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} Be fully engaged;  participate! 

} Constructive feedback is welcome.

} Assume positive intent.

} There are no stupid questions.

} Minimize disruptions to self and others.

} Sidebars and phone conversations 
allowed ðoutside in the hallway.

} Use of Parking Lot ðwrite questions down.



× Birdõs Eye View

× Why Plan?  

× Foundational Components

× The Process

Break

× Exercises & Templates

× The Plan
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Ç BONUS Topic:  Conducting an Effective 

Strategic Planning Session
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Planning Horizon:  

LONG TERM (3 yrs ð5 yrs)
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Ability to See

Future State

Planning 

Requirement
Planning Tools

Predictable
Setting long -range 

objectives
ÇLong-range planning

Not visible 

or very fuzzy

Scanning for what may 

be, and developing 

strategic approaches

Ç Scenario planning

Ç Contingency 

planning



Planning Horizon:  

I NTERMEDIATE TERM (1 yr ð3 yrs.)
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Ability to See

Future State

Planning 

Requirement
Planning Tools

Events are still in 

the distance, but

Becoming more 

visible to those on 

the lookout

Transitional 

planning needed to 

enable strategic 

implementation

Ç Identify and select 

Opportunities & 

Approaches

Ç Change management 

planning

Ç Capacity building 

planning



Planning Horizon:  

SHORT TERM (3 - 9 mos)
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Ability to See

Future State

Planning 

Requirement
Planning Tools

Highly visible 

to all

Tactical and 

operational action 

planning 

for short -term results

Ç Program Planning

Ç Project Planning 

Ç Capacity planning 

and hiring

Ç Quarterly financial 

planning
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Strategic Planning

Business 
Planning

Operational Planning 
(Annual Execution) 

Program 
Planning 

Long-range 

Planning

Action Plans



}To develop commitment to a common purpose;

}For Leadership to discern: Are we doing the right thing(s)?

}For Management to know : Are we doing things right?  

}To better communicate what it is you do, where youõre 
going, how you intend to get there.
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ĈGet clarity of purpose and mission.

ĈSet a direction and a destination (vision).

ĈPlot a roadmap with mileposts along the way 

(priorities)

ĈEstablish guiding principles for the journey (values)
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The process  is important!

It enables you to think things through in a thoughtful manner, 

enabling conscious direction -setting.

It allows you to purposefully choose your course 

with thoughtful intent and deliberation.

PURPOSE  & OUTCOMES

PROCESS
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And the LORDsaid to me: 

òWrite down the vision and make it plain 

on tablets so that a herald 

may run with it.ó

Habbakuk 2:2

N
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òPlan to plan.ó

N
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MEANS ENDS

Internal

VISION

Extern

al

VISION
V

A
L
U

E
S

  
&

  
B

E
L

IE
F

S Why we do 
what we do

PURPOSE

What we do

METHODS

MISSION

Programs & 
Operations

Activities

Core Strategies

Goals

Objectives

Key Concepts for Strategy



Copyright © 2010 SharpeVision
15

Desired 

State

2011

Desired 

State

2012

. . .
2013 

Current 

State

2010

WHE
RE
we 
are

WHAT

Vision

HOW
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A Mission Statement [is] . . . Good Great

}Focused for its target audience

(clients/customers, constituents, stakeholders, staff, etc.). X X

}Written in clear and simple language. X X

}Represents the collective thinking of its leaders. X X

}Resonates within the entire organization. X

}Memorable and easy for anyone to articulate. X

}Inspires and evokes the passion of the organizationõs purpose.X
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Adapted from: www.missionexpert.com

http://www.missionexpert.com/


To inspire and nurture the human spirit ðone 
person, one cup, one neighborhood at a time.
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Everything we do is inspired by our enduring mission :

Ĉ To Refresh the World... in body, mind, and spirit.

Ĉ To Inspire Moments of Optimism... through our brands and our actions.

Ĉ To Create Value and Make a Difference... everywhere we engage.

Save money ïLive better.

To bring inspiration and innovation to every athlete in the 
world.

If you have a body, you are an anthlete.



MISSION VISION

Time
Present-focused,

today

Future-focused,

tomorrow

Focus
Organizationõs 

Purpose and Goals

Organizationõs 

Idealized future 

state

Message
What I do for whom 

& Why; How I do it

Where I want to go

or be

Realm Reality, practice Dream, possibilities
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}Describe an ideal future.

}Relect the essence of an organizationõs mission and 
values.

}Answers the question òwhat impact do we want to 
have on society?ó

}Unite an organization in a common, coherent 
strategic direction.

}Convey a larger sense of organizational purpose.

}Inspires, energizes, motivates.
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Adapted from Article by Dr. Susan L. Reid  www.alkamae.com

http://www.alkamae.com/


}Future-focused

}Written with the end -result in mind

}Meant to be Big and Bold

}Meant to Inspire and Energize

}Create a captivating picture of where you 
see your organization in the future in its 
ideal state
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Adapted from Article by Dr. Susan L. Reid  www.alkamae.com

http://www.alkamae.com/
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} é are the foundation or bedrock of how 
organizations operate.  

} A Values statement reflects the core principles 
that ground an organization.

} An organizationõs values remain unchanging, 
while the vision and mission can (and should) be 

revised over time.



The Canadian Cancer Society

MISSION

The Canadian Cancer Society is a national, community -based 

organization of volunteers whose mission is the eradication of 

cancer and the enhancement of the quality of life of people living 

with cancer.

VISION Creating a world where no Canadian fears cancer.

VALUES

These serve as guidelines for our conduct and behaviour as we 

work towards our vision.

Quality ðour focus is on the people we serve (cancer patients, 

their families, donors, and the public) and we will strive for 

excellence through evaluation and continuous improvement.

Caring ðwe are committed to serving with empathy and 

compassion.
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}Foster commitment to a common purpose.

}Gain focus, clarity with a mission.

}Motivate and inspire others with a 
compelling vision.

}Be able to discern the òright thingsó to do.

}Know your course and destination with a 
strategic roadmap.

Copyright © 2010 SharpeVision    23



¾Foundational Components
ÅMission, Values, Vision

ÅAssessments 

ÅStrategic Priorities & Plan

¾Functional Components
ÅFinancial Strategy
ÅCommunication
ÅCustomer Service

Strategy

ÅExecution (Annual) Plan
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4 HR Strategy

4 IT Strategy

4 Production Strategy

4 Management Strategy



¾ Describe your business
Å Your Mission, Vision, Values statements

Å Product/Services you will offer

Å Your Marketing strategy (4Ps, 7Ps)

¾ Identify & Assess
Å your clients/customer and customer segments, 

Å the channels by which you will reach your end -customer,

Å your competition and your partners

Å Your landscape / environment

¾ Map the financials of your business
Å Plan to manage your cash -flow

Å Plan for start -up capitalization

Å Set target goals for fundraising / raising income

FGet to know your nonprofit  better than you ever have!
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Gen. Dwight D. Eisenhower, when contemplating the plan for 
Operation Overlord (code name for the invasion of Normandy 

and northwest Europe)

òIn preparing for battle,

I have a lways found that  p lans are useless,

but planning is indispensable.ó
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òPlan to plan.ó

N



Phase Activity Outcomes

Getting Set Up for 

Success
1 Get Ready. Strategic Planning Workplan

Defining Your 

Challenge

2 Articulate Mission, Vision, Values. Foundational Statements

3 Assess Your Situation. Data for Informed Decisions

Setting Your Course

4 Agree on Priorities.
Decisions: Strategies & 

Priorities

5 Write the Plan. Strategic Plan

Keeping the Plan 

Relevant

6 Execute the Plan.
Annual Plan 

(Operational/Execution Plan)

7 Evaluate & Monitor the Plan.

Best Practices for Planning; 

Effective Mechanisms for 

Monitoring
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òWhere are we at?ó

N



}Summarize your organizationõs history and accomplishments.

}Articulate previous and current strategies.

}Gather information from internal and external stakeholders.

}Evaluate current programs; collect objective data.
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WHY DO THIS INTERNAL ANALYSIS ?   

ü To  Identify internal factors that contribute to our 
Strengths and Weaknesses.

ü To identify any internal Oppportunitiesor Threats thatcan 

help or hinder our mission and our operations.



}Market (clients/customers)

}Competition

}Technology
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} Supplier markets

} Labor markets

} The economy

} Regulatory 
environmentüLŘŜƴǘƛŦȅ ȅƻǳǊ ǘŀǊƎŜǘ άŎǳǎǘƻƳŜǊέ ƻǊ /ƭƛŜƴǘΥ 

Åprofile them to understand their NEEDS,
Åidentify what VALUE you bring to the Client.

ü [ƻƻƪ ŀǘ ȅƻǳǊ ά/ƻƳǇŜǘƛǘƛƻƴέ -- what are your unique distinctives?

ü How do Rules & Regulations impact your ability to deliver or operate?

üWhat are the implications of the economy on your strategies?

ü How will Technology or the current Supplier & Labor market help or 
hinder your ability to deliver?



INTERNAL EXTERNAL

STRENGTHS

4Capitalize

OPPORTUNITIES

4Invest

WEAKNESSES

4Shore up

THREATS

4Ward off
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Positive / 
Helpful

Negative 
/ 

Harmful
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-- Sir Winston Churchill

òA pessimist sees the difficulty in 

every opportuni ty ;

An opt imist  sees the opportuni ty  in  

every difficulty.ó



}List Possible Strategies based on data on 
Client Needs and SWOT analysis: e.g., 

}Capitalize on <Strength x> to address the Clientõs 
Need 1.

}Coupled with our < Strength y >, invest in pursuing 
<Opportunity x > to enable us to service Clientõs 
Need 2.

}Shore up <Weakness w> and rally our <Strengths x 
& y> to eliminate a likely < Threat z>.
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}Make sense of the data collected.  

} Identify broad long -range Goals & Strategies.

}Ensure Goals are in alignment with Mission, Vision & Values.

}Construct a 3-5Yr Timetable, using an agreed 
prioritization scheme.  

}Take into account the Strategic Goals that already have momentum, 
or must be addressed as prerequisites to achieving other goals.

}There are many ways and tools to prioritize. Be flexible 
on the means of arriving at the Strategic Roadmap.
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}Start with a VERB that indicates movement:

}Increase, Decrease, Reduce, Grow, Shift, é

}A SMART Goal is:  

}specific, measurable, attainable, relevant, time -

bound.

}Always specify an Owner and a Target Date 

for completion.
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Why write and capture the plan?

}Discipline of writing helps give clarity.

}Putting plan to paper makes it real, tangible 

ðcaptures a form of commitment .

}Plan is a tool for communicating . 

}Plan acts as a roadmap to help focus your 

activities and priorities.
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Strategic Planning

Business 
Planning

Operational Planning 
(Annual Execution) 

Program 
Planning 

Long-range 

Planning

Action Plans
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MISSION

We help nonprofits develop 

more leaders!

VISION
Within the next 3 years, grow CGP into a $3 

million national consulting firm specializing 

in creative leadership development 

programs for Fortune500 companies.

GOALS & OBJECTIVES

4 Increase Revenue from $1.1M to: 

4 $1.8M in FYõ09

4 $2.4M in FYõ10

4 $3.0M in FYõ11

4 Establish a client base of at least 

40 companies by end -FYõ11.

4 Increase gross margin from 32% 

to 54% by end -2011.

STRATEGIES

4 Develop Marketing Strategy/Plan 

by 2/09.

4 Develop & trademark òCore 

Processó by 4/09.

4 Create Marcom materials by 

6/09 .

4 Develop & deliver 5 workshops 

by 6/09 .

4 Create é
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MISSION

We help companies develop more 

leaders!

VISION
Within the next 3 years, grow CGP into a $3 

million national consulting firm specializing 

in creative leadership development 

programs for Fortune 1000 companies.

OBJECTIVES for FY-2009

4 Increase revenue to $ 1.8M in FYõ09.

4 Increase gross margin to 54% 

from 32% by end -2009.

4 Earn a pre -tax profit of $ 450K for 

FY09.

4 By end-2009, establish a client 

base of at least 10 companies.

STRATEGIES

4 Develop written Mktg plan by 

9/08.

4 Trademark òCore Processó by 

1/09.

4 Publish 4 quarterly newsletters, 

send 1st to 1500 potential clients 

by 4/09.

4 Deliver 5 workshops by 6/09 .

4 Create é



Copyright © 2010 SharpeVision    42

Y2010 Actions Owner Julõ10Augõ10Sepõ10Octõ10Novõ10Decõ10

Strategy 2.1: Develop Strategic Plan

2.1.1

Recruit external help: 

Result: Consultant 

engaged/on board.

CFO

2.1.2

Plan for a Plan. Output: 

Plan & Approved 

Budget.

COO

2.1.3

Strategic Planning 

Sessions.Output: Draft 

Strategic Plan.

CEO

2.1.4

Board Review of Plan. 

Outcomes: Updated 

Plan.

COB

2.1.5

Obtain Board Approval.  

Outcome: Approved 

Plan.

CEO

7/26

8/30

9/30

10/29

11/22
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Our NonProfit 3-Yr Strategic Plan Record

MISSION: VISION:

WHY do we exist? WHAT does success look like?

MARKETING Mix (4Ps, 7Ps)

GOVERNANCE Strategy

OPERATIONAL Strategy

FINANCIAL Strategy  (projection)

DEVELOPMENT Strategy (funding)

GENERAL Organization Description

Execution Plan Year 3
Ç Objective : Goals /Target

Ç Means (HOW) : Owner

Ç Measures : Criteria & 
Completion Date (by WHEN)

Annual Plan Year 3

Strategic Plan (3 -5 yrs)
PRIORITIES & ROADMAP

HOW to get from current state 
to desired state in phases of 

WHEN(yearly).

Ç Year 1 GOALS & OBJECTIVES

Ç Year 2 GOALS & OBJECTIVES

Ç Year 3 GOALS & OBJECTIVES

PHILOSOPHY  - Beliefs, Values, 
Guiding Principles

Annual Plan Year 2

Ç Objective : Goals /Target

Ç Means (HOW) : Owner

Ç Measures : Criteria & 
Completion Date (by WHEN)

Annual Plan Year 1
Ç OBJECTIVE : Goals /Target

Ç MEANS (HOW ) : Owner

Ç MEASURES :  Criteria & 
Completion Date (by WHEN)

1. Products (or Services)

2. Price

3. Place (distribution)

4. Promotion

5. People, Partners

6. Process

7. Physical Provision


