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Strategies having accidents 
When idea and interpretation collide. 

Everything (or one) that needs a change of course needs a plan. 
When organisations embark on the journey called 
‘re-positioning’, you can be sure a strategy will be steering. 
No question they’re useful, even indispensable, but how do you 
work out what kind’s right for you?
In our experience, anything that fails to tie your world into the 
real world - as many a management consultant plan we’re seen 
does - is bound to create conditions conducive to confusion. 
Why is that?
Why is strategy often so not apparently, wrong?
Why can something so purposeful appear so impractical?
Why is where we decided to start asking some searching
questions. Enjoy the journey.



Where to begin
Is there something wrong with the idea of a strategy?

When you come to that fork in the road, how many times have 
you thought ‘is the right way?’. 
Nothing against the good folk of Crackpot, but any new direction 
that fails to take good account of the real world is likely to lead 
to some interesting and often unintended destinations.
If your strategy is likely to send out mixed messages, your 
customers may decide to take another route. 



Where to end-up
Being single-minded isn’t simple. It’s good sense.

The problem with some strategies is they start out 
appearing to be clear by trying to appeal to everyone.
But standing for some thing means you can’t be for everyone. 
Trying to appeal to everyone with something general (and we’ve 
all seen the mission statements) gives the impression you can 
get to everywhere. So everyone starts to think ‘how on earth did 
we get here?’ Which obviously wasn’t the strategy’s intention.



In our experience, is often isn’t
How we can all agree on something so singular when 
we’re all so different.

What unites us isn’t actually all that difficult to find. 
Strategies tend to be rarified things that happen outside of 
the real world, things that in their very nature, are abstract. 
Experiences are something we can have in common and they’re 
much, much easier to translate in actions. It’s easy to see the 
difference between a good and a bad one. Why not turn your 
strategy into an experience and see how that helps. 



Strategy isn’t unique, experience is
Who you are is easy to copy. How you deliver it, ain’t so

What makes your organisation is the way you deliver 
what you do. 
Behaviour is the part of your organisation (or brand, come to 
that) that delivers the bit you really need - the right perception. 
Close that gap, by looking at experience more carefully than any-
one else and what you’re likely to find is the magic. The mystery 
that strategy often obscures.



Mind your language
The law of unintended consequences could have been invented 
for business strategies.

Coined for social science, unintended consequences are the 
warning that intervening in a complex system can often create 
undesirable outcomes.
Organisation are very complex things and rendering them 
systematically, diagrammatically and structurally can often give 
the impression we’re in control. And then we bump into the 
experience and find, having been rather rigorous, we’ve neglect-
ed the voices of reason. Sometimes only experience will speak 
the truth. It pays to listen.



Don’t be left wandering
Getting experience working for you isn’t as difficult as you 
might have imagined.

You simply need the right place to start.
And the right message, the thing you really want to 
be famous for. 
The right people to work with to make it happen.

Which is where we come in...



We’re leaders in delivering experience design and architecture
Everyday, across Europe and the Middle East, thousands benefit 
from the experiences our work delivers, both consumers and 
employees.

We’re a rare mix of Consultants, Designers, Architects and 
Planners from inside and out of the industry, all fuelled by a 
passion to deliver the best experiences for brands and 
businesses in this most dynamic and fast-changing sector. 

Drive your future by taking one small step forward, here;
www.experiencemeda.com or with
mike@experiencemeda.com



All the images featured we’re snapped by people - some of them your customers 
probably - from around the world and posted to make us smile. We like them as they 
illustrate the way in which intention and execution often make awkward bed-fellows. 
You can see them gathered together at 
http://www.telegraph.co.uk/travel/picturegalleries/signlanguage

 MEDA THINKING
FUTURE HISTORIES ,  IDEAS 
& INSPIRATION


