
     
 
 
 
STRATEGIC PLANNING FORMAT 
 

 

From Strategic Thinking 
to Strategic Planning

Thought Process:

• Synthetic

• Divergent

• Creative

The purpose of strategic thinking is to 
discover novel, imaginative strategies 
which can re-write the rules of the 
competitive game, and to envision 
potential futures significantly different 
from the present

Thought Process:

• Analytical

• Convergent

• Conventional

The purpose of strategic planning  
is to operationalize the strategies 
developed through strategic 
thinking, and to support the 
strategic thinking process

Strategic Planning

Strategic Thinking

Strategic Management

Heracleos 1998

 
There are many ways to format a strategic plan. What is important is that a company 
adopts a format and establishes definitions that are consistent throughout the 
company. This will improve communication and understanding.  
 
The standard LeaderShape approach is explained in this document: 
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The vocabulary of strategy

Vision
What is our aspiration, our desired future 
state?

A short inspirational statement capturing the 
essence of our Mission, Values, Culture and 
Purpose

Mission What is our overriding goal? Our purpose expressed as a strategic goal

Purpose Why does the business exist?
If the business didn't exist why would anyone 
create it?

Culture What is the style of the organisation? The way we do things around here

Values What does the business stand for? The things we believe in, what we aspire to

Objectives What are our quantifiable goals? Our precise and measurable aims

Core Competences
What are our unique resources, processes and 
skills?

How we generate competitive advantage

Strategies What is our long-term direction and scope? The means by which we achieve our goals

Vision
What is our aspiration, our desired future 
state?

A short inspirational statement capturing the 
essence of our Mission, Values, Culture and 
Purpose

Mission What is our overriding goal? Our purpose expressed as a strategic goal

Purpose Why does the business exist?
If the business didn't exist why would anyone 
create it?

Culture What is the style of the organisation? The way we do things around here

Values What does the business stand for? The things we believe in, what we aspire to

Objectives What are our quantifiable goals? Our precise and measurable aims

Core Competences
What are our unique resources, processes and 
skills?

How we generate competitive advantage

Strategies What is our long-term direction and scope? The means by which we achieve our goals

 Hierarchy: 
 Purpose 
 Values 
 Culture 
 Vision Statement 
 Mission Statement 
 Goals 
 Critical Success Factors 
 Objectives 

 Definition 
 Annual Objective-Goals 
 Rationale 
 Important Success Factors 

 Strategies 
 Actions (or tasks) 

 Personal Development Plans 
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Detail Definitions: 
Purpose: 
Why does the company exist? What was the purpose of why it was formed? The purpose 
should be for all the stakeholders, not just the shareholders. 
 
Values: 
What are the things that the leaders and the drives in the business believe in, in terms of 
morals, ethics and beliefs? 
 
Culture: 
This is the “way we do and improve things” around here. 
 
Vision Statement: 
This is an “almost altruistic” statement about how the company can impact the world but is 
literally a “vision” of how the company will look at some point in the longer term future.  
 
Mission Statement: 
What is the “Raison d’être” of the company to enable the vision to be achieved?  
 
Goals: 
These are the financial aims over a period of several years (usually 3 – 5). Goals should be 
stated in terms of revenues and profits on an annual basis. Goals should be accompanied 
by the Critical Success Factors that are necessary to achieve the Goal. 
 

Vision 

Objective Objective 

Mission 

Purpose 

Culture 

Values 

Strategy Strategy 

Core 
Competences 

Financial 
Goals 

Strategy 

Objective 
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Objectives: 
“Objectives” are WHAT has to be achieved in order to reach the Goal. There are usually a 
number of Objectives. There is no recommended number but it usually falls between 6 – 12 
for most SME entrepreneurial companies.  
 
It is common that several of the Objectives are related to Marketing & Sales, providing 
separate ones for either different types of products / services, different channels to market 
or different geographic areas, depending on how the company will be focused. 
 
It is also common to have separate Objectives for the development or acquisition of new 
services or products, culture development / human resources, and other important business 
functions such as “finance”, “manufacturing”, “marketing”, etc. 
 
Each objective is set out with a Definition, the Annual Objective Goals (that will often only be 
financial goals for “Sales” objectives), the Rationale for why it is an objective, and the 
Important Success Factors that must be in place in order to achieve the Objectives. 
 
Core Competencies: 
These are the unique resources, process and skills that the company has or needs to 
provide competitive advantage. 
 
Strategies: 
Strategies are the explanation of HOW objectives will be achieved. Objectives are an end 
point -–Strategies are directional and are carried out over a period of time. 
 
Actions (or Tasks): 
Actions are the minutiae of Strategies. Many actions are required to complete a strategy. A 
Strategy is managed and progress is monitored. Actions are things that people DO. Every 
action must be assigned to a person or team. They must be SMART. 
 
Personal Development Plans: 
The major actions or key tasks that each individual must make to complete a strategy 
should be listed in an individual’s PDP. The individual must be monitored for progress. The 
supervisor and the individual must agree what resources (financial and human) are required 
to enable the action to be accomplished, what training is necessary to enable the individual 
to achieve the task, and finally what cooperation and support is needed from other 
departments or teams within the company. It often takes 2 –3 years to fully integrate the 
PDPs into the Strategic Plan, primarily because it is a new kind of thinking that everyone in 
the company must get into. 
 
SMART: 
Every Objective, Strategy and Action (Task) must be SMART: 
S – Specific 
M – Measurable 
A – Achievable 
R – Realistic / Relevant  
T – Time related 
 
“Measurable” and “Time related” are most often the difficult ones to achieve especially if 
they are “soft” targets. 
 
But the simple rule is “If you can’t make it SMART, change it”. 
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This process is the basis for a simple, flexible and nimble “Strategic Plan Procedure”. 
 
VISION: 
 
Five short statements that enable us to create a vision and mission 
 

Example: 
 

1. Cosy Corner shops – your local source for life’s basic essentials 
2. We are a friendly local shop that stocks a wide range of basic commodities for times 

when you cannot get to the big supermarket out of town 
3. We have recognised that although our customers do their big shop at the 

supermarket out of town there are times when they need one or two articles quickly 
and it’s not worth getting the car out so they come to us instead 

4. We are going to be friendly, polite and get to know our customers – we will 
endeavour to make sure we always have the basics in stock 

5. We want to have 5 shops throughout the South West by 2015 pulling in a total 
revenue of £500k 

 
STRATEGIC THINKING: 
 
Basic Assumptions: 
 

 
 

1. A short externally focused memorable statement of what we 
do 

2. An externally focused statement of how we want the world 
to perceive us 

3. Internally focused statement of the reason for the existence 
of the organisation 

4. Internally focused statement of how we work 
5. What are the goals we want to achieve 
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During the development of the plan and a good place to start is to complete a SWOT 
(strengths, Weaknesses, Opportunities, Strengths) analysis. Served and Intended Markets 
need to be defined, and the Competition and the External Environment need to be obtained 
through market research (quantitative and / or qualitative) and then analysed. 

The Strategy Process
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After Pietersen 2002

 
Any key tool is looking at Key Differentiators. List all Key Differentiators and ask: 

1. How different is this from the competition? 
2. How important is this to  the current and future market 
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STRATEGIC COACHING: 
The latest thinking: In the end, business coaching only makes sense as an investment if it 
improves the performance of the company as well as the individual. By creating a Coaching 
Culture all individuals are developed, empowered and have the self-discipline to take 
responsibility for their actions. This allows strategic planning to be encompassed by the 
whole organisation with those individuals at the interface with the various facets of the 
external world (eg Sales, Engineering, Purchasing, Etc, Etc) being able to impact directly not 
only on the implementation of the Strategic Plan but also in the continuous revision through 
feedback mechanisms. 
Strategy needs to be thought of as continuous evolution (and occasional revolution) in which 
the whole organisation is involved – not only in implementation, but in its creation and 
development. 
 
 
PUTTING IT ALL TOGETHER: 
 
From Vision to Performance: 
 
 

 
 
The final integration of the Strategic Planning process is integrating it with the Personal 
Development Plans of all the employees connecting the Objectives and Strategies with the 
behavioural and skill development of each individual and to ensure they each have the 
resources, training and support to achieve their own connected objectives. 
 
 
END: 
 Noesis Strategic Institute

Amani Place, 4th Floor, Opp. Dar es Salaam Serena 
Hotel, P. O. Box 21338, Dar es Salaam, Tanzania.
Tel: +255 22 211 538/2  /  Fax: +255 22 211 2786/2114562
Email: info@noesistz.com / Web: www.noesistz.com

http://noesistz.com/

