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"ENTERPRISE-WIDE CHANGETM MANAGEMENT"
CURRENT STATE

8.8.
PLAN-TOPLAN-TO

IMPLEMENTIMPLEMENT

Strategy Implementation and 
Enterprise-Wide Change

2.  Ideal Market Positioning – 2 daysStrategy Development – 2-3 days

STRATEGIC MARKETING AND SALES PLANNING

THE SYSTEMS THINKING APPROACHTM TO CREATING YOUR COMPETITIVE EDGE

C INPUT D THROUGHPUT

B FEEDBACK

E

3. KEY SUCCESS
MEASURES 

A OUTPUT

10. ANNUAL STRATEGIC REVIEW10. ANNUAL STRATEGIC REVIEW
(AND UPDATE)(AND UPDATE)

9.  STRATEGY IMPLEMENTATION9.  STRATEGY IMPLEMENTATION
(AND ENTERPRISE-WIDE CHANGE)(AND ENTERPRISE-WIDE CHANGE)

PARALLEL INVOLVEMENT PROCESS

A
    (within context of Organization's Strategic Plan)

• Environment Market Scan/Corp. Plan Review
• Refine/Confirm your corporate vision and values
• Develop your mission/positioning in the 
   marketplace (Unique Differentiation)  
• Develop Key Stakeholder Parallel Process

• Review financials, plus surveys of customers
• Review overall KSMs of organization
• Develop new marketing and sales outcome measures

• Finalize Ideal Market Positioning (Step #2)
• Conduct Current State Assessment (Step #4)
  (Incl. Customers-Markets-Competitiors-Products)
• Develop Core Strategies (Step #5) and their 3-Year
  Strategic Action Items/Annual Priorities (Step #6)
• Annual Plans and Budgets (Step #7)

• Conduct Plan-to-Implement – 1 day (Step #8)
• Review Plan–1 day every month to maintain
 progress (step #9)
• Conduct Annual Strategic Review (Step #10)
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3.  Feedback Loop – 1 day
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START:
PLAN-TO-PLAN

COMPANY
RESOURCES
& CAPACITY

CONSUMER
GOALS &

EXPECTATIONS

CORPORATE KEY
SUCCESS MEASURES

FAVORABLE CUSTOMER
PURCHASE DECISIONS

      Life Styles
Wants, Needs, Aspirations

Customer Perception
Expected Satisfaction
Purchase Constraints

STRATEGIES/ACTIONS:

Marketing Mix
Marketing Decisions

Perceived Market Opportunities
Internal Company Resources

Customer Orientation vs. Shareholder
MBCF-01_2

TOTAL MARKETING CONCEPT

CLEAR, INNOVATIVE, DATA-BASED, WELL-REASONED MARKETING STRATEGIES

MARKET 
OPPORTUNITIES
& POSITIONING

EXTERNAL ENVIRONMENTAL SCAN:

DESIRED     OUTCOMES

©2005 DO NOT DUPLICATE
© 2005  Stephen G. Haines, Centre for Strategic Management® • 3rd Edition • Code: MBCF-01 • Another in the "Systems Thinking ApproachTM" series •  Website:  www.csmintl.com • Email:  info@csmintl.com • Phone:  (619) 275-6528 

DO NOT DUPLICATE WITHOUT EXPRESSED WRITTEN CONSENT  • For additional copies or a one-year unlimited Internal Reproduction Only (IRO) license, contact us.


