
Tips around Reporting 
 
a) Reports reflect reporting lines i.e. follow the distribution of power within and 

outside the organisation 
b) Reports are management tools for matching strategic needs and operational acts 
c) Reports are the individual�s chance to earn loyalty, respect and trust 
d) Reports marry detail to the big picture 
e) Report writing style differs between people (visual, aural and oral)  
f) Report reading style differs between people (pictures, words and numbers) 
g) Good reports satisfy all 3 styles (and combine Word, Excel and PowerPoint) 
h) Good reports need no re-writing when delivered to the Board or donors 
i) The transparency of the operation / organisation is defiend by the quantity and 

quality of its reports 
j) Reports can be over-produced (if work is wasted in too many and/or 

unnecessary content) and under-consumed (if the report is hard or long to read 
or it report comes too late for use), or both. 

 
      
  Quality x Quantity  
  level of detail  Number of reports  

Transparency =     
      
  Brevity x Speed  
      
  time to read  delay before read  
      

      
 
 



Steps in the Strategic Planning Process 
 

1 
Environmental 

Scan 

 2 
Organisational 

Scan 

 3 
Action Plan 

 4 
Report 

P E  S W  Plan for 
S 

Plan for 
W 

 

S T  O T  Plan for 
O 

Plan for 
T 

 

Strategy 
Programmes 

HR 
Finance 

Operations 
Marketing 

P(olitical) E(conomic) 
relating to distribution of 
power between people, 

citizens and government, 
and between governments, 

(e.g. legislation) 

Relating to distribution of 
power in the workplace, 

micro- and macro-
economic forces and 

trends (e.g. 
unemployment) 

S(ocial) T(echnological) 
Relating to cultural lives of 
communities and general 

trends (e.g. ageing, or 
westernisation) 

Relating to capital and 
human components of 
technical progress (e.g. 

the internet) 
 
 
 

S(trength) W(eakness) 
Positive aspects INSIDE 

the organisation 
Negative aspects INSIDE 

the organisation 

O(pportunities) T(hreats) 
Positive aspects OUTSIDE 

the organisation 
Negative aspects 

OUTSIDE the 
organisation 
 
 

Action Plan 
S(trength) 

Action Plan 
W(eakness) 

Plans to HARNESS 
positive aspects inside the 

organisation 

Plans to REPAIR negative 
aspects inside the 

organisation 

Action Plan 
O(pportunities) 

Action Plan 
T(hreats) 

Plans to EXPLOIT positive 
aspects outside the 

organisation 

Plans to AVERT negative 
aspects outside the 

organisation 
Import above into Strategy and continue through report template 
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