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Establishing Company Objectives

Demand Driven Strategic Planning 
Chapter 04



Ask Questions and Exams

Diagnosis

Recommendations

 Document Analysis and Financial 
Reporting

 Interviews with managers, employees 
and various involved in operations 
(customers, suppliers, among others)

 Analysis of internal and external 
environment

 “Patient” be honest and actively 
participate in this early phase

 Select important information and 
data

 Presentation of the results of these 
“exams”

 Consolidation of strengths and 
weaknesses

 Consolidation of opportunities and 
threats

 Detailing of strategic projects
 Proposition of “remedies” and 

“therapies” according to what was 
diagnosed

 Can be painful for some organizations
 Implementation and execution of this 

plan.

Doctors & Managers
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Characteristics of the Objectives

Table 4.1 Characteristics of the objectives.

Source: Adapted  based on Oliveira (2002) and contributions of Kotler (1997).

CHARACTERISTIC DESCRIPTION

Hierarchical 
The objectives must be arranged on hierarchical scales, showing which have priority. It would also
be interesting to clarify how the priorities were established.

Numbers 

must appear
Where possible, objectives must be quantifiable, allowing analysis of results over time.

Realistic
The objectives must be obtained from an analysis of opportunities and threats in the environment
and from the strengths and weaknesses of the company, as well as the company’s resources and
not from the personal ambitions or opinions of executives and employees.

Consistent
A company may have several objectives and important challenges simultaneously; but they must be
consistent with each other.

Clear
The objectives must be clear, simple to understand, understood by all involved in the process; and
they should be in written form.

Communicated
The purpose and the content of the objectives must be communicated, direct or indirectly, to all
staff involved.

Separated 

Into functional objectives

The corporate objectives of the company must be divided into specific objectives for each
functional area of the company (marketing, human resources, finance, and production, etc.).

Motivators They must motivate staff to develop and implement strategies in order to fulfill the objectives.



Agenda – Objectives
(Chapter 04)

4.1 - Characteristics of Objectives

4.2 – Examples of Tables

4.3 – Cases



Worksheet Showing the Main DDSP Objectives of a Company

Criteria 2016 2017 2018 2019

Income ($)

Profit

Sales Margin

Market Share

. . .

Table 4.2 Worksheet showing the main DDSP objectives of a company.

Source: Developed  by the author.



Sales Distributed 
Geographically 

2016 2017 2018 2019

Business Unit 1

Business Unit 2

Business Unit 3

External Market 

Table 4.3 Worksheet showing the main DDSP objectives of a company.

Source: Developed  by the author.

Worksheet Showing the Main DDSP Objectives of a Company



Worksheet Showing Geographical Distribution Of Sales Objectives

Sales Objectives by 
Product Lines

2016 2017 2018 2019

Line 1

Line 2

Line 3

Table 4.4Worksheet showing geographical distribution of sales objectives.

Source: Developed by the author.



Worksheet Showing Major Growth Rate Objectives by Target Segment

Growth Rate 2016 2017 2018 2019

Target Segment 1

Target Segment 2

Target Segment 3

Table 4.5 Worksheet showing major growth rate objectives by target segment.

Source: Developed  by the author.

Chapter 4

Establishing Company Objectives
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Olam Strategic Plan 2019-2024



Key Trends for Olam Strategic Plan 2019-2024

Source: Olam Strategic Plan 2019-2024



Source: Olam Strategic Plan 2019-2024
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