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STRATEGY ON ONE PAGE 

A value for communication. The content and the wrapper. 

Today, communication is considered 

essential and organizations, from private 

companies to third sector organizations, 

communicate a lot and very different means. 

Therefore consider it a priority to establish a 

communication plan to enhance its image 

and brand. 

In many cases, it should be noted that 

communication, and thus a consistent 

communication plan is part of a larger whole 

that is the marketing strategy. And this in 

turn is a result and part of the vision and 

strategy of the organization. 

Paradoxically, when we asked managers for their “midterm vision”, their strategy or value proposition, we 

frequently find that they have caution, and often contradictory responses among different people from the 

same organization. 

So where the vision and strategy are explicit? Probably has not been well communicated, is not clearly 

shared or is in a forgotten file, but later decisions have then denied it. 

We face the problem of communicating something whose content is unclear. 

All organizations have a purpose. 

Whether in the public sector, private companies, or in third sector organizations, large or small, all 

organisations have a purpose and therefore a mission to fulfil. 

They also should have a vision of the future and some strategy to reach it. Both things have been either 

explicitly or documented or are implied in someone’s mind. 

Which entails that in one way or another, someone raised objectives or purposes medium to long term. But 

who has? The fact that exist only implicitly, without being explicit, openly communicated or shared with 

others, without validation from partners, employees, customers or other stakeholders, causes confusion 

and sometimes misunderstandings. 

On the other hand, what do we mean by objectives? Is it an economic performance? Are they focused on 

customers for the quality of the products or services offered? Are they perhaps to convince or to make 

investors or banks confident? To the shareholders? Or something that is primarily intended for employees? 

Let’s try to make clear the concepts: 
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Mission and shared values definition 
MISSION: That which moves us. The ‘raison d’être’ of our organization, the purpose of its establishment. 

The definition of “Mission” should contain the purpose of the organization or company, its reason to exist. 

Would almost timeless valid, i.e., little or nothing will vary over time. In any case it is a statement in the 

long term and may change infrequently. 

VALUES: As we are. That which forms the culture of the organization or company. The result of 

sedimentation in time that has given us a set of shared values. Indicate what we can and what we cannot 

do. 

The statement of values and intentions often emanate from those responsible for communication or 

maybe the marketing of the company. Actually should be a consequence and a clear expression of culture 

‘created’ and ‘desired’ by the company. 

They may be purely external use (approach to customer or ‘stakeholder’), internal (build team spirit), or 

mixed. 

For example, the values of Apple, “brand”, innovation, simplicity and ease of use, reflect a consistency with 

shared values of the organization, and are taken into account throughout its product development and 

marketing, and well appreciated by their customers. 

The conclusion is that we will find many definitions of mission and values, developed by experts in 

communication and especially directed to the expected audience. It costs a little more reach, from these 

general definitions, the true ideas that are not explicitly so easily, the true engine of action and culture or 

values actually ‘practiced’ by the company or organization. In any case, if it is not explained and shared 

openly, can cause confusion at critical moments to take decisions. 

The Vision. A clear and motivating formulation of where we want to reach   
VISION: It’s a statement, a picture of where we want to be medium/long term. In part it is a qualitative 

statement and partly contains measurable or quantitative elements. 

Any organization or company needs a clear and shared “vision”. As a picture of what will be in the future, 

painted with words. It is an essential and motivating factor to push the action, as it is essential that every 

employee can understand, explain and share. Since the general direction to the far corners of power in the 

company. That is why the vision should be spelled clear and simple way, as an image. 

Vision gives targets whose essence is to “sense”, mobilize and guide to action. Has a dimension of 

“common dream” ultimate goal, which can be played by each in its place in the organization, but also 

according to their motivations and their individual faculties of perception. 

Let it be shared as necessary to give a common direction to an entire organization and develop processes 

that are organized to function. 

All strategic processes, innovation, marketing and communication thus will benefit from the existence of a 

clear and shared vision for the management of priorities, decision making and success of all projects. 

Who should create or be the originator of vision? 
If vision is so important and essential, how is it built? And who is responsible? 

There is no absolute answer to this, but we can provide a strong conviction, based on professional 

experience in the field, both the Board of several companies, including the observation of many more as 

consultants: 
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The author of vision is primarily a leader 

In SMEs, the question is not even arising, the vision is created by the entrepreneur who simultaneously is 

the owner and chief executive. This double dimension is particularly difficult to manage in everyday life, but 

is the price of independence. 

In a large company, creator of the vision is at once the leader or leader. 

The difference will come here, in the process, how to build this vision. You can be born in the head of one, 

but above all should share your first circle of collaborators, which will be jointly responsible against the rest 

of the company, both shareholders and other staff. Otherwise, it may be the product of a work of the 

whole management team, and was the top leader promoter at all levels. In any case it is clear who is 

responsible. 

What is the process for building a vision? 
I have seen and collaborate on processes of creating a vision & strategy in many companies and third sector 

organizations. We have used several tools, some very common, as SWOT analysis etc. in some cases more 

specific, like the Michael Doyle process, which takes place in seven successive steps. In any case the 

elements of the development of vision and strategy are varied, but the most important is the participation 

and analysis of those who know the business or organization at all levels. The essential thing is to consider 

three or four basic elements: 

1. Present. We know where we are today, SWOT analysis or Doyle. Our dissatisfactions and ambitions. 

2. Our customers and stakeholders. Who they are and who they will be. How they will evolve. 

3. Our value proposition to all 

4. All this in the context of the mission that moves us and is our purpose and values of the 

organization. 

 

And the strategy? 
Strategy is the statement that going to do to achieve the vision. Contains alternatives and the definition of 

a strategic axes that lead us to where we are going. 

The display of common purpose is extremely powerful both in the field of the company and those that 

require coordination team. Sport can be an obvious example: “How to win a European Cup or World 

without, from the beginning, there is a display of collective feat to achieve and the strategy to follow.” 

The strategy will be as the vehicle or medium that will allow us to realize the vision, we will take from her 

current state to the desired future. It means the answer to how? 

The strategy to organize the action and share responsibilities, organize resources, anticipate obstacles and 

draw some milestones and measures to know if we are on the desired path. At the end of its formulation 

allows for a framework that frame the actions of all, a director or responsibilities defined box. 

Accurate forecasting or identification of the “obstacles”, “barriers” or greater difficulties that the strategy 

will be found to become reality. Serves to develop some alternative plans. 

You need to build action plans and communication, which are driving forces and motivators for action by all 

staff. 

It is a type of process that can be conducted in the course of two days of work. It may be effective a 

residential seminar 48 hours or equivalent, where also share informal times. Actually never stops being a 

team and can specify an external element to facilitate the process. 
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The working method and expression is equal to the whole team, each manager is a member of the team 

even if one or more have responsibilities of different levels and one of them is responsible end result 

against the board or shareholders. 

It always amazes the ability of a management team to perform effectively and quickly this process and get 

a good result. Especially for the benefits that are achieved involvement and consistency in further 

communication. 

Without a clear strategy, the company can be difficult to address, it will lurch and each will interpret the 

way forward and priorities as best they can. Without a clear strategy, the different individuals probably will 

have contradictory agendas that often arise from the departmental compartmentalization of the company. 

The strategy must recognize the resources that are available and how they are to be used, the strengths 

and weaknesses of the company, the processes that are necessary and integration. 

Building a ‘Brand’ or ‘brand strategy’ 
The strategy contains a value proposition to the customer. 

Value Proposition is what we offer to customers and ‘stakeholders’. You can also specify a certain promise 

of the “brand” (what customers EXPECT). This declaration must be credible and indicate what the offer, the 

product and for who he is. 

A Brand discovers the personality of our organization. 

The brand personality that identifies the tone and style, attitude, of all communications. To define our 

brand personality, we can create a long list of emotions and adjectives that surround our proposal. Next is 

to start editing, ultimately, reduce the list to no more than seven attributes that could maintain a clear 

brand message. Strong brands evoke strong emotions. Today everyone looks differentiation. It helps us 

decide who we trust, we admire and we like to work. 

In an article from Michelann Quimby1, the author explains the importance of defining these concepts from 

the beginning, clearly communicating them throughout the organization and sticking to them with the 

facts, which means they are constantly updated, because they are essential to put into action all action 

plans including marketing and communication. That’s to bring the strategy to real life every day. 

The downside of developing a strategy, value proposition and marketing and communication plan is the 

time takings. However, it is compensated if we get understanding, good positioning, objectives and 

expected benefits. The elements of a brand are crucial for success. 

Mission and values speak in a human and emotional level, helping people connect with the brand, and also 

to develop loyalty. 

Too often, marketing departments, sales, production, logistics, R & D, etc. seem to pursue different 

objectives and programs. Clarify the direction of the company at this level represents clarify numerous 

other points of potential conflict: focus efforts on greater customer intimacy through the process of 

managing the relationship with customers, or to ensure the timeliness, both in deliveries and launching 

new products through well-established management processes programs. 

The result of a strategy will be some key strategic axes, typically between 3 and 8, of which a number of 

objectives and action plans are derived. 

                                                             

1 Michelann Quimby. Mission, vision, and values: What are they, and why do they matter? 
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The strategy is also the context in which they decide and prioritize the performance measures used to form 

a coherent measures and developing appropriate indicators. This part is very important, above all if no 

more than 7 key performance stockings strengthen motivation and attitudes of everyone and will measure 

the proper health of the company and its processes are prioritized, much earlier than through financial 

indicators, whose usefulness is another and refer to the past in general. 

Innovation must be omnipresent in the strategy. In most cases it will be a major strategic aim to brand 

differentiation enable the company to reach fulfil the vision. 

“Business Plan”. 
The “Business Plan” is a projection of the strategy. Serve to convince. 

Written on the basis of the guidelines provided by ‘someone’ or by the entrepreneur itself, constitute a 

simulation of the next 3-5 years, of which the first of the plan becomes budget. 

We can see, on the other hand, in SMEs, as the “business plan” is drawn up by the same owner, with their 

limited means, with chronic lack of time and proven loneliness. This plan is primarily mandatory for 

negotiating with banks the necessary funds, and find support or subsidies to launch a project or continue 

their entrepreneurial adventure. The innovation rests on the employer himself, is in his head and rarely 

explicit in its business plan. There is little relationship between the business plan and the realization of his 

dream. 

Formalize the vision and strategy is not enough, still missing communicate. 
Communication is essential to achieve alignment and enthusiasm around strategy and motivation of three 

main actors in the company: 

1. The shareholders, owners and/or the board. Should participate and share the strategy to be willing to 

finance the development of new resources and investments. 

2. Customers, who must clearly perceive the orientation towards them and the ability to meet their needs 

and expectations. It is good also perceive their participation early on in the new innovation projects. 

3. The staff, who must be identified and clearly understanding how they can contribute to perform and 

what is expected from each. 

These are the three main actors. There are other, forming a set usually called “stakeholders” and it is very 

wise to consider and analyse their needs and expectations to drive the company harmoniously with all the 

people, institutions and organizations directly or indirectly related, as the institutions, public 

administration, neighbourhood, environment, trade unions, suppliers, banks, etc. 

That is why efforts are needed to communicate effectively, ensuring the maximum synthesis without losing 

the content. In most cases it is possible, and what we have done in multiple companies, present the vision 

and strategy on one page. 

The strategy on a page is a way to do all this in a short time so that will be easy to communicate. 

VISION AND STRATEGY ON ONE PAGE.  

A single A4 page (Max. A3) should suffice to effectively communicate the vision and strategy, formulated 

through a number (3-8), of principal axes or strategic axes.  In this way we present a model that means: 
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What is the strategy on a page? 
▫ A model to express the vision of a company or organization in a clear and summarized, understandable 

way. 

▫ A tool to help SMEs to identify, develop and implement its strategy and thus a way to fulfil its vision by 

providing a means to success. 

▫ Recognises that SMEs typically have limited time and resources 

▫ A Guide to the company through the process of defining the medium-term vision and, finally, to define 

the strategic priorities and to achieve defining clear objectives. 

▫ Simplifies communication and understanding by presenting all relevant information on one page 

It is much better if it can include a clear and defined purpose or mission of the company and the core 

values of their culture. 

The construction is based on the following diagram that we call Strategic tree. 

 

There are three separate areas: 

 What is valid long-term: mission and values 

 The present 

 The future we want (medium term, 3-5 years) 

Between the present and the future there is a “gap”, a jump to make, a difference that requires possible 

strategic alternatives. 

There are also barriers and obstacles that come from inside or from the environment. 

The key questions are: 

1. Present. Where are we now? Here we can use tools such as SWOT or Michael Doyle analysis. We 

basically detect our dissatisfactions with the present and our ambitions for the future. 

2. Our customers and stakeholders. Who are they and how they evolve. That indicates our knowledge 

and relationship with them. How are they involved/committed in our projects? 

3. Analysis of our value proposition to both customers and stakeholders. This is our value proposition 

today. See if it will remain valid in the future with our projects and foreseeable changes. 

From there begins our prospective analysis and formulation of our ambitions. There are other questions to 

answer:  

1. What we want to be? As we watch our organization or company in the medium term. Define the vision 

has to do with ‘see’ with representing an image of the future and move it to know this. It has to do with 

defining where we want to and we want to be. 
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2. Redefine the value proposition for the future. In a scenario that is not today. For our clients and 

stakeholders of the future. 

This creation and understanding of the vision is the basis for the whole strategy definition on one page. 

Strategic Axes:  
This model clearly presents the vision: A Concise but sufficiently explanatory paragraph. It is framed by the 

definition of the mission above and values on the left. The main strategic axes are presented in columns, 

headed by strategic objectives pursued in each axis, mainly facing the inside company. 

The strategic axes are generally oriented to the customer, and can be shared externally while strategic 

objectives are generally oriented inside and is not always necessary to show them out. Finally, the 

necessary actions to perform are specified in each axis. Action plans are also external or internal, according 

to objective and time. 

This matrix or strategic map on a page, (it is sometimes necessary to move from A4 to A3 ...) shown to be 

highly useful in many companies. Form that can be easily taken our priority lists, managing portfolio, and 

innovation projects. This comes very well to frame and align the innovation process with vision. 

Indeed, the visibility of the portfolio of projects and their distribution is immediate. We have a real map 

that positions each project or action in the strategic areas of the company and we can immediately see if 

the different axes are well covered and at what level they are. This should allow immediately start a new 

project or action where a deficit is detected. It will also be easier to evaluate priorities based on their 

relevance to the strategic objectives and the level of contribution of each to the shared vision. 

The same applies when we establish the foundations of marketing and communication plans. 
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However, the criteria for adjustment the financial planning, EBIT and ROI calculations are following this 

exercise and normally should be done later. 

The advantage of cohesion and integration with the innovation process is clear. Moreover, clearly means 
that each member or participant in a project will see the direct link that connects his project with the vision 
of the company and at the same time understand their contribution. 
We may recall the famous response of a stone cutter cited by Vincent Lenhardt “How, don’t you see I’m not 

carving a stone? I’m building a cathedral” 

The company objectives and performance 

measures that must accompany them, can 

be formulated in a coherent and adapted 

basis to the different levels that are 

addressed: 

1. Strategic Objectives. Those who lead 

those who have called strategic axes. 

They are collective, shared by the entire 

company, focus on the medium and 

long term. They influence the creation 

of an innovative culture. 

2. Strategic axes. Common to the entire 

process, core strategies focused on 

performance and in the medium term. 

They are designed with the strategy. 

3. Operational objectives. Common to a process, project or department. Focus on short-term 

performance. 

4. Individual objectives. Integrated into the process or project objectives and contribute to the 

operational objectives in each area or department. 

5. Intermediate milestones with indicators of compliance or deviation, analysis and corrective actions. 

Examples of ‘Vision’ and ‘Mission’ in the Industry. 
Boeing Group Vision is: People working together as a global enterprise for aerospace industry leadership. 

How will we get there? 

 Operate as One Boeing 

 Deliver customer value 

 Lead with innovation 

 Fuel growth through productivity 

 Leverage global strength 

In order to realize our vision, we consider where we are today and where we would like to be tomorrow. 

There are certain business imperatives on which Boeing places a very strong emphasis. 

 Detailed customer knowledge and focus 

 Technical and functional excellence 

 Large-scale systems integration 

 Lifecycle solutions 

 Lean global enterprise 
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Airbus Group aims for leadership of the commercial aeronautics and defence and space markets, based on 

its strong European heritage. To do this, we’re driving innovation, globalisation, services and value- chain 

optimisation, all of which will result in improved profitability and performance.  

Microsoft: our mission is to enable people and businesses throughout the world to realize their full 

potential. We consider our mission statement a commitment to our customers. We deliver on that 

commitment by striving to create technology that is accessible to everyone—of all ages and abilities. 

Microsoft is one of the industry leaders in accessibility innovation and in building products that are safer 

and easier to use. 

Boehringer Ingelheim: The Boehringer Ingelheim group of companies´ objectives and beliefs can be 

summed up in a single phrase: Value through Innovation, the central concept of our corporate vision. 

Together with our corporate culture concept "Lead & Learn", this vision is the driver of our corporate 

culture.  

Serve patients, attract and retain talent and act with integrity, honesty, transparency, fairness and full 

regulatory compliance. 

Mission:  

 To serve patients by ensuring quick access 

to innovative high quality products and services 

which improve quality of life. 

 To attract and retain talent by creating a 

stimulating workenvironment that fosters 

development and career growth. 

 To act with integrity, honesty, transparency, 

fairness and fullcompliance with laws and 

regulations. 

Sanofi-Aventis:  A healthcare partner focused on 

patients’ needs. At the heart of everything we do 

are people. Through our vaccines, medicine and 

solutions, we help prevent and where needed, treat those in need. As economies and societies evolve, we 

need healthy populations to meet the future challenges we will face. Healthcare needs have changed and 

will continue to do so and as an industry we have to adapt to meet these needs. 

To have a real impact in the future, we need a sustainable business so we can continue to invest in 

delivering innovative solutions. At the same time we have a responsibility to improve access to medicines 

and quality healthcare. In order to move along in this ambition, we are pushing forward with our key 

strategic priorities: 

 Be a global healthcare leader with synergistic platforms 

 Bring innovative products to the market 

 Seizing value-enhancing growth opportunities 

 Adapt structure for future challenges and opportunities 

 

Puig is a third-generation family-owned fashion and fragrance business based in Barcelona. The strength of 

Puig lies in its ability to build brands, to shape the image of brands through fashion, and to translate that 

same image into the world of fragrance through storytelling and product excellence. 
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The company’s strong performance has resulted in substantial growth and revenues of € 1.49 billion in 

2013. Puig success stories include a combination of owned brands such as Carolina Herrera, Nina Ricci, Paco 

Rabanne, Jean Paul Gaultier, Penhaligon's and L'Artisan Parfumeur, licenses such as Prada, Valentino and 

Comme des Garçons, and celebrity fragrances. Puig products are sold in more than 140 countries. 

Values. We are inspired by the values expressed in the Puig motto: Passion, People, and Performance. 

 Passion. We enter whole-heartedly into our endeavors. We are passionate about the quality of our 

products, the success of our business, the dreams of our consumers. For Puig, Passion is… Audacity. 

Emotion. Creativity. Innovation. 

 People. It takes the collective talent of ambitious, hard-working teams to create and market some 

of the world’s most distinctive fragrances. At Puig, People means… Commitment. Entrepreneurship. 

Authenticity. 

 Performance. As a family-owned company we can take the long view and seize opportunities as 

they arise. Consistent performance speaks for itself. At Puig, Performance stands for… 

Long-term Vision. Common Sense. Embrace of Challenge. Efficiency. 

ZARA: The company‘s vision statement: 

 Zara is committed to satisfying the desires of our customers. As a result we pledge to continuously 

innovate our business to improve your experience. We promise to provide new designs made from quality 

materials that are affordable. 

Mission: “Through Zara’s business model, we aim to contribute to the sustainable development of society 

and that of the environment with which we interacts” 
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