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Endorsements 

 

The processes outlined in this book are the real deal! I worked with David 

and he helped me identify areas of improvement in my business that resulted 

in potential savings of 13% of revenue (which moved straight to net income!) 

In addition to this, we identified another 8% of revenue in one-time cost sav-

ings that could be used to pay down debt and position my business for suc-

cess! 

Glen Stark - Franchise Owner, Budget Blinds 

The Thinking Business processes really helped us get our business off the 

ground! It was amazing having someone like David work with us to define 

parts of our Operations Engine so that we were ready to hit the ground run-

ning when our new business kicked off! 

Justice Rankin and Drew Taylor - Founders, Yard Gnome Land-

scaping 

Your book is great! It basically sums up my university degree & business 

experience in an easy to digest and practical way. 

Emma Shields – Business Consultant 

Dave Taylor arrived on the scene during one of the most challenging seasons 

in our 14 years of business.  Using the Thinking Business Blueprint, he iden-

tified the key areas of our business that needed immediate attention, gave us 

the insight, clarity, and focus we needed to get us stable again and moving in 

the right direction.  More than worth the read, it's worth the implementation. 

Blake Schroeder – Intoria Director of Operations 

David has written a book that all business leaders should distribute to his/her 

management team and keep on their desktop for quick reference. The book 

provides a clear and practical methodology that you can apply immediately 

to grow your business and get your entire organization pulling in the same 

direction. Great read! 

Ian Shirt – Operations Manager, Blue Range Consulting 



Dave’s blog and books provide a logical way for business executives to re-

view and make the smart changes for continued growth. 

Wayne King P.Eng. – President & CEO, Innovative Pipeline Cross-

ings Inc. 

Businesses often fall into two categories:  a) they don’t follow any business 

planning process, or b) they ‘over plan’ with no mechanism for feedback or 

adjustment.  The world and the markets we serve are highly dynamic and 

ever changing.  As a result, businesses must rapidly adjust to maintain their 

relevance and competitiveness.  In his eBook entitled “12 Steps to Business 

Transformation”, David provides a succinct yet highly effective approach to 

business planning and transformation that even the most complex businesses 

will profit from.  By implementing the 12 steps, business leaders will trans-

late their vision into SMART goals that can be used to progress and drive the 

business forward.  The results of the transformation exercise can be docu-

mented into a highly effective strategy which can be used as communication 

tool for alignment purposes that will help unleash the full potential of the 

business. 

Mark Nudd – Business Executive 

In challenging economic times, when businesses need to be “firing on all 

cylinders” (more than ever), Dave has defined the essentials that will equip 

business leaders to succeed.  From a fellow businessman, thank you. 

Brian Vogelaar – Insight Automation Inc. 

Like putting one foot in front of the other, Dave lays out all the elements of 

what an individual or business needs to start right and to stay focused and 

true.  If you follow these steps I believe you will get to where you want to go.  

I have applied these principles for myself. 

Dr. Randy Johnson 
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I found myself nodding in agreement while reading Dave’s book, as I both 

witnessed and participated in the execution of the steps in the Thinking Busi-

ness Model while working in a services company with Dave at the helm. His 

influence on my approach to leadership and employee engagement cannot be 

understated. I’m privileged to have seen this model in action, and can say 

unequivocally that the lessons I learned from Dave’s leadership are ones that 

I reference again and again in my work with a successful company undergo-

ing tremendous growth. There’s a wealth of information in this book laid out 

Dave’s typically logical and usable fashion, and I guarantee you’ll be able to 

put some or all of the steps into practice immediately if your business is expe-

riencing change of any sort. 

Crystol Wood – Planning and Implementation Specialist 

If you own a business, want to own a business or want to make a difference in 

the business you’re in, 12 Steps to Business Transformation is a must read!  

The information is on track, concise and will transform the way you ap-

proach, implement and run your business!   

Lucy Mrakawa – Managing Partner, Co-Founder, EvolveWell Integra-

tive Medical Centre 

Links the fundamentals of business into a great visual rep-resentation how 

each fundamental effects the other.  There is something to be learned for eve-

ryone, regardless of stage in career development, status in organization.  –  

Zabrina Shaw – Project Controls Manager 
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This book is dedicated to all the hard working entrepreneurs, 

business owners and business executives who are dedicated to 

continuous improvement and achieving amazing success! 

 

 

 

 





 

 

 

Where many people go wrong in trying to reach their goals is in 

constantly looking for the big hit, the home run, the magic 

answer that suddenly transforms their dreams into reality. The 

problem is that the big hit never comes without a great deal of 

little hits first. Success in most things comes not from some 

gigantic stroke of fate, but from simple, incremental progress. 

 
― Andrew Wood 

 

 

 





 

 

 

 

Introduction 

AS THE SPEED OF data processing and communication increases, the speed 

of business increases. What used to take weeks or months can now be com-

pleted in minutes or even seconds! Any cracks that might appear “below the 

surface” in your business soon will become visible. These cracks were man-

ageable in the past when things were slower because the business had more 

time to fix things on the fly. However, in today’s fast paced world, these 

cracks will tear your business apart! 

 

Having a clearly defined and communicated purpose for your busi-

ness is absolutely critical for success.  

 

Similarly, defining all aspects of your business so nothing is left to 

chance and having a solid strategy for how the business is to move forward is 

paramount to your success. 

The Thinking Business Model described in this eBook provides a way of 

articulating your purpose, defining your business model and establishing a 



 

dynamic strategy to grow your business, all illustrated in twelve simple but 

powerful steps. 

By following the twelve steps of the Thinking Business Model, you will 

literally transform your business in the following ways: 

 Increase engagement of employees as they gain under-

standing of the Vision, Mission and Values and buy in-

to the reason WHY the business is doing what it is 

doing 

 Identify and eliminate inefficiencies, unnecessary costs 

and other waste in all areas of your business 

 Identify and implement improvement opportuni-ties in 

all areas of your business 

 Instill a culture of continuous improvement 

 Reduce your time to market for new services or prod-

ucts because of your efficient processes 

 Develop a culture of goal setting and achievement 

 Increase awareness of business health as everyone be-

comes aware of key business metrics and strives to im-

prove them 

 Increase business acumen throughout all levels of the 

business 

 Identify business opportunities in the marketplace that 

have not yet been pursued 

 Build a culture that embraces change and is well pre-

pared to meet the demands of a quickly chang-ing mar-

ketplace 

 Enable your business to build a proactive, dynamic and 

powerful business strategy that is setting the market 

pace rather than reacting to market changes dictated by 

others 

Before diving into the twelve steps, we need to define the Key Compo-

nents of a business and set them in the context of a business model. The next 

two chapters will deal with that and then the twelve steps will be introduced 

in Chapter 3. 



 

 

Note that throughout this eBook, “organization” and “business” are used 

interchangeably. This is because the concepts discussed are applicable to a 

business, not-for-profit, NGO, government department or any other type of 

organization. 
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Key Components of a 

Business 

THERE ARE SEVEN KEY components for any business or organization 

that are critical to its longevity and growth. These key components are de-

fined in the Thinking Business Model. They are: Vision, Mission, Values, 

Operations Engine, Goals, Objectives, and Outcomes.  

 

1. Vision – A powerful picture of the future which creates an ideal 

and unique image of what the organization will become or 

achieve. It provides the reason for the organization’s existence. It 

defines the organization’s WHY and is the organization’s “North 

Star.”  

 

“If we don’t know who we are or where we’re going, how can we pos-

sibly know exactly what we should do today, and tomorrow?  Vision is 

fundamental for ethical success . . .With a powerful ethical vision di-

recting all our other thoughts, we don’t need long lists of rules to guide 

us.”  Tom Morris 



 

 

 

2. Mission – The mission defines exactly where you are going and 

what you are doing right now to attain the vision.  Essentially, a 

mission details WHAT the organization does every day to work 

towards achieving the Vision. 

 

 “A mission cannot, and must not, be delegated to anyone except the 

people ultimately held accountable for it.  In fact, a mission is the defin-

ing moment for a company’s leadership.”  Jack Welch 

 

3. Values – Describes the behaviors that will get you from where 

you are now to achieving your mission and ultimately attaining 

the vision.  These driving behaviors govern HOW the organiza-

tion drives toward successful Outcomes and they are the founda-

tion of any organization. 

 

 “A visionary company almost religiously preserves its core ideology, 

changing it seldom, if ever.  Core values in a visionary company form a 

rock-solid foundation and do not drift with the trends and fashions of 

the day.”  Jim Collins and Jerry Porras 

4. Operations Engine – This is the means by which the organiza-

tion’s people, processes and tools are combined in a unique fash-

ion to allow the business to produce its products and services. 

This is HOW the business produces Outcomes. 

 

 “Core values and core purpose in enduring great organizations remain 

fixed, while their operating practices, cultural norms, strategies, tactics, 

processes, structures, and methods continually change in response to 

changing realities.”  Jim Collins 

 

 



 

5. Goals – Goals are well-defined targets that are critical to achiev-

ing the mission and ultimately the vision of the organization. 

Goals define WHAT the organization is going to do. They must 

be defined in a SMART format; Specific, Measureable, Achiev-

able, Relevant and Time-bound. 

 

“Goals. There's no telling what you can do when you get inspired by 

them. There's no telling what you can do when you believe in them. 

There's no telling what will happen when you act upon them.”  Jim 

Rohn 

 

6. Objectives – These are sub-goals that are needed to complete the 

larger goal. They define WHAT needs to be done to achieve the 

larger Goal. 

 

“Every goal, when reached, becomes a foundation upon which succes-

sive goals must be built.”  David M. Taylor 

 

 

 

7. Outcomes – Outcomes are the results produced by the Opera-

tions Engine. If everything goes as planned, the Outcome of the 

Goal is the realization of the Goal as it is defined. 

 

“Each of us must do massive right thinking, take massive right action 

and get massive right results, right here, right now.”  Mark Victor Han-

sen 
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Fitting the Key 

Components Together 

THERE ARE TWO DIAGRAMS that we will look at in this chapter that 

clearly explain how the seven key components of the Thinking Business 

Model work together to form a healthy, growing organization: the Business 

Structure Diagram and the Business Operations Diagram.  

 

The Business Structure Diagram 

The first diagram depicts the organization as a building composed of the 

seven critical components. Each of the components plays a key role in ensur-

ing the building is structurally sound and functional. Similarly, each of the 

components plays a key role in ensuring the business is solid and viable.  

Each of the building components will be described individually and then 

“snapped together” in the final diagram to form a complete picture of the 

business. 



 

Vision 

The Vision is at the top of the building like a flag, antenna or billboard. 

 

 

It is the picture of the future for the organization and its staff. It creates an 

ideal and unique image of what the organization will become or achieve. It is 

the reason for the organization’s existence. The Vision defines WHY the 

employees in the building are working and provides a higher level purpose 

for everyone in the company. 

Mission 

The Mission is the building envelope. 

 

It contains all the Goals, Objectives and the Outcomes for the organiza-

tion. The Mission is WHAT the employees in the building are doing every 

day to achieve the Vision. 

Goals 

The Goals form the floors in the organization. 



 

 

 

 

Goals define WHAT the organization needs to produce to achieve the 

Mission. As Goals are achieved the floors in the building are completed and 

the building climbs towards the Mission and Vision. Future Goals are shown 

as dashed lines because they have not yet been established or achieved. 

Objectives 

The Objectives are the vertical support columns in the building that are 

supporting the Goals. 

 

 



 

The completion of the Objectives is required to support and complete the 

Goal. Future Objectives are shown as dashed lines because they have not yet 

been established or achieved. 

Outcome 

An Outcome is the result of a Goal’s Objectives being completed and the 

Goal being realized. 

 

 

 

At this point in time, the Goal and the Objectives are no longer “virtual” 

but are now a concrete, realized achievement and provide real structure to the 

organization. 

Operations Engine 

The Operations Engine determines HOW the organization will produce 

Outcomes that achieve Objectives and Goals as it strives to reach the Mission 

and Vision. 

 

 

 



 

 

The Operations Engine is fundamental to the business. It is composed of 

people, processes and tools that design and deliver products, services or other 

outputs. 

Values 

The Values are the foundation for the whole business. 

 

 

 

These are the driving behaviors that govern HOW the organization drives 

toward successful Outcomes. 

The Integrated Picture 

Diagram 1 shows all the business components described individually 

above, now integrated together into a fully functional business structure. If 

the building is missing any of these components it will be structurally un-

sound and will eventually collapse. Similarly, if the business is missing any 

of the key components it will also be unsound and will eventually fail. 

 

Diagram 1: The Business Structure 



 

The Business Operations Diagram 

As opposed to the Business Structure diagram which illustrated the seven 

critical components and how they fit together to build a structurally sound 

organization, the Business Operations diagram depicts the interaction of the 

seven critical components on a day to day basis. 

Operations Engine 

Everything that a business produces for Outcomes (proposals, products, 

services, etc.) come from the Operations Engine. 

 

 

 

This is like the turbine in a power plant. If the turbine is broken, nothing 

is produced. 

Values 

As mentioned in the previous section, the Values are the foundation for 

the business. 

 

 

 

If the Values are loosely defined, broken or non-existent, the Operations 

Engine and its Outcomes will be unreliable, highly unstable or non-existent. 

Vision, Mission and Goals 

The Vision, Mission and Goals components form the inputs to the Opera-

tions Engine. 

 



 

 

 

 

When the Vision, Mission and Goals are defined properly, they provide 

clear inputs to the Operations Engine so that it can produce the required ser-

vice or product as required. 

Outcomes 

These are the outputs from the Operations Engine. Data from the Out-

comes can be fed back to the Operations Engine so that it can be tuned and 

adjusted to produce better Outcomes. This data can also be fed back to the 

Vision, Mission and Goals if the Outcomes could be improved by adjusting 

these inputs. 

 

 

 

Typically, the Vision and Mission are rarely adjusted once they are estab-

lished. Any adjustments to the Operations Engine’s inputs would be done to 

the Goals to ensure they are in alignment with the Vision and Mission. 

The Integrated Picture 

Diagram 2 below shows the interaction of the seven critical components 

in a healthy growing business. 

 



 

 

Diagram 2: The Business Operations Diagram 

 

This process of inputting Vision, Mission, Goals into the Operations En-

gine and then using the feedback from the Outcomes to “tune” the Operations 

Engine and the Goals is iterative and continuous. It should never stop until 

the business achieves its Vision or the business closes down. 

Now that the Thinking Business Model components have been defined 

and the model has been explained structurally and operationally, the next 

chapter will introduce the twelve step business transformation process. 
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The 12 Steps to Business 

Transformation 

What Comes First? 

THERE ARE NO HARD and fast rules that determine which of the seven 

key components need to be defined first. However, what happens most often 

in business is that either the Outcome (product or service) or the organiza-

tion’s Vision is defined before anything else.  

For example: 

 An entrepreneur or business founder has a very well defined 

product that they want to bring to market (or perhaps are already 

producing and selling in the marketplace) but they have not yet 

determined what the rest of the organization should look like.  

 

Or 

 



 

 A business owner has a great idea of what they want to achieve 

(Vision) but they don’t have a clear definition how they will do 

it or exactly what the product or service will look like. 

In either of these cases, the business or organization will end up strug-

gling because they have not determined a complete operational strategy (e.g., 

they are missing one or more of the seven key components). 

The twelve step process outlined below will step through the process of 

building a complete operational strategy framework. This process is not a 

one-time event but an iterative process that must continue as long as the 

business is operating.  

The Twelve Steps 

Refer to Diagram 3 on the following page as you work through the twelve 

steps of the Thinking Business Blueprint. 

Step #1 - Define the Vision of the organization – refer to Chapter 4 for 

more details 

Step #2 - Define the Mission of the organization – refer to Chapter 4 for 

more details 

Step #3 - Define the Values of the organization – refer to Chapter 4 for 

more details 

Step #4 - Work through the strategic SWOT tool (described in Chapter 5) 

and define a high level business strategy 

Step #5 - Build SMART Goals to achieve the strategy de-fined above – 

refer to Chapter 6 for more details 

Step #6 - Define measurements and reports to monitor progress against 

the Goals and against desired business Outcomes – refer to Chapter 6 for 

more details 

Step #7 - Complete the Strategy Summary to conveniently and succinctly 

document and communicate everything in items 1 to 6 above – refer to 

Chapter 7 for more details 

Step #8 - Build/tweak your Operations Engine (described in Chapter 8) 

Step #9 - Feed the Vision, Mission and Goals into the Operations Engine 

– refer to Chapter 8 for more details 



 

 

Step #10 - Check the Outcomes from the Operations Engine using meas-

urements from Step 6. Do some detailed analysis. What has to be changed 

to improve the Outcomes (Strategy, Goals or the Engine itself)?  

Step #11 - Use the results of the analysis from Step 10 above and make 

adjustments to Strategy, Goals and Operations Engine as required to re-

fine the Outcomes. Update the Strategy Summary as required. Note that 

the Vision and Mission may need to be adjusted but this is very rare. Vi-

sion and Mission should be very stable over the life of a business and 

should only change when the original Vision and Mission have been 

achieved or when the marketplace has changed so significantly that the 

Vision and Mission are no longer relevant. 

Step #12 - Continually iterate through Steps 9, 10 and 11. 

 

Note that tools, processes and more information for each step can be 

found at www.thinkingbusinessblog.com  

http://www.thinkingbusinessblog.com/


 

 

Diagram 3: Thinking Business Blueprint
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Defining Vision, Mission 

and Values 

VISION, MISSION AND VALUES all need to be defined by the organi-

zation’s leader or leaders. These are the visionary components of the business 

that set the overall direction, strategy and culture inside the business. As 

such, leaving them for anyone other than the business leader(s) will most 

likely result in disconnects as the organization moves forward. 

If the organization is a division of a larger entity, the Vision, Mission and 

Values may be dictated by this larger entity and not by the local organiza-

tional leaders. This happens often in business, not-for-profit, NGOs and gov-

ernment.  

In this case, the local leader(s) of the smaller organizations should take 

the larger entity’s Vision, Mission and Values and use them to craft a local-

ized version that is in line with the larger entity but customized for their busi-

ness.  

For example, General Electric has a Vision, Mission and Values state-

ment for their overall business. However, the statement for their healthcare 



 

division will be specific to that division and quite different from the state-

ment for their aviation division or retail divisions. The one thing in common 

between them is that all of them are in alignment with GE’s overall Vision, 

Mission and Values statement. 

In either case (independent or dependent organization), everything the or-

ganization does, needs to be reviewed through the lenses of the Vision, Mis-

sion and Values. For example; 

 Is the proposed action moving the organization closer to achiev-

ing the Vision or does it move it further away from the Vision? 

 The Mission defines what the organization does every day to 

work towards achieving the Vision. Is the proposed action mov-

ing the organization closer to achieving the Mission? 

 The Values define the underlying behaviors of the organization. 

They describe how the organization will behave as it moves to-

wards the Mission and Vision. Are the actions being taken in 

alignment with the desired organizational Values? 

For a list of Thinking Business tools available to help with the definition 

and communication of your Vision, Mission and Values refer to the Appen-

dix of this document and to . 

http://www.thinkingbusinessblog.com/
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SWOT – Strengths, 

Weaknesses, 

Opportunities and Threats 

THERE ARE MANY TOOLS available to assist the business leader 

in setting a solid strategy for their business. However, the SWOT tool is 

simple to understand, simple to implement and gives powerful results. 

The SWOT is a tool that enables the business leaders to clearly define 

what their business strengths and weaknesses are and what they are facing 

for internal and external opportunities and threats. This tool then prompts 

the leaders to leverage their business’ strengths to take advantage of op-

portunities, mitigate threats and weaknesses, all within the context of their 

Vision, Mission and Values.  

They can use this analysis to build a detailed strategy for their busi-

ness and this strategy can then be turned into SMART goals (refer to the 

next chapter). 

See the Diagram 4 for an example of a SWOT worksheet. 



 

 

Diagram 4: SWOT Worksheet 

For a complete description of the SWOT tool, a completed example, and 

to download the SWOT template go to .  

http://www.thinkingbusinessblog.com/
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Defining SMART Goals 

GOALS ARE THE TOOL that the organization uses to move forward 

once the Vision, Mission, Values and strategy are defined.  

Goals clearly define what the organization needs to produce or 

achieve in order to move towards the Mission and Vision. 

As such, they need to be set strategically so the organization can move as 

efficiently and smoothly as possible. Goals define what the Outcomes look 

like and includes the process to get from where the organization is today to 

where it needs to be for the desired Outcome. 

As stated earlier in this chapter, the SWOT should be used to provide di-

rection for Goal setting so that the Goals selected for the organization will 

then execute the strategy. 

Goals must also be SMART. SMART goals are Specific, Measurable, 

Achievable, Relevant and Time-Bound. Without each of these components, 

the Goals will not be properly defined and will be hard to achieve.  

 S – Specific: the goal must be defined without ambigui-

ty 



 

 M – Measureable: the goal must be defined in a way 

that allows the organization to track completion pro-

gress  

 A – Achievable: the goal must be realistically achieva-

ble - stretch goals are fine but they must not be impos-

sible 

 R – Relevant: goals must relate to your vision, mission 

and values 

 T – Time Bound: there must be a completion date as-

signed to the goal 

As mentioned in Chapter 1, Objectives are sub-goals that are needed to 

complete the larger Goal. As such, Objectives also need to be SMART and, 

usually, multiple Objectives are combined to complete a higher level 

SMART Goal. 

Progress towards completion of the Goals and Objectives must be accu-

rately measured. Measuring progress allows the organization to understand 

the exact status of the Goal. Knowing this, the organization can adjust their 

approach to the Goal to ensure that it is completed on time with the re-sults 

that were expected. 

For a complete list of tools for defining SMART Goals, Objectives and 

Outcomes, refer to the Appendix or go to 

. 

http://www.thinkingbusinessblog.com/
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Strategy Summary 

THE STRATEGY SUMMARY RECORDS how the company is moving 

forward based on the Vision, Mission, Values, SWOT analysis, SMART 

Goals and key measurements and metrics. It is a summary of how the busi-

ness will leverage the Operations Engine and its components. 

See the following diagram for an example of the Strategy Summary. 



 

 

 



 

 

 

Diagram 5: Strategy Summary 



 

For a complete description of the Strategy Summary tool, a completed 

example, and to download the template, go to 

. 

http://www.thinkingbusinessblog.com/
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Operations Engine 

BECAUSE THE OPERATIONS ENGINE is the power plant of the busi-

ness and consists of all the people, processes and tools necessary to deliver 

business Outcomes, it is where the majority of the time, effort and cost are 

expended.  

This means that the Operations Engine is also where innovations, 

people, process and tool improvements will have the biggest impact. 

The Operations Engine can contain hundreds or thousands of necessary 

components. Things like; 

 Your people 

 Engineering or design tools 

 Compensation plans and structure 

 Process or work flows 

 Physical building 

 Floor layout of the building 

 Quality programs 

 Key economic drivers 



 

 Business systems 

 Manufacturing equipment 

 Proprietary knowledge 

 Proprietary ways of manufacturing or doing business 

 Patents 

 Sales channel 

 Procurement methodology 

As you can see, these components can be quite simple or they can be ex-

tremely complex, just like the components in the engine in your car. Howev-

er, regardless of complexity, each component forms a unique part of the 

Operations Engine and is required for the Engine to run properly. 

It is the unique combination of these hundreds or thou-sands of compo-

nents that defines your Operations Engine, what it produces and how effi-

ciently it runs. 

Your strategy determines your Goals and together with the Vision and 

Mission, become the fuel that powers your Operations Engine. As things in 

the marketplace change, your strategy must change and your Goals will 

change. This means the “fuel” for your Operations Engine will be changing 

and, consequently, the Operations Engine itself must be tweaked to remain 

optimized to match the “fuel” or strategy. 

How effectively you apply your strategy will determine how productive 

your Operations Engine will be.  

Your strategy cannot be static. You need to take the outputs from the Op-

erations Engine and use these to tune both your strategy and the components 

of the Operations Engine so that your business is producing the outputs that 

meet or exceed expectations and drive towards achieving your Mission and 

Vision. 

This analysis and tuning is a continual process because the world and the 

marketplace are continually changing.  

As change occurs in the external world, your strategy, Goals and Op-

erations Engine will have to adjust to ensure your Outcomes are meet-

ing the needs of the marketplace.  



 

 

Your business will perform even better if your leadership and organiza-

tion are able to anticipate change and future trends and you are able to adjust 

your Operations Engine to produce Outcomes that take advantage of the 

market changes before your competitors do.  

It is always best to be proactive and set the pace rather than be reac-

tive and react to the pace set by someone or something else. 

There are many tools and processes available to measure your Operations 

Engine effectiveness and the progress towards your goals. Similarly, there are 

many tools and processes available to help you tune your Operations Engine 

based on feedback received from what it produces. 

For a complete list of these tools refer to the Appendix or go to 

. 

http://www.thinkingbusinessblog.com/




 

 

C H A P T E R  9  

 

Conclusion 

VISION, MISSION, VALUES, OPERATIONS Engine, Goals, Objec-

tives and Outcomes are the seven components of the Thinking Business 

Model.  

When combined properly, these components allow the business leader 

to clearly articulate the business purpose while defining the business 

model and establishing a dynamic strategy for strong business growth. 

The process to achieve this can be accomplished using the twelve steps of 

the Thinking Business Blueprint. These twelve steps will transform your 

business by decreasing costs, driving business growth and increasing profits. 

For more details on the model, as well as access to the collection of 

unique and powerful tools and processes that will help you define and build 

your business, go to .  

These tools and processes are also listed in the Appendix for your refer-

ence. 

http://www.thinkingbusinessblog.com/




 

 

 

 

Appendix – List of Tools 

Vision/Mission Tools: 

 Business Compass  

 Did You Know . . . 

 Employee Feedback  

 Mission Statement 

 Monthly Newsletter 

 Poll of Employees – Vision and Mission 

 Vision Casting 

Values: 

 Business Dominance Statement 

 Leadership Strengths 

 Peer Recognition System 

 Poll of Employees - Values 

 Strength Zone 

 Tour of Duty 

 Value Sort 

Operations Engine 

 10 Principles of Change Management 



 

 12 Month Rolling Average 

 15 Minute Leader Huddle 

 23 Questions 

 6X6 Process 

 Business Model Canvas 

 Change Wheel 

 Impact Tool – Vision to Action 

 Compensation Model 

 Flash Track Management 

 Importance/Performance Curve 

 Kill a Stupid Rule 

 Kill the Company 

 Mega-Project Delivery (MPACT) 

 Monthly Financial Report 

 Performance Assessment 

 Portfolio Management 

 Schulze’s 4 Rules 

 Strategy Canvas 

 Strategy Summary 

 SWOT 

 Yearly Financial Comparison 

Goals, Objectives and Outcomes: 

 Quarterly Priority Management 

 Goals Roadmap 

 SMART Goals 

 

Note that the collection of these tools and processes is being updated con-

stantly so for the most up to date information refer to 
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