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	 Praise be to the Almighty GOD who rise up 
who believe and who have been granted Knowledge. 
And, Peace and Blessings upon our Beloved Prophet 
who commanded us to continuous learning from the 
cradle to the grave.
	 For several decades, the world subsist in the 
society of information, in which the information 
and communication technology play major role 
in the process of “modern production” - which is 
characterized by intensive production of knowledge. 
With the mounting of human knowledge, the 
global economy turned to an economy based on 
scientific knowledge. In this knowledge-based-
economy, knowledge achieved the main bulk of 
the added value. And the key of this knowledge is 
the innovation and technology. Now, we conceive 
a period of development known as the development 
of technical sciences, where, we do not deal with 
a range of applied sciences with their primitive 
sense - but we deal with it based on their fields of 
technological application that interacts with the 
achievements of all basic sciences - and makes short 
time difference between the generated knowledge 
and its application.
	 The speed with which the economic change 
occurs, creates a kind of challenge to all nations - 
even the developed ones, in addition to the growing 
role of science and technology in the development 
of communities.  This role is increasingly important 
as the world enters the era of knowledge, during 
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which the ideologies were dropped while the knowledge 
and technologies were emerged. This narrowed the distance 
between the emergence of scientific knowledge and its actual 
implementation or application on the real ground. And, the 
wheel of evolution did not stop at that point - but the global 
information society took steady turns - even though slow 
ones - to the knowledge society, which does not mean only 
advanced information technology as thought by many in 
the Arab world, but also, this has sort of introductions and 
essential vitals that must be met to establish the knowledge 
society.
	 As the Kingdom has been living the age of informatics 
and applies its technologies and use its mechanisms in the 
Kingdom›s various projects and programs, it is normal to 
look forward to the achievement of the knowledge society 
elements. This requires from us to understand the new trends 
of the global economy first - and then, to be aware with the 
real content of the rapid changes occurring in the world 
around us. We must diagnose the strategic economy issues 
of the global economy and identify the challenges facing it 
-  and search for ways for its growing and improvement in 
line with the developments; and with what is required for 
the future information to achieve sustainable development. 
And then – we can plan accurately for the establishment 
of a knowledge society in which the process of knowledge 
production (which will be the standard issue between 
underdeveloped communities and developed societies) is the 
main concern of those who are in charge (the officials) and all 
the scientific, intellectual and cultural institutions, which are 
concerned on restructuring our society in its successful path 
- GOD Willing - towards the scientific renaissance, progress 
and development.
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	 In this area - King Abdul Aziz University is keen to 
contribute in building a knowledge society in our country. 
The University prepared a series of scientific studies to 
demonstrate the correct implications of the new concepts and 
developed mechanisms that broadened lately and emerged 
from the globalization phenomenon to be boosting us and 
as a leading guide in the foresight planning to achieve the 
desired transformation required for the establishment of an 
Arab knowledge society in our country.
	 The series (towards the Knowledge Society) is 
considered a new addition to the many aspects of excellence 
that characterize the research at the University of King Abdul 
Aziz. Also, it is a fruitful proof about the interaction of this 
University and its response to the immediate requirements of 
society and represent a new contribution in the propagation 
of the scientific culture, which have become necessities of the 
knowledge era.
	 I ask The Almighty GOD for the success in achieving 
the progress of knowledge to our country as well as our 
society.

The University President
Prof. Osama Bin Sadeq Tayeb
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PREFACE
	 The beginning of this century and the last few years 
of the twentieth century witnessed a serious development of 
the concept of scientific and technological progress, which 
no longer depends on the individual successes achieved by 
some scientists as was happening in the nineteenth century, 
and that progress became depending on the research programs 
adopted by governments and opens areas for the participation 
of individuals and institutions in it.
	 The United States succeeded in turning their economic 
capabilities from depending upon the relative advantage of 
the commercial production to the relative advantage of the 
technology production. That was through the creation of 
disciplines that depend on the technological presentment in 
several areas. So, the electronics industry became the fastest 
growing industries and it is the industry with which the 
technological component rise up.
And the information revolution have caused reduplication 
of the human knowledge and its accumulation very quickly, 
especially the scientific and technological knowledge, and the 
globalization has led to drop the barriers of distance and time 
and the technological progress became the critical link for the 
economic progress and as a result of all that, the world economy 
turned to an economy based mainly on scientific knowledge or 
knowledge-economy based on knowledge emerged from field  
and technological research. It is the new knowledge which 
has turned into a commodity, or service, or restructuring, or 
production line, and the capability of any nation is represented 
by the amount of knowledge it has.
	 attributes. It is a transcontinental culture that shortens 
the time and distance. It depends on the non-personal media 
and based on horizontal not vertical knowledge infrastructure. 
And in the current time, the distance between the emergence 
of new scientific knowledge and the actual application on the 
real ground has been narrowed. It also relies on self-education 
and its continuation throughout life. Therefore, our university 
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has to undertake new roles because the speed of economic change forms 
a challenge for developed countries themselves. That is in addition to 
the growing role of science and technology in the developing of the 
communities.
	 This stage of the civilization development of the human race, 
termed globalization, have imposed numerous challenges we have to 
identify them first. And then, we should deal with scientific methods 
and techniques of the present time , and meeting these challenges 
requires special ability to absorb the new trends of the global economy, 
and accurate diagnosis of the strategic issues for our society, and its 
treatment in line with the updated developments.
	 These shifts have been accompanied by the successive emergence 
of several innovative concepts, which requires us to stand on the real 
content of these transitions. And to recognize and foresee its burden and 
its impact on our local current and future conditions. And what it takes 
to reshape our society in its path towards the renaissance, the progress 
and development. That initiated King Abdul Aziz University to issue 
a series (Towards The Knowledge Society) and publish a number of 
issues to inform the Arab Reader with the concepts, terminology and 
mechanisms developed, such as: business incubators, sustainable 
development, and work from a distance, and e-government, distance 
learning, and community organizations, voluntary initiatives, and 
strategic urban planning in addition to other innovative mechanisms 
and institutional arrangements that spread in recent decades. And about 
how to utilize them in solving our social & development problems, and 
thus the series of issues contributed to establishing the scientific bases 
for the consolidation of the knowledge society in the Kingdom.
	 This highlights the vital role played by strategic planning at 
the present stage in order to overcome the constraints and challenges 
imposed on us by the new global system with the independence of these 
new mechanisms and developed institutional arrangements  which 
began to be implemented partly in the Kingdom, that confirms our 
urgent need to rely on strategic studies in our strive for the advancement 
of our society and its development.
	 And as a continuation of the University›s interaction with the 
community needs and to contribute in solving its problems based on 
scientific basis, and as an investment of the excellent successes achieved 
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by the strategic planning at the University, the University administration 
has established a Center for Strategic Studies  (CSS).
	 Among its most prominent duties is the study of social, economic, 
cultural and educational issues that are relevant to the Saudi society, and 
of a strategic dimension. And in conducting studies and organizing the 
required events to promote with human economic, social development 
programs, and to achieve sustainable development implications and 
propose solutions to social problems such as unemployment and 
spinsterhood. Also, security problems and delinquency. In addition to 
conducting research and publishing scientific papers related to research 
universities and the knowledge society. Also, ways to strengthen the status 
of the university at the global level.
	 It is clear that the studies, research and scientific papers published 
in a series «Towards the knowledge society» are at the core of the work and 
duties of the new Center for Strategic Studies. Therefore, it was normal to 
move this series of scientific publications to the Center (CSS) , in order 
to avoid unnecessary duplication on one side and in expanding the scope 
and prospects of research and studies issued by the series, and to continue 
the series «Towards The Knowledge Society» mission in distributing 
the scientific culture and  planning awareness in the community. And to 
provide beneficial knowledge to the Saudi society with all its institutions 
at all levels and all the Arab society that seeks to enter the knowledge 
society.
	 Praise be to Almighty God in this life and the life after.
        
Director of the 
Center for Strategic Studies
Prof. Isam Ben Yehia AlFilali



14

14



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

1

PART- 1 

1 

Strategic Planning Guide Purpose 

The strategic planning guide provides: 
� Step-by- step approach to conduct strategic 

planning for higher education institutions, 
companies, non-profit organizations and 
government agencies. 

� Proven and best practices methodology and tools.  
� Detailed instruction for strategic planning sessions 

and workshops. 
� Know- how on conducting , facilitating, and 

leading strategic planning sessions, workshops 
and seminars. 

2 
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Strategic Planning Guide Purpose 

� Templates and forms required for strategic 
planning sessions, workshops and deliverables. 

� Illustrations with examples drawn from leading 
international organizations.  

� Strategic planning challenges and lessons learned. 

3 

Table of Contents 

� Phase- 1  Prepare for Strategic Planning 
� Phase- 2  Establish of Strategic Vision 
� Phase- 3  Develop Strategies 
� Phase- 4 Implement & Evaluate Strategic 

Plan 

4 
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5 

Phase-1   
Preparation for Strategic Planning 
 

B- Selecting and Preparing Strategic Planning Team 

Strategic Planning  

A- Understanding Strategic Planning Concepts: 

Strategic Management 

Strategic Scope 

Implementation at the Strategic Level 
Strategic Monitoring  

Prepare for Strategic Planning 

C- Planning for Strategic Planning Activities 

1 

Strategic Evaluation   

6 
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Phase-1 Agenda 

� Phase-1 Overview 
� Phase-1 List of Activities 
� Phase-1 Outputs 

� Phse-1 Detailed Description 
A. Understanding Strategic Planning Concepts. 
B. Selecting and Preparing Strategic Planning 

Team. 
C. Planning for Strategic Planning Activities. 

 
 
 

7 

Phase -1 List of Activities 

� Session -1:   
� Introduce strategic planning concepts to 

organization Leadership. 
� Select strategic planning team and define 

governance.  

� Session -2 : Prepare strategic planning 
team 

� Session -3 : Prepare a strategic planning 
plan (schedule of activities and list of 
participants) 

8 
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Phase -1 Outputs 

� Well-prepared strategic planning team. 
� Agreed upon and understood strategic 

planning concepts. 
� Strategic planning process plan: schedule 

of activities, and list of participants. 
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Phase-1 Agenda 

� Phase-1 Overview 
� Phase-1 List of Activities 
� Phase-1 Outputs 

� Phse-1 Detailed Description 
A. Understanding Strategic Planning Concepts 
B. Selecting and Preparing Strategic Planning 

Team 
C. Planning for Strategic Planning Activities 
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A- Understanding Strategic Planning 
Concepts 

11 

Definitions and Components of 
Strategic Planning 

� Strategic Management 
� Strategic Scope 
� Strategic Planning  
� Implementation at the Strategic Level 
� Strategic Monitoring  
� Strategic Evaluation 

12 
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Strategic Management, What IS It ? 

� Strategic management 
   refers to the art of  
   planning the business 
   at the highest possible 
   level by an organization’s 
   leader (or leaders). 
� Effective strategic  
   management enables organizations to   
move quickly in response to new challenges. 

13 

Strategic Management, What IS It ? 

� It enables an organization leadership to 
answer the following questions:  
�What are our business’s objectives?  
�What are the best ways to achieve those 

objectives?  
�What resources are required to make 

that happen? 
� Strategic Leaders need to be surrounded 

with strategic competencies to ensure 
successful strategic management. 

14 
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�Lean Six 

�ERMP Processes 

�MS Project 

� IMS 

� Target Operating Model 
Assessment Framework 

� Change Management  

�Skill/ 
Role-Based 
Workforce 
Planning  
Tool 

�Balanced 
Scorecard 

 

�Employee 
Productivity 

�Training 
Assessment Tool 

�Customer  
Advisory Forums 

� IRB Process 

Strategic Competencies Needed to Ensure 
Successful Strategic Management 

Range of generic 
competences 

centered around 
an organization 
leadership to 

foster 
improvements   

Definitions and Components of 
Strategic Planning 

� Strategic Management 
� Strategic Scope 
� Strategic Planning  
� Implementation at the Strategic Level 
� Strategic Monitoring  
� Strategic Evaluation 

16 
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Strategic Scope 

� A business’ strategic scope defines the 
focus and boundaries of its operations 
which are set by management. The 
decisions management make about 
strategic scope define the nature of the 
business. 

� A company’s strategic scope defines the 
scope over which the company should 
compete based on cost leadership or 
differentiation. 

17 

Strategic Scope 

� A company can better meet the needs of a 
target market by focusing marketing efforts 
on one or two narrow market segments and 
tailoring its  marketing mix to these 
specialized markets. 

�  A focused strategy should target market 
segments that are less vulnerable to 
substitutes or where a competition is 
weakest to earn above-average return on 
investment. 

18 
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Strategic Scope, Examples 

� For example, the business management 
may set the  boundaries in terms of: 
� Geography 
� Industry or category 
� Market Penetration 
� Business Methods 
� Products / Services 

19 

Strategic Scope, Example 

� The firm can choose to compete in the 
mass market (like Wal-Mart) with a broad 
scope, or in a defined, focused market 
segment with a narrow scope. In either 
case, the basis of competition will still be 
either cost leadership or differentiation 

20 
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Definitions and Components of 
Strategic Planning 

� Strategic Management 
� Strategic Scope 
� Strategic Planning  
� Implementation at the Strategic Level 
� Strategic Monitoring  
� Strategic Evaluation 

21 

Strategic Planning, What IS It ? 

� Strategic Planning is a tool for transforming and 
revitalizing an organization. 

� It enables an organization leadership to answer the 
following questions: 
� Where are we?  
� What do we have to work with?  
� Where do we want to be?  
� How do we get there?  

� It articulates specific goals and describe the action 
steps and resources needed to accomplish them. 

� It provides guidance in fulfilling a mission with 
maximum efficiency and impact. 

22 
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Strategic Planning Benefits 

� Bring up Strategic issues for top 
management review. 

� Identify and analyze available opportunities 
and potential threats. 

� Define core values and purpose of an 
organization and establish realistic goals 
and objectives.  

� Communicate goals and objectives to an  
organization’s stakeholders. 

23 

Strategic Planning Benefits 

� Ensure the most effective use of resources 
by focusing on the key priorities. 

� Provide a baseline from which progress can 
be measured and establish a mechanism 
for informed change when needed. 

� Bring together of everyone’s best and most 
consistent efforts. 

24 
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Example: Why A Higher Education 
Institution Needs Strategic Planning?  

� Meet expected increased 
demand for higher 
education in the next  5 
years. 

� Increase and coordinate 
strategic investments in 
tools and technologies. 

� Revitalize the 
educational mission of 
the institution.  

25 

 

Example: Why A Higher Education 
Institution Needs Strategic Planning?  

� Seize opportunities in 
research to increase 
human well-being. 

� Lower institutional 
barriers to collaboration; 
and  create a more 
unified, supportive, and 
inclusive community.  

� Introduce new models of 
higher education. 

26 
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Example: Why A Higher Education 
Institution Needs Strategic Planning?  

� Improve decision making 
to drive informed decision 
making and operate more 
strategically. 

� Compete and succeed in 
today's marketplace.  

� Enhance ongoing 
customer satisfaction and  
customer value regarding 
products, services, and 
price. 

27 

 

Example: Why a Company Needs 
Strategic Planning?  

� Need to expand company’s products and 
services. A strategic plan can help by laying 
out the process in workable steps. 

� Need to grow company’s client base: a 
strategic plan can help you set goals and 
create an action plan to maintain a clear path 
that helps you build on existing strengths 
without incurring significant weaknesses. 

� Need to analyze the internal business culture 
and evaluate its impact on the company's 
performance. 

28 
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Example: Why a Company Needs 
Strategic Planning?  

� Need to recognize the impact the changing 
business environment is having on the 
company and affect the needed changes in 
direction. 

� Need to become aware of the company's 
potentials in light of its strengths and 
weaknesses. 

� Need to Identify and analyze available 
opportunities and potential threats. 

� Need to bring about a needed change of 
direction of the company. 

29 

Example: Why a Company Needs 
Strategic Planning?  

� Need to bring up strategic issues for top 
management review. 

� Need to set more realistic objectives that are 
demanding, yet attainable. 

30 
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Example: Why did UK Food Standards 
Agency Need A New Strategic Plan?  

� Need to look at ways to 
increase  the transparency of 
the Agency’s  decision 
making, while also making 
the Agency more receptive to 
external ideas and views 

� Need to develop necessary 
internal processes to ensure 
that the Agency works in a 
more sustainable,  economic, 
efficient and effective way, in 
its  use of public money. 

31 

 

Example: Why did UK Food Standards 
Agency Need A New Strategic Plan?  

� Need to ensure that the 
Agency is making full use of 
the best available scientific 
evidence and expertise.  

� Need to understand better the 
different circumstances, 
attitudes and lifestyles that 
affect what people eat. 

32 
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Example: Why did US Department of 
Education Need a new Strategic Plan?  

� Need to Increase student 
achievement, reward qualified 
teachers, and renew troubled 
schools so that every student 
can read and do math at grade 
level by 2014, as called for by 
the No Child Left Behind Act. 

� Need to encourage more 
rigorous and advanced 
coursework to improve the 
academic performance of the 
middle and high school 
students. 

33 

 

Example: Why did US Department of 
Education Need a new Strategic Plan?  
� Need to work with colleges 

and universities to improve 
access, affordability, and 
accountability, so that  higher 
education system remains the 
world’s finest. 

34 
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Example: Why did Saudi Aramco 
Need a New Strategic Plan?  

� Need to accomplish a policy 
   directed for capacity targets; 
   projects evaluated on a  
   return to capital basis (15% hurdle rate). 
� Need to move its operations to more proactive field 

management and toward a future vision of self-
governing and autonomous fields. 

� Need to leverage intelligent-fields processes and 
technologies to expand as one of the strategic 
directions for its upstream businesses. 

� Need to leverage deep sensing technologies to increase 
the accuracy of reservoir surveillance programs. 

35 

 

Why do we need a strategic Plan 
Now? 

� Set up a brainstorming session with 
organization ‘s leadership. 

� Appoint one person to record the ideas that 
come from the session in a format everyone 
can see and refer to using flip charts, 
whiteboards, or computers with data 
projectors. 

� If people aren’t already used to working 
together, consider using an appropriate 
warm-up exercise. 

36 
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Why do we need a strategic Plan 
Now? 

� Define the Question: Why do we need a 
new (or updated) a Strategic Plan Now? 

� Give people plenty of time on their own at 
the start of the session to generate as many 
ideas as possible. 

� Ask people to give their ideas, making sure 
that you give everyone a fair opportunity to 
contribute. 

37 

Why do we need a strategic Plan 
Now?  

� Encourage people to develop other people's 
ideas, or to use other ideas to create new 
ones. 

� Encourage an enthusiastic, uncritical 
attitude among members of the group. Try 
to get everyone to contribute and develop 
ideas, including the quietest members of 
the group. 

� Ensure that no one criticizes or evaluates 
ideas during the session.  

38 
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Why do we need a strategic Plan 
Now?  

� Let people have fun brainstorming. 
Encourage them to come up with as many 
ideas as possible, from solidly practical 
ones to wildly impractical ones. Welcome 
creativity!  

� Ensure that no train of thought is followed 
for too long.  

39 

Definitions and Components of 
Strategic Planning 

� Strategic Management 
� Strategic Scope 
� Strategic Planning  
� Implementation at the Strategic Level 
� Strategic Monitoring  
� Strategic Evaluation 
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Implementation at the Strategic Level 

� Once strategies have been agreed on, the next step is 
implementation of strategic initiatives  to have  impact 
on the organization as a whole using the following steps: 
1. Develop  total organization agreement to the strategic 

plan. 
2. Allocate Initiatives to Projects/ Programs 
3. Develop Strategic Roadmap 
4. Human capital planning - Importance of having the 

right people in the right place at the right time with 
the right skills 

5. Develop communication plan for enthusiastic 
announcements and information sharing with major 
stakeholders 

41 

Implementation at the Strategic Level 
(cont.) 

6. Strategic Programs Planning: Using the Balanced 
Scorecard Concept for Planning Implementation - 
analyzing the cause and effect of business 
processes needed to successfully implement 
business strategy, with built-in measurements to 
track progress. 

7. Develop programs/ projects plans that achieve the. 
organization's objectives. 

8. Assign programs/projects managers and Teams. 
9. Set up programs/ projects schedules. 
10.Set up programs/ projects budgets. 
11.Start programs/ projects  execution, monitoring 

and control as planned  

42 
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Definitions and Components of 
Strategic Planning 

� Strategic Management 
� Strategic Scope 
� Strategic Planning  
� Implementation at the Strategic Level 
� Strategic Monitoring  
� Strategic Evaluation 

47 

Strategic Monitoring & Evaluation  

� The advantage of strategic monitoring and 
evaluation is to ensure that the organization is 
following the direction established during 
strategic planning. 

� Monitoring and evaluating the strategic plan 
activities and status of implementation of the 
plan is as important as identifying strategic 
issues and goals.  

� The strategic plan document should  specify 
who is responsible to monitor the 
implementation of the plan and made decisions 
based on the results. 

48 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

27

Strategic Monitoring & Evaluation  

� For example, the board might expect the 
chief executive to regularly report to the full 
board about the status of implementation, 
including progress toward each of the 
overall strategic goals. 

�  In turn, the chief executive might expect 
regular status reports from middle 
managers regarding the status toward their 
achieving the goals and objectives assigned 
to them. 
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Strategic Monitoring & Evaluation 

Strategic 
Control

Strategy 
Monitoring & 
Evaluation

Efficiency 
Criteria / Targets

Measured 
Performance

Outcomes

Effectiveness 
Criteria / Targets
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Strategic Monitoring 
 
� A routine tracking process of the key 

elements of organization's  performance, 
through record-keeping, regular reporting 
and surveillance systems. 

� Tracking changes from baseline conditions 
to desired outcomes. 

� Tracking and assessing performance and 
process through analysis and comparison 
of indicators over time.  

51 

Strategic Evaluation, What Is It? 

� Strategic evaluation process is about 
assessing strategic programs impact on a 
set of pre-defined criteria to answer the 
question, to what extent did this program 
achieve outcomes of value to the 
organization and its stakeholders? 

� This process becomes strategic to the 
extent that these measured program 
outcomes  are aligned with valuable 
organizational goals. 
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Strategic Evaluation Benefits 

� Keeps the  organization on track by checking 
on  the validity of strategic choices. 

� Satisfies the need for feedback, appraisal and 
reward. 

� Creates inputs for new strategic planning. 
� Makes it easier to compare between  decisions 

and intended strategy. 
� Provides the ability to coordinate the tasks 

performed. 
� Successful end of the strategic management 

process. 

53 

Types of Strategic Evaluation 

� Process Evaluation 
� Is conducted to assess whether a strategy is 

being implemented as planned and whether it is 
reaching its intended population. 

� Is  a sort of quality assurance that focuses on 
the implementation itself and, as such, is a 
critical component in improving the practices 
that operationalize strategies. 
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Types of Strategic Evaluation 

� Outcome Evaluation 
� Is conducted to learn whether you achieved the 

intended outcomes of your strategy. 
� To tell if the strategy was effective 
� To determine whether or not the strategy 

intervention was responsible for any observed 
outcomes 

55 

 
Criteria for Strategy Evaluation 
 
� A strategy that fails to meet one or more of 

the following  criteria will fail to perform at 
least one of the key functions that are 
necessary for the survival of the business. 
� Consistency:  must not present mutually 

inconsistent goals  
� Consonance: Must present an adaptive response 

to the external environment critical changes  
� Advantage: must provide for creation and 

maintenance of competitive advantage in the 
selected area of activity 

� Feasibility: must neither overtax available 
resources nor create unsolvable problems 
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Key Questions While Monitoring & Evaluating 
the  Implementation of the Strategic Plan 
 

1.Are goals and objectives being achieved or 
not? 

2.Will the goals be achieved according to the 
timelines specified in the plan? If not, then 
why? 

3.Should the deadlines for completion be 
changed? Why?, what is the Impact of this 
change? 

4.Do personnel have adequate resources 
(money, equipment, facilities, training, etc.) 
to achieve the goals? 

57 

 
Key Questions While Monitoring & Evaluating 
the  Implementation of the Strategic Plan 
 

5. Are the goals and objectives still realistic? 
6.Should priorities be changed to put more 

focus on achieving the goals? 
7.Should the goals be changed? Why what is 

the Impact of this change?  
8.What can be learned from our monitoring 

and evaluation in order to improve future 
planning activities and also to improve 
future monitoring and evaluation efforts? 

g

tic?
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Reporting Results of Monitoring and 
Evaluation 
 
� Status report should describe: 
1. Answers to the previous key questions 

while monitoring implementation. 
2. Trends regarding the progress (or lack 

thereof) toward goals, including which 
goals and objectives 

3. Recommendations about the status 
4. Any actions needed by the organization's 

leadership 

59 

Strategy Monitoring & Evaluation 
Approaches 

1. Balanced Scorecard  
2. Logic Model  
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� The balanced scorecard is a strategic planning and 
management system that is used extensively in 
business and industry, government, and nonprofit 
organizations worldwide to align business activities 
to the vision and strategy of the organization, 
improve internal and external communications, 
and monitor organization performance against 
strategic goals 

� It is a performance measurement framework that 
added strategic non-financial performance 
measures to traditional financial metrics to give 
managers and executives a more 'balanced' view of 
organizational performance.  

 

1. Balanced Scorecard (BSC)(1)   

(1) The balanced scorecard was introduced in 1992, by Robert Kaplan and David Norton 

61 
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2. Logic Model  (1) 

� Logic  model is a visual method of 
describing and sharing an understanding 
of relationships among elements 
necessary to operate a program or change 
effort.  

� The model describes logical linkages 
among program resources, activities, 
outputs, audiences, and short-, 
intermediate-, and long-term outcomes 
related to a specific problem or situation. 

 (1) Theory of change and program logic models began 1970 . Carl  Weiss, Michael Fullan and 
Heuy Chen are among the Logic Model pioneers.  
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Phase-1 Agenda 

� Phase-1 Overview 
� Phase-1 List of Activities 
� Phase-1 Outputs 

� Phse-1 Detailed Description 
A. Understanding Strategic Planning Concepts 
B. Selecting and Preparing Strategic Planning 

Team 
C. Planning for Strategic Planning Activities 

65 
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B- Selecting and Preparing Strategic Planning Team 
 

67 

Agenda 

� Who Should Be Involved in Strategic 
Planning Efforts? 

� Preparing Strategic Planning Team 
� Strategic Planning Process 
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Who Should Be Involved in Strategic 
Planning Efforts? 

� While the exact makeup of strategic 
planning roles will depend on the specific 
organization and their issues, the following 
are typically viewed as core roles for 
effective planning and execution of strategic 
initiatives. Based on the organization's size, 
focus or operating model, these roles are 
not necessarily mutually exclusive. 

 
 
 

69 

Who Should Be Involved in Strategic 
Planning Efforts? 

� Senior executive who is the  
   organizational leader driving the 
   strategic vision and planning process. 
� Sets the tone and focus of the strategy itself (vision, 

mission, etc.) and for the planning process. 
� Macro-level responsibility for communicating the 

importance of strategic planning, its anticipated 
impact to the organization, high-level expectations on 
staff involvement, and progress / accomplishments to 
the organization. 

� The Executive Sponsor remains involved during all 
phases of the strategic planning lifecycle. 

Executive Sponsor 

70 
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Who Should Be Involved in Strategic 
Planning Efforts? 

� Senior-level resources representing a 
    variety of functional viewpoints and  
    areas of focus relative to the strategic plan. 
� Review and provide guidance on strategic plan content 

and input on plan success factors. 
� Steward the Executive Sponsor's vision, and act as key 

advisors to the sponsor on issues and opportunities. 
� Communicate with both the Executive Sponsor and the 

Working Group to help align, advise on, and resolve 
issues with the planning process. Supports macro-level 
communications to the organization. 

� The Steering Committee remains involved during all 
phases of the strategic planning lifecycle. 

Steering Committee 

71 

Who Should Be Involved in Strategic 
Planning Efforts? 

� Operational resources who organize  
    planning meetings and set discussion 
    agendas based on Executive Sponsor 
     and Steering Committee guidance. 
� Provide operational input and subject matter knowledge 
      required for planning discussions. 
� Identifying additional informational or staff resources to 

inform planning discussions. 
� Identify and define discrete operational projects to 

support organizational goals. Provide high-level project 
and resource planning in support of these projects. 

Core Planning Team 
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Who Should Be Involved in Strategic 
Planning Efforts? 

� Brief the Steering Committee and  
   Executive Sponsor on the progress  
   of the planning process, key milestones 
   reached and issues identified. Refine planning  
   approach   and focus based on this dialogue.  
� The Core Planning Team is primarily involved with 

Phases 1 , 2 and 3 of the strategic planning lifecycle, and 
may transition into leadership roles on the Project Teams 
during Phases 4. 

 

Core Planning Team 

Core Planning Team Size (6- 8 people): enough people to give a variety  
of perspectives, but not too many to make it difficult to manage 

73 

Who Should Be Involved in Strategic 
Planning Efforts? 

� Operational resources within the organization  
    who supplement the Working Group and  
    Project Teams by providing critical knowledge 
    of specific programs, processes, systems, 
    initiatives, organizational structures, legislation, etc. 
� Provide guidance to help Inform planning and project 

execution functional requirements, human resources needs , 
infrastructure needs, and appropriate prioritization criteria. 

� Primary communications responsibilities are with Working 
Group and Project Team leads, though SMEs may be asked to 
brief the Steering Committee and Executive Sponsor on 
relevant topics. 

� Functional Subject Matter Experts may be called on to 
participate in any phase of the strategic planning process. 

Functional Subject 
Matter Experts 
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Who Should Be Involved in Strategic 
Planning Efforts? 

� Operational resources responsible for 
   "owning" discrete pieces of the strategic 
    plan execution. 
� Team leaders and members shepherd  
   the execution of projects identified to  
   drive towards specific organizational goals. 
� Create detailed project plans and timelines, align team 

resources and execute work plans. 
� Primary communications role is to brief Steering 

Committee and Executive Sponsor on progress of specific 
project plans, key milestones met and issues identified. 

� Project Teams are primarily involved in Phases 3 and 4 of 
the strategic planning lifecycle. 

Project Teams 

75 

Who Should Be Involved in Strategic 
Planning Efforts? 

� Primarily engaged to facilitate the strategic  
   planning lifecycle. 
� Assist Executive Sponsor, Steering Committee 
   and Working Groups in keeping the process  
   focused and moving forward. 
� May provide specific functional subject matter knowledge not 

resident within the organization to support strategic planning 
discussions and operational projects flowing from the strategic 
plan. 

� Brief Executive Sponsor, Steering Committee, Core Planning Team 
and Project Teams on issues affecting progress through planning 
and execution lifecycle. Also help facilitate communications 
amongst these stakeholders. 

� Consultants may participate in any phase of the strategic planning 
lifecycle based on the organization’s needs. 

Facilitator / 
Consultants 
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Who Should Be Involved in 
Strategic Planning Team? 

1) Set up a meeting with organization ‘s 
leadership. 

2) Appoint one person to record the ideas 
that come from the session in a format 
everyone can see and refer to using flip 
charts, whiteboards, or computers with 
data projectors. 

3) If people aren’t already used to working 
together, consider using an appropriate 
warm-up exercise. 

77 

Who Should Be Involved in 
Strategic Planning Team? 

4) Define the Question: Who Should Be 
Involved in Strategic Planning Team? 

5) Give people plenty of time on their own at 
the start of the session to generate as 
many ideas as possible. 

6) Ask people to give their ideas, making sure 
that you give everyone a fair opportunity to 
contribute. 

78 
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Who Should Be Involved in 
Strategic Planning Team? 

7) Encourage people to develop other 
people's ideas, or to use other ideas to 
create new ones. 

8) Encourage an enthusiastic, uncritical 
attitude among members of the group. Try 
to get everyone to contribute and develop 
ideas, including the quietest members of 
the group. 

9) Ensure that no one criticizes or evaluates 
ideas during the session. 

79 

Who Should Be Involved in 
Strategic Planning Team? 

10)Let people have fun brainstorming. 
Encourage them to come up with as many 
ideas as possible, from solidly practical 
ones to wildly impractical ones. Welcome 
creativity!  

11)Ensure that no train of thought is 
followed for too long.  
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Agenda 

� Who Should Be Involved in Strategic 
Planning Efforts? 

� Preparing Strategic Planning Team 
� Strategic Planning Process 

 
 
 

81 

 
Preparing Strategic Planning Team 
 
� Conduct a workshop with the Selected 

Strategic planning Team to present and 
agree upon the terminology, definition and 
understanding of Strategic Planning Process 
 

82 
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Phase-1 : Prepare for Strategic 
Planning 

How do we  prepare for  a successful Strategic Planning ? 

B- Selecting and Preparing Strategic Planning Team 

Strategic Planning  

A- Understanding Strategic Planning Concepts: 

Strategic Management 
Strategic Scope 

Implementation at the Strategic Level 
Strategic Monitoring  

Prepare for Strategic Planning 

C- Planning for Strategic Planning Activities 

1 

Strategic Evaluation   

84 

Phase 2: Establish Strategic Vision 

What is the organization mission and vision and how 
well the organization is aligned to deliver the strategy? 

Formula ting mission statement (core purpose) 

85 

Establish Strategic Vision

A1. Develop Organization’s Core Values 
A2.  Develop Organization’s  Core Purpose (Mission)
A3 Develop 10 to 30-Year Big, Hairy , Audacious Goal 

(BHAG) 
A4 Develop Vivid Description of What The Organization 

Will Be Like to Achieve BHAG (Vision)

A- Developing Strategic Vision Components

2

A1. Develop Organization’s Core Values 
A2. Formulating mission statement (core purpose) 
A3. Develop 10 to 30-Year Big, Hairy, Audacious Goal 
 (BHAG) 
A4.  Develop Vivid Description Of What The Organization 
 Will Be Like To Achieve BHAG (Vision) 
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Phase 4: Implement & Evaluate 
Strategic Plan 

How can we most effectively execute and 
evaluate against our strategic plan? 

Implement & Evaluate Strategic Plan

A1. Derive strategic trends of selected strategies
A2. Identify stages of implementation
A3. Develop programs/ projects that achieve the       

organization's objectives
A4. Set up programs/ projects schedules
A5.  Set up programs/ projects budgets
A6. Develop strategic plan document and associated 

templates

C- Strategy 
Monitoring & 

Control

B- Strategy 
Evaluation

A- Strategy 
Implementation

4
87 

Phase-1 Agenda 

� Phase-1 Overview 
� Phase-1 List of Activities 
� Phase-1 Outputs 

� Phse-1 Detailed Description 
A. Understanding of Strategic Planning Terms 

and Definitions 
B. Selecting and Preparing Strategic Planning 

Team 
C. Planning for Strategic Planning Activities 

88 
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C- Planning for Strategic Planning Activities 
 

89 

Planning for Strategic Planning Activities 

Strategic 
Planning

Plan
Resources Schedule

Scoping

Logistics

Effective planning is essential for successful strategic planning. Effective planning 
process is a valuable learning experience that leads to trust within the organization.  

90 
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Strategic Planning Plan, Scoping 

� Review existing Strategic Plan(s) and Primary Strategic 
Goals. 

� Review organizational mandates and mission statements 
that impact the current activity. 

� Review all  documents and materials that are relevant to 
strategic planning effort. 

� Understand the breadth and scope of the strategic plan. 
� Determine with CEO the period covered by new Strategic 

Plan ( 3 or 5 years). 
� List the activities, workshops and meetings in each 

phase. 
� Review Strategic Template Questions and tailor as 

appropriate (Facilitator). 

91 

Strategic Planning - Resources 

� Identify Planning Committee participants 
and determine their willingness to 
participate. 

� Establish a Strategic Planning Committee. 
� Establish a Strategic Planning Committee 

Charter. 
� Define roles and responsibilities for 

completing the strategic planning process. 
� Assign roles and responsibilities. 
� Assign the role of Facilitator for the 

planning process. 

92 
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Strategic Planning - Resources 

� Nominate a Committee Chair. 
� Specify the target audience for the Strategic 

Plan. 
� Determine the plan approval process. 
� Establish sub-committees as necessary and 

ensure that subcommittee chairs 
understand what is expected of them. 

� Identify factors that will ensure a 
successful planning process. 

93 

Strategic Planning Plan, Schedule 

� Identify any timing constraints within the 
organization. 

� Schedule a kick-off meeting. 
� Determine future meeting frequency and dates. 
� Develop a schedule and establish milestone dates 

for completing the plan. 
� List the activities in each phase. 
� Determine with the team who should attend each 

session/workshop. 
� Assign dates for each event and alternative dates. 
� Coordinate with participants for availability. 
� Review and Publish the Strategic Planning schedule. 

94 
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Strategic Planning Plan, Logistics  

� Check  with the CEO if there is a budget to have 
offsite meetings and food service. 

� Determine places for meetings. 
� Establish Strategic Planning tools for 

communication plans 
� Before Each Meeting. 

� Prepare material  for  each  meeting: presentation 
material, projector, easels, flip  charts,  pens, notebooks, 
refreshment, … etc. 

� Send meeting notices at least one week before the meeting 
and follow up with a telephone call to confirm attendance. 

� Assign note taker for each meeting. 
� Send Martial to participants to read before the meeting. 

95 
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STRATEGIC PLANNING 
GUIDE 

PART- 2 

97 
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Phase-2  Establish Strategic Vision 

What is the organization’s  mission and vision and how 
well the organization is aligned to deliver the strategy? 

99 

Establish Strategic Vision

A1. Develop Organization’s Core Values 
A2.  Develop Organization’s  Core Purpose (Mission)
A3 Develop 10 to 30-Year Big, Hairy , Audacious Goal 

(BHAG) 
A4 Develop Vivid Description of What The Organization 

Will Be Like to Achieve BHAG (Vision)

A- Developing Strategic Vision Components

2

A1. Develop Organization’s Core Values 
A2. Formulating mission statement (core purpose) 
A3. Develop 10 to 30-Year Big, Hairy, Audacious Goal 
 (BHAG) 
A4.  Develop Vivid Description Of What The Organization 
 Will Be Like To Achieve BHAG (Vision) 
 

Phase-2 Agenda 

� Phase-2 Overview 
� Phase-2 List of Activities 
� Phase-2 Outputs 

� Phase-2 Detailed Description 
A. Developing Strategic Vision Components 

1) Developing Organization Core Values 
2) Formula ting mission statement (Core purpose) 
3) Developing 10 to 30-Year Big, Hairy , Audacious Goal 

(BHAG) 
4) Developing Vivid Description of What The 

Organization Will Be Like to Achieve BHAG (Vision) 

100 
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Phase -2 List of Activities 

� Session -1 : Developing Organization's Core 
Ideology  
� Developing Organization Core Values: timeless 

guiding principles 
� Developing Core Purpose; Why the  Organization 

Exists (Mission) 

� Session -2: Developing Organization's 
Envisioned Future   
� Developing 10 to 30-Year Big, Hairy , Audacious 

Goal (BHAG) 
� Developing Vivid Description of What The 

Organization Will Be Like to Achieve BHAG (Vision) 

101 

Phase -2 Outputs 

� Organization's Strategic Vision 
 
 

102 
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Phase-2 Agenda 

� Phase-2 Overview 
� Phase-2 List of Activities 
� Phase-2 Outputs 

� Phase-2 Detailed Description 
A. Developing Strategic Vision Components 

 
 

103 
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A- Developing Strategic Vision Components 

105 

A. Developing Strategic Vision 
Components 

� Strategic Vision Components 
A1. Developing Organization’s Core Values  
A2. Formula ting mission statement (Core 
purpose) 
A3. Developing 10 to 30-Year Big, Hairy , 
Audacious Goal (BHAG) 
A4. Develop Vivid Description of What The 
Organization Will Be Like to Achieve BHAG 
(Vision) 

106 
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Strategic Vision Components 

� Strategic vision is the organization’s long-
range desired result.  

� It should represent a realistic, credible, 
attractive future for the organization and 
provide a clear decision-making criteria. It 
should answer the question: Where the 
organization is going. 

107 

Strategic Vision Components 

� An Organization well-conceived strategic 
vision consists of two major components: 
1) Core Ideology 

� Core Values 
� Mission statement (Core Purpose) 

2) Envisioned Future  
� 10-to-30- Year BHAG 
� Vivid Description (Vision) 

108 
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Strategic 

Strategic Vision 

An Organization  well-conceived vision consists of two major 
components: core ideology and envisioned future 

Core Ideology

Core Values Core Purpose

Envisioned Future
10 - to - 30 Year

BHAG
Vivid

 Description

109 

Core Ideology 

� Core Ideology consists of  two parts: Core Values, and Mission Statement 
(Core Purpose) 

� It defines the enduring character of an organization, what it stands for and 
why it exists. 

� It  provides the glue that holds an organization together as it changes, 
grows, decentralizes, or expands globally. 

Id l i f C V

�Core Ideology
- Timeless character 

that holds the 
organization together

Core Values

Core Purpose

� Reasons , why an orgnization exist.
� Reflects people’s idealistic 

motivations.
� Does not change, but inspire 

change

� 3-5 timeless guiding principles
� Require no external justifcation
� Have intrinisc value and importance 

to people 

Mission 

110 
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Envisioned Future  

� Envisioned Future conveys a concrete, but yet unrealized, 
vision for the organization and consists of two components: 
10- to-30 – Year BHAG and Vivid Description (Vision). 

�An organization needs a Big , 
Hairy, Audacious Goal  (BHAG) 
to  progress  toward an 
envisioned future

� A true BHAG  serves as a 
unifying focal point of effort 
and has clear finish line. 

�Specific description of what the 
organization will be like to 
achieve the 10 to 30 –year 
BHAG

�Envisioned Future
- Conveys a concrete, 

but yet unrealized, 
vision for the 
organization

10 to 30 –Year 
BHAG

Vivid 
Description

Vivid  
Description 

(vision) 

111 

 

A. Developing Strategic Vision 
Components 

� Strategic Vision Components 
A1. Developing Organization’s Core Values  
A2. Formula ting mission statement (Core 
Purpose)  
A3. Developing 10 to 30-Year Big, Hairy , 
Audacious Goal (BHAG) 
A4. Develop Vivid Description of What The 
Organization Will Be Like to Achieve BHAG 
(Vision) 

 

112 
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Organization’s Core Values  

� Organization’s Core Values  are the ideals 
that we esteem as an organization 

� They are the philosophical foundation of 
our corporate ideology.  

� They are the things that we hold dear and 
use to make decisions and keep us on-
track 

� They are what we believe — no matter 
what. 

� We must translate our values into specific 
behaviors that we expect from one another.  

113 
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Core Values Breakout Session 

� Step- 1: Have participants review the next sheet “ 
list of values”  on the handout. Remind the group 
members to pay close attention to their inner 
dialogue as they review this sheet. 

� Step-2: Tell the group, “Put a star next to  10 
values that are important to them , including any 
they added 

� Step-3:  Ask the group to narrow their list to 5  
� Step 4: Ask the group to narrow their list to 3 
� Step 5:Finally, have participants choose their top 2 

core values. 
� Step-6: Write all selected core value on a white 

board or a flip chart. 

116 

Core Values Breakout Session (cont.) 

� Step-7:  Ask that all group members stand and share their 
core values and answer these questions: 
� How did you choose your core values? 
�  What do your core values mean to you? 
�  How do you express your core values? 
�  How can you make your core values a more present part 

of your daily life? 
� Step-8 : ask group to identify common values and ask the 

group these question for each value: 
� How is this value showing up in our business?  
� In which parts of our  business is this value missing or 

weak?  
� How is this value showing up in our  life?  
� In which parts of our  life is this value missing or weak? 

117 
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List of Values  

� Abundance 

� Acceptance  

� Accessibility  

� Achievement  

� Adventure 

� Ambition  

� Authenticity 

� Beauty  

� Challenge  

� Charity  

� Competitiveness 

� Connection  

� Contribution 

� Courage 

� Creativity 

� Efficiency 

� Enjoyment  

� Kindness  

� Leadership 

�  Love 

�  Loyalty 

�  Luxury 

� Magnificence 

�  Passion 

� Peace 

� Power 

�  Prosperity 

� Recognition 

�  Relationships 

� Reliability  

� Resilience 

� Respect  

� Safety 

� Security  

� Excellence 

� Fairness 

� Faith 

� Family 

� Fame 

� Freedom  

� Friendship 

� Gratitude 

� Happiness 

� Honesty  

� Honor 

� Humility 

� Independence 

� Inner  Harmony 

� Innovation  

� Integrity 

� Justice 

� Service 

� Simplicity  

� Spirituality 

� Stewardship 

� Strength 

� Success 

� Trust  

� Wealth  

� Wholeness  

� Other: 
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Our Core Values 

Ideals that we esteem as an organization 
� List of selected Values 

� Agreed Upon Values after the discussion  

119 
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A. Developing Strategic Vision 
Components 

� Strategic Vision Components 
A1. Developing Organization’s Core Values  
A2. Formula ting mission statement (Core 
Purpose) 
A3. Developing 10 to 30-Year Big, Hairy , 
Audacious Goal (BHAG) 
A4. Develop Vivid Description of What The 
Organization Will Be Like to Achieve BHAG 
(Vision) 

120 

A2. Formula ting mission statement 
(Core Purpose)  
 
� Organization’s Mission Statement 
� Mission Statement Session 

121 
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Mission Statement 

� Mission Statement is a brief 
description of an organization's  
fundamental purpose and is a 
snapshot of what the organization 
business is today . 

122 

Mission Statements 

Organization Core Purpose
3M To solve unsolved problems innovatively

Boeing To push the leading edge of aviation, taking on huge challenges and doing what others cannot do
Merck To preserve and improve human life
Nike To experience the emotion of competition, winning, and crushing competitors

Telecare To help people with mental impairments realize their full potential
Teaching Co To ignite in all people the passion for learning

Sony To experience the sheer joy of advancing and applying technology for the benefit of the public
Becton-Dickinson To help all people lead healthy lives

Walt Disney To make people happy
Fannie Mae To strengthen the social fabric by democratizing home ownership
Times Mirror To contribute to the performance of the communities we serve

Marriott To make people away from home feel they are among friends and really wanted
Taylor Corp To provide entrepreneurial opportunity and security for our people

WL Gore To have fun doing innovative things that make money
Patagonia To be a role model and tool for social change

Univ. of Texas To transform lives through inspired learning
Wal-Mart To give ordinary folk the chance to buy the same things as rich people

Mission Statements 
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Mission Statements 
124 

A2. Formula ting mission statement 
(Core Purpose) 

� Organization’s Mission Statement 
� Mission Statement Session 
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Mission Statement Session 

� Activity:  Begin developing answers to each of the 
questions 

� The need:  the basic need that leads the 
organization clients to do business with it 
� Why does the organization exist? 
� Whom does the organization serve (internal and 

external stakeholders)? 
� Value proposition:  the fundamental value that the 

organization provides to those served 
� What does the organization seek to accomplish? 

� Differentiation:  what sets the organization apart 
� What does the organization do that sets it apart?  

126 

Mission statement 

� When wording the mission statement, consider: 
� Organization's products, services, markets, values, and concern 

for public image, and maybe priorities of activities for survival. 
� Any changes that may be needed in wording of the mission 

statement because of any new suggested strategies during a 
recent strategic planning process. 

� Wording of the mission is to the extent that management and 
employees can infer some order of priorities in how products and 
services are delivered. 

� Refining the mission, a useful exercise is to add or delete a word 
from the mission to realize the change in scope of the mission 
statement and assess how concise is its wording. 

� Including sufficient description that the statement clearly 
separates the mission of the organization from other 
organizations? 

127 
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129 

Draft Mission Statement, The Need 

Why does the organization exist? 
� Group-1: 

 

� Group-2: 

 
� Final Draft: 

 

129 

130 

Draft Mission Statement, The Need 

Whom does the organization serve (internal and external 
stakeholders) 

� Group-1: 

 

� Group-2: 

 

� Final Draft:  
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131 

Draft Mission Statement, Value 
Proposition 

What does the organization seek to accomplish? 

� Group-1: 

 

 

� Group-2: 

 
� Final Draft 

131 
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Draft Mission Statement, Differentiation 

What does the organization do,  that sets it apart?  

 

� Group-1: 

 

� Group-2: 

 
� Final Draft: 
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133 

Draft Mission Statement 

Draft Mission Statements: 
Draft-1 

 

Revised Draft 

133 

Mission Statement Checklist  

�Does the mission statement do the 
following: 
� Exclude any directorates?  
� Describe the need that the organization fills? 
� Determine the fundamental value that the 

organization provides? 
� Define who the organization serves? 
� Identify what differentiates the organization from 

other organizations? 
�Is the mission statement: 
� Focused and concise? 
� Clear and agreed upon? 
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A. Developing Strategic Vision 
Components 

� Strategic Vision Components 
A1. Developing Organization’s Core Values  
A2. Formula ting mission statement (Core 
Purpose) 
A3. Developing 10 to 30-Year Big, Hairy , 
Audacious Goal (BHAG) 
A4. Develop Vivid Description of What The 
Organization Will Be Like to Achieve BHAG 
(Vision) 

135 

10 to 30 – Year Big Hairy Audacious 
Goal (BHAG)(1) 

� A "big hairy audacious goal" is a form of a 
vision statement used in strategic planning 
that describes a clear and compelling catalyst 
that serves as a unifying focal point of effort. 

� It is a goal that really stretches the 
organization way beyond most people's 
imagination of what is possible. 

� It has a clear finish line, so the organization 
can know when it has achieved the goal; 
people like to shoot for finish lines. 

(1) proposed by James Collins and Jerry Porras in their 1996 article entitled Building Your Company's Vision 

136 
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10 to 30 – Year Big Hairy Audacious 
Goal (BHAG) Examples 

137 

10 to 30 – Year Big Hairy Audacious 
Goal (BHAG) Examples (cont.) 

 
� Ford: "Democratize the 

automobile.“ 
� Sony: Change the worldwide 

image of Japanese products as 
poor quality; create a pocketable 
transistor radio. 

� Disney: Build Disneyland – and 
build it to our image, not industry 
standards. To be the best 
company in the world for all fields 
of family entertainment. 

 

138 
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BHAG Breakout Session 

� Step-1: Each person take the time to think 
through and conceptualize a goal he/she can aim 
toward,  that will change the business . Let go of 
constraints and let imagination take charge; the 
BHAG should be overly ambitious and seem 
unattainable. Here are the other criteria of a BHAG 
to keep in mind: 

� Minimum of a 10- 30 year plan 
� Action-oriented 
� Innovative 
� Compelling and exciting 

139 

BHAG Breakout Session 

� Step2: As a group, select one out of all goals and 
update together to create a 10- to 30-year BHAG 
for the organization that is linked somehow back 
to the core purpose. 

� Step-3: Test the BHAG against the BHAG 
questions .  If you cannot answer “Yes” to each of 
the these questions, then you have not yet 
succeeded in developing a good BHAG. When you 
have created a BHAG to which two-thirds of the 
group can answer “Yes” to all questions, write it on 
a flip chart 

140 



78

78

P
hase-2  E

stablish S
trategic V

ision

BHAG Questions 

� Do you find this BHAG exciting? 
� Is the BHAG clear, compelling, and easy to grasp? 
� Does this BHAG somehow connect to the core purpose? 
� Will this BHAG be exciting to a broad base of people in 

the organization, not just those with executive 
responsibility? 

� Do you believe the organization has less than 100% 
chance of achieving the BHAG?  

� Will achieving the BHAG require a quantum step in the 
capabilities and characteristics of the organization? 

� In 30 years, would you be able to tell if you have 
achieved the BHAG? 

141 

142 

10 to 30 – Year Big Hairy Audacious Goal 
(BHAG) 

Conceptualize a goal you can aim toward that will change your business 
and/or your life. Let go of constraints and let your imagination take charge; 
your BHAG should be overly ambitious and seem unattainable. Here are 
the other criteria questions  of a BHAG to keep in mind: 
� Is it long-term? 
� Is it something people will understand  if you share it? 
� Will it require you to stretch yourself out of your comfort  zone? 
� Is it measurable and life changing? 
� Does it create momentum? 
� Does it excite and stimulate you? 

� Your BHAG 

� Agreed Upon BHAG 
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A. Developing Strategic Vision 
Components 

� Strategic Vision Components 
A1. Developing Organization’s Core Values  
A2. Formula ting mission statement (Core 
Purpose) 
A3. Developing 10 to 30-Year Big, Hairy , 
Audacious Goal (BHAG) 
A4. Develop Vivid Description of What The 
Organization Will Be Like to Achieve BHAG 
(Vision) 

 

143 

Vivid Description (vision) 

� It is a concrete and specific details 
that paints a more memorable picture 
for an organization’s workforce 

� It is vivid and clear descriptions that 
makes BHAG comes alive.  

144 
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BHAG Breakout Session 

� Step-1:  
� Having the agreed upon BHAG in font of you,  each 

person take a moment to envision and write one page  
that they would love to see published about the 
organization 10-30  years from now. Include the 
name of the publication in which he or she would like 
to see it appear. 

� Step-2 
� Transform the three to five most exciting vivid 

snippets  from your articles into vivid descriptions 
that bring the envisioned future to life and write these 
on a flip chart. Test the vivid description against the 
test questions (Vivid Description Questions). 

146 

BHAG Breakout Session 

� Step3.  
�As a group, read the 10- to 30-year BHAG 

for the organization and see if the 
description  represents the answer to it  
and that is linked somehow back to the 
core purpose. 
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Vivid Description (vision) 

A Vivid Description that  invokes pictures and images of 
what it will be like to achieve our vision 

� Your Statement 

� Agreed Upon Statement 

148 

Vivid Description (vision) Questions 

� Does the Vivid Description invoke pictures 
and images of what it will be like to achieve 
your vision? 

� Does it use specific, concrete examples and 
analogies to bring the vision to life?  

� Does it express passion, intensity, and e 
� Do you want to be a part of that vision? 
� Are you willing to put out significant effort 

to realize this Vision? 

149 
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Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  

154 

Phase -3 List of Activities 

� Session -1: Defining the  desired future 

� Session -2 : Analyzing  Stakeholders 
� Session-3 : Conducting Gap Analysis 
� Session-4 : Developing  Strategies 
� Session-5 : Prioritizing Selected Strategies 

155 
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Phase -3 Outputs 

� Defining the  desired future 
� Stakeholder Analysis Report 
� Communication Strategy 
� Gap Analysis Report 
� Prioritized Strategies 

156 

Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  

157 
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A. Defining the  desired future 
 

159 

 

A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 
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What is a Strategic Issue?  
 
 � A Strategic Issue is: 

� an unresolved question that lies  
   in the heart of the business  and needs a 
   decision or waiting for some clarifying 
   future event. 
� It has major impact on the course and 

direction of the business 
� Relates directly to one or more of the 

fundamental questions: 
� What are we going to sell (products/services)?  
� To whom are we going to sell it (Customers)?  
� How will we beat or avoid our competition? 

The Climate Change Challenges

Strategic Issue Number 1 for Ireland161 

 
What is a Strategic Issue?  
 
 � Some areas that typically produce 

strategic issues are: 
� Culture Modification 
� Organizational Change  
� Strategic Focus  
� Strategic Competencies  
� Resource limitations  
� Strategic 

Alliances/Acquisitions/Mergers/Joint 
Ventures  

 

The Climate Change Challenges

Strategic Issue Number 1 for Ireland

162 
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Strategic Issue Criteria 

A statement of a strategic issue should contain three 
elements:  

1. Described in a single paragraph, and it should be framed 
as a question the organization can do something about.  

2. List the factors that make the issue a fundamental 
challenge in terms of the organization's vision, mission, 
values, internal strengths and weaknesses, and external 
opportunities and threats 

3. Identify the consequences of failing to address the issue: 
� Require an immediate response ( Category 1) 
� Coming up on the horizon and require action in the future 

and perhaps some action now ( Category 2) 
� Require no action at present, but must be monitored 

(Category 3) 

163 

 
How do we identify strategic issues? 
 
 � Conduct Workshop with 

strategic planning team and 
the  organization leadership. 

� Distribute  information sheets 
that have been collected about 
the organization external 
situation, internal situation, 
capabilities and competences  

� Fully explain the concept of 
Strategic Issues before starting 
the review of information 

Information Generation
External Situation
Internal Situation

Capabilities
Competencies

Review and  Analyze Information

Strategic Issues

Strategic Goals

164 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

91

 
How do we identify strategic issues? 
 
 � Challenge team to think about 

the strategic implications of the 
information.  

� Remind the team that Strategic 
Issues will be  linked to the 
Strategic goals 

� Urge each team member to 
highlight on the information 
worksheet, key information 
that suggests a Strategic Issue 

Information Generation
External Situation
Internal Situation

Capabilities
Competencies

Review and  Analyze Information

Strategic Issues

Strategic Goals

165 

 
How do we identify strategic issues? 
 
 � Ask the team members to 

capture their thoughts on 
Strategic Issues Sheet in 
question format 

� Review the notes they have 
made, the information they 
have highlighted and those 
critical items highlighted on the 
team exercises  

� Capture the key Strategic 
Issues on a flip chart. 

Information Generation
External Situation
Internal Situation

Capabilities
Competencies

Review and  Analyze Information

Strategic Issues

Strategic Goals

166 
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Examples of Strategic Issues 

� How do we organize for innovation within our 
organization? 

� How do we develop a culture of customer 
service? 

� How do we motivate our front-line employees? 
� How do we foster collaboration across units? 
� How do we bring meaningful change to our 

culture? 
� What can we do to strengthen and sustain 

our partnerships? 

167 

Organization Information Summary Sheet 

Organization Information Summary Sheet 
(Confidential) 

External Situation:  
� Markets 
� Legislation 
� Demographics 
� Environment 
� Economy 
� Social 
� Partners 

Internal Situation 
� People 
� Process 
� Technology 
� Organization 
� Policies 

Capabilities and Competences  
� Core Competences  

168 
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Critical Issues Sheet 

Reflect on the following – 
� Major external changes/ trends having a positive and/or negative impact on the 
organization and the people served .  
� List what you believe are the 1-3 most critical issues facing the organization over 
the next 3-5 years.  
� Write  your statements in the form of questions 

1.  
 
2.  
 

3.  
 

169 

 

A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 
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 Strategic Goals 

� Goals are broad statements that define high-level 
priorities the organization aims to achieve over the 
next few years.  

� Goals need to be broadly defined and should reflect 
the long-range Vision for the Future 

� Goals transform strategic issues  
    into specific performance  
    targets that impact the 
    entire organization.  

Strategic Issues 

Do it! 

Initiatives 

Strategies& 
Tactics 

Objectives 

Goals 

Strategic Vision Strategic Vision

171 

 

Strategic goals are most valuable 
when they meet certain criteria 
 

Strategic Goals answer the following questions:  
� What does an organization intend to “do” over the next 

few  years? 
� What  must an organization accomplish if its Vision & 

Mission is to be achieved? 

Reflects Vision Clear and
Understood Achievable

Strategic Goal Criteria

172 
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Strategic Goals, Example 

� Seattle Public School 
strategic goals are SMART: 

� Specific 
� Measurable 
� Achievable 
� Realistic 
� Timeframe 

174 

Strategic Goals, Stanford University School 
of Medicine's Graduate Education Program  

Mission & Goals 
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Identify Strategic Goals  

� Arrange for split group session, each group 3 -5 
people representing different parts of the 
organization 

� Each group will be provided with the list of 
strategic issues and the organization vision.  

� Each group will use the examples to identify the 
top 3 strategic goals for the coming 3-5 years 

� Collect and combine the inputs for a group 
discussion to come up with the agreed upon goals. 

� Test the goals against the criteria: reflect vision, 
clear, understood and achievable. 

176 

Identify Strategic Goals 

How do we excel?  

1  
 

2  
 

3  
 

� Each group will be provided with the list of strategic issues and 
the organization Vision  

� Each group will use the examples to identify the top 3 strategic 
goals for the coming 3-5 years 

� Each goal should reflect the vision, clear, understood,  and 
achievable.  

177 
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Objectives 

� Broadly defined target that 
an organization must 
achieve to make its strategy. 
Each objective relates to a 
goal, and there may be more 
than one objective to help 
achieve a goal.   

Do it! 

Initiatives 

Strategies& 
Tactics 

Objectives 

Goals 

Strategic Vision Strategic Vision
Objectives 

178 

 

SMART Objectives 

 
�Objectives should 

meet the following 
criteria: 
�Specific 
�Measurable 
�Achievable 
�Realistic 
�Timeframe  

 
 

Time

Measurable

g 

Specific

Achievableble

Realistic

SMART Objective
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Example: Strategic Goal and Objectives 
181 

Identify Objectives 

� Arrange for split group session, each group 3 -5 
people representing different parts of the organization 

� Each group will be provided with the list of strategic 
goals and the organization vision.  

� Each group will use the examples to identify up to  3 
objectives for each goal. 

� Collect and combine the inputs for a group 
discussion to come up with the agreed upon 
objectives. 

� Test the objectives  against the SMART criteria: 
Specific, Measurable, Achievable, Realistic, and Time 
– specific.  

182 
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Identify Objectives 

Goal-1 
1  

 
2  

 
3  

 
� Each group will be provided with the list of Goals and the 

organization Vision  
� Each group will use the examples to identify the top 3 

objectives for each goal 
� Each Objective should be SMART (Specific, Measurable, 

Achievable, Realistic, and Time – specific.  

183 

Identify Objectives 

Goal-2 
1  

 
2  

 
3  

 
� Each group will be provided with the list of Goals and the 

organization Vision  
� Each group will use the examples to identify the top 3 

objectives for each goal 
� Each Objective should be SMART (Specific, Measurable, 

Achievable, Realistic, and Time – specific.  

184 
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A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 

185 

What are Key Performance Indicators 
(KPIs)? What are KPIs Benefits? 

� Key Performance Indicators (KPI) are quantifiable 
measurements, agreed to beforehand, that reflect the 
critical success factors of an organization and  reflect 
the organizational goals and objectives. 

� Benefits of KPIs: 
� Are used to improve productivity and better align employee 

output with the mission and goals of the organization 
� Allow management to see the organization performance in one 

place. 
� Support organization’s  employees working  together to a 

common set of measurable goals.  
� Provide quick way of seeing the actual performance of a goal or 

strategic objective  
� Make it easier to take decisions based on accurate and visible 

measures that back them up.  
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KPIs are most valuable when they 
meet certain criteria 

�KPIs should be derived from or be the outcome of 
specific processes to ensure that they are relevant 
and can be easily obtained and tracked 

Process 
Dependent 

�The data used for the KPIs should not be 
“arbitrarily” derived and should reflect accurate, 
verifiable information 

Reliable 

�KPIs should be concrete, as opposed to conceptual, 
and should be measurable and easily expressed in 
relevant units 

Quantifiable 

�KPIs should provide information that is 
comparable and relevant across periods, rather 
than being “one-time” indicators of performance 

On-Going and  
Comparable 

�KPIs should provide information that can be linked 
to and which support appropriate enterprise 
objectives 

Linked to 
Objectives 

187 
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Corporate level KPIs are typically developed 
with inputs from various sources and balanced 
across several important attributes 

Inputs to KPI Scorecard 
Development Balance Points 

� Leading vs. Lagging 
� Core Business vs. 

Strategic/Initiative 
Focus 

� Financial vs. 
Operational 

� Strategic Elements 
vs. Tactical 
Elements 

An effective set of KPIs tends to be balanced between 
leading and lagging, 

financial vs. non-financial, corporate vs. business unit, etc. 

2 Corporate
Initiatives

1 Corporate
Strategies

3 Existing KPIs & Reports

4 External Views

189 189 

Key Performance Indicators(KPI), 
Examples 

�  Marketing KPIs : 
� public relations 
� Promotion 
� Advertisement 
� e-marketing  

� Production KPIs 
� material management 
� order management  
� productivity  
� Quality 
� maintenance  

� Purchasing KPIs 
� delivery on time 
� delivery is not enough 

quantity 
� quality, 
� quantity bought over 

required 
�  purchasing cost 
� cost of purchasing units, 
� transaction cost unit of 

purchasing 
� suppliers rating. 

190 
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Key Performance Indicators(KPI), 
Examples 

� Financial KPIs 
� asset management, 
� payroll management 

 

� Accounting KPIs 
� accounts payable 

management 
�  accounts receivable 

management  
 

191 

 

How do we Identify Key Performance 
Indicators(KPI)? 
 � Determine the Unit to be measured : entire 
organization, major business unit, geographical sites, 
function, or department. 

� Determine the three most important processes within 
the Unit that are related to customer service, 
profitability and the mission of your organization and 
determine the final output of each process  

� Compile a List KPIs being used by the Unit to measure 
each process above (ask employees, existing balanced 
scorecard, KPIs built on incentives structure for the 
employees) 
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How do we Identify Key Performance 
Indicators(KPI)? 
 � For each KPI in the list, find: 

� Frequency of measurement 
� how senior leadership act upon KPI 
� kind of information it provides 
�  correction actions taken based on it 
� Ownership 
� Relationship with other performance measures 

� Eliminate KPIs with less impact or not being 
consistently used  

� Brainstorm with the Team about the validity the list 
� Compile a short list  

193 

 
Key Performance Indicators(KPI), 
Example 
 

� Goal-1 KPI,s 
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Identify Key Processes and Related  
KPIs 

Process KPI,s 
1-   

 
 

2-   
 
 

3-   
 
 

Determine the three most important processes 
within the Unit  
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Identify Key Performance 
Indicators(KPIs) Information 

K
PI 

Frequ
en

cy of 
M
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en
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Process 

In
form
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sh
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K
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Leadersh
ip  

A
ction

 

Compile a List KPIs being used by the Unit to 
measure each process 
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A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) to each objective 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 

197 

Balanced Scorecard, What is It? 

� Balanced scorecard measures an organization 
performance in four broad areas, which are 
known as perspectives: 
�  Customer 
� Business Process/ Product 
� Learning and Growth 
� Finance.  

� It links each perspective with one or more KPIs. 
� It helps managers across an organization 

translate corporate strategy into tangible 
objectives and measurements 
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Benefits of a Balanced Scorecard 

� Alignment of performance 
measures with business strategy 

� Facilitates communications of 
corporate objectives to all levels 

� Reinforcement of corporate goals 
into operating unit objectives  

� Foundation for incentive 
compensation plans 

� Indication of future results 

� Diagnostic tool to monitor 
performance with financial and 
non-financial measures 

The Balanced Scorecard can effectively link strategic objectives  
into meaningful, measurable actions. 

200 

How is the Balanced Scorecard Different? 

� The measures derived 
from the strategy 
represent a balance 
between external and 
internal measures 

� Other Characteristics: 
� A top-down reflection of 

the organization’s 
mission and strategy 

� It should be forward-
looking 

� It should help you focus 

The Balanced Scorecard can serve as a “strategic framework”  
for proactively manage performance. 

Internal 
Processes 

and 
Learning &

Growth

Stakeholders & 
Customers

External Measures Internal Measures
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Balanced Scorecard Example  
203 

Balanced Scorecard Example  
204 
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Developing Balanced Scorecard 
205 

 

A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) to each objective 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 
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What are Core Competencies? 
 
� Core competencies are discrete activities that 

an organization performs better than the 
competition which generate significant 
customer value for a family of end products 
or services 

� Core competencies are critical to the 
corporation’s current and future performance 
and lead to an enduring competitive strategic 
advantage 

� The intersection of market opportunities with 
core competences forms the basis for 
launching new business. 

207 

 
Core Competencies, Example 
 
 

Core competencies are critical to the corporation’s current and future 
performance and lead to an enduring competitive strategic advantage 

208 
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How Do We  Identify Core competencies? 
 

� Brainstorming session with strategic 
planning team and selected representatives 
form all departments and functions 
1. Identify the organization’s  balanced potential 

set of core competencies at detailed level 
across all functions 

2. Identify the high value attributes: 
� People, wages, salary cost, asset investment, 

contributions to a unique product 

3. Identify the core competences that can be 
leveraged 

� Scale, experience, productivity 

4. Identify the unique and superior competencies 

209 

 
How Do We  Identify Core 
Competencies? 
 

Core Competences : 0 to 3

Potential Competences: Customer, Activities, 
Technologies. Products, Assets, Resources

Inputs

Outputs

1

3

4

2
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Identify Core Competencies 

Organization / Department Products Value 
(L/M/H)

Process Value 
(L/M/H)

Assets Value 
(L/M/H)

`

Unique/superior core competences are: Organization High Value Core 
Competences

211 

 

A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) to each objective 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 
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What is A Strategic Business Unit SBU)? 

� Strategic Business Unit (SBU)  is defined as 
the basic organizational unit within the 
overall corporate identity which is 
distinguishable from other business for 
which it is meaningful to formulate a 
separate competitive strategy . 

� SBU provides a single product or a number 
of closely related products that serve a well 
defined product-market combination and 
compete with a well defined set of 
competitors. 

213 

What is A Strategic Business Unit SBU)? 

� When companies become really large, they 
are best thought of as being composed of a 
number of businesses (or SBUs). 

� Analyzing business units  helps the 
company allocate resources and support 
brand marketing, product management, 
strategic management, and portfolio 
analysis 

they 
of a
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Strategic Business Unit (SBU) Model 
 
�  Client service teams and resources fully 

dedicated to business needs 
�  Clear financial accountability and visibility 
�  Industry and process expertise 
� Dedicated production team, equipment and 

facility. 
� Each SBU contains all key personnel 

functions 

215 

 
Strategic Business Unit (SBU) Model 
 
� Benefits:  

� Professionals and their priorities strategically 
aligned to provide best service and value 

� Employees exhibit client expertise; they are 
responsible solely for your business, and they 
become experts 

� Clear financial accountability and visibility 
� Managers structure their organization to be 

effective and efficient 

lly
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Strategic Business Unit (SBU) 
Position 
 � Criteria for Business Unit Position: 

� Size 
� Growth 
� Share 
� Position 
� Profitability 
� Margins 
� Technological  
    Position 
� Strengths and  
    weaknesses 
� Image 
� Pollution 
� People 

High Medium Low

LO
W

M
ed

iu
m

H
ig

h

Industry 
Attractiveness

B
us

in
es

s 
U

ni
t 

P
os

iti
on

B uild

Hold

Harvest

Depending on where a business unit falls on the matrix, 
its broad strategic mandate is either to invest capital to 

build position,, to hold by balancing cash generation 
and selective cash use, or to harvest or divest.   

217 

Strategic Business Unit (SBU) 
Position 
 � Criteria for Industry Attractiveness: 

� Size 
� Market Growth, Pricing 
� Market Diversity 
� Competitive  
    structure 
� Industry  
    Profitability 
� Technical Role 
� Social 
� Environmental 
� Legal 
� Human 

High Medium Low

LO
W

M
ed

iu
m

H
ig

h

Industry 
Attractiveness

B
us

in
es

s 
U

ni
t 

P
os

iti
on

B uild

Hold

Harvest

Depending on where a business unit falls on the matrix, 
its broad strategic mandate is either to invest capital to 

build position,, to hold by balancing cash generation 
and selective cash use, or to harvest or divest.   
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A. Defining the  desired future 
 
� A1: Identify Critical Strategic Issues  
� A2: Identify Strategic Goals & Objectives 
� A3: Identify Key Performance 

Indicators(KPI) 
� A4: Allocate Key Performance 

Indicators(KPI) to each objective 
� A5: Identify Core Competencies 
� A6: Strategic Business Unit (SBU) 
� A7: Define Strategic Perspective 
� (a) Overall Strategy 
� (b) Growth Strategy 

� (c) R& D Strategy 
� (d) Initiatives 

� (e) Risks 
� (f ) Differentiation 

219 
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Selecting an Overall Strategy (cont.) 

� Various strategic alternatives that might be 
available to an organization in deciding 
where it want to go. Each alternative will be 
affected by the vision of the organization. 
Selected strategies might be implemented 
through internal or external growth: 
� Diversification Strategy : grow company by 

buying another company that is completely 
unrelated to current business 

� Product development Strategy : involves 
developing new products/ services to sell to 
existing customers as well as to new ones. 

221 

Selecting an Overall Strategy (cont.) 

� Market penetration Strategy : to sell more of 
current products/services to its current 
customers 

� Market development Strategy : to sell more of 
current products/ services  to an adjacent 
market 

� Divestment Strategy : is a strategy used by 
businesses when they downsize the scope of 
their business activities and usually involves 
eliminating a portion of a business. 
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(b) Growth Strategy, What is It? 

� Strategy aimed at winning larger market share, 
even at the expense of short-term earnings.  

� Growth strategies are: 
� Diversification: grow company by buying another 

company that is completely unrelated to current 
business 

� Product development: involves developing new 
products/ services to sell to existing customers as 
well as to new ones. 

� Market penetration: to sell more of current 
products/services to its current customers 

� Market development: to sell more of current 
products/ services  to an adjacent market 

223 

Growth Strategies 

Market 
Development Diversification

Market 
Penetration

Product 
Development

New ProductsExisting  Products

Ex
is

tin
g 

 M
ar

ke
ts

N
ew

  M
ar

ke
ts

  M
ar

ke
ts

Products
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(c) Innovation 

� Innovation is a multi-stage process 
whereby organizations transform ideas into 
new/improved products, service or 
processes, in order to advance, compete 
and differentiate themselves successfully in 
their marketplace. 

� Innovation is a key component of an 
organization's strategic planning cycle.  

� In many cases, an organization's future 
success may well be dependent on the 
innovation efforts. 

225 

Innovation Framework 
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Innovation Strategy  

� Innovation strategy is linked to three growth 
strategies as shown and involves significant 
changes to products or services or 
processes. 

Product Development Innovation

Market Penetration

Market Development

227 

(d) Proactive Futuring, What is It? 

� Proactive futuring is the process of identifying 
what can be done today to move the 
organization closer to the ideal future 
described in its vision. 

� The purpose of proactive futuring is to create 
the future that is seen in shared vision.  
� An organization takes responsibility for its own 

future , rather than guising what future will bring. 
� Responsibility for the future on leaders and other 

members of the organization rather than on 
unseen external forces. 
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(d) Proactive Futuring, Example 

� Proactive futuring enables an organization 
to create a future that might otherwise not 
have existed: 
� Procter & Gamble created the disposable - 

diaper business by their invention. 
� Apple created new markets for music by 

introducing iPod and  iTunes 

229 

How can we adopt proactive futuring? 

� Shared “Big Picture” of the Future. Members of 
the organization share and believe in the 
organization's  big picture. 

� Proactive Organization: Creating a proactive 
organization that is receptive to change. 

� Real-time Collaboration 
� Future Focused Culture 
� Excellence -Focused Culture : making shift in 

the mindset of members of the organization by 
accepting only excellence from everyone: doing 
the right thing, doing their best, and treating 
others the way they want to be treated.  
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How can we adopt proactive futuring 
? 

Shared 
“Big Picture “
of the Future

Proactive 
Organization

Future- Focused 
Culture

Real-time
Collaboration

Excellence- Focused
Culture

Five elements to be considered for a  proactive futuring  

231 

(e) Risk 

�  Business risk is a 
circumstance or factor that 
may have a negative impact on 
the operation or profitability of 
a given organization 

� An organization business risk 
represents the uncertainty of 
the organization’s return on its 
assets.  
 An organization with clear values and objectives 

will be able to prioritize the key enhancements in 
developing comprehensive risk framework.  
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Types of Risk 

Shareholders 
Value

Project 
Risk

Financial
Risk

Operational
Risk

Market 
Risk

Hazard
Risk

Regulatory &
Compliance

Risk

233 

Risk,  Examples 

� Business risk can be the result of internal 
and /or external factors 

� Internal Factors: 
� Deteriorating sales can be attributed to an 

incompetent marketing effort or a sales force 
that is not performing up to expectations 

� Manufacturing facilities are not operating at 
optimum efficiency 

� External Risks:  
� Change in demand for the goods and services 
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� Objective 
Proactive management of critical 
organization’s  risks. 

� Approach 
1. Risk Identification 
2. Risk Assessment 
3. Risk Mitigation 
4. Risk Tracking 

Risk Management Process 

Reducing Risk Through a 4 Step Process 
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(f) Differentiation Strategy 

� Differentiation Strategy is the process of 
distinguishing a product or offering from 
others, to make it more attractive to a 
particular target market.  

� It involves differentiating a product from 
competitors' products as well as an 
organization’s own product offerings: 
� The value is provided to customers through the 

unique features and characteristic of products or 
services rather than by lowest price. 

� Organizations can charge premium prices for 
differentiated products or services.  
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Differentiation Strategy 

� Products can be differentiated in a number 
of ways: 
� Superior quality 
� Unique features 
� Responsive customer service 
� Rapid innovation 
� Advanced technological features 

� An organization’s strengths fall in one of 
two advantages: cost advantage or 
differentiation 
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Cost Advantage vs. Differentiation 

Advantages

Cost Leadership
Strategy

Differentiation
Strategy

Focus Strategy
(Low Cost)

Focus Strategy
(differentiation)

Broad 
(Industry)

Narrow
(Market Segment)

Target Scope
Low Cost Product

 Uniqueness 
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PART-3B 

241 

Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  
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B- Analyzing  Stakeholders 
 

243 

 
B. Analyzing  Stakeholders 
 
� B1. Identify and understand the needs of 

stakeholders 
� B2. Identify partnerships with relevant 

stakeholders 
� a. Communication strategy 
� b. Participations strategy 
� c. Alliance strategy 
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B1. Identify and understand the needs 
of stakeholders 

� What are stakeholders? 
� Types of Stakeholders 
� What is stakeholder analysis? 
� Why do we conduct a stakeholder analysis? 
� How do we conduct a stakeholder analysis? 

� Step-1: Identify major stakeholders 
� Step2: Evaluate stakeholder groups’ interest and 

influence 
� Step 3:  Identify stakeholder groups’ needs 
� Step-4: Summarize results 
� Step 5: Create stakeholder engagement plan 

245 

What Are Stakeholders? 

� Stakeholders are 
individuals or groups 
who have an interest 
in an organization’s 
ability to deliver 
intended results and 
maintain the viability 
of its products and 
services.   Employees

Shareholders Government

Management Suppliers

Consumers

Circle 
Seven

Our goal is to Identify stakeholders and engage them 
appropriately throughout the strategic planning process 
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Organization Organizational 
Stakeholders

Product-Market
Stakeholders

Capital-Market
Stakeholders

Social 
Stakeholders

Types of Stakeholders 

� Social stakeholders:  
Include external groups 
and organizations that 
may be affected by or 
exercise influence over 
organization strategy 
and performance, such 
as unions, governments, 
and activist groups 

� Organizational 
stakeholders:  Include 
both high-level 
managers and frontline 
workers 

247 

Organization Organizational 
Stakeholders

Product-Market
Stakeholders

Capital-Market
Stakeholders

Social 
Stakeholders

Types of Stakeholders 

� Capital-market 
stakeholders: Are groups that 
affect the availability or cost of 
capital (shareholders, venture 
capitalists, banks, ..etc) 

 
� Product-market 

stakeholders:  Include parties 
with whom the organization 
shares its industry, including 
suppliers and customers. 
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What Is Stakeholder Analysis? 

Stakeholder Analysis 
refers to the range of 
techniques and  tools 
used to identify and 
understand the 
needs and 
expectations of major 
interests inside and 
outside the 
organization 
environment. 

249 

Why Do We Conduct A Stakeholder 
Analysis? 
� Stakeholder Analysis enables the strategic 

planning team to: 
� Assess the appropriate type of participation by 

different stakeholders, at successive stages of 
the strategic planning lifecycle. 

� Understand the need for information and 
involvement within the different business 
organizations and departments. 

� Identify relations between stakeholders which 
can be built upon 

� Ensure the right people receive the right 
information, at the right time, in the right way. 

250 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

139

Why Do We Conduct A Stakeholder 
Analysis? 
� Stakeholder Analysis enables the strategic 

planning team to: 
� Ensure the right people participate at the right 

time, in the right way. 
� Proactively manage the pace and amount of 

change that each stakeholder group must 
undergo to avoid “change overload”. 

� Build organizational buy-in, commitment and 
capability for change. 

� Maximize the potential for a successful 
transition from current to future state 

egic 
251 

B1. Identify and understand the needs 
and expectations of major stakeholders 

� What are stakeholders? 
� Types of Stakeholders 
� What is stakeholder analysis? 
� Why do we conduct a stakeholder analysis? 
� How do we conduct a stakeholder analysis? 

� Step-1: Identify major stakeholders 
� Step2: Evaluate stakeholder groups’ interest and 

influence 
� Step 3:  Identify stakeholder groups’ needs 
� Step-4: Summarize results 
� Step 5: Create stakeholder engagement plan 

?
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Step-1: Identify Major Stakeholders 
 

1) List all the stakeholders on cards and sort them by 
categories of stakeholders : 

2) Identify number of stakeholders within each group – 
How many key stakeholders are part of this group? 

3) Identify work activities -  What typical work 
activities do these stakeholders perform?  Is there 
someone in the group that we could talk to, in case 
we have any clarifying questions? 

4) Identify Contact information : Point of contact, 
phone, address, email.. Etc 

5) Record the results in the Stakeholder Information 
Sheet 
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Stakeholder Information Sheet 
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Step2: Evaluate stakeholder groups’ 
interest and influence 

� Evaluate interest and 
influence of each stakeholder 
group and selected key 
individuals in each group to 
be able prioritize the amount 
of effort invested in 
addressing their needs: 
�  Evaluate Interest (High  or Low) 
�  Evaluate Influence (High or 

Low) 

�  Record results at the 
stakeholder Information 
Sheet  

Monitor
(Least Important)

Keep Satisfied
(Meet Their Needs)

Manage Closely
(key Player)

Keep Informed
(Show Consideration)

Interest of Stakeholders
In

flu
en

ce
  o

f S
ta

ke
ho

ld
er

s
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Sample of  key questions to understand the 
stakeholder groups’ interest and influence  

1.How important is the Stakeholder? 

2.How is he affected?  

3.What are his interests, views, objectives? 

4.What are his expectations? 

5.What benefits are there likely to be for him? 

6.How do he affect / influence the 
organization?   

256 
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Sample of  key questions to understand the 
stakeholder groups’ interest and influence  

7. What are his capacities to support/ hinder 
strategies implementation? 

8.  Does He have other interests that may 
conflict with the  organization’s  strategies? 

9.  Where and how does his interest  align or 
diverge? 

10.What kind of relations? 

11.How should he participate or contribute? 
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Step 3:  Identify stakeholder groups’ 
needs 

� Stakeholder Issues -  Is there anything we 
should know that will help with our planning? 

� Type of Information -  What type of 
information is this stakeholder interested in 
receiving as the strategic planning progresses? 

� Communication Media -  What are the best 
mediums to use to deliver strategic planning 
information to this stakeholder? 

To determine specific stakeholder group needs, 
and prioritize the amount of effort invested in 
addressing those needs, the following criteria are 
used to rate each stakeholder group. 

259 

Step-4: Summarize Results 

� To ensure that stakeholder concerns are 
considered during strategic planning, 
briefly summarize results in a for future 
references. 
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Step-5: Create Stakeholder 
Engagement Plan 

� The intent of the Stakeholder Engagement 
Plan is to keep all key stakeholders 
committed to and focused on the desired 
business results for the project.   

261 

262 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

145

St
ak

eh
ol

de
r 

E
ng

ag
em

en
t P

la
n 

S
ta

ke
h

ol
de

r 
n

ee
ds

 c
an

 b
e 

ca
te

go
ri

ze
d 

in
to

 o
n

e 
of

 fi
ve

 
st

ag
es

 o
f i

n
vo

lv
em

en
t 

26
2 



146

146

P
hase-3  D

evelop S
trategies

263 

Key Messages 

 
B. Analyzing  Stakeholders 
 
� B1. Identify and understand the needs of 

stakeholders 
� B2. Identify partnerships with relevant 

stakeholders 
� a. Communication strategy 
� b. Participations strategy 
� c. Alliance strategy 
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Communication Strategy 

� A communication strategy outlines a 
process for communicating and sharing 
information on strategy  benefits and facts 
to target audiences and stakeholders: 

� Benefits: 
�  Inform stakeholders (internal and external) by 

providing accurate information and enhancing 
understanding, curbing rumors and speculation, 
as well as reducing uncertainty. 

� Achieve stakeholder buy-in and promote 
ownership by specifying their roles in making 
change happen and generating enthusiasm and 
excitement the change. 

265 

Communication Strategy 

� Benefits: 
� Provide a forum for two-way communication for 

stakeholder feedback by soliciting valuable 
feedback for strategic planning teams and 
allowing mid-course adjustments to the 
communication process. 

� Develop/maintain the profile of the strategic 
planning within the business and with external 
stakeholders 
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Communication Planning Process 

Develop/ 
Execute Detailed 

Stakeholder 
Communications

6

Identify Key 
Communication 

Messages

3
Identify 

Communication 
Feedback 

Mechanisms

5

Conduct 
Stakeholder 
Analyses and 

Media Analyses

2

Define Roles & 
Responsibilities 

and the 
Communication 
Review Process

4

Define 
Objectives, 

Guiding 
Principles, and 
Critical Success 

Factors

1
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Lessons Learned About Strategic 
Communications 

1.Always consider the information needs of 
the recipient 

2.Regularly update you stakeholder analysis 

3.Leverage your team members – you can’t do 
it alone! 

4.Use multiple communication channels to 
communicate messages 

5.Solicit feedback via informal channels 

270 

Lessons Learned About Strategic 
Communications 

6. Encourage top-down vs. bottom-up 
communications 

7.Don’t underestimate the time it takes 

8.Communicate the good with the bad! 

9.Silence is not golden 

10.Accept that no matter how hard you try, 
you won’t be able reach every stakeholder! 
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B. Analyzing  Stakeholders 
 
� B1. Identify and understand the needs of 

stakeholders 
� B2. Identify partnerships with relevant 

stakeholders 
�a. Communication strategy 
� b. Participations strategy 
� c. Alliance strategy 

272 

Participation Strategy 

� Stakeholder participation is the process of 
involving those who are affected by and 
thus have an interest in the formulation of 
an organization strategy.  

� It is a two-way communication process that 
seeks to identify and to clarify interests at 
stake, with the ultimate aim of developing a 
well-informed organization strategy that 
has a good chance of being supported and 
implemented 
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Stakeholder Participation Benefits 

� Ensure that alternatives serving a broad range of 
interests are considered, 

� Help in the collection and analysis of data, 
including identification of data gaps, potential 
data sources, and data gathering priorities.  

� Provide transparency, accountability and in some 
cases a sense of ownership regarding the decision-
making process and the decisions taken. 

�  Accustom stakeholders to the fact that difficult 
choices and tradeoffs will have to be made, 

� Help build broad commitment to management 
plans and policies. 
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Participation Matrix 

Inform Consult Partnership Control

Phase-1

Phase-2

Phase-3

Phase-4

Type of Participation

S
tra

te
gi

c 
P

la
nn

in
g 

P
ha

se
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B. Analyzing  Stakeholders 
 
� B1. Identify and understand the needs of 

stakeholders 
� B2. Identify partnerships with relevant 

stakeholders 
�a. Communication strategy 
�b. Participations strategy 
� c. Alliance strategy 

276 

Alliance Strategy 

� The alliance strategy is a cooperation or 
collaboration which aims for a synergy 
where each partner hopes that the benefits 
from the alliance. 

� A Strategic Alliance is a formal relationship 
between two or more parties to pursue a set 
of agreed upon goals or to meet a critical 
business need while remaining independent 
organizations. 
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Alliance Strategy 

� Partners may provide the strategic alliance 
with resources such as products, 
distribution channels, manufacturing 
capability, project funding, capital 
equipment, knowledge, expertise, or 
intellectual property.  

� The alliance often involves: 
� Technology transfer through access to 

knowledge and expertise 
� Economic specialization  
� Shared expenses 
� Shared risk 

278 

Advantages of Strategic Alliance  

� Focus: allows each partner to concentrate 
on activities that best match their 
capabilities. 

� Added Competences: allows each partner to 
learn and develop new competences  

� Added Capabilities: allows each partner to 
add new resources. 

279 
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Types of Alliance 
280 

Partner Selection 

� Alliance to explore vertical markets 
� Alliance to develop new technologies 
� Alliances to enter businesses 
� Alliances to add complementary  

capabilities 
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Alliances Questions? 

� Need: 
� Have we documented your needs based on your business’s 

strengths and weaknesses and shared them with your 
partner(s 

� Scope: 
�  What is in ? and what is out? 

� Roles 
� Who does what ? and when? 

� Risk 
� How do we protect intangible assets? 

� Process: 
� What is the process for decision making? 
� What is the process for maintaining partners alignment? 

282 

Alliances Questions?  

� Collaboration 
� What are the incentives for collaboration? 

� Relationships: 
� How do we create trust among partners? 

� Measurement 
� Do we have a measurement system in place to document 

and track your partnership’s mutual benefits? 

� Do we measure the relational components of the alliance 
along with its economic benefits? 

� Communication 
� Do we have Alliance  communication strategy being 

implemented? 
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Alliance Stages 

.

Set Strategy

Partner 
Search

Negotitation

Sustainment

Management

Start-up

Developing and managing alliances across organizational boundaries

Alliance Stages
1

2

3 4

5

6
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Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  
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C- Conducting Gap Analysis 

287 

 
C- Conducting Gap Analysis 
 
� What is Gap Analysis? 
� What Are Key Performance Indicators (KPI)? 
� How to Conduct Gap Analysis: 

C1. Identify accomplishments during previous strategic 
plan and impact on KPI,s 
C2. Identify barriers impacted progress during previous 
strategic plan and quantify related KPI,s  impact 
C3. Assess current state challenges and root causes of 
these challenges 
C4. Develop current performance  charts and identify 
change required to bridge the gap, options are:  

(a) Continue with no change required 
(b) Perform changes to cause performance quantum leap 
(c) Perform radical changes 
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What is Gap Analysis? 

� Gap analysis is a tool that helps an 
organization to compare its current state 
performance with its potential performance 
“Ideal State”  and the steps to be taken in 
moving from a current state to a desired 
“Future State” 

� It answers  two questions:  
� Where are we?“ 
� Where do we want to be?" 

289 

Gap Analysis 

Mission / Vision / Goals

Assessment 
Tools

Organization

Current
State

Ideal
State

Future
State

Gap Analysis
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Gap Analysis Process 

Organizational -
Assessment  to 

Identify Current State

Identification of 
Envisioned Future

Problem 
Statement

& Root 
Cause 

Analysis

Developing 
StratigesGAP

291 

C1: Identify accomplishments during 
previous strategic plan and impact on KPI,s 

� Environmental Scan 
� Identify KPI,s : current state 
� Identify improvements since previous 

strategic plan 
� Identify KPI,s impact 
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 Environmental Scan, What is it? 

� an analysis and evaluation 
of internal conditions and 
external data and factors 
that affect the organization. 

� Involves considering the 
factors that will influence 
the direction and goals of 
the organization 

� helps an organization 
develop the understanding 
of the external and internal 
environment . 

. 
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Environmental Scan Process 
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C2:  Identify barriers impacted progress during previous 
strategic plan and quantify related KPI,s  impact 

� Barriers are obstacles in the pathway of 
success.   

� Barriers represent impediments which 
require the development of alternative 
strategies to ideal state architecture 
implementation 

295 

C2:  Identify barriers impacted progress during previous 
strategic plan and quantify related KPI,s  impact 
 

� Record the main barriers themes, 
description , impact and recommendations 

� Define Mitigation Plan: 
� define, develop, evaluate, select and implement 

an alternative solution that affords the 
organization a realistic opportunity for goal 
achievement. 
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C3:  Assess current state challenges 
and root causes of these challenges 

Theme Barrier Description Impact 
Assessment Recommendation 

Po
lit

ic
al

 
C

u
lt

u
ra

l 
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C4:  Develop current performance  charts and 
identify change required to bridge the gap 

� Identify Performance Chart 
� Plotting performance charts 
� Understanding performance charts  
� Identify gaps 
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Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  
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D- Developing  Strategies 

301 

D. Developing Strategies 

� SWOT Analysis 
� Developing Strategies 

� a. Use strengths to take advantage of 
opportunities 

� b. Use strengths to overcome threats  
� C Minimize weaknesses to take advantage of 

opportunities 
� D Minimize weaknesses to overcome threats 
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SWOT Analysis 

� SWOT analysis is a strategic planning 
method used to evaluate the Strengths, 
Weaknesses, Opportunities, and Threats of 
an organization.  

�  SWOT analysis identifies the key internal 
and external factors that are important to 
achieving the organization’s objectives.  
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SWOT Analysis 

� Strengths: characteristics of the 
business or team that give it an 
advantage over others in the 
industry.  

� Weaknesses: are characteristics 
that place the organization at a 
disadvantage relative to others.  

� Opportunities: external chances 
to make greater sales or profits 
in the environment.  

� Threats: external elements in 
the environment that could 
cause trouble for the business.  

Strengths Weaknesses

ThreatsOpportunities

Internal
Factors 

External
Factors

Positive Negative

Strengths and Weaknesses are often internal 
to an organization, while Opportunities and 
Threats are often relate to external factors. 
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SOWT, Examples 

Strengths Examples
Advantage of proposition?
Capabilities?
Unique selling points?
Resources?
Experience, knowledge, data?
Financial reserves, returns?
Marketing , distribution?
Location?
Innovative aspects?

Weaknesses Examples
Disadvantage  of proposition
Gaps in capabilities
Lack of corporate strength
Own known weaknesses
Cash flow
Reliability of data, plan , 
predictability?
Effects on core activities, 
distraction?
Timeline, deadliness and 
pressure?

Threats Examples
Political effects?
Legislative effects?
Environmental effects?
Competitors intentions?
Market demand?
New technology, services, 
ideas? 
Economy?
Seasonal, weather effect?

Opportunities Examples
Market development?
Competitors vulnerabilities?
Industry or lifecycle trends?
Technology, innovation?
Global influences?
Geographical, export, import?
Business  and product 
development?
Seasonal, weather fashion?
Volume, production, 
economics?

305 

Strengths 

Questions 
� What advantages does our organization have?  
� What do we do better than anyone else?  
� What unique or lowest-cost resources do we 

have access to?  
� What do people in our market see as our 

strengths?  
� What factors mean that we "get the sale"? . 

Consider answering these questions from an internal perspective, and from the 
point of view of your customers and people in your market 
 

Strengths: Characteristics of the business 
or team that give it an advantage over 
others in the industry.  

306 
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Our Strengths 

Strengths 
 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for each group. 
Each one in the group reads  the strengths questions and the example (5 minutes). Conduct 
brainstorming session in each group (10 minutes ) to come up with our Strengths. Follow 
brainstorming rules. 

308 

Weaknesses 

Questions 
� What could we improve?  
� What should we avoid?  
� What are people in our market likely to see as 

weaknesses?  
� What factors lose us sales?  
� Do other people seem to perceive weaknesses 

that we do not see?  
� Are our competitors doing any better than us? 

Consider answering these questions from an internal perspective, and from the 
point of view of your customers and people in your market 

Weaknesses: are characteristics that place the 
organization at a disadvantage relative to others.  

309 
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Our Weaknesses 

Weaknesses 
 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for each group. 
Each one in the group reads  the weaknesses  questions and the example (5 minutes). 
Conduct brainstorming session in each group (10 minutes ) to come up with our weaknesses 
. Follow brainstorming rules. 311 

Opportunities 

Questions 
� Where are the good opportunities facing us?  
� What are the interesting trends we are aware of?  

� Useful opportunities can come from such things as:  
� Changes in technology and markets on both a broad and 

narrow scale  
� Changes in government policy related to our field  
� Changes in social patterns, population profiles, lifestyle 

changes, etc.  
� Local events  
- Consider answering these questions from an external perspective, and from the point of view of 
your customers and people in your market. 
- A useful approach for looking at opportunities is to look at your strengths and ask yourself 
whether these open up any opportunities. 
- Alternatively, look at your weaknesses and ask yourself whether you could create opportunities 
by eliminating them. 

Opportunities: external chances to make 
greater sales or profits in the environment.  

312 
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Our Opportunities 

Opportunities 
 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for each group. 
Each one in the group reads  the opportunities questions and the example (5 minutes). 
Conduct brainstorming session in each group (10 minutes ) to come up with our 
opportunities. Follow brainstorming rules. 
314 

Threats 

Questions 
� What obstacles do we face?  
� What is our competition doing that we should be 

worried about?  
� Are the required specifications for our job, 

products or services changing?  
� Is changing technology threatening our position?  
� Do we have bad debt or cash-flow problems?  
� Could any of our weaknesses seriously threaten 

our business?  
- Consider answering these questions from an external perspective, and from the 
point of view of your customers and people in your market. 
- Alternatively, look at your weaknesses and ask yourself Could any of your 
weaknesses seriously threaten your business. 

Threats: external elements in the environment that 
could cause trouble for the business.  

315 
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Our Threats 

Threats 
 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for each group. 
Each one in the group reads  the threats  questions and the example (5 minutes). Conduct 
brainstorming session in each group (10 minutes ) to come up with our threats . Follow 
brainstorming rules. 

317 

Developing Strategies 

� After completing and cleaning up  SWOT analysis 
charts, ask the these questions to develop 
strategies: 

� 1. How can we use our strengths to enable us to 
take advantage of the opportunities we have 
identified? 

� 2. How can we use these strengths to overcome the 
threats identified? 

� 3. What do we need to do to minimize the identified 
weaknesses in order to take advantage of the 
opportunities? 

� 4. How will we minimize our weaknesses to 
overcome the identified threats? 

318 
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Strategies 
 
� Strategies refer to a general plan of action 

for achieving an organization's goals and 
objectives and relate to how a given end 
is to be attained. 
 

319 

 

 
Strategies 
 

� Strategies refer to a 
general plan of action for 
achieving  organization's 
goals and objectives and 
relate to how a given end 
is to be attained. 
 

Do it! 

Initiatives 

Strategies& 
Tactics 

Objectives 

Goals 

Strategic 
Vision 

320 
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Tactics 

� Tactics are the specific tools you use to 
implement your strategies.  

� Examples: News releases, brochures, media 
pitches, e-newsletters, blogs, Web sites, 
surveys, focus    groups, and videos  

� This is the creative part of the 
   plan to decide exactly which 
   tactics are needed to  
   successfully  
   implement the 
   chosen  
   strategies. 

Do it! 

Initiatives 

Strategies& 
Tactics 

Objectives 

Goals 

Strategic 
Vision 

322 
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324 

Developing Stratiges-1 

1. How can we use our strengths to enable us to take advantage 
of the opportunities we have identified? 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for each 
group. Each one in the group reads  “our strengths” and “our opportunities “ chart s 
(5 minutes). Conduct brainstorming session in each group (10 minutes ) to come up 
with strategies. Follow brainstorming rules. 324 

325 

Developing Stratiges-2 

2. How can we use these strengths to overcome the threats 
identified? 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for 
each group. Each one in the group reads  “our strengths”  and “our threats” charts  
(5 minutes). Conduct brainstorming session in each group (10 minutes ) to come up 
with strategies. Follow brainstorming rules. 325 
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326 

Developing Stratiges-3 

3. What do we need to do to overcome the identified weaknesses 
in order to take advantage of the opportunities? 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for 
each group. Each one in the group reads  “our weaknesses ”  and “our 
opportunities” charts  (5 minutes). Conduct brainstorming session in each group 
(10 minutes ) to come up with strategies. Follow brainstorming rules. 326 

327 

Developing Strategies - 4 

4. How will we minimize my weaknesses to overcome the identified 
threats? 

Divide the attendees to groups ( 4-5 people each) . Select a scrip and a Lead for 
each group. Each one in the group reads  “our weaknesses ”  and “our threats” 
charts  (5 minutes). Conduct brainstorming session in each group (10 minutes ) 
to come up with strategies. Follow brainstorming rules. 
327 
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Phase-3  Agenda 

� Phase-3 Overview: 
� Phase-3 List of Activities 
� Phase-3 Outputs 

� Phase-3 Detailed Description 
A. Defining the  desired future 
B. Analyzing  Stakeholders 
C. Conducting Gap Analysis 
D. Developing  Strategies 
E. Prioritizing Selected Strategies  

328 
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E - Prioritizing Selected Strategies  

329 

 
E. Prioritizing Selected Strategies  
 
� E1. Estimate the impact of each selected 

strategy on Goals to achieve the objectives 
of the plan 

� E2. Estimate the effort each selected 
strategy  

� E3. Prioritize strategies based on above 
calculations 

330 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

185

How to Score Strategies Benefits 
(Impact) Against  Goals/ Objectives 

� Very Strong     6 
� Strong     5 
� Reasonable     4 
� Moderate    3 
� Low     2 
� Minimum  or  No   1 

331 

Score Strategies Benefits (Impact) Against  
Goals/ Objectives, Example 

332 
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E. Prioritizing Selected Strategies  
 
� E1. Estimate the impact of each selected 

strategy on Goals to achieve the objectives 
of the plan 

� E2. Estimate the effort each selected 
strategy  

� E3. Prioritize strategies based on above 
calculations 

333 

How to Score Strategy Efforts  

1. Number of organization’s resources 
required to support the strategy 

2. Budget required 
3. Duration required to implement strategy 
4. Strategy implementation risks 
5. Strategy feasibility 

You may need to come up with your appropriate 
parameters  and sores to calculate efforts/risk based 

on your organization's environment   

334 
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Number of organization’s resources 
required to support the strategy 

Number of Resources Score 
from 0 to 3 1
from 4 to 7 2
from 7 to 9 3

from 10 to 14 4
from 15-20 5

more than 20 6

Organization's  Resources
335 

Budget required 

Total Budget in US Dollar Score 
from $ 0 to $50K 1

from $ 51K  to $100K 2
from $ 101K to $200K 3

from $ 201K 0 to $500K 4
from $501K to $1 M 5

More than $1M 6

Budget

336 



188

188

P
hase-3  D

evelop S
trategies

Duration required to implement 
strategy 

Duration in weeks Score 
from 1 w to 4 w 1
from 5 w to 12 w 2

from 13 w to 26 w 3
from 27 w to 36 w 4
from 37 w to 52 w 5

More than one year 6

Duration

337 

Strategy implementation risks 

Risks Score 
Routine Documentation 1

Training /Outreach 2
Process Improvement 3

 Impact People, Process and Organization 4
Impact s External Stakeholders 5

Requires Cutting Edge Technology , Software  Development 6

Organization's  Risks

338 
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Strategy feasibility 

Feasibility Score 
Minimum or No 1

Low 2
Moderate 3

Reasonable 4
Strong 5

Very strong 6

Feasibility

339 

Strategy Efforts Scoring , Example 

Resources Duration Budget Risks Feasibility Score

Strategy #01 6 5 5 5 2 4.6
Strategy #02 4 6 3 4 2 3.8
Strategy #03 5 5 6 5 5 5.2
Strategy #04 4 4 2 6 3 3.8
Strategy #05 5 5 3 2 6 4.2
Strategy #06 2 6 5 6 5 4.8
Strategy #07 6 1 6 6 3 4.4
Strategy #08 3 3 1 2 3 2.4
Strategy #09 4 4 1 4 1 2.8

340 
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E. Prioritizing Selected Strategies  
 
� E1. Estimate the impact of each selected 

strategy on Goals to achieve the objectives 
of the plan 

� E2. Estimate the effort each selected 
strategy  

� E3. Prioritize strategies based on above 
calculations 

341 

342 
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Project Prioritization Sheet 
344 

Types of Strategy Evaluation 

� Process Evaluation 
� is conducted to assess whether a strategy is being 

implemented as planned and whether it is reaching its 
intended population. 

� Is  a sort of quality assurance that focuses on the 
implementation itself and, as such, is a critical 
component in improving the practices that 
operationalize strategies. 

� Outcome Evaluation 
� is conducted to learn whether you achieved the 

intended outcomes of your strategy. 
� To tell if the strategy was effective 
� To determine whether or not the strategy intervention 

was responsible for any observed outcomes 

345 
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Strategy Evaluation Questions, 
Examples 

� Is the strategy internally consistent? 
� Is the strategy consistent with the 

environment? 
� Is the strategy appropriate in view of 

available resources? 
� Does the strategy involve an acceptable 

degree of risk? 
� Does the strategy have an appropriate time 

framework? 
� Is the strategy workable? 

347 

Strategy Evaluation Questions, 
Examples 

� How have competitors reacted to our 
strategies? 

� How have competitors’ strategies changed? 
� Have major competitors’ strengths and 

weaknesses changed? 
� Why are competitors making certain 

strategic changes? 
� Why are some competitors’ strategies more 

successful than others? 

348 



196

196

P
hase-3  D

evelop S
trategies

Strategy Evaluation Questions, 
Examples 

� How satisfied are our competitors with their 
present market positions and profitability? 

� How far can our major competitors be 
pushed before retaliating? 

� How could we more effectively cooperate with 
our competitors? 

349 

Difference Between Monitoring and 
Evaluation 

� Monitoring.  
� To track changes from baseline conditions to desired outcomes 
� Methodology:  

� Tracks and assesses performance and process through analysis 
and comparison of indicators over time  

� Evaluation.  
� To validate the outcomes and objectives that were achieved  
� To determine how and why outcomes and objectives were or 

were not achieved 
� Methodology: 

�  Evaluates achievement of outcomes by comparing indicators 
before and after the intervention  

� Relies on monitoring data on information from external sources 
�  Time-bound , periodic, in depth 

350 
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Strategic Control, What Is it? 

� Strategic Control is the critical evaluation 
of plans, activities, and results, thereby 
providing information for the future action. 

� Strategic control focuses on the dual 
questions of whether:  
�The strategy is being implemented as 

planned; and 
�The results produced by the strategy are 

those intended 

351 

Strategic Control, Types of Control 

Strategic Control, 4 types 
� Premise Control 

� Serves the purpose of continually testing the 
assumptions to find out whether they are still 
valid or not.  

� Enables the strategists to take corrective action 
at the right time rather than continuing with a 
strategy which is based on erroneous 
assumptions 

� Implementation Control  
� Evaluates whether the plans, programs and 

projects are actually guiding the organization 
towards its predetermined objectives or not. 

352 
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Strategic Control, Types of Control 

Strategic Control, 4 types 
� Strategic Surveillance 

� Designed to monitor a broad range of events 
inside and outside the organization that are 
likely to threaten the course of an organization's 
strategy.  

� Special alert control 
� Triggers mechanism for rapid response and 

immediate reassessment of strategy In the light 
of sudden and unexpected events 

353 
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Table of Contents 

� Phase-1  Prepare For Strategic Planning 
� Phase-2  Establish of Strategic Vision 
� Phase-3  Develop Strategies 
� Phase- 4 Implement & Evaluate Strategic 

Plan 
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357 

Phase-4  Implement & Evaluate 
Strategic Plan 

Implement & Evaluate Strategic Plan

A1. Derive strategic trends of selected strategies
A2. Identify stages of implementation
A3. Develop programs/ projects that achieve the       

organization's objectives
A4. Set up programs/ projects schedules
A5.  Set up programs/ projects budgets
A6. Develop strategic plan document and associated 

templates

C- Strategy 
Monitoring & 

Control

B- Strategy 
Evaluation

A- Strategy 
Implementation

4
358 
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Phase-4  Agenda 

� Phase-4 Overview: 
� Phase-4 List of Activities 
� Phase-4 Outputs 

� Phase-4 Detailed Description 
A. Strategy Implementation 
B. Strategy Evaluation  
C. Strategy Monitoring & Control 

 
 

359 

Phase -4 List of Activities 

� Session -1: Strategy Implementation 
� Session -2: Strategy Evaluation 
� Session-3: Strategy Monitoring & Control 

360 
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Phase - 4 Outputs 

� Strategic Plan Document 
� Strategic Roadmap 

361 

Phase-4  Agenda 

� Phase-4 Overview: 
� Phase-4 List of Activities 
� Phase-4 Outputs 

� Phase-4 Detailed Description 
A. Implementing at Strategic Level 
B. Strategy Evaluation  
C. Strategy Monitoring  

362 
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A. Implementing at Strategic level 

363 

A. Implementing at Strategic level 

A1.  Derive strategic trends of selected  
 strategies 
A2. Identify stages of implementation 
A3.  Develop programs/ projects that achieve 
 the organization's objectives 
A4. Set up programs/ projects schedules 
A5.  Set up programs/ projects budgets 
A6. Develop strategic plan document and  
 associated templates 

364 
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A1. Derive strategic trends of 
selected strategies 

� Strategic Trends provides a measure of 
context and coherence in an uncertain 
predictive area characterized by risk, 
ambiguity and change. 

� Strategic Trends provides a detailed 
analysis of the future strategic context for 
an organization out to 30 years.  

� Strategic Trends Analysis helps to ensure  
objectivity, intellectual rigor and freedom 
from accusations of compromise, lobby-
group pressure or partiality.  

365 

A1. Derive strategic trends of 
selected strategies 

� Strategic Trends presents an 
understanding of the changes that are 
likely to take place during the next 30 
years, by considering major trend-based 
outcomes in 5 dimensions: 
� Economical 
� Social 
� Political 
� Technological 
� Demographic 

366 
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Strategic Trends, Examples 

� Economic trends examples:  Real estate 
occupancy rates, unemployment rates, sovereign 
debt, household debt, corporate debt, government 
intervention in markets, corporate merger and 
acquisition activity, energy factors, raw material 
availability 

� Social trends examples: aging populations, 
urbanization, mixed families, increased prevalence 
of diabetes, hypertension, and kidney failure 

� Political trends examples: Legislation, regulation, 
political parties, authoritarianism versus liberal 
democracy 

367 

Strategic Trends, Examples 

� Technology trends examples:  increased 
distribution of GPS, IPv6 networking, decreasing 
price and increase application of robotics in the 
home, genomic medicine, electric automobiles, 
nanotechnology 

� Demographic trends examples:  gender, race, 
age, income, disabilities, mobility (in terms of 
travel time to work or number of vehicles 
available), educational attainment, home 
ownership, employment status, and location. 
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Strategic Trends Analysis Process 

� Determine which factors, on each level, are 
relevant for each chosen strategy 

� Score each item as to specify its importance 
� Identify those factors that can influence 

selected strategy 

369 

Example 
370 
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A. Implementing at Strategic level 

A1.  Derive strategic trends of selected 
  strategies 
A2. Identify stages of implementation 
A3.  Develop programs/ projects that achieve 
  the organization's objectives 
A4. Set up programs/ projects schedules 
A5.  Set up programs/ projects budgets 
A6. Develop strategic plan document and  
 associated templates 

371 

A2. Identify stages of implementation 

� Strategic Initiatives 
� Strategic Roadmap 

372 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

209

Strategic Initiative 

Strategic Initiatives are programs or 
projects that turn strategies into 
operational terms and actionable 
items, and provide an analytical 
underpinning for decisions, 
and a structured way to 
prioritize projects  
according to  
strategic 
impact. 

Do it! 

Initiatives 

Strategies 

Objectives & 
 Tactics 

Goals 

Strategic 
Vision 

373 
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Strategic Roadmap 

� A strategic road map is a visual plan that 
offers goals and strategies for the future of 
an organization.  It is Just like a physical 
map helps a driver navigate the route to the 
destination 

� A roadmap process is a means to connect 
vision, and objectives with strategic 
initiatives that are required to achieve those 
objectives 

375 

High-Level Roadmap Overview 

� Roadmap: 
� Presents recommendations in solution sets. 
� Useful in communicating program components and 

project status. 
� Shows beginning and ending dates and projects 

completed or in progress. 
� Notional Timeline: 

� Presents relative recommendation durations. 
� Depicts dependencies on other recommendations. 
� Useful in visualizing program timeframes. 

� Both documents must be continually updated 
to incorporate program updates and 
environmental changes. 
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High-Level Roadmap Overview 

�The recommendations groupings in the 
roadmap according to implementation 
strategy.  
 

�Approach:  
� Initiate All Projects 
� Staged Project Launch 
� Focus on One High Benefit Project 

377 

Initiate All Projects 

� Advantages 
� Organization  gets results faster 
� Creates strong positive energy in the 

organization 
� Success demonstrates power of team driven 

change 
� Leverages team of project leaders 

� Disadvantages 
� Require high level of internal resources 
� Represents a lot of change 
� Require significant management attention to 

guide 

378 
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Focus on One High Benefit Project 

� Advantages 
� Demonstrates results of process prior to 

committing significant resources to effort 
� Creates success story to motivate subsequent 

efforts 
� Trains team that can work on Phase II projects 

� Disadvantages 
� Impact of pilot is small compared to potential 

opportunity 
� Results from larger projects are delayed 
� Does not leverage potential of other team leaders 

379 

Approach 
Description 

Characteristics Advantages Disadvantages 

Staged Project 
Launch 

Initiate All 
Projects 

Focus on One 
High Benefit 
Project 

Pilot Re-
Engineering 
Effort 

There are various approaches to managing the 
scope, sequencing, and pacing of initiatives 
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A. Implementing at Strategic level 

A1.  Derive strategic trends of selected strategies 
A2. Identify stages of implementation 
A3.  Develop programs/ projects that achieve the       
 organization's objectives 
A4. Set up programs/ projects schedules 
A5.  Set up programs/ projects budgets 
A6. Develop strategic plan document and associated 
 templates 

       

385 

Projects/ Programs, Definitions 

� Strategic Project : A temporary activity or set of 
activities undertaken to implement an initiative 
through  creating or improving a process or 
service.  
� Examples: Project might deliver a new factory, hospital or 

IT system.  

� Strategic Program: is nothing more than either a 
large project or a set (or portfolio) of projects. By 
combining these projects with other deliverables 
and changes will implement strategic initiatives.   
� Examples: Programs might deliver increased income from 

a new product, shorter waiting lists at the hospital or 
reduced operating costs due to improved technology. 
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Allocate Initiatives to Projects/ Programs 

PROJECT 
CONTROLLING 

PROCESS

PROJECT 
EXECUTING 
PROCESS

PROJECT 
INITIATION 
PROCESS

PROJECT 
PLANNING 
PROCESS

PROJECT 
CLOSING 
PROCESS

An organization should select the group of 
projects/ programs that most take it 
towards its strategic vision whilst remaining 
within its capacity to deliver the change 

Do it! 

Initiatives 

Strategies 

Objectives & 
 Tactics 

Goals 

Strategic 
Vision 

387 

Project Management 

� Applying knowledge, skills, and tools to 
balance the scope, cost, time, 
requirements, and customer expectations 
of the process or service 

� Project management is accomplished 
through the use of the processes such as: 
initiating, planning, executing, controlling, 
and closing 

388 
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The Essence of Project Management 

Project  …ensuring a project is 
completed on time, within budget (the 
allocated resources) and to the required 
results. 

Time 

Results Cost 

If one point of the 
triangle slips, the other 
points must be adjusted 

390 390 

A. Implementing at Strategic level 

A1.  Derive strategic trends of selected strategies 
A2. Identify stages of implementation 
A3.  Develop programs/ projects that achieve the       
 organization's objectives 
A4. Set up programs/ projects schedules 
A5. Set up programs/ projects budgets 
A6. Develop strategic plan document and associated 
 templates 
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Project Resources 
392 

Resources 

� Resource scheduling 
� Applying resources to complete a project 

� Resource allocation 
� Determining the best trade-off between available 

resources 
� Resource loading 

� Determining the amount of individual resources 
required for a given schedule during a specific 
time period 

� Resource leveling 
� Creating a smoother distribution of resource 

usage 

393 
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Develop the Resource Loading Chart 

1. Start with a Gantt chart 
2. Assign resources to each task bar; one 

resource at a time 
3. For each time period, sum up the 

resources required 
4. Develop a histogram to balance resources 

394 

Resource Allocation 
395 



S
TR

A
TE

G
IC

 P
LA

N
N

IN
G

 G
U

ID
E

223

Resource Leveling Techniques 

� Move tasks within 
Float 
� Current project and 

other projects 
� Change 

time/cost/resource 
use trade-off 
� Current project and 

other projects 
� Allow overtime 

� Compensated 
� Non-compensated 
� Compensatory time off 

� Temporary help 
� Job shoppers 
� Contract labor 

� Increase staffing 
� Augment project staff 
� Augment permanent 

staff 
� Resource constrained 

scheduling 
� Sacrifice low priority 

projects 

396 

Cost Estimating 

� Cost estimating is the process of developing 
an approximation (estimate) of the costs of 
the resources needed to complete project 
activates 

� Cost estimates are made for many purposes 
including: 
� Presentation of bids  
� Feasibility studies 
� Selection from among alternative designs 
� Selection from among alternative investments 
� Appropriation of funds, and 

397 



224

224

P
hase-4  Im

plem
ent &

 E
valuate S

trategic P
lan

Types of Estimates 

� Order of Magnitude (ROM) Estimate 
� An estimate made without detailed  engineering data 
� It is normally expected that an estimate of this type 

would be accurate within +50% to -30% 
� Examples: 

� An estimate from cost capacity curves (paramedic) 
� An estimate using scale-up or scale-down factors (analogous 

� Tools: 
� Parametric cost estimating 
� Analogous cost estimating 

� Cost Estimate for a Firm Fixed Price 
� A deterministic cost estimate with a fair degree of 

certainty  
� Tools: 

� Bottom-up Cost Estimate 
� Computerized Cost Estimate tools 

398 398 

Cost Estimate Tools and Techniques 

� Analogues Estimate: an estimate made without 
detailed engineering data using actual cost of 
previous project as the basis and applying scale-
up or scale- down factors. 

� Parametric Estimate: Uses a cost model based on 
correlation of cost and variables as weight, size, 
and number of parts, type of assembly. 

� Bottom-up Estimate: Add up all the little pieces of 
work to get the total cost by using WBS, project 
files, team knowledge 

� Computerized tools: software packages to evaluate 
the cost after you answer questionnaire. Example 
COCOMO Software Cost Model 

399 399 
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A. Implementing at Strategic level 

A1.  Derive strategic trends of selected strategies 
A2. Identify stages of implementation 
A3.  Develop programs/ projects that achieve the       
 organization's objectives 
A4. Set up programs/ projects schedules 
A5.  Set up programs/ projects budgets 
A6. Develop strategic plan document and associated 
 templates 

ed 
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Strategic Plan Contents, Example 

1.Executive Summary 
� Introduction  
� Developing the Future State 

Vision  
� Assessing the Current State 
� Analyzing the Barriers to 

Success 
� Recommended 

Transformation Strategy 
� Transformation Roadmap 

Summary  

2.Core Values 

3.Vision  
4.Mission  
5.Strategic Goals & 

Objectives & 
Balanced Scorecard 

� Attachment A: 
Stakeholder Outreach 

� Attachment B: 
Transformation 
Roadmap 

401 
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Strategic Plan Contents, Example 
402 

Strategic Plan Contents, Example 
403 
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Strategic Plan Contents, Example 
404 

Strategic Plan Contents, Example 
405 
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Phase-4  Agenda 

� Phase-4 Overview: 
� Phase-4 List of Activities 
� Phase-4 Outputs 

� Phase-4 Detailed Description 
A. Strategy Implementation 
B. Strategy Evaluation  
C. Strategy Monitoring  

406 

Strategy Evaluation and Monitoring 

� Strategy Evaluation. What is It? 
� Strategy Evaluation Benefits 
� Criteria for Strategy Evaluation 
� Types for Strategy Evaluation 
� Strategic Evaluation Tool 
� Difference Between Monitoring and 

Evaluation 
� Strategy Evaluation Questions, Example 
� Strategic Control. What is It? 
� Strategic Control Types 

407 
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Strategy Evaluation & Monitoring 

Strategic 
Control

Strategy 
Monitoring & 
Evaluation

Efficiency 
Criteria / Targets

Measured 
Performance

Outcomes

Effectiveness 
Criteria / Targets

A
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Strategy Evaluation, What Is It? 
 
� Strategy Evaluation is a process that  

throws light on the efficiency and 
effectiveness of a comprehensive strategy in 
achieving its  desired results.  

� Evaluation is an iterative process and thus 
provides continuous feedback 

� Evaluation is the process of asking 
questions related to a particular topic you 
are concerned with and collecting and 
analyzing information to answer those 
questions and is  usually done for a specific 
purpose.  

409 
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Strategy Evaluation Benefits 

� Keeps the  organization on track by checking 
on  the validity of strategic choices 

� Satisfies the need for feedback, appraisal and 
reward 

� Makes it easier to compare between  
decisions and intended strategy  

� Provides the ability to coordinate the tasks 
performed 

� Successful end of the strategic management 
process 

� Creates inputs for new strategic planning 

410 

 
Criteria for Strategy Evaluation 
 
� A strategy that fails to meet one or more of 

the following  criteria will fail to perform at 
least one of the key functions that are 
necessary for the survival of the business. 
� Consistency:  must not present mutually 

inconsistent goals  
� Consonance: Must present an adaptive response 

to the external environment critical changes  
� Advantage: must provide for creation and 

maintenance of competitive advantage in the 
selected area of activity 

� Feasibility: must neither overtax available 
resources nor create unsolvable problems 
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Types of Strategy Evaluation 

� Process Evaluation 
� is conducted to assess whether a strategy is being 

implemented as planned and whether it is reaching its 
intended population. 

� Is  a sort of quality assurance that focuses on the 
implementation itself and, as such, is a critical 
component in improving the practices that 
operationalize strategies. 

� Outcome Evaluation 
� is conducted to learn whether you achieved the 

intended outcomes of your strategy. 
� To tell if the strategy was effective 
� To determine whether or not the strategy intervention 

was responsible for any observed outcomes 

412 
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Strategy Evaluation Questions, 
Examples 
� Is the strategy internally consistent? 
� Is the strategy consistent with the environment? 
� Is the strategy appropriate in view of available 

resources? 
� Does the strategy involve an acceptable degree of 

risk? 
� Does the strategy have an appropriate time 

framework? 
� Is the strategy workable? 
� How have competitors reacted to our strategies? 
� How have competitors’ strategies changed? 

414 

Strategy Evaluation Questions, 
Examples 
� Have major competitors’ strengths and weaknesses 

changed? 
� Why are competitors making certain strategic 

changes? 
� Why are some competitors’ strategies more 

successful than others? 
� How satisfied are our competitors with their 

present market positions and profitability? 
� How far can our major competitors be pushed 

before retaliating? 
� How could we more effectively cooperate with our 

competitors? 

415 
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Difference Between Monitoring and 
Evaluation 
� Monitoring.  

� To track changes from baseline conditions to desired 
outcomes 

� Methodology:  
� Tracks and assesses performance and process through analysis 

and comparison of indicators over time  

� Evaluation.  
� To validate the outcomes and objectives that were achieved  
� To determine how and why outcomes and objectives were or 

were not achieved 
� Methodology: 

�  Evaluates achievement of outcomes by comparing indicators 
before and after the intervention  

� Relies on monitoring data on information from external sources 
�  Time-bound , periodic, in depth 

416 

Strategic Control, What Is it? 

� Strategic Control is the critical evaluation 
of plans, activities, and results, thereby 
providing information for the future action. 

� Strategic control focuses on the dual 
questions of whether:  
� The strategy is being implemented as planned; 

and 
� The results produced by the strategy are those 

intended 

417 
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Strategic Control, Types of Control 

Strategic Control, 4 types 
� Premise Control 

� Serves the purpose of continually testing the 
assumptions to find out whether they are still 
valid or not.  

� Enables the strategists to take corrective action 
at the right time rather than continuing with a 
strategy which is based on erroneous 
assumptions 

� Implementation Control  
� Evaluates whether the plans, programs and 

projects are actually guiding the organization 
towards its predetermined objectives or not. 

418 

Strategic Control, Types of Control 

Strategic Control, 4 types 
� Strategic Surveillance 

� Designed to monitor a broad range of events 
inside and outside the organization that are 
likely to threaten the course of an organization's 
strategy.  

� Special alert control 
� Triggers mechanism for rapid response and 

immediate reassessment of strategy In the light 
of sudden and unexpected events 

419 


