Running Head: MISTAKES COMPANIES MAKE IN DEVELOPING STRATEGIES	1
MISTAKES COMPANIES MAKE IN DEVELOPING STRATEGIES	3






Name
Course name
Institution
Date






Mistakes do companies make when developing their strategies
a) Failure to determine where they are – Aileron observed that over and over, companies have seen themselves how they want and not how they actually are (2015). Making untrue assumptions. These are the assumptions that the company uses to build a strategy (Mohelska, & Sokolova, 2016). The best way of establishing the position of a company is conducting an external and an internal audit reports that brings out a clear depiction of the marketplace, the competitive environment, and an a company’s real competencies (Aileron, 2015).
b) Inability to determine what is important – in other words, the focus of your company in a given time. When the company cannot establish their focus at a given time, then they prioritize on insignificant issues that does not warrant urgent attention (Aileron, 2015). For that matter, the company’s vision and mission remain unrealistic. 
c) Failure to determine what must be achieved in a certain time frame. This results into greed. When what you want to achieve is very high plus it is beyond your limits. This is a big problem when strategizing (Mohelska, & Sokolova, 2016). A strategy gives a purpose and if the purpose is not attainable, then failure cannot be evaded. 
d) Managers have failed in establishing who is to blame when A B C happens – Accountability. Without accountability, a business cannot grow to where it wants to (Aileron, 2015). 
e) Failure to review – a strategic plan should be reviewed at least once in a quarter (Aileron, 2015). This is meant to ensure that the plans laid are adhered to. Many businesses have not been doing this. 
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