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Purpose Answer real-world questions, handle high-level
strategy issues, and share best practices on
strategy, execution, planning

Duration 45-60 minutes

Your Ask questions: Questions can be submitted via
Role the Chat Box on right at any time. **

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

Details 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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In the past three years we have...
Managed 100+ strategic planning processes

Deployed 800+ strategic management systems
(MyStrategicPlan, MyNonprofitPlan, MyChurchPlan)

® Built consensus and commitment with 3,000+ executives,
managers, boards

® Empowered 1 million+ strategist & soon-to-be strategists
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I. Strategy Stat of the Month
II. Creating Useful Measures for Execution

I1I. Case Study: Creating Strategic Alignment in a Loosely
Organized Company

IV. Case Study: Knowing if you Need to Change your Business
Model

V. Tap into the Wisdom of the Crowd: Your Questions (Time
Permitting)
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WHAT MATTERS MOST TO STRATEGY EXECUTION

Strategy Stat:
2 to 1 (rights and info over motivators and structure)

Infarmation
[acision Rights
Motrvators

Structure

Ralative Strength (out of 100]

Source: "The Secrets to Successful Strategy Execution,”
HBR June 2008, pp60-70 - Neilson, Martin and Powers
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® Provide a way to see if your strategy is working

® Focus employees’, managers’ and board’s attention on
what matters most to success

® Provide for employee development so as to empower
the team

® Should provide common and understandable language
for communicating to others

® Are valid and realistic, to ensure measurement of the
right things

® Are verifiable, to ensure accurate data



Good Performance Measures must be

based on the following:
— Explicitly defined ownership,
— Precise unit of measure that is verifiable,
— Specific data collection frequency, and

— Realistic targets, plus any thresholds along the
way.




Scorecard Template

Corporate Objective Department Objectives Data Source Frequency
Indicate the corporate Identify your objective for 2010. Listyour measure, thesource Indicate the numeric Where isthe What isthe
ohjectiveyou are aligning Indicate your start and end date. oryour measure, and the annual or monthly data coming period.
Y with You can use the [frequency ofdata collection  value. from
iz
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E the Strategic Plan document
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Identify the right measures.

Establish increments that mesh with the targets.
Identify the data source.

Determine your collection tool.

Assign responsibility to input numbers based on
the period.

6. Evaluate each quarter.
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National Strategy
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BSA 2011 -2015 St

Vision

ategy Map

The Boy Scouts of America will prepare every eligible youth in America to become a responsible,
participating citizen and leader who is guided by the Scout Oath and Law.

Impact & Participation

IDerease Retain Council /Unit

impact membership tools &
metrics

Increase
diversity
market share

Membership
growth

Innovation & Technology

Continue to
upgrade &
improve
technology

Provide innovative
technology
tools & resources

National, regional, and council
executive boards model
leadership excellence

Mission
The mission of the Boy Scouts of America
is to prepare young people to make
ethical and moral choices over their
lifetimes by instilling in them the values
of the Scout Oath and Law.

Match youth

outdoor provider

focused & relevant

Train & engage
wants & Council
needs volunteers

Premier Youth
leadership

& educator development

Youth issues
advocate fitness
leader advocate

Dynamic & Relevant Program Youth Advocacy & Strategic Relationships

Leadership
position as
advocate

Health &

Council Establish strategic
enhance relationships with
relationships gov'tagencies

Building Our Brand

Use innovation

“Cool” with
to stay market-

youth

Leadership Excellence & Culture

Attract, recruit, develop, reward,
& retain talented leadership

Resources & Finances

Strategy

To grow to serving 3.3 million youth in
2015 by enhancing our council growth
(in a franchise-type model) through
dynamic & relevant programs, building
our brand, & advocating for youth
through strategic relationships.

Positioned as
trusted youth
advocate

Recognized &
valued brand

Embrace a corporate
culture to become relevant
& adaptive

Values

Trustworthy, Loyal, Helpful, Friendly,
Courteous, Kind, Obedient, Cheerful,
Thrify, Brave, Clean, & Reverent




Department Strategy

Council Operations 2011 - 2015 Strategy Map

Vision

Impact & Participation Dynamic & Relevant Program Youth Advocacy & Strategic Relationships

Increase Retain Council /Unit Youth Train &engage Council Establish strategid]
impact membership tools & leadership Council enhance relationships with
metrics development volunteers relationships gov't agencies

Increase
diversity
market share

Membership
growth

PROGRAMS AND
SERVICES

Innovation & Technology

Provide innovative Use innovation
technology to stay market-
tools & resources focused & relevant

MANAGEMENT

=1
<
=
o
=
<<
=
=z
<
O
oc
©)

Leadership Excellence & Culture

National, regional, and council Attract, recruit, develop, reward,
executive boards model & retain talented leadership
leadership excellence

MANAGEMENT

Resources & Finances

Mission Strategy Values

Trustworthy, Loyal, Helpful, Friendly,
Courteous, Kind, Obedient, Cheerful,
Thrify, Brave, Clean, & Reverent
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Council Strategy

Council Strategy Map

Council Vision

Programs and Services

_

Administration Services Governance Marketing

Risk Management Office Systems Technology m Governance
Talent Management

-

Financing

PROGRAMS AND
SERVICES
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MANAGEMENT

Council Mission Strategy Values

@n'anninq ‘



Council
Strategy Map

BSA 2011 - 2015

e o ”
Strategy Map @’ BOY SCOUTS OF AMERICA.

@‘ BOY SCOUTS OF AMERICA.,

Vision: in Scouting’s second century, we are building the leaders of tomorrow. Scouting’s dynamic &
engaging journey beckons to America’s young people. Our exciting programs & outdoor adventures inspire
lives of leadership, character & service. Relevant & adaptive, we are a trusted advocate for youth. Our adult

volunteers & employees are widely admired for their leadership excellence. The Boy Scouts of America is
strong & financially secure. True to our mission, Scouting reflects our nation in its ethnic diversity &
shapes our nation by developing responsible citizens.

Council Vision

Programs and Services
Dynamic & Youth Advocacy
Relevant Program & Strategic Relationships

Match youth | Train & engage [l Youth issues | Health &
wants & Council advocate fitness
needs volunteers leader advocate

Leadership

Impact & Participation

Council
enhance
relationships

Establish strategic

PROGRAMS AND
SERVICES

Council/Unit

tools & relationships with
metrics

Innovation & Technology G

Administration Services

gov't agencies Governance Marketing

Building Our Brand

e

Talent Management
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Leadership Excellence & Culture
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Financing
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Resources & Finances

FISCAL
MANAGEMENT

STRATEGIC
FOUNDATION

Mission
The mission of the Boy
Scouts of America is to
prepare young people to
make ethical and moral
choices over their lifetimes by
instilling in them the values of
the Scout Oath and Law.

Strategy

To grow to serving 3.3 million
youth in 2015 by enhancing our
council growth (in a franchise-
type model) through dynamic &
relevant programs, building our

brand, & advocating for youth
through strategic relationships.

Values

Trustworthy, Loyal,
Helpful, Friendly,
Courteous, Kind,

Obedient, Cheerful,

Thrify, Brave, Clean,

& Reverent

STRATEGIC
FOUNDATION

Council Mission

Strategy

Values



Steps taken include:
® Created a generic balanced scorecard framework

® Syncing up the National Strategy with the balanced
scorecard framework

® Decided to keep the goals for the departments
aligned with National

® Decided the Council (franchisee) would have the
same framework but not the same goals






Business Model Diagram

PARTNER
NETWORK
CORE
CAPABILITIES
VALUE
CONFIGURATION

COST
STRUCTURE

CUSTOMER
RELATIONSHIP
VALUE
PROPOSITION
DISTRIBUTION
CHANNEL

REVENUE
STREAMS

TARGET
CUSTOMER
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Business Shift in Action
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Business Model Diagram

The Attractional Model

Overseas
Churches
2-4 Church

Campuses :
P Large Services

Event Production
Sunday School

Facilities
Large Support
Staff

Being part of a
big corporate
body of like-

minded
individuals

Front Desk
Service

Baby Boomers

“Build-it, and
They will Come”

Large
Congregational
Offerings
Endowments




Business Model Diagram

The Missional Model

Local Churches Communities

. . Other NonProfits Being part of a _ .
Distributed Community Groups small. intimate -tz
communication rélevant ! ﬁen X |
network to . : Millennials
hundreds of Com.mtl,mlty C°m”?“”'ty of Meet people
: Building believers
locations Outreach where they are
Technology Small Offerings
Mobile Systems Fundraisers
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® Is your business model changing?

® If No — Keep in the back of your mind the business
model discussion so you can ask the question that
will influence the corporate strategy.

® If Yes — Work up your Business Model Canvas.
We'll send a link to the template.



Wisdom of the Crowd

Any insights you would like to share related
to one of today’s topics?

What are some strategy or execution
questions you would like to discuss?



® 9am PT on Wed, July 28th

® Send in questions for the next Strategy Huddle to
admin@mystrategicplan.com (reference the Strategy
Huddle in the subject line)

® Interested in sharing/presenting a best practice as a
Strategy Leader? (send email to
admin@mystrategicplan.com and reference the Strategy
Huddle in the subject line)

® Follow us on Twitter @MyStrategicPlan

® 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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Contact Information
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admln@mystr&égicplan com

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