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The wide gap between reality and policy
MOHIT KISHORE

Ads by Google

SHARE · COMMENT · PRINT · T+

The gap between idealised states visualised
through strategies framed by policy makers, and
the reality on the ground is a challenge facing all
human collective endeavours (organisations,
companies, or even countries). While strategy
deals with the ‘what’, implementation plans deal
with the ‘how’. However, there is another gap
between the ‘how’ and the real manifestation of
strategy. This is the ‘who’ gap — the one between
a notional implementation plan, and the actual
people who will drive change on the ground. This
gap, which one could refer to as the actualisation
gap, may have many dimensions, some of which
are outlined below. Addressing these may help
bridge the last mile between intellectually robust
strategic plans and the actual manifestation of
desired changes.
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The biggest critique of change initiatives is that
solutions are created top-down. Much like
financial capital is owned at the top, intellectual
capital, too, is viewed as a preserve of the upper
echelons of the organisation. However, any
solution to an organisational problem has two
levels — the first is a theoretical construct, and
second, the contextualisation of that construct
within the organisational reality. In the latter
level, co-creation of solutions with the affected
parties is a very critical component of successful
change programs. Not only does it lead to the
creation of robust solutions, it also unleashes the
creative energies of the people affected by
change. This itself may lead to better results,
since the person creating the idea is also the
person manifesting its value in the real world. As
an aside, this, incidentally, also addresses the
Marxist argument that when mere components of
work are done by people, it strips the worker of
dignity and fulfilment.
IGNORING POLITICAL STRUCTURES

A second related gap is that solutions fail to recognise that it is a ‘human engine’ that will actually drive
the change process. This engine consists of a complex interplay of interpersonal equations,
hierarchical dynamics, personal ambitions, varying competence levels, and political forces.
Poorly navigating a change program through complicated human structures is often a major breaking
point for the acceptance of new change. One interesting example is the Lokpal movement, which failed
in its attempt to navigate what its activists believed to be an ideal piece of legislation, through a
complex political system.
Human beings change their behaviours only when there is a true change in belief internally. Thus, each
change at the level of an organisation, is, in reality, a series of changes in the internal belief systems of
its members. Without this ‘realisation’, the quality of motivation created towards change will always be
subpar. The creation of an inspired collective of change creators will necessarily require such an
individualised inner transformation. The role of policy makers here is to create the conditions for such
inner dialogue, by presenting compelling narratives of why a particular change is required. At the
larger level of societies and countries, the literature and ideology produced by leaders, and their
communication of these narratives play this role of creating individual transformations. At the level of
smaller organisations, a similar effort is needed.
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PAY-OFF ASYMMETRY

Often, change agendas tend to visualise disproportionate gains for a small set of people (for instance
owners, management, shareholders) and ignore the creation of proportionate payoffs for people who
are expected to ‘live’ the change. This creates the perception of an exploitative environment, which is a
sure recipe for failure. Thus, ‘proportionate’ payoffs need to be created at every level of the collective,
which address multiple dimensions — financial, recognition needs, fulfilment needs and others. In fact,
converted by Web2PDFConvert.com

it may sometimes be valuable to test any change program against the payoffs it creates for all levels of
the organisation, and all stakeholders. If sufficient payoffs are not created in all dimensions, it may be
worthwhile to even drop the idea.
If the mere creation of intellectually sound ideal solutions were sufficient, scientists would be ruling the
world. It’s the added complexity of humanising these solutions that is the crucial challenge holding
back our best intentions from their realisation. A deep appreciation of the human processes through
which solutions need to navigate to become realities is, thus, critical to truly bridge the ‘actualisation
gap’.

LATEST NEWS

(The author is a corporate strategy professional..)

AAP to field Rajmohan Gandhi from East
Delhi 4 min. ago

@ capitalmarket.com

StanChart appoints Sanjeeb Chaudhuri as
Group Head of Brand and Chief Marketing
Officer 27 min. ago

(This article was published on June 27, 2013)
RELATED

Rahul disapproves of Khurshid's 'impotent'
remark on Modi 29 min. ago

TOPICS
management | human resources | leadership |

Goa to sell 15.58 mt of iron ore via e-auction
29 min. ago

What's this?

What's this?

MORE FROM BUSINESS LINE

FROM AROUND THE WEB

Tata Tele garners 40% share of dongle
market

Google Hangout: Making online conversations
convenient and… Hangout Plugin

Income-tax Dept to send out letters to 23 lakh
assessees for not…

IT Certification in the New Year Build Your Best
Cloud

Seaplane service in Mumbai to be launched on
March 10

From suspended school boy to CEO LinkedIn

Why IIM-B duo won

How to use big data

This time, go for 15-year tax-free bonds

What your car color says about you Bankrate

Bharti Airtel: Firms of instant messaging apps
should be regulated 36 min. ago
More »

TED Talks

Recommended by

Like

Share

0

Tweet

0

0
Ads by Google

F ollow C omments on this article

Recommended Stories
Transforming young lives

ICICI Academy trains rural youth to find gainful jobs
120 comments
Stop the lies about parenting

Let's be honest, parenting isn't all that it's cracked up to be.
106 comments
Shape up or ship out, Infy tells non-performers

5 comments

Social Netw ork for

F ollow C omments on this article

This article is closed for comments.
Please Email the Editor
Ads by Google

Silva Mind Control
Download The Famous Silva Mind Centering Exercise... For Free
www.silvalifesy stem.com

What is Quantum Jumping?
Discover Why Thousands of People are "Jumping" to Change Their Life
www.quantumjumping.com

Business Line: Home | News | Markets | Companies | Tech News | Economy | Opinion | Features | Blogs |
This Site: About Us | Contacts | Privacy Policy | Archives | Subscription | RSS Feeds | Site Map | Brand Quest | ePaper | Social | BL Club | Mobile |
Group Sites: The Hindu | தி இ
| Business Line | Sportstar | Frontline | The Hindu Centre | The Hindu Hub | Publications | eBooks | Images |
Comments to: web.businessline@thehindu.co.in. Copy right © 2014, The Hindu Business Line.
converted by Web2PDFConvert.com

converted by Web2PDFConvert.com

