Strategic Business Goal Framework				       
STRATEGIC BUSINESS GOAL FRAMEWORK

Company Name: __________________________
Date: ______________________________
Planning Cycle: [e.g., Q1 2024 / FY 2024]

Phase 1: Foundation & Vision
1. Core Identity
· Mission (Why we exist):
· [Insert Mission Statement]
· Vision (Where we want to be):
· [Insert Vision Statement]
· Values (How we behave):
· [Value 1]
· [Value 2]
· [Value 3]
2. Situational Analysis (SWOT)
· Strengths (Internal):
· [e.g., Skilled team, strong cash flow, proprietary tech]
· Weaknesses (Internal):
· [e.g., Poor location, high staff turnover, weak brand awareness]
· Opportunities (External):
· [e.g., Growing market demand, new supplier, competitor weakness]
· Threats (External):
· [e.g., New regulations, rising ingredient costs, new competitor]
3. Strategic Pillars (The 3-5 key focus areas)
· Pillar 1: [e.g., Operational Excellence]
· Pillar 2: [e.g., Customer Experience]
· Pillar 3: [e.g., Product Innovation]



Phase 2: Formulation & Definition
4. Long-Term Strategic Objectives (1-5 Years)
· Objective A (relating to Pillar 1):
· [e.g., Become the lowest-cost producer in our region without sacrificing quality.]
· Objective B (relating to Pillar 2):
· [e.g., Build a community of raving fans who prefer us over competitors.]
· Objective C (relating to Pillar 3):
· [e.g., Be recognized as the most innovative provider of [Product/Service] in our sector.]
5. Annual Goals (OKRs)
· Objective 1: [Derived from Long-Term Objective A]
· Key Result 1.1: [Metric from X to Y by when]
· Key Result 1.2: [Metric from X to Y by when]
· Key Result 1.3: [Metric from X to Y by when]
· Objective 2: [Derived from Long-Term Objective B]
· Key Result 2.1: [Metric from X to Y by when]
· Key Result 2.2: [Metric from X to Y by when]

6. Supporting Initiatives (Action Plans)
· For Objective 1:
· Initiative 1.1: [Specific project to drive KR 1.1]
· Initiative 1.2: [Specific project to drive KR 1.2]
· For Objective 2:
· Initiative 2.1: [Specific project to drive KR 2.1]

Phase 3: Execution & Management
7. Resource Allocation & Ownership
· Budget Summary: [Total allocated budget for initiatives]
· Key Owners:
· Objective 1 Owner: [Name/Title]
· Objective 2 Owner: [Name/Title]
8. Cadence of Accountability
· Weekly Check-ins: [Day/Time - e.g., Monday 9:00 AM]
· Monthly Reviews: [Day/Time - e.g., Last Friday of the month]


Phase 4: Review & Evolution
(To be completed at the end of the cycle)
9. Objective Scoring (0.0 - 1.0)
· Objective 1 Score: [Score]
· Reflection: [What worked? What didn't?]
· Objective 2 Score: [Score]
· Reflection: [What worked? What didn't?]

10. Lessons Learned & Feed Forward
· What we will start doing:
· [Action 1]
· What we will stop doing:
· [Action 1]
· What we will continue doing:
· [Action 1]



Example - "The Slice" Pizza Restaurant
Company Name: The Slice Pizza Restaurant
Date: January 15, 2024
Planning Cycle: Fiscal Year 2024

Phase 1: Foundation & Vision
1. Core Identity
· Mission (Why we exist): To bring people together over the simple joy of authentic, high-quality pizza made with love.
· Vision (Where we want to be in 5 years): To be the undisputed favorite local pizzeria in every neighborhood we serve, known for our community vibe and legendary slices.
· Values (How we behave):
· Quality Obsessed: We use the freshest ingredients, no shortcuts.
· Community First: We treat every customer like a neighbor and friend.
· Hustle & Heart: We work hard, stay positive, and take pride in every pie.
2. Situational Analysis (SWOT)
· Strengths (Internal):
· Secret family sauce recipe (highly differentiated).
· Loyal, long-tenured Head Chef.
· Prime location near a university (high foot traffic).
· Weaknesses (Internal):
· No online ordering system (phone-only).
· Dining room is dated and uninviting.
· High dependence on the owner for daily operations.
· Opportunities (External):
· New student housing complex being built 2 blocks away.
· Rising trend in contactless delivery and pickup.
· Local "Restaurant Week" event participation.
· Threats (External):
· A new national chain pizza place opening across the street.
· Inflation causing mozzarella and flour prices to fluctuate.
· Staffing shortages in the local hospitality industry.
3. Strategic Pillars (The 3 key focus areas)
· Pillar 1: Operational Efficiency & Digital Growth
· Pillar 2: Elevated Customer & Dining Experience
· Pillar 3: Strategic Community Engagement

Phase 2: Formulation & Definition
4. Long-Term Strategic Objectives (1-5 Years)
· Objective A (relating to Pillar 1): Modernize operations to capture the growing digital delivery market and reduce reliance on phone-in orders.
· Objective B (relating to Pillar 2): Transform the restaurant into a "third place" (home, work, Slice) where customers want to hang out.
· Objective C (relating to Pillar 3): Become the go-to catering and event partner for local schools, businesses, and sports teams.
5. Annual Goals (OKRs) for 2024
· Objective 1: Capture the digital-native customer. (Pillar 1)
· Key Result 1.1: Launch a functioning online ordering platform by March 31.
· Key Result 1.2: Drive 40% of total orders through digital channels (web/app) by December 31. (Baseline: 0%).
· Key Result 1.3: Increase average order value by 15% through digital upselling (e.g., suggesting toppings/drinks). (Baseline: $22).
· Objective 2: Revitalize the in-restaurant vibe. (Pillar 2)
· Key Result 2.1: Complete dining room renovation (new seating, paint, local art) by June 1.
· Key Result 2.2: Increase dine-in traffic by 25% during dinner hours (Mon-Thurs). (Baseline: 50 covers/night).
· Key Result 2.3: Achieve a 4.5-star rating on Google and Yelp for "atmosphere." (Baseline: 3.8 stars).
· Objective 3: Deepen local business partnerships. (Pillar 3)
· Key Result 3.1: Secure 5 new corporate catering accounts for weekly lunch meetings.
· Key Result 3.2: Cater 3 university student organization events during the Fall semester.
· Key Result 3.3: Launch a "Pizza for A's" program (free slice for good grades) with the local high school by September.
6. Supporting Initiatives (Action Plans)
· For Objective 1 (Digital):
· Initiative 1.1: Research and contract with an online ordering software provider (Toast/Slice).
· Initiative 1.2: Integrate POS system with the new platform and train staff.
· Initiative 1.3: Run a "Order Online, Get a Free Topping" social media campaign for launch.
· For Objective 2 (Vibe):
· Initiative 2.1: Source 3 local artists for a rotating gallery wall.
· Initiative 2.2: Introduce "Trivia Tuesdays" and "Acoustic Wednesdays" to drive mid-week traffic.
· Initiative 2.3: Retrain front-of-house staff on hospitality standards.
· For Objective 3 (Community):
· Initiative 3.1: Create a simple "Corporate Lunch Menu" one-pager for sales outreach.
· Initiative 3.2: The Owner to attend the High School PTA meeting to propose the "Pizza for A's" program.

Phase 3: Execution & Management
7. Resource Allocation & Ownership
· Budget Summary: $35,000 allocated (Renovation: $20k, Digital Setup: $5k, Marketing: $5k, Catering Outreach: $5k).
· Key Owners:
· Objective 1 Owner: Maria (General Manager)
· Objective 2 Owner: Tariq (Head Chef)
· Objective 3 Owner: Sara (Owner/Marketing Lead)
8. Cadence of Accountability
· Weekly Check-ins: Every Tuesday, 8:30 AM (15 mins, standing meeting).
· Monthly Reviews: Last Thursday of each month, 2:00 PM (1 hour, deep dive on Key Results).


Phase 4: Review & Evolution (To be completed Dec 2024)
9. Objective Scoring (0.0 - 1.0)
· Objective 1 (Digital) Score: 0.9
· Reflection: Launch was smooth (KR1). Digital orders hit 38% (slightly under 40% target, but great). Average order value increased 18%, exceeding target due to effective upselling prompts. What worked: The "free topping" launch promo was a huge hit.
· Objective 2 (Vibe) Score: 0.5
· Reflection: Renovation finished late (July) due to contractor delays (KR1 failed). Trivia nights are packed (KR2 success), but weeknight traffic only increased 15%, not 25%. Atmosphere rating is now 4.2 stars, not 4.5. What didn't: The renovation delay hurt momentum, and acoustic nights were poorly attended.
· Objective 3 (Community) Score: 0.7
· Reflection: Secured 4 of 5 corporate accounts (KR1). Only catered 2 of 3 university events (KR2). "Pizza for A's" launched successfully and was featured in the local paper (KR3). What worked: The corporate lunch menu is a clear winner.

10. Lessons Learned & Feed Forward (for 2025)
· What we will start doing:
· We will create a standard "Event Night Playbook" so new hosts can run trivia/acoustic nights without reinventing the wheel.
· What we will stop doing:
· We will stop trying to force "Acoustic Wednesdays"; our crowd prefers high-energy trivia. We will double down on trivia.
· What we will continue doing:
· Continue aggressive digital marketing; it worked.
· Continue the corporate catering outreach program; it has high ROI.
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