CSO Collaborative”

Our Operating Principles

When we come together, here is how we operate:

Give something, Focus on leading Confidentiality or Keep it positive. Be here.

take something. strategy & not. It’s your Be helpful. We get out of this

No solicitation. organization-wide choice. Contribute to the what we put into it.
Impact. greater good.




Today’s hosts:

Jeff Brunings Erica Olsen
Head of Growth & Development CEO + Co-Founder

Principal Strategist Principal Strategist
OnStrategy OnStrategy
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their background!

863

Role In Strategy
® Executive Leader

@ Consultant practitioner workin...
® Aspiring to be a strategy leader
® None of the above

® Newly appointed Leader
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Always Thursdays

e Masterclass +’From the Field” + Application
2ond

©) CSO Collaborative”

Our I?romlse:, Every Live Roundtable— CSO Pro
session, yOu " Walk & 4th Ask Us Anything Q&A
away with one th|ng you Dive into your specific questions & share

can use. _
Workshopa Topic—CSO Pro
Breakout groups by role and/or sector to
share, problem solve with peers.




Q1 Calendar

Always
Thursdays

2nd @ 8am PT

4th @ 8am PT (Jan)
4t @ 10am PT (Feb+)
Ask Me Anything

Pro Only

Can You Say What Your Strategy Is?

Topic Deep Dive - General Workshop by Sector — Pro Only
1st Thursday @ 8 a.m. PT 3" Thursday @ 8 a.m. PT
January 5, 2023 January 19, 2023

Culture of Change

Topic Deep Dive - General Workshop by Role — Pro Only
1st Thursday @ 8 a.m. PT 3" Thursday @ 10 a.m. PT
February 2, 2023 February 16, 2023

@& Running a Killer Quarterly Refresh

Topic Deep Dive - General Workshop by Sector — Pro Only
1st Thursday @ 8 a.m. PT 3" Thursday @ 10 a.m. PT
March 2, 2023 March 16, 2023



You ARE the Collaborative.

Deep Dive Topic Idea
From-the-Field Example
Lesson Learned

Burning Question or Challenge

In Zoom Chat anytime! Or Email collaborative@onstrategyhg.com




CSO Deep Dive

Can You (and your team)
Say What Your Strategy Is?




What sets leaders apart:

Focusing on the future

Clearly communicating future and
people’s stake in that future

Where the organization is on the path
from here to there



From the Field Guests

Ellie Westman Chin Kamryn Mock
President & CEO Lead Strategist

Destination Madison OnStrategy
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Destination Madison is dedicated to creating
economicimpactthrough tourism.

-------

e destination

Chicag
; i
i o - ??—r
- Naperville

Ison
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Our Strategy Is...
Vision
In the next five years, success looks like...

Scope & Focus
We deliver value to....

Advantage
Major shifts we are making are...

We will be successful because...



Strategic Plan
FY23-25 Summary

Mission
Inspire a love for Madison.

Vision
Madison is a place for all.

Strategic Pillar

Grow Brand
Awareness &
Visitor Conversion

Support Regional
Development

Support Regional
Development

Fiscal Stewardship

Diverse,
Sustainable
Organization

By 2025, Success Looks Like...

Madison is viewed as a “must see” destination
nationwide.

Off-season and shoulder room night growth is

increased by 10% with a focus on the November-

March time-period. Midweek utilization
(Monday-Wednesday nights) is increased.

Greater awareness of Destination Madison’s
impact in the community and
residents/businesses want to get involved.

Safe, sacred, and busy neighborhoods are
designated through branding and wayfinding.

Achieve an operating budget of 510 million,
represented by a net growth of 51 million per
year. A predictable room tax revenue stream
would be tremendously beneficial in future
planning.

Destination Madison is viewed as a desired
“employment destination” by a diverse and
changing Madison community.

Objectives and Approaches

Increase awareness of Madison as a travel destination.

Create and deliver curated content that tells our destination stories to highly-targeted audiences
encouraging a visit to Madison.

Promote our authentic neighborhoods and define the unique stories of each area to increase visitation.
Develop a destination brand that authentically reflects Madison and is used community-wide.

Off-season targeting for visitation and events hosted during non-peak times.
Optimize facilities to eliminate constraints and create capacity for more events.
Win a city-wide event (10k+ person) by 2025.

Grow partnerships to represent a diverse cross-section of the Madison community.
Strengthen engagement with community stakeholders to grow and foster connections.

Create and implement a Workforce Development plan to support our partners.

Support the Destination District vision (Lake Monona waterfront, John Nolen Drive, Alliant Energy Center,
and Southside Madison). Be the connector between key locations to advocate for easy mobility/movement
in and around the distinct areas.

Identify development opportunities for venues and attractions necessary for visitors and residents. Gather
understanding of what visitors and residents want to see and experience in the destination.

Make it easy to travel to and explore Madison by supporting additional direct air service and exploring
other transit opportunities to get visitors to Madison and Dane County. Continue to have an advocacy role in
transportation and strengthen the relationship between Destination Madison and Dane County Regional
Airport.

Increase funding from room tax collections and non-traditional sources to grow the budget by $1M

annually. Cs
Explore non-traditional revenue streams such as Foundation support, grants, advertising opportunities for
partners and corporate giving.

Create an employment destination by measuring employee engagement and satisfaction—assess, triage, be
agile in changes.

Build an organizational culture focused on the employee experience where employees want to work, feel
that their needs are met, and feel like valued team members. Benefits and equity align with the mission.

Provide staff and Board with the skills to implement DEAI in what they do in a seamless, meaningful, and
authentic way.
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Organization Indicators

Indicator *22 Actual 23 24 25
Cnernight Visitors to Madison B5% 66% 67%
Website Visits 2.3Mm 2.4M 2.5M
Social Impressions 30M 35M 40M
Direct Visitor Spend 51.6B 51.8B S2B
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Lessons Learned & Tips

What worked well?
What would you do differently?

What's your number one tip for other CSOs?



EF"%)))
C Qu
COMPANY

'WG\\ ﬂi\" m”

Mid-sized manufacturing organization
with a global presence.

* High growth industry

» Highly regulated

« $500M + in revenue

* Double digit growth over past 5 years
* Moving into maturity phase
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©) CSO Master Class

Can You (and your team)
Say What Your Strategy Is?




Having a strategy is only as good as

A Model your team’s understanding of it!
Can YO u Say Content—What to communicate?
Vision, Scope, Advantage
What Your
Communication Tools—How to communicate?
St r ategy IS 7 Comprehensive Plan, One-Page Plan, Videos, etc.

Audiences—-Towhom?

Who are you communicating to via what channel w/ what tool

Reinforcement

Calendar for communicating where you are on your journey

&1 CSO Collaborative™ 17




H. ht b lete th ise to review and cat
Strategy Storyboard Canvas s v

o Vi S i O Whereis your organization going in the future?

Where do you see the business in the next 3-5 years? What will have to be achieved?

@) Scope et uesamanore € Advantage ©5

business? How does it fit .
competitors?

& FOCU S: within the 3 dimensions?

Customer Offering 1.

Geographic Location

Delivery Mode/Method

Can You Say What Your Strategy Is?

Now take the elements from the 3 areas to the left to craft a
strategy storyboard by completing the following sentences.

In the next five years, success looks like...

We will know when we are reaching our vision because...

The scope of our organization is delivering unparalleled value to....

Focused in...

And reaching our customers by...

We will win because...



Comms.
Tools &
Format

Deliverable Description/Purpose

Virtual Whiteboard used throughout the planning process

Mural Board for team collaboration and strategy co-development.

Plan Summary & Communication Document; use for plan

One Page Plan (PDF) communication and sharing w/stakeholders.

Plan Detail; this documentincludes all detail of the
Strategic Plan Detail (Word Doc) planning process, strategy, district alignment and
iImplementation process.

Plan Summary in PPT; slides to incorporate into other
presentations or provide a quick overview of the strategy.

Performance Scorecard Key Results, updated/managed via reporting tool.

Plan Overview (PPT) OR Video

Implementation Resource to guide/supportthe

Strategic Management Playbook
management process.

&1 CSO Collaborative™ | 19



Planning
Comms.
Tools &

Format

Housing And Neighborhood Development
Strategic Plan for FY23-24

Our Mission 7o create viablo living environments for low ta madorata income individuals and families.

What We Are Dolng (aes  Today am Tomarrow ez How We Will Do I 723 s
P ————
P S —
e [ ——————————
. Increase Affordable 10,560 sMcecublu iy oD bring for 1000
Housing Stock PO gt pokn o hoviog o & bl b ik
Gonl 2 [ —
. s OR.
. Innﬂlhuluim et o :
L ey housig Tranaitisnal Housing Program
— Estasiish basoing e
Invest In Low- To . ;
. Maderate-income bt e b . iepron i i i - e e gt
Neighborhoods i y
oarss
Keep & Improve 5
Affordable Housing Units " - I e T i e T ek

One-Page Strategic Plan
A one-page view of your strategic plan and objectives.

A A To create viable living environments
Our Mission for low- to moderate-income

Why do we exist? individuals and families

Programming Strategic . .

Goals & Secure funding for 1,000 Increase benefits from
Outcomes unitslyear neighborhood impravement

Gom B Icreass AU Housng  GORIRY Iuadt i Lo 10 MBSHe-TCaS

P30 s s n 122 o

Increase securing Zero loss of HOME units
permanent housing o —
L

Strategy Story PPT

An overview of your strategic plan filtered by
department and team members.

Full Strategic Plan
A full export of your entire strategic plan.

USING A BOLD
VISION TO SOLVE

HOMELESSNESS

Strategy Stories From The Real World

Dana Searcy
Special Projects Manager and Strategy Leader
Washoe County, Nevada

Video Story

A full export of your strategic plan filtered to show
individual team member goals.
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d
County of Santa Clara Mission P TECHNOLOGY "l
20% @J) SERVICES AND SOLUTIONS
FY21-24 Strategic Plan
- L
n e- a e Partner with County departments to deliver services to our community through operational
excellence and innovative technology solutions in support of the County's mission.
Respect | Imtegrity | Accountability | Transparency | Compassion | Excellence
P Ia ns a re TS5 visian i= the County's vision:
(]
m a Ic TSS Strategic Direction - Goals, Areas of Focus & Outcomes
[
W EMpower  sreas of Focus Outcome
Build a Diverse &  *Acoskerat and smplfy candidate salection, * Mign staff with areas of interest and related From the bottom fo the iop, our
Highly Moti cmboarding process and staffing modl. ‘caneer paths. cufture, processes and pletforms
vated + Distrikute decision making down the + Create a system o capture knowledge when  emsure that good ideas are
e 1o increase our agiisy resources transition. implamantod by paopds wha lova what
* Launch merforing program that focuses on thay db ond forl thay bove o purpose
diversity, equity and inclusion and formalize and ave walved
suocegsion plans.
Build Areas of Foous Qutcome
Drive Operational * Improve core operational processes. « Create a single, ansparent intake process and  Our foundition — sructures,
Excells BIT « Simplify processes for securing smal-scale, low  governance for sendcefproject demand. systoms, and processes = i stoble
. complexity services open license management  + Proactively monitor everts and create system and resifieng, wiich anablas our
Effectiveness far taak that don't require  lot of coding fow- o manage major incident response. o empenbifities o andur and gat
oode ok} « Balance the best of fedsrated and centralzed  stronger Achisving this nutcnme
* Consralize IT licensa managemant. 1T stnscture for opfimal osssomer evperience  rasults in us being operofionally
+ Expand business contrwity and disasser and cost savings. mucallent and delivering n our core
recovery capabilities. + Create and marage a centralized and services officiontly and effectivel.
+ Establsh Frocess Engineering Center of comgrehensie sechnology asset inventory:
Ewcellerie. « Idervify and dassify sechnical debt 1o manage
= Replace manual, administratie: controks with replacement.
fectmical controls for speed and consistency
Grow Areas of Foous Outcome
Cultivate = Total Cost of Gwnarship . the IT Soard, Wi v an agila, proactive and
L into project rcommendasions. . mture IT arqanization that kevamges
O izational Undate and implement [T governance and [T
“':Tm& + Aign kay techrical domain strataghes with standands P‘"P‘“‘""Wm‘::’“
business siraiegies. . practoe framawenks. In o,
Collaboratewith o . “‘*ﬁwﬂwﬂ“ﬁfﬁﬂ Sl cnctstmaty s
Our Partners valen 1o ow vertical besiness pantners
ur chgetmck moxlel + Brpand brrass elatonsblp MESQURERE [ e
* Deploy an [T aperations service catalog. [processes and best practices. citirens
+ Becoma a Business Analysis Center of Becellence.  « Complete the technology bluepring to ensure
= Achwance: the County's doud rarsiton. Cousrity Infrastnucture supparts businesses”
= Develap a leaner technology acquisition. needs.
PROCRE
Transform  areas of Focus Outcome
Embed Innovation  * Develop a comprebensive digital strateay « Complete: 25 proof-of-concepts per quarter. W'M!lm::f'sw
& Transformation  * Integrate design-thinking into cur work. + Fartrer with early adopter to test emerging P Laaen k7 o work, gur feam
into Our Work « Sesk exponential opperturites for powerful  technologies. £ emping “ani s b b 0
walue creation. tharegion, o y
A
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Vulnerable Populations
Pe rfo rma nce muﬁmmmm-wnmuumw-w«wnﬂvdmn

provide adequate resources and support.

(Scorecards
i f
reinrorce.

REGIONAL DATA SYSTEM: Establish a regional system to collect and manage quality data so it is easy for service July-Sent D e Y hiand »
providers and individuals experiencing homelessness to work together. #BuiltForZero . ' . ‘ ‘

Complete the remaining Built For Zero (BFZ) scorecard item to achieve quality data as defined by BFZ. (All service providers for
homeless services reporting into HMIS for...

ON TARGET

Develop a Washoe County data policy and a standard set of performance metrics for programs serving people experiencing NOT STARTED
homelessness.

0
»

Adopt a Washoe County Homeless Data Policy.

All County funded Homeless programs have fully implemented the Homeless Data Policy.

CARES CAMPUS DEVELOPMENT AND CONSTRUCTION: Complete the development and construction of the 15-acre Cares Julv-Sent Oct -Dex oS hnad Aot .
Campus to include needed facilities, expanded services and housing options. By S g ;

Design for the Campus is complete. ON TARGET

Secure all Capital Funding to complete phase Il Ill and IV of Construction. ON TARGET

Safe Camp Construction Complete. ON TARGET

Cares Campus Phase |I. Permanent bathrooms, showers, laundry facility and sprung improvements. ON TARGET

Cares Campus Phase |II: Welcome center, intake, training area, case management, therapy, a dining hall, and an administrative
area that will include staff offices, a breakroom...

Cares Campus Phase IV: A resource center, an area for overflow capacity and supportive housing.

Sustainable funding secured and contracts in place for all staff and services 10 ensure appropriate staffing levels.
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Audience & Deliverable Matrix

Audience &
Deliverable

Managers |[Team Leads Board of Key Stakeholde | Community
M a t rix & Above & Above All Staff | Directors | Customers | Partners rs At Large Media Misc. Deliverable
Monthly Exec Thru Jan Board Special CEO | Special CEO Beginningofyear
Rollout of 202X Meeting Managers U0 (T Meeting N/A Comm Comm e N/A using One-Page Plan

Insertinmonthly CEO
Jan All Hands|Jan All Hands| Jan Board
N/A N/A commes, linkto

. Special CEO | Special CEO
Strategic Direction CEO Email N/A p p

Meeting Meeting Meeting Comm Comm .
Comprehensive Plan
Thru March, June, At end of quarter for
. Monthly Exec Thru R
Quarterly Priorities Meetin Managers Managers. Sept Newsletter | Newsletter | Newsletter next quarter.Simple
g g Pinin Slack Meetings Qua rterlySummary‘
Monthly Thru Thru Leads + March, June,
Strategic Performance Review | Managers+ : Sept N/A N/A N/A N/A N/A QuarterlyScorecard
. . CEO Email .
Meeting CEO Email Meetings
End-of-Y. Highlight l\;zclt:\ly Jan All Hands|Jan All Hands| Jan Board [End-Of-year 1|End-Of-year 1|End-Of-year 1 social push | Social push End-of-YT-arhl Pager of
nd-ot-Year Highlights K Meeting Meeting Meeting pager pager pager P P Accor’pp Ishments +
Meeting VideoReel

Communication Channels

* Inboxes: Direct Email - from CEO, Newsletter, Slack/Teams Messages

* Meetings: Weekly Stand Ups, Monthly Strategics, Quarterly Refreshes
* Publications: Intranet, Website, Traditional Media, Social Media
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Must- DoS Ifé Don’ts X
Remember

: It's not about the “how,” it's about Make it about yourself.
T| p S the “where” and “why.”

Or, underthink it.
Make it believable.

Over engineer it.
Make it memorable — everyone,

both internally and externally can Believe that “launch and leave”, or
say It. “won and done” will make an
impact.

Defend your ability to execute
strategy with “proof points.”
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What’s the
Difference?

CSO Collab

15! Thursdays @ 8am PT

Deep Dive Topic relevant to all
leaders.

Summary of recording, resources
and practical application.

800+ members and counting!

CSO Pro

Collab plus...

2nd 31 4N Thursdays

A problem-solving resource for
strategy leaders when needed

A private forum to network and
collaborate with peers

150+ members and counting!
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Chief Strategy Officer Pro — Join us!

YOUR Community of Practice:

« A gut-check on a new idea...

« An outside perspective on a problem
you're too close to...

« Advice on a question you're expected
to already have an answer for!

When: 1st& 2rd @ 8am PT

3 & 4th @ 8am PT (an)
3 & 4th @ 10am PT (reb+)

Who: CEOs, VP/Directors of Strategy

Cost: 23% off becauseit's 2023 @

$1.920 $1,480/annual
$200 $154/month

For next 100 members!

Email collaborative @onstrategyhg.com



_ Expect today’s contentin your inbox
CO I I ab O rat | Ve We'll email by tomorrow with links to resources we talked

about.

Suggestion fortopics? Feedback?

Final thoughts Drop us a line anytime — let us know what you think and
what you'd like to tackle as a group.
collaborative@onstrategyhqg.com

Follow us on Twitter, Facebook, and Instagram:
@onstrategyhq
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