
It isn’t enough for leaders to define
the vision of an organization. Today’s
leaders need to participate actively to
make their vision a reality. Before
implementation can begin, it’s impor-
tant, as a leader, to understand your
role.

Communicate
Leaders who can break down corpo-

rate strategy across the organization so
it is directly relevant at each level –
corporate, department, team and indi-
vidual – help everyone to focus on the
organization’s key activities. 

The key to success is to communi-
cate the vision through multiple means,
which may include:

• Disseminating the vision in written,
hard copy form;

• Using the company’s intranet to
communicate electronically; and

• Delivering the message in speech-
es, interviews or press releases by the
organization’s leaders.

It’s important to remember that lead-
ers don’t communicate with words
alone. Their actions speak volumes.

One high tech company took some
powerful action to showcase its vision.
Quarterly, the CEO and the senior lead-
ership team visited each location with-
in the organization to conduct town
meetings. They met with employees to
share the vision, solicit ideas and cele-
brate successes. 

Additionally, the CEO and team
spent time assuming different roles
within the organization – from working
the helpdesk to taking customer calls to
going on sales calls – to understand the
challenges and opportunities employ-
ees faced on a day-to-day basis. 

In this case, upper management
strengthened their connections with
employees at all levels, fostered a sense
of camaraderie and accessibility, and
enhanced the company’s ability to
make its vision a reality.   

Embrace change
Business strategies and processes

have lifecycles. When change occurs,
success can quickly turn to failure. The
need for change can come from many
different avenues – from a competitor,
a new market requirement or a signifi-
cant environmental shift outside of the
business model. 

Even the best leaders can’t predict
every change, but the best organiza-
tions are able to adapt rapidly. 

Consider a manufacturing company
that assigns each manager a group of
customers they are responsible for.
Each customer is visited at least twice a

year. During these visits, managers take
the time to understand their customers’
satisfaction levels, challenges and
future needs. They solicit as much
information as possible so they can
understand how they might better sup-
port their customer.

Plan for implementation
Implementing the organization’s

strategies cannot happen without a
detailed, prioritized action plan.
Change takes time – you can’t do it all
at once. For a change implementation
to be effective, you need to do the fol-
lowing: 

• Establish priorities. You’ve estab-
lished the organization’s objectives,
now prioritize them. Trying to do
everything at once sets you up for fail-
ure.

• Conduct a stakeholder analysis.
Proactively seek the opinions of those
affected by the change. Failing to rec-
ognize those who influence or are
influenced by the change can have dire
consequences to its successful imple-
mentation.

• Develop detailed action plans with
accountabilities for each objective.
Translate your strategy into opera-
tional terms through specific action
plans, programs, budgets and proce-
dures. People will be more successful if
they understand the objective and their
accountabilities, deliverables and time-
frames.

• Identify risks and develop contin-
gency plans. Every change has risk
associated with it. As soon as you can
identify risk, develop contingency
plans. Don’t be afraid to execute the
contingencies.

You’ve mastered vision, 
so what’s next?
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• Measure, monitor and control.
Establish appropriate metrics.
Whether the news is good or bad,
measure the performance and results
and act accordingly. Weigh the pro-
ject priorities, evaluate the risks regu-
larly and implement contingency
plans when necessary.

Develop an operating model
An operating model is a tool used

to define how the organization will
implement its strategic or tactical
plan into its operating environment.
It encompasses all core work, compe-
tencies, tools and technologies, orga-
nizational structure and processes
needed to execute the organization’s
strategies.

An effective operating model:
• Helps build capabilities and com-

mitments to new ways of managing
both change and operations work; 

• Helps align business objectives;
• Helps an organization manage

change that is vital to the enterprise,

division or department; 
• Creates a well-defined, structured

organization that achieves its objec-
tives by aligning human capital and
business needs to stated goals;

• Allows the organization to be
proactive and adapt to changes in
technologies, etc.;

• Creates a framework that serves
as an enabler of process-centric, cus-
tomer-focused and information-dri-
ven business models.

As an example, a management
team recognized the need for a
strong account management practice
to support the growth strategies the
business had embarked on. 

They recognized that they didn’t
have sufficient talent within the orga-
nization to meet their needs. Before
they retrained or hired anyone, they
identified the core work, competen-
cies, tools and technology, and opti-
mal organizational structure to meet
the organization’s long-term strate-
gies. 

With a consistent operating model,
they were able to clearly define roles
and responsibilities – allowing them
to retrain and hire the right people
for the account management group.
As their business continues to grow,
they are able to hire the right people,
thus eliminating employee turnover
and inconsistent customer service
delivery. 

The operating model allowed them
to align the company’s tactics and
strategies to meet its objectives, thus
delivering value.

By communicating successfully,
embracing change, developing imple-
mentation plans and creating operat-
ing models that make sense, your
organization can take the loftiest of
visions and transform them into a
profitable, fulfilling reality.
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