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Welcome back, I'm Kim Baillie and this is InsideExec. Today I would like to revisit a topic that
we talked about some years ago, strategic thinking. But this time I want to look at it through 
the very different lens that we face with business today because the reality is that strategic 
thinking hasn't changed but the environment we're applying it in has changed dramatically.

So what does being strategic mean today? In the past being strategic often meant thinking 
three to five years ahead, so having that five year plan, planning resources that fit it in with 
that, executing against a relatively stable road map. But today that's no longer enough. 
Strategic thinking now requires us to anticipate rapid technological change, make decisions 
with incomplete information as I had to do today in my own businesses, adapting 
continuously, not periodically, once again something I had to do today. But perhaps most 
importantly, we have to be willing to act before certainty exists and that's probably the hardest
hurdle for us to overcome because as leaders and as business owners we have always 
leaned on the side of being certain of what the path was moving forward but we just don't 
have that environment any longer.

In the original discussion we talked about strategy as a map. Where are you now? What do 
you want? Where do you want to go? What path will get you there? And that still holds true 
for every business but today the map is no longer static. It's a bit more like the map systems 
that we might use in our cars or going to places, I often actually use it when I'm walking 
somewhere. Routes change because the traffic changes, conditions shift, new paths appear 
in real time and with emerging technology, particularly with AI, that's one of the biggest forces 
constantly redrawing that map that we think we should be following. 

Technology we need to think of as a strategic variable not a support tool and I know that for 
many of you introducing AI into your organisations you've seen it as an extra resource and 
additional resource, a powerful resource for you to use that brings to bear so much more 
information and so much more opportunity to do things that would have cost you infinitely 
more in the past if it had been a huge risk. So one of the biggest shifts that leaders have to 
make is that technology is no longer just an enabling strategy, it's a shaping strategy. In the 
past we might have asked ourselves how can technology support what we're doing and I 
know that we talked about that in lots of the podcasts over the last 10 years. The question 
these days is how will technology redefine what's possible? Examples of that are that  AI now 
can perform analysis, they can generate content, they can support decision making, 
automation can replace and augment entire workflows, and data can be leveraged in real 
time rather than retrospectively. But I'll add a rider to that - you need to be careful about the 
data because in the last week or so I've had consultation with people who have been trying to
bring in data from other organisations for using in their own organisation and what should be 
all the same data in terms of its parameters is all different, it's all been put in at different times
by different people who put it in differently. Trying to "normalize" that so that it is data that can
be leveraged in real time has been an enormous task and it has had to have humans in the 
loop as well as the AIs, a number of different AIs working on it. 

If strategic thinking doesn't actively include these possibility it is already behind. What's the 
risk of waiting? The common hesitation that we have as leaders might be we'll wait until this 



technology matures. Now if we think about AI particularly it's probably two years I think. I 
spoke to a colleague the other day who had something that had been put up on his website 
that he did two years ago and I know that was a very much at the very early stages of 
introducing it into websites and using it as a resource.
If we wait for the technology to mature we will be left behind. The problem is by the time it 
matures the competitive advantage is already gone. So strategic thinkers today must 
experiment early, accept imperfection, which is something that has been very hard for us to 
do and very hard for me to do coming from a quality management systems background, and 
learn through application, which is exactly what I'm doing. It's not about getting it right the first
time, it's about learning faster than others and implementing faster than others.

Let's now talk about "extending the future responsibility" concept. In the original podcast we 
discussed expanding project thinking beyond the immediate task. So not just solving today's 
problem but considering what might happen in two to five years. This is something that 
becomes even more critical now. Every project should include questions like how could 
emerging technology change this whole project? What would make this obsolete? How can 
we design this so that it can evolve with emerging technologies or emerging other parameters
that might affect it? Because the risk is no longer just inefficiency it's irrelevance.

Fulyana talked over the years a lot about having a parking lot for ideas. A parking lot now 
becomes a strategic asset. The idea of a parking lot of ideas is even more powerful today but
it needs an upgrade. Instead of a passive list, it should become a living repository of 
opportunities, something that's really reviewed through a technology lens by asking, does AI 
now make this possible? Has the cost barrier changed? Which is always a deciding factor in 
these sorts of new ideas. Has customer expectation shifted? Ideas that were not viable two 
years ago may now be the next strategic move and I know in my own instance with the floral 
art side of things that has been very much the case. AI has made it possible for me to do a 
particular project. It has taken away the cost barrier completely from what would have been, 
in terms of a physical competition, thousands and thousands of dollars and sponsorships and
bringing people around the globe and around the country and in this day and age that is a 
barrier in itself, and the expectations of customers, whilst the competitors haven't shifted, they
are shifting. They haven't completely moved to online competition but they are certainly 
moving towards that. And that didn't come out of technology, that came out of the COVID 
years. So it's not just technology that has changed our expectations and our possibilities of 
projects that we might have put into the parking lot, it is the environmental factors that we find
businesses in today.

What about cross-functional thinking? Cross-functional thinking really is no longer optional. 
Technology cuts across everything. What that means is that strategy can't sit in silos, projects
can't operate in isolation. The best strategic insights often come from someone outside the 
function, someone closer to the customer, someone willing to challenge assumptions, just like
in the original example used with the person outside the workshop function, so a completely 
different function. That kind of thinking is now essential not exceptional. Once again in my 
own experience in this last week or so in putting together this new global competition for floral
art that is online, I went ahead putting down the parameters for the entries for the different 
classes and it didn't occur to me to put down the sizes or what type of design style it was but 
someone outside of the floral art environment looked at the work that I'd done so far and said 
but it doesn't tell me this and it doesn't tell me that. I went to argue and I thought no it doesn't 



and you're coming from a position where you're of the mindset of a customer that I'm trying to
access, that hasn't competed before, and so I have to listen to what you've got to say. It was 
very important for me to have that cross-functional thinking in the development of that new 
product.

What hasn't changed? Strategic thinking as a discipline. Strategic thinking is still not just a 
mindset, it's a discipline and in today's world that discipline includes daily reflection - what has
changed today; regular review - are we still on the right path; and deliberate exploration - 
what are we not seeing in this equation. Because the pace of change means that if you're not
consciously thinking strategically you're unintentionally falling behind.

As a final thought for today I would like to leave you with this. Strategic thinking used to be 
about building a plan and executing it well. Today it's about building direction, testing 
constantly, adapting quickly and perhaps the most important shift of all, strategy is no longer 
something you revisit every quarter or every year, it's something you have to practice every 
single day.

For now I'm Kim Baillie and this is Inside Exec.


