
1. Introduction

In its broadest sense, strategy is the means by which an
individual or and organization achieve their objectives.
This definition refers to the plans, policies, and princi-
ples that guide and unify a number of specific activities
(Smith, 2005). Common to the different definitions of
business strategy is the notion that strategy is focused on
achieving certain goals, that the critical actions that
make up a strategy involve allocation of resources, and
that strategy implies some consistency, integration, or
cohesiveness (Harris and Blair, 2006).

Enterprises in a particular sector or industry need busi-
ness strategies to give them direction and purpose, to
deploy resources in the most effective and efficient man-
ner, and to coordinate the decisions made by different
individuals (Wheelen and Hunger, 2006).

Important aspects of strategy formulation include devel-
oping a business mission, performing an external audit,
conducting an internal audit, generating alternative
strategies, and choosing among alternative strategies
(Borgonovo, 2006). Performing an external audit is gen-
erally most time consuming. Effective management relies
much more on control mechanisms that are personal and
proactive. When such issues are identified, the old policy
of top-down interference must be replaced by the policy
driven by the organization level support (Yip, 2004).

The firm’s strategy represents a model or a policy for
harvesting profits from its business. In business litera-
ture a policy is preliminary to a strategy, and it is only
concerned with the viability of the basic business con-
cepts. In any case the firm still needs a strategy that will
allow it to survive against competitors that implement
the same business model or policy (Bieber, et al, 2002).

Maximizing responsiveness and adaptability requires
that strategic planning process typically combine both
top-down and bottom-up strategy making top manage-
ment set guidelines in the form of mission statements,
business principles, and performance targets while the
individual business units take the lead in formulating
strategic plans (Grant,2003).

Strategy is concerned with matching a firm’s resources
and capabilities to the opportunities that arise in the ex-
ternal environment. For Grant (2008), the firm needs to
identify the profit opportunities in its external environ-
ment. An increased emphasis on the role of resources
and capabilities as the basis for strategy formulating  is
the result of two factors. Firstly, as firms’ industry envi-
ronment  has become more unstable, the internal re-
sources and capabilities, rather than external market fo-
cus, are viewed as a more secure basis for strategy for-
mulating. Secondly, it has become increasingly apparent
that it is the competitive advantage rather than industry
attractiveness that  is the primary source of superior
profitability (Grant, 2008).
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The first section of the research consists of the introduc-
tion on the strategic-management techniques, followed
by a brief history of the selected company. The second
section deals with  the mission, goals, and strategies used
by the management. Attention is also paid to the
Management Implementation of Strategy.

Special attention is paid to developing a successful strat-
egy. The management new strategy is mentioned before
the conclusion section.

2. Al-Ain Date Factory 

The strategic goal of the ‘’Al- Ain Date Factory’’ man-
agement is to produce and market superior quality of
Date that meets or exceeds international standards. The
‘’Date Factory’’ is a publicly owned Enterprise in Al-
Ain, United Arab Emirates, astablished 13 zears ago, in
1996, within the Food Industry sector. The number  of
employees is 153; out of these, 53 individuals are en-
gaged in the management.

The management implements a comprehensive ap-
proach which establishes quality controls at all levels of
date production and processing. Since it is not merely a
date processing plant, it stands alone, far ahead of all oth-
er Emirates date companies with its unique approach to
date production and its commitment  to quality.

The United Arab Emirates is one of the largest produc-
ers of dates in the world. People in the Emirates are
among the largest consumers of this product, and many
are connoisseurs. The United Arab Emirates is rich in
many types, shapes and colors of dates that are not
known nor found anywhere else. In order to be proper-
ly appreciated in new and sophisticated markets, it is im-
portant that the Emirates’ dates be well cared for, well
handled and beautifully packaged.

In  the discussion the heads of departments in the
company claimed that in the ‘’United Arab Emirates’’,
small (fewer than 59 employees) and medium sized
(60-199 employees) enterprises - According to the
Chamber of Commerce and Industry Classification -
to date have not lived up to their potential for a num-
ber of reasons.  

3. Mission of the ‘’Date Factory’’

The mission is a statement of purpose; what the organ-
ization seeks to achieve in the long term, but like the
vision, the mission does not provide a distinct state-
ment of strategy but offers guidelines to the overall di-
rection in which the strategy will take the organization
(Pfeffer and Sutton,2006). In our case the mission of

the management is to fulfill customer needs and de-
sires by producing high quality dates  and manage-
ment is committed to achieving this goal. So a clear
mission statement is the most important strategic-
management tool.

4. Goals of the ‘’Date Factory’’

Goals are an aspiration view of what the organization
will be like in the future. Goals in general are the antic-
ipated  image of the company if it succeeds in imple-
menting its potentials and all the human potential
(Moeran, 2005) to achieve it. The management strategic
goals, like most announcements in the business, can be
found on the websites managed by the Government
through the ‘’Chamber of Commerce and Industry’’ but
tend to be too idealized to offer a clear guidance to the
respective industry.

In general,  the goals of the management are to keep
customers happy, to sell the product while it is fresh,
and to create value in everything the management
does. Reaching agreement on formal vision and mis-
sion statements can greatly facilitate the process of
reaching agreement on the organization’s strategies,
objectives, and policies. Organizational success de-
pends on a reasonable agreement on these issues.

5. The Strategy of the ‘’Date Factory’’

In the case of the startup enterprise, strategy is usually
written down in the business plan that was prepared to
raise capital. In the case of the established companies,
the management strategy is communicated in a number
of ways, such as the vision, the mission, through business
model, or in terms of a strategic plan, which has been the
case in undertaking this research (Nickerson and
Zenger, 2004). 

The best approach to a strategy is via the analysis of
both the external and the internal factors. This strategy
is fitted to the commoditizing date market, where there
are few advantages from global spread. In other cases,
many similar companies have failed to align their strate-
gies to their internal resources and capacities (Nerkar
and Roberts, 2004).

Fundamental to this view, a strategy set by Date
Factory’s management is achieved through the link be-
tween the firm and its external environment. The present
management strategy is consistent with its external envi-
ronment, and with its internal environment - its goals and
values, resources and capabilities, its structure and sys-
tem. The management strategy is concerned with the
failure of similar enterprises caused by lack of consisten-
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cy with either the internal or external environment. 

The marketing manager expressed his concern that the
main problem of the future strategy was its growth – ori-
entation, which emphasized superior performance. This
is, however,  a problem with nationwide effects. A criti-
cal issue for the Date industry in the coming years will
be whether it disposes of  enough resources ( natural or
technological) to continue to compete head-to head
with other local private companies  in the market for a
better and higher quality production. 

Developing the date sector is critical to the management
in our research because much of the slow-down in em-
ployment and non-oil growth has stemmed from the de-
cline over time in the government’s ability, simply
through its own expenditures, to stimulate this sector
output and expenditures, whereas the keys to revitalize
this sector in the economy are in general through diver-
sification, modernization, and increased competitive-
ness across the whole spectrum of private and public en-
terprises in this industry.

This sector is still the second after the oil-sector to dom-
inate the economy in general and the manufacturing
sector in particular. This phenomenon can be character-
ized as a single-track development strategy, with a focus
on the modern export-oriented segment of the econo-
my. The other aim is serving the society in terms of jobs
creation. Therefore, the diversification strategy is still
relatively modest and is adopted with a strong concen-
tration upon improving the quality and the quantitz of
date (Chamber of Commerce, 2008).

Since the oil/gas/hydrocarbon sectors are largely capital
intensive, they are not a dynamic source of jobs, at least
of the magnitude that is  currently required. A stronger
diversification is needed and should proceed based on
the exploitation of comparative advantages such as loca-
tion and natural resources. Here, the company as a
medium-sized enterprise that was often neglected or
overlooked in the past, can play an important  role in
solving, partly, the unemployment problems in the
province (Al- Ain and Abu Dhabi). 

In the United Arab Emirate’s case, the medium-sized
enterprises such as our company have the potential to
play a variety of important roles: (a) selling their own
products, usually finished goods, (b) acting as either
subcontractors for or (c) suppliers of raw materials (or
semi-products) for larger multinational or local enter-
prises. There are several great potentialities in creating
a large number of jobs at relatively low costs.

6. Management Implementation of Strategy

Although the implementation of  the business strategy
may seem the most obvious of tasks for the manage-
ment, it is by no means the easiest. The first challenge
for the strategic management stems from the multiplici-
ty and diversity of constituents whose demands and
pressure compete for the manager’s attention (Grant,
2008). Being part of the local industry and involved in
international marketing seems to earn a special status
among many national organizations and be subject to a
different and a more intense type of pressure than that
put on other local companies. 

In this respect the Government (as the owner of the
company) should not be suspicious of the management’s
motives but should  support the management efforts ful-
ly, and customers should understand the way the man-
agement operate, and therefore fully appreciate the sig-
nificance of these demands and pressures.

In the business literature,  strategy implementation is of-
ten considered to be the most difficult stage in strategic
management because it requires discipline, sacrifice,
commitment, and hard work from all employees and
managers. It is always more difficult to do something
than to say you’re going to do it (Rosenkopf and
Almeida, 2003).

In addition, the management’s strategic implementation
task is complicated by the management’s  expectation
that managers take the broad company’s goals and
strategies and translate them into specific actions that
are responsive to the needs of the working environment.

The six steps defined by Robbins and Coulter (2005),
are regarded as the means by which the strategic process
is accomplished. Distinguishing between the external
and the internal environment of the firm is common to
most approaches to the strategy analysis. The best
known and most widely used of these approaches is the
SWOT framework, which classifies the various influ-
ences on a firm’s strategy into four categories: Strengths,
Weaknesses, Opportunities, and Threats. 

The first two categories, strengths and weaknesses, are
related to the internal environment, while the other two
categories, opportunities and threats, are related to the
external environment.  The SWOT analysis can be espe-
cially useful when trying to decide whether or not to em-
bark on a certain strategy by determining if the pros out-
weigh the cons (Santos and Eisenhardt, 2005).

The aim of the SWOT analysis involves specifying the
objective of the management as well as identifying the



internal and external factors that may be favorable or
unfavorable to achieving goals. Strengths, in the SWOT
analysis, are a company’s capabilities and resources that
allow it to engage in activities to generate economic val-
ue and perhaps competitive advantage. In our case the
company’s strengths may be in its ability to create
unique products and derive a  high-level customer satis-
faction. The company’s weaknesses are caused by the
lack of resources or capabilities, which can prevent it
from generating economic value or gaining a competi-
tive advantage to enact the company’s strategy (Dane
and Pratt, 2007).

For the company in our case, there are many examples
of organizational weaknesses. For example, the man-
agement has a large, bureaucratic structure that limits its
ability to compete with other similar companies.
Another weakness of the present management is that
the company has higher labor costs than a competitor
who can achieve similar performance at a lower labor
cost, and the absence from the different retail markets.

Opportunities provide the organization with a chance
to improve its performance and its competitive advan-
tage. The convenient opportunities for the management
as a strategy may arise when products and services can
be offered at different times and in different locations.
For instance, the increased use of the Internet has of-
fered  numerous opportunities for companies to expand
their product sales (Aaker, 2004).

Threats can include  an individual, group, or organiza-
tion outside the company that aim to reduce the level of
the company’s performance. The company’s manage-
ment faces threats in its environment. The main threat
for the present management may come from new prod-
ucts or services from other companies whose aim is to
minimize our company’s competitive advantage. 

Which is better, a two-way distinction between internal
and external influences or the four- way SWOT taxono-
my? The answer is that if the SWOT is sensible or worth
while, the   internal factors should be regarded as
strengths and weaknesses while the external factors
should be viewed   as opportunities and threats. In prac-
tice, such distinctions are difficult. According to
Robbins and Coulter, each firm is constrained by the re-
sources and capabilities it has available (Robbins, and
Coulter, 2005).

Pressured from without and constrained from within,
the strategic management needs keen administrative
sense to plot the correct behavior in which they can op-
erate. The action decided upon must be sensitive

enough to respect the limits of the diverse local con-
stituencies, as well as  pragmatic enough to achieve the
expected strategy outcome, and creative enough to bal-
ance the diverse internal and external demands of con-
straints. As if  this were not enough, the task is made
even more difficult by the fact that the management
does not act solely as the implementor of company’s
strategy. Therefore it is important that the management
is required also to play a key role in the strategy formu-
lation (Ottesen and Gronhaug, 2002).

Thus, the strategic management will often reflect some
decisions against which it is lobbied hard. Governmental
or Ministerial intervention in the decision making
process is an important aspect to consider. Once the fi-
nal decision is taken, however, management must be
able to convince the authority to implement it with com-
mitment and enthusiasm. 

Extensive surveys carried out by the Council of Al-Ain
Chambers of Commerce and Industry through the years
2006-2007 defined that the main concerns of business-
men are:

1. Lack of credit/finance/capital: The effective cost of
capital is often quite high because regular lending insti-
tutions have a hard time evaluating new businesses, es-
pecially those production areas with which they are not
familiar. Most similar Enterprises in Emirates are not
satisfied with the existing banks/financial institutions.
They find loan procedures to be very complicated.

2. Access to technology: On the other hand, the digital
divide is a significant problem for many medium-sized
enterprises in The United Arab Emirates. Improving
access to technological networks of international stan-
dards can be very expensive and beyond the reach for
many of them including the ‘’Date Factory’’. 

In a survey of 60 existing enterprises in the Eastern
Province of the United Arab Emirates by ‘’Chamber of
Commerce and Industry Council, (CCIC)’’, in the year
2005, over 75 percent of the enterprises reported prob-
lems in marketing. While, in The UAE, many of these
obstacles are more perceived than actual, they have had
the effect to stifle the growth of enterprises.
Bureaucratic hindrances still prevail, while some
progress has been made in cutting bureaucratic red tape,
as late as 2007.

3. Limited information on possible markets and clients:
Many managers/operators in Emirates have little expe-
rience in exporting to foreign markets. Similarly, they
have difficulty identifying and attracting foreign in-
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vestors. As a result, their firms are often under-sized and
cannot expand in line with growing markets.

These problems are additionally  made complex by  the
fact that, because of their lack of access to credit,
Emirates’ enterprises are usually the most vulnerable in
times of economic recession. The resulting business fail-
ures often add to the severity of the recession. This
problem will only be further complicated as the econo-
my moves to a freer price system with the country’s as-
cension to the WTO in 2005. 

After a long discussion with the management, the con-
clusion is that the strategic policy faces three important
challenges in guiding the delegating of responsibilities
and differentiating Date Factory’s tasks. The first is set-
ting the strategic direction for the company by identify-
ing its mission and its business objectives. The second is
building the differentiated enterprise, not only by de-
signing the diverse roles and distributing the assign-
ments but also by making the managers of departments
responsible for granting  them the legitimacy and power
to do so. The final challenge is in directing the process to
ensure that several roles are coordinated and that the
delegated responsibilities are controlled.

7. Leveraging ‘’Date Factory’’ Performance

Although aligning the management’s resources, capabil-
ities, and commitment to achieve common long-term
objectives is vital, the top management must also
achieve results in the short term to remain viable among
other similar competitors and credible with the commu-
nity and stakeholders. The top management role is to
provide the controls, and coordination to leverage re-
sources and capabilities to their highest level of per-
formance (Hopp et.al, 2004).   

In doing so, and in order to be properly appreciated in
new and sophisticated markets, date must be well cared
for, well handled and beautifully packaged, and attract
the choosy consumer. To accomplish this, the strategic
management uses a new approach. The management fo-
cuses first on better farming and cultural practices in the
growing of dates. The management implements  new
and better methods in date  handling and processing,
managing to  preserve the natural freshness of the fruit
and maintain consistent quality. In short, the manage-
ment as a strategy developed an integrated approach
that includes quality controls at both the farming and
processing levels, as well as appropriate product packag-
ing. Figure (1) is a framework between the company’s
environment and its Strategy.

Figure (1): Framework between Company
Environment and Strategy

The purpose of this renewal strategy for the manage-
ment is to stabilize operations, utilization of resources
and capabilities to improve the  level of competition in
the market. 

In an environment of uncertainty and change, a clear
sense of direction is essential in the pursuit of objectives.
As Michael Porter has emphasized, strategy is not about
doing things better – this is the concern of operational
effectiveness - strategy is about doing things differently,
hence the essence of strategy is making choices (Porter,
1996). Strategic choices can be expressed by two basic
questions:

- What to compete?
- How to compete?

Neither intuition nor analysis alone is sufficient for mak-
ing good strategic decisions. Intuition, based on one’s
past experiences, judgment, and “gut” feelings, does not
include the use of analytical strategic-management con-
cepts that have been developed and successfully tested
in the business world (Demeter, 2003).

To ignore these techniques that are based on histori-
cal learning is like trying to reinvent the wheel.
However, no analytical tools can capture all aspects of
a given organization’s culture and situation. Nor can
analytical tools assimilate all the subjective informa-
tion that must be considered in strategic management,
such as personalities, emotions, values, beliefs, cus-
toms, and ethical factors (Yang, et.al, 2003). Thus, it is
very important to integrate intuition and analysis into
strategic management.

8. Building a Successful Strategy

Elementary for the company to develop a successful
strategy is to make it simple and understandable to its
employees (probably by allowing some managers to par-
ticipate and shaping its future policy and strategy, and
setting long-term goals, the profound understanding of
the competitive environment as there are many local
producers and foreign products from abroad particularly
from other Gulf States like the Saudi Arabia and Oman. 

To achieve success the company tried to utilise its re-
sources - this is called the objective appraisal of re-
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sources. These three elements contribute to the fourth
element of success (i.e., effective implementation). In
general, these are the four elements for this company to
implement the strategy successfully and to achieve its
objectives. Figure (2), shows the elements of a success-
ful strategy for an enterprise. 

Figure (2): Elements of success for a Strategy

One of the Mangers said that, unfortunately, the gov-
ernment policy towards the medium-sized enterprises
has not been as extensive or as effective as it should and
could be. 

The Marketing Manager in the factory noticed that “de-
spite the importance of such enterprises in the economy,
these are unable to benefit from the incentives provided
by the government and, due to their small or medium
size’’; commercial banks view them as high risk borrow-
ers and refrain from funding their needs. The areas of
special emphasis should include:

1. Training/human resource development
2. Funding for research and development
3. Addressing weaknesses in transportation and in-
frastructure
4. Encouragement and creation of alternative finan-
cial sources
5. Improving knowledge of the legal environment for
these enterprises.

In the above discussion, the issue of management re-
liance on control mechanisms is mentioned in the intro-
duction section of this case study. The management
group ensures that their particular responsibilities are
understood in relation to the overall goal and that
strategic and operational priorities are clearly identified
and agreed upon. They demand standards and use fre-
quent informal visits to discuss operations and identify
new problems or opportunities quickly.

The undertaking of a major new infrastructure expan-
sion program should, by reducing production costs, pro-
vide a very significant stimulus to the private sector in-

vestment. To assure that this incentive is not neutralized
by insufficient consumer demand, the Saudi authorities
should seriously consider establishing a “Dual Track”
development model focused on achieving a more bal-
anced economy (Stanley, 2003).

The management of the company, in its efforts as a strat-
egy promoter, can ensure a renewal of thoughts and poli-
cies by defining the company’s mission and value state-
ments so that they provide some stretch and maneuver-
ability for effective managers, and also legitimize new
initiatives. More than this, those at the top levels must
monitor closely the process of dynamic imbalance they
create and strongly support some of the more entrepre-
neurial experimentation or imaginative challenges to the
status quo that emerge from such a situation.

What emerges from the above discussion is that strate-
gy making is not someone’s  abstract analysis for devis-
ing the optimal strategy for the firm. Strategy making is
part of an ongoing management process. The reason
that strategic management has displaced the terms long-
term planning and corporate planning is partly to disas-
sociate strategy from planning, but also to emphasize
that strategy making is a central component of what
managers do. 

Viewing strategy making as part of the management
process helps us see that strategy plays multiple roles
within organizations. Some chief executive officers,
strategists, and organizations have been successful, to
date, without using strategic-management concepts and
techniques. However, success today is no guarantee for
success tomorrow (Harris and Kimberley, 2003).

The business world is becoming global in scope; technol-
ogy is changing the nature of competition in all indus-
tries. Strategic management enables organizations to
recognize and adapt to change more readily; successful-
ly adapting to change is the key to survival and prosper-
ity. There is no good alternative approach to strategic
management. Strategists can best assure that strategies
formulated will be effectively implemented by involving
as many managers as possible in the strategy formula-
tion process. Also, it is important to communicate effec-
tively why changes are needed (Dudley, 2000).

9. The Management New Strategy:

Based upon the company’s mission, and the discussions
with managers in the company, the assessment of
strengths and weaknesses is part of organizational
analysis, and aimed at suggesting management strate-
gies in the future.

31

Effective 

Evaluating 
Resources 

Competitive 

Environmen

Goals in the  

Long-Term 

Implemented 

Strategy 



32

The primary focus of the field of strategic management is
to figure out how companies can create value for share-
holders and achieve strong financial performance (Hoegl
and Gemuenden, 2001). Each of the following three
views of strategy provides a different answer to the ques-
tion – how can companies acquire and leverage competi-
tive advantage and sustain that advantage over time? 

- A Corporate strategy-based view – degree of compet-
itiveness in an industry determines firm performance.
According to this perspective, a local firm’s success in
other country industry, or success in competing local or
foreign firms or enterprises depends on the unique at-
tributes of the industry – its knowledge-intensive nature
and non-location based boundaries.

From different strategies available the most important
ones probably are the following:
1- Quality: The new strategies for the management to
follow require a commitment to quality that would sup-
port its products and its goodwill in the local markets
and abroad. The application of modern techniques in ir-
rigation, fertilization, pollination, fruit covering, thin-
ning, harvest, and transportation enable the farms to
provide the processing plant with the highest quality
possible of fresh product.
2- Production and labor: highly trained labor carry on
the production operation to provide the market with
fine packages of fresh dates. These two strategies are to
determine what the ‘’Factory’’ should be in or wants to
be in.
- A Business Strategy-based view – firm-specific differ-
ences in capabilities create performance differences
among firms.  For example, successful date industry
firms tend to have capabilities that are valuable, unique
and hard for rivals to imitate or match. In this respect
the following two strategies may be suitable to the com-
pany in the long-run, to open new markets abroad, and
therefore increase its market share.
3- Management roles and thinking in constantly ques-
tioning, challenging, stirring up, and changing things in a
way that forces adaptation and learning.
4- Going International in the future through opening
foreign markets, and diversifying the product portfolio.
The aim of such a strategy is to protect the company
share of the bulk in the specific industry, but concen-
trate on branded sale for growth. The aims of the above
two strategies are to enhance the management competi-
tion in its businesses.
- A Functional Strategy-based view – institutional
forces, such as economic reforms and government poli-
cy, contribute to differences in the firm performance.
For example, the pro-market reforms in a county may
open the door for similar companies to win foreign mar-

kets. Examples of two strategies to follow by the man-
agement are: 
5- Meet customer short-haul needs at competitive price
and cost. The notion of fostering strategic adaptation
through establishing a few broad principles and direc-
tives to guide decentralized decision making is consis-
tent with the tenets of complexity theory (Gadiesh and
Gilbert, 2001).
6- Placing greater emphasis on research and develop-
ment. The purpose of these two strategies is to enhance
the previous two strategies (i.e., business strategies-
based view).

The author concludes that all three perspectives pro-
vide an insight into the forces that determine the firm
performance.  The complexity of local competition
leads managers all over the world to struggle to find
the best ways to achieve successful performance.
Generalizations based on stereotypes might lead to
false conclusions – such as the Western assumption
that Asian managers are willing to sacrifice short-term
profits for long-term market gains.

10. Summary

In general, any enterprise needs a strong unifying sense
of direction and this is the case with the strategic man-
agement in this research. But that need is particularly
strong in an organization in which tasks are differentiat-
ed and responsibilities delegated. Without these, the de-
centralized management process in the company will
quickly degenerate into strategic anarchy.

In this research the level of analysis is shifted down to
the executive’s management levels. Rather than think in
terms of the changing nature of business environment or
conflicting strategic imperatives facing the management
strategy, highlighted is the examination of the new roles
of the management and managers. The management’s
new roles in setting an effective strategy(s), are through
the integration and provision of directions for other em-
ployees in the company. These roles involve familiar
tasks as well as several new ones< they must become
thought leaders in their discipline and be active across
the different departments and among employees. 

The training programs for the employees are needed to
improve customer services and satisfaction as well as to
improve communication with customers effectively and
efficiently.

These new thoughts and strategic responsibilities re-
quire managers to rethink many of their traditional as-
sumptions about the nature of their work. This is ulti-
mately the biggest challenge facing the management in
a new era of effective and efficient performance. Such
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new thinking needs skills and a sense of perspective
needed to operate in the local and the multifunctional
environments. 

The management appears aware of many of the issues
confronting its enterprise and is beginning to respond
with effective programs. A major advantage of pursu-
ing a strategy favouring this enterprise is that its devel-
opment would most likely provide a much better bal-
ance in incomes.
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