“HOURGLASS” MODEL OF STRATEGIC PLANNING



Values, Vision, Mission, and Goals

Statement of Core Values (beliefs)

A list of 15 – 24 statements that captured widely shared beliefs about the organization’s customers, how those customers should be served and treated, and how the organization should be structured, operated, and connected to its surroundings in meeting customers needs.  Approximately 1 – 2 pages.

Vision Statement

A description of the ideal state that serves to inspire and guide the work of the organization.  In a paragraph or two, the vision statement presents “images of preferred conditions” and portrays standards of excellence that the organization strives toward.  Less than one page.

Mission Statement

A clear, concise statement that indicates who the customer is, what the ultimate outcomes are, what products, services, or relationships the organizations provides, and how members of the organization work toward achieving the desired results.  Less than 50 words is ideal.

Goals

Four to five urgent and important targets or performance areas which must be acted upon if the organization is to be true to its beliefs, realize its vision and accomplish its mission.

What Mission Statements Answer

Why do we exist?

Who is our customer or user?

In what direction are we headed?

What are our core products, services, and toward what end?

What are we going to be like tomorrow?

Why Mission Statements Are Important

Connect core beliefs to daily operating practices

Create communication about shared goals and clear purposes

Justify resource allocations

Encourage involvement and contribution

Help assess alternatives and risks

Orient staff to the customer and how customers should be treated
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� Source:  Weiss, Alan, Making It Work.  Harper Business Publishers, New York:  1990.




















