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Our Pleins for Toclan

S

= Set the benchmark ofiyour knowledge and experience
-« Answer fundamental questions:
— What Is a strategic plan?
— What goes into a good plan?
— How does a strategic plan get implemented?
= Gather knowledge and experience from each other
= Share ideas for inventing your company’s future by

ofporating learning...the new, strategic foc;ug__.__j‘"

Provide: praciicalttake=-awe -

some fun...all in 1 % hours —




For YoLur Discusslorn

_— T

—n Wh_t does it mean to; thmk strateglcally’P

#_

= What drives you / your organization crazy about
strategic planning? =

evelops your organization’s strategic plan? =

appens to the finished product?



The essence of strategy lies in creating the
competitive advantages of tomorrow.faster
than competitors can mimic these advantages
possessed today.
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~ = Sfrategic planning is a tool for organizing the present on the
— pbasis of the projections of the desired future

= All strategic planning addresses at least these questions:
— What are we and what do we do?
— For whom do we do it?

— How do we excel — that Is, how can we'beat or avoid the
competition?

— Where are we headed in the future? What difference do we

nt to make? And how do we get:t

-

= Most strategic plans typically span 3 to 5 years



. ——
= \Written
= Clear

= Based on the real current situation and
environment

etrushediand given the time to settle

-aﬁﬂlmatlon :

exible (non-rigid)



= Executive Summary:

e ——

= Organizational Description

= Mission, Vision, and Values statements — the
strategic philosophy of the organization -

= Analysis of Data
o gg:gr Strategic Goals and Associated Strategies. ...

H_n-—-.“

munication of the Plan -




— A1\7|rssmn S’[atET’ﬁET’IT{eHS what the company IS

— Concentrates on the present. -
— Defines the customers.

— Articulates why the company. exists or Is in business.

A guide withoeut a timeframes

- . i crafted well.
Provides a path to realizing the vision." -



ey Elerneris of trie Plar) (corit'd)

— ﬁ@on_Statemeﬁtf@Taﬁm%-what a company wants to be
——.

— Concentrates on the future.

— Provides a source of inspiration.

— Provides a path for decision making..

— Becomes part of the organization’s culture.




ey Elerneris of trie Plar) (corit'd)

e /alues are what af-eﬂmpﬁmm.rio_and protected by the
~ organization...regardless.

— Reflect the organization’s culture and priorities.
— |dentifies what the organization holds sacred.

Customer Care and Service
[DIVETSILY

Integrlty
Saecial Responsinbility




STRATEG

_%ISGOVGI’IHQ the solutlons to goyyer zile S HEMEN N ERENGYASECHITITLY,

SEECU e AMENCASTUe

= iheme 2 NucleairSecuiy,
VISION STATEMENT

= Theme 3; SCERiECEPECoyERAEN0 —
e Department’s vision IS/ te; achieve |GV SO
results in eur lifetime ensurng:  EnReray.
Security; Nuclear Security; SCIence-
Driven Tiechnology. Revelutiens;and

One Deparirfe -Gfl‘m@r.gy—Keeping

e ERviienmental
RESPEISINIILY

Within these tMmes there are sixteen

strategic goals which are designed to help
DOE successfully achieve its mission and
vision




\/\/D [ Trne Environrmerital Scearl

" [sa tool for audltmg-an organlzatlon and its
~  environment.

= Must start with a desired end state or
objective...or It risks being useless.

= |dentifies internal and external factors that are
Important to achieving the objective.

ﬁft be realistic and objective...to the point. _—
tion .

Sstapplied | .
guisnes where your organizatien Is today

and where It could be tomorrow.




Internal zincl External F

sirarigitng —=

-=——73\‘t*tf1butes-©f-the organization that are helpful to
achieving the objectives

= \Weaknesses

— Attributes of the organization that are harmful to —
achieving the objective

iernal conditions that are helpful to achieving the
pjective —_—

ternal objectives that are harmful torachieving the

objective -



Strengtns and Weaknesses

— e ee—

= A special marketing expertise = Lack of marketing expertise
= A new, innovative productor = Location of your business

SEIVICE = Poor quality products or -
= | ocation of your business services
= High-quality processes and = Damaged reputation

procedures = Unfavorable customer

Aspects of your business that feedback
gdd value to yeur proeduct or




Opportunities and Threats

= A new, developing market = A new competitor in your

= Mergers or strategic alliances home market

= New market segments that = Price wars with competitors ..
offer improved profits = A competitor has a new,

= A new international market Innovative product or service

= A market vacated by an = New or revised federal rules

and ree u@tiu

el elisionar flase



= How' can we use each strength?

= How can we stop each weakness?

= How can we exploit each oppertunity?

= How can we defend against each threat?

‘—#ﬁ_ . -




SWOT Mleatrix¢

Strategies that pursue Strategies to overcome
opportunities that are a good fit to | weaknesses to pursue
the company’s strengths opportunities

Strategies that identify ways the Strategies that identity a
organization can use its strengths | defensive plan to prevent the
10 reduce its vulnerability ter organization;

aking It'su
external threats




You have strategies and the
freurrnewors ror 2L Olzirl,

= = How can you ensure the strategic plan is widely
understood and supported by employees?

= How does the strategic plan become part of the
organization’s culture and everyday operations?

= |[n what was can the strategy be made to come
alive in the organization?

herleads the strategic plamnim IemeuIangn—
CEess?
e es success In the strategic planning

Process?

-



LEARNING

Ee"iarn ng IS a p'=eweJ]’uJ—en going, superlor source of -
_,_Jnmpelw_adyantage

= The collective learning of an organization becomes the
basis of future competitive advantage

— Heightened strategic readiness
— Learning is a way of organizational life

- of Learning
aintenance; Discovering better wa
rganization 'Jf‘:‘cldy JOES

= Antlcuoatorv Considering the possible future consequences of
actions taken today and exploring alternatives




U's Tlrre 1o As GOOD Ouestlorns

- = What distinguishes,winners from the losers in your market? —

ﬂ.__——.-_ : . :
= \What fundamental benefits are you providing to your customers?

= \What has been learned since a strategic plan was prepared five years
ago? Or never? —-

= What things that made your organization a success in the past does it
need to forget in order to be successful now? \What beliefs are held
that need to be challenged

ﬁﬂt;onve ,Jr rrl Wiseleingl zlefe

Prganization mightioe wrong in'the uture.

-

gessior industry of the -

= |f you were made CEO of your competitor’s business tomorrow, what
would you do to attack the business you worked on yesterday?



— Im"portant thoﬁghts about the strateglc

~ planning process
— Compete to survive
— Sustain the advantage -
— Adapt to changes in the environment
— Formulate a plan
et future goals

‘ﬁ;d

— Measure performance n



I's Raviayy

" = Effective organizations are those in which
~members-have the capacity to:
— Learn

— “Get a pulse” on the external environment and
competition

— Predict changes in their environment
— ldentify the influence of sueh changes

S

— Be part of the planning process

earch for'suitable strategies to,cope with.changes,.
. umr%e'ment those

-







