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IN THE SEARCH for new nmarkets and to beat the conpetition, conpanies and
managers need to better prepare for the future. The shape of future
conmpetition will be very different. The marketplace in the future wll

al so be vastly different with new and nore sophisticated custoners. It is
therefore increasingly vital for nmanagers to have a strategic plan that
will enable their companies to face future challenges with greater
fortitude and success.

Strategi ¢ planni ng requires managers to be able to antici pate what the
future hol ds. Devel opi ng scenarios of the future is one such technique to
better prepare for the future. Anticipating change is another vital

i ngredi ent for success. Envisioning the future whereby one creates the
future is another essential success factor.

To win in the future marketpl ace, conpani es need to do two things well.
Firstly, they need to continually inprove thensel ves so as to achieve
maxi mum oper ati onal efficiency. They can do so by re-engineering their
busi ness operations and benchmarki ng i nternational best practices.
Secondly, they can also start preparing by getting teans within their
organi sations to | ook specifically at the future. These special task
forces will try to evaluate key trends and assess how t he conpany can cope
better with future challenges and strategi c change. Wthout an active
process of planning for the future, a conpany can get so engrossed with
the present that they will | ose out on future opportunities and threats.
A pro-active process is necessary to get conpanies to strategically

focus on the future. A strategic focus on the future is needed as
conmpanies may find that their customers may no | onger want to buy from
themas their tastes and preferences change. The nature of conpetition too
can be different. Hence, managers need to develop a | ong-range vi sion.

Vi sioning can be facilitated if nmanagers scan the business environnent to
identify key trends.

To plan better for the future, it is vital for managers to be able to
make predictions about what the future will |look |ike. One nmust be able to
identify and assess strategic trends. The process of environnental
scanning is one useful tool to help identify these trends. When pl anni ng,
a good manager will take into account the strategic trends that wll

i kely have an inpact on his business, industry and conpetition. The
ability to see beyond the present and to | ook forward to future trends,
opportunities and threats is a techni que that good managers nust devel op.
The process of anal ysing the business environnment you operate inis
sonetimes known as external analysis. It is a key conponent of the
strategi ¢ pl anni ng process.

Ext ernal anal ysis or environnmental scanning involves an in-depth and
critical analysis of the key trends that are likely to change the
operating busi ness environnment and thereby inpact on the business. These
woul d include political, econom c, social, technological and internationa
trends. It would therefore be useful if managers start anal ysing these
trends. They should ask how likely will such a trend occur and what is the
i mpact on the conpany. By evaluating these trends, conpanies will be in a
much better position to cope with future chall enges.

Pr of essor Charl es Handy, a renowned managenent thinker, has witten

about the sigmoid curve which is an S-curve. Al conpani es go through the
S-curve. They first energe, then grow, consolidate and stagnate. If they



are not careful about the future, they go into a stage of decline. Just

| ook at the maj or conpani es of a century or even 30-50 years ago. How nany
of themare still in business today? Look at the probl enms |eading
conpani es such as | BM and Appl e Conputers now face. It is therefore

i nperative for managers to be able to assess energing trends and devel op
an action plan that will enable themto enbark on a new S-curve which wll

hel p themto grow again. The illustration bel ow expl ai ns Handy's S-curve
hypot hesi s:
Bef ore a conpany stagnates and goes into decline as illustrated by the

first curve, top managers need to restructure their businesses. The
restructure will bring about profound changes to enable themto enbark on
a second curve that will give their businesses a new | ease of |ife and
therefore, renewed growth. In this regard, organisational transformation
and the ability to manage strategi c change is a key inperative.
Agai n, this managenent of change and organi sational renewal requires the
managers to apprai se the external business environnent they operate in
Just what nust they | ook for when doing the external analysis? Firstly,
they nmust assess the political environnent. WIIl there be changes in
government policy or in key mnisterial positions that will have an inpact
on the business environnent? Lately, there have been rumours of an
i mpendi ng cabinet reshuffle. What will this nean for business? Howw Il it
af fect your conpany? Does it nake any difference to your strategic
rel ati onshi ps or business plans if there are changes in mnisterial
portfolios?
Secondl y, one needs to assess the econom c environnent. Wat are the key
econom ¢ indicators one nmust watch out for and how will these inpact on
your business? WIIl there be a cyclical slowdown? Can econonic growh
rates be sustai ned? What can you do to better prepare your conpanies for
future econom c chal |l enges and trends?
Thirdly, one needs to evaluate social trends. These will include socia
denogr aphi cs - changes in popul ati on growh, the ageing of the popul ati on,
gender trends and ethnic conposition have to be taken into account. Again,
what do these nean for your business? Do you see new opportunities posed
by an agei ng popul ati on? Do you see prospects created by increasing
ur bani sation? Trends in lifestyles that will affect your customers'
pur chasi ng deci si ons have al so to be taken into consideration.
Fourthly, one needs to | ook at technol ogical trends. How advance is your
current state of technol ogy? How do you antici pate changes in technol ogy
so that you will not be affected by technol ogi cal obsol escence? Were do
you access new technol ogi es? Being able to identify technol ogical trends
becone very inportant as Ml aysia noves up the technol ogy | adder. You do
not want to be a dinosaur in the 21st century. Being able to cope with
technol ogi cal changes is therefore vital to survive and better conpete in
the next m |l ennium
Finally, one has to identify and evaluate international trends with the
i ncreasi ng gl obalisation of business and grow ng international
conpetition. This is even nore pertinent when our Prime M nister Datuk
Seri Dr Mahathir Mhanmad continues to push Mal aysi an busi nessnen to go
regi onal and gl obal. d obalisation and regionalisation bring new
chal | enges and opportuniti es.
Hence, to cope better with the future, one needs to develop the ability
to identify enmerging trends and assess how they will inpact on your
busi ness. You will then be better able to cope with future threats and
sei ze new busi ness opportunities.

( END)



	Planning for the future (NST 01/03/1997)

