Vision to Reality:  Simply Make Vision Real!

We have a vision!

How often we hear of an organization’s vision ‘posted’ here and there, yet few of the employees know how the visionary sentiments pertain to them and their work.  There is a way to make the vision fully tangible and meaningful for everyone, including the customer to be served – just translate the vision into real terms with a set of questions from the customer’s perspective. .

So that we are on the same page about what is a vision, let’s take a moment to articulate our definition of a vision.   A vision is a future view of the organization or its activities while we powerfully carry out our work, i.e., we work our mission.  We consider the mission of an organization a statement about what it does on a daily, monthly, and ongoing basis.  It is the doing part of the organization.  The vision, on the other hand, is a statement describing what the organization or service will become sometime in the future – it’s the becoming part.  Said differently, if we conscientiously do our work, we will be moving toward our vision.   

So What?

Here is how you can translate your vision to reality.  Consider the impact of your vision from the perspective of the customer and ask what they would expect if they read your vision statement.  If you ask a sequence of key questions, then you will be able to define what your organization needs to do (mission) to meet the customer’s expectations.  Once you are at the level of mission, it is not a far reach to identify specific activities and tasks down to the hourly laborer.  It’s that simple!

We illustrate the thinking process with a vision from a service company, “to be the first called when a business needs help.”   This vision suggests that this company provides service in a special way.  From the customer’s perspective, I might consider the following set of questions:  1) By reading this vision as a new customer, what would be my impression of this service company?  2) Were I to go visit this company, what would I expect to find?  3) What might I surmise about their processes and procedures?  4) What would I expect of their products and services?  5) What might I expect in meeting their people? 

Translate the Vision

Now create a table with these questions in the first column.  You might label the first column “Logical Questions.”  In the second column answer these questions from the customer’s perspective, and label this column “Our Desired State.”  Name the third column “Gap” and label the fourth column “Our Current State.”  OK.  Let’s examine each question to give them more substance.

Impression.  Impressions are what we all form when our senses experience something.  We form an impression of the situation.  When a customer reads or hears your vision statement, they immediately form an impression.  Be the customer and see what impression you get from your vision.  In the example above the vision is, “to be the first called when a business needs help.”  What impression do you receive about this company?  Hear are some responses:  they must have breadth of knowledge and experiences, they must be smart and intelligent, they appear to be a confident firm, they must have good people, they probably respond quickly.  No question, the vision statement sets up expectations.

Expect to find.  If I were a customer and visited this company, I would expect to sense energy in the firm.  I would see efficiencies.  The place would appear to hum along like a fine tuned clock.  The people would seem to move about with purpose.  I might expect reading material and signs of continuing education, where there is an impression that this firm stays current in understanding the business environment and new ideas.

Processes and Procedures.  I might imagine that this company’s processes and procedures are fine tuned and optimized to get work done in serving customers.

Products and Services.  I would definitely expect their work products to be the best, that what they provide customers are as good or better than any one could find anywhere.  I would expect that they stand behind what they provide – and with pride.  I would expect recognition and awards received for what they have provided in the past.  I would expect they have letters of commendation and recognition for their customer service focus.

People.  I would expect bright, energetic leadership and staff who have passion about what they do.  I would expect them to move about with purpose.  I would also expect friendly, customer savvy and customer focused people.  I would expect to sense high expectations versus workaday malaise.

When you have completed the chart, you will see that the customer’s expectations sets up for you the desired state in the customer’s mind.  While some of the expectations may be high and not be realistic goals, it is, nonetheless, important to now align your processes, products/services, and people as close as possible to what your vision effectively defines.  Processes may need to be improved or changed.  Products and services may need to be enhanced, changed, or repackaged in order to meet expectations.  Everyone in the firm needs to know what the customer expects to see when they meet them.  When you compare what the customer expects and what you are currently doing and providing, are there gaps in delivering on expectations? What type of training will help close the gap between the desired state and the current one?  Finally, your existing mission statement needs to be reviewed to be certain it reflects the needed efforts to address the vision’s expectations.

If you have a vision statement, you now know that if you do not understand what the customer “sees” in their mind, then there will be a disconnect between what you say in your vision and what you exhibit as a company.  If you want to be competitive, what you say and what you do needs to be coherent and fully aligned, something about walking-the-talk!
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