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How organizations successfully drive strategy

Source: 2GC Active Management, April 2004
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The Nature of Strategy and Strategy Formation

Policy?

Plan?

Journey?

Focused 

attention?

What is strategy?

How do you develop Strategy?

Experience?

Research?

Engagement?

Pattern?
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Your Narrative Matters

Strategy is an Imagined Future 

Where you’ve been ◆ Where you are ◆ Where you are going

The Anchoring Plot

Defining Events Along The Way
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Strategy as Story

Stories are at the core of human intelligence and understanding.  When we want 

others to really grasp our meaning, we tell a story.  A local strategy is an imagined 

future.  It sets the stage by informing the listener of relevant history and current 

conditions.  It defines the challenges to be addressed, and it describes how those 

challenges will be met.  The local strategy establishes the fundamental understandings 

that let people take right actions in the face of rapid and continuous change .  

Strategy-as-story should define key relationships, establish what is important –key 

priorities, and be time bounded with a clear beginning, middle and end. Cognitive 

science and interpretive theory strongly support the human ability to remember and 

recall in complex wholes.  Thus, these elements in combination open up new ways to 

imagine success.

 

Set the 
Stage 

Define the 
Challenge 

Describe 
the 

Resolution 
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How to use Strategic Narrative

• Deploy narratives broadly and 
hold leaders accountability for 
a steady drum beat.  Use 
presentations, talks, 
conversations to disseminate

• Adapt strategic narratives to 
emerging conditions.  No 
narrative remains static in the 
face of change.  The heart of the 
narrative – your plot – changes 
slowly, influencing your 
interpretation of critical events

• Compose a narrative in 
collaboration with a team or 
other individuals and vet it.  
Use it in conversations and in 
writing

• Listen for emergent stories 
from your customers, inside the 
organization, from competitors, 
regulators, the media, etc.

Listen Compose

DeployAdapt
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The Consistent Core of Your Strategy

Simplify your Environment Scan findings down to the core of what it 

is about . . .

This will: 

• Orient people back to the right path in times of confusion

• Anchor decision-making Keep it to two sentences
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Communicating Your Strategy:

Setting the Stage

Where are we today and how did we get here?

Take into account:

• The Environment Scan you just conducted as pre-work

• Key events and situations that have occurred over the last 5 years

• Why those events and situations matter to what’s happening today
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Communicating Your Strategy:

Setting the Stage

What mattered back then?

Take into account:

• What we were wrong/right about

• What we would do differently if we could do it over again
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Communicating Your Strategy:

Interpreting Today’s World

What’s important right now?

Take into account:

• Why this should matter to your staff, customers and other stakeholders

• How everyone can play right now and affect what’s important
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Communicating Your Strategy:

Interpreting Today’s World

What does it get us to see our situation in this way?

Take into account:

• The environment around your organization including customers, innovation, 

competition

• What you think would be compelling to others . . . an invitation into your point of view
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Communicating Your Strategy:

Interpreting Today’s World

What actions are important now . . . what should we be doing/not doing?

Take into account:

• A call to action for your stakeholders . . . motivate them
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Communicating Your Strategy:

The Imagined Future

What does it look and feel like when we get there?

Take into account:

• How people will know that it’s happening . . . how they will know they’ve arrived
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Communicating Your Strategy:

The Imagined Future

What are the obstacles and opportunities along the way?

Take into account:

• Change is always a journey . . . encounters as you travel
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