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ABSTRACT

T
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1. INTRODUCTION
The type and form of the company’s strategy are
important components of strategic planning. In the process
of formation of strategy the decision maker faces a number
of tasks related not to its content, but to its shell: the level of
detalization, the level of openness of decisions and the circle
of people directly involved in the development of longterm provisions. There is a large number of diametrically
opposing opinions on these issues:
• What a strategy should be in terms of duration,
publicity, structure, etc.?
• What structural features are characteristic for
strategies, what can they look like?
• How does the theory of strategic planning relate to
practice?
The main purpose of this analysis was to identify
common components in the format of building the strategy
of these companies and analyzing the practice of applying
strategic planning in real enterprises. The information
about the strategy, which was obtained from open sources
(usually, on the official websites of companies), may
differ from the actual practice of strategic activities within
companies. This means that there is not only the relevant
existing strategy, but also a strategy that was accepted,
which is not executed in practice or published formally in
order to divert the attention of competitors from the real
one. It is necessary to determine the formats of the existing
strategies of companies, which of them are more often used
in practice, what is the established strategy, how it relates
to the recommendations of the theory. In particular, it is
important to consider the approaches to understanding the
company's strategy, to analyze the main components of these
approaches and to correlate them with the real strategies of
companies operating on the market.

2. APPROACHES TO THE
UNDERSTANDING OF STRATEGY
The scientific research of the phenomenon of companies’
strategies began in the 1960s. The pioneers of strategic
planning include A. Chandler, who investigated the
strategies of companies through their external environment,
the organizational structure of management (Chandler,
1969). In his understanding the strategy contains the
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main long-term goals and objectives of the company, in
accordance with which a course of action is determined and
the resources necessary to achieve these goals are allocated.
A few years later C. Andrews proposed the concept of
corporate strategic planning, in which he described the role of
senior management in the development and implementation
of the development strategy of an enterprise (Andrews,
1971). In this and his other works he deliberately does not
give a clear definition of the concept of “strategy” referring
to the approach of F. Selznik, who defines strategy as a set
of mandatory rules adopted by organizations regarding the
methods of action and response (Selznick, 1957).
Somewhat later I. Ansoff in his works carried out a
schematization of the strategic planning procedure. As a
strategic management tool his matrix makes it possible for
the company to determine a strategy for positioning goods
and services on the market. The strategy is presented as
a set of rules for making decisions that guide companies
in their operations (Ansoff, 1979). In other words, it is a
combination of quality long-term solutions.
The work of M. Porter (Porter, 1980) occupies a
significant position in the theory of strategic planning. It
formulates general competition strategies. According to
some researchers in this field, the practical side of strategic
planning relies mainly on the work of M. Porter. He
defined strategy as a choice of development directions for
the company depending on the availability of competitive
advantages (Chekova, 2010, p. 86). In line with the “five
forces of competition” proposed by him and the SWOT
analysis, strategy is generally interpreted as defensive or
offensive actions aimed at achieving strong positions in the
industry. In this sense strategy can also be attributed to a set
of quality solutions.
The major theorist of strategic planning G. Mintzberg
understood strategy as a plan integrating the main goals of
the company, its policies and actions into a single whole
(Mintzberg, Lampel, Ghoshal et al., 2002). However, in
his early works he argued that a strategy cannot be planned
artificially, since it is not the result of analysis, but some
kind of synthesis, i.e. it is formed independently, and not at
the will of leadership or a team.
A. Thompson and A. Strickland defined strategy as a
plan aimed at strengthening the company's position and
achieving its goals. It assumes the existence of a goal
(non-strategic), ranked higher above the strategy itself
(Thompson, Strickland, 2001).
A similar definition was formulated by O. S. Vikhansky:
strategy is understood as a long-term, qualitatively defined
direction of the organization’s development, which affects
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the sphere, methods and forms of the company’s activity,
the relations within the organization itself, as well as the
organization’s position in the environment leading the
organization to the realization of its goals (Vikhansky,
1998).
It should be noted that the goal of A. Thompson,
A. Strickland and O. S. Vihansky is a priority and not
included in it. These are two different (not complementary)
concepts.
Any approach to understanding activity planning
assumes that long-term solutions will be rational and lead
to increased efficiency. A. P. Gradov draws attention to
this circumstance. In his view, the company’s strategy is in
effective achievement of its goals by economic methods and
means. The strategy is formed and functions in accordance
with the laws inherent in any system. Combining these two
theses we can conclude that strategy should lead to increased
efficiency due to a set of interconnected decisions (Efficient
strategy, 2006).
G. B. Kleiner understands the company’s strategy as an
agreed set of decisions that have a decisive effect on the
activities of the company with long-term and irreversible
consequences (Kleiner, 2008). Therefore, as in the works
of I. Ansoff, this interpretation also reveals a qualitative
component in the company's strategy content.
V. S. Katkalo believes that in practical terms strategy
embodies the company’s goals of the highest order – its
vision and mission (Katkalo, 2008). This interpretation
cannot be unequivocally attributed to any approach. It
cannot be stated that the vision and mission of a company
can be formulated in quantitative terms, but the goal of the
company can be in achieving a certain market share, income
levels, etc.
A collective definition of strategy looks like a set
of strategic decisions in the key areas of the company’s
activities: “Strategy is… a well-founded program to
improve business organization in four interrelated areas –
competitive advantages, organizational transformations,
financial optimization, operational improvements that are
determined according to the results of strategy development”
(Bukhtiyarova, Pavlenko, 2013).
Modern researchers understand strategy as a set of
goals, plans and guidelines of their achievement. According
to R. Ingram, the company’s activity planning includes an
assessment of its mission and long-term goals in order to
strengthen the existing practices and to determine the need to
develop new programs (Ingram, 2015). R. Rumelt describes
strategy as a management’s policy regarding the company’s
intentions, as well as the key initiatives or action plans to
achieve them (Rumelt, 2016). One sees the understanding of
strategy as a set of goals and objectives formulated by and
for the management.
Conducting a retrospective analysis of strategic planning
paradigms, Magdanov points out that in the 21st century, due
to accelerated processes, changes in business models and
new types of products, managers understand the company's
strategy differently than in the previous century – rather
as a long-term project management in order to achieve the
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set parameters, and not to support the system of "planning
– programming – budgeting". In this context, strategy is
understood as a combination of a mission and vision of the
future, a general goal, strategic goals and objectives, critical
success factors and key performance indicators, in other
words, not only qualitative factors of long-term activity, but
also quantitative ones (Magdanov, 2016).
As the analysis of the concept definitions shows, there
are different approaches to understanding the essence of
company strategy, which sometimes are diametrically
opposed. However, there is a transition from understanding
the strategy as a certain target to a set of instructions on how
to conduct activities based on the combined key indicator.
In this regard, it is necessary to consider the structure of
strategy.

3. EXTERNAL ATTRIBUTES
OF STRATEGY
In strategic planning the company’s management must
answer the following question: when to formulate a strategy?
Obviously, the formation of strategy should not begin too
early, when the company is still developing chaotically and
looking for its niche on the market, but also not too late,
when the chaotic extensive development of the company
gives way to intensive one. For companies operating in
growing, emerging markets, it may not be appropriate to
adhere to any particular strategy, and, in some cases, even
harmful. As the market matures and the growth slows the
development of a comprehensive strategy becomes a vital
task for the company (Porter, 1980).
After analyzing the external and internal environment
and deciding on the need to formulate or update the strategy
it is necessary to highlight the external attributes, for
example:
• secrecy or publicity of strategy for the external
environment;
• persons allowed to develop strategy (staff,
management only, a third-party company), the circle
of people familiar with the company's strategy;
• the horizon for the formation of decisions (for a
specified period or indefinitely);
• the presence or absence of monitoring activities to
implement the provisions of the strategy and their
frequency.
As a rule, in a public company (in Russia it is a public
joint-stock company (PJSC)), the strategy, if there is one, is
used as a tool to increase investment attractiveness. If the
company has a plan that takes into account market trends,
investors will be more likely to believe in the long term
sustainable development of the company. A big company
presents a strategy (its updated version) quite widely,
for example, during Investor Days or similar events. For
other companies such openness may not be characteristic
due to non-publicity of their activity or their smaller size.
Theoretically, there are different approaches that regulate
the degree of openness. I. Ansoff, for example, argued that
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such plans should be secret, as this could help competitors
to calculate further actions of the company (Ansoff,
McDonnell, 1988). G. Mintzberg recommended a wide
dissemination of information about long-term plans in order
to impress competitors with their ambitiousness (Mintzberg,
Lampel, Ghoshal et al., 2002).
In developing a strategy it is important to determine
a group of eligible people, which might include not only
top managers. As practice shows, managers do not always
personally form long-term plans. A strategy can be
developed by the entire team or outsourced to a company,
which provides such services (Business strategies, 1998).
For example, in companies of communications industry the
development of a strategy is often entrusted to technical
departments, which know the development trends of the
market from the technical and technological side. The
services of strategic consulting are offered by consulting
companies McKinsey & Company, The Boston Consulting
Group, Bain & Company as the main services and “the Big
Four” audit firms (Deloitte, PricewaterhouseCoopers, Ernst
& Young, and KPMG) – as additional services.
Some practitioners of strategic planning believe that
a strategy should be formed for a certain period of time.
At the same time, the theory of strategic planning offers
one more option – for an indefinite future (Kleiner, 2009;
2010). The terms of the strategy’s implementation are
unknown; it is valid until significant changes in the external
or internal environment, when it becomes obvious that its
further implementation becomes impractical. With such an
approach it is possible not to know in advance how long
the chosen strategy will remain relevant – a year, two, three
or ten years. In this case, another component of external
attributes, such as monitoring activities of the strategy’s
implementation, can become especially acute: their presence
and frequency.
The compliance of the strategy with the company’s
potential and the state of the market can be checked at
regular intervals and “according to disturbance”. If control
is selected at certain time intervals, it is advisable to
indicate it in advance in the process of strategy formation.
Between reference checks no additional verification
activities are carried out. One can check the relevance of the
strategy by identifying the factors that affect the adequacy
of the strategy to the current and predicted conditions. The
intervals are not predetermined and monitoring activities are
assigned individually each time, if necessary, immediately
after identifying significant changes in the external or
internal environment of the company, for example, when the
company’s potential decreases or with changes in market
trends, etc.
The analysis of adequacy of the company’s current
strategy can be carried out according to such indicators as
compliance with the mission, goals, potential, development
of the future potential, increasing the competitiveness of
the company on the market in the future, the consistency
of the elements of the strategy, etc. If the predetermined
permissible deviations of indicators are exceeded, it is
necessary to adjust the strategy or its individual elements,
or the current strategy has completely ceased to satisfy
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the requirements and one should begin to formulate a new
strategy.
The first type of control (interval) may be ineffective.
It requires the establishment of an adequate length of
intercontrol periods: excessively frequent inspections
threaten to turn into permanent control, too rare inspections
lead to the danger that obsolescence and inadequacy of
the strategy will be detected too late. The second type of
control (according to actual compliance) requires a regular
monitoring of the external and internal environment of the
company, which means additional material and time costs.
Obviously, both approaches to duration – time-limited and
indefinite – require different structural schemes.

4. THE STRUCTURE OF STRATEGY
Various aspects of strategic planning of companies’
activities have been comprehensively studied for more than
a dozen years, but so far in the scientific literature there
are no clear answers to the questions directly related to the
process of strategy formation. They relate to the appearance
of the strategy, its structure and the main components. The
preparatory and final stages of formation are described from
a general point of view: what one needs to know before
starting the development process and how, in the end, the
strategy should be described, in how much detail and in
which terms.
The analysis of approaches to understanding the essence
of company’s strategy and its format makes it possible
to group many definitions into the categories “strategy
as a target” and “strategy as a process”, as well as their
combinations.
The target approach assumes that the strategy ensures
the achievement of the ultimate goal after a certain period of
time. Quantitative indicators can serve as such goal: market
share, income level, profit, etc., which must be achieved by
a certain time. By definition, it implies a time period for
a series of actions aimed at achieving specified indicators.
At the same time, the strategy itself contains information
about a specific set of actions aimed at achieving the goal.
Representatives of the target approach include A. Chandler,
E. M. Korotkov, B. G. Litvak, and others.
The process approach understands strategy as a set
of actions that specifically describe the behavior of the
company in the process of functioning. A set of options
includes: which prices to set, what resources to consume,
etc. The implementation of a strategy as a process can be
limited to a specific period of time or be unlimited until
significant changes in the conditions in which the company
operates. In this regard, the process approach involves
taking into account the specifics of the environment in
which the company operates. This approach was used by
I. Ansoff, A. Porter, A. Thompson, G. B. Kleiner and others.
A mixed approach, combining the characteristic
components of the target and the process approaches,
is manifested in the fact that the goal which it aims to
achieve and the means for achieving this goal (a set of
decisions, a plan) are added to the strategy. It becomes a
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kind of guide to action: what to do in a given situation. The
main representatives of this approach are G. Mintzberg,
A. P. Gradov, V. S. Katkalo, and others.
With a certain degree of conditionality it can be stated
that historically the understanding of strategy in theory has
been transformed from a set of target indicators to a set of
solutions, and now it is understood as a mixture of these two
approaches.
As a goal strategy cannot take into account the specifics
of its formation’s environment, market peculiarities and
company’s potential. It is rather a concept of development
in the future expressed in quantitative terms. The lack of a
specific set of steps according to the target approach makes
this understanding of strategy rather simple, but vague.
Company’s employees not only do not get a clear idea of
what they need to do to achieve the stated goals, but also
run the risk of getting confused. Therefore, it seems more
rational to describe the activities of specific companies in
the long term in terms of strategy as an action or collective
approach.

5. WHAT HAPPENS IN PRACTICE?
The analysis of the adopted strategies of the biggest
Russian companies gives an idea of the generally accepted
approaches to their formation. The published long-term
plans are formed as a “strategy as a process" or by using
a mixed approach. These are not pure strategies, but rather
slogans or theses of long-term development, information for
the press, etc., adapted for a wide range of people. Often
such plans do not contain any specificity that could make
it possible to make tactical decisions. Why do companies
distribute this information, sometimes quite detailed? On the
one hand, public companies are obliged to operate openly,
but such publicity does not concern the strategic aspects
of their activities. As a rule, these “theses of long-term
development” fully comply with the development trends
of the telecommunications industry, and their open access
presentation is not something extraordinary (the exception
includes some planned quantitative indicators). In this
case it is advisable to recall that there are no unambiguous
recommendations on how accessible a strategy should be
for a wide range of people, including for competitors. In
particular, according to I. Ansoff, the company's strategy
cannot be expressed explicitly, because the firm should try
to hide its true goals from competitors (Ansoff, McDonnell,
1988). G. Mintzberg considers the option of broad
dissemination of information about the chosen strategy in
order to deceive competitors or, perhaps, to impress them
with ambitious plans. The essence of the strategy should
clearly express the goals and objectives of the company’s
development for all its employees, but be not be obvious
to external players (Mintzberg H., Lampel J., Ghoshal S. et
al., 2002).
G. B. Kleiner (Kleiner, Tambovtsev, Kachalov, 1997;
Kleiner, 2008) describes the approach to forming the
company’s strategy as a set of long-term solutions. To date,
he has described 13 types of strategies that together form
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an integrated company strategy. It can be stated that in
practice there is an understanding of the general strategy as
a set of thematic blocks. These blocks can be represented
either in a chain of vertically structured business processes
or in the form of industry components. Such detailing
is characteristic of big companies, where diversification
does not allow taking into account the specifics of certain
areas in the total volume of activities. For example, oil
companies are characterized by a breakdown into strategic
blocks: exploration, production, transportation, sales, etc.
Telecommunication companies prefer segmentation by
service and market sectors: private or corporate customers,
technologies of providing telecommunication services.
We analyzed the strategies of the biggest Russian
companies. The 21 biggest companies in terms of revenues
were subjected to the most detailed analysis: Gazprom, NK
Lukoil, NK Rosneft, Sberbank of Russia, Russian Railways,
X5 Retail Group, VTB Group, Surgutneftegas, Magnit Retail
Network, “Russiyskiye setyi”, Inter RAO, Transneft, AFK
“Sistema”, Tatneft, Megapolis, Evraz, NMLK, NovaTEK,
United company “Rusal”, Norilsky nickel and Aeroflot
group of companies (according to the Expert-400 rating).
The main elements of the analysis are:
• publicity or secrecy of strategy (availability in the
public domain);
• strategic goal;
• achievable targets based on the results of the strategy’s
implementation, as well as intermediate control points
(if available);
• intermediate control points;
• the duration of strategy (for a certain interval or
indefinite);
• the official status of strategy as a document (Table 1).
This set of indicators was proposed in order to find
common points in the strategies of the biggest companies,
to understand what kind of real strategies companies have
and what their features are.
It is worth mentioning the structuring in the strategies of
companies that simultaneously offer a wide range of goods
and services. In practice, they consider their structure as a
set of solutions or as a set of slogans. Collectively, such
strategy can be described as follows: one or several targets
are put forward in a qualitative or quantitative presentation
along with a certain set of steps to achieve them. In the vast
majority of cases a strategy is formed for a certain number
of years, i.e. the planning horizon is represented by a time
interval (Kobylko, 2016; 2018). For telecommunication
companies the actual implementation date does not coincide
with the planned one – it is completed ahead of schedule. The
approach to the strategy involves not only a specific time
interval, but also a reduction in time for its implementation:
according to the plan – up to five years, in practice – up to
three years. The reasons for this may include:
• a high degree of market uncertainty in the conditions
of its intensive development;
• neglect of strategic guidelines for the sake of
immediate profits or the perception of strategy as part
of the image that does not have a real impact on the
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Table 1
The main parameters of strategies of the biggest Russian companies

Company

Goals of strategy

Target indicator

Solution

Strategy's term

Peculiarities

Gazprom

Clearly formulated

Superficially
formulated

Not specified

Until 2020

The strategy is divided
into the main areas of
business activities

Lukoil

Four goals are
formulated

Clearly formulated

Briefly formulated

2018–2027

The strategy is divided
into the main areas of
business activities

Rosneft

Formulated for each
field of activity

Not specified

Formulated for each
field of activity

Until 2022

The strategy is divided
into the main areas of
business activities and the
main segments of social
responsibility

Sberbank

Clearly formulated

The main business
indicators and
technical indicators

Formulated in
detail for different
components of the
ecosystem

2018-2020

Quantitative marketing
indicators are not indicated
in the strategy

Control parameters
of business blocks
for 2015, 2020 and
2030 are formulated.

Eight measures to
achieve goals as well
as tasks for business
blocks are formulated

2013-2030

Formulated as an
official document with
intermediate control points

goals and 7 tasks
Russian Railways 12
are formulated

X5 Retail Group

Five priorities
and four tasks are
publicized

No data

No data

No data

The strategy is secret
according to the press
service

VTB Group

Three priorities are
formulated

The main
quantitative
indicators are
formulated

Briefly formulated for
each field of activity

2017-2019

Formulated as an official
document

Surgutneftegas

No data

No data

No data

No data

No data

Magnit

The goal and five
tasks are formulated

Forecast indicators
for one year are
formulated

The main stages, areas
of transformations and Until 2023 г.
work requirements are
formulated

Ecosystem, values,
mission, schedule
of changes, etc. are
formulated

Rosseti

Goals and five
objectives are
formulated

One investment
indicator and one
technical indicator
are formulated

The main tasks are
formulated within
the framework of
five strategic areas of
development

2015-2019

Implemented as part of the
development strategy for
the Russian Electric Grid
Complex

Inter RAO

Five key goals are
formulated

Eight indicators,
which must be
achieved, are
formulated

Key accents in three
areas are formulated

2014-2020

The materials disclose
various indicators of
strategic activity, including
interim results for
reporting years (control
points)

Transneft

The main goal
and eight tasks are
formulated

The planned values
of 15 indicators for
2020 are presented

A set of measures
aimed at achieving
the main goal is
formulated

2012-2020

The strategy is consistent
with the General Scheme
of development of the oil
industry until 2020

No data

Relative investment
strategy targets are
presented

The basic principles
of investment strategy No data
and value creation
models are formulated

Sistema

Only the company's
investment strategy
is publicized. Any
information on other areas
of development is not
available
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Company

Tatneft

Megapolis

Goals of strategy

The goals in seven
business areas and
four corporate goals
are formulated

No data

Target indicator
The expected key
indicators for
each of the seven
business areas and
other achievable
performance
indicators are
presented.

No data

Solution

The main steps in six
areas of the strategy’s
implementation are
presented

No data

Strategy's term

2018-2030

The company's innovative
strategy is presented, in
which the benchmarks and
technical requirements for
six areas of the company’s
activities are described

No data

The strategy of the group
of companies is not
made public, but some
references about it can be
found

Since 2015

The materials disclose
various performance
indicators, including
the interim results of
implementation of the
strategy for each reporting
year (control points)

Evraz

Five key success
factors are
formulated

Several relative
and quantitative
achievable indicators
are formulated

Strategic priorities
for three business
segments are
formulated

NMLK

The goals for four
areas of a group of
companies

Quantified
achievable indicators
in four areas of the
group’s management
are formulated

Solutions in four areas 2019-2022,
of management of the actually until
group of companies
2023
are formulated

NovaTEK

Six management
tasks are formulated

Quantitative
achievable indicators Solutions for six
in the strategy’s
management tasks are
technical areas are
formulated
formulated

Rusal

Goals and priorities
are formulated in a
single list consisting
of 13 clauses

No data

Norilsk Nickel

Goals in four
strategic areas are
presented

They are clearly
formulated, but the
year of achievement
of these indicators
is almost never
specified

Aeroflot

Six strategic goals
are formulated

The strategic
objectives specify
Defined for each
quantitative
strategic goal
achievable indicators
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Goals and priorities
are formulated in a
single list consisting
of 13 clauses

Formulated for each
of the strategic areas

Peculiarities

It is specified that
"Strategy-2022"
is expected to be
implemented in 2023.

2018-2030

The strategy considers the
technical components of
the company’s strategic
activities

2017-2025

The strategy was
publicized in concise
formulations, with a
detailed review of the
activity’s technical aspects

Since 2013

The final year of the
strategy’s implementation
is not specified, but the
text indicates different
time intervals for different
types of activities. The
latest — in 2023

2018-2023

Briefly formulated
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functioning and management of the company;
• insufficient elaboration of the strategy, its inadequacy
to the changing external and internal conditions of
functioning;
• management in "manual mode" closely associated
with the personality of the leader;
• the high role of external factors influencing the
development of the industry, its target guidelines, and,
as a consequence, all key players, etc.
At the same time, telecommunications companies work
exactly as is customary on the international communications
market, which means that they are influenced by foreign
principles of strategic planning.
As the analysis of practices of the strategy’s structuring
showed, domestic companies are not inclined to adhere to
theoretical recommendations for making long-term plans. It
turned out to be problematic to identify common features of
the strategy’s appearance, which may indicate precisely the
lack of consistency in the approach.

THE FORMAT OF MODERN STRATEGY
We have identified the following patterns.
• All big companies have formed their strategies (with
the exception of Surgutneftegas, which does not
mention strategy on its website).
• Most strategies are publicly accessible with varying
degrees in detail. Some companies presented fairly
detailed strategies with rich illustrative material
while others presented mainly their theses. As a rule,
websites provide a general understanding of the ways
of development for the declared period.
• Almost all companies have formed short-term
strategies (mainly up to five years). The exceptions
are oil and gas companies (for ten years or more) and
Russian Railways (18 years).
• For all publicized strategies strategic goals and
objectives were formulated.
• Strategies are often characterized by sub-strategies
according to business areas.
• For each sub-strategy (if any) there are some
formulated sets of decisions “what to do” or “what
tasks to solve” within the framework of this business
area.
The achievable quantitative indicators are rarely made
public – only the key ones: profits, market share, etc. Some
relative indicators are formulated as a percentage of the
last year of the strategy’s implementation in comparison
with the first one. This aspect of strategic activities of big
companies shows a common understanding of strategy as a
certain quality document, rather than a set of quantitative
indicators for a certain forecast period, which is confirmed
by the recommendations of modern approaches to the theory
of strategic planning.
The planning of control points is not common for these
companies with the exception of only three of twenty
companies: Russian Railways (the strategy provides for
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monitoring activities every five years), Evraz and Inter
RAO do not disclose the frequency of monitoring activities,
but annually publish reports on the implementation of their
strategies. The presented strategies can be adapted for the
general public, primarily for investors, and have a very
mediocre connection to real strategic goals and objectives; a
strategy that is implemented in practice can be very different
from the publicized strategy.
It is worth highlighting some industry specifics. In the oil
and gas sector companies’ strategies have much in common:
strategic goals and objectives are formulated, the strategy
itself is divided into separate business areas for which sets
of solutions are formed, the implementation period is about
five years (with the exception of the strategies of Lukoil
and Tatneft, which are calculated until 2027 and 2030,
respectively). In the industrial sector the planning horizon
is bigger than in other sectors due to the complexity and
duration of projects’ implementation, as well as a low
dynamics of factors that can have a significant impact on the
degree of environmental uncertainty. At the same time, the
intensity of changes in the financial sector and retail trade
does not make it possible to form plans for the horizon more
than 4‑5 years. Large retailers (X5 Retail Group, Magnit
and Megapolis) show great secrecy in demonstrating their
strategic priorities. The strategy of Magnit network describes
fairly general provisions, without highlighting any specific
action plans, etc., while the strategy of X5 Retail Group
contains only a few clauses. This feature is associated
with the specifics of the food retail market, suggesting the
possibility to copy competitors’ strategic decisions.
As a rule, the published strategy is usually open and
short-term containing details of the areas of business
activities. Sets of strategic decisions or directions of
development vectors are formulated for each area. This
notion of strategy can be compared to a birthday cake. It is
beautiful, big, multi-tiered and multi-layer, it looks perfect.
However, it does have an expiration date, and the taste may
not match its looks. Such notion is consistent with modern
approaches to understanding the format of strategy and with
preliminary (after a survey of 150 respondents) data from
the study called “Company strategy: type, format, control
points” conducted by CEMI RAS in 2019.
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