




Strategic 
Planning Kit

3rd Edition

by Erica Olsen



Strategic Planning Kit For Dummies®, 3rd Edition
Published by: John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030-5774, www.wiley.com

Copyright © 2023 by John Wiley & Sons, Inc., Hoboken, New Jersey

Published simultaneously in Canada

No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form or by any 
means, electronic, mechanical, photocopying, recording, scanning or otherwise, except as permitted under Sections 
107 or 108 of the 1976 United States Copyright Act, without the prior written permission of the Publisher. Requests to 
the Publisher for permission should be addressed to the Permissions Department, John Wiley & Sons, Inc., 111 River 
Street, Hoboken, NJ 07030, (201) 748-6011, fax (201) 748-6008, or online at http://www.wiley.com/go/permissions.

Trademarks: Wiley, For Dummies, the Dummies Man logo, Dummies.com, Making Everything Easier, and related 
trade dress are trademarks or registered trademarks of John Wiley & Sons, Inc. and may not be used without written 
permission. All other trademarks are the property of their respective owners. John Wiley & Sons, Inc. is not 
associated with any product or vendor mentioned in this book.

LIMIT OF LIABILITY/DISCLAIMER OF WARRANTY: WHILE THE PUBLISHER AND AUTHORS HAVE USED THEIR 
BEST EFFORTS IN PREPARING THIS WORK, THEY MAKE NO REPRESENTATIONS OR WARRANTIES WITH RESPECT 
TO THE ACCURACY OR COMPLETENESS OF THE CONTENTS OF THIS WORK AND SPECIFICALLY DISCLAIM ALL 
WARRANTIES, INCLUDING WITHOUT LIMITATION ANY IMPLIED WARRANTIES OF MERCHANTABILITY OR 
FITNESS FOR A PARTICULAR PURPOSE. NO WARRANTY MAY BE CREATED OR EXTENDED BY SALES 
REPRESENTATIVES, WRITTEN SALES MATERIALS OR PROMOTIONAL STATEMENTS FOR THIS WORK. THE FACT 
THAT AN ORGANIZATION, WEBSITE, OR PRODUCT IS REFERRED TO IN THIS WORK AS A CITATION AND/OR 
POTENTIAL SOURCE OF FURTHER INFORMATION DOES NOT MEAN THAT THE PUBLISHER AND AUTHORS 
ENDORSE THE INFORMATION OR SERVICES THE ORGANIZATION, WEBSITE, OR PRODUCT MAY PROVIDE OR 
RECOMMENDATIONS IT MAY MAKE. THIS WORK IS SOLD WITH THE UNDERSTANDING THAT THE PUBLISHER IS 
NOT ENGAGED IN RENDERING PROFESSIONAL SERVICES. THE ADVICE AND STRATEGIES CONTAINED HEREIN 
MAY NOT BE SUITABLE FOR YOUR SITUATION. YOU SHOULD CONSULT WITH A SPECIALIST WHERE APPROPRIATE. 
FURTHER, READERS SHOULD BE AWARE THAT WEBSITES LISTED IN THIS WORK MAY HAVE CHANGED OR 
DISAPPEARED BETWEEN WHEN THIS WORK WAS WRITTEN AND WHEN IT IS READ. NEITHER THE PUBLISHER 
NOR AUTHORS SHALL BE LIABLE FOR ANY LOSS OF PROFIT OR ANY OTHER COMMERCIAL DAMAGES, INCLUDING 
BUT NOT LIMITED TO SPECIAL, INCIDENTAL, CONSEQUENTIAL, OR OTHER DAMAGES.

For general information on our other products and services, please contact our Customer Care Department within 
the U.S. at 877-762-2974, outside the U.S. at 317-572-3993, or fax 317-572-4002. For technical support, please visit 
https://hub.wiley.com/community/support/dummies.

Wiley publishes in a variety of print and electronic formats and by print-on-demand. Some material included with 
standard print versions of this book may not be included in e-books or in print-on-demand. If this book refers to 
media such as a CD or DVD that is not included in the version you purchased, you may download this material at 
http://booksupport.wiley.com. For more information about Wiley products, visit www.wiley.com.

Library of Congress Control Number: 2022951514

ISBN 978-1-394-15796-9 (pbk); ISBN 978-1-394-15797-6 (ebk); ISBN 978-1-394-15798-3 (ebk)

http://www.wiley.com
http://www.wiley.com/go/permissions
https://hub.wiley.com/community/support/dummies
http://booksupport.wiley.com
http://www.wiley.com
http://Dummies.com


Contents at a Glance
Introduction  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 1

Part 1: Kicking Off Your Strategic Planning Process  .  .  .  .  .  .  .  .  . 9
CHAPTER 1: What Is Strategic Planning Really?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 11
CHAPTER 2: Why Strategic Planning Works  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 25
CHAPTER 3: Getting Set Up for Successful Planning  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 37
CHAPTER 4: Identifying Your Strategic Issues   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 57

Part 2: Sizing Up Your Current Situation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 77
CHAPTER 5: Assessing Your Business and Its Capabilities  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 79
CHAPTER 6: Seeing Your Business through Your Customers’ Eyes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 99
CHAPTER 7: Researching the Market to Find New Customers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 117
CHAPTER 8:	 Identifying	Your	Opportunities	and Threats   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 139

Part 3: Defining Your Core Purpose and Envisioned 
Future  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 163
CHAPTER 9:	 Focusing	on	What	You Do	Best   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 165
CHAPTER 10:	Developing	Your	Mission and	Values   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 183
CHAPTER 11:	Envisioning	Your	North	Star  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 199

Part 4: Mapping Your Organization’s Path to  
the Future  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 211
CHAPTER 12: Strategizing for Growth and Sustainability  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 213
CHAPTER 13:	Establishing	Your	Strategic	Goals	and Roadmap   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 233
CHAPTER 14:	Putting	Your	Plan	into	Action	with	Objectives	and	Key	Results   .  .  .  .  .  . 261
CHAPTER 15: Making Your Plan Measurable  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 275

Part 5: Living and Breathing Your Plan   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 289
CHAPTER 16:	Execute,	Execute,	Execute:	Putting	Your Plan	to	Work  .  .  .  .  .  .  .  .  .  .  .  .  .  . 291
CHAPTER 17:	Keeping	Your	Plan	Alive with	Reviews	and Refreshes   .  .  .  .  .  .  .  .  .  .  .  .  .  . 307
CHAPTER 18: Scenario Planning: Answering the What Ifs  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 317

Part 6: The Part of Tens  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 329
CHAPTER 19:	Ten	Tips	to	Keep	Your	Strategic	Plan	from	Hitting	the	Shelf  .  .  .  .  .  .  .  .  . 331
CHAPTER 20:	Ten	Tips	to	Holding	Great	Strategic	Retreats  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 337
CHAPTER 21:	Ten	Ways	to	Maintain	Momentum	in	Your	Planning	Process  .  .  .  .  .  .  .  . 345

Index  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 351





Table of Contents      v

Table of Contents
INTRODUCTION   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 1

About	This	Book  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .1
Conventions	Used	in	This	Book  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .2
What You’re Not to Read   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .2
Foolish Assumptions  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .3
How	This	Book	Is	Organized   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .3

Part 1:	Kicking	Off	Your	Strategic	Planning	Process  .  .  .  .  .  .  .  .  .  .  .  .  .  . 3
Part 2:	Sizing	Up	Your	Current	Situation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 4
Part 3:	Defining	Your	Core	Purpose	and	Envisioned	Future  .  .  .  .  .  .  . 4
Part 4:	Mapping	Your	Organization’s	Path	to	the	Future  .  .  .  .  .  .  .  .  .  . 4
Part 5:	Living	and	Breathing	Your	Plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 4
Part 6:	The	Part	of	Tens   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .5

Icons	Used	in	This	Book  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .5
Beyond the Book  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .6
Where	to	Go	from	Here   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .6

PART 1: KICKING OFF YOUR STRATEGIC PLANNING 
PROCESS   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 9

CHAPTER 1: What Is Strategic Planning Really?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 11
Clearing Up the Confusion about Strategic Planning  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .12

Defining	strategy  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .12
Understanding the importance of a strategic plan   .  .  .  .  .  .  .  .  .  .  .  .  .14
Implementing the strategic management process .  .  .  .  .  .  .  .  .  .  .  .  .  .15
Identifying the components of a solid strategic plan  .  .  .  .  .  .  .  .  .  .  .  .15
Answering the most frequently asked strategic planning  
questions   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .16

Identifying	the	Levels	of	Strategic	Management .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .20
Getting	Acquainted	with	the	Strategic	Plan’s	Key	Elements  .  .  .  .  .  .  .  .  .20

Vision:	Bringing	things	into	focus   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .21
Strategy:	Explaining	the	value	you	deliver  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .21
Goals	and	objectives:	Empowering	employees  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .22
Execution	and	evaluation:	Ensuring	success  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .22

Seeing	the	Signs:	Why	You	Need	This	Book .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .23

CHAPTER 2: Why Strategic Planning Works  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 25
Strategic	Planning	Is	the	Most	Used	Tool	by	Executives  .  .  .  .  .  .  .  .  .  .  .  .25
Not	Having	a	Plan	Is	Too	Risky   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .27
A	Plan	Is	Required	to	Be	a	High	Performer  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .28

What makes great companies great  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .29
What successful CEOs are spending their time on  .  .  .  .  .  .  .  .  .  .  .  .  .  .30



vi      Strategic Planning Kit For Dummies

Everyday	Decisions	Drive	Long-Term	Results  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .30
The	day-to-day	impact   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .31
The	bottom-line	result   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .32

Agility	Is	a	Competitive	Advantage  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .33
Everyone	Wants	to	Be	Part	of	Something	Bigger  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .34
Tribal	Knowledge	Is	Passed	on	to	the	Next	Generation   .  .  .  .  .  .  .  .  .  .  .  .35
You Can Clearly Explain (and Remember) Your Strategy .  .  .  .  .  .  .  .  .  .  .  .35
A	Strategic	Plan	Eliminates	Wasted	Time	and	Money   .  .  .  .  .  .  .  .  .  .  .  .  .  .36

CHAPTER 3: Getting Set Up for Successful Planning  .  .  .  .  .  .  .  .  .  .  .  .  .  . 37
Previewing	the	Elements	of	a	Strategic	Plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .38

Where are we now?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .39
Where are we going?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .40
How	will	we	get	there?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .40
How	will	we	measure	our	progress?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .41

Before You Begin: Assessing Your Planning Readiness  .  .  .  .  .  .  .  .  .  .  .  .  .42
Are we ready?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .42
Is the climate right?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .43

Taking	a	Look	at	the	Strategic	Planning	Process	and	Timeframe   .  .  .  .44
Phase	1:	Determining	your	core	purpose	and	envisioned	 
future  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .44
Phase 2: Assessing your strategic position   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .45
Phase	3:	Developing	your	strategies	and	priorities  .  .  .  .  .  .  .  .  .  .  .  .  .46
Phase	4:	Deploying	your	strategies	to	operations  .  .  .  .  .  .  .  .  .  .  .  .  .  .47
Phase	5:	Aligning	your	people	and	financial	resources  .  .  .  .  .  .  .  .  .  .47
Phase 6: Executing your plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .48

Selecting	Your	Planning	Team  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .49
Getting	everyone	involved  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .49
Determining	who’s	involved	when   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .51

Going	It	Alone	or	Hiring	a	Facilitator .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .52
Running planning sessions yourself  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .52
Using a facilitator  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .53

Smoothing Out Your Process  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .55

CHAPTER 4: Identifying Your Strategic Issues   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 57
Reviewing	What	Happened	Last	Year  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .58

Recognizing	what	you	achieved   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .58
Understanding why you failed  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .59

Evaluating	Your	Products	and	Services   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .60
Picking the winners  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .60
Dumping	the	losers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .62

Putting	Your	Portfolio	Together	(In	the	Market	Attractiveness	
Framework)   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .63

Evaluating	market	attractiveness	and	business	strength  .  .  .  .  .  .  .  .63
Creating your own matrix .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .65



Table of Contents      vii

Looking	at	Your	Financial	Performance  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .66
Understanding	the	financial	dynamics	of	your	business .  .  .  .  .  .  .  .  .66
Sorting	out	three-year	trends   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .70
Trailing	your	numbers	over	12	months  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .71
Evaluating	your	numbers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .73

Seeing the Underlying Forces of Your Industry .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .74
Creating	Your	Short	List	of	Strategic	Issues  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .75

PART 2: SIZING UP YOUR CURRENT SITUATION   .  .  .  .  .  .  .  .  .  .  . 77

CHAPTER 5: Assessing Your Business and Its Capabilities  .  .  .  .  .  .  . 79
Indentifying Your Organization’s Strengths and Weaknesses   .  .  .  .  .  .  .80
Evaluating	Your	Organization’s	Capabilities   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .82

Human	capital:	Having	the	right	people	in	the	right	positions  .  .  .  .82
Organizational capital: Getting a feeling for your corporate  
culture  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .84
Knowledge	capital:	Knowing	what	you	already	know   .  .  .  .  .  .  .  .  .  .  .85

Examining Your Resources  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .87
Analyzing Your Processes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .88

Operational processes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .89
Customer management processes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .90
Relationship management processes   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .91
Innovation	processes   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .92
Other important process areas  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .93

Checking	Your	Profit	Margins   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .95
Identifying cash creators   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .96
Detecting	cash	drains  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .97

CHAPTER 6: Seeing Your Business through Your  
Customers’ Eyes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 99
Getting	to	Know	Your	Most	Valuable	Customers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .100

Identifying the 80/20 customer  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .101
Figuring	out	the	lifetime	value	of	your	customers  .  .  .  .  .  .  .  .  .  .  .  .  .102

Determining	Why	Your	Customers	Are	Your	Customers .  .  .  .  .  .  .  .  .  .  .105
Measuring satisfaction by the numbers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .105
Obtaining	feedback	without	using	a	survey   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .107
Spending time talking to your customers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .108

Focusing	on	How	You	Deliver	Value	to	Your	Customers  .  .  .  .  .  .  .  .  .  .  .109
Considering	different	business	models  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .110
Using	a	business	model	to	create	value  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .111
Framing out your business model   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .114



viii      Strategic Planning Kit For Dummies

CHAPTER 7: Researching the Market to Find New  
Customers   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 117
Gathering Information about New Markets   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .118

Identifying your information needs   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .118
Locating	information	sources   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .119

Creating	Your	Target	Markets  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .121
Dividing	your	market	into	groups  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .122
Visualizing	your	target	customer  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .124

Focusing	on	the	Most	Attractive	Markets   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .126
Defining	an	attractive	segment  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .127
Evaluating	your	target	customer	groups  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .128

Standing Out from the Crowd: Your Positioning Statement  .  .  .  .  .  .  .  .129
Writing your positioning statements   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .130
Perusing examples of positioning statements  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .131

Reaching	Your	New	Target	Markets  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .131
The	Four	Ps:	Neither	a	soul	band	nor	a	legume  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .132
The	cycle	of	(product)	life  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .133

Staying	Market-Focused  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .134
Gathering	relevant	information .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .135
Sharing what you know   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .135
Responding	to	what	you’ve	discovered  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .136

Putting	It	All	Together:	Organizing	Customer	Information  .  .  .  .  .  .  .  .  .136

CHAPTER 8: Identifying Your Opportunities and Threats   .  .  .  .  .  . 139
Starting	Your	SWOT	Analysis  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .141
Seeing the Future   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .142
Finding	Opportunities	in	Your	Operating	Environment  .  .  .  .  .  .  .  .  .  .  .  .143

Identifying your economic indicators  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .143
Watching important social shifts  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .145
Staying on top of technology trends  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .146
Monitoring political winds  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .147
Flexing	with	demographic	movements   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .148

Tracking	Your	Industry  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .149
Looming	new	competitors  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .150
Threatening	substitute	products  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .151
Bargaining power of suppliers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .152
Bargaining power of buyers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .153
Duking	it	out	with	your	competitors  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .153

Analyzing Your Competition   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .154
Identifying your competitors  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .155
Gathering	competitive	intelligence  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .156
Isolating what you really need to know  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .157
Seeing	the	competitive	field  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .158



Table of Contents      ix

Evaluating	Your	Market   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .159
Summarizing	Your	Opportunities	and	Threats  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .160
Finishing	Your	SWOT	Analysis  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .160

PART 3: DEFINING YOUR CORE PURPOSE AND 
ENVISIONED FUTURE  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 163

CHAPTER 9: Focusing on What You Do Best  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 165
Appreciating	Your	Competitive	Advantage  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .166

Taking	the	30-second	competitive	advantage	challenge  .  .  .  .  .  .  .  .167
Knowing	what	competitive	advantage	isn’t  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .167
Realizing	what	competitive	advantage	is  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .168
Discovering	why	having	a	competitive	advantage	is	 
so important  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .169

Uncovering	Your	Advantages   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .169
What’s your distinct purpose?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .170
How	do	you	make	money?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .171
Why do customers buy from you?   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .173

Pinpointing	Your	Competitive	Advantage   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .174
Perusing a few examples  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .174
Stating	your	competitive	advantage	succinctly  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .175
Putting	your	advantage	to	the	test  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .176
Breaking away from the pack   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .177

Using	Your	Advantages	Now  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .179
Implementing	your	advantages   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .180
Measuring	your	advantages   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .180
Putting	your	advantages	in	your	plan   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .181

CHAPTER 10: Developing Your Mission and Values   .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 183
Building Your Strategic Foundation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .184
Assessing Your Mission   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .185

Elements	of	an	effective	mission	statement  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .185
Evaluating	your	current	mission	statement   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .188
Writing a new mission statement  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .188

Evaluating	Your	Mission	Statement   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .190
Fine-tuning	Your	Organizational	Values  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .190

Elements	of	effective	organizational	values   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .191
Creating	or	updating	your	organizational	values  .  .  .  .  .  .  .  .  .  .  .  .  .  .192
Acting	on	your	organizational	values  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .193

World-Class	Values	Statements  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .195
Starting Your Strategic Foundation  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .196



x      Strategic Planning Kit For Dummies

CHAPTER 11: Envisioning Your North Star  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 199
Continuing Your Strategic Foundation  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .199
Visioning:	Focusing	in	on	Your	North	Star  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .200

Elements	of	an	effective	vision	statement  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .201
Imagining	your	future —	vividly   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .203
Creating	or	updating	your	vision	statement	and	vision	 
description  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .204

Futurecasting:	Looking	to	the	Future  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .205
Getting into the right frame of mind for futurecasting  .  .  .  .  .  .  .  .  .206
Leaving	your	assumptions	at	the	door  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .207
Working a strategic thinking exercise  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .207

Finalizing Your Strategic Foundation   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .208

PART 4: MAPPING YOUR ORGANIZATION’S  
PATH TO THE FUTURE  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 211

CHAPTER 12: Strategizing for Growth and Sustainability  .  .  .  .  .  .  .  . 213
Understanding	the	Difference	between	Strategy	and	Tactics   .  .  .  .  .  .214

Strategy	versus	tactics   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .214
The	levels	of	strategies  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .215

Business	Unit-Level	Strategies:	Choosing	Your	Leading	 
Strategic Focus  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .216

Applying	your	strengths	to	a	business	unit-level	strategy  .  .  .  .  .  .  .217
Discovering	why	you	don’t	want	to	be	stuck	in	the	middle  .  .  .  .  .  .221
Choosing	the	right	business	unit-level	strategy	for	you   .  .  .  .  .  .  .  .222

Market-Level	Strategies:	Strategizing	How	to	Grow  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .223
Concentrating on market penetration  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .223
Delivering	with	product	development  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .225
Extending	scope	with	market	development   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .226
Stepping	out	with	diversification  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .227
Deciding	how	to	execute	your	growth	strategy   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .229

Summarizing Your Selected Strategies   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .231

CHAPTER 13: Establishing Your Strategic Goals and  
Roadmap  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 233
Firming	Up	Your	List	of	Strategic	Alternatives  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .234

Paring	down	your	SWOT  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .235
Identifying	strategic	alternatives  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .236
Sorting	through	your	other	alternatives   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .238

Evolving	Alternatives	into	Priorities   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .239
Sorting	out	internal	and	external	alternatives   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .239
Creating a short list of external priorities   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .240
Compiling a short list of internal priorities   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .242
Gut checking your priorities  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .243



Table of Contents      xi

Balancing Your Strategic Priorities  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .244
Financial priorities: If we succeed, how will we look to  
our shareholders?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .245
Customer	priorities:	How	do	we	provide	value	to	our	 
customers?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .246
Internal priorities: What processes must we excel in to  
satisfy our customers?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .247
Employee	priorities:	How	must	our	organization	grow	and	
improve?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .247

Turning	Strategic	Priorities	into	a	Roadmap	for	Your	Vision   .  .  .  .  .  .  .248
Finalizing your strategies  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .250
Writing	your	long-term	strategic	goals  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .250
Making	your	short-term	objectives	SMART  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .251
Mapping your strategy  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .252
Building your roadmap  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .255

Assembling Your Strategic Plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .257
Evaluating	Your	Strategic	Plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .258

CHAPTER 14: Putting Your Plan into Action with Objectives  
and Key Results  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 261
Using	Objectives	&	Key	Results	to	Deploy	Your	Strategic	Plan  .  .  .  .  .  .262

What	are	OKRs?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .262
What	do	OKRs	do?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .263

Writing	Great	OKRs  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .263
Great	objectives  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .263
Great key results  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .264

How	OKRs	Cascade	Through	the	Organization  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .264
Getting	Down	to	the	Business	of	Deploying  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .265

Tips	for	deploying	one	level  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .266
Tips	for	deploying	multiple	levels  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .268
Stepping	into	an	OKR	process  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .268

Understanding	How	OKRs	and	KPIs	Work	Together   .  .  .  .  .  .  .  .  .  .  .  .  .  .270
OKR/KPI	structure  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .271
An	example	of	how	to	build	KPIs	into	OKRs   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .271

Tips	to	Streamline	Large	OKR	Deployments  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .272

CHAPTER 15: Making Your Plan Measurable  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 275
What	Are	KPIs?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .276
Identifying Meaningful Measures  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .276

Types	of	measures   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .277
Leading	versus	lagging	measures  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .278

Aiming	at	Your	Targets  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .279
Building Your Scorecard  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .280



xii      Strategic Planning Kit For Dummies

Ensuring	That	Your	Plan	Makes	Cents  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .281
Estimating	revenue	and	expenses   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .283
Contributing to the bottom line   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .284
Projecting	your	financial	future  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .285
Forecasting with indicators   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .287

PART 5: LIVING AND BREATHING YOUR PLAN   .  .  .  .  .  .  .  .  .  .  .  . 289

CHAPTER 16: Execute, Execute, Execute: Putting Your  
Plan to Work  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 291
So	You	Have	a	Plan —	Now	What?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .292

Avoiding	the	pitfalls  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .292
Covering	all	your	bases  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .293
Making	sure	that	you	have	the	support  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .294
Determining	your	plan	of	attack  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .295

Holding	People	(Including	Yourself)	Accountable	to	the	Process  .  .  .  .296
Appointing a strategic plan manager  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .297
Syncing	individual	action	plans	with compensation  .  .  .  .  .  .  .  .  .  .  .  .297
Coaching	for	achievement  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .298

Making	Your	Plan	a	Living	Document  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .300
Piecing out your plan by audience  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .301
Using a strategy execution system  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .302

Mastering the Art of Communicating Strategy  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .303
Making	sure	that	everyone	buys	in  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .304
Rolling out the plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .304
Continuing communication  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .305

CHAPTER 17: Keeping Your Plan Alive with Reviews 
and Refreshes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 307
A Standard Management Rhythm  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .308
Heartbeat	of	Your	Management	Process:	Quarterly	Strategy	
Reviews  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .308

Understanding	the	difference	between	strategy	and	 
operational	reviews  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .309
Holding	effective	strategy	review	meetings  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .310
Using a scorecard to measure progress   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .312
Keeping	a	quarterly	rhythm  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .312

Keeping	Your	Plan	Working	for	You  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .313
Accepting	change —	the	only	constant   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .313
Adapting your plan as necessary   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .314
How	to	refresh	your	plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .316



Table of Contents      xiii

CHAPTER 18: Scenario Planning: Answering the What Ifs  .  .  .  .  .  .  .  . 317
Grasping the Concept: What Is Scenario Planning?  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .318
Tackling	Your	Short-Term	Uncertainties   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .319

Identifying immediate risks  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .319
Constructing	possible	alternative	outcomes  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .320

Confronting	Your	Longer-Term	Futures  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .321
Thinking	about	the	big	what	ifs  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .322
Building	alternative	futures  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .322
Connecting scenarios to strategy  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .324

Considering Example Scenarios   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .326
Shell energy transformation scenarios to 2100  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .326
Four plausible futures from Arup  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .328

PART 6: THE PART OF TENS  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 329

CHAPTER 19: Ten Tips to Keep Your Strategic Plan from  
Hitting the Shelf   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 331
Getting	Everyone	Involved	from	the	Start  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .331
Deleting	the	Fluff  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .332
Appointing	a	Strategy	Leader   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .332
Creating	a	One-Page	Strategic	Plan   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .333
Hooking	Achievement	into	Incentives   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .333
Using	a	KISS   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .333
Holding	a	Monthly	Strategy	Review	Meeting  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .334
Using a Scorecard  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .334
Leading	by	Example   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .335
Celebrating	Your	Success —	Whenever	You	Feel	Like	It   .  .  .  .  .  .  .  .  .  .  .335

CHAPTER 20: Ten Tips to Holding Great Strategic Retreats  .  .  .  .  .  . 337
Use a Facilitator  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .337
Pull	Together	Key	Research	Before	the	Meeting   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .338
Invite	All	Voices   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .339
Hold	Annuals	and	Quarterlies  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .339
Focus on the Meeting Outcomes, not the Agenda  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .340
Connect	Everyone	to	the	Strategic	Planning	Process  .  .  .  .  .  .  .  .  .  .  .  .  .  .340
Build	a	Retreat	for	All	Thinking	Styles  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .340
Proactively	Address	the	Elephant	in	the	Room  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .341
Ending	on	a	High	Note   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .342
Pre-think	About	Life	after	the	Meeting  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .342

CHAPTER 21: Ten Ways to Maintain Momentum in Your  
Planning Process  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 345
Create Your Picture of Success and Make It a Reality   .  .  .  .  .  .  .  .  .  .  .  .  .346
Pick	a	BHAG   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .346
Eliminate	Your	Energy	Drains	and	Recharge	Yourself  .  .  .  .  .  .  .  .  .  .  .  .  .346



xiv      Strategic Planning Kit For Dummies

Conquer	Your	Fears —	Concentrate	and	Be	Brave   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .347
Take	Control	of	Your	Finances  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .347
Create	a	Brain	Trust   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .348
Find	the	Time  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .348
Highlight	Small	Wins  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .349
Let	the	Process	Evolve   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .349
Chunk	the	Work	into	90-Day	Increments  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .349

INDEX  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 351



Introduction      1

Introduction

You have two choices when it comes to running your organization: (1) Be 
intentional about the path your organization follows or (2) turn on autopi-
lot. Turning on autopilot is kind of like hopping into your vehicle, turning 

on the satellite navigation system, and following the directions from your home 
to Las Vegas. AI is not the best at making decisions, so you may get to Las Vegas 
eventually, but are you going to Las Vegas, New Mexico, or Las Vegas, Nevada? If 
you plot your course before you set off, you’re more likely to get to the correct 
destination.

If you’re running your organization without a plan, you’re just using the navi-
gation system and not paying attention to how you’re getting there. An aston-
ishing 90 percent of businesses are running without a plan. That 90 percent is 
hoping that the navigation system doesn’t fail and that it correctly assumes the 
end destination. But because you’re reading this book, you’re ready to run the 
show, and you’re close to joining the elite 10 percent that know a strategic plan 
is important.

About This Book
This book is about getting from Point A to Point B more effectively and efficiently 
and having more fun along the way. Part of that journey is the strategy and part 
of it is the planning, development, and execution.

Strategic planning isn’t about taking on additional work; it’s about taking all 
those numerous daily decisions and making them part of an integrated process. 
Whether you want to be more effective and efficient or you want to make more 
money, have a bigger community impact, or move your company from good to 
great, this book is for you! No more thinking that strategic planning is daunting. 
This book, and the accompanying worksheets available online, makes the process 
easy, straightforward, rewarding, and fun.

Strategic Planning Kit For Dummies, 3rd Edition, brings everything business owners, 
executive directors, or managers need to take their organizations to the next 
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phase of business growth. The book presents a practical set of strategic planning 
tools and guides you through an integrated strategic planning process that I break 
down into six phases.

In this book, you discover how strategic planning is the key element to your 
growth through a no-nonsense approach. Each part contains relevant content, 
real-world examples, and useful worksheets. On the book’s website, you’ll find 
blank, interactive, and printable versions of several of these worksheets and tem-
plates that help you identify your SWOT (strengths, weaknesses, opportunities, 
and threats), your competitive advantage, and your roadmap for success. I also 
provide some helpful links to short videos on my website that guide you through 
the steps of the planning phases.

Strategic planning has been overcomplicated by jargon, competing semantics, and 
consultants of the world (me included!). In reality, strategic planning is a business 
concept that’s useful to all businesses and organizations, no matter their size or 
resources. Use this book as your reference — whether you’re part of a large orga-
nization or a small one  — to create a strategic plan that gets you to your 
destination.

Conventions Used in This Book
The following conventions are used throughout the text to make concepts consis-
tent and easy to understand:

 » New terms appear in italics and are closely followed by a definition.

 » Bold is used to highlight the action parts of numbered steps and key words or 
phrases in bulleted lists.

What You’re Not to Read
Although I hope you read every word I’ve written, I understand that your life is 
busy and that you want to read only the need-to-know info. You can thus safely 
skip the sidebars — those shaded gray boxes that contain text. Sidebars provide 
supporting or entertaining info that isn’t critical to your understanding of the 
topic. I use them to go off on tangents or present extended examples, so you can 
skip them if you want.
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Foolish Assumptions
As I wrote this book, I made some assumptions about you, my reader:

 » You’re a decision maker. You hold the position of business owner, manager, 
executive director, department head, or team/group leader.

 » You can influence change in your organization. Whether you have the final 
say, you have a strong enough position to influence the course of your 
business.

 » You want to see your organization grow and be sustainable! Growth is 
different for every organization. But the underlying premise is that you want 
your organization to do more and be around longer.

 » You can see the edges of your strategy but you need to fill in the detail. 
Most organizations know what general direction they’re headed in, but they 
need to turn the generalities into specifics.

 » You have a plan, but it’s sitting on the shelf gathering dust. Or you have a 
plan but it’s halfway completed.

 » You want to get everyone on the same page. I hear this phrase with almost 
every client I work with, so I assume it applies to you, too. The need to get 
your whole company focused and pulling in the same direction is a great 
motivator to do strategic planning.

Although all these assumptions may not apply to you, am I at least close? I wish I 
could predict the future of your business, but alas, I haven’t been granted that 
power. A strategic plan helps to take out the uncertainty and allows you to shape 
the future you want. And I’m here to help you with your steps along the way.

How This Book Is Organized
Strategic Planning Kit For Dummies, 3rd Edition, is divided into six parts. A quick 
review of the Table of Contents and the following descriptions of the parts give 
you a solid overview of the entire book.

Part 1: Kicking Off Your Strategic  
Planning Process
The chapters in this part are packed full of who, what, how, and why you should 
care. You look at a number of concepts in this part, including the strategic planning 
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process, who should be involved, how long it takes, the right time for planning, the 
differences between business plans and strategic plans, and much more.

If you’re looking to convince your boss or team members about the importance of 
strategic planning, look no further than Chapter 2.

Part 2: Sizing Up Your Current Situation
Part 2 focuses on collecting information that’s critical for your strategic decision 
making. Organizations can’t plan without gathering the right data, so Chapter 5 
looks at assessing your business and its capabilities; Chapter 6 focuses on seeing 
your business through your customers’ eyes; Chapter 7 takes a look at finding new 
customers; and Chapter 8 assesses your opportunities and threats. I provide a set 
of tools for synthesizing the data so that you have the right information as you 
head into strategic decision making in the next part.

Part 3: Defining Your Core Purpose  
and Envisioned Future
Hold on a second. Don’t move past this part too quickly; I know you want to. 
Whether your organization has been around for 2 years or 200 years, you have 
important knowledge on which to build your strategic plan. I like to call that 
knowledge tribal knowledge. Chapter 9 digs in to the hard subject of what you do 
best and helps you identify, develop, and sustain your organization’s competitive 
advantage. Chapters  10 and  11 include a discussion about mission, values, and 
envisioning that future. Additionally, Part 3 provides you with advice on making 
sure that the foundation of your business is solid.

Part 4: Mapping Your Organization’s  
Path to the Future
The main reason you need to do strategic planning is to look into and plan for the 
future. In this part, you determine how to grow and be sustainable by looking at the 
different types of value-creating strategies, as well as the more specific strategies 
surrounding growth, integration, and diversification. Most importantly, you iden-
tify and evaluate opportunities and select a strategy to move in that direction. Then 
I take this section a step further and show you how to operationalize your plan.

Part 5: Living and Breathing Your Plan
No matter how good the plan, if it sits on the shelf, it’s going to be useless. In this 
part, I focus on the execution of your plan and the importance of maintaining a 
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quarterly rhythm of review. I share best practices on how to manage change and 
keep your plan fresh throughout the year. Lastly, seeing the future more clearly is 
how to constantly adapt and tweak your plan. Scenario planning in Chapter  18 
helps you keep the future in focus.

Part 6: The Part of Tens
Need some quick tips, a shot in the arm, or just a good laugh? The Part of Tens is 
a collection of hints, reminders, observations, and warnings about what to do and 
not do. These chapters focus on giving you a quick set of guidelines for three key 
areas: facilitating strategy meetings, getting your plan done, and executing the 
strategy.

Icons Used in This Book
Throughout the book, the following icons appear in the left margins to alert you 
to special information.

This symbol marks an important truth that’s worth repeating. Taking note of 
these ideas can help you make progress with your strategic plan.

The information next to the Tip icon always includes a helpful hint to keep your 
strategic plan moving forward as smoothly as possible.

Any information next to this icon is something you want to be wary about. Watch 
your step when you see a Warning icon. The info can include mistakes others have 
made that you can learn from or moments in which you have to weigh the cost of 
doing one thing over another.

This symbol indicates a concept or work area where the outcome goes into your 
strategic plan.

Are you an experienced strategic planner? If so, these icons are for you. Take your 
planning to the next level by employing the ideas highlighted with this icon.
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To assist you, I’ve included editable versions of the handy worksheets and tem-
plates on this book’s website so you can easily start your planning process.

Beyond the Book
In addition to the priceless information and guidance you’ll find in the nearly  
350 pages of this book, you can access the Strategic Planning Kit For Dummies Cheat 
Sheet online. Just go to www.dummies.com, and enter “Strategic Planning Kit For 
Dummies” in the search box.

The Cheat Sheet includes strategic planning pros and cons, relocation factors to 
consider, seven ways to get a loved one on board with strategic planning, guidance 
on how to budget for your strategic planning lifestyle, and strategic planning 
basics.

Where to Go from Here
This book is as much about strategy development and execution as it is about 
the plan itself. If you want to spend time on strategy development, go to 
Parts 2, 3, and 4. On the other hand, if you just want to put your plan together, 
go to Parts 1 and 5.

Another approach to tackling this book is to consider your own thinking and edu-
cation style. What gets you excited? How do you like to think? Here’s a detailed 
approach for navigating through this book, based on your skills and personality:

 » Big-picture thinkers: You may love Chapters 9, 10, 11, 12 and 18 because 
they’re future-oriented and focus on what’s possible.

 » Analytical minds: Chapters 4, 5, 6, 7, 8, and 18 are for those of you who 
always look at the what ifs. These chapters look at how to use data from your 
internal and external environments to develop a list of possible strategies.

 » Detail-oriented folks: If you’re thinking, “How are we going to do this?” then 
head to Chapters 13, 14, 15 and 16 to put the pieces together.

 » Social butterflies, team builders, and crowd pleasers: Check out 
Chapters 2, 3, 20, and 21 for ideas to build consensus and get  
everyone’s input.

http://www.dummies.com/
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However you approach your plan, I recommend that you start a strategy notebook 
to capture your thoughts as you move through your planning process. I guarantee 
you’ll stumble across a section of text or an idea that you don’t want to lose, so if 
you jot it down in your notebook, you won’t have to go back and find it. In several 
places, I refer to the notebook as a place to work through some actions and 
exercises.

Regardless of how you find your way around Strategic Planning Kit For Dummies,  
3rd Edition, I’m sure that you can develop a strategic plan that fits your team’s 
approach and organization’s style. I invite you to share your stories, experiences, 
vision, and successes with me and other readers at www.OnStrategy.io/contact-
us/. I look forward to hearing from you. Happy strategizing!

http://www.OnStrategy.io/contact-us/
http://www.OnStrategy.io/contact-us/
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IN THIS PART . . .

Having a strategic plan is the best way to bring focus and 
direction to your organization. The chapters in this part 
make you a strategic planning convert. In this part, you 
discover what strategic planning is and why it’s 
important. You also dive into the steps of the strategic 
planning process, including who should be involved 
along the way, keeping an eye out for planning pitfalls, 
and how you create an overall business process instead 
of just an event.
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Chapter 1
What Is Strategic 
Planning Really?

What will your organization be like in three years? Do you have a roadmap 
to get from today to your envisioned tomorrow? Will you be a few steps 
closer to realizing your vision by next year? No one can predict the 

future. But if you don’t change anything, the future won’t be any different than 
the past.

One sure-fire way to impact your company’s future (and profitability) is to dust 
off a timeless tool — the strategic plan — and intentionally drive your organiza-
tion forward. No one strategic model fits all organizations, but the planning pro-
cess includes certain basic elements that all organizations can use to explore their 
vision, goals, and next steps of an effective strategic plan. A good strategic plan 
achieves the following:

 » Reflects the values of the organization

 » Inspires action to achieve a big future

 » Explains how you’ll win in the market

 » Clearly defines the criteria for achieving success

 » Guides everyone in daily decision making

IN THIS CHAPTER

 » Figuring out what a strategic plan is

 » Checking out the key parts of a 
strategic plan

 » Getting the most out of your strategic 
planning process

 » Heeding the warnings that you need 
a strategic plan
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Effective leaders aren’t sitting around waiting for something to happen. They’re 
anticipating what lies ahead. Managers and business owners aren’t waiting for 
their competitors to swoop in and put them out of business. Instead, they’re using 
their strategic plans to get ahead of the game. So, the fact that many people avoid 
strategic planning because they consider it complex, costly, and time-intensive is 
just odd. Most of the time, businesses shelve the plan before it can be imple-
mented, even knowing that some other company may invade their market.

Strategic planning doesn’t have to be mysterious, complicated, or time- consuming. 
In fact, it should be quick, simple, and easily executed. And strategic planning isn’t 
just something you cross off your list of to-dos — you must create a culture of stra-
tegic thinking so that your strategic planning doesn’t become an annual retreat but, 
instead, a part of daily decision making.

In this chapter, I explore the ins and outs of strategic planning by answering com-
mon questions related to strategic planning, discussing the strategic levels of 
management, and introducing the key elements of a successful strategic plan.

Clearing Up the Confusion about  
Strategic Planning

Many people are confused by the terms strategy, strategic plan, and strategic plan-
ning. Well, I’m here to help you get a clear picture. For the moment, forget what 
you’ve heard about this subject. I promise that strategic planning makes a huge 
difference to your organization both tangibly and intangibly, so keep reading!

In the following sections, I not only define what strategy is and how it relates to stra-
tegic planning but also show you why a strategic plan is important and how you can 
implement one in your organization by digging into the key elements of planning.

Defining strategy
Strategy means consciously choosing to be clear about your organization’s direc-
tion in relation to what’s happening in the dynamic environment. With this 
knowledge, you’re in a much better position to respond proactively to the chang-
ing environment.
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The fine points of strategy are as follows:

 » Establishes an unique value proposition compared to your competitors

 » Executed through operations that provide different and tailored value to 
customers

 » Identifies clear tradeoffs and clarifies what not to do

 » Focuses on activities that fit together and reinforce each other

 » Drives continual improvement within the organization and moves it toward 
its vision

Knowing what strategy is can also be explained by looking at what strategy isn’t. 
Dr. Michael Porter, the leading strategy guru and professor at Harvard University, 
says strategy isn’t the following:

 » Agility

 » Alliances/partnering

 » Aspirations

 » Best practice improvement

 » Downsizing

 » Execution

 » Flexibility

 » Innovation

 » The Internet (or any technology)

 » Learning

 » Mergers/consolidation

 » Outsourcing

 » Restructuring

 » A vision
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Understanding the importance  
of a strategic plan
Simply put, a strategic plan is the formalized roadmap that describes how your 
company executes the chosen strategy. A plan spells out where an organization is 
going over the next year or more and how it’s going to get there. Typically, the 
plan is organization-wide or focused on a major function, such as a division or a 
department. A strategic plan is a management tool that serves the purpose of 
helping an organization do a better job, because a plan focuses the energy, 
resources, and time of everyone in the organization in the same direction.

If you’re thinking, “Hey, I’ve got this great book on business plans, so I’ll just use 
that to form my strategic plan,” be aware that strategic plans and business plans 
aren’t the same concepts.

A strategic plan is a management tool that C-level managers need to master and is 
for established organizations and business owners who are serious about growth. 
It also does the following:

 » Helps define the purpose of your business

 » Helps build your competitive advantage

 » Communicates your strategy to staff

 » Prioritizes your financial needs

 » Provides focus and direction to move from plan to action

SURPRISING STRATEGIC-PLANNING STATS
Consider the following statistics from the Balanced Scorecard Collaborative (I cover the 
Balanced Scorecard in Chapter 13):

• 95 percent of a typical workforce doesn’t understand its organization’s strategy.

• 90 percent of organizations fail to execute strategies successfully.

• 86 percent of executive teams spend less than one hour per month discussing 
strategy.

• 60 percent of organizations don’t link strategy to budgeting.

So, what’s the upshot of these surprising revelations? Strategic planning matters to the 
life of your business.


