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Change 
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  Transform Your Business Potential into Extraordinary Results 

Strategy. Execution. Leadership. 

How most people are dealing with 

this! 
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It is not the strongest 

who survive 

 

nor the most intelligent 

 

but the ones  

most responsive  

to change 

Darwin 
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Strategic Execution Plan 

 

BUSINESS NAME – MONTH / YEAR 

 

Core Values: 

 

 

 

 

 

Core Purpose – Why we do this: 

 

BHAG –   Our long term goal of what we want to achieve:                                           (BHAG Copyright © Jim Collins) 

 

Geographic Focus: 

 

Target Market Customer Description: ) 

 

Target Market Customer’s Greatest Need - What they really want: 

 

Generic Strategy (Value Discipline):) 

 

Core Activities – What is our core business now?  What will we start doing in the future?                                                                                         

 

Non Core Activities – What is NOT our core business?  What will we not get into, or stop doing?: 

 

Strategic Positioning of our brand – A statement of who we are:: 

  

Key Benefits our brand offers:  

Functional:  

Economic: 

Emotional: 

Our Brand Promise - What’s in it for our customers:: 

 

 

Strategic Moves – To be implemented within the next 3-5 years: Accountable Weaknesses Opportunities Threats 

  

  

  

Numerical Targets & Milestones 3 Years 1 Year 90 Days Accountable 

     

     

     

     

Current Strengths: Current Weaknesses: 

 
 

 

  

  

  

  

  

Current Opportunities Current Threats: 

  

  

  

  

  

  

1 Year Strategic Priorities: Due Accountable 

   

   

   

   

90 Day Strategic Priorities: Due Accountable 

    

   

   

   

 

VISION   

STRATEGY   

ENGAGEMENT   

ACCOUNTABILITY   

CADENCE   

The 5 Pillars of Execution Vision 

 

 

 

Where 

BHAG 

Core Values 

Who 

Core Purpose 

           Why 

Vision 
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Core Values 

Fit 

Example of a “well known” firm’s values: 
● Communication 

 We have an obligation to communicate.  Here, we take the time to talk with one 

another and listen.  We believe that information is meant to move, and that 
information moves people  

● Respect 

 We treat others as we would like to be treated ourselves. We do not tolerate 
abusive or disrespectful treatment 

● Integrity 

 We work with customers and prospects openly, honestly and sincerely.  When we 
say we will do something, we will do it.   

● Excellence 

 We are satisfied with nothing less than the very best in everything we do.  We will 
continue to raise the bar for everything we do.  We will have fun discovering how 

good we can be 

 

● A Good Bugger is someone who: 

 

● is fun to be with;  

● puts their people first;  

● is a leader;  

● plays above the line; 

● is innovative and provides excellence; 

● is committed to satisfying. 

To get everyone home safely each night. 

Fair days pay for a fair days work. 

Promote Isaac’s positively. 

Do it right first time. 

Don’t take the piss. 
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25 

‘To solve unsolved problems’ 

To make people happy 

BHAG (© Jim Collins) An Accident Free World 
By 2020 No one will die in a new Volvo 
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Where 

Who Why 

Vision 

VISION   

STRATEGY   

ENGAGEMENT   

ACCOUNTABILITY   

CADENCE   

The 5 Pillars of Execution 
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͞There is only 1 winning strategy.  

 

Carefully define  

the target market  

and direct a superior offering  

to that target market.͟  
 

Professor Philip Kotler 

“If your customer doesn’t 
 have a problem 

GIVE THEM ONE!” 
 

                  - Tom Peters 
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“The difference between successful people  
and very successful people  

is that very successful people say "no"  

to almost everything” 

Warren Buffett 

“The temptation of business  
is always to feed yesterday  
and to starve tomorrow” 

Peter Drucker 

           

 

 
 

 

Courage 
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If you can’t state your position in 8 ǁords or less, 
You don’t haǀe a position͟ Seth Godin 

           

 

 

If  a customer doesn’t  
have a problem 

give them one!   
 

Functional 

Economic 

Emotional 
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“The questions  
remain the same. 
 

It’s the answers  
that keep changing” 

Albert Einstein 

The Business Execution Experts ™ 

  Transform Your Business Potential into Extraordinary Results 

The Business Execution Experts.TM 

Transform your business potential into extraordinary results 

Threat of  New Entrants 
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Threat of  Substitute Products or Services 

The Business Execution Experts.TM 

Transform your business potential into extraordinary results 

Bargaining power of  Customers 

The Business Execution Experts.TM 

Transform your business potential into extraordinary results 

Bargaining power of  Suppliers 

The Business Execution Experts.TM 

Transform your business potential into extraordinary results 

  

  

  
Rivalry  

amongst  

existing  
Competitors 

P.E.S.T. 
Analysis 

social forces 

economic forces 

The Business Execution Experts ™ 

  Transform Your Business Potential into Extraordinary Results 
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VISION   

STRATEGY   

ENGAGEMENT   

ACCOUNTABILITY   

CADENCE   

The 5 Pillars of Execution 

90% of strategies fail 

due to poor execution 

The Business Execution Experts ™ 

  Transform Your Business Potential into Extraordinary Results 
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  Transform Your Business Potential into Extraordinary Results 

The Business Execution Experts ™ 
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The Business Execution Experts ™ 

  Transform Your Business Potential into Extraordinary Results 

Strategy. Execution. Leadership. 
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Ownership 

Visibility creates Accountability 
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͞Every leader needs to  

clearly explain the top 3 things  

the company is working on.  

 

If you can't,  

then you're not leading well͟ 

 
Jeffrey Immelt  

  

 

 

Law of  diminishing returns 

 

Act on the Lead Measure 
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“You can only Manage 
  what you can Measure” 

Peter Drucker 

“What gets Measured 
  Gets Done!” 

VISION   

STRATEGY   

ENGAGEMENT   

ACCOUNTABILITY   

CADENCE   

The 5 Pillars of Execution 

 

 

Accountability creates Engagement 
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Productive = Happy 
 

 Progress is the #1 Motivator 

Quarterly 

Weekly 



17 

Those who plan the fight  

don’t fight the plan 
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SWOT Analysis 
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The Business Execution Experts ™ 

  Transform Your Business Potential into Extraordinary Results 

Out there in some garage is an entrepreneur who's 

forging a bullet with your company's name on it.  

 

You've got one option - shoot first 
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simon@resultsgroup.biz 


