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Abstract 
Few studies regarding strategic maneuverability are found in strategic management literature,           

and there were merely theoretical concepts with no empirical evidence to support the             

concepts. This study is an attempt to explore the concept and relationship between strategic              

maneuverability and company performance. The study uses a quantitative research method           

with respondents of 53 service companies in the oil and gas industry in Indonesia. The               

study's result supports that strategic maneuverability, with dimensions of organizational agility,           

flexibility, and responsiveness, has positive and significant effects on the company's           

performance in terms of financial, customer, internal process, and learning & growth. This             

study contributes to the literature in strategic management in general and the Theory of              

Maneuvers, particularly in two respects. First, it aims to operationalize and develop measures             

of strategic maneuverability. Second, to examine the relationship between strategic          

maneuverability and firm performance and providing empirical evidence. 
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I. INTRODUCTION 

D’Aveni and Gunther call the current business condition as hypercompetition, marked           

by the fast-changing environments and fierce competition, where companies compete          

aggressively against competitors to dominate the market and achieve a sustainable           

competitive advantage [1]. However, the company's efforts to achieve and maintain a            

sustainable competitive advantage consume enormous resources. On the other hand,          

competitors are trying to imitate, neutralize, and defeat its competitive advantage. This            

focuses on achieving and protecting the company's long-term competitive advantage to be            

shifted in achieving a series of short-term competitive advantages to disrupt the status quo.              

Thus, the company needs to have the ability to maneuver strategically to create added value               

continuously in the face of short-term competitive advantage and try to hold as long as               

possible before the actions of competitors erode these advantages. Like in war, [2] states that               

the company needed a strategy to defeat competitors, conquer the markets, and protect the              

strategic resources to penetrate and expand the markets continuously. Many scholars           

examine military conflicts that date back thousands of years and gain insights that provide an               

additional dimension to business studies, particularly regarding the firm's competitive          

advantage. The military viewpoint also provides fundamental principles that can foster an            

understanding of strategy, which can be applied to a multinational company aiming to             

strengthen its position globally or a small business struggling every day for survival. Besides,              

there are many references that associate military strategy with the business, such as using              

strategic resources to exploit markets, developing business intelligence to anticipate          

competitors' actions, avoiding direct confrontation with strong competitors, bypassing high          

entry barriers, restructuring marketing activities to strengthen market position, and using new            

technology to create innovative products. Various studies regarding warfare strategies for           

applications in the business world, mostly related to business maneuvers, have been carried             

out by [1]–[5].  

The studies state that military-like maneuverability is required to navigate the turbulent            

environments, anticipate market dynamics, increase profitability, business growth, and         

company survival. Business maneuvers are directed to target competitors' weaknesses, with           

the support of organizational flexibility, movement speed, and tactical agility to maximize the             

element of surprise and beat competitors. However, existing studies are limited to theoretical             

declarations that have not been substantially supported by empirical evidence. Therefore,           

many researchers doubt the concept and application of strategic maneuvers in the            

competitive business environment. This research's main objective is to examine the           
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relationship between strategic maneuverability and company performance, using the case of           

service companies in the oil and gas industry in Indonesia.  

A literature study was carried out to explore this concept theoretically, then proceed              

with the effort to define the concept's operationalization and finally develop the dimensions             

and measures of its construct. This study contributes to the literature in strategic management              

in general and the Theory of Maneuvers, particularly in two respects. First, it aims to               

operationalize and develop measures for strategic maneuverability, thus clarifying the          

concept. Second, to examine the relationship between strategic maneuverability and firm           

performance and providing empirical evidence. 

 

 

II.LITERATURE REVIEW  
1. Strategic Maneuverability  

In a hypercompetitive and rapidly changing business environment, strategic planning          

aims to create business disruption by following the three main principles of dynamic             

interactions. First, all activities the company takes are interactions of actions and reactions             

against competitors. Second, all company actions are seen relative to competitors, such as             

value creation, operational effectiveness, and efficiency, or the risk of such actions. Third,             

companies need to understand long-term trends and the development of a maneuver to             

predict future results [1]. Furthermore, D'Aveni and Gunther argue that companies need to             

focus on developing critical capabilities in creating business disruptions and status quo,            

namely speed and surprises so that companies can react quickly in capturing business             

opportunities and actively maneuver to beat competitors. Speed is also needed to improve its              

ability to serve customer desires and determine the right time to enter the market, both as a                 

first mover and as a fast follower. To maneuver agile in new directions and pursue new                

business opportunities faster than competitors, companies need to increase the company's           

operational flexibility, lean production process, and a flatter organizational structure.          

Companies are also encouraged to invest in common resources that can be used across the               

organization to increase its flexibility. The surprise element is essential for the success of the               

pioneer company in preventing or delaying competitors from following so that it has the time to                

strengthen its market position and gain a competitive advantage as long as possible. The main               

elements of surprise are flexibility and creativity, which support the company's commitment to             

innovating, developing technology, and creating new products that can disrupt the markets. 

Pech and Durden [3] illustrate the uncertain and unpredictable market conditions as a             

war zone, which can lead to a company's life and death situation. Strategic maneuverability,              
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supported by elements of speed, surprise, and flexibility, is required to navigate the business              

environment, anticipate market dynamics, and increase profitability, growth, and survival. The           

strategic maneuverability is directed at targeting competitors' weaknesses, supporting the          

flexibility of the organizational structure, speed of movement, and tactical agility, to maximize             

the element of surprise for competitors. The maneuver's success depends on the competence             

of human resources, organizational culture, and knowledge management, which are relatively           

superior to competitors. Furthermore, Pech and Slade [4], [5] adopt the theory of maneuver in               

warfare and apply it into the business context and highlight four main maneuverability             

elements. First, the mission analysis process analyzes the company's capabilities against           

competitors' intentions and determines the strategic intent. Second, command, control,          

communication, and intelligence, including leadership and control of organizational flexibility,          

facilitate responses based on accurate and reliable data in real-time. Third, corporate action in              

building and maintaining efforts to weaken competitors. Fourth, take initiatives proactively in            

facing the opportunities and challenges that arise. 

Paley [2] suggests that to beat competitors focusing on the weaknesses of the             

opponent, a company can use an indirect strategy maneuver consisting of five main elements.              

First, focus the company's strengths to fight the weaknesses of competitors. Second, serving             

customer needs by solving their problems in a way that is better than competitors. Third,               

achieve psychological benefits by influencing the imbalance of the leaders of competing            

companies' minds so that they make wrong decisions and steps. Fourth, convince competitors             

that too aggressive competitive action will exhaust their human, financial, and material            

resources. Fifth, competition's main objective is to get a key position in market competition to               

gain competitive advantage and advantage. Thus, indirect maneuvers require extensive          

resources in the form of 1) market intelligence, to find out the latest market conditions, 2)                

flexible organization, to respond quickly to opportunities and challenges that arise, and 3)             

competent leaders, to manage human, financial, and resources that support the achievement            

of a strategic position in the market. Thus, indirect maneuvers' ultimate goal is to win               

customers, win market share, and achieve its strategic goals without going through direct             

confrontation that would consume company resources. 

The studies above show that the main elements of successful strategic           

maneuverability are organizational flexibility, organizational agility, and organizational        

responsiveness. Flexibility refers to an organization's ability to meet various types of customer             

demands without sacrificing time, effort, cost, and quality. Agility relates to the speed with              

which a company realigns its strategies and reconfigures its resources to deal with upcoming              
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opportunities and threats. Responsiveness relates to the organization's ability to adjust           

company systems to anticipate a changing business environment proactively.  

Zhang, Vonderembse and Lim [6] define organizational flexibility as the company's           

ability to efficiently meet increasing customer demand levels without experiencing disruption or            

loss. Rudd, Greenley, Beatson and Lings [7] stated that organizational flexibility could be             

achieved by considering four factors: organizational flexibility, financial flexibility, structural          

flexibility, and technological flexibility. Organizational flexibility is the company's ability to           

quickly adapt to market conditions, including market position, goods and services offered,            

processes, and production capacity. Financial flexibility is the company's ability to acquire and             

use financial resources quickly. Structural flexibility is the company's ability to restructure the             

organization, reduce bureaucracy, and effective communication skills between departments.         

Technological flexibility is the company's ability to keep an update of technological            

developments following customer demands. Organizational agility is the company's ability to           

change the direction and goals to maintain a competitive advantage, which consists of             

identifying opportunities and challenges and responding accordingly to market demands.          

Weber and Tarba [8] define organizational agility as the ability to continuously observe and              

respond to changes in the business environment and adjust the organizational structure to             

ensure the successful implementation of the chosen strategy. Morton, Stacey and Mohn [9]             

state organizational agility is a continuous effort to adjust the direction of company goals as a                

function of time and a function of strategic choices in response to environmental changes. The               

three main elements of organizational agility are strategic sensitivity, resource fluidity, and            

leadership unity. Strategic sensitivity is the sensitivity of the company's perceptions, concerns,            

and awareness of environmental changes, resource fluidity is the company's ability to            

rearrange and use existing resources differently, and leadership unity is the ability to make              

decisions quickly and precisely without complicated bureaucracy [9], [10]. Customer          

responsiveness is closely related to customer relationships and customer satisfaction, which           

can be achieved by fulfilling customer needs, adapting customer demands, and focusing on             

customer solutions [11]–[13]. 

 
2. Business Performance  

In a hypercompetitive and rapidly change business environment, strategic planning          

aims to create business disruption by following the three main principles of dynamic             

interactions. First, all activities the company takes are interactions of actions and reactions             

against competitors. Second, all company actions are seen relative to competitors, such as             

value creation, operational effectiveness, and efficiency, or the risk of such actions. Third,             

companies need to understand long-term trends and the development of a maneuver to             
 

 
Crafting Strategic Maneuverability … 

758 
 



 p-ISSN : ​2685-9106 
  e-ISSN : 2686-0384 

ADI International Conference Series 
  

 
predict future results [1]. Furthermore, D'Aveni and Gunther argue that companies need to             

focus on developing critical capabilities in creating business disruptions and status quo,            

namely speed and surprises so that companies can react quickly in capturing business             

opportunities and actively maneuver to beat competitors. Speed is also needed to improve its              

ability to serve customer desires and determine the right time to enter the market, both as a                 

first mover and as a fast follower. To maneuver agile in new directions and pursue new                

business opportunities faster than competitors, companies need to increase the company's           

operational flexibility, lean production process, and a flatter organizational structure.          

Companies are also encouraged to invest in common resources that can be used across the               

organization to increase its flexibility. The surprise element is essential for the success of the               

pioneer company in preventing or delaying competitors from following so that it has the time to                

strengthen its market position and gain a competitive advantage as long as possible. The main               

elements of surprise are flexibility and creativity, which support the company's commitment to             

innovating, developing technology, and creating new products that can disrupt the markets. 

Pech and Durden [3] illustrate the uncertain and unpredictable market conditions as a             

war zone, which can lead to a company's life and death situation. Strategic maneuverability,              

supported by elements of speed, surprise, and flexibility, is required to navigate the business              

environment, anticipate market dynamics, and increase profitability, growth, and survival. The           

strategic maneuverability is directed at targeting competitors' weaknesses, supporting the          

flexibility of the organizational structure, speed of movement, and tactical agility, to maximize             

the element of surprise for competitors. The maneuver's success depends on the competence             

of human resources, organizational culture, and knowledge management, which are relatively           

superior to competitors. Furthermore, Pech and Slade [4], [5] adopt the theory of maneuver in               

warfare and apply it into the business context and highlight four main maneuverability             

elements. First, the mission analysis process analyzes the company's capabilities against           

competitors' intentions and determines the strategic intent. Second, command, control,          

communication, and intelligence, including leadership and control of organizational flexibility,          

facilitate responses based on accurate and reliable data in real-time. Third, corporate action in              

building and maintaining efforts to weaken competitors. Fourth, take initiatives proactively in            

facing the opportunities and challenges that arise. 

Paley [2] suggests that to beat competitors focusing on the weaknesses of the             

opponent, a company can use an indirect strategy maneuver consisting of five main elements.              

First, focus the company's strengths to fight the weaknesses of competitors. Second, serving             

customer needs by solving their problems in a way that is better than competitors. Third,               

achieve psychological benefits by influencing the imbalance of the leaders of competing            
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companies' minds so that they make wrong decisions and steps. Fourth, convince competitors             

that too aggressive competitive action will exhaust their human, financial, and material            

resources. Fifth, competition's main objective is to get a key position in market competition to               

gain competitive advantage and advantage. Thus, indirect maneuvers require extensive          

resources in the form of 1) market intelligence, to find out the latest market conditions, 2)                

flexible organization, to respond quickly to opportunities and challenges that arise, and 3)             

competent leaders, to manage human, financial, and resources that support the achievement            

of a strategic position in the market. Thus, indirect maneuvers' ultimate goal is to win               

customers, win market share, and achieve its strategic goals without going through direct             

confrontation that would consume company resources. 

The studies above show that the main elements of successful strategic           

maneuverability are organizational flexibility, organizational agility, and organizational        

responsiveness. Flexibility refers to an organization's ability to meet various types of customer             

demands without sacrificing time, effort, cost, and quality. Agility relates to the speed with              

which a company realigns its strategies and reconfigure its resources to deal with upcoming  

 

3. Strategic Maneuverability and Business Performance 
Strategic maneuverability represented by organizational agility and organizational        

flexibility will help firms to make fast decisions and accurate response with the support of               

information about competitors' strategies, technological developments, customer needs, and         

the current situation of the market, which will increase the successful implementation of             

corporate strategies which in turn will improve the business performances [23]. The studies of              

[24] and [25] found that organizations with high flexibility can anticipate changes in customer              

preferences, competitor movements, technological development, and economic changes and         

can reposition themselves by reconfiguring their resources, capabilities, and competencies.          

Organizational flexibility will increase the company's capability to adjust marketing offerings,           

product and service mixtures, and production capacity, thereby increasing the potential for            

implementing the chosen strategy. 

The research conducted by [26] shows organizational agility is the ability to produce a              

competitive advantage in a changing and unpredictable environment by detecting and reacting            

quickly to changes that come, both by competing companies and changes in customer             

requirements. Asil and Farahmand [27] state that organizational agility, which has           

customer-oriented characteristics, organizational commitments, and resource fluidity, is a         

dynamic feature with high value, rare, difficult to imitate, and difficult to replace so that it can                 

help companies maintain a competitive advantage. A study conducted by [28] shows that             
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organizational agility, which is reflected by speed, quality, flexibility, and leadership unity,            

directly influences business performance.  

Supported by organizational flexibility and agility, the company can respond quickly           

and precisely to changes in market demand so that it will produce a competitive advantage               

gained from knowledge of changing customer requirements, and in turn will help build the              

company's reputation and improve company performance [12], [13]. The company's ability to            

respond quickly to customer needs, either by launching new products or modifying existing             

products, can improve customer satisfaction, revenue growth, profit, and market share           

performance [29]. Hence: 

H1: Strategic maneuverability has a positive effect on the business performance.  

 
Figure. 1.​ Research Model 

 

 

 
III.     METHODOLOGY 

1.  ​Data collection 
The data were collected from the oil and gas service firms in Indonesia using random               

sampling. A questionnaire is sent by email to 337 companies randomly drawn from the vendor               

list in the oil and gas operators database in Indonesia. Data were gathered using              

questionnaires from respondents consisting of C-level executives, directors, VPs, senior          

managers, and managers. Respondents were informed of the goals of the survey and assured              

of the confidentiality of their answers. We received responses from 53 company executives,             

giving a response rate of 15.7%. 

2. Measurement and Analysis   
This study uses multidimensional measures adopted from studies in the literature           

review and modifying them slightly to fit the context. Business performance is measured using              

multidimensional scales adopted from [30] and [31], consisting of financial performance,           
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customer performance, internal process performance, and learning & growth performance. To           

measure the strategic maneuverability, we are using the measurements of organizational           

flexibility adopted from studies of [7] and [32], organizational agility from studies of [9], [10],               

[33], and organizational responsiveness from studies of [34] and [11]. All responses to the              

multi-item measures were captured using five-point Likert-type scales. 

Partial Least Square - Structural Equation Modeling (PLS-SEM) method is used for            

the data analysis using SmartPLS version 3 software [35]. The latent variables of strategic              

maneuverability and business performance are operationalized at a higher level of abstraction            

as higher-order hierarchical models that contain two layers of constructs. The data analysis             

performed included descriptive statistics, evaluation of measurement model, evaluation of          

structural model, and hypotheses testing. 

 

 

IV.     RESULT AND DISCUSSION 
1.  ​Evaluation of Measurements Model  

The reflective measurement model's evaluation focuses on the validity and reliability           

of constructs, which consist of indicator reliability, composite reliability, convergent validity,           

and discriminant validity [36], [37]. Table 1 shows the analysis results of construct reliability              

and convergent validity.  

 

Table 1.​ Reliability and Convergent Validity 
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Description  
Cronbach 

α 
C. Reliability AVE Loadings  

Strategic Maneuverability 0.900 0.938 0.834  

     Organizational Agility    0.927 

     Organizational Flexibility    0.887 

     Organizational 

Responsiveness 
   0.925 

Business Performance 0.893 0.927 0.761  

     Customer Performance    0.928 

     Financial Performance    0.836 

     IntProcess Performance    0.927 
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As presented in the table above, all variables used in this study have good validity as                

measured by convergent validity (AVE), all of which are above the threshold value of 0.5.               

Likewise, in the measurement reliability test, the results showed that all Cronbach α,             

composite reliability, and loadings had a value above 0.7. Thus, all measurement instruments             

used in this study have an adequate level of validity and reliability.  

Tabel 2.​ Discriminant Validity 

Discriminant validity requires AVE's square root value (bold) shall be greater than the             

correlation value between variables. Table 2 shows that all discriminant validity meets the             

Fornell-Larcker criteria. 

 

2. Evaluation of Structural Model  

The structural model evaluation consists of the coefficients of determination (R​2​) value and             

model fit (SRMR). The coefficient of determination (R​2​) shows the size of the endogenous              

variable's variance caused by all the exogenous variables connected to it, which values is              

expected to be higher than 0.70 for most of the research. While the SRMR value between                

0.03 to 0.08 is considered to have a good fit of model [36]. The analysis results tabulated in                  

Table 3 shows the values of R​2 are regarded as moderate levels of predictive accuracy and                

SRMR gives a good model fit.  

Table 3.​ Coefficients of R​2​, Adj R​2​ and SRMR  

 
3. Hypothesis Testing 
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     Learning Growth 

Performance 
   0.789 

 Strategic 

Maneuverability 

Business 

Performance 

Strategic 

Maneuverability 

0.913  

Business Performance 0.805 0.872 

 R​2 Adj R​2  SRMR 

Business 

Performance 

0.648 0.641 0.071 
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The analysis results support the hypothesis that strategic maneuverability has a positive            

effect on business performance. The regression coefficient is 0.805, with a t-value of 17.005              

indicates the H1 hypothesis is supported with a 95% confidence level.  

Table 4.​ Results of Hypotheses testing 

 
4. Discussions  

According to the sample data of 53 service companies in Indonesia's oil and gas              

industry, this study attempts to explore the relationship between strategic maneuverability           

with firm performance. The results show there is a positive relationship between strategic             

maneuverability with firm performance. The influence of the strategic maneuverability          

elements on company business performance can be ordered as organizational agility           

(loading = 0.927), followed by organizational responsiveness (0.925), and organizational          

flexibility (0.887), respectively. The most significant influence of strategic maneuverability          

on company performance is found in the customer (0.928), followed by internal process             

(0.927), financial (0.836), and learning and growth (0.789), respectively. Therefore, firms           

should focus on developing organizational agility, organizational flexibility, and         

organizational responsiveness to increase its strategic maneuverability in the era of           

hypercompetition to achieve competitive advantage and improve firm performance. This          

re​sult was in agreement with studies that showed a positive impact of organizational agility,              

organizational flexibility, and organizational responsiveness that constitute the strategic         

maneuverability of the firm performance, namely finance, customer, internal process, and           

learning and growth [23]–[28].  

 

Figure.2.​ PLS-SEM Results. 
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Hypotheses  
Coefficien

t  

t-statistic

s 
p-values  

Strategic Maneuverability � Business 

Performance  
0.805 17.005 0.000 * 

Note: * significant at 95% confidence level 
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Finally, testing the fifth hypothesis (H5), which states that organizational agility has            

a direct positive relationship with organizational performance, is supported empirically. The           

increase in organizational agility brought a positive impact on the organizational           

performance. This result is consistent with the study of Li et al. [28] which confirmed that                

the organizational agility increased the firms' performance gains. Studies by Zhou et al. [29]              

and Chan et al. [30] also supported that the organizational agility could help businesses to               

rapidly alter operations to meet the consumers' requirements for the fishery products. The             

organizational agility could help firms with the ability to customize the fishery products and              

make the revenue of the company keep growing. 

 

V.     CONCLUSION  
This study contributes to a better understanding of how strategic maneuverability           

can help to boost business performance. This study found that strategic maneuverability            

positively affects firm performance, such as financial, customer, internal process, and           

learning and growth performance through empirical evidence from Indonesia's oil and gas            

service companies. The essential elements that constitute the strategic maneuverability are           

organizational flexibility, organizational agility, and organizational responsiveness. Lastly,        

this study explains how firms use strategic maneuverability to cope with the dynamic of              

business environments and create a competitive advantage to boost firm performance. 

 

VI.     ACKNOWLEDGMENTS. 
Special acknowledgment and thanks to the respondents - the business          

executives, senior managers, and managers in the oil and gas service companies in             

Indonesia - for their assistance and cooperation in this research. 

 

 

 

 

 
 

 
Crafting Strategic Maneuverability … 

765 
 



 p-ISSN : ​2685-9106 
  e-ISSN : 2686-0384 

ADI International Conference Series 
  

 
REFERENCES 

 
[1] R. A. D’Aveni and R. Gunther, Hypercompetition: Managing the Dynamics of Strategic            

Maneuvering. The Free Press, 1994. 

[2] N. Paley, How to Outthink, Outmaneuver, and Outperform Your Competitors. CRC press,            

2013. 

[3] R. J. Pech and G. Durden, “Manoeuvre warfare: a new military paradigm for business              

decision making,” Manag. Decis., vol. 41, no. 2, pp. 168–179, 2003. 

[4] R. J. Pech and B. W. Slade, “Business maneuver: exploiting speed and surprise as key               

elements,” Handb. Bus. Strateg., vol. 6, no. 1, pp. 35–42, 2005. 

[5] R. J. Pech and B. W. Slade, “Manoeuvre theory Business mission analysis process for              

high intensity conflict,” Manag. Decis., vol. 42, no. 8, pp. 987–1000, 2004. 

[6] Q. Zhang, M. A. Vonderembse, and J. S. Lim, “Manufacturing flexibility: Defining and             

analyzing relationships among competence, capability, and customer satisfaction,” J.         

Oper. Manag. 21, vol. 21, pp. 173–191, 2003. 

[7] J. M. Rudd, G. E. Greenley, A. T. Beatson, and I. N. Lings, “Strategic planning and                

performance: Extending the debate,” J. Bus. Res., vol. 61, no. 2, pp. 99–108, 2008. 

[8] Y. Weber and S. Y. Tarba, “Strategic Agility: A State of the Art,” Calif. Manage. Rev., vol.                 

56, no. 3, pp. 5–12, 2014. 

[9] J. Morton, P. Stacey, and M. Mohn, “Building and maintaining strategic agility: An agenda              

and framework for executive IT leaders,” Calif. Manage. Rev., vol. 61, no. 1, pp. 94–113,               

2018. 

[10]Y. L. Doz and M. Kosonen, “Embedding strategic agility: A leadership agenda for             

accelerating business model renewal,” Long Range Plann., vol. 43, pp. 370–382, 2010. 

[11]C. M. P. Sousa, E. Ruzo, and F. Losada, “The Key Role of Managers’ Values in                

Exporting : Influence on Customer Responsiveness and Export Performance,” J. Int.          

Mark., vol. 18, no. 2, pp. 1–19, 2010. 

[12]A. Pehrsson, “Firms’ customer responsiveness: relationships with competition, market         

growth, and performance,” J. Strateg. Manag., vol. 4, no. 4, pp. 347–364, 2011. 

[13]A. Pehrsson, “Firms’ customer responsiveness and performance : the moderating roles of           

dyadic competition and firm’s age,” J. Bus. Ind. Mark., vol. 29, no. 1, pp. 34–44, 2014. 

[14]R. S. Kaplan and D. P. Norton, “The Balanced Scorecard - Measures that Drive              

Performance,” Harv. Bus. Rev., vol. 70, no. 1, pp. 71–79, 1992. 

[15]R. S. Kaplan and D. P. Norton, “Putting the Balanced Scorecard to Work,” Harv. Bus.               

Rev., vol. 71, no. 5, pp. 134–147, 1993. 

 
 

Crafting Strategic Maneuverability … 
766 

 



 p-ISSN : ​2685-9106 
  e-ISSN : 2686-0384 

ADI International Conference Series 
  

 
[16]R. S. Kaplan and D. P. Norton, Strategy Maps: Converting Intangible Assets into Tangible              

Outcomes. Harvard Business School Publishing, 2004. 

[17]N. Olve, C. Petri, J. Roy, and S. Roy, Making Scorecards Actionable: Balancing Strategy              

and Control. John Wiley & Sons, 2003. 

[18]A. Adhiprasangga, A. P. Sari, T. W. Putra, and D. Wibisono, “Develop Balanced Scorcard              

from KPI in Construction Companies (Case Study: Stated-Owned Enterprise),” Asia          

Pacific J. Adv. Bus. Soc. Stud., vol. 2, no. 2, pp. 156–166, 2016. 

[19] [19]W. Sewell, R. B. Mason, and P. Venter, “Socio-economic developmental strategies as            

retail performance indicators : A balanced scorecard approach,” Dev. South. Afr., vol.           

3637, 2017. 

[20]J. Taylor and C. Baines, “Performance management in UK universities : implementing the            

Balanced Scorecard,” J. High. Educ. Policy Manag., vol. 34, no. 2, pp. 111–124, 2012. 

[21]A. Zohrabi and N. Manteghi, “A Proposed model for strategic planning in educational             

organizations,” Procedia - Soc. Behav. Sci., vol. 28, pp. 205–210, 2011. 

[22]A. Pasaribu, M. G. D. Andika, R. Rachmanda, and D. Wibisono, “A review of performance               

management using the balanced scorecard in public sector,” Asia Pacific Inst. Adv. Res.,             

vol. 2, no. 2, pp. 91–102, 2016. 

[23]S. Meredith and D. Francis, “Innovation and strategy Journey towards agility : the agile             

wheel explored,” TQM Mag., vol. 12, no. 2, pp. 137–143, 2000. 

[24]M. L. Santos-Vijande, J. Á. López-Sánchez, and J. A. Trespalacios, “How organizational            

learning affects a firm’s flexibility, competitive strategy, and performance,” J. Bus. Res.,            

vol. 65, no. 8, pp. 1079–1089, 2012. 

[25]R. Dubey et al., “Empirical investigation of data analytics capability and organizational            

flexibility as complements to supply chain resilience,” Int. J. Prod. Res., vol. 0, no. 0, pp.                

1–19, 2019. 

[26]H. N. Nzewi and P. Moneme, “Business Agility and Competitive Advantage of Selected             

Commercial Banks in Anambra State, Nigeria,” JPyrex ournal Bus. Financ. Manag. Res.,            

vol. 2, no. 8, pp. 81–88, 2016. 

[27]A. Asil and N. F. Farahmand, “Design and Implementation of Strategic Agility Evaluation             

Model with Structural Equation Modelling Approach,” Acad. Strateg. Manag. J., vol. 18, no.             

1, 2019. 

[28]A. A. Salih and L. Alnaji, “Impact of Strategic Thinking and Strategic Agility on Strategic               

Performance: A Case Study of Jordanian Insurance Industry Companies,” Int. Rev.           

Manag. Bus. Res., vol. 3, no. 4, 2014. 

 
 

Crafting Strategic Maneuverability … 
767 

 



 p-ISSN : ​2685-9106 
  e-ISSN : 2686-0384 

ADI International Conference Series 
  

 
[29]R. P. Lee, “Extending the Environment – Strategy – Performance Framework : The Roles             

Product Innovation,” J. Int. Mark., vol. 18, no. 4, pp. 58–73, 2010. 

[30]C. Dibrell, J. B. Craig, and D. O. Neubaum, “Linking the formal strategic planning process,               

planning flexibility, and innovativeness to firm performance,” J. Bus. Res., vol. 67, no. 9,              

pp. 2000–2007, 2014. 

[31]A. N. Abuzaid, “Scenario Planning as Approach to Improve the Strategic Performance of             

Multinational Corporations (MNCS),” Bus. Theory Pract., vol. 19, pp. 195–207, 2018. 

[32]M. Gabrielsson, T. Seppälä, and P. Gabrielsson, “Realizing a hybrid competitive strategy            

and achieving superior financial performance while internationalizing in the         

high-technology market,” Ind. Mark. Manag., vol. 54, pp. 141–153, 2016. 

[33]Y. Doz and M. Kosonen, “The Dynamics of Strategic Agility : Nokia ’ s Rollercoaster,”              

Calif. Manage. Rev., vol. Vol. 50, no. Isu 3, p. hal. 95-118, 2016. 

[34]S. Meehan and C. Dawson, “Customer responsiveness: Getting it fast and right through             

impatience and intolerance,” Bus. Strateg. Rev., vol. 13, no. 4, pp. 26–37, 2002. 

[35] “Smart PLS.” [Online]. Available: https://www.smartpls.com/. [Accessed: 26-Sep-2020]. 

[36] J. F. Hair, G. T. M. Hult, C. M. Ringle, and M. Sarstedt, A Primer on Partial Least Squares                   

Structural Equation Modeling (PLS-SEM), 2nd editio. Sage Publications, 2017. 

[37]G. D. Garson, Partial Least Squares: Regression & Structural Equation Models. 2016. 

 
 

Crafting Strategic Maneuverability … 
768 

 


