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Chapter 1. Introduction 

one. 

Strategic Management and the Balanced Scorecard

Strategic management translates your strategic plan into practice. 
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Chapter 1

• A strategy map

• A measurement tool

• Change management tools

Who should use this handbook?

• 

• Managers

• 

gic plan.
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What is the handbook’s structure?

1. Prepare:
2. Deconstruct the mission:

3. Diagnose current position:

4. Make strategic choices and identify key strategic issues:

5. Develop strategy map: 

6. Develop Balanced Scorecard measurement: 
cators and determine targets.

7. Develop change management plan:

8. Implement strategy as an on-going process:

Figure 1.1 Strategic management process
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Strategy as  
on-going 
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Chapter 2

Chapter 2. Strategic planning and management: a brief over-
view

This chapter:

• Overall long-term direction:
• Expectations and values of key stakeholders:

• Choice of markets and scope:

• Competitive advantage:

• Resources:

• Environment:

Strategic management translates strategic planning into practice

Operationalizing the strategy

Implementing and monitoring the strategy
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Chapter 3

Chapter 3. The Balanced Scorecard

This chapter:

3.1. What is the Balanced Scorecard?

A strategy map
measurement tool 

Change 
management tools

3.2 The strategy map and its component parts

strategy map perspectives
results

inputs

Figure 3.1 The Balanced Scorecard 

Social results

Financial results

Customer and stakeholder 
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Customer 
management

Target

Strategy Map BSC Measurement 
System

Change Management 
Plan

Innovation Regulatory  
and social

Human  
capital
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Social
perspective
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Internal
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growth
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Strategic statements

Arrows 

Perspective Description

Social

Financial

processes

Figure 3.2 A strategy map 
Results

Inputs

Internal perspective

Learning and growth perspective

Social perspective

Financial perspective

Customer perspective
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Chapter 3

 

  
• Integrates

• Aligns

• Balances

• Communicates

3.3 The BSC measurement tool

The BSC measurement tool: purpose and components 

• Objectives

• Measures
lag and lead

• Targets
• An information system

Measuring strategic progress to ensure long-term value creation in everyday activities
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3.4  Change management tools 

• A high level action plan

• Initiatives documentation

• A communication plan

• A capacity building plan

Strengthening double bottom line performance:

Informing external stakeholders for long-term support of your activities:

Staying competitive in different markets:
competitive advantage

Leveraging your scarce resources through better alignment:
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Chapter 4

Chapter 4. Systematizing strategic management by integrat-
ing the Balanced Scorecard

• Steps of the systematization process

4.1. What are the steps of the systematization process?

Preparation

Deconstructing the mission: 

Diagnosing the current position: 

Making strategic choices and identifying key strategic issues: 

Developing a strategy map

Figure 4.1 Strategic management process

Mission
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Position

Key Issues 
& Strategic 

Choices

Strategy 
Map
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Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation



22

Developing BSC measurement: 

Developing a change management plan: 

Implementing strategy as an ongoing process: 

4.2 What are the keys to success?

Take a project-based approach to integrating the Balanced Scorecard into strategic manage-
ment processes

Incorporate BSC into existing planning and control mechanisms

Change management is key to success

Making strategy part of everybody’s job
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Chapter 5. Preparation

• Assembling  a team

5.1 What activities are involved in the preparation stage?

5.2 Articulate a rationale for using the Balanced Scorecard

Pr
ep

ar
at

io
n

Chapter 5

Figure 5.1 Strategic management process

• Rationale

• Assembling a Team Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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Table 5.1 Illustrative examples of institutional situations that BSC tools can address

Current situation diagnosis How using the BSC tools can help

tion.

ments.

creation.  
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Box 5.1 Professionalizing strategic management

Box 5.2 Staying focused on the mission as regulated institution 

Pr
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Chapter 5
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5.3 Build your team 

commitment and active involvement of 
your senior management team and Board

tems and tools.

commitment of your Executive Director and Top Management

• Executive sponsor:

• Project Champion: 

role of Top Management.

• Team members:

Box 5.3 Buy-in from the new Director at 
Genesis Empresarial (Guatemala)

A Charismatic Champion 
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• Facilitator/consultant:

Table 5.2 Hiring an External Facilitator

Pros Cons/risks

5.4 Assign Resources

Time is a very important resource and must be allocated well.

Pr
ep

ar
at

io
n

Chapter 5
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Chapter 6. Deconstructing the mission

This chapter:

• Offers tips on how to clarify your MFI’s ultimate goal 

mission.

MFIs are in the business of delivering social value to clients

Double bottom line of MFIs

Categories of goals: 

Figure 6.1 Strategic management process

• Ultimate Goal
Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map
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Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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• Why What

. 
• Who target groups 

• What

scope of intervention
• How

M
is

si
on

Chapter 6

Figure 6.2 The deconstructed mission statement of MDF-Kamurj, an Armenian MFI

 

to micro and small entrepreneurs 
and vulnerable families

to improve their well - being.

long-term,Provide
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ment.

Box 6.2 Comparing mission statements
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Chapter 7. What is my current strategic position?

This chapter:

 

7.1  Strategic analysis

What is strategic analysis?

• PESTI

• Scenario Planning

• Five Forces Analysis

• Market Segmentation 

• Competitor Analysis

• Critical Success Factor Analysis
.

Figure 7.1 Strategic management process

Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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Table 7.1 Questions raised in strategic analysis and tools to address them

Type of 
analysis

Areas analyzed Questions Tools

2

marks

Why strategic analysis is needed

2
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Figure 7.2 Model for strategic analysis

Environmental analysis

O
       T

 SWOT

S
       Weaknesses

Current strategy

Organizational analysis

7.2  How can you diagnose your strategic position?

Your institution’s internal environment - identifying strengths and weaknesses 
Strengths and weaknesses are internal 

rare and  for com

Figure 7.3 Internal and external environment

Market

Weaknesses
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Table 7.2 Examples of MFI strengths and weaknesses

Strengths Weaknesses

 

of social capital

lems 
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The external environment - identifying opportunities and threats
Opportunities and threats

beyond your control.

 to the mission

Your strategic position 

s w o t

Table 7.3 Strategic analisys and SWOT

Type of analysis Description Contribution

Check your strategic position on a regular basis
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Chapter 8. Identifying key issues and making strategic choices

This chapter:

-

8.1 Types of strategic choices

Market:

Value proposition:

Growth strategy:

Competitive advantage:

Competitive strategy:

Figure 8.1 Strategic management process
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Plan
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on-going 
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Chapter 8

Table 8.1 Prizma’s strategic choices (Bosnia and Herzegovina)

Target market and scope

8.2 How to choose a market?

Market potential
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Institutional potential

Table 8.2 Market and institutional assessment criteria 

Area Criteria Description

Market potential

Potential to bring in 

ing potential

Potential to attract and 
retain clients
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Chapter 8

Hierarchy of criteria

8.3 How to determine the scope of needs to address?

8.4 How to increase impact?

• Offer products and solutions that increase access.

• Offer services and/or product features that maximize client use. 

• Offer comprehensive solutions advocacy that address the sys-
tematic barriers clients face. 

8.5 Value proposition 

Box 8.1 Scope of needs served 

In Armenia, MDF-Kamurj

Prizma (Bosnia and Herzegovina)
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• Lowest total cost of services

• Superior products or services

• Complete customer solutions

8.6 You need a sustainable competitive advantage to beat the competition

Your competitive advantage is your value proposition translated into institutional terms

Box 8.2 Value proposition and competitive advantage 

• Reliable and responsible staff

• Personalized customer service

• In-door service

• 
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Chapter 8

8.7 Growth strategy

• Responsiveness to needs

 
• Strong institutional brand

• Teamwork

• Openness to opportunities

Figure 8.2 Nine strategies – different risks

Customer base / market segments

R
et
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lin

g 
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od
uc
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ac
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ge

Related

R
el

at
ed

segments in domestic 
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Nine strategies – different risks

Market penetration:

2. 

Product development:

Market development:

lated market segment. 
7. 

to a related market segment.

Be careful about your capacity

Box 8.3 Distinct growth strategies
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8.8 Partnership strategy

Do it alone or look for partners?

alone.

8.9 Strategy towards competition

• An offensive strategy:

• A defensive strategy:

offensive strategy

operating in concentrated markets against one peer competitor.

Defensive strategies
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strong brand.

8.10 Making effective strategic choices

 

Figure 8.3 Decision making drivers 

Decision
Social goal Financial goal

Market

Scope

competition
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Chapter 9. Developing the strategy map: How to ensure a 
balanced and integrated strategy 

This chapter:
• Presents an overview of the strategy map

9.1 Using a strategy map to balance and integrate your strategy

Achieve balance, integration, alignment and coherence through the strategy map

strategy map.

Figure 9.1 Strategic management process

Strategic Statements 

Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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Specify what you want to achieve within each perspective

How can you ensure consistency and good strategic alignment?

map.

Figure 9.2 Strategy map typical for an MFI 

Mitigate risks  
for clients
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perspective
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growth
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Customer 
management Innovation Regulatory 

and social

Information 
capital

Organizational 
capital

Skills 
Databases Alignment

Human 
capital
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9.2 The social perspective

 
Protective and promotional social strategies

protect promote 

mitigate risks 

increase assets

St
ra
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gy
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ap

Chapter 9

Figure 9.3 Examples of strategic statements

Social results

Financial sustainability

Social
perspective

Financial
perspective
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growth
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Customer and Stakeholder value proposition

Operations 
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Regulatory 
and social

risk management performance 

Information 
capital

Organizational 
capital

Human 
capital

offering image

Innovation 
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Reaching your target group – directly or indirectly?

 Increase productivity (short-term effects). 

2. Stimulate growth (longer-term effects).

Figure 9.4 Promotional and protective social strategies

Moderate poor

E
co

no
m

ic
 L

ev
el

s PROMOTIONAL

PROTECTIVE

Poverty Line

Household lifespan
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9.4 The customer perspective

Your value proposition is the key

Consider all your stakeholders 

9.5 The internal perspective

Which internal processes are key to delivering value?

• Operations management
• Customer management 
• Innovation
• Regulatory and social

 

St
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ap

Chapter 9

Box 9.1 Key internal processes at Prizma, B&H

Operational management:

Customer management:
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Which operations management policies can develop and sustain your strategic advantage? 

Innovation:

Social and regulatory policies:

Table 9.1 Operations management policies 

Area Description

Managing risks
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Which customer management policies develop and sustain your strategic advantage? 

Which innovation management policies can develop and sustain your strategic advantage? 

St
ra

te
gy

 m
ap

Chapter 9

Table 9.2 Customer management policies

Area Description

Selecting and 
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What social and regulatory processes can help develop and sustain your strategic advantage? 

talent.

9.6 The learning and growth perspective

Align and manage the creation of value from intangible assets

Table 9.3 Innovation policies

Area Description

Designing and 

offerings

market
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• Human capital
• Information capital 
• Organizational capital

Enhance human capital 

• Identify your organizations “strategic job families”

• 

• Assess your organization’s current state of readiness

• Develop more human capital 

Maximize your information capital 

St
ra

te
gy

 m
ap

Chapter 9

Box 9.2 Strategic intangible assets at Prizma, B&H

People 

Information 

Organizational capital 

team. 
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• Accurately describe your current information capital portfolio

• Align your information capital with your business strategy

• Measure your information capital readiness

Strengthen organizational capital

  
• Build organizational leadership 

• Strengthen your organizational culture

• Find better ways to align your organization with your preferred strategy

• Encourage greater teamwork and knowledge sharing

• Increase adherence to development values

 

 See MicroSave .
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Chapter 10. Creating the BSC measurement system: How to 
further operationalize the strategy

• Setting SMART objectives
• Developing measures
• Setting targets

10.1 What is the value of the BSC measurement system?

Enhanced management through strategy measurement

Balanced Scorecard measurement

B
SC

 m
ea

su
re

m
en

t

Chapter 10

Figure 10.1 Strategic management process

• Setting targets

Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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10.2 Setting SMART objectives

how
state

• S

What

• M

• A

• R
Why 

gic statement.

Figure 10.2 Strategy map and the Balanced Scorecard measurement system

Social results

Financial sustainability

Operations
management 

Customer 
management

Target

Strategy Map BSC Measurement 
System

Innovation Regulatory  
and social

Human  
capital

Information
 capital

Organizational capital

Social
perspective

Financial
perspective

perspective

Internal
perspective

growth
perspective

Customer and stakeholder  
value proposition 
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Table 10.1 SMART objectives at Prizma

Perspective Strategic statement SMART objective to be reached within one year

Social

Financial percent

needs

Retain poor clients

lending 

delegated to training
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Table 10.2 Strategic objectives and indicators at NGO Manuela Ramos, Peru

Perspe-
ctive Objective Indicator Target 

2007
Target 
2008

Target 
2009

So
ci

al credit

Fi
na

nc
ia

l

To consolidate 

of clients in 

and deepen 

in emerging 
markets 

of clients 

image 

partners allies 
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Test if objectives are SMART

10.3 Developing indicators

Lag indicators

Lead indicators

B
SC

 m
ea

su
re
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t

Chapter 10

Table 10.3 SMART test

Area Questions
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Table 10.4 Prizma’s lead and lag indicators 

Perspe-
ctive

Strategic 
statement Objective Lead indicators Lag indicators

So
ci

al

# of poor clients

being

Fi
na

nc
ia

l Penetration rate in 

needs
needs met

Retain poor 
clients

Maintain fast 

ment
mobile lending

ments taking lon

branding among 
target clients and lation

competencies 

keting and 
Do training needs assessment

tences

ideas generated ideas incorporated 
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Include both lead and lag indicators for a comprehensive view of your performance

Measure what you value the most in a cost-effective way

10.4 Setting targets  

B
SC

 m
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t

Chapter 10

Table 10.5 Example from Genesis: social perspective 

Objective Lag Indicator Target: 1 year Lead Indicator Target: 1 year

income

income

social impact 
• tbd.

from targeted 

from targeted 

client

tions

baseline data
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For each indicator, review:

Table 10.6 Prizma’a targets  

Perspe-
ctive

Strategic 
Statement Objective Lead 

Indicators
Lag 

Indicators Targets

So
ci

al

# of poor clients
being

25 000
20%

Fi
na

nc
ia

l

Penetration rate in Financial 5%
>120%

needs needs met
50%
50%

Retain poor 
clients

80%

<10%

>70%
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op
er

at
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ns Maintain fast 

ment mobile lending

ments taking lon
90%

<5%

tion 

branding among 
target clients and 

4 times

15%

competencies 

keting and 

to increase competencies in 

Do training needs assessment 
tences

90%

3

ideas

ideas

ideas generated ideas incorporated 
25

10
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Chapter 11. Develop a change management plan to ensure 
strategy implementation 

This chapter:

-
cation plan

11.1 Change management plan

Change management plan involves allocating resources and setting deadlines

Figure 11.1 Strategic management process

Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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Aligning current initiatives

 

Develop a Term-of-Reference document and allocate resources

C
ha
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e 

m
an

ag
em

en
t 
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an

Chapter 11

Box 11.1 Strategic initiatives in MDF-Ka-
murj

department

Figure 11.2 Change management plan

Social results

Financial results

Customer and stakeholder 
value proposition 

Operations
management 

Customer 
management

Target

Strategy Map BSC Measurement 
System

Change Management 
Plan

Innovation Regulatory  
and social

Human  
capital

Information
 capital

Organizational capital

Social
perspective

Financial
perspective

perspective

Internal
perspective

growth
perspective
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11.2 Alignment 
 

 

Box 11.2 Out of alignment

rates. 

ing from mistakes or risk taking. 

Table 11.1 BSC cascading 

Organization wide BSC

Perspective Objective Stretch Targets

needs

Marketing department

Perspective Objective Stretch Targets

fering

2

Human Resource department

Perspective Objective Stretch Targets

Branch level

Perspective Objective Stretch Targets
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11.3 How to implement a change management plan

Project management

C
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Chapter 11

Box 11.3 Project management principles

Choose the right people for the project team

2. Have your team agree on the nature of the problem.

Get commitment to the project from all stakeholders
Remember and follow the mission statement
Plan the project by answering the following questions:

Brainstorm possible solutions

7. Develop a project strategy
Check periodically
Determine milestones and benchmarks:

Work as a team:
Negotiate for scarce resources. 
Have a deliverable at each major project milestone
Qualify estimates,
Don’t schedule any task with a duration longer than four to six weeks;
monitor progress. 
Continually ask questions.
Avoid the temptation to perfect everything 

Keep extra time in reserve
Keep critical tasks on schedule
Be alert to roadblocks and be very pro-active

20. Consider co-locating team members on critical tasks

Identify team members who will champion
22. Don’t let project members wait 

Remember the Triple Constraint:

Do a post mortem review of projects
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Develop a Communication Plan to involve all stakeholders

The Communication Plan

Table 11.2 Sample communication plan

Audience
(Who?)

Purposes
(Why? )

Frequency
(How often?)

Delivery vehicle 
(Where and How?)

Communicator
(Who?)

Senior 
Gain commitment

Report progress Direct contact Sponsor

members

Gain commitment

Report progress
Direct contact Sponsor

Management Report progress
Gain commitment

Management meetings
Articles Members

All staff

Report progress

Team Members

Project Team
Track progress
Assign tasks

Team meeting

Box 11.4 The Communication Plan at Genesis (Guatemala)
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Develop a Training Needs Assessment Plan to equip people with necessary skills

C
ha
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e 
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Chapter 11

Table 11.3 Training Plan for Zene za Zene (Women for Women International, B&H)

Actions/Steps Indicators People  
Responsible

Resources 
Needed Deadlines

goals of strategic planning and to Sajda and 

Staff trained to collect infor
mation Aj!a and 

Dina

implemented

Aj!a and 
Dina

Sajda of 2007

personal selling personal selling Sajda of 2007
Sajda and 

skills skills Sajda of 2007

of 2007
To train staff in planning and 
managing portfolio of 2007

Sajda of 2007
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Chapter 12. Strategy as an on-going process 

• Principles for effective strategic management

12.1 Using the Balanced Scorecard toolkit for monitoring and revising the Strategy 

Strategy as an on-going process

Institutionalize monitoring, evaluation and learning

Figure 12.1 Strategic management process

Mission

Current
Position

Key Issues 
& Strategic 

Choices

Strategy 
Map

BSC 
Measurement

Change 
Management 

Plan

Strategy as  
on-going 
Proces

Preparation
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Learning and Action Workshops will help you to stay in touch

Questions to raise during the Learning and Action Workshops

St
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Chapter 12

Table 12.1 Matrix of the implementation process

PA1 Action plan 

Action plan objectives  

Pto Dec Jan Feb Mar Apr Dec Person in 

tegic management process to be 
 

                       

2
process  

 
                   

 
                   

                        

                       

 
     

7                     GG 

                      GG 

for all staff
                      GG
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12.2 How to use the Balanced Scorecard for effective strategic management

Become a strategy-focused organization

Mobilize change through executive leadership:

tion. 
2. Translate the strategy to operational terms:

Align the organization to the strategy: 

Motivate to make strategy everyone’s job:

Govern to make the strategy a continual process: Strategic 
Management Team (SMT)

Box 12.1 Learning from Cause-Effect Analysis at Store 24
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Conclusion

Conclusion
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Annex 1. Glossary

Balanced Scorecard:

Business plan:

Competitive advantage:

Customer value proposition:

Goal:

Management:

Objectives:

Performance drivers:

Social Performance:

Social Performance Management (SPM):

G
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y

Annex 1
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Stakeholder:

Strategies:

Strategic management:

Strategic planning:

Strategic statement:

SWOT:
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Annex 2. Implementing the Strategic Management Toolkit: 
Case Study of Genesis Empresarial

1. Institutional background 

2. The rationale for implementing the BSC in Genesis 

  

3. Planning processes in place before the pilot test
C
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Annex 2
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4. Outputs 

The Genesis mission and target clients of Genesis

The strategy map

 

Mission and vision of Genesis Empresarial

Mission Vision

Target clients of Genesis

Rural women Salaried employees Business owners

• Good management of limited 

companies 
cesses

familial needs
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The Balanced Scorecard 

Génesis Empresarial – Strategy Map
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Learning
and Growth
Perspective

Internal 
Perspective

Customer
Perspective 

Financial
Perspective 

Social
Perspective

Information Capital

Organizacional Capital 

Human Capital 

Change Capital 

Operations Dept

integrated processes 

ment

Client Dept

Innovation

and risk management

Regulations

Proposed Client Value

Proposed Value to 
Strategic Alliances

centers

market
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Social perspective

Objective Lag indicator Target: 
1 year Lead indicator Target: 

1 year

clients 

tistic

Client perspective

Objective Lag Indicator Target: 
1 year Lead Indicator Target: 

1 year

Genesis positioning in to 
2nd place

Desertion

rate

Terms

Desertion

2

From 

impact indicator

impact

a social impact mea

2 
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Internal perspective 

Objective Lag indicator Target: 
1 year Lead indicator Target: 

1 year

2

From 

2

Risk Management and credit risk

grated risk manage

operational

and credit

on risk management 
integration

2

Monitoring

2

sectors indicators Social impact mea Reporting

2
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management and 
implemented risk manage
ment 

Monitoring

Risk management 
policies adapted to 
Genesis

Design of indicators 

agement

Desertion

From 

Monitor effect of 
plication

Area responsible for 

 

standards application

Area responsible for 

tional standards
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The communication tool

need preparation!
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Communication plan 

Audience
(Who?)

Purpose
(Why?)

Content
(What?)

Frequency
(How  

often?)

Delivery Instru-
ment (Where & 

How?)

Communicator
(Who?)

Directors
Validation of PPT Presenta

tion
General Manager 

PPT Presenta
tion

orientation 
processes

General Manager 

or Planning Direc
tor

PPT Presenta
tion 
Video confer

tions

General Manager 

Regional 
Directors 

Managers

Trimester PPT Presenta
tion
Regional Meet
ings

Department 
and 
Management 

Direct participation 

strategic and its 
goals and detailed 

PPT Presenta
tion

meetings

Area Manager or 
Director

direction actions

PPT Presenta
tion

mittee meetings

Planning Director
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5. The implementation process of Genesis Empresarial

The preparation phase

Launching activities 

Internal development of the outputs 
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Learning and Action process 

6. Key challenges 

Good timing: “it could not have been later nor earlier.” 

Allocating time 
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Next steps

Activity Date Responsibility

20 September 
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To persist through the whole process

Buy-in from the Executive Director 

7. Success factors

Charismatic champion 

Commitment to the process 

Support from Board and ED

Everyone now has a mutual understanding of the mission, strategy and the objectives 

There are mechanisms in place to monitor whether they are drifting away from the mission 
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There are mechanisms in place to share this understanding with any new employee (an orien-
tation process)

The nature of the tool requires teamwork and collaboration

The personal and professional development of the staff

C
as

e 
St

ud
y 

of
 G

en
es

is
 E

m
pr

es
ar

ia
l

Annex 2
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Annex 3. Implementing the Strategic Management Toolkit: 
Case Study of MDF-Kamurj

1. Institutional background

2. Rationale for implementing the Strategic Management Toolkit 

MDF-Kamurj achievements as of October, 2006
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tion. 

3. Strategic management processes before 

4. Outputs

Mission as a starting point
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The deconstructed mission statement of MDF-Kamurj

 

to micro and small entrepreneurs 
and vulnerable families

to improve their well - being.

long-term,Provide
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SWOT and strategy

Strategy map
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Measurable and actionable path towards success

Social 
perspective

Financial
perspective

perspective

Internal
perspective

growth
perspective

Decrease operating cost

Operations 
management

Customer 
management Innovation Regulatory 

and social

Decrease operational 

Information 
capital

Organizational 
capital

staff

Human 
capital

Social results

Customer value proposition Stakeholder value proposition

C
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e 
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y 
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D
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K
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Annex 3

Financial sustainability
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5. Process of implementation

Preparation

Launching activities 

Internal development of the Balanced Scorecard

and middle management. 
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Learning and action processes

6. Key challenges in the process

• Staff time

• Timing vis-à-vis transformation

• Timing vis-à-vis seasonality

• Composition of the team

avoiding the mission drift during the transition process and in better positioning in the mar-
ket

organization’s capacity to develop and implement a meaningful strategy
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professional development of the 
staff
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Annex 4. Implementing the Strategic Management Toolkit: 
Case Study of NGO Manuela Ramos - CrediMUJER1

1. Institutional background

2. Rationale for implementing the Strategic Management Toolkit
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3. Outputs

Mission as a starting point

The organizational strategy

ing.
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market.

Strategy map

 and social
stakeholders

processes

learning and growth

satisfactionstate

and peers

strategic allies
management management  

Management of staff  
and collaborators 

training management

management management

2

1

3

4

67

8
9

5

10 11 12
13 14

15
16

17 18

19

deepening of 
emerging markets
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Measurable and actionable path towards success

 

retention

state
and peers

proposals partners
time in credit  
management

Management of 
competent collaborators

management 

2

1

3

4

67

8
9

5

10
11 12 13 14

16
17

18
19

deepening of 
emerging markets

Management 

processes

15
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Expected results

Perspe-
ctive Objective Indicator

So
ci

al
 

clients

Fi
na

nc
ia

l
C

us
to
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er

markets 

portfolio

clients 

tained 
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Organizational Balanced Scorecard and Action Plan

Perspe-
ctive Objective Indicator Action Plan

In
te

rn
al

information and socioeconomic information of and market reports

implement an 

Permanent 

credit processes

mance costs

tools in credit management
credit

processes
planning process
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management of HR for compe
tences

addresses

of general interface

total staff 
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Regional Balanced Scorecard and Action Plan

Perspe-
ctive Objective Indicator Action Plan

In
te

rn
al

clients for staff and clients

in credit management

for staff and clients
credit

management process

L
ea

rn
in

g 
&

 G
ro

w
th

ment
of competence 

staff and clients 

processes 

management

region
total staff model
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4. Process of implementation

Preparation
Analysis and systematization of the strategic management processes

Identifying the team

Identifying necessary information and collection methods to support future strategic analysis

Launching activities 
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Internal development of the Strategic Management tools

operational plan.

Learning and action processes
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5. Key lessons learned from the process

Matrix of the implementation process

PA1 Action plan 

Action plan objectives  

Pto Dec Jan Feb Mar Apr Dec Person in 

tegic management process to be 
 

                       

2
process  

 
                   

 
                   

                        

                       

 
     

7                     GG 

                      GG 

for all staff
                      GG
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