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Abstract 
 
 

According to the “Strategy as Practice” perspective, strategic management has 
traditionally been preoccupied with the question of why organizations develop the 
strategies they do, by looking for economic (resource bases etc), sociological 
(institutional), and psychological (cognitive) explanations. Criticizing the lack of a 
management or action perspectives in these frameworks, what has been proposed instead 
is a framework based on the practice of strategy, i.e. stressing what people do in relation 
to strategy, and how this is influenced by strategic contexts. It is furthermore assumed 
that such understanding of what actually takes place in the strategy process, will 
eventually lead to strategic frameworks and templates to guide managerial action.  

 
However, a “Strategy as practice” perspective can itself be criticized for having 

an introvert view of an organization and its strategic practices, thereby downplaying the 
important complexity and volatility of the strategic context. In addition, the very idea of 
strategy as practice alludes to something customarily or habitually performed, while 
strategizing frequently is concerned with the exploration of uncharted territories or 
unique innovations where action can not be based on past paths or experiences.  

 
The research question addressed in this paper is descriptive: How do 

organizations cope with strategizing processes in novel and complex situations where 
action is necessary, but where generic strategies, plans, templates and recipes simply do 
not exist, and where the experiences shared in communities of practice is of small value 
when it comes to defining a cause of action? In order to answer the question an extensive 
review of previous studies of invocative strategizing processes is presented. This review 
covers research from a wide variety of areas, spanning from organization theory, to 
anthropology, semiotics and even theology, introducing a complementary perspective on 
strategizing which highlights purposive, rather than purposeful action in a strategizing 
process.  
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The main part of the paper presents a tentative conceptual framework to handle 
this particular strategic decision-making situation from an ex-ante management 
perspective. The core element in the framework is that of invigorating collective action 
by mobilizing internal as well as external stakeholders’ faith in a chosen path. In previous 
studies this has been labeled as “self-fulfilling prophesies”, “invocations”, or even 
“magic”. Drawing on experiences from cultural and social anthropology and ethnology as 
well as from history of religion, the very process of instilling faith in organizations in 
order to mobilize and evoke action can be seen as an invocation – with its own rationale 
of “magic thinking”. To use the perspective of strategy as invocation leads to a re-
conceptualization of some central strategic concepts, while at the same time highlighting 
certain aspects of the strategizing process hitherto neglected in strategic studies. This is 
shown in an illustrative example represented by a longitudinal (10 years) study of the 
strategic creation and branding of the Öresund Region - a transnational metropolitan 
region in southern Scandinavia with Copenhagen as its core.   


