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author, software developer, social entrepreneur and consultant

v'Co-Author, Strategy in the 215 Century: A Practical Strategic Management
Process

v'Lead Instructor, Strategic Management Certificate Program / Offered in
Conjunction with ASP Chicago / DePaul University

v'Co-Founder, Chicago Chapter, ASP

v'Bachelors in Psychology and Master degrees in Counseling — Southern Illinois
University / MBA in Management, DePaul University
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Webinar Overview

Part 1: Rich History
Part 2: Strategic Planning (Project)
Part 3: Performance Management (Process)

A Strategic Planning (Project) + A Performance Management
(Process) = A Strategic Management (System)
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Strategy Timeline
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Remember! Use the tool that best meets the organization’s needs.
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Experience Curve

Cumulative Units of Production

*Compete in existing
marketplace

*Beat the competition

*Exploit existing demand

* Make the value / cost
trade off

*Align the while system
of a company’s activities
with its strategic choice
of differentiation or low
cost

Experience Curve

"
Q
o

"
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Direct Cost Per Unit
(Log Scale)

1

Cumulative Units of Production

McKinsey's "9-Box Matrix"

P

To achieve our |;

FIFNE
HEHEE
vision, how E g,_g
shouldwe (82| 5|2

appear to our

Innovation and Learning

To achieve our
vision, how will
‘we sustain our
ability to change
and improve?

Objective:
Measures
Targets

Initiatives

Mission
ision
es

Balanced Scorecard
8/12/2014

BCG "Experience Curve"

RED OCEAN STRATEGY BLUE OCEAN STRATEGY

e Create uncontested market
space

*Make the competition
irrelevant

*Create and capture new
demand

*Break the value / cost
trade off

¢ Align the whole system of

a company’s activities in

pursuit of differentiation

and low cost

Blue Ocean Strategy

What are you
deeply
passionate
about?

What can you What drives

be the best in your

the world at? economic
engine?

Narrow Market
Scope

Broad Market
Scope

SEGMENTATION STRATEGY

DIFFERENTIATION

STRATEGY

Unigqueness
Competency

cosT
LEADERSHIP

Low Cost
Competency

(Log Scale)
shared
values

strategy

Porter's 3 choices
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Classical Strategic Management

Leadership Team

Strategy Operational Evaluation
Development Execution and Control
Strategic Planning ‘ Performance Management
f t f

Strategic Information System (SIS)

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 6



Part 2: Strategic Planning
(A Project)

8/12/2014 Chicago, IL 773-774-0240 www.Iblstrategies.com 7



8/12/2014

Strategic Management System

Phase 1:

Assess and
Organize

Strategy
Professional

Phase 5: . Phase 2:
Inéplﬁmet?tatlgn Environmental
valuation
Control Assessment

Phase 4: Phase 3:
Strategic Strategy
Planning Formulation

Chicago, IL 773-774-0240 www.lblstrategies.com 8



Strategic Management System with MAPP Overlay

Phase 1:
Assess and

— Organize

Assess

Organize

8/12/2014

Phase 5:
Implementation
Evaluation &
Control

\

Ongoing ] Feedback
Management toall

/ processes

Implementation
Management

Phase 4:
Strategic
Planning

"\ Develop
|  Develop in .
| Strategic Plan ..l i

r 4

4

Phase 2:
Environmental
Assessment

Internal Scan

—
Design Strategic Select Core
Ll Strategies

/ |D Alternatives }

/" | Operating Plan |

Phase 3:
Strategy
Formulation

Chicago, IL 773-774-0240 www.lblstrategies.com




MAPP with ASP Certification Overlay

LEAD

Phase 1.

Assess and
Organize

Assess | Organize
Phase 5: Phase 2:
Implementation Environmental
Evaluation &
Control - Assessment
\ y )

\ \ External Scan \ ¥ ' \
\ Implementation |, | Ongoing \ Feedback IS | . I | 1
| Management || Management | to all . P DesignSIs  |p Perform SWOT |
/ processes / Internal Scan |

L /

Phase 4:
Strategic

Phase 3:
Strategy

Formulation
| Develop Develop

e |
w Design Strategic Select Core
| Strategic Plan .l | Stra_t egic | Dirsction Strategies
/" | Operating Plan | -
y. ,x"ll / ID Alternatives ?
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O 00

P1 - Important Considerations

|s the current strategy working?

What is the performance and perceived potential of
existing offerings?

What are the strategic management capabilities of the
team?

What is the scope of the program?
What is the work plan?

Who will be on the planning team? Assess &
Organize

Is there commitment from the top?
Is there a preliminary change management plan in place?

Is there a “strategy management champion?”

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 11




-
Gap Analysis — Start With What You Have*

Partially

Developed Y
Management System Component (Needs ove

Work)

Comments

Developed

Environmental Scan (External & Internal)
SWOT Analysis

Core Competencies / Competitive Advantage

Vision / Mission / Core Values

High Level Goals (Strategic Results)

Customer Value Proposition

High Level Strategies
Perspectives

Strategic Objectives

Strategy Map

Key Performance Indicators & Targets
Prioritized Strategic Initiatives / Projects

Communications & Change Management Plan
KPI Data Collection & Reporting (Automation)
Implementation & Cascading

Strategy Management and Budgeting Calendar

*Adapted with permission from a similar model developed by the Balanced Scorecard Institute

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 12



Strategic Management Roles and Responsibilities
(Governance / ADMINISTRATION/STAFE)

|
N
\'}
(0)
L
Vv Complete Execute
E Operational Operating
M Planning Plan
E
N
T
® >
Phase 1 Phase 2 Phase 3 Phase 4 Phase 5
e Assess eEnvironmental eVision / Mission eObjectives / Map eExecute
eOrganize Assessment eValues / Goals *KPls / Targets eMeasure
eSWOT eStrategies elnitiatives / Projects eTake action
8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 13



Environmental Assessment

Economic, Socio-cultural, Technological, Political/Legal Forces

Opportunities
Environmental Threats

8/12/2014 Chicago, IL 773-774-0240 www.|blstrategies.com 14



e
SWOT Analysis (OTSW Evaluation)

INTERNAL EXTERNAL

8/12/2014 Chicago, IL 773-774-0240 www.|blstrategies.com 15
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Core Competency Characteristics

Prahalad and Hamel suggest
three factors to help ID core
competencies:

Provides access to a
wide variety of markets 1 ll“

Difficult for competitors

o 0 0
to imitate , m M

Makes a significant

contribution to the :
perceived customer ‘ .
benefit

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 16




Strategic Thinking Framework

External
Environmental
Analysis

”~

8/12/2014

Environmental
Opportunities
& Threats

Internal
Analysis

Relevant
Organizational
Opportunities

& Threats

I o

Chicago, IL 773-774-0240 www.lblstrategies.com

Core
Competencies
&
Competitive
Advantages

Decision Point

v

Strategy
Formulation
= Vision
= Mission
= Core Values
= Policies
= Goal (s)
= Strategies



From the Present to the Future

The Present The Delta The Future
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Movable Boundaries
m Concept: Jeanenne LaMarsh, Changing the Way We Change
i v




Strategic Direction Statements

Mission core beliefs

Vision directional themes
Values guidelines

Policies purpose

Goal(s) destination

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 19



|

& Where dowe{g‘nged strategy?

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 20



Key Organizational Drivers of Success

Marketing
(Product Mix)

Key Organizational Drivers = Key Result Areas

8/12/2014 Chicago, IL 773-774-0240 www.|blstrategies.com 21



Strategy Selection Process

Potential Strategies
$

cadersNIBEEICeptio,,

Filter 1

Filter 2

Filter 3

Selected
Strategies

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 22




mappyare
National Food Service Association

Strategic Plan o)

Previous FY  Current FY MNext FY Future FY éa\ °
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e
Sharpen Customer Value Proposition

(Link to Marketing Function)

1. Target Market 2. Offering

What needs does the target What products are

market have? available to the target

customers?

6. Real Reasons to Believe "
Value Proposition 3. Overt Benefit
How can you prove your . .
overt benefit and your points Value Proposition Statement OUNEIE(S Ui (IeEi e i
of differentiation? benefit the customer can
expect to receive?

Branding
Messaging and Promotion

5. Points of Differentiation 4. Price
What makes the product or
service uniquely different
from other options? Must
be valued by customers.

How is the product or
service priced in the
market?

8/12/2014 Chicago, IL 773-774-0240 www.Iblstrategies.com 24




Translate the Strategic Plan
into a Strategic Operating Plan

8/12/2014 Chicago, IL 773-774-0240 www.Iblstrategies.com 25




Balanced Scorecard

Customer
. 2 8|8
To achieve our § 2| 8|=
vision, how should |82 |,S|E
we appear to our
customers?
Internal Business Processes Innovation and Learning
: & 8 8B = T hi 3 3 o
To satisfy our = Slels Mission O achiekeg =582
stakeholdersand | 2| 5| 2|8 o vision, how will D x| 2.8
82 =2 Vision : S | =S
Customers, what | — Val we sustain our =
business processes alues ability to change
must we excel at? and improve?
Financial
S 8|8
To succeed % 2 3=
financially, how S22 S|E
should we appear
to our stakeholders?
8/12/2014 2 xS W A ) TS oo  — 26




Sample Strategic Operating Plan*

Strategic Goal: Operating Efficiency

Customer

Capacity &
Learning

8/12/2014

Shareholder Value

A A
- Lower More
"| Costs Customers
i
Fewer Affordable
Hospitalizations | Prices

Objectives Key Indicators Target Projects
= Share Value = Balance Sheet = 15%
= More Customers = Sales Revenue = 20%
= Lower Costs = Operating Costs " 5%
= Hospitalizations = AHA Rating “#1 = Quality Mgmt.
= Lowest Prices = Customer "H#1 * Customer
Ranking Loyalty Program

Efficient Services

= Efficient
Services

= Care coordination
= On-time delivery

= 10% lower.
= 90%

® Community care
program

Staff Development &
Alignment

= Staff Dev. &
= Alignment

* Training Hours

=yr.1-70
=yr.2-90
= yr.3-100

* [ncentives

= Care training

*Based on Traditional Balanced Scorecard Model

Chicago, IL 773-774-0240 www.Iblstrategies.com
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-
Case Study - FBFM

Strateqic Direction

Vision

FBFM is recognized as the leading resource for financial and business consulting services to farmers throughout lllinois.
Mission

To support those we serve in their day to day activities and long term business success.

Core Values
1. Character: We demonstrate honesty, integrity, and credibility in all that we do.
2. Impartiality: We remain uncompromised in our use of objective information to
provide independent and unbiased advice to our members.
3. Commitment: We are committed to meeting the varied needs of our clients,
employees, and stakeholders.
4. Excellence: We emphasize continuous personal and professional improvement to

enhance our skills and achieve high quality products, services, and
results for our clients, employees, and stakeholders.

5. Collaboration: We believe the best results are achieved when we work together and
leverage each other's strengths and expertise.

Goal

Ensure the long term success and viability of the organization.
{Targeted Result) Establish o market share that represents 60% of the agriculture gross revenue in inois.



Case Study - FBFM

KRAs with Strateqies

Staff Development
Employee Recruitment and Retention
Marketing and Branding

Collaboration and Partnering
Structure and Organizational Efficiency
Management and Standardization
Product/Service Development
Risk/Data Management

Happy Field Staff

Product/Service Development

Pursus desper market peretration for exsting products snd serdces.

Expand product and service offerings to mest the changing ne=ds of customers.

Management and Standardization

Pursues stsndsrdization to improve operations| =Miciencies and guality of wark.
Estabilish effective and efficient operations mansgement within the crgsnization.

staff Development

Imiprose new employes orisnmtion/treining programs.

Emiphasize formal continuing =ducaticn and training to =nhsnce and improve tschnica] skils snd
knowiledge.

Leversze knowledge and svpertise of existing personnel for employes oriertation, employes
training. =nd professionsl development.

Define responsibilitizs, expecations, and performance standards for =sch job rale.

&sgess employes treining efectiveness and job performanos on an ongaing basis.

Employee Recruitment and Retention

Estakbilish & stable candidate paol from which o fill open Field Stadf positions.

Estabilish and enhancs relxbonships with Colleges and Wniversities to stbract gradustes to S3FR.
Build & culturs thet supparts work-lite belance, manageshle worklosd, appropriate smployes
sutonomy, collaboration, snd participation.

Identity and develop desirable candidates for leadership and other growth opportunities within the
organization.

*  Asgess employes morale on 8 routine basis.

Marketing and Branding

Crests s customer valus stxtement that demaonstrates the cresnization's strengths, core
competenoes snd poinks of differentiation.

Crests s comprehensive marketing plan that addresses and defines market ssgments, progucts,
tizred pricng. snd promaotional activites.

&sgesy customer setisfsction regulsriy.

Collaboration and Partnerships

Estabilish mieaningful and useful partnerships with appropriate smkeholders to snhanos services and
generste new business.

Data/Risk Management

Estabilish effective dats security procedures to protect sensitive company dats snd confiderntisl
dient infarmistion.

R=duce professional stal's linbdity risk.

Mlirdmize the potential for displaced staff luring clients seesy Trom FEFM.

Lewersge technology to improve access to date, informetion, and training for =il stakehaolders.

Structure and Organizational Efficiency

Evaluate and pursue governence practioss snd sn efficent opersting structure to sccomplish the
organization’s shered vision and strategic goal(s].
Focus on continuously improving strategic thinking and stratesic menag=ment.



-
Case Study - FBFM

Strateqies — Objectives Translation

Perspective: Customer - what customer needs, desires and expectations must we meet in order to achieve our financial expectations?
Strategy KRA Objective

Establish meaningful and useful partnerships with Collaboration and

appropriate stakeholders to enhance services and generate Partnerships

new business.

Expand product and service offerings to meet the changing Product Development

needs of customers.

1. Meet the Changing Needs of
Customers

Perspective: Financial - what are the desired financial outcomes we must achieve to satisfy our key stakeholders?

Strategy C kA ] Objective
Price products and services to better reflect the value of Product Development
services offered and services that members utilize.
Pursue deeper market penetration for existing products and  [EGD 1T d 720 G101 (0
services.

2. Increase Net Income

3. Obtain Alternate Sources of Funding

Perspective: Internal Business Perspective/Processes - where must we improve internal operations to satisfy our customers and achieve

our financial expectations?
Strategy KRA Objective

Create a customer value statement that demonstrates the Marketing and Branding
organization's strengths, core competencies and points of
differentiation.

Create a comprehensive marketing plan that addresses and Marketing and Branding
defines market segments, products, tiered pricing, and
prometional activities.

4, Improve Marketing and Branding

Establish effective data security procedures to protect Data/Risk Management

sensitive company data and confidential client information. 5. Reduce Risk
Reduce professional staff's liability risk. Data/Risk Management

Improve new employee orientation/training programs. Staff Development

Emphasize formal continuing education and training to Staff Development 6. Improve Technical Knowledge and
enhance and improve technical skills and knowledge. Skills




Case Study - FBFM
Strategy Map

Goal; Ensure the Long Term Successand Viability of the Organization
(Target Result: Market Share Representing 607 of lllinois Farm Revenue)

Meetthe ChangingNeeds of lllinois Farmers

Secure Alternate Sources
of Funding

Increase Netincome

Improve Job
Improve Marketing
Pedormance
and Hranding

sD

Improve Technical Swandaddize Oparations
Kaowladge and Skills a0l Mansyornrt

Provide Eflicient
and ENloctive
State-Wide
Governaece

Build and Maintain Duvedop and Maints
aWorkLile a Hecruitmem

Balance Celtwre Pipaline




Key Performance Indicators

A key performance indicator (KPI) is a
measure, for which the organization
has data, that helps quantify the

4achiev¢{ment o 'a desired strategic
‘objective or outcome.

{ in




Exercise to identify performance indicators

Objective: Cultivate and retain a highly competent and motivated staff

A B C D) E
Valid Value | Ease | Account- | Communicate
Potential able Positive
Indicators™ Message
On time delivery 4 4 2 4 4
Overtime 3 4 5 4 3 4 4
Employee
Satisfaction 5 5 3 5 5 5 1
Margins 3 5 5 5 5 2 6
Employee
Retention 4 4 4 5 5 4 2
Sales Lead to
Close Ratio 3 4 4 3 4 5 5

*Scale = 5 (high) to 1 (low)

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 33



Select Initiatives to Execute Strategy

OA

We need it

1 Invest Here
i

1
“
41 0 9 8 / 6 5 4 3 2 1

Strategic Importance / Urgency / Mission Critical

Expected ROl / Benefit

- NN WO &~ O1 OO N o ©
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Part 3: Performance Management
(A Process)

8/12/2014 Chicago, IL 773-774-0240 www.Iblstrategies.com 35



Cascading Objectives

Tier 1 — Strategy Map

FINANCIAL

Tier 2 — Department / Business Unit

OBJECTIVES MEASURES TARGETS

INTERNAL BUSINESS Sy

LEARNING & GROWTH

INTERNAL CUSTOMER F

LEARNING

Tier 3 — Team / Individual

MEASURES TARGETS

Implement

Evaluate

:
q [
% ]
= n
=
n
-3
™
8
&
=
o
o
-
: E
=
™
=
=

LEARNING

8/12/2014 Chicago, IL 773-774-(@D _www.lblstrategies.com
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Cascading a Scorecard to Tier 2

Enterprise-Wide
(Tier One)

o

Financial

Customer

Internal
Process

b

(" Learn &
Grow

A

De pa rtments Financial
(Tier Two)

Customer

Internal

Process

Learn & Grow
(capacity)

8/12/2014

IT Strategic Objectives HR Strategic Objectives

Marketing Strategic Objectives

Chicago, IL 773-774-0240 www.Iblstrategies.com

Financial

Customer

Internal
Process

Learn & Grow
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Alignment

Vision &
Goal

(Adapted) ©2011 Strategy Professional Resource Center.

Tier 1:

Corporate Strategy
Scorecard

Tier 2:
BUSineSS & Support T T e M
Unit Scorecards

Tier 3:
Team & Individua| g b e e
Scorecards

Individual
Objectives

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 38



Strategic Alignment

Vision &

Goal

Enterprise
Scorecard Strategy § Strategy | Strategy B Strategy B Strategy B Strategy

Tier 1:

= =

Business & Support
Unit Scorecards

My Department’s
Strategic Objectives,

Objectives i Objectives i Objectives tied to Enterprise-wide

Strategic Objectives
Tier 3:
Team & Individual ‘ ‘ ‘ ‘ ‘
Scorecards
Individual | | Individual | | Individual | | Individual | | Individual My Objectives or
Objectives | | Objectives | | Objectives | | Objectives | | Objectives Goals (e.g., SMART Goals),

from my Development Plan

8/12/2014 Chicago, IL 773-774-0240 www.lblstrategies.com 39




Change Management

Identify/U nderstand Change Management Fundamentals
Stakeholder Groups

. Create urgency
. Form a powerful coalition

AsSess Organizational . Create a vision for change

. . Communicate the vision
Readiness

. Remove obstacles
. Create short-term wins

. Build on change

00 N O U A WIN R

Develop Change

. Anchor the change in corporate culture
Management Plan & g

Communication Organization Individual Skills
Strategy & Plan Changes Changes Development

Source: The Eight Stage Change Process, Leading Change , John P. Kotter, HBR.

8/12/2014 Chicago, IL 773-774-0240 www.|blstrategies.com 40




Culture Change Requirements

Managing Complex Change

Description Vision, mission, values, Hard and Recognition process, Materials, money, Customer satisfaction, Positive
paradigms, assumptions, soft career path, job security, management team, employee motivation, versus

beliefs, attitudes, fears, compensation, working systems, processes financial performance negative

investments, etc. conditions
No Confusion
No Anviety
No Apathy
No Frustration

Uncer tainty

©C.M. Russsell Associates, 1999

Used and adapted with permission by LBL Strategies, Ltd. 2001



Levels of Performance Management

Level Goal: 600 MM bushels of lllinois soybeans uiilized by 2020.
1 SN
\
‘ Level
\\ 2
S /A
Objective /
LIS S IS I ——— Key Performance
(e.g. Increase Indicators &

yield and ROI)
Targets = Outcomes

(District 4, Yield Average)

Level
Project
Initiative / Measures - Level
Project Outputs & 3
(Technology Intermediate] _—— —— |
Transfer) Outcomes
(All relevant)

8/12/2014 Chicago, IL 773-774-0240 www.Iblstrategies.com 42




Strategic Management Information Flows

Level = |
Vision, Mission, 1 ; -
Values, Goals || == p—p— bl
- et T L
v -
Key Result Areas @ -
Strategies -..E ® £EA &A £A
o v =
2 £ 8
c S
= . e
© Operating Plan
:I, * Objectives ' o3
% * Key Performance Indicators +Project Outputs o d>, g -g -
L - Targets * Project Outcomes s 02
© S c 8 &8 o
e SEE38
(7] >c S S5
I g - O
Leve Assess Impact on KPI / Targets

a

Committees / Staff Staff / Contractors
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Strategy Management System/Calendar

Strategy Management Calendar (Year 1)
\CCUS LV W January | February | March | April | May | June | July [ August [September| October [November|December]

Week 123412341234123412341234123412341234123412341234

Research Planning

Budgeting I I

Project Reporting &
Evaluation Legend

KPI Analysis & Reporting

Data Collection

Objective Progress (Measure Data,
Reporting Ideas, Proposals)
Divisional Meeting I I I I
- SMP Update Analysis and
Executive Meeting .
_SMP Update I Evaluation _
- (Performance, Funding)
Board Meeting I I I I
- SMP Presentation
Result Due
Reports,
Strategy Management Calendar (Year 2) Recofnm‘;ndations,
\CCIPRY CUTIN January | February | March | April | May | June | July | August [September| October |November|December
Week 123412341234123412341234123412341234123412341234 Meeting

. (Review, Learning,
Research Planning SMP Update)

st 1 B
o Approval

Project Reporting & (Recommendations,
Evaluation Refinements)

KPI Analysis & Reporting

Refinement and

Objective Progress
Reporting

Divisional Meeting I I I

- SMP Update
Executive Meeting I I I

- SMP Update

Board Meeting I I I I
- SMP Presentation

Execution
(Strategic Plan,
Operating Plan)




Thank you!

LBL Strategies

6321 N. Avondale. Suite A-214
Chicago, lllinois 60631
Direct: 773-774-0240
Fax: 773-774-1954
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