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FIGURE 2.1-2 KEY QUESTIONS IN THE STRATEGY DEVELOPMENT PROCESS
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Figure 2.1-1 Strategic Planning Process
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Figure 2.1-1 Strategic Planning Process (continued on page 7)

Preparation

To provide a disciplined approach to strategic planning, a writer
and facilitator are selected. The writer is selected from
employees or volunteers. Basic responsibilities of the writer
include attending all of the planning meetings, gathering the
information and data developed in the process., and writing a
draft document that is presented to board members in step ten.
The tacilitator is selected from the board or community
leadership and is responsible for deploving an effective process.

Executive Director

and Board Chair

Process Step Details of Process Steps Participants Calendar Time

November

NMWVWV

The Retreat Committee reviews the MWVV. The Executive
Director reviews the annual Community Needs Assessment
(developed by the Ways of Connection), which guides the MWVWV
discussion. An abbreviated version of the “hedgehog concept™
(see Glossary) i1s used to gather participants’ perceptions of the
organization, SF’s most passionately held values, and areas in
which it excels (its strategic advantages). Resource drivers are
examined and updated.

Retreat Committee:
Senior Leaders,
Board Commitiee
Chairs, a Member
Agency Represen-
tative, Community
Leadership. a
Volunteer, and a
Donor Representative

December
( Two-day
retreat)

SWOT Analysis
and
Environmental
Scan

The Strengths., Weaknesses, Opportunities, and Threats (SWOT)
Amnalwsis is the central method used in this step. The SWOT
ensures that the SPP addresses and analyzes data and
information relative to the organization’s operations (e.g., state
award feedback reports); shifts in the economic, legal, political,
market, and competitive environments (e.g., customer satisfaction
surveys):; and regulatory issues and changes in technologies (e.g.,
new regulatory issues relative to U.S. nutritional guidelines).
Potential blind spots are identified. The facilitator works with the
Retreat Committee to prioritize the information generated by the
SWOT through a consensus-building, multivoting technique.

Retreat Committee

December
({ Two-day
retreat)

Review of
Funding
Mandates

This step is a review of the mandates that may exist from SF’s
corporate contributors, donors, and regulating bodies. Mandates
considered are those whose scope and severity are such that not
meeting them may affect SF’s funding, reimbursement, and
subsequently its ability to sustain operations.

Executive Director,
Senior Leaders,
Retreat Committee

December
(Two-day
retreat)

3

“Current State
Performance
Analysis

Utilizing SF’s Balanced Plate Scorecard (Figure 4.1-1), a
performance analysis is conducted by the Retreat Committee.
Using the priorities established in the SWOT, SF identifies and
lists gaps in current performance.

Retreat Commuittee

December
(Two-day
retreat)

“Future State™
Brainstorming

In this step. using the information and data gathered in the
previous two steps, appreciative inquiry (Al) is used to develop
the “Future State™ of the organization. The Retreat Committee
identifies the best times during the best circumstances in SF’s past,
assesses what worked best then. and envisions what the committee
wants in the “Future State.” The committee then constructs a plan
to work toward SF’s overall vision of a hunger-free lowa heartland.
Ideas and projections are grouped using affinity diagramming.
This step 1s where the Retreat Committee’s job ends.

Retreat Committee

December
(Two-day
retreat)




Figure 2.1-1 Strategic Planning Process (continued from page 6)

Process Step Details of Process Steps Participants Calendar Time

The champions for action plans make quarterly reports to the
committees of the board.

Development of | At a separately scheduled session, the senior leaders and board Senior Leaders, December
Strategic committee chairs meet to establish strategic objectives, along Board Committee
Objectives, with key indicators, goals, and time frames required to support Chairs
Goals, and the achievement of the objectives. This executive planning
Time Frames session uses the information gathered in steps three through six,

and the MVV is kept at the center of this step. Throughout the

development of the objectives and goals, SF’s senior leaders

ensure that actions are consistent with the MVV. The facilitator’s

job is to maintain consensus and alignment with the MVV. In

addition, during this step, priorities for breakthrough

improvement are identified.
Resource The Executive Director, with assistance from the senior leaders, | Senior Leaders and January
Allocation develops the annual fiscal and capital budgets to support the Board

objectives and goals established in step seven. The Finance/Audit

Committee reviews the budgets and an outline of resources

needed to support the Strategic Plan. Resources are allocated

through a recommendation for action by the Finance/Audit

Committee, and the budgets are presented to the entire board in

February.
Action Action plans are developed to support the success of the strategic | Senior Leaders, February
Planning objectives. The PDCA Process (Figure 6.1-3) is used to develop | Employees,

the plans. SF employees and Des Couers community leaders, Community and

who also serve as SF volunteers, are assigned specific action Volunteer Leadership

plans to champion. Each action plan and champion is assigned to

a committee of the board for oversight and accountability. In

addition, comparative data to measure performance are selected.
Board Approval | The Strategic Plan, resource outline, and action plans, along with | Senior Leaders and February

the annual fiscal and capital budgets, are presented to the entire | Board

board for approval.
Strategic Plan The action plans are deployed into all elements of SF through All Employees and January—
and Action Plan | several communication methods (see Figure 3.1-2). Volunteers February
Deployment
Strategic Plan The Executive Director updates the board on the status of the Senior Leadership January—
Monitoring Strategic Plan; this update is a regular part of the board’s agenda. February




1. Three Year Strategic Plan

1.1 Assess & Set Strategic Direction

A. Czpture, analyze and share kay inputs
(Industry Assessment, Community Needs
Assessment, Detailed Stakzhclder
Analysis, Patient Engagement/Satisfaction
Analysis, Workforce Engagement/Satisfaction
Analysis, Competifive Assessment, Economic
Trends Assessment, Politcal and Regulatory
Review, Supplier requirements, Medical staff
assessmenl, Organizalional capacily and
capzhility, New Technology Innavations
Review (l)
Complete SWOT analysis (O)
Identify Strategic Advantages & Challenges
(0)
Valicate MVV (O)
Identify New Products & Services (0)

1.2 Develop Strategic Objectives & Options
A. Develop Long Term Objectives & Oplions (O)

B. Assign Leadership Accountability (O)
24
D

. Develop Timeline & Priorities (O)
_ Finalize 3 Year Sirateqic Fian

1.3 Align Processes/Peaople
A \Validate/Refine Work Systern (O)
B. Validate/Refine EPM & Key Processes (O)
C. Develop Business Plans (O)

2 Assess & Set Annual Direction

2.1 Assess & Set Annual Direction

A_ Capture, anzlyze, and share key inpuis
(Patient Engagement/Satisfaction Analysis.
Workforce Engagement/Satisfaction Analysis,
Competitive Assessment, Economic Trends
Assessment, Political and Regulatory Review,
Supplier requirements, Medical staff
assessment, Orqanizational capacity and
capability, New Technology Innovations
Review (1)
Validate SWOT (O)

. Validalsiielie Shaleyic Advantage &

Challenges (O)

2.2 Reaffirm/Revise Strategic Options
A. Refine Strategic Objectives & Options (0)
8. Finalize 1 yearAnnual Plan
C. Idertify Key Initiatives (Six Siama) (O)

2.3 Align Processes/People
A Validate/Refine EPM & Key Processes (0)
B, Refine or develop new Business Plans (O)

1.4 Evaluate & Improve 2.4 Evaluate & Improve
\Operationar Rivyitm) (Nperatinnal Rhythm)

Figure 2.1-1 Strategic, Annual, and Business Planning Processes

3. Work the Plan

3.1 Implement Business / Action Plans
Assign Plan Owner (O)
Establish a budget(Q)
Set Milestones (O)
Create Scorecard (O)

3.2 ldentify Key Objectives
A. Assign Objective Cwner (D)
B. Develop Melncs (O)

3.3 Align Processes / People
A. Set Divsional Goals & Plans (O)
B. Sel Department Goals & Plans [Q)
C. SetlIndividual Goals & Plans (O)

3.4 Evaluate & improve
(Operational Rhythm)

Cycle back o Steps
11or2.1

1]) In.rmlr.-

(O) Outputs
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®Blind spots are arising from incorrect, incomplete, obsolete, or
biased assumptions or conclusions that cause gaps,
vulnerabilities, risks, or weaknesses in your understanding of
the competitive environment and strategic challenges your

organization faces.

®Blind spots may arise from new or replacement offerings or
business models coming from inside or outside your industry

(as you currently define it).



Seven common traps that lead to blind spots
1. Seeing what we expect to see

2. Misjudging industry boundaries

3. Faliling to identify emerging competition

4. Falling out of touch with customers



Seven common traps that lead to blind spots
5. Overemphasizing competitors’ visible competence

6. Allowing organizational taboos or prohibitions to limit our

thoughts
/. Relying on history



Some “don’t do’s” that organizations engage in.
1. Don’t be a slave to strategy
2. Don't focus on fear

3. Don’t trust



1. Explore upcoming technologies
2. Assess global trends

3. Get out of your comfort zone

4. Seek employee input broadly
5. Talk to your customers

6. Broaden your field of view



8 Mechanisms for Building a Supportive Environment
1 Encourage flexibility and aqility in your planning and
operating systems

2 Involve everyone in idea generation.
3 Empower smart people

4 Hire new talent



8 Mechanisms for Building a Supportive Environment

5 Foster new internal connections.

6 Involve partners, suppliers, and customers.

/ Support risk taking and reward failure.

8 Train people on the five characteristics of innovators.



Five characteristics of innovators

® Associating deals with connecting disparate inputs.

® Questioning relates to a passion for inquiry and always

challenging the status quo

® Observing means watching every aspect of new products and

technologies, and changing habits.
® Networking is to test ideas and listen for new insights

® Experimenting involves trying out new ideas and engaging in

new experiences.
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ure 2.1-2 - Inputs to Plan

Who

Collection Process

Analysis

SWOT Analysis

- Key Success Factors
- People Capabilifies

Leadership Team
(LT)

Stakeholder Surveys & Direct
Communication, Industry. Scans,
Figure 1.2-1, "Governance System”

Trend Analysis, Detailed Operational
Reviews, Six Disciplines Systems
Blind Spots

Partners. LT.

Figure 3.1-1, "Customer & Market

Various, Technology Blind Spots

o Technology Customers, Vendors |Knowledge"
IS Department Area to Address 4.2a(4) Various, IS Blind Spots
Partners, LT, Figure 3.1-1, "Customer & Market . .

o Markets _ > ) Various. Marketplace Blind Spots
Customers Knowledge
Partners, LT, Figure 3.1-1, "Customer & Market . " .

o Competition _ . ) Various, Competitive Blind Spots
Customers Knowledge

o Regulatory

Partners. LT. All
Associates. Vendors

Figure 1.2-1, "Governance System"

Gap Analysis, Statistical Sampling.
Detailed Audits and Reviews,
Regulatory Blind Spots

o Sustainability

All Stakeholders

See "Sustainability"” in Area to
Address 2.1a(2)

Balanced Scorecard Approach, Trend
Analysis. Sustainability Blind Spots

@ Ability to Execute the

Plan

All Associates

Figure 1.2-1, "Governance System.'
Figure 4.2-4, "Knowledge
Management Systems"

L]

Statistical Sampling, Detailed Process
Review, Balanced Scorecard
Approach, Operational Blind Spots




Figure 2.1-2, Strategic Planning Analyses and Inputs

Key Factors

Strengths, Weaknesses,
Opportunities, and

Analysis and Input Exam

SWOT Analyses (LG/section/depart planning sessions)
HR Strategic Plan; Capital Plan

EC/LG/Sections/Departments (annual)
HR. Finance (annual)

Regulatory/Legislative Analysis
Jomt Commussion, NCQA, Other Regulatory Assessments

Threats Baldnige Assessment and Fen:dbm:k Analyss ECLG (axmual) |
“ Benchmarkmg and Best Practices Benchmarking Commuttee (quarterly)
Customer Relationship Management (CRM) Reports CRM Committee (quarterly)
Health Care Industry Reports; Trends Research Marketing (monthly); Planning (ongotng)
Shifts in Technology; | Technology Advancement Assessment; IM Plan Planning (annual); IS (annual)
Healthcare Markets: | Vendor Consultations. Conference Attendance Departments. LG (annual, ongoing)
Competitive and | Demographic, Utilization, and Physician Need Analyses | Planning (annual, ad-hoc)
Collaborative Market Research/Focus Group/Community Needs Studies | Planning. Mktg. Comm Advoc (annual)
Environments; and | Patient/Customer Satisfaction Surveys and Complamnt data | CRD (annual, qtrly. monthly, weekly)
Regulatory Environment | Market Share Analyses; Competitor Research/Database | Planning (annual, quarterly)

VP Comm Advocacy (annual, bimthly)
Readiness Teams (ongomg)

Organizational Sustain-
ability; Continuity

Long-Range Financial Forecast (including “what-ifs”)
Emergency Operations Plan; Capital Plan

Finance (annual)
Disaster Committee; Finance (annual)

Dashboard, Report Card, and Action Plan Review

Emergencies Contingency and Backup Plans Department, Plan Owners
Resource Allocation Process VPs (annual)
Ability to Execute | System-Level Action Plans; HR. EOC, PI, IM Plans EC. HR. Facil Mgmt, IMAC (annual)
Strategic Plan Vartance Reporting by Cost Center VPs, LG (monthly)

VPs, LG (quarterly)




Key Factors Examples of Types of
Reviewed Data and Information Collected

Student/stakeholder/
market needs,
expectations, and
opportunities

Requirements, listening/learning methods, [PM
findings, higher education requirements, local
demographic trends, real estate/business growth

Student and Stakeholder Requirements
Determination Process (Figure 3.1-2), listening/
learning methods (Figure 3.1-3), [PM Process
(Figure 3.2-3), HEC, Chamber reports

Compet. environment,
capabilities relative to
competitors and
comparable orgs.

Student achievement/assessment, school academic
and operational performance indicators; student/
stakeholder and employee satisfaction; financial,
risk mgmt., and safety performance

ASDE, ASBE, USEA, USAEP, AAEP, SAT;
ESC meetings (3.2b[3]); USSBO; Baldrige
state/national recipients; Benchmarking Process
reports (4.1a[2])

Education reform and
technical changes

NCLB, federal/state reforms, technology use to
enhance classroom learning/operations and
promote KM practices

Conferences, meetings with officials, press
releases, Web sites, KM grant reports

Strengths/weaknesses,
including faculty/staft
and other resources

District self-assessment findings, Education
Planning and Deployment Process (5.2a[1]), labor
shortages and requirements, leadership change,
building and renovation needs

Baldrige self-assessment, SIPs, Diversity Team
findings (5.1a[2]), PMP (5.1b), Education
Planning and Deployment Process (Figure 5.2-1),
labor union newsletters/meetings

Redirection of resources

Action plan progress, academic achievement

Leadership performance reviews (1.1¢[1])

Capability to assess
student learning and
development

Classroom/school/state/federal student academic
achievement data, CEP progress, AYP

Leadership performance reviews (1.1c[1]).
regional superintendent reports, results
assessment (Figure 6.1-1)

Risks (budgetary,
societal, ethical,
regulatory, other)

State budget forecast, audit/inspection perform-
ance, ethical behavior data (Figure 1.2-2), NCLB/
state compliance, Safe Schools Act compliance

School Board Finance Planning Committee
findings; audit reports; Safety Team, Social
Responsibility and Compliance Team, and
Community Support Team reports

Changes in economy

Ed. funding patterns, economic trends/forecasts

Federal/state budget analyses/forecasts

Partner/supplier
information

Partner performance, UA admissions changes

Supplier report card (6.2a[4]), HEC, meetings
with UA

Figure 2.1-2 SPP Key Factors Reviewed and Examples of Types of Data and Information Collected




Figure 2.1-2 SPP Key Factors and Analysis of Data and Information Sources

Strategic Planning Data Collection & Board
Process Key Factors Data and Information Sources Utilized Oversight Process Step

(CHCAP), county FSP, NSLP, city/county/ federal
agencies

Relations Manager,
Finance/Audit Committee

SWOT State-award feedback reports, board meetings, Retreat Committee Step Three
customer satisfaction surveys, point-of-service (POS)
surveys, Assistance Now Finder, USDA Food
Pyramid, Dietary Guidelines for Americans,
AAFNHA Nutrition Scale (see Figure 7.1-5)
Technology FBA., IFBA, DU, FBLC Program Director/CFO, Step Three
Program/Operations
Committee
Regulatory DHFS, OSHA, Consumer Health Care Aid Program | Agency & Industry Step Three

Market, Competition. and
Customer Preferences

FBA 2006 Hunger Study, FBA Benchmark Survey of
National Public Opinion, Community Progress
Project (CPP), Interagency Council on Homelessness,
customer satisfaction surveys, POS surveys, annual
Community Needs Assessment

Development Director,
Friend-Raising Committee

Steps Two and
Three

Organizational
Sustainability

Ways of Connection; Elie & Jackson Research, Food
in Times of Crisis Study; FBA and FBLC; TEFAP; the
Commeodity Supplemental Food Program (CSFP);
Mayor’s National Databank on Hunger (MNDH)

Executive Director, Board
of Directors

Steps Three and
Five to Seven

Executing the Strategic
Plan

Board reports at regularly scheduled meetings,
Baldrige selt-assessments

Designated Champions

Step Twelve

Labor Market; Legal,
Political, and Economic
Environment

U.S. Department of Labor job projections, state and
regional labor market projections, county welfare
utilization, Greater Des Couers Area Chamber of
Commerce membership, the Gonzalez Quarterly,
Western lowa Business Journal 5 annual business
report, U.S. Census Bureau, USDA economic research

Agency & Industry
Relations Manager,
Program/Operations
Committee

Steps Three to
Seven

Efficiency and
Effectiveness Factors

Assistance Now Finder, FBA, Ways of Connection
Outcome Measurement Resource Network

Executive Director, Board
of Directors

Steps Three,
Four, and Six

MVV

Assistance Now Finder, FBA, annual Community
Needs Assessment, customer satisfaction surveys,
Baldrige selt-assessments

Board Chair, Board of
Directors

Steps One, Two,
and Twelve

Donor Participation/
Fundraising

Philanthropic Association of Fundraisers, Assistance
Now Finder, annual Community Needs Assessment

Development Manager,
Friend-Raising Committee

Steps Two, Seven,
and Eight

Early Indications of Major
Shifts in Key Factors

All of the above

Designated Champions

Step Twelve




T T R

Strengths, BE Director, Debby Baldrige self-assessment. Foodtrak reports, industry comparative data, informal

Weaknesses, |Dudley consortium, general news and publications, monthly board meetings, information

Opportunities, on Baldrige Award Recipients

Threats

Customer and | Sam Dudley Foodtrak reports, industry publications, customer satisfaction surveys, industry assoc.

Market Needs memberships, industry Web sites, Employee Dining Reports, informal restaurant
consortium, Secret Diners Association, Chambers of Commerce, Advisory Board

Competitive | CEO, Advisory Board [ Same as above, Metropolitan Houston Business Group

Environment

Technology [ Sam Dudley [ndustry MIS Executive Study Group, public literature, vendor literature, business
magazines, informal consortium

HR Needs BE Director, Debby Employee satisfaction report, industry comparative data, People Report 2004,

Dudley Foodtrak reports

Financial, CFO Accounting system, David & Bradley reports, informal restaurant consortium, NRA

Other Risks comparative information

Societal/ CEO Metropolitan Houston & Galveston Coastal Restaurant Associations, industry

Regulatory/ reports, Chambers of Commerce, Department of Health inspection and audit reports,

Ethical Risks HHS advisory boards, industry Web sites

Sustainability | Debby Dudley [nformation on Baldrige Award recipients, industry and business reports, technology

and Business vendor publications, business continuity workshops

Continuity

Changesin  |CEO Metropolitan Houston Business Group, business publications, Federal Reserve Beige

Economy Book

Unique All Partnerships for Dinner Delivery Service—Chambers of Commerce, phone directory

Factors Communication mechanisms—all previously listed sources (e.g., in P.1b[4] and
3.1a[3])

Figure 2.1-2 Annual Strategic Planning Responsibilities



SRV EFd Annual budget planning drove strategy
and fund allocations

Systematic and fact-based strategic
planning process deploved

TriView Trust Teams provide input
on customers and associates at offsite
meeting

Key suppliers and partners are invited
to provide input into the Strategic
Planning Process

Figure 2.1-2 Cycles of Refinement in the Strategic
Planning Process
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Waork Systems

mempmmmmmmammﬂmhmm

and achieve organizafion success. During the Strategy Development process [ltam 2.1).
this work is classified ino one of two categories: soma work is axtarnal (cutsourced)
and tha rest is internal.

|

*

Internal Work
‘Waork carmmied oul by tha workforce

the supearvision of the organization

undar
. This

work typically akgns with the
arganization’'s core competencies amd
irvolvas tha majority of the workforce
and rmay ba considenad a key work

External Work
Work carried out by outside n:-nm]i-:tm
(suppliers, partners, collaborators). This
waork is typically outsourced whan the
onganization had daetarmined that
outside contractiors can deliver more
vaalums thaary # Uee wiork was done in
housa. Usually, this work does not
imvohea the organization’s core
compatancias,

Intermal Work
Hey work processes are crifical to value creation and might include product design
and dedivery, customear support, and other business processes.
Support processes provide support to the workiorce engaged in product design and

dalivery, custormes interactions, and business and enterprise management. Thesea
may include research and development, call center operations, human resources,

information technology, procurement, accounting, mainienancs, and supphy-chain

managamant, to nams a few.

= Supply-chain managameant is a subset of su r
lar-ralated i pport procaesses, responsible for

evaluating, providing feedback to, iﬂprﬁdré. or dealing with poor-padorming

suppliars

salecting, contracting, measuring,




Holistic View of Work System

1 Situation and
organization
Analysis

4 Devslop
Strategies &
Objectives

7 Redesign Work
System

10 Do we need

to change Org.
Structure?

2 Organization
VMV

5 Devslop Action
Plan

8 Do we need to
change our
processes?

11 Redesign
Org. Structure

3 Define
Strategic Context

6 Do we need to
change Work
System?

9 Redesign Work
Processes

12 Implement
Monitor &
Improve WS




Strategy and Work System
4 Develop I-

Strategies &
Objectives

Business As

New Business New Product New Market
Usual

5 Develop Action
Plan

g

6 Is our work system still valid?
Do we need to change Work System?
Do we need to change our partner / outsources?
Do we need to redesign our work system according to our new business model?



Work System and Work Process

7 Redesign Work I.
System

8-

New Process _Redesign New Partners / Existing Partners
‘ Existing Process Suppliers / Suppliers

=

Process Supply Chain
Implementation ‘ Management

Process
Improvement
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Figure 6.1-2 Work System Design Process

Define high-level products
and performance
expectation.

v

Define subproducts
and activities needed to
produce them.

+

Define core competencies,
capabilities, and
infrastructure for activities _

+

Use affinity method to
group into processes.

v

Apply process
salience scoring matrnix.
Key process? YES

+No

External provider

- Deploy processes
fo program, project,
and process teams

across sites._

=

Create basic
position

descriptions to
deploy the core

competencies,

capabilities, and

i
\ -

Iinfrastructure.

T

that meets cost and
quality criteria?

+ YES

Select provider through
NuGran Subcontracting
Process.

NO

-

-




Central to
Mission,

Improvement
Needed?

Evaluate
Service

and Core
ompetency

Cost
Benefit
Analysis

Continue
Service

Figure 6.1-3: Outsource Decision Process

Vision, Values,

Efficient?
Can Standards be
Maintained?




Figure 6.1-2 Dynamic Partnership Model

Yes | (if lowest cost)
Strength
(& capacity)

No

Qutsource

No

Strategic 1S




Figure 6.1-1 TNB Work System

e Production Processes

Great Smoky Marketing

Polk-Wolfe Advertising

Carby Distributors

Burly Security

Checks for You

Data 2.0 Backup Services

Drill Down Research

J-Pro Statement Services :

Enabling Processes

Key Partners

Cumulus ATM Network

Pamlico River
Investments

ZOR Credit Card

TNBard

Customer and Stakeholder Requirements

Outsource Vendor

Commercial Division

Small Business Division

Consumer Division

Mortgage Division

e
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CUSTOMERS

ASSOCIATES

PROCESSES

REGULATORY

FINANCIAL

Action Plans and Timetable

Strategic Strategic Most Important (ST=Short-term
Challenges Advantages Goals LT=Long-term) TNBSC Metrics
3. Addressing Legendary Use Legend- Maintain customer | Implement TOE project for | Customer satisfachon 72-1 370 380 375
the loss Service ary Service satisfaction leader- | VOC process (ST: 2011, Market share—assets 1.5-7 §6.921m $8.375m $7.924m
of public asameansto | ship position Q3 Market share— loans 758 §77.767Tm | $94.098m $89,032m
confidence in become the Total deposits 753 §1,900m $2,100m
the financial preferred bank | Increase market Create a virtual version of Products/housshold T7.2a(2) 44 47
industry in the TriState | share by 5% year Legendary Service (LT: Consumer transactions | 7.1-3 1 per 1,000 | 0.5 per 1,000 | 1 per 1,000
region OVET year 2013) accuracy
Time deposit statement | 7.1-3 0.008% 0.0045%
accuracy
4. Loyal Legendary Be known as Create a cross- Implement TOE project for | “Best Places to Work™ 73a(l) | 23rd 10th
and stable Service the financial functional work- Legendary coaching (ST: Associate satisfaction 731 1% 03%
workforce with services force so that every | 2011, Q2) Associate engagement 732 80% 84%
low tumover employer of associate has a dual Associate vacancy rate 73-6 040% 0.75% 4%
choice career path Implement PMDPF for
Widmark (ST: 2011, Q4)
4. Integrating | 3. Process Operational | Integrate the Streamline the Conduct TOE review forall | Action plan to scorecard | 7.1-19 0.75 0.75 0.78
the mortgage | discipline and Excellence Widmark traditional TNE Widmark processes metric performance
operation TOE focus acguisition, mortgage process, (ST: 2011, Q) Time to auto loan 1.1-6 1 day 1 day 2 days
acquisition enables TNB to mcluding using technology, Implement Widmark approval
processes and | process iransac- customers, as approprate mortgage process m all Efficiency Ratio 7.1-10 03 0.28
warkforce, tions better than associates, branches (ST: 2011, Q3) Cost per check 7.1-16 8031 $0.29
nto TNB's competitors and and products Win new business Conduct Legendary Service transaction
structure and at a lower cost from Widmark traming (5T: 2011)
culture customers through
Legendary Service
1. Addressmg | 2. Hometown Operational | Meet and Become aware of Implement weekly CAMELS rating 71-17 1 1 1
the many bank with a Excellence exceed all new regulations as | MNO-Factor Watch Ethical/legal findings 74-8 0 0
changes in reputation for regulations so | scon as possible (ST: 2011, QL) External andit 744 100% 100% 98%
banking stability and Agility as to become compliance
regulations mtegrity the role-model | Have a voice Get elected to bank industry | Tier 1 ratio 7.5a(1) 178% 18.1% NA
financial in future bank committees (LT: 2013)
organization regulations
2. Meeting 1. Taking Operational | Maintain Drive down Implement TOE project for | Audit findings 744 100% 100% 99%
eamings advantage of the | Excellence current eam- past-due rate for Widmark customer payment | ROE 751 40% 43% 43%BC
targets while | relatively low ings as part Widmark plans (ST: 2011, Q1) Nonperformmg asset 754 0.30 0.40 0.43 Top-Q
SeTving cost of TARP Agility of “Sustain” Tatio
ncreasing funds (3%) strategy. Become proficient | Implement TOE project for | Net interest margin 1.5-6 3.75% 4.03% 416%
numbers through 2013 and position on acquisitions nisk analysis (ST: 2011, Q2) | Net interest income 7.5-6 §78m $93m $98 dm
of custom- for “Grow™
Er5 UsIng 3. Numerous strategy Tighten UCL/LCL himts Efficiency Ratio 7.1-10 03 0.28
low-margm opportumiies
services for mergers/ Optimize Deliver products and
acguisitions market services process (LT: 2012)
for banks with opportunities
capital Target one acquisition (LT

2013)




Questions




