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"True strategic 
planning must 
focus on the 
measurable 
value your 
organization 
makes to 
external clients 
and society." 

Most Strategic Planning Isn’t Strategic at All 
By Roger Kaufman 

  

What does the proverbial road to hell have in common with almost all conventional strategic planning? Both 

are paved with good intentions. But good intentions don’t make planning strategic.  

  

So, what should useful strategic planning target? True strategic planning must focus on the measurable 

value your organization makes to external clients and society. I call that mega planning. Mega planning—

basic strategic planning—takes our shared society as the primary client and beneficiary of everything our 

organization uses, does, produces, and delivers. Yes, society. Society—our neighbors and shared world—is 

where we all live and the context in which each and every organization lives or dies.  
  

Theoretical? Not at all. We are all means to societal ends. Either we add value to society, or we subtract 

from it.  

  

We all depend on every organization we deal with to place our survival, safety, and well-being as the number 

one thing on their planning agenda, and the focus of everything they use, do, produce, and deliver. Think of 

flying in an airplane, driving a car, or eating at a restaurant. We depend on each to ensure our safety and 

welfare. So, mega planning—real strategic planning—is not only practical, it is ethical. And if we depend on 

others to think, act, and deliver mega results, why shouldn’t they be able to depend on us in the same way? 
  

Certainly, people and organizations want to create a better future, so they plan. But they invariably aim too 

low; they frequently look at profits, market share, and resource allocation, and assume that these internal 

gains will deliver organizational success. This is not necessarily true. Most strategic planning efforts, such as 

these on-route planning targets, are tactical or operational planning; they look no further than individual 

contributions or organizational accomplishments.  

  

When your planning target is the organization itself with the intent of getting better results, that is tactical 

planning. When your planning target is individuals and small groups, that is operational planning. Not 

strategic planning. 

  

So why are these distinctions vital? Because our future success depends on them.  

  

Why differentiate among levels? Let’s take a closer look: Does it make sense to get organizational results 

that don’t add measurable value to external clients and society? Or does it make sense to get individual 

results that don’t add measurable value to what the organization delivers? 
  

How to Align Operational and Tactical Planning 
Just because you have done tactical or operational planning, and even if you have previously labeled it 

strategic, it doesn’t mean you have to throw it out. By realizing that results at the individual level must add 

value to the organizational level and those in turn to the mega level, then you can simply keep asking: If I 
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get the desired results at the individual level, what will the result of that be? 

  

And then, 

  

If I get the desired results at the organizational level, what will the result of that be? 

  

When you ask and answer these questions you are on your way to aligning operational planning with tactical 

planning with strategic planning.  

  

With a societal focus for strategic planning, it is easy to see that all organizations are a means to societal 

ends. And everything any organization uses, does, produces, and delivers must add value to external clients 

and society. If this alignment isn’t there, you and your organization might be a solution to no known 

problem. 

  

Thinking and planning mega—basic strategic planning—is the safest thing you and your organization can do. 

With that orientation you can get useful results and prove that they add value all up and down the value 

chain. 

  
Click here for the original submission. 
  
Roger Kaufman, author of Strategic Planning for Success: Aligning People, Performance, and Payoffs, is a professor emeritus of educational 
psychology and learning systems at Florida State University and the director of Roger Kaufman & Associates. You can reach him at 

rkaufman@nettally.com, 850.386.6621, or http://www.megaplanning.com/. 
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