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The Five Acts  
to close the  
strategy-to-execution 
gap



Fem strategiska handlingar som kan 
transformera din verksamhet

PwC:s Strategy& har undersökt hur världens mest 
framgångsrika företag har lyckats transformera sin 
verksamhet för att få en mer unik marknadsposition. 

I boken ”Strategy That Works”, som ges ut av Harvard 
Business Review Press, presenterar vi fem konkreta 
strategiska handlingar som ligger bakom framgången 
för företag som IKEA, Amazon, Apple och Starbucks. 
I den här miniboken får du en snabb överblick, och en 
introduktion till var och en av de fem handlingarna.

Företag ska:

1.  Commit to an identity 
	 Identifiera	tre	till	sex		för	företaget	unika	nödvändiga	

färdigheter	(capabilities).	Baserat	på	de	identifierade	
färdigheterna kan en unik identitet bestående av en 
vinnande strategi och ett värdeskapande kunder-
bjudande utformas.

2. Translate the strategic into the everyday
	 Detaljera	och	utveckla	de	tre	till	sex	nödvändiga	

färdigheterna samt kartlägg hur de ska fungera 
tillsammans för att leverera på strategi och kunder-
bjudande.

3. Put your culture to work
	 Identifiera	ett	fåtal	kritiska	beteenden	som	samspe-

lar med företagets unika identitet och sprid dessa i 
organisationen genom att låta utvalda kulturbärare 
få	större	inflytande.	

4. Cut costs to grow stronger
 Undvik generella kostnadsbesparingar. Genomför 

istället riktade insatser för att frigöra medel som kan 
återinvesteras för att utveckla företagets nödvändi-
ga färdigheter och unika identitet.
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5. Shape your future
 Skapa företagets egen framtid istället för att anpas-

sa sig efter övergående trender.

Väl genomförda, säkrar de fem handlingarna en högre 
tillväxt,	högre	lönsamhet	och	bättre	avkastning	i	 
genomförda M&A:s.

Vi hoppas att du får inspiration till ditt företags fortsatta 
utveckling.

Trevlig läsning!

Peter Nyllinge
Vd 



There’s a problem 
in business today.
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executionstrategy

Strategy doesn’t connect to  
execution. There’s a disconnect  
between what companies aim to 
achieve and what they’re able to  
do: A strategy-to-execution gap. 
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Leaders know there’s a problem…

of	senior	executives	
don’t think they have  
a winning strategy.50%+

executives	admit	their	overall	
strategy isn’t well understood 
within their own company.

4 out of 5
admit they don’t have 
the capabilities needed 
to create value.

2 out of 3
are	very	confident	
they will realize their 
growth targets.

2 out of 5
only

concede they are missing 
major opportunities in  
the market.9 out of 10

Source: Strategy& survey of 4,400+ senior executives, Fit for Growth* survey of 500+ senior executives. 
*Fit for Growth is a registered service mark of PwC Strategy& LLC in the United States.
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Many companies that are struggling seem to  
be doing all the right things. But all the right  
things — all the usual moves — can go wrong. 
Conventional practices lead to conventional  
places. It’s a trap — one that leads companies 
directly	into	the	strategy-to-execution	gap.	

Too many companies:

  Focus on growth...and end up getting 
trapped on a growth treadmill

  Pursue functional excellence...and end up 
striving to be world-class at everything but 
mastering nothing 

  Reorganize to drive change...and end up 
constantly organizing and reorganizing

  Go lean across the board...and end up  
cutting not just fat but also bone

  Strive to become agile and resilient...and 
end up constantly reacting to market changes

...and they’re frustrated, because often  
they seem to be making all the right moves. 
But they are not getting the right results.
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But some companies have solved the  
problem by bucking the conventional  
wisdom.

They’ve succeeded over time  — and  
transformed the competitive landscape  —  
by closing the strategy-to-execution gap.

Trademarks reproduced herein are the property of their respective owners. Their use is for illustrative  
purposes only and does not imply any affiliation or endorsement with or by the trademark owner.
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We did a decade of research  
to find out how they did it.
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Why do they succeed? 

How do they close the gap? 

They put capabilities  
at the center of  
everything they do.
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Each of these companies has its own way of  
competing, but they all have one thing in common:  
They build a few distinctive capabilities, then use them  
to win. Their capabilities are based on a unique identity. 
They’re the basis for all of the company’s products and 
services.	Capabilities	tie	strategy	and	execution	together.	 
Capabilities are what allows a company to truly  
differentiate	itself	and	to	get	the	work	done.

  Apple: It’s not just the genius of Steve Jobs; it’s a 
deep understanding of how people live and work,  
and how technology can help them.

  IKEA:	It’s	not	just	flat-pack	furniture;	it’s	the	integra-
tion of key capabilities — design and supply chain — 
that	improves	people’s	lives	at	extremely	low	cost.

  Danaher: It’s not just creating a conglomerate of 
high-performing companies; it’s using a proprietary 
approach to continuous improvement, the Danaher 
Business System, to generate consistently strong 
results in carefully chosen acquisitions.

  Natura Cosméticos: It’s not just a line of high- 
quality Brazilian cosmetics; it’s a specialized,  
relationship-driven way of developing, producing,  
and selling beauty products that promote  
well-being, not eternal youth.

  Haier: It’s not just appliances from China; it’s the  
capability to rapidly tailor products and services for 
local	markets	and	specific	customer	needs.

  Amazon: It’s not just a huge assortment of products 
and services; it’s the ability to make online shopping 
simple, accessible, and continually more convenient.
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The payoff

Companies that put capabilities at the center 
and avoid the conventional wisdom become  
coherent.	They	are	able	to	link	strategy	to	execution	
and achieve impressive results.
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They are 3 times 
as likely to report 
above-average 
growth.

They grow faster.

%	companies	more	profitable	 
than industry average

Incoherent
companies

Coherent
companies

17%

56%

% companies growing faster  
than industry average

Incoherent
companies

Coherent
companies

23%

58%
They are 2.5 
times as likely to 
report above-  
average profits.

They are more profitable.

They make better deals.

Capabilities- 
driven deals Limited-fit 

deals

4.4%

-9.8%

Capabilities-driven deals 
generate annual TSR that 
are 14.2% points higher 
than those of deals with 
limited capabilities fit.

+14.2% points

(leverage or enhancement)

Annual total shareholder returns 
(TSR)	vs.	market	index

Source: Strategy& survey of 4,400+ senior executives; “Deals That Win” by J. Neely, John 
Jullens, and Joerg Krings, strategy+business (July 2015).
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How do some companies  
master their markets while  
others fall by the wayside?
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There’s  
one answer —  
in Five Acts.

1 2 3 4 5 
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Five Acts of  
unconventional 
leadership
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1

2

3

4

5

Commit to an identity

Put your culture  
to work

Cut costs to  
grow stronger

Shape  
your future

Translate the strategic  
into the everyday
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act  one

Commit to an identity

You are what you do, not what you sell
Companies that connect strategy with  
execution make clear choices about who  
they are, and stick to them over time.
Companies win by making choices about who 
they are. They define and develop a value prop-
osition that sets them apart. They identify the few 
capabilities that will enable them to deliver on this 
way to play more effectively than anyone else. 
They build and expand their portfolio of products 
and services, always in line with their distinctive 
capabilities. In short, these companies deliberately 
commit to an identity based not on what they sell, 
but on what they do.

1
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Way to play
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Growth, change, and identity

Most companies pursue many diverse growth avenues. 
They do this in the name of agility, or with the idea that if they 
try	a	lot	of	things,	they’ll	be	more	likely	to	find	a	path	that	
works. But true agility does not come from pursuing growth 
wherever it can be found. It comes from pursuing opportuni-
ties where your capabilities system gives you a right to win.

The building blocks of a 
winning identity

coherence

Your company has a 
clear	and	differentiated	
way of creating value 
for customers. 

The engine of value  
creation is the 3-6  
capabilities that allow 
you to deliver your value 
proposition.

All products and services 
leverage your unique 
capabilities system.
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1
Apple
You know it as the visionary that transformed  
technology — and then did it again. First, it created  
the “computer for the rest of us.” Decades later, it  
gave us an interconnected ecosystem of iPhones,  
iPads, iMacs, and Apple Watches: elegant devices  
that we turn to for a comprehensive world of creative  
work and creative play.

It’s all thanks to the genius of Steve Jobs, right?

Partly, yes. But many building blocks make Apple the 
Apple we know today. It adds value for customers by 
creating a “digital lifestyle.” It has developed a  
powerful capabilities system, consisting of consumer  
insight, intuitively accessible design, technological  
integration, and breakthrough innovation. It has created 
a unique portfolio: an “ecosystem” of interconnected 
products and services, including devices, software, and 
third-party apps and content. All of these add up to the 
Apple	identity	and	experience	for	consumers	around	the	
world. As it moved from computers to music devices to 
smartphones to tablets to wearables, Apple has stayed 
true to its identity.
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Apple’s identity profile
With headquarters in Cupertino, California, Apple had 
the highest total shareholder value of any company in 
the world in 2015. Also, in surveys of business leaders, 
Apple is consistently ranked as the world’s most inno-
vative company.*

Way to play  
(value proposition) 
Apple combines the 
roles of innovator, 
aggregator, and  
experience	provider.	
Its computers, tablets, 
and smartphones form 
the hub of a single 
digital system enabling 
consumers to easily 
manage media  
production,  
consumption, and 
communications. 

Capabilities system

•		Consumer	insight
•		Intuitively	accessible	design	
•		Technological	integration
•		Breakthrough	innovation

Portfolio of products  
and services 
Apple designs,  
manufactures, and 
markets mobile 
communication and 
media devices, per-
sonal computers, and 
portable digital music 
players, plus related 
software and online 
services.

1

* Source: “Innovation’s New World Order” by Barry Jaruzelski, Kevin Schwartz,  
and Volker Staack, strategy+business (October 2015).
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Build your own distinctive greatness
Winning companies create a blueprint that  
defines their most distinctive capabilities.  
They build and refine them, and then bring  
them to scale across the enterprise.
The capabilities that set a company apart are 
complex and highly cross-functional combinations 
of processes, tools, knowledge, skills, and organi-
zation. It takes a great deal of focus and expertise 
to blueprint, build, and scale these  
capabilities. But if they could be created  
overnight, they wouldn’t be worth much,  
because anyone could copy them. 

Translate the strategic  
into the everyday

act two

2
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Breaking down functional silos

The most distinctive capabilities are highly cross-functional. 
In order to scale these capabilities throughout the organiza-
tion, companies need to break down functional silos. There 
are two major ways of achieving this:

•  Cross-functional teams: Companies create long-standing 
innovation	groups.	For	example,	to	facilitate	the	launch	of	
new products, they create a team that brings together  
functional skills including R&D, marketing, customer  
insights, and IT.

 •  Formal capabilities teams: These operate outside the 
formal	structure	entirely.	They	are	led	by	top	executives	 
with	newly	created	job	titles,	such	as	chief	digital	officer	or	
chief	innovation	officer.

If you are a functional leader, you should not wait for these 
changes	to	affect	you.	You	should	take	the	first	step	by	help-
ing evaluate the current status of the company’s capabilities 
system and suggesting ways to bring it close to its potential. 

To translate the strategic into the everyday, blueprint,  
build, and scale your distinctive capabilities: 

Blueprint: Start with 
the desired outcome — 
your value proposition 
— and design in detail 
the 3–6 capabilities you 
need to deliver on it.

Build: Develop and 
sharpen your capa-
bilities. Innovate new 
practices that can’t be 
copied easily. Consider  
buying companies for  
their capabilities.

Scale:	Extend	the	 
capabilities across  
the organization.

Capability: a well-designed combination of processes, tools, 
knowledge, skills, and organizational design that delivers a 
specific	outcome.	Your	capabilities	system	is	the	group	of	3–6	
distinctive	capabilities	that	differentiate	you	from	other	com-
panies and that allow you to deliver on your value proposition. 
These critically important capabilities do not stand alone. 
They are part of a mutually reinforcing system, which is the  
key	to	a	company’s	differentiation.
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IKEA
Two statements make IKEA what it is. “To create a better 
everyday life for the many people,” said founder Ingvar 
Kamprad, laying out the value proposition. “You do your 
part. We do our part. Together we save money.” That 
describes how IKEA works with its customers. 

Want to see those statements come to life? Visit an IKEA 
warehouse	store,	where	consumers	find	the	“flats”	that	
they’ll have to assemble themselves. Consumers do it 
because the price is right, the furniture will look good, 
and	the	in-store	experience	is	something	they	enjoy.	
IKEA knows how consumers live and aspire to live.  
That	knowledge	creates	the	retail	experience.	

Or	visit	the	designers.	You	won’t	find	them	working	
alone in a studio. You’ll discover that they’re in close  
collaboration with colleagues in manufacturing and 
sourcing	—	so	the	designs	that	come	off	the	drawing	
board	are	already	optimized	for	supply	chain	efficiencies	
and low cost — which, of course, attracts consumers.

IKEA created a blueprint — streamlined and integrated 
design, manufacturing, and distribution that removed  
intermediaries and reduced cost. It built those capabilities, 
creating its self-serve warehouse stores and connecting 
design, manufacturing, and sourcing. It scaled up those 
capabilities in its global manufacturing centers, distri-
bution networks, and retail stores. From supply chain 
to design to manufacturing to retail, IKEA’s distinctive 
capabilities deliver on the enterprise’s strategy. 

2
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IKEA’s identity profile
Founded in Sweden, IKEA is the world’s leading  
home furnishing brand.*

Way to play  
(value proposition)  
IKEA delivers value as 
a low-price player and 
experience	provider.	
It creates a better 
everyday life at home 
for many people around 
the world — providing 
functional and stylish 
home furnishings at 
very low prices with a 
high level of customer 
engagement. 

Capabilities system

•		Deep	understanding	of	how	
customers live at home

•		Price-conscious	and	stylish	
product design

•		Efficient,	scalable,	and	
sustainable operations

•		Customer-focused	 
retail design

Portfolio of products  
and services 

Known	for	its	flat-
packed furniture and 
its self-pick, self-carry, 
and self-assembly 
model, IKEA sells  
affordable	furniture	
and other home- 
oriented products  
that combine style 
and durability.

2
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3

Culture is an asset that can’t be duplicated
Culture can reinforce strategy — or undermine 
it. At companies where strategy doesn’t connect 
to execution, executives complain about culture. 
They say employees reject strategy and resist 
change. But winning companies view their  
culture as their greatest asset.

Put your culture  
to work

act three
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Extraordinary cultures are distinctive — each outstand-
ing company has its own. But they’re marked by a few  
common traits: emotional commitment (everyone buys in), 
mutual accountability (people hold one another to  
high standards), and collective mastery (a	unified	culture	
makes the whole more than the sum of its parts).

To advance your culture, don’t change it outright 

Focus instead on the “critical few.” Identify a critical  
few behaviors that you want to spread throughout  
the organization. Empower a critical few managers  
and employees who have the behaviors you want to  
see more of. Leverage a critical few emotionally  
resonant attributes that tie closely to the identity  
of the company. 
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Natura Cosméticos 
and Danaher
It’s hard to imagine two companies with cultures  
more	different	than	Natura	Cosméticos	and	Danaher.	
The Brazilian cosmetics leader is warm and inclusive. 
The high-performance instrument manufacturer is  
tough and no-nonsense. 

Natura is all about building relationships — with  
colleagues, consumers, and suppliers, always keeping  
in mind the natural environment of the Amazon basin 
that the company has committed to protect. That web  
of relationships — and the connections people feel  
with	one	another	—	is	at	the	heart	of	how	Natura	 
does business.

Danaher is all about process and striving for improve-
ment. The Danaher Business System brings order and 
discipline to companies throughout Danaher’s portfolio. 
It’s a tell-it-like-it-is culture — not a culture of hugs  
and relationships. 

Each culture is distinctive. Each culture drives  
the company’s strategy and accounts for its  
extraordinary	success.

3
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Natura’s identity profile
The leading cosmetics company in Brazil had  
revenues of US$2.6 billion in 2014.

Way to play  
(value proposition) 
Natura	is	a	relation-
ship-focused  
experience	provider,	
selling products that 
promote well-being, 
relationships, and 
connection to nature. Capabilities system

•		Direct-sales	distribution
•		Rapid	innovation
•	Operational	prowess
•		Creative	sourcing
•		Sustainability-related	 

management

Portfolio of products  
and services 

Natura	develops,	
produces, and sells 
personal-care  
products, mainly  
in Latin America.

3
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Danaher’s identity profile
Danaher is a group of companies that produce  
industrial components, instruments, and other  
devices	for	scientific	and	technological	industries,	 
including life sciences.

Way to play  
(value proposition)  
As a “company that 
builds companies,” 
this consolidator adds 
value through M&A and 
operational	excellence.	

Capabilities system

•	Acquisition	and	integration
•	Leadership	development
•		Intensive	continuous	

improvement (the Danaher 
Business System)

•		Scientific	and	technical	
innovation

Portfolio of products  
and services 

Danaher has grown 
since the mid-1980s 
into a conglomerate 
with almost $20 billion 
in annual revenues 
and 41 businesses 
spanning	five	man-
ufacturing sectors: 
dental, environmental, 
industrial technologies, 
life sciences and  
diagnostics, and test-
ing and measurement.

3
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Free up resources to invest in  
your capabilities
When it’s time to cut costs, leading companies 
don’t slash and burn. They don’t treat costs as 
something separate from strategy. 
Their cost cutting is a form of strategy. They redi-
rect money from things that aren’t strategic  
to fund the things that are. 
The most effective companies spend more than 
their competitors on what matters to them — and 
as little as possible on everything else.

Cut costs to grow  
stronger

act four

4
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A	cost	is	an	expense

Frugality and growth are  
opposing objectives

Across-the-board cost cutting 
is	the	most	effective	way	to	
move fast

A cost is an investment

Strategic frugality  
can drive growth

Cutting everything equally 
is the surest way to kill your 
capabilities system

Cost-cutting  
myths and facts 

Companies that bridge the strategy-to-execution gap know  
that the same sum of cash could be used to fund distinctive  
capabilities — or incoherent activities that hold the company back. 
Rather than managing to a preconceived bottom line, they treat 
every cost as an investment. They base their decisions on where to 
cut and where to invest on the need to support their value propo-
sition and differentiate themselves through their capabilities. Cost 
management itself is a way to make critical choices about identity 
and direction.

factmyth
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4To find funds, use the parking lot exercise

Once you’ve made the important decision to connect  
costs to strategy, you can start to rethink your investments  
in capabilities. To do this, try the “parking lot exercise.”  
It works like this:

•  List all the expenses related to the activities  
of your enterprise

• Move them to a metaphorical parking lot

•  One by one, decide whether or not to let  
them back into the building

Once your expenses are in the parking lot, sort them into four cate-
gories according to how they fit your strategy. If they fit well,  
let them back in — and in some cases increase what you spend 
on them. If they are a poor fit, reduce or eliminate them.

Parking lot exercise for a hypothetical company

Table stakes
These competitive necessities make it  
possible to compete in a sector
•	 Increase	efficiency	and	reduce	costs
•	Maintain	“good	enough”	quality

Lights-on activities
Basic business capabilities, required to  
maintain operations
•	Aim	for	cost	levels	below	your	 
 competition’s
•	 Increase	efficiencies,	outsource

Not required
Legacy investments that do not support  
the strategy
•	Challenge	all	and	eliminate	most
•	Be	parsimonious	with	the	rest
•	Reduce	service	levels

Differentiating capabilities
3–6 distinctive capabilities that provide  
sustained	competitive	advantage,	different	 
for every company
•	 Focus	attention	and	staff	here
•	 Invest	to	reach	exceptional	levels

Current Cost percentages Target 

20%–
30%

40%–
60%

20%–
30%

15%–
25%

15%–
30%

10%–
20%

20%–
40%

 0%–
25%
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Frito-Lay
In the 1990s, PepsiCo’s snack giant was facing intense 
competition. PepsiCo stalwart Roger Enrico, the creator 
of the Pepsi Challenge, took over as Frito-Lay’s CEO. He 
quickly determined that Frito-Lay’s unique advantage — 
its sophisticated distribution network, which gives the 
company the ability to control the retail shelf — was the 
key	to	an	effective	response.	

Knowing that he had to cut costs and improve perfor-
mance, Enrico eliminated a staggering 40 percent of  
Frito-Lay’s annual general and administrative costs, 
laying	off	1,800	managers	and	professionals	in	one	 
traumatic day. But the resources he freed up were  
redeployed into the most critical capabilities  — market-
ing and direct store delivery. Within two years, Frito-Lay  
was back at the top.



 Strategy& | PwC      3 9

FRITO-LAY’S  
IDENTITY PROFILE

Frito-Lay’s identity profile
Frito-Lay makes some of the best-known and 
top-selling savory snacks in the world, owning 
several billion-dollar brands.

Way to play  
(value proposition)  
Frito-Lay is a category 
leader, providing  
ubiquitous access to  
a rapidly changing, 
fresh line of impulse- 
purchase snack 
products.

Capabilities system

•		Rapid,	highly	successful	
product innovation

•		Development	of	local	 
consumer and retail  
marketing programs

•		Direct	store	delivery
•		Consistent	manufacturing	

and quality management

Portfolio of products  
and services 

Frito-Lay	excels	in	
popular branded 
snack foods. In 2015, 
the company main-
tained countless vari-
eties of snack foods, 
which are sorted into 
30 brands. 

4
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“  The best way to predict the  
future is to invent it.”

 Alan Kay
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Be a supercompetitor — create the  
world you need
Over time, focusing on what they do best  
allows the best-performing companies to  
develop capabilities that go beyond their original 
goals. They don’t complain about the state of their 
industry — they reshape it. 
We call these companies supercompetitors: They 
are so capable and influential that they realign 
their industry around their own strengths.

5

Shape your future

act four
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They don’t rest on their  
laurels. They anticipate 
how their capabilities must 
evolve. They make the 
necessary investments early 
enough to put themselves 
out in front of changes in the 
world around them. 

They create demand  
instead of just following it, 
launching products that 
define	and	fill	needs	that	
customers didn’t even know 
they had. 

They transform their  
business landscape to  
better meet their needs, and  
go beyond mere leadership  
to dominate their markets.

How to recognize supercompetitors

Highly coherent companies eventually stop talking  
about the constraints in their environment and dare to  
take control of their fate. They aspire ever higher — applying 
their capabilities to a broader range of challenges and loftier 
goals, serving the fundamental needs and wants of their 
customers, and ultimately leading their industries. They 
build	on	their	early	success	to	enhance	and	extend	what	
they do best. These supercompetitors are capable  
and	influential	to	the	extent	that	they	can	alter	industry	 
relationships. They’re not just playing the game of  
business well — they’re changing the rules.
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CEMEX
Cement is the ultimate commodity product. So who’d 
expect	a	cement	maker	to	become	a	supercompetitor?

CEMEX, the global cement and concrete provider from 
Mexico,	made	it	happen.	It	left	the	commodity	treadmill	
behind, and transformed itself into a solutions provider.

CEMEX created a program to help low-income families 
build homes in record time by arranging credit through 
microfinance	and	guiding	them	through	regulatory	 
hurdles and basic architecture. It accelerated its infra-
structure	business	by	offering	similar	assistance	to	city	
and	town	officials,	helping	them	plan,	organize,	and	
manage	highways,	ports,	and	airfields.	It	even	helped	
its struggling distributors transform into a network of 
appealing, attractive home-improvement stores. 

That’s how a supercompetitor operates — by seeing the 
possibilities and launching itself into a business area  
that it can dominate.

5
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Way to play  
(value proposition)  
CEMEX is a global 
solutions provider, 
offering	builders	and	
municipal leaders a 
group of cement and 
concrete products and 
guidance on how to 
use these products 
effectively.

Capabilities system

•		Industry-leading	 
operational	effectiveness

•		Sophisticated	knowledge	
management and sharing

•		Building	of	long-term	
customer and community 
relationships

•		Construction-oriented	
innovation

•		Proficiency	in	 
sustainability-related  
building materials

Portfolio of products  
and services 

CEMEX provides 
cement, aggregates, 
ready-mix	concrete,	
specialty concrete 
products, and building 
and infrastructure 
solutions.

5CEMEX’s identity profile
CEMEX is a global leader in the building  
materials industry.
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“  The greater danger for most of us  
lies not in setting our aim too high and  
falling short, but in setting our aim  
too low and achieving our mark.”

 Michelangelo  

The leadership imperative
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Only 8 percent of leaders are very  
effective	at	both	strategy	and	execution.*

Be an unconventional leader. Make your 
own commitment to the Five Acts.

  Commit to an identity: Model it. Be symbolic. 
Sell the power of your conviction.

  Translate the strategic into the everyday:  
“Get your hands in the mud,” as Starbucks 
CEO Howard Schultz says.

  Put your culture to work: Demonstrate and 
champion it. Show that everyone’s success  
is important to you.

  Cut costs to grow stronger: Be strategic 
about your own resources, especially your 
time and attention.

  Shape your future: Recognize when you 
need	to	change	—	and	build	the	next	 
generation of leaders.

*Source: Strategy& survey of 700+ senior executives (October 2013).
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Even	the	amazing	companies	we’ve	profiled	weren’t	
born amazing — they had to get on the path to the 
Five Acts.

How to get there:  
What’s your path to closing the  
strategy-to-execution gap?

The triggers of identity

Companies	get	on	the	path	under	many	differ-
ent circumstances. They arrive at their identity 
and link their strategy to their capabilities when 
they’re	doing	well	(and	can	build	on	excellence),	 
or when they’re doing badly (and need to change).

  “We can do that!”  
Leaders	realize	they	can	excel

  “We have a dream!”  
Aspirations create identity

  “We’re going to be in trouble!”  
A looming crisis forces a choice

  “We’re already in trouble!”  
There’s no other option
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How well is your organization positioned to 
close	the	strategy-to-execution	gap?
Find	out	by	taking	the	Strategy	That	Works	Profiler.	This	
online diagnostic will tell you how well you live the Five Acts 
and how far you have to go to make your strategy work. 

www.strategythatworks.com/profiler

Additional resources
A great companion as you travel the path to the Five Acts 
is Strategy That Works: How Winning Companies Close the 
Strategy-to-Execution Gap, by Paul Leinwand and Cesare 
Mainardi, with Art Kleiner (Harvard Business Review Press).

www.strategythatworks.com
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Paul Leinwand is Global Managing Director, Capa-
bilities-Driven Strategy and Growth, with Strategy&, 
PwC’s strategy consulting business. 

Cesare Mainardi is the former CEO of  
Booz & Company and Strategy&.

They are the principal architects of capabilities-driven 
strategy and the authors of The Essential Advantage 
and Cut Costs and Grow Stronger. Both are adjunct 
professors	of	strategy	at	Northwestern	University’s	
Kellogg School of Management. 

Art Kleiner is editor-in-chief of strategy+business,  
the management magazine published by PwC.

Paul Leinwand Cesare Mainardi Art Kleiner

About the authors
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“  Strategy That Works provides a behind-the-scenes look  
at the characteristics of unconventional leadership and  
the importance of culture and identity as foundational  
components of a strong corporate strategy.”

 Mark T. Bertolini, Chairman and CEO, Aetna   

“  Any successful large enterprise must strike the right bal-
ance between openness to change and having a powerful, 
long-lasting core identity. Strategy That Works shows how  
to bring these two contrasting ideas together.” 

 Zhang Ruimin, Chairman and CEO, Haier Group 

“  Leinwand and Mainardi show you how to transform your 
value proposition into real results.” 

  Marshall Goldsmith, author, New York Times #1 bestselling  
Triggers and global bestsellers MOJO and What Got You Here Won’t 
Get You There 

“  Strategy is all about making clear plans and sticking to them. 
Yet organizations get easily distracted. This great new book 
explains	how	to	gain	coherence	across	an	organization	in	
strategy	setting	and	execution.”	

 Sally Blount, Dean, Kellogg School of Management,  
	 Northwestern	University

 “ This book will help you think about whether your organiza-
tion is really aligned with your strategy: from the company’s 
value proposition to its distinctive capabilities to the  
products and services it provides.” 

	 Alessandro	Carlucci,	former	CEO,	Natura 

“ Strategy That Works demonstrates how capabilities shape 
successful markets, enable winning companies, and sustain 
on-target	execution.	The	case	for	capabilities-driven	 
strategy strengthens with every turn of the page.” 

 Karim Michel Sabbagh, President and CEO, SES 

Responses to  
Strategy That Works



Erik Wall is a Partner at Strategy& based in the Stockholm 
office.	He	is	the	leader	of	the	Strategy&	team	in	Sweden.	 
Erik has 20 years of management consulting and deals 
experience,	and	he	works	across	industries.	

Per Hannover is	a	Senior	Executive	Advisor	at	Strategy&	
based	in	the	Malmö	office.	Per	is	a	leader	in	the	European	
Consumer and Retail practice and has 25+ years of 
management	consulting	experience.	

Sami Halonen is a Director at Strategy& based in the 
Stockholm	office.	Sami	has	12+	years	of	management
consulting	experience	with	a	strong	functional	expertise	
around business transformation (Fit-for-Growth*) programs. 

*Fit-for-Growth is a registered service mark of PwC 
Strategy& LLC in the United States

Per Hannover
+46 708 76 31 88

Sami Halonen
+46 708 96 95 61

Erik Wall
+46 709 29 31 25

Contact us

Strategy& | PwC        5 3  



 Strategy& | PwC      5 4

Subscribe to strategy+business 

strategy+business is Strategy&’s award-winning management 
magazine for decision makers in businesses and organizations 
around	the	world.	The	purpose	is	to	illustrate	the	complex	
choices that leaders face — in strategy, marketing, operations, 
human capital, governance, and other areas — and the impact 
of their decisions. 

Register for your complimentary subscription of the digital  
edition of strategy+business at www.pwc.se/strategythatworks.
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Strategy& is a global 
team of practical 
strategists committed 
to helping you seize 
essential advantage.

We do that by working 
alongside you to solve 
your toughest problems 
and helping you  
capture your greatest 
opportunities. 

These are complex 
and high-stakes 
undertakings — often 
game-changing trans-
formations. We bring 
100 years of strategy 
consulting experience 
and the unrivaled 
industry and functional 
capabilities of the PwC 
network to the task. 

Whether you’re chart-
ing your corporate 
strategy, transforming 
a function or business 
unit, or building critical 
capabilities, we’ll help 
you create the value 
you’re looking for with 
speed, confidence,  
and impact. 

We are part of the  
PwC network of firms 
in 157 countries with 
more than 223,000 
people committed to 
delivering quality in 
assurance, tax, and 
advisory services.  
Tell us what matters  
to you and find out 
more by visiting us at  
strategyand.pwc.com.


