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OZET

Bu calismada KOBI’ler agisindan stratejik y&netimin
onemi ve yararlar1 vurgulanmis ve Denizli’de faaliyette
bulunan KOBI’lerin stratejik yonetime bakis acilar1 ve
uygulama diizeyleri arastirilmistir. Arastirma

gorilmiistiir.

sonucunda, stratejik yonetim hakkinda bilgi
diizeylerinin yeterli olmadigi ve isletme faaliyetlerinde
stratejik yonetim uygulamalarina yer vermedikleri
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tratejik yonetim konusunda

ilkemizde, gerek teorik,

gerekse de uygulamali
caligmalar oldukg¢a yayginlik
kazanmaktadir. Stratejik yoOnetim
konusu, 6zellikle biiyiik isletmeleri
ilgilendirirken KOBI’lerin de bu
yonetim tazindan o&grenebilecegi
pek c¢ok unsur bulunmaktadir.
Denizli’deki KOBI vasfindaki
isletmelerdeki yoOneticilerin
stratejik yonetime bakis agilarini
degerlendirmek amaciyla bir
arastirma gercgeklestirilmistir.
Arastirmanin Orneklemi genis
tutulmus ve tesadiifi Orneklem
kullanilarak 450 KOBI’ye anket
gonderilmistir. Aragtirma 2007
yilmin ilk aylarinda gergekles-
tirilmigtir. Aragtirmaya 45 isletme
¢evap vermis ve bunlardan 43
gecerli Cevap almabilmistir. Bu
oran, Denizli’deki yerlesik KOBI
sayisina gore olduk¢a diisiik
olmasinin yanisira bazi degerlen-
dirmeler yapmakta yarar saglamak-
tadir.

Bu calismada; Denizli’de
yerlesik olan KOBI’lerin stratejik
yonetim hakkindaki bilgi diizeyleri
ve uygulamaya koyabildikleri
yontem ve teknikler arastiril-
maktadir. Bu aragtirma, kapsamli
bir calisma olup burada, sadece
bulgulardan hareketle bazi deger-
lendirmelere yer verilmektedir.

Strateji sozCEigliniin  ash
eski Yunancadaki strategos
sozcliginden gelmektedir
(Cummings, 6: 1995). Pek c¢ok
isadamu stratejinin temel gili¢lerden
biri oldugunu kabul ederek
organizasyonun timini
ilgilendiren genis kapsamli planlar
oldugunu belirtirler (Hax, 8: 1995).

Stratejik yonetim siireci
dort asamadan olusmaktadir:
Cevresel analiz, strateji belirleme,
strateji uygulamasi, degerleme ve
kontrol. Tepe yonetimi dis ¢evreyi
analiz ederek firsatlar ve tehditleri
belirlerken i¢ ¢evre analiziyle de
giicli ve zayif yonleri aragtirir
(Wheelen and Hunger, 46: 1995).

Strateji literatiiriinde, bii-
yiik isletmelerin kiiciik isletmelere
gore daha kapsamli bir strateji
belirleme siire¢ine ve daha fazla
stratejik alternatiflere sahip
olduklar1 ve de bunlardan haberdar
olduklart kabul edilmektedir
(Alpkan, 2000: 2). Giiniimiizde,
akademik ve politik anlamda,
KOBI’lerin ihtiyaglar1 ve per-
formansi lizerine arastirma yapmak
olduk¢a yaygindir. Ancak, bu
aragtirmalarin ¢ogunun niteligi ise
degiskendir. Bu belirsizligi net-
lestirmeye calisan Carson gibi bazi
yazarlar, hangi biyuklikteki iglet-
melere, formal stratejik planlama ve
yoOnetimin uygulanmasi gerektigini
sorgulamaktadirlar. Bhide,
Mintzberg ve Waters gibi yazarlar,
KOBI’lerin i¢inde bulundugu

dinamik bir ¢evrede, KOBI’lerde
stratejik planin uygulanmasinin ¢ok
uygun olmadig1r savunulmustur.
Gibb ve Scott’a gore; KOBI
literatiirli, formal planlamayi yok
saymistir ve strateji olusturma
siireCinde Ogrenmeye Onem ver-
mistir (McLarty, 2005: 45).

Stratejik yodnetim
literatiiriinde var olan stratejik ana-
lizlerin hepsini yapmaya
KOBI’lerin ne gii¢ii yeter, ne de bu
denli ayrintili analizlere ihtiyaglar
olur. Bir stratejistin ya da girisim-
¢inin rahatlikla ayrimii yapabile-
¢egi informal stratejik planlama ve
yonetim KOBI’ler i¢in daha uygun
olmaktadir (Vaitkevicius, 2006:18).

KOBI’lerin isletme analizi
yapilirken iizerinde durulacak en
onemli faktor, yoneti¢i olmaktadir
(Demirbas, 1999: 51). KOBI’lerde
strateji olusturulmasinda isletme
yoOneti¢isinin vizyonunun, kisisel
degerlendirme ve motivasyonunun
belirleyi¢i oldugu savunulmaktadir
(Barnes, 2002: 130).

Biiytik isletmelerin standart
mamulleri daha kaliteli ve ucuza
verebilme avantajlar1 karsisinda
kiigiik isletmelerin belirleyebile-
¢ekleri uzmanlasma, iretimde
esneklik ve yenilik yapma gibi
alternatif stratejileri bulunmaktadir
(Demirbag, 1999: 59-60). Kiiglik
isletmelerde uygulanacak yeni
stratejilerin isletme yapisi
tizerindeki etkileri Onceden test
edilmelidir. Isletmelerin kiiciik
yapida olmalar1 nedeniyle, stratejik
bir degisiklik yapmak, isletmeyi
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tamamiyla degistirebilir veya belirli
bir boliimil lizerinde 6nemli etkiler
yapabilir. Bu gibi sonuglarin etki-
leri, tahmin edilmeden yapilacak
analizler, beklenenden farkli
sonuglar dogurabilir. Bu nedenle
KOBI’lerde stratejik yonetimin tam
olarak anlagilmasi ve uygun
yontemlerin belirlenmesi énem arz
etmektedir.

ARASTIRMAYA KATILAN
DENIZLi KOBI’LERIi
UZERINE
DEGERLENDIRMELER

Arastirma Denizli Ticaret
Odasinin kayitlar1 kullanilarak
KOBI niteligine sahip olan
isletmeler arasindan tesadiifi
orneklem yontemiyle 450 tanesine
anket gonderilmis ve gecerli 43
anket analize dahil edilmistir.
Denizli’deki KOBI’ler iizerinde
yapilan ankete yanit veren islet-
melerden 16 tanesi (%37,2) stratejik
planlarinin olmadigimi belirtmistir.
Stratejik plan hazirladiklarini
belirten 27 isletmeden 16 tanesi
(plan yapanlarin %59’u) sadece 1
yil veya daha az siireli plan
yaptiklarin1 bildirmislerdir.
Stratejik planlarin bir yildan daha
uzun siireli olmasi gerektigi dikkate
alindiginda, ankete yanit veren
isletme yoOneticilerinin % iinlin
stratejik plan bilin¢inden yoksun
oldugu anlasilmaktadir. Ayrica,
isletmelerin stratejik planlarinin
varligi konusunda farkli sorularda
celiskili ifadeler kullandiklari da
gbzlemlenmistir.

Bes yil ve iizeri siire icin
planlama yapan igletme sayisinin
yalniz 6 (%14) olmasi, lilkemizdeki
isletmelerde planlama eksikligi ol-
dugu gercegine uygun gorilmek-
tedir. Ancak, bunun yaninda
literatiirde, yapilar1 geregi
KOBI’ler igin yazili formal bir
stratejik planin ongoriillmedigi dii-
stintildiigiinde bu sonug beklenildigi
gibidir.

Stratejik planlarin yaklasik
2/3 oraninda iist diizey yoneticiler
ve yonetim kurullarinca, geri kalan
1/3 oraninda ise isletme sahip-
lerin¢e hazirlanmaktadir. Bu durum,
literatiirde stratejik planlarin
yoneticiler ve stratejistler tarafindan
olusturulmasi gerektigi savina
uymaktadir. Ancak, stratejik
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planlarin uygulanmasi agamasinda
fonksiyonel birimlerle istisare
edilmemesi durumunda stratejilerin
uygulanmasinda engeller ¢ikmast
riskini de tagimaktadir.

Bunun yaninda, isletme-
lerin amag ve hedefler ile misyon ve
vizyonun belirlenmesinde stratejik
yonetimin diger faaliyetlere ve
stratejik planlamaya gore daha etkin
oldugu sdylenebilir. Bu agidan,
arastirma sonuglarmin Dinger ve
Tatoglu’nun (Dinger ve Tatoglu,
2002: 387-402) Tiirkiye’de faaliyet
gosteren biliylik isletmelerin
stratejik planlama ve uygulama
stirecleri ile ilgili gerceklestirdikleri
calismanin sonuglariyla Ortiistiigii
sOylenebilir.

Ust yonetimin izole bir
sekilde kisisel sezgileriyle yaptigi
stratejik planin sorumlulugunu
istlenmesi, so6z konusu isletme
yoneticilerinin stratejik planlama
tuzaklar1 iginde yer alan iistlenme
tuzagina diistiiglinii gostermektedir.
Ustlenme tuzagi; strateji gelistirme
stire¢ine katilimin olmamasi ve
sadeCe iist yoOnetimin kisisel
sezgilerine ve sorumluluklarina
birakilmasi ve enerjileri sentezleye-
memeleri halidir. Ancak, yeterince
sezgilere yer verilmemesi de hare-
kete gegmeme tuzagina diistiriir.

Isletmelerin %75’i degisim
ile ilgili sorunlarini agmak ig¢in
stratejik planlamaya bagvurduk-
larint belirtmislerdir. Oysa,
degisimi gerceklestirecek olan
stratejik planlama degil stratejik
uygulamadir. Stratejik planlamanin
yapilmasiyla degisim gercekles-
tirilmis olmaz. AyriCa, literatiirde
stratejik planlama olusturulduktan
sonra bu plana uzun siire bagh
kalinarak revizyona gidilme-
mesinin degisimin 6niinde bir engel
olusturdugu elestirisi yaygindir.
Ankete yanit veren %65 oraninda
isletmenin, 6néeki planlarin politika
olarak kabul edilmesi savi da yine
bu yanlis1 tekrarlamaktadir. Bul-
gular gostermektedir ki, igletmeler
degisim ve politika tuzagina da
dismektedirler. Degisim tuzagi;
stratejik planlamanin proaktif
niteliginin {lizerinde durulmayip
sihirli bir degnek gibi her sorunun
¢ozliml olarak goriilmesi halidir
(Papatya,2001: 626).

Isletme yonetiGilerinin stratejik
kararlarin biirokratik sisteme

ihtiya¢ duydugunu belirterek
biirokrasi tuzagina diisme egilimleri
de goriilmektedir. Mintzberg’in 6ne
sirdiigii stratejik planlama
tuzaklarina distiikleri goriilen
Denizli KOBI’lerinin, Papatya’nin
Denizli ili tekstil alt sektoriinde
uyguladigr stratejik planlama
tuzaklar1 ¢aligmasiin sonuglariyla
da ortlistigli goriilmektedir. Buna
gore; Denizli KOBI’lerinin stratejik
planlama konusunda yetersiz ve
basarisiz olduklari, ayrica, stratejik
planlama tuzaklarma diistiikleri an-
lagilmaktadr.

Porter, net stratejik tercih
yapmay1, basariya giden yolda
olmazsa olmaz bir kosul olarak 6ne
siirmektedir. Baz1 arastirmalar bu
bakis acisini dogrularken, bazi ya-
zarlar ve yapilan arastirmalar ise,
bunun tersine karma stratejiler
benimsemenin kar1 distirmedigi
gOriisiinii iddia etmektedirler
(Barca, 2002: 747). Denizli ilinde
faaliyet gosteren KOBI’lerin bu
kapsamda birbirine zit, karma
terCihler yaptig1 goriilmektedir. Bu
agidan bakildiginda, Porter’in
goriigiine gore basarisiz sonuglarla
karsilasabilecekleri aciktir.

Jau¢h ve Glueck’e gore,
stratejik yonetim kavramina yapilan
en biyiik elestiri, kontrol altina
almmasi miimkiin olmayan birgok
faktdrden dolay1 sartlarin ¢ok hizl
degismesi ve Ozellikle uzun vadeli
planlarin anlamini ve etkisini
yitirmesidir. Bu elestiriye karsilik
olarak, yonetim bilimi ve stratejik
yonetim kavrami, meydana gele-
bilecek degisiklikler ve olaganiistii
durumlar i¢in ise, olasilik planlar
ve kriz yonetimi gibi yaklasimlar
ortaya koymaktadir (Safakli ve Oz-
deser, 2002:413).

Is diinyasinda evrensel bir strateji
yoktur. Evrensel stratejiler uygula-
maya kalkmay1 Porter, stratejik
tuzaklar olarak yorumlamaktadir
(Miiter¢imler, 2007: 48).

Bu calismanin sonuglart gos-
termektedir ki, Denizli KOBI’leri
de bu stratejik tuzaklara
diismektedirler. Isletmeler stratejik
yonetim literatiiriinde mevcut olan
stratejileri isletmelerinin yapisina
uygun olarak uyarlamali ve bu
konuda esneklige sahip olmalidirlar
(Perks, 2006:153). Bu tuzaklardan
kurtulmanin tek yolu da alternatif
stratejileri iyi bilmek ve en uygun



stratejiyi isletmenin kendisine
uyarlayarak uygulamasidir.

Isletme yoneticilerinin en
cok faydali gordiiklerini beyan
ettikleri politika, Denizli KOBI’leri
nezdinde de iirlin ve hizmet kali-
tesini iyilestirme politikasidir. An-
kete yanit veren isletmezlerin
stratejik tercihleri ile isletme poli-
tikalarinin faydasi ile ilgili sorulara
verdikleri yanitlar karsilas-
tirlldiginda ilging sonuglar elde
edilmistir. Buna gore, ankete yanit
veren isletme yoneticileri stratejik
alternatifler hakkinda yeterli bilgiye
sahip degillerdir.

Isletme yoneticilerinin
ozellikle egitim seviyelerinin
yiiksek olmasi ve geng yasta
olmalariyla paralel olarak degisime
ve rekabete acik olduklar goriil-
miistiir. Literatiirde Ongorildugi
gibi bu 6zellikleriyle paralel olarak,
Denizli KOBI’lerinin ¢ogunlukla
biiyiime stratejilerini tercih ettikleri
goriilmiistiir. Bliylime stratejileri
arasindaki dagilima gore;
isletmelerin 1/3’inin mevcut
pazardaki paylarint arttirma
stratejik hedefine sahipken, yeni
iriin gelistirme ve yeni pazarlara
acilma stratejik hedefleri yaklasik
2/3 oranindadir. En ¢ok tercih edilen
yeni pazarlara acilma stratejik
hedefi ise, basar1 giidiisii ve
firsatlara 6nem vermenin yanisira
pazarlama politikalarin1 yenile-
menin geregine inanma ve sayginlik
ihtiyac¢t ile ilgilidir. Arastirma
sonucuna gore; isletmelerin
stratejik terCihlerinin Dinger ve
Tatoglu’nun Tirkiye’de faaliyet
gdsteren biiyiik isletmelerin
stratejik planlama ve uygulama
stirecleri ile ilgili gergeklestirdikleri
calismanin sonuglarinin tersine,
yeni pazarlara agilma konusunda
ihtiyatlt davranmaya ihtiyac
duymadiklar1 goriilmiistiir. (Dinger
ve Tatoglu, 2002:387-402)

Bunun yaninda, %17
oraninda isletmelerin bazisi,
mevcut durumu koruma stratejisini
benimserken kiiclilme ve tasarruf
yapma ile pazardan c¢ikma yani
kiigiilme stratejilerini benimseyen
sadeCe birer isletme olmustur.
Dolayisiyla, kiiglilme stratejilerine
gecmiste oldugu gibi, Denizli
KOBI’lerinin halen 6nyargiyla
baktiklarini ve alternatif stratejileri
iyi bilmedikleri ve Porter’in bahset-

tigi stratejik tuzaklara diistiikleri
gorlilmektedir.

Isletmelerin ¢ogunun pazar
paymu arttirmak, kaliteyi arttirma ve
pazarlamaya yatirim yapmasit
pazarda kimsenin kazanamayacagi
bir pozisyon olusturabilir. Hali
hazirda rekabetin siddetli oldugu
Denizli ilinde, isletmelerin fason
iretimle bagimsizliklarini
kaybetmeden alternatif stratejiler
gelistirememesi, Denizli KOBI’leri
icin ¢ok tehlikeli olacaktir. Bu
tuzaklardan kurtulmanin tek yolu
ise alternatif stratejileri iyi bilmek
ve igletme icin en uygun stratejiyi
uygulamaktir. Bunun yaparken ise,
isletmenin i¢inde bulundugu ¢evre,
hedef pazar, isletme, rakip ve
miisteri analizlerini goz Oniinde
bulundurarak kendi durumuna
uygun bir sekilde sectigi stratejiye
adapte etmesi gerekmektedir.

Talebin fiyata fazlasiyla
duyarlt oldugu ve rekabetin ¢ok
siddetli oldugu pazarlarda 6zellikle
kiiciik isletmelerin maliyet
rekabetinden bagka pek secebile-
cekleri stratejik alternatif yoktur.
Ayn1 sekilde, hiikiimet politika-
larinin etkisi altinda olan ve dar pa-
zar kesimlerine sikismis isletmeler
de ¢ok fazla se¢im yapamazlar. Bu
gibi isletmelerin tek ¢ikis yollar
buluslar ve yeniliklerdir (Alpkan,
2000:22).

Stratejik hedef secimi ile
ilgili soruda birbirinden farkli
stratejik hedefleri kapsayan
birbirine zit c¢eliskili ter¢ihlerin
yapilmast, bu ter¢ihlerin ¢ok bilingli
yapilmadigi ve iyi anlasilmadigi
diisiin¢esini uyandirmistir. Ancak,
KOBI’lerin ¢ogunlukla tek
yalitilmis rekabet stratejileri
secmek yerine bu stratejilerin bir
kombinasyonunu tercih ettikleri de
bilinmektedir (Lobontiu, 2002: 25).
Rekabetci bir pazarda bulunduklari
anlagilan igletmelerin Y4’ine yakin
boliimiiniin pazarin durumu ile ilgili
bilgi sahibi olmadigi, dolayisiyla
pazar analizi yapmadan pazara
girdikleri goriilmektedir. Rekabetci
pazarlarda faaliyet gosteren bu
isletmelerin karlilik durumunun ¢ok
Cazip olmadigr sonucu ortaya
cikmaktadir. Pazarin Cazibesi ile
isletmenin c¢esitli faktorler
bakimindan giici karsilastiril-
diginda ise, igletmelerin yanitlarina
gore, bu isletmelerin rekabet

giiclinlin yliksek oldugu anlagilmak-
tadir.

Stratejistlerin yasi, egitim
diizeyi, tecrilbbe ve kidem gibi
demografik o6zelliklerinin stratejik
terCihler tizerinde etkili oldugu
literatiirde kabul goérmektedir.
Hambrick ve Mason’a gore geng
yoneticiler, yash olanlara kiyasla
daha yenilik¢i olan biiyiime
stratejilerini izlemeyi tercih ederler
verisk alma egilimleri daha fazladir.
Stratejik terc¢ih konular1 ne olursa
olsun, yoneti¢inin yasi ile strateji
arasinda anlaml1 iliskiler
bulunmustur. Bu ¢alismanin bulgu-
lar1 da bu goriisii dogrulamaktadir.
Stratejik terCihlere etki eden bir
bagska demografik o6zellik ise;
yoneticinin sektordeki, isletmedeki
ve Ust diizey yoneti¢i konumundaki
kidemidir. Orgiitsel kidemin
yliksekligi ile statiikoyu korumaya
yonelik stratejik ter¢ih egilimi
arasinda pozitif bir iliski oldugu
genel kabul gormiistiir. Orgiitsel
kidem, mevcut durumu koruma
arzusunu arttirmasit nedeniyle
yenilik ve degisime pek acik
degildir. Stratejik degisim ile kidem
iliskilerini inceleyen Bantel ve
Jackson’un, Finkelstein ve
Hambrick’in ve Thomas ve arka-
daslarinin ¢aligmalar1 da bunu teyit
etmistir.

Miller’a gore oOrglitsel
kidemi yiiksek yoneticiler, daha az
bilgi kaynagindan yararlanirlar ve
bilgi toplama ve analiz igleri ile daha
az ilgilenirler. Thomas ve arkadas-
larina gore, ist diizey yonetiiler
arasinda kidem yil1 yiiksek olanlar
daha ziyade mevcut faaliyetlerin
verimliligini arttirmanin pesinde
olan savunmaci yoneticilerdir.

Hambrick ve Mason’un
egitim diizeyi diisiik yoneticilerin
isletmelerinin daha az istikrarli bir
performansa sahip olacaklar:
yoniindeki iddialarindan yola ¢ikan
Hitt ve Tyler, disik egitim
seviyesine sahip olanlarin zihinsel
modellerinde biiylik sapmalar
oldugunu savunmuslardir. Stratejik
ter¢ih, bu modellerin bir sonucu
olduguna gore egitimin siiresi
dolayl1 olarak tercihi etkileyecektir.
Ancak, bu iddialar1 savunan
yazarlarin uyguladiklan testler bu
iddiay1 dogrulamamistir. Bunun
yaninda, bu yazarlar, yenilige
acikligin egitim diizeyi ile pozitif
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iliski i¢inde oldugunu vurgulamak-
tadir (Alpkan, 2000: 19-44).

Ankete katilan igletmelerin
yonetim kademelerinin oldukga
geng ve egitim seviyelerinin yiik-
sek, kidem bakimindan esit dagi-
limda olduklar1 gdzlemlenmistir.
Yoneticinin yasi, kidemi ve egitim
diizeyi ile stratejik tercihlerin
iligkisine bakildiginda, bu anketin
geng yastaki, egitim diizeyi yiiksek
yoneticilerden olustugu g6z 6niinde
bulundurularak bu Kkisilerin,
Alpkan’in tezinde iddia edildigi
gibi; yenilikei, tehlikelerden ziyade
firsatlara 6nem veren yoneticiler
olarak farklilagtirma stratejisini
agirlikli olarak sectikleri goriil-
miustur.

Alpkan’in tezinde de dile
getirilen ve literatiirde kabul géren
geng yastaki ve egitim diizeyi
yiiksek yoneticilerin degisime ve
rekabete daha agik olduklar1 goriisii
bulgular neti¢esinde dogrulanmak-
tadir.

Kisilik 6zelliklerinin strate-
jik yonetime etkilerini inceleyen
Miller ve Toulouse, bagar1 giidiisii
yiiksek olan ydneticilerin biiyiime
potansiyeline sahip bir farkli-
lastirma stratejisini tercih ettiklerini
belirtmistir. Bu durumda, Denizli
ilindeki KOBI’lerin y&neticilerinin
basar1 gilidiisiiniin de oldukga
yiksek oldugu séylenebilir.

Isletmelerin yarisindan faz-
lasinin stratejik analiz tekniklerini,
¥’ lintin ise SWOT analizini
bilmedigi ya da hi¢c kullanmadig:
anlagilmaktadir. Ancak, bu durum
KOBI’lerin ayrintili analiz teknik-
lerini kullanmalarinin gerekli
olmadig1 savindan hareketle bek-
lenen bir sonugtur.

SONUC

Isletmelerin {i¢te biri
stratejik yonetimin yarar1 hakkinda
bilgi sahibi olmadiklarini belirt-
mistir. Ancak stratejik yonetimin
pratikte yararimi1 gormeyen ve
onceki sorulardan stratejik yonetimi
uygulamadiklar1 anlasilan igletme
yonetiCileri de stratejik yonetimin
yararlar1 hakkinda fikir beyan
etmislerdir. Elde edilen bulgulara
gbre, ankete yanit veren islet-
melerin stratejik yOnetimi yaygin
olarak uygulamadiklar1 ve dola-
yistyla stratejik yonetimin pratikte
yararini gormedikleri anlagilmistir,
Boylece, calismanin sonucunda
elde edilen bu bulgular ile
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yoneticilerin demografik ve kisisel
ozellikleri ile stratejik tercihleri
arasinda anlamli iligkilerin oldugu
ve Denizli KOBI’leri tarafindan
formal stratejik planlama ve
yonetimin yaygin olarak
bilinmedigi teyit edilmektedir. Bu
nedenle KOBI yéneti¢ilerinin
Stratejik Yonetim konusunda uz-
manlardan bilgi alarak kendilerine
uyan yontemleri ve teknikleri
uygulamalar1 yararlarina olacaktir.
Ayri¢a her bir igletmede misyon,
vizyon ve strateji belirleme ¢alig-
malariin yapilmasi kaginilmazdir.
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ABSTRACT

In this study, the importan¢e and benefits of strategic¢
management in terms of SMEs are highlighted and
SMEs, working in Denizli, perspectives to strategic
management and their implementation levels were

inCluded.

investigated. Research results showed that the level of
strategi¢ management and business activities is not
enough and strategi¢ management practices were not

INTRODUCTION

CONCEPTUAL FRAMEWORK

trategi¢ management theory

and applications in our

Country has gained quite
widespread. While Strategic
management topi¢ mainly interests
large enterprises, SMEs also ¢an
learn many elements of
management. A research has been
carried out by the managers in the
business skills of SMEs in Denizli
to assess their strategi¢ management
perspective. Random sample of the
study sample is large and by using
stiff survey, it was sent to 450
SMEs. Research has been done on
the first months of 2007. 45
¢ompanies have responded to
research and could be 43 valid
responses. This rate is quite low,
according to the number of SMEs in
Denizli however benefit on making
some assessments.

In this study, knowledge
level of SMEs located in Denizli
about the strategi¢ management and
methods and techniques they can
put into practice is explored. This
research is a Comprehensive study
and to just some evaluations are
given place from findings.

The word strategy derives
from the ancient Athenian position
of strategos (Cummings, 6: 1995).
Many business people would accept
the definition that strategy is the
major force that provides a
Comprehensive and integrative
blueprint for an organization as a
whole (Hax, 8: 1995).

The process of strategi¢
management involves four basi¢
elements: Environmental s¢anning,
strategy formulation, strategy
implementation and evalution and
control. Top management scans
both the external environment for
opportunities and threats, and the
internal environment for strengths
and weaknesses (Wheelen and
Hunger, 46: 1995).

In strategy literature, large
businesses compared to small
businesses have more compre-
hensive strategy ¢learence process
and have more strategi¢ alternatives
and is Considered to be aware of
them (Alpkan, 2000: 2). Today, in
academi¢ and politi¢al mean, to do
research on SMEs needs and
performance is widespread.
However, most of these studies
nature is variable. This uncertainty
makes the net work of some authors,
such as the Carson, questioning to
whic¢h large enterprises, formal
strategi¢ planning and management
should be applied. Writers such as
Bhide, Mintzberg and Waters, is
available to SMEs in a dynamic

environment, defense that the
implementation of strategi¢ plan
was not very appropriate at SMEs.
According to Gibb and Scott, the
SME literature, has ignored the
formal planning and gave
importance to learning in the pro-
Cess of strategy Creation (McLarty,
2005:45).

SMEs don’t have enough
power to do strategi¢ analysis of
existing literature on strategic
management , nor would it require
much detailed analysis. An informal
strategi€ planning and management
which a strategist or an entrepreneur
¢an make easily the difference is
more appropriate for SMEs
(Vaitkevicius, 2006: 18).

The most important factor
while business analysis of SMEs is
being done is being manager (Demi-
rbas, 1999: 51). Business manager’s
vision, personal assessment and
motivation is defensed to be
important to Create a strategy in
SMEs (Barnes, 2002: 130).

Compared to large
enterprises’ better quality and to
give cheaper advantages, small
businesses have advantages of
identifying profesionalism,
flexibility in production and in-
novation (Demirbas, 1999: 59-60).
New strategies will be implemented
in small business enterprises and the
impact on the structure must be pre-
tested. Because of the small
struture of business, to make a
strategi¢ Change, ¢an change the
business completely or can make a
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significant impact on a Ccertain
section. Analysis that will be done
without thinking the effects of it’s
results may produce different
results than expected. Therefore full
understand of strategi¢ management
in SMEs and to determine the
appropriate method is important.

ASSESSMENT OF
PARTICIPATING
SURVEY ON DENIZLi SMEs

Research using Denizli
Chamber of Trade’SMEs
recordings is sent to 450 of them by
random sampling method and the
current 43 research are included in
the survey analysis.

Responding to the survey
on SMEs in Denizli in the business
16 of them (7.2) has indicated that
they have no strategi¢ plans. 16
business among 27 (%59 of
business that makes plan) stated that
they make plan only for 1 year or
less. Strategi¢ plans should be
longer than a year taken into ac¢ount
when responding to the survey of
business managers %'s lack of
awareness of the strategi¢ plan is
understood. In addition, the
existenCe of businesses strategic
plan is questioned in terms of using
different statements to different
questions.

The number of businesses
planning for five years, and over
time being only 6 (%14) indiCates
that our Country is lack of planning
in business. In addition to this
literature, when it is thought that a
formal written strategi¢ plan for
SMEs are not foreseen, these results
are as expected.

Strategic plans about 2 /3
at a rate established by senior exe-
cutives and management, the
remaining 1 / 3 rate is being prepa-
red by the business owners. This
Case fits the argument of the
literature of strategi¢ plans must be
Created by the managers and
strategists. However, in the
implementation phase of strategic
planning no Consultation with the
functional unit in Case of obstacles
in the implementation of strategies
¢an Carry out the risk.

Furthermore, in deter-
mining business aims, objectives,
mission and vision; it ¢an be said
that strategi¢ management is more
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active than other activities and
strategi¢ planning. From this
perspective, the research results and
Dinger and Tatoglu's (Dinger and
Tatoglu, 2002: 387-402) results
about big Companies operating in
Turkey strategi¢ planning and
implementation of major business
processes ¢an be said to Coincide.

Top management takes the
responsibility of a strategic plan that
is made with top management's
personal insights in an isolated way
and it shows that they fall into
strategi¢ planning pitfalls trap. To
Assume trap is a no participation to
strategy development process and
just leaving to top management's
personal insights and responsibility
and the position of not synthesizing
energy. However, lack of intuition
falls to the trap of not taking action.
%75 of the businesses expresses
that to over¢ome problems related
to ¢hange they applied to strategic¢
planning. However, the thing that
implements changes is not strategic
planning but strategi¢ application.
When strategi¢ planning is done it
doesn’t mean that change is
implemented. In addition, in the
literature it is a widespread Criti¢ism
that staying with this plan in long-
term without revisions Creates a
barrier to change. %65 of the
businesses responding to the survey
has also accepted the previous
plans to be ¢onsidered as to repeat
the same wrong. Results show that
the business fall in the trap of
c¢hange and poliy. Change trap;
strategi¢ planning’s being
Considered as a magi¢ wand as the
solution to every problem more than
the focus of the proactive nature of'it
(Papatya,2001: 626).

It is also observed that busi-
ness managers show a trend of fal-
ling in bureaucracy trap by expres-
sing the need to bureaucrati¢ sys-
tem. As Mintzberg took forward, it
is seen that Denizli SMEs fall into
strategi¢ planning traps, overlap
with the results of Papatya's strate-
gi¢ planning traps study at Denizli
Province in the textile subsector.
Accordingly, it is understood that
Denizli SMEs are inadequate and
fail about strategi¢ planning, and
they fall in to strategi¢ planning
traps.

Porter says that ¢lear strate-

gi¢ choice to make is a requirement
on the road to success. Some re-
search are in this perspective, unlike
some authors and the research,
strategy adopted mixed opinion of
the ¢laim does not reduce profits
(Barca, 2002: 747). SMEs operating
in the Denizli province opposite to
each other in this Context, we see the
mix is preferred. Seen from this
perspective, acording to opinion of
Porter, it is Clear that they will meet
with fail results.

According to Jauch and
Glueck, the biggest Criticism to the
concCept of strategi¢ management, is
not possible to get under control due
to many factors, Conditions ¢hange
very quickly, and especially the me-
aning and impact of long-term plan
is to lose. In response to this Criti¢i-
sm management sCience and
strategi¢ management concept puts
some approaches for changes that
may o¢cur and for emergency situa-
tions (Safakli and Ozdeser,
2002:413)

There is no universal stra-
tegy in the business world. Porter
interprets to try to apply a universal
strategy as strategicC traps
(Miiter¢imler, 2007: 48).

The results of this study
show that, Denizli SMEs have also
fallen to this strategi¢ trap. Business
strategies are available in the litera-
ture of strategi¢ management struc-
ture in acCordance with the imple-
mentation of business and should
have flexibility in this regard (Perks,
2006:153). The only way to escape
this trap of the alternative strategies
and the most appropriate strategy to
know the business well adapted to
the application itself.

Business managers states
that most useful poli¢y is Denizli
SMEs to improve the quality of
products and service quality.
Responds of businesses to the
survey about strategi¢ Choice and
the benefits of business poliCy
interesting results were compared.
Accordingly, business managers
responded to the survey do not have
enough information about the
strategiC alternatives.

It is seen that business managers
have higher education levels and in
parallel with the young age that they
were open to change and



competition. In the literature, as
foreseen in parallel with this feature,
Denizli SME often preferred growth
strategies was seen. Growth
strategies, acCording to the
distribution; enterprises 1 /3 'in the
Current market share inCrease in the
strategiC objectives of the new
product development and opening
new markets and strategi¢ goals
about 2/ 3 the rate. Most preferred to
open new markets and strategic¢
goals drive the sucCess of the
promotion opportunities in addition
to the need to renew the marketing
poli¢ies are associated with
credibility and reputation needs.
According to research results, large
businesses operating in strategi¢
planning and implementation
proCesses are performed on the
Contrary of the results of studies,
Dinger Tatoglu's (Dinger and
Tatoglu, 2002:387-402) business
ande strategic preferences In Turkey
research, don’t need to be Cautious
about opening new markets.

Besides this, at a rate of
%17 some enterprises, used the
Current status of the protection
strategy, making savings and
minimize the business, downsizing
strategy, has been only one
business. Therefore, strategies to
minimize, as in the past, Denizli
SMEs are facing bias and
alternative strategies still not well
known and have fallen to a trap that
Porter mentioned about.

To in¢rease market share of
most businesses, increasing the
quality and marketing to invest in
the market can Create a position that
no one would win. Being Denizli
businesses in severe competition,
with outsourée production not
improving alternative strategies
without losing their independence
will be very dangerous for Denizli
SMEs. The only way to get rid of
this trap is to know alternative
strategies good and to implement
appropriate strategies for business.
While doing this, the business
environment, the target market,
C¢ompetitors and ¢ustomers to shoul
be analyzed in mind in a way
appropriate to the Chosen strategy
must be adapted.

Demand is price sensitive
and in markets that has severe
¢ompetition, especially small

businesses don’t have other
alternative but cost
competitiveness. Similarly, under
the influence of government policy,
which stuck to the narrow market
segment of business ¢an not make
too many choices. The only way out
to these enterprises is disCoveries
and innovations (Alpkan, 2000:22).

Questions related to
strategiC objectives, the selection of
strategi¢ objecCtives Covering
different to each other, making
conflicting preferences and
opposite choices; it is understood
that was not made very ConsCious
and has not been well understood.
However, it is known that SMEs
often Choose a Combination of
strategy rather than isolated
¢ompetition strategies (Lobontiu,
2002: 25).

In a competitive market, it
is seen that % of businesses has no
information about market, so
without doing market analysis they
enter to the market. Enterprises that
operates in Competitive markets,
has emerged as a result of not very
attractive profitability. When
various factors of market
attractiveness and business strength
is Compared, in terms of the
responses of businesses, it is
understood that these enterprises
have higher Competitive power.

Strategist age, education
level, demographi¢ Characteristics
such as experience and seniority to
be effective on the strategi¢ c¢hoice
is reCognized in the literature.
According to Hambrick and Mason,
young managers are more
innovative than the elderly who
prefer to follow the growth strategy
and trends in greater risk.
Regardless of issues of strategi¢
choice, meaningful relationship
between age and strategy of
manager were found. Findings of
this study also Confirms this view.
Another sdemographic
Characteristi¢s that influence
strategi¢ cChoiCes is, manager’s
seniority in the sectors of business
and upper-level manager position. It
has been generally accepted that
there is a positive relationship
between height of organizational
seniority and maintaining the statue.
Organizational seniority, while
inCreasing the desire to protect

current statue is not very open to
innovation and ¢hange. The works
of Bantel and Jackson, Finkelstein
and Hambrick and Thomas and his
friends about strategi¢ ¢hange and
seniority has also confirmed that.

According to Miller
managers with high organizational
seniority use less information
resources and are less interested in
information collection and analysis.
According to Thomas and his
friends, senior executives who are
among the highest in seniority, are
defensive managers that mostly
follow existing operations
effic¢iency.

Hitt and Tyler defensed
that, who have low education level,
mental models have large
deviations, by Hambri¢k and
Mason’s c¢laims that low level
educationed managers business
performance would be less stable.
As strategi¢ ChoicCe is a result of
these models, the training period
would directly affect the choice.
However, the tests that these
authors, who advocate the
application of this ¢laim, did not
Confirm this ¢laim. Besides, these
writers emphasizes positive
relationship between education
level and openness to innovation
(Alpkan, 2000: 19-44).

Businesses partiCipated in
survey it is observed that their
management level is young and
education level is high and the
distribution of severance is in equal
terms. It is seen that when it is
looked at the relationship between
manager's age, seniority and
education level and their strategi¢
options, in relation this survey is
made by young and high education
level administrators, as in Alpkan’s
thesis ¢laimed, as innovative, giving
importance to opportunities rather
than risks choose diversifiation
strategy primarily.

Expressed in Alpkan’s
thesis and accepted in the literature
that the young aged and high
educational level managers are
more open to change and
Competition as a result of the
findings.

Toulouse and Miller who
examine the effects of personality
traits to strategi¢ management
indicated that managers whose
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achievement motivation and growth
potential is high choose a preference
diversification strategy. In this Case,
it ¢an be said that the success of
managers of SMEs in Denizli
province of the motive is very high.
It is understood that businesses
more than half of them don’t know
or never use the strategi¢ analysis of
business techniques, and % of them
is not understood or not used at all
the SWOT analysis. However, this
Case is an expected Consequence of
the view that SMEs using detailed
analysis to use teChniques is not
necessary.

RESULTS

One-third of businesses

indi¢ated that they don’t know about
the benefits of strategic
management. However, managers
who didn’t have the benefit of
strategi¢ management in practice
and understood that they don’t use
the strategi¢ management by their
answers declared views about the
benefits of strategi¢ management.
The findings obtained by
questionnaire is strategic
management is not used by them in
¢ommon and thus they do not see the
benefit in practice.
Thus, it is ¢onfirmed that the results
of studies on the findings obtained
with this demographic and personal
Characteristi¢s of managers with the
strategi¢ ¢hoice has a meaningful
relationship and the SMEs in
Denizli do not know formal
strategi¢ planning and management.
Therefore, the SME managers to
learn from an expert on strategic
management methods and
techniques applied to them would
be wise. In addition, each business
mission, vision and strategy of the
work to be done is inevitable.
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ZUSAMMENFASSUNG

In dieser Studie wurde die Bedeutung und die Vorteile
der KMU in Bezug auf strategische Fithrung in Denizli

strategis¢hen Fiihrung haben und auch nic¢ht die
Interesse zeigen, dieses Wissen zu vertiefen und es

EINLEITUNG

Die Bedeutung der
theoretischen und praktischen
Strategiefiihrung nimmt in unserem
Lande immer mehr zu. Die
Einsetzung der strategischen
Fithrung von groBen Unternehmen
tragt dazu bei, dass die KMU daraus
lernen. Um die Perspektive der
KMU im Bezug auf die strategische
Fiihrung beurteilen zu konnen,
wurde diese Studie durchgefiihrt.
Bei dieser Fors¢hung wurde eine
Umfrage mit Zufallsprinzip
durchgefiihrt und es wurden 450
KMU befragt. Diese Umfrage
wurde am Anfang des Jahres 2007
gemacht. Auf diese Umfrage haben
45 Unternehmen geantwortet und
davon kamen 43 Unternehmen in
die engere Auswahl. Die Zahl der
teilnehmenden Unternehmen waren
jedoch sehr gering, wenn man
bedenkt, dass in Denizli weit tiber
450 KMU existieren, diese
Umfrage wurde jedoch trotzdem
ausgewertet.

Zweck dieser Arbeit ist es,
zu erfahren, ob die KMU in Denizli
iiber strategische Fiihrung Bescheid
wissen und die Anwendung der
Fiihrungstechniken besitzen. Da die
Studie eine sehr vertiefte Arbeit ist,
wurden hier nur die Ergebnisse
ausgewadrtigt.

Das Wort Strategie besteht
als erstes aus dem griechisChen
Wort Strategos. (Cummings,
6:1995). Meistens Geschift-
sminner bestimmen, dass die
Strategie der wiChtigste Hauptwert
ist, der den ganzen Organisation
interressiert und weitgehende Pliane
sind.

Die Strategie begleitet aus
vier Etappen: die umweltliche
Analysie, die Bestimmung der
Strategie, @ Anwendung der
Strategie, die Bewertung und
Kontrolle. Der Aufsatz Leitung
analysiert die AuBenseiten, mit den
moglichkeiten und Drohungen
bestimmt wird und mit der
analysierung der innere Umwelt
wird die schwachen und starken
Richtungen erforscht. (Wheelen
and Hunger, 46:1995)

In den Literaturen fiir
Strategien ist zu lesen, das grof3e
Unternehmen im Gegensatz zu den
kleinen Unternehmen umfassen-
dere strategisChe Alternativen
nutzen und dariiber auch gut
Bescheid wissen.(Alpkan,2000: 2)
In der heutigen Zeit ist es einfach,
die KMU politis¢h und akademisch
zu untersuchen. Aber die Ergebnisse
sind sehr unterschiedlich. Autoren
wie Carson versu¢hen zu kldren,
welChe Unternehmen, welche
formale und strategisChe Planung
nutzen. Autoren wie Bhide,
Mintzberg und Waters vertreten die
Meinung, dass in den KMU und in
seinem dynamischen Umfeld eine

untersucht. Das Ergebnis dieser Studie zeigt, dass die ~ anzuwenden.
KMU nicht all zu viel Erfahrung im Bereich der
BEGRIFFLICHE RAHMEN Umsetzung der strategisChen

Planung nicht angemessen ist. Die
KMU-Literaturen haben laut Gibb
und Scott die formale Planung fiir
nicht notwendig gehalten und dafiir
das Entwickeln neuer Strategien-
prozesse bevorzugt.

In der Literatur fir
strategische Fithrung beinhalten
viele Analysen der Strategie und um
diese anzuwenden, rei¢ht die Kraft
der KMU nicht, abgesehen davon
wird so was nicht benétigt diese

Wihrend der Unterneh-
mensanalyse der KMU ist der
wichtigste Faktor iiberhaupt, der
Unternechmer selbst. (Demirbas,
1999: 51) Bei der Bildung der
Strategie ist es der KMU wichtig,
dass  Unternehmensfithrung,
personliche Beurteilung und
Motivation sehr entscheidend sind.
(Barnes, 2002:130).

Gegen den Vorteil der
GroBunternechmer, die Produkte bil-
liger und qualitativer zu vermark-
ten, bilden si¢h Kleinunternehmer
in der Produktion fort, bringen
innovative Produkte in einer groflen
Spannweite auf den Markt. Das ist
die alternative Strategie der
Kleinunternehmer (Demirbas,
1999: 59-60) Um die neuen
Strategien in den Kleinunternehmen
einzufithren, missten diese vorher
getestet werden. Da diese Unter-
nehmen klein sind, kann es
vorkommen, dass wenn eine
strategis¢he Anderung vorge-
nommen wird, sich das Unter-
nehmen ganz verdndert oder ein Teil
sich davon beeinflussen lésst.
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Um solc¢he Verdnderungen
vorzubeugen, sollte man eine
Analyse ohne Tests vorher nicht
machen. Um das zu verhindern, ist
es wichtig, die strategis¢he Fithrung
in den KMU sehr genau zu studieren
und sie richtig anzuwenden.

DIE FORSCHUNGS TEIL-
NEHMER KMU AUSWER-
TUNGEN IN DENIZLI

Um diese Umfrage machen
zu konnen, wurden aus der Kammer
fir KMU die Daten der
eingetragenen Unternehmen
genommen und daraus ergab sich,
dass 450 Unternehmen als KMU
eingestuft werden konnen. All
diesen Unternehmen wurden
Umfragebogen geschickt und leider
bekamen wir nur 43 Umfragebogen
zurlick.

In dieser Umfrage haben 16
Unternechmen (37,2%) sich dazu
gedulBert, keine strategische
Planung zu machen. Und die 16 von
den restlichen 27 Unternehmen
haben zwar eine strategisChe
Fihrungsplanung konzipiert,
jedoCh nur fiir einen Zeitraum von
einem Jahr, aber eine strategische
Fithrungsplanung sollte langer wie
ein Jahr andauern, dies zeigt, dass ¥
dieser Unternehmen keinerlei
Informationen dariiber verfiigen.
AuBlerdem machten die befragten
gegensitzliche AuBerungen
gegeniliber der strategis¢hen
Fithrungsplanung.

Eine langfristige Planung
iiber 5 Jahre haben 6 Unternechmen
(14%) gezeigt, das zeigt wiederum,
dass in unserem Lande kein Wert
auf eine Planung gelegt wird. Der
Grund dafiir liegt wahrs¢heinlich
darin, dass in der Literatur fiir KMU
auf die Bedeutung solcher
Planungen nicht genau hingewiesen
wird.

Eine strategische Fiithrung-
splanung machen etwa 2/3 der
obersten Unternehmenspersonen
und Unternehmensgriinder und die
restlichen 1/3 die Unterneh-
mensbesitzer. Das Aufstellen einer
strategischen Planung sollte -wie
es auch in der Literatur steht- nur
von den Strategen und Unterneh-
mensfiithrern gemacht werden.
Allerdings bei der Umsetzungspha-
se der strategischen Planung sollte
man vorher sich mit den anderen
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Segmenten der Fiihrung abgesproc-
hen haben.

AuBerdem ist es fir
Unternechmen viel einfacher, die
Ziele, Missionen und Visionen mit
der strategischen Fiihrung als mit
der strategischen Planung zu
definieren. Aus dieser Sicht zeigen
die Forschungsergebnisse von
(Dincer und Tataoglu, 2002: 387-
402), dass die grolen Unternehmen
in der Tiirkei, die eine strategische
Planung dur¢hfithren, dessen
Ergebnisse wiederum  {iberein-
stimmen.

Durch die oberste Unter-
nehmensfiithrung persdnlich
genommenen strategisChen
Planung ist es unverzichtbar, dass
wenn diese von den unteren
Unternehmensfithrungen benutzt
wird, sie si¢h in der Falle der
strategischen Planungsfalle wieder
finden. Diese Falle entsteht
dadurch, dass die strategisChe
Planung nur von der oberen
Unternehmensfithrung abgesch-
lossen wird und nicht mit Absprac-
hen anderer Fithrungspersonen.

Um die Anderungsproble-
me zu bewdltigen, haben 75% der
Unternehmen si¢h an die
strategische Planung angewandt.
Jedo¢h um die Anderungen
vorzunchmen, ist es allein nicCht
wichtig, nur eine strategisc¢he
Planung zu machen, sondern diese
anzuwenden.

Durch Aufstellung einer
strategischen Planung fiihrt es nicht
gleich zur einer Verdnderung.
Dariiber hinaus wir in der Literatur
erwihnt, dass wenn eine strate-
gische Planung gemacht wird und
sich langfristig daran hélt, trotzdem
keine Anderung sieht, weil man
nicht in die Revision geht .Laut der
Umfrage zufolge haben 65% der
Unternechmen sich geduBert, dass
sie wieder die vorigen Planungen
als Leitfaden gesehen und dann in
die Falle getappt haben.

Dies zeigt uns wieder, dass
Unternehmen sich in solch einer
Anderungsphase vertun kénnen.
Eine Anderungsfalle ist so zu
definieren, dass man si¢h ni¢ht auf
einer strategischen Planung auf die
pro aktiven Eigenschaften
konzentriert und die Losung durch
einen Zaubersto¢k erwartet.
(Papatya,2001:626).

Die Unternehmensfiihrer

deuten an, das strategiscChe
Entscheidungen auf biirokratische
Systeme angewiesen sind und
dadurch tappen die Unternehmen in
die Falle der strategischen Planung.
Die von Mintzberg behauptete
These, dass die KMU in Denizli in
eine strategische Falle gerit,
bestitigt ebenfalls Papatya’s Arbeit
iiber die strategis¢he Planungsfallen
im Textilunternehmen in denizli
Daher konnen wir sagen, dass die
KMU in Denizli bei der strategis-
¢hen Planung nic¢ht all so viel
Wissen und Erfolg haben, deswegen
tappen sie in die Fall der strategisc-
hen Planung ein.

Potters These besagt, dass

eine klar definierte strategische
Wahl der Weg zum Erfolg ist.
Wenn auch andere Forschungen
dies bestitigen, gibt es wiederum
andere Autoren und Nachfor-
sChungen, die es nicht fiir
notwendig halten, dass man nur eine
klare strategische Wahl annimmt,
sondern auch eine Mischung von
Strategien einhélt, um nicht den
Gewinn zu minimieren.
(Bar¢a,2002: 747) Daher ist in den
Kammern fiir KMU in Denizli zu
beobachten, dass gegensitzliche
Strategien angewendet werden. Aus
Potters Sic¢ht gesehen werden
dadurch Misserfolge entstehen.

Nach Jauch und Gliick ist
der wichtigste Kritikpunkt der
strategisChen Fiihrung, dass die
Kontrolle der vielen Faktoren nic¢ht
moglich ist, weil die Bedingungen
sich s¢hnell dndern und vor allem
eine langfristige Planung an
Bedeutung verliert. Als Reaktion
auf diese Kritik schldgt das Konzept
der strategischen Fithrung vor, das
bei einer eintretenden Verdnderung
eine Krisenfithrung  zustande
kommen sollte. (Safakli ve Ozdeser,
2002:413)

Es gibt keine universelle
Strategie in der Wirtschaft. Wenn
man universelle Strategien
anzuwenden versucht, findet man
sich in einer strategischen Falle
wieder.

Die Ergebnisse dieser
Arbeit zeigen, dass die KMU in
Denizliin so eine Falle tappen.

In den Literaturen fiir strategisChe
Fiithrung steht drin, das die
Unternehmen die bestehenden
Strategien ihren Unternehmen
anpassen und in dieser Hinsic¢ht



