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Corporate culture is critical to  
implementing business strategy

As you start to develop 
your business strategy 

for the new year, look at all of 
the factors that can support 
it, one of which you might 
not have linked directly to 
your strategic initiatives in 
past years: your company 
culture. 

Strategy and culture both 
affect a company’s bottom 
line. While a strong culture 
can’t replace or act in lieu of 
a strong strategy, there are 
several ways that you can 
leverage your culture to sup-
port and drive strategic in-
itiatives. 

Here are nine ways you 
can leverage corporate cul-
ture to drive strategy.

Employee engagement 
Engaged employees have 
higher commitment levels. 
!ey’re willing to go the ex-
tra mile, are consistent per-
formers and are more like-
ly to buy in and commit to 
the strategy and long-term 
goals of the company. Im-
prove engagement to achieve 
your strategic initiatives by 
ensuring that you’re provid-
ing employees a direct line 
of sight to how their work 
contributes to the company’s 
growth. 

Accountability
!is is a key factor in the suc-
cessful execution of strategy. 
!e critical "rst step in lever-
aging a culture of account-
ability: translate strategic in-
itiatives into objectives and 
actions, make sure all your 
sta# members know what’s 
expected of them and hold 
their feet to the "re from the 
word go. Being able to hold 
others accountable is tough-
er than it sounds, especially 
since the "rst step is to lead 

by example: do what you say 
you were going to do, when 
you said you would do it.

Values, vision and mission
We all know that our com-
pany values, vision and mis-
sion are only as valuable as 
they are easy to understand, 
remember and repeat. Spend 
some time ensuring that 
leaders not only know the 
values, vision and mission 
of the company, but that they 
understand what they mean 
and how they connect with 
strategy. Here’s a great way to 
leverage a strong vision and 
mission: start looking for, 
talking about and reward-
ing real examples of employ-
ees living out the vision and 
mission.

Performance management 
and rewards
Your strategic plan for the 
year is full of initiatives and 
actions designed to take you 
where you need to go. What 
gets measured gets done, so 
use current performance-
management practices to in-
$uence how corporate busi-
ness objectives get trans-
lated into action across de-
partments or business and 
involve each department in 
creating performance meas-
ures to generate buy-in and 
increase accountability and 
success. 

Physical space
We don’t o%en consider how 
things like o&ce space con-
tribute to the bottom line, but 
it could be worth your while 
to note how your physic-
al environment supports 
or contradicts your strat-
egy. Does your o&ce space 
reflect the innovative, for-
ward-thinking ideas repre-

sented in your plan? Does 
your plan encourage or even 
require a $attened organiza-
tional structure, when all of 
your upper-level executives, 
including the CEO, have of-
"ces on the same $oor, away 
from all others? Examine 
how you can rework your 
physical space to encourage 
successful execution of your 
strategy.

Decisions and authority
How easy is it for employees 
to navigate the levels of o&-
cial and uno&cial power in 
your organization. Are the 
people responsible for doing 
the work empowered with 
decision-making authority? 
Do the unspoken behaviour-
al norms make it di&cult to 
get things done or approved 
before the “by when” dates? 
Increase the chances of 
achieving objectives on time 
by aligning lines of authority 
with strategic initiatives.

Counter-culture
With every culture there is 
a counter-culture – a group 
within the organization that 
opposes or is critical of the 
organization’s norms and 
values. Be aware of these 
counter-cultures and lever-
age them by allowing them 
a voice that holds you to a 
higher standard of perform-
ance. Learn the lesson from 
Toyota and reward employ-
ees who "nd problems, an-
nounce them to everyone 
and work toward a solution 
that works consistently.

Leadership
When it comes to buying 
into strategic direction, em-
ployees will always look to 
their managers to lead by ex-
ample. Leverage this oppor-

tunity by acting with disci-
pline and following through 
on your commitments. Take 
performance management 
seriously, hold others ac-
countable and make sure 
you’re focusing on the pri-
orities you and your teams 
have agreed on.

Communication
!e way we think we should 
communicate and the way 
we actually communicate 
are key to your company’s 
culture. Leverage the com-
munication norms of your 
culture by using the med-
iums that people really re-
spond to. Make sure the 
emphasis is on the actions  

expected from what’s being 
communicated. Clarify goals 
and provide consistent up-
dates on outcomes.

!e best strategy without 
the right cultural platform 

to executive upon it is sim-
ply an intellectual exercise. 
If you’re the CEO of a large 
company you’re probably 
far away from the reality of 
the culture of your business. 
Start by asking your front-

line sta#, “What is the cul-
ture of our business?” And 
then work your way back up 
the hierarchy. 

Mike Desjardins is the driv-
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!rm with expertise in strategic 
planning and implementa-
tion, leadership development, 
change management and suc-
cession planning for medium 
to large organizations. He 
regularly blogs at www.mik-
edesjardins.com. "is column 
was co-written by Shannon 
Lawder, a certi!ed coach and 
the content director at ViR-
TUS.   
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