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The Dynamics of Future Direction

What is a Strategic Principle?

A pithy, memorable and actionable
phrase.  It distills an organization’s
corporate strategy into its unique essence
and is easily understood and applied.

Source: O. Gadiesh & J. Gilbert. (May 2001).
“Transforming Corner Office Strategy Into Frontline

Action.”  Harvard Business Review: 74.

Vision without systems thinking ends
up painting lovely pictures of the future
with no deep understanding of the
forces that must be mastered to move
from here to there.

Peter Senge. (1990). The Fifth Discipline: The 
Art and Practice of the Learning Organization. 

New York, Doubleday, p. 12. 
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 The Balanced Scorecard: Mapping Strategy

Improve Stakeholder Value
• share price/community & organizational ‘health’        • return on capital employed

Financial Perspective Revenue Growth Strategy Productivity Strategy

build the franchise increase value to
customers

improve cost
structure

improve use of
assets

• revenue from new
sources

• customer
profitability

• operating cost per
unit produced

• asset utilization

Customer Perspective

Internal Process Perspective
build the franchise

through innovations
increase customer

value through
customer management

processes

achieve operational
excellence through

operations and logistics
processes

become a good
corporate citizen through

regulatory and
environmental processes

Learning and Growth Perspective
employee competencies technology organization culture

Source:  Adapted from R. Kaplan & D. Norton. (September-October 2000). “Having trouble with your strategy?  
Then map it..”  Harvard Business Review: 168.

The Three Core Processes of Execution

Product Leadership

Customer Intimacy

Operational Excellence

SSyynncchhrroonniizzaa--
ttiioonn::

ccoommmmoonn
aassssuummppttiioonnss,,
iinntteerrddeeppeenn--
ddeenntt  ggooaallss

aanndd  pprriioorriittiieess

SSttrraatteeggyy  PPrroocceessss
  DDeetteerrmmiinnee  wwhheerree  bbuussiinneessss  wwaannttss  ttoo  //nneeeeddss  ttoo  ggoo
  TTeesstt  aanndd  ccllaarriiffyy  aassssuummppttiioonnss
  DDeeffiinnee  aa  ffeeww  bbuuiillddiinngg  bblloocckkss  ttoo  gguuiiddee  eexxeeccuuttiioonn

PPeeooppllee  PPrroocceessss::  ddeevveelloopp  lleeaaddeerrsshhiipp
ppiippeelliinnee

OOppeerraattiioonnss  PPrroocceessss
  LLaayy  oouutt  tthhee  ppaatthhwwaayy
  BBrreeaakkddoowwnn  iinnttoo  sshhoorrtt--tteerrmm  ttaarrggeettss
  IIddeennttiiffyy  tthhee  pprrooggrraammss  aanndd  mmeeaassuurreess
  MMoonniittoorr  qquuaarrtteerrllyy

==

Source:  Bossidy, L. (2002).  Execution: The Discipline of Getting Things Done.
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