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A Few Notes...

GRrour

* Recording
— We are recording this webinar and will email you the link to view the replay within 48 hours.

* Handout of the Webinar
— We will provide a PDF copy of this webinar when we email the link for the replay.

* Questions during the webinar

— Please use the Q&A box that is located on the bottom menu and type your question in the
pop-up box. Do not use the Chat box for questions.

— We will answer as many questions as time permits at the end of the webinar.

Audio Settings ™
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Our experience:
* 25 years training and consulting
* 40* Countries
* 300* private sector, government,
and mission-driven organizations
* 10,000* delegates trained/certified
* Seven languages
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Poor strategy... poor implementation... or good strategy/poor implementation...or...?2

* Too much emphasis on planning - too little focus on execution

* Strategic plans with outputs, projects and activities — but don’t talk to goals, and the strategy
for achieving them

* Poor communication of goals and strategy below the executive level

* A Vision statement that sounds nice but is open to many different, yet plausible,
interpretations, with no clear Goals

* Poor alignment between corporate strategy and operational business units and support units

+ Too many projects, not connected to strategy

©1997-2024 Strategy Management Group.

Strategy Execution: The systematic implementation of strategy through employee activities and
processes that are aligned with the organization’s mission and vision.

Strategic Creating a
? Project/Portfolio —+ Performance
x Management Culture

Performance Analysis, Aligning and
Strategy Reporting and e Operationalizing Successful
and Informing Strategy Strategy

Strategic Execution

Planning ',"’“ Engaged Leadership & Governance
(2

egy Management Group.
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Strategic ? Strte y\
9 &

Story Telling . Implementing

Strategic

Discovery

Thinking - -
Planning Execution
* Customer/Stakeholder * Strategy = the Path and the Plan * Aligned organization to strategy
Needs * Key Elements: Vision, Mission, * Engaged leadership and governance
* Understand the Business Values, Strategy, KPIs, Prioritized A performance culture
Environment Strategic Initiatives * Strategy operationalized
" scenarios and futures " Balanced Strategic Plan to * Performance informs decision making
* Risks and risk mitigati Communicate Strate . . .
isKs and risk mitigation & * Strategic Project/Portfolio Management
= Our customer value * Change Management Plan
proposition

Strategic

&

Story Telling
Planning

Strategic

Discovery

Thinking

Some Strategy Execution Tools and Techniques to Build a
Strong Foundation
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e Strategy Elements Inventory Provide a Baseline
e for Improvements

ev15|on

Mission Mission statement is old; revisit

Vision IZI ) Developed & validated last year

Core Values | I:| Finished; revalidated existing

Qv?rarchlng Strategic Result tied to O O Not developed yet

Vision

Communications & Change O O Not developed yet :
Management Plan THE
Enablers / Pains | O I;;\)/e SWOT from a few years lNSTlTE
Customer Needs and Value Proposition M O M Started; more discussion req’d et
Strategic Themes and Results O O [ ot developed yet DD WSty
Perspectives M O Done —
Strategic Objectives O O ] Strategic altitude is wrong o
Organization Strategy Map O O ] Not developed yet

Performance Measures & Targets | O | First pass done; too operational

Strategic Initiatives M O M First pass done

Balanced Scorecard System Graphic O O I  \ot developed yet

Strategic Plan & Story 4] O M Partially done

Automation Plan O O Not developed yet

Cascading Plan O O Not developed yet

Evaluation Plan O O Not developed yet T o103 :

Facilitated Strategy Workshops
Build Buy-in and Accountability

Lecture, large group
discussion, small
group work, advising
and coaching

©1997-2024 Strategy Management Group. [
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Use a Strategy Profile to:

competitive business
strategy
* Evaluate how well you

areas to focus onin the
future

* Develop your organization’s

implemented your strategy
compared to competitors

* Identify the most strategic

High

Emphasis

Low

Southwest Airlines

Other Airlines

Meals Lounges

Seating Spoke
Choice and Hub

Market Differentiators

Source: Adapted from Charting Your Company’s Future, W. Chan Kim and Renée Mauborgne, HBR, June 2002.

Aircraft Friendly A‘;:U‘n 4

Diversity Service Time
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Financial

-~

Lower
Cost

Increase
Profitability

Increase
Revenue

Customer/
Stakeholder

A

Lower

Wait Time

Improve
Customer
Retention

Improve
Customer

QoL

Business
Processes

-~

Increase
Process
Efficiency

Organizational
Capacity

Improve
Knowled

e and Skills

Improve Strengthen

Tools and Safety
Technology Culture

The Strategy Map
Facilitates Strategic
Conversations

Strategy Management Group.
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susan . 4
Komen

re

Expand and
Diversify Funding
Sources

Optimize Use
of Resources

Operational SR R
Effectiveness Stimulate
: Development/ Align Resources Improve Internal
Cultivate and Leverage Implementation With Strategies Business Processes
Strategic Relationships of New: Ideas £

Organizational
Capacity

Build a Forward Thinking
Culture of Empowerment

and Accountability

Attract, Retain,
And Develop
The Right People

Enhance and Leverage
Business Systems

©1997-2024 Strategy Management Group.
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Strategic
Altitutg:le Customer/Stakeholder/Market Needs
30,000 ft. Mission
Purpose: what we do
Vision
25,000 ft. Picture of the future corporate or
i
P i Enterprise-
; _oerspectives wide Strategy
Different view of organizational performance Formu Iation
15,000 ft. Strategic Themes and Results (Strategy)
Main focus areas (pillars of excellence) driving key results
Strategic Objectives and Strategy Maps
Key strategy components connected to tell a cause-and-effect value creation story
Performance Measures and Targets
Captures whether an organizationis performing at the desired level or not
Ground Strategic Initiatives
Level and action plans th
©1997-2024 Strategy Management GV’;WL;pT J!
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Financial

Customer

Visualize
Strategy

Internal
Pracess

Organizational
Capacity

Source: Balanced Scorecard Institute Nine Steps to Success ™

Be aworld-revolutionizing provider of energy praducts

Etficiently deliver the highest standard of service providing energy products and expertise to our customers Progre
International Growth Operational Excellence eadership
Increase in size and shareholder value through Process and services are executed in a timely, accurate, value-added Worldwid for i
i i nd asset i and cost-effective manner that e expertise.
- € Prioritize
+Profit +4N153% per year Ir;i:ialtivsl
| ts
+Operat 1s T Implemented new financizl system and . ‘ojec
pereling cos peryear benchmark results 1
+Revenue in targeted mafkets < A\5i per year
|+ Customer experience score «AN5% next period
| wofcustomerswinCReharter | c87knetperiod | | et markats
| Awareness and leadership score *983% next period *Develop customer knowledge (CK) charte
| -References inmedia +15 new references|
+Efficiency index - A5 pet year ~Establish acquisition integration team
o ~EBIT from acquisitions «$15M this year ~Establish Business Process Reengineering
+Time to post *5business days (BPR) team
*4 oftransactions in CRM *65% next period - Fﬂ'mﬂl:liﬁ niew product development cycle
~New products/SVCs as % of sales 143 this year *Formalize CRM gualfication precess
+% employee development plans in +T0%thisyear
- | placs  -CRM system training
E‘r"‘\‘p ::E Optimize +0% systems automated *72% this year . ~Redesign employee certification process
Expertise Technology 5 | - Operating cosUFTE +$3,350/FTE ~Establish thought leadership committee
| - ~Formalize research expertise strategy
~Articles published 125 this year

*Intagrity

sity of Knowledge « Hanesty » Te

ation » Entreprenevrial » Thirst for Knowledge

©1997-2024 Strategy Management Group.
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Strategic
Initiatives

Strategic
Plan

Equipment

Facilities
Technology

Inventory
Other Capital

Strategic
Dollars

STRATEX

Operating

Capital

Dollars

= STRATEX = Strategic
Initiative budgeted
. expenditures

Projects

Dollars s
Services

Operations

©1997-2024 Strategy Management Group.
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Communicate the Strategic Plan

Implement Change Management

Strategy

Rollout Inform the Budget Process

Setup for Strategic Alignment

Manage Strategy Implementation

Strategic
Jox

Implementing
Execution

Some Strategy Execution Tools and Techniques to Close the Gap

©1997-2024 Strategy Management Group.
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Senior leadership should:
* Maintain a clear strategic focus
* Engage everyone in developing and executing strategy
* Provide high visibility and active personal engagement

» Assume personal accountability and ownership for the execution of
strategy

* Eliminate obstacles
* Operate regularly and effectively as a team

* Make positive use of measurement in managing strategy

INTENDED RESULT: The Senior Leadership team and its members
provide active, personal and visible leadership for the strategy and its
execution.

19

* Consistency in leadership commitment is a critical factor

— Employees have to understand that change is

o Change is enabled when employees are
inevitable

involved and equipped, and they see
— Leaders must “Walk the talk” visible commitment to the change!

* Employees must understand the WHY and the HOW (the
business case)
— Find the “WIIFM” (What’s in it for Me?) for all
employees

* Ensure that employees have the training and
infrastructure they need to implement the change

Source: Developed from material by Pam Weppler

20
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* Ensure explicit ownership of the strategy
communication process

* Ensure consistency of message

* Make strategy communication is a regular
process, not a one-off event, using a range of
appropriate communication media, messengers,
and timing

* Involve mid-level management to translate
enterprise-level messages into local relevance

¢ . “ ”_ ’ _
“What if, and | know this sounds kooky, !:lever forget WI_IFM What S l:,lt For Me
we communicated with the employees” Why are you telling me this stuff:

21

Strategic Objectives at Corporate level

Main focus = Strategy for success

Strategic Objectives at Business and Support Unit
levels

Focus = strategic and operational contributions to
overall strategy

Personal Objectives
What personal contribution do | make
to my unit’s overall objectives / strategy?

©2024 Strategy Management Group Inc.. All rights reserved. Do not copy without permission.
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Improve
Resourcing

* Funding

* Workforce
« Infrastructure

" Improve

Production

* Quality * Accurate « On-time
* Efficiency information delivery

* Timeliness * Customer « Correct order
* Output experience

Provi
Customer
Interaction

~—

nprove
Product

Delivery

N\

\

\

Strategy: Operational Excellence

/

/

/

* Production
costs

« #of FTE’s

* Other units of
production

* % waste or
reworked

* # Produced | #
input

* % accurate
* % satisfied with

service

* % delivered on

* % delivered

time

correctly

* % produced on

time
* Production
quantities

Desired Result:
High quality

delivered on time

Improve
Customer
Satisfaction

* Recommendations
* Loyalty
« Satisfaction

products are

* % new customers
from
recommendations

* % repeat
customers

* Net Promoter
Score

23

* ldentify process components in each step

* Highlight opportunities to make steps more strategy supporting

* Identify tools, techniques, and interventions to improve alignment between
project management and strategy

1

Selection &
Initiation

Selection and Initiation

Plan
Projects

p

* Identify potential strategic projects (i.e., enterprise-wide impact)
* Conduct business case analysis on potential projects
* Prioritize and fund projects (STRATEX)
» Write Strategic Project Charters for the portfolio of projects

5

Project
Close

Performance
& Control

4

©1997-2024 Strategy Management Group.
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Performance Questions:

* “What are we trying to accomplish?”’
* “How will we know success when we see it?”

* “How will we monitor and report performance using simple,
easy to understand information that informs decision making?”

Operational Measurements

Process Outputs

(e.g., FTE’s, (e.g., cycle time to (e.g, no.
program process a disaster people
budget) relief application) served)

Project Measures
(e.g., schedule, resources, scope, risk)

Reporting

Strategic (Impact) Measurements

Intermediate
Outcomes
(e.g., reliefis

provided in a timely
manner)

End
Outcomes
(e.g., people's lives
improve)

STRATEGY

> t‘g,/\(;l.‘\u_m COACH
ROUIP

BALANCED SCORECARD INSTITUTE

Conclusion

©2024 Strategy Management Group Inc.. All rights reserved. Do not copy without permission.
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EN
Group

BAtancen ScoRecam sy

Vision
Mission
Val Strategic
aues Themes/Priority

Areas

Strategic Results

(Goals) Strategy

Strategy Execution Process

Strategy Execution Conclusions:

* Strategy execution should begin at the strategy
development and planning step

* Using a disciplined process, and SE tools and
techniques improve success odds

Strategic
Initiatives

Strategic

Budgets * Successful strategy execution is a change initiative,

involving changing hearts and minds, and creating a
high-performance culture

Strategy Map
Strategic
Objectives

Operations

SMART

Goals
Projects

Individual
Development

Programs

Service Areas/
Services

Operational

Budgets

Individuals

Plans )
Incentives

Activities

Rewards, Recognition &

©1997-2024 Strategy Management Group.
|
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Example: Strategy Execution RoadMap

STRATEGY EXECUTION ROADMAP

Imperative 1: Leadership & Governance

Component Desired Outcome Current Underlying Proposed Owner Priority
Status Challenges Improvements (H/m/L)

Boards and leaders know and Good relationship between Board| No formal Leadership

Leadership and execute their roles and and leadership; some communications workshop CEO Med

Governance responsibilities effectively communications issues between | structure <

leaders and managers

Leadership and Differences between Ieadership Mixed roles — some leaders act No clear ) Leaders versus. _
and management are reflectedin | like managers, some managers understanding of managers training HR High

Management our organization’s work act like leaders different roles workshop
Leadership roles and Four out of five leaders have clear| Obvious “turf Clarify roles and

Leadership Roles responsibilities are clear and roles and responsibilities overlap” with two | responsibilities CEO High
unambiguous leaders
Overall organization goals are Goals are clear at corporate level | No disciplined Leaders and

Setting Organizational developed and communicated, and| but could be better connectedto | process of goal managers meet on| Executive High

Goals translated into other level goals our vision; goals not translated translation goal translation Team 8

well below the executive level
Communicating with Consistent messaging is apparent, | Our public ir?formation office lis No obvious flaws None
N and messages are in the on top of this—good messaging o o

Clarity appropriate “language”

Additional factors - if

appropriate

©1997-2024 Strategy Management Group.
|
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Strategy Execution
Professional Certification

4-day Course
Available Now!

What’s New!

Watch your emails for updates!

Strategy Execution
Essentials

2-day Course
Coming 15t Quarter 2025

Our training courses are available worldwide, accommodating various
time zones, and can be attended in-person or online. We also offer in-
house training options that can be delivered directly at your location.

Strategic Management
Maturity Model v2.0™
and Award for Excellence

Leadership
and

Performance
Culture and

Governance

Change
Management

Sustainability

Strategic

Strategic
Thinking

Management
Maturity
Model™

Process
Improvement

and
Planning

Alignment and
Operationalizing
Strategy

Strategic
Project and
Portfolio
Management

Performance
Reporting,
Analyzing,

and
Informing ©19972024 Strategy
Management Group.

Compare your organization to
worldwide best practices!
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STRATEGY
. MANAGEMENT
GRroup

BALANCED SCORECARD INSTITUTE

Questions?

COACH

Visit strategymanage.com
for more information

Audio Settings
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