
Strategic planning is a key ingredient for an 

effective Business Management System
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Strategic Planning



Introduction 
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• Strategic Planning is an organization's process of defining its purpose and long-term 

direction, overarching strategy, and priorities. The strategic plan drives the business plan, 

annual operating plan and corporate decision-making processes

 

• The board of directors are responsible for ensuring the strategic planning process is 

defined and the strategic plan is developed and kept current

• The strategic planning process is a continuous process

– The first step is to define the strategic plan 

– Once completed and approved, the strategic plan should be reviewed annually, or more frequently 

if major changes or shifts in direction occur 

– Metrics are critically important to measure progress and performance and feed into the annual 

operating process 

• A strategic plan consists of:

– A Mission Statement and a Vision Statement 

– Corporate Guiding Principles or Values

– Strategic Goals 

– Objectives to support and refine the strategic goals 

– Strategies and metrics to support the objectives 



Planning Architecture
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• The strategic plan consists of a mission, vision, values, 

strategic goals, objectives, strategies and metrics. This plan 

drives all corporate planning processes. 

• The business plan provides more detailed information on the 

business structure, market, competitors, products and services, 

operations, and financials. 

• The annual operating plan sets the goals for the upcoming 

fiscal year – it consists of a detailed sales forecast, gross 

profit, operating expenses and net operating income target. 

This target becomes the budget to compare to versus actuals 

on a monthly basis. 

4 - 5+ year outlook

3 - 4 year outlook

12 month outlook

3- 12 month outlook

• Projects and activities range from 1 month to 

several months and are designed to meet the annual 

operating objectives



Strategic Plan “System”

Mission Vision

GoalsValues

Why do we exist?

a) For whom do we exist? (customers) 

b) What value do we provide to them? (benefits) 

c) How do we provide value? (products, services) 

Supports the vision
• Specific 

• Measurable 

• Achievable

• Relevant 

• Time Bound Metrics 

to measure goals

Will your mission get 

you to your vision? 

What is the desirable future state?

a) What do we look like in 3-5 years? 

b) Who/what is changing?       

c) What measures do we use to describe ourselves?

 (how do we know when we are there?)  

What are our principles / beliefs?

What do we stand for? 

a) What motivates us individually?

b) Quality expectations of our work?   

c) How do we treat who we serve?

In carrying out the mission Goals support the vision
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Strategies 

to achieve Objectives

Why

How

What

What

How 

much
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Objectives

to refine the Goals

How

What



Strategic Planning Process
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Project 
Charter, 
pre-work

Internal 
Analysis 

External 
Analysis

Develop 
Goals,

Strategies

Strategy, Structure and Service Planning Tools

Situation Analysis 
SWOT Execute 

Deployment 
Plan

Refine Mission, Vision, Values
(2 more iterations)

Document 
Strategic 

Plan

Assess current state
Key Success factors

Key risk factors 

Process 
Overview

Research

2 3 4

Key success Factors
✓ Concise Project Charter
✓ Engaged Executive Team 
✓ Plan cascaded through org
✓ Engaged Employees
✓ Measureable action plan

1

Pulse Checks

Craft 
Mission
 Vision

Interview, Survey

5W Project 
Charter

Define future state
Develop Goals, 

Strategy & Structure

5



Strategic Planning Process
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5. Send draft Strategic 
Plan & survey

1. Collect current 
state info

2. Send current state 
pkg to stakeholders

3. Interview 
Stakeholders (SWOT)

4. Draft Strategic Plan 
with Org Leader 

Mission, Vision

Date

Date

8. Stakeholder 
Workshop

Good strategic planning:
✓ Do your research in advance 
✓ Involve the entire Board – everyone’s opinion matters 
✓ Baby steps– don’t try to do it all at once
✓ Gather facts (not opinions) 
✓ Make multiple iterations, each step getting closer to an 

aligned final view 

Values

Strategic Priorities 

Objectives
7. Workshop pre- 
reading package 

Date

Date

Date

Strategies & Metrics

Date

Date



Strategic Plan Structure
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Execution
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Business Planning Process

Annual 
Operating Plan

Board 

Meeting 

(Dec)

Board 

Meeting 

(Sep)

Board 

Meeting 

(May)

Board 

Meeting 

(Dec)

Board 

Meeting 

(Feb)

Strategic 
Plan

Q1 Q2 Q3 Q4 Q1

Business Plan

Board 

Meeting 

(Feb)

Board 

Reports

Board 

Reports

Board 

Reports

Board 

Reports

Board 

Reports

Annual Reports

Y
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Annual 
Operating Plan

Board 

Meeting 

(Dec)

Board 

Meeting 

(Sep)

Board 

Meeting 

(Sep)

Board 

Meeting 

(May)

Board 

Meeting 

(May)

Board 

Meeting 

(Dec)

Board 

Meeting 

(Dec)

Board 

Meeting 

(Feb)

Board 

Meeting 

(Feb)

Strategic 
Plan

Q1 Q2 Q3 Q4 Q1

Business Plan

Board 

Meeting 

(Feb)

Board 

Meeting 

(Feb)

Board 

Reports

Board 

Reports

Board 

Reports

Board 

Reports

Board 

Reports

Annual Reports

Y
E

A
R
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N

D
 

Y
E

A
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Strategic Planning Tools

Examples

September 11, 2024 9Strategic Planning Process - MasterKey ©2023



Stakeholder Map

September 11, 2024 10Strategic Planning - Confidential - MasterKey 

BENEFITS OF A STAKEHOLDER MAP 

• Clear Understanding of Stakeholders: It visually represents all the individuals, groups, or organizations that can impact or be 

impacted by a project, decision, or business activity. This clarity is essential for recognizing who holds influence and interest.

• Prioritization: Not all stakeholders have the same level of influence or interest. A stakeholder map helps prioritize those who require 

the most attention, ensuring efficient resource allocation and communication efforts.Improved 

• Communication: By identifying key stakeholders and their needs, a stakeholder map helps tailor communication strategies, ensuring 

that the right messages are delivered to the right people at the right time.

• Risk Management: Understanding stakeholders’ positions and influence helps anticipate potential conflicts or resistance. A 

stakeholder map allows organizations to address concerns early, reducing the likelihood of problems later on.

• Better Decision Making: With a clear view of who is involved and how they may be affected, organizations can make more informed 

decisions that consider the interests of various parties, leading to more successful outcomes.

• Alignment of Interests: It helps ensure that projects align with the needs and expectations of key stakeholders, increasing the 

likelihood of buy-in and long-term support.

A stakeholder map 

helps organizations 

identify, analyze, and 

prioritize their 

stakeholders. 

A stakeholder map is a 

vital tool for managing 

relationships and 

ensuring the success of 

projects or initiatives by 

keeping stakeholders' 

needs and influence in 

focus.



SWOT (KSF KRF) Synthesis
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Key Risk 
Factors

Key Success 
Factors

Top 5 
Strengths

Mission, Vision, 
Goals

Top 5 
Opportunities

Top 5 
Weaknesses

Top 5 
Threats

Top 3 
Opportunities

Top 3 
Challenges

Opportunities

Weaknesses

Threats

Align with 

strategic 

plan

Strengths

Market developments? 

Competitors' vulnerabilities? 

Industry or lifestyle trends? 

Technology development and innovation? 

Global influences? 

New markets, vertical, horizontal? 

Niche target markets? 

Geographical, export, import? 

New USP's? 

Tactics - surprise, major contracts, etc? 

Business and product development? 

Information and research? 

Partnerships, agencies, distribution? 

Volumes, production, economies? 

Seasonal, weather, fashion influences? 

Advantages of proposition? 

Capabilities? 

Competitive advantages? 

USP's (unique selling points)? 

Resources, Assets, People? 

Experience, knowledge, data? 

Financial reserves, likely returns? 

Marketing - reach, distribution, awareness? 

Innovative aspects? 

Location and geographical? 

Price, value, quality? 

Accreditations, qualifications, certifications? 

Processes, systems, IT, communications? 

Cultural, attitudinal, behavioural? 

Management cover, succession? 

Disadvantages of proposition? 

Gaps in capabilities? 

Lack of competitive strength? 

Reputation, presence and reach? 

Financials? 

Known vulnerabilities? 

Timescales, deadlines and pressures? 

Cashflow, start-up cash-drain? 

Continuity, supply chain robustness? 

Effects on core activities, distraction? 

Reliability of data, plan predictability? 

Morale, commitment, leadership? 

Accreditations, etc? 

Processes and systems, etc? 

Management cover, succession? 

Political effects? 

Legislative effects? 

Environmental effects? 

IT developments? 

Competitor intentions - various? 

Market demand? 

New technologies, services, ideas? 

Vital contracts and partners? 

Sustaining internal capabilities? 

Obstacles faced? 

Insurmountable weaknesses? 

Loss of key staff? 

Sustainable financial backing? 

Economy - home, abroad? 

Seasonality, weather effects? 



Business Model Canvas
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Balanced Scorecard
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Technology 

Assets

Physical 

Assets

Business 

Processes

Financial 

Perspective

Customer 

Perspective

Solutions 

Perspective

Capability 

Perspective

Vision, Mission, 

Values, Goals

People – Learning & Growth

Investment Pillars

Information 

Systems

“To satisfy our customers 
needs, what products and 
services must we provide”

“To succeed 
financially, how 

should we appear to 
our shareholders?”

“To achieve our vision, how should 
we appear to our customers?”

“In order to create the right solutions 
our customers require, what internal 
capabilities do we need to develop ”

“Where do we invest 
our capital & time to 
achieve the balanced 
scorecard and sustain 
our ability to change 

and improve?”

13

Source: Kaplan and Norton
• Modified to include “Solutions, 

Capabilities and Investment Pillars

13



Value Map
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For a given set of known 
product offerings, at specific 
points in time, customers are 
likely to internalize, a 
perspective as what 
constitutes a fair value.

This relationship can be 
conceptualized as a fair value 
line with each point on the line 
representing a specific 
combination of benefits and 
price that is considered a fair 
value by the market.

14
14



Growth / Share Matrix 
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The Growth / Share matrix (aka BCG-matrix) helps corporations analyze their business units 
or product lines and allocate resources. It has two controlling aspect namely relative 
market share (meaning relative to your competition) and market growth. You would look at 
each individual product in your range (or portfolio) and place it onto the matrix. You would 
do this for every product in the range. You can then plot the products of your rivals to give 
relative market share.

Dogs. Products with low share, low growth. 
They do not generate cash for the company, 
they tend to absorb it. Kill. 
Cash Cows. Products with high share, low 
growth. Cash Cows generate more than is 
invested in them. Keep. 
? Problem Children. Products with low 
share, high growth. They consume resources 
and generate little in return. 
Stars. Products that are high growth markets 
with a relatively high share of that market. 
Stars tend to generate high amounts of 
income. Keep and build your stars.

15
15



Product / market matrix
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The Ansoff Product-Market Growth 
Matrix is a marketing tool which helps 
businesses consider ways to grow via 

existing and/or new products, in existing 
and/or new markets – there are four 

possible product/market combinations.

Market Penetration – takes existing 
customers share (red bloody ocean, 
organic growth). Lowest risk, lowest 
reward.  
Product Development – new products 
onto existing market.  Example McDonalds 
“burger of the month”.  Strategy – attract 
new customers and pull through. 
Market Development – existing products 
into new markets. Example would be “go 
out of province” to acquire an insurance 
company.
Diversification – entering new markets 
with new products. Example - Virgin Group 
to leverage their brand. High risk / cost , 
potential high reward. 

16
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