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Abstract - The study was able to uncover a pattern in their approach by utilising the core components of
the strategy cascade and its septs. Furthermore, provide a thorough grasp of these companies' long-
term desires. Finding empirical evidence to validate the discovered trend utilising examples from the
corporate world employing the world's top disruptive firms was useful. The world is swiftly shifting from
the industrial to the intelligent era, with far-reaching implications for both individuals and organisations.
Because of the rapid rise of digital technology, considerable changes have occurred in worldwide
strategies and operations. It has been stated that transformation is modern society's attempt to prevent
extinction in the face of digital disruption. While it is critical for leaders to develop new strategies,
business models, and organisational projects that embrace change, the true issue is directing their

people through the transition from their present state to their intended future state.
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INTRODUCTION

Strategic management, when carried out effectively,
has the potential to boost profits and make it less
difficult to achieve a competitive advantage in the
market. It is the responsibility of each and every
manager in today's ever-evolving external environment
to come up with a winning strategy that the entire
company can have faith in. This responsibility falls
squarely on the shoulders of the manager. Over the
course of the past few years, a significant amount of
consideration has been given to the question of how to
address these limitations, and as a result, a variety of
strategies that have the potential to be incorporated
into the process of formulating a strategic
management strategy have been uncovered. When
viewed in this context, the crucial importance of having
a strategy that has been carefully considered becomes
immediately obvious. The formulation stage is one of
those components that needs to have a strategy in
order for it to be put into practise, so it's important to
keep that in mind. It is necessary for both researchers
and practitioners to regularly participate in the
assessment of strategy formulation in order to
successfully carry out and evaluate a variety of
process formulations. [1]

CORPORATE OR ORGANISATIONAL CHANGES

Corporate or organisational changes of this scale and
nature have been the subject of an ample number of

studies across the world. The literature on this
subject is highly diverse. The following studies are
some of the key contributors to this subject. Let's
examine the research related to early stages of
change management and how research has
developed to transformation. organisational change
at six large corporations for four years. Their study
has revealed that most organizations' formal change
programmes don’t transform the company. This CEO
led, formal restructuring and top-down cascading is
failing for a number of reasons, like how the
pogroms completely follow the theories of change.
These steps go as follows: starting with "mobilize
commitment to change through joint diagnosis of
business problems," then "develop a shared vision of
how to organise and manage for competitiveness,"
the third step is to "foster consensus for the new
vision, competence to enact it, and cohesion to
move it along,” and "Spread revitalization to all
departments,” not from the top. The fifth step is to
formalise ‘"revitalization through formal policies,
systems, and structures,” and finally "monitor and
adjust strategies in response to problems in the
revitalization process. Numerous American firms'
inability to adjust to the new economic reality has
emerged as a serious public issue. [2]There have
been many proposed explanations for catastrophic
disasters. These accusations outline the apparent
motives, but they don't provide sufficient explanation.
Individual and organisational narcissism,
unconscious replaying of family dynamics in the
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workplace, dependency, psychologically illogical
organisation structure and compensation schemes,
ineffective change management, and an inability to
recognise and manage cognitive complexity are all
major contributors. There has to be more
psychological understanding among boards of
directors and top executives in order to deal with these
issues successfully. [3]

STRATEGIC TRANSFORMATION

The startling rise in business failures in the United
States over the last several years is indicative of this
trend. Some of the companies that have had to
implement turnaround plans include CL Computers,
Dunlop, and BSR in the United Kingdom; Peugeot,
Waterman, and SAS in Europe; and Westinghouse,
Control Data, Walt Disney Co., and United Airlines in
the United States. Only a few of the causes of the
financial crisis include recession, declining industry,
deregulation, and simple mismanagement. There are a
wide variety of approaches that may be taken to help
these companies recover, from making cuts inside to
seeking government assistance. [4]

As a result, many general managers are being thrust
into the role of stabilising a company in decline with
little in the way of prior experience or knowledge from
which to draw. The objective of this work is to
summarise the tiny but increasing amount of
information surrounding turnaround techniques. This
article examines what characteristics turnaround
businesses have by using the structure/ conduct/
performance framework as its basis. When a
company's return on assets far exceeds the typical
return of its industry, we say that the company has
turned around. Concentration, growth, R & D,
advertising, market share, size, diversity, capital
intensity, and profits are only some of the industry and
business structural features that are uncovered.
Univariate and multivariate analyses conducted on a
sample of turnaround and non-turnaround enterprises
found that size, R & D, and an interaction between
operating margin and advertising might be useful in
describing certain turnaround scenarios.An
established operational definition of a turnaround
circumstance, indicators of its internal and external
sources, and an absolute assessment of its severity
were all supplied by an industry researcher.[5]

BUSINESS MODEL TRANSFORMATION

The Practice of Creating and Transforming a Business
Model investigate the implications of business model
change and the dynamics of business models. The
methods used in the study were both action-oriented
and exploratory. The study's most important finding is
that businesses may improve the entrepreneurial
experience by taking a more exploratory approach. It
has assessed the potential for turning openings into
advantages in the marketplace. That "it gives a
conceptual model of business model generation and
transition and does not present actual data," as the
authors put it, is the study's primary shortcoming.

dives further into the issue of business model change
by examining it in the context of the business
ecosystem. The article focuses on the idea of
reconfiguring company structures to gain a market
edge. The author outlines a transformation method
that businesses may utilise. [6]

As a result, the original business environment is not
reflected, and the theoretical model is not tested in any
practical setting. Although there is a lot of literature on
these subjects, there arent many working
examples.business models, and by extension,
business model innovation, have their roots in
managerial theory, strategic planning, and the
economics of industry. However, business models are
not strategies in and of themselves, but they are
essential to decoding, comprehending, and
successfully conveying a strategy inside a company
and throughout its business ecosystem. Literature on
Business Model Innovation is underdeveloped, much
like that on business models. This study examines the
outcomes that may be obtained via business model
innovation, with a special emphasis on the topic of
organisational sustainability. Here, we examine the
interplay  between organisational design and
governance, as well as the contributions of various
stakeholders most notably, consumers and partners
to the innovation process and the long-term viability
of our sample company. Finally, the impact of
various business models on organisational
performance is examined in an effort to fill this
theoretical void. As a consequence, producers in
underdeveloped nations may learn how to create
sustainable ecosystems without relying on mass-
produced goods or original equipment manufacturers
(OEMSs). Finally, proposals for future study are
presented, together with their implications for theory,
policy, and practice.[7]

i. product or service that is tailored to the
individual

The models that currently dominate the market
frequently fall short of satisfying the particular and
immediate needs of their customers; however, a
growing number of alternative models are appearing
to fill this void. The majority of the time, businesses
rely on cutting-edge technology to accomplish this
objective while maintaining a low cost.

ii. An insular procedure

The traditional "consumption funnel" of
manufacturing, use, and disposal has been replaced
in many iterations with a "closed loop" system in
which materials are continually cycled back into use.
This is in contrast to the traditional model, which
consists of all three stages of consumption:
manufacturing, use, and disposal. The modification
brings about a reduction in the overall expenditure of
resources.[8]

iii. Asset sharing
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The success of Airbnb and Uber, for example, can be
attributed to the fact that their respective users are
able to pool together expensive assets in order to host
guests or transport riders. There may be times in a
supply chain where assets are pooled together.
Sharing typically takes place through two-sided online
marketplaces that release value for both parties
involved: | make money by renting out my spare room,
and you save money and stay in a nicer, more
convenient, or similar location. Additionally, many
industries have lower barriers to entry because a
newcomer need not own the assets in question but
rather act as an intermediary, which is made possible
by sharing.

iv. Usage-based pricing

Customers are not required to make an initial payment
in some models; rather, they make payments for the
product or service as they use it. Customers are in a
better position because they pay only when the value
they receive is greater than the cost to provide it, and
the company is in a better position because it is able to
attract a larger customer base.

v. One that can change and adapt quickly

In some cases, developments in technology make it
possible for innovators to do away with hierarchical
decision-making structures in favour of ones that more
accurately reflect market demands and offer real-time
adaptability to variations in those requirements. As a
direct result of this, the company is in a position to
offer the customer increased value at a reduced
cost.[9]

TYPES OF TRANSFORMATION

One of the most prevalent transformation types in
recent literature is "Digital Transformation,” and the
most current model utilised in digital transformation is
from the "Design Thinking" school. It provides support
for businesses of all sizes undergoing digital
transformation, from new ventures to multinational
conglomerates. Although design thinking is a
customer-centric approach to issue resolution model
expands upon this by also factoring in insights from
data analytics, systems thinking, and lean start-up
methodologies. Businesses that want to offer new
customer value propositions or restructure their
operating models will need to build a new portfolio of
capabilities to be adaptable and responsive to
customers' ever-evolving needs. The article concludes
that the key distinction between a customer-centered
firm and one that just targets consumers well is the
extent to which the organisation actively involves
customers in the creation of value. When customers
are involved in these processes, open collaboration
happens, which speeds up innovation through the use
of online communities.[10]

To better understand how value is created in e-
commerce conducted an empirical study. In an effort

to boost their bottom lines, a growing number of
traditionally structured businesses are investing
heavily in projects that use the Internet to radically
alter how they coordinate value-creating activities with
clients, vendors, and other business associates. This
article discusses the methods through which Internet-
enabled value chain activities contribute to the growth
of a company. Our proposed model is grounded in the
resource-based view of the firm and postulates that a
company's operational and financial performance can
be enhanced through the development of online
informational capabilities (a higher-order resource)
made possible by the effective coordination and
exploitation of firm resources (processes, IT, and
customer/supplier readiness). [11]

i. Business Process Transformation

Novel business processes are responsible for
bringing about fundamental changes in the
organization's internal operations. It has an effect on
the manner in which businesses make cutting-edge
technical tools available to their employees and
teach them to use those technologies. This includes
automating tasks that are routine and getting the
most out of marketing and research and
development budgets by learning from new
information and acting on it.

A fundamental objective of business process
transformation is the reduction of overhead costs. In
addition to accelerating the launch of brand-new
products and services onto the market, some of the
other goals include improving the overall quality of
those products and services, delivering superior
support to clients, and enhancing the company's
standing in the industry.

ii. Business Model Transformation

It's a process that makes changes to business
models so that they function more effectively in the
increasingly digital world we live in today. Because
of this, an in-depth investigation into the
fundamentals of the industry's operations is required.
An individual innovation can ruffle the feathers of an
entire industry, as Netflix did for the home video
industry and Amazon did for the retail industry.

When a company is in the process of transforming
its business model, the strategy department of the
company must frequently look further than the status
quo in order to find new opportunities. As a
consequence of this, it promotes innovative
approaches to problem-solving and thinking "outside
the box" in order to increase productivity and
profitability. [12]

iii. Domain Transformation
The term "domain transformation" refers to the

process of increasing the scope of influence and
potential of a brand beyond the norms of its existing
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industry. To give just one illustration, the online retailer
Amazon developed Amazon Web Services, which is
now the cloud computing service that has the largest
market share in the entire world. Amazon was able to
establish an entirely new industry thanks to its current
capabilities, which include enormous and cutting-edge
data centers.

Artificial intelligence, newly emerging mobile and
wearable technology, and the internet of things are just
a few examples of the technologies that are fueling
this potential for domain transformation across a wide
variety of different industries.

iv. Cultural Transformation

The cultural shifts that are required to take place as a
direct result of any digital transformation effort are one
of the most important aspects of this effort. This shift
presents challenges for a great deal of businesses.
The first step toward a successful digital
transformation is educating the employees who are
already on staff. This will ensure that everyone is on
the same page about the potential of new technology
to increase productivity, foster greater internal
collaboration, and introduce novel ways to engage
customers.

When it comes to maximising the potential of
technology and establishing a culture of continuous
innovation, having staff members who are adaptable
and interested in personal development is absolutely
necessary. In order to successfully integrate
technology throughout an organisation and reshape
processes, business models, products, and
communications, it is necessary to possess the
aforementioned skills and knowledge.

v. Cloud Transformation

Organizations may take advantage of the cloud's
scalability and flexibility by beginning the cloud
transformation process. It may take many forms; for
instance, a business could transfer just some data,
apps, or services to the cloud while keeping other,
more traditional systems in place.

Another aspect of cloud transformation is ownership.
Some companies use the public cloud, which is a data
centre run by a cloud provider rather than an in-house
network. Others create what is called a "private cloud"
by bringing cloud computing infrastructure in-house.
Infrastructure management in the hybrid cloud is a
popular choice among those who want to integrate the
best features of both models.

Innovations in the cloud allow for more effective data
exchange and storage, a shorter time to market, and
more organisational scalability and adaptability. At the
same time, it presents substantial difficulties for
organisations in areas such as management, safety,
and budgeting. [13]

Digital Transformation Drivers and Technologies

Technologies that are essential to
transformation are outlined below:

digital

i. Cloud computing

provides businesses with easy and low-cost access to
state-of-the-art computing resources, software,
updates, and functionalities. Without having to wait
weeks or months for on-premises resources to be set
up, businesses can use the cloud to access them over
the Internet from anywhere in the world.

ii. Commoditized IT

allows businesses to reallocate funds and employees
to projects that will bring more value to customers and
set them apart from competitors, as opposed to
maintaining ageing infrastructure. This helps
businesses save money and stay ahead of the
competition.

iii. Mobile platforms

facilitate instant access to all of an organization's
resources, regardless of where in the world you
happen to be working at the moment. This can be
done no matter where in the world you are working.

iv. Machine learning and artificial intelligence (Al)

Providing businesses with insightful information that
enables better and more rapid decision-making is a
valuable service. It can be helpful in guiding strategic
decisions in areas such as product development,
marketing, and sales.

v. Automation

enables organisations to boost their productivity by
reducing their reliance on human labour for routine
operations that can be completed by computers with
greater speed and precision.

Digital Transformation Framework

Instead of starting from scratch, you can use one of
the many digital transformation frameworks
developed by analysts and consulting firms.

Using a proven outline as a starting point will help
you avoid making the same mistakes that other
companies have made in the past. If your
management team lacks expertise in digital
transformation, this may be extremely crucial.
Frameworks should, of course, be modified to suit
the needs of individual businesses. [14]

THEORETICAL FRAMEWORKS:
FORMULATION METHODS

STRATEGY

Strategic information about upcoming threats and
opportunities is perceived too late to permit timely
and effective response, and the corporate planning
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cycle is too long to permit timely response to rapidly
evolving events, both of which are becoming
increasingly problematic for today's strategic planning
systems. As a solution to the first problem, the author
creates a strategy for recognising strategic signals at
their earliest stages and a way of adapting a
company's actions to the reliability of the data at hand.
To address the second issue, we created a real-time
planning system we've dubbed "strategic issue
management.” Using the premises that enterprises
have different amounts of strategic resources and that
these disparities are stable over time, this article
investigates the relationship between a company's
resources and its ability to maintain a competitive
edge. Value, rarity, imitability, and substitutability are
addressed as four empirical indications of a company's
ability to produce a sustainable competitive advantage
from its resources. To put the approach to use,
businesses examine how various internal resources
may be used to create long-term competitive
advantages.

strategic management has seen a remarkable
evolution during the last two decades." Although
strategic management has its origins in a more
practical area often referred to as corporate policy, the
discipline as it exists now is mostly theory-driven, with
extensive empirical research, and is eclectic in
character. The major theoretical and methodological
foundations of the area, as well as their evolution
through time, are dissected in this overview of the
field's history and present state. These early studies
used a resource-based paradigm that emphasised
internal strengths and weaknesses and a contingency
viewpoint. Industrial organisation (I0) economics, and
particularly Michael Porter's research and writings,
have made important contributions to the growth of the
field of strategic management. Research into
competitive dynamics benefits greatly from the
structure-conduct-performance framework and the
concept of strategic groupings. The strategic
management studies benefited from the use of
econometric methods made possible by the 10
paradigm.

The organisational economics viewpoint expanded on
the 10 economics framework by introducing
transaction cost economics and agency theory to the
field of strategic management. In recent theoretical
developments, the resource-based view of the
company has been at the center. While the resource-
based approach has its origins in Edith Penrose's work
from the late 1950s, it was not until the 1980s that it
was widely introduced to the area of strategic
management, where it eventually became the
dominant paradigm. Strategic leadership research,
strategic decision theory and a knowledge-based
perspective on the company were all informed by the
resource-based perspective or evolved in tandem with
it. Quantitative and qualitative methods, as well as
novel statistical tools, are increasingly being used in
modern research methods. Lastly, this review looks

ahead to how new ideas and ways of doing things will
change strategic management research in the future.

IMPLEMENTATION OF STRATEGY

The Strategy-Focused Organization, Kaplan and
Norton (2000) discuss the findings of 10 years of study
in more than 200 firms that have applied the Balanced
Scorecard. To show how organisations like Mobil,
CIGNA, Nova Scotia Power, and AT & T Canada have
advanced through the levels of success enabled by
the Balanced Scorecard, Kaplan and Norton draw on
over twenty in-depth case studies. By putting the
scorecard into a new, comprehensive framework for
managing performance, these businesses have moved
strategy to the centre of all operational procedures.

In an effort to remedy this discrepancy, this study
proposes a turnaround phase framework and applies
it to the instance of IBM UK, which underwent a
successful turnaround between 1988 and 1997. The
paradigm suggests that effective turnarounds occur
in a conventional five-stage sequence characterised
by performance degradation, a moment of crisis, and
the subsequent implementation of significant
change. The details of this dramatic transition are
codified in a formal turnaround plan that emphasises
retrenchment to restore stability, then shifts focus to
profitable development. When put through its paces
in the IBM UK case study, the framework is shown to
be reliable and sturdy.

The business plan's QMP integration helps
operations focus on the company's competitive
advantage. Employing QMPs as sub-methodologies
that take the shape of tools and procedures (quick
fixes), and therefore remaining as stand-alone
programmes that fail to generate intended outcomes,
is an unfavourable situation. Creating the habits and
structures that serve as the institutional memory of
organisational knowledge, as well as establishing a
shared and supportive culture, are essential to the
successful institutionalisation of quality management
programmes (QMPs) (instead of various sub-
cultures).

The success or failure of quality management
programmes may also be attributed to the managers'
stated goals for doing so, such as boosting
productivity or gaining support from key
constituencies. Relevance to the field: The authors
hope that their work will help both practitioners and
researchers understand the managerial choices and
external variables that contribute to the failure of
quality management programmes (QMPs) and how
these issues may be mitigated. Furthermore, this
study illuminates the role that counterproductive
management behaviours have in the implementation
of QMPs. valuable or original This study fills a gap in
the literature by providing a theoretical and practical
explanation for why quality management plans
(QMPs) often fail. The study is very novel since so
little has been done to date to address the QMPs'
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issues from a strategic management and operations
management standpoint. [15]

CONCLUSION

This study continued to provide crucial insight into
strategy formulation during transformation in a global
setting and answered important questions and
objectives set forth in the purpose. The study was able
to identify a pattern in their approach by utilising the
fundamental components of the strategy cascade and
its septs. Additionally, give a comprehensive
understanding of these firms' long-term preferences.
Finding empirical evidence to support the found
pattern using instances from the corporate world using
the world's top transformative companies was
beneficial. This aided in establishing the foundational
principles, leadership style, and execution rules for a
successful transformation.The main responsibility of
the leader in these companies' turnaround process
was to articulate the new goals and gain buy-in from
internal and external stakeholders. Even though
strategy is ‘context-specific’, the toolkit contains a few
themes that are exclusive to certain industries, such as
those related to technology and low margin firms.
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