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CLAIM: In order for a company to be successful, it must have a set list of values and a vision of the future.
*Companies that enjoy enduring success have core values and a core purpose that remain fixed while their business strategies and practices endlessly adapt to a changing world.

Vision consists of 2 main componenets : Core ideology and Envisioned future

Core ideology: What we stand for and why we exist  (usually never changes)

Envisioned future: What we aspire to become, to achieve, to create (will require constant change and improvement)

Core ideology

The authors describe it as a way of thinking that stays the same even through different market cycles, technological breakthroughs, management fads, and individual leaders (new CEO).

Ex: HP are known for the code of ethics they have called the “HP Way” , which includes a deep respect for the individual, a dedication to affordable quality and reliability, a commitment to community responsibility and that the company exists to make technical contributions for the advancement of welfare and humanity.

*It is more important to know who you are than where you are going, for where you are going will change as the world around you changes.

Core Values: A system of guiding principles and tenets (any of a set of established and fundamental beliefs, especially one relating to religion or politics)

They are usually intrinsic values to a company

Ex: Walt Disney’s core values of imagination and wholesomeness

P&G focus on product excellence almost like a religious tenet

Nordstrom, service to the customer (since 1901, 8 decades before customer-service hotlines were the new fad)

HP was the respect for individual

Companies usually have between 3-5 core values, the companies studied in the present research had 5 at the most.

How to chose core values?

Ex. Should quality be part of core values for a company? No, it can change over time.

Quality stayed in the strategy of the company and quality-improvement programs were created in order for the company to be stimulated towards progress. Quality did not make the core values…
(Porter and strategy)

“A company should not change its core values in response to market changes; rather, it should change markets, if necessary, to remain true to its core values.” (Page 3, 2nd column, 2nd and 3rd paragraph)

(Porter and strategy)

Mars Group is a group usually between 5 and 7 people, not necessarily all from the same department, who work on establishing a firms’ core values.

If your core values become a competitive disadvantage, would you change them? If you had enough money to retire tomorrow, would you still live by these core values?
These answers help determining the real definition of a core value. They make the distinction between core values (never change) and strategies and practices (constantly changing)

Core Purpose

This is the organization’s reason for being. David Packard’s speech in 1960 gives an idea of core purpose “they make a contribution to society”

The purpose should last about 100 years, should not be confused with company’s specific goals or business strategies (which change many times in 100 yrs)

3M: the perpetual quest to solve unsolved problems innovatively

McKinsey & Company: to help corporations and governments be more successful

HP: to make technical contributions that improve people’s lives

A good way to find your core purpose is to ask the 5 why’s. Start with “we make X products, or deliver X services, and then ask WHY? 5 times…

*Important to notice that no core purposes fall in the category of “maximize shareholder wealth” and that the main role of core purpose is to guide and inspire.

CORE IDEOLOGY IS SOMETHING TO BE DISCOVERED, NOT CREATED

Core ideology needs to be inspirational only to people inside the company, not necessarily the outsiders. A company must have employees that BELIEVE in the core ideology. Executives have to find people who share the same core ideologies as them.

Core ideology and core statements are not to be confused.

Ex. Nike does not have, to the researchers’ knowledge, a clear statement about their core ideology. But walking in to their headquarters you see pictures of the athletes that are sponsored by Nike and how they’re all winners. These gives the impression that Nike are competitive.

Masaru Ibuka, Sony founder, wants to be innovative in technology, says it in different words over the years.

Core ideology, not to be confused with core competence (which is part of strategies)

If anything in a company isn’t core, you should feel free to change it. “If it’s not core, change it!”

Envisioned Future

Consists of 2 parts, a 10-30 year audacious goal (BHAG) and a vivid description of what it will be like once the goal is achieved.

Vision-level BHAG

Bold-missions to companies in order to be successful

Ex: NASA and the moon mission in 1960. It wasn’t written in words but the goal was clearly there.

The chances that you reach your BHAG is only 50-70%, you’ll also need a bit of luck. Even though, the company must still believe that it can reach the BHAG.

Vivid Description

This means to translate the BHAG into words and pictures. Imagining what it will be like once the BHAG has been reached.

Ex. Henry Ford and the automobile saying that the horse will disappear from the roads.

Passion, emotion, and conviction are essential parts of the vivid description.

*Think of the core purpose as the star on the horizon to be chased forever and the BHAG as the mountain to be climbed.

The envisioned future should create a bit of a “gulp factor”.

Visionary companies often achieved their goals by going through trial and error method rather than by having a laid-out strategic plan.

We’ve Arrived Syndrome is what happens once a company reaches its BHAG and stagnates which then leads it to fail.

Ex. NASA landed on the moon…..and then?

Ford democratized the automobile…and then?

Apple Computers made a computer that was easy to use for non-techies….and then?
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