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Fill in each of the boxes to the best of your ability. Have it
peer reviewed by others to make sure there isn’t
anything missing. Also, a good idea to have multiple levels
of the organization provide input. Then communicate this
One Pager everywhere and often to ensure there is
alignment at all levels. 

A One Pager is a high-level document that provides clear
content and direction for those reading it. It begins with
the Core Values of the individual or organization. Next it
defines the big goal (1 year, 3-year, 5 years, etc.) the
individual or organization is trying to achieve. Finally, it
includes a breakout of that big goal into a 90-day goal
that will move the individual or organization forward. This
creates a smaller action needed that the individual or
organization can focus on. This One Pager provides
direction when distraction sets in to ensure the focus is
on the critical goals to move the organization forward. 

Without a One Pager, the individual, employees or
organization run the risk of losing sight of their goals due
to pop up issues or flashy distractions. Not all wok moves
you forward, and the importance of focused time will
ensure critical activities or goals are achieved. 

What is it?: 

Why do you need one?:

How do you use this one?:
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