80

70

60

D% non-formal planners
50
.% formal planners

40

30

20

current Thai Indian Australian Awustralian American

study Banking study study study study
(2003) study (2000) (1994) (1982) (1980)
(2000)

Figure 14.2 reports that the major planning approaches of the companies in Thailand,
Australia, and the US were planning sophistication3 (or strategically oriented formal
planners), planning sophistication2 (or financial oriented formal planners), and planning
sophisticationl (or non-formal planners) respectively but Indian companies used

planning sophistication2 to a greater extent than planning sophistication3.
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Figure 14.2: Planning approach

%
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40
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14.3.1 Corporate Planning Effort

Figure 14.3 examines the corporate planning effort spent on different types of planning
in the current study, the Thai banking study, the Indian study, the Australian study, and

the American study.

The data reveals that Thai banking companies expended greater effort on short-term
emergency plan and action plan for 1-3 years than the other groups whereas Australian
companies expended a greater effort on long-term planning for 5-10 years and 10-20

year planning than the other groups.

Interestingly, both Thai hotel companies, and Thai banking companies showed the same
pattern spending the greatest effort on action planning for 1-3 years, followed by short-
term emergency planning, long-term planning for 5-10 years, and 10-20 year planning

respectively.
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Figure 14.3: Corporate planning effort spent on different types of planning

No effort Extensive effort
1 2 3 4 5
Short-term emergency planning J . .

242530,324.1

Action planning or operational planning for . . .
the next 1 to 3 years 3.0,3.7,3.7,4.1,4.2
Long-term planning for the next 5-10 years . . .

2.4,3335374.1

“What the company wants to be in the next .
10-20 years” planning 1924293133

Current study (N=42) - =-=-=. == Indian study (N=23)
______ Thai Banking study (N=57) —..—..—.._ Australian study (N=53)

............................. American study (N=113)

14.3.2 Relationship between Plans

Table 14.2 examines the relationship between corporate plan and short-term plan of
formal strategic planning companies in the current study, the Thai banking study, the

Indian study, the Australian study, and the American study.
The findings suggested that 52% of Indian companies developed their short and long-
term plans simultaneously and more than 50% of the companies in Thailand, and

Australia developed their long-term plan before their short-term plan.

It was found that in both the Thai hotel study and the Thai banking study, more than
50% of the companies tended to develop the long-term plan before the short-term plan,
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around 20-30% developed short and long-term plans simultaneously, and less than 15%

developed their short-term plan before their long-term plan.

Table 14.2: Relationship between corporate plan and short-term plan

Process Current (%) | Thai Banking Indian | Australia | USA
(%) (%) (%) (%)

Short and long-term plans prepared simultaneously 33 21 52 19 15
Long-term plan prepared first, shorter-term plan then 55 72 35 57 32
fitted into long-term plan
Short-term plan prepared first, long-term plans were 12 5 9 5 17
then extended
Short-term prepared first, long-term then modified 0 0 4 4 3
from previous year
Long-term and short-term plans prepared 0 2 0 15 32
independently, not coordinated
N 42 57 23 53 113

14.3.3 Effort on Forecasting

Figure 14.4 displays corporate planning effort on 7 forecasting areas, namely
competitive analysis, domestic economy, world economy, technology, governmental,

social and cultural, and human resource.

The data shows that among the 5 studies, Indian companies expended the greater effort
on competitive analysis (mean=4.3), technology (mean=4.1), governmental issues
(mean=3.8), and human resource (mean=3.6) than the other groups. Overall, there is a

remarkable similarity from the 5 studies.
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Figure 14.4: Corporate planning effort in forecasting areas

No effort Extensive effort
1 2 3 4 5
Competitive analysis . . .
3.2,3.2,3.84.343
Domestic economy . . .

3.1,34,394.142

World economy . .
2.6,2.6,3.3,3.6,3.8

Technology . .
2526,2.73.1,4.1

Governmental (legislative, regulatory) . .
2.8293.13.7,38

Social and cultural . o /S
2224272831 \*

Human resource . .
25,252.83.2,3.6

Current study (N=42) - === =.= Indian study (N=23)
______ Thai Banking study (N=57) —..—..—.._ Australian study (N=53)

............................. American study (N=113)

Figure 14.5 examines the major areas of forecast transmission from corporate planning
to the second level of management of formal strategic planning companies in the current
study, the Thai banking study, the Indian study, the Australian study, and the American
study.
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The findings showed that the companies in all studies corporate level management
transmitted forecast of domestic economy to a reasonable extent (mean>3.00) with

remarkable similarity between the studies.

The data suggested that among the 5 studies, corporate level management of Australian
companies were more likely to transmit forecast of competitive analysis and domestic
economy analysis to second level management whereas Indian companies tend to
transmit forecast of technology, governmental (legislative, regulatory), and social and

cultural analysis to second level management.

Figure 14.5: Forecast transmission from corporate level to second level management

Never transmitted Regularly transmitted
1 2 3 4 5
Competitive analysis . . L. . .
2733394042, T I’ !
) /'I !
oy
. . | I
Domestic economy . . . 1 g .
3.3,3.6,3.7,3.8,4.0 AR
&/
£l 1y
J pa
World economy . . e . .
26,2.83.23.2,33 SN
: \»
: I\
Technology . o : N . .
2430323235 I/ \
Governmental (legislative, regulatory) . . . .

2.6,3.0,35,35,3.6

Social and cultural . o
2327283132 %

Human resource . D . o
2.3,2.9,3.0,3.2,3.3
Current study (N=42) - --------- Indian study (N=23)
______ Thai Banking study (N=57) — ..—..—.._ Australian study (N=53)

............................. American study (N=113)
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Table 14.3 summarises the computer models/system used to support the corporate
planning of the formal planning companies among the 5 studies. The data suggested that
the major computer models/systems used were financial models, and forecasting

models.

Table 14.3: Computer models/systems to support corporate planning

Computer models/systems Current | Thai Banking Indian Australia USA
Forecasting model 71% 79% 79% 68% 58%
Financial model 95% 95% 83% 68% 58%
Econometric model 14% 11% 28% 9% 31%
Planning model 62% 18% 58% NA 58%
Simulation model 60% 93% 42% NA NA
Strategic decision support 24% 40% 46% 13% 19%
Group decision support 17% 9% 46% NA NA

N 42 57 23 53 113

Note: NA=not applicable

14.3.4 Quality of Information obtained from Various Functional

People
Figure 14.6 shows that in all studies the formal planning companies received high

quality information from their financial people (mean>3.50) and fair quality information

from other functional departments (mean>3.00).
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Figure 14.6: High quality information obtained from various functional people

Disagree Agree
1 2 3 4 5
Finance . . . . B
3.53.7,41,4.1,4.3 '~7" I
AAR
|
Marketing . . AT ! .
3135394143 I = 7 1T
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s :
| f I
Operating/production . D . !..-"l . .
3233344141 ‘\
|
\
\
Human resource . . o |\ .
3.4,4.0,NANANA

Current study (N=42) - =-=-=-=-= Indian study (N=23)

Thai Banking study (N=57) e — _ Auwustralian study (N=53)

American study (N=113)

14.3.5 Corporate Planning Effort on Various Activities

Figure 14.7 deals with the corporate planning effort on the planning process among the
5 studies The findings showed that formal planning companies in all studies agreed on
the ideas that planning effort is an adaptive, evolving, and learning activity (mean>3.5),
and all key personnel contribute fair share of effort (mean>3.5). Overall there is

remarkable similarity among the 5 studies.
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Figure 14.7: Corporate planning effort on various activities

Disagree Agree
1 2 3 4 5
Planning effort is an adaptive, evolving, J . .

learning activity 3.7,4.04.4,4.4,4.6

Planning effort is a fairly routinised activity . .
2.6,3.0,3.4,3.53.8

Daily routine drive out planning effort . . .
2.4,2.4,252.93.6

In planning, all key personnel contribute . . .

their effort 35,3.7,3.8,4.0,4.0

Planning is often described as distortion of .
data 2.0,2.0,2.0,2.1,3.6

Currentstudy (N=42) - --------- Indian study (N=23)
Thai Banking study (N=57) e — _ Auwstralian study (N=53)

............................. American study (N=113)

14.3.6 Roles of Corporate Planning

Figure 14.8 examines corporate planning roles of the formal planning companies among
the 5 studies. The data showed that Thai Banking companies were more likely to agree

on all roles of corporate planning than the other groups.

Both Thai hotel companies, and Thai banking companies indicated that a greatest role of
planning process was auditing ongoing activities while Indian companies, Australian
companies, and American companies pointed out sequencing future activities as the

main role. Overall there is a remarkable similarity among the studies.
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Figure 14.8: Roles of corporate planning

Planning plays an important role in the
organisation’s communication network

Planning plays an important role in auditing
ongoing activities

Planning is necessary to sequence future
activities

Planning process encourages development

Disagree

1

3.3353.7,384.2

2935374044

3.7384.14343

of new business 2.53.2,3.6,3.9,4.0
Planning process helps store, and make . .
available specialized knowledge 3132323738
Planning acts as an agency assembling . .
financial reports 1.9,2.0,253.03.8
Planning process has a measurable positive . .
effect on sales and profits 3.3,3.4,3.54.0,4.2

Current study (N=42)

Indian study (N=23)

______ —..—..—..- Australian study (N=53)

Thai Banking study (N=57)

............................. American study (N=113)

14.4 Chapter Summary

Formal planning played a significant role in all 6 empirical studies, with more than 70%
of companies responding having a formal planning system. The most important
planning approaches for companies in Thailand, Australia, and the US were planning

sophistication3 or strategically oriented formal planners, followed by planning
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sophistication2 or financially oriented formal planners, and planning sophisticationl or

non-formal planners.

In both Thai studies, the same pattern in corporate planning effort emerged namely the
greatest effort was spent on action plan for 1-3 years, followed by short-term emergency
plan, long-term planning (5-10 years), and 10-20 year planning. Unlike the Indian study,
the majority of the companies in Thai studies, Australian study, and the US study

developed their long-term plan before their short-term plan.

In all studies, there was a reasonable amount of effort of corporate planning on all
forecasting areas and there was a fair degree of transmission of the forecasts from the

corporate level to second level of management.

The main computer models/systems regularly used to support corporate planning in all
studies were financial models, and forecasting models. Fair quality information was

received from all functional departments.

Formal planning companies in all studies agreed on the ideas that the planning effort is
an adaptive, evolving, and learning activity, and all key personnel contribute their fair

share of effort.

Given that the studies examined in this section were from different time periods,
different geographic locations and even different industries, the similarity of results
from the studies is remarkable. This may suggest that the underlying strategic planning
processes described may indeed be important for strategic management in large

companies.
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The final part is Chapter 15 which includes a summary of major research findings about
the four key research questions, an additional findings section obtained from the
comparison with previous studies, an overall summary, a section on the implications of

the study, and also the limitations and recommendations for further research.
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Chapter 15

Research Findings and Implications

15.1 Introduction

This chapter aims to summarise the key empirical research findings on strategic
management practices reported in Chapters 6-14, interpret their relevance, and discuss
the implications of this research for strategic management theory, practice, and
methodology. The later sections of this chapter will discuss limitations of the research

and further research directions.
15.2 Major Findings about Research Questions

The research was exploratory in that no previous empirical studies have investigated
strategic management practices in the hotel industry of Thailand. Therefore, research
questions instead of hypotheses were developed. The first research question dealt with
the strategic management characteristics of hotel industry of Thailand. The second
research question examined the strategic management practices, which may differ by
size, ownership, or planning system. The third research question investigated the
management practices of companies without a formal planning system and the fourth
research question explored the key factors influencing the strategic management
practices in the hotel industry of Thailand. Hence, this section is organised into four

sub-sections based on the sequence of the 4 research questions.

15.2.1 The Strategic Management Characteristics of Thai Hotel
Industry (Research Question 1)

The data analysis investigating the first research question has examined a multitude of
variables. These variables were classified into 6 main categories: characteristics of
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responding companies; structure and resources; culture and managerial style; mission

and long-term objectives; strategies and processes; and planning and planning system.

Characteristics of respondent companies

The respondent companies were classified according to planning system, size, and
ownership (refer Figure 15.1). 42 (84%) of the respondent companies were formal
planning companies, of which 18 (36%) were planning sophistication2 or financially
oriented formal planners, and 24 (48%) were planning sophistication3 or strategically
oriented formal planners. There were 8 (16%) planning sophisticationl or non-formal

planners.

The small independent companies were most likely to be the planning sophisticationl
companies. Large independent companies tended to be the planning sophistication2
companies, and large group companies were mainly the planning sophistication3

companies.

Large companies had higher revenues, profits, assets, and number of employees than
medium sized companies. More than half of participating companies were a family
business, and these were usually the medium sized companies and planning
sophisticationl companies rather than the other groups. The main sources of income of
the participating companies were from rooms, and food and beverage. The majority of
respondents to this study were in corporate level management with 20% being in the
highest positions (CEO/MD/President) and had been involved with corporate planning

for more than 5 years.
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Figure 15.1: Summary of respondent companies by planning system, size, and ownership
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The following sections will summarise the major findings of strategic management

practices of the 42 formal planning companies.

Organisational structure and resources

The majority of the formal planning companies used a single business unit structure,
followed by a multiple business unit structure, and a mixed structure. All companies had
both a corporate and second level of management but only 67% of them had a third
level of management. 33% had reported organisational structure changes over the last 5
years and 90% had no plan for structure changes over the next 5 years. The main
changes in the organisational structure were the emergences of new line of
responsibility at other lower level of management, and new line of responsibility at
second level of management. Personal qualifications and top management team were

the major reasons for organisational structure changes.

Almost 60% of responding companies had 1-500 employees. The majority of employees
were Thai with about 70% of formal planning companies employing 100% Thai people.
36% of the companies responding expected changes in the current number of Thai
employees over the next 5 years in accordance with the market situation. Problems with

acquiring personnel resources were considered to be low.

Company culture and managerial style

It was found that management of culture was important in all formal planning
companies and that the senior managements were generally satisfied with the current
culture. The major influence on the company’s culture were the corporate level
management, second level management, and CEO/M.D./President. Sub/group culture,
performance measurement, open and cooperative, seniority culture, and hierarchical
cultures were the main characteristics of formal planning companies’ culture. The main
company’s actions on culture were a great deal of subordinate support from managers,
encouraging teamwork rather than individual contributions, rewarding people in
proportion to the excellence of their performance, encouraging communication and co-
operation between different departments, and encouraging the development and

implementation of new ideas. More than half of the formal planning companies had
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attempted to change the company’s culture during the last 5 years. The lack of strategic
thinking, the lack of communication networks, the lack of employee’s knowledge, and
the lack of participative negotiation process were the main reasons for culture changes
over the last 5 years. Major factors that supported the change of the company’s culture
were the second level management, the corporate level management, and
CEO/MD/President. The main problems of implementing change to the company’s
culture were time effort, the employees’ feedback, the senior management’s feedback,

and the lack of transmitted knowledge from corporate management.

Decision-making by top management, focus on employees’ benefits, empowerment
systems, continuous training and development, and seniority system were key
managerial styles of the formal planning companies. The strongest company actions on
managerial styles were democratic leadership, using training programmes, and using job
evaluation. The important people who influenced the company’s managerial styles were
corporate management, and CEO/MD/President. 74% of the formal planning companies
reported problems with their current managerial style, unclear managerial style,
inefficient employees, and company culture were the major problems of current

managerial styles.

Mission statement and long-term objectives

22 formal planning companies were reported having a formal mission statement.
Generally mission statements had been defined in term of products and services,
customers, employees, and shareholders. All the formal planning companies had
products/service incorporated into their company mission statement. Main
characteristics of the mission statement were describing what business the company was
in, what business set the company apart from others, and company’s customers. 11
formal planning companies had changed their company mission statement over the last
5 years by expanding their mission statement to cover more aspects other than what
business the company was in, and stating mission statement more specifically. The main
factors influencing mission changes were strategic considerations, change of
competitive conditions, and economic factors. All formal planning companies with a

mission statement viewed their mission statement as being appropriate over the last 5
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years and applicable at least for the next 1-5 years. Corporate level management, the
CEO/MD/President, and controlling hotel group were the major influences on

formulation of company mission statement.

28 formal planning companies were reported with formal corporate long-term
objectives. Major quantitative objectives used by formal planning companies were
performance objectives, financial objectives, and sales objectives. The main reasons for
performance against formal corporate long-term objectives over the last 5 years were
managerial performance, appropriateness of objectives, and economic factors. 18 formal
planning companies were reported as having corporate long-term qualitative objectives.
Quality and service, customer focus, and reputation and image were the most common
qualitative objectives. Formal long-term objectives had been changed over the last 5
years. Update of objectives, financial factor changes, and instituting new objectives
were the major changes. Changes in economic factors and new competitive conditions
were main factors influencing the change of corporate long-term objectives. Current
long-term objectives were expected to be changed over the next 1 to 3 years. The major
influences on the formulation of corporate long-term objectives were corporate level
management, controlling hotel group, and the CEO/MD/President. A negotiation
process between the CEO/MD/President and corporate level management was a key
process for corporate long-term objective formulation. Monitoring of current
performance, evaluation of past performance, and evaluation of second level

management were the main roles of formal corporate long-term objectives.

Only 36% of formal planning companies had formal second level long-term objectives.
The main roles of second level long-term objectives were as standards to evaluate
business unit performance, major influence on final corporate objectives, and devices
for capital allocation. Second level management, corporate level management,
controlling hotel group, and CEO/MD/President influenced the formulation of second
level long-term objectives. The main process of second level objective formulation was
a negotiation process between corporate level management and second level
management. The quality of second level long-term objectives was considered to be

satisfactory.
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Corporate strategies and processes

All formal planning companies formalised their corporate strategies to a reasonable
extent. The major processes of corporate strategy development were a negotiation
process between CEO/MD/President, and being formulated by the corporate
management. The main analytical tools/techniques influencing the corporate strategy
development were SWOT analysis, forecasting models, Five Force analysis, and PEST
analysis. Benchmarking played a moderate role on corporate strategies with
products/services, marketing, and customers being the main dimensions of
benchmarking. The characteristics of explicit corporate strategies were seeking markets
where service quality is important, seeking markets where it can attain large share of
served markets, seeking to enter or develop service businesses, seeking market where
service differentiation is important, and seeking market where long stay is possible. The
most important growth strategies were growth through introducing existing
product/service into new markets. Being a later entrant in established but still growing
markets or an early follower of initial entrants in fast growing new market were
preferable product/service introduction strategies. The second level units were allocated
all responsibilities for new products and markets rather than special organisational units.

Research and development played only a minor role in corporate strategy.

Quality management strategy as a strategic issue was very important to all formal
planning companies. The main strategic approaches towards quality management were
strategic thinking at second level of management, strategic thinking at corporate level of
management, standard process of work, clear strategies, and clear objectives. Corporate
and second level management were mainly responsible for addressing strategic quality
issues. Total quality management played a crucial role in corporate strategy by focusing
on the quality of customer service, committing the resources for continuous quality
improvement, training of employees in quality issues, regularly assessing the quality of

products/services, and continuous improvement of the relationship with the customers.
Formal planning companies assigned low importance on a budgetary distinction

between resources required to maintain current activities and those required to provide

long-term benefit.
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Planning and planning system

All formal planning companies had an annual time horizon. The corporate plans were
generally updated on an annual basis and progress reviewed on a monthly basis. The
majority of formal planning companies developed the long-term plan before the short-
term plan, followed by both the short-term plan and the long-term plan simultaneously,
and the short-term plan before the long-term plan. Action planning for the next 1-3
years, internal growth, and short-term emergency planning were the major types of
planning activities. Regarding forecast development, a great degree of effort was
expended on foreign markets, global situation, domestic economy, world economy, and
domestic markets. The major areas of forecast transmission from corporate planning to
the second level management were foreign markets, global situations, and domestic
markets. Major headings of the corporate plan were objectives, budget/forecast,
company analysis, market analysis, and operation plan, with an average of 6.55
headings. Finance, markets, operations, human resource, and competitive analysis were
the main areas that corporate planning contributed to the second level plans. Computer
models/systems were used to support corporate planning to a reasonable extent and
found useful to a reasonable extent. The major models/systems were financial models,

forecasting models, and planning models.

Only 24% of formal planning companies were reported as having a second level long-
term business plan. The average number of headings in second level long-term plan was
4.5. The second level plan was generally updated on an annual basis and reviewed on a
quarterly basis. The annual budgets integrated well with the long-term business plans.
Computer models/systems were used to support second level planning but not as

extensively as for corporate level planning.

The major roles of corporate planning process were auditing ongoing activities,
sequencing future activities, strategically managing their company’s managerial styles
and quality issues, and encouraging the development of new businesses by combining
expertise and resources from lower level units. In a broad view of the efforts spent on
the planning process, it was mainly agreed that all key personnel contributed a fair share

of effort, planning effort was an adaptive, evolving, and learning activity, and the
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planning effort was a fairly routinised activity. In addition, formal planning companies
rejected the ideas that daily routine drove out planning effort, and planning was a

distortion of data.

The greatest effort in external analysis was expended on economic analysis and
customer analysis. Corporate level of management were more likely to be responsible
for economic analysis while second level of management tended to be responsible for
customer, social and cultural, and political analysis. The functional managements

seemed more likely to be responsible for competitive, supplier, and technology analysis.

All functional planning was closely coordinated with corporate planning, especially the
financial planning. Formal planning companies perceived they had very high quality
information from their functional departments, particularly the marketing department,

with little resistance to planning reported in all formal planning companies.

The CEO/MD/President was highly involved in all the processes of planning, namely
the development of corporate goals, missions, objectives, and alternative strategies, the
evaluation and approval of the corporate plan, and the accepting of planning as a
philosophy in the company. The expected changes to the strategic management
approach in the next 5 years were improving employees’ knowledge, improving the
strategic thinking at the second level of management, improving standard process of
work, improving responsibility at all levels, and improving the strategic thinking at

other lower levels of management.

The corporate planning processes were found to be generally effective in all formal
planning companies. Formal contingency plan was found in 15 formal planning
companies. The contingency plan was generally developed at the corporate level and
had external environment factors as its major variables. Informal planning was
considered important to strategic management, however, the contribution of the formal
planning process to strategic management was considered to be greater in all formal
planning companies. The formal planning companies generally considered themselves

as being strategically managed.
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15.2.2 Differences in the Management Practices by Size, Ownership, or

Planning System (Research Question 2)

This research question dealt with bivariate analysis (chi-square, t-test) on structure and
resources; culture and managerial styles; mission and long-term objectives; strategies

and processes; and planning and planning system.

Organisational structure and resources

Independent companies used a single business unit structure while both a single
business unit and a multiple business unit structure were equally found in group
companies. A third level of management was most likely found in group companies and

planning sophistication3 companies.

Large companies, group companies, and planning sophistication3 companies employed
more staff than the other groups. Problems with acquiring personnel resources were
reported as low, however, group companies expected more problems in securing and

retaining the necessary personnel in the next 5 years than independent companies.

Culture and Managerial style

The board of directors of planning sophistication2 companies, and the controlling
family of independent companies had a significant influence on company’s culture.
Significantly, a seniority culture and family-working cultures were more likely to be
found in planning sophistication2 companies rather than in planning sophistication3

companies.

Regarding the main actions on company culture, medium sized companies emphasised
getting things done, regardless of formal procedures whereas large companies focused
on communicating mission, strategy, and objectives to employees. Group companies
encouraged the development and implementation of new ideas, communication and co-
operation between different departments, informal conversation between senior and
subordinate personnel, and teamwork rather than individual contribution. Planning

sophistication3 companies tended to have a greater focus on all the actions than
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planning sophistication2 companies, but only encouraging the development and
implementation of new ideas, encouraging communication and co-operation between
different groups, encouraging an open discussion of conflicts and differences,
encouraging teamwork rather than individual contributions, and communicating
mission, strategy, and objectives to employees showed statistically significant

differences.

More than half of formal planning companies had attempted to change the company’s
culture during the last 5 years with group companies most likely to attempt to change
the company’s culture. Time effort requirement, and lack of employees’ feedback were
the main problems of implementing culture change in all large companies and lack of
senior management’s feedback was the main problem in all medium sized companies.
The change of the company’s culture had been more successful in medium sized
companies, group companies, and planning sophistication3 companies than the other

groups.

Lifetime employment and parental leadership were more likely to be used as a
managerial style in medium sized companies, independent companies, and planning
sophistication2 companies while continuous training was found in large companies,
group companies, and planning sophistication3 companies. With respect to the actions
on managerial styles, total quality management, monetary policy, and high productivity
policy were employed in planning sophistication3 companies while seniority system
was used in medium sized companies, independent companies, and planning
sophistication2 companies. Corporate management of large companies, group
companies, and planning sophistication3 companies had more influence on the
company’s managerial style than the other groups. Medium sized companies,
independent companies, and planning sophistication2 companies have more problems
with distrust of employees, inefficient employees, and unclear objectives whereas large
companies, group companies, and planning sophistication3 companies reported more

problems with company culture as a problem of managerial style.
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Mission and long-term objectives

A formal mission statement was mainly found in large companies, group companies,
and planning sophistication3 companies. Large companies, group companies and
planning sophistication3 companies tended to incorporate customers, employees, and
shareholders into their company mission statement. 11 formal planning companies had
changed their company mission statement over the last 5 years and the changes in
mission statement tended to be found in large companies, group companies, and
planning sophistication3 companies rather than the other groups. Changes of top
management team and political factors had a greater influence on the changes of
mission statement in medium sized companies while new competitive condition and
economic factors strongly influenced the changes of mission statement in large
companies. Changes of main shareholders had an influence on the changes of mission
statement in independent companies. Significantly, for the medium sized companies
controlling hotel group had a stronger influence on the formulation of company mission
statement whereas for independent companies controlling family, and the

CEO/MD/President had a strong influence on mission statement formulation.

28 formal planning companies were reported with formal corporate long-term
objectives. The majority of group companies and all of the planning sophistication3
companies had formal corporate long-term objectives. Large companies, group
companies, and planning sophistication3 companies tended to have more performance
objectives, financial objectives, and sales objectives than the other groups. It was found
that group companies tended to have more formal qualitative objectives than
independent companies. Medium sized companies emphasised cost controlling as
qualitative objectives whereas planning sophistication3 companies emphasised

leadership in quality and service, and customer focus.

For corporate long-term objectives group companies were more likely to institute new
objectives and planning sophistication3 companies were more likely to change
philosophy focus. New competitive conditions were more likely to influence the change
in corporate objectives in large companies than in medium sized companies. Second

level management of medium sized companies had a greater influence on long-term
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objective formulation than for large companies while the CEO/MD/President of

independent companies had more influence when compared with group companies.

Group companies assigned greater importance to communication to external publics as
a role of their corporate long-term objectives. Planning sophistication3 companies
assigned a greater importance to all the roles of formal corporate long-term objectives
than planning sophistication2 companies. The quality of current corporate long-term
objectives of large companies, group companies, and planning sophistication3
companies was considered to be better than those of the other groups.

Large companies, group companies, and planning sophistication3 companies were more
likely to have formal second level long-term objectives than the other groups. In
medium sized companies a controlling family had a great influence on the formulation
of second level long-term objective whereas for group companies, the second level

management had a greater influence.

Strategies and Processes

Planning sophistication3 companies were more likely to formalise their corporate
strategies than planning sophistication2 companies. It was found that large companies,
group companies, and planning sophistication3 companies were more likely to focus on
environmental and resource analysis techniques than medium sized companies,
independent companies, and planning sophistication2 companies. Significant
differences were found by size for Five Force analysis, by ownership for SWOT
analysis, and the product life cycle analysis and by planning system for all analytical
tools/techniques. Benchmarking strategy was more likely to influence the corporate
strategy of large companies, group companies, and planning sophistication3 companies
than those of the other groups with significant differences found by ownership. Large
companies, group companies, and planning sophistication3 companies tended to focus
on all the dimensions of the benchmarking process compared with the other groups with
statistically significant differences by size for products/services, by ownership for

business strategy, and by planning system for profitability.
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In general, large companies, group companies, and planning sophistication3 companies
had more explicit corporate strategies than the other groups. Significantly, large
companies seek markets where they can attain large shares of served markets, and
markets where hotel brand is important whereas medium sized companies tended to take
advantage of Thailand’s cheap labour. Group companies seek markets where they can
attain large shares of served markets, markets where service differentiation is important,
markets where hotel brand is important, markets where service quality is important,
markets which require unique service, and markets where long stay is possible. Planning
sophistication3 companies seek markets where they can attain large shares of served
markets, markets where service differentiation is important, markets where hotel brand
is important, markets where service quality is important, markets where scare resources
are important, markets which require unique service, and markets where strategic
partnerships are feasible whereas planning sophistication2 companies tended to seek to

take advantage of Thailand’s cheap labour.

Large companies, group companies, and planning sophistication3 companies placed a
greater importance on all product/market strategies than the other groups. Group
companies assigned a greater importance to growth through introducing existing
products/services into new markets while planning sophistication3 companies assigned

greater importance to growth through existing products/service in existing markets.

Large companies, group companies, and planning sophistication3 companies tended to
be early followers of initial entrants in fast growing new markets whereas medium sized
companies, independent companies, and planning sophistication2 companies were more
likely to be later entrants in established but still growing markets. Group companies and
planning sophistication3 companies seek to be first to market with new products and
services while planning sophistication2 companies seek to be a later entrant in

established but still growing markets.
Large companies, group companies and planning sophistication3 companies were more

likely to assign responsibility for new product and market development to a special

organisational unit while medium sized companies, independent companies, and
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planning sophistication2 companies were more likely to assign responsibility to second

level units.

Quality management strategy as a strategic issue was very important to all formal
planning companies, particularly to group companies and planning sophistication3
companies. Empowerment system, standard process of work, employees’ knowledge,
participative decision-making processes, and clear planning process tended to be found
as strategic approaches towards quality management in large companies, group
companies, and planning sophistication3 companies rather than the other groups. The
employees of large companies, group companies, and planning sophistication3

companies were more involved in the quality approach rather than the other groups.

Planning and planning system

Large companies, group companies, and planning sophistication3 companies had a
longer time horizon than the other groups. Planning sophistication3 companies tended to
update their corporate plan on an annual basis and review progress against their
corporate plan on a quarterly basis while planning sophistication2 companies tended to
update their corporate plan on a quarterly basis and review progress against their
corporate plan on a monthly basis. The majority of planning sophistication3 companies
developed the long-term plan before the short-term plan, unlike planning
sophistication2 companies who usually develop both short-term and long-term plans

simultaneously.

Large companies, group companies, and planning sophistication3 companies expended
a greater effort on every aspect of planning activities than the other groups. Group
companies, and planning sophistication3 companies spent a greater effort on every
external forecast area than independent companies, and planning sophistication2
companies. Large companies, group companies, and planning sophistication3
companies had a higher degree of forecast transmission from corporate planning to the

second level management in every forecast area than the other groups.
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Large companies, group companies, and planning sophistication3 companies had a
greater number of headings for their corporate plan than the other groups. Large
companies were more likely to incorporate market and customer analysis into their
corporate plan. Whereas, independent companies were more likely to incorporate the
operating plan and group companies were more likely to incorporate mission,
objectives, and corporate strategy into their corporate plan. Planning sophistication2
companies were more likely to incorporate the operating plan into their corporate plan
whereas planning sophistication3 companies were more likely to incorporate market
analysis, customer analysis, competitor analysis, and company analysis, key

issues/problems, corporate strategy, and second level strategy into their corporate plan.

In large companies, group companies, and planning sophistication3 companies, the
second level of management and up tended to have access to the corporate plan whereas
for medium sized companies, independent companies, and planning sophistication2

companies, only senior management usually had access to the corporate plan

Large companies, group companies, and planning sophistication3 companies more
extensively employed computer models/systems to support their corporate planning

than the other groups.

Only 24% of formal planning companies were reported having a second level long-term

business plan. None of them were planning sophistication2 companies.

In an overall sense, large companies, group companies, and planning sophistication3
companies were likely to spend a greater degree of effort on various functions of
corporate planning, namely specific planning tasks, overall planning responsibility,
assistance at corporate level, assistance at second level, and improving planning
performance than the other groups. Generally, large companies, group companies, and
planning sophistication3 companies were more likely to agree on the nature of corporate

planning process than the other groups.
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In general, large companies, group companies, and planning sophistication3 companies
expended a greater effort on most areas of external analysis than the other groups. Large
companies, group companies, and planning sophistication3 companies tended to receive
better quality of information and less resistance to planning from all functional
departments than the other groups.

For large companies, group companies, and planning sophistication3 companies, the
board of directors had a greater involvement and support for corporate planning than
those of the other groups. Formal contingency plan was found in 15 formal planning
companies who were mainly large companies, group companies, and planning

sophistication3 companies.

Informal planning was important to strategic management to a greater extent to the
medium sized companies, independent companies, and planning sophistication2
companies than for the other groups. However, the formal planning process contributed
to a greater extent to strategic management in all formal planning companies,
particularly in large companies, group companies, and planning sophistication3
companies. Large companies, group companies, and planning sophistication3
companies believed they were strategically managed to a greater extent than the other

groups.

15.2.3 The Management Practices of Companies without Formal

Planning System (Research Question 3)

This research question explored how companies without formal planning system seek to
achieve strategic management. Some simple comparisons with formal planning

companies were drawn as appropriate.

Size, and a non-standard process of formulating strategies were main reasons for not
having a formalised planning system. Non-formal planning companies were relatively
small in all aspects of size, namely revenues, profits, assets, number of employees, and

number of rooms.
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The major process for strategic management was that all strategic decisions were made
by CEO/MD/President. Strategic issues were mainly addressed as required by
CEO/MD/President and corporate level. The time horizon for main strategies was
normally 1-3 years. Non-formal planning companies perceived they were strategically

managed to a lesser extent than formal planning companies.

Product/service, finance, and marketing were main areas of strategic decisions over the
last 5 years. The process of strategy formulation of non-formal planning companies
could be best described as strategies emerging from the vision of CEO/MD/president,
followed by environment dictating strategies, and CEO/MD/President defining targets

and boundaries within which lower management formulates their strategies.

The main areas of management effort on strategic decisions were found for formulating
strategies, developing macro forecasts of external environment, formulating goals and
objectives, identifying areas of new business opportunity, and preparing specific
studies. The corporate planning efforts were found on external forecasts of global
situation, foreign market, domestic economy, and world economy. Compared with
formal planning companies, non-formal planning companies assigned less effort to most
areas of external forecasts. The corporate level of management was primarily
responsible for developing forecasts. Customer analysis, and economic analysis were
major areas in which the non-formal planning companies expended effort. Computer
models/systems were utilised to a minimal extent when compared with formal planning
companies. The most frequently used computer models/systems were financial models,
and forecasting models, and non formal planners found they were useful to a minimal

degree.
Changes in strategic management approach were expected over the next 5 years in

improving standard process of work, employees’ knowledge, and responsibility at all
levels. None of them expected to use a formal planning system over the next 5 years.
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15.2.4 Key Factors Influencing the Strategic Management Practices in
the Hotel Industry of Thailand (Research Question 4)

The data analysis examined the fourth research question has explored the key internal
and external environmental factors, namely size, ownership, demand environment,
competitor environment, global situation, economy, technology, social, and

government.

Size

It would appear that size of the company had an association with its planning system.
97% of large companies had a formal planning system compared with 67% of medium
sized companies. Large companies were more likely to have a formal planning system

than medium sized companies.

In addition, 62% of large companies compared with only 29% of medium sized
companies were planning sophistication3 companies. Large companies tended to be the
companies with strategically oriented planning systems rather than the medium sized

companies.

Ownership

A relationship between ownership and planning system was found with all group
companies having a formal planning system and 71% of independent companies having
a formal planning system. Group companies were more likely to have a formal planning

system than independent companies.

Moreover, 68% of group companies compared with only 32% of independent
companies were planning sophistication3 companies. Group companies seem more
likely to be the companies with the strategically oriented planning systems rather than

the independent companies.
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Demand environment

The average occupancy rate of the formal planning companies was 75% over the last 5
years and is expected to be 82% over the next 5 years. Occupancy rate was more
predictable in large companies, group companies, and planning sophistication3
companies than in medium sized companies, group companies, and planning

sophistication2 companies.

About 90% of sales/revenues were found to be predictable over the last 5 years and for
the next 5 years. The majority of the respondent had market growth rate over the last 5

years of 5-10% per year and expected 0-5% per year for the next 5 years.

Competitor environment

Independent hotels, domestic group hotels, and foreign group hotel were the major
competitors over the last 5 years. Medium sized companies, independent companies,
and planning sophistication2 companies regarded independent hotels as their main
competitor. All formal planning companies considered their competitors as being
predictable over the last 5 years and expected their competitors to be less predictable
over the next 5 years. The strategy over the next 5 years would be more dependent on
the major competitors than it was over the last 5 years. Foreign group hotels,
independent hotels, and domestic group hotels were expected to be major new entrants
with no difficulty entering the industry.

Foreign tourists and foreign businesspeople were major customers over the last 5 years
and were expected to be major customers for the next 5 years. About 85% of their

customers were foreigners.

Global situation

Global situation had a great impact on all formal planning companies with a greater
impact on large companies, group companies, and planning sophistication3 companies.
However, the global situation was expected to have a lesser impact over the next 5
years. The main impacts were on the market, profitability, customers, marketing, and

daily operations.
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Economy

The economy had a moderate impact on formal planning companies with a greater
impact on large companies, group companies, and planning sophistication3 companies.
The economy was expected to have slight less impact over the next 5 years. The current
impacts were on profitability, customers, and the market.

Technology

Technology had a moderate impact on formal planning companies with a greater impact
on large companies, group companies, and planning sophistication3 companies.
Technology was expected to have more impact over the next 5 years. The major impacts

were on marketing, and daily operations.

Social/cultural factor

The social/cultural environment had a minimal impact on formal planning companies
with a greater impact on large companies, group companies, and planning
sophistication3 companies. The impact of social/cultural environment was expected to
be greater over the next 5 years. The major impacts were on products/services, the

market, and customers.

Government
The impact of government policy on formal planning companies was found to be at a
minimal level and expected to be even less over the next 5 years. The current impacts

were on daily operations, and products/services.
Overall, it would appear that larger companies, with more complex ownership and

probably more complex environments are the companies who are most likely to develop

more formalised strategically oriented planning systems.
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15.3 Summary of Additional Findings: Comparison with

Previous Studies

The broad analyses revealed some interesting aspects of strategic management practices
of the hotel industry of Thailand when compared with those of previous studies; work of
Christodoulou (1984); Capon, Farley and Hulbert (1988); Bonn (1996);
Nimmmanphatcharin (2002); and Achyutan (2004).

Overall the 6 empirical studies broadly indicated the same pattern of planning system,
with more than 70% of the companies responding having a formal planning system. The
most popular planning approaches of companies in Thailand, Australia, and the US
were planning sophistication3 or strategically oriented formal planners, followed by
planning sophistication2 or financially oriented formal planners, and planning

sophisticationl or non-formal planners.

A reasonable amount of effort of corporate planning was spent on all forecasting areas
and there was a fair degree of transmission of the forecasts from the corporate level to
second level of management. The main computer models/systems regularly used to
support corporate planning were financial models, and forecasting models. Fair quality
information was received from all functional departments. The ideas that planning effort
is an adaptive, evolving, and learning activity, and all key personnel contribute their fair

share of effort were widely accepted.

In both Thai studies, the same pattern in corporate planning effort emerged namely the
greatest effort was spent on action plan for 1-3 years, followed by short-term emergency
plan, long-term planning (5-10 years), and 10-20 year planning. Unlike the Indian study,
the majority of the companies in Thai studies, Australian study, and the US study

developed their long-term plan before their short-term plan.

Given that the studies examined were from different time periods, different geographic
locations and even different industries, the similarity of results from the studies is
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remarkable. This may suggest that the underlying strategic planning processes described

may indeed be important for strategic management in large companies.

15.4 Overall Summary

In total, there were 50 companies participating in the survey of strategic management
practices in the hotel industry of Thailand. Of these companies, 84% undertook formal

planning system.

The companies who undertook formal planning system were classified into 2 categories;
36% were classified as having planning sophistication2 system (financially oriented)
and 64% were classified as having planning sophistication3 system (strategically

oriented).

Analyses in this thesis provided some evidence to support that size and ownership of the
company had an association with its planning system. Large companies and group
companies tended to undertake formal planning rather than medium sized companies

and independent companies.

It was identified that informal planning was important to strategic management to a
greater extent in the medium sized companies, independent companies, and planning
sophistication2 companies than the other groups. However, the formal planning process
contributed to a greater extent to strategic management in all formal planning
companies, particularly in large companies, group companies, and planning
sophistication3 companies. In addition, large companies, group companies, and
planning sophistication3 companies believed they were strategically managed to a

greater extent than the other groups.

The remainder of this section highlights what are considered the most meaningful
aspects that emerged from the analyses which were undertaken.
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15.4.1 Medium Sized Companies and Large Companies

67% of the formal planning companies were large companies who were more likely to
undertake formal planning than the medium sized companies. Comparisons between the
companies of the two size categories highlighted that large companies differed in a

number of significant ways.

In general large companies had a longer planning time horizon. They had a higher
degree of forecast transmission form corporate planning to the second level
management in every forecast area and expended a greater effort on every aspect of
planning activities. These companies had a greater number of headings for their
corporate plan and more extensively employed computer models/systems to support
their corporate planning. Their second level management and up had access to the

corporate plan.

In an overall sense, large companies spent a greater degree of effort on various
functions of corporate planning and most areas of external analysis. They also received
better quality of information and less resistance to planning from all functional
departments. The board of directors had a greater involvement and support for corporate
planning. Informal planning was found less important to strategic management than
formal planning and large companies believed they were strategically managed to a

greater extent.

These companies had more focus on environmental and resource analysis techniques
and they placed a greater importance on all product/market strategies. Empowerment
system, standard process of work, employees’ knowledge, participative decision-
making processes, and clear planning process were found as the main strategic
approaches towards quality management.

Continuous training was found as a key managerial style and the corporate management

had more influence on company managerial style. A formal mission statement was
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normally found in these companies. New competitive conditions and economic factors

strongly influenced the changes in their mission statement.

15.4.2 Independent Companies and Group Companies

57% of formal planning companies were group companies. Comparisons undertaken
between the companies of the two ownership categories highlighted some interesting

aspects of group companies.

Group companies had a longer planning time horizon and spent a greater effort on every
aspect of planning activities. These companies also expended a greater effort on every
external forecast area and had a higher degree of forecast transmission from corporate
planning to the second level management. It would appear that group companies had a
greater number of headings for their corporate plan and tended to incorporate mission,
objectives, and corporate strategy into their corporate plan. The second level

management and up had access to the corporate plan.

Group companies more extensively employed computer models/systems to support their
corporate planning. It would appear that group companies spent a greater degree of
effort on various functions of corporate planning and on most areas of external analysis.
These companies tended to receive better quality of information and less resistance to
planning from all functional departments. The board of directors had more involvement
and support for corporate planning. Informal planning was found less important to
strategic management than formal planning and group companies believed they were

strategically managed to a greater extent.

It was identified that group companies tended to focus on environmental and resource
analysis techniques and had more explicit corporate strategies. These companies placed
a greater importance on all product/market strategies and growth through introducing
existing products/services into new markets. Empowerment system, standard process of

work, employees’ knowledge, participative decision-making processes, and clear
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planning process were usually found as strategic approaches towards quality

management.

Group companies focused company culture on the development and implementation of
new ideas, communication and co-operation between different departments, informal
conversation between senior and subordinate personnel, and teamwork rather than
individual contribution. These companies encouraged continuous training and corporate

management had influence on company managerial style.

A formal mission statement and formal corporate long-term objectives were normally
found. Group companies had more formal qualitative objectives and assigned a great
importance to communication to external publics as a role of their corporate long-term
objectives. The quality of current corporate long-term objectives was considered to be
better than that of independent companies. The second level management had a great

influence on the second level long-term objectives.

15.4.3 Planning Sophistication2 and Planning Sophistication3 Companies

Comparisons between two types of formal planning companies highlighted that the
planning sophistication3 companies differed in a number of interesting ways.

It was the large and group companies which tended to have the strategically oriented
planning system. These companies had a longer planning time horizon and usually
develop the long-term plan before the short-term plan. They generally updated their
corporate plan on an annual basis and reviewed progress against their corporate plan on

a quarterly basis.

Planning sophistication3 companies expended a great effort on every aspect of planning
activities and every external forecast area. They had a high degree of forecast
transmission from corporate planning to the second level management in every forecast
area. These companies tended to incorporate market analysis, customer analysis,
competitor analysis, company analysis, key issues/problems, corporate strategy, and
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second level strategy into their corporate plan. Their second level management and up
had access to the corporate plan. It was found that planning sophistication3 companies

extensively employed computer models/system to support their corporate planning.

All formal planning companies who had a second level long-term business plan were
planning sophistication3 companies. It was also noted that planning sophistication3
companies spent a greater degree of effort on various functions of corporate planning
and on most areas of external analysis. These companies usually received good quality
information and minimal resistance to planning from all functional departments. The
board of directors supported corporate planning. It was found that informal planning
was less important to strategic management than formal planning and planning
sophistication3 companies believed they were strategically managed to a greater extent
than planning sophistication2 companies.

It was these companies who tended to formalise their corporate strategy, and focus on
environmental and resource analysis techniques. Planning sophistication3 companies
usually had explicit corporate strategies and placed a great importance on all
product/market strategies. They tended to be first to market with new products and
services and/or early followers of initial entrants in fast growing new market. These
companies were also likely to assign responsibility for new product and market
development to a special organisational unit. Empowerment system, standard process of
work, employee’s knowledge, participative decision-making processes, and clear
planning process were the main strategic approaches towards quality management. The

employees were more involved in the quality approach.

Planning sophistication3 companies focused company culture on encouraging the
development and implementation of new ideas, encouraging the communication and co-
operation between different groups, encouraging an open discussion of conflicts and
differences, encouraging teamwork rather than individual contributions, and

communicating mission, strategy, and objectives to employees.
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Continuous training, total quality management, monetary policy, and high productivity
policy were found to be the key managerial style. Corporate management had a great
influence on company’s managerial styles. Planning sophistication3 companies

highlighted problems with company culture as a problem of managerial style.

The planning sophistication3 companies usually had a formal mission statement and
formal corporate long-term objectives. These companies assigned a greater importance
to all the roles of formal corporate long-term objectives and had a better quality of
current corporate long-term objectives than planning sophistication2 companies.

15.4.4 Companies without Formal Planning System

Of the 50 participating companies, 8 (16%) companies had no formal planning system.
Size, and a non-standard process of formulating strategies were the main reasons for not
having a formal planning system. These companies were relatively small in all aspects

of size, namely revenues, profits, assets, number of employees, and number of rooms.

The major process for strategic management was that all strategic decisions were made
by CEO/MD/President. Strategic issues were mainly addressed as required by the
CEO/MD/President, and the corporate level. Overall it would appear that non-formal
planning companies perceived they were strategically managed to a lesser extent than

formal planning companies.

The process of strategy formulation could be best described as strategies emerging from
the vision of CEO/MD/President, followed by environment dictating strategies, and
CEO/MD/President defining targets and boundaries within which lower management
formulates their strategies. Compared with formal planning companies, non-formal
planning companies assigned less effort to most areas of external forecasts and used
computer models/systems to a minimal extent. Changes in strategic management
approach were expected over the next 5 years in improving standard process of work,
employees’ knowledge, and responsibility at all levels. However, none of them expected

to use a formal planning system over the next 5 years.
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15.4.5 Comparison with Previous Studies

The broad analyses revealed some interesting aspects of strategic management practices
of the hotel industry of Thailand when compared with those of previous studies;
including the Thai banking study, the Indian study, the US study, and the two Australian

studies.

Overall the 6 empirical studies broadly indicated the same pattern of planning system,
with more than 70% of the companies responding having a formal planning system. The
most popular planning approaches of companies in Thailand, Australia, and the US
were planning sophistication3 or strategically oriented formal planners, followed by
planning sophistication2 or financially oriented formal planners, and planning

sophisticationl or non-formal planners.

A reasonable amount of effort of corporate planning was spent on all forecasting areas
and there was a fair degree of transmission of the forecasts from the corporate level to
second level of management. The main computer models/systems regularly used to
support corporate planning were financial models, and forecasting models. Fair quality

information was received from all functional departments.

Given that the studies examined were from different time periods, different geographic
locations and even different industries, the similarity of results from the studies is
remarkable. This may suggest that the underlying strategic planning processes described
may indeed be important for strategic management in large companies.

15.5 Implications of Results

15.5.1 Implications to Theory

There are a number of significant implications for strategic management theory. Firstly,
this is a pioneering study investigating the nature of strategic management practices of

the hotel industry in a developing country like Thailand and also exploring differences
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by size, ownership, and planning system. Secondly, the theoretical framework,
developed to cover the multidimensional and complex variables in this study will enable
management theorists to further examine strategic management practices in other
industries and other countries. Thirdly, the findings from this research further
demonstrate that meaningful categorisations of planning systems can be undertaken by
identifying the features associated with formal planning companies and non-formal
planning companies. Fourthly, the comparative analysis results with previous studies
have again confirmed the existence and importance of strategic planning in strategic

management practices across very different time frames, industries, and countries.

15.5.2 Implications to Practices

This research has several implications for strategic management practices. Firstly, this
study provides a detailed insight into the strategic management practices of the hotel
industry of Thailand and will allow the hotel executives to compare their management
practices with others to understand differences which may arise due to size, ownership,
and planning system. Secondly, executives need to be aware of key environmental
factors which may impact on the management practices over the next 5 years and this
study provides further insights. Thirdly, companies who do not have a formal planning
system can gain insights into the future development of a formal planning system in
their organisations. Fourthly, these research findings can be useful for professionals
outside hotel industry and foreigners who seek to expand their business into Thailand by

helping them understand selected aspects of a Thai industry.

15.5.3 Implications to Research Methodology

This research has demonstrated certain research methodology implications for those
who seek to conduct social research fieldwork in Thailand. Firstly, the use of a personal
network through family and friends, authorised people, and governmental authorities
was critical to gaining participation in the fieldwork in Thailand and achieving an
acceptable response rate. Secondly, the introductory letter and the support letter also

played a crucial role in achieving an acceptable response rate. It is very rewarding to
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have achieved excellent participation in the survey, as Thai people are more likely to
cooperate with someone who they believe is credible, hence the importance of the
process described. Thirdly, the personal interview approach is the most appropriate
methodology for the exploratory research of this nature. An 82-page questionnaire with
275 questions some of which are considered confidential will not be responded to by
executives who prefer conversation rather than writing. Finally, you need to be patient
and keep calling from time to time especially to the secretaries who may assist you in

getting an appointment for an interview.

15.6 Limitations

There are some limitations to this research. Firstly, this study reflects the changing
environment including disputation between Iraq and the US, oil price movements,
SARS, the bird flu epidemic in Thailand, the political problems in the Southern part of
Thailand etc. This study was conducted at a particular period of time and only gives
detailed insights into a specific situation at one moment in time. Secondly, the
population for this research was limited to the hotels based in Bangkok due to time and
financial constraints and these findings may be applicable to a limited geographic area
only. Finally, the research survey was undertaken during the crisis from the SARS
epidemics, and hotel executives were concerned with falling occupancy rates, otherwise

the response rate might have been higher.

15.7 Future Research Directions

This research facilitates further research, which builds upon either the theoretical
framework, the methodology, or the database. Firstly, the theoretical framework and the
methodology used in this research may be expanded to studies of strategic management
in industries other than the hotel industry in Thailand. Secondly, this research focused
on the hotels in Bangkok and could be expanded to investigate strategic management
practices of hotels in the provinces. Finally, this research enables comparative studies

by providing a database against which further studies can make comparisons.
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Name

Address

Telephone

Fax

1. Alexander

3303 Ramkhamhaeng Rd.
Huamark, Bangkok 10240

66-2375-0300-40

66-23750324

2. Amari Airport

333 Chert Wudthakas Rd. Don
Muang, Bangkok 10210

66-2556-1020-1

66-2556-1941

3. Amari Atrium

1880 New Petchburi Rd. Huay
Kwang, Bangkok 10320

66-2718-2000-1

66-2718-2002

4, Amari Boulevard

2 Soi 5 Sukhumvit Rd.
Bangkok 10110

66-2255-2930-40

66-2255-2950

5. Amari Watergate

847 Petchburi Rd. Pratunam,
Bangkok 10400

66-2653-9000

66-2653-9045

6. Ambassador

171 Sukhumvit Rd. Bangkok
10110

66-2254-0444
66-2255-0444

66-2254-4123
66-2254-7506

7. Ariston 19 Sukhumvit Soi 24 Bangkok | 66-2259-0960-9 66-2259-0670-1
10240

8. Arnoma 99 Rajdamri Rd. Pathumwan, | 66-2255-3410 66-2255-3456-8
Bangkok 10330

9. Asia 296 Phaya Thai Rd. Bangkok | 66-2215-0808 66-2215-4360

10400

10. Baiyoke Suit

130 Rajprarop Rd., Rajthevee,

66-2255-0330-42

66-2254-5553

Bangkok 10400
11. Bangkok Marriott 257/1-3 Chroennakorn Road 66-2476-0022 66-2476-1120
Resort&Spa Bangkok 10600

12. Bangkok Centre

328 RamalV Rd., Bangkok
10500

66-2238-4848-57

66-22361862

13. Bangkok Palace

1091/336 New Petchburi Rd.,
Bangkok 10400

66-2253-0510

66-2253-0556

14. Banyan Tree

21/100 South Sathon Rd.
Bangkok 10210

66-2679-1200

66-2679-1199

15. Century Park

9 Ratchaprarop Rd. Bangkok
10400

66-2246-7800

66-2246-7197

16. Chaleena 453 Ladprao 122 Rd. 66-2539-7101-11 66-2539-7126
Wangthonglang, Bangkok
10310

17.Chaophaya Park 247 Ratchdapisek Rd. Din 66-2290-0125 66-2290-0167-8

Daeng, Bangkok 10320

18.China Town

526 Yaowaraj Rd.
Sumphantawong, Bangkok
10100

66-2225-0204-26

66-2226-1295

19. Classic Place

1596 New Petchburi Rd.
Bangkok 10400

66-2255-4444-9

66-2255-4450

20. D’MA Pavilion

1091/388 Nakorn Luang Plaza,
New Petchburi Rd. Bangkok
10400

66-2650-0288

66-2650-0299

21. Dusit Thani

946 RamalV Rd., Bangkok
10500

66-2236-0450-9

66-2236-6400

22. Crowne Plaza

981 Silom Rd., Bangkok
10500

66-2238-4300

66-2238-5289

23. Elizabeth 169/51 Pradipat Rd. 66-2271-0204 66-2271-2539
Sapankwai, Phayathai,
Bangkok 10400

24. Emerald 99/1 Rachadapisek Rd. 66-2276-4567 66-2276-4555
Dindaeng, Bangkok 10320

25. Empress 1091/343 New Petchburi Rd., | 66-2651-7600 66-2651-7588

Makkasan, Rajathevi,
Bangkok 10400
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26. Eurasia 33/2 Watthananiwet?7 66-2275-0060-9 66-2693-1845-6
Sutthisarn Rd., Huay Kwang,
Bangkok 10310

27. Evergreen Laurel 88 North Sathorn Rd., Silom 66-2266-9988 66-2266-7222
Bangkok 10500

28. First 2 Petchburi Road, Bangkok 66-2255-0111-20 | 66-2255-0121
10400

29. Florida 43 Phyathai square, Phyathai 66-2247-0990-5 66-2247-7419
Rd., Bangkok 10400

30. Fortune 1,3,5,7 Fortune Town, 66-2641-1500 66-2641-1530
Rachadapisek Rd., dindaeng
Bangkok 10320

31. Four Wings 40 Sukhumvit 26, Klongtoey, | 66-2260-2100 66-2260-2300
Bangkok 10110

32. Golden Horse

5/1-2 Dumrongrak Rd.,
Pomprab, Bangkok 10110

66-2280-1920

66-2280-3404

33. Grace

12 Nana Nua Soi 3 Sukhumvit
Rd., Bangkok 10110

66-2253-0651-79

66-2253-0680

34. Grand China
Princess

215 Yaowarat Rd.,
Samphantawongse, Bangkok
10100

66-2224-9977

66-2224-7999

35. Grand Pacific

259 Sukhumvit Rd., Bangkok
10110

66-2255-2440

66-2255-2441

36. Grande ville

903 Mahachai Road Bangkok
10200

66-2225-0050

66-2225-7593

37. Hilton International

2 Wireless Rd., Bangkok
10330

66-2253-0123

66-2253-6509

38. Grand Hyatt
Erawan

494 Rajdamri Rd., Bangkok
10330

66-2254-1234

66-2254-6308

39. Holiday Mansion

53 Wireless Road., Bangkok
10330

66-2255-0099

66-2253-0130

40. Indra Regent

120/126 Rajaprarop Road
Phayathai, Bangkok 10400

66-2208-0022-33

66-2208-0388-9

41. Jade Pvillion

30 Sukhumvit22, Klongtoey
Bangkok 10110

66-2259-4675-89

66-22582328

42. Imperial Queen’s
Park

199 Sukhumvit22, Bangkok
10110

66-2261-9000

66-2261-9530-4

43. Imperial Impala

9 Sukhumvit24, Bangkok
10110

66-2259-0053

66-2258-8747

44, Imperial Tara

18/1 Sukhumvit26, Bangkok
10110

66-2259-2900-19

66-2259-2896-7

45. JW Marriott

4 Sukhumvit2, Bangkok
10110

66-2656-7700

66-2656-7711

46. Landmark

138 Sukhumvit Rd. Bangkok
10110

66-2254-0404

66-2253-4259

47. Le Meridien

971, 973 Ploenchit Rd.

66-2656-0444

66-2254-9988

President Bangkok 10330

48. Malaysia 54 Soi Ngamduplee 66-2679-7127-36 | 66-2287-1457-8
Rama 1V, Bangkok 10120

49. Mandarin 662 RamalV Rd., Bangkok 66-2238-0230-58 | 66-2234-3363

10500

50. Manhattan

13 Sukhumvitl5, Bangkok
10110

66-2255-0166

66-2255-3481

51. Manohra

412 Surawong Rd. Bangkok
10500

66-2234-5070-80

66-2237-7662

52. Maruay Garden

1 Phaholyothin Rd., Ladyao
Chatuchak, Bangkok 10900

66-2561-0510-47

66-2579-1182
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53. Maxx

288 Rama9 Rd., Bangkok
10310

66-2248-0011

66-2247-1497

54. Menam Riverside

2074 Charoenkrung Rd.
Bangkok 10120

66-2688-1000

66-2291-9400

55. Merchant Court at
Le Concorde

202 Ratchadapisek Rd.
Huaykwang, Bangkok 10320

66-2694-2222

66-2694-2223

56. Miami 2 Sukhumvitl3, Wattana 66-2253-0369 66-2253-1266
Bangkok 10110

57. Monarch 188 Silom Rd., Bangkok 66-2238-1991 66-2238-1999
10500

58. Montien 54 Surawongse Rd. Bangkok | 66-2233-7060 66-2236-5218

10500

58. Montien Riverside

372 Ramalll Rd., Bangklo

66-2292-2999

66-2292-2962

Bangkok 10120

59. Morakot 2802 New Petchburi Rd. 66-2314-0761 66-2319-1465
Bangkok 10320

60. Nana 4 Nana Tai, Sukhumvit Rd. 66-2656-8235 66-2255-1769
Bangkok 10110

61. Narai 222 Silom Rd., Bangkok 66-2237-0100 66-2235-6781

10500

62. New Empire

572 Jawarat Rd., Bangkok

66-2234-6990-6

66-2234-6997

63. New Fuji 299-301 Surawongse Rd. 66-2234-5364-6 66-2233-8274
Bangkok 10500

64. New Peninsula 295/3 Surawongse Rd. 66-2234-3910-6 66-2236-5526
Bangkok 10500

65. New Trocadero

343 Surawongse Rd. Bangkok
10500

66-2234-8920-8

66-2234-8929

66. Novotel on Siam
Square

392/44 Ramal Rd.,
Pathumwan, Bangkok 10330

66-2255-6888

66-2255-2445

67. Novotel Bangna

14/49 Moo6 Srinakarin Rd.
Pravet, Nongbon , Bangkok
10260

66-2366-0505

66-2366-0506

68. Novotel Lotus

1 Soi Daeng Udom,
Sukhumvit33, Bangkok 10110

66-2261-0111

66-2262-1700

69. Oriental

48 Oriental Avenue, Bangkok
10500

66-2659-9000

66-2659-9000

70. Pan Pacific

952 RamalV Rd.,
Suriyawongse, Bangkok
10500

66-2632-9000

66-2632-9001

71. Park

6 Sukhumvit7, Bangkok
10110

66-2255-4300

66-2255-4309

72. Pathumwan

444 Mahboonkrong Centre

66-2216-3700

66-2216-3730

Princess Payathai Rd., Bangkok 10330

73. Peninsula 333 Charoennakorn Rd. 66-2861-2888 66-2861-1112
Klongsan, Bangkok 10600

74. Pinnacle 17 Soi Ngam Duplee RamalV | 66-2287-0111-21 | 66-2287-3420

Rd., Bangkok 10120

75. Plaza Athenee

Wireless Road, Bangkok
10330

66-2650-8800

66-2650-8500

76. Plaza 178 Surawongse Rd. Bangkok | 66-2235-1760-79 | 66-2237-0746
10500
77. Prince 1537/1 New Petchburi Rd. 66-2251-6171-6 66-2251-3318

Bangkok 10310

78. Prince Palace

488/800 Bo Bae Tower
Damrongrak Rd., Promprab
Bangkok 10100

66-2628-1111

66-2628-1000
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Address

Telephone

Fax

79. Radisson

92 Soi Saengcham
Rama9 Rd., Huay Kwang
Bangkok 10320

66-2641-4777

66-2641-4884-5

80. Rama Gardens

9/9 Vibhavadi Rangsit Rd.
Laksi, Bangkok 10210

66-2561-0022

66-2561-1025

81. Regent 155 Rajadamri Rd. 66-2251-6127 66-2254-5390
Bangkok 10330
82. Regina 1,3,5,7,9 Soontornsiri 66-2275-0088 66-2275-0099

Ratchadaphisek Rd. Huay
Kwang, Bangkok 10310

83. Rembrandt

19 Sukhumvit18, Klongtoey

66-2261-7100-4

66-2261-7017

Bangkok 10110

84. Rex 762/1 Sukhumvit Rd. 66-2259-0106-15 | 66-2258-6635
Bangkok 10110

85. Rose 118 Surawongse Rd. Bangkok | 66-2266-8268-72 | 66-2266-8096

10500

86. Royal Benja

39 Sukhumvitb, Bangkok
10110

66-2655-2920-54

66-2655-2958-9

87. Royal City 800 Boromratchonni Rd. 66-2435-8888 66-2434-3636
Bangplad, Bangkok 10100
88. Royal 2 Rajdamnoen Avenue 66-2222-9111-26 | 66-2224-2083

Bangkok 10200

89. Royal Orchid
Sheraton

2 Captain Bush Lane Siphya
Rd., Bangkok 10500

66-2266-0123

66-2236-8320

90. Royal Park View

19/9 Sukhumvit20
Klong Toey, Bangkok 10110

66-2261-8991-9

66-2261-9257-8

91. Royal Princess Larn
Luang

269 Larn Luang Rd. Pomprab,
Bangkok 10100

66-2281-3088

66-2280-1314

92. Royal Princess
Srinakarin

905 Moo6, Srinakarin Rd.
Nongbon, Pravet, Bangkok
10260

66-2721-8400

66-2721-8432-3

93. Royal River

219 Charansanitwong Rd.
Bangplad, Bangkok 10700

66-2433-0200

66-2433-5880

94. S.C. Park

474 Praditmanutham Rd.
Wanthonglang, Bangkok
10310

66-2530-0562-79

66-2539-2796

95. S.D. Avenue

94 Boromratchachonnani Rd.,
Bangpland, Bangkok 10700

66-2434-0400

66-2434-6496

96. Shangri-La

89 Soi Suan Plu, New Road
Bangrak, Bangkok 10500

66-2236-7777

66-2236-8579

97. Sheraton Grande

250 Sukhumvit Rd.

66-2653-0333

66-2653-0400

Sukhumvit Klongtoey, Bangkok 10110

98. Siam City 477 Si Ayutthaya Rd. 66-2247-0123 66-2247-0165
Bangkok 10400

99. Siam 1777 New Petchburi Rd. 66-2252-5081 66-2254-6609
Bangkok 10320

100. Siam Inter-
Continental

967 Ramal Rd., Pathumwan
Bangko 10330

66-2253-0355-7

66-2253-2275

101. Sofitel Central
Plaza

1695 Phaholyothin Rd.
Chatuchak, Bangkok 10900

66-2541-1234

66-2541-1087

102. Sol Twin Tower

88/2 New Rama6 Rd.
Rong Muang, Pathumwan,

66-2216-9555

66-2216-9544

Bangkok 10330

103. Sommerset 10 Sukhumvit15, Wattana 66-2254-8500 66-2254-8534
Bangkok 10110

104. St. James 18 Sukhumvit26, Klongtoey 66-2261-0890-7 66-2261-0902
Bangkok 10110
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105. Sukhothai 13/3 South Sathorn Rd. 66-2287-0222 66-2287=4980
Bangkok 10120
106. Tai-Pan 25 Sukhumvit23, Klongtoey 66-2260-9888 66-2259-7908
Bangkok10110
107. Thai 78 Prajatipatai Rd. 66-2629-2100-5 66-2280-1299
Bangkok 10200

108. Tong Poon

130 Rong Muang4
Pratumwan, Bangkok 10330

66-2216-0020-39

66-2215-0450

109. Tongtara
Riverview

9/99 Charoen Krung Rd.
Bangkok 10120

66-2291-9800

66-2291-9791

110. Tawana Ramada

80 Surawongse Rd. Bangkok
10500

66-2236-0361

66-2236-3738

111. Town in Town

300/1 Ladprao94
Wangthonglang, Bangkapi
Bangkok 10310

66-2559-2222

66-2559-2211

112. Viengtai

42 Tanee Rd., Banglamphu
Bangkok 10200

66-2280-5392-9

66-2281-8153

113. White Orchid

409-421 Yawaraj Rd.
Samphanthawong
Bangkok 10100

66-2226-0026

66-2221-8101

114. Windsor

8-10 Sukhumvit20
Bangkok 10110

66-2258-0160-5

66-2258-1491

115. Windsor Suites

8 Sukhumvit18-20
Bangkok 10110

66-2262-1234

66-2258-1522

116. Zenith Sukhumvit

29/117 Sukhumvit3 Bangkok
10110

66-2655-4999

66-2655-4940
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Survey of Strategic Management Practices in Hotel industry of Thailand

Thank you for your participating in this survey of the strategic management practices in hotel

industry of Thailand. In this questionnaire we shall be asking a series of questions about your

strategic management practices in respect to the following aspects:

>

vV V VYV V V

Organisation resources (e.g. organisational structure/ownership/size)
Mission statement/ Long term objectives

Planning system

Corporate strategies and process

Corporate external environment

General questions

The organization referred in this questionnaire is either the hotel operations in Thailand for a

multinational operation or the total hotel operations for a Thai owned company.

All responses that you provide will be strictly confidential and all analyses will be undertaken

with aggregated data from all respondents. The data will be coded to ensure that no unauthorized

person can identify or interpret an organisation’s return. This questionnaire will be used for

academic purpose only. Once again, when the results are published, it will not be possible to

identify any individual company data.

Hotel Code:

Date:

Australian Graduate School of Entrepreneurship
Swinburne University of Technology
Melbourne, Australia
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Thank you very much for your participation in the survey
and for giving us your valuable cooperation.

Your spontaneous assistance is greatly appreciated.

We will send you copies of all papers developed from this study.
At the end of the study, you will receive a final paper

on the major research findings.

Copyright by Professor Chris Christodoulou and
Chaninan Angkasuvana, 2002

All rights reserved.
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PART I: ORGANISATION RESOURCES

We would like to start asking some questions about your company Organisation Structure.

1. Which organisation charts do you think most matches your company chart? Please mark one of the
following choices and if none is similar to your company could you please provide us with an
organisation chart of your company.

Corporate
Level
Functional Level

v v v v v

Marketing Operation Human Financial Engineering
Resource
Corporate
Level
! y v
Business Unit A Business Unit B Business Unit C

Functional|Level of Unit A

v v v v v

Marketing Operation Human Financial Engineering
Resource

4
Functional Level of Unit B

\ 4
Functional Level of Unit C




]

Corporate Level

Two business types (A & B)

Functional level for both A and B

v

v

v

v

v

Marketing
For
Aand B

Operation
For
Aand B

Human
Resource
For
Aand B

Financial
For
Aand B

Engineering
For
Aand B

Other type of structures, please specify:
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2. According to your company, does your company have the following levels of organisational unit?

Corporate Level
O ves Unit (s)
O No

Second Level
O ves Unit (s)
0 No

Third Level
0 ves Unit (s)
O No

Forth Level
0 ves Unit (s)
O No

3. Could you please specify the highest position in each level as follows?
(If your company does not have one of the following levels, please ignore that level)

Corporate Level

Second level

Third level

4. Are the second management level units as you have just defined them profit centres?

O ves
O No

5. What is the lowest level of profit centre? (Please select one)

Q) second level
O Third level
L others (please specify)

6. Did you change the organisational structure of your company substantially during the last five years?

Q Yes, when was the last major change? in year
O No (go to question 9)
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7. Could you please specify the most important changes made at that time?

8. What were the main reasons for these changes?
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9. Do you expect that your current organisational structure will still be applicable in the next five years?

D Yes

I N (please specify the major changes you expect)

The questions in this section deal with OQwnership.

(I
o

. Which best describes your company ownership?

Independent hotel
Independent group hotel

Thai franchised hotel

Foreign franchised hotel

Hotel with Thai group management contract
Hotel with foreign group management contract
Others (please specify)

pcoooooo

11. Does your company sell its shares in stock market?

O ves

O No (go to question 12)

If yes, please specify the market
U Thai stock market (SET) with trade of approximate Thai baht per year
0 Overseas stock market with trade of approximate Thai baht per year

Then go to question 13



12. Does your company plan to sell its shares in the stock market in the next five years?

O ves
QO No

If yes, which market?

L Thai stock market

L Overseas stock markets

13. Do you consider your company to be a family business?
O VYes
O No (go to question 16)

14. Is family relationship, a factor, in determining management succession?
O Yes

O No

15. Is the chief executive officer of your company a family member?

O Yes
Q No

Please provide the educational background and experience of the chief executive officer

Bachelor Degree in

Master Degree in

Doctorate Degree in

Certificate/Diploma
Others

ooooo

Experience: years

16. How many hotels does your company operate?

O 1 hotel (go to question 21)
O More than 1 hotel (please specify)

17. Do those hotels operate under the same name?

O Yes, they all operate under
U No (please specify)

Name Numbers of hotel
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18. Has your company operated any hotels in overseas market?

O Yes
Q No

If yes, please give more detail

Hotel Country

19. Has your company sold hotel franchise to other companies?

O Yes
O No

If yes, please give more detail

Hotel Duration

20. Has your company been hired for operating hotel under management contract with other companies?

O Yes
Q No

If yes, please give more detail

Hotel Duration




21. Has your company bought hotel franchise from other companies?

O Yes
Q No

If yes, please give more detail

Group Duration

22. Has your company hired other companies to operate hotel under management contract?

O Yes
Q No

If yes, please give more detail

Group Duration

23. Over the last five years has your company changed ownership?

O ves
O No (go to question 29)

24. What were the main reasons for the change in your company’s ownership?

Page-8-




Page-9-
25. What were the major factors that supported these changes?

26. Did your company face any problems when the ownership changed?

O Yes
O nNo

If yes, what were the major problems you faced?

27. To what extent was your company strategic management advantaged by the change of ownership?

No advantage Significant Advantage




28. In your opinion, how successful have the ownership changes been?

Unsuccessful Very Successful

29. Will your company change ownership in the next five years?

O ves
O No
L others (please specify)

If yes, what is the main reason for these changes?

Page-10-

30. How much do the following groups influence any potential change of ownership in your company?

No influence

Board of directors

Controlling Family (if family controlled) n.a.
Controlling Hotel Group (if applicable) n.a.
Chief Executive Officer/MD/ President

Corporate level management

Corporate planning department n.a.

Second level management

L e = N Ny S
NN N NN NN

Other (please specify)

W W W W W W w w

Very great influence

B S — T U~ S o

o o o1 o1 o1 o1 o1 Ol
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In this section we would like to ask some questions about Size.

31. To what extent does your company measure its size by the following measure?

Not at all To a great extent
Size is measured by revenue. 1 2 3 4 5
Size is measured by assets. 1 2 3 4 5
Size is measured by number of employees. 1 2 3 4 5
Size is measured by number of rooms. 1 2 3 4 5
Others (please specify) 1 2 3 4 5

Of these size measures, is one of these considered most important?

D Yes (please specify)
O no

32. With respect to the hotel business, what is your company’s current :

Revenue: Thai baht Total assets: Thai baht
Profit: Thai baht

What approximate percentage of your company’s revenue is derived from products/services in the following
stages?

Revenue
Introductory stage %
Growth stage %
Maturity stage %
Decline stage %
Total 100%

33. What is the capacity of your hotels?
Room
Types of room No. of room
Standard
Deluxe
Suite
Others

Total

Facilities

Restaurants QO spa
Beauty Salon U Fitness
Function room O internet
Others

OOo00




34. In your opinion, what is the quality of your company’s performance compared to its size?

Very Poor
1

In this section, our questions deal with Human Resources.

35. How many employees in your hotel?

Approximately

N
w

Very Good
5

Full time %
Part time %
Total 100%
Thais %
Foreigner %
Total 100 %

people
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36. What approximate percentage change in the total number of hotel’s Thai employees do you expect over

the next five years?

Q Increasing Approximate
Q Decreasing Approximate
O stable

37. What approximate percentage change in the total number of hotel’s foreign employees do you expect

over the next five years?

38. Over the last five years, to what extent have you had problems in securing and retaining the necessary

Q Increasing Approximate
Q Decreasing Approximate
O stable
personnel?
No availability
problems

1 2 3 4

5

Severe availability
problems
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39. Over the next five years, to what extent do you anticipate problems in securing and retaining the
necessary personnel?

No availability Severe availability
problems problems
1 2 3 4 5

40. To what extent do you anticipate problems in training personnel in the next five years?

No difficulty Severe difficulties
1 2 3 4 5

41. Do you consider that in view of the increase in the level of education-tertiary, technical and professional
— over the last decade, the different categories of staff have become more demanding with regard to?

No demanding Very demanding
Quantum of compensation 1 2 3 4 5
Salience of the work environment 1 2 3 4 5
Level of transparency in management 1 2 3 4 5
Participation & involvement in management 1 2 3 4 5
Recognition of competence & performance 1 2 3 4 5

Our next questions deal with Management Style.

42. Could you please describe your company’s key management style?
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43. To what extent do you agree with the following?

Strongly disagree Strongly agree
Leadership:
Our leadership style can best be
characterized as paternalistic-autocratic. 1 2 3 4 5
Our leadership style can best be
characterized as democratic — participative. 1 2 3 4 5
Quality Management:
Our company uses TQM
as part of its quality management. 1 2 3 4 5
Our company uses cost control
as part of its quality management. 1 2 3 4 5
Our company uses budgetary control
as part of its quality management. 1 2 3 4 5
Human Resource Management:
Trust and empowerment of subordinates
is high in our company. 1 2 3 4 5
Our company uses job evaluation
as part of its human resource management. 1 2 3 4 5
Our company uses training programs
as part of its human resource management. 1 2 3 4 5
Other Aspects:
Our company uses monetary policy
as part of its strategic management. 1 2 3 4 5
Our company uses psychological policy
as part of its strategic management. 1 2 3 4 5
Our company focuses on a high
productivity policy. 1 2 3 4 5
The use of family members is still employed in our company. 1 2 3 4 5
The seniority system is still employed in our company. 1 2 3 4 5

44. How much do the following groups influence the management style of your company?
No influence Very great influence

Board of directors

Controlling Family (if family controlled) n.a.
Controlling Hotel Group (if applicable) n.a.
Chief Executive Officer

Corporate level management

Corporate planning department n.a.

Second level management

e e = =
W oW W W W W W W
N NS N N U N N N
[, TS TS WS B IS WS |

N DD DD DD NN NN

Other (please specify)




Page-15-
45. Does you company face any problems with its current management style?

O ves
O No

If yes, what are major problems of the current management style?

PART II: MISSION STATEMENT AND LONG TERM OBJECTIVES H

In this section we are seeking information about your Mission Statements.

46. Does your company have a formal mission statement as a whole?

O ves
O No (please go to question 55)

47. Could you please describe your current company’s mission statement? (if more than one please state all)
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48. To what extent did your company consider the following factors when the company mission statement
was formulated?

Not at all To a great extent

Mission statement describes what business your
company is in. 1 2 3 4 5
Mission statement describes what the business will do. 1 2 3 4 5
Mission statement describes who the customers are. 1 2 3 4 5
Mission statement describes what sets this business apart
from others. 1 2 3 4 5
Mission statement is a declaration of how the organisation’s customers, products,
markets, and philosophy all contribute to the achievement of the goals. 1 2 3 4 5
Mission statement describes what the company wants to be. 1 2 3 4 5
Others (please specify) 1 2 3 4 5

1 2 3 4 5

49. Has your company changed its mission statement in the last five years?

Yes It was changed in year
No (please go to question 52)

50. What changes were made in your mission statement at that time? (you may select more than one)

L Mission was stated for the first time.
L Mission was stated more specifically.
L Mission statement was expanded.

O others (please specify)

51. How much did the following factors influence the change in your company’s mission statement?

No influence Very great influence

Changes of chief executive officer 1 2 3 4 5
Changes of ownership 1 2 3 4 5
Changes of top management team 1 2 3 4 5
New competitive conditions 1 2 3 4 5
Change of main shareholder 1 2 3 4 5
Changes in economic environment 1 2 3 4 5
Changes in strategic consideration 1 2 3 4 5
Changes in social factors 1 2 3 4 5
Changes in political factors 1 2 3 4 5
Others (please specify)

1 2 3 4 5

52. To what extent does your company consider its mission statement to have been appropriate over the last
five years?
Not Appropriate Very Appropriate

1 2 3 4 5



53.
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How long do you expect that your company will continue to follow its current mission statement?

Approximately years

54. How much have the following groups influenced the formulation of your present corporate mission?

Board of directors

Controlling Family (if family controlled) n.a.
Controlling Hotel Group (if applicable) n.a.
Chief Executive Officer

Corporate level management

Corporate planning department n.a.
Second level management

Others (please specify)

No influence Very great influence

L i e e
NN NN NN NN
W W W W w W w w
~ A A DM DM b b BH
(SIS, NS, S BN S, IS IS IS |

In this section we would like to ask about your Long-term Objectives.

55.

(Y

Does your company have formal corporate long-term objectives, which it seeks to achieve?

Yes
No (go to question 67)

. Could you please indicate the quantitative objectives, which serve guiding roles in decisions that are

strategic for the company as a whole? (you may select more than one)

Return objectives (return on investment, return on capital etc)

Stock market objectives (earning per share etc)

Sale objectives (growth, return on sales)

Financial objectives (profits, income, cash flow)

Performance objectives (occupancy rate, average daily rate, revenue per available room
Others (please specify)

. Are those objectives adjusted for inflation?

Yes
No
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58. During the last five years, would you say that your company has in general exceeded, met or failed to
achieve its long-term objectives?

Failed to Exceeded
achieve objectives Met objectives
1 2 3 4 5

In your opinion, what are the reasons for that performance?

Not Important Very Important

Appropriateness of objectives 1
Managerial performance
Political, regulatory action
Competitive situation
Organisation structure
Economic factors

Changes to technological factors

[ e e

N NN NN N NN
W W W W w W w w
B S R L T~ -
o o1 o o1 o1 o1 o1 O

Others (please specify)

59. Does your company also have formal qualitative long-term objectives?

O ves
O no

If yes, please indicate the main ones:

Maintain acceptable financial posture/control cost
Leadership in quality and service

Leadership in reputation and image

Focus on market segment

Customer focus
Societal objectives
Others (please specify)

coooooo

60. Has your corporate level changed its objectives in the last five years?

Yes in year
No (please go to question 63)

»
s

. What corporate objectives changed at that time? (you may select more than one)

Focus on philosophy
Upgrade or update of objectives

Change of financial factors

Formalization or explicitness of objectives
General qualitative additions

Instituted new objectives

Others (please specify)

oooooop
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62. How much do the following factors influence changes in the objectives of the corporate level?

No influence Very great influence

Changes of chief executive officer 1 2 3 4 5
Changes of ownership 1 2 3 4 5
Changes of top management team 1 2 3 4 5
New competitive conditions 1 2 3 4 5
Change of main shareholder 1 2 3 4 5
Changes in economic environment 1 2 3 4 5
Changes in political factor 1 2 3 4 5
Changes in social factors 1 2 3 4 5
Changes in technological factors 1 2 3 4 5
Others (please specify)

1 2 3 4 5

63. How long will your corporate level continue following the current objectives?

Approximately years

64. To what extent have the following groups influenced the formulation of your present long-term
objectives?

No influence Very great influence

Board of directors 1 2 3 4 5
Controlling Family (if family controlled) n.a. 1 2 3 4 5
Controlling Hotel Group (if applicable) n.a. 1 2 3 4 5
Chief Executive Officer 1 2 3 4 5
Corporate level management 1 2 3 4 5
Corporate planning department n.a. 1 2 3 4 5
Second level management 1 2 3 4 5
Others (please specify)

1 2 3 4 5

65. Which of the following best reflects the process for formulating company long-term objectives?
(please select one of the following)

Formulated for the company by the chief executive officer

Formulated for the company by the corporate level management

Formulated for the company by the board of directors

Aggregation of the objectives developed by second level management

Negotiation process between the corporate level/ board of directors group and second level management
Negotiation process between the chief executive officer and key advisors

Negotiation process between the chief executive officer and corporate level management

Negotiation process between the chief executive officer and second level management

Others (please specify)

ooooooopo
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66. To what extent do your corporate objectives serve an important role in each of the following areas?

Not Important Very Important
Evaluation of past performance 1 2 3 4 5
Communication to external public 1 2 3 4 5
Evaluation of second level objectives 1 2 3 4 5
Evaluation of other lower levels objectives 1 2 3 4 5
Monitoring current performance 1 2 3 4 5
Activating contingencies 1 2 3 4 5
Providing challenge and motivation 1 2 3 4 5

Finally, how do you assess the quality of your corporate level management long-term objectives?

Very Poor Very Good

1 2 3 4 5
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Our next questions deal with the setting of Second Level’s Long-term Objectives.

67. Does your company have formal long-term objectives at second level, which it seeks to achieve?

Yes
No (go to question 73)

(Y

68. Do all second level operating units have the same objectives with respect to units of measurement?

O ves
O no

If yes; what is the unit of measurement? (you may select more than one)
Return on investment, return on assets, return on capital

Profits

Cash Flow

Sales Growth

Return on Sales

Occupancy rate

Average daily rate (ADR)

Revenue per available room (RevPAR)

Others (please specify)

oo

Go to question 69

If no, why are they different?

What is the unit of measure? (you may select more than one)

Return on investment, return on assets, return on capital
Profits

Cash Flow

Sales Growth

Return on Sales
Others (please specify)

pooooou
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69. How much do the following groups influence the formulation of the second level long-term objectives?

No influence Very great influence

Board of directors 1 2 3 4 5
Controlling Family (if family controlled) n.a. 1 2 3 4 5
Controlling Hotel Group (if applicable) n.a. 1 2 3 4 5
Chief Executive Officer 1 2 3 4 5
Corporate level management 1 2 3 4 5
Corporate planning department n.a. 1 2 3 4 5
Second level management 1 2 3 4 5
Others (please specify)

1 2 3 4 5

70. Which of the following best reflects your company’s process for formulating second level long-term
objectives (please select one of the following)

Formulated for second level by the corporate level management

Formulated for second level by the CEO

Aggregation of the objectives developed by third level management
Negotiation process between the corporate level/ and second level management
Negotiation process between the CEO and second level management
Formulated by second level management

Others (please specify)

oooooop

71. To what extent do your second level objectives serve an important role in your company?

Not important Very important
As a major influence on final corporate objectives 1 2 3 4 5
As rationing devices for capital and other resources 1 2 3 4 5
As standards to evaluate business unit performance 1 2 3 4 5
As a basis for formally determining an incentive
portion of managerial compensation 1 2 3 4 5

72. How do you assess the quality of your second level long-term objectives?

Very Poor Very Good
1 2 3

4 5
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PART I1l: THE PLANNING SYSTEM

We will start this part with some questions about the Strategic Planning System in your company.

73. Does your company have a formalised strategic planning system at:

Corporate Level

O Yes
Q0 No

Second Level

O VYes
O No

If no to both, please go to question 141

In this section we would like to know about your Formal Corporate Plan.

If your company does not develop a formalised corporate plan, go to question 105

74. For what time horizons does your company develop a formal corporate plan?

years
years

years

75. Which of the plans noted in question 74 would you consider the key guiding long-term plan for your
company?

years

76. Do you agree or disagree with the following statements regarding the development of corporate plans in
your company. (please select one)

Prepared independently and not coordinated

Longer-term plan prepared first, shorter-term plan then fitted into long-term plan
Shorter-term plan prepared first, longer-term plans are then extended

Shorter-term plan prepared first, longer-term plans are then modified from previous year
Short and long term plans prepared simultaneously

ooooo



Page-24-
77. When did your company first develop a formal corporate long-term plan?

Year:

~
[o0]

. How often is your corporate plan updated? (please check one)

Monthly
Quarterly
Twice a year
Yearly

ooooo

Less than once a year

~
©

. How frequently is progress reviewed against this plan? (please check one)

Monthly
Quarterly
Twice a year
Yearly

ooooo

Less than once a year

80. How would you characterize the extent to which corporate planning effort is spent on the following types
of activity?

No effort High degree of effort

Short-term emergency planning 1 2 3 4 5
Action planning or operational planning
for the next 1 to 3 years 1 2 3 4 5
Formalised contingency planning 1 2 3 4 5
Long-term planning for the next 5 — 10 years 1 2 3 4 5
“What the company wants to be in the
next 10 — 20 years” planning 1 2 3 4 5
Internal growth 1 2 3 4 5
Franchising/Management contract 1 2 3 4 5
International Expansion 1 2 3 4 5
Others (please specify)

1 2 3 4 5
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81. How much effort (time and/or financial resources) was expended by corporate planning in each of the

following forecast areas over the last five years. Please indicate also whether or not external forecast were
purchased.

No effort High degree of effort Purchase of external forecast
Domestic economy 1 2 3 4 5 Q ves O No
World economies 1 2 3 4 5 U ves O No
Technology 1 2 3 4 5 O ves O No
Government 1 2 3 4 5 O ves O No
Global situation 1 2 3 4 5 O ves O No
Social and/or culture 1 2 3 4 5 O ves O No
Foreign markets 1 2 3 4 5 O ves O No
Domestic markets 1 2 3 4 5 O ves O nNo
Human resources 1 2 3 4 5 O ves O nNo
Competitive analysis 1 2 3 4 5 O ves O no

82. To what extent are forecasts, which were developed or purchased by corporate level, transmitted to the
second level in one form or another for each of the following areas?

Never Regularly
Transmitted Transmitted
Domestic economy 1 2 3 4 5
World economies 1 2 3 4 5
Technology 1 2 3 4 5
Government 1 2 3 4 5
Global situation 1 2 3 4 5
Social and/or culture 1 2 3 4 5
Foreign markets 1 2 3 4 5
Domestic markets 1 2 3 4 5
Human resources 1 2 3 4 5
Competitive analysis 1 2 3 4 5

83. If the external forecast purchased by corporate level were not available, how severe would be the impact
on the:

No Impact Severe Impact
Quality of corporate planning effort 1 2 3 4 5
Quality of second level planning effort 1 2 3 4 5
Quality of other lower levels planning effort 1 2 3 4 5

84. How difficult would it be for the second level units to obtain for themselves the information they
currently receive from corporate level?

Not Difficult Very Difficult

1 2 3 4 5
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85. Could you please list the major headings of your current corporate long-term plan?

Alternatively, would you please provide us with a copy of the table of contents of your current corporate
long-term plan?

[}
(o2}

. Which organisational personnel have access to the current corporate plan? (may select more than one)

Second level and up
Third level and up
Senior management only
Senior staff

ooooo

Operating managers

87. To what extent do the efforts at corporate level in developing a corporate plan provide added value over
and above the second level plans in each of the following areas?

No added value Major added value
Finance 1 2 3 4 5
Human resources 1 2 3 4 5
Research and development 1 2 3 4 5
Markets 1 2 3 4 5
Technology 1 2 3 4 5
Operations 1 2 3 4 5
Sources and uses of funds 1 2 3 4 5
Organisation structure 1 2 3 4 5
Competitive analysis 1 2 3 4 5

88. To what extent does your company use computer models/systems to support corporate planning?

No Use Extensive Use
1 2 3 4 5
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89. Which models / systems are used regularly to support your corporate planning?

Models:

e  Forecasting models O ves W No
e  Financial models O ves U No
e  Econometric models O ves W No
e  Planning models O ves W No
e  Simulation models O ves U No
e  Others O ves W No
(please specify)

Systems:

e  Strategic decision support systems O ves O No
e  Group decision support systems O ves O No
e  Others (please specify) Q ves O No

90. How useful have these models / systems been?
Not at all useful Very Useful

1 2 3 4 5

91. Does your company have any computer systems, which link the corporate planning system with second
level units?

Yes
No

oo

92. Does your company have a corporate planning department?

Yes
No (go to question 104)

(HY .

93. What, in rough terms, is the annual direct cash budget (excluding allocations) of the corporate planning
department?

Thai Baht:

94. How many professional (non-clerical) personnel comprise the corporate planning department?

Number:
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95. Could you please classify these professional personnel in terms of their current skills?
(give full-time equivalents if applicable)

Number
Planning specialists
Economists
Business forecast specialists
Computer /Information specialists
Marketing specialists
Financial specialists
Legal specialists
Services and products specialists
International business specialists
Research and development specialists

Others (please specify)

96. On average, how long do corporate planning personnel stay in corporate planning jobs?

years

97. To what extent are line personnel rotated through the corporate planning department?

No Rotation Extensive Rotation

1 2 3 4 5

(e}
oo

. Who is the immediate supervisor of the chief corporate planner?

Chairman
Chief executive officer / managing director / president
Treasurer / controller / finance director

General manager
Others (please specify)

ooooo

99. To what extent does the chief corporate planner attend:

Never Always
Board meetings 1 2 3 4 5
Capital budgeting meetings 1 2 3 4 5
Divisional planning meeting 1 2 3 4 5
Group planning meetings 1 2 3 4 5



100. To what extent does the corporate planning department have the authority to:

No authority Complete authority
Obtain substantive revisions in second level plans 1 2 3 4 5
Obtain procedural revisions in second level plans 1 2 3 4 5
Review and criticize second level plans 1 2 3 4 5
Accept and reject second level plans 1 2 3 4 5

101. To what extent do you agree or disagree with each of the following statement regarding the
performance of the corporate planning group?

Strongly disagree Strongly agree
Specific performance objectives have been clearly established 1 2 3 4 5
Numerical or quantified procedures are use extensively to
measure performance 1 2 3 4 5

102. Are detailed reports of the performance of corporate planning prepared?

O ves
O No

If yes, how frequently? Times per year:

103. Which of the following documents are used by the corporate planning group?
(you may select more than one)

Documents describing the planning procedures

Documents specifying roles and responsibilities for corporate planning
Written schedules (timetables) for the corporate planning process
Standard forms for the collection of planning data

Standard forms for the evaluation of strategic proposals

ooooo

104. Is your corporate planning process written up in a planning manual?

D Yes
O No

Page-29-
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In this section we would like some information about Planning at the Second Level.

105. Does your company prepare formal long-term business plans at second level?

D Yes

O no ('go to question 124)

106. Would you please list the major heading of your current most common type of second level business
plan? Alternatively, would you please provide us with a copy of the table of contents of your current
most common type of second level business plan?

107. Do you group second level units for planning the same way as they are grouped for operations?

D Yes

O no (go to question 109)

108. Could you please specify and describe three major long-term plans at the second level:

Plan’s type No. of plans of Reviewed at
this type corporate levels
1. Yes/ No
2. Yes/No
3. Yes/No

Then go to question 111
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If no to question 107, please answer the following questions.

109. How do you group your business planning units, what are the bases for their definition and what is the
number of units of each type?

Example of names: SBU, division, sector
Example of bases for definition: Product, plant, geographic area, market, function, resource

Type of second level Bases for definition Number of units
planning unit

110. What are the major reasons why this particular configuration was chosen?
Example: common competitors, customers, and facilities.

111. When did you first start formal long-term planning at the second level?

Year:

And with this configuration of plans? Year
Are these second level planning units profits centres?

Q) ves
D No
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112. How often are you second level plans updated? (please select one)

Q Monthly

Q Quarterly

Q Twice a year

Q Yearly

U Lessthanoncea year

113. How frequently is progress reviewed against the second level plan? (please select one of the following)

Q Monthly

Q Quarterly

Q Twice a year

Q Yearly

L Less than once a year

114. To what extent are the annual budgets for the second level units integrated with the long-term plans of
these units?

Not at all integrated Very integrated
1 2 3 4 5

115. Has your company developed a standardized format for the second level plans?

D Yes
O No

If yes, approximately what percentages of the plans in fact conform to this format?

Per cent:

116. Does your company have specialized planning personnel at the second level?

D Yes

O no (go to question 121)
If yes, how many second level planning units are there in your company?

Number:

Across all second level units, how many specialized planning personnel does your company have?

Number:

117. What are the three most frequent functional backgrounds of second level planners in your company?

1.
2.
3.
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118. On average, how long do personnel stay in second level planning jobs?

Years:

119. To what extent are line personnel rotated through the second level planning units?

No Rotation Extensive Rotation
1 2 3 4 5

120. Who is the immediate supervisor of the top second level planner?

Senior second level operating officer
Subordinate of the top second level planner
Corporate planner

Second level controller

oooog

Others (please specify)

121. To what extent does your company use computer models/systems to support second level planning?
No Use Extensive Use

1 2 3 4 5

122. Do the models / systems used to support your second level planning similar to models / systems used at
your corporate level planning?

Q) ves (go to question 124)

DNO

If no, which models / systems are used regularly to support your second level planning?

Models:

e  Forecasting models O vYes O No
e  Financial models O ves I N
e  Econometric models O ves I
e  Planning models O ves O No
e  Simulation models O vYes O No
e Others (please specify) Q ves O No
Systems:

e  Strategic decision support systems QO ves Q No
e  Group decision support systems O ves Q No
e  Others (please specify) QO ves Q No




123. How useful have these models / systems been?
Not at all useful Very Useful

1 2

w
SN

5

Now we would like to ask about Other Aspects of Planning.

124. Does your company develop third level long-term business plans?

D Yes
O No

125. Does your company develop fourth-level long-term business plans?

D Yes
O No

126. Does your company develop formal contingency plans as part of its long-term planning effort?

D Yes
D No

If yes, at what levels are major contingencies developed?
Q Corporate Level

L second Level

O Both corporate and second level

Which are the major variables in your contingency plans?
(L External environment factors
O internal strategic actions

Page-34-
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In this section we would like some information about the Various Functions of Corporate
Planning in your company.

If no corporate planning, please go to question 128

127. Could you please assess how much effort is expended by corporate planning in each of the following
activities? The following statements are focused on activities at corporate level.

Specific planning tasks: No effort High degree
of effort

Define guidelines, formats and timetable for

planning activity 1 2 3 4 5

Develop macro forecasts of the economy, financial

markets, political environment and etc. 1 2 3 4 5

Prepare specific studies 1 2 3 4 5

Develop improved accounting and financial

data for strategic planning 1 2 3 4 5

Identify areas of new business opportunity 1 2 3 4 5

Reorganize the company around more clearly
defined business units 1 2 3 4 5

Overall planning responsibility:

Develop and write the corporate plans 1 2 3 4 5

Monitor and control progress versus plans 1 2 3 4 5

Assistance at corporate level:

Help corporate management:

-formulate goals and objectives 1 2 3 4 5
-formulate strategy 1 2 3 4 5
-with acquisition plans 1 2 3 4 5
-with divestiture plans 1 2 3 4 5
-with growth plans 1 2 3 4 5
Assistance at second level:

Help second level management:

-formulate objectives 1 2 3 4 5
-formulate strategy 1 2 3 4 5
Review and evaluate second level plans 1 2 3 4 5
Integrate second level plans with the corporate plan 1 2 3 4 5
Improving planning performance:

Improve the quality of strategic thinking of

corporate management 1 2 3 4 5
Improve the quality of strategic thinking of

second level management 1 2 3 4 5

Assess the overall effectiveness of
the planning process 1 2 3 4 5
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The following questions deal with the Nature of the Planning Process in your company.

128. To what extent do you agree or disagree with each of the following statements?

Roles: Strongly disagree Strongly agree
The planning process plays an important role:

— in the organisation’s communication network 1 2 3 4 5

— in auditing ongoing activities 1 2 3 4 5

— in strategically managing our company’s

organisation structure 1 2 3 4 5

— in strategically managing our company’s quality issues 1 2 3 4 5

— in strategically managing our company’s culture 1 2 3 4 5

— in strategically managing our company’s managerial styles 1 2 3 4 5
The planning process is necessary to sequence future activities. 1 2 3 4 5

The planning process encourages the development of new businesses

by combining expertise and resources from lower level units. 1 2 3 4 5
The planning process is a means of ensuring that specialized

knowledge is stored and available to the whole organisation. 1 2 3 4 5
The planning process has had a measurable

positive effect on sales and profits. 1 2 3 4 5
The planning process acts mainly as an agency

for assembling financial reports. 1 2 3 4 5
The planning process helps to focus the company’s R&D

efforts around defined opportunity areas. 1 2 3 4 5
Conflict resolution:

The planning process is a device to assure

that conflicting expectations are resolved. 1 2 3 4 5
The planning process is a means of organisational

conflict resolution. 1 2 3 4 5
The planning process involves a great deal of bargaining. 1 2 3 4 5
Uncertainty and risk resolution:

The planning process is a means for systematically

dealing with uncertainty. 1 2 3 4 5
The planning process enables the company to avoid

unacceptably high levels of risks. 1 2 3 4 5
The planning process has constrained the strategic

risk taking behaviour of lower level managers. 1 2 3 4 5
Resource allocation:

The planning process is a key device for allocating corporate

resources throughout the company. 1 2 3 4 5
The planning process assures that scarce resources are

allocated to high yield uses. 1 2 3 4 5
The planning process has improved the company’s

long-term resource allocation decisions. 1 2 3 4 5

Long-term resource allocation decisions
are made as an integral part of the planning process. 1 2 3 4 5
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129. To what extent do you agree or disagree with each of the following statements?

Planning process: Strongly disagree Strongly agree
Our planning effort is an adaptive, evolving, learning activity. 1 2 3 5
Our planning effort is a fairly routinised activity. 1 2 3 4 5
In our planning process, all key personnel contribute

their fair share of effort. 1 2 3 4 5
In our company, daily routine drives out planning effort. 1 2 3 4 5
Planning is often characterized by distortion of data. 1 2 3 4 5
Competitive analysis:

In our company, a great deal of effort is expended in

attempting to identify competitor’s cost structure. 1 2 3 4 5
Our company focuses its competitive analysis on

competitive products analysis. 1 2 3 4 5
Competitive analysis is primarily the responsibility of

our sales and marketing people. 1 2 3 4 5
Competitive analysis is a major activity of

the corporate planning department. 1 2 3 4 5
Competitive analysis is a major activity of

the corporate level management. 1 2 3 4 5
Competitive analysis is a major activity of

our second level management. 1 2 3 4 5
Supplier analysis:

In our company, a great deal of effort is expended in

attempting to identify the sources of supply. 1 2 3 4 5
The supplier analysis is primarily the responsibility

of the purchasing department. 1 2 3 4 5
The supplier analysis is a major activity of the

corporate planning department. 1 2 3 4 5
The supplier analysis is a major activity

of the corporate level management. 1 2 3 4 5
The supplier analysis is a major activity of

the second level management. 1 2 3 4 5
Customer analysis:

In our company, a great deal of effort is expended in

attempting to identify the customer demands. 1 2 3 4 5
The customer analysis is primarily the responsibility

of our marketing people. 1 2 3 4 5
The customer analysis is a major activity of the

corporate planning department. 1 2 3 4 5
The customer analysis is a major activity

of the corporate level management. 1 2 3 4 5

The customer analysis is a major activity of
the second level management. 1 2 3 4 5



Political analysis:

Strongly disagree

A great deal of effort is expended in attempting to identify the
possible impacts of the government on our business operations. 1

The political analysis is primarily the responsibility
of our operations people. 1

The political analysis is a major activity of
the corporate planning department. 1

The political analysis is a major activity of
the corporate level management. 1

The political analysis is a major activity of
the second level management. 1

Economic analysis:
A great deal of effort is expended in attempting to identify
the possible impacts of the economy on our business operations. 1

The economic analysis is primarily the responsibility
of our operations people. 1

The economic analysis is a major activity of
the corporate planning department. 1

The economic analysis is a major activity of
the corporate level management. 1

The economic analysis is a major activity of
the second level management. 1

Social and Cultural analysis:
A great deal of effort is expended in attempting to identify
the possible impacts of the Thai culture on our company’s culture. 1

The cultural analysis is primarily the responsibility
of our human resource people. 1

The cultural analysis is a major activity of
the corporate planning department. 1

The cultural analysis is a major activity of
the corporate level management. 1

The cultural analysis is a major activity of
the second level management. 1

Technology analysis:
A great deal of effort is expended in attempting
to identify technological developments. 1

The technology analysis is primarily
the responsibility of our technical specialists. 1

The technology analysis is a major activity of
the corporate planning department. 1

The technology analysis is a major activity of
the corporate level management. 1

The technology analysis is a major activity of
the second level management. 1

2

N

Strongly agree

5

ol
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Our next question deals with some of the Coordination Issues Involved in Planning.

130. To what extent do you agree or disagree with each of the following statements? Note; if no corporate
planning, answer for planning that exists.

Coordination of Planning:

Strongly disagree Strongly agree
The financial planning is closely
coordinated with corporate planning. 1 2 3 4 5
The operations planning is closely
coordinated with corporate planning. 1 2 3 4 5
The marketing planning is closely
coordinated with corporate planning. 1 2 3 4 5
The human resource planning is closely
coordinated with corporate planning. 1 2 3 4 5
The technology planning is closely
coordinated with corporate planning. 1 2 3 4 5
Quality of Information:
Your company gets very high quality information
from the finance department for corporate planning. 1 2 3 4 5
Your company gets very high quality information
from the operations department for corporate planning. 1 2 3 4 5
Your company gets very high quality information
from the marketing department for corporate planning. 1 2 3 4 5

Your company gets very high quality information from the human
resource department for corporate planning. 1 2 3 4 5

Your company gets very high quality information from
engineering department for corporate planning. 1 2 3 4 5

Resistance to Planning:
Your company gets a great deal of
resistance to planning from its finance people. 1 2 3 4 5

Your company gets a great deal of
resistance to planning from its operations people. 1 2 3 4 5

Your company gets a great deal of
resistance to planning from its marketing people. 1 2 3 4 5

Your company gets a great deal of
resistance to planning from its human resource people. 1 2 3 4 5

Your company gets a great deal of
resistance to planning from its technical people. 1 2 3 4

(&)
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The next questions deal with the roles of Various Corporate Personnel in the Planning Process.

131. To what extent is the CEO personally involved in the following?

Not at all Involved Very Involved
The development of corporate goals,
missions, objectives 1 2 3 4 5
The development of alternative corporate strategies 1 2 3 4 5
The evaluation and approval of the corporate plans 1 2 3 4 5
Having planning accepted as a philosophy in the company 1 2 3 4 5

132. To what extent is the board of directors involved in corporate planning?

Not Involved Very Involved
1 2 3 4 5

133. How supportive is the board of directors regarding corporate planning activities?
Not Supportive Very Supportive

1 2 3 4 5

134. How influential are the following groups in the six corporate planning areas listed?

Chief executive officer: No Influence Very great influence

Format of corporate plan

Assumptions used in the final corporate plan
Objectives embodied in the final corporate plan
Strategies embodied in the final corporate plan

Approval of the final corporate plan

I e e e
N D NN NN
w W W w w w
B S S T S~
(S0 TS TS TS I ¢

Development of missions for second level units

Board of directors:

Format of corporate plan

Assumptions used in the final corporate plan
Objectives embodied in the final corporate plan
Strategies embodied in the final corporate plan

Approval of the final corporate plan

e e e e
N NN N NN
W W W W w w
B S T T -~ -
[$0S TS, IS S B

Development of missions for second level units

Corporate planning department:

Format of corporate plan

Assumptions used in the final corporate plan
Objectives embodied in the final corporate plan
Strategies embodied in the final corporate plan

Approval of the final corporate plan

e e e e
N NN N NN
W W W W w w
~ A A b B~ B
[$0S TS, IS B B

Development of missions for second level units
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Top second level management: No Influence Very great influence ’
Format of corporate plan
Assumptions used in the final corporate plan
Objectives embodied in the final corporate plan
Strategies embodied in the final corporate plan
Approval of the final corporate plan

A = e e
NORNNDNNN
W W W W W W
[N N N N N N
(SIS TS TS, BRSBTS

Development of missions for second level units

135. Do you currently experience any problems specifically as a result of using the planning system you
have described?

D Yes

O no (go to question 136)

If yes, could you please specify the major problems you experience?

Do you expect planning system changes to be made in order to deal with these problems?
O ves

O No

If yes, what kind of changes do you expect?
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136. In your opinion, what are going to be the major changes in the way your company approaches strategic
management in the next five years?

137. How important do you believe informal planning is with respect to strategic management of your
company?
Not at all Very important

1 2 3 4 5

138. How would you rate the effectiveness of the planning process in your company?
Not Effective Very Effective
1 2 3 4 5

139. What contribution does the formal planning process make to the strategic management process in your
company?
No Contribution Major Contribution
1 2 3 4 5
140. To what extent do you think that you company is strategically managed?

Not at all Great extent

1 2 3 4 5

(go to question 163)
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The questions in this section deal with Non-formalised Strategic Planning System.

If no to question 73, please answer the following questions.

141. What are your main reasons for not having a formalised strategic planning system?

142. To what extent do your believe your company is strategically managed?

Not at all To a great extent
1 2 3 4 5

143. Could you describe the procedures and process you use for managing your company strategically?
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144. Does your company address strategic issues:

O ona regular time cycle
L Ad hoc

O As required

Q) Notatal

O others (please specify)

If strategic issues are addressed on a regular time cycle, how often are these strategic issues addressed?
(please select one)

L More than once a year
Q Every year
U Lessthanoncea year

145. Who is responsible for addressing these strategic issues?

146. What time horizon does your company use to develop its main strategies? (please select one)

L Less than one year
D 1 to 3 years

Q 41010 years

L) More than 10 years
Q) not applicable

147. Could you please specify the main areas where key strategic decision have been made during the last
five years?
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148. To what extent do you agree or disagree with each of the following statements?

Strongly disagree Strongly agree
Our strategies emerge from the vision of the CEO. 1 2 3 4 5
The CEO defines overall targets and boundaries within which
lower management formulates the strategies. 1 2 3 4 5
Our strategies evolve through a bargaining and negotiation
process among the different groups in our company. 1 2 3 4 5
The environment dictates our strategies. 1 2 3 4 5
Our strategies emerge from an incremental process of
adapting to external events. 1 2 3 4 5
Our strategies emerge from solving day-to-day problems. 1 2 3 4 5

149. To what extent do you agree or disagree with the following descriptions of your strategic decision
making process?

Strongly disagree Strongly agree
It is a continuing process of incremental steps. 1 2 3 4 5
It is largely intuitive. 1 2 3 4 5
It is based on objective criteria and analysis. 1 2 3 4 5

150. How would you describe the strategic decisions in your company? (please select one)

Q They are integrated.
Q They are disjointed.
Q They are loosely coupled.

151. How much effort is expended by your corporate management in each of the following activities?

No Effort High degree of effort

Develop macro forecast of the external factors 1 2 3 4 5
Prepare specific studies 1 2 3 4 5

Develop improved accounting and financial data
for strategic decisions 1 2 3 4 5

-
N
w
N
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Identify areas of new business opportunity

Reorganize the company around more clearly
defined business units

Improve the quality of strategic thinking in the company
Formulate goals and objectives

Formulate missions

Formulate strategy

Prepare acquisition plans

Prepare divestiture plans

Prepare international expansion plans

Identify financing needs

Prepare merger plans

Prepare joint venture plans

I N = = = T S e S e S S
NN NN NN RN NN
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N N N N N N N N N NN
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Prepare sources and uses of fund plans
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152. How much effort is expended by your second level management in each of the following activities?

No Effort High degree of effort

Develop macro forecast of the external factors 1 2 3 4 5
Prepare specific studies 1 2 3 4 5
Develop improved accounting and financial data

for strategic decisions 1 2 3 4 5
Identify areas of new business opportunity 1 2 3 4 5
Reorganize the company around more clearly

defined business units 1 2 3 4 5
Improve the quality of strategic thinking in the company 1 2 3 4 5
Formulate goals and objectives 1 2 3 4 5
Formulate missions 1 2 3 4 5
Formulate strategy 1 2 3 4 5
Prepare acquisition plans 1 2 3 4 5
Prepare divestiture plans 1 2 3 4 5
Prepare international expansion plans 1 2 3 4 5
Identify financing needs 1 2 3 4 5
Prepare non-performing loan plans 1 2 3 4 5
Prepare merger plans 1 2 3 4 5
Prepare joint venture plans 1 2 3 4 5
Prepare sources and uses of fund plans 1 2 3 4 5

153. How much effort (time and/ or financial resources) was made regarding the following forecast areas
over the last five years of your company? Please indicate also whether or not external forecasts were

purchased.
No effort High degree of effort Purchase of external forecast
Domestic economy 1 2 3 4 5 O ves O No
World economies 1 2 3 4 5 O ves O No
Technology 1 2 3 4 5 U ves O No
Government 1 2 3 4 5 O ves O No
Global situation 1 2 3 4 5 O ves O No
Social and culture 1 2 3 4 5 O ves O No
Foreign markets 1 2 3 4 5 O ves O No
Domestic markets 1 2 3 4 5 O ves O No
Human resources 1 2 3 4 5 O ves O No
Competitive analysis 1 2 3 4 5 O ves O no
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154. Who is responsible for developing or purchasing these forecasts? (please select one of the following)

Corporate level management
Second level management
Chief Executive Officer

Board of directors

General manager

Other lower levels management

poooooo

Others (please specify)

155. To what extent do your agree or disagree with the following statements?

Competitive analysis:

Strongly disagree Strongly agree
In our company, a great deal effort is expended in
attempting to identify competitor’s cost structure. 1 2 3 4 5
Our company focuses its competitive analysis on
competitive products analysis. 1 2 3 4 5
Competitive analysis is primary the responsibility of
our sales and marketing people. 1 2 3 4 5
Competitive analysis is a major activity of
the corporate management. 1 2 3 4 5
Competitive analysis is a major activity of
our second level management. 1 2 3 4 5
Supplier analysis:
In our company, a great deal of effort is expended in
attempting to identify the sources of supply. 1 2 3 4 5
The supplier analysis is primarily the responsibility
of the purchasing department. 1 2 3 4 5
The supplier analysis is a major activity
of the corporate level management. 1 2 3 4 5
The supplier analysis is a major activity of
the second level management. 1 2 3 4 5

Customer analysis:
In our company, a great deal of effort is expended in attempting
to identify the customer demands. 1 2 3 4 5

The customer analysis is primarily the responsibility
of our marketing people. 1 2 3 4 5

The customer analysis is a major activity
of the corporate level management. 1 2 3 4 5

The customer analysis is a major activity of
the second level management. 1 2 3 4 5



Page-48-
Political analysis:

Strongly disagree Strongly agree
A great deal of effort is expended in attempting to identify
the possible impacts of the government on our business operations. 1 2 3 4 5
The political analysis is primarily the responsibility
of our operations people 1 2 3 4 5
The political analysis is a major activity of
the corporate level management. 1 2 3 4 5
The political analysis is a major activity of
the second level management. 1 2 3 4 5
Economic analysis:
A great deal of effort is expended in attempting to identify
the possible impacts of the economy on our business operations. 1 2 3 4 5
The economic analysis is primarily the responsibility
of our operations people. 1 2 3 4 5
The economic analysis is a major activity of
the corporate level management. 1 2 3 4 5
The economic analysis is a major activity of
the second level management. 1 2 3 4 5
Social and Cultural analysis:
A great deal of effort is expended in attempting to identify
the possible impacts of the Thai culture on our company’s culture. 1 2 3 4 5
The cultural analysis is primarily the responsibility
of our human resource people. 1 2 3 4 5
The cultural analysis is a major activity of
the corporate level management. 1 2 3 4 5
The cultural analysis is a major activity of
the second level management. 1 2 3 4 5
Technology analysis:
A great deal of effort is expended in attempting
to identify technological developments. 1 2 3 4 5
The technology analysis is primarily
the responsibility of our technical specialists. 1 2 3 4 5
The technology analysis is a major activity of
the corporate level management. 1 2 3 4 5
The technology analysis is a major activity of
the second level management. 1 2 3 4 5

156. To what extent does your company use computer models/systems to support your strategic management
efforts?
No Use Extensive Use
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157. Which models / systems are used regularly to support your company strategic management efforts?

Models:

e Forecasting models O ves Q no
e  Financial models O ves O no
e  Econometric models O ves O no
e  Planning models O ves O no
e  Simulation models O ves Q no
e  Others (please specify) 0 ves O No
Systems:

e  Strategic decision support El Yes El No
e  Group decision support systems El Yes El No
e  Others (please specify) (| Yes (| No

158. How useful have these models/systems in your company been?
Not useful Very Useful
1 2 3 4 5

159. Do you currently experience any problems with the strategic management procedures / processes you
described?

D Yes

O no (go to question 161)

If yes, could you please specify the major problems?
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160. Do you expect any changes to be made in order to deal with these problems?

D Yes
D No

If yes, what kind of changes do you expect?

161. In your opinion, what are going to be the major changes in the way your company approaches strategic
management in the next five years?
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162. Does your company intend to implement a formalised planning system within the next five years?

D Yes
D No

If yes, what are the reasons for this intention?

PART IV: CORPORATE STRATEGY AND PROCESS

We would like to begin this part with some questions about the Formalisation of your Corporate
Strategies and the Procedures / Processes used for their development.

163. To what extent do you formalise your corporate strategies?

Not at all To a great extent

1 2 3 4 5
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164. Could you please describe the procedures / processes used for the development of your corporate

strategies?

Our next questions deal with_the Explicit Nature of Corporate Strategy.

165. What extent do you agree or disagree with the following statements?

Our company seeks

to enter high growth markets
to enter market with small numbers of competitors

to enter or develop service businesses

markets where it can attain large shares of served markets

markets where service differentiation is important
markets where hotel brand is important

markets where service quality is important
markets where scarce resources are important
markets which require unique service

markets where strategic partnerships are feasible
to exit from markets with large numbers of competitors
markets where joint ventures/mergers are feasible
market where long stay is possible

to take advantage of Thailand’s unique resources
to take advantage of Thailand’s cheap labour

Strongly disagree

L S S e S T e N
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Strongly agree
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Our next questions deal with Product / Market Growth Strategies.

166. One way to classify strategies for seeking growth is shown below:

products/service

Existing

New products/service

Existing a C
markets
New markets b d
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How important was each of these product /service and market combinations in your corporate strategy over

the last five years?

Our company seeks growth through existing
products/service in existing markets. (a)

Our company seeks growth through introducing
existing products/service into new markets. (b)

Our company seeks growth through introducing
new products/service into existing markets. (c)

Our company seeks growth through introducing
new products/service into new markets. (d)

Not important

1

Very important

5

How important do you think each of these will be in your corporate strategy in the next five years?

Our company seeks growth through existing
products/service in existing markets. (a)

Our company seeks growth through introducing
existing products/service into new markets. (b)

Our company seeks growth through introducing
new products/service into existing markets. (c)

Our company seeks growth through introducing
new products/service into new markets. (d)

Not important

1

2

N

Very important
5

(]
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Our next question deals with your New Product/Service Introduction Strategy.

167. To what extent do you agree or disagree with the following statements?

Our company attempts to be: Strongly disagree Strongly agree
] first to market with new products and services 1 2 3 4 5
= an early follower of initial entrants in fast growing new markets 1 2 3 4 5
= a later entrant in established but still growing markets 1 2 3 4 5
. an entrant in mature, stable markets 1 2 3 4 5
. an entrant in declining markets 1 2 3 4 5

Our next question deals with the Organisational Responsibility for New Products/service and
Markets.

168. To what extent do you agree or disagree with the following statements?

New Product/service Development is: Strongly disagree Strongly agree
= part of the responsibility of our second level operating units 1 2 3 4 5

= the responsibility of a special organisational unit 1 2 3 4 5
Screening new product/service idea is:

= part of the responsibility of our second level operating units 1 2 3 4 5

= the responsibility of a special organisational unit 1 2 3 4 5

Development of New Markets for Existing Products/service is:
= part of the responsibility of our second level operating units 1 2 3 4 5

= the responsibility of a special organisational unit 1 2 3 4 5

Screening of New Market/service Ideas is:

part of the responsibility of our second level operating units 1 2 3

[y
N
w
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= the responsibility of a special organisational unit
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Our next questions deal with your Research and Development Strateqy.

169. To what extent do you agree or disagree with the following statements for the research and

development strategy of your company? Strongly disagree Strongly agree
Our company considers itself to be highly technology innovative. 1 2 3 4 5
Our company considers itself to be highly service innovative. 1 2 3 4 5
The emphasis of our R&D expenditures is highly applied. 1 2 3 4 5
Our R&D effort tends to avoid high risk activity. 1 2 3 4 5

Our company prefers to seek growth via acquisitions rather than
internal R&D. 1 2 3 4 5

170. What percentage of your corporate revenue which has been allocated to R&D activities over the last
five years?

Approximate percentage:

171. Of your corporate revenue which has been allocated to R&D activities, what was the split between
R&D for the development of new products and R&D for the development of new processes?

New products Approximate %
New processes Approximate : %
Total 100%

172. What approximate percentage of your R&D budget was expended on the development of new
information technology?

%

Our next questions deal with the International Strateqy.

If you are foreign subsidiary, please go to question 182

173. Do you have any international operations?

Q) ves (please go to question 174)

DNO

If no, are you considering any international operations within the next five years?

D Yes
D No

Then go to question 182
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174. What percentages of your revenues take place outside Thailand?

Approximate: %

Of your overseas revenue, what is the percentage of overseas revenue by the three major business types?

Business Type Percentage
1. %
2. %
3. %
4. Others %
Total 100% of overseas revenue

175. What percentage of your revenues do you expect to take place outside Thailand, after 5 years?

Approximate: %

What do you anticipate will be the percentage of the overseas revenue by the three major business types?

Business Type Percentage
1. %
2. %
3. %
4. Others %
Total 100% of overseas revenue

176. When did you first start international operations?

Year:

177. Which countries are currently your three most important overseas markets?

1.
2.
3.

178. What are the three main reasons for this choice?
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179. Which countries do you expect to be the three most important oversea markets in the next 5 years?

1.

180. Which description best describes your company’s organisation for international operations? (please
check one)

International Business Department

National subsidiary CEO’s report to company CEO
Worldwide functional heads report to company CEO
International division head reports to company CEO
Geographic region heads report to company CEO

International operations report to line management (not CEO)

(I I Ny Ny By Wy

Others (please specify)

181. To what extent do you agree or disagree with the following descriptions of your international
strategies?

. . Strongly disagree Strongly agree
Global Orientation: gy diseg gyas
Our corporate planning is conducted on a worldwide basis. 1 2 3 4 5
Our second level planning is conducted on a worldwide basis. 1 2 3 4 5
Our procurement strategies are developed on a worldwide basis. 1 2 3 4 5
Our investment strategies are developed on a worldwide basis. 1 2 3 4 5
Our marketing strategies are developed on a worldwide basis. 1 2 3 4 5
International Strategies:
Our company introduces new products/service in overseas markets
after it does so in Thailand. 1 2 3 4 5
Our company seeks foreign markets in which it can market
its existing products/service and technologies. 1 2 3 4 5
Our company engages in major modifications of its products/service
and technologies to penetrate foreign markets. 1 2 3 4 5
Our company develops new products/service and technologies
especially for overseas markets. 1 2 3 4 5
Our company actively seeks license agreements for products/service and
technologies from overseas. 1 2 3 4 5
Our company actively seeks joint ventures in overseas operations. 1 2 3

[EEN
N
w
N
ol

Our company actively seeks mergers in overseas operations.
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The following questions deal with Merger/Acquisition Strategies.

182. Has your company made any significant mergers/acquisitions in the last five years?

D Yes

O no (go to question 187)

183. How many individual significant mergers/acquisitions has your company made in the last five years?
Number in Thailand

Number overseas

184. Of those mergers/acquisitions, what percentage of their revenue when acquired were from products/
services in the following categories?

Revenue from products/services in introductory stage %
Revenue from products/services in growth stage %
Revenue from products/services in maturity stage %
Revenue from products/services in decline stage %

100%

185. What Thai baht sales revenue would you attribute to those mergers/acquisitions in the present year?

Thai baht

186. What were the main reasons for these mergers/acquisitions?

Not at all Very

With these acquisitions we intended to: Important important
= extend our core business activities 1 2 3 4 5
= develop a new configuration of business lines 1 2 3 4 5
= expand into new markets with our existing businesses 1 2 3 4 5
= expand into new markets with a new configuration of business lines 1 2 3 4 5
= Others (please specify)
. 1 2 3 4 5

1 2 3 4 5

187. Do you expect mergers/acquisitions to play a role in your corporate strategy over the next five years?

No role Significant role

4 5

1 2
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The following questions deal with Divestiture Strategies.

188. Has your company divested, liquidated or otherwise eliminated any important operation in the last five
years?

D Yes

O no (go to question 193)

189. How many individual significant divestitures has your company made in the last 5 years?

Number in Thailand

Number overseas

190. Of those divestitures, what percentage of their revenue when acquired were from products/ services in
the following categories?

Revenue from products/services in introductory stage %
Revenue from products/services in growth stage %
Revenue from products/services in maturity stage %
Revenue from products/services in decline stage %

100%

191. If you retained those units, what would you expect their 2002 sales revenue to have been?

Thai baht % of 2002 revenue

192. What were the important reasons for these divestitures?

Not at all Very

With divestitures we intended to: Important important
refocus the business portfolio on its core businesses 1 2 3 4 5
dispose / retrench unprofitable lines of business 1 2 3 4 5
eliminate production inefficiency 1 2 3 4 5
eliminate business peripheral to our firms strategy 1 2 3 4 5
withdraw from geographic areas 1 2 3 4 5
meet corporate liquidity requirements 1 2 3 4 5
finance new acquisitions 1 2 3 4 5
act against declining profits as a result of economic recession 1 2 3 4 5
Others (please specify) 1 2 3 4 5

1 2 3 4 5

193. Do you expect divestitures to play a role in your corporate strategy over the next five years?

No role Significant role

1 2 3 4 5



Page-60-
The following questions deal with your Joint Venture Strategies.

194. Has your company joint ventured with another company in the last five years?

O ves

O no (go to question 197)

195. How many significant individual joint ventures has your company made in the last five years?

Number in Thailand

Number overseas

196. What were the important reasons for these joint venture strategies?

Not at all Very
Our company intends to Important important
= extend its core business activities 1 2 3 4 5
= develop anew configuration of business lines 1 2 3 4 5
= expand into new markets with our existing businesses 1 2 3 4 5
= expand into new markets with a new configuration of business lines 1 2 3 4 5
= Others (please specify) 1 2 3 4 5

197. Do you expect joint ventures to play a role in your corporate strategy in the next five years?

No role Significant role

1 2 3 4 5

Our next questions deal with the Quality Management in your company.

198. In a strategic sense, how important has the management of quality been in your company over the last
five years?
Not important Very important

1 2 3 4 5

199. In your opinion, how important will be the management of quality will be in the next five years?
Not important Very important

1 2 3 4 5
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200.To what extent is the management of quality currently addressed as a strategic issue?

Not at all To a great extent
1 2 3 4 5

201. Could you please describe the strategic approach towards quality in your company?

202. Which level is responsible for addressing the major strategic quality issues? (you may select more than
one)

Q Corporate level management

Chief executive officer

Outside members of the board of directors
Second level line managers

Specialist unit at second level

Corporate planning department

Other lower levels of management

[ I Iy Ny By Ay I

Others (please specify)

203. To what extent are the employees in your company involved in the quality approach?

Not involved Very involved
1 2 3 4 5

204. Do the employees have responsibility for the quality of their products/services?

D Yes
O No
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205. To what extent do you agree or disagree with the following statements?

Importance of total quality management: Strongly disagree Strongly agree
The management of quality is a major philosophy that

pervades the whole organization. 1 2 3 4 5
Continuous quality improvement is a major

factor in the strategic management of our company. 1 2 3 4 5
Quality is the responsibility of everyone in the organization. 1 2 3 4 5

The quality of customer service is a key issue. 1 2 3 4 5

Top management involvement:

The CEO seeks to establish the total quality management philosophy
within the company. 1 2 3 4 5

The senior management commits the resources
for continuous quality improvements. 1 2 3 4 5

The senior management provides the leadership for
continuous quality improvements. 1 2 3 4 5

Employee involvement:

The company has special rewards and incentives for
employees who make contributions to quality improvements. 1 2 3 4 5

The company training of employees in quality issues
plays an important role. 1 2 3 4 5

Quiality assessment:
Our company regularly assesses the quality of its products/service. 1 2 3 4 5

Our company regularly assesses the quality of
its service’s production processes. 1 2 3 4 5

Customer relationship:

Our company continually tries to improve the relationship
with its customers. 1 2 3 4 5

Our company regularly measures customer satisfaction. 1 2 3 4 5

Our company determines future customer requirements
and expectations on a regular basis. 1 2 3 4 5

206. Does your company as a whole receive quality certification under the 1ISO9000 standard?

D Yes
D No

If no, do individual hotels of your company have quality certification under the 1ISO9000 standard?
D Yes
D No

If no to both, does your company plan to apply for quality certification within the next five years?
Q) ves
O no
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207. Did your company win any awards involving quality management?

D Yes
D No

If yes, please specify

208. Is your company currently facing any problems with its quality management approach?

D Yes

O no (9o to question 210)

If yes, please specify your major problems

209. Do you expect changes to be made in order to solve these problems?

Q) ves
O No

If yes, what kinds of changes do you expect in the next five years?
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210. Do you expect any major changes in your company’s quality management approach in the next 5

years?

D Yes
O No

If yes, what kinds of changes do you expect in the next five years?

The questions in this section deal with Management of Culture in your company.

211. How important is the management of culture in your company?

Not important Very Important
1 2 3 4 5

212. How satisfied is your senior management with the current culture?
Dissatisfied Very satisfied
1 2 3 4 5

213. How much do the following groups influence the culture in your company?

No influence Very great influence

Board of directors

Controlling Family (if family controlled) n.a.
Controlling Hotel Group (if applicable) n.a.
Chief Executive Officer

Corporate level management

Corporate planning department n.a.

Second level management

L S = Y N S
W oW oW W W W W W
i O N O O O O N
S BS IS NS, IS BN, IS B e

N DD D DD DD NN NN

Other (please specify)




214. Could you please describe your company’s key cultural characteristics?

(e.g. our employees have a strong culture of loyalty)

Page-65-

215. To what extent do you agree with the following?

Strongly disagree

Our company encourages the development and
implementation of new ideas.

Our company encourages communication and
co-operation between different department.

Our company encourages an open discussion
of conflicts and differences.

Our company encourages participative decision-making
processes in and between different organisational levels.

Our company encourages informal conversation between
senior and subordinate personnel.

Our company encourages teamwork rather than
individual contributions.

In our company the emphasis is on getting thing done,
even if this means disregarding formal procedures.

In our company our mission, strategy and objectives
are widely communicated to employees.

In our company managers provide a great deal of support to

their subordinates.

In our company people are rewarded in proportion to
the excellence of their performance.

1

Strongly agree

5
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216. What are the major procedures / processes used for shaping your company’s culture?

217. Has your top management made any major attempts to change your company’s culture during the last
five years?

O ves
0 No (go to question 224)

218. What were the main reasons for these attempts?
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219. What were the main changes in your company’s culture? (please specify)

220. What were the major factors that supported these changes?
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221. What were the major factors you had to consider which made these changes difficult?

222. Did your company experience any problems when you implemented these changes?

O ves
QO No

If yes, what were the major problems you faced?

223. In your opinion, how successful have changes been?

Unsuccessful Very Successful

1 2 3 4 5
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224. Do you expect any major changes in your company’s culture in the next five years?

O ves
QO No

If yes, what kind of changes do you expect?
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In this section our questions deal with the influence of Various Tools, Concepts and Themes on
the development of your corporate strategies.

225. To what extent have the following analytical tools / techniques influenced you company strategies in
the last five years?

Environment and Resource Analysis Techniques:

No influence Very great influence

PEST Analysis
(political, economic, social, technological) 1 2 3 4 5
Five Forces Analysis
(supplier, buyer, competitor, new entrant, substitute) 1 2 3 4 5
SWOT Analysis
(strengths, weaknesses, opportunities, threats) 1 2 3 4 5
Product Life Cycle Analysis 1 2 3 4 5
Forecasting model 1 2 3 4 5
Other analysis techniques (please specify)

1 2 3 4 5

1 2 3 4 5
Planning Techniques:
BCG Service Portfolio Matrix 1 2 3 4 5
General Electric Matrix 1 2 3 4 5
Service and Market Portfolio Matrix 1 2 3 4 5
Multifactor Matrix 1 2 3 4 5
Benchmarking 1 2 3 4 5
Grand Strategy Matrix 1 2 3 4 5
TQM (Total Quality Management) 1 2 3 4 5
Other techniques (please specify)

1 2 3 4 5
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226. In your opinion, to what extent will the following analytical tools / techniques influence your corporate
strategies in the next five years?

Environment and Resource Analysis Techniques:

No influence Very great influence

PEST Analysis
(political, economic, social, technological) 1 2 3 4 5
Five Forces Analysis
(supplier, buyer, competitor, new entrant, substitute) 1 2 3 4 5
SWOT Analysis
(strengths, weaknesses, opportunities, threats) 1 2 3 4 5
Product Life Cycle Analysis 1 2 3 4 5
Forecasting model 1 2 3 4 5
Other analysis techniques (please specify)

1 2 3 4 5

1 2 3 5
Planning Techniques:

No influence Very great influence

BCG Service Portfolio Matrix 1 2 3 4 5
General Electric Matrix 1 2 3 4 5
Service and Market Portfolio Matrix 1 2 3 4 5
Multifactor Matrix 1 2 3 4 5
Benchmarking 1 2 3 4 5
Grand Strategy Matrix 1 2 3 4 5
TQM (Total Quality Management) 1 2 3 4 5
Other techniques (please specify)

1 2 3 4 5

1 2 3 4 5

227. To what extent has benchmarking influenced your corporate strategies in the last five years?
No influence Very great influence
1 2 3 4 5

228. To what extent will benchmarking influence your corporate strategies in the next five years?
No influence Very great influence
1 2 3 4 5
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229. To what extent does your company benchmark with?
Not at all Significant
benchmarking
Competitors in Thailand
Competitors overseas

Companies outside hotel industry in Thailand

W oW W W
I O O N

5
5
5
5

[N =R S
NN

Companies outside hotel industry overseas

230. Could your please indicate the three major dimensions that you consider as part of your benchmarking
process?

The questions in this section deal with the Long-term Resource Allocation Decisions in your
company.

231. Does your company make a budgetary distinction between resources required to maintain current
activities and those, which will provide long-term benefits for the following areas?

No distinction Very clear distinction
Capital expenditures 1 2 3 4 5
Research and development expenditures 1 2 3 4 5
Market development expenditures 1 2 3 4 5
Human resource development expenditure 1 2 3 4 5
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232. How important are the following criteria in evaluating expenditure proposals, which are expected to
yield long-term benefits?

Financial criteria: Not important Very important
Forecast return on investment 1 2 3 4 5
Forecast net operating profit 1 2 3 4 5
Short-term cash flow benefit 1 2 3 4 5
Discounted cash flow analysis
(e.g. internal rate of return) 1 2 3 4 5
Market criteria:
Present market share position 1 2 3 4 5
Forecast market share growth 1 2 3 4 5
Growth of market for which expenditure is requested 1 2 3 4 5
Forecast sales growth 1 2 3 4 5
Personal criteria:
Track record of unit requesting funds 1 2 3 4 5
Track record of manager of unit requesting funds 1 2 3 4 5
Other criteria:
Impact on earnings per share 1 2 3 4 5
Impact on company resource needs 1 2 3 4 5
Others (please specify) 1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

PART V: THE CORPORATE EXTERNAL ENVIRONMENT

We would like to start this part with some questions about the Demand Environment.

233. What was the occupancy rate of your hotel over the last five years?

%

234. To what extent was the above occupancy rate predictable in the last five years?

Highly unpredictable Highly predictable
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235. Over the next five years, what do you expect your occupancy rate to be?

%

236. To what extent do you think the above occupancy rate will be predictable in the next five years?

Highly unpredictable Highly predictable

237. Could you please assess what approximate percentage of your company’s sales/revenues fell into each
of the following categories over the last five years?

The demand environment has been:

Highly predictable %
Predictable %
Fairly predictable %
Unpredictable %
Highly unpredictable %
100%

238. Over the next five years, what approximate percentage of your company’s sales/revenues do you expect
to fall into each of the following categories?

The demand environment will be:

Highly predictable %
Predictable %
Fairly predictable %
Unpredictable %
Highly unpredictable %
100%

239. Over the last five years, what approximate percentage of your company’s sales/revenues fell into
markets growing at real rates of:

Over 20% per year %
10 - 20% per year %
5 -10% per year %
0 - 5% per year %
Declining market %

100%



Page-75-

240. Over the next five years, what approximate percentage of your company’s sales/revenues do you expect
to fall into markets growing at real rates of:

Over 20% per year %
10 - 20% per year %
5 -10% per year %
0 - 5% per year %
Declining market %
100%

In this section we would like to know about your Competitive Environment.

241. What approximate percentage of your sales is achieved in each of the following competitive

environment?

1 to 2 major competitors:

a you are the market leader.

a you are not the market leader.

3 to 7 major competitors:

a you are the market leader.

U you are not the market leader.

More than 7 major competitors:

O you are the market leader.

a you are not the market leader.

%
%

%
%

%

%
100%

242. Over the last five years, what percentage of your sales fell into categories in which your major

competitors action were:

Highly predictable %
Predictable %
Fairly predictable %
Unpredictable %
Highly unpredictable %
100%

243. Over the next five years, what percentage of your sales do you expect to fall into categories in which
your major competitors action were:

Highly predictable %
Predictable %
Fairly predictable %
Unpredictable %
Highly unpredictable %

100%
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The following questions deal with Competition and Market Share of your company.

244. Over the last five years, what was your company’s market share in your three most important markets?

Most important market:
L over 20%

0 10-20%

O 5-10%

0 o-5%

Second most important market:
L over 20%

0 10-20%

O 5-10%

0 o-5%

Third most important market:
L over 20%

0 10-20%

O 5-10%

0 o-5%

245. Over the next five years, what do you expect your market share to be in your three most important
markets?

Most important market:
Q) over 20%

O 10-20%

O 5-10%

O o-5%

Second most important market:
Q) over 20%

O 10-20%

O 5-10%

O o-5%

Third most important market:
Q) over 20%

Q) 10-20%

O 5-10%

O o-5%
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The following questions deal with your Customers.

246. Over the last five years, who were the three major customer groups of your company?
(you may choose more than one)

Thai businesspeople

Thai corporate meeting/seminar group
Thai tourists

Thai tour group

Foreign businesspeople

Foreign corporate/seminar group
Foreign tourists

Foreign tour group

poooooooo

Others (please specify)

In general, customers were
O Thai %

Q Foreigner %
100%

247. Over the next five years, who do you expect to be your three major customer groups?
(you may choose more than one)

Thai businesspeople

Thai corporate meeting/seminar group
Thai tourists

Thai tour group

Foreign businesspeople

Foreign corporate/seminar group
Foreign tourists

Foreign tour group

poooooooo

Others (please specify)

The target customers are expected to be
O Thai %
Q Foreigners %

248. On average, how long do your customers stay with your hotel?

Q 1-5 night

Q 610 nights

Q) 11-15 nights

Q) others (please specify)




The following questions deal with your Company Competitors.

249. Over the last five years, who were major competitor groups of your company?

oooooo

(you may choose more than one)

Independent hotels
Domestic group hotels
Foreign group hotels
Guest houses

No Competitors
Others (please specify)

250. Over the next five years, who do you expect to be your major competitor groups?

oooooo

(you may choose more than one)

Independent hotels
Domestic group hotels
Foreign group hotels
Guest houses

No Competitors
Others (please specify)

251. What extent is your company strategy dependent on its major competitors?

Not dependent Very dependent
Over the last five years 1 2 3 4 5
Over the next five years 1 2 3 4 5

The following questions deal with Governmental Environment.

252. Over the last five years, what percentage of your sales has been in business which are:

Highly government regulated %
Somewhat government regulated %
Not at all government regulated %
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253. Over the next five years, what percentage of your sales do you expect to fall into categories for which

government regulation will:

Increase %
No change %

Decrease %
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254. To what degree have the Thai government policies been impacted on your company’s operations in the
following time periods?

No Impact Severe Impact
Over the last five years 1 2 3 4 5
At present 1 2 3 4 5
Over the next five years 1 2 3 4 5

255. Could you please describe the current impacts of the Thai government policies on your company’s
operations?

In this section we would like to know about the New Entrants to your business industry.

256. Over the next five years, who are possible new entrants into your business industry (e.g. foreign
subsidiary, group hotels) that you expect?




257. In your opinion, how difficult is entry into your company’s
entrants?
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business industry from these possible new

Easy to Enter Difficult to Enter

Our next questions deal with Economic Environment.

2 3 4 5

258. To what degree has the Thai economy impacted on your company’s operations in the following time

periods?
No Impact Severe Impact
Over the last five years 1 2 3 4 5
At present 1 2 3 5
Over the next five years 1 2 3 4 5

259. Could you please describe the current impacts of the Thai economy on your company’s operations?

(e.g. profitability, interest rate, exchange rate etc.)

Our next questions deal with Global Situation.

260. To what degree has the global situation (e.g. terrorist attack, world economy, war, oil price) impacted

on your company’s operations in the following time periods?

No Impact Severe Impact
Over the last five years 1 2 3 4 5
At present 1 2 3 4 5

Over the next five years 1 2 3 4 5
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261. Could you please describe the current impacts of the global situation on your company’s operations?

Our next question deals with Social/Culture Environment.

262. To what degree has the Thai social / cultural environment impacted on your company’s operations in
the following time periods?

No Impact Severe Impact
Over the last five years 1 2 3 4 5
At present 1 2 3 4 5
Over the next five years 1 2 3 4 5

263. Could you please describe the current impacts of the Thai social / cultural environment on your
company’s operations?
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In this section we would like to ask some questions about the Technological Factor.

264. To what degree has the innovative technology available in Thailand impacted on your company’s
operations in the following time periods?

No Impact Severe Impact
Over the last five years 1 2 3 4 5
At present 1 2 3 4 5
Over the next five years 1 2 3 4 5

265. Could you please describe the current impacts of the technology available in Thailand on your
company’s operations? (e.g. reservation processes, communicate, services, and etc.)

PART VI: GENERAL QUESTIONS

266. Your hotel is considered as

L abusiness hotel

L] a convention hotel
L atransient hotel

Q] a residential hotel
L others (please specify)
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267. What is your company’s 2002 budget for capital expenditure?

Thai baht

268. For the year 2002:

Your hotel’s occupancy rate is %
Your hotel’s average daily rate (ADR) is Baht

269. Could you please specify the major areas of business in your company and the percentage of the 2002
revenue each of them generated?

Business % of revenue
1. Rooms %
2. Foods and Beverages %
3. Convention %
4. Others (please specify) %
%
Total 100%

270. How long have you been in this organisation?

Years

271. How long have you been involved in corporate planning activities?

Years

272. What is your present position?

273. What is your educational background?

Q) Bachelor Degree in

Master Degree in

Doctorate Degree in

a
a
Q Certificate/Diploma
Q

Others (please specify)
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274. Do you participate in management development programs?

D Yes
D No

If yes, how often did you participate/attend these programs?

D Once a year

L1 More than one a year
Q) Lessthanonea year
O others (please specify)

Where did you attend?

and, have these programs includes any training related to strategic planning/ strategic management?

D Yes
D No

275. Are there any other comments you would like to offer with regard to the subjects covered in this
questionnaire or with regard to your company that you consider relevant to this survey?
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28 February 2003

«Titley «Name» «Surnamey
«JobTitle»

«Company»

«Addressl»

«Address2» THAILAND

Dear «Title» «Surnamey,

We are writing to seek your participation in a research project titled “Strategic
Management Practices in the Hotel Industry of Thailand”. This is an academic study
designed to explore strategic management practices in a particular industry and
country; namely the hotel industry of Thailand.

The study is being conducted under my research supervision by Miss Chaninan
Angkasuvana, a full time Ph.D. candidate. She will return to Thailand for this study.
Miss Angkasuvana will contact you for an appointment to conduct a personal
interview, which is expected to take two to three hours.

It is requested that the interviewee be a senior executive responsible for the broad area
of strategic management/strategic planning. Your assistance in identifying the person
who should participate on behalf of your company would be greatly appreciated.

On completion of this study, we intend to supply the participating companies with a
report of the major research findings. We believe that you will find the results to be
both interesting and beneficial to you.

All the information gathered during the survey will be treated as strictly confidential.
The data will be coded to ensure that no unauthorized person can identify or interpret
an organisation’s return. When the results are published, it will not be possible to
identify any individual company data.

If you require any further information, please do not hesitate to contact me on 61-3-
9859-6072 (E-mail: cchristodoulou@swin.edu.au) or Miss Angkasuvana on 09-771-
7711(Thailand), 61-3-9214-5893(Australia), (E-mail: chaninan_a@yahoo.com).

Thanking you in anticipation.
Your sincerely,

Australian Graduate School of
Entrepreneurship (AGSE)
Swinburne University of

<<SIGNED>> Technology

Cnr Wakefield and
: . William Streets Hawthorn
Professor Dr. Chris Christodoulou Victoria 3122 Australia

Australian Graduate School of Entrepreneurship neiEr/213 Hawihion

Victoria 3122 Australia

Telephone +61 3 9214 5855
533 Facsimile +61 3 9214 5336

Email agse@swin.edu.au

hitp://www.swin.edu.au/agse
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	Corporate Level  
	 
	Second Level 
	Third Level 
	Forth Level 
	 
	 
	In this section we are seeking information about your Mission Statements. 
	 
	 Our next questions deal with the setting of Second Level’s Long-term Objectives. 
	 
	 
	 
	If no to both, please go to question 141 
	 In this section we would like some information about Planning at the Second Level. 
	 
	Supplier analysis: 
	Customer analysis: 
	 Political analysis: 
	Social and Cultural analysis: 
	Technology analysis: 
	Board of directors: 
	Corporate planning department: 
	 
	Supplier analysis: 
	 
	Customer analysis: 
	 
	 Political analysis: 
	Economic analysis: 
	Social and Cultural analysis: 
	Technology analysis: 
	 



	208. Is your company currently facing any problems with its quality management approach? 
	209. Do you expect changes to be made in order to solve these problems?  
	210. Do you expect any major changes in your company’s quality management approach in the  next 5 years? 
	 
	212. How satisfied is your senior management with the current culture?  
	 
	Environment and Resource Analysis Techniques: 
	Planning Techniques: 
	Environment and Resource Analysis Techniques: 
	Planning Techniques: 
	 
	 
	 
	 

	The following questions deal with Competition and Market Share of your company. 
	 
	 
	In this section we would like to know about the New Entrants to your business industry. 




	Thai Cover.decrypted.pdf
	 
	ข้าพเจ้า นางสาว ชนินันท์ อังคสุวรรณ นักศึกษาปริญญาเอก  จาก  Swinburne University of Technology ขอขอบพระคุณ ท่านที่ให้การอนุเค結説쫈뵟ꋨ쏚瘇ᢘꯓᦂ�↥뛸｡䫨鸲景괱櫍绅侀嗮쮒瘣拉ኝ飧肈뼴㖭炁긕⪌煽斗ល섔䙙ﭓ凯༖ឹ
	คำถามในการทำวิจัยเกี่ยวกับการปฏิบัติการบริหารงานเชิงกลยุทธ์ของธุรกิจโรงแรมนี้ แบ่งออกได้เป็น 6 ส่วนคือ  
	 สภาพภายในองค์กรของท่าน เช่น โครงสร้างองค์กร ความเป็นเจ้าของ ขนาด 
	 ภารกิจหลักและเป้าหมายระยะยาว 
	 ระบบการวางแผน 
	 กลยุทธ์องค์กรและกระบวนการ 
	 สภาพแวดล้อมภายนอกองค์กรที่อาจจะส่งผลต่อการบริหารขององค์กร 
	 เรื่องทั่วไปขององค์กรของท่าน และประวัติการทำงานของท่าน  
	 
	องค์กรในแบบสอบถามนี้ หมายถึง การดำเนินกิจการโรงแรมในประเทศไทยโดยบริษัทต่างชาติหรือการดำเนินกิจการโรงแรมโดยบริษัทของคนไทย 
	 
	แบบสอบถามฉบับนี้จะใช้ในการศึกษาเท่านั้น  ข้อมูลต่างๆ ที่ได้รับจากการสัมภาษณ์จะถูกเก็บเป็นความลับ         ทุกคำตอบของท่านจะถูก櫶鬜犑ꝟ�ꂎ헔꒲븈貊澜器䐫敧Ⰹ毫禺ﾠᬓ㽑㳚៧ᇙ넅⁥㔛嗔ㄤ붔䚂觡﫲䗁͑蓩蚦↬ї�ઊ匍뉖끕ꃅꢝ겱硊軲礹ꁑ᫬䆋৖뤘臧�ఁᗑ얛옝좍꭭뜓ꥫ鞕ྸ퀬麨⌆䖄㉯ﺫ똇ॱﻀ瘦俄柔岾풻㑵崆ꋏ㕸䄿⟃몽睔葧촣徤師௩
	        


	Thai Questionnaire.decrypted.pdf
	 
	 
	 
	 
	โครงสร้างและการดำเนินงานภายในองค์กรของท่าน 
	 
	Corporate Level/ ระดับสูง  
	 
	Second Level/ ระดับที่สองรองจากระดับสูง 
	Third Level/ ระดับที่สามรองจากระดับที่สอง 
	Forth Level/ ระดับที่สี่รองจากระดับที่สาม 
	ถ้าใช่ กรุณาระบุ 
	กรุณาระบุประวัติการศึกษาของท่านกรรมการผู้จัดการใหญ่ 
	 Deluxe   __________ 


	 
	ภารกิจหลัก 
	เป้าหมายระยะยาวอย่างเป็นทางการของระดับการบริหารที่สอง 

	 
	 
	 
	 
	รายละเอียดอื่นๆ เกี่ยวกับระบบการวางแผน 
	 
	การวิเคราะห์การจัดหาแหล่งวัตถุดิบ: 
	 
	การวิเคราะห์ลูกค้า: 
	 
	การวิเคราะห์สภาพเศรษฐกิจ: 
	 
	การวิเคราะห์สภาพสังคมและวัฒนธรรม: 
	การวิเคราะห์เทคโนโลยี: 
	คณะกรรมการบริษัทที่มาจากบุคคลภายนอก: 
	ฝ่ายวางแผนองค์กร: 
	การวิเคราะห์การจัดหาแหล่งวัตถุดิบ: 
	การวิเคราะห์ลูกค้า: 
	การวิเคราะห์ปัจจัยทางการเมือง: 
	การวิเคราะห์สภาพเศรษฐกิจ: 
	การวิเคราะห์สภาพสังคมและวัฒนธรรม: 
	การวิเคราะห์เทคโนโลยี: 
	 
	      สินค้า/บริการ ณ ปัจจุบัน      สินค้า/บริการใหม่  


	208. ปัจจุบันนี้ องค์กรของท่านประสบปัญหาเกี่ยวกับวิธีการจัดการคุณภาพบ้างหรือ? 
	209. ท่านคาดว่าจะมีการเปลี่ยนแปลงใดๆ เพื่อแก้ปัญหาเหล่านี้หรือไม่?  
	210. ท่านคาดว่าจะมีการเปลี่ยนแปลงที่สำคัญเกี่ยวกับการจัดการคุณภาพในองค์กรของท่านในอีก 5 ปีข้างหรือไม่? 
	212. ผู้บริหารอาวุโสมีความพึงพอใจแค่ไหนกับวัฒนธรรมองค์กร?  
	 
	เทคนิคในการวิเคราะห์สิ่งแวดล้อมภายใน/ภายนอกองค์กร: 
	เทคนิคในการวางแผน: 
	เทคนิคในการวิเคราะห์สิ่งแวดล้อมภายใน/ภายนอกองค์กร: 
	เทคนิคในการวางแผน: 
	 
	 
	 
	 

	 
	ส่วนแบ่งทางการตลาด 
	ลูกค้า 
	โดยลูกค้าแบ่งได้เป็น 
	โดยคาดว่าลูกค้าจะแบ่งเป็น 
	 
	คู่แข่งขัน 



	คู่แข่งขันในอนาคต  
	สถานการณ์โลก  
	ปัจจัยทางวัฒนธรรม/สังคม  






	07appendixC.pdf



