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PLANNING SESSION AGENDA

Confirm 2015 Corporate Goals (30 mins)
|. Develop KPIs for Corporate Goals (90 mins)

Il. Explain and confirm Department and Individual
Goal Development (60 mins)

IV. Wrap Up
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PHASE 3: BUILD THE PLAN

Our Strategy Management Process

Impact

Engage. Inspire. Execute.

Getting started:

Determine

Position

Strategy Issues: identify strategic
issues to address

Industry & Market Data: Identify
market opportunities and threats

Customer Insights; Assess
current satisfaction and future
demand

Employee Input: Determine
strengths and weaknesses

SWOT: Synthesize the data
into summary SWOT items.

Planning team

‘ Develop
== Strategy

Mission: Determine your
organization's core purpose

Values: ldentify your core
beliefs.

Vision: Create an image of what
success looks like in 5 years

Competitive Advantages:
Solidify your unique position

Org. Wide Strategies: Establish
the approach for how you will
succeed

Long-Term Objectives: Develop
a 3 year balanced framework of
6 or less objectives

Forecast: Develop a 3-year
financial projection

Create schedule

Use SWOT: Process the SWOT to
set priorities

Organizational Goals: St short-
to-mid-term SMART goeals. (14 yr)

KPIs: Select key performance
indicators to track progress.

Department Goals: Cascade org
goals to departments. (12 months)

Team Member Goals: Cascade
dept. goals to individuals

Budget: Align a one-year budget
with the plan

Gather documents

Rollout: Communicate strategy
to whole organization

Set Calendar: Establish schedule
for progress reviews

Leverage Tools: Train team
to use MyStrategicPlan

Adapt Quarterly: Hold progress
reviews and modify

Update Annually: Review end of
year, plan next year




KEY PERFORMANCE —
INDICATORS (KPIS)
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WHITEBOARD VIDEO

How To Develop & Use KPIs

OnStrategy


http://onstrategyhq.com/resources/how-to-develop-key-performance-indicators-kpis/

KEY PERFORMANCE INDICATORS OVERVIEW

How will we measure our success?

Definition:
Key Performance Indicators (KPIl) are the key measures that
will have the most impact in moving your organization forward.

We recommend you guide your organization with measures that
matter.

Outcome:
5-7 measures that help you keep the pulse on your performance
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THE ANATOMY OF A GOOD KPI

Lag/Outcome Measure:

Who: Measurement type: Measured by: FY14 Target:
District admin % (percentage) increase in student 5
performance

[ I [ | [ |
I I I
Accountability Percentage, number, currency Deliverable, activity, process  # or % for achievement by
or percent complete the owner can influence the end date of the goal

Lead/Output Measure:
@

Who: Measurement type: Measured by: FY14 Target:

District HR # (number) partnerships with top 20
| | | | Iteacher prep programs

| | | ' T

Accountability Percentage, number, currency Deliverable, activity, process  # or % for achievement by
or percent complete the owner can influence the end date of the goal
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MOVING FROM OUTPUTS TO OUTCOMES

= What is the result or outcome of achieving the
objective?

= Why are we working on this objective?

= How will we know we have accomplished the
objective?

= What do we expect to see different as a result
of accomplishing this activity/project?

OnStrategy



GOOD PERFORMANCE MEASURES

= Provide a way to see if our strategy is working

= Focus staff’s attention on what matters most to
success

= 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
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TYPES OF MEASURES

QUALITATIVE VS. QUANTITATIVE

g a Complete
° . . @ On target
Project Measure - Progress against a project or Nt on target
. o o o o . o Past due
initiative that has a terminus (i.e. stoplight status). =

v Usually % complete

@ Process Measures - Measures activities and processes
such as cycle time, frequency, error rate or process-
specific metrics.

r
v Frequency of events L Mg, ks

v' Number of trainings
OnStrategy



TYPES OF MEASURES

QUALITATIVE VS. QUANTITATIVE

Outcome Measure (Quantitative) - End result of whether initiatives
meet proposed targets/standards, and demonstrate impact and
benefit to the business.

.. : : Ony
v Cumulative impact as result of educational services O sare
% . S
v' Graduation rate, Test Scores, Attendance, etc. e,,,;"/;“fease
gfowt/';}/@

Key Performance Indicator (KPI) - Metric and non-metric
& measurements essential to the completion of an organization'’s goals.

« Each organization narrows the possible list down to a manageable
group of KPIs that make the most difference to performar

« KPIs are linked to Goals/Initiatives.

R)
/.
@/) I//'/.Of Oba /

)
é’/,,,hg nty,
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Financial

Net sales (dollar
growth and percent
increase)

Gross profit margin
Pretax earnings (dollar
growth and percent
increase)

Operating expenses
(SGA) as a percent of
sales

Receivables tumover
Inventory turnover
Debt-to-aquity ratio
Total equity dollars
Operating cash flow
Investing cash flow
Financing cash flow
cnding cash

Eamings per share
ROI, ROE, ROA

EXAMPLES

Customer

Improving
image/reputation

Number of customer
complaints

Percentage market
share

MNumber of customers
retained

Customer satisfaction
Dollars per account

Time spent with
customer

Revenue per customer
Number of _
transactions per unit
time

Average sales dollars
per transaction
Customer satisfaction
index

Number of customers
Number of new
customers

Ratio of new to
existing customers

Average sales per
customer

Internal Business

Processes

Percentage operating
costs

Billable efficiency
Quality of
product/service
Defects ratio

Mew product success
rate

Cycle time to deliver
Project turnaround
time

Mumber of defects or
returns

Delivery times

Delivery response time
to customer

Number of test market
trials

Helative product
quality

Mumber of new
products

Number of products
produced

Average cost per
product

Mumber of products
sold

Employee
& Learning

Employee retention
Employee satisfaction
Number of quality
resumes on hand
Employee tumover
Number of ideas in the
pipeling

Number of employee
suggestions
Percentage of
employees who are
systems efficient
Average sales per
employee

Number of net new
positions

Number of relevant
trainings attended



AN EXAMPLE STRATEGY SCORECARD

MEASURES | TARGETS | FREQUENCY | SOURCE

Increase number of
new paying
customers by 50%

Increase number of
former paying
customers by 25%

Improve inventory
turns

OnStrategy

Conversion of
new contacts
within 2 months

Renewing of
previous
relationships that
were inactive

# of inventory
turns per year

50%

25%

4-6

YEAR
TO DATE
Monthly Customer 20%
Relations
Management
System
Monthly Customer 12%
Relations
Management
System
Monthly Enterprise 2
Resource
Planning



BUILDING GREAT MEASURES & TARGETS

Setup: Take a picture of your roadmap and move the 2016 and 2017 sticky notes off to
the side. Label the middle column “Measures & Targets” and the far right column
“Person Responsible”.

Step 1: Build a grid on the whiteboard like the example on the next slide.

Step 2: Develop 1 performance measure for each corporate goal by answering the
question “How will we know we are succeeding?” Write each one on a sticky note.

Step 3: Determine if you can gather the data on a monthly basis and what the data
source is. Write the data source on the performance measure sticky note.

Step 4: Determine the end of year target by answering the question “What is our
desired outcome?” Decide as a group - are we setting moon targets (stretch) or
mountain targets (achievable). Write on the sticky note.

Step 5: Identify goal champions or leaders for each goal. Write on sticky note and place
in far right column.

Step 6: Repeat steps 3-5 for each goal.

OnStrategy
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SMART GOAL STRUCTURE

Overall strategy: Leverage current resources to gain market share.

Long-Term
Strategic
Objectives

Financial

Establish a
financially stabla
and profitable
comparny

Customer

Introduce
current products
to two new
markets.

1-Year Goals

Increase our billable hours by
10% over the next 12 months.

Achieve salas growth of 10%
per year,

Realize 10% of the company’s
annual sales from the small
business market by end of
next year.

Internal Business Processes

Achieve order

Reduce the time lapse

fulfiliment between order data and

excellence delivery from 6 days to 4 days

through on-line by this June.

rnr'lm:;::menl Reduce the number of returns
P ' due to shipping errors from 3%

to 2%.
Employees & Learning
Provide Reduce turnover amaong sales

employees with
challenging and
rewarding work.

managers by 10% by the end
of the year.

Hire and train a human
relations director by the end of
the year.

Measures

# of billable
hiours

Maonthly sales

# of small
business
clients

# of days to
process each
order

# of returns
due to
shipping
Brrors

Employee
turnover

Director hired

Targets Re

1.2% increase
gach month

1.2% increasa
gach month

100 clignts

4 days

2%

10%

achievement

Person
sponsible

Marketing
department

Shipping
department

Shipping
departmant

Sales
department

CED



LEADER EVALUATION-DID WE GET IT RIGHT?

= Have you identified three to five indicators that
will provide an ongoing assessment of your
progress?

= Are the indicators you selected as KPlIs truly “key”
and track outcomes not just outputs?

= |s the measure and target for each goal clear
enough to stand on its own?

= |s the associated measure and target something you
can measure monthly and will you be able to see
movement?
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SAVING YOUR DECISIONS

Review your KPIs here.
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https://app.mystrategicplan.com/planning/kpi

GOAL CASCADING ’
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SHORT-TERM GOALS & ACTION ITEMS OVERVIEW

Who must do what by when?

Definition:
Functional goals/action items support the

accomplishment of the annual objectives and align with
individual performance plans.

@

Outcome:

Goals at the manager and individual level that clearly explain
who is doing what by when with a clear deliverable.

OnStrategy



THE ANATOMY OF A GOOD SHORT-TERM GOAL OR

ACTION ITEM

Output and/or
deliverable that is By when
Verb a lead measure How (target date)

| I I I |
1.1.1 Secure top performing teachers by developing partnerships with by the end of FY14.
the top teacher prep programs

@
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SPREADING GOALS TO DIFFERENT DEPARTMENTS

DEPARTMENTS

Manufacturing IT Marketing HR

1. Improve net income by
10% by 12/31/11.

2. Improve customer loyalty
by increasing retention by
15% by 12/31/11.

3. Increase employee
retention by reducing
turnover by 5% by
9/30/11.

CORPORATE GOALS

4. Improve operational
efficiency through the
implementation of an ERP
system by 6/30/11.

OnStrategy



EVERYONE KNOWS THEIR PRIORITIES

BUSINESS AREA - ':Yl?:r GOALS AND METRICS
| *Red= KPI {Key Performance Indicator)
FY13 Target

uilding the Operations

- L]
Financialt Achieve projected product revenue of $13 million [core surf) 2nd $45 million 21 Surf Product Total Szles [Surf Dist. | 514,565,101 °
distributian SurfPraduct Total Sales [All Dist.) S45M ' I S] I l eS S re a
Le= % complete; Fullsurf callection 100% 100% L4

Product; Oversee process to ensure successful FALZ launch of men's and women's

lifestyle - full surf collection. T-Shirts: Fill in/2dd more T's by SP13. Develop = stratesy for ForE sEatonnEnTE w55
phasing out old productfor FAL3 re-launch of 2ll styles.
st it o0 1800 Fletcher [1zson | Boards- Output of finished goods 375 1,400
: Inc itput B e (
reis: Increase outpuroffinished gaods to Boards— Sall Thru at Retail TE66,738 TED Oa S
Teson/les % complete, laundh custom sufts T00%

Innouation: Yulex: Second materia prototype in testing: decision pending for custom

suit rollout, Based on 2011-12 testing result, Izunch a smll program of custom suits FAIL3. =
R1: Lzunch new wetsuit— new gasket and golylining. Jzsan/Lee Wetsuit Sales TBD

w

Sersanless: Besin to sxecute on the plan for three deliveries per sasan, besinning with | Lisa/ 22 F delivaries par seasan
the FAL3 surfling - matching surfs go-to-marketsaliing calendar.
B DIvISION - FY13 GOALS AND METRIC

Retail-Existing: Achieve targeted

Metri BAglual as of FY13 Target

Retail-Developmen =the 5 03/23/12

ryw L] L] L]
New York). Continue exploringS | Financial: Achisve projactad product revenus of $19 million [core surf) nd $45 million &I | J2son Surf Product Total Sales [Surf Dist 514,668,101 515M °
| e York). Continue explaring$y | Fnateras SurfProduct Total E=les (A1l Dist | SaEM ]V] S] O n eve A

+ Increzsed focus oncust | Product: Overses process fo ensure siccessful FALS lzunch of men's and women's | Le= % complate; Fullsurfeollection T00% T00%
exclusive product [Tees| TED lifestyle = full surf collection. T-Shirts: Fill in/zdd mare T's by SP13. Develop = strategy for Fors sddtong et TE0
phasing out old productfor FA13 re-lsunch of all styles.

L]
] Fletcher /lzson | Boards- Output of finished goods 375 400 D'I ’ e( | O I G O a lS
‘Wholesale-Current: Maintzin/zx . [ne i =
Boards: Increase outputof finished soadsta 1400, Boards SilThra ot Retail SEETR

shirt delivery and launch of FALZ

Whalesale-Expansion: Explors = | Innevation: Yulex: Second materidl protatype in testing; decision pending for custom | 152N/L22 e i lsunch custom suits 1005
relevant core markets [Florida, § | SUit rollout. Basad on 2011-12 testing result. Isunch 2 small prosram of custom suits FA13
Promation: Gozl TED Catalog: 2 | R1: Launch new wetsuit—newp) TEAM - FY13 GOALS AND METRICS
Lynch book Seasonless: Begin to execute ¢ 0 AchfEl a arg
pb—————————— | the FALZ zyrfling-m ing su
OrefOps: Creste & Fully function o~ SHUH08 - METCTING 24 _
role. Surfreportedand presents Financial: Achieve projectzd product revenuz of $19 million (core surf] and 545 million di | J2son SurfPraduct Total Sales [Su 514,665,101 5180
| Retail-Existing: Achievetarget | distribution Surf Product Total Sales [All Dist.) S45M °
e Product: Oversez process to ensure successful FAI3 lsunch of men’s =nd women's| Lee 5 complate; Fullsurf collection 100% 10038 e a I I I eve °
RE“"-EE‘I'E‘DP"E” + 50 Et.he lifestyle — full surf eollaction. T-Shirts: Fill infzdd more T's by 5P13. Develop = strategy for #or% additionalnew s TBD
New York). Continue exploring | phasing out old productfor FA13 re-lzunch of all styles.
’ - Fletcher [Jasan | Boards- Output of finished goods 375 1,400
E ) ‘Eigﬁi?ihlncreased focus ancu | Boards: Incresse output offinishad goods to 1400 ey e — a l | a e r O a S
Innovation: Yulex: Second materia prototype in testing; decision pending for custom lasonfLee % complete; l2unch custom suits 1005
suit rollout. Based on 2011-12 testing result, |aunch 2 small program of custom suits FAL3,
R1: Launch new watsuit— new gasket 2nd polylining. JzsonfLee Wetsuit Sales 51,429,737 ]
: Begin to axecuts on the plan for three deliveries per sason, besinning with | Lisz/Lee # deliveries per season Sta >
the FALZ surfling - matrhins sirfs sntn-markatzaliine ~alandar
. INDIVIDUAL CONTRIBUTOR - FY13 GOALS AND METRICS
Retail-Existing: Achie D actual a a
:E“"L'D“EL“P"F"“ Financial: Achisve projacted product revenue of $19 million [core surf) and 545 million =l | Jason Surf Product Totl Sales (Surf Dist | 513,696,101 S19M
ew Yo t distribution Surf Product Total Sales [All Dist.] S45M Staff Level °
Product: Owersee process to ensure successful FA13 launch of men's and women's | Lee # complete; Fullsurfcollection 100% 100% S
lifestyle — full surf ::ItECtI:In. T-Shirts: Fill in/zdd mare T's by SP13. Develop = strategy for For soditions newT's TBD . -
phasingout old productfor FAL3 re-launch of 2l styles. | n d 'I V'I d u a l C O n
Fletcher [ lzson | Boards- Output of finished goods 375 1,400 .
Boards: Increase outputoffinished goodsto 1400, Boards—Sell Thru st Retal R TE0
Innovation: Yulex: Second materid prototype in testing decision pending for custom | 12500/L28 % complete; launch custom suits 100% ( aoa lS
suit rollout. Based on 2011-12 testing result, |aunch = small program of custom suits FAL3,
R1: Lzunch naw wetsuit— naw gasket and galylini Jason/Lee Wetsuit Sales 51,423,797 TBD

OnStrategy @ No cascading, no coordinated action. No coordinated action, no results.
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HOW CASCADING GOALS WORK

Manufacturing Dept:
Reduce scrap by 5% from
widget production by end

of 2011.

Reduce waste by 10% across
the company by end of 2012.

Shipping Dept:
Reduce returns resulting
from mis-picks by 5% by

August 2012.

Administration Dept:
Institute a paper recycling
program to reuse scrap
paper for in-house printing
by end of 2012.



PUBLIC SERVICES DRILLDOWN:
SUPPORTS THE STRATEGIC THEMES IN RED

#1 ENSURE A SAFE AND SECURE COMMUNITY

#2 PRESERVE OUR SENSE OF PLACE

#3 PROACTIVELY PLAN OUR LAND USE, INFRASTRUCTURE AND

CONNECTIVITY. UNITE LAND USE WITH FUNCTION.
@) #4 PROTECT OUR NATURAL AND ENERGY RESOURCES.
#5 FOSTER A VIBRANT ECONOMIC ENVIRONMENT

#6 OPERATE AN ACCOUNTABLE, RESPONSIVE AND ENGAGED CITY

GOVERNMENT
OnStrategy



PUBLIC SERVICES DRILLDOWN:
SUPPORTS THIS CITY-WIDE GOAL

@

#5 FOSTER A VIBRANT ECONOMIC ENVIRONMENT

Re-establish downtown as the City’s civic and cultural

center.

Actively drive and invest in a regional approach to

economic development.

Continue to develop Las Cruces as a tourist destination.
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PUBLIC SERVICES DRILLDOWN:
DEPARTMENT-SPECIFIC OBJECTIVE

@

#5 FOSTER A VIBRANT ECONOMIC ENVIRONMENT

Actively drive and invest in a regional approach to

economic development.

= Continued support of MVEDA and its mission.

= Update the City’s Economic Development Plan.
= Promote economic development in the West Mesa
Industrial Park and the Airport

= Continue to promote Las Cruces area as a movie/film

OnStrateggdestination.



PUBLIC SERVICES DRILLDOWN:
TEAM-SPECIFIC OBJECTIVE

#5 FOSTER A VIBRANT ECONOMIC ENVIRONMENT

Actively drive and invest in a regional approach to
economic development.

» Update the City’s Economic Development Plan.

& » Offer administrative ease through fast track
permitting.
= Support a competitive utility rate structure.

= Attract sustainable energy industries.

OnStrategy
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Long-Term
Strategic
Objective

Corporate
Goal

Department
Goal

Team
Member Goal

Team
Member
Action

GOAL CASCADING

Not assigned - far reaching and very
broad

Corporate-wide - not assigned
Must have Target and Measure (KPI)

Assigned to Department responsible for
seeing this goal completed.
Must have Target & Measure

Assigned to Team Member responsible
for seeing this goal completed.

Must have Target & Measure

Assigned to Team Member responsible
for seeing this action completed. Short
term items only.

Must have Target & Measure

3-5 years

18-24 months

12-18 months

6-12 months

30, 60, 90 days



ENSURE HONEST AND OPEN COMMUNICATION TO

DRIVE ALIGNMENT AND MANAGING TO THE PLAN.

A view from the staff perspective:

= (Clear explain the organization’s three to five key
initiatives. And tell me why.

= Connect the big strategies with you need me to do
differently on “Monday morning, 8 am”—connect with
my to-do list.

2 " Be specific and pragmatic. | need to know exactly what
& s expected.

» Create excitement and passion.

= Give me resources for at least two to six months (at
least the first time).
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SAVING YOUR DECISIONS

Update your Goals here.
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https://app.mystrategicplan.com/planning/mem_goals

BUDGET ’
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METHODS FOR CONNECTING BUDGET TO PLAN

1. Zero-based budgeting

. Most severe - not likely to occur if this is not already part of your management
approach
. Best way to align resources to strategic priorities
2. StratEx Budget
. Identification of goals or ideas that are outside of the current budget as “above

normal operations”

. Ask managers to identify resources requirements during goal setting in terms of

magnitude ($, $$, $$9)
@ 3. Strategic Initiative Budget

= Similar to the above, but the pool of dollars is not distributed to functions, but
rather managed as “strategic initiatives”

. Same ask to have managers identify those ideas that are outside of normal ops

4. None of the above

OnStrategy



SAVING YOUR DECISIONS

Set your Budget here.
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https://app.mystrategicplan.com/planning/budget

TEAM PRE-WORK FOR SESSION #6

1. Read the Phase 4 Guide: Managing Performance.
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