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Organisation design: the alignment of all the components of
an organisation in their context

| Vision/mission ]

L 3
| Values /operating principles ]

| —— g :.“' - ‘
| Strategies ] 6’ N ]
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PRODUCTS & SERVICES

OPERATING CONTEXT
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Unique design or Focus l Lamborghini v
handcrafted Niche | Rolls Royce
A specialization: Differentation
target subgroups Lowest
of customers | Lexus 400 demand:
luxury
Increased market
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Mission

Why We Exist

Values
What's Important to Us

Vision

What We Want to Be

Strategy
Our Game Plan

Strategy Map

Translate the Strategy

Balanced Scorecard

Measure and Focus

Targets and Initiatives
What We Need to Do

Personal Objectives

¥

Strategic Outcomes

Satisfied Delighted Efficient and Motivated and
Shareholders Customers EHfective Processes Prepared Workforce
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Completed Generic Strategy Map

Maximise Organisational Value

Revenue Growth Strategy

Add/Retain

High-Value
Customers

2) Information Capital
(Technology infrastructure)
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