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Introduction.
To ensure companies are competitive within the industry sector and to ensure longevity of the company they need to have a clear long range plan, included in this is the company’s long term goal, an understanding of the market and how they can differentiate from its competitors (O’Reilly, 2019). All other aspects, must support the long range plan failing that the company would pursue items that are deemed important by individuals which may not be resulting in the company falling into disarray (O’Reilly, 2019). An analogy of a functioning successful business, is similar to a successful sports team and a good example of the importance of a cohesive plan or vision. Before the start of the sports game all members are aware of the plan/vision, each player must complete their role to support the strategy (O’Reilly, 2019). Such as, in Rugby to prevent the opposition scoring tries the strategy is to deny the opposition on having the ball. Therefore, the team keeps the ball in possession as much as possible, its key all the team would join together and follow this through as if only half of the team did this the result would be catastrophic (O’Reilly, 2019).
Competition throughout all industries is severe and extremely challenging, resulting in companies choosing to remain in business rather than growing. For companies to grow, they must operate with efficiency and effective (Prasad Dr, 2017). Business planning needs to be based on the company’s strengths and a series of functional strategies, such as R & D, marketing, finance and HR (Prasad Dr, 2017). 
An Operation strategy is a long range plan, for all functions who specify the design and resources to support the business strategy. Just as the rugby players, who all unify and carry out the strategy of “denying the possession to the opposition”, the company members all do their job that supports the business strategy (O’Reilly, 2019). However, companies in the same industry section, may have different operations strategy. An example of this is within the aviation business, where Southwest airlines are a budget airline therefore their strategy is very cost competitive consciousness (O’Reilly, 2019). All members within Southwest airlines, their strategy is based on saving/removing cost from the business. Southwest airlines offer low cost fares to their customers who are very cost sensitive. Where Singapore airlines strategy is customer satisfaction to compete on their service level. Where all members from the pilot to the booking agent focus on customer service providing customer satisfaction, in addition Singapore airlines offer free drinks, meals provided by gourmet chefs, spacious/comfortable seating also providing the biggest bed in business class named the “spacebed”. Both Southwest and Singapore airlines have grown and are a successful major airline (O’Reilly, 2019).
Therefore, the role of an Operations strategy is to provide a plan/vision for all operation functions enabling the company to make the best use of its resources. The Operation strategy plan/vision, specifies the design and the use of resources that include location, size, facility, skills, use of new technology, need for special processes, specialist equipment and quality control requirements (O’Reilly, 2019). Companies often misunderstand the difference between Operations efficiency and strategy. Operations efficiency is performing operation very well, better than its competitors. Operations strategy, is a plan/vision on competing within the marketplace. However, both Operations efficiency and Operations strategy need to be aligned with one and another, failing that you may be world class efficient in making the wrong product. Therefore, the role of Operations strategy is to make sure all tasks are performed by the functions are the right task’s (O’Reilly, 2019).

Figure 1: Relationship of the Business Strategy with Functional strategy. (O’Reilly, 2019).
Critical evaluate what issues should be considered by Delta X when developing an operations strategy.

An operation strategy enables a business to transform an input through the organization into an output that adds value to the customer. This allows the organization to remain competitive without the need to increase the price impacting the customer (Tan & Mathews, 2008).Toyota remained profitable while its competitors, struggled this enables Toyota not to increase the price but continue to satisfy the customers without increasing the price to the customer. The company strategy requires to be based on businesses in addition considering the customer’s needs (Tan & Mathews, 2008).
Although another view point is an operation strategy main focus is how to produce and deliver value to its customers, the strategic planning process concludes the future state of the company and the operational team execute them (SSP, 2017). Operation strategy, can be considered in two considerations the first being by incremental changes as part of continuous improvement activity but this can be questioned regarding how much improvement 2% or 5% this is more applicable for established companies? Secondly or as such a quantum leap in effectiveness and efficiency this is more suited to a company that require more significant such as in the short term the profit increase of 10% (SSP, 2017).
Nevertheless (Slack, et al 2007), states it needs to concude and fix the general principles enabling guidance into making the decisions required as part of the operation strategy for the company (Slack, et al 2007). However the concept of strategy in not clealy defined nor is the operations strategy. Operations strategy are required to satisfy the customer Key Performance Indicators (KPI) being cost, delivery, quality etc (Slack, et al 2007). Prior to any organisation rushing into making a plan on current or future changes or actions required, all need some strategic direction enabling them to have some idea of where they are heading and how to get there (Slack, et al 2007). The reality is there is no standard/universal agreement on defining an Operations Strategy, there are a variety of sources on different definitions and views but between them all four “perspectives emerge” (Slack, et al 2007).

Figure 2: The Four perspectives on operations strategy (Slack et al, 2007).

An operation strategy considering these four perspectives:-
Top Down perspective, is  what the business wants to do being led by the senior managagement team (Slack, et al 2007).
Bottom up perspective, is suggeting what the business should do incrementally on a day to day basis (Slack, et al 2007).
Capabilites of operations resources, commonly know as inside out exploiting the chosen market (Slack, et al 2007).
Market requirements, commnly known as outside out, translating the market requirements into decisions (Slack, et al 2007).
Many authors writing about different forms of strategy, have analysed effective implementation. Ken Platts of Cambridge university, wrote regarding operations strategy formulation process describes this as the 5P’s (Slack, et al 2007). The 5P’s considers from the start of a strategy, through to participation:
Purpose, the importance of a clear visible goal allows the greater understanding, motivation and boudaries for both individaully/collectively  enabling the greater chance of success (Slack, et al 2007).
Point of entry, any analysis, formulation and implementation process considering potentially politically sensitive that requires the support of senior management (Slack, et al 2007).
Process, any formulation process needs to be specific. The managers who are creating the operation strategy, needs to understand the need to consider about the process they will be participating (Slack, et al 2007).
Project management, is where the associated cost of the strategy process maybe unknown. This one of the reasons why operations traditionally have not had sufficient processes that are specific resulting in not enough managerial time being allocated. The key principles of project management, such as cost, time, controls, communication tools etc are all in place (Slack, et al 2007).
Participation, this is a critical aspect and team selection of participation in the implementation processis key to the success. Employing expensive cobnsultants to participate in the team, can provide additional expertise but can not fill the gap of the line managers with the relevant experiences of these processes (Slack, et al 2007).
Over the last thirty to forty years, there has been significant analysis on how companies create their strategies creating competitive advantage over its competitor’s (Kaplan & Norton, 2008). During the analysis over this period by Kaplan & Norton, they have observed extensively the strategy development practices of the majority of successful companies. They stated, it’s an “art” however even this requires to be controlled by a logical process that defines the company’s goals and examines both internal and external environments to identify and constraints and potential opportunities. The majority of successful companies based on the experience of Kaplan and Norton utilise the systematic strategy development process in figure 3 below (Kaplan & Norton, 2008).

Figure 3: The Four steps followed by the most successful companies that utilize strategic planning. (Kaplan & Norton, 2008).
Another possible solution is the Balanced Score Card called The Execution Premium Process (XPP), which is a holistic model for corporate management developing a suitable strategy ensuring the activities with the operational functions are supporting the strategy (Pateman, 2008). The XPP, consist of six major stages that together function as part of a closed loop management system. XPP offers all of the normal features typical of any management process, inclusive of multiple roles and responsibilities (Pateman, 2008). Also the need to work across boundaries and understanding that the process is only strong as its weakest link. The six stages are very familiar with their current activities, however within most organisations lack the connections between and integrating the six stages. This aids the performance and has the ability to view the process holistically, that allows breakthroughs to occur (Pateman, 2008).

Figure 4: The Execution Premium Process (XPP) (Pateman, 2008).
The XPP can deliver a solid connection between strategic planning and operational execution, in many companies. However, integration is not a simple task, and it’s possible to miss the point (Pateman, 2008). Developing this activity is an enormous transformation effort, that must marry with leading-edge performance tools with many change management interventions. XPP may also be time consuming, initially many companies can grasp the low hanging fruit but to be fully functional with XPP can take several years (Pateman, 2008). 
The example’s of tools discussed in this assignment, that will aid managers who need to conclude what actions and decisions are required Managers have relied on past experiences, previous knowledge, idea generation such as thought showers with the team and seeking third party advisers (expensive consultants) that aids them in the decision process. However, relying on past experiences, may be a biased approach dependent on the individual manager experience. These approaches may not provide the best action or decision; critical analysis can be seen in figure 5:

Figure 5: Critical Analysis of the approaches strategic planning. (Tan & Mathews, 2008).
Based on the research carried out, all papers acknowledge the importance of satisfying the customer needs, creating value for the customer, the need for transformation or change within the organisation, the culture of any company is a critical aspect, while the approach prior to creating an operation strategy and self-reflection are the proposed actions. 

Therefore, Delta X need to consider the following potential issues when developing their operation strategy:

Customer satisfaction:
Over the last thirty years many US and Japanese companies adopted Quality Function Deployment (QFD), QFD is a Total Quality Management (TQM) tool. QFD is a process that enables the company to understand what is the Voice of the Customer (VOC), which is deployed throughout manufacturing, engineering, & R&D processes of the product development. As an example of QFD, the customer needs are considered right from the offset with the design of the product, right through to the marketing requirements of the customer.  
QFD is a way to capture, organise and deploy the voice of the customer- both the internal and external customers (Jia & Bai, 2010). In addition to the manufacturing industry, QFD has also been applied to several other fields such as construction companies, hotels and airlines. Although QFD has typically been applied within the New Product Development (NPD), but QFD can also be applied for reviewing existing processes, products and services (Mohamed & Mohamed, 2016). QFD removes the “we know best; we know what the customer wants” to a positive culture of “lets ask the customer what they need or require”. This enables the company to become more pro-active and less reactive, it also builds on trust which is key between the customer and supplier (Mohamed & Mohamed, 2016). Ultimately QFD enables the company to compare their quality with its competitors, giving them a potential competitive edge (Mohamed & Mohamed, 2016).
QFD has a two tier approach, the first focussing on improving the quality within processes and deep consideration of customers requirements within the dewelopment process (Jia & Bai, 2010). While the second QFD tier is the collaboration of different business areas enhancing the product design. QFD can be used as a powerful tool to be applied within the development of strategies (Jia & Bai, 2010). Fundamentally QFD is a tool to convert the Voice of the Customer (VOC) into development, design, engineering, manufacturing, production and the service sector thus providing the customer with what is needed and how it will be achieved through each area of the function. Considering this QFD can be an effective tool to organise and carry the manufacturing strategy development (Jia & Bai, 2010).
Culture of the company:
According to Deloitte, Culture of the business is a well discussed concern. Organisation heads and Human Resources (HR) leaders, recognise that the culture of the organisation drives the team’s behavior, innovation and the service provided to the customer (Kaplan, et al 2016). In a survey carried out by Deloitte, 82% of the survey believe “culture is a potential competitive advantage”. Leading companies are utilising this data and behavioral information to impact their organisation, considering, performance, employee engagement, customer service and staff retention. There are very few factors, that contribute to any business more than culture itself (Kaplan, et al 2016). Culture has the impact that can determine the success or failure of acquisitions, mergers, growth and the product cycle success or failure dependent on the alignment of culture. Culture not purely a HR issue but is a business issue, the head of the organisation, senior management and middle management need to take responsibility for the culture within the organisation (Kaplan, et al 2016). Although culture is a key aspect of any organisation, however the importance is not well understood in all organisations. Many organisations, find it difficult to quantify or has the ability to manage the culture. In the survey, only 28% believe that they understand the culture of their company and only 19% believe their companies culture is the right culture (Kaplan, et al 2016)!

Another survey was carried out of, one hundred and five manufacturing facilities spanning over four countries, Brazil, China, Germany and S. Korea. The results shows that the operations strategy and the operations management exist in all facilities, however they are all different (Park & Paiva 2018). The difference, was levels of responsibility, individualism versus collectivism and uncertainty avoidance. Therefore Considering global companies, the requirement for cross-cultural studies are more important now than ever. More questions are raised over operations management such as internationalisation, global supply chains, international sourcing, supplier management etc etc.  Today there are still a lack of understanding considering cultural aspects, there is a need to have a greater understanding and respect of the cultural impacts on the operations strategy. Considering cross-functional integration, the importance of leadership to the overall success and direction of the organisation is substantial (Park & Paiva 2018).

Change management: 
Change management is one of the toughest challenge for any management team, it has been stated that the only real constant is change. Members of the team react differently; some may respond with fear of change other team members respond with denial (Whyte, 2016). Here is an example of five reasons, why team players resit to change:
Fear of being different, especially when there’s no precedent. We are most comfortable with the same routine, as humans we are creatures of habit (Whyte, 2016).
Becoming overwhelmed or stresses, if an organisation has been through a series of changes tam players may resist as they are tired of change (Whyte, 2016).
Fear of departure from the norm, transformation from top down can make the team uncomfortable and betrayed (Whyte, 2016).
Lack of trust in the member making the change, its crucial the change manager has the trust of the team failing that the challenge will be significant (Whyte, 2016).
Change brings additional work or new problem’s, by instinct we know that a new way may cause difficulty. There is a common statement, “its better the devil we know” (Whyte, 2016).

To ensure your company survives, it needs to evolve therefore it needs to change to survive. There are in total 8 change models, that can be used to manage change within any organisation (Mulholland, 2017):
Lewin’s change management model
The McKinsey 7-S model
Kotter’s theory
Nudge theory
ADKAR
Bridges’ transition model
Kübler-Ross’ change curve
The Satir change management model

Dr John Kotter published Leading Change, in 1996 the research of Kotter research revealed that 70% of change programs failed (Kotter, 2017). Kotter change model is one of the oldest, has a clear step by step approach and is a great check list but may need other change models to aid its sucess  (Mulholland, 2017).

However based on Kotter’s own acceptance the team will need to work on the following items, to ensure the change is successful (Kotter, 2017): 
Not establishing the required sense of urgency (Kotter, 2017).
Creating a weak coalition (Kotter, 2017).
An unclear vision (Kotter, 2017).
Miss communication the vision (Kotter, 2017).
Failure to remove obstacles that will hamper the vision (Kotter, 2017).
Failure to look for the low hanging fruit, quick wins (Kotter, 2017).
Claiming the change is complete before it actually is (Kotter, 2017).
Failing to make this part of the company’s culture (Kotter, 2017).

SWOT analysis:
There are several frameworks and approaches used in the analysis of the companies stratgic position, one of the most user friendly is the SWOT analysis (Hill & Westbrook, 1997). The acronym SWOT, for “Strengths, Weakensses, Opportunites and Threats. SWOT analysis, is very simple and utilsed most as Strategic analysis for both internal and external analysis (Hill & Westbrook, 1997). In addiiton of analysing  strategic elements, this can also be used as a self reflection for all departments prior to developing an operations strategy.
Modern text books are obliged to still use SWOT analysis, however the SWOT tool has been crticised by several academics. Such as Henry Mintzberg, who belives SWOT is underlying all attempts to formalise the strategy making process (Hill & Westbrook, 1997)! 
Although the simplicity of SWOT and the fact this can be utilsed in all positions/layers of an organisation are the key points that must be considered?
Additionally the Department of Trade and Industry (DTI) and the Manufacturing Planning and Implementation (MPI) researched fifty companies, over twenty companies used SWOT including fourteen cosultant companies. However during the next part of the study no companies used the SWOT analysis (Hill & Westbrook, 1997)!
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