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The sustained success of HIGHLIGHTED SPEAKERS requires constant updating and a road map. Find out what private business owners need to know about employment, management, innovation and planning ahead. Buy a ticket today! BENEFITS You will enrich your gaze with a unique group of business visionaries, nationally renowned entrepreneurs and leading researchers.
Listen to what you need to implement in your business now to ensure its future prosperity, including new technologies and management imperatives, as well as innovative ways to provide capital. Meet more than 300 passionate entrepreneurs focused on maintaining a thriving business, eager to bounce back ideas and form new connections. Companies that enjoy sustained
success have a core purpose and core values that remain the same, while their strategies and practices are endlessly adapting to a changing world. The rare ability to balance continuity and change requiring consciously practiced discipline is closely related to the ability to develop vision. Vision gives advice on what to save and what to change. The new policy framework adds
clarity and rigor to the vague and fuzzy concepts of vision in general today. The framework of two main parts: the basic ideology and the envisaged future. The basic ideology combines the core values of the organization with the main goal. It is the glue that keeps the company together as it grows and changes. Core values are the organization's most important and enduring
principles, values that it will adhere to, even if they are a competitive disadvantage; the main purpose of the organization is the main reason for being. The second component of the vision framework is the future envisaged. First, the company must define bold stretching goals; then he must formulate vivid descriptions of what it would mean to achieve them. Henry Ford set the goal
of democratizing the car and then said to the world: When I'm through ... everyone will have one. The horse will disappear from our roads - a creative stretch for a while. Unfortunately, the usual vision of the statement is fuzzy and inspires only boredom. But managers who master the opening process to define the underlying ideology can link their statements about vision with the
fundamental dynamics that motivate really forward-thinking companies, that is, the dynamics of maintaining the core and stimulating progress. Hewlett-Packard. 3M. Sony. Companies with exceptionally strong visions that are built to the last. What sets their visions apart from most others, those empty confusions that get revised with every business fad but never prompt anything
more than a yawn? Unbreakable companies have clear plans for how they will move into an uncertain future. But they're in the degree is clear about how they will remain steadfast, about the values and goals they will always stand for. This is Harvard Business Review Review describes two components of any long-term vision: the basic ideology and the intended future. The idea
of the company's practices and strategies must change all the time; its basic ideology should not. The basic ideology defines the timeless nature of the company. It's the glue that keeps the enterprise together, even when everything else is up for grabs. The basic ideology is that you find yourself looking inside. It's not something you can come up with, much less fake. The basic
ideology has two parts: 1. Core values are a handful of guidelines on which the company moves. They do not require external justification. For example, The core values of Disney's imagination and utility stem from the founder's belief that they should be brought up for themselves, not just to take advantage of business opportunities. Instead of changing its core values, a great
company will change its markets - to look for different customers to stay true to its core values. 2. The main purpose of the organization is the most basic reason for being. It should not be confused with the company's current product lines or customer segments. Rather, it reflects the idealistic motives of people to do the work of the company. Disney's main goal is to make people
happy, not to build theme parks and make cartoons. The foreseeable future, the second component of an effective vision, consists of two elements: 1. Big, hairy, bold goals (BHAGs) are ambitious plans that rev up the entire organization. Typically, it takes 10 to 30 years to complete. 2. Vivid descriptions paint a picture of what it would be like to achieve BHAG. They make the
goals bright, interesting and tangible. Example: In the 1950s, Sony's goal was to become the company best known for changing the global substandard image of Japanese products. He made this BHAG bright, adding: Fifty years later, our brand will be as well known as any in the world . . . and will mean innovation and quality . . . Made in Japan would mean something beautiful,
not something crappy. Do not confuse your company's core ideology with its intended future, in particular, do not confuse BHAG with the main purpose. BHAG is a well-defined goal that is achievable within 10-30 years. But your main goal can never be completed. We will not stop from exploration / And at the end of all our study / Will come where we started / And know the place
for the first time. T.S. Eliot, four quartets of companies that enjoy lasting success have core values and core goals that remain fixed while their business strategies and practices endlessly adapt to a changing world. The dynamics of maintaining the core while stimulating progress is the reason why companies like Hewlett-Packard Johnson and Johnson, Procter Gamble, Merck,
Sony, Motorola, and have become elite institutions capable of renewing and achieving excellent long-term performance. Hewlett-Packard employees have long known that radical changes in operating practices, cultural norms, and business strategies do not mean losing the spirit of HP Way, the company's core principles. Johnson and Johnson constantly questions its structure
and updates its processes while preserving the ideals embodied in its credo. In 1996, 3M sold several of its large mature businesses - a dramatic move that surprised the business press to refocus on its enduring core goal of innovative solutions to unresolved problems. We studied such companies in our study For Built to Last: Successful Habits of Visionary Companies and found
that they have outperformed the overall stock market 12 times since 1925. A version of this article was published in the September-October issue of Harvard Business Review for September-October 1996. Jim Collins runs a research lab in Boulder, Colorado. He is the author of The Book of Great Good: Why Some Companies Are Making the Leap... and others not
(HarperBusiness, 2001), and co-author, with Jerry I. Porras, built to last: Successful Habits of Visionary Companies (HarperBusiness, 2002). Jerry E. Porras is a professor of organizational behavior and change at Stanford University's Graduate School of Business at Stanford, California, where he is also Director of the Executive Program for Leading and Managing Change. He is
the co-author of Built to the Last: Successful Habits of Visionary Companies (HarperBusiness, 1994). (As yet no reviews) Write a Review Of the Number of Price Applied (No Reviews Yet) Write review Item: #490019 Weight: 1.00 LBS Author: Todd D. Jick Bestseller: FALSE Classic: FALSE Copyright Permian Flag: TRUE Educator Message Flag: TRUE Exclusive: FALSE Format
Type Filter: Hardcover/ Hardcopy (BVV) Filter Type: PDF 1989 Publishing Date Range: Over 24 Months Related Topics: Organizing: Changes Related Topics: Change Management Related Topics: Mission Statement Related Topics: Key Goals Related Topics: Mission Statements Source: Harvard Business School Special Value: FALSE Subcategory: Organizational Development
Theme: Organizational Development SubjectList: Organizational Changes, Change Management, Mission statement, The main goal Mission Statements Item: #490019 : September 26, 1989 Source: Harvard Business School describes the challenge of creating, communicating and making a vision for the organization. The visions are described as the most important building block
for stimulating successful major changes in the organization. The characteristics of good vision, effective vision and the process of commitment to vision are considered. Topics: Newsletter Promo Summary and excerpts from recent books, special offers, and more from Harvard Business Review Press. October 11, 2018 7 min. Read the opinions expressed by entrepreneurs are
their own. While most companies have mission, vision and value statements, few companies place these statements at the center of everything they do. Even fewer statements make these statements the driving force behind their current activities or their initiatives for the future. In our book Full Alignment, we presented a systematic process of connecting the mission, vision and
values to the activities of each owner of the work in the organization, thereby aligning their contribution with his intention. Alignment is necessary if you are serious about achieving the lofty goals expressed in your mission and vision. Your mission and vision must not only be clearly defined, but you need a process to close the mission gap and vision gap. What are these gaps? To
clarify, let's take a closer look at the definition of mission and vision. Mission and vision We define mission as the cause of existence. Your mission is a motivating force for what you do. Your mission is your goal. A worthwhile mission is a mission that serves others. Your vision, however, is a picture of your success in the future. This is a picture of success for five to ten years.
Imagine that ten years later, and you managed to accomplish your mission, what would this success look like? How would you describe it? Mission and vision play an important but separate role. We have often seen statements about mission and vision that intersect. Needless to say, how successful you want to be in a mission statement, and there is no need to talk about what
your business is doing in a vision statement. Both mission statements and vision must be clear and inspiring for the workforce. Their value lies in their clarity and their ability to motivate their people. Related: When your business is about to hit the wall, find out what you need to changeWhat is the gap in vision? Your company achieves its vision through the functioning of existing
processes, such as recruitment process, training process, sales process, manufacturing process, delivery process, delivery process, etc. Forward-looking statements are often so audacious that existing processes, however well executed, will not be able to deliver the intended results. If your vision statement involves doubling or three times the size of your company, you will have
to bridge the distance between what you can achieve through existing processes and what your vision requires. This is what we call a vision gap. You are briding the vision gap with strategic initiatives that serve to The following questions can help you determine the extent of the gap in vision. What is the size limit that you can achieve through the organic growth of existing
businesses to achieve your vision in, say, ten years? What delta growth will you need to achieve to close the gap through organic growth? How will you fund your organic growth to reach your limit? How will you finance your inorganic growth to close the gap? Closing the vision gap in order to close the gap in vision requires both organic growth and inorganic growth. Here are
some tips to achieve your vision through organic growth: Improving your core product, service or market technology to capture new customers in current or new geographic markets. Improve the basket of products or services to enter existing and new geographic markets. Use synergistic power among a basket of products or services to capture market share. Modify or develop
new products/services in existing customer segments and then into new markets. Here are some suggestions for closing the vision gap through inorganic growth: acquire a large or equal competitor and apply your know-how to manage a larger organization. The merger may also work, provided you retain control. Diversify with related new products or services in order to compete
in certain segments of your business where growth has been slow. It can also improve sales of other segments of your business. Diversified with unrelated new products or services that serve your mission of targeting current customers with real distribution channels. You can increase sales with new products of cyclical sales models. This diversification can also increase revenue
from your current products or services. Learn the reverse integration. In other words, move to an area that currently acts as suppliers. Consider acquiring a supplier or setting up a subsidiary. This strategy can also improve the supply chain and improve the quality of raw materials or inputs into your production. Learn how to fast-forward. In other words, enter an area that is a
customer of your products or services. Consider the acquisition of companies, the creation of production facilities, wholesale systems or outlets. This strategy will allow you to improve sales and increase production stability by exercising more control over marketing and better coordination between distribution channels and production. What is the gap in the mission? You are
currently delivering your mission using state-of-the-art technology and infrastructure. The mission usually does not change over time. When your vision is box five, or more years in the future, you will still deliver your mission. However, as technology or infrastructure inevitably changes, you may need to accomplish your goal in a different way. The difference between how you
deliver today, compared to ten years, this is what we call a mission gap. For example, if you are in the retail business, most likely in ten years you will sell to your customers through new channels and in a different way. Here are a few questions that will help you determine the extent of the mission gap: Will your mission still be understood and relevant in ten years? Who will your
customers be in ten years? What demographics and geography? How will your mission serve these customers in ten years? What products or services will deliver your mission to these customers in ten years using tomorrow's technology, and how different will it be from today? How will these products or services be delivered to your customers over the course of ten years using
tomorrow's infrastructure and how will this be different from today? How will you acquire or develop the necessary technologies? How will you acquire or develop the necessary infrastructure? To close the mission gap, a new time model based on a ten-year mission, a model that will address the technologies and infrastructure of tomorrow, must be developed. This will require you
to be aware of technology and infrastructure trends and demographic projections of your future customers and consumer habits. Mission and vision gaps in the strategic planning process If most companies have the mission and vision they are not at the heart of the planning process of these companies and are therefore ignored. While strategic planning is usually done on growth,
competitive strategy and taking over new markets, few companies are figuring out whether their strategy is adequate to realize their vision. We strongly recommend adding the concept of mission closure and vision gaps to the planning process. This will not only increase the likelihood of success, but will also serve as a key tool for aligning your human talent on the road to
success.
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