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Abstract 

The aim of this dissertation is to identify and explore the relationships between strategic 
management tools and techniques and organizational performance. Therefore, at first it 
was necessary to define the set of strategic management tools and techniques that are 
most frequently used in current managerial practice among Czech companies, as well as 
to find a way of measuring organizational performance. Two empirical researches have 
been conducted: the result of the first research was the identification of the most popular 
management tools and techniques as well as factors which influence their utilization, 
namely managerial awareness,  satisfaction with them and company size. As a result of 
the second research, a multidimensional framework of company performance 
measurement was proposed. Using principal component analysis, four groups of 
organizational performance outcomes were indicated: financial performance, 
competitive positioning, customer orientation and organizational integrity. By using 
stepwise regression analysis, the research confirms that the utilization of strategic 
management tools and techniques has a positive impact on organizational performance 
outcomes. 

Keywords 

Strategic management, management tools and techniques, organizational performance, 
financial performance, competitive positioning, customer orientation, organizational 
integrity, relationship between strategic management tools and techniques and 
organizational performance 

Abstrakt 

Cílem disertace je ověřit existenci vztahu mezi využitím analytických nástrojů 
strategického řízení a výkonností podniků.  Za tímto účelem bylo třeba nejdříve 
definovat množinu analytických nástrojů strategického řízení, které jsou v soudobé 
praxi našich firem nejčastěji používané a nalézt způsob, kterým lze hodnotit výkonnost 
podniků.   K tomuto účelu byly připraveny dva výzkumy: výsledkem prvního  bylo 
zjištění nejčastěji používaných analytických nástrojů strategického řízení a faktorů, 
které jejich využití ovlivňují, t.j. jejich znalost, spokojenost s nimi a velikost podniků. 
Výsledkem druhého výzkumu bylo navržení nového způsobu multikriteriálního 
hodnocení podnikového výkonu. Pomocí analýzy hlavních komponent (principal 
component analysis) byly definovány čtyři skupiny ukazatelů, které umožňují 
komplexní posouzení podnikového výkonu: ukazatele finanční výkonnosti, konkurenční 
pozice, orientace na zákazníky a organizační integrity. S použitím regresní analýzy 
(stepwise regression analysis) byl prokázán pozitivní vliv využití analytických nástrojů 
strategického řízení na výkonnost podniků. 

Kličová slova: 

Strategické řízení, nástroje strategického řízení, výkonnost podniků,  finanční 
výkonnost, konkurenční pozice, orientace na zákazníka, organizační integrita, vliv 
využití nástrojů strategického řízení na výkonnost podniků 
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Chapter 1 Introduction to the study 

1.1 Rationale and motivation of the study 

„What happens is not as important as how you react to what happens“ 

Thaddeus Golas 

In the last few decades, in the conditions of globalization, technological progress, the 
emerging of new markets and the great recession of 2007-2009, organizations have had 
to reconsider their approach to strategic management and to search for suitable strategic 
management tools and techniques which help to develop a unique strategy. Nowadays, 
the environment is characterized by several factors: the transition to a new technological 
method of production, the transformation of multinational companies. In order to stay 
competitive in the global market, companies are raising their market share through 
innovations, restructuring their management process, creating new products, services 
and capabilities. The crisis and economic shocks show the importance of scrupulous 
analysis and forecast. Organizations have to become more flexible and adaptable in 
order to be more competitive. Otherwise, the organizations will collide with difficulties 
and problems, and in the long run cease to exist. 

Under the above-mentioned conditions, companies are taking steps to expand by 
accessing new markets; making products and prices more attractive, satisfying 
customers and developing new strategies. As a result, managers and executives of 
companies looking for  suitable tools and techniques of investigating the internal and 
external cost of the products or services, get market information, product costs, analyze 
customer needs and wishes, predict and assess organizational performance, as well as 
ensuring competitive advantage in production activities. The ability to adapt to new 
opportunities and to use all resources of a company effectively becomes crucial to every 
organization. 

Literature offers a variety of tools and techniques used in strategic management, which 
can provide enormous benefits, such as support managers in decision-making, evaluate 
and analyze the environment, reduce the cost of the product, minimize the expenditures. 
Tools and techniques of strategic management can be used in all phases of strategic 
management from strategic analysis through the choice of implementation.  

It should be noted that in practice there is not enough relevant information of strategic 
management tools and techniques. The topic of strategic management tools techniques 
is not absolutely clear, academics and practitioners frequently discuss it. There have 
been recent calls for future research in this area (Clark, 1997; Miller and Hartwick, 
2002; Gunn and Williams, 2007; Hughes, 2007; Knott, 2008; Friedl and Biloslavo, 
2009; Erbaşı and Ünüvar, 2012). 

For example, Clark (1997) and Hughes (2007) note that there is no definitive summary 
of management tools and techniques available in the literature, as well as a high level of 
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unfamiliarity with the tools and techniques. According to many managers, strategic 
management tools and techniques are generally referred to as fads: they erupt on the 
scene, enjoy a period of popularity and then they are replaced (Miller and Hartwick, 
2002). Gunn and Williams (2007) argue that the rejection of strategic tools might be 
misplaced and that an improved understanding of strategic tools has a place in the 
appreciation of micro-processes in the strategic development of organizations. Knott 
(2008) mentions that tools must be adapted for each use to obtain the best outcome. 

Friedl and Biloslavo (2009) mention that “there are not many methodologically 
substantiated scientific research cases in a position to give advice to senior management 
on choosing the right method, what kinds of positive and negative effects a particular 
method introduces, which methods complement each other and which oppose one 
another, what the necessary initial knowledge is, and last but least, what the 
appropriateness of that individual method is in relation to the existing culture and the 
coalitions of interest in the internal and external environment of a company”. 

Solving these problems will help not just for a better understanding of strategic 
management tools and techniques, but also will show academics and managers the 
usefulness of strategic management tools and techniques.  

Thus, this research involves the comprehensive and structured analysis of existed 
worldwide studies on the topic of strategic management tools and techniques. This 
study attempts to identify the level of strategic management tools and techniques 
utilization, the level of managerial awareness and satisfaction level with them, as well 
as to explore and identify the relationships between strategic management tools and 
techniques and organizational performance outcomes in Czech Republic. According to 
the literature review, there are not that many empirical studies that investigate the 
relationship between strategic management tools and techniques and organizational 
performance. One the one hand, some studies support the assertion that the utilization of 
different management tools and techniques has better performance outcomes. On the 
other hand, some empirical studies have concluded that the relationship between 
strategic management tools and techniques and organizational performance remains 
unanswered.  

The topic of this research is important for several reasons: 

1. Firstly, there has been limited publication on the topic of strategic management 
tools and techniques not just in Czech Republic, but also abroad.  

2. Secondly, the theories of management tools are well documented but the 
practical part of their utilization, awareness, satisfaction and their outcome is 
presented only in a few cases.  

3. Thirdly, the value of strategic management tools and techniques is not widely 
recognized.  

This thesis will bring the significant deep understanding about strategic 
management tools and techniques (SMTT). Specifically, the aim of this thesis are to 
identify the level of strategic management tools and techniques utilization, the level of 



14 
 

managerial awareness and satisfaction level with them, as well as to explore and 
identify the relationship between strategic management tools and techniques and 
organizational performance in the Czech Republic. This will be measured by a series of 
research: 

- The main objective of the first research is to investigate which tools and 
techniques managers utilize in Czech Republic, as well as to assess the 
awareness and satisfaction level with them. 

- The main objective of the second research is to investigate the relationship 
between SMTT and organizational performance. 
 

1.2 Aims and objectives of the dissertation work 

The name of the doctoral thesis is “Utilization of strategic management tools and 
techniques” (hereinafter SMTT). The aim of this thesis is to identify and explore the 
relationships between strategic management tools and techniques utilization and 
organizational performance. In order to achieve the main aim the following objectives 
were formulated. 

The theoretical objective is to explore the theoretical framework of SMTT based on 
existed worldwide studies. Consequently, the objectives of the theoretical part are:  

• to explore the actual state and development of scientific ideas in the field of 
strategic management tools and techniques 

•  to clarify and formulate a clear definition of the strategic management tools and 
techniques 

• to investigate and clarify a set of strategic management tools and techniques 

• to analyse the utilization of strategic management tools and techniques and the 
satisfaction level with them in worldwide studies 

• to explore the current state and development of scientific ideas in the field of 
organizational performance; 

• to investigate the relation between strategic management tools and techniques 
utilization and organizational performance 

The main outputs of the theoretical part are to define and identify the nature of strategic 
management tools and techniques, as well as to examine the theoretical link between 
SMTT and organizational performance. 

The practical objectives of the dissertation work are the following: 

• to find out which strategic management tools and techniques are used in Czech 
organizations; 

• to examine the level of managerial awareness of strategic management tools and 
techniques in Czech organizations; 

• to explore the level of satisfaction with strategic management tools and 
techniques in Czech organizations; 
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• to indentify the relation between utilization of strategic management tools and 
techniques and managerial awareness in Czech organizations; 

• to design the map of strategic management tools and techniques with two main 
features: manager’s satisfaction and utilization level of SMTT by Czech 
organizations;  

• to indentify the relation between utilization of strategic management tools and 
techniques and satisfaction level with them in Czech organizations; 

• to indentify the relation between utilization of strategic management tools and 
techniques and size of organization; 

• to investigate the relationship between management tools and techniques and 
organizational performance 

The main output of practical objectives is to get a deep understanding about strategic 
management tools and techniques utilization in the Czech Republic; to design a map of 
SMTT presented by four groups of tools and techniques (rudimentary tools, specialty 
tools, blunt tools, power tools) based on the perceived results of manager’s utilization 
and satisfaction.; to find a way of measuring organizational performance and to find out 
the relation between different performance outcomes and strategic management tools 
and techniques utilization. That in turn will lead to determine the level of SMTT 
utilization influence on organizational performance. In addition this thesis contributes to 
find the differences and similarities in the frequently used SMTT in comparison with 
other countries. 

This research is intended to extend the previous findings in the context of management 
tools and techniques utilization and their impact on a variety organizational 
performance outcomes. Specifically, managers' perceptions of management tools and 
techniques utilization are analyzed, and the effects of SMTT on organizational 
performance are considered in the context of Czech companies. The choice of 
management tools and performance variables for empirical research is based on an 
extensive literature review of existing worldwide studies with a focus on management 
tools and techniques as well as observations of studies with a focus on the relation 
between strategic planning, strategic management tools and techniques and 
organizational performance. The framework for this research is illustrated in Figure 1. 

 
(Source: Developed for this research) 

Figure 1: Proposed research framework  
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This framework proposes that an appropriate combination of strategic management 
tools and techniques may improve organizational performance. This statement is 
supported by many authors (Rigby, 1994; Iseri Say et. al, 2006; Al-Khadash and 
Feridun, 2006; Friedl and Biloslavo, 2009; Efendioglu and Karabulut, 2010; Indiatsy et. 
al, 2014). 

1.3 Research methodology 

This part is a brief overview of the methodology (Figure 2). A detailed explanation of 
the methodology is presented in Chapter 3.  

 
(Source: Developed for this research) 

Figure 2: The research design  

The first step is the most important step in the research. In this step the topic is explored 
and the main aspects relevant to the SMTT are clarified. A link between SMTT and 
strategic planning is found and the author learns that SMTT has been inseparably linked 
to strategic planning. Giving interest to this relationship it was found that strategic 
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planning has a positive link to organizational performance. Following this relationship, 
the author suggests to examine the relationship between SMTT and organizational 
performance. The research began with a question: “Which strategic management tools 
and techniques are there?” “Which of them are popular in different countries?” and 
“Which of them do organizations utilize?” In order to answer these questions, the author 
prepared and conducted the first empirical research. This survey was focused on 31 
management tools and techniques. The list of the SMTT was based on previous studies 
of the use of strategic tools and techniques (Hussey, 1997; Clark, 1997; Frost, 2003; 
Gunn and Williams, 2007, Rigby and Bilodeau, 2007; Aldehayyat and Anchor, 2008). It 
was designed as a questionnaire, in order to assess the level of managerial awareness 
with SMTT, as well as to analyze the satisfaction and utilization level with SMTT and 
to explore which tools and techniques organizations want to use in the nearest future. 
After that, all the data were coded and analyzed. In the second empirical survey, the 
author continued research based on the first survey. The second empirical survey 
focused on the effect of SMTT on organizational performance, taking into account the 
most used tools and techniques in the Czech Republic. Thereafter, all empirical data 
were collected and analyzed. For the data entry and data processing the Statistical 
package for the Social Sciences (SPSS) was used. 

 

1.4 Hypotheses 

The aim of this thesis is to identify and explore the relationships between strategic 
management tools and techniques and organizational performance in the Czech 
Republic. The conceptual research framework and detailed explanation for the 
hypotheses is presented in Chapter 3.4, 3.5.  

The first issue to be addressed in this research regards the nature of strategic 
management tools and techniques. 

Research Question: What is the nature of strategic management tools and 
techniques?  

This question examines the prior literature with respect to worldwide studies in strategic 
management tools and techniques and organizational performance. 

Research Question I: What are the factors that could influence utilization of 
strategic management tools and techniques? 

Hypothesis 1a (H1a): There is a significant positive relation between utilization of 
SMTT and their awareness in Czech organizations. 

Hypothesis 1b (H1b):  There is a significant positive relation between utilization of 
SMTT and satisfaction level with them in Czech organizations. 

Hypothesis 1c (H1c): There is a significant positive relation between utilization of 
SMTT and size of organizations  

Research Question II: Does the utilization of SMTT influence the performance of 
an organization? 
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H2a: There is a significant positive relationship between utilization of strategic 
management tools and techniques and financial performance outcomes. 

H2b: There is a significant positive relationship between strategic management tools 
and techniques and competitive positioning outcomes. 

H2c: There is a significant positive relationship between utilization of strategic 
management tools and techniques and customer orientation outcomes. 

H2d: There is a positive relationship between strategic management tools and 
techniques and organizational integrity outcomes. 

 

1.5 Organization of the thesis 

Chapter 1 describes the rationale and motivation for this dissertation, research 
objectives, methodology and the hypotheses of the research.  

Chapter 2 examines the literature review with respect to empirical findings on strategic 
management tools and techniques and organizational performance. The chapter 
examines empirical studies regarding the topic of strategic management tools; includes 
a definition of strategic management tools and techniques, and a classification of 
SMTT. Since there is no authoritative list of SMTT, the different sets of SMTT are 
discussed in this chapter. . In addition, the chapter includes the proposed research 
framework that was used in this research. 

Chapter 3 presents the methodology employed in this research. It includes the purpose 
of the research, process of the research, logic of the research and outcome of the 
research. This is followed by research strategy and research design. Finally, the last 
section describes the reliability and validity of this research. 

Chapter 4 presents the empirical surveys performed to examine which SMTT are used 
by organizations in the Czech Republic, to explore the level of managerial awareness 
with SMTT and satisfaction level with them, as well as to investigate the relationship 
between SMTT and organizational performance. 

Chapter 5 describes the research findings and presents the statistical results.  

Chapter 6 present the summary and conclusions of the research. The implications of the 
findings are discussed. Finally, the limitations and future direction of the research are 
discussed (Figure 3). 

 

(Source: Developed for this research) 

Figure 3: Organization of thesis 
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Chapter 2 Literature review 
2.1 Overview of strategic management tools and techniques  

Over the last twenty years, various empirical studies about strategic management tools 
and techniques have appeared across different countries. One of the notable examples of 
these studies is presented by Bain & Company. 

A substantial contribution in the area of SMTT is presented by academics and 
researches, such as  Prescott and Grant (1988), Webster et al. (1989), Armstrong (1993), 
Bain & Company (from 1993 until now), Clark (1997), Hussey (1997), Rigby (2001, 
2005), Frost (2003), Ghambi (2005), Knott (2006, 2008), Vaitkevicius et al. (2006), 
Lisinski and Šaruckij (2006), Gunn and Williams (2007), Aldehayyat and Anchor 
(2008), Rigby and Bilodeau (2007,2011), Indiatsu et al. (2014).  

Nowadays, strategic management and strategic planning is taking an important place in 
organizations. Successful organizations realize the essential role of strategic 
management and planning. An essential element in the framework of strategic 
management and strategic planning is especially the management tools and techniques 
(Clark, 1997; Vaitkevicius et al., 2006; Aldehayyat and Anchor, 2008). In the 
conditions of a rapidly changing market and environment, the utilization of various 
strategic management tools and techniques is becoming more and more significant for 
managers, CEOs and executives of organizations. 

The literature on strategic management presents a great number of techniques, methods, 
approaches, frameworks and tools which are available to support strategic decision-
making. The most global and multi-year research in that field is presented by Bain & 
Company. Bain & Company is one of the world’s leading management consulting 
companies, which supports companies located around the world in decisions on 
strategy, operations, technology, organization and private equity. 

Bain & Company started their annual worldwide survey in 1993. Their objective was 
twofold. The first objective was “to provide managers with an understanding of the 
current application of these tools and subsequent results compared with other 
organizations across industries around the globe”. The second objective was to provide 
“…the information how to identify, select, implement and integrate the optimal tools to 
improve their company’s performance” (Rigby, 2005). The surveys show that 
executives in successful organizations were more satisfied with strategic management 
tools and techniques. 

Over the last years academics have noted with increasing frequency that there is a need 
for a wider understanding of strategic management tools and techniques. The necessity 
of better understanding the nature of strategic management tools and techniques has 
been mentioned by many academics. For instance, Frost (2003) noted that there is a 
need to see which role strategic management tools play in strategy development. Clark 
(1997) and Hughes (2007) noted that there are no definitive summaries of strategic 
management tools and techniques available in the literature and that there is a high level 
of unfamiliarity with the tools and techniques.  
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Based on extensive literature review, the author highlights that there are 5 groups of 
research studies that investigate strategic management tools and techniques. The first 
group of research studies examines SMTT as a part of a wider study of strategic 
planning process (Glaister and Falshaw, 1999; Stonehouse and Pemberton, 2002; 
Elbanna, 2007). 

The second group of research studies examines the relation between strategic planning 
and strategic management tools and techniques. It was found that SMTT has been 
inseparably linked with strategic planning (Clark, 1997; Frost, 2003).  

The third group of research studies focuses on their attention on the use of SMTT, and 
satisfaction with them (Aldehayyat and Anchor, 2008; Ghambi, 2005; Gunn and 
Williams, 2007; Rigby and Bilodeau, 2011). As was mentioned before, one of the 
longitudinal global surveys is presented by Bain & Company since 1993. Bain examines 
the managers’ view of SMTT (utilization, satisfaction, usefulness) and provides 
information to select, implement and identify optimal tools and techniques for work. 
Their studies analyzed the usage, satisfaction and effectiveness of 25 management tools 
and techniques among five continents – North and South America, Europe, Asia and 
Africa. 

The fourth group of research studies investigates the classification of SMTT (Prescott 
and Grant, 1988; Webster et al., 1989, Clark, 1997; Knott, 2006; Vaitkevicius, 2006; 
Vaitkevicius et al., 2006; Lisinksi and Saruckij, 2006). These studies provide 
organization executives, managers and also researches with helpful theoretical 
information indicating the role of SMTT and also allowing the practitioners and 
researchers to compare particular tools according to the different features related to 
SMTT. However, it should be noted that there is no study that has successfully 
proposed and empirically tested a universal classification of SMTT. 

The last, fifth group of studies examines the nature of strategic management tools and 
the techniques-performance relationship (Rigby, 1994; Iseri Say et al., 2006; Al-
Khadash and Feridun, 2006; Indiatsy et al., 2014; Friedl and Biloslavo, 2009; 
Efendioglu and Karabulut, 2010).  

Summing up, there have been recent calls for additional research in the topic of strategic 
management tools and techniques. Additionally, there is a lack of knowledge on the 
relationship between management tools and techniques and organizational performance. 

In order to understand the nature of strategic management tools and techniques, all these 
groups of studies are considered below.  At the beginning it is important to consider and 
clarify the definition of strategic management tools and techniques. A number of 
definitions have appeared in strategic management literature. The next sub-chapter is 
about the definitions of SMTT. Despite the fact that academics and practitioners are 
increasing interest in strategic management tools and techniques, there is no clear 
definition of strategic management tools and techniques. Therefore, the first issue to be 
addressed is what is meant by strategic management tools and techniques. 
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2.1.1 Definition of strategic management tools and techniques 

In reviewing the literature of strategic management, the first problem the author has 
faced with SMTT is the definition of management tools and techniques. There is no 
integrated definition of what is meant by strategic management tools and techniques. 
The terminology of management tools and techniques is indistinct. Gunn and Williams 
(2007) note that an understanding of strategic management tools and techniques helps to 
move away from the normative and rational to a more humanistic and practice-based 
approach. Armstrong (1982) mentions that “without a description of the planning 
techniques, it is not possible to assess the value of planning in a scientific manner”. 

The author has selected those definitions of management tools and techniques from the 
different academics in that field which define the meaning of strategic management 
tools and techniques in broad and narrower concepts. As presented in Table 1, 
academics label strategic management tools and techniques in different ways, such as 
“management tool”, “strategy tools”, and “management techniques”. Table 1 presents 
selected definitions offered by leading strategy thinkers. 

Table 1: Selected definition of management tools and techniques 

Source Definition 

Armstrong (1993) „Management techniques are the systematic and analytical 
methods used by managers to assist in decision-making, the 
improvement of efficiency and effectiveness and, in 
particular the conduct of the two key managerial activities 
of planning and control“ 

Clark (1997) „Strategic management tools… techniques, tools, methods, 
models, frameworks, approaches and methodologies which 
are available to support decision making within strategic 
management“ 

Rigby (2001, 
2005) 

„Management tool… when we use this term we include a 
variety of concepts, processes, exercises, and analytical 
frameworks“ 

Stonehouse and 
Pemberton 
(2002) 

„tools and techniques , designed to assist managers of 
organizations in thinking, planning and acting 
organizations“ 

Stenfors et al. 
(2004) 

„Strategy tools is a management tools that support strategy-
work. The function of strategy tools is to support knowledge 
creation by enhancing efficiency and/or creativity, to 
support interaction between individuals and groups“ 

March (2006)  Strategy tools „are part of the professionalization of 
strategy, which offer models of casual structures, provide 
spaces for collecting data and establish decision rules for 
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selecting among alternatives“ 

Knott (2006) „The term “strategy tool” is used to encompass the full 
range of concepts, ideas, techniques and approaches that 
structure or influence of the strategic thinking, strategic 
decision-making and strategy implementation activity“ 

„strategy tools act as a guide to thinking and a starting point 
for structuring strategic management activity “ 

Lisinsky and 
Šaruckij (2006) 

„strategic planning methods is extensively developed and 
interrelated group of dozens of methods used for 
organization strategy development“ 

Gunn and 
Williams (2007) 

the term „strategic tool”… „ used to describe methods of 
simplifying and representing a complex situation. The 
authors use the term „tool” to encompass any systematic 
approach or technique that the strategist has employed to 
further inform their strategic decision-making“ 

Stenfors and  
Tanner (2007) 

„strategy tools are a heterogeneous group of products 
designed to support organizations in dealing with the 
complex demands of competitive markets and the quest to 
create and maintain strategic advantage“  

Iseri-Say et al. 
(2008) 

„…management techniques»  as a broad concept 
incorporating tools, techniques, concepts, and practices 
anchored in widely accepted management ideas with the 
intention to improve some deficiencies in organizations for 
better performance“  

Nedelko et al. 
(2015) 

management tools defined as „as an entity of instruments to 
support implementation of concepts and ideas  
at all levels of conceptualization and realization  
of concepts, ultimately aiming to support  
organizational processes“ 

(Source: Developed for this research) 

Table 1 indicates that the term “strategic management tools and techniques” is used 
very widely; however, as was mentioned before, there is no general accepted definition 
of what is meant by strategic management tools and techniques. Every academic gives 
their individual interpretation of strategic management tools and techniques and labels 
them in different ways, such as “management tools”, “strategy tools”, “management 
techniques”. 

An analysis of the definitions presented in Table 1 suggests that strategic management 
tools and techniques are: 

a)  various techniques, approaches, methods, tools and concepts; 

b)  supporting strategic decision-making; 

c)  simplifying and representing a complex situation. 
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In addition, it is useful to note that some of the studies present a linkage between 
strategic management tools and techniques and strategic management process (Webster 
et al., 1989; Clark, 1997; Frost, 2003). It means that we can highlight one more feature 
of strategic management tools and techniques: 

d)  supporting different phases of the strategic management process. 

Thereby, according to the mentioned above features we can formulate the next 
definition: 

Strategic management tools and techniques (hereinafter SMTT) are different tools 
and techniques that support managers in all phases of strategic management – from the 
strategic analysis phase through strategic choice to implementation with the intention to 
improve some deficiencies in an organization for better performance . 

It should be noted that management tools and techniques can be applied in different 
areas, such as general management, marketing management, operations management, 
financial management, human resource management, information technology, 
management science, planning and resource allocation and efficiency and effectiveness 
(Armstrong, 1993). Tools and techniques used in general management assist managers 
and executives in the decision-making process. Other tools used in the marketing 
management process are responsible for identifying and satisfying customer needs. 
Tools and techniques involved in operations management aim to ensure competitive 
advantage in production, distribution and project management activities. The financial 
management area involves tools which provide the basis for decision-making for 
finance and predicting the performance of the company.  

Summing up, the objectives of the tools are different. For instance, some of the tools 
and techniques help managers to view the business portfolios of the company, other 
tools analyze the market situation and predict the future development of the company. 
The importance of strategic management tools and techniques has been highlighted by 
many authors.  

Academics have mentioned the next benefits of SMTT: 

• improve strategic thinking  (Clark, 1997) 

• help managers to identify and deal with strategic decisions (Venkatraman and 
Ramanujam, 1986; Gunn and Williams, 2007) 

• claim to solve practical problems; (Stenfors et al., 2004,) 

• provide diversity by creating points of views; (Stenfors et al., 2004) 

• aid individual and communal communication; (Hussey,1997; Stenforse et al., 
2004; Aldehayyat and Anchor, 2008) 

• claim to support solving a wide range of strategic problems; (Stenfors et al., 
2004) 

• claim to be designed for executives to make decisions, analyze environment, 
understand relations, predict future, and find solutions to management problems; 
(Stenfors et al., 2004) 
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• serve a useful purpose in presenting information in different ways; (Hussey, 
1997) 

• reduce many pages of narrative plan to one or two of the diagrams which result 
from the use of some of the techniques; (Hussey, 1997) 

• fundamental element to creating and developing strategy ( Gunn and Williams, 
2007) 

• help to increase awareness, reduce the risk involved in making certain decisions; 
(Frost, 2003; Aldehayyat and Anchor, 2008) 

• establish priorities in large complex companies; (Aldehayyat and Anchor, 2008) 

• provide a framework for evaluating the relative importance of different business 
portfolios; (Aldehayyat and Anchor, 2008) 

The importance of strategic management tools and techniques has been mentioned by a 
number of authors. For instance, Frost (2003) mentions that tools and techniques help 
managers to “increase awareness, reduce the risk involved in making decision, and 
provide a framework for evaluating the relative importance of different business 
portfolios”. Knott (2006) believes that the role of strategic management tools and 
techniques is as “a guide to thinking and a starting point for structuring strategic 
management activity”. Stenfors et al. (2004) describe that “the function of strategy tools 
is to support knowledge creation by enhancing efficiency and/or creativity, to support 
interaction between individuals and groups”. Tools and techniques serve a useful 
purpose in presenting information in different ways (Hussey, 1997). The potential 
contribution of strategic management tools and techniques should not be 
underestimated. Management tools and techniques are a powerful lever which can help 
managers to define and develop a proposed solution to the existing problems inside the 
organization. 
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2.1.2 A sets of strategic management tools and techniques 

In the literature relating to the SMTT the researches form different sets of tools. The set 
of SMTT is constantly expanding by new approaches in strategic management. Over the 
last years many academics have focused their studies on a single strategic management 
tool, such as Balanced Scorecard, Benchmarking, Activity-based Costing and Porter’s 
Five Forces. While other studies examined a broad list of strategic management tools 
and techniques, few researches have presented a useful list of strategic management 
tools and techniques. For instance, J. Prescott and J. Grant (1988) studied the utilization 
of 21 techniques: political and country risk analysis, industry scenarios, the economists’ 
model of industry attractiveness, BCG industry matrix, industry segmentation, PIMS, 
technological assessment, multipoint competition analysis, critical success factor 
analysis, strategic group analysis, value chain analysis and field maps, experience 
curves, stakeholder analysis and assumption surfacing and testing, market signaling, 
portfolio analysis, SWOT, synergy analysis, financial statement analysis, value-based 
planning, management profiles, reverse engineering. The main characteristics of the 
chosen techniques were highlighted with their advantages and limitations.  

The widest list of strategic management tools and techniques has been presented by 
Hussey (1997). His glossary presents a brief description of the major techniques. This 
list of tools and techniques was utilized by Frost (2003) to analyze the tools’ utilization 
by small and medium- sized enterprises in Western Australia, Singapore, Hong Kong 
and Malaysia. Also in that study, conducted by Frost (2003), the executives were asked 
to identify the extent to which the use of strategic tools had aided in the development of 
their strategies. Frost (2003) used the concept of a strategic management process model 
as used by Clark (1997), but his results show just a narrow tools usage at each step of 
the strategic planning process. He noted that there is a “need for a wider understanding 
of the tools available and their use in providing a keener insight to understanding of 
strategy development” (Frost, 2003). 

Aldehayyat and Anchor (2008) examine the utilization of 15 strategic management tools 
and techniques. They include those tools and techniques according to the high 
popularity of utilization by organizations in different countries.  They found that only 
10% of organizations utilize these SMTT regularly. 

The purpose here is to identify which sets of SMTT have been used in previous studies. 
The list of the most mentioned tools is presented in Table 2. 
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Table 2: The most mentioned tools in different studies in the this topic 

 
Previous studies of * 

 
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 

Benchmarking 
 v v v v v v v  v  v v - - v v  

ABC 
          v v v    v  

PEST analysis 
   v v  v v v v  v  v v v  v 

Produkt Life-
Cycle 
Analysis  v   v v v v v v        

 

Portfolio 
analysis v v v v v v v v v v  v  v v  v v 

Balanced 
Scorecard 
(BSC)     v  v v  v v v v   v v  

Customer 
Life-time 
Value  v       v          

Market 
segmentation   v v  v   v    v v      

Financial 
analysis  v   v v       v  v     

Cost-Benefit 
Analysis   v  v   v  v         

Porter's 5-
Forces  v v v v v v v v v  v  v v v v v 

Strategic Gap 
Analysis  v   v  v v v v      v   

Value chain 
analysis v v v v v v v v v v v v v v v  v v 

SWOT 
analysis  v v v v v v v v v  v  v v v v v 

Criticall 
success factors v v v v v v v v  v    v v    

* 
1. Prescott and Grant 1988  
2. Hussey 1997  
3. Clark 1997  
4. Stonehouse and Pemberton 2002  
5. Frost 2003  
6. Ghambi 2005  
7. Vaitkevičius et al 2005  
8. Vaitkevičius et al 2006  
9. Lisinski and Šaruckij 2006  
10. Elbanna 2007  
11. Horová and Hrdý (2007)  
12. Knott (2008) 
13. Iseri-Say et al. (2008)  
14. Aldehayyat and Anchor (2008)  
15. Efendioglu and Karabulut (2010)  
16. Grasseová et al. (2012)  
17. Erbasi and Unuvar (2012)  
18. Tassabehji and Isherwood (2014) 

(Source: Developed for this research) 
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2.1.3 Classification of strategic management tools and techniques 

To understand the nature of strategic management tools and techniques and to help 
managers make the right choice, several authors analyzing strategic management tools 
and techniques (Prescott and Grant, 1988; Webster et al., 1989; Clark, 1997; Knott, 
2006; Vaitkevičius, 2006; Lisinski and Šaruckij, 2006) have presented the exemplary 
classification of strategic management tools and techniques, describing them as a 
“typology”, “taxonomy” or “guide for managers”. However, it should be noted that 
there is no study that successfully proposes and empirically tests a universal 
classification of SMTT. Classifications of SMTT have been proposed in a variety of 
ways in the literature. 

For instance, Prescott J. and Grant J. (1988) estimated twenty-one techniques by 11 
dimensions. This classification is one of the first ones. They selected such criteria as: 
time required to implement a technique; financial sources required to conduct an 
analysis with a given technique; managerial skills which were classified to the five 
groups (technical, interpersonal, conceptual, diagnostic, and analytic); sources (persons, 
products, written materials, anything from which information can be obtained); 
availability (“off-the-shelf”, “derived from analysis”,  and “customized”); timeliness; 
accuracy constraints; updating requirements; advantages and limitations.  

The next taxonomy of strategic management tools and techniques was presented by 
Webster et al. (1989). They formed a list of 30 strategic planning tools based on nine 
features. This taxonomy provides managers with helpful theoretical information of 
strategic management tools and techniques utilization. However, according to the 
author, this taxonomy has the following disadvantages: 1) it does not reveal the nature 
and primary purpose of the tool; 2) it does not determine the role of strategic 
management tools and techniques in the decision making process.  

A similar idea to classify SMTT based on the strategic management process was 
presented by Clark (1997). He used a more detailed strategic management process, 
which allowed to find some additional features of SMTT.  

More recent classifications are better at indicating the role of strategic management 
tools and techniques. For instance, Knott (2006) classifies tools according to the 
following factors: type of thinking inherent in the use of SMTT; the application activity; 
the output from the tools and techniques application. Vaitkevicius et al. (2006) analyzed 
tools according to 16 different features. A model was designed to help organization 
executives and managers choose those tools. The tools and techniques were classified 
according to: (a) the nature of the analyzed object and the need for the sources of 
analytical information; (b) the nature of information received; (c) the utilization costs 
and required resources; and (d) the knowledge and complex technologies receptivity. 
Vaitkevicius (2006) took into consideration the criticism and limitations of the earliest 
studies and revealed the role of strategic management tools and techniques in the 
decision making process. Also, this taxonomy offers an opportunity for the researches 
and practitioners to compare a particular tool according to the sixteen features.  
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Lisinski and Šaruckij (2006) classified the next 28 methods of strategic planning tools 
and techniques: PEST analysis, Porter’s Diamond, stakeholder mapping, economic 
prognosis methods, strategic gap analysis, QUEST analysis, scenario-based analysis, 
comb analysis, experience curve, external factor evaluation matrix, competitive profile 
matrix, Porter’s Five Forces model,  industry value analysis, strategic group analysis, 
industry life cycle analysis, internal factor evaluation matrix, firm’s strategic balance 
analysis, multiple firm’s activity qualification analysis, key factors for success analysis, 
value chain analysis, life cycle/portfolio matrix, portfolio matrix analysis, SWOT 
analysis, strategic reflection method, strategic development matrix, ASTRA method, 
HOSHIN method and SPACE analysis). They classified management tools according to 
three areas: the scope of method utility (including the following criteria: aim of use 
SMTT, area of use SMTT, and level of outcome); the way of conducting analysis 
(approach to the problem, level of data quantification, schematization level, type of 
information); and the last area is the conditions of using methods (required level of 
organizational preparation, qualification level, responsible method application, 
organizational form of method application). 

Summing up, these above-mentioned classifications present a guide for practitioners to 
make an educated choice of strategic management tools and techniques. The 
comparison between the above-mentioned classifications is difficult because of the 
different dimensions, methodologies, time issues and also different sets of tools and 
techniques. However, it can be argued that the classification in the recent studies was 
more sophisticated than in the early studies, because academics integrated strategic 
management tools and techniques with the decision-making process.  

Nevertheless, some similarities can be mentioned. The early studies have classified 
strategic management tools and techniques on the basis of the strategic management 
process. For instance, both Webster et al. (1989) and Clark (1997) demonstrate the 
linkage between strategic management process and utilization of strategic management 
tools and techniques. But these taxonomies do not bring out the main idea of strategic 
management tools and techniques: How do they support the strategic decision-making 
process? While recent studies focus more on the specific features related to the strategic 
management tools and techniques and reflect their role in the strategic decision-making 
process. 

These studies provide organization executives, managers and also researchers with 
helpful theoretical information, indicating the role of SMTT and also allowing the 
practitioners and researches to compare a particular tool according to the different 
features related to SMTT.  
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2.1.4 Utilization of strategic management tools and techniques and satisfaction 
with them  

Over the last years academics have highlighted managers’ use of management tools and 
techniques and satisfaction with them in different countries by reporting their results of 
tools and techniques utilization by organization (Aldehayyat and Anchor, 2008; 
Ghambi, 2005; Gunn and Williams, 2007; Rigby and Bilodeau, 2011). One of the 
longitudinal global surveys has been presented by Bain & Company since 1993. Bain 
examines the managers’ view of SMTT (utilization, satisfaction, usefulness) and 
provides information to select, implement and identify optimal tools and techniques for 
work. Their studies analyze the usage, satisfaction and effectiveness of 25 management 
tool and techniques among five continents – North and South America, Europe, Asia 
and Africa. 

It is important to note that most of the empirical studies report tools utilization as a part 
of a major research of strategic planning (Miles et al., 1997; Glaister and Falshaw, 
1999; Stonehouse and Pemberton, 2002; Fuentes et al., 2003; Elbanna, 2007) and just 
few studies concentrate just on strategic management tools utilization (Ghambi, 
2005; Gunn and Williams, 2007; Aldehayyat and Anchor, 2008; Rigby and Bilodeau; 
2011).  

For example, Miles et al. (1997) concentrate just on seven strategic planning techniques 
mentioned in the agricultural sector. They compare utilization of these techniques with 
different sectors and establish that industry is one of the important features of SMTT as 
well. Fuentes et al. (2003) analyze the link between strategic analysis and ISO 
implementation. Fuentes et al. (2003) suggest that quality assurance system 
implementation conduces the utilization of strategic techniques. 

In the case of small and medium-sized enterprises, Stonehouse and Pemberton (2002) 
reported striking results that STEP analysis, Porter’s Five Forces, value chain analysis 
and portfolio analysis are seldom used. 

Ghambi (2005) finds that 10% of Saudi Arabian organizations use tools and techniques 
regularly. These techniques are: critical success factors, benchmarking, what-if analysis. 
The most common and widely used tools and techniques are: SWOT analysis, product 
life cycle and stakeholder analysis. The portfolio analysis, experience curve, PIMS and 
value chain analysis were utilized to a very limited extent by organizations. And the last 
group presents the least used tools: Delphi, Porter’s Five Forces and cognitive mapping.  

Gunn and Williams (2007) advocate the use of strategic tools in the UK. They include a 
wide range of organizations (public, private, manufacturing and service) to analyze the 
utilization of tools and techniques. Their list of the SMTT is based on the previous 
research on the utilization of SMTT by Hussey (1997), Clark (1997), Rigby (2001), and 
Frost (2003). They find the following three tools utilized by over 50% of organizations: 
SWOT analysis, benchmarking, critical success factors analysis. Also it is noted that 
those tools are “associated as holistic methods” with focus to internal and external 
analysis. 
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Elbanna (2007) examines the utilization of strategic management tools and techniques 
as a part of the strategic planning process in Egyptian companies. He finds interesting 
results that “traditional tools” such as Porter’s Five Forces, BCG matrix, value chain 
analysis, experience curve analysis, General Electric matrix and Delphi technique are 
utilized by organizations in small cases. The most commonly used techniques were 
financial statement (cash-flow, income statement and budget), cost-benefit analysis, 
SWOT analysis, competitor analysis and portfolio analysis. Elbanna (2007) points out 
that large organizations have a significantly higher utilization than small ones.  

In the case of small and medium-sized enterprises Frost (2003) examines a significant 
strategic tools usage in Western Australia, Singapore, Hong Kong and Malaysia. 

One of the most recent surveys conducted by Aldehayyat and Anchor (2008) 
investigates the awareness and use of strategic planning tools and techniques by 
Jordanian public organizations. Fourteen strategic management tools and techniques 
were tested on 83 organizations. They found that the most used tools and techniques are 
financial analysis, PEST or STEP analysis, Porter’s Five Forces analysis, analysis of 
critical success factors and SWOT analysis. They also determine a relatively little 
difference between industrial, service and financial sectors regarding the utilization of 
management tools, except for PEST analysis, which was found to be used more in the 
industrial sector. Although their findings indicate that the age of a company does not 
affect the utilization of SMTT. 

Rigby and Bilodeau (2011) study the utilization of 25 management tools and reveal that 
the utilization of strategic management tools and techniques play a relatively important 
role in the organizational process. However, they note that in the fast-changing 
economic conditions organizations are cutting down their expenditure, including 
expenditure to management tools. 

The study of strategic management tools utilization and satisfaction with them carried 
out by Erbaşi and Ünüvar (2012) shows that the most frequently used management tool 
is customer relationship management, while the most satisfying tool is SWOT analysis. 
They conduct a study of 30 strategic management tools in 53 hotels in Turkey. They 
also determine a significant difference among organization operations years and 
decision-making level of strategic management in terms of utilization of strategic 
management tools. 

An analysis of the mentioned studies leads to suggest that academics included tools and 
techniques according to the two key characteristics. Firstly, according to advantages and 
disadvantages of each technique; and the secondly, according to the most commonly 
identified tools and techniques in the literature or high popularity of utilization by 
organizations in different countries. Also, it can be argued that the majority of the tools 
and techniques which academics reported in their studies can be associated with 
“traditional’’ management tools and techniques. It means that practitioners prefer to 
utilize more simple tools and techniques than more sophisticated ones. 
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Summing up, different studies in the field of strategic management tools and techniques 
present a mixed picture of tools utilization by managers in different countries. On the 
one hand, utilization of strategic management tools and techniques can bring a company 
success. On the other hand, the incorrect choice and utilization of tools and techniques 
can lead managers to the wrong decision. In general, the existing survey results of 
strategic management tools and techniques utilization have indicated that managers 
prefer to use “holistic” tools and techniques. 

Some academic articles reporting tool and techniques usage include just one or two 
questions about SMTT as a part of a major research. However, there is a need for a 
deeper understanding of the tools available in the literature and their utilization. The 
dissertation work will fill this gap in the literature by reporting the results that represent 
the managerial awareness of SMTT, their utilization and satisfaction with them by 
organizations working in the Czech Republic, as well as explore and identify the impact 
of management tools on organizational performance in the Czech Republic. 

 

2.2 Organizational performance 

Organizational performance (OP) is obviously a central issue in strategic management 
research. Several authors have analyzed the organizational performance in terms of 
corporate strategy (Venkatraman and Ramanujam, 1986; Chenhall and Langfield-Smith, 
1998, Murphy et al., 1996; Carton and Hofer, 2006;). 

There are few comprehensive definitions of organizational Performance. Laitinen 
(2002) describes organizational performance as “the ability of an object to produce 
results in a dimension determined a priori, in relation to a target”. Antony and 
Bhattacharyya (2010) define organizational performance “as a measure of how well 
organizations are managed and the value they deliver to customers and other 
stakeholders”. Carton and Hofer (2006) consider the concept of organizational 
performance as “based upon the idea that an organization is the voluntary association of 
productive assets, including human, physical and capital resources, for achieving a 
shared purpose”. In other words, organizational performance is a set of indicators 
showing the ability of a company to achieve its target.  

The literature presents different measures of organizational performance. There has 
been no study which would successfully propose and empirically test a 
multidimensional model of organizational performance (Carton, Hofer, 2006).  

As Babbie (1998) notices, measurements are “careful, deliberate, observations of the 
real world for the purpose of describing objects and events in terms of the attributes 
composing a variable”. A reasonable measurement system and measures focused on the 
given targets and possibilities help companies to survive in the unstable environment 
and adjust its own internal system. 

According to Nelly et al. (1995) performance measurement can be defined as “a process 
of quantifying the efficiency and effectiveness of action”. They divide performance 
measurement into several categories: quality, time, flexibility and costs.  
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Mostly, the literature on the topic of performance management considers an 
organization’s performance as financial and non- financial measures. The traditional 
measures used by managers are financial. Financial performance is a “measure of the 
change of the financial state of an organization, or of the financial outcomes that result 
from management decisions and the execution of those decisions by members of the 
organization” (Carton and Hofer, 2006).  

However, over the last years financial performance measures have been criticized as 
being too general and too late to help managers understand the main reason of 
performance problems, to stimulate managers for correct actions and focus on strategic 
issues (Chow and Van der Stede, 2006). Financial measures are also being criticized for 
being disconnected with an organization’s long-term goals (Ghosh and Wu, 2008). 

These and other criticisms of financial measures drive organizations to consider non-
financial measures, such as customer satisfaction, innovation, market share and 
stakeholder performance. In recent years, the need for non-financial measures has been 
voiced by many academics (Laitinen, 2002; Ghosh and Wu, 2008; Uyar, 2010).  

Academics consider non-financial measures important because “… they both reflect and 
affect financial value” and they effectively help to link management actions and an 
organization’s financial results (Ghosh and Wu, 2008). Moreover, a survey by Ernst & 
Young (1997) indicates that non-financial measures reflect and affect the financial 
value. Thus, there are several advantages of non-financial measures that have to be 
taken into consideration: 

• easy to quantify and understand;  

• direct attention to the physical processes, and hence help managers identify the 
precise problem areas that need improvement;  

• provide immediate short-run feedback on whether quality improvement efforts 
are succeeding; 

• useful indicators of long-run future performance; 

• managers can get a glimpse of the businesses progress well before a financial 
verdict is pronounced; 

• employees can receive better information on the specific actions needed to 
achieve strategic objectives; 

• investors can have a better sense of the company’s overall performance (Uyar, 
2010). 

Academics have mentioned many benefits of using non-financial measures, such us 
reflecting and affecting financial value of the companies, helping to link actions with 
financial results and focusing on long-term organizational strategies. Nelly et al. (1994) 
notice that performance measures have to be estimated from a strategic point of view. 
Thus, knowledge about the relation between strategic management and planning, their 
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tools and techniques and performance lead to sustainable growth and the successful 
development of a company. 

2.2.1 Strategic planning and organizational performance 

Strategic management supports a company to stand against unlikely events. The 
knowledge about the relation between strategic management and planning and 
organizational performance give a company an advantage for further successful 
development. Over the last years, empirical research in the field of strategic 
management has begun to take into consideration organizational performance as an 
important element of strategic planning. However, there is still not enough information 
about the influence of strategy planning on organizational performance. 

There is no doubt that strategic management tools and techniques (SMTT) are the most 
useful and important elements of strategic management. There are many types of SMTT 
with their own advantages and disadvantages. Companies apply them according to their 
preferences, targets and external conditions. In addition, the utilization of these tools 
and techniques as a part of the strategic management process should influence 
organizational performance by increasing the significant indicators of a company’s 
development and growth. 

Academics frequently draw attention on the organizational performance (Dess and 
Robinson, 1984). Early studies suggest that there is a positive link between strategic 
planning and organizational performance (Dess and Robinson, 1984; Pearce II et al., 
1987; Bracker et al., 1988). There is a detailed review of the literature on this issue by 
Dess and Robinson (1984) and Pearce II et al. (1987), which suggests that there is a 
positive direct relation between strategic planning and financial performance. However, 
Pearce et al. (1987) identify just a “tenuous link” between strategic planning and 
financial performance. 

Bracker et al. (1988) examine sophistication of the strategic planning process with 
financial performance and find a significant relationship. Followed by Dess and 
Robinson (1984), they present organizational performance as measures based on 
accurate available measures, such as growth of revenue, net income growth, present 
value and CEO cash compensation growth over a 5 year time frame (Bracker et al., 
1988). Miller and Cardinal (1994) also support this statement within their research; they 
find a strong and positive association between planning and growth. 

In 1990 the use of strategic management tools and techniques (SMTT) has been 
inseparably linked with strategic planning. Clark (1997) observed the use of strategic 
tools according to a three-phase strategic planning process: situation assessment, 
strategic analysis and strategic implementation. To the phase situation assessment, 
Clark (1997) included 15 internal organizational resources and features, such as the 
organization’s mission, objectives, strategy, structure etc. and 11 external environmental 
influences. The environmental analyses were separated into two groups: operating 
environment (such as the industry, markets, competitors, customers, suppliers and 
stakeholders) and remote environment (economic trends, social and political influences, 
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technological changes and developments). The second phase, strategic analysis, 
includes the generation and evaluation of strategic alternatives, and the selection of a 
specific strategy. The last third phase, strategic implementation involves the 
development of detailed plans, then the implementation of those plans and the 
monitoring of strategic performance (Clark, 1997). 

Despite the presumed positive link between strategic planning and organizational 
performance, Boyd (1991) notes that the positive effect on organizational performance 
is still unclear. He found a weak effect of planning on performance. 

Sarason and Tegarden (2003) argue that there is a positive relation between strategic 
planning and performance. However, they suppose that this influence is more 
significant on the early stage of the corporate life cycle of a company because of its 
development of competitive advantages. 

Later, a longitudinal analysis of relationships between strategic planning and 
performance was conducted by Cassar and Gibson (2005) with responses from 2956 
organizations over a four-year period. They confirm the evident link between planning 
activity and performance. The performance was measured by accessible financial data 
(sales growth) and quantifiable operational activities (employment growth). The results 
of this analysis are significant due to the following reasons: (1) a rigorously collected 
sample (over 2900 organizations); (2) they support the notion that planning is more 
prevalent in better performing organizations (regular planners associated with high 
levels of performance) (Gibson and Cassar, 2005). 

Glaister et al. (2008) identify a strong and positive relationship between formal strategic 
planning and organizational performance. They take into consideration the criticisms 
and limitations of the earliest study and consider the following performance measures: 
growth in profits, growth in sales volume, growth in market share, ratio of total sales to 
total assets and overall performance. However, the link between strategic planning and 
organizational performance was criticized because of small or no emphasis on 
examining organizational or contextual influences. The influence of strategic planning 
on organizational performance and elements of corporate context have been largely 
ignored (Glaister et al., 2008). 

Academics and researchers are still trying to find a relation between strategic 
management and planning and organizational performance and explain its influence on 
a company’s behavior and development. For example, Efendioglu and Karabulut (2010) 
investigate the influence of strategic planning on financial performance among Turkish 
companies and also support the previous studies. 

 

2.2.2 Strategic management tools and techniques and organizational 
performance  

In the literature there are numerous findings focused on the relationship between 
strategic planning and performance and only few studies regarding the relations 
between management tools and techniques and organizational performance. In other 
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words, despite the number of studies about management tools and techniques, there is 
little empirical support for this relationship. It should be noted that studies which 
examine the relationship between management tools and techniques and performance 
remain uncertain. Some of the studies have argued that the utilization of management 
tools and techniques influences organizational performance (Iseri Say et al., 2006; Al-
Khadash and Feridun, 2006; Indiatsy et al., 2014). While other studies conclude that 
there is no clear relationship between strategic management tools and techniques 
(SMTT) and organizational performance (Rigby, 1994, Friedl and Biloslavo, 2009; 
Efendioglu and Karabulut, 2010). 

Based on extensive literature review, it can be argued that there is a positive relationship 
between strategic planning and organizational performance. In addition, different 
strategic management tools and techniques intend to improve different organizational 
outcomes. There is no doubt that understanding the influence of SMTT utilization on 
organizational performance has also been suggested to be important. This suggestion is 
consistent with past studies that have demonstrated the link between performance and 
strategic planning, and also identified the link between SMTT and strategic planning 
(Clark, 1997; Cassar and Gibson, 2005, Glaister et al., 2008; Efendioglu and Karabulut, 
2010). 

According to Armstrong (1982) “strategic planning calls for generation of alternative 
strategies; and to generate those strategies organizations utilize management tools and 
techniques”. With the aim of achieving a better organizational performance companies 
invest money into different strategic management tools and techniques, employees, and 
in general to adapt the organization to new market conditions.  

One of the first studies which explore the effect of strategic management tools and 
techniques on organizational performance was conducted by Rigby (1994) for Bain & 
Company. He examined the relationships among five performance categories and 
strategic management tools and techniques to demonstrate the effect of tool utilization 
on performance. The categories of organizational performance were the following: 
financial results (sales revenue, sales revenue growth, profit, profit growth, net profit 
margin, return on asset, and cash flows); organizational integrity (innovative work-
processes, organizational and cultural adaptation to change, employee satisfaction and 
loyalty, quality of workforce, and level of institutionalization); performance capabilities 
(new product/service development, product/service quality, after-sales service quality, 
production flexibility and costs, and delivery speed); customer equity (customer 
satisfaction and loyalty, customer knowledge and interactions, responsiveness to 
customer needs, and market research); competitive advantage (market share, new 
product/service offers and speed to market, competitive and flexible pricing, and 
effective and low cost supply/distribution). As a result, he concludes that the 
relationship between tool utilization and organizational performance is not clear.  

Al-Khadash and Feridun (2006) discover a significant relationship between the level of 
strategic tools utilization (such as ABC, JIT, and TQM) and financial performance of 56 
industrial companies in Jordan (measured by return on assets). 
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A study by Iseri-Say et al. (2008) is focused on the question of how the adoption of 
management tools (the study considered a group of 25 tools) influences organizational 
performance. They examined tool adoption based on the five performance measures 
(financial results, organizational integrity, performance capabilities, customer equity, 
competitive positioning) proposed by Rigby (1994). They examined 106 Turkish 
companies. Their findings show a significant positive relationship between competitive 
positioning, organizational integrity, performance capabilities, customer equity, 
financial results and adoption of management tools and techniques. 

Other empirical results do not support the suggestion that the utilization of strategic 
management tools and techniques leads to better performance. Friedl and Biloslavo 
(2009) examine the correlation between 16 management tools with five financial 
indicators (time period 2001-2005) of 80 Slovenian construction companies. They 
focused on the next most relevant financial indicators, namely equity; return on equity 
(ROE); the financial independence indicator; financial structure indicator which 
indicates the level of indebtedness; the added value per employee.  

The authors find no strong connection between financial performance and management 
tools. The results show that for 14 out of 16 management tools the connection with 
financial performance cannot be confirmed, except two, namely, “Balanced Scorecard” 
and “optimization of costs by activities of a business process” The main difference of 
this study from previous research is that organizational performance is determined only 
on the basis of financial indicators.  

Efendioglu and Karabulut (2010) investigate the influence of specific strategy tools and 
their utilization on financial performance such as average sales growth per year, average 
profit per year, and average export growth per year. Selected tools are identified as the 
most commonly used tools (critical success factors, SWOT analysis, economic 
forecasting, value chain analysis, PEST/STEP analysis, what-if analysis, core 
capabilities analysis, growth share matrix (BCG) and Porter’s Five Forces analysis). 
Their findings present a significant increase in the importance and utilization of SMTT. 
However, only three from nine commonly used strategic tools are found to be correlated 
with financial performance: (1) what-if analysis and growth share matrix (BCG) were 
directly correlated with “average sales growth per year” and (2) economic forecasting 
was directly correlated with “average profit per year”. In other words, this means that 
the utilization of these above-mentioned tools allows companies to increase average 
sales and average profit. In addition, they notice that sales growth and average export 
growth are higher for companies which do not use strategic tools. Thus, the link 
between SMTT and organizational performance “remains somewhat unanswered”. 
Despite the fact that some links are identified between the utilization of SMTT and 
organizational performance, Efendioglu and Karabulut (2010) do not make any 
generalized statements because of the small number of respondents.  

Indiatsy et al. (2014) investigate how the application of Porter’s Five Forces influences 
organizational performance in the Kenyan banking industry. They find a strong positive 
relationship.  
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It should be noted that the utilization of different techniques helps managers to improve 
various organizational outcomes, such as market share, revenue growth, and overall 
revenues. For example, AbdulHussien and Hamza (2012) note that strategic 
management accounting techniques (such as activity-based costing, value chain 
analysis, benchmarking, balance scorecard etc.) are “reducing costs, improving product 
quality, and performance evaluation”. Several researches concluded that higher 
customer satisfaction and loyalty lead to better revenue, profitability and cash-flows 
(Heskettet et al., 1994, Ittner and Larcker, 1998; Williams and Naumann, 2011). In the 
context of manufacturing companies Dertouzes et al. (1989) note that high performing 
companies focused on customer-focused strategy tend to have high benefits from 
different management tools and techniques. 

To understand the relation between each particular tool and organizational performance, 
we should consider the objective of these SMTTs. For example, SWOT analysis, PEST 
analysis, Porter’s Five Forces are often used in academia in identifying an 
organization’s development. Egan (2002) identifies ten clusters of desired outcomes 
based on twenty seven organization development definitions, namely: 

- Advance organizational renewal  

- Engage organization culture change 

- Enhance profitability and competitiveness 

- Ensure health and well-being of organizations and employees 

- Facilitate learning and development 

- Improve problem solving 

- Increase effectiveness 

- Initiate and/or manage change 

- Strengthen system and process improvement 

- Support adaption to change 

Most of these clusters directly relate to organizational performance. The utilization of 
SWOT analysis, PEST analysis, Porter’s Five Forces can help companies consider the 
potential impact of influences in the internal and external environment. 

Another group of SMTT, such as customer satisfaction analysis, analysis of customer 
complaints, analysis of customers’ opinions and attitudes and market segmentation 
based on customer needs and wishes can be integrated to the group customer 
satisfaction measures. Based on the literature review we can analyze how these above-
mentioned tools connect with organizational performance. Research developed by 
Rigby (2001) reveals the role of fourteen management tools along five dimensions of 
organizational performance, namely: customer retention, customer satisfaction measure, 
customer segmentation, cycle time reduction, growth strategies, merger integration 
teams, mission and vision statements, one-to-one marketing, pay-for-performance, 
strategic alliances, strategic planning, supply chain integration, total quality 
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management, virtual teams. In our case, it concerns the following tools: customer 
satisfaction analysis, analysis of customer complaints, analysis of customers’ opinions 
and attitudes and market segmentation based on customer needs and wishes. These tools 
are helping companies to understand their customer groups. Data collected through 
these analyses help companies to decide their problems throughout their customers: to 
get information about customers’ needs and wishes, to adapt products to targeted 
customer segments. According to Rigby’s (2001) study, these tools are positively 
correlated with the following performance measures: customer equity and competitive 
positioning. Customer equity relates to customer needs, loyalty and customer 
satisfaction, market research. Competitive positioning is about how well an organization 
differentiates the value for its market. These sets of measures reflect non-financial 
measures.  
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Chapter 3 Research methodology 
This chapter explains the appropriate research methodology used in this research 
(Figure 4). The chapter begins with addresses the purpose of the research, process of the 
research, logic of the research and outcome of the research proposed by Collin and 
Hussey (2003). This is followed by research strategy and research design. Finally, the 
last section describes the reliability and validity of this research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(Source: Developed for this research) 

Figure 4: Research methodology  
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3.1 Types of business research 

The dissertation work presents the theoretical and practical part in the topic of strategic 
management tools and techniques and organizational performance. The theoretical part 
is based on the analysis of secondary literature sources. The following secondary 
literature sources were used: 

• Journals (Management Decision, Strategic Change, Journal of Business Strategy, 
Journal of Change Management etc.) 

• Books  

• Market research reports 
• Conference proceedings 
• Databases (Ebsco, Emerald, Science Direct, Scopus) 

According to Collin and Hussey (2003) the research can be classified by: 

• the purpose of the research – the reason why are you conducting it 

• the process of the research – the way in which you will collect and analyse your 
data 

• the logic of the research – whether you are moving from the general to the 
specific or vice versa 

• the outcome of the research – whether  you are trying to solve a particular 
problem or make a general contribution to knowledge. 

According to the purpose of the research it was used the next types of the research: 

Exploratory research is “conducted into a research problem or issue when there are very 
few or no earlier studies to which we can refer for information about the issue or 
problem. The aim of this type is to look for patterns, ideas or hypotheses, rather than 
testing or confirming a hypothesis. A hypothesis is an idea or proposition which can be 
tested for association or causality by deducing logical consequences which can be tested 
against empirical evidence”.   

Descriptive research is “research which describes phenomena as they exist. It is used to 
identify and obtain information on the characteristics of a particular problem or issue. 
Descriptive research goes further in examining a problem, since it is undertaken to 
ascertain and describe the characteristics of the pertinent issues”.  

Analytical or explanatory research is a “continuation of descriptive research. The 
researcher goes beyond merely describing the characteristics, to analysing and 
explaining why or how it is happening. Thus, analytical research aims to understand 
phenomena by discovering and measuring causal relations among them”. (Collis, 
Hussey, 2003)  

The process of the research is differentiated by looking at the approach adopted by the 
researcher: quantitative and qualitative (Collis, Hussey, 2003). The author used the 
quantitative approach of research. The aim of the quantitative approach is to collect and 
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analyse data about SMTT and organizational performance, and to apply statistical 
analysis. 

A standard classification according to the logic of the research divides it into deductive 
research and inductive research. Deductive research is working from the more general 
to the more specific. This research is used to create the hypothesis of the research, 
which will be later verified (Figure 5) (Collin, Hussey, 2003). 

 
Figure 5: Deductive research 

Inductive research is ”a study in which theory is developed from the observation of 
empirical reality; thus general inferences are induced from particular instances, which is 
the reverse of the deductive method” (Collin, Hussey, 2003). That research will be used 
to generalize received findings (Figure 6). 

 
Figure 6: Inductive research 

Table 3 shows which types of the research which were used in the dissertation work.  

Table 3: Types of the research 

Research 
Classification 

Type of 
research 

Reason 

Purpose of the 
research 

- Exploratory  1. To clarify and explore the ideas and 
hypotheses in the field of SMTT 

2. To assess which existing theories and concepts 
can be applied to the problem 

Observation 

Tentative 
Hypothesis 

Pattern 

Theory 

Theory 

Hypothesis 

Observation 

Confirmation 
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3. To identify how utilization of SMTT influence 
to organizational performance 

Purpose of 
the research 

 

- Descriptive 1. To identify the level of managerial awareness 
of SMTT 

2. To identify the level of SMTT utilization  

3. To examine the satisfaction level with SMTT 

-Analytical  1. To analyse if the awareness of SMTT have an 
influence on SMTT utilization 

2. To analyse if the satisfaction level with SMTT 
have an influence on SMTT utilization 

3. To analyse if the size of the organizations have 
an influence on SMTT utilization 

4. To analyse if SMTT utilization has a positive 
influence on financial performance outcomes 

5. To analyse if SMTT utilization has a positive 
influence on competitive positioning outcomes 

6. To analyse if SMTT utilization has a positive 
influence on customer orientation outcomes 

7. To analyse if SMTT utilization has a positive 
influence on organizational integrity outcomes 

8. To test the relationships between SMTT and 
organizational performance outcomes.  

Process of the 
research 

Quantitative 
research 

Questionnaires 

Logic of the 
research 

Deductive To create the hypothesis of the research, which 
will be later verified 

 Inductive To generalize received findings    

Outcome of 
the research 

Applied To understand how utilization of SMTT 
influence on  organizational performance 
outcomes 

(Source: Developed for this research) 

The outcome of the research is classified into applied or basic research. Basic research 
is also known as fundamental or pure research. This research attempts to expand the 
knowledge of a process of business and management. It deals with fundamental 
knowledge by developing and testing theories. While applied research is targeted at 
solving a particular management problem. This outcome of research gives relevant 
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information for making business directions. Applied research may test the theory 
propounded by basic research. 

In the dissertation work, applied research will be used. The research hypotheses stated 
in Chapter Two are more likely to be associated with social or practical problems, 
identify whether the desired outcomes were achieved and to establish an understanding 
or explanation. Thus, this research falls into the applied research category. 

 

3.2 The research strategy and research design 

Saunders et al. (2003) consider the following research strategies: experiment, survey, 
case study, grounded theory, ethnography, action research, cross-sectional and 
longitudinal studies, and exploratory, descriptive and explanatory studies. The research 
strategy of this study is the survey strategy. As mentioned by Saunders et al. (2003), this 
strategy is very popular in business and management research. The following 
advantages of survey strategy were mentioned by Saunders et al. (2003): 

- very economical 
- allow to collect large amount of data 
- allow to compare with other studies 
- perceived as authoritative by people 
- give more control over the research process 

Disadvantages of survey strategy: (Saunders et al. (2003) 

- require much time to design and pilot the questionnaire 
- analysis of results can require appropriate computer package 
- time-consuming 
- limit to the number of questions 

In the dissertation work, the questionnaire technique is used, which belongs to the 
survey strategy. Figure 7 demonstrates the types of questionnaire. As can been from 
Figure 7 there are various types of questionnaires possible to choose. A self-
administered questionnaire is used in this research. It means that this type of research is 
completed by respondents. As can be seen from Figure 7, this type of questionnaire can 
be delivered and returned electronically (through the internet), by post or delivered and 
returned by hand. The on-line questionnaire and hand delivery/collection methods were 
used to collect data in order to test the hypotheses. 
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(Source: Saunders et.al, 2003) 

Figure 7: Types of questionnaire  

The choice of questionnaire was influenced by the following factors: 

• importance to rich a particular person 
• high confidence that right person has responded 
• anonymity 
• easy to use for respondents 
• minimum of expenses/ financial implication 
• easy of data coding 

To achieve the main purpose of the dissertation work, two researches were prepared. 
The first research helps to get knowledge about strategic management tools and techniques. 
The second research helps to investigate the level of strategic management tools and 
techniques utilization and techniques as well as to examine and identify the impact of 
management tools utilization on organizational performance in the Czech context.  

First research: 

The questionnaire was accompanied by a covering letter. As noted by Dillman (2000) 
the covering letter affect the response rate. The beginning of the questionnaire explains 
the purpose of the survey, the importance of the respondent participation and respondent 
confidentiality. The end of the questionnaire explained what the respondent needs to do 
with a completed questionnaire. The author formed a list of 31 SMTT based on the 
previous studies with focus on the use of strategic tools and techniques (Hussey, 1997; 
Clark, 1997; Frost, 2003; Gunn and Williams, 2007, Rigby and Bilodeau, 2007; 
Aldehayyat and Anchor, 2008). Table 4 provides a list of surveyed SMTT.  

This research helps to get knowledge about strategic management tools and techniques 
in the Czech Republic. The research took place in 2010 – 2011. Data were collected 
through an online questionnaire. The online questionnaire was deliberately sent to the 
participants of an MBA program, organized by the Faculty of Business and 
Management in cooperation with Nottingham Business School. The group of 
respondents is relatively homogeneous – there are top- and middle-level managers with 
a clear focus on the strategic management of problems and challenges.  
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The main purpose of this questionnaire was to investigate which tools and techniques 
were used by companies in Czech Republic, as well as to assess the satisfaction level 
and awareness with these tools and techniques. This research provides a fresh look to 
strategic management tools and techniques in the Czech context. A comparative 
analysis of strategic management tools and techniques utilization presents the current 
tendency in different countries. In addition, this research was a base to form a list of 
strategic management tools for the next research. The questionnaire research consists of 
three parts. 

In the first part of the research, respondents were asked to indicate their level of 
awareness with SMTT (see Appendix). This information allows the author to assess the 
managers' perception of tools and techniques of strategic management in the Czech 
market.  

In the second part of the research, respondents were asked about the utilization of 
different strategic management tools and techniques (from a total of 31 tools and 
techniques) and their satisfaction level with them. Respondents were asked to indicate 
the level of SMTT utilization. After this, respondents were asked to rate their 
satisfaction level with strategic management tools and techniques. 

In the last part of the research, the participants were asked about the general 
organizational characteristics of the company (Appendix D). 

Table 4: List of strategic management tools and techniques 

Analysis of customers complaints Customer Life-time Value 
Analysis of views and employee 
attitudes 

Portfolio analysis 

Customer Satisfaction Analysis Balanced Scorecard (BSC) 
Level of Service Analysis Customer Profitability Analysis 
Market share analysis Customer value analysis 
Analysis of customers’ opinions and 
attitudes 

Customer Purchase Plan Analysis 

Price analysis Market segmentation based on 
customer needs and wishes 

Benchmarking New Product Acceptance Analysis 
ABC Finance analysis (‘’brand equity’’) 
Winn-loss Analysis of Advertising 

Effectiveness 
Analysis of customer defection Cost-Benefit Analysis 
Analysis of relative profitability Porter‘s 5-forces 
Net promoter score Strategic Gap Analysis 
budget ratio“ ,„share of wallet’’ Value chain analysis 
PEST analysis SWOT analysis 
Produkt Life-Cycle Analysis  

(Source: Developed for this research 
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Second Research: 

The aim of this thesis is to investigate the level of strategic management tools and 
techniques utilization and techniques as well as to examine and identify the impact of 
management tools utilization on organizational performance in the Czech context. In 
order to achieve the main aim of this study the second research was prepared.  

As was mentioned above, the list of the management tools and techniques was based on 
previous studies with a focus on the use of strategic tools and techniques (Hussey, 1997; 
Clark, 1997; Frost, 2003; Gunn and Williams, 2007; Rigby and Bilodeau, 2007; 
Aldehayyat and Anchor, 2008). Also, the author took into consideration the first 
research conducted in 2010- 2011, where the author investigated the nature of 31 
management tools and techniques by determining the utilization and satisfaction level 
with them in companies in the Czech Republic. In the first research, it was observed the 
following top 10 strategic management tools and techniques, namely: SWOT analysis, 
customer satisfaction analysis, price analysis, analysis of views and employee attitudes, 
cost-benefit analysis, analysis of customers complaints, analysis of customers’ opinions 
and attitudes, Porter’s five forces, PEST analysis, level of service analysis, market 
segmentation, market –  share analysis. In second research, the author concentrated on 
19 management tools and techniques. The list is as follows (Table 5):  

Table 5: List of strategic management tools and techniques 

SWOT analysis 

Cost-benefit analysis 

Customer satisfaction analysis 

Analysis of customers complaints 

Analysis of employee satisfaction (views and employee attitudes) 

Market segmentation based on customer needs and wishes 

Price analysis 

Market share analysis 

Customer profitability analysis 

Benchmarking 

Level of service analysis 

Life cycle analysis 

Porter‘s 5 forces 

PEST analysis 

Portfolio methods 

Balanced scorecard 
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Value chain analysis 

Activity based costring 

Critical success factors 

(Source: Developed for this research) 

Data were collected via questionnaire sent by e-mail to companies in the Czech 
Republic. The sample of the research consists of 230 respondents. The questionnaire 
includes three parts; the first part involves questions concerning the organization details 
(industry; number of employees). The next part indicates the utilization level of 
nineteen management tools and techniques in Czech companies. Each participant was 
required to state which of the strategic management tools and techniques the company 
utilizes. The participants indicated the level of utilization (Appendix E). The last part 
raises questions concerning organizational performance according to the respondents 
perception. 

Measurement of Organizational Performance 

In order to test the relationship between strategic management tools and techniques and 
organizational performance, there is a necessity to select suitable measures of 
organizational performance. The literature presents different measures of organizational 
performance. According to Carton and Hofer (2006) there is “no study that has 
successfully proposed and empirically tested a multidimensional model to organization 
performance of the companies”. 

Based on the Venkatraman and Ramanujam’s (1986) there are two types of data 
approaches used to measure organizational performance. The subjective approach refers 
to primary data, while the objective approach refers to secondary data. Hult et al. (2008) 
examine the measurement of performance in 96 articles in international business 
research. Their findings revealed that 55 studies used primary measures and 39 studies 
used secondary measure. In other words, the subjective approach, drawing on the 
executives’ or managers’ perceptions of performance, has been used extensively by 
researchers. It is important to note that primary data (managerial perception) can be 
more reliable than secondary data for the following reasons: (1) in an emerging market, 
the objective approach can be unreliable (Lukas et al., 2001); (2) when a company do 
not want to give/provide financial, operational or overall performance data; (3) primary 
approach provides researchers with information on how managers understand and place 
on different variables of organizational performance; (4) it reflects the perceptual 
differences (such as national, organizational, professional etc.) among the managers in 
different countries (Hult et al. 2008). Dess and Robinson (1984) find that subjective 
measures of organizational performance are correlated with objective performance 
measures. 

For example, Al-Khadash and Feridun (2006) measured organizational performance by 
return on assets. Rigby (1994) and Iseri Say et al. (2008) measured performance by 25 
outcomes, namely sales revenue, sales revenue growth, profit, profit growth, net profit 
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margin, return on asset, cash flows, innovative work-processes, organizational and 
cultural adaptation to change, employee satisfaction and loyalty, quality of workforce, 
and level of institutionalization, new product/service development, product/service 
quality, after-sales service quality, production flexibility and costs, delivery speed, 
customer satisfaction and loyalty, customer knowledge and interactions, responsiveness 
to customer needs, market research, market share, new product/service offers and speed 
to market, competitive and flexible pricing, and effective and low cost 
supply/distribution. 

Some studies focused only on the financial outcomes of organizational performance. 
For example, Friedl and Biloslavo (2009) measured performance by equity, return on 
equity, the financial independence indicator, which reflects the ratio between the equity 
and the assets of a company, the horizontal financial structure indicator, and the added 
value per employee. Efendioglu and Karabulut (2010) also investigated the financial 
performance outcomes, namely sales growth, profit, and export growth.  

Consequently, the present study focuses on subjective approach, in order to understand 
the manager’s perception of organizational performance. Since there is no successfully 
proposed and empirically tested a multidimensional model of organizational 
performance, measures of OP were based on items derived from a number of previous 
researches. Organizational performance was measured by multiple dimensions of 
performance rather than a single dimension. A list of 14 financial and non-financial 
outcomes of organizational performance was used. It was selected the following 
variables – cash-flow, return on equity, return on assets, sales growth, market share, 
customer satisfaction, product quality, new product /service offers, company ability to 
innovate performance, organizational adaptation to the changing conditions of the 
environment and employee satisfaction. These categories have been suggested as the 
crucial drivers of organizational performance (Rigby, 1994; Denison, 2000; Yilmaz et 
al., 2005).  

The respondents were asked to assess their performance outcomes to their competitors 
on a five-point Likert scale. The respondents were also asked to indicate the importance 
of each performance outcomes to their organization on a five-point Likert scale.  
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Determining sample size 

The sampling techniques can be divided in two groups: 

-probability or representative sampling 

-non-probability or judgemental sampling 

The judgemental sampling technique was used for the first research. The main goal of 
this technique is to make a generalisation from the sample to the wider population of 
interest. As Patton (2002) noted, judgemental sampling can be used to select 
information to be statistically representative in probability sampling. This technique was 
used by the author in order to have more accurate results about strategic management 
tools and techniques in the Czech Republic and provide the author with information to 
make generalisations of SMTT for the next research. It was necessary for this research 
to involve managers with a clear focus on strategic management challenges. Therefore, 
this type of techniques was effective to generate the list of strategic management tools 
and techniques for the second research. 

The first questionnaire was sent to 90 manufacturing and service companies working in 
the Czech Republic. Completed questionnaires were received from 74 respondents. The 
usable response rate was 82.2 per cent. Data were collected through an online 
questionnaire. The web form of the questionnaire was deliberately sent to participants of 
an MBA program organized by the Faculty of Business and Management in cooperation 
with the Nottingham Business School. The high level of response rate can be explained 
by face-to-face contact with respondents, after which the survey was mailed to those 
who had accepted to participate. 16 organizations refused to participate in the survey. 
All received data were fully completed, in other words there were no missing or 
incomplete answers. 

The stratified sampling technique was used for the second research, which correspond 
to the structure of the population. Stratified sampling is a “probability sampling 
procedure in which the target population is first separated into mutually exclusive, 
homogeneous segments (strata), and then a simple random sample is selected from each 
segment (stratum)” (Johnnie, 2012). 

In order to be included in the sample for the second research, the companies should 
meet the following criteria: 

- Country: Czech Republic 

- NACE Rev. 2 main sections: manufacture, service 

- Category of companies by size: small (10-49); medium (50-250) large (more 
than 250 employees) 

Micro companies (fewer than 10 employees) were not considered in the study. Micro 
companies are also using management tools and techniques; however they utilizing 
management tools and techniques more on the intuitive level, while for example in large 
companies the utilization of management tools and techniques are more formalized. 
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In order to define a survey sample size, there was a need to determine a population; 
margin of error (or Confidence Interval); confidence level and standard deviation. The 
confidence level corresponds to a Z-score. 95% was chosen for this study - Z-
score=1.96; 5% standard deviation, and a margin of error (confidence interval) of 5%. 
The next formula was used to calculate sample size: 

                                       (1) 

where n – minimum sample size;  

Std.Dev – standard deviation;  

z – Z-score 

= 384 respondents 

Due to the low response rates, the number of the mailed questionnaires was expanded. It 
was sent to nearly 1200 respondents in the manufacturing and service industry in the 
Czech Republic. A total of 230 questionnaires were filled and returned, thus making a 
response rate of 19.1 per cent. 

The purpose of the study required to compare strata to each other, therefore, a 
disproportionate stratified sample was chosen. Disproportionate allocation allows to 
have a “balanced allocation” of sectors, which is appropriated in this study, in order to 
compare the difference in strategic management tools and techniques utilization in two 
sectors: manufacturing and services. 

 

3.3 The credibility of research findings 

In order to reduce the possibility of getting the answer wrong, the attention should be 
paid to the next aspects: reliability and validity in research (Saunders et al., 2003). 
Joppe (2000) provides the following definition of reliability “the extent to which results 
are consistent over time and an accurate representation of the total population under 
study is referred to as reliability and if the results of a study can be reproduced under a 
similar methodology, then the research instrument is considered to be reliable”. The 
validity of the research he describes on the following way “validity determines whether 
the research truly measures that which it was intended to measure or how truthful the 
research results are. Researchers generally determine validity by asking a series of 
questions, and will often look for the answers in the research of others”. 

In this research, the author using a quantitative approach using a self-administered 
questionnaire. The reliability and validity in this study can be assessed by the following 
factors. At the early stage of this research, discussions with academic colleague and 
managers were carried out to collect information on the problem area. After that, the 
questions and measures of the variables in the questionnaire were drawn from the 
intensive literature review. Regarding this, the research area was clarified in order to 
conduct the research. This research is directed to substantially extent the previous 
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findings in the context of management tools and techniques utilization and their impact 
on variety organizational performance outcomes in the Czech Republic. The descriptive 
and analytical approaches were carried out to test research hypotheses. Cronbach’s 
alpha test was applied to test the internal consistency of the responses. The Cronbach’s 
alpa were computed in SPSS program.  

 

3.4 Research Framework: linking strategic management tools and techniques 
to organizational performance 

It is clear that most companies are trying to be effective and successful. It is important 
for a company’s values to align with strategies. Strategies, for example, can be well 
thought out with adoption of different management tools and techniques. The utilization 
of strategic management tools and techniques is essential in running a successful 
organization. Many tools and techniques are proposed to improve organizational 
performance. However, it can be argued that the relation between strategic management 
tools and techniques and organizational performance is unclear. There is a source of 
conflict about the influence of the utilization of management tools and techniques on 
organizational performance. In general, the literature discussed above suggests a need 
for a wider understanding of this relation. The empirical evidence on the impact of 
strategic management tools and techniques on organizational performance is equivocal. 
As mentioned before, there is still a gap between strategic management tools and 
techniques and organizational performance. Solving this problem will help not just for a 
better understanding of strategic management tools and techniques, but also reduce the 
indeterminacy related to the implementation of strategic management tools and 
techniques.  

Therefore, the objective of this dissertation is to investigate the level of strategic 
management tools and techniques utilization and techniques as well as to examine and 
identify the impact of management tools utilization on organizational performance in 
the Czech context.  

With regard to the above-mentioned aspects, understanding how SMTT utilization 
influences organizational performance has been suggested to be important. This 
suggestion is consistent with past studies which have demonstrated the link between 
performance and strategic planning, and also identified the link between SMTT and 
strategic planning. As noted Armstrong (1982) “strategic planning calls for generation 
of alternative strategies; and to generate those strategies organizations utilize 
management tools and techniques”. With the aim of achievement the better 
organizational performance organizations are investing money to the different strategic 
management tool and techniques, employees, and general to organization to adapt it for 
the new conditions of market.  

The relationship between strategic management tools and techniques and organizational 
performance was not sufficiently examined in previous studies, therefore the purpose of 
this thesis is to substantially extent the previous findings in the context of management 
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tools and techniques utilization and their impact on variety organizational performance 
outcomes. 

The above-mentioned studies demonstrate evidence that utilization of SMTT affects 
organizational performance. In other words, previous studies suggested that the 
adaption of SMTT improves financial and non-financial outcomes. For example, Iseri-
Say et al. (2008) identify the effect of the utilization of 25 management tools on 
financial performance. They include such measures as sales revenue, sales revenue 
growth, cash-flow, return on assets, net profit margin, profit growth, profit.  

Also, some researches provide evidence how particular management tool improve 
financial performance. Friedl and Biloslavo (2009) find a link between tools such as 
activity-based costing, balanced scorecard and financial performance of the Slovenian 
construction sector. Efendioglu and Karabulut (2010) find a positive relation between 
change of sales growth, profit and utilization of what-if analysis, portfolio method 
(growth share matrix) and economic forecasting. Many SMTT, such as cost-benefit 
analysis, activity-based costing, balanced scorecard, customer profitability analysis etc., 
were proposed as tools that support organizational performance.  

From a theoretical point of view, the utilization of different management tools and 
techniques helps companies to reflect the internal and external competitive 
environment, structure strategic management activity, support the decision-making 
process, customer requirements, improve financial performance outcomes, rationalize 
production costs and reflect new priorities. Managers and executives of companies 
looking for suitable tools and techniques in order to investigate the internal and external 
cost of the products/service get market information, product costs, analyze customer 
needs and wishes, predict and assess the company’s performance, as well as ensure 
competitive advantage in production activities. In this sense the adoption and 
combination of different management tools and techniques may improve the financial 
and non-financial measures. 
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(Source: Developed for this research) 

Figure 8: Proposed research framework  

The performance of the companies is measured by fourteen measures of organizational 
performance. From an extensive literature review, the following variables were selected 
– cash-flow, return on equity, return on assets, sales growth, market share, customer 
satisfaction, product quality, new product /service offers, company ability to innovate 
performance, organizational adaptation to the changing conditions of the environment 
and employee satisfaction (Figure 8). These categories have been suggested as the 
crucial drivers of organizational performance (Rigby, 1994; Denison, 2000; Yilmaz et 
al., 2005).  
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3.5 Formulation of research questions and hypotheses 

The development of the research question is the most important step in research (Figure 
9). Research questions arose from an extensive literature review (problem area, gaps in 
the literature, interest in untested theory). The research questions present the idea which 
is examined in the study, while the hypotheses attempt to answer the research questions. 

The aim of this study is to identify and explore the relationships between strategic 
management tools and techniques utilization and organizational performance in the 
Czech context.  

 

(Source: Developed for this research) 
Figure 9: Development of research questions and hypothesis 
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Research Question: What is the nature of strategic management tools and 
techniques?  

This question examines the prior literature with respect to worldwide studies in 
strategic management tools and techniques and organizational performance. The 
comprehensive and structured analysis of existed worldwide studies according the relation 
between the SMTT and organizational performance will bring the significant knowledge about 
the development of strategic management and highlight the importance of the SMTT utilization 
among companies for stable further growth . 

Research Question I: What are the factors that could influence utilization of 
strategic management tools and techniques? 

Based on an extensive literature review, the utilization of strategic management tools 
and techniques could be influenced by factors such as awareness of SMTT, satisfaction 
level with SMTT and a company's size. It has been mentioned in the literature that the 
level of awareness may be a determining factor affecting utilization of strategic 
management tools and techniques (Gunn and Williams, 2007; Elbanna, 2007; 
Aldehayyat and Anchor, 2008; Erbaşi and Ünüvar; 2012). For example, Gunn and 
Williams (2007) found a significant relationship between the utilization of strategic 
management tools and techniques and the background of respondents. Aldehayyat and 
Anchor (2008) mention that managers need to enhance their knowledge about tools and 
techniques. Also, they found that even though managers were aware of most tools and 
techniques, they did not utilize them all. This could be explained by the difficulties in 
implementation of some SMTT. Erbasi (2012) determined that companies give more 
attention to the tools of which they had a better knowledge. In this view, it is important 
to determine if the relationship between utilization and awareness with SMTT exists in 
Czech companies. 

The next factor which can be considered as determining is the satisfaction level with 
SMTT. Over the last years academics highlighted managers' use of management tools 
and techniques, and satisfaction with them in different countries by reporting their 
results of tools and techniques utilization by organization (Rigby, 2001; Aldehayyat and 
Anchor, 2008; Ghambi, 2005; Gunn and Williams, 2007; Rigby and Bilodeau, 2011). 
Rigby (2001) mentions in his study that successful companies utilize more strategic 
management tools and techniques than unsuccessful ones. He found that successful 
companies were more satisfied with SMTT. Also, previous studies have investigated the 
relationship between company size and utilization of strategic management tools and 
techniques (Stonehouse and Pemberton, 2002l; Elbanna, 2007; Aldehayyat and Anchor, 
2008; Alldehayyat et al., 2011). For example, Elbanna (2007) points out that large 
companies have a significantly higher utilization than small ones. It can be argued that 
the utilization of strategic management tools and techniques is more common in large 
companies. However, in the case of small and medium-sized enterprises academics also 
found significant strategic tools utilization. Therefore, the next hypothesis was drawn 
for the first research question (Figure 10): 
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Hypothesis 1a (H1a): There is a significant positive relation between utilization and 
awareness with SMTT in Czech companies. 

Hypothesis 1b (H1b):  There is a significant positive relation between utilization and 
satisfaction with SMTT in Czech companies. 

Hypothesis 1c (H1c): There is a significant positive relation between utilization of 
SMTT and size of organization 

 

 

 

 

 

(Source: Developed for this research) 
Figure 10: Proposed research framework for research question I 

Research Question II: Does the utilization of SMTT influence the performance of 
an organization? 

The next hypotheses were proposed based on the link between the SMTT and OP. 
Previous studies have demonstrated evidence that the utilization of SMTT affects 
organizational performance. In other words, previous studies suggested that the use of 
SMTT improves financial and non-financial outcomes. For example, Iseri-Say et al. 
(2008) identify the effect of the utilization of 25 management tools on financial 
performance. They include such measures as sales revenue, sales revenue growth, cash-
flow, return on assets, net profit margin, profit growth, profit.  

Also, some researches provided evidence on how particular management tools improve 
financial performance. Friedl and Biloslavo (2009) found a link between tools such as 
activity-based costing, balanced scorecard and financial performance of the Slovenian 
constructor sector. Efendioglu and Karabulut (2010) found a positive relation between 
change of sales growth, profit and utilization of what-if analysis, portfolio method 
(growth share matrix) and economic forecasting. Many SMTT, such as cost-benefit 
analysis, activity-based costing, balanced scorecard, customer profitability analysis etc., 
were proposed as tools that support organizational performance by improving customer 
satisfaction and retention, increasing market share, learning the position of a company 
in comparison with competitors, enhancing profits. 

From a theoretical point of view and based on previous research findings, the utilization 
of different management tools and techniques helps companies to reflect the internal 
and external competitive environment, structure strategic management activity, support 
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the decision-making process, customer requirements, improve financial performance 
outcomes, rationalize production costs and reflect new priorities. In this sense, the 
adoption and combination of different management tools and techniques may improve 
financial and non-financial measures. 

Therefore, in order to predict that there will be a relationship between strategic 
management tools and techniques utilization and organizational performance, the 
following hypotheses were formulated (Figure 11):  

H2a: There is a significant positive relationship between utilization of strategic 
management tools and techniques and financial performance outcomes. 

H2b: There is a significant positive relationship between strategic management tools 
and techniques and competitive positioning outcomes. 

H2c: There is a significant positive relationship between utilization of strategic 
management tools and techniques and customer orientation outcomes. 

H2d: There is a positive relationship between strategic management tools and 
techniques and organizational integrity outcomes. 

 

 

 

 

 

 

 

 (Source: Developed for this research) 

Figure 11: Proposed framework for research question II 
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Chapter 4 Research findings and discussion 

4.1 First research: profile of a sample 

The survey was conducted in the years 2010 and 2011. After initial contact, the 
questionnaire was sent to 90 manufacturing and service companies working in the 
Czech Republic. Completed questionnaires were received from 74 organizations. The 
usable response rate was 82.2 per cent. The high level of response rate can be explained 
by face-to-face contact with respondents, since the survey was mailed to those who had 
accepted to participate. 16 organizations refused to participate in the survey.  All 
received data were fully completed, in other words there were no missing or incomplete 
answers. The sample includes 44.6% of manufacturing companies and 55.4% of service 
companies (Table 6). 

Table 6: Characteristics of respondents 

Type of industry Number of companies Percentage in the total 
sample 

Manufacturing 33 44,6% 

Service 41 55,4% 

Company size Number of companies Percentage in the total 
sample 

Small company 31 41,9% 

Medium company 10 13,5% 

Large company 33 44,6% 

(Source: own elaboration) 

The size of the companies was measured by the number of employees. Companies were 
classified from 10-49 employees (41.9 percent) to over 250 employees (44.6 percent). 
As noted in the literature, larger organizations tend to utilize more SMTT, also large 
organizations utilize more sophisticated management tools compared to smaller ones. 
Therefore, this research leads to identify if organization size influences the utilization of 
SMTT in Czech organizations. 

 

4.1.1 Descriptive Statistics: Utilization of strategic management tools and 
techniques 

The respondents were asked to indicate the strategic management tools and techniques 
which they utilized. The selection was based on a list of 31 strategic management tools 
and techniques. The percentage of SMTT utilization has been calculated and ranked 
(Table 7). It was observed that 15 strategic management tools and techniques were used 
by over 50% of organizations, namely: SWOT analysis, customer satisfaction analysis, 
price analysis, analysis of views and employee attitudes, cost-benefit analysis, analysis 
of customers complaints, analysis of customers' opinions and attitudes, Porter's Five 
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Forces, PEST analysis, level of service analysis, market segmentation, market-share 
analysis, customer profitability analysis and benchmarking.  

Table 7: Utilization of strategic management tools and techniques 
Strategic management tools and 
techniques 

 

Rank  Used 
(%) 

Regularly 
(%) 

Frequently 
(%) 

Not 
Used 
(%) 

SWOT analysis 1 93 49 44 7 
Customer  Satisfaction  Analysis 2 82 55 27 18 
Analysis of views and employee attitudes 3 77 32 45 23 
Price analysis 3 77 57 20 23 
Cost-Benefit Analysis 4 70 47 23 30 
Analysis of customers complaints 5 69 35 34 31 
Analysis of customers‘ opinions and 
attitudes 6 66 23 43 34 

Porter‘s 5 forces 7 65 9 56 35 
PEST analysis 8 64 23 41 36 
Level of Service Analysis 9 62 28 34 38 
Market share analysis 10 58 35 23 42 

Market segmentation based on customer 
needs and wishes 

10 58 32 26 42 

Customer Profitability Analysis 11 57 24 33 43 
Benchmarking  12 54 30 24 46 
Analysis of customer defection 13 50 8 42 50 
Analysis of relative profitabilty 14 49 27 22 51 
Win-loss analysis 15 45 15 30 55 
Customer Purchase Plan Analysis 15 45 7 38 55 
Portfolio analysis 16 41 12 28 59 
Customer value analysis 17 38 12 26 62 
Analysis of Advertising Effectiveness 18 36 15 22 64 
New Product Acceptance Analysis 19 35 8 27 65 
Produkt Life-Cycle Analysis 19 35 15 20 65 
Balanced Scorecard (BSC)  20 32 15 18 68 
Strategic Gap Analysis 21 31 4 27 69 
ABC (Aktivity-based costing)  22 28 16 12 72 
Value chain analysis 23 27 8 19 73 
Finance analysis „brand equity“ 24 23 12 11 77 
Customer Life-time Value 25 19 4 15 81 
Analysis of the proportion of expenditure 
on customer purchases („budget ratio“ 
,„share of wallet“) 

26 11 1 9 89 

Net promoter score  27 8 3 5 92 
(Source: own elaboration) 

It was found that one of the most popular strategic management tools and techniques 
among Czech organizations is SWOT analysis. SWOT analysis helps managers and 
executives build a strong business strategy by considering strengths, weaknesses, 
opportunities and threats in the market place. The high rank of SWOT analysis can be 
associated with simple utilization; managers can plan the alignment of a firm's resources 
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with its environment; this tool is summarized in a highly visual communication of key 
learning that is easy to digest and use. Finally, the SWOT analysis is popular because it 
is convenient. A SWOT diagram clearly shows where action can be taken to defend 
weak areas, and use strengths and opportunities as an advantage. Moreover, this tool 
holds the highest rank, based on the frequency of use by practitioners and researches 
(Gunn and Williams, 2007; Frost, 2003; Stenfors and Tanner, 2007). 

Customer satisfaction analysis holds the next position. The use of customer satisfaction 
analysis enables organizations to determine satisfaction, dissatisfaction and loyalty not 
just of the products and services, but also of the organization. Customer satisfaction is 
defined as "the number of customers or percentage of total customers, whose reported 
experience with a firm, its products, or its services (ratings) exceeds a specified 
satisfaction goal" (Farris et al., 2010).  

The high level of utilization of such tools as SWOT analysis, customer satisfaction 
analysis, analysis of views and employee attitudes, analysis of customers' complaints 
and attitudes, Porter's Five Forces, PEST analysis and market segmentation 
demonstrates a few important priorities of sampled organizations, namely, customer 
satisfaction and interest in external and internal factors of the companies’ environment. 

Rigby and Bilodeau (2011) found that after the great recession in 2007-2009 the 
important priorities for executives over the next three years were revenue growth, 
customer satisfaction and increased profitability. The research findings clearly 
demonstrate that four tools from the list of the top 10 tools by usage are focused on the 
prediction and understanding of customers: namely, customer satisfaction analysis, 
analysis of customer complaints, analysis of customers' opinions and attitudes and 
market segmentation based on customer needs and wishes. It can be argued that for 
organizations in the Czech Republic one of the important priorities is customer 
satisfaction. 

The research findings show relatively less focus on the utilization of customer 
profitability analysis, benchmarking, analysis of customer defection, analysis of relative 
profitability, winn-loss analysis, portfolio analysis. For instance, 41% of respondents 
indicate that they utilize portfolio analysis. The same result was found in Saudi Arabian 
organizations (Ghambi, 2005). Gunn and Williams (2007) in their study described this 
technique as an “academically learnt tool”. They found that this technique is applied by 
less than 15% of UK organizations. 

Table 7 shows that a large number of respondents does not utilize the following 
strategic management tools and techniques: value chain analysis, “brand equity” finance 
analysis, customer life-time value, “budget ratio” “share of wallet”, and net promoter 
score. This is not surprising as these are relatively new techniques compared to the other 
listed management tools. 

The least used tool is net promoter score. This is a relatively new technique. 
Organizations use this technique to evaluate the loyalty of customer relationships. The 
technique is an alternative to traditional customer satisfaction analysis. 

In addition, strategic management tools and techniques were compared by level of 
utilization by Czech organizations. The research findings indicate differences between 
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the most generally used tools and the most regularly used tools. Figure 9 shows the list 
of the top tools by usage and the top list by regularity of usage of strategic management 
tools and techniques. The most commonly and regularly used tools are SWOT analysis, 
customer satisfaction analysis and price analysis. The reason for the finding that SWOT 
analysis is ranked relatively highly may be associated with that this tool is relatively 
simple; managers can plan the alignment of a firm's resources with its environment. 
Also, this tool is summarized in a highly visual form of key learning that is easy to 
digest and use. And finally, SWOT analysis is really popular because it is convenient. A 
SWOT diagram clearly shows where action can be taken to defend weak areas, and use 
strengths and opportunities as an advantage. Also, it is rather surprising that both 
Porter's Five Forces and PEST or STEP analysis have low rankings, because the 
standard strategic analysis approach recommends Porter's Five Forces and PEST 
analysis to be essential parts of the external analysis.  

Figure 12: Top used tools 

Top general 10 used (regularly + 
frequently) Rank Top 10 regularly used Rank 
SWOT analysis 1 Price analysis 1 

Customer Satisfaction Analysis 2 Customer Satisfaction 
Analysis 2 

Price analysis 3 SWOT analysis 3 
Analysis of views and employee 
attitudes 3 Cost-Benefit Analysis 4 

Cost-Benefit Analysis 4 Analysis of customers 
complaints 5 

Analysis of customers complaints 5 Market share analysis 5 
Analysis of customers’ opinions and 
attitudes 6 Analysis of views and 

employee attitudes 6 

Porter‘s 5-forces 
7 

Market segmentation 
based on customer 
needs and wishes 

6 

PEST analysis 8 Benchmarking 7 

Level of Service Analysis 9 Level of Service 
Analysis 8 

Market segmentation based on 
customer needs and wishes 10 Analysis of relative 

profitabilty 9 

Market share analysis 10 Customer Profitability 
Analysis 10 

(Source: own elaboration) 

Figure 12 reveals that Benchmarking is applied by companies regularly but that tool is 
not included in the top 10 generally used tools. It can be connected with the popularity 
of benchmarking. In the conditions of a fast changing market, companies realize the 
necessity of a detailed study of their competitors. A survey conducted by D. Rigby 
(2011) showed that benchmarking took the first position on the top of management tools 
in 2008. 
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The least regularly used tool is customer profitability analysis. This analysis has an 
important role for strategic decision-making. Knowledge of the profitability of 
individual customers can help companies to create segments in markets, allocate 
resources in a way that returns high levels of profits. 

The research findings indicate extensive use of strategic management tools and 
techniques among Czech companies. It was found that 15 of 31 SMTT were used by 
over 50% of sampled organizations, namely: SWOT analysis, customer satisfaction 
analysis, price analysis, analysis of views and employee attitudes, cost-benefit analysis, 
analysis of customers' complaints, analysis of customers' opinions and attitudes, Porter's 
Five Forces, PEST analysis, level of service analysis, market segmentation, market-
share analysis, customer profitability analysis, benchmarking and analysis of customer 
defection (50 %). These findings allow the author to provide an answer to the following 
question: Which strategic management tools and techniques are popular among Czech 
organizations? Moreover, the top 10 strategic management tools and techniques were 
used to form a list of SMTT for the second empirical survey with the focus on the effect 
of SMTT on organizational performance.  

 

4.1.2 Awareness and knowledge of strategic management tools and techniques 

Another part of research was focused on the managerial awareness of SMTT. Figure 13 
shows that the respondents were “aware of” most of the tools and techniques. Three of 
the tools identified by respondents, namely SWOT analysis (74%), PEST analysis 
(55%), and Porter's Five Forces (47%) were known by them in detail. “Detailed 
knowledge” means that the candidate is able to actually perform the activity involved 
and is able to explain verbally or in writing what they are doing by utilizing different 
(curtain) strategic management tools and techniques. It is more than just having a broad 
idea of a tool; perhaps it is better to describe it as practical knowledge. The reason that 
these tools are the most known tools can be associated with the fact that these tools are 
popular in management workshops and short courses (can be easily understood by all 
participants). Also, the group of tools such as SWOT analysis, PEST, Porter's Five 
Forces is usually associated in academia as “traditional” tools with view of 
organizational development. 
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1 – Analysis of customer’s complaints; 2 – Analysis of views and employee attitudes; 3 – Customer 
Satisfaction Analysis; 4 – Level of Service Analysis; 5 – Market share analysis; 6 – Analysis of 
customers’ opinions and attitudes; 7– Price analysis; 8 – Benchmarking; 9 – ABC analysis; 10 – 
Winn-loss analysis; 11 –Analysis of customer defection; 12 – Analysis of relative profitability; 13 – 
Net promoter score; 14 – „budget ratio“ ,„share of wallet“; 15 – Customer Life-time Value; 16 – 
Portfolio analysis; 17 – Balanced Scorecard; 18 – Customer Profitability Analysis; 19 – Customer 
value analysis; 20 – Customer Purchase Plan Analysis; 21 – Market segmentation based on customer 
needs and wishes; 22 – New Product Acceptance Analysis; 23 – Brand equity; 24 – Analysis of 
Advertising Effectiveness; 25 – Cost-Benefit Analysis; 26 – Porter’s 5 –forces; 27 – Strategic Gap 
Analysis; 28 – Value chain analysis; 29 – SWOT analysis; 30 – PEST analysis; 31 – Product Life-
Cycle Analysis       (Source: own elaboration) 

Figure 13: Awareness of strategic management tools and techniques 

The findings also show that the most unknown tools (from the list of 31) by respondents 
were net promoter score (77%), “budget ratio” “share of wallet” (57%), customer life-
time value (53%) and ABC (activity-based costing) (42%). It should be noted that, 
based on the previous findings, these tools are not popular among respondents in other 
countries either. This could be a reason why managers do not utilize these tools and 
techniques in the Czech Republic. The utilization of these tools is under 30 per cent of 
organizations.  

Summing up, managers preferred to apply the tools which can be named as “holistic” 
strategic management tools and techniques. This can be explained by the fact that these 
tools are easy to use, low in cost and relatively simple, and there is a “tradition” in their 
utilization, supported by extensive experience with their contribution to the strategic 
management of companies.  

An analysis of Figure 13 lets us suggest that managers in Czech organizations have just 
a “basic knowledge” of the tools and techniques which they utilize. The research results 
show that there is an evident gap in the managers' awareness and knowledge of strategic 
management tools and techniques. There are tools and techniques that are widely 
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recognised and commonly used, but at the same time there is a relatively extensive list 
of non-utilised tools and techniques.   

From these findings it can be concluded that there is a need not just for a wider 
understanding of strategic management tools and techniques by organization executives 
and managers, who work with these tools and techniques, but also a better 
understanding of their application, to have deeper knowledge and skills. 

 

4.1.3 The relationship between utilization and awareness of strategic 
management tools and techniques 

As mentioned previously, the research findings show that managers of Czech 
organizations have an awareness of most strategic management tools and techniques but 
certainly do not utilize them all. The received data let us to suggest that there is a 
relationship between utilization of SMTT and managerial awareness. In order to 
investigate this relationship, the following hypothesis was created: 

Hypothesis 1a (H1a): There is a positive relation between utilization and awareness 
with SMTT in Czech companies. 

For further analysis, Spearman's correlation analysis was conducted to asses the relation 
between the awareness of SMTT and the utilization of management tool and techniques. 
The test was executed for all of the 31 techniques.  

One way to test whether two variables are linearly related is by determining the 
correlation between them. Correlation analysis is a widely used method in scientific 
research papers. Generally, it describes the extent in which two or more variables occur 
together. The Spearman rank order correlation coefficient allows to test the strength and 
direction of association that exists between two variables. Its value varies between +1 
and -1. A positive r value indicates a positive relationship between variables. In other 
words if one variable increases, the other variable also increases. A negative r value 
indicates a negative relationship between variables. It means, if one variable increases, 
the other variable decreases. 

Spearman's coefficient of rank correlation, denoted by rs , can be calculated by applying 
the following formula: 

       (2) 

where rs is the Spearman coefficient;  

di is the difference in the ranks given to the two variable values for each item 
of data, 

n is the number of sets of data. 
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Table 8: Correlation between use of strategic management tools and technqies and 
managerial awareness 

 
(Source: own elaboration)
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Spearman's coefficient helps to reject or accept the hypothesis. The analysis revealed 
that the correlation between the utilization of strategic management tools and techniques 
and managers' awareness of SMTT is statistically significant for all management tools 
and techniques (Table 8). The findings show that there is no negative relationship 
between utilization of SMTT and managers awareness. The rs value is above the critical 
value of 5%, there is a 95% likelihood that there is a significant relationship between 
variables of utilization and managerial awareness. Also, we received an rs value above 
the critical value equal 1%, so there is a 99% likelihood that there is a significant 
relationship between variables. 

Based on the received findings, H1a was supported suggesting a significant positive 
relationship between utilization of SMTT and managers' awareness. 

 

4.1.4 Satisfaction level with strategic management tools and techniques 

Another part of research was covered by managers' satisfaction with SMTT. Top 
managers were asked to rate their satisfaction with strategic management tools and 
techniques. For a total of 31 tools and techniques, respondents were asked to indicate 
the satisfaction level with SMTT. The Likert scale was used. The mean is an average on 
a scale of 1= highly dissatisfied and 5= highly satisfied. Figure 14 shows that SWOT 
analysis has the highest satisfaction score (4.27) in comparison with other SMTT. The 
next tools with above average satisfaction rates include Porter's Five Forces, cost-
benefit analysis, analysis of customers' opinions and attitudes and customer satisfaction 
analysis. For example, Porter's Five Forces was just in the 8th position by utilization 
level, however managers were satisfied with that tool (3.72). 

Figure 14: Satisfaction rates of strategic management tools and techniques 

 
       (Source: own elaboration) 
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With analysis of views and employee attitudes and market segmentation, for example, 
more companies were dissatisfied than extremely satisfied. Perhaps the low level of 
satisfaction with the tools can be associated with poor received results; another reason 
of dissatisfaction can be that the tool or technique of strategic management was not 
chosen correctly for the existing problem. 

 

4.1.5 Categories of strategic management tools and techniques 

Following Rigby and Bilodeau (2007), the author identified four categories of strategic 
management tools and techniques based on the received data, in order to see the picture 
of strategic management tools utilization and satisfaction level among companies in the 
Czech Republic. According to that differentiation, the author designed a map of 
strategic management tools and techniques. Two main features of those tools and 
techniques were chosen, such as managers' satisfaction with strategic management tools 
and techniques (horizontal axis) and tools and techniques utilization by companies in 
the Czech Republic (vertical axis).  

Figure 15 demonstrates four groups of strategic management tools and techniques, 
namely: 

- Rudimentary tools. This group includes the tools and techniques with low satisfaction 
and low utilization. Namely: win-loss analysis, customer purchase plan analysis, 
portfolio analysis, analysis of advertising effectiveness, balanced scorecard, new 
product acceptance analysis, product life-cycle analysis, GAP analysis, ABC analysis, 
value-chain analysis, “brand equity” finance analysis, customer life-time value; “budget 
ratio” “share of wallet”, net promoter score. 

- Specialty tools. This group contains tools and techniques with a low level of utilization 
and high level of satisfaction. Namely: analysis of relative profitability and customer 
value analysis. 

- Blunt tools. This group includes the tools and techniques with a high level of 
utilization and low level of satisfaction. Namely: benchmarking and analysis of 
customers' defection. 

- Power tools. The last group contains the tools and techniques with a high level of 
utilization and a high level of satisfaction. Namely: SWOT analysis, customer 
satisfaction analysis, price analysis, analysis of customers' complaints, cost-benefit 
analysis, Porter's Five Forces, analysis of customers' opinions and attitudes, market 
share analysis, customer profitability analysis, market segmentation based on customer 
needs and wishes, level of service analysis, PEST analysis, and analysis of views and 
employee attitudes. 

The findings indicate four groups of strategic management tools and techniques. 
However, it should be noted that most of the examined tools and techniques were 
concentrated on two groups: (1) power tools and (2) rudimentary tools. The author can 
only speculate about the reason of such differentiation. First of all, companies are more 
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satisfied with tools and techniques which they utilize more, while they do not utilize 
other tools and techniques so frequently and perhaps they expect better results from 
these SMTT. 

Secondly, it can be argued that Czech companies focus on tools and techniques which 
can be called “traditional tools” or “commonly used” tools and techniques. They are 
most likely to use SWOT analysis, customer satisfaction analysis, price analysis, cost-
benefit analysis, Porter's Five Forces and others which were mentioned above in the 
category of power tools. The companies are more satisfied with this group of SMTT, 
and also these tools are the most used tools by the companies participating in our 
survey. For example, SWOT analysis is used to evaluate the company's strength, 
weaknesses, opportunities, and threats. It involves monitoring the external and internal 
marketing environment. This popularity is not surprising, because SWOT analysis is 
considered as one of the most visible tools to asses internal and external factors.  

 
*overall mean (usage = 49 %; satisfaction = 35 %) 

Figure 15: Utilization and satisfaction with strategi management tools and techniques  
(Source: own elaboration). 
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Customer satisfaction analysis is used by the companies to determine satisfaction, 
dissatisfaction and loyalty not just of the products and services, but also of the 
company. 

The following tools, namely Porter's Five Forces, market segmentation are used mostly 
for the operating environment analysis than to access a remote or internal environment 
(Vaitkevicius et al., 2006). 

On the other hand, the findings also show an extremely low utilization and satisfaction 
rate with net promoter score, “budget ratio”, and customer life-time value (under 20% 
by utilization and satisfaction). It is clear that managers prefer to use tools which are 
widely understood and they helped them in the past.  

This group of tools and techniques, called „rudimentary“, can follow a few possible 
trajectories: 

• They will continue to perform badly and ultimately will prove the attitude to 
these tools and techniques as passing fads 

• They will be improved and bring more advantages to organizations 

• They will grow up in usage till they need but not in a position to improve their 
effectiveness 

• They will adapt and sharpen their effectiveness and become “power tools” such 
as customer purchase plan analysis or win-loss analysis (Rigby and Bilodeau, 
2007). 

Another group of tools as the part of the “blunt” group consists of benchmarking and 
analysis of customers' defection. For example, benchmarking is mostly used for 
collecting and processing information rather than for decision-making. Despite the fact 
that these tools are popular in use among managers, the satisfaction is low (under 35%). 

The last group is also composed of two SMTT. However, one of the tools, namely 
analysis of relative profitability, is positioned on the border between “power” and 
“specialty” tools. If this tool performs badly it can stay in the group with low usage and 
high satisfaction or can relocate to the “rudimentary” group. As for customer value 
analysis, this tool is used by 38% of respondents and 43% of organization are satisfied 
with this tool. The main components of this tool are connected with customer records 
and purchasing patterns, plus extensive survey research. 

Summing up, the findings reflect the group of power tools, namely SWOT analysis, 
customer satisfaction analysis, price analysis, analysis of customers complaints, cost-
benefit analysis, Porter's Five Forces, analysis of customers opinions and attitudes, 
market share analysis, customer profitability analysis, market segmentation based on 
customer needs and wishes, level of service analysis, PEST analysis, and analysis of 
views and employee attitudes. However, it does not mean that it is required to use these 
tools. These results only show us that these SMTT come to be highly helpful for 
managers in achieving a variety of strategic activities. The tools and techniques in this 
group relate to an organization, by estimating the external and internal environment, and 
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also it should be mentioned that six of the tools mentioned above are focused on the 
study of consumers. 

The author expects to find that the usage frequency of SMTT should be reflected in a 
higher level of satisfaction with them. The next hypothesis was developed: 

H1b: There is a significant positive relation between utilization of SMTT and 
satisfaction level with them in Czech organizations.  

A Spearman's correlation was run to determine the relationship between 31 strategic 
management tools and techniques and satisfaction with them stated in Hypothesis 1b 
(H1b). Spearman correlation analysis is used to examine the relationship between the 
two research variables. Considering the data presented in Table 9, it is possible to 
observe that there is a significant correlation between variables. Thus, the high level of 
adaption of different strategic management tools and techniques is associated with a 
higher satisfaction level. 

Based on the received findings, H1b was supported suggesting a significant positive 
relationship between utilization of SMTT and satisfaction level with them. 
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Table 9: Correlation between utilization of strategic management tools and techniques 
and satisfaction level with them 

 
(Source: own elaboration) 
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4.1.6 Strategic management tools and techniques and size of organization  

Additional analysis has also been made in relation to the strategic management tools 
and techniques and the size of organization. Organizations were classified by size, 
depending on the number of employees, as was mentioned before. Companies were 
classified as small business (10-49), medium-sized (50-250), and large organization 
(250 and more). The research findings indicate differences in tools and techniques 
utilization by small, middle and large organizations (Table 10).  

Table 10: Cross-table: utilization of strategic management tools and techniques and size 
of organization in the Czech Republic 

Techniques/tools Utilization
  

Organization size  
Small 
(%) 

Medium 
(%) 

Large 
(%) 

Swot analysis Used 87 80 96 
not used 13 20 4 

Customer satisfaction analysis Used 69 80 88 
not used 31 20 12 

Price analysis Used 69 70 92 
not used 31 30 8 

Analysis of views and employee 
attitudes 

Used 69 70 85 
not used 31 30 15 

Cost- benefit analysis Used 56 50 85 
not used 44 50 15 

Analysis of customer complaints Used 69 60 65 
not used 31 40 35 

Analysis of customers opinions and 
attitudes 

Used 44 50 81 
not used 56 50 19 

Porter‘s 5 forces Used 62 30 69 
not used 38 70 31 

PEST analysis Used 50 50 73 
not used 50 50 27 

Level of service analysis Used 62 60 50 
not used 38 40 50 

Market segmentation based on 
customer needs and wishes 

Used 63 20 69 
not used 37 80 31 

Market share analysis Used 63 30 85 
not used 37 70 15 

Customer profitability analysis Used 50 50 73 
not used 50 50 27 

Benchmarking Used 38 60 77 
not used 62 40 23 

Analysis of customer defection Used 37 30 58 
not used 63 70 42 

        (Source: own elaboration) 

As might be expected, the size of organization seems to have a link with the strategic 
management tools and techniques utilization. Table 10 shows the current utilization by 
organizations according to the size of organization and particular tools which were 
utilized by over 50% of organizations. The research findings indicate the differences in 
tools and techniques utilization by, small, medium and large organizations. The current 
use of strategic management tools and techniques by large organizations is more 



73 
 

common than in middle and small organizations. It can be associated with the fact that 
the utilization of strategic management tools and techniques requires not only a high 
level of expenditure but it also relies on many activities and use of specialized staff.  

For further analysis, Spearman's correlation analysis was conducted to assess the 
relationship between utilization of SMTT and the size of organization.  

The correlation analysis, Table 11, revealed that the relationship between number of 
strategic management tools and techniques utilized by managers and size of 
organization is statistically significant for a two-tailed test, based on sampled 
organizations. These results support the research hypothesis (H1c) that there is a 
significant positive relation between utilization of SMTT and size of organization. The 
findings indicate that there is no negative relationship between variables. Similar 
findings were obtained in earlier studies of UK companies (Stonehouse and Pemberton, 
2002) Egyptian companies (Elbanna, 2007) and Jordanian companies (Aldehayyat et al., 
2011). 
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Table 11: Correlation analysis between size of organization and utilization of SMTT 

 
        (Source: own elaboration) 
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4.2 Second research: profile of a sample 

The second empirical survey was conducted in years 2014 and 2015. The questionnaire 
was sent to manufacturing and service companies working in the Czech Republic. 
Completed questionnaires were received from 230 organizations. All received data were 
fully completed, in other words there were no missing or incomplete answers. 
Considering the findings from the first research, conducted by author in 2010 and 2011, 
and previous research studies, it was demonstrated that the size of organizations has an 
influence on utilization of strategic management tools and techniques. Particularly, 
larger organizations use more management tools than smaller ones (Rigby, 2001; 
Stonehouse and Pemberton; 2002; Aldehayyat and Anchor, 2008). Therefore, the 
second research was more concentrated on large companies, which were more 
appropriate for this study. 

The features of the sample are presented in the Table 12. 

Table 12: Characteristics of respondents 

Subjects Descriptions 

Industry  Manufacturing Service 
  

110 (47.8%) 120 (52.2%) 
  

Size of 
company 

10-49 
employees 

50-250 
employees 

+ 250 
employees 

 
35 (15.2%) 74 (32.2%) 121 (52.6%)   

Position Top managers  Middle-level managers 

40 (17.4%) 190 (82.6%) 

Experience 
in position 

> 2 years 2 – 5 years 6-10 years < 10 years 

- 32(14%) 119 (51.7%) 79 (34.3%) 
(Source: own elaboration) 

The characteristics of the respondents were classified by position and experience in the 
current position. The survey of this study was conducted on 40 top managers and 190 
middle-level managers. The working time in the position of the respondents varied 
between 6-10 years (51.7%), more than 10 years (34.3%); and 2-5 years (14%). The 
characteristics of the companies were classified by business sector and size of company. 
110 of the participating companies operate in the manufacturing sector, while 120 
companies operate in the service sector. According to the size of organization, the 
research includes 121 large, 74 medium-sized and 35 small organizations. 

The objective of this survey was to explore and identify the impact of strategic 
management tools and techniques utilization on organizational performance. The e-mail 
survey included an invitation letter explaining the purpose of the research. Particular 
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attention was paid to anonymity of respondents. Respondents were not required to 
identify themselves or their company. The obtained data were analyzed through SPSS 
(Statistical Package for the Social Sciences) software. 

 

4.2.1 Utilization of strategic management tools and techniques 

The respondents were asked to indicate which tools and techniques are currently being 
used in their companies on a four-point scale. As no definitive list of strategic 
management tools and techniques was available, a list of SMTT was based on previous 
empirical studies in this area (Hussey, 1997; Clark, 1997; Frost, 2003; Gunn and 
Williams, 2007, Rigby and Bilodeau, 2007; Aldehayyat and Anchor, 2008). Also, the 
author took into consideration the previous study, where the research findings show the 
nature of 31 management tools and techniques by determining the utilization and 
satisfaction level with them by companies in the Czech Republic. The findings indicate 
that 15 strategic management tools and techniques were used by over 50% of 
companies, namely: SWOT analysis, customer satisfaction analysis, price analysis, 
analysis of views and employee attitudes, cost-benefit analysis, analysis of customers' 
complaints, analysis of customers' opinions and attitudes, Porter's Five Forces, PEST 
analysis, level of service analysis, market segmentation, market-share analysis, 
customer profitability analysis, benchmarking and analysis of customer defection (50 
%). This study concentrated on 19 SMTT. 

Table 13 shows the frequency of utilization of different strategic management tools and 
techniques by respondents. The research findings show that companies use SWOT 
analysis, customer satisfaction analysis, price analysis, cost-benefit analysis, market 
share analysis, analysis of employee satisfaction analysis of customers' complaints, 
Porter's Five Forces, service analysis, PEST analysis, customer profitability analysis, 
benchmarking and methods of portfolio analysis (over 50% of companies utilize these 
tools). The findings indicate less utilization of tools such as balanced scorecard, life-
cycle analysis, value chain analysis, activity based costing and critical success factors 
by Czech companies. 
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Table 13: Utilization of strategic management tools and techniques 

 Do not use it Use it very rarely Use it frequently Use it regularly 

SWOT analysis 14 (6,1%) 32 (13,9%) 98 (42,6%) 86 (37,4%) 

Balanced Scorecard 131 (57%) 42 (18,3%) 24 (10,4%) 33 (14,3%) 

Benchmarking 99 (43%) 8 (3,5%) 62 (27%) 61 (26,5%) 

PEST analysis 89 (38,7%) 32 (13,9%) 75 (32,6%) 34 (14,8%) 

Analysis of views 
and employee 
attitudes 

75 (32,6%) 24 (10,4%) 86 (37,4%) 45 (19,6%) 

Portfolio methods 110 (47,8%) 35 (15,2%) 58 (25,2%) 27 (11,7%) 

Value chain analysis 136 (59,1%) 27 (11,7%) 61 (26,5%) 6 (2,6%) 

Cost-benefit 
analysis 

43 (18,7%) 2 (0,9%) 38 (16,5%) 147 (63,9) 

Customer 
Satisfaction 
Analysis 

33 (14,3%) 14 (6,1%) 77 (33,5%) 106 (46,1%) 

Porter’s 5-forces 72 (31,3%) 61 (26,5%) 88(38,3%) 9 (3,9%) 

Critical success 
factors 

156 (67,8%) 38 (16,5%) 36 (15,7%) - 

Life cycle analysis 84 (36,5%) 24 (10,4%) 87 (37,8%) 35 (15,2%) 

Market 
segmentation 

67 (29,1%) 5 (2,2%) 80 (34,8%) 78 (33,9%) 

Activity based 
costing 

137 (59,6%) 12 (5,2%) 45 (19,6%) 36 (15,7%) 

Price analysis 42 (18,3%) 39 (17%) - 149 (64,8%) 

Analysis of 
customers 
complaints 

23 (10%) 12 (5,2%) 73 (31,7%) 122 (53%) 

Market share 
analysis 

43 (18,7%) 12 (5,2%) 101 (43,9%) 74 (32,2%) 

Level of service 
analysis 

52 (22,6%) 12 (5,2%) 97 (42,2%) 69 (30%) 

Customer 
profitability  

44 (19,1%) 12 (5,2%) 84 (36,5%) 90 (39,1%) 

(Source: own elaboration) 
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The percentage of utilization of each SMTT
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(Source: own elaboration) 

1-SWOT analysis; 2-Analysis of customers complaints; 3-Customer Satisfaction Analysis; 4-Price 
analysis; 5-Cost-benefit analysis; 6-Market share analysis; 7-Customer profitability analysis; 8-Level of 
service analysis; 9-Market segmentation based on customer need and wishes; 10-Porter’s 5-forces; 11-
Analysis of views and employee attitudes; 12-Life cycle analysis; 13-PEST analysis; 14-Benchmarking; 
15-Portfolio methods; 16-Balanced Scorecard; 17-Value chain analysis; 18-Activity based costing; 19-
Critical success factors. 

Figure 16: Utilization of strategic management tools and techniques 

These results support the previous research findings obtained in 2011, where a similar 
distribution of management tools utilization by companies in Czech Republic was 
found. SWOT analysis appears again to be a favourite tool among Czech organizations 
(Figure 16). The high level of utilization of such tools as SWOT analysis, customer 
satisfaction analysis, market segmentation, analysis of customers' complaints, Porter's 
Five Forces, PEST analysis, customer profitability, analysis benchmarking and portfolio 
methods demonstrates a few important priorities of sampled organizations, namely 
customer satisfaction and interest in external and internal factors of the company's 
environment. 

The Mann-Whitney U test allows to understand whether any significant difference 
exists between the type of industry regarding utilization of strategic management tools 
and techniques (i.e. dependent variable - SMTT utilization level and independent 
variable - type of industry, which has two groups, manufacture and service). 
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Table 14: Mann-Whitney U test: SMTT and type of industry 

Testing criteria 

Mann-
Whitney 

U 

Wilcoxon 
W Z 

Asymp. 
Sig. (2-
tailed) 

SWOT analysis 5757,000 13017,000 -1,79556 0,073 
Balanced scorecard 6263,500 13523,500 -0,74399 0,457 
Benchmarking 5748,000 13008,000 -1,79973 0,072 
PEST analysis 5858,500 11963,500 -1,54928 0,121 
Analysis of views and employee 
attitudes 6543,000 13803,000 -0,1189 0,905 
Portfolio methods 6566,500 12671,500 -0,07127 0,943 
Value chain analysis 6551,500 12656,500 -0,10943 0,913 
Cost-benefit analysis 6277,500 13537,500 -0,74988 0,453 
Customer satisfaction analysis 6234,000 12339,000 -0,78229 0,434 
Porter's 5 forces 6026,500 13286,500 -1,20285 0,229 
Critical success factors 6087,000 13347,000 -1,23445 0,217 
Life cycle analysis 6107,500 13367,500 -1,03418 0,301 
Market segmentation 5936,000 13196,000 -1,39299 0,164 
Activity based costing 5736,500 12996,500 -1,94308 0,052 
Price analysis 5828,500 13088,500 -1,80727 0,071 
Analysis of customers complaints 6065,000 13325,000 -1,17372 0,241 
Market share analysis 6042,500 13302,500 -1,18209 0,237 
Level of service analysis 5973,500 13233,500 -1,32016 0,187 
Customer profitability analysis 5453,000 12713,000 -2,41978 0,116 

(Source: own elaboration) 

An examination of the findings in Table 14 shows that the results of the Mann-Whitney 
U test revealed no statistically significant difference between two sectors (manufacture 
and service) for all strategic management tools and techniques. Similar results were 
found in previos studies (Glaister and Falsaw, 1999; Stonehouse and Pemberton; 2002; 
Elbanna, 2007; Aldehayyat and Anchor, 2008). For instance, Glaister and Falsaw 
(1999) and Stonehouse and Pemberton (2002) found no significant difference between 
two sectors and utilization of SMTT among UK organizations. A relatively small 
difference between manufacturing and service sectors regarding utilization of strategic 
management tools and techniques was found by Elbanna (2007) and Aldehayyat and 
Anchor (2008). Elbanna (2007) found two significant differences regarding balanced 
scorecard, this technique was more used by service companies in Egypt, and cognitive 
mapping, which was more used by the manufacturing sector; however this tool was not 
investigated in this study. Aldehayyat and Anchor (2008) found a statistically 
significant difference only for PEST analysis in their UK study. This technique was 
more used by the manufacturing sector. 

Additional analysis has also been performed in relation of strategic management tools 
and techniques utilization and size of organization. The Mann-Whitney U test was 
conducted in order to understand whether any significant difference exists between the 
medium sized and large organizations regarding utilization of strategic management 
tools and techniques (i.e. dependent variable - SMTT utilization level and independent 
variable - size of organization: medium and large ). 
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The results of this test indicate statistically significant differences between medium and 
large organizations in the utilization of three techniques, namely balanced scorecard, 
benchmarking ( p= 0.002), and analysis of customer complaints (p=0.000). It was 
identified that this techniques are used more by large organizations than middle-sized. 
The author can only speculate about the reason of such differentiation. The utilization of 
such tools as benchmarking or balanced scorecard it’s a long-term investment. The 
results from the use of these tools do not appear immediately. Also the utilization of 
these tools requires certain skills and deep understanding of their utilization.  

Table 15: Mann-Whitney U test: SMTT and size of organization 

Testing criteria 
Mann-

Whitney U 
Wilcoxon 

W Z 
Asymp. Sig. 

(2-tailed) 

SWOT analysis 4381,500 7156,500 -0,267 0,789 
Balanced scorecard 3904,000 6679,000 -1,679 0,003 
Benchmarking 3384,500 6159,500 -3,025 0,002 
PEST analysis 3831,000 6606,000 -1,775 0,076 
Analysis of views and 
employee attitudes 4345,000 7120,000 -0,366 0,715 
Portfolio methods 4272,500 11653,500 -0,568 0,570 
Value chain analysis 3936,000 6711,000 -1,605 0,109 
Cost-benefit analysis 3741,000 6516,000 -2,241 0.025 
Customer satisfaction 
analysis 4215,500 6990,500 -0,733 0,464 
Porter's 5 forces 4244,000 11625,000 -0,643 0,520 
Critical success factors 4105,000 6880,000 -1,134 0,257 
Life cycle analysis 3957,500 6732,500 -1,428 0,153 
Market segmentation 4076,500 6851,500 -1,106 0,269 
Activity based costing 4067,500 6842,500 -1,183 0,237 
Price analysis 4432,000 11813,000 -0,142 0,887 
Analysis of customers 
complaints 3059,500 5834,500 -4,114 0,000 
Market share analysis 3832,000 6607,000 -1,791 0,073 
Level of service 
analysis 4177,000 11558,000 -0,830 0,406 
Customer profitability 
analysis 4285,000 7060,000 -0,533 0,594 

(Source: own elaboration) 

4.2.2 Organizational performance 

Respondents were asked to compare organizational performance to the competition over 
the last three years using a Likert five-point scale, ranging from (1) much worse to (5) 
much better, how their business had performed to their major competitors for each 
financial and non-financial performance outcome. Organization performance was 
measured by a total of 14 items, namely cash-flow, return on equity, return on assets, 
sales growth, market share, customer satisfaction, responsiveness to customer needs, 
product quality, competitive and flexible pricing, customer knowledge, new 
product/service offers, company ability to innovate, organizational adaptation to the 
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changing conditions of the environment and employee satisfaction. Table 16 presents 
the descriptive statistic for organizational performance outcomes. The research findings 
indicate relatively little difference on how companies had performed to their major 
competitors for each financial and non-financial performance outcome. 

The Cronbach alpha was used to measure the interreladness of organizational 
performance items. It ranges between 0 and 1. As noted Gliem and Gliem (2003) the 
closer Cronbach alpha is to 1 the greater the internal consistency of the items in the 
scale. George and Mallery (2003) provide the following rules for Cronbach alpha 
coefficient: > .9 – Excellent, > .8 – Good, > .7 – Acceptable, > .6 – Questionable, > .5 – 
Poor, and < .5 – Unacceptable. The research findings indicate that Cronbach alpha was 
0.808, which indicates a good internal consistency of the items in the scale.  

Table 16: Descriptive Statistics: Organizational performance outcomes 
 

  N Minimum Maximum Mean 
Std. 

Deviation 
Cash-flow 230 1,00 5,00 3,526 ,937 
ROE 230 2,00 5,00 3,647 ,668 
ROA 230 2,00 5,00 3,595 ,652 
Sales growth 230 1,00 5,00 3,647 ,766 
Customer satisfaction 230 2,00 5,00 3,939 ,756 
Responsiveness to 
customer needs 230 2,00 5,00 3,865 ,622 

Customer knowledge 230 2,00 5,00 3,913 ,742 
New product/service 
offers 230 1,00 5,00 3,700 ,867 

Product quality 230 2,00 5,00 3,804 ,788 
Market share 230 2,00 5,00 3,778 ,639 
Competitive and 
flexible prices 230 3,00 5,00 3,991 717 

Employee satisfaction 230 1,00 5,00 3,604 ,959 
Organizational 
adaption to change 230 3,00 5,00 3,765 ,768 

Ability to innovate 230 1,00 5,00 3,178 ,604, 
Valid N (listwise) 230         

 
(Source: own elaboration) 
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4.2.3 Principal component analysis: organizational performance 

Principal component analysis (PCA) was used to reduce the observed variables of 
organizational performance into a smaller number of principal components which 
explain the relationship among the variables. Fourteen factors were examined, namely 
cash-flow, return on equity, return on assets, sales growth, market share, customer 
satisfaction, responsiveness to customer needs, product quality, competitive and flexible 
pricing, customer knowledge, new product/service offers, company ability to innovate, 
organizational adaptation to the changing conditions of the environment and employee 
satisfaction. 

The Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity was performed for the 
data set containing 14 outcomes of organizational performance. As shown in the Table 
17, the value of Kaiser-Meyer-Olkin Measure of Sampling Adequacy is 0.767. The 
KMO index varies between 0 and 1, the KMO above 0.50 considered to be suitable for 
principal component analysis (Hair et al., 1995; Tabachnick and Fidell, 2007). Table 19 
shows that the Sig. value is 0.000, it is less than p< 0.05, it means that Bartlett’s Test of 
Sphericity is significant for PCA to be suitable (Hair et al., 1995; Tabachnick and 
Fidell, 2007). In other words the KMO and Bartlett’s Test of Sphericity leads us to 
conclude that there are correlations in the data set that are appropriate for principal 
component analysis. 

Table 17: Kaiser-Meyer-Olkin and Bartlett’s Test 

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. ,767 

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 

1314,91
7 

df 91 
Sig. ,000 

    (Source: own elaboration) 

Further, the scree plot is observed. The scree plot graphically displays the eigenvalues 
associated with a component in descending order versus the number of the component 
(Figure 17). Based on the results from Kaiser-Meyer-Olkin and Bartlett's test, the 
principal component analysis was conducted on 14 different characteristics of 
organizational performance. 
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(Source: own elaboration) 

Figure 17: Scree plot        

This scree plot shows that there are breaks in the data following component 1, 2, 3 and 
4. Then the line begins to flatten out in component 5. This indicates that only 4 
components should be interpreted. Also, these 4 extracted components displayed 
eigenvalue greater than 1. As noted in the literature, only the variables with eigenvalue 
of 1 or greater are traditionally considered worth analysing. As noted by Tabachnick 
and Fidell (2007), “the factors with small or negative eigenvalue are usually omitted 
from solutions”. Therefore, only the first four components were considered in the study.  

Table 18 shows the importance of the fourteen principal components. Only the first four 
have eigenvalues over 1.00 and they explain over 73% of the total variability in the 
data. This conclusion is supported by a scree plot. 
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Table 18: Total Variance Explained 
Comp
onent Initial Eigenvalues 

Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

  Total 
% of 

Variance 
Cumula
tive % Total 

% of 
Variance 

Cumula
tive % Total 

% of 
Variance 

Cumula
tive % 

1 4,264 30,456 30,456 4,264 30,456 30,456 2,995 21,395 21,395 
2 2,730 19,504 49,960 2,730 19,504 49,960 2,756 19,683 41,078 
3 1,861 13,291 63,251 1,861 13,291 63,251 2,275 16,251 57,329 
4 1,437 10,267 73,518 1,437 10,267 73,518 2,267 16,189 73,518 
5 ,616 4,403 77,921             
6 ,521 3,720 81,641             
7 ,457 3,265 84,906             
8 ,409 2,921 87,827             
9 ,398 2,840 90,668             
10 ,358 2,559 93,227             
11 ,293 2,095 95,322             
12 ,262 1,868 97,190             
13 ,242 1,732 98,922             
14 ,151 1,078 100,000             

Extraction Method: Principal Component Analysis. 
        (Source: own elaboration) 

After extracting the initial components, the rotated component matrix was designed. 
This matrix gives information to interpret the components, in other words to determine 
what constructs seems to be measured by component 1, component 2, component 3 and 
component 4. The rows of the matrix represent the variables which were analysed, and 
the columns represent retained components. As was mentioned above, principal 
component analysis was used to extract the components. As shown in Table 19 four 
items, ROA, ROE, cash-flow and sales growth were found to load on the first 
component, which was labelled the financial component. Four items, competitive and 
flexible pricing, product quality and market share also loaded on the second component, 
which was labelled the competitive positioning component. Three items, customer 
knowledge, responsiveness to customer needs and customer satisfaction, were found to 
load on the third component, which was labelled the customer orientation component. 
And three items, ability to innovate, organizational adaptation to change and employee 
satisfaction, also loaded on the fourth component, which was labelled organizational 
integrity. 
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Table 19: Rotated Component Matrix 

  

Component 

1 2 3 4 
ROA ,907 ,097 -,024 ,106 
ROE ,862 ,104 ,020 ,118 
Cash-flow 

,848 ,081 -,086 -,005 

Sales growth 
,687 ,182 -,075 ,281 

Competitive and flexible 
pricing ,137 ,810 -,007 ,058 

Product quality ,022 ,808 ,151 ,125 
Market share ,259 ,807 ,082 -,063 
New product/service offers ,047 ,781 ,234 ,157 
Customer knowledge 

-,081 ,075 ,858 ,065 

Responsiveness to 
customer needs -,070 ,118 ,848 ,033 

Customer satisfaction 
,019 ,167 ,834 ,057 

Ability to innovate -,031 -,046 -,019 ,890 
Organizational daption to 
change ,189 ,259 ,113 ,828 

Employee satisfaction 
,318 ,082 ,111 ,793 

Extraction Method: Principal Component Analysis.  
  Rotation Method: Varimax with Kaiser Normalization. 

       (Source: own elaboration) 
 
4.2.4 The relationship between SMTT and OP 

This section of the study will examine the relationship between strategic management 
tools and techniques and organizational performance in the analyzed organizations. 
Organizational performance was measured using multiple indicators: financial 
performance (FP), customer orientation (CO), competitive positioning (CP) and 
organizational integrity (OI). 

Before conducting the multiple regression analysis, it was important to determine 
whether a linear relationship between strategic management tools and techniques and 
organizational performance appears. In case it appears, a linear relationship exists 
between the variables. It means that it is possible to proceed with a multiple regression 
analysis. In case there is no linear relationship, a different type of analysis may be 
preferred. One way to test whether two variables are linearly related is by determining 
the correlation between them.  

The correlation analysis, (Appendix F), revealed that the relationship between the 
utilization of strategic management tools and techniques and organization performance 
outcomes is statistically significant (p< .005) for a two-tailed test, based on a sample of 
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230 companies. As a result, the correlation analysis revealed positive significant 
correlations between the following variables (Figure 18): 

Financial performance: a significant direct relationship was found between financial 
performance (FP) outcomes and the following SMTT, namely 1 (SWOT analysis), 2 
(balanced scorecard), 3 (benchmarking), 8 (cost-benefit analysis), 9 (customer 
satisfaction analysis), 10 (Porter's Five Forces), 11 (critical success factors), 14 (activity 
based costing), 15 (price analysis). Based on this relationship, it can be assumed that 
higher values of financial performance outcomes may be predicted by utilization of the 
above-mentioned strategic management tools and techniques.  

Competitive positioning: a significant direct relationship was found between 
competitive positioning (CP) outcomes and the following SMTT, namely 1 (SWOT 
analysis), 2 (balanced scorecard), 4 (PEST analysis), 10 (Porter's Five Forces), 11 
(critical success factors) ,12 (life-cycle analysis,), 14 (activity based costing), 15 (price 
analysis). Based on this relationship, it can be assumed that higher values of competitive 
positioning outcomes may be predicted by the utilization of the above-mentioned 
strategic management tools and techniques.  

Customer orientation: a significant direct relationship was found between customer 
orientation (CO) outcomes and the following SMTT, namely 9 (customer satisfaction 
analysis), 13 (market segmentation based on customer need and wishes), 16 (analysis of 
customers' complaints), 17 (level of service analysis), 18 (market-share analysis), 19 
(customer profitability analysis). Based on this relationship, it can be assumed that 
higher values of customer orientation outcomes may be predicted by the utilization of 
the above-mentioned strategic management tools and techniques. 

Organizational integrity: a significant direct relationship was found between 
organizational integrity outcomes and the following SMTT, namely 1 (SWOT analysis), 
5 (analysis of views and employee attitudes), 6 (portfolio methods), 17 (level of service 
analysis), 18 (market share analysis). Based on this relationship, it can be assumed that 
higher values of organizational integrity outcomes may be predicted by the utilization of 
the above-mentioned strategic management tools and techniques.
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(Source: own elaboration) 
Figure 18: Correlation analysis between strategic management tools and techniques and 
organizational performance outcomes. 
where 1- SWOT analysis, 2- Balanced Scorecard, 3- Benchmarking, 4- PEST analysis, 5- Analysis of 
views and employee attitudes, 6 – Portfolio methods, 7- Value chain analysis , 8 – Cost-benefit analysis, 
9 – Customer Satisfaction Analysis, 10 – Porter’s 5-forces, 11 – Critical success factors, 12 – Life cycle 
analysis, 13 – Market segmentation based on customer need and wishes, 14 – Activity based costing,  
15 – Price analysis, 16 – Analysis of customers complaints, 17 – Level of service analysis, 18 – Market 
share analysis, 19 – Customer profitability analysis 
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Stepwise multiple regression analysis 
For further analysis, a stepwise multiple regression analysis was used in order to test the 
following hypotheses:  

H2a: There is a significant positive relationship between utilization of strategic 
management tools and techniques and financial performance outcomes. 

H2b: There is a significant positive relationship between utilization of strategic 
management tools and techniques and competitive positioning outcomes. 

H2c: There is a significant positive relationship between utilization of strategic 
management tools and techniques and customer orientation outcomes. 

H2d: There is a positive relationship between utilization of strategic management tools 
and techniques and organizational integrity outcomes. 

Multiple linear regression helps to model the relationship between two or more 
explanatory variables and a response variable by fitting a linear equation to the observed 
data. Four separate stepwise regressions have been conducted for each hypothesis 
(financial performance, customer orientation, competitive positioning, organizational 
integrity) to examine the effect of each strategic management tool on the dependent 
variable, measured by performance outcomes. The following variables were used: (1) 
dependent variable: aggregate unit FP (the average values of the cash-flow, return on 
equity, return on assets, sales growth) independent variable: level of SMTT utilization; 
(2) dependent variable: aggregate unit CO (the average values of customer satisfaction, 
responsiveness to customer needs, customer knowledge) independent variable: level of 
SMTT utilization; (3) dependent variable CP (the average values of the new 
product/service offers, product quality, market share and competitive and flexible 
prices) independent variable: level of SMTT utilization; (4) dependent variable OI (the 
average values of the employee satisfaction, organizational adaptation to change and 
ability to innovate) independent variable: level of SMTT utilization. 

Financial performance and strategic management tools and techniques 

In order to investigate which strategic management tools and techniques have influence 
on financial performance outcomes, a stepwise regression analysis was used. 

Table 20: Model Summary- SMTT and FP outcomes 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 
1 ,592(a) ,350 ,347 ,80794242 
2 ,688(b) ,473 ,469 ,72887569 
3 ,705© ,497 ,490 ,71379858 

a  Predictors: (Constant), Balanced scorecard 
b  Predictors: (Constant), Balanced scorecard, cost benefit analysis 
c  Predictors: (Constant), Balanced scorecard, cost benefit analysis, ABC 

     (Source: own elaboration) 

Table 20 presents the R square and Adjusted R square for each step. As can be seen 
from the Table, balanced scorecard was entered first into the model, the R2 with that 
predictor is 0.350. In the second step, cost-benefit analysis was added to the model, the 
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R2 with both predictors 0.497. And in the last step, ABC (activity-based costing 
analysis) was added to the model. The last model predicts that around 49.7% ( an 
R2=0.497) of the variation of financial performance can be explained by the following 
predictors: balanced scorecard, cost-benefit analysis and activity-based costing.  

The next Table 21 reports the significance of the regression model. As can be seen from 
the table, all models are statistically significant. It can be concluded that there is a 
statistically significant relationship between utilization of SMTT, namely balanced 
scorecard, cost-benefit analysis and activity based costing and financial performance 
outcomes. 

Table 21: Anova test- SMTT and FP outcomes 

ANOVAd

80,168 1 80,168 122,812 ,000a

148,832 228 ,653
229,000 229
108,404 2 54,202 102,025 ,000b

120,596 227 ,531
229,000 229
113,851 3 37,950 74,484 ,000c

115,149 226 ,510
229,000 229

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

Model
1

2

3

Sum of
Squares df Mean Square F Sig.

Predictors: (Constant), Balanced scorecarda. 

Predictors: (Constant),  Balanced scorecard, cost benefit analysisb. 

Predictors: (Constant), Balanced scorecard, cost benefit analysis , ABCc. 

Dependent Variable: component 1 FPd. 
 

(Source: own elaboration) 
Table 22: Coefficients- SMTT and FP outcomes 

Coefficientsa

-2,358 ,219 -10,750 ,000
,701 ,063 ,592 11,082 ,000

-3,190 ,228 -13,965 ,000
,510 ,063 ,431 8,133 ,000
,416 ,057 ,386 7,290 ,000

-3,923 ,317 -12,390 ,000
,469 ,063 ,396 7,477 ,000
,393 ,056 ,364 6,968 ,000
,253 ,077 ,162 3,270 ,001

(Constant)
 Balanced scorecard
(Constant)
 Balanced scorecard
cost benefit analysis
(Constant)
 Balanced scorecard
cost benefit analysis
ABC

Model
1

2

3

B Std. Error

Unstandardized
Coefficients

Beta

Standardized
Coefficients

t Sig.

Dependent Variable: component 1 FPa. 
 

(Source: own elaboration) 
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Finally, the Coefficients Table 22 presents the actual impact of each independent 
variable on the dependent variable. The coefficients for balanced scorecard, cost-benefit 
analysis and activity based costing are statistically significant (p< .001). All variables 
have a positive coefficient. Balanced scorecard received the strongest weight in the 
model (Beta= 0.592), followed by cost-benefit analysis and activity-based costing. 
When the significance of t-values for the coefficients is analyzed, it can be concluded 
that higher values of financial performance outcomes are predicted by higher utilization 
of balanced scorecard, cost-benefit analysis and activity-based costing. Consequently, 
the hypothesis H3a is accepted, suggesting that there is a significant positive 
relationship between SMTT utilization and financial performance outcomes. 

Competitive positioning and strategic management tools and techniques 

Another stepwise multiple regression analysis was run to examine the effect of SMTT 
on competitive positioning. The model summary Table 23 presents five different 
regression models. The last model (model 5) presents the R2 = 0.595, the predictors are 
SWOT analysis, Porter's Five Forces, PEST analysis, activity-based costing (ABC) and 
price analysis.  

Table 23: Model Summary – SMTT and CP outcomes 

Model Summary

,622a ,387 ,384 ,78456779
,717b ,515 ,510 ,69972853
,748c ,560 ,554 ,66753394
,766d ,587 ,579 ,64846374
,771e ,595 ,586 ,64374780

Model
1
2
3
4
5

R R Square
Adjusted
R Square

Std. Error of
the Estimate

a  Predictors: (Constant), SWOT analysisa. 

b  Predictors: (Constant), SWOT analysis, Porter's 5
forces

b. 

c  Predictors: (Constant), SWOT analysis, Porter's 5
forces, PEST analys is

c. 

d  Predictors: (Constant), SWOT analysis, Porter's 5
forces, PEST analys is, ABC

d. 

e  Predictors: (Constant), SWOT analysis, Porter's 5
forces, PEST analys is, ABC, Price analysis

e. 

 
(Source: own elaboration) 

The Anova Table 24reports the significance of the regression model. As can be seen 
from the table, the regression model is statistically significant (p< .001). It can be 
concluded that there is a statistically significant relationship between utilization of 
SMTT, namely SWOT analysis, Porter's 5 forces, PEST analysis, activity based costing 
(ABC), price analysis and competitive positioning outcomes. 
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Table 24: Anova test– SMTT and CP outcomes 
ANOVAf

88,655 1 88,655 144,027 ,000a

140,345 228 ,616
229,000 229
117,856 2 58,928 120,355 ,000b

111,144 227 ,490
229,000 229
128,294 3 42,765 95,971 ,000c

100,706 226 ,446
229,000 229
134,386 4 33,597 79,896 ,000d

94,614 225 ,421
229,000 229
136,172 5 27,234 65,718 ,000e

92,828 224 ,414
229,000 229

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

Model
1

2

3

4

5

Sum of
Squares df Mean Square F Sig.

Predictors: (Constant), SWOT analysisa. 

Predictors: (Constant), SWOT analysis , Porter's  5 forcesb. 

Predictors: (Constant), SWOT analysis , Porter's  5 forces, PEST analys isc. 

Predictors: (Constant), SWOT analysis , Porter's  5 forces, PEST analys is, ABCd. 

Predictors: (Constant), SWOT analysis , Porter's  5 forces, PEST analys is, ABC,
Price analys is

e. 

Dependent Variable: REGR factor score   2 for analysis 1f. 
 

(Source: own elaboration) 
 
Table 25: Coefficients– SMTT and CP outcomes 
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(Source: own elaboration) 

Finally, the coefficients Table 25 presents the actual impact of each independent 
variable on the dependent variable. The coefficients for SWOT analysis, Porter's Five 
forces, PEST analysis, activity based costing (ABC), price analysis are statistically 
significant (p< .005). All variables have a positive coefficient. SWOT analysis received 
the strongest weight in the model (Beta= 0.622), followed by Porter's Five Forces, 
PEST analysis, activity based costing (ABC), and price analysis. When the significance 
of t-values for the coefficients is analyzed, it can be concluded that higher values of 
competitive positioning outcomes were predicted by higher utilization of SWOT 
analysis, Porter's Five Forces, PEST analysis, activity based costing (ABC), price 
analysis. Consequently, the hypothesis H3b is accepted suggesting that there is a 
significant positive relationship between SMTT utilization and competitive positioning 
outcomes. 

Customer orientation and strategic management tools and techniques 
The next stepwise regression analysis was run to analyze the effects of SMTT 
utilization on customer orientation outcomes. The R square is 0.543, which means 
54.3% of the variation of customer orientation can be explained by the following 
predictors: customer satisfaction, market segmentation based on customers needs and 
wishes, market-share analysis, analysis of customers' complaints (Table 26).  

Table 26: Model Summary – SMTT and CO outcomes 

Model Summary

,617a ,380 ,378 ,78883353
,691b ,477 ,472 ,72636740
,716c ,512 ,506 ,70283228
,737d ,543 ,535 ,68164383

Model
1
2
3
4

R R Square
Adjusted
R Square

Std. Error of
the Estimate

Predictors: (Constant), Customer satisfactiona. 

Predictors: (Constant), Customer satisfaction, Market
segmentation based on customers needs and wishes

b. 

Predictors: (Constant), Customer satisfaction, Market
segmentation based on customers needs and
wishes, Market share analys is

c. 

Predictors: (Constant),  Customer satisfaction, Market
segmentation based on customers needs and
wishes, Market share analys is, Analysis of customer
complaints

d. 

 
(Source: own elaboration) 

The Anova Table 27 reports the significance of the regression model. As can be seen 
from the table, the regression model is statistically significant (p< .001). It can be 
concluded that there is a statistically significant relationship between utilization of 
SMTT, namely customer satisfaction, market segmentation based on customers needs 
and wishes, market-share analysis, analysis of customers' complaints and customer 
orientation outcomes. 
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Table 27: Anova test– SMTT and CO outcomes 

ANOVAe

87,125 1 87,125 140,014 ,000a

141,875 228 ,622
229,000 229
109,233 2 54,616 103,517 ,000b

119,767 227 ,528
229,000 229
117,362 3 39,121 79,196 ,000c

111,638 226 ,494
229,000 229
124,456 4 31,114 66,964 ,000d

104,544 225 ,465
229,000 229

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

Model
1

2

3

4

Sum of
Squares df Mean Square F Sig.

Predic tors:  (Constant), Customer satisfactiona. 

Predic tors:  (Constant), Customer satisfaction, Market segmentation based on
customers  needs and wishes

b. 

Predic tors:  (Constant), Customer satisfaction, Market segmentation based on
customers  needs and wishes, Market share analysis

c. 

Predic tors:  (Constant),  Customer satisfaction, Market segmentat ion based on
customers  needs and wishes, Market share analysis , Analys is of customer
complaints

d. 

Dependent  Variable: REGR factor score   3 for analys is 1e. 
 

(Source: own elaboration) 
Table 28: Coefficients– SMTT and CO outcomes 

Coefficientsa

-2,346 ,205 -11,446 ,000

,630 ,053 ,617 11,833 ,000

-3,006 ,215 -14,013 ,000

,474 ,055 ,464 8,683 ,000

,357 ,055 ,346 6,473 ,000

-4,051 ,331 -12,247 ,000

,484 ,053 ,474 9,156 ,000

,296 ,055 ,287 5,333 ,000

,315 ,078 ,196 4,057 ,000

-5,061 ,412 -12,283 ,000

,478 ,051 ,469 9,323 ,000

,267 ,054 ,259 4,912 ,000

,364 ,076 ,226 4,757 ,000

,242 ,062 ,180 3,907 ,000

(Constant)
Customer
satisfaction
(Constant)
Customer
satisfaction
Market segmentation
based on customers
needs and wishes
(Constant)
Customer
satisfaction
Market segmentation
based on customers
needs and wishes
Market share analys is

(Constant)
Customer
satisfaction
Market segmentation
based on customers
needs and wishes
Market share analys is

Analys is of customer
complaints

Model
1

2

3

4

B Std. Error

Unstandardized
Coefficients

Beta

Standardized
Coefficients

t Sig.

Dependent Variable: REGR factor score   3 for analysis  1a. 
 

(Source: own elaboration) 
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The coefficients Table 28 presents the actual impact of each independent variable on the 
dependent variable. The coefficients for customer satisfaction, market segmentation 
based on customers needs and wishes, market-share analysis, analysis of customers' 
complaints are statistically significant (p< .005). All variables have a positive 
coefficient. Customer satisfaction analysis received the strongest weight in the model 
(Beta= 0.617), followed by market segmentation based on customers needs and wishes, 
market-share analysis and analysis of customers complaints. When the significance of t-
values for the coefficients is analyzed, it can be concluded that higher values of 
customer orientation outcomes were predicted by higher utilization of customers needs 
and wishes, market share analysis, analysis of customers' complaints. Consequently, the 
hypothesis H3c is accepted, suggesting that there is a significant positive relationship 
between SMTT utilization and customer orientation outcomes. 

Organizational integrity and strategic management tools and techniques 

The next stepwise regression analysis was run to analyze the effects of SMTT 
utilization on customer organizational integrity outcomes. The R square is 0.433, which 
means 43.3% of the variation of organizational integrity can be explained by the 
following predictors: analysis of views and employee attitudes and critical success 
factors (Table 29).  

Table 29: Model Summary – SMTT and OI outcomes 
 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 ,646(a) ,417 ,415 ,76502538 
2 ,658(b) ,433 ,428 ,75645401 

a  Predictors: (Constant), Analysis of views and employee attitudes 
b  Predictors: (Constant), Analysis of views and employee attitudes, Critical success factors 

(Source: own elaboration) 

The Anova Table 30 reports the significance of the regression model. As can be seen 
from the table, the regression model is statistically significant (p< .001). It can be 
concluded that there is a statistically significant relationship between utilization of 
SMTT, namely analysis of views and employee attitudes and critical success factors and 
organizational integrity outcomes. 

 

 

 

 

 

 

 

 



95 
 

Table 30: Anova test – SMTT and OI outcomes 

ANOVAc

95,560 1 95,560 163,277 ,000a

133,440 228 ,585
229,000 229

99,105 2 49,553 86,597 ,000b

129,895 227 ,572
229,000 229

Regression
Residual
Total
Regression
Residual
Total

Model
1

2

Sum of
Squares df Mean Square F Sig.

Predictors: (Constant),  Analysis of views and employee attitudesa. 

Predictors: (Constant),  Analysis of views and employee attitudes, Critical success
factors

b. 

Dependent Variable: REGR factor score   4 for analysis 1c. 
 

(Source: own elaboration) 
Table 31: Coefficients - SMTT and OI outcomes 

Coefficientsa

-2,238 ,182 -12,279 ,000

,603 ,047 ,646 12,778 ,000

-2,585 ,228 -11,348 ,000

,604 ,047 ,647 12,951 ,000

,107 ,043 ,124 2,489 ,001

(Constant)
Analys is of views and
employee attitudes
(Constant)
Analys is of views and
employee attitudes
Critical success
factors

Model
1

2

B Std. Error

Unstandardized
Coefficients

Beta

Standardized
Coefficients

t Sig.

Dependent Variable: REGR factor score   4 for analysis  1a. 
 

(Source: own elaboration) 

The coefficients Table 31 presents the actual impact of each independent variable on the 
dependent variable. The coefficients for analysis of views and employee attitudes and 
critical success factors are statistically significant (p< .005). All variables have a 
positive coefficient. Analysis of views and employee attitudes received the strongest 
weight in the model (Beta= 0.646), followed by critical success factors. When the 
significance of t-values for the coefficients is analyzed, it can be concluded that higher 
values of organizational integrity were predicted by higher utilization of analysis of 
views and employee attitudes and critical success factors. Consequently, the hypothesis 
H3d is accepted suggesting that there is a significant positive relationship between 
SMTT utilization and organizational integrity outcomes. 

The results confirm a fit between utilization of strategic management tool and 
techniques and organizational performance outcomes. Particularly, a significant positive 
relationship was found between different SMTT and financial performance outcomes, 
competitive positioning outcomes, customer orientation outcomes and organizational 
integrity outcomes.  
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Chapter 5 Conclusions and implications 

5.1  Conclusions  
This research used a comprehensive overview of the utilization, satisfaction and 
managerial awareness of strategic management tools and techniques in the Czech 
Republic. The conclusions and comparisons with previous research are provided. 

The following research questions were addressed in this study: 

1. Which strategic management tools and techniques do companies utilize in the 
Czech Republic and if such factors as awareness, satisfaction and company size 
could influence the utilization of strategic management tools and techniques? 

2. Does the utilization of strategic management tools and techniques influence the 
organizational performance of an organization? 

In order to answer these research questions, in the first step a comprehensive and 
structured analysis of existing worldwide studies was conducted, relating to strategic 
management tools and techniques and organizational performance. Many academics 
have given their attention to strategic management tools and techniques utilization as a 
small part in their studies, which were mainly related to strategic planning investigation.  

In the second step the author prepared and conducted two empirical studies. The 
research strategy for data collection was a survey strategy. For both surveys the 
questionnaire technique was used. The following analytical techniques were used in 
this study: descriptive statistic, correlation analysis, Mann-Whitney U test, principal 
component analysis and  stepwise regression analysis. 

The findings of this thesis shed new light on two important issues relating to strategic 
management tools and techniques by: 

- Providing the relevant information about utilization, satisfaction and managerial 
awareness of strategic management tools and techniques; 

- Providing new evidence to understand the effect of strategic management tools 
and techniques utilization on organizational performance drawing on data from 
Czech companies. 

The findings indicate that strategic management tools and techniques utilization, 
awareness and satisfaction level with them are in line with previous research in other 
countries. SWOT analysis, customer satisfaction analysis, price analysis, cost-benefit 
analysis, market share analysis, analysis of views and employee attitudes, analysis of 
customers' complaints, Porter's Five Forces, service analysis, PEST analysis, customer 
profitability analysis, benchmarking and methods of portfolio analysis were utilized by 
over 50 per cent of companies. Specifically, the results indicate that one of the most 
applied tools is SWOT analysis. This result is in line with previous research (Gun and 
Williams, 2007; Frost, 2003; Stenfors et.al, 2007; Elbanna 2007; Aldehayyat et.al, 
2011). However, the high level of utilization of SWOT analysis may be contrasted with 
the lower utilization of Porter's Five Forces, PEST analysis, benchmarking, portfolio 
methods, life-cycle analysis and critical success factors. All these tools focused on 
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analyzing internal and external factors that can affect the performance of the companies. 
The utilization of customer satisfaction analysis, market segmentation, customer 
complaints analysis, customer profitability analysis, reflect that the priority for the top 
managers in the Czech Republic is customer satisfaction. 

The survey also indicates extensive use of strategic management tools and techniques 
among Czech companies. It was found that 14 of 19 SMTT were used by over 50% of 
the analyzed organizations.  

From the list of 19 SMTT, a relatively low level of utilization was found for 
benchmarking, portfolio methods, balanced scorecard, value-chain analysis, activity-
based costing and critical success factors. These results are consistent with Aldehayyat 
and Anchor (2008), Elbanna (2007) and Al Ghambi (2005) studies. Elbanna (2007) 
found that value-chain analysis, portfolio methods (Boston consulting group matrix and 
McKinsey matrix) were used in a small extent by Egyptian managers. Similar findings 
were reported by Al Ghambi (2005) in Saudi Arabian organizations and Aldehayyat and 
Anchor (2008) in Jordanian companies. However, the  Aldehayyat and Anchor (2008) 
study found a relatively high level of utilization of analysis of critical success factors. 
The low utilization of benchmarking and balanced scorecard may be contrasted with the 
Rigby (2014), Gunn and Williams (2007) and Al Ghambi (2005) studies. For example, 
Gunn and Williams found that benchmarking and critical success factors analysis were 
extensively used by UK organizations. Al Ghambi (2005) found that critical success 
factors and benchmarking were the most regularly used tools in Saudi Arabian 
organizations. Benchmarking was ranked second in UK organizations (Gunn and 
Williams, 2007). 

Another part of research was focused on the managerial awareness of SMTT. Managers 
preferred to apply the tools which are widely recognized in the literature. They are 
easy in use; low in cost and relatively simple, and there is a “tradition” in their 
utilization, supported by an extensive experience with their contribution for the strategic 
management of companies. It can be stated that there is an evident gap between 
managerial awareness and knowledge and utilization of more sophisticated strategic 
management tools and techniques, such as balanced scorecard, activity-based costing or 
value-chain analysis. 

By using Spearman's coefficient of rank correlation, this study investigated the 
relationship between the utilization of strategic management tools and techniques and 
managerial awareness of these tools and techniques. The findings show that a 
significant positive relationship exists between the variables (H1a).  

In order to see the picture of strategic management tools and techniques utilization and 
satisfaction, the author designed a map. This map presents four groups of tools and 
techniques based on managers' utilization and satisfaction with them. The findings 
reflect that tools were approximately equally concentrated in two groups, namely 
“rudimentary” and “power” tools. The “rudimentary” (weak) group includes tools 
which are more focused on the analysis of financial performance, while the “power” 
group of tools are focused on internal and external analysis. It can be stated that Czech 
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companies are more focused on strategic management tools and techniques which can 
be called “traditional” tools and techniques, such as SWOT analysis, customer 
satisfaction analysis, price analysis, Porter's Five Forces, cost-benefit analysis. The 
findings show that managers are more satisfied with tools and techniques which they 
utilize regularly (according to the obtained results, managers are more satisfied with the 
most utilized tools and techniques) By supporting the hypothesis H1b, it was observed 
that a high level of utilization of different strategic management tools and techniques is 
associated with a higher satisfaction level with them. 

Moreover, the findings indicate that the utilization of strategic management tools and 
techniques was more common in large organizations. Similar findings were obtained 
in earlier studies of UK companies (Stonehouse and Pemberton, 2002), Egyptian 
companies (Elbanna, 2007) and Jordanian companies (Aldehayyat et al., 2011). 

The Mann-Whitney U test was undertaken to determine whether any significant 
difference between type of industry and strategic management tools and techniques 
utilization exists. The results indicate no statistically significant difference between 
manufacturing and service sectors regarding the utilization of strategic management 
tools and techniques. Similar results were reported by Glaister and Falsaw (1999), 
Elbanna (2007) and Aldehayyat and Anchor (2008). 

Furthermore, the thesis provides new evidence to understand the effect of strategic 
management tools and techniques utilization on organizational performance, drawing on 
data from Czech companies. To have a more balanced impression of organizational 
performance, a combination of financial and non-financial outcomes was used.  

In order to reduce the observed variables of organizational performance into a smaller 
number, the principal component analysis was used. The findings indicate four groups 
of organizational performance, namely financial performance, competitive 
positioning, customer satisfaction and organizational integrity. A multidimensional 
framework of organizational performance was proposed. This framework reflects the 
complex nature of organizational performance in which organizations operate. 

The findings indicate that there is a significant positive relationship between the 
utilization of strategic management tools and techniques and financial and non-financial 
performance outcomes. By using stepwise multiple regression analysis, the research 
confirmed that the utilization of specific strategic management tools and techniques 
influences organizational performance outcomes. The stepwise multiple regression 
analysis confirmed that better financial performance outcomes were predicted by higher 
utilization of balanced scorecard, cost-benefit analysis and activity-based costing. 
Another group of tools, namely SWOT analysis, Porter's Five Forces, PEST analysis, 
activity-based costing (ABC) and price analysis affect positively on competitive 
positioning outcomes. Better customer orientation outcomes were predicted by 
customer satisfaction, market segmentation based on customers' needs and wishes, 
market share analysis and analysis of customers' complaints.  
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Summing up, the findings indicate four groups of tools which can bring a significant 
impact on organizational performance. It can be stated that companies which 
recognize and utilize this group of tools have better organizational performance 
outcomes. Understanding the link between strategic management tools and techniques 
and organizational performance outcomes will guide and provide managers to move to a 
more practise-based approach. 
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5.2  Contributions of the research: Theoretical 

Firstly, this research takes a significant step in the utilization of strategic management 
tools and techniques in the Czech Republic. Since the utilization of different tools and 
techniques could affect organizational performance, managers should consider and 
utilize a combination of tools and techniques which fit their needs in performance. 

Secondly, the findings indicate that awareness, satisfaction and size of organization 
affect the utilization of strategic management tools and techniques, while the type of the 
industry is not a key factor of SMTT utilization. 

Thirdly, organizations need to be more sophisticated in selecting and utilizing different 
management tools and techniques, such as balanced scorecard, value-chain analysis and 
activity-based casting. 

And lastly, the results of this study are comparable with already published research. The 
comparative analysis of SMTT utilization reflects the current tendency in different 
countries. 

5.3  Contributions of the research: Managerial  

The following implications for the managers' practise arise from this study: 

1) This study reports the nature and practise of SMTT in organizations working in 
the Czech Republic. In this sense, managers can better understand actual practice 
and application of different tools and techniques. 

2) The findings indicate that 14 of 19 SMTT were used by over 50% of the 
companies. This may indicate that companies working in the Czech Republic 
actively utilize SMTT. The results indicated that companies in the Czech 
Republic pay more attention to the tools which focus on analyzing external and 
internal organizational factors. Tools such as value-chain analysis, activity-based 
costing or critical success factors have a relatively low level of utilization. This 
may be due to the low level of awareness of these tools. Companies should be 
more sophisticated in tools utilization, and move forward from the simple 
“traditional” to more complex “sophisticated” tools. 

3) Each organization should be aware of SMTT which they utilize. Without 
appropriate knowledge the utilization of SMTT will not bring the desired 
outcome to the organization  

4) The findings examine the relation between strategic management tools and 
techniques and four different organizational performance outcomes, namely 
financial performance, customer satisfaction, competitive positioning and 
organizational integrity. This will help to reduce the uncertainty related to the 
implementation of SMTT and may also contribute to help managers to 
purposefully choose the tools to satisfy their needs and identify the future 
strategic development of an organization.  
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5) The proposed multidimensional framework sheds light on the potential impact of 
tools used by managers in the Czech Republic on organizational performance. 
This research shows which particular tools complement each other, as well as 
how different strategic management tools and techniques are linked to 
organizational performance outcomes. Therefore, managers should consider 
strategic management tools and techniques as a significant component for better 
company performance. 

 

5.4 Limitations and further directions of the research  

Several limitations should be mentioned with regard to this study. Firstly, regarding the 
ability to describe all tools of strategic management, the author concentrated just on the 
most “popular” tools and techniques mentioned in the secondary literature by 
academics. 

Secondly, in order to achieve the main objective of the dissertation work, the author has 
to expand the research. In the first conducted research the author concentrated on the 
awareness, utilization and satisfaction with strategic management tools and techniques, 
while the second research was focused on organizational performance and SMTT 
utilization. 

One of the limitations is the fact that it observed only Czech companies. Another 
limitation is that the study did not examine moderating effects that may influence the 
management tools and techniques-performance relationship (such as organization 
structure, environment turbulence, etc.). Another potential limitation concerns the 
determination of organizational performance. Studies which measure organization 
performance are obviously facing difficulties with determination of performance 
measures.  

The scope of future research may be extended by examining other different 
management tools and techniques and organizational performance outcomes, which 
may reflect additional interesting relations in a longer time period. 

Despite these limitations, the study provides new evidence on how strategic 
management tools and techniques can affect performance, as well as explains the 
utilization, satisfaction and managerial awareness of strategic management tools and 
techniques in Czech organizations. A broad range of strategic management tools and 
techniques was considered. This is an advantage over previous studies that considered 
only two or three management tools and relied only on financial performance outcomes. 
In conclusion, the author believes that this study will prompt researchers to conduct 
additional research in this area. 
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