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Introduction & Purpose

The Strategic Performance Index is  a leadership assessment measuring organizational success
across key areas of growth, v iability  and sustainability . Indiv idual s trategic competencies are
aggregated into a Strategic Performance Index. The index is  a measurement of leadership’s
perspective of s trategic performance across s ix  success factors universally  recognized as
contributing factors essential for effective strategy design, implementation and ongoing
performance management. These success factors inc lude specific  organizational competencies
within: market awareness, organizational v is ion, financial health, customer development,
process improvement and the management of human capital.

Utiliz ing a survey-based methodology, the Strategic Performance Index and associated Success
Factors measure perception across 17 unique Strategic Competency Areas associated with the
competencies required for the successful creation and execution of highly-effective
organizational s trategies. The associated competencies are universal. They are relevant to for-
profit companies, non-profit organizations, educational and government entities. They are
relevant to for-profit companies, non-profit organizations, educational and government entities.

An organization’s Strategic Performance Index and measurements across the s ix  Success
Factors and underly ing Strategic Competencies are used as an effective tool for measuring
alignment and dispers ion among the perception of an organization’s leadership team.

Is the leadership team aligned on v is ion, miss ion and values?
Is there consensus around the organization’s competitive advantages and its  ability  to
identify , retain, and build customer relationships?

In this  capacity , the Index is  a v ital tool for identify ing areas of opportunity , alignment and
consensus-building prior to initiating Strategic Planning competencies.

The Strategic Performance Index and associated measurements are also a benchmarking tool.
It establishes a benchmark for comparing indiv idual organizational performance against the
performance of s imilar organizations defined by s ize, industry or trade. As a benchmarking tool,
these measurements identify  areas of s trength and opportunity . The information is  a useful
starting point and should be combined with additional s trategic ins ight prior to strategy design,
inc luding environmental analys is, customer ins ight, employee ins ight, market trends and
operational considerations.
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Using the Report

This report is  grouped by s ix  critical success factors required for achieving organization-wide
success in effective strategy design, implementation and ongoing performance management.

Success Factor #1, Market Awareness: A deep appreciation of an organization’s orientation
within the markets served is  essential for identify ing best options for growth and sustainability .
Evaluating your current market position and your target market will help you develop strategies
and find c lear avenues to reach target markets better and more effectively.

Associated strategic competencies inc lude:

Depth of environmental, competitive and market knowledge.
Customer understanding.
Understanding of true competitive advantage.

Success Factor #2, Organizational Vision: An organization’s collective v is ion articulates a
preferred future or an ideal s tate. It is  a shared expression of optimism, which defines the future
and the end result when the future-state is  achieved.

Associated strategic competencies inc lude:

Sense of core purpose.
Embedded core values.
Crystal c lear future direction.

Success Factor #3, Financial Health: Financial health is  defined by your organization’s ability
to identify , manage and grow profitable revenue streams. An organization’s financial health and
sustainability  is  the ultimate reality  check on an effective strategy and the execution of it.

Associated strategic competencies inc lude:

Revenue growth.
Profitability  improvement.

Success Factor #4, Customer Development: Customer development is  an organization’s
ability  to identify , build and retain relationships necessary to achieving an organization’s
strategic objectives and organizational goals.

Associated strategic competencies inc lude:

Customer acquis ition.
Customer retention.
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Success Factor #5, Continuous Process Improvement: Internal process improvements are
integral in measuring an organization’s ability  to effectively design, implement and manage
ongoing performance associated with strategic initiatives. High-performing organizations invest
energy to understand why things happen and apply the knowledge to eliminate, improve, or
create new processes for driv ing organizational success.

Associated strategic competencies inc lude:

Innovation and operational excellence.
Technology capabilities.
Execution readiness.
Organizational communication.

Success Factor #6, Human Capital Management: Human capital is  an amalgamation of an
organization’s inherent talent, sk ills  and knowledge required to effectively deliver against an
organization’s miss ion. Investing and nurturing an environment, which develops human capital
aligned to the requirements of effective strategic management is  a competitive advantage often
separating those who succeed and those who don’t. Ultimately, great s trategy execution only
happens when the right sk ills  and capabilities are organized and aligned to the right s trategic
direction.

Associated strategic competencies inc lude:

People expertise and organization.
Culture of learning and growth.
Strength of leadership.
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Understanding the Success Factors

Your organization’s performance against each Success Factor is  determined by measuring
achievement of the 17 corresponding Strategic Competencies. Determining achievement of a
Strategic Competency Area is  measured by assessing specific  competencies within each area.
It is  these competencies, which formulate the questions used within the survey assessment.

During the survey assessment, respondents are asked for their perception of performance
associated with each activ ity . An analys is of survey responses by M3 Planning generates an
aggregate score for each Strategic Competency. Your indiv idual Strategic Competency score, a
benchmark against s imilar organizations, and overall ranking is  provided for quick reference to
areas your organization is  performing well and to those areas needing additional investment.

For each Strategic Competency, OnStrategy provides recommendations for improving
organizational performance. Suggested actions are not exhaustive. Rather, they are provided as
examples or a basis to discuss possible corrective actions. Tips for us ing MyStrategicPlan as
an organization-wide platform for s trategy design, implementation and ongoing performance
management are also provided.

Interpreting the Data

The Strategic Performance Index is  a preliminary exerc ise, which is  helpful in identify ing the
unique strategic position of your organization. Benchmark scores and suggested actions should
supplement additional organizational initiatives to identify , validate and act upon genuine
organizational s trengths and areas of opportunity .

Additional input from staff, employees, and customers or constituents should also be
considered. Certain scores within the Report may suggest additional assessments should be
undertaken to develop a more thorough perspective for rectify ing a problem area.
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Acme Bread Strategic Performance Index Summary

5.811.416.8

Performance Across Each of the Success
Factors

Ma rk e t Awa re ne s s    

De pth of Env i ronme nta l ,  Compe ti tiv e  a nd Ma rk e t Knowle dge 1 5 2 6 .2 -1 1 .2

Cus tome r Unde rs ta nding 1 6 2 2 .8 -6 .8

Unde rs ta nding the  Compe ti tiv e  Adv a nta ge 1 2 1 7 .3 -5 .3

Orga niza tiona l  V is ion    

Se ns e  of Core  Purpos e 1 4 1 7 .3 -3 .3

Embe dde d Core  V a lue s 9 1 6 .8 -7 .8

Cry s ta l  Cle a r  Future  Di re c tion 1 8 1 5 .7 2 .3

Fina nc ia l  He a l th    

Re v e nue  Growth 1 3 2 2 .4 -9 .4

Profi ta bi l i ty  Improv e me nt 1 5 1 5 .8 -0 .8

Cus tome r De v e lopme nt    

Cus tome r Ac quis i tion 1 0 1 6 .3 -6 .3

Cus tome r Re te ntion 1 8 2 2 .6 -4 .6

Continuous  P roc e s s  Improv e me nt    

Innov a tion & Ope ra tiona l  Ex c e l le nc e 1 7 2 8 .3 -1 1 .3

Te c hnology  Ca pa bi l i tie s 1 8 1 6 .4 1 .6

Ex e c ution Re a dine s s 1 0 2 1 .8 -1 1 .8

Orga niza tiona l  Communic a tion 1 8 1 6 .5 1 .5

Huma n Ca pi ta l  Ma na ge me nt    

Pe ople  Ex pe rtis e  & S truc ture 1 0 2 1 .4 -1 1 .4

Cul ture  of Le a rning & Growth 1 8 1 8 .1 -0 .1

S tre ngth of Le a de rs hip 6 1 7 .5 -1 1 .5

Ov e ra l l  S tra te gic  P e rforma nc e  Inde x 2 3 7 3 3 3 .2 -9 6 .2

Green (Top Per formers ) : 356 and abov e
Yellow (Mid Per formers ) : 191-355
Red (Bottom Per formers ) : 190 and below
Benc hmark ed agains t s imilar  organiz ation’s  y ou are in the top 71.13 perc ent.
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Your S c ore 1 5

Al l  Sc ore s 2 0 .7

Top Pe rforme rs 2 6 .2

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #1: Market Awareness

Mark et Awarenes s  is  defined as  the c ollec tiv e ins ight among leaders hip and s taff of y our  organiz ations  pos it ion and unique
v alue propos it ion relev ant to the mark ets  and c us tomers  y ou s erv e. J us t as  mark ets  ev olv e, needs  of c us tomers  c hange,
and new c ompetit iv e offer ings  emerge, an awarenes s  of y our  pos it ion mus t be c ontinually  reev aluated and integrated into
effec tiv e s trategy  des ign, implementation and ongoing per formanc e management. 

DEPTH OF ENVIRONMENTAL,
COMPETITIVE & MARKET
KNOWLEDGE

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

Our organiz at ion regularly co llects and
assesses in format ion concerning general
t rends (e.g . compet it ion, technology,
lifestyles)  that  might  af fect  our business.

1.00             

We regularly have cross- funct ional
meet ings to  d iscuss emerging industry
and market  t rends/developments (e.g .,
customers, compet it ion, suppliers) .

  2.00           

The product /service lines we of fer are
based on real market  needs and not  on
internal organiz at ional polit ics.

    3.00         

Our organiz at ion has a formal process for
assessing our compet itors'
competencies.

      4.00       

A SWOT analysis is conducted at  least
annually fo llowed by execut ive leadership
interpretat ion and act ion.

        5.00     

5-16 – Red
Great s trategy  c reation s tar ts  with an "outs ide- in"  look  at y our  organiz ation. Tak e the f ir s t s tep this  c y c le to c onduc t par t
of an env ironmental s c an us ing eas ily  ac c es s ible information s uc h as  gather  k ey  indus try  trends , determine
s trengths /weak nes s es  of y our  top 5 c ompetitors  or  do a PESTEL ( read more here) . Us e the res ults  of this  ex ternal
analy s is  to populate the O  (oppor tunit ies )  and T  ( threats )  par ts  of y our  SWOT. 

17-25 – Yellow
You hav e the dis c ipline of c onduc ting an ex ternal analy s is , but there’s  room for  improv ement. Pic k  the lowes t per forming
ac tiv ity  in the lis t abov e to foc us  on improv ing this  y ear . Don't forget to build the outc omes  of this  analy s is  into the O
(oppor tunit ies )  and T  ( threats )  par ts  of y our  SWOT. 

26-33 – G reen
Outs tanding effor t!  Keep up the good work  by  refres hing y our  indus try , mark et and c ompetit iv e analy s is  for  this  c y c le.
Pus h the env elope by  think ing about es tablis hing "ear ly  warning" indus try  indic ators  to mak e this  ex erc is e more t imely .
(Ear ly  warning indic ators  are mac ro indic ators  s uc h as  hous ing s tar ts , c ons umer  pr ic e index , etc . that hav e predic t iv e
inf luenc e on y our  bus ines s .)  
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Your S c ore 1 6

Al l  Sc ore s 1 7

Top Pe rforme rs 2 2 .8

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

CUSTOMER UNDERSTANDING (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We can describe our customers well
enough that  we can p icture shaking their
hands.

          6.00   

Our market ing team has developed
comprehensive prof iles for all signif icant
customer segments.

            7.00

We have created a value proposit ion so
that  our organiz at ion occupies a
dist inct ive p lace in  the "mind" of  the
target  market .

1.00             

The "Voice of  the Customer" is key input
to  st rategic decisions.

  2.00           

4-13 -  Red
Organiz ations  are wildly  s uc c es s ful bec aus e they  c ons tantly  ex c eed their  c us tomers ' ex pec tations . Before proc eeding with
s trategy  c reation, s er ious ly  c ons ider  c onduc ting a c us tomer  ins ights  as s es s ment to identify  k ey  needs , wants  and v alue
y ou are prov iding to y our  pr imary  c us tomer  groups . I f  y ou hav e other  red areas  within Phas e One, ignore them for  this
c y c le and foc us  on br inging the "Voic e of the Cus tomer " into y our  planning proc es s . 

14-22 – Yellow
Your  organiz ation has  the bas is  for  c onduc ting the s trategic  c ompetenc ies  in c us tomer  unders tanding. Here is  how to
improv e them. If  y ou hav e c ur rent c us tomer  ins ights , us e that data to dev elop or  ref ine c us tomer  profiles  for  y our  pr imary
c us tomers  to inc lude well-ar t ic ulated v alue propos it ion for  eac h c us tomer  s egment. I f  y ou don't hav e c ur rent c us tomer
ins ights , s ee the s ugges tions  under  the "red" c ategory . 

23-25 – G reen
Organiz ationally  y ou hav e a s trong k nowledge of pr imary  c us tomer  s egments  and their  needs . Us e y our  c ur rent c us tomer
ins ights  data to identify  s trengths , weak nes s es , oppor tunit ies  and threats  -  populating y our  SWOT. Build out y our  c us tomer
profiles  to inc lude an identif ic ation of target mark et s trategy  -  mark et penetration, mark et dev elopment, or  produc t/s erv ic e
dev elopment.
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Your S c ore 1 2

Al l  Sc ore s 1 3 .4

Top Pe rforme rs 1 7 .3

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

UNDERSTANDING OF TRUE
COMPETITIVE ADVANTAGES

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

Our organiz at ion has established a
provable compet it ive advantage in  our
target  markets.

    3.00         

Our customers consistent ly see a
superior d if ference between our
products/services and those of  our
compet itors.

      4.00       

We are cont inually enhancing our
organiz at ion 's compet it ive advantages
based upon customer feedback.

        5.00     

3-10 -  Red
Any  organiz ation’s  c ompetit iv e adv antage(s )  are the foundation of a great, winning s trategy . Mak e it  a foc us  of this
proc es s  to identify  at leas t one or  two c ompetit iv e adv antages  that y ou hav e or  that y ou need to be s uc c es s ful in the
future. Tools  to help dis c ov er  y our  c ompetit iv e adv antages  are c onduc ting a c ompetit iv e analy s is , as k ing y our  k ey
c us tomers  why  they  do bus ines s  with y ou and gaining pers pec tiv e from y our  s taff around the ques tion of what do y ou do
bes t (better  than y our  c ompetitors  and of v alue to y our  c us tomers )  as  an organiz ation? 

11-16 – Yellow
While y ou hav e identif ied y our  c ompetit iv e adv antages , they  might not be s us tainable ov er  the mid to long term. Mak e it  a
pr ior ity  as  par t of this  planning c y c le to either  s olidify  them or  modify  them s uc h that y ou are building y our  plan to ens ure
long- term s uc c es s . Do s o by  gather ing feedbac k  from y our  whole c us tomer  bas e s pec if ic ally  to as s es s  the s trength of
y our  c ompetit iv e adv antages . 

19-21 – G reen
Sinc e y ou hav e thes e c lear ly  identif ied (whic h is  really  the hard par t) ,  mak e s ure to build out goals /objec tiv es /ac tions  that
s pec if ic ally  nur ture and dev elop the c ompetit iv e adv antage(s )  s uc h that they  are s us tained into the future.
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Your S c ore 1 4

Al l  Sc ore s 1 3 .2

Top Pe rforme rs 1 7 .3

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #2: Organizational Vision

An organiz ation’s  c ollec tiv e v is ion ar t ic ulates  a prefer red future or  an ideal s tate. I t  is  a s hared ex pres s ion of optimis m,
whic h defines  the future and the end res ult when the future-s tate is  ac hiev ed. Think ing around organiz ational v is ion is  the
guide to an organiz ation’s  mis s ion, v is ion and v alues  s tatements . G reat s trategy  is  grounded in y our  c ore ideology  of
mis s ion and v alues , while being purpos efully  direc ted towards  c as ting an env is ioned future. 

SENSE OF CORE PURPOSE (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have a clear understanding of  why we
are in  business.

          6.00   

The purpose of  our organiz at ion is well
understood by all personnel.

            7.00

Our mission statement  is concise enough
to f it  on  a t -sh irt .

1.00             

3-9 -  Red
Hav ing a great mis s ion s tatement means  it  ans wers  with c lar ity  "why  we ex is t as  an organiz ation and what our  c ore
purpos e is ,"  it  is  genuine to ev ery one in the organiz ation and c onc is e enough to be memorable ( to a degree) . Alloc ate t ime
dur ing this  planning c y c le to s pend t ime refres hing or  dev eloping a new mis s ion s tatement. Cons ider  gett ing s taff input into
v ar ious  drafts . 

10-16 – Yellow
You probably  hav e a great mis s ion s tatement, and by  ex tens ion y our  c ore purpos e, but it  is  not widely  c ommunic ated or
k nown throughout the organiz ation. One way  to ens ure it  is  well k nown is  to be c lear  and c onc is e. Carv e out 1-2 hours
dur ing this  planning proc es s  to ref ine what y ou hav e. 

17-21 – G reen
You nailed it !  Re-c ommunic ate the mis s ion s tatement, y our  c ore purpos e, as  a foundational piec e in dev eloping this  y ear 's
s trategy , but don't c hange it .  
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Your S c ore 9

Al l  Sc ore s 1 3 .7

Top Pe rforme rs 1 6 .8

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

EMBEDDED CORE VALUES (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have no more than 6 or 7 memorable
core values that  have been thought fu lly
selected.

  2.00           

Our organiz at ion 's core values are deeply
ingrained and w idely shared by managers
and employees.

    3.00         

There is no doubt  our organiz at ion w ill
stand by and maintain  the core values no
mat ter what  happens in  the compet it ive
environment .

      4.00       

3-10 – Red
Core v alues  s erv e the purpos e of s ett ing ex pec tations  around how we will behav e as  a group of profes s ionals  to deliv er  on
our  mis s ion. Spend t ime dur ing this  c y c le to dev elop a s hor t (or  s hor ter  than what y ou hav e now)  lis t of " themes " that
ex plain thos e ex pec ted behav iors . Ov er  the c ours e of the y ear , work  on building thos e v alues  themes  into full s tatements
that ex plain the behav ior  y ou ex pec t to s ee.

11-16 – Yellow
Lik ely  y our  organiz ation has  a s et of c ore v alues , but they  are not well s oc ializ ed throughout the organiz ation. Cons ider
modify ing them to inc lude a phras e that ex plains  the behav ior  y ou ex pec t to s ee when liv ing by  the v alue. Do this  either
through a full organiz ational engagement ex erc is e or  v ir tually  v ia a dis c us s ion group. Mak e the v alues  v is ible in the off ic e,
in employ ee ev aluations  and ex ec utiv e c ommunic ation.

17-20 – G reen
You are doing s omething r ight! Congrats ! Add this  as  a s trength in y our  SWOT. Share with other  ex ec utiv es  about how y ou
engrained c ore v alues  into ev ery one's  day - to-day  behav ior . We'd lov e to s potlight y our  s uc c es s  here. 
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Your S c ore 1 8

Al l  Sc ore s 1 1 .6

Top Pe rforme rs 1 5 .7

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

CRYSTAL CLEAR FUTURE
DIRECTION

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have developed a vision of  what  our
organiz at ion w ill look like in  5+ years
f rom now.

        5.00     

Our organiz at ion 's vision statement
provides the d irect ion for our
organiz at ion which is the basis for all
signif icant  decisions.

          6.00   

Our vision expresses the impact  ( i.e. w ith
stakeholders, in  the market , in  the
community)  we in tend to  achieve.

            7.00

3-8 – Red
Vis ion ans wers  the ques tion "where are we going" and it  is  c r it ic al to hav e as  a beac on by  whic h all of y our  s trategies ,
goals  and ac tions  are ev aluated agains t. I f  y ou are s tar t ing with a blank  s late, gather  employ ee ins ights  to help s eed the
think ing. Als o c ons ider  c onduc ting a mark et analy s is  to determine where there is  potential "white s pac e" in the mark et.
Bloc k  out at leas t 2-4 hours  to work  on c as ting y our  v is ion for  the future.

9-15 – Yellow
Refres h y our  v is ion s tatement to mak e it  more relev ant and more direc tional. Do s o by  c hanging the c ore s tatement, adding
v is ion des c r iptors  to mak e the v is ion c ome aliv e and/or  br inging out more c lear ly  the impac t y ou ex pec t to s ee as  a res ult
of y our  effor ts . Don't forget -  v is ion s tatements  need to not only  s erv e as  y our  "Nor th Star ,"  they  als o need to be
ins pirat ional and as pirat ional!
16-19 – G reen
Clear ly  y ou hav e a well-ar t ic ulated future direc tion that ev ery one on the leaders hip team unders tands  and agrees  with.
Nic e work ! Us e y our  v is ion as  a f ilter  for  all dec is ions  made dur ing this  s trategy  c reation proc es s . Broadc as t y our  v is ion
broadly  and reinforc e it  whenev er  pos s ible c oupled with proof points  of progres s .
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Your S c ore 1 3

Al l  Sc ore s 1 8 .4

Top Pe rforme rs 2 2 .4

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #3: Financial Health

Financ ial health is  defined by  y our  organiz ation’s  ability  to identify , manage and grow profitable rev enue s treams  nec es s ary
to effec tiv ely  build and retain c us tomer  relat ions hips . Regardles s  of the indus try , for  profit ,  non-profit ,  gov ernment or
educ ation, the f inanc ial health of an organiz ation is  imperativ e in ex ec uting agains t s trategic  objec tiv es  and goals . 

REVENUE GROWTH (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We cont inually search for addit ional
sources of  revenue f rom new markets.

            7.00

We cont inually search for addit ional
sources of  revenue f rom new customers
in  current  markets.

1.00             

Our organiz at ion is successfu l at
developing deeper relat ionships w ith
exist ing customers result ing in  gain ing a
larger share of  customers'  wallets.

  2.00           

We consistent ly meet  our short - term
f inancial goals.

    3.00         

4-14 – Red
Rev enue growth ov erall is  a weak nes s  in y our  organiz ation. Ins tead of tac k ling all s trategic  alternativ es  for  improv ing
rev enue growth, s elec t one or  two areas  to foc us  on this  y ear . Identify  thes e as  potential goals /objec tiv es  in this  upc oming
plan. 

15-21 – Yellow
Rev enue growth is  a mix ed bag of s trengths  and weak nes s es . Identify  whic h is  whic h by  noting thos e c ompetenc ies  that
are lowes t s c or ing as  weak nes s es  and thos e highes t s c or ing as  s trengths . Dur ing y our  goal s ett ing proc es s , s elec t one or
two of the lowes t s c or ing c ompetenc ies  as  a s trategic  foc us  in this  upc oming plan. As  a t ip – it  is  eas ier  to grow rev enue
from ex is t ing ac c ounts  than it  is  to s ec ure new ones .

22-28 – G reen
Mark  down rev enue growth in the s trengths  c olumn of y our  SWOT! Lik ely  y ou are not purs uing both of the new rev enue
growth s trategies  (mark et penetration and mark et ex pans ion)  with equal effor t.  As  a leaders hip team, determine whic h one
will be the s trategic  foc us  in this  upc oming plan. 
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Your S c ore 1 5

Al l  Sc ore s 1 1 .9

Top Pe rforme rs 1 5 .8

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

PROFITABILITY IMPROVEMENT (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

When confronted w ith  an important
decision, we develop a thorough cost
benef it  analysis of  the situat ion.

      4.00       

We have developed (and maintain)  a
product ion process for goods/services
that  is very cost  ef f icient .

        5.00     

We have an ef fect ive cash management
system.

          6.00   

3-8 – Red
Profitability  is  an area of weak nes s  for  y our  organiz ation. Cer tainly  the s olutions  to improv ing profitability  c an be found in
the c ompetenc ies  lis ted here as  well as  in the “Operational Effec tiv enes s ”  s ec tion below. Definitely  mak e profitability
improv ement as  a s trategic  foc us  in this  upc oming plan by  s ett ing it  as  a c orporate goal with c lear  end-of-y ear  targets .

9-15 – Yellow
While s ome of thes e c ompetenc ies  are being per formed well,  s ome c ould be improv ed res ult ing in an inc reas e in
profitability  this  c oming y ear . Note thos e with high s c ores  as  s trengths  and thos e with low s c ores  as  weak nes s es .
Cons ider  s ett ing profitability  improv ement as  a c orporate goal in this  upc oming plan with s uppor t ing ac tion items  in thos e
areas  that need to be improv ed as  lis ted in the abov e gr id.

16-21 – G reen
You hav e the r ight c ompetenc ies  in plac e to ens ure profitability  is  maintained. Definitely  note profitability  as  a s trength.
While y ou are doing all the r ight things , it ’s  lik ely  y ou s t ill want to improv e profitability  bey ond where it  is  now. Depending
how many  other  areas  of foc us  y ou hav e identif ied in this  as s es s ment, c ons ider  s ett ing profitability  improv ement as  a
c orporate goal in this  upc oming plan if  y ou don’t hav e too many .
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Your S c ore 1 0

Al l  Sc ore s 1 2 .2

Top Pe rforme rs 1 6 .3

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #4: Customer Development

Cus tomer  dev elopment is  an organiz ation’s  ability  to identify , build and retain relat ions hips  nec es s ary  to ac hiev ing an
organiz ation’s  s trategic  objec tiv es  and organiz ational goals . Suc c es s  in ac quir ing new c us tomers  and retaining c ur rent
ones  is  bas ed on deliv er ing a c lear , mark et-bas ed v alue propos it ion. G rowth, the pr imary  outc ome of all s trategic  plans ,
c omes  from ex c eling in thes e s trategic  c ompetenc ies .

CUSTOMER ACQUISITION (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We know why our customers buy f rom us.             7.00

We consistent ly communicate our value
proposit ion to  customers.

1.00             

We are very ef fect ive at  closing new
customer accounts.

  2.00           

3-10 – Red
Cus tomer  ac quis it ion is  an identif ied weak nes s , whic h often has  v ar ied dr iv ers  that are indus try  and ec onomic ally
dependent. Howev er , what y ou c an pr ior it iz e this  y ear  is  s olidify ing y our  v alue propos it ion to y our  pr imary  c us tomer
s egments  as  a means  to turn this  weak nes s  into a s trength. Set a c orporate goal around new c us tomer  ac quis it ion with a
s uppor t ing and f ir s t ac tion item to dev elop y our  v alue propos it ion for  y our  top three c us tomer  s egments .

11-15 – Yellow
For  thos e items  that y ou s c ored high, lis t them as  s trengths  and thos e that y ou did not as  weak nes s es . Bec aus e all of
thes e c ompetenc ies  are c r it ic al to effec tiv e c us tomer  ac quis it ion, pic k  the one that is  the lowes t as  a s trategic  foc us  for
this  upc oming y ear .

16-20 – G reen
Cus tomer  ac quis it ion goes  in the s trengths  c olumn of y our  SWOT! Tak e this  to the nex t lev el by  c lear ly  identify ing what
y our  v alue propos it ion is  for  eac h pr imary  c us tomer  s egment as  well as  y our  s egment s pec if ic  s trategy  for  growth –
mark et penetration, mark et ex pans ion or  produc t/s erv ic e dev elopment.
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Your S c ore 1 8

Al l  Sc ore s 1 8 .5

Top Pe rforme rs 2 2 .6

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

CUSTOMER RETENTION (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We are very successfu l at  retain ing
business f rom exist ing accounts.

    3.00         

We consistent ly use a formal process for
measuring customer sat isfact ion /
loyalty.

      4.00       

Data on customer sat isfact ion/ loyalty are
disseminated at  all levels in  our company
on a regular basis.

        5.00     

Our f ront line personnel are empowered to
t imely resolve all reasonable customer
complaints.

          6.00   

4-15 – Red
Gett ing c los e to y our  c us tomer  c lear ly  needs  to be a high-pr ior ity  s trategic  area of foc us  for  this  upc oming y ear . Star t by
es tablis hing y our  c us tomer  loy alty  benc hmark  through a c us tomer  s urv ey  that inc ludes  ques tions  about how well y ou are
deliv er ing on y our  v alue propos it ion. Pus h the res ults  out to the whole organiz ation and inc ite ac tion through inc entiv es
link ed to feedbac k  from the s urv ey . Need more information?

16-22 – Yellow
It look s  lik e y ou are doing a good job at c aptur ing the v oic e of the c us tomer  but not nec es s ar ily  gett ing the res ults  out to
thos e who c an direc tly  and repeatedly  affec t c hange. Note c us tomer  retention as  a s trength and the internal proc es s  of
dis s eminating that feedbac k  as  a weak nes s . Depending on the number  of s trategic  foc us  areas , c ons ider  mak ing this  a
c orporate pr ior ity  for  nex t y ear .

23-28 – G reen
Cus tomer  retention is  a s trength to be noted and c elebrated! While y ou’re doing great, there is  alway s  room for
improv ement when it  c omes  to being more c us tomer  foc us ed. Pic k  the lowes t s c or ing ac tiv ity  as  a s trategic  area of foc us
for  nex t y ear ’s  plan.
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Your S c ore 1 7

Al l  Sc ore s 2 2

Top Pe rforme rs 2 8 .3

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #5: Continuous Process Improvement

Continuous  proc es s  improv ement is  an ongoing effor t to improv e produc ts , s erv ic es , or  proc es s es  s uppor t ing an
organiz ation’s  s trategic  objec tiv es  and goals . Thes e effor ts  c an s eek  " inc remental"  improv ement ov er  t ime or
"break through" improv ement all at onc e. Deliv ery  proc es s es  are c ons tantly  ev aluated and improv ed in the light of their
eff ic ienc y , effec tiv enes s  and f lex ibility .

INNOVATION & OPERATIONAL
EFFECTIVENESS

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have implemented an ef fect ive
program for developing improved
product /service ideas.

            7.00

We tend to  respond rapid ly to  changes in
our customers'  product /service needs.

1.00             

Our key in ternal processes are well
documented. (SOPs)

  2.00           

Our organiz at ion maintains dependable
relat ionships w ith  its suppliers (supply
chain) .

    3.00         

We have a process through which we
consistent ly deliver error- f ree
goods/services on t ime.

      4.00       

5-15 – Red
In terms  of innov ation and operational effec tiv enes s , both of thes e are weak nes s es  in y our  organiz ation r ight now. While
thes e are c er tainly  two dis t inc t s ets  of c ompetenc ies , they  are inter related by  way  of being c ore to a well- run operation.
Selec t either  the innov ation c ompetenc ies  ( the f ir s t two items  in the gr id)  or  the operational effec tiv enes s  c ompetenc ies  to
foc us  on in this  y ear ’s  upc oming plan. Set this  area of foc us  as  a c orporate goal with outc omes  that are leading indic ators
of y our  profitability . 

16-27 – Yellow
With c autionary  per formanc e in innov ation and operational effec tiv enes s , either  one or  both of thes e are weak nes s es  in
y our  organiz ation r ight now. Bas ed on the s c ores , note whic h are s trengths  and whic h weak nes s es  to populate the
appropr iate c ompetenc ies  in y our  SWOT. Determine if  the weak nes s es  identif ied will bec ome a s trategic  area of foc us  after
rev iewing all of the pos s ible areas  to determine pr ior ity .

28-34 – G reen
Great work  in thes e two areas  – note them both, innov ation and operational ex c ellenc e, as  s trengths  in y our  SWOT. For
this  y ear , y ou c an put thes e into maintenanc e mode allowing s trategic  foc us  to be plac e in other  high pr ior ity  areas .
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Your S c ore 1 8

Al l  Sc ore s 1 3 .2

Top Pe rforme rs 1 6 .4

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

TECHNOLOGY CAPABILITIES (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have the necessary technology in
place to  support  all in ternal processes.

        5.00     

In  our organiz at ion, technology is
managed as an essent ial asset .

          6.00   

We have a comprehensive business
cont inuity p lan that  incorporates all
aspects of  technology w ith in  our
organiz at ion.

            7.00

3-10 – Red
Hav ing the r ight tec hnology  c apabilit ies  to ac hiev e high per formanc e is  an area that is  a weak nes s  and is  holding y ou bac k .
Lik ely  y ou k now the areas  of foc us  that need inv es tment to propel y our  organiz ation into the future. I f  not, c ons ider
s ec ur ing a c ur rent s tate as s es s ment from an IT  profes s ional.

11-15 – Yellow
Lik ely  y ou and y our  team feel lik e y ou hav e the r ight tec hnology  or  tec hnology  plan to grow and ac c elerate per formanc e. If
this  is  true, note it  as  a s trength. More often than not, organiz ations  fall down on hav ing an updated bus ines s  c ontinuity
plan. Mak e this  a pr ior ity  for  the upc oming y ear  bec aus e it  will be too late after .

16-19 – G reen
Tec hnology  c apabilit ies  are definitely  a s trength to be noted on y our  SWOT. Keeping this  as  a s trength will be an
ac c elerator  for  y our  high per formanc e. Depending on how y ou ac hiev e this , y ou may  or  may  not need to s et tec hnology  as
a s trategic  area of foc us  for  nex t y ear ’s  plan.
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Your S c ore 1 0

Al l  Sc ore s 1 7

Top Pe rforme rs 2 1 .8

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

EXECUTION READINESS (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We establish  SMART goals on an annual
basis so that  our organiz at ion 's mission
and vision are converted in to  measurable
act ion.

1.00             

Our employee compensat ion program is
integrated w ith  the organiz at ion 's goals.

  2.00           

We regularly (at  least  quarterly)  assess
our organiz at ion 's progress made against
the performance targets in  st rategy
meet ings.

    3.00         

Our organiz at ion 's top management  is
solid ly commit ted to  using the st rategic
planning process as a management  tool.

      4.00       

4-12 – Red
The f ir s t plac e to improv e per formanc e management and dr iv e effec tiv e ex ec ution is  through c as c ading goals  from the
c orporate lev el to depar tment/div is ion managers  to indiv idual c ontr ibutors . In addit ion to an effec tiv e c as c ade ( this  oc c urs
when the goals  are 100% within the res pons ibility  and author ity  of the owner  to ac c omplis h) , goals  mus t hav e c lear
meas urables  and targeted outc omes . The SMART goal s truc ture really  does  hav e a purpos e. Thes e two bes t prac tic es  are
the bas is  for  improv ing any  ac tiv ity  in this  area.

13-21 – Yellow
While y ou hav e piec es  of a per formanc e management proc es s  in plac e, there are s t ill oppor tunit ies  for  improv ement to
dr iv e better  ex ec ution. Mos t of the t ime organiz ations  s truggle with link ing c ompens ation to goals  and s t ic k ing to a regular
progres s  rev iew proc es s . Pic k  one of thes e two to improv e this  y ear .

22-28 – G reen
Nic e job! I t  look s  lik e y ou hav e a well- func tioning per formanc e management proc es s . Tak e this  proc es s  to the nex t lev el by
r igorous ly  trac k ing group dec is ions  and then, mos t impor tantly , as s es s ing how they  play ed out quar ter  ov er  quar ter  or
y ear  ov er  y ear . The purpos e of this  is  to get t ighter  and better  at c orporate dec is ion mak ing.
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Your S c ore 1 8

Al l  Sc ore s 1 2 .1

Top Pe rforme rs 1 6 .5

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

ORGANIZATIONAL
COMMUNICATION

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

The competencies of  the d if ferent
departments in  th is organiz at ion are well
coordinated.

        5.00     

Our organiz at ion has a formal
communicat ion process where, for the
most  part , our staf f  feels well in formed
about  the st rategic d irect ion and our
progress against  it .

          6.00   

At  least  tw ice per year, either the ent ire
organiz at ion or a major group, meets as a
whole to  communicate key in format ion
about  the organiz at ion.

            7.00

3-9 – Red
The bad news  -  y ou'v e got s ome work  to do here. The good news  -  it 's  not hard. Effec tiv e organiz ational c ommunic ation is
a foundational ac tiv ity  to gett ing the full res ults  from y our  s trategic  planning effor t.  Pic k  one of the three c ompetenc ies  in
this  area to improv e this  y ear . They  are all impor tant and will y ield res ults . Mak e s ure to us e k ey  par ts  of y our  s trategic
plan, s uc h as  mis s ion, v alues , v is ion and c r it ic al goals /objec tiv es  as  mes s age points .

10-16 – Yellow
While there is  s ome lev el of effec tiv e organiz ational c ommunic ation, there is  oppor tunity  for  improv ement. Lev erage the
s trategic  planning proc es s  as  a way  to implement thos e improv ements . Bec aus e the plan is  intended to func tion as  a
management tool that dr iv es  informed dec is ions  at ev ery  lev el of the organiz ation, s et up a s c hedule to rollout the plan as
well as  c ommunic ate the progres s  monthly . In the s c hedule, identify  lev els  in the organiz ation, c hannel (all-hands  meeting,
email,  intranet, etc )  and k ey  mes s ages .

17-21 – G reen
Congrats ! Ev ery one feels  lik e the organiz ational c ommunic ation c ompetenc ies  are effec tiv e. I f  y ou hav e not already , mak e
s ure to embed progres s  agains t y our  s trategic  direc tion into y our  c ommunic ation s c hedule. I f  y ou hav e already  done this ,
k eep it  interes ting through gamif ic ation, public ly  dis play ed s trategy  das hboards  and other  c ontes ts .
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Your S c ore 1 0

Al l  Sc ore s 1 5 .8

Top Pe rforme rs 2 1 .4

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

Success Factor #6: Human Capital Management

Human c apital is  an amalgamation of an organiz ation’s  inherent talent, s k ills  and k nowledge required to effec tiv ely  deliv er
agains t an organiz ation’s  mis s ion. Inv es ting and nur tur ing an env ironment, whic h dev elops  human c apital aligned to the
requirements  of effec tiv e s trategic  management is  a c ompetit iv e adv antage often s eparating thos e who s uc c eed and thos e
who don’t.

PEOPLE EXPERTISE &
STRUCTURE

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

Our organiz at ion has an employee
development /t rain ing program in  p lace
that  d irect ly contributes to  career
advancement .

1.00             

All employees feel they have the
necessary skills to  successfu lly perform
their jobs or the ability to  gain  them if
lacking.

  2.00           

In  our organiz at ion, industry best
pract ices are learned and regularly shared
with  appropriate departments.

    3.00         

For the most  part , we have the right
people in  the right  seats.

      4.00       

4-12 – Red
Of all the pos s ible areas  of foc us  in this  s ec tion, people ex per t is e needs  to be y our  highes t pr ior ity . Low per formanc e in
thes e c ompetenc ies  is  leading indic ators  to many  of the other  s trategic  c ompetenc ies  in this  benc hmark . Set this  as  a high-
pr ior ity  for  this  planning proc es s . Selec t one or  two of the c ompetenc ies  lis ted abov e to work  on and es tablis h them as
c orporate goals  for  nex t y ear ’s  plan.

13-20 – Yellow
You’re s tanding s t ill in the area of people ex per t is e – s ome c ompetenc ies  are work ing well and others  are not. Identify
thos e that are high s c ores  as  s trengths  and thos e with low s c ores  as  weak nes s es . Turn this  whole area into a s trength
nex t y ear  by  s elec ting the two lowes t per forming c ompetenc ies  as  s trategic  areas  of foc us  for  nex t y ear . Does  two feel
ov erwhelming? Selec t one and hit it  out of the park !

21-27 – G reen
Your  organiz ation mus t be a great plac e to work ! Congrats  and note the c ompetenc ies  in this  area as  s trengths . Depending
on how the res t of this  benc hmark  look s , y ou might c ons ider  either  noting this  area for  maintenanc e or  s elec t the lowes t
s c or ing ac tiv ity  to improv e.
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Your S c ore 1 8

Al l  Sc ore s 1 4 .7

Top Pe rforme rs 1 8 .1

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

CULTURE OF LEARNING &
GROWTH

(1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

Our management  team is very support ive
of  creat ive th inking and new ideas.

        5.00     

Employees would  be w illing  to  work
harder than necessary to  help  th is
organiz at ion succeed.

          6.00   

Our organiz at ion has an excellent  ab ility
to  manage and adapt  to  change.

            7.00

3-11 – Red
Building a c ulture of learning and growth is  c r it ic al to high per formanc e. Bec aus e this  area is  holding y ou bac k , note it  as  a
weak nes s . For  this  planning proc es s , pic k  the lowes t s c or ing ac tiv ity  to work  on in an effor t to build the organiz ational
c ulture y ou want to be k nown for . Es tablis h this  ac tiv ity  as  a c orporate goal with the per formanc e metr ic  of employ ee
engagement.

12-17 – Yellow
A c ulture of learning and growth is  neither  holding y ou bac k  nor  ac c elerating y our  per formanc e. Determine what
c ompetenc ies  are weak nes s es  and whic h ones  are s trengths  bas ed on the s c ores  in the gr id abov e. With the ex ec utiv e
team, s elec t the one ac tiv ity  y ou think  will mak e the bigges t dif ferenc e in turning this  area into one that is  an ac c elerator .
Es tablis h this  ac tiv ity  as  a c orporate goal with the per formanc e metr ic  related to the outc ome of the ac tiv ity .

18-21 – G reen
A c ulture of learning and growth is  an ac c elerator  for  y our  high per formanc e and is  a s trength on y our  SWOT! Unles s  there
is  s omething jumping out to y ou that is  a low s c ore in this  area, c ons ider  putt ing this  into maintenanc e mode for  this  y ear .
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Your S c ore 6

Al l  Sc ore s 1 1 .6

Top Pe rforme rs 1 7 .5

Top
Pe rforme rs

Al l Al l /Top
Pe rforme rs

STRENGTH OF LEADERSHIP (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

Our management  team has st rong,
t rust ing relat ionships w ith  each other.

1.00             

For the most  part , our management
makes decisions and takes act ion
quickly.

  2.00           

Overall,  there is a w illingness to  take
calculated risks.

    3.00         

3-8 – Red
Proc eed with y our  s trategic  planning proc es s  c autious ly  bec aus e a team that does  not hav e a foundation of trus t will
s truggle to c reate an objec tiv e c orporate s trategy . Cons ider  building in trus t-building ex erc is es  into y our  planning offs ites
or  retreats .

9-16 – Yellow
Depending on whic h of thes e three behav iors  is  low- trus t, dec is ion mak ing and/or  r is k  tak ing—tak e one of the following
ac tions . For  low trus t, build in trus t-building ex erc is es  into y our  planning offs ite. For  s low dec is ion mak ing and r is k
av ers ion, c onduc t a "5 Why s " dis c us s ion with the management team to f igure out the root c aus e of low per formanc e in
thes e areas .

17-21 – G reen
Teams  that hav e a high lev el of trus t not only  ac c elerate their  effec tiv enes s , they  are able to mov e more quic k ly  to tak e
adv antage of oppor tunit ies  and mit igate r is k s . Collec tiv ely  all res pondents  v iew y our  management team as  high per forming.
Your  planning offs ites  or  retreats  s hould go s moothly !
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TECHNOLOGY (1 )S t ro n g ly Disa g re e S t ro n g ly Ag re e (7 )

We have the necessary technology in
place to  support  all in ternal processes.

        5.00     

In  our organiz at ion, technology is
managed as an essent ial asset .

          6.00   

We have a comprehensive business
cont inuity p lan that  incorporates all
aspects of  technology w ith in  our
organiz at ion.

            7.00

(1 ) De clin e d
Su b sta n t ia lly

In cre a se d
S u b sta n t ia lly  (7 )

Our sales volume has:     3.00         

Our net  prof it  has:       4.00       

The number of  key accounts has:         5.00     

The percentage of  the company's repeat
customers has:

          6.00   

Our operat ional ef f iciency has:             7.00

The complaint  level for our company's
principal product /service has:

1.00             

The skills of  our workforce that  support
corporate st rategy have:

  2.00           

Employee engagement  in  our company
has:

    3.00         
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Your Next Steps

Your Strategic Performance Index is  a broad perspective of your organization’s strategic
effectiveness in achieving core success factors critical to organizational health and
sustainability . To make the score actionable requires evaluating the indiv idual score for each
Strategic Competency. Consider focusing on the top two largest negative scored competencies;
collecting more information, talk  with stakeholders, determine gaps, and use this  information to
better design or refine your organizational s trategies.

About OnStrategy

OnStrategy is  the enterprise, c loud-based leader in strategy management. Our online tools and
hands-on serv ices, inc luding our flagship platform for empowering people to create and execute
strategy, connects customers, employees and stakeholders to achieve enduring success.

As a strategy process leader and management partner, we believe strategy is  more than s imply
achieving business goals. Smarter s trategy builds smarter organizations. It inspires people to
work hard, inc ite action and make things happen. Simply architected, thoughtfully  executed,
strategy moves mountains.

OnStrategy Platform

OnStrategy is  our c loud-based platform for empowering people to create and execute strategy.
Fostering engagement, c larity , ownership and organization-wide communications, OnStrategy is
used by thousands of organizations worldwide to help achieve strategic objectives.

OnStrategy Services

We’re more than software developers. We’re practitioners. Our hands-on serv ices deliver
strategic guidance and tactical support when needed most. Our serv ices inc lude:

Strategy Development • Organizational & Customer Ins ights • Market Analys is • Process &
Performance Management • Training & Adoption • Communications

OnStrategy Education & Resources

With frequent webinars sharing strategic ins ight and best-practices on strategy design,
implementation and performance management to v ideos, newsletters, books, how-to guides and
social media posts, OnStrategy provides actionable advice and recommendations supporting
every step of the strategic process.

Creating and Executing a Great Strategy Starts Today

Whether you’re just getting started, rolling out an organizational s trategy, or managing
execution, OnStrategy delivers the right tools and serv ices to get the job done. Learn more at
www.OnStrategyHQ.com or s imply call us at 775.747.7407.
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