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Strategic Plan Part 3: Strategic Evaluation and Recommendation
Previously, our learning team D was asked to create a strategic plan for the Southwest Airlines Company. Tara Hickman is the Chief Executive Officer (C.E.O.), who was invited to evaluate different strategies and give his recommendations for the corporation. The report discusses potential value disciplines for the organization; as well as potential grand and global strategies for the conglomerate. Furthermore, the report identifies the best generic, great, and global strategies and the best value disciplines; as well as a recommendation for a strategy or combination of strategies for Southwest Airlines to implement.  The report gives a rationale for the proposal.
Potential Value Disciplines
Conferring with enterprise officials, Tara understands such extraordinary development is realized. The value of Southwest lays with the fact their reputation, financials, and overall position in the market is strong. All three factors combine to create a brand that has worth to all stakeholders involved. Southwest is in an overall strong position financially, as they have relatively low debt with solid revenue streams (Fig 1.1). This has allowed the companies to not only invest in their continued development, but to return dividend to shareholders (David, 2013). Their equity and price returned per share are high for an airline that size, and their debt obligations are falling (Southwest Airlines Co., 2014). This makes the firm an attractive bid for investors.
Potential Grand Strategies
Grand strategies are key, all-encompassing stratagems that outline the progression of a corporate. In comparing maneuvers, grand plans are intensive on the long-standing objectives of the commerce (Hitt, Ireland & Hoskisson, 2015).Southwest Airlines has an overall strong market position (Fig 1.1). Starting as a small regional airline in the 1970’s let them carve out a section of the market that was previously underserved. A low-cost airline had, up to that point, not been a reality. Flying was still considered a luxury that was to be used for international and long-distance trips, it had not been thought of as a service for regional transportation (David, 2013). Southwest was able to change this dynamic by offering a low-cost, local service to regional consumers. They were the first to attempt this, which gave them a significant stranglehold on the market for several years. Potential grand strategies for Southwest Airlines is to consider are as follows: (See list)
1. 	Market development: Market development is a minimum-risk approach in			comparison to additional, more incorporating, methods. As a substitute for				capitalizing in inquiry and improvement to generate innovative merchandise 			contributions, the market-development stratagem centers on expanding the				marketplace for a present invention.
2.	Product improvement: Product improvement concentrates on product investigation as opposed to product manipulation which is what market-development does. The strategy comprises capitalizing significantly in exploration and growth as a way to generate original and ground-breaking product contributions.
Implementing the right strategy for any company requires careful planning, as large companies have several intrinsic stakeholders that all require attention. Careful thought has to be given when implementing a new strategy, as any small move can affect all of these individual entities that have an interest in the company. When the right strategy has been formulated, and the company is ready to proceed, a very clear game plan needs to be built-in order for the company to make changes that will cause the least amount of chaos for the stockholders. Examining the financial standing of the company will allow for the proper implementations. Southwest Airlines has a lot to gain by implementing the proposed strategy, but it needs to do so in a careful manner.
Potential Global Strategies
Southwest should not expand to the international frontier.  Southwest’s main profits and revenue came from domestic travel and flights.  With the airline reducing their expansion by maintaining domestic flights would be their strong suit.  Southwest is also the largest Boeing 717 and 737 contributor with 529 in fleet and service.  With the one model airplane, it behooves the company to stick with short term endeavors.  Mexico, Canada and the Caribbean are the only places that Southwest shoud travel to.  The company received many customers and amazement because of low fairs to domestic destinations.  Southwest has proven to be the brand of the economist and should remain that way.  Only inflation or increase in rates  to the company should be for fuel and it should not be drastic.
Generic Strategy
Southwest Airlines entire plan is to prey on the weak companies and beat them down with low prices to get more customers. According to New York Times, Robert Jordan, Southwest’s vice president for strategy and network planning, sees things differently. “We never like to say we kicked somebody out of the market,” he says. “Everybody makes their own choices.”(Mouawad, 2010)  He is stating that they came in the market and offered more appealing prices, which in turn gained new customers and the people will receive what is high in demand.  Once Southwest lowered their prices, many other companies could not compete.  This group believes that Southwest put their competition into submission.  Southwest also has an entertainment portion of each trip.  Many of the flight attendants joke with the customers, sing to them and some have even rapped for them.  Overall, their strategic plan for selling low price flights have generated high revenue for the company and they plan to expand to international flying. 
Grand Strategies and Value Discipline
The Grand and Value Strategic plan for Southwest should not be to change anything they have been doing since their origination.  The flights should stay domestic and they should not try to expand into the international or global market. The Strategic plan of low air-fair, no food or beverages, and just nice customer service has worked great for the company.  Sometimes, when a company expands to new horizons such as adding more to their inventory and schedules, they can become outstretched.  Meaning a global or international market would not be suitable for this company.  Additionally, adding more features to their planes, such as entertainment items and offering first class seating can add overhead costs.  The best grand plans are as follows: (See list)
1.	Market development: Market development is a less-risky method in contrast to 			other, more integrating, techniques. As a supernumerary for capitalizing in 			investigation and expansion to generate state-of-the-art merchandise offerings, the 		market-development scheme centers on intensifying the marketplace for a present 			creation.
2.	Product improvement: Product improvement places emphasis on product 			exploration as opposed to product exploitation which is what market-development 		does. The plan encompasses capitalizing significantly in examination and 				progression as a way to create unique and brand-new product contributions.

Conclusion
     The airline industry can be a very volatile.  There are many different things that can have both positive and negative effects on an airline; such as fuel prices, customer’s needs, and the weather.  This group conducted a strategic analysis on Southwest Airlines to determine if they are currently conducting an effective strategic plan and if the group could develop areas of improvement for the airline.  Overall, the group found that Southwest Airlines is a very successful company, with forty consecutive years of profits.  The group found that the best strategy that Southwest can do moving forward is to actually continue what they are doing now.  The group suggests that the airline should stay with the domestic flights and not move into the international flights industry.  This will allow the company to concentrate on keeping their airline in the low-airfare carrier business that so many customers have come to expect.  The company does however need to invest in the technology of today by expanding their website and technology that is available on the aircraft themselves.  The group believes that Southwest can make these investments in their company by selling some of their current stocks, which will allow for this expansion.  The group’s overall evaluation of Southwest Airlines is that they continue giving the low cost and great customer service that they provide today.
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Figure 1.1 – Southwest Airlines: Current Operations Chart
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