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Abstract:  In an era defined by rapid technological shifts, globalization, and 

unpredictable market conditions, organizations continually seek ways to maintain or 

strengthen their competitive edge. Strategic management tools—including, but not 

limited to, the Balanced Scorecard, SWOT analysis, and various Key Performance 

Indicators (KPIs)—have emerged as trusted frameworks for guiding planning, decision-

making, and performance evaluation. Yet managers often wonder: how well do these 

tools adapt to changing environments, and what does “success” really look like when 

tools are integrated into day-to-day management? 

This paper offers an in-depth look at how these tools are being used and adapted 

across different sectors. It presents findings from both a broad survey (covering 150 

managers in multiple industries) and detailed interviews (with 20 of those managers), 

highlighting the impact of combining traditional methods with data-driven analytics. 

While most participants credit strategic management tools with fostering clarity of 

direction and improved resource allocation, the study also uncovers common hurdles—

including skill gaps in analytics, cultural resistance to change, and the ever-present 

concern about aligning tools with organizational realities. Ultimately, the results suggest 

that for these tools to be fully effective, they need to be revisited and reshaped as the 

organization evolves, ensuring that the quest for sustainable competitive advantage 

remains both proactive and responsive to new challenges. 

Keywords: strategic management, competitive advantage, Balanced Scorecard, 
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Introduction 

1.1 Background and Motivation 

 In today’s business world, organizations must navigate a landscape that can feel a 

bit like a roller coaster: global competition is fierce, consumer demands shift quickly, and 

new technologies appear on the scene at breakneck speed (Teece, 2018). Against this 

backdrop, strategic management tools (SMTs) have become something of a guiding star. 

Tools like the Balanced Scorecard (Kaplan & Norton, 1992), SWOT analysis, KPI-

based systems, and emerging data-driven dashboards are often praised for helping 

managers make sense of complexity, set targets, and keep track of progress. 

mailto:stoirov@upv.edu.es


European science international conference: 

STUDYING THE PROGRESS OF SCIENCE AND ITS SHORTCOMINGS 

 

213 
 

However, while these tools can provide structure and clarity, questions remain about 

whether they can truly keep up with fast-evolving market conditions. Do they actually 

help organizations stay ahead, or do they risk becoming outdated “best practices” 

that fail to reflect the organization’s unique context? This study aims to dig into these 

questions by surveying managers from a variety of industries and delving deeper through 

face-to-face interviews. 

1.2 Research Objectives 

1. Tool Adoption and Usage Patterns: Identify how widespread certain strategic 

management tools are in different industries and explore any sector-specific preferences. 

2. Perceived Effectiveness: Understand managers’ perceptions of whether these 

tools genuinely contribute to firm success, especially in a world where agility and rapid 

adaptation are increasingly important. 

3. Challenges and Enablers: Examine the obstacles organizations face when 

introducing or revamping these tools—ranging from skill gaps in data analysis to cultural 

resistance—and the factors that make implementation smoother. 

4. Sustainable Competitive Advantage: Investigate how tools are integrated into 

broader strategic processes and what that means for an organization’s capacity to adapt 

and thrive over the long term. 

By combining a broad quantitative analysis (survey data from 150 managers) and in-

depth qualitative insights (interviews with 20 of these managers), this paper seeks to 

paint a more holistic picture of modern-day SMT usage. It is our hope that these findings 

will illuminate practical steps that leaders can take to harness these tools more effectively 

and, in turn, sustain their competitive edge. 

2. Methods 

2.1 Overall Research Design 

 This study employs a mixed-methods approach to ensure we capture the 

complexities of how organizations use (and sometimes struggle with) strategic 

management tools. The design follows a concurrent triangulation model (Creswell, 

2014), whereby quantitative and qualitative data are collected roughly in parallel and then 

merged for a richer interpretation. 

2.2 Quantitative Phase: Survey 

 Sampling: We surveyed 150 managers across multiple sectors, including 

manufacturing, service-based industries, financial institutions, technology companies, 

and more. Each manager was either responsible for or closely involved in their firm’s 

strategic planning. 

 Survey Instrument: The survey featured 25 questions grouped into three 

categories:  

1. Demographic Data (firm size, sector, role of the respondent), 

2. Tool Usage (types of tools, frequency of usage, perceived benefits), 
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3. Performance and Satisfaction (self-reported impact on decision-making, resource 

allocation, and overall performance). 

 Data Collection: The survey was administered online, supplemented by phone 

calls to ensure clarity for respondents. We received 150 usable responses (a 62% 

response rate from our original target of 240 invited participants). 

2.3 Qualitative Phase: Semi-Structured Interviews 

 Participant Selection: Out of the 150 survey respondents, 20 volunteered for 

more in-depth interviews. We purposively chose participants representing a cross-section 

of industries and organizational sizes to capture diverse viewpoints. 

 Interview Protocol: Each interview lasted about 30–45 minutes. We asked open-

ended questions about how strategic management tools are selected and implemented, the 

internal dynamics of adopting these tools, and perceived successes or failures. 

 Data Collection & Recording: All interviews were recorded (with permission) 

and transcribed. 

 Data Analysis: Transcripts were analyzed using thematic coding (Miles & 

Huberman, 1994). We identified recurring themes, noting divergences and unique 

insights. 

2.4 Data Analysis & Triangulation 

 Quantitative Analysis: Using SPSS, we ran descriptive statistics to see how 

widely each tool was used, as well as correlations between tool usage patterns and self-

reported performance. A multiple regression model tested whether using multiple tools 

(e.g., combining SWOT with Balanced Scorecard) had a statistically significant link to 

stronger performance perceptions. 

 Qualitative Analysis: We coded interview data to find patterns in how managers 

perceived the benefits, challenges, and overall impact of these tools. 

 Triangulation: We synthesized insights from both data sources to deepen our 

understanding and to verify findings. For instance, if the survey indicated that Balanced 

Scorecard usage strongly correlated with perceived performance gains, we examined 

interview transcripts for manager stories that either supported or contradicted that 

correlation. 

2.5 Ethical Considerations 

Informed consent was obtained from all participants, who were assured their responses 

would remain confidential. No firm names or individual names are shared in our findings. 

The research was approved by the relevant institutional review board, ensuring 

compliance with ethical standards. 

3. Results 

3.1 Quantitative Findings 

3.1.1 Usage Rates of Different Tools 

Figure 1 (below) illustrates how frequently each tool was reported: 
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 Balanced Scorecard (BSC): Used by 75% of respondents. Managers highlighted 

BSC’s versatility in linking day-to-day tasks with overarching strategic goals. 

 SWOT Analysis: Employed by 60%. Mostly seen during annual planning cycles 

or when exploring new product markets. 

 KPI Frameworks & Dashboards: Around 68% utilized KPI systems, some 

integrated with real-time dashboards to track performance across departments. 

 Scenario Planning/What-If Analysis: Used by 44%, mostly in risk-prone sectors 

like finance and energy. 

 Critical Success Factors (CSF): At 55%, these were typically described as high-

level checklists used in tandem with BSC or KPI frameworks. 

(Additional tools such as Benchmarking and Product Life Cycle Analysis also 

appeared, but in smaller percentages—under 30%.) 

3.1.2 Perceived Impact on Performance 

A large majority—83%—of survey participants felt "somewhat to significantly" 

better equipped for strategic decisions thanks to their chosen tools. Regression analysis 

suggested that the more integrated an organization’s suite of tools (e.g., combining 

BSC, KPIs, and scenario planning), the stronger the perceived improvement in 

competitive standing (p < 0.05). 

3.1.3 Organizational Factors Influencing Tool Adoption 

 Firm Size: Larger firms more frequently reported using multiple tools, often due 

to more complex operations. 

 Industry Type: Highly regulated or volatile industries (e.g., finance, oil & gas) 

leaned toward scenario planning and risk management tools. 

 Culture of Data Usage: Companies that already had a strong analytical culture 

found it easier to integrate advanced KPI dashboards and data-driven solutions. 

3.2 Qualitative Findings 

3.2.1 Motivations for Tool Selection 

From interviews, many managers expressed a desire for “consistency and clarity” as 

the main reason for adopting standardized tools. Several participants mentioned that, 

without an established framework, strategy discussions risked becoming ad hoc and 

personality-driven. 

3.2.2 Challenges in Implementation 

1. Skill Gaps in Analytics: Even if advanced KPI dashboards were available, 

managers confessed sometimes lacking the analytical skills to interpret complex data. 

―We had these amazing dashboards, but no one knew what half the metrics actually 

meant,‖ one manager joked. 

2. Resistance to Change: Employees accustomed to less structured ways of working 

can find formal tools stifling. Cultural buy-in emerged as a critical success factor. 
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3. Overload of Tools: Some firms tried too many tools at once, leading to confusion. 

―We ended up with a Balanced Scorecard that had over 50 metrics, and it became 

unmanageable,‖ said one participant. 

3.2.3 Success Factors and Best Practices 

 Top Management Endorsement: When senior leaders visibly championed tools, 

adoption accelerated. 

 Ongoing Training & Feedback Loops: Firms that provided continuous learning 

opportunities—e.g., workshop sessions—saw higher tool usage success. 

 Flexible Adaptation: The most satisfied managers treated these frameworks as 

starting points rather than ―holy grails,‖ tailoring them to their unique organizational 

context. 

3.3 Cross-Cutting Observations (Triangulated Insights) 

Interestingly, the survey revealed a significant link between multi-tool usage and 

perceived competitive advantage, and the interviews backed this up with nuanced 

explanations. Managers noted that relying on a single tool often left blind spots, whereas 

using a combination (e.g., SWOT for environmental scanning, BSC for translating vision 

to metrics, and scenario planning for future contingencies) produced a more well-rounded 

strategic process. 

4. Discussion 

4.1 Connecting to the Literature 

Our findings confirm earlier assertions that strategic tools are most effective when 

adapted to an organization’s specific context (Gunn & Williams, 2007; Teece, 2018). 

While classic frameworks like the Balanced Scorecard are still widely respected for their 

clarity and structure, many firms now blend these established methods with data-rich 

analytics to stay nimble in fast-changing markets (Freeman, 2010). This aligns with 

Kaplan and Norton’s (2001) observation that the Balanced Scorecard’s true potential is 

realized when it becomes an evolving, not static, tool. 

4.2 Practical Implications 

1. Holistic Integration: Managers should see these tools as pieces of a puzzle that 

need to fit together, rather than as standalone solutions. For example, pairing BSC with 

KPI dashboards and periodic scenario planning can ensure that short-term metrics 

connect seamlessly with long-term vision. 

2. Skill Development: Organizations may want to invest in training to build 

analytical proficiency—otherwise, sophisticated dashboards can result in frustration 

instead of actionable insights. 

3. Culture Matters: The best strategic frameworks can still fail if employees don’t 

buy in. Building a supportive environment—where team members feel part of the 

planning process—often requires transparent communication and ongoing feedback 

loops. 
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4. Right-Sizing the Approach: Tools are not a ―one-size-fits-all‖ solution. A small 

start-up might only need a simple KPI dashboard, while a multinational corporation could 

require a multi-layer Balanced Scorecard. Regularly reviewing and pruning the metrics 

can keep the system lean and relevant. 

4.3 Limitations and Future Research 

 Our sample, while diverse in terms of industries, leans toward mid-to-large 

companies. Further exploration involving smaller firms or non-profit organizations could 

reveal interesting nuances regarding tool adoption and perceived benefit. Additionally, 

while our interviews touched on change management, a more focused, longitudinal 

study might better illuminate how companies mature in their tool usage over time, 

especially under disruptive economic conditions. 

5. Conclusion 

In an age where agility and data are increasingly pivotal, strategic management tools 

offer a structured way to transform lofty goals into tangible steps. However, their true 

power lies in how wisely and adaptively they are chosen, integrated, and 

maintained. Our research suggests that organizations willing to tailor these tools to their 

unique culture and environment—while also remaining open to refining and evolving 

them—are those most likely to see real gains in performance and sustained competitive 

advantage. 

By uniting established frameworks like the Balanced Scorecard and SWOT with 

modern analytics, leaders can encourage both clear strategic direction and continuous 

learning. Ultimately, the tools themselves do not guarantee success; it is the human 

capacity for reflection, creativity, and adaptability in deploying these tools that will 

continue to shape the success stories of tomorrow. 
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