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Prioritizing 

Stakeholders 



Define Value 

Per Stakeholder

Value Creation strategy across 

all Stakeholders

3% 69%



In my company, we 

have a clearly defined 

value-creation 

strategy for all 

stakeholders.

21%



Topics for Today

What is “holistic” strategy?

How does it differ from “traditional” strategy?

What is the process for developing holistic strategy?

How should you measure your performance?



What is “holistic” strategy?
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Traditional Strategy
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Holistic Strategy

Strategy that “grows 

the economic pie” so 

that there is enough 

value created to allow 

all stakeholders to be 

better off



Example: Dole



Jonathan Knowles



Holistic vs. Traditional Strategy



The Traditional View



The Traditional View

CEREBRAL EXERCISE

ESTABLISHED RULES

CONTEXT INDEPENDENT 



Industries remain stable over time

Shareholder Primacy

GE/McKinsey Matrix

BCG experience curve

Porter’s Five Forces

BCG’s Growth/Share Matrix

1

2

Two Assumptions That No 

Longer Hold True



Traditional Strategy is about RAIL



Traditional Strategy is about RAIL

STATIC ENVIRONMENT

WIN BY BRUTE FORCE

PROFIT IS THE ONLY GOAL



Holistic Strategy is about SAIL



Holistic Strategy is about SAIL

DYNAMIC ENVIRONMENT

HARNESS FORCES

SUCCESS IS MULTI-FACETED



Principles of 

Holistic Strategy

Future-

oriented

Envisages a desired 

future state

Based on 

Abundance

Involves “positive 

sum” thinking that 

goes beyond short-

term tradeoffs

Integrative

Involves thinking at 

the system level, 

and across 

stakeholder groups, 

not in functional silos

Imaginative 

Necessarily involves 

“what if” thinking that 

may defy traditional 

measurement

Context 

Savvy

Rooted in a realistic 

view of YOUR 

market and the 

capabilities of YOUR 

business

     



How to do it?



Change that Enables 

Stakeholder Value Generation



Magnitude: 
“We need to enhance our execution of the 
current path.”

Activity: 
“We need to adopt new ways of pursuing the 
current path.”

Direction: 
“We need to take a different path.”

The 3 Types of 

Strategic Change



FIT TO PURPOSE
How well do our current offerings and ways of doing business fit with the preferences of 
our customers, employees, suppliers, distributors, communities, and investors?

RELATIVE ADVANTAGE
How distinctive do customers, employees, suppliers, distributors, communities, and 
investors consider our current offerings and ways of doing business to be?

Two Criteria for Measuring 

Current Performance



Magnitude: 
Double down on execution of your current 

strategy

Activity: 
Innovate your tactics

Direction: 
Pivot to a new strategy

What Form of Change 

Should You Pursue?
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Direction: 
Pivot to a new strategy

Actions to Consider
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Magnitude: 
Double down on execution of your current 

strategy

Activity: 
Innovate your tactics

Direction: 
Pivot to a new strategy

Actions to Consider



Determine the metrics for measuring progress

Choose a set of coherent, mutually reinforcing actions

Evaluate the alignment of these ideas with your Purpose

Identify how to create future Fit-to-Purpose and Relative Advantage 

Analyze how your market is changing

Determine your Change Signal

Measure your Fit-to-Purpose and Relative Advantage1.

2.

3.

4.

5.

6.

7.

7 steps to Holistic Strategy



Measuring Performance



Educate 

Stakeholders on 

value created



New and shared 

KPI’s



New KPIs



KPIs for measuring 

intangibles



Shared targets and KPIs

10%

61%

Aligned Incentive 

Plans



Wrap-up
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Principles of 

Holistic Strategy

Future-

oriented

Envisages a desired 

future state

Based on 

Abundance

Involves “positive 

sum” thinking that 

goes beyond short-

term tradeoffs

Integrative

Involves thinking at 

the system level, 

and across 
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Savvy
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Cindy Tervoort

Former CMO



Discuss your 

Strategy!

Future-

oriented

Envisages a desired 

future state

Based on 

Abundance

Involves “positive 

sum” thinking that 

goes beyond short-

term tradeoffs

Integrative

Involves thinking at 

the system level, 

and across 

stakeholder groups, 

not in functional silos

Imaginative 

Necessarily involves 

“what if” thinking that 

may defy traditional 

measurement

Context 

Savvy

Rooted in a realistic 

view of YOUR 

market and the 

capabilities of YOUR 

business

     



Breakout: Coach
Which criteria are you least confident about? 

Do you have advice / experience to share with your 
peers?



What's next?
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Heather Currier Hunt

Head of L&D



Jill Cress

CMO



Impact Plan



Impact Plan

Personal Purpose →  Personal – Business – Societal Ambition
These build on each other, they are related

This process is iterative 
The sessions inspire thinking and help you refine the opportunity for you, your business, and 

your business in society. 



Sparring Sessions

1. Wednesday April 9  @ 8 am ET / 2 pm CET

2. Wednesday April  23 @ 8 am ET / 2 pm CET

3. Friday May 9 @ 8 am ET / 2 pm CET



- Key Take Outs

- Implications for your plan
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