Session 3’s  Strategic Thinking Concept

Can you articulate your company strategy and 35 words or less?
Most executives cannot articulate the objective, scope and their advantage in a simple statement. So what… files of iron?
Frustration -- what initiatives will be supported and what initiatives will not be supported--- what fits the corporate strategy

You must have a simple clear succinct strategy statement that everyone can internalize and use as a guiding light for making difficult choices

What do you?
The three elements of the strategic statement:
a objective, scope and an advantage -- you must be crystal clear 

Strategic Objective

Don't confuse your strategic objective with your mission, vision or other statements e.g. values.  All organizations have statements of their ultimate purpose in their ethical values under which they operate -- but these are not strategic objectives. 

A strategic objective is not a to: “Maximize shareholder wealth by exceeding customers expectation for XXX and providing opportunities for our employees to lead fulfilling lives while respecting the environment and the communities in which we operate”.

A strategic objective states what will drive the business over the next five years or so. The strategic objective is the end
Kennedy on the moon – Churchill on June 4, 1940 after Dunkirk… “we shall defend our island, whatever the cost may be.  We shall fight on the landing grounds; we shall fight in the fields and in the streets… we shall never surrender”

The mission statement sets out the underlying motivation for being in business and what the contribution to society the firm aspires to make.  These are not useful as strategic goals to drive business decisions, indeed many firms in the same business often establish very similar missions have the same values.  If your firm strategic objective can be applied to any other firm you don't have a very good one.

BHAG- I prefer BHASO.  
The choice of the objective has a profound impact on the firm.  Will it be the most profitable, or will be growth at all cost?  Remember strategic choices are not the fruitless search for operational efficiency.
The scope encompasses three dimensions -- customer or offering, the geographic location and degree of vertical integration establish boundaries around these areas. Remember form over substance.
Defining the sustainable competitive advantage is the essence of the strategy.  This is the most critical aspect of the strategic statement.  Be crystal clear about the firm's distinctive advantage-- this will help the employees contribute to successful execution of strategy.

You state and identify the sustainable competitive advantage in two ways.  First what is the statement of customer value proposition?  Indeed if you're strategic statement cannot explain why customers should buy your product or service you are doomed to failure.  See the value proposition to identify what makes your firm distinctive over others.  The second captures a unique activities or combination of activities that allow the firm to deliver the value proposition that competitors cannot.  Strategy is about making consistent choices about configuring the firm's activities.  It is all about the “A” SPOT!!!
Wal-Mart's value proposition -- everyday low prices for a broad range of goods that are always in stock at convenient geographic locations.  It is made the strategic choice to underperform on other dimensions of the value proposition
The Mom-and-Pop shops value proposition might be convenience, friendly proprietors, free coffee and donuts on Saturday morning... Sears is struck in the middle.

Value propositions of multiservice banks -- vertical integration—or ING.

Developing a strategy statement

· PEST-C -- carefully evaluate the industry landscape

· A detailed understanding of the customer's needs

· Segmenting customers

· Identify unique way to creating value for the customer the firm chooses to serve.

· Undertake a competitive analysis of competitors’ current strategies

· Prediction of how they might change in the future. You're looking for the sweet spot that aligns the firm’s capabilities with the customer's needs in a way that the competitors cannot match given the changing external contexts. You might consider scenario planning at this stage to develop three possible different strategic options. When you set out your strategic statement for your organization attached a value proposition chart remind all of the competitive advantage and the underpinning of the strategy.

