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Chapter 10

EXAMPLE

We will not go deeper into the ten different strategy development processes, 
but have now established a frame of reference, which we can return to in the 
following. In the next section, we will look at how the organization can develop 
and implement its strategy. 

10.3 The Strategy Process
Now that we have defined what a strategy is and have looked at Mintzberg’s ten 
types of strategy development processes, we will look at how we can develop a 
strategy for an organization – and how we make it work within the organization. 
More specifically, we need to look at the organization’s strategy process, which 
we describe in the model here:

• Strategic analysis means that we examine the situation of the organiza-
tion, which is to answer the question: Where are we? For this work, we 
use various tools that we will look at in the next section.

• Design of strategy means that we develop and formulate the strategy – 
deciding where the organization should go.

• The preparation and implementation of strategy means that we are 
transforming the organization to the extent necessary; that is, implement-
ing the strategy.

• Evaluation of the process and strategy means that we subsequently as-
sess the outcome of what we have done and how we did it. 

FIGURE 10.4 Strategy 
process.
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JENSEN’S PETROL STATION (1). INTRODUCTION
Andreas Jensen took over the lease of the 
petrol station in the autumn of 2013. It con-
sisted of a tank system with four stands – 
two for petrol and two for diesel – a car wash 

and a building for a shop. Jensen took over 
the tank and didn’t change anything. It was 
open daily from 8 a.m. to 10 p.m., and the 
turnover in the years 2011 and 2012 was pretty 
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consistent: DKK 10 million. 2013 was about 
to hit the same turnover. Jensen operat-
ed the station with the help of ten young 
students.

During the spring of 2014, Andreas 
Jensen noticed a decline in revenue. The 
decline continued, and Jensen found that 
the half-year result was 25% lower than 
the previous year. The consultant from 
the chain with which Jensen was a lessee 
visited Jensen more and more often and 
did not hide his concern: 

“We must do something, Jensen.”
“Yes, but WHAT?” asked Jensen. 
“We must implement a strategy pro-

cess!”
“Uhm,” Jensen said. 
“First, we must find out how serious 

the situation is. This means that we have 
to prepare a strategic analysis, where 
we can accurately see the numbers as 
they are now, as well as examine whether 
something has changed in the surround-
ings, competitors or elsewhere. First and 
foremost, we need to find out where we 

stand — no guessing or assuming. No, 
we need the facts – facts – on the table. 
We need to ask customers and look at 
the surroundings of the station and in-
corporate these into our strategy work. 
Next, we must devise a new strategy, that 
is, what needs to be changed in order for 
the business to get back on track. Once 
we have decided on the new strategy, the 
changes it entails must be introduced 
here in the station. We will plan how we 
will implement the changes, and then we 
do it. Six months after completing imple-
menting the new strategy, we will assess 
how things went, and whether things have 
started moving forward again.”

“That sounds very reasonable,” Jensen 
said.

“Well, let’s get started.”
The consultant, a young, dynamic man, 

clapped his hands, making a loud noise, 
which caused an elderly lady waiting to 
pay for a magazine, to drop the magazine 
to the floor in fright. 

FIGURE 10.5 Jensen’s petrol station.
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