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TOOLS

INTRODUCTION

In this final section, I will provide you with additional tools and 

resources that will help support and supplement the creative strate-

gic process that I’ve laid out throughout this book. These tools will 

be presented in three parts:

1. Quick Reference Guide. This is a quick summary of each of 

the seven steps of the process, with an overview of the key 

tools that have been provided to support each step.

2. Strategic Presentation Guideline. Here I provide a guideline 

for preparing the strategic presentation that was discussed dur-

ing the Arrangement step. This is a 12-“slide” outline that you 

can use to help prepare your own presentation following the 

strategic storytelling arc.

3. Tidbits of Wisdom. These are specific quotes from each 

chapter that should serve as a quick reminder of some of the 

key messages from the book.
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212 Creative Strategy Generation

I also encourage you to visit the website http://composingstrategy 

.com for more tools, templates, and examples, as well as information 

on how to contact me if you want to learn, share, or discover more 

about this wonderful art of creative strategy generation!

Thank you for reading, and enjoy your strategic journey!
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A
QUICK REFERENCE GUIDE

APPEND I X

What follows is a summary of the Creative Strategy Generation pro-

cess that is outlined in this book. This can be used as a quick refer-

ence guide for how to build your strategy from preparation through 

production, following the model shown in Figure A.1.

F I G U R E  A.1

Creative Strategy Generation Model
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214 Appendix A

PREPARATION

Step 1: Completing Your Baseline Analysis

Complete your baseline analysis (see Figure A.2) with an eye toward 

the past, present, and future. Capture as much information as you 

can around the internal factors (company/capabilities) and the exter-

nal factors (competitors, customer, industry) that will affect your 

overall plan. Also be sure to capture the motivation for your strategy, 

which you will later translate into your vision, goals, and objectives.

F I G U R E  A.2

Baseline Analysis
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INSPIRATION

Step 2a: Performing Your SWOT Analysis

Using the information from your baseline analysis, complete a 

SWOT analysis (see Figure A.3), being sure to end with the opportu-

nities, which are what your strategies will ultimately be designed to 

address. You should think of your SWOT analysis in terms of both 

internal and external factors, so that it will correlate closely with 

your baseline analysis. Additionally, you should focus your strengths 

and weaknesses analysis on the present day, while looking toward 

the future for opportunities and threats. This will ensure a smoother 

bridge from your baseline analysis to your strategic plan.

F I G U R E  A.3

SWOT Analysis
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216 Appendix A

F I G U R E  A.4

Vision-Goals-Objectives Pyramid

Step 2b: Developing Your Vision, Goals, and Objectives

Starting with the motivation for your strategy that you identified 

through your baseline analysis, and using the insights that you gained 

through your SWOT analysis, establish the vision, goals, and objec-

tives for your strategy (see Figure A.4). Be sure to create an inspired 

vision that is focused on both the needs of your company as well 

as the needs of your customers. You will use your vision, goals, and 

objectives to filter the opportunities from your SWOT analysis and 

decide on which ones you ultimately want to pursue in your strategy.
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GENRE

Step 3: Understanding Your Target Market

Using your filtered market opportunities, carefully choose and 

understand the markets you will pursue in your strategy, and cap-

ture the needs of those markets by creating a Team Card for each 

(see Figure A.5). This will help to keep you focused on the needs 

of your customers as you begin to develop your strategy. Be sure 

to run any new insights you uncover during this step back through 

your SWOT analysis, reframing your vision, goals, and objectives if 

necessary.

F I G U R E  A.5

Team Card
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IDEATION

Step 4a: Composing Your Strategic Melodies

Using your filtered market and product opportunities as a guide, 

develop your high-level strategic melodies by focusing through 

three strategic perspectives: customer, company, and competitor 

(see Figure A.6). This will provide a methodology to bridge from the 

what of your vision, goals, and objectives, to the how of your strate-

gies. More specifically, your strategic melodies will address how you 

intend to pursue the market and product opportunities that you have 

chosen.

F I G U R E  A.6

Strategic Perspectives
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F I G U R E  A.7

Composing Your Strategies and Go-to-Market Plan

Step 4b: Creating Your Go-to-Market Plan

Once you have composed your overarching strategies, you can develop 

your Go-to-Market Plan, providing high-level strategic guidance for 

each of the four marketing mix elements of product, price, promo-

tion, and place (see Figure A.7). This plan will serve to guide your 

strategic actions during the implementation stage of your strategy.
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ARRANGEMENT

Step 5: Developing Your Strategic Story

Next, you will want to put your strategy in a form that can be eas-

ily communicated and understood. You will do this by completing 

your story, assembling all of your story elements, and enhancing your 

story with the right level of tone, energy, and harmony to successfully 

drive the implementation (see Figure A.8).

F I G U R E  A.8

Strategic Arrangement
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ORCHESTRATION

Step 6a: Laying Out Your Orchestra

In order to get your strategy ready for implementation, it will be 

important to identify and guide the resources that will be needed to 

carry out your plan. You will do this by assigning each implemen-

tation function to one of four roles—leader, driver, supporter, or 

accentuator—and then mapping these functions visually so that their 

relative roles can be easily identified (see Figure A.9).

F I G U R E  A.9

Strategic Orchestra Map
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F I G U R E  A.10

The Strategic Score

Step 6b: Creating Your Strategic Score

Once you have identified functional roles and responsibilities, you 

will then be tasking those teams with helping to develop and carry 

out actions that align with your Go-to-Market Plan. The key actions 

can be captured on a strategic score (see Figure A.10), which will 

continually help to guide your strategy throughout the implementa-

tion stage.
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PRODUCTION

Step 7: Implementing Your Strategy and Measuring Results

Your strategic implementation will have a life cycle, much like the life 

cycle of your product itself. As such, it will be necessary to treat your 

strategy as an ever-evolving entity that will be dynamically modified 

as the implementation progresses. This life cycle will consist of the 

four high-level activities of preparing, planning, producing, and mea-

suring, dynamically supported by your four proficiencies of Analysis, 

Recollection, Intuition, and Artistry (see Figure A.11). And so, the 

process comes full circle, both literally and figuratively.

F I G U R E  A.11

The Strategic Life Cycle
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B
THE STRATEGIC PRESENTATION

APPEND I X

Your strategic presentation can take any form you like, as long as it 

follows the strategic arc that we discussed in Chapter 6 and as shown 

in Figure B.1.

F I G U R E  B.1

The Strategic Arc
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The following guide gives a general idea of how your strategic 

presentation should flow. Although I am presenting this guide in 

the form of specific “slides,” I encourage you to use these as an out-

line rather than a template. For example, you may want to expand 

upon some of the slides that I am suggesting, or you may choose to 

eliminate some slides altogether. You might also consider telling your 

story using a completely different medium and forgoing the use of 

any slides at all. Similarly, you should experiment with the order and 

flow of your presentation so your story is told in a way that reflects 

your particular situation.

Against that backdrop, here are three tips that I encourage you 

to follow no matter which type of presentation you choose:

1. Make your presentation highly visual, striking just the right 

balance between images and words. Your slides, if you choose 

to use them at all, should serve to illustrate your story, not 

tell it word for word.

2. Present your information at an uncomfortably high level. In 

reality, you will need to show a relatively small amount of data 

to support your strategic story.

3. Do not begin your story with the ending. There is no place 

for an executive summary in your strategic presentation. Save 

your required investments and projected financial results for 

the end of your story.

What follows are the guidelines for your strategic presentation.

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



Appendix B 227

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



228 Appendix B

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



Appendix B 229

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



230 Appendix B

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



Appendix B 231

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



232 Appendix B

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



233

APPEND I XC
TIDBITS OF WISDOM

Introduction

“I cannot teach you how to be creative. What I can do is teach you 

how to tap into the creativity that you are innately born with but 

perhaps didn’t know you had.”

Chapter 1: ARIA

“The key to being an artist is that you have to care enough about 

something to want to express it, and then you have to translate 

what you care about in a way that people want to experience it.”

Chapter 2: Preparation

“A truly great leader will tell his or her troops not only what they 

are fighting for but also why they are fighting.”

Chapter 3: Inspiration

“You can only change the world if you are willing to change your 

own world with it.”
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Chapter 4: Genre

“Few companies want to view themselves as putting their own 

needs above the needs of their customers, even though this in real-

ity may be exactly the situation they are in.”

Chapter 5: Ideation

“Your strategy should provide the context for your actions.”

Chapter 6: Arrangement

“Your deep knowledge of any topic can most effectively be dem-

onstrated through your ability to break down that knowledge in a 

way that everyone can easily understand and absorb.”

Chapter 7: Orchestration

“Collaboration isn’t always easy, but it is almost always more 

rewarding than doing something by yourself—as long as you seek 

to truly understand the people you’re collaborating with.”

Chapter 8: Production

“One concept builds from another. One thought serves as the 

foundation for the next. This is as it is in business, just as it is in 

music, just as it is in life.”

Chapter 9: Coda

“The very best business strategies are indeed creative works of art.”
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R E S O U R C E S

The following books are all a part of my personal library. Some were used as 

points of reference for Creative Strategy Generation, while others have served 

as sources of inspiration and influence for my own practices, processes, and 

creativity over the years.

Business

Aguilar, Francis Joseph. Scanning the Business Environment. New York: 

Macmillan, 1967.

Ansoff, H. Igor. Corporate Strategy. New York: McGraw-Hill, 1965.

Berman, Karen, and Joe Knight, with John Case. Financial Intelligence. 

Boston: Harvard Business Review Press, 2013.

Chandler, Alfred D., Jr. Strategy and Structure: Chapters in the History of the 

American Industrial Enterprise. Cambridge, MA: The MIT Press, 1962.

Christensen, Clayton M. The Innovator’s Dilemma. Boston: Harvard 

Business Review Press, 1997.

Collins, Jim. Good to Great. New York: Harper Business, 2001.

Cooper, Alan. The Inmates Are Running the Asylum. Indianapolis: SAMS, 

2004.

Day, George S., and Christine Moorman. Strategy from the Outside In. New 

York: McGraw-Hill, 2010.

Dixit, Avinash K., and Barry J. Nalebuff. Thinking Strategically. New York: 

W.W. Norton & Company, 1991.

Donovan, Jeremy. How to Deliver a TED Talk. New York: McGraw-Hill, 2014.

Dranove, David, and Sonia Marciano. Kellogg on Strategy. Hoboken, NJ: 

John Wiley & Sons, 2005.

Duarte, Nancy. Resonate. Hoboken, NJ: John Wiley & Sons, 2010.

Duggan, William. Strategic Intuition. New York: Columbia University Press, 

2007.

Freedman, Lawrence. Strategy: A History. Oxford, UK: Oxford University 

Press, 2013.

Gerzema, John, and Ed Lebar. The Brand Bubble. San Francisco, CA: Jossey-

Bass, 2008.

Haines, Steven. Managing Product Management. New York: McGraw-Hill, 

2012.

Haines, Steven. The Product Manager’s Desk Reference, 2nd ed. New York: 

McGraw-Hill, 2014.

Haines, Steven. The Product Manager’s Survival Guide. New York: McGraw-

Hill, 2013.
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240 Resources

Hayzlett, Jeffrey, with Jim Eber. Running the Gauntlet. New York: McGraw-

Hill, 2012.

Horwath, Rich. Deep Dive. Austin, TX: Greenleaf Book Group Press, 2009.

Ittelson, Thomas. Financial Statements. Franklin Lakes, NJ: Career Press, 1998.

Johnson, Mark W. Seizing the White Space. Boston: Harvard Business Press, 

2010.

Kaplan, Robert S., and David P. Norton. The Balanced Scorecard: Translating 

Strategy into Action. Boston: Harvard Business Review Press, 1996.

Kiechel, Walter, III. The Lords of Strategy. Boston: Harvard Business Press, 

2010.

Kim, W. Chan, and Renée Mauborgne. Blue Ocean Strategy. Boston: Harvard 

Business School Press, 2005.

Kotler, Philip, and Gary Armstrong. Principles of Marketing, 15th ed. 

Boston: Pearson, 2014.

Lafley, A. G., and Roger L. Martin. Playing to Win: How Strategy Really 

Works. Boston: Harvard Business Review Press, 2013.

Levitt, Theodore. The Marketing Imagination. New York: The Free Press, 1986.

McGrath, Michael E. Product Strategy for High-Technology Companies, 2nd ed.  

New York: McGraw-Hill, 2001.

McKeown, Max. The Strategy Book. Harlow, England: Pearson, 2012.

Mehrabian, Albert. Silent Messages. Belmont, CA: Wadsworth, 1971.

Mintzberg, Henry. The Rise and Fall of Strategic Planning. New York: The 

Free Press, 1994.

Mintzberg, Henry, Bruce Ahlstrand, and Joseph Lampel. Strategy Safari. 

New York: The Free Press, 1998.

Montgomery, Cynthia A. The Strategist. New York: Harper Business, 2012.

Moore, Geoffrey A. Crossing the Chasm. New York: HarperCollins, 1991.

Moore, J. I. Writers on Strategy and Strategic Management, 2nd ed. London: 

Penguin Books, 2001.

Murray, Chris. The Marketing Gurus. New York: Penguin Group, 2006.

Nierenberg, Roger. Maestro. New York: Portfolio, 2009.

Ohmae, Kenichi. The Mind of the Strategist. New York: McGraw-Hill, 1982.

Olsen, Erica. Strategic Planning Kit for Dummies, 2nd ed. Hoboken, NJ: 

John Wiley & Sons, 2012.

Pink, Daniel H. A Whole New Mind. New York: Riverhead Books, 2005.

Pope, Atlee Valentine, and George F. Brown Jr. CoDestiny. Austin, TX: 

Greenleaf Book Group Press, 2011.

Porter, Michael E. Competitive Advantage. New York: The Free Press, 1985.

Porter, Michael E. Competitive Strategy. New York: The Free Press, 1980.

Ries, Al, and Jack Trout, Positioning: The Battle for Your Mind. New York: 

McGraw-Hill, 2001.

Robert, Michel. The Power of Strategic Thinking. New York: McGraw-Hill, 

2000.

Rumelt, Richard P. Good Strategy, Bad Strategy. New York: Crown Business, 

2011.
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Resources 241

Simmons, Gene. Me, Inc. New York: Dey Street Books, 2014.

Thompson, Arthur A., Jr., A. J. Strickland III, and John E. Gamble. Crafting 

and Executing Strategy: The Quest for Competitive Advantage, 14th ed. 

New York: McGraw-Hill, 2005.

Treacy, Michael, and Fred Wiersema. The Discipline of Market Leaders. 

Cambridge, MA: Perseus Books, 1995.

Underhill, Paco. Why We Buy. New York: Simon & Schuster, 2009.

Weissman, Jerry. Presenting to Win. Upper Saddle River, NJ: FT Press, 2006.

West, G. Page III. Strategic Management, 2nd ed. Winston-Salem, NC: 

Riderwood Publishing, 2013.

Music and Creativity

Adler, Samuel. The Study of Orchestration, 3rd ed. New York: W.W. Norton &  

Company, 2002.

Braheny, John. The Craft and Business of Songwriting. Cincinnati, OH: 

Writer’s Digest Books, 1988.

Citron, Stephen. Songwriting: A Complete Guide to the Craft. New York: 

Limelight Editions, 1998.

Cohen, Allen, and Steven L. Rosenhaus. Writing Musical Theater. New 

York: Palgrave Macmillan, 2006.

Cooke, Mervyn. A History of Film Music. Cambridge, UK: Cambridge 

University Press, 2008.

Freytag, Dr. Gustav. Technique of the Drama: An Exposition of Dramatic 

Composition and Art, trans. Elias J. MacEwan. Chicago: Scott Foresman 

and Company, 1900.

Horowitz, Mark Eden. Sondheim on Music. Lanham, MD: The Scarecrow 

Press, 2003.

Kennan, Kent, and Donald Grantham. The Technique of Orchestration,  

6th ed. Upper Saddle River, NJ: Prentice Hall, 2002.

Pejrolo, Andrea, and Richard DeRosa. Acoustic and MIDI Orchestration for 

the Contemporary Composer. Burlington, MA: Focal Press, 2007.

Perry, Megan. How to Be a Record Producer in the Digital Era. New York: 

Billboard Books, 2008.

Rachel, Daniel. The Art of Noise: Conversations with Great Songwriters. New 

York: St. Martin’s Griffin, 2013.

Robinson, Ken. Out of Our Minds: Learning to Be Creative, 2nd ed. West 

Sussex, UK: Capstone Publishing, 2011.

Tucker, Susan. The Secrets of Songwriting. New York: Allworth Press, 2003.

Waterman, J. Douglas, ed. Song: The World’s Best Songwriters on Creating 

the Music That Moves Us. Cincinnati, OH: Writer’s Digest Books, 2007.

Webb, Jimmy. Tunesmith: Inside the Art of Songwriting. New York: Hyperion, 

1998.

Zollo, Paul. Songwriters on Songwriting, 4th ed. Cincinnati, OH: Da Capo 

Press, 2003.
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Academic approach to strategy, 2

Accentuators (LADS model), 176

Actual product, 122

Aguilar, Francis, 45

Alignment, implementation team, 

178–179

Amazon.com, 38

AMS (Attainable Market Share), 91

Analysis (proficiency), 7–11

and inner creativity, 57, 82

and Present condition, 4, 5

weighting strategy toward,  

24–26

Angel investors, 191

Ansoff, H. Igor, 54, 115

Appert, Nicolas, 44

Apple, 116–117, 120

ARIA proficiencies, 7–26, 233

about, 2–3

Analysis, 4, 7–11

Artistry, 4, 18–23

balancing, 23–26

in Creative Strategy Generation 

process, 28–29

and inputs/outputs of strategy, 

1–2, 5

Intuition, 4, 14–17

Recollection, 3, 11–14

and strategic arc, 156

in strategic life cycle, 206

(See also specific stages)

Aristotle, 143, 149

Arrangement stage, 139–166, 234

ARIA proficiencies in, 139

assembling elements of strategic 

story, 149–153

and business structure from 

strategy, 140

completing your strategic story, 

143–149

and dramatic arc of strategic 

stories, 153–157

and evolution of strategic stories, 

164–165

finding your inner creativity in, 

166

improving customer engagement, 

157–159

shaping style of strategic story, 

159–164

steps in, 140–143

tools for, 220

Arranging, 140, 141

Artistry (proficiency), 18–23

expression in, 20–23

in ideation stage, 110

and inner creativity, 82, 105, 208

passion in, 19–20

weighting strategy toward,  

24–26

Attainable Market Share (AMS), 91

Audiences, strategic story, 155–158

Augmented product, 122

Availability, product, 133–134

Backward-looking baseline analysis, 

52–53

Balance sheet, 202

I N D E X
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Balanced scorecard, 205

The Balanced Scorecard (Kaplan  

and Norton), 205

Balanced strategies, 85

Baseline analysis, 50–53, 57, 69–70, 

214

Behavior, customer, 47, 48

Behavioral segmentation, 94

Berlin, Irving, 15

Big picture, 57

Blue Ocean model, 55

Blue Ocean Strategy (Kim and 

Mauborgne), 55

Body language, 161–162

Borden, Neil H., 119

Brainstorming, 208

Brooks, Herb, 39–40

Business case, 144

Business strategy(-ies):

and corporate strategy, 79

customers’ problems as focus  

of, 23

formal training about, 11–12

implementing, 194–199

inputs/outputs of, 1–2, 5

measuring results related to, 

199–207

in strategic presentation, 230

structure from, 140

successful, 207

summarizing, 135–137

surprise as element of, 17

Business structure, 140

CAIRO analysis, 177

Capabilities:

in baseline analysis, 51–52

of company, 39–44

of competitors, 37–38

and genre, 87

of implementation team,  

180–183

strategies focused on, 84

Catastrophe (strategic story), 154

Chandler, Alfred D., 140

Characters (strategic story), 151

A Christmas Carol (Dickens), 2–3

Climax (strategic story), 154, 157

COGS (cost of goods sold), 200, 201

Collaboration:

in Creative Strategy Generation 

process, 209–210

with implementation team, 

183–185

in orchestration stage, 170–171, 

188

Communication:

of business strategy, 34

with customers, 48–49, 96–102

and expression of passion, 20–22

with implementation team, 181, 

195–196

of vision, goals, and objectives, 

78–79

Company analysis, 229

Company goals, 78

Company objectives, 78

Company perspective, 110–111, 113, 

114

Company vision, 77–79

Company/Capabilities (baseline 

analysis), 51–52

Compensation, 19

Competition, 130, 229

Competitive Strategy (Porter), 53

Competitor perspective, 110–111, 

114

Competitors:

in baseline analysis, 51, 52

focusing on, 16, 17

and market share, 148

understanding, 35–38

Complex strategies (melodies), 108, 

109, 117

244 Index
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Index 245

Composing, 140, 141

Conflict, 152–153, 198–199

Connection(s):

with strategic story, 155–158,  

166

with strategy, 166, 208

Connellan, Tom, 130

Convenience, 132–134

Conversion, 89, 90

Cooper, Alan, 96

Core product, 122

Corporate strategy, 79

Corporate Strategy (Ansoff), 54

Corporatewide customer segments, 

95

Cost, 124, 147

Cost leadership strategies, 53, 84

Cost of goods sold (COGS), 200,  

201

Crafting and Executing Strategy 

(Thompson, Strickland, and 

Gamble), 117

Creative Strategy Generation 

process:

ARIA proficiencies in, 28–29

collaboration in, 209–210

formal strategy planning in,  

81–82

tools for, 213–223

(See also specific stages)

Creativity:

in arrangement stage, 166

in genre stage, 105

in ideation stage, 138

in inspiration stage, 82

in orchestration stage, 188

in preparation stage, 57

in production stage, 208

in strategic planning process, 

27–28

Culliton, James, 119, 120

Customer engagement, 157–159

Customer experience:

positioning based on, 130

as product, 121–123

and product placement, 133, 134

Customer needs:

identifying, 46–48

positioning with respect to, 129

and product placement, 132–133

segmentation based on, 94

Customer personas, 96–97

Customer perspective, 110–111,  

113

Customer preferences, 85–87, 130

Customer-focused companies, 87

Customers:

analyzing, 46–49

in baseline analysis, 51, 52

inspiration from, 82

solving problems of, 23

in strategic presentation, 228

target, 88–102, 217

validation of company capabilities 

by, 41

Data, 8–10, 226

Deloitte LLP, 99

Demographic segmentation, 94

Dénouement (strategic story),  

154

Desires, needs vs., 46–47

Dickens, Charles, 2–3

Die Technik des Dramas (Freytag), 

153

Differentiation strategies, 53

Differentiators, 24–26

Direct competition, 130

Disney, 130

Diversification strategies, 54

Documentation, data, 10

Doran, George T., 73

Dramatic arc, 153–157, 225

Drivers (LADS model), 176
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246 Index

Earnings before interest, taxes, 

depreciation, and amortization 

(EBITDA), 202

Earnings before interest and taxes 

(EBIT), 202

Echo Nest, 86

Economic factors (PEST analysis), 45

Emotion(s):

and memory, 142, 143, 155

and theme of strategic story, 150

and tone, 160–162

Employees:

empowering, 196–198

motivation of, 33–34

Enemies (see Competitors)

Energy level, 162–163

Engagement, customer, 157–159

Engineering team, 174

Esteem, 47

EveryNoise.com, 86

Executives, shareholders and, 

192–193

Expenses, operating, 200–202

Experience(s):

customer, 121–123, 130, 133, 134

learning from, 13–14

Exposition (strategic story), 154

Externally focused strategies, 85

Fall (strategic story), 154, 157

Feedback, 48–49

Final say, having, 198–199

Finance department, 175

Financial information, 144–145, 227

Fixed costs, 201

Followers, 24, 25

Forecasting, 91–93

Form 10-K, 79

4Ps of marketing, 119–134

Freytag, Gustav, 153

Freytag’s pyramid, 153

Future (condition), 3–5

Gamble, John E., 117

Genre stage, 83–105, 234

ARIA proficiencies in, 83

customer preferences as focus of, 

85–87

finding your inner creativity in,  

105

identifying target markets,  

88–96

market strategy in, 84–85

realigning product with 

opportunities, 103–104

tools for, 217

understanding/relating to target 

customers, 96–102

Genres, 86–87

Geographic segmentation, 88,  

90, 94

Geography, product placement and, 

133, 134

Goals:

developing, 72–79, 216

redefining, 103

and strategic melodies, 112

in strategic presentation, 230

Go-to-Market Plan, 119–135

and 4Ps of marketing, 119–121

place in, 131–134

price in, 124–128

product in, 121–124

promotion in, 128–131

reviewing, 137

in strategic presentation, 231

tactics based on, 184–185

tools for creating, 219

Gross margin, 200

Harmony, strategic story and, 

163–164

Herbert, Victor, 15

High-level action plan, 119

Horizontal P&L, 203–204
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Index 247

Human Resources department, 175

Humphrey, Albert, 63

Ideation stage, 107–138, 234

ARIA proficiencies in, 107

developing Go-to-Market Plan, 

119–135

finding your inner creativity in, 138

knowledge and passion in,  

108–110

summarizing strategy, 135–137

tactics in, 118–119

and 3Cs model, 110–111

tools for, 218–219

writing strategic melodies,  

111–118

Immersive approach to 

communication, 21–22

Implementation of strategy, 191, 

194–199

collaboration in, 170–171

customer segmentation for, 95–96

high-level action plan for, 119

and pricing, 127–128

tools for, 223

Implementation team:

choosing, 170–180, 188

harmony on strategic story by, 164

identifying capabilities of, 180–183

providing direction for, 183–187

Improvisation, 187

Inbound marketing, 172

Income, 200, 202

Income statement (see Profit and loss 

statement [P&L])

Indirect competition, 130

Industry:

analyzing, 44–45

in baseline analysis, 51, 52

in strategic presentation, 228

Information technology (IT) team, 

175–176

The Inmates Are Running the Asylum 

(Cooper), 96

Innovators, 24–26

Inspiration, 60–63, 194–195

Inspiration stage, 59–82, 233

ARIA proficiencies in, 59

conducting SWOT analysis, 63–72

developing vision, goals, and 

objectives, 72–79

and drivers of inspiration, 60–61

filtering business opportunities, 

79–81

finding your inner creativity in, 82

and motivation vs. inspiration, 

61–63

thought process guiding, 81–82

tools for, 215–216

Instinct, 35, 38, 82, 99

(See also Intuition [proficiency])

Internal support teams, 174–175

Internally focused strategies, 85

Introduction (strategic story), 154, 157

Intuition (proficiency), 14–17

and Future condition, 4, 5

and inner creativity, 82, 105

weighting strategy toward, 24–26

Investments, 147, 182–183, 192, 231

Investors, presentations for, 191–194

iPad, 120

IT (information technology) team, 

175–176

Job satisfaction, 19

Kaplan, Robert S., 205

Key performance indicators (KPIs), 

41–42

Kim, W. Chan, 55

KISS, 208

Knowledge, 108–110, 117–118

KPIs (key performance indicators), 

41–42
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248 Index

LADS model, 176–177

Leaders (LADS model), 176

Leadership, 194–195

Learning, 13–16, 60

Legal department, 175

Life-cycle curve, 42–43

Love, 47

Margin, 146–147, 200

Market(s):

defined, 88

and market share, 148

in revenue assumptions, 145, 146

and strategic perspectives,  

110–111

target, 88–102, 217

in writing of strategic melodies, 113

(See also Customers)

Market development strategies, 54

Market environment, 45–49

Market opportunities, 80, 85, 93, 

103–104

Market penetration strategies, 54

Market segmentation, 88–96, 

103–104

Market share, 145–149

Market strategy, 84–85

Market-focused strategies, 54, 84

Marketing mix (see 4Ps of marketing)

Marketing team, 172, 173

Maslow, A. H., 46

Maslow’s hierarchy of needs, 46–47

Mauborgne, Renée, 55

McCarthy, Jerome, 119

Mehrabian, Albert, 161–162

Melody matrix, 108–109

Memory, emotion and, 142, 143, 155

Messaging, 128, 131

The Mind of the Strategist (Ohmae), 

54, 110

Mission statement, 72

Mood (strategic story), 150–151

Motivation(s):

in baseline analysis, 51–52

of customers, 47

of employees, 33–34

and inspiration, 61–63

and vision, 33–34, 75

Needs:

customer, 46–48, 94, 129, 132–133

as origin of business strategies, 61

team, 100–102

Net income, 202

Net profit, 202

Noise, strategies as, 108, 109

Nonprofit organizations, 62

Norton, David P., 205

Objectives:

determining if strategy meets, 207

developing, 72–79

redefining, 103

in strategic presentation, 230

tools for developing, 216

in writing of strategic melodies, 112

Observations, 12–13, 48

Ohmae, Kenichi, 54–55, 110, 115

Operating expenses, 200–202

Operating income, 200

Operating margin, 200

Operating profit, 200

Operations team, 173

Opportunities:

and customer perspective, 113

filtering, 79–81

as foundation for strategies, 66–72

internal, 67

market, 80, 85, 93, 103–104

product, 80, 85, 102

realigning product with, 103–104

solutions vs., 103

in SWOT analysis, 64, 65

in TOWS matrix, 66
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Index 249

Orchestrating, 140, 141

Orchestration stage, 167–188,  

234

ARIA proficiencies in, 167

choosing implementation team, 

170–180

finding your inner creativity in,  

188

identifying capabilities of team, 

180–183

providing direction for team, 

183–187

steps in, 168

tools for, 221–222

vision in, 169–170

Organization, data, 8–9

Organizational silos, 179

Originality, 12–13, 16, 138

Outbound marketing, 172

Passion:

in Artistry proficiency, 19–20

and baseline analysis, 57

expression of, 20–23

in ideation stage, 108–110

and inspiration, 60

in melody matrix, 108–109

in strategic melodies, 117–118

and tone, 162

Past (condition), 3, 5, 25–26

Path (condition), 3–5

Performance results:

measuring, 191, 199–207

in strategic presentation, 232

tools for measuring, 223

validation of capabilities with, 

41–42

Personas, customer, 96–97

PEST analysis, 45

Physiological needs, 47

Place (4Ps of marketing), 131–134, 

185

Plot (strategic story), 151–152

Poetics (Aristotle), 149

Political factors (PEST analysis), 45

Porter, Michael E., 53, 115

Positioning (Ries and Trout), 128

Positioning, product, 128–131

Preferences, customer, 85–87, 130

Preparation stage, 31–57, 233

analyzing environment, 44–49

ARIA proficiencies in, 31

baseline analysis in, 50–53

developing strategic plan, 49–50

finding your inner creativity in,  

57

identifying company capabilities, 

39–44

identifying employee’s motivation, 

33–34

knowledge needed in, 32–33

strategic theory in, 53–56

tools for, 214

understanding competitors,  

35–38

Present (condition), 3–5, 25–26

Presentation, strategic, 225–232

energy level in, 162–163

expressing passion in, 22

interactive media in, 166

for investors, 191–194

order of information in, 159, 226

sample, 227–232

tone in, 160–162

Price:

in 4Ps of marketing, 124–128

in margin assumptions, 147

and product placement, 133

in revenue assumptions, 145, 146

tactics related to, 185

Principals (principal players), 196

Product(s):

in 4Ps of marketing, 121–124

positioning of multiple, 131
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250 Index

Product(s) (continued):

realigning, with opportunities, 

103–104

and strategic perspectives,  

110–111

in strategic presentation, 227

tactics related to, 185

Product development strategies, 54

Product life cycle, 42–43

Product management team,  

171–172

Product opportunities, 80, 85, 102

Product placement, 131–135

Product road map, 124

Production stage, 189–208, 234

ARIA proficiencies in, 189

determining if strategy meets 

objectives, 207

finding your inner creativity in,  

208

implementing strategy, 194–199

measuring performance results, 

199–207

steps in, 190–191

strategic presentations for 

investors, 191–194

tools for, 223

Product-market growth matrix, 54

Proficiencies (see ARIA proficiencies)

Profit, 200, 202

Profit and loss statement (P&L), 

199–205

Profitability, 20

Promotion, 128–131, 185

Protectors, 24, 25

Psychographic segmentation, 94

RACI analysis, 177

RASCI analysis, 177

Reactive strategies (melodies), 108, 

109, 117

Reality in Advertising (Reeves), 124

Recollection (proficiency), 11–14

and inner creativity, 57, 82

and Past condition, 3, 5

weighting strategy toward, 24–26

Reeves, Rosser, 124

Relative value, 126–127

Repetition, 138, 158

Resolution (strategic story), 154, 157

Resources, 231

(See also Implementation team)

Return on investment (ROI), 192

Revelation (strategic story), 154

Revenue, 145–146, 148–149, 201

Ries, Al, 128

Rise (strategic story), 154, 157

ROI (return on investment), 192

Role clarity, 195

Sacrifice, relative value and, 125–127

Safety, 47

Sales team, 172–173

SAM (Serviceable Available Market; 

Serviceable Addressable 

Market), 91

Satisfaction, job, 19

Scanning the Business Environment 

(Aguilar), 45

Self-actualization, 47

Self-awareness, 39–40

Service teams, 174

Serviceable Available Market 

(Serviceable Addressable 

Market; SAM), 91

Serviceable Obtainable Market 

(SOM), 91

Setting (strategic story), 150–151

Seven Keys to Disney’s Success 

(Connellan), 130

“7-38-55” rule, 162

Shareholders, executives and, 

192–193

SMART method, 73–74
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Index 251

Social factors (PEST analysis), 45

SOFT analysis, 64–66

Solutions, 103, 130

SOM (Serviceable Obtainable 

Market), 91

Southwest Airlines, 117

Stakeholders, 191–194

Start-up companies, 61–62

Strategic arc, 156–157, 225

Strategic initiatives (see Strategic 

melodies)

Strategic life cycle, 206–207,  

223

Strategic melodies:

arranging, 142

and Go-to-Market Plan, 136,  

137

tools for composing, 218

writing, 111–118

Strategic orchestra, 176–180, 221

(See also Implementation team)

Strategic perspectives model, 

110–111, 113–116, 218–219

Strategic plan:

business case vs., 144

developing, 49–50

financial information in,  

144–145

inputs and outputs of, 25

margin assumptions for,  

146–147

market share assumptions for, 

147–149

revenue assumptions for,  

145–146

Strategic planning process, 27–29, 

81–82 

(See also Creative Strategy 

Generation process)

Strategic presentation (see 

Presentation, strategic)

Strategic score, 186–187, 222

Strategic story:

assembling elements of, 149–153

customer engagement with, 

157–159

dramatic arc of, 153–157

evolution of, 164–165

financial information and 

assumptions in, 144–149

style of, 159–164

tools for developing, 220

Strategic theory:

inputs/outputs of strategy in, 1, 2

in preparation stage, 53–56

(See also specific theories)

Strategic Triangle, 110–111

“Strategies for Diversification” 

(Ansoff), 54

Strategy (term), 32

Strategy and Structure (Chandler), 140

Strategy workflow, 136

Strengths:

and company perspective, 113

comparing weaknesses and, 67

of competitors, 37, 38

in SWOT analysis, 64, 65

Strickland, A. J., III, 117

Summary (strategic presentation), 232

Supply and demand, 127

Supporters (LADS model), 176

Surprise, 17

SWOT analysis, 63–72

components of, 64

establishing vision with, 75–76

foundation for strategies from, 

66–72

history of, 63–64

market opportunities from, 80

and market segmentation, 93, 

103–104

problems with, 65

tools for, 215

and TOWS matrix, 65–66

D
ow

nloaded by [ B
ank for A

griculture and A
gricultural C

ooperatives 202.94.73.131] at [12/20/15]. C
opyright ©

 M
cG

raw
-H

ill G
lobal E

ducation H
oldings, L

L
C

. N
ot to be redistributed or m

odified in any w
ay w

ithout perm
ission.



252 Index

Systematic approach to strategic 

planning, 27, 28

Tactics, 118–119, 138, 184–185

TAM (Total Available Market; Total 

Addressable Market), 90

Target market (target customers):

identifying, 88–96

understanding/relating to, 96–102, 

217

Team Card exercise, 97–103, 217

Technological factors (PEST 

analysis), 45

10-K, Form, 79

Theme (strategic story), 150

“A Theory of Human Motivation” 

(Maslow), 46

“There’s a S.M.A.R.T. Way to Write 

Management’s Goals and 

Objectives” (Doran), 73

Thompson, Arthur A., Jr., 117

Threats, 64, 65, 67, 114

3Cs model, 110–111

Time, in SWOT analysis, 65, 66

Timeless strategies (melodies), 108, 

109, 118

Tone (strategic story), 160–162

Top-down forecasting, 92, 93

Total Available Market (Total 

Addressable Market; TAM),  

90

TOWS matrix, 65–66

Training, strategy-building, 11–12

Trout, Jack, 128

Trust, 193–194

Turning point (strategic story), 154

Up (film), 155–156

Upgrades, product, 123–124

U.S. Olympic hockey team (1980), 

39–40

User stories, 97

Validation, 40–42, 48–49

Validity (of data), 10

Value proposition, 124–127

Variable costs, 201

Vertical market-based segmentation, 

94

Vision:

developing, 72–79, 216

and motivation, 33–34, 75

in orchestration stage, 169–170

redefining, 103

in strategic melodies, 112

in strategic presentation, 230

Vision statements, 76

Vision-goals-objectives pyramid, 

74–77, 216

Visual aids, 226

Weaknesses:

and company perspective, 113

comparing strengths and, 67

of competitors, 37, 38

in SWOT analysis, 64, 65

Weihrich, Heinz, 65

“White Christmas” (song), 15
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A B O U T  T H E  A U T H O R

Bob Caporale is the president of Sequent Learning Networks, a  

New York City–based training and advisory firm specializing in 

product management, product marketing, and strategic planning. 

Throughout his career, Bob has held leadership and executive roles in 

engineering, marketing, product management, and general manage-

ment for multi-billion-dollar companies such as Pirelli and Thomas 

& Betts Corporation. He can be contacted for consulting and advi-

sory work at http://www.sequentlearning.com.

Bob is also an accomplished keyboardist, composer, and song-

writer. He has written and produced over 100 independently released 

songs, albums, and soundtracks and has also written a full-length 

musical that he hopes to find time to produce someday! Links to his 

music can be found at http://www.bobcaporale.com.
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