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CHAPTER 5:  ANALYSIS  
 

 

ITO offers tremendous business opportunities globally for Sri Lankan organisations. 

McKinsey Global Institute, a leader in business analysis, has below to say about the 

global offshore market (Chakrabarty et al. 2006): 

 

“The global market for offshored IT services and business processes has nearly 

tripled since 2001. However, a study finds that service providers have so far captured 

only 10 percent of a $300 billion opportunity. Over the next five years, the market will 

grow by an additional $80 billion.”  

— McKinsey Global Institute, 2006 

 

However, from the vendor’s perspective, what needs to be addressed is the readiness 

towards accepting this challenge and delivering the software products or services to 

meet client’s needs or rather, exceeding expectations. 

 

5.1 Industry Insights     
 

There are many dynamics within the industry and it is essential to focus on the 

opinion of strategic personnel towards factors affecting effective relationships. Below 

is the response of one of the US clients who outsourced software development project 

to US based Sri Lankan Advanced Technology Centre (ATC) for author’s question of 

“What would best describe the ideal vendor for your outsourcing initiatives?”:  

 

“A vendor that goes extra mile with ‘A’ team to deliver the best with enduring trust is 

what we look for” 

— Manager, Siemens E&A, USA 

 

It is very clear that the vendor is not just looking for an outsourcing partner to fulfil 

the immediate business need(s), in this case the application development. The 

expectation is pretty much higher than what is seen on the surface and the expectation 

is that to contribute client’s operations in diversified angles. There is another side of 
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the statement, it is that the skills, capabilities, and the values of the professionals who 

provides the services. When compared to other business streams, offshore businesses 

involve direct exposure of these professionals and their contribution towards the 

business engagement is crucial.  

 

Outsourcing has its wings in diversified areas generating many stakeholders. The 

business success depends not only on effective relationship between client and vendor 

thus, equal contribution from each and every interested entities ranging from end users 

to a client and to the vendor is needed. A Business Analyst from the same client has 

below to share with the author: 

 

“What we all should look at is a cohesive approach to create a greater value 

proposition to all stakeholders using core competencies of both the entities” 

— eBusiness Analyst, Siemens E&A, USA 

 

Vendors possess different strategies to cater these requirements depends on various 

business parameters. Virtusa is a leading ITO and consultancy services provider and 

its strategy to achieve above demand is best described below in simple terms by its 

Senior Director:  

 

“Our strategic drive lies in focused market segments to provide richer service 

offerings facilitated by a pool of distinctive human capital and use of proven 

methodology” 

— Senior Director, Virtusa 

 

While in the discussion with the author, the Senior Director also highlighted that the 

strategic drive of this company is to align the business strategies towards focused 

business domains with the use of expertise and proven software development 

methodology owned by the company itself. It is important to note that large 

organisations tend to think in this way whereas small companies with limited resource 

pool and diversified business focuses would think of other ways to strategically align 

their offering to meet customer demands. 
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"Segmentation is in focus for large organisations where as small organisations should 

focus on several domains initially to build competencies within and around” 

— Excecutive Vice President, JKCS 

 

It is equally as important as identifying segments to analyse the intensity of 

competitors in the market and determine actual as well as potential customers in the 

global market. This could result in selecting attractive customer segments which are 

profitable in long-term while facilitating to cater customer needs more effectively and 

meaningfully ensuring customer retention and loyalty. Moreover, it helps the company 

to target each subgroup with specific strategies and closely aligned with the strengths 

and capabilities of the company. It helps in expansions and competitive level of the 

company will also improve to deal with the competition. 

 

The quality of service offerings depends not only on measures and metrices. There is a 

soft skill factor which contributes a lot towards effective relationship management. 

The observation here is that most of the clients who deal with Sri Lankan offshore 

initiatives consider openness and professional approach in solving business matters as 

well as personal matters; it plays a big role in winning the potential customers. It also 

helps both the entities to operate as a cohesive unit and increase mutual benefits. 

Hence, leading to resolve day-to-day issues as a one global team rather than operating 

in isolation. This would lead to help each other in dealing with issues and derive at 

win-win solutions. Supporting this line of thought, Navantis chair had below to share 

with the author:  

 

"Integrity is the key; be open and transparent with the client. The rest can be easily 

resolved” 

— CEO, Navantis 

 

One could think that there is minimal impact in discussing relationships when there 

are uncontrollable forces such as macro-economic factors affecting outsourcing 

decisions. It is true to a certain extent but managers do not rely on such forces to take 

control over their businesses. They tend to focus on core competencies and other 

alternatives to achieve final goals.  eCollege Sri Lankan initiative could be considered 

as a very good example and its General Manager reiterate the same as: 
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"Once you build the trust on your partner and have sufficient material to prove that 

you are the best to do the job, no other external factor could drastically change your 

relationship; eCollege is one of the best examples who went through a complete 

transitioning of operations under a challenging business environment” 

— Director & General Manager, eCollege 

 

When considering global positioning of Sri Lankan offer, it is important to distinguish 

what is unique to Sri Lankan context and then position the country’s offering in the 

global outsource market. This is to be achieved by branding the country’s offer as an 

alternative to other offshore giants while highlighting the values that both 

organisations together with human capital would bring-in to the business. Former 

Managing Director and now a Consultant for strategic initiatives is also in the same 

line of thought and has below to share with the author referring to his diversified 

experiences: 

 

"Brand the Sri Lankan offer as an alternative to India and clients indeed value our 

human capital” 

— Consultant; Former Managing Director JKCS 

 

What would be the best offshore model to work with? This is one of the major 

concerns that most of the strategic level managers would find difficulties in deriving a 

best model suitable for given business environment. Some companies go for ratio base 

onshore-offshore model and some would go for fully offshore model with single or no 

onshore representatives. The decision is purely based on the delivery types and how 

the companies cost structure aligned with the corporate plan.  Valista’ General 

Manager shared with the author that: 

 

"I strongly believe in a model where highly skilled employees involved in the offshore 

side of the business and a involvement of client’s representative from the HQ with 

clear understanding of onshore-offshore model is the drive for most of the successful 

offshore initiatives” 

— General Manager, Valista 
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There are processes and internal mechanisms to facilitate operational excellence. It is 

the key and could consider as an informal bench mark for offshore success. However, 

very less to achieve without proper communication and cohesive work culture; 

Director, Creative Search Technologies shared below with the author: 

 

"There is no second thought in achieving operational excellence in delivery 

management. The key is the agility and cohesive approach within the teams as well as 

between business entities towards achieving business goals” 

— Director, Creative Search Technologies 

 

It is evident that the strategic management personnel possess in-depth knowledge and 

awareness of the nature of the offshore business and clearly shows readiness towards 

fulfilling the industry demands. However, the strategic factors influencing the given 

organisation are unique based on the nature of the business engagements and 

corporate objectives.   

 

5.2 Cognitive Map 
 

The cognitive map represents the strategic factors and their contribution towards 

achieving effective offshore relationships. The research uses the concept map of 

Decision ExplorerTM from Banxia Software to conceptualise the mapping between 

identified characteristics towards effective offshore relationships.  The relationships of 

the concepts are derived based on the primary and secondary data collection processes 

(see Section 4.1).  

 

There are three types of relationships displayed in the concept map. They are:  

 

Causal relationships: it displays as an arrow link with an arrow head and reads as first 

concept “leads to”, “may lead to”, or “supports” the second concept. 

Temporal relationships: it used to display time-related relationships where a given 

concept follows another concept. It displays as an arrow link annotated with a “T”. 

Connotative relationships: it used to show any association, connection or connotative 

relationship. It displays as a straight line without arrowheads. 
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Figure 5-1 below is the cognitive relationship map of the strategic factors towards effective offshore relationships. 
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Figure 5-1: Cognitive Map of Factors and Relationships 

Causal            = 
Temporal       = 
Connotative   = 
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5.3 Domain Analysis 
 

Domain analysis is one of the analysis outputs of Decision ExplorerTM from Banxia 

Software modelling tool for the cognitive map given in Figure 5-1. The objective of 

domain analysis is to identify the key concepts that strategic management personnel 

find references with. They visualize these concepts as either more important or 

characterizing key concepts. Hence, lot of other concepts linking into and out of them 

and highly elaborated concepts possesses high domain score. Table 5-1 summarizes 

the domain ranks for each of the characteristics identified in the research. 

 

Table 5-1: Summary View of Domain Analysis  
Rank Domain Concept 

1 11 links around  F1: Skills, Capabilities, & Values 

F2: Supply & Delivery Management 2 10 links around  

F3: Strategic Drives 

F9: Client Segmentation & Alignment 

F4: Service Marketing 

F7: Innovation Management 

3 6 links around  

F6: Value-creation approaches 

F8: Sustainable Development 4 5 links around  

F5: Impl (Implementation) Capabilities of 

Mgmt (Management) Theories 

F10: CSF Awareness 

F14: Knowledge Management 

5 4 links around  

F11: Personal Relationships 

F12: Offshore Effectiveness 

F16: Business Nature 

6 3 links around  

F20: Planning & Control 

F15: Sri Lankan Offer/Branding 

F17: Governance 

F18: Team Management 

F19: Risk Awareness 

7 2 links around  

F13: PEST Factors 
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5.4 Concept Centrality Analysis 
 

Centrality analysis is another analysis output of Decision ExplorerTM from Banxia 

Software modelling tool for the cognitive map given in Figure 5-1. The centrality 

analysis examines the complexity of the concept by analyzing the links. It is based on 

the weighted value given for concepts relative to a given concept and resulted 

weighting leads to an overall centrality score. Hence, it ranks the concepts according 

to its influence to the overall model. Table 5-2 summarizes the centrality ranks for 

each of the characteristics identified in the research. 

 

Table 5-2: Summary View of Centrality Analysis  
 
Rank Centrality  Concept 

1 17 from 20 concepts F1: Skills, Capabilities, & Values 

2 15 from 20 concepts F3: Strategic Drives 

F2: Supply & Delivery Management 3 14 from 20 concepts 

F4: Service Marketing 

F11: Personal Relationships 

F6: Value-creation approaches 

F7: Innovation Management 

4 13 from 20 concepts 

F9: Client Segmentation & Alignment 

F16: Business Nature 

F20: Planning & Control 

F5: Impl (Implementation) Capabilities of 

Mgmt (Management) Theories 

5 12 from 20 concepts 

F8: Sustainable Development 

F14: Knowledge Management 

F18: Team Management 

F17: Governance 

F12: Offshore Effectiveness 

6 11 from 20 concepts 

F10: CSF Awareness 

F13: PEST Factors 

F19: Risk Awareness 

7 10 from 20 concepts 

F15: Sri Lankan Offer/Branding 
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5.5 Complexity Map 
 

Figure 5-2 below represents the summary of complexity of the links identified in the 

concept map given in Figure 5-1.  

 

 

 
Figure 5-2: Concept Mapping Overview 

 

The combination of domain and centrality analysis would lead to understand the most 

effective and important concepts revolve around achieving the objective of finding 

strategic factors enabling effective offshore relationships. Figure 5-3 below is the 

effort to plot the combined result of both domain and centrality analysis. 
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Figure 5-3: Central Ranking Vs Domain Ranking 

 

 

5.6 Quantitative Analysis 
 

The main analysis of this research is skewed towards qualitative analysis and the 

quantitative analysis techniques are used here as a supportive tool in order to interpret 

research findings towards the objectives identified in Section 1.3. Information 

gathered using the questionnaire is discussed in diversified angles in view of 

supporting the qualitative analysis and the effort here is to attribute common 

characteristics found in the sample (see Table 4-2) to generalise the offshore industry. 

 

This section discusses offshore industry demographics and a high-level analysis of 

strategic factors contributing to effective offshore relationships based on the survey 

responses (see Appendix 1 for the questionnaire template). 
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5.6.1 Industry Demographics 

It is important to analyse the industry nature based on the responses prior to discuss 

strategic factors contributing effective relationships of each company. Figure 5-4 

below depicts the experience of each company (as an independent entity) in Sri 

Lankan offshore industry. 
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Figure 5-4: Company Vs Years of Establishment 
 

The majority of the companies are just ten (or less) years of experience performing 

offshore business and it shows clearly that the industry is still growing and has enough 

potential for growth. It is also sensible to review the size of these companies in line 

with their industry experience. Figure 5-5 below depicts the size distribution among 

the selected companies. 
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Figure 5-5: Company Size Distribution  
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There are seven (which is the majority) companies in the employee range of 51 to 100 

and it gives an idea of typical medium-size offshore company in Sri Lanka would fall 

into this category. However, there is quite large number of small offshore companies 

with less than 50 employees but they were not included in the sample due to 

limitations (see Section 1.5).  

 

Sri Lanka has become the choice of outsourcing destination for many global clients 

and Figure 5-6 below is the client’s region distribution of the companies considered in 

the sample. 
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Figure 5-6: Client’s Region Distribution  
 

Figure 5-6 clearly shows that the clients are mainly from USA and Europe. The rising 

telecommunication and technology needs mainly in the Middle-East and Asia also 

help Sri Lanka to attract offshore businesses and Australia is also demanding services 

from the country where three companies are already providing services and products. 

However, the countries in the regions of Middle-East, Asia, and Australia are in the 

list of demanding offshore operations to Sri Lanka and the country has the potential 

for further growth. 
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Table 5-3 below summarised and ranked the results for offshore project management 

effectiveness and the country’s potential to become an offshore nation. 

 

Table 5-3: Overall Results Summary   
 

Concept Category Parameter/Variable  Mean Rank 

Labour cost 4.70 1 

Labour quality 4.35 2 

24/7 operations or hour matching 3.94 3 

Lower turnover  3.70 4 

Tax/duty incentives 3.62 5 

Diversification of operations 3.24 6 

Lower telecom cost 2.76 7 

Sri Lanka as the 

offshore nation 

Proximity to client 2.76 7 

Delivery on budget 4.47 

Delivery with expected 

functionality 

4.47 

Delivery with expected quality 4.47 

1 

Delivery on time 4.29 2 

Objectives of the relationship met 4.11 

Offshore effectiveness 

Client satisfied with the 

relationship  

4.11 

3 

Mechanisms exist that allow for the 

periodic monitoring 

4.59 1 

Mechanisms exist for resolution of 

project issues 

4.47 2 

Project plans exist 4.18 3 

Project planning and 

control 

Mechanisms exist that allow for 

estimation 

4.12 4 

Ongoing client-vendor monitoring 4.18 1 

Clear liaison of responsibility 4.12 

Project governance 

Periodic client vendor reviews at 

the senior management level 

4.12 

2 



 

 50 

Vendor representatives onsite at 

client’s location 

3.88 3 

Clear roles and responsibilities 4.53 1 

Utilize multiple modes of 

communication 

4.47 2 

Regular communications from the 

client project manager to the team 

4.41 3 

Employee and team 

management 

Regular communication from the 

vendor to the client 

4.23 4 

Privacy and security 4.47 1 

Contract 4.12 2 

Outsourcing scope 3.81 

Decision process 3.81 

3 

Technical returns 3.56 4 

Loss of IT expertise 3.50 

Client’s risk 

awareness for strategy 

management  

Hidden costs 3.50 

5 

 

Following conclusions are derived based on the results above: 

- Top three reason to select Sri Lanka as the offshore nation are; labour cost, 

labour quality, and 24/7 operations or hour matching 

- Top three factors facilitating offshore effectiveness are; delivery on budget, 

delivery with expected functionality, and delivery with expected quality 

- Top three project planning and control disciplines are; mechanisms exist that 

allow for the periodic monitoring, mechanisms exist for resolution of project 

issues, and use of project plans 

- Top three project governance attributes are; ongoing client-vendor monitoring, 

clear liaison of responsibility, and periodic client vendor reviews at the senior 

management level 

- Top three employee and team management attributes are; clear roles and 

responsibilities, utilize multiple modes of communication, and regular 

communications from the client project manager to the team 

- Top four client’s risk awareness attributes for strategy management are; 

privacy and security, contract, outsourcing scope, and decision process 
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5.6.2 High-level Analysis of Strategic Factors  

This section considers each key strategic concept and interprets results towards 

effective offshore relationship management. 

 

Client segmentation 

 

Response Result 

 

Interpretation  The majority of the strategic personnel, 67% of the respondents, 

think that client segmentation could be a key strategic move 

whereas 33% was not too sure how it could strategically impact 

their businesses 

 

 

Service marketing capabilities 

 

Response Result 

 

Interpretation  39% of the senior managers strongly think that their 

competencies in the area of service marketing impacts offshore 

business seriously while similar percentage thinks that it could 

have some impact for the offshore operations. However, 22% 

was neutral on that opinion based on their business nature and 

individual experiences 
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Supply & delivery management 

 

Response Result 

 

Interpretation  72% of the respondents either agreed or strongly agreed to proper 

supply and delivery managers whereas the rest believe that there 

are several service or product offering factors to be considered 

prior to supply and delivery management focus 

 

 

 

Skills and capabilities of professionals 

 

Response Result 

 

Interpretation  Interestingly, almost all the respondents believes that the skills 

and capabilities of the professions who involved in the mostly 

impacted strategic factor in the offshore business. Hence, 61% 

strongly agreed and 33% accepted that as a true concern which 

brings the total of positive respondents to 94%. The remaining 

6% was however neutral on this opinion 
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Innovation management 

 

Response Result 

 

Interpretation  Innovation management seems not facilitating some respondents 

who are mainly involved in offshore operations as an extended 

office, which was 6%. However, the majority, 88% believes that 

it is a key to become unique service or product company whereas 

another 6% did not directly relates innovation management as a 

strategic factor in offshore business 

 

 

 

Sustainable development 

 

Response Result 

 

Interpretation  The long term focus and sustainable business development seems 

a widely accepted factor towards business continuity and 

relationship management. 78% supported this line of thinking 

and the remaining 22% strongly agreed on this concept in 

achieving effective offshore relationships 
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Critical Success Factors (CSF) awareness 

 

Response Result 

 

Interpretation  Majority of the senior managers believes that it is essential to 

have a proper understanding of both vendor and client success 

factors in the offshore business. 11% however, is not quite sure 

how it strategically aligned in achieving good client-vendor 

relationships 

 

 

 

Awareness & implementation capabilities of management theories 
 

Response Result 

 

Interpretation  A better understanding of practical and theoretical business 

management concepts seems a vital factor with 77% furnishing 

evidence. However, quite large number, 17%, was not quite sure 

on how to bridge this gap in effective offshore business while 

another 6% was sure on the concept inapplicability based on their 

business nature and individual experiences 
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Value-creation approaches 

 

Response Result 

 

Interpretation  Most of the strategic personnel think that long lasting 

relationship facilitates by focusing value-creation procedures in 

every aspect of business operations, resulting 83% became 

supportive and 17% neutral towards the concept 

 

 

 

Strategic drives 

 

Response Result 

 

Interpretation  Understanding core competencies and leveraging them towards 

an effective relationship model is widely accepted by the 

respondents, resulting 78% positive respondents. On the other 

hand, 22% of the overall responses were neutral towards this 

concept when thinking inline with their respective business 

engagements 

 
 
 
 
 
 
 

56%

22% 22%

 

22% - Strongly Agree 
56% - Agree 
22% - Neutral/Do not know  

50%

33%

17%

 

33% - Strongly Agree 
50% - Agree 
17% - Neutral/Do not know  



 

 56 

5.7 Results Modeling   
 

This section leverages the findings of the research towards deriving a relationship 

management model for offshore companies. The proposed model is followed by a 3-

Steps policy undertaking process which defines important steps to follow after 

identifying strategic factors towards accomplishing the goal.   

 

5.7.1 The Relationship Model   

One of the research objectives is to identify a best suitable strategic relationship 

management model for Sri Lankan offshore industry. Figure 5-7 below depicts the 

diagrammatic representation of this strategic relationship management model. 

 

 

 
Figure 5-7: The Proposed Relationship Model 
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Primary Strategic Factors; prioritised factors based on Figure 5-3 analysis output. 

These factors include: 

- F1 : Skills, Capabilities, & Values 

- F2 : Supply & Delivery Management 

- F3 : Strategic Drives 

- F4 : Service Marketing 

- F5 : Implementation Capabilities of Management Theories 

- F6 : Value-creation approaches 

- F7 : Innovation Management 

- F8 : Sustainable Development 

- F9 : Client Segmentation & Alignment 

- F11: Personal Relationships 

 

Support Strategic Factors; supportive factors based on Figure 5-3 analysis output. 

These factors include: 

- F10: CSF Awareness 

- F12: Offshore Effectiveness 

- F13: PEST Factors 

- F14: Knowledge Management 

- F15: Sri Lankan Offer/Branding 

- F16: Business Nature 

- F17: Governance 

- F18: Team Management 

- F19: Risk Awareness 

- F20: Planning & Control 

 

Interface to filter organisation specific factors; all the factors may not necessarily 

impact the given organisation. Hence, customisation to identify organisation specific 

strategic factors is essential. The model provides flexibility to move back and forth in 

this exercise of identifying strategic factors. 

 

Strategic Management; a structured process to leverage the factors towards bringing 

in the competitive edge is essential and this process includes following major phases: 
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- Develop / Update strategy 

- Plan the Strategy 

- Align the Organisation 

- Execute the Strategy 

- Review & Test 

 

Effective Offshore Relationships; this is the ultimate goal to achieve by using the 

proposed model. 

 

5.7.2 The 3-Steps Policy Undertaking Process  

This section introduces a process framework aligned with the strategic relationship 

model proposed in Figure 5-7 to plan identified directives towards establishing 

effective vendor-client relationships. 

 

Step 1: Policy undertaking and defining broad objectives 

It is highly important to conceptualise/visualise the organisation’s future strategic 

position based on its current performance and competencies. Figure 5-8 below depicts 

this integral part of policy level planning in view of establishing effective offshore 

relationship model. 

 

 
 

Figure 5-8: Conceptualising Strategic Positioning  
 

Once the objectives are set to achieve, it is important to define & identify timelines, 

support directives, and stakeholders in order to accomplish the goal. Table 5-4 below 

is the proposed template to facilitate this process. 
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Table 5-4: Policy Undertaking Definition Template   
 
Goal  <define the goal> 

Milestone  <define target milestone in years> 

Directives  <define action items based on factors identified in the 

proposed relationship model (see Figure 5-7)>  

Stakeholders  <identify the stakeholders – including the players in the value 

net (see Figure 2-2) and other stakeholders (see Table 1-1) – 

affected for those directives identified> 

 

Table 5-5 below is a sample policy undertaking definition to facilitate the 

understanding of Step 1 of the 3-Steps policy undertaking process. 

 

Table 5-5: Sample Policy Undertaking Definition   
 
Goal  Establish effective offshore relationship with <a specific client or a 

segment> by focusing F3 

Milestone  By 2010 1st Quarter 

Directives  Align SBUs in line with technology competencies to facilitate global 

delivery model 

Stakeholders  - Company (i.e. Board of directors, employees, etc…) 

- Clients based on delivery focus (i.e. Content management, 

communication, financial services, etc…) 

- Complementors (i.e. Microsoft, Sun Microsystems, Hewlett-

Packard, FOSS, Shareholders, etc…) 

- Substitutors (i.e. Software product companies, global software 

vendors, etc…) 

- Others (i.e. Strategic management personnel in offshore industry 

& researchers towards the impact of the new management model) 

 

Step 2: Impact Analysis  

 

The directives would make diversified impacts in the view of stakeholders and Table 

5-6 is the tabular representation of these impacts against the stakeholders defined in 

Step 1.  
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Table 5-6: Impact Analysis Template   
 
Stakeholder  Impact 

Company <define the impact for the company> 

Client <define the impact for the client(s)> 

Complementors <define the impact for the complementor(s)> 

Substitutors <define the impact for the substitutor(s)> 

Other stakeholders <define the impact for other stakeholders> 

 

Table 5-7 below is a sample impact analysis to facilitate the understanding of Step 2 

of the 3-Steps policy undertaking process. 

 

Table 5-7: Sample Impact Analysis   
 
Stakeholder  Impact 

Company - Change (-ve or +ve) of responsibilities and commitment 

towards defined business objectives 

- Organisation restructuring/right-sizing/BPR 

Client Customised product/services delivery through focused delivery 

management process 

Complementors Change (-ve or +ve) of interactions and demands 

Substitutors Minimise business opportunities in focused business segments  

Other stakeholders New operational model to explore opportunities (employment 

as well as business)  

 

 

Step 3: Action Plan  

 

Based on the impacts aligned with the directives need to be handled effectively to 

facilitate achieving objectives. This effort would result in identifying action items 

against the respective stakeholder and Table 5-8 summarises the template. 
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Table 5-8: Action Plan Template   
 
Stakeholder  Tasks 

Company <define tasks to handle the impacts identified> 

Client <define tasks to handle the impacts identified> 

Complementors <define tasks to handle the impacts identified> 

Substitutors <define tasks to handle the impacts identified> 

Other stakeholders <define tasks to handle the impacts identified> 

 

Table 5-9 below is an action plan to facilitate the understanding of the final step of the 

3-Steps policy undertaking process. 

 

Table 5-9: Sample Action Plan   
 
Stakeholder  Tasks 

Company Proper change management and strong strategic drive 

towards new initiatives 

Client Liaise and explore new business opportunities through 

quality delivery management 

Complementors Liaise and explore new/common business opportunities  

Substitutors Competition in focused business segments and tight 

operational management 

Other stakeholders Acquire right talent and maintain a controlled growth 

 

 

 

 

 

 


