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“STRATEGYMAN IS A FUN,

EFFECTIVE BOOK THAT PROVIPES
MANAGERS WITH VALUABLE CONCEPTS TO
UNPERSTAND STRATESY IN ITS SIMPLEST FORM,
AND TO PEVELOP STRATESIC THINKING SKILLS. IT IS
ALSO A GREAT REFRESHER COURSE FOR EXECUTIVES
WHO UNPERSTANP THE CRITICAL IMPORTANCE OF
STRATEGY. RICH HORWATH IS A MASTER AT
BRINGING THESE CONCEPTS TO LIFE.”

JEFFREY SANFILIPPO VSTRATEGYMAN
CEO,John B. Sanfilippo & Son, Inc. V5. THE ANTI-STRATEGY SAUAP
1S ANOTHER GREAT RESOURLE TO HELP
OUR CUSTOMER-FALING TEAMS STRENGTHEN
THEIR STRATEGIC MINPSET. RICH HAS BEEN
A VALUEP PARTNER ANP HAS BEEN INSTRUMENTAL

IN BUILPING THE STRATEGIC THINKING

CAPABILITIES WITHIN ALL OF OUR TEAMS.”

KEVIN KUTLER
Executive Director, Head of Training and
Development, Novartis

Cranrerollan

v T Avrr-Sranrecy Sonan

usine STRATEGIC THINKING
70 PEFEAT BAP STRATEGY
ANP SAVE YOUR PLAN

“WORPS MATTER—

ESPECIALLY WHEN YOU ARE
COMMUNICATING YOUR GOALS AND STRATEGY.
THE STRATEGYMAN GRAPHIC NOVEL APPROACH
GIVES STRATEGY PRACTITIONERS ANOTHER TOOL
IN THEIR TOOLBELT TO HELP CLARIFY STRATEGY
WITHIN THEIR ORGANIZATION.”

“IN THIS NEW BOOK RICH ROB PERRI
HAS FOUND A WAY TO TAKE THE Senior Director, Global Innovation, Strategy
ABSTRALT CONCEPT OF STRATEGY ANP and Portfolio Management,
APPRESS THE FACT THAT WHILE WE USE THE PepsiCo
TERM FREQUENTLY, MANY, IF NOT MOST, PON'T
UNPERSTAND WHAT EXALTLY A STRATEGY 1S. THE
COMIC BOOK FORMAT IS A FUN WAY TO CONVEY
REAL BUSINESS KNOWLEPGE.”

DON SAWYER
Senior Vice President,
Bayer Healthcare
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4 /| BUT WHAT WAS THE
] NEFARIOUS FORCE

KILLING THEM OFF?Z
4

AND WHO CcOoUuLP
SAVE THEM?Z
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TECHNOBOPY!

THEY'RE
WORKING ON A
COVERT WEARABLE
TECHNOLOGY THAT WILL
CHANGE THE
WORLPD.
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ONCE
WE GET 0UR
PAWS ON IT, We
CAN INCREASE OUR
STRATEGYLIDES

EVERYTHING
IS IN PLACE. AT THIS RATE,

” TECHNOBOPY’S STRATEGIC PLAN

WILL PIE IN A MATTER
\ OF WeEekKs.

N\ _INFINITELY. L

HAVE TO PO
IS MAKE SURE
EVERYONE IS

ALIGNEP.

LET'S PASS
OUT THE TRIPLE
TOP-SECRET
MISSIONS.

LR ANp
SOME OF THOSE
GLUTEN-FREE, 6005
LIVER AND KALE CUPCAKES
MRS. DR. YES MADE.
MISS-ALIGNMENT, ’ 7
B ALIoNM 7 >y T'M FAMISHED
| —
BUT PR. YES, WOULPN'T
PASSING OUT TOP-SECRET MISSIONS
TO EVERYONE PEFEAT THE WHOLE

PURPOSE OF THEM BEING

A CULTURE OF
SECRECY AND
COMPETITION. LET
THEM STAY IN

D\ THE PARK.

ONE HANP
HAS TO KNOW WHAT
THE OTHER’S POING IF
WE’RE EVER GOING TO




o

I'VE MAPE CHECKLISTS FOR EVERYONE.
ALSO NOT A STRATEGLY. ALIST, THAT'S ALL.

NO, NO.
IT POESN'T
CONTAIN A
STRATEGY.

ACTUALLY,
MANY OF THE BUSINESSES
WE’VE KILLED HAD PLANS WITH B
NO REAL STRATEGIES
EiTHER.

JUST A BIG
TO-PO LIST TO
Keer Us ON
TRACK.

A MINDLESS TEMPLATE
COMPLETEPD IS A
STRATEGY PEFEATED.

S0




TOPAY ON
MORNING NEWSCASTER,
we HAVE REPORTS OF
STRATEGY CIPES SPREADING
s 7O THE WEST COAST, AMID
CONCERNS OF A GLOBAL
EPIDEMIC.
WE'LL
TAKE YOU TO OUR —
BUSINESS CORRESPONDENT |
DAN STILLS NEXT WITH
AN UPPATE.

FIRST, NEWS
ABOUT COSTAZON.
SHARES ARE

urP10% ...
7:07 AM ET

LIVE

STRATEGYCIDE




JUST HOW
BAD CAN IT BEZ LET'S
FACE IT—MANY BUSINESSES
HAVE BEEN LIVING WITH
TERRIBLE STRATEGY

FOR YEARS.
mL-C s I\ A o o
m Cobsto=
m ™ Teu NEXT UP,
we HAVE ECONOMIC
sy ANALYST STEWART SANPIAGO
B LETTING US KNOW HOW
STRATEGYLIPES COULD
AFFECT Y OU.
00 =
\

HE’S PREPICTING
BUSINESS CLOSURES
ANP JOB LOSSES, SO TOP

OFF YOUR COFFEE ANP LISTEN
IN WHILE WE ASK HIM WHICH

COMPANIES WILL BE
NEXT...




SHAUNZ
WHAT S GOING

JESSICA! BUT...BUT..
, THANK GOODNESS Lﬂfv ‘éﬁﬁé 1_35
YOU’'RE HERE! T HAVE SOME :
BAD NEWS. REALLY US! We HaVE A o\
0~ BAD News. , 1\ 5T?ATEGY
A= IT’S : = -—
OUR STRATEGY! THE

R ePIDEMIC HAS COME TO )|
\_7echnosory! L




STRATEGIC
PLAN STILL HAS A
HEARTBEAT, BUT

THERE’S NO TELLING
HOW LONG IT’LL KEEP
OU? BUSINESS

HAS TOUCHEPD IT
IN MONTHS. we're
NOT eveN sURE
WHAT IT SAYS

\ ANYMORE.

we

NEEP TO CALL

AN EMERGENCY
MEETING. THIS MAY BE

OUR LAST CHANCE
TO REVIVE IT.




COMPOSE Re: TechnoBody at Risk of Strategycide: E Meeti
e: Techno at Risk of Strategycide: Emergency Meetin
1D Inbox (4) y egy gency 9
Sent Team,

\ Drafts : : - : ;
oh Spam We've just learned that our business is at risk. Our strategic
7 Trash plan is under attack. If it dies, our company dies, too. We'll

meet at 9:00 a.m. in the conference room to discuss our
| options. Don't be late.

J o Doughnuts will be served.

45 Evelyn

Frank
TPS
eports ,3' % \
\ |
...80 TO SUM UP,
IF WE FOLLOW THESE
10 STRATEGIC IMPERATIVES,
o

OBJECLTIVES, AND REINFORCE THE
5 STRATEGIC BIG ROCKS,
WE’LL BE WELL ON OUR WAY
TO ACHIEVING THE BHAG
OF $10 BILLION IN
10 YEARS.

10 10

l“l 1 FOCUS ON THE 7 STRATEGIC




WHAT
; EXACTLY ARE
STRATEGIC IMPERATIVES?
\ ARE THEY OUR STRATEGIES?
OUR PRIORITIESZ
OUR &0ALS? AND HOW
e — ARE THEY PIFFERENT
FROM THE 7 STRATEGIC
OBJECLTIVES?Z AND WHAT ARE
BlI6 ROCKS=Z I’M NOT sURE
I UNPERSTANPD.

YOU seg,

JESSICA, THE STRATEGIC
IMPERATIVES ARE WHAT WE ALL
HAVE AGREED TO WORK ON TO GET TO
$10 BILLION. THE STRATEGIC OBJELTIVES

ARE THE TARGETS WE'RE SHOOTING FOR
AND THE BI6 ROCKS SUPPORT THOSE
BY PROVIPING &UIPANCE TO
OUR BHAG.

OKAY, BUT
ARE THE STRATEGIC
IMPERATIVES THE VISION,
THE GOALS, THE TACTICS,
OR THE STRATEGIES?
OR ALL OF THE

ABOVE?Z AND ARE

THE STRATEGIC
OBJECTIVES MORE
STRATEGY, OR
OBJECTIVES?Z




LITTLE MISS
MARKETER HERE
POESN’T QUITE GET IT.
IT’6 NOT THE WORPS
THAT MATTER, IT’S THE
GENERAL IPEA OF
THE THING.

THIS GROUP

HAS USEP PHRASES LIKE
“STRATEGIC IMPERATIVES,”
“STRATEGIC O0BUJUELTIVES,”

AND “STRATEGIC BIG

ROCKS” FOR YEARS AND

EVERYTHING’S BEEN
JUST FINE.

AS LONG
AS “STRATEGIC” 1S
ATTACHED TO ANOTHER

IMPORTANT-SOUNPING WORD,
THEN IT MUST BE ¥
RIGHT.

A-ACTUALLY, ,
I’M A BIT CONFUSED WORrRPS, SCHMERPS!

MYSELF. wE seem IT/S NOT WHAT YOU sAY,
TO MASH TOGETHER IT’6 HOW IMPORTANT
LOTS OF WORPS WITH IT SOUNPS. :
“STRATESIC” AND PRETEND WASN'T
THAT EVERYBOPY GETS IT. / [/ IT PINK FLO“YP
BUT I’M NOT sURe | WHO SANG, “we

WE’RE ALL ON THE [\ PON'T NEEP NO
SAME PAGE. L\ STRATEGY”Z

~f

|
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IT NG

POES. CLEARLY, COouLP Ple §

YOUR PLAN IS IN ANY PAY
TROUBLE.

(| NOW.

7~ YOU Neep YOULL N
ACLEAR PLAN THAT N\ WASTE TIME AND g
OUTLINES YOUR GOALS, | BUPCET, ANP ULTIMATELY,
BJECTIVES, STRATEGIES, 4 = TECHNOBODY WILL

ANP TACTICS. THIS, YOUR TEAM
=\ WILL NEVER BE ON THE
SAME PAGE.

SOMEONE
WHQ SeES THE
CONFUSION OF
BUSINESS PLANNING

SOMEONE
' WHQ SeES THE
'ﬁ MISUNPERSTANPING

OF STRATEGY ...

WHO KNOWS 'Y
WHAT IT’S LIKE
TO NOT HAvE A |

STRATEGY ...




2}
[ (4
WITHOUT Sl
A LIVING, BREATHING 2 ‘
STRATEGIC PLAN, YOUR N
COMPANY WILL \
FAIL. ...AND
WITH THAT
FAILURE COMES
BANKRUPTLY FOR THE ;
BUSINESS, ANP YES ... '
UNEMPLOYMENT
FOR ALL OF
YOUu.
THIS GROUP
DPOESN’T EVEN HAVE A
COMMON UNPERSTANPING OF
BASIC BUSINESS PLANNING TERMS!
IF YOU’RE SO SMART,
STRATEGYMAN, WHY PON’T
YOU TELL US, WHAT
IS A GOALZ
7
YOu’re T DON’T THINK
EXACTLY RIGHT, YOU UNPERSTANPD. I JusT
IGNORMOUS. WHAT T'M ASKING, WHAT [ TOLP YOU. WHAT
YOU’RE TRYING TO 16 A GOAL? REPRESENTS THE
ACHIEVE IS THE ‘ GOAL. HOW 1S THE
GOAL. STRATEGY.
S
=
/\\\
il
.
| :
\ \
prd WELL -
HOW WHALT, g g
JUST HOW IS THE Hawlfﬁ%"s?‘éﬂ%v s Tiat 2
STRATEGY. BECAUSE YOU HaveN'T | CECAUSE WHAT
IS THE GOAL ANP
TOLD ME WHAT HOW 1S THE
ITIs! STRATELY.
W -
/-c"

\\)

—

HOW
WHAT IS THE
STRATEGY ?

AN

HOW 1S
THE STRATEGY
WHAT?

NOT

WHAT,

HowW.



HOW AM I SUPPOSEP TO
PEVELOP A STRATEGIC PLAN
IF YOU WON'T TELL ME
WHO IS THE CUSTOMER,
= WHAT IS THE GOAL,

) ANP HOW IS THE

(, \( = = TRATESY 7!

(.

THE G0AL
IS WHAT, THE

_ i /B '\ ) : " 7 /
T
NO, WHO IS '\
YOUR TARGET
f CUSTOMER.




GLAP TO
SEE YOU'RE
BACK.

BUT wWe’re
STILL NO £LOSER
TO UNPERSTANPING WHAT
STRATEGY IS ANP HOW TO
PIFFERENTIATE IT FROM THE
OTHER TERMS LIKE GOALS,

JELCTIV P
SHECTIES M~ e we

ARE! LUKE, PIPN'T \
YOU LISTEN TO WHAT

‘ STRATEGYMAN
T\ sap?

You
MEAN THE

/ ABBOTT € COSTELLO \

ROUTINEZ? T WAS A LITTLE
TOO FREAKEPD OUT BY
FRANK'S ALTER €GO

TO FOLLOW

HE sAIP
THAT A GOAL 1S
WHAT YOU ARE TRYING TO
ACHIEVE, AND A STRATEGY IS
HOW YOU’RE GOING TO GET
THERE. ISN'T THAT




SOON... S0 G0ALS
AND OBJECTIVES ARE
WHAT WE’RE TRYING TO
ACHIEVE. A GOAL |S WHAT WE'RE
TRYING TO ACHIEVE IN GENERAL,
—— ANP AN OBJECTIVE |6 WHAT
g WE’RE TRYING TO ACHIEVE

{:MP«T ‘ SPECIFICALLY. 4

! : = OBJECTIVES
( — TEND TO UsSe
THE ACRONYM

S.M.ART.

STRATECY ‘
AND TACTICS

ARE HOW TO )
/ GET THERE. [
08TecTivey T PECIFIC ~
| STRATEGY 1S \\
MeasoragLe HOW WE'RE GOING

TO0 GET THERE
CHIEVEABLE GENERALLY...

R ELEVANT TACTICS
ARE HOW we'LL

GET THERE
~_SPECIFICALLY.

) IN OUR LT. _
/  GROUP, WE HAVE
A GENERAL GOAL TO
\ “IMPROVE CUSTOMER
N\ SATISFACTION.”

OUR
SPECIFIC
OBJECTIVE 1S TO
“SECURE AT LEAST 4.5
STARS IN ONLINE CUSTOMER
RATINGS BY THE

END OF @3.”
OUR GENERAL
STRATEGY 1S
TO “SIMPLIFY THE
CUSTOMER’S PIGITAL
EXPERIENCE” ...

AND OUR
SPECIFIC TACTICS
INCLUDE DESIGNING A NEW MENU
IN THE CUSTOMER PORTAL OF THE
WEBSITE AND LAUNCHING A CROSS- N\ 3
FUNCTIONAL CONCIERGE HOTLINE ' "

TO HELP CUSTOMERS WITH THE =
END-TO-END PURCHASING ‘ o/
PROCESS.




GREAT START. IT
y SEEMS LIKE WE CAN \
GET SOME TRACTION IF we
FOLLOW THE GUIPELINES

T U 2T sTop appING

OTHER WORPS TO
“STRATEGIC,” AND KEEP IT
SIMPLE. FOCUS ON WHAT We’rRe
TRYING TO ACHIEVE—THE GOALS AND T
OBJUECTIVES —ANP HOW WE’'RE GOING /~~F pLAN ON MEETING
TO PO IT—OUR STRATEGIES
AND TACTICS.

6IVE CHUCK IN
MAINTENANCE
AcALL.

THANKS FOR
YOUR HELP IN THERE!
THAT WAS THE CLEAREST
EXPLANATION OF BUSINESS
PLANNING TERMS I'VE

" 50, ARE .
. EOED olice Ve YOU A STRATEGY
I * CONSULTANTZ THE LAST

CONSULTANT WE HAP WAS ON THE
R &P SIPE—BIG GREENISH GUY WHO'D
GET REALLY MAD ANDP SMASH STUFF
IF YOU PIPN'T IMPLEMENT HIS
RECOMMENPATIONS.

NO, NOT
\ TECHNICALLY.
b

WHAT PIP YOU
MEAN WHEN YOU
SAID THAT YOU
ARE SOMEONE
WHO KNOWS
WHAT IT’S LIKE
TO NOT HAVE A
STRATECY?




WHEN I WAS A CHILD, SOME OF THE
OTHER KIPS STARTEP A LEMONAPE
STANP IN THE NEIGHBORHOOPD.

BUT, BECAUSE I WAS USING
THE SAME LEMONAPE MIX IN THE
SAME NEIGHBORHOOPD, I PIPN'T
GET MANY CUSTOMERS.

ALY \V72/ Py W N 227N

THAT NIGHT, PETERMINED TO CREATE SOMETHING PIFFERENT,
I EXPERIMENTEDP WITH LOTS OF NEW CONCOCTIONS, HOPING
TO FIND JUST THE RIGHT TASTE.

I WOKE UP THE NEXT |
MORNING ANP COULD
TELL SOMETHING WAS /M
PIFFERENT.

I HAD A CRYSTAL CLEAR
SENSE OF THINGS. I COULP

D I PUT DISPARATE PIECES OF 77N
INFORMATION TOGETHER AND -
oH ] CREATE NEW IDEAS. T COULD
SEE OPPORTUNITIES AND
INSTANTLY FORMULATE A
|| PLANTO ACHIEVE THEM.

Y‘Av - > e / f:UU_ ”,'lr
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BIOLOGICAL TESTS
CONPUCTEPD AT A
TOP-SECRET
GOVERNMENT
RESEARCH FACILITY
SHOWEPD THAT I HAP
AN ELEVATED LEVEL
OF STRATEGYTONIN,
A NEW TYPE OF
NEUROTRANSMITTER,
COURSING THROUGH
MY BOPY.

AND , —
WHAT ABOUT
176 A 9
THIS g&\ff%‘( COMPASS OF T
SORTS ... AN INDICATOR Y
OF STRATEGIC »

PIRECTION.
IT Uses q
THE STRATEGYTONIN

IN MY BOPY TO GAUGE

COME IN CONTACT
STRATEGY. ANYTIME
I/M NEAR A GROUP WITH WITH A BUSINESS THAT

LACKS STRATEGY, IT SPINS
A CLEAR STRATEGY, !
IT GAINS ENERGY 4 AIMLESSLY ANPD LOSES

ANP POINTS TRUE

wow! NO  Tom
MBA, NO STINT AT NOT sURrRE
MCKLON’SKEY. JUST SHOT FOLLOW. I
RIGHT UP TO STRATESGY

EXPERT.
\\V WELL, IT
COULD HAVE BEEN

WORSE. YOU COULD HAVE
BeEEN BITTEN BY
A SPIPER.
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STRATEGIC THINKING |
INSTITUTE ... :

LllJ.
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Il
1

O0o

Vil
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JUST POING THE
LATEST RESEARCH
FOR OQUR CURRENT

WEeLLOME
BACK, STRATEGYMAN!
WELL PONE.

strategy it
mb\f\aUOn

o> e

||
RICH, THAT

b 4‘. REMINDS ME OF
J-  soMe OF 0UR BIGCEST

CASES OF MISTAKEN
\ STRATEGY
\\ /A IPENTITY. <
g

T
b Wtia DMw Thibsh
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100000
LT

“STRATEGIES” AT COMPANIES ACROSS INDUSTRIES,

INCLUDING FORTUNE 500 COMPANIES

—Become more profitable.
—Grow our audience.

Become number one in the market.
—Execute integration and capture synergies.
—Strengthen core business and reduce costs.
—Find people who were customers and didn’t

come back.

=

Y/




_ maKe wirn g pl T L] T oo
NO MISTAKE— =
BAD STRATEGY CAN V% sTuAvNYo;ﬁ%zw - {’Q
LITERALLY KILL A COMPANY. TR DeCIeONE FeaDT \ \\
IN A 25-YEAR STUDY OF 750

BANKRUPTCIES, RESEARCHERS FOUND  STRATEGY WERE AT THE ROOT \ \ (

THAT THE NUMBER ONE CAUSE OF POOR PERFORMANCE 70% OF
THE TIME. BY COMPARISON,
OF BANKRUPTLY WAS
BAD STRATEGY. ECONOMIC POWNTURNS
ONLY ACCOUNTEP

.ll‘l‘" e <L
AND ANYONE

> WHO HAS WORKED FOR
/ A MANAGER THAT PIDN'T
HAVE SOUND STRATEGIES KNOWS
S— - ~d ALL TOO WELL THE FRUSTRATION
AAN BE PEEINED A8 OF DRIFTING AIMLESSLY

THE INTELLIGENT ALLOCATION OF WITHngeiTr‘lzoAJ EGlc

RESOURCES THROUGH A UNIQUE SYSTEM :

OF ACTIVITIES TO ACHIEVE A GOAL.
MORE SIMPLY, STRATEGY IS

HOW YOU PLAN TO ACHIeve ;
’L " Volk eont [ |STRATEGYMAN'S LOG
™ < [ Case #: 0867

Il 1l
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976074
96758
7856

67

6734
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we CAN
SEE THAT A LACK
OF CLARITY AROUNP
THIS PEFINITION CAN PERAIL
EXECUTION BEFORE IT BEGINS
BECAUSE PEQPLE WILL BE
WORKING IN PIFFERENT
PIRECTIONS.

WHILE RESEARCH
WITH TALENT MANAGEMENT
EXECUTIVES HAS SHOWN THAT
STRATEGIC THINKING IS THE MOST
IMPORTANT LEAPERSHIP CAPABILITY
FOR SENIOR MANAGERS,
JUST 24% OF ORGANIZATIONS -
TEACH STRATEGY
sKILLS.®

0978675¢

6784734¢
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How to Defeat

Jargon Goblin and Ignormous

1. Stop mixing words. o
Since “strategy” is an abstract term, it's challenging enough to define it without

combining it with other words to make it that much more confusing. Many
companies use terms such as “strategic goals” and “strategic objectives.” Why?
Goals and objectives are different than strategies, so cramming the words
together into one term only serves to muddy the waters. To refresh, the goal is
generally what you are trying to achieve (e.g., increase sales). The objective is
specifically what you are trying to achieve (e.g., increase sales by 15% in the
east region by Q4). The strategy is how you will achieve the goal/objective
(e.g., develop a real-time service model to support top-tier product users). Keep
your plan simple by using the right word, and only the word, that you mean.

2. Stop making things up.

Creativity is great. However, when it comes to setting strategic direction,
creating new terms is inefficient and potentially harmful. Words such as “goal,”
“objective,” “strategy,” and “tactic” all have concrete definitions that originated in

the military arena thousands of years ago. Terms like “strategic imperatives” or
“business drivers” are not foundational planning terms. And because they are not
foundational concepts, they can be interpreted in lots of different ways. This can
lead to miscommunication, misunderstanding, and misdirection. When planning,
use real words, not made-up ones.

3. Stop pretending.

If a leader in your company passes down a strategy that isn't really a strategy,
stop pretending it is. Correct it! In the examples listed earlier, many of the
so-called strategies are actually goals or operating initiatives. Anyone working

under similar “strategies” should choose the right forum and appropriate time to
talk to leadership about how to modify their statement to more accurately
reflect a strategy.
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