We will be getting started in just a few minutes......
While you are waiting, here’s a different strategy perspective.
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astions: Questions can be submitted via the Chat Box
on right at any time. **

Offer suggestions: Share your experience via the Chat Box
during the topic at hand

Session is being recorded and a follow-up email this week
will include a link to this huddle as well as the supporting
slides.
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V. Tap into the Wisdom of the Crowd: Your

Questions (Time Permitting)
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% of respondents,’ n = 1,167

How do you expect the government’s involvement in your
industry to change in the next 3-5 years?’

T
» somewhat 1= Don'l kKnow

stantially

or substantially

Strategy Stat

Source: How business interacts with government: McKinsey Global Survey results
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Internal Processes

Operations, IT, Marketing, Sales, PR, Financial, Innovation










“Sales & Marketing Innovation - Operations & IT | Support, _
: % - Regulatory & Risk

Processes B Processes i Processes Processes



Current Customers New Customers

Operations & IT Support,
Regulatory & Risk

Processes

~ Sales & Marketing Innovation
Processes Processes Processes




Generic Strategy Map

“Our company's success comes from...

Revenue Growth: Increase Profitability:
Gain New Lower Expenses
Maintain Existing Increase Margins

...delivering a great value proposition to our customers through services or products...

Differentiate from Choose Value Mix of:
Competition: Proposition: Product, Price
Attract New Customers Operational Excellence Service,
Retain Current Customers Customer Intimacy Relationship
Deepen Relationships Product Leadership and Image

woyoq 0} doj dojens(g

...which is based on mananging and enhancing organizational effectiveness through...

Operational IT Process Customer Marketing New Product ghort.'fem a
i . : o _ erational
Processes Management Service Management Development Effeciency
Processes Processes & Innovation  pedium Term
RM

Processes

Long Term
Innovation J

...foundation of the strategy: defining what resources we have and how they align with our objectives.”

= Define: Align:
Attract/Hire/Retain the Right People Employee Capabilities and Skills
Training Corporate Culture

Cause >> Effect >> Cause >> Effect...
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Our company’s success comes from driving margin sustainability and consistent revenue and profit growth...

Profitability Improvement

Continuously improve AEBITDA and
cash flow. :

.. through delivering a great value proposition to our customers by providing leading customer-focused solutions...

New Customer Conversions

Drive customer conversions to meet
profitability and business unit growth
goals.

.. which is based on managing and enhancing organizational effectiveness...

Marketing & Sales Processes Innovation Processes Operational Processes

Agressively drive growth and Excel at commercializing Achieve highest quality products and
profitability through delivering technologies that execute our service at the lowest possible costs.
differentiated solutions. product leadership strategy.

... and people are the building blocks of our organization.



City of Fernley - STRATEGY MAP

"Our city's success comes from...

o NS )
% = Ensure fiscal integrity,

S = = stability, and equity of the

g R City’s financial planning.
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= ..defining what resources we have and how they align with our objectives
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STRATEGY MAP - ND Office of Management & Budget

"Our agency's success comes from...

State agencies engaged in making

Informed Stakeholders North Dakota government great

Increased overall Stakeholder Increased engagement from
satisfaction state agencies

STAKEHOLDERS
OUTCOMES

I/-

..delivering a great value proposition to our stakeholders through services or products...

Pro-actively enhance external Pro-actively provide Deliver great
communication educational training  Customer Service

Develop and implement Continuously enhance Implement new contact
OMB newsletter OMB website orientation

N

Wwopoq 0} doj dojena(

Goals TBD at future
date

Improve division specific Training in specific skills
outreach development

SERVICES/
PRODUCTS

/

..which is based on mananging and enhancing organizational effectiveness through...

Improve internal communications Improve, upgrade, & leverage  Streamline processes
technological capabilities o add value

Implement monthly internal Increase internal social Improve division specific technical Keep surplus property
newsletter gathernngs capabilities (2007/2009) up & running

Improve inter-divisional Improve cross-divisional Improve division specific technical Financial stability/viability
communication communication capabilities (2009/20011) of supply & duplication

"INTERNAL |

.defining what resources we have and how they align with our objectives.”

~

PEOPLE AND
LEARNING

Develop our workforce

Increase retention & engage- Enhance professional Develop / implement
ment of workforce development training succession planning

Revise Classification & Pro-active hring &
Compensation system recruiting

Cause >> Effect >> Cause >> Effect...

,/‘-

-
S
:
o
S

O

\

W

Y
s
X

N







Trom Ctrateqy Map to Ceorecard

STRATEGY MAP

Corp. PLAN

BALANCED SCORECARD

Dept. PLAN

OBJECTIVES

MEASUREMENT TARGET

Objectives

BUDGET

FINANCIAL
PERSPECTIVE
Long-Term Shareholder
Value ROCE > xx%

Improve Grow
Productivity Revenue

eOperating Cost & Efficiency

¢ Cost/Unit, Efficiency

¢ Monthly Monitoring

e Capacity Utilization

*% Utilization

eCapability Utilization

e Trial Prod.
e Spare Parts Prod

* Weekly/Monthly
Monitoring

e Monthly Monitoring

CUSTOMER
PERSPECTIVE

OFFER PRODUCTS & SERVCIES
THAT ARE CONSISTENT, TIMELY
and LOW-COST

eBrand / Image

eWarranty Cost

o Weekly/Monthly
Monitoring

eLow Cost Manufacturing

® Man-hour per Unit

o Weekly Monitoring

eWorld-Class Quality
Standards

» Defect per Unit

¢ Daily Monitoring

Low World
Cost Class

e*World-Class Delivery Timing

¢ Sales Delivery

¢ Daily Monitoring

eKnowledgeable & Skilled
Partner

e Direct Pass Rate

¢ Daily Monitoring

Customer Enhance
Satisfaction Brand

eHigh Customer Satisfaction

* Market Feedback

¢ Weekly Monitoring

INTERNAL
PERSPECTIVE

ENSURE OPERATIONAL EXCELLENCE WITH
INNOVATION AS WELL BEING SOCIALLY
RESPONSIBLE

eReinforce Brand Image

e Sales Volume

* Monthly Monitoring
Prod. & Sales Mtg.

eProductivity

e Cycle Time

* Hourly Monitoring

eDelivery

¢ Meet Daily Plan
o WIP

¢ Daily Monitoring
¢ Daily Monitoring

Operational Process
Excellence Innovation

eContinuous Improvement

e KAIZEN
e ICC

e Monthly follow-up
e Specific Programmed

*NPI

¢ Timely Introduction

¢ Weekly Follow-up

Alliances with Socially
SBUs Responsible

eSafety & Health

e Industrial Accident
o Commuting Accident

¢ Cross Audits
® Defensive Driving

LEARNING & GROWTH
PERSPECTIVE

STRATEGIC JOB & SYSTEMS

eEnvironment

e Toxic Waste Disposal
* 1SO 9002

o Facility Readiness
o Certification

eDevelop the Necessary Skills

* R&D & Development

e Training and Skill
Build-up

Info. System

eInformation Systems
Availability

e ALC, Procurement,
Financial

o Set-up, Test and
Validation

eStrategic Awareness

® Alignment

e Communication
Programmed
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Corporate Objectives

Measures

Target

1.1 Increase total Net R

1.2 Increase EBITDA tg

1.3 Pre-Tax Income Go|

2.1 Focus on entering t
new adds or 300 total ga

2.2 Actively identify, res
development process tha
growth.

2.3 Expand to other No|

3.1 Maintain Footprint:

3.2 Grow Footprint: Grg

3.3 Customer Profitabili

4.1 Product Developme
with agreed features set.

4.2 Product Manageme
market.

5.1 Core Processes: Fg

management competenc

6.1 Systematically impr

7.1 Human Capital: Acg

7.2 Knowledge Capital:
development commitme

7.3 Organizational Cap!

7.4 Continually improve]
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Putting the pleces together |
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Dete rmlne responsnbi'h ﬁ‘Fd he data gathering.
v Revise your measures if they are not helpmg you
see your strategy and progress.

The balanced scorecard should help you tell a strategy story — every month.
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Senior Management
Quarterly Review

Départment

Review

: VZXEN)
Roll-out (beginning) (1-2 hrs) A irs) (Deczisions on

Or strategic issues)
Adaptive guidance
(if necessary)

Department
Review







Team Member
Online Status Dept. Operations/
Update Strategy Review
Department Leader (I hour)
Online Status
Update

Senior
Management
Team
Operations/

Strategy Review
(1/2 day to 1 day)

Plan guidance
reported back to
team.




Ctrategy Sescion Agenda

Responsibility &
What to Bring

Overview — Clarify the Agenda Department Mgr

Corporate Scorecard Status Department Mgr
1. Report on department KPIs — on and off target

Dept. Scorecard Status: Team Leader

1. Note accomplishments Bring overall “team action sheet”
i and “department full plan with

2. Report on status of your goals and measures. status”.

3. Determine steps to get off track items back on track.

Strategic Issues/Topics: Issue leader
1. Address any items that came up in the team updates. it DB (21217 (eiatel
2. Discuss (formally or informally) strategic issues in order of

critical importance to the business. (Brief the issue, identify
alternatives, suggest solutions, identify next action.)

Meeting Review Department Mgr




@ A comprehenswehlannmg ﬁr‘oc __-ss".that is dlrected at one
issue at a time to drlve toward action.

Discussion vs. Dialogue= Which mode are we in?
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need to be prepared by d|rectors/sen|or leaders

v Ensure the discussions are exciting not “death by
meeting”

The outcome of a good strategy review session 1s to keep your plan relevant and alive.

QM3
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SRI Vlslon ”to e t ’s principal p ov_lder of training,
technical assstame‘ and coIIaboratlon..-dfes'lgned to equip and
unite nonprofit organlzatlonal partners in addressing essential
community social needs and economic recovery.”
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@ FoIIow us on TW|tter @MyStrateglcPIan

@ Today’s session is being recorded and a follow-up email this
week will include a link to this huddle as well as the
supporting slides.
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admm@myst |cplan com

Our office hours are Mon-Fri 9am-5pm (PT).

@plmmmn
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