
Ten years ago iT was sTill possible To predicT and 
plan a company’s long Term fuTure. now a sTraTegy 
is more a “dynamic” Than a “plan”

What is the right behaviour a leading 
enterprise should adopt when crisis 
is a permanent state of economic 
life?  How should risk be managed 
? What well-balanced level of risk 
should meanwhile be taken in order 
to remain an organization that 
constantly progresses and remains 

at the forefront of innovation? And 
finally, what are the key indicators 
CEOs need to take on board to 
implement such a strategy and how 
will they add value to the bottom 
line (without being overwhelmed by 
indicators) ?

the crisis trap: 
looking 
beyond the 
headlines
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s 
trategies that focus on a post-
financial crisis world can sidetrack 
corporate growth.  Focussing on the 
end of the crisis is not only a waste 

of time and energy but probably a move in the 
wrong direction, since even if an end to the 
crisis is eventually possible, one can predict 
with a good degree of certainty that a new 
one will immediately occur. so rather than 
predicting the end of the crisis, companies 
should be looking to adopt business models 
that are viable, resilient and successful, 
despite long term economic turmoil. 

so, what is the right behaviour a leading 
enterprise should adopt when crisis is a 
permanent state of economic life?  how should 
risk be managed ? What well-balanced level 
of risk should meanwhile be taken in order 
to remain an organization that constantly 
progresses and remains at the forefront 
of innovation? and finally, what are the key 
indicators Ceos need to take on board to 
implement such a strategy and how will they 
add value to the bottom line (without being 
overwhelmed by indicators!) ?

Remaining static is no longer a viable strategy 
for companies. ten years ago it was still 
possible to predict and plan a company’s 
long term future (the 10 year strategy, then 
the 5 year strategy, later the 3 year strategy,). 
Ceos were able to implement strategies that 
allowed management to work towards and 
achieve their long term targets and goals. now 
a strategy is more a “dynamic” than a “plan”.

today the global financial meltdown and 
changing economic environment means Ceos 
are faced with a state of permanent instability 
and are duty bound to make quick and solid 
decisions. the key to survival is not to fall 
into the trap of adopting strategies based on 
predictions of how the world will look when 
the crisis ends, but to put in place business 
models that are robust enough to remain 
resilient regardless of the crisis, instead of 
being driven by when or if we emerge from 
the current economic and structural turmoil.

yet for many companies who see the 
status quo as the safest option, such a 
strategy requires a journey into uncharted 
territory. it involves remaining agile in the 
face of constant economic uncertainty 
where traditional business models may not 
necessarily work effectively. Faced with the 
prospect of managing an organization where 

a wide range of internal and external factors 
can result in change on a daily basis, Ceos 
now need to transform their businesses by 
designing and implementing new business 
models. key questions such as what path 
the transformation should take or the impact 
of any new business model on governance 
issues as well as the effect on shareholders 
and stakeholders are just some of the 

questions that Ceos will need to address.

Measures that Matter
in this new business landscape, the emphasis 
on “performance evaluation” which restricts 
value creation to boardroom decisions 
will weaken, as the importance of ‘soft’ or 
intangible indicators becomes more evident. 
the management of intellectual capital, 
internal processes and human capital as 
well as the quality of management-board 
relationships are prime examples of 
intangibles that will influence and fuel the 
ability of a company to navigate difficult 
situations successfully going forward. so 
what Ceos currently class as an invisible 
advantage will be the real and right basis to 
enable an organization to create value.

shared value creation will also become an 
imperative and not an option. so part of any 
new strategy will involve creating value for 
an extended community beyond the obvious 
and natural company ecosystem in order to 
provide a bridge between the success of the 
company and its social impact. so value is 
not only created for the shareholders, but 
also by meeting the needs, expectations and 
challenges of society. in other words, social 
value will in future help generate a company’s 
economic value. 

InnovatIon: the new 
paradIgM
in order to achieve these goals, Ceos need 
to innovate. in the past, innovation was 
measured by indicators such as continuous 
improvements in productivity. such measures 
are no longer sufficient. Why? because 
improvements in productivity alone do not 
create value beyond the company itself. it 
ignore the social impact of a company’s 
actions and as a consequence destroys value 
in its ecosystem, which can eventually lead to 
the long term demise of the company itself. 

Now a sTraTegy  
is More a dyNaMic 
ThaN a pLaN

 sTraTegy alignment

miguel de fontenay, managing Partner 

global Consulting



Detailed information available 
 on www.mazars.com

innovation is now much more complex.  
if we accept that in the future value creation 
will come from intangibles such as internal 
processes and management of human capital 
as well as the quality of management-board 
relationships, then innovation in each of 
these areas will be crucial to success.  as a 
long term solution to the crisis, innovation 
requires Ceos to address their current fear 
of what lies ahead and have confidence in the 
future. With such confidence comes the ability 
to steer a course through market stagnation 
by using innovation as the engine of growth. 
in correlation, the question is raised of the 
nature and level of risk a company and its Ceo 
are ready to endorse.

ManagIng enterprIse rIsk
this wider approach to managing the uncertainty 
a company faces, be it social, reputational, 
political, economic or environmental, involves a 
move away from individual risk assessment to 
a more ‘holistic’ enterprise risk management 
(eRm) framework. 

at the same time organizations need to ensure 
that these wider risk management indicators 
do not stifle innovation. Whether innovating in 
services, marketing, profit zones, strategy or 
governance, Ceos will be required to balance 
risk anticipation, risk management and risk 
taking in order to ensure they are taking on 
board the appropriate level of risk necessary 
for innovation and new ideas to blossom and 
succeed, as well as sometimes fail.

huMan capItal: More 
IMportant than ever
one of the major challenges an organisation 
faces is finding the right approach to its ‘star’ 
asset - the people within an organisation.  
intrinsic to the future success of any enterprise 
will be its ability to converge its organization 
(people, people and processes, people and 
functions) not only on a given strategy 
but, more importantly, on the fluctuations 
of that strategy and the impacts of this 
“dynamic” inside and outside the enterprise. 
it requires a close look at the agility of the 
organization as well as interactions between 
board, management bodies and the overall 
company. how can we make each and every 
person aware of the vision, and dynamic, of 
the strategy?  how can we ensure that both 
individuals and teams are motivated and work 

towards a common and continuous alignment 
with every single component of the strategy 
- year after year, month after month and day 
after day? the right approach to a company’s 
human capital is more important than ever 
in an economy where ‘intangible‘ assets are 
seen as value drivers.

MovIng towards a Model of 
MonetIsatIon
the ability to put a financial measure on 
something that is not ‘tangible’ is also 
something Ceos need to address. on a 
global scale, success now depends not only 
on a company’s financial strength, but on 
the success of intangible indicators. these 
indicators include  the management of 
intellectual and human capital, the company’s 
approach to human rights and diversity of 
culture, as well as the overall strength of the 
link between a company’s success and its 
social impact. the challenge going forward 
will be to demonstrate how these intangible 
indicators add value to a company.  

We are already seeing examples of how 
intangible indicators can be monetised. the 
gradual introduction of benchmarks and 
tools to monitor brand impact now offers a 
means to quantify the worth of intangibles 
to a company. less developed is an accurate 
measure of the impact that a company’s 
human rights record has on performance. as 
we have seen with apple and nike, breaches 
of human rights can increasingly be captured 
instantaneously on social networks resulting 
in widespread media attention. despite this, 
negative publicity has done little to stifle 
admiration for both companies, nor their 
status as global superbrands. yet how long 
can we rely on this? For companies who do 
not or never will possess such brand power, 
the detrimental effects of such negative 
publicity will at some point surely result in a 
loss of company value.

as we head into an era where the call for 
business to align more with the environment 
and society within which it operates is 
growing ever stronger, measuring success 
in these areas will play an important role in 
value creation.

success Now 
aLso depeNds 
oN iNTaNgibLe 
iNdicaTors 
iNcLudiNg  The 
MaNageMeNT of 
iNTeLLecTuaL aNd 
huMaN capiTaL.

 sTraTegy alignment

coNTacT
Mazars

Miguel de Fontenay
Partner - Gloabl Consulting Leader
E-mail: miguel-de-fontenay@mazars.fr

61 rue Henri Regnault
92075 Paris-La défense France
Tel. +00 (0)1 49 97 60 00
 

Mazars is preseNT iN 5 coNTiNeNTs

Mazars is aN iNTerNaTioNaL, iNTegraTed aNd iNdepeNdeNT, orgaNisaTioN speciaLisiNg 
iN audiT, advisory, accouNTiNg, Tax aNd LegaL services. 

as aT 1sT JaNuary 2013, The group operaTes iN 71 couNTries, aNd draws oN The experTise 
of 13,500 professioNaLs To assisT coMpaNies – MaJor iNTerNaTioNaL groups, sMes, 
privaTe iNvesTors – aNd pubLic bodies, aT every sTage iN Their deveLopMeNT

 
layout: Mazars communication - photo©thinkstock


