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Introduction & Purpose

The Stra tegic Performance Index is  a  leadership assessment measuring organizationa l success
across key areas o f growth, viability and susta inability. Individua l s tra tegic competencies are
aggregated into  a  Stra tegic Performance Index. The index is  a  measurement o f leadership’s
perspective o f s tra tegic performance across s ix success factors universa lly recognized as
contributing factors essentia l fo r effective stra tegy design, implementation and ongo ing
performance management. These success factors include specific organizationa l competencies
within: market awareness, organizationa l vis ion, financia l hea lth, customer development,
process improvement and the management o f human capita l.

Utilizing a  survey-based methodo logy, the Stra tegic Performance Index and associa ted Success
Factors measure perception across 17 unique Stra tegic Competency Areas associa ted with the
competencies required for the successful creation and execution o f highly-effective
organizationa l s tra tegies. The associa ted competencies are universa l. They are relevant to  fo r-
pro fit companies, non-pro fit o rganizations, educationa l and government entities.

An organization’s Stra tegic Performance Index and measurements across the s ix Success
Factors and underlying Stra tegic Competencies are used as an effective too l fo r measuring
a lignment and dispers ion among the perception o f an organization’s leadership team.

Is the leadership team a ligned on vis ion, miss ion and va lues?

Is there consensus around the organization’s competitive advantages and its  ability to
identify, reta in, and build customer rela tionships?

In this  capacity, the Index is  a  vita l too l fo r identifying areas o f opportunity, a lignment and
consensus-building prio r to  initia ting Stra tegic Planning competencies.

The Stra tegic Performance Index and associa ted measurements are a lso  a  benchmarking too l.
It establishes a  benchmark for comparing individua l organizationa l performance aga inst the
performance o f s imila r organizations defined by s ize, industry or trade. As a  benchmarking too l,
these measurements identify areas o f s trength and opportunity. The information is  a  useful
starting po int and should be combined with additiona l s tra tegic ins ight prio r to  stra tegy design,
including environmenta l ana lys is, customer ins ight, employee ins ight, market trends and
operationa l considera tions.
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Using the Report

This report is  grouped by s ix critica l success factors required for achieving organization-wide
success in effective stra tegy design, implementation and ongo ing performance management.

Success Factor #1, Market Awareness: A deep apprecia tion o f an organization’s orienta tion
within the markets served is  essentia l fo r identifying best options for growth and susta inability.
Eva luating your current market position and your ta rget market will help you develop stra tegies
and find clear avenues to  reach target markets better and more effectively.

Associa ted stra tegic competencies include:

Depth o f environmenta l, competitive and market knowledge.

Customer understanding.

Understanding o f true competitive advantage.

Success Factor #2, Organizational Vis ion: An organization’s co llective vis ion articula tes a
preferred future or an idea l s ta te. It is  a  shared expression o f optimism, which defines the future
and the end result when the future- sta te is  achieved.

Associa ted stra tegic competencies include:

Sense o f core purpose.

Embedded core va lues.

Crysta l clear future direction.

Success Factor #3, Financial Health: Financia l hea lth is  defined by your organization’s ability
to  identify, manage and grow pro fitable revenue streams. An organization’s financia l hea lth and
susta inability is  the ultimate rea lity check on an effective stra tegy and the execution o f it.

Associa ted stra tegic competencies include:

Revenue growth.

Profitability improvement.

Success Factor #4, Customer Development: Customer development is  an organization’s
ability to  identify, build and reta in rela tionships necessary to  achieving an organization’s
stra tegic objectives and organizationa l goa ls.

Associa ted stra tegic competencies include:

Customer acquis ition.

Customer retention.
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Success Factor #5, Continuous Process Improvement: Interna l process improvements are
integra l in measuring an organization’s ability to  effectively design, implement and manage
ongoing performance associa ted with stra tegic initia tives. High-performing organizations invest
energy to  understand why things happen and apply the knowledge to  eliminate, improve, or
create new processes for driving organizationa l success.

Associa ted stra tegic competencies include:

Innovation and operationa l excellence.

Technology capabilities.

Execution readiness.

Organizationa l communication.

Success Factor #6, Human Capital Management: Human capita l is  an amalgamation o f an
organization’s inherent ta lent, skills  and knowledge required to  effectively deliver aga inst an
organization’s miss ion. Investing and nurturing an environment, which develops human capita l
a ligned to  the requirements o f effective stra tegic management is  a  competitive advantage o ften
separating those who succeed and those who don’t. Ultimately, great s tra tegy execution only
happens when the right skills  and capabilities are organized and a ligned to  the right s tra tegic
direction.

Associa ted stra tegic competencies include:

People expertise and organization.

Culture o f learning and growth.

Strength o f leadership.
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Understanding the Success Factors

Your organization’s performance aga inst each Success Factor is  determined by measuring
achievement o f the 17 corresponding Stra tegic Competencies. Determining achievement o f a
Stra tegic Competency Area is  measured by assessing specific competencies within each area.
It is  these competencies, which formula te the questions used within the survey assessment.

During the survey assessment, respondents are asked for their perception o f performance
associa ted with each activity. An ana lys is o f survey responses by OnStra tegy generates an
aggregate score for each Stra tegic Competency. Your individua l Stra tegic Competency score, a
benchmark aga inst s imila r organizations, and overa ll ranking is  provided for quick reference to
areas your organization is  performing well and to  those areas needing additiona l investment.

For each Stra tegic Competency, OnStra tegy provides recommendations for improving
organizationa l performance. Suggested actions are not exhaustive. Rather, they are provided as
examples or a  basis to  discuss possible corrective actions. Tips for us ing OnStra tegy as an
organization-wide pla tform for s tra tegy design, implementation and ongo ing performance
management are a lso  provided.

Interpreting the Data

The Stra tegic Performance Index is  a  preliminary exercise, which is  helpful in identifying the
unique stra tegic position o f your organization. Benchmark scores and suggested actions should
supplement additiona l organizationa l initia tives to  identify, va lida te and act upon genuine
organizationa l s trengths and areas o f opportunity.

Additiona l input from sta ff, employees, and customers or constituents should a lso  be
considered. Certa in scores within the Report may suggest additiona l assessments should be
undertaken to  develop a  more thorough perspective for rectifying a  problem area.
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M3 Planning Strategic Performance Index Summary

5.811 .41 6.8

Performance Across Each of the Success
Factors

Overal l  Strategic Performan ce In dex 311 .23 333.2 -21 .97

M arket Awaren ess    

Depth  of En vi ron men tal ,  Competi tive an d M arket Kn owledge 26.22 26.2 0.02

Cu stomer U n derstan din g 22.1 4 22.8 -0.66

U n derstan din g th e Competi tive Advan tage 1 6.1 6 1 7.3 -1 .1 4

Organ ization al  V ision    

Sen se of Core Pu rpose 1 7.49 1 7.3 0.1 9

Embedded Core Valu es 1 6.97 1 6.8 0.1 7

Crystal  Clear  Fu tu re Di rection 1 6.36 1 5.7 0.66

Fin an cial  H eal th    

R even u e Growth 1 8.11 22.4 -4.29

Profi tabi l i ty Improvemen t 1 4.38 1 5.8 -1 .42

Cu stomer Developmen t    

Cu stomer Acqu isi tion 1 5.67 1 6.3 -0.63

Cu stomer R eten tion 1 8.79 22.6 -3.81

Con tin u ou s Process Improvemen t    

In n ovation  & Operation al  Excel len ce 23.64 28.3 -4.66

Tech n ology Capabi l i ties 1 5.27 1 6.4 -1 .1 3

Execu tion  R eadin ess 21 .04 21 .8 -0.76

Organ ization al  Commu n ication 1 5.73 1 6.5 -0.77

H u man  Capi tal  M an agemen t    

People Expertise & Stru ctu re 1 9.23 21 .4 -2.1 7

Cu l tu re of Learn in g & Growth 1 7.1 2 1 8.1 -0.98

Stren gth  of Leadersh ip 1 6.91 1 7.5 -0.59

Green  (Top P er formers ) : 356 an d abov e
Yel l ow (Mi d P er formers ) : 1 9 1 -355
Red (B ottom P er formers ) : 1 9 0 an d bel ow
B en ch mark ed agai n s t s i mi l ar  organ i zati on ’s  y ou  are i n  th e top 9 3.41  percen t.
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You r Score 26.22

Al l  Scores 20.7

Top Performers 26.2

Top
Performers Al l Al l /Top

Performers

Success Factor #1: Market Awareness

Mark et Awaren es s  i s  defi n ed as  th e col l ecti v e i n s i gh t amon g l eaders h i p an d s taff of y ou r  organ i zati on s  pos i t i on  an d
u n i qu e v al u e propos i t i on  rel ev an t to th e mark ets  an d cu s tomers  y ou  s erv e. J u s t as  mark ets  ev ol v e, n eeds  of cu s tomers
ch an ge, an d n ew competi t i v e offer i n gs  emerge, an  awaren es s  of y ou r  pos i t i on  mu s t be con ti n u al l y  reev al u ated an d
i n tegrated i n to effecti v e s trategy  des i gn , i mpl emen tati on  an d on goi n g per forman ce man agemen t. 

D EPTH O F ENVIRO NMENTAL,
C O MPETITIVE & MARKET
KNO WLED G E

( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Ou r  or gan i zati on  r egu l ar l y col l ects an d
assesses i n for mati on  con cer n i n g
gen er al  tr en ds ( e. g .  competi ti on ,
tech n ol ogy,  l i festyl es)  th at mi gh t af fect
ou r  bu si n ess.

        5. 07     

We r egu l ar l y h ave cr oss-fu n cti on al
meeti n gs to d i scu ss emer gi n g i n du str y
an d mar k et tr en ds/devel opmen ts ( e. g . ,
cu stomer s,  competi ti on ,  su ppl i er s) .

        5. 14     

Th e pr odu ct/ser vi ce l i n es we of fer  ar e
based on  r eal  mar k et n eeds an d n ot on
i n ter n al  or gan i zati on al  pol i ti cs.

        5. 42     

Ou r  or gan i zati on  h as a for mal  pr ocess
for  assessi n g ou r  competi tor s'
competen ci es.

        5. 21     

A SWOT an al ysi s i s con du cted at l east
an n u al l y fol l owed by execu ti ve
l eader sh i p  i n ter pr etati on  an d acti on .

        5. 38     

5-1 6 – Red
Great s trategy  creati on  s tar ts  wi th  an  " ou ts i de-i n "  l ook  at y ou r  organ i zati on . Tak e th e f i r s t s tep th i s  cy cl e to con du ct par t
of an  en v i ron men tal  s can  u s i n g eas i l y  acces s i bl e i n formati on  s u ch  as  gath er  k ey  i n du s try  tren ds , determi n e
s tren gth s /weak n es s es  of y ou r  top 5 competi tors  or  do a P ES TEL. Us e th e res u l ts  of th i s  ex tern al  an al y s i s  to popu l ate th e
O  (oppor tu n i t i es )  an d T ( th reats )  par ts  of y ou r  S WOT. 

1 7 -2 5 – Yel l ow
You  h av e th e di s ci pl i n e of con du cti n g an  ex tern al  an al y s i s , bu t th ere’s  room for  i mprov emen t. P i ck  th e l owes t per formi n g
acti v i ty  i n  th e l i s t abov e to focu s  on  i mprov i n g th i s  y ear. D on ' t forget to bu i l d th e ou tcomes  of th i s  an al y s i s  i n to th e O
(oppor tu n i t i es )  an d T ( th reats )  par ts  of y ou r  S WOT. 

2 6-33 – G reen
Ou ts tan di n g effor t!  Keep u p th e good work  by  refres h i n g y ou r  i n du s try, mark et an d competi t i v e an al y s i s  for  th i s  cy cl e.
P u s h  th e en v el ope by  th i n k i n g abou t es tabl i s h i n g " ear l y  warn i n g"  i n du s try  i n di cators  to mak e th i s  ex erci s e more t i mel y.
(Ear l y  warn i n g i n di cators  are macro i n di cators  s u ch  as  h ou s i n g s tar ts , con s u mer  pr i ce i n dex , etc. th at h av e predi ct i v e
i n f l u en ce on  y ou r  bu s i n es s .)  
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You r Score 22.1 4

Al l  Scores 1 7

Top Performers 22.8

Top
Performers Al l Al l /Top

Performers

C USTO MER UND ERSTAND ING ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave a cl ear  an d con ci se def i n i ti on
of  ou r  i deal  cu stomer  pr of i l e.          5. 64    

Ou r  mar k eti n g team h as devel oped
compr eh en si ve pr of i l es for  al l
si gn i f i can t cu stomer  segmen ts.

        5. 08     

We h ave cr eated a val u e pr oposi ti on  so
th at ou r  or gan i zati on  occu pi es a
di sti n cti ve p l ace i n  th e " mi n d"  of  th e
tar get mar k et.

         5. 67    

Th e " Voi ce of  th e Cu stomer "  i s k ey i n pu t
to str ategi c deci si on s.          5. 75    

4-1 3 - Red
Organ i zati on s  are wi l dl y  s u cces s fu l  becau s e th ey  con s tan tl y  ex ceed th ei r  cu s tomers '  ex pectati on s . B efore proceedi n g
wi th  s trategy  creati on , s er i ou s l y  con s i der  con du cti n g a cu s tomer  i n s i gh ts  as s es s men t to i den ti fy  k ey  n eeds , wan ts  an d
v al u e y ou  are prov i di n g to y ou r  pr i mary  cu s tomer  grou ps . I f  y ou  h av e oth er  red areas  wi th i n  P h as e On e, i gn ore th em for
th i s  cy cl e an d focu s  on  br i n gi n g th e " Voi ce of th e Cu s tomer "  i n to y ou r  pl an n i n g proces s . 

1 4-2 2  – Yel l ow
You r  organ i zati on  h as  th e bas i s  for  con du cti n g th e s trategi c competen ci es  i n  cu s tomer  u n ders tan di n g. Here i s  h ow to
i mprov e th em. If  y ou  h av e cu r ren t cu s tomer  i n s i gh ts , u s e th at data to dev el op or  ref i n e cu s tomer  profi l es  for  y ou r  pr i mary
cu s tomers  to i n cl u de wel l -ar t i cu l ated v al u e propos i t i on  for  each  cu s tomer  s egmen t. I f  y ou  don ' t h av e cu r ren t cu s tomer
i n s i gh ts , s ee th e s u gges ti on s  u n der  th e " red"  category. 

2 3-2 5 – G reen
Organ i zati on al l y  y ou  h av e a s tron g k n owl edge of pr i mary  cu s tomer  s egmen ts  an d th ei r  n eeds . Us e y ou r  cu r ren t
cu s tomer  i n s i gh ts  data to i den ti fy  s tren gth s , weak n es s es , oppor tu n i t i es  an d th reats  - popu l ati n g y ou r  S WOT. B u i l d ou t
y ou r  cu s tomer  profi l es  to i n cl u de an  i den ti f i cati on  of target mark et s trategy  - mark et pen etrati on , mark et dev el opmen t, or
produ ct/s erv i ce dev el opmen t.

©2014 OnStrategy All rights reserved. 7 OnStrategyHQ.com | 1-775-747-7407

http://onstrategyhq.com


You r Score 1 6.1 6

Al l  Scores 1 3.4

Top Performers 1 7.3

Top
Performers Al l Al l /Top

Performers

UND ERSTAND ING  O F TRUE
C O MPETITIVE AD VANTAG ES ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Ou r  or gan i zati on  h as establ i sh ed a
pr ovabl e competi ti ve advan tage i n  ou r
tar get mar k ets.

         5. 69    

Ou r  cu stomer s con si sten tl y see a
su per i or  d i f fer en ce between  ou r
pr odu cts/ser vi ces an d th ose of  ou r
competi tor s.

       4. 85      

We ar e con ti n u al l y en h an ci n g ou r
or gan i zati on ' s competi ti ve advan tages
based u pon  cu stomer  feedback .

         5. 62    

3-1 0 - Red
An y  organ i zati on ’s  competi t i v e adv an tage(s )  are th e fou n dati on  of a great, wi n n i n g s trategy. Mak e i t  a focu s  of th i s
proces s  to i den ti fy  at l eas t on e or  two competi t i v e adv an tages  th at y ou  h av e or  th at y ou  n eed to be s u cces s fu l  i n  th e
fu tu re. Tool s  to h el p di s cov er  y ou r  competi t i v e adv an tages  are con du cti n g a competi t i v e an al y s i s , as k i n g y ou r  k ey
cu s tomers  wh y  th ey  do bu s i n es s  wi th  y ou  an d gai n i n g pers pecti v e from y ou r  s taff arou n d th e qu es ti on  of wh at do y ou  do
bes t (better  th an  y ou r  competi tors  an d of v al u e to y ou r  cu s tomers )  as  an  organ i zati on ? 

11 -1 6 – Yel l ow
Wh i l e y ou  h av e i den ti f i ed y ou r  competi t i v e adv an tages , th ey  mi gh t n ot be s u s tai n abl e ov er  th e mi d to l on g term. Mak e i t
a pr i or i ty  as  par t of th i s  pl an n i n g cy cl e to ei th er  s ol i di fy  th em or  modi fy  th em s u ch  th at y ou  are bu i l di n g y ou r  pl an  to
en s u re l on g-term s u cces s . D o s o by  gath er i n g feedback  from y ou r  wh ol e cu s tomer  bas e s peci f i cal l y  to as s es s  th e
s tren gth  of y ou r  competi t i v e adv an tages . 

1 9 -2 1  – G reen
S i n ce y ou  h av e th es e cl ear l y  i den ti f i ed (wh i ch  i s  real l y  th e h ard par t) ,  mak e s u re to bu i l d ou t goal s /obj ecti v es /acti on s
th at s peci f i cal l y  n u r tu re an d dev el op th e competi t i v e adv an tage(s )  s u ch  th at th ey  are s u s tai n ed i n to th e fu tu re.
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You r Score 1 7.49

Al l  Scores 1 3.2

Top Performers 1 7.3

Top
Performers Al l Al l /Top

Performers

Success Factor #2: Organizational Vision

An  organ i zati on ’s  col l ecti v e v i s i on  ar t i cu l ates  a prefer red fu tu re or  an  i deal  s tate. I t  i s  a s h ared ex pres s i on  of opti mi s m,
wh i ch  defi n es  th e fu tu re an d th e en d res u l t wh en  th e fu tu re-s tate i s  ach i ev ed. Th i n k i n g arou n d organ i zati on al  v i s i on  i s
th e gu i de to an  organ i zati on ’s  mi s s i on , v i s i on  an d v al u es  s tatemen ts . G reat s trategy  i s  grou n ded i n  y ou r  core i deol ogy  of
mi s s i on  an d v al u es , wh i l e bei n g pu rpos efu l l y  di rected towards  cas ti n g an  en v i s i on ed fu tu re. 

SENSE O F C O RE PURPO SE ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave a cl ear  u n der stan di n g of  wh y
we ar e i n  bu si n ess.          5. 83    

Th e pu r pose of  ou r  or gan i zati on  i s wel l
u n der stood by al l  per son n el .          5. 75    

Ou r  mi ssi on  statemen t i s con ci se
en ou gh  to f i t on  a t-sh i r t.          5. 91    

3-9  - Red
Hav i n g a great mi s s i on  s tatemen t mean s  i t  an s wers  wi th  cl ar i ty  " wh y  we ex i s t as  an  organ i zati on  an d wh at ou r  core
pu rpos e i s ,"  i t  i s  gen u i n e to ev ery on e i n  th e organ i zati on  an d con ci s e en ou gh  to be memorabl e ( to a degree) . Al l ocate
ti me du r i n g th i s  pl an n i n g cy cl e to s pen d t i me refres h i n g or  dev el opi n g a n ew mi s s i on  s tatemen t. Con s i der  gett i n g s taff
i n pu t i n to v ar i ou s  drafts . 

1 0-1 6 – Yel l ow
You  probabl y  h av e a great mi s s i on  s tatemen t, an d by  ex ten s i on  y ou r  core pu rpos e, bu t i t  i s  n ot wi del y  commu n i cated or
k n own  th rou gh ou t th e organ i zati on . On e way  to en s u re i t  i s  wel l  k n own  i s  to be cl ear  an d con ci s e. Carv e ou t 1 -2  h ou rs
du r i n g th i s  pl an n i n g proces s  to ref i n e wh at y ou  h av e. 

1 7 -2 1  – G reen
You  n ai l ed i t !  Re-commu n i cate th e mi s s i on  s tatemen t, y ou r  core pu rpos e, as  a fou n dati on al  pi ece i n  dev el opi n g th i s
y ear ' s  s trategy, bu t don ' t ch an ge i t .  
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You r Score 1 6.97

Al l  Scores 1 3.7

Top Performers 1 6.8

Top
Performers Al l Al l /Top

Performers

EMB ED D ED  C O RE VALUES ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave n o mor e th an  6 or  7 memor abl e
cor e val u es th at h ave been  th ou gh tfu l l y
sel ected.

         5. 62    

Ou r  or gan i zati on ' s cor e val u es ar e
deepl y i n gr ai n ed an d w i del y sh ar ed by
man ager s an d empl oyees.

         5. 50    

Th er e i s n o dou bt ou r  or gan i zati on  w i l l
stan d by an d mai n tai n  ou r  cor e val u es
n o matter  wh at h appen s i n  th e
competi ti ve en vi r on men t.

         5. 85    

3-1 0 – Red
Core v al u es  s erv e th e pu rpos e of s ett i n g ex pectati on s  arou n d h ow we wi l l  beh av e as  a grou p of profes s i on al s  to del i v er
on  ou r  mi s s i on . S pen d t i me du r i n g th i s  cy cl e to dev el op a s h or t (or  s h or ter  th an  wh at y ou  h av e n ow)  l i s t of " th emes "  th at
ex pl ai n  th os e ex pected beh av i ors . Ov er  th e cou rs e of th e y ear, work  on  bu i l di n g th os e v al u es  th emes  i n to fu l l
s tatemen ts  th at ex pl ai n  th e beh av i or  y ou  ex pect to s ee.

11 -1 6 – Yel l ow
Li k el y  y ou r  organ i zati on  h as  a s et of core v al u es , bu t th ey  are n ot wel l  s oci al i zed th rou gh ou t th e organ i zati on . Con s i der
modi fy i n g th em to i n cl u de a ph ras e th at ex pl ai n s  th e beh av i or  y ou  ex pect to s ee wh en  l i v i n g by  th e v al u e. D o th i s  ei th er
th rou gh  a fu l l  organ i zati on al  en gagemen t ex erci s e or  v i r tu al l y  v i a a di s cu s s i on  grou p. Mak e th e v al u es  v i s i bl e i n  th e
off i ce, i n  empl oy ee ev al u ati on s  an d ex ecu ti v e commu n i cati on .

1 7 -2 0 – G reen
You  are doi n g s ometh i n g r i gh t! Con grats ! Add th i s  as  a s tren gth  i n  y ou r  S WOT. S h are wi th  oth er  ex ecu ti v es  abou t h ow
y ou  en grai n ed core v al u es  i n to ev ery on e' s  day -to-day  beh av i or. We' d l ov e to s potl i gh t y ou r  s u cces s  h ere. 

©2014 OnStrategy All rights reserved. 10 OnStrategyHQ.com | 1-775-747-7407

http://onstrategyhq.com


You r Score 1 6.36

Al l  Scores 11 .6

Top Performers 1 5.7

Top
Performers Al l Al l /Top

Performers

C RYSTAL C LEAR FUTURE
D IREC TIO N ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave devel oped a vi si on  of  wh at ou r
or gan i zati on  w i l l  l ook  l i k e i n  5+ year s
f r om n ow.

        5. 36     

Ou r  or gan i zati on ' s vi si on  statemen t
pr ovi des th e d i r ecti on  for  ou r
or gan i zati on  wh i ch  i s th e basi s for  al l
si gn i f i can t deci si on s.

        5. 29     

Ou r  vi si on  expr esses th e i mpact ( i . e.
w i th  stak eh ol der s,  i n  th e mar k et,  i n  th e
commu n i ty)  we i n ten d to ach i eve.

         5. 71    

3-8 – Red
Vi s i on  an s wers  th e qu es ti on  " wh ere are we goi n g"  an d i t  i s  cr i t i cal  to h av e as  a beacon  by  wh i ch  al l  of y ou r  s trategi es ,
goal s  an d acti on s  are ev al u ated agai n s t. I f  y ou  are s tar t i n g wi th  a bl an k  s l ate, gath er  empl oy ee i n s i gh ts  to h el p s eed th e
th i n k i n g. Al s o con s i der  con du cti n g a mark et an al y s i s  to determi n e wh ere th ere i s  poten ti al  " wh i te s pace"  i n  th e mark et.
B l ock  ou t at l eas t 2 -4 h ou rs  to work  on  cas ti n g y ou r  v i s i on  for  th e fu tu re.

9 -1 5 – Yel l ow
Refres h  y ou r  v i s i on  s tatemen t to mak e i t  more rel ev an t an d more di recti on al . D o s o by  ch an gi n g th e core s tatemen t,
addi n g v i s i on  des cr i ptors  to mak e th e v i s i on  come al i v e an d/or  br i n gi n g ou t more cl ear l y  th e i mpact y ou  ex pect to s ee as
a res u l t of y ou r  effor ts . D on ' t forget - v i s i on  s tatemen ts  n eed to n ot on l y  s erv e as  y ou r  " Nor th  S tar,"  th ey  al s o n eed to be
i n s pi rat i on al  an d as pi rat i on al !
1 6-1 9  – G reen
Cl ear l y  y ou  h av e a wel l -ar t i cu l ated fu tu re di recti on  th at ev ery on e on  th e l eaders h i p team u n ders tan ds  an d agrees  wi th .
Ni ce work ! Us e y ou r  v i s i on  as  a f i l ter  for  al l  deci s i on s  made du r i n g th i s  s trategy  creati on  proces s . B roadcas t y ou r  v i s i on
broadl y  an d rei n force i t  wh en ev er  pos s i bl e cou pl ed wi th  proof poi n ts  of progres s .
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You r Score 1 8.11

Al l  Scores 1 8.4

Top Performers 22.4

Top
Performers Al l Al l /Top

Performers

Success Factor #3: Financial Health

Fi n an ci al  h eal th  i s  defi n ed by  y ou r  organ i zati on ’s  abi l i ty  to i den ti fy, man age an d grow profi tabl e rev en u e s treams
n eces s ary  to effecti v el y  bu i l d an d retai n  cu s tomer  rel at i on s h i ps . Regardl es s  of th e i n du s try, for  profi t ,  n on -profi t ,
gov ern men t or  edu cati on , th e f i n an ci al  h eal th  of an  organ i zati on  i s  i mperati v e i n  ex ecu ti n g agai n s t s trategi c obj ecti v es
an d goal s . 

REVENUE G RO WTH ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We con ti n u al l y sear ch  for  addi ti on al
sou r ces of  r even u e f r om n ew mar k ets.       4. 38       

We con ti n u al l y sear ch  for  addi ti on al
sou r ces of  r even u e f r om n ew cu stomer s
i n  cu r r en t mar k ets.

       4. 79      

Ou r  or gan i zati on  i s su ccessfu l  at
devel opi n g deeper  r el ati on sh i ps w i th
exi sti n g cu stomer s r esu l ti n g i n  gai n i n g
a l ar ger  sh ar e of  cu stomer s'  wal l ets.

       4. 71      

We con si sten tl y meet ou r  sh or t-ter m
f i n an ci al  goal s.       4. 23       

4-1 4 – Red
Rev en u e growth  ov eral l  i s  a weak n es s  i n  y ou r  organ i zati on . In s tead of tack l i n g al l  s trategi c al tern ati v es  for  i mprov i n g
rev en u e growth , s el ect on e or  two areas  to focu s  on  th i s  y ear. Iden ti fy  th es e as  poten ti al  goal s /obj ecti v es  i n  th i s
u pcomi n g pl an . 

1 5-2 1  – Yel l ow
Rev en u e growth  i s  a mi x ed bag of s tren gth s  an d weak n es s es . Iden ti fy  wh i ch  i s  wh i ch  by  n oti n g th os e competen ci es  th at
are l owes t s cor i n g as  weak n es s es  an d th os e h i gh es t s cor i n g as  s tren gth s . D u r i n g y ou r  goal  s ett i n g proces s , s el ect on e
or  two of th e l owes t s cor i n g competen ci es  as  a s trategi c focu s  i n  th i s  u pcomi n g pl an . As  a t i p – i t  i s  eas i er  to grow
rev en u e from ex i s t i n g accou n ts  th an  i t  i s  to s ecu re n ew on es .

2 2 -2 8 – G reen
Mark  down  rev en u e growth  i n  th e s tren gth s  col u mn  of y ou r  S WOT! Li k el y  y ou  are n ot pu rs u i n g both  of th e n ew rev en u e
growth  s trategi es  (mark et pen etrati on  an d mark et ex pan s i on )  wi th  equ al  effor t.  As  a l eaders h i p team, determi n e wh i ch
on e wi l l  be th e s trategi c focu s  i n  th i s  u pcomi n g pl an . 
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You r Score 1 4.38

Al l  Scores 11 .9

Top Performers 1 5.8

Top
Performers Al l Al l /Top

Performers

PRO FITAB ILITY IMPRO VEMENT ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Wh en  con fr on ted w i th  an  i mpor tan t
deci si on ,  we devel op a th or ou gh  cost
ben ef i t an al ysi s of  th e si tu ati on .

      4. 29       

We h ave devel oped ( an d mai n tai n )  a
pr odu cti on  pr ocess for  goods/ser vi ces
th at i s ver y cost ef f i ci en t.

       4. 71      

We h ave an  ef fecti ve cash  man agemen t
system.         5. 38     

3-8 – Red
P rofi tabi l i ty  i s  an  area of weak n es s  for  y ou r  organ i zati on . Cer tai n l y  th e s ol u ti on s  to i mprov i n g profi tabi l i ty  can  be fou n d
i n  th e competen ci es  l i s ted h ere as  wel l  as  i n  th e “Operati on al  Effecti v en es s ”  s ecti on  bel ow. D efi n i tel y  mak e profi tabi l i ty
i mprov emen t as  a s trategi c focu s  i n  th i s  u pcomi n g pl an  by  s ett i n g i t  as  a corporate goal  wi th  cl ear  en d-of-y ear  targets .

9 -1 5 – Yel l ow
Wh i l e s ome of th es e competen ci es  are bei n g per formed wel l ,  s ome cou l d be i mprov ed res u l t i n g i n  an  i n creas e i n
profi tabi l i ty  th i s  comi n g y ear. Note th os e wi th  h i gh  s cores  as  s tren gth s  an d th os e wi th  l ow s cores  as  weak n es s es .
Con s i der  s ett i n g profi tabi l i ty  i mprov emen t as  a corporate goal  i n  th i s  u pcomi n g pl an  wi th  s u ppor t i n g acti on  i tems  i n
th os e areas  th at n eed to be i mprov ed as  l i s ted i n  th e abov e gr i d.

1 6-2 1  – G reen
You  h av e th e r i gh t competen ci es  i n  pl ace to en s u re profi tabi l i ty  i s  mai n tai n ed. D efi n i tel y  n ote profi tabi l i ty  as  a s tren gth .
Wh i l e y ou  are doi n g al l  th e r i gh t th i n gs , i t ’s  l i k el y  y ou  s t i l l  wan t to i mprov e profi tabi l i ty  bey on d wh ere i t  i s  n ow.
D epen di n g h ow man y  oth er  areas  of focu s  y ou  h av e i den ti f i ed i n  th i s  as s es s men t, con s i der  s ett i n g profi tabi l i ty
i mprov emen t as  a corporate goal  i n  th i s  u pcomi n g pl an  i f  y ou  don ’t h av e too man y.

©2014 OnStrategy All rights reserved. 13 OnStrategyHQ.com | 1-775-747-7407

http://onstrategyhq.com


You r Score 1 5.67

Al l  Scores 1 2.2

Top Performers 1 6.3

Top
Performers Al l Al l /Top

Performers

Success Factor #4: Customer Development

Cu s tomer  dev el opmen t i s  an  organ i zati on ’s  abi l i ty  to i den ti fy, bu i l d an d retai n  rel at i on s h i ps  n eces s ary  to ach i ev i n g an
organ i zati on ’s  s trategi c obj ecti v es  an d organ i zati on al  goal s . S u cces s  i n  acqu i r i n g n ew cu s tomers  an d retai n i n g cu r ren t
on es  i s  bas ed on  del i v er i n g a cl ear, mark et-bas ed v al u e propos i t i on . G rowth , th e pr i mary  ou tcome of al l  s trategi c pl an s ,
comes  from ex cel i n g i n  th es e s trategi c competen ci es .

C USTO MER AC Q UISITIO N ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We k n ow wh y ou r  cu stomer s bu y f r om
u s.         5. 46     

We con si sten tl y commu n i cate ou r  val u e
pr oposi ti on  to cu stomer s.         5. 14     

We ar e ver y ef fecti ve at cl osi n g n ew
cu stomer  accou n ts.         5. 07     

3-1 0 – Red
Cu s tomer  acqu i s i t i on  i s  an  i den ti f i ed weak n es s , wh i ch  often  h as  v ar i ed dr i v ers  th at are i n du s try  an d econ omi cal l y
depen den t. Howev er, wh at y ou  can  pr i or i t i ze th i s  y ear  i s  s ol i di fy i n g y ou r  v al u e propos i t i on  to y ou r  pr i mary  cu s tomer
s egmen ts  as  a mean s  to tu rn  th i s  weak n es s  i n to a s tren gth . S et a corporate goal  arou n d n ew cu s tomer  acqu i s i t i on  wi th  a
s u ppor t i n g an d f i r s t acti on  i tem to dev el op y ou r  v al u e propos i t i on  for  y ou r  top th ree cu s tomer  s egmen ts .

11 -1 5 – Yel l ow
For  th os e i tems  th at y ou  s cored h i gh , l i s t th em as  s tren gth s  an d th os e th at y ou  di d n ot as  weak n es s es . B ecau s e al l  of
th es e competen ci es  are cr i t i cal  to effecti v e cu s tomer  acqu i s i t i on , pi ck  th e on e th at i s  th e l owes t as  a s trategi c focu s  for
th i s  u pcomi n g y ear.

1 6-2 0 – G reen
Cu s tomer  acqu i s i t i on  goes  i n  th e s tren gth s  col u mn  of y ou r  S WOT! Tak e th i s  to th e n ex t l ev el  by  cl ear l y  i den ti fy i n g wh at
y ou r  v al u e propos i t i on  i s  for  each  pr i mary  cu s tomer  s egmen t as  wel l  as  y ou r  s egmen t s peci f i c s trategy  for  growth  –
mark et pen etrati on , mark et ex pan s i on  or  produ ct/s erv i ce dev el opmen t.
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You r Score 1 8.79

Al l  Scores 1 8.5

Top Performers 22.6

Top
Performers Al l Al l /Top

Performers

C USTO MER RETENTIO N ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We ar e ver y su ccessfu l  at r etai n i n g
bu si n ess f r om exi sti n g accou n ts.       4. 38       

We con si sten tl y u se a for mal  pr ocess for
measu r i n g cu stomer  sati sfacti on /l oyal ty.        4. 64      

Data on  cu stomer  sati sfacti on /l oyal ty ar e
di ssemi n ated at al l  l evel s i n  ou r
compan y on  a r egu l ar  basi s.

       4. 54      

Ou r  f r on tl i n e per son n el  ar e empower ed
to ti mel y r esol ve al l  r eason abl e cu stomer
compl ai n ts.

        5. 23     

4-1 5 – Red
Gett i n g cl os e to y ou r  cu s tomer  cl ear l y  n eeds  to be a h i gh -pr i or i ty  s trategi c area of focu s  for  th i s  u pcomi n g y ear. S tar t by
es tabl i s h i n g y ou r  cu s tomer  l oy al ty  ben ch mark  th rou gh  a cu s tomer  s u rv ey  th at i n cl u des  qu es ti on s  abou t h ow wel l  y ou
are del i v er i n g on  y ou r  v al u e propos i t i on . P u s h  th e res u l ts  ou t to th e wh ol e organ i zati on  an d i n ci te acti on  th rou gh
i n cen ti v es  l i n k ed to feedback  from th e s u rv ey. Need more i n formati on ?

1 6-2 2  – Yel l ow
It l ook s  l i k e y ou  are doi n g a good j ob at captu r i n g th e v oi ce of th e cu s tomer  bu t n ot n eces s ar i l y  gett i n g th e res u l ts  ou t to
th os e wh o can  di rectl y  an d repeatedl y  affect ch an ge. Note cu s tomer  reten ti on  as  a s tren gth  an d th e i n tern al  proces s  of
di s s emi n ati n g th at feedback  as  a weak n es s . D epen di n g on  th e n u mber  of s trategi c focu s  areas , con s i der  mak i n g th i s  a
corporate pr i or i ty  for  n ex t y ear.

2 3-2 8 – G reen
Cu s tomer  reten ti on  i s  a s tren gth  to be n oted an d cel ebrated! Wh i l e y ou ’re doi n g great, th ere i s  al way s  room for
i mprov emen t wh en  i t  comes  to bei n g more cu s tomer  focu s ed. P i ck  th e l owes t s cor i n g acti v i ty  as  a s trategi c area of focu s
for  n ex t y ear ’s  pl an .
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You r Score 23.64

Al l  Scores 22

Top Performers 28.3

Top
Performers Al l Al l /Top

Performers

Success Factor #5: Continuous Process Improvement

Con ti n u ou s  proces s  i mprov emen t i s  an  on goi n g effor t to i mprov e produ cts , s erv i ces , or  proces s es  s u ppor t i n g an
organ i zati on ’s  s trategi c obj ecti v es  an d goal s . Th es e effor ts  can  s eek  " i n cremen tal "  i mprov emen t ov er  t i me or
" break th rou gh "  i mprov emen t al l  at on ce. D el i v ery  proces s es  are con s tan tl y  ev al u ated an d i mprov ed i n  th e l i gh t of th ei r
eff i ci en cy, effecti v en es s  an d f l ex i bi l i ty.

INNO VATIO N & O PERATIO NAL
EFFEC TIVENESS ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave i mpl emen ted an  ef fecti ve
pr ogr am for  devel opi n g i mpr oved
pr odu ct/ser vi ce i deas.

        5. 46     

We ten d to r espon d r api d l y to ch an ges i n
ou r  cu stomer s'  pr odu ct/ser vi ce n eeds.        4. 58      

Ou r  k ey i n ter n al  pr ocesses ar e wel l
docu men ted ( i . e.  Stan dar d Oper ati n g
Pr ocedu r es) .

       4. 62      

Ou r  or gan i zati on  mai n tai n s depen dabl e
r el ati on sh i ps w i th  i ts su ppl i er s ( Su ppl y
Ch ai n  R el ati on sh i p  M an agemen t) .

      4. 36       

We h ave a pr ocess th r ou gh  wh i ch  we
con si sten tl y del i ver  er r or -f r ee
goods/ser vi ces on  ti me.

       4. 62      

5-1 5 – Red
In  terms  of i n n ov ati on  an d operati on al  effecti v en es s , both  of th es e are weak n es s es  i n  y ou r  organ i zati on  r i gh t n ow. Wh i l e
th es e are cer tai n l y  two di s t i n ct s ets  of competen ci es , th ey  are i n ter rel ated by  way  of bei n g core to a wel l -ru n  operati on .
S el ect ei th er  th e i n n ov ati on  competen ci es  ( th e f i r s t two i tems  i n  th e gr i d)  or  th e operati on al  effecti v en es s  competen ci es
to focu s  on  i n  th i s  y ear ’s  u pcomi n g pl an . S et th i s  area of focu s  as  a corporate goal  wi th  ou tcomes  th at are l eadi n g
i n di cators  of y ou r  profi tabi l i ty. 

1 6-2 7  – Yel l ow
Wi th  cau ti on ary  per forman ce i n  i n n ov ati on  an d operati on al  effecti v en es s , ei th er  on e or  both  of th es e are weak n es s es  i n
y ou r  organ i zati on  r i gh t n ow. B as ed on  th e s cores , n ote wh i ch  are s tren gth s  an d wh i ch  weak n es s es  to popu l ate th e
appropr i ate competen ci es  i n  y ou r  S WOT. D etermi n e i f  th e weak n es s es  i den ti f i ed wi l l  become a s trategi c area of focu s
after  rev i ewi n g al l  of th e pos s i bl e areas  to determi n e pr i or i ty.

2 8-34 – G reen
Great work  i n  th es e two areas  – n ote th em both , i n n ov ati on  an d operati on al  ex cel l en ce, as  s tren gth s  i n  y ou r  S WOT. For
th i s  y ear, y ou  can  pu t th es e i n to mai n ten an ce mode al l owi n g s trategi c focu s  to be pl ace i n  oth er  h i gh  pr i or i ty  areas .
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You r Score 1 5.27

Al l  Scores 1 3.2

Top Performers 1 6.4

Top
Performers Al l Al l /Top

Performers

TEC HNO LO G Y C APAB ILITIES ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We h ave th e n ecessar y tech n ol ogy i n
pl ace to su ppor t al l  i n ter n al  pr ocesses.         5. 17     

I n  ou r  or gan i zati on ,  tech n ol ogy i s
man aged as an  essen ti al  asset.         5. 33     

We h ave a compr eh en si ve bu si n ess
con ti n u i ty p l an  th at addr esses al l
aspects of  tech n ol ogy w i th i n  ou r
or gan i zati on .

       4. 77      

3-1 0 – Red
Hav i n g th e r i gh t tech n ol ogy  capabi l i t i es  to ach i ev e h i gh  per forman ce i s  an  area th at i s  a weak n es s  an d i s  h ol di n g y ou
back . Li k el y  y ou  k n ow th e areas  of focu s  th at n eed i n v es tmen t to propel  y ou r  organ i zati on  i n to th e fu tu re. I f  n ot, con s i der
s ecu r i n g a cu r ren t s tate as s es s men t from an  IT profes s i on al .

11 -1 5 – Yel l ow
Li k el y  y ou  an d y ou r  team feel  l i k e y ou  h av e th e r i gh t tech n ol ogy  or  tech n ol ogy  pl an  to grow an d accel erate per forman ce.
If th i s  i s  tru e, n ote i t  as  a s tren gth . More often  th an  n ot, organ i zati on s  fal l  down  on  h av i n g an  u pdated bu s i n es s
con ti n u i ty  pl an . Mak e th i s  a pr i or i ty  for  th e u pcomi n g y ear  becau s e i t  wi l l  be too l ate after.

1 6-1 9  – G reen
Tech n ol ogy  capabi l i t i es  are defi n i tel y  a s tren gth  to be n oted on  y ou r  S WOT. Keepi n g th i s  as  a s tren gth  wi l l  be an
accel erator  for  y ou r  h i gh  per forman ce. D epen di n g on  h ow y ou  ach i ev e th i s , y ou  may  or  may  n ot n eed to s et tech n ol ogy  as
a s trategi c area of focu s  for  n ex t y ear ’s  pl an .
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You r Score 21 .04

Al l  Scores 1 7

Top Performers 21 .8

Top
Performers Al l Al l /Top

Performers

EXEC UTIO N READ INESS ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

We establ i sh  SM AR T goal s on  an  an n u al
basi s so th at ou r  or gan i zati on ' s mi ssi on
an d vi si on  ar e con ver ted i n to
measu r abl e acti on .

        5. 42     

Ou r  empl oyee compen sati on  pr ogr am i s
i n tegr ated w i th  th e or gan i zati on ' s goal s.        4. 54      

We r egu l ar l y ( at l east qu ar ter l y)  assess
ou r  or gan i zati on ' s pr ogr ess made
agai n st th e per for man ce tar gets i n
str ategy meeti n gs.

        5. 31     

Ou r  or gan i zati on ' s top man agemen t i s
sol i d l y commi tted to u si n g th e str ategi c
pl an n i n g pr ocess as a man agemen t tool .

         5. 77    

4-1 2  – Red
Th e f i r s t pl ace to i mprov e per forman ce man agemen t an d dr i v e effecti v e ex ecu ti on  i s  th rou gh  cas cadi n g goal s  from th e
corporate l ev el  to depar tmen t/di v i s i on  man agers  to i n di v i du al  con tr i bu tors . In  addi t i on  to an  effecti v e cas cade ( th i s
occu rs  wh en  th e goal s  are 1 00% wi th i n  th e res pon s i bi l i ty  an d au th or i ty  of th e own er  to accompl i s h ) , goal s  mu s t h av e
cl ear  meas u rabl es  an d targeted ou tcomes . Th e S MART goal  s tru ctu re real l y  does  h av e a pu rpos e. Th es e two bes t
practi ces  are th e bas i s  for  i mprov i n g an y  acti v i ty  i n  th i s  area.

1 3-2 1  – Yel l ow
Wh i l e y ou  h av e pi eces  of a per forman ce man agemen t proces s  i n  pl ace, th ere are s t i l l  oppor tu n i t i es  for  i mprov emen t to
dr i v e better  ex ecu ti on . Mos t of th e t i me organ i zati on s  s tru ggl e wi th  l i n k i n g compen s ati on  to goal s  an d s t i ck i n g to a
regu l ar  progres s  rev i ew proces s . P i ck  on e of th es e two to i mprov e th i s  y ear.

2 2 -2 8 – G reen
Ni ce j ob! I t  l ook s  l i k e y ou  h av e a wel l -fu n cti on i n g per forman ce man agemen t proces s . Tak e th i s  proces s  to th e n ex t l ev el
by  r i gorou s l y  track i n g grou p deci s i on s  an d th en , mos t i mpor tan tl y, as s es s i n g h ow th ey  pl ay ed ou t qu ar ter  ov er  qu ar ter  or
y ear  ov er  y ear. Th e pu rpos e of th i s  i s  to get t i gh ter  an d better  at corporate deci s i on  mak i n g.
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You r Score 1 5.73

Al l  Scores 1 2.1

Top Performers 1 6.5

Top
Performers Al l Al l /Top

Performers

O RG ANIZATIO NAL
C O MMUNIC ATIO N ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Th e competen ci es of  th e d i f fer en t
depar tmen ts i n  th i s or gan i zati on  ar e
wel l  coor di n ated.

        5. 00     

Ou r  or gan i zati on  h as a for mal
commu n i cati on  pr ocess wh er e,  for  th e
most par t,  ou r  staf f  feel s wel l  i n for med
abou t th e str ategi c d i r ecti on  an d ou r
pr ogr ess agai n st i t.

        5. 31     

At l east tw i ce per  year,  ei th er  th e en ti r e
or gan i zati on  or  a maj or  gr ou p,  meets as
a wh ol e to commu n i cate k ey i n for mati on
abou t th e or gan i zati on .

        5. 42     

3-9  – Red
Th e bad n ews  - y ou ' v e got s ome work  to do h ere. Th e good n ews  - i t ' s  n ot h ard. Effecti v e organ i zati on al  commu n i cati on  i s
a fou n dati on al  acti v i ty  to gett i n g th e fu l l  res u l ts  from y ou r  s trategi c pl an n i n g effor t.  P i ck  on e of th e th ree competen ci es
i n  th i s  area to i mprov e th i s  y ear. Th ey  are al l  i mpor tan t an d wi l l  y i el d res u l ts . Mak e s u re to u s e k ey  par ts  of y ou r
s trategi c pl an , s u ch  as  mi s s i on , v al u es , v i s i on  an d cr i t i cal  goal s /obj ecti v es  as  mes s age poi n ts .

1 0-1 6 – Yel l ow
Wh i l e th ere i s  s ome l ev el  of effecti v e organ i zati on al  commu n i cati on , th ere i s  oppor tu n i ty  for  i mprov emen t. Lev erage th e
s trategi c pl an n i n g proces s  as  a way  to i mpl emen t th os e i mprov emen ts . B ecau s e th e pl an  i s  i n ten ded to fu n cti on  as  a
man agemen t tool  th at dr i v es  i n formed deci s i on s  at ev ery  l ev el  of th e organ i zati on , s et u p a s ch edu l e to rol l ou t th e pl an
as  wel l  as  commu n i cate th e progres s  mon th l y. In  th e s ch edu l e, i den ti fy  l ev el s  i n  th e organ i zati on , ch an n el  (al l -h an ds
meeti n g, emai l ,  i n tran et, etc)  an d k ey  mes s ages .

1 7 -2 1  – G reen
Con grats ! Ev ery on e feel s  l i k e th e organ i zati on al  commu n i cati on  competen ci es  are effecti v e. I f  y ou  h av e n ot al ready,
mak e s u re to embed progres s  agai n s t y ou r  s trategi c di recti on  i n to y ou r  commu n i cati on  s ch edu l e. I f  y ou  h av e al ready
don e th i s , k eep i t  i n teres ti n g th rou gh  gami f i cati on , pu bl i cl y  di s pl ay ed s trategy  das h boards  an d oth er  con tes ts .
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You r Score 1 9.23

Al l  Scores 1 5.8

Top Performers 21 .4

Top
Performers Al l Al l /Top

Performers

Success Factor #6: Human Capital Management

Hu man  capi tal  i s  an  amal gamati on  of an  organ i zati on ’s  i n h eren t tal en t, s k i l l s  an d k n owl edge requ i red to effecti v el y
del i v er  agai n s t an  organ i zati on ’s  mi s s i on . In v es ti n g an d n u r tu r i n g an  en v i ron men t, wh i ch  dev el ops  h u man  capi tal
al i gn ed to th e requ i remen ts  of effecti v e s trategi c man agemen t i s  a competi t i v e adv an tage often  s eparati n g th os e wh o
s u cceed an d th os e wh o don ’t.

PEO PLE EXPERTISE &
STRUC TURE ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Ou r  or gan i zati on  h as an  empl oyee
devel opmen t/tr ai n i n g pr ogr am i n  p l ace
th at d i r ectl y con tr i bu tes to car eer
advan cemen t.

      4. 31       

Al l  empl oyees feel  th ey h ave th e
n ecessar y sk i l l s to su ccessfu l l y per for m
th ei r  j obs or  th e abi l i ty to gai n  th em i f
l ack i n g.

       4. 92      

I n  ou r  or gan i zati on ,  i n du str y best
pr acti ces ar e l ear n ed an d r egu l ar l y
sh ar ed w i th  appr opr i ate depar tmen ts.

        5. 00     

For  th e most par t,  we h ave th e r i gh t
peopl e i n  th e r i gh t posi ti on s or  r ol es.         5. 00     

4-1 2  – Red
Of al l  th e pos s i bl e areas  of focu s  i n  th i s  s ecti on , peopl e ex per t i s e n eeds  to be y ou r  h i gh es t pr i or i ty. Low per forman ce i n
th es e competen ci es  i s  l eadi n g i n di cators  to man y  of th e oth er  s trategi c competen ci es  i n  th i s  ben ch mark . S et th i s  as  a
h i gh -pr i or i ty  for  th i s  pl an n i n g proces s . S el ect on e or  two of th e competen ci es  l i s ted abov e to work  on  an d es tabl i s h  th em
as  corporate goal s  for  n ex t y ear ’s  pl an .

1 3-2 0 – Yel l ow
You ’re s tan di n g s t i l l  i n  th e area of peopl e ex per t i s e – s ome competen ci es  are work i n g wel l  an d oth ers  are n ot. Iden ti fy
th os e th at are h i gh  s cores  as  s tren gth s  an d th os e wi th  l ow s cores  as  weak n es s es . Tu rn  th i s  wh ol e area i n to a s tren gth
n ex t y ear  by  s el ecti n g th e two l owes t per formi n g competen ci es  as  s trategi c areas  of focu s  for  n ex t y ear. D oes  two feel
ov erwh el mi n g? S el ect on e an d h i t i t  ou t of th e park !

2 1 -2 7  – G reen
You r  organ i zati on  mu s t be a great pl ace to work ! Con grats  an d n ote th e competen ci es  i n  th i s  area as  s tren gth s .
D epen di n g on  h ow th e res t of th i s  ben ch mark  l ook s , y ou  mi gh t con s i der  ei th er  n oti n g th i s  area for  mai n ten an ce or  s el ect
th e l owes t s cor i n g acti v i ty  to i mprov e.
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You r Score 1 7.1 2

Al l  Scores 1 4.7

Top Performers 1 8.1

Top
Performers Al l Al l /Top

Performers

C ULTURE O F LEARNING  &
G RO WTH ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Ou r  man agemen t team i s ver y su ppor ti ve
of  cr eati ve th i n k i n g an d n ew i deas.          5. 54    

E mpl oyees wou l d  be w i l l i n g  to wor k
h ar der  th an  n ecessar y to h el p  th i s
or gan i zati on  su cceed.

         5. 75    

Ou r  or gan i zati on  h as an  excel l en t ab i l i ty
to man age an d adapt to ch an ge.          5. 83    

3-11  – Red
B u i l di n g a cu l tu re of l earn i n g an d growth  i s  cr i t i cal  to h i gh  per forman ce. B ecau s e th i s  area i s  h ol di n g y ou  back , n ote i t
as  a weak n es s . For  th i s  pl an n i n g proces s , pi ck  th e l owes t s cor i n g acti v i ty  to work  on  i n  an  effor t to bu i l d th e
organ i zati on al  cu l tu re y ou  wan t to be k n own  for. Es tabl i s h  th i s  acti v i ty  as  a corporate goal  wi th  th e per forman ce metr i c of
empl oy ee en gagemen t.

1 2 -1 7  – Yel l ow
A cu l tu re of l earn i n g an d growth  i s  n ei th er  h ol di n g y ou  back  n or  accel erati n g y ou r  per forman ce. D etermi n e wh at
competen ci es  are weak n es s es  an d wh i ch  on es  are s tren gth s  bas ed on  th e s cores  i n  th e gr i d abov e. Wi th  th e ex ecu ti v e
team, s el ect th e on e acti v i ty  y ou  th i n k  wi l l  mak e th e bi gges t di f feren ce i n  tu rn i n g th i s  area i n to on e th at i s  an
accel erator. Es tabl i s h  th i s  acti v i ty  as  a corporate goal  wi th  th e per forman ce metr i c rel ated to th e ou tcome of th e acti v i ty.

1 8-2 1  – G reen
A cu l tu re of l earn i n g an d growth  i s  an  accel erator  for  y ou r  h i gh  per forman ce an d i s  a s tren gth  on  y ou r  S WOT! Un l es s
th ere i s  s ometh i n g j u mpi n g ou t to y ou  th at i s  a l ow s core i n  th i s  area, con s i der  pu tt i n g th i s  i n to mai n ten an ce mode for
th i s  y ear.
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You r Score 1 6.91

Al l  Scores 11 .6

Top Performers 1 7.5

Top
Performers Al l Al l /Top

Performers

STRENG TH O F LEAD ERSHIP ( 1) Str on gl y Di sagr ee Str on gl y A gr ee( 7)

Ou r  man agemen t team h as str on g,
tr u sti n g r el ati on sh i ps w i th  each  oth er.          5. 67    

For  th e most par t,  ou r  man agemen t
mak es deci si on s an d tak es acti on
qu i ck l y.

         5. 62    

Over al l ,  th er e i s a w i l l i n gn ess to tak e
cal cu l ated r i sk s.          5. 62    

3-8 – Red
P roceed wi th  y ou r  s trategi c pl an n i n g proces s  cau ti ou s l y  becau s e a team th at does  n ot h av e a fou n dati on  of tru s t wi l l
s tru ggl e to create an  obj ecti v e corporate s trategy. Con s i der  bu i l di n g i n  tru s t-bu i l di n g ex erci s es  i n to y ou r  pl an n i n g
offs i tes  or  retreats .

9 -1 6 – Yel l ow
D epen di n g on  wh i ch  of th es e th ree beh av i ors  i s  l ow-tru s t, deci s i on  mak i n g an d/or  r i s k  tak i n g—tak e on e of th e fol l owi n g
acti on s . For  l ow tru s t, bu i l d i n  tru s t-bu i l di n g ex erci s es  i n to y ou r  pl an n i n g offs i te. For  s l ow deci s i on  mak i n g an d r i s k
av ers i on , con du ct a " 5 Wh y s "  di s cu s s i on  wi th  th e man agemen t team to f i gu re ou t th e root cau s e of l ow per forman ce i n
th es e areas .

1 7 -2 1  – G reen
Teams  th at h av e a h i gh  l ev el  of tru s t n ot on l y  accel erate th ei r  effecti v en es s , th ey  are abl e to mov e more qu i ck l y  to tak e
adv an tage of oppor tu n i t i es  an d mi t i gate r i s k s . Col l ecti v el y  al l  res pon den ts  v i ew y ou r  man agemen t team as  h i gh
per formi n g. You r  pl an n i n g offs i tes  or  retreats  s h ou l d go s mooth l y !
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You r Score 40.77

Al l  Scores 11 .6

Top Performers 1 7.5

Top
Performers Al l Al l /Top

Performers

PERFRO MANC E METRIC S ( 1)  Decl i n ed
Su bstan ti al l y

In cr eased
Su bstan ti al l y  ( 7)

Ou r  sal es vol u me h as:        4. 58      

Ou r  n et pr of i t h as:        4. 75      

Th e n u mber  of  k ey accou n ts h as:        4. 92      

Th e per cen tage of  th e compan y' s r epeat
cu stomer s h as:        4. 92      

Ou r  oper ati on al  ef f i ci en cy h as:         5. 17     

Th e compl ai n t l evel  for  ou r  compan y' s
pr i n ci pal  pr odu ct/ser vi ce h as:          5. 55    

Th e sk i l l s of  ou r  wor k for ce th at su ppor t
cor por ate str ategy h ave:         5. 33     

E mpl oyee en gagemen t i n  ou r  compan y
h as:          5. 55    

5-1 5 – Red
In  terms  of i n n ov ati on  an d operati on al  effecti v en es s , both  of th es e are weak n es s es  i n  y ou r  organ i zati on  r i gh t n ow. Wh i l e
th es e are cer tai n l y  two di s t i n ct s et of competen ci es , th ey  are i n ter rel ated by  way  of bei n g core to a wel l -ru n  operati on .
S el ect ei th er  th e i n n ov ati on  competen ci es  ( th e f i r s t two i tems  i n  th e gr i d)  or  th e operati on al  effecti v en es s  competen ci es
to focu s  on  i n  th i s  y ear ’s  u pcomi n g pl an . S et th i s  area of focu s  as  a corporate goal  wi th  ou tcomes  th at are l eadi n g
i n di cators  of y ou r  profi tabi l i ty.

1 6-2 9  – Yel l ow
Wi th  cau ti on ary  per forman ce i n  i n n ov ati on  an d operati on al  effecti v en es s , ei th er  on e or  both  of th es e are weak n es s es  i n
y ou r  organ i zati on  r i gh t n ow. B as ed on  th e s cores , n ote wh i ch  are s tren gth s  an d wh i ch  weak n es s es  to popu l ate th e
appropr i ate competen ci es  i n  y ou r  S WOT. D etermi n e i f  th e weak n es s es  i den ti f i ed wi l l  become a s trategi c area of focu s
after  rev i ewi n g al l  of th e pos s i bl e areas  to determi n e pr i or i ty.

30-34 – G reen
Great work  i n  th es e two areas  – n ote th em both , i n n ov ati on  an d operati on al  ex cel l en ce, as  s tren gth s  i n  y ou r  S WOT. For
th i s  y ear, y ou  can  pu t th es e i n to mai n ten an ce mode al l owi n g s trategi c focu s  to be pl ace i n  oth er  h i gh  pr i or i ty  areas .
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Your Next Steps
Your Stra tegic Performance Index is  a  broad perspective o f your organization’s stra tegic
effectiveness. Eva luate your individua l score aga inst each Stra tegic Competency. Consider
focusing on the top two la rgest negative scored competencies; ta lk with stakeho lders, determine
gaps, and use this  information to  better design or refine your organizationa l s tra tegies.

About OnStrategy
OnStra tegy is  the enterprise, cloud-based leader in stra tegy management. Our online too ls and
hands-on services, including our flagship pla tform for empowering people to  create and execute
stra tegy, connects customers, employees and stakeho lders to  achieve enduring success.

As a  stra tegy process leader and management partner, we believe stra tegy is  more than s imply
achieving business goa ls. Smarter s tra tegy builds smarter organizations. It inspires people to
work hard, incite action and make things happen. Simply architected, thoughtfully executed,
stra tegy moves mounta ins.

OnStrategy Platform
OnStra tegy is  our cloud-based pla tform for empowering people to  create and execute stra tegy.
Fostering engagement, cla rity, ownership and organization-wide communications, OnStra tegy is
used by thousands o f organizations worldwide to  help achieve stra tegic objectives.

OnStrategy Services
We’re more than software developers. We’re practitioners. Our hands-on services deliver
stra tegic guidance and tactica l support when needed most. Our services include:

Stra tegy Development • Organizationa l & Customer Ins ights • Market Ana lys is • Process &
Performance Management • Tra ining & Adoption • Communications

OnStrategy Education & Resources
With frequent webinars sharing stra tegic ins ight and best-practices on stra tegy design,
implementation and performance management to  videos, newsletters, books, how- to  guides
and socia l media  posts, OnStra tegy provides actionable advice and recommendations
supporting every step o f the stra tegic process.

Creating and Executing a Great Strategy Starts Today
Whether you’re just getting started, ro lling out an organizationa l s tra tegy, or managing
execution, OnStra tegy delivers the right too ls and services to  get the job done. Learn more a t
www.OnStra tegyHQ.com or s imply ca ll us a t 775.747.7407.
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