
To become more Agile in their 

strategic planning process, 

organizations must: 

¶ Improve their information 

capital so that information is 

available  in a timely manner. 

¶ Modernize their strategic 

planning process manage-

ment through the usage of 

IT and Enterprise Perform-

ance Management systems, 

in order to accelerate the 

process. 

 

The Agile organizations will out-

perform their competitors by 

benefiting from their ability to 

make the right strategic deci-

sions in a timely manner.  

Is your information capital and 

your supporting Enterprise Per-

formance making your organiza-

tion Agile enough ? 

The MBA-taught strategic plan-

ning process is made of a multi-

ple step approach that includes,  

in a sequence 1. Defining oneõs 

mission and objectives. 2. Scan-

ning the environment. 3. For-

mulating a strategy. 4. Imple-

menting the strategy and 5. 

Monitoring /controlling if the 

strategy works. 

While the approach is sane and 

sound, the strategic cycle is 

often too long for certain types 

of business. Businesses that are 

very entrepreneurial in nature, 

businesses that are running in  

very competitive markets, 

technology companies as well 

as many others require a more 

ôagileõ strategic planning proc-

ess. 

In this context, agility means: 

¶ The ability to cycle through 

the strategic planning proc-

ess faster and more often. 

¶ Monitoring more regularly, 

learning from the key per-

formance indicators (KPI) 

faster. 

¶ Adapting the strategy and 

changing in near-real time. 

¶ Performing all the steps 

concurrently rather than in a 

sequence. 

Agile Strategic Process for fast-pace businesses 

Innovation Scorecards 

Innovations, coupled with the 

protection of intellectual prop-

erty are a source of competitive 

advantage for many companies.  

An innovation scorecard will 

strive to capture how well a 

company is building on its inno-

vation capability.  

The key measures found in the 

innovation scorecards will as-

sess the aggressiveness of the 

innovation plan and will verify 

that the innovation investments 

are well capitalized.  

This last measure is considered 

paramount as it shows if an 

organization is able to truly 

benefit from the R&D invest-

ments engaged over time.  Inno-

vations come in different forms 
and shapes. The successful or-

ganization will know how to 

take advantage of its innovation 

capability, budget for it, grow 

from it, satisfy customers with 

it, and maintain a sound pipeline 

of new ideas. 

By defining its innovations KPIs, 

or defining a visible innovation 

scorecards, organizations are 

bound to drive their growth 

better. 
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Entrepreneur (from the French 

ôundertakes an endeavorõ) is 

someone who leads a new 

venture. 

The entrepreneurial spirit is 

often associated to driving new 

ideas, or ventures, assuming 

significant accountability for the 

risks and the overall result. 

Sometimes, entrepreneurship is 
also associated to ambitious 

plans, innovations and ability to 

organize successful ventures. 

In this context and sense, most 

organizations, even the steady 

ones, are actually the sum of all 

the entrepreneurs making up 

the organization. Each leader, 

each product, each service is, in 

a sense, a small venture by 

itself. It is therefore natural 

that the overall organizations, 

as well as each entrepreneur it 

hosts, are managed through 

proper means. The overall 

organization is usually driven 
through strategic plans, busi-

ness plans and other manage-

ment tools. Those techniques 

however do not scale down 

very well. Lighter yet pertinent 

techniques such as scorecards 

are more appropriate when 

dealing with smaller settings. As 

an example, balanced score-

cards  (BSC) are applicable to 

SMBs, to Business Units of 

larger companies, or strategic 

products or services. BSC cap-

ture the strategy formulation, 

its measures and its implemen-

tation within a simple manage-

ment framework. 

Entrepreneurs are driven, but 

they are organized, and run  

their ventures to successful 

outcomes through careful man-

agement. And thatõs at all levels 

of the organization. 

implemented successfully in 

order to deliver products or 

services. Excellence in imple-

menting those activities is a key  

competitive advantage. 

 Because the analysis identifies 

processes in a daisy-chain 

mode, it identifies all processes 

starting from human resources, 

all the way the act of support-

ing services or products. 

When an organization is able 

to map its value chain, it is able 

The Value Chain Analysis proc-

ess complements SWOT, 

PESTEL and other tools in or-

der to help an organization 

identify the internal factors that 

leads to a successful outcome.  

The Value Chain analysis is 

better done when an organiza-

tion looks at the value offered 

to its customers and detects 
the key processes that contrib-

uted to this value. The analysis 

usually discovers all the impor-

tant activities that must be 

to create strategy maps and 

take advantage of its competen-

cies or  improve processes  to 

become more competitive. 

As a generic principle, the 

overall strength of an organiza-

tion is only as strong as the 

weakest link in the value chain. 

It is therefore best practice to 

focus oneõs effort on identifying 
and improving weakest link in 

the value chain. Better business 

performance is the outcome. 

Entrepreneur defined 

Value Chain Analysis 

Internal perspective of the Balanced Scorecard 

effort of the people into some-

thing that clients value. In this 

sense the Internal Perspective 

represents the organizationõs 

ability to add value.  

As a consequence, the Internal 

perspective is very indicative of 

2 aspects of the business per-

formance: 

¶ First, the perspective cap-

tures the management ca-

pability to organize and 

coordinate such that opti-

mal value-add is created. 

¶ Secondly, the perspective 

measures the core compe-

tencies that the organiza-

tion can build on to deliver 

value. 

 

The Internal Perspective of the 

BSC gauges the organizationõs 

ability to leverage the power of 

people into business value. 

The Balanced Scorecard (BSC) 

internal perspective captures 

the inner forces of an organiza-

tion. Those forces, often asso-

ciated to the maturity of the 

business processes the organi-

zation implements, are business 

enablers.  

Organizations are powered by 

people, with an ultimate goal to 
achieve its mission, by serving 

its clients. The internal per-

spective captures the organiza-

tionõs ability to channel the 

òEach leader, 

each product, 

each service is, 

in a sense, a 

small venture 

by itselfó 
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Entrepreneur, from 
the French 

ôUndertaking an en-
deavorõ. 

Value Chain Analysis 
as a process 




