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VISION:  You can’t focus on fog.

In our January edition of Sync we discussed organizational purpose.  In this edition we
introduce you to another component of our alignment model:  organizational vision.

I’d like you to take a moment to think about the last time you found yourself
driving in thick fog.  If you’re like me, you probably did at least one of the
following:

• You slowed down or even stopped…because you couldn’t see much
further than the front of your car.

• You may have been on edge…because sometimes the fog was so thick
you couldn’t see where you were at the moment, let alone the path
ahead of you.

• You might have made bad decisions even when you knew better...like
turning your high-beams on when all that does is reflect more light
back at you, impairing your vision even more.

It has been said that you can't focus on fog.  Yet how many times has our
experience in organizations been similar to driving through thick fog—having
no clarity about where we’re going or even hope to go.  Some people within
our organizations need a clear sense of where we are and where we’re going.
Because if it’s foggy, they won’t be able to focus, they’ll stop moving forward
(or at least slow down), they’ll be on edge, and they’ll make decisions that
they later backtrack on.

Our experience at Dialect suggests that, for maximum effectiveness, an
organizational vision needs to be a clear, vivid, and compelling picture of the
future.  Martin Luther King, Jr., in his famous "I Have a Dream" speech, could
have simply stated that his dream was to see a color-blind society.  Instead,
he painted a picture for us.  He talked about Mississippi, a desert state,
sweltering with the heat of injustice and oppression.  He inspired people to
work toward a day when …

“…the state of Alabama ... will be transformed into a situation where little black
boys and black girls will be able to join hands with little white boys and white
girls and walk together as sisters and brothers."

Dr. King's dream was clear, full of life, and motivated progress toward a more
racially just society.



Now you may wonder whether a business can paint this kind of picture.  Read
these words by Henry Ford and decide for yourself:

“I will build a motor car for the great multitude…It will be so low in price
that no man making a good salary will be unable to own one—and enjoy
with his family the blessing of hours of pleasure in God’s great open
spaces…When I’m through everybody will be able to afford one, and
everyone will have one.  The horse will have disappeared from our
highways, the automobile will be taken for granted.”1

Is it clear what Henry Ford wanted?  Yes.  Is it vivid?  Well, his description
does come to life, and we can see what aspects of our lives would become if
his aspirations were to come true.  Is it compelling?  Certainly to some.   And
that leads us to an important question:  Does the picture of the future need to
be compelling for everyone?

Yes and no. Vision appeals to those who think about what could be.  So it has
to be compelling for those who need to see where the organization is headed
in order to feel oriented.  But not all of us spend our time thinking about the
future.  Some of us focus on what is and making the here and now better and
more efficient; and, of course, organizations need this focus on the here and
now to be effective.  But those who think about what could be need to have a
picture of the future that is shared by others, fuels their passion, and
provides focus for their energy.

To sum up, being able to see where an organization is going in the future
(vision) is critical for those who care about creating a meaningful future.
After all, how can we expect people to move with us into a future they can't
see?

1Built to Last:  Successful Habits of Visionary Companies by James C. Collins
and Jerry I. Porras


