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This ‘how-to” guide has worked well and will work for any group
seriously wanting to change direction, change culture, and deliver
results. The authors have done a very good job in a straight-forward,
understandable and, most importantly, executable way to provide
the roadmap to develop a strategy for your organization that will
work, and with a deep commitment to communication, lead to

results early in the first year of execution.
— Doug Oberhelman, Former Chairman and CEQ,
Caterpillar Inc.

It is rare to see practice and theory combine as completely as they
have in this book. Having had the pleasure of working with Steve
and his team, and more importantly, having benefited directly as an
investor, I can attest to the quality of his work. What is so terrific
about this book is the clarity of thought and broader framework the

authors provide as a scaffold for their very practical advice.
— David Steinglass, Partner,
Northlane Capital Partners, LLC

Your key customers and partners will also want to know if your
strategy is sound. These tools will give the user command of their
situation, and provide a powerful way to communicate it to both

internal and external stakeholders.
— George Taylor, CEO,
Professional Cowboy Rodeo Association

The authors take the esoteric out of strategy development, which can
be paralyzing for many leadership teams. Their actionable tools
enable companies to quickly improve their strategy and ultimately
their company’s value. I have seen first-hand the power of these tech-

niques in practice, and the results were amazing.
— Arthur R. Monaghan, Co-Founder,
Granite Equity Partners LLC

At a time when development of strategies in organizations is charac-
terized by broad-brush, jargon-laden, vacuous discussions, this easy-
to-read book reminds readers that crafting meaningful strategies is
a challenging task that mandates paying attention to details. The
authors also make the tools come alive by providing interesting
anecdotes related to the particular tool in question. In brief, strategic
decision makers and students of strategy can benefit greatly from

reading this book.
— Dr. B. Ram Baliga, Professor of Strategy and
International Business, Wake Forest University
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Foreword

Steve and Aaron have addressed “strategy” in a simple and
understandable way. Too many strategic consultants make it too
hard. It’s not. As the authors so eloquently point out, if you know
your markets and your business, using the practical tools dis-
cussed in the book will lead to results in a fairly short time. That’s
also my experience — do it quick, measure it as often as practica-
ble and keep communicating, consistently. Far too often I would
visit a Caterpillar plant or office and see “strategy” on the walls
from years before, and some with pictures of prior management
teams. How can leaders expect their team to execute a strategy if
they don’t know what it is, understand it, and then live it?

This “how to” guide has worked and will work for any group
seriously wanting to change direction, change culture, and deliver
results. The authors have done a very good job, in a straight-
forward, understandable, and most importantly executable way to
provide the roadmap to develop a strategy for your organization
that will work, and with a deep commitment to communication,
lead to results early in the first year of execution.

I particularly was impressed by “The 90-day Bucket Tool,” in
which “Get it Done” is the driver. This is absolutely imperative in
a company that needs change, and rapid moves reinforce leader-
ship’s commitment to that change.

I applaud Steve and Aaron in compiling a lifetime of learning
from a very practical academic and a proven turnaround CEO.
This is a strong combination and one that has impressed me. I've
no doubt this book will change how companies think about

Xix



strategy, from development, execution, coordination, and most
importantly — results.

This book, Performance-based Strategy: Tools and Techniques for
Successful Decisions, incorporates tried and true philosophies, exer-
cises, and tactical recommendations to guide any kind of organiza-
tion, of any size to identify and implement a strategic direction
and then deliver results.

There are unknown quantities of books, articles, and scholarly
academic productions written over the years to do what this book
actually does — know your business, know your markets, know
your customers, and then devise a direction based on deep core
knowledge. All of this won’t work unless all levels of management
truly believe and then communicate to all constituents. This
includes all the leaders, team members, key suppliers, and key
customers! Everyone in the chain has to be knowledgeable and
then believe in it! Then deliver!

Doug Oberhelman,
Former Chairman and CEO, Caterpillar Inc.
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