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Strategy mapping is an accompanying tool to the balanced scorecard.  According to Murby & Gould (2005) the strategy mapping helps to provide a link between the actions of the organization and the desired outcomes. Statutory mapping identifying the relationship between the activities to be implemented to achieve goals identified by the balanced scorecard. The strategy map provides a logical as well as comprehensive architecture that describes the strategy framework. Strategy mapping provides a diagrammatic representation of key initiatives or strategies that need to be adopted to achieve the strategic objectives.  The implementation of all elements of a strategy map by an organization is what determines the successful strategic planning of an organization.

Steps to developing a strategy map

According to Murby & Gould (2005) the first step to the development of a strategy map includes the clarification of the mission and strategic vision of the organization. The second step involves the specification of objectives necessary to achieve the visions (Keyes, 2016). The strategic map shows the internal relationship between the asset of the organization and how they work to achieve the learning and growth objectives, customer objective, financial objectives and the internal functions objective (Jones, 2012). It shows the cause and effect of implementing each activity within the organization to achieve strategic goals.  Armitage & Scholey (2006) noted that there are six steps to developing a strategy map and they include the identification of overriding objectives, the selection of value proposition, the selection of financial strategies customer strategies, the execution of the integral perspective strategies and the planning of learning and growth strategies.

Strategy mapping at Glacier Inn

The Glacier Inn is an ice hotel whose purpose is to provide an adventurous experience for their customers. The Glacier Inn strategy effectively addressed all the elements of strategic mapping. For instance Glacier Inn first step in clarifying its goals was to specify the overriding objectives of the hotel. This involved linking the strategy map to the overall mission and vision of the hotel. According to Armitage & Scholey (2006) the overriding objectives are the first element of the strategic mapping process and contain the financial target alongside a duration to achieve those objectives. In the case of Glacier Inn, the overriding objective was the increase in profit margins by 4% in three years as well as increasing the return on capital by 6% within the same period (Armitage & Scholey, 2006).  The Glacier Inn, therefore, focused on financial objectives specifically cash flows and profitability as its overriding objectives. This identifies that the strategy map of Glacier Inn addressed the first underlying principle of strategy mapping. 

The second principle applied by Glacier Inn is the selection of value proposition (Armitage & Scholey, 2006). The selection of value proposition is the determination of what is important to the company and how it will achieve success in the market despite increased competition. Glacier Inn identifies the value proposition which are price, unique attributes as well as relationship level which involves the provision of intimate customer service. The selection of achievable value proposition is another important element that makes the application of the strategy mapping at Glacier Inn effective.

The third step to developing an effective strategy map is the selection of financial strategies. Once the value proposition has been identified the next step involves formulating plans to achieve revenue and cost objectives (Armitage & Scholey, 2006). The major financial strategies as described by **** include revenue growth, productivity as well as asset utilization. Glacier Inn developed financial strategies aligned with each value proposition, for instance, the operational excellence was achieved through the development of competitive prices volume as part of the revenue growth strategy. This identifies the alignment of the organization to this strategy mapping principle.

Armitage & Schole (2006) identified that the fourth step to setting up a strategy map is the selection of customer strategies. Customer strategies are designed to attract and retain the clients to the organization. The Glacier Inn effectively addressed this principle by developing customer strategies aligned to the value propositions. For instance, Glacier Inn customer strategy to increase revenue per customer was to be achieved through the implementation of competitive prices, new features as well as solution selling bundling (Armitage & Schole, 2006). The execution of actions through the internal perspective strategies was another critical step of strategic mapping outlined at Glacier Inn. The internal perspective strategies identified by Glacier Inn include to meet and maintain standards as well as excel in its activities which were identified as its primary focus.  The sixth step in the development of strategy plan as identified by Armitage & Schole (2006) involves planning the learning and growth strategies of the organization. A capital focus chart was developed by Glacier Inn to identify actions taken to achieve its learning and growth goals. The chart identified strategies such as providing increased flexibility and focus on the invention as strategies to promote product leadership as well as achieving information growth among the employees.

Conclusion

Six principles guide the analysis of the strategy mapping process as described by Armitage & Schole (2006). Glacier Inn has effectively implemented these six principles in its development of the strategy map. Glacier outlines its overriding objectives which focused on expanding its revenue growth and financial status in the market. Its value proposition identified that Glacier Inn focused on providing high-end pricing, meet threshold standards as well as provide high customer intimacy. The financial strategies of the hotel warier aimed at asset utilization productivity as well as revenue growth through strategies such as bundling price, competitive prices, and premium pricing. Its customer strategy was aimed at retaining and adding customers through providing competitive pricing, loyalty programs as well as providing of latest technologies. The internal perspective strategies, as well as the plan for learning and growth, were well highlighted. This identified that Glacier Inn effectively implemented an outstanding strategic map critical to guiding the organization to achieve its strategic goals.
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