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“Plans are nothing, -
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- Dwight D. Eisenhower




i o -
- “Strategy without tactics is the
slowest route to victory. Tactics
without strategy is the noise
before defeat.”




“Even if you are on the right
track, you’ll get run over if
you just sit there.”

- Will Rogers
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Importance of strategy formulation and execution

I Strategy Development/ Formulation
Good I Bad
I Strategy Deployment/Execution
y .
Good Bad I Good Bad
Success Lost RUNN Complete

Possible F:sr::ni]r?ifron Failure
Opportunity desction B Ensured
of success
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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 satisfaction 721 370 3.80 375
the loss Service ary Service satisfaction leader- | WOC process (ST: 2011, Market share—assets 757 $6.921m £8.375m $7.924m
of public asameansto | ship position Q3) Market share— loans 758 §77,767m | $94.098m $89.032m
confidence in become the Total deposits 7.5-5 $1.900m | $2.100m
the financial prefemred bank | Increase market Create a virtual version of Productshousehold 7.2a(2) 46 47
mdustry in the TriState | share by 5% year Legendary Service (LT Consumer transactions | 7.1-5 1per1,000 | 0.5 per 1,000 | 1 per 1,000
region over 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™ T3a(1) 23rd 10th
and stable Service the financial fimetional work- Legendary coaching (ST: Associate satisfaction 73-1 91% 93%
workforce with SETVICES force so that every | 2011, Q2) Associate engagement 732 80% 84%
low tumover employer of associate has a dual Associate vacancy rate 736 040% 0.75% 4%
choice career path Implement PMDP 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 TNB Widmark processes metric performance
operation TOE focus acquisition, moTtgage process, (ST: 2011, Q4 Time to auto loan 7116 1 day 1 day 2 days
acquisition enables TNB to including using technology, Implement Widmark approval
processes and | process fransac- customers, as appropriate mortgage process in all Efficiency Ratio 7.1-10 03 038
workforce, tions better than associates, branches (ST: 2011, Q3) Cost per check 7.1-16 $0.31 $0.29
into TNB's competitors and and products Win new business Conduct Legendary Service transaction
structure and | at a lower cost from Widmark traiming (ST: 2011)
culture customers through
Legendary Service
1. Addressmg | 2. Hometown Operational | Meet and Become aware of Implement weekly CAMELS rating 7.1-17 1 1 1
the many bank with a Excellence exceed all new regulations as | MNO-Factor Watch Ethical/legal findings 748 0 0
changes in Teputation for regulations so | soon as possible (ST: 2011, Q1) External audit 744 100% 100% 98%
banking stability and Aglity as to become compliance
regulations integrity the role-model | Have a voice Get elected to bank industry | Tier I ratio T5a(l) | 178% 18.1% NA
financial in firture bank committees (LT: 2013)
organization regulations
2. Meeting 1. Taking Operational | Maintain Drive down Implement TOE project for | Audit findings 744 100% 100% 99%
ealmings advantage of the | Excellence current eam- past-due rate for Widmark customer payment | ROE 7.5-1 40% 43% 45%BC
targets while | relatively low ings as part Widmark plans (ST: 2011, Q1) Nonperforming asset 7.5-4 0.50 040 0.43 Top-Q
serving cost of TARP Agility of “Sustain” ratio
mcreasing fimds (5%) strategy; Become proficient | Implement TOE project for | Net interest margin 1.5-6 3.75% 403% 4.16%
numbers through 2013 and position o0 Acquisitions nsk analysis (ST: 2011, Q2) | Net interest mcome 1.5-6 $78m $93m $98 4m
of custom- for “Grow™
ers using 3. Numerous strategy Tighten UCL/LCL limits Efficiency Ratio 7.1-10 03 028
low-margm opportunities
SETVICES for mergers/ Optmize Deliver products and
acquisitions market services process (LT: 2012)
for banks with opportunities
capital Target one acquisition (LT:

2013)




Core Competencies
(CC), Strategic

Figure 2.1-3 Key Strategies, Strategic Objectives, Related Action Plans, and Performance Projections

Sample Plans

Projections

Challenges Outcome
Strategic Objectives & (SC), & Strategic Short-Term (ST) & Long-Term Measures:
Goals Advantages (SA) (LT) Action Plans Human Resource Plans Results
Strategy 1. Understand resident preferences and aclieve top-decile resident satisfaction and engagement
Achieve top-decile overall | CC 14 ST: Establish tramning on » Improve traming on 90% | 92% | 94% | Resident satisfaction:
resident satisfaction SA1-4 resident needs and expectations resident needs, requirements, and Figure 7.2-1
Achieve top-decile resident | SC 1. 2.7 LT: Reinforce culture of resident expectations i 90% | 92% | 94% | Resident willingness to
willingness to recommend focus at each facility * Fully implement SPLea:iﬂsth recommend: Figure 7.2-11
- - Excellence Commitmen - - - -
Ach_wve i]i)p—df:l_:lle ) » Fully implement the Gate Way to 89% | 90% | 93% Fanu_ly sat:sfachun with com-
family satisfaction with Leadershi munication: Figure 7.2-7
. p
communication
Strategy 2. Advance quality of care and independence for semiors, mncluding attracting baby boomers who want to stay active
Improve Patient Safety CcC1,2 ST: Reinforce culture of * Improve resident safety training 89% | 90% | 92% | Patient Safety Index:
Index* SAL1 3 resident safety at each facility for employees at all facilities Figure 7.1-3
5C2.3

Achieve 25% volume CC1.3.4 LT: Enhance facilities and » Atiract employees qualified to 9% | 13% | 25% | Baby-boomer volume growth:
growth 1n residents who SA1.2 56 activities to attract baby manage this population Figure 7.5-14
are active baby boomers 5C1.5.6 » Increase mumber of private rooms

ST: Expand relations with local

colleges and community organi-

zations to increase educational

and volunteer opportunities for

residents

LT: Buld four new facilities

with state-of-the-art accessibil-

1ty design
Strategy 3. Achieve role-model financial sustamability
Achieve top-decile profit cC14 LT: Improve facility profit- » Expand workforce education on 1.3% | 14% | 1.7% | Operating margin: Figures
margin m mndustry SA12 ability by applying Lean tools to performance improvement tools 75-1,752,753
Improve average eamings | SC 1-2.5-7 teduce waste and cost * Expand SE system to all facilities ['g20s | $235 | $300 | EBITDA- Figure 7.5-11
before interest, taxes, LT: Improve mark_et shareby
depreciation, and amortiza- identifying potential acquisition
tion (EBITDA) per facility targets .

ST: Refine marketin,
Achieve 30% market share g plan 23% | 27% | 30% | Market share: Figure 7.5-13
in four-state service areas
Strategy 4. Be the preferred employer in communities served
Achieve top-decile cCcz2 LT: Increase CLT's focus on » Educate supervisors on dnvers of | 80% | 81% | 84% | Overall employee satisfaction:
employee satisfaction SA46 improving scores on drivers of satisfaction and means to improve Figure 7.3-4
Achieve top-decile SC1,3,4 satisfaction and engagement * Fully implement APEX Perfor- 76% | 78% | 85% | Employee engagement:
employee engagement mance Management System Figure 7.3-6

*Patient Safety Index 1s a weighted average of performance 1 complying with the NPSGs for long-term care, wluch are revised yearly. In late 2011, these NPSGs were identifying

residents correctly, using medicines safely, preventing infection, preventing residents from falling, and preventing pressure ulcers.



Fig
Strategic Objectives
2.1b(1)

CC, SA, SC 2.1b(2)

Shared Responsibility - SR corporate objective addresses CC1, SA1 SA2 and SC1 [Fig P 2-2]

Key Performance
Measures (Sample

SR1- Ensure systems and Improve ST: Improve CARE (OD) Increase %o of current Customer Satisfaction 85% 91%%
services that are respectful customer model employees recerving [Fig. 7.2-1]

and culturally appropriate satisfaction ST: Increase survey CARE model training

SR2- Achieve excellence in marketing Culture and Traditions 85% 95%
C-O satisfaction LT: Increase Respected [Fig. 7.2-3]

SR3- Increase commumnity application of

awareness of SCF s services C.A RE. model Continuity of Care with T0%% 80%%
and programs Provider [Fig 7.1-30]

Commitment to Quality - CQ corporate olyective addresses CC2, SA3 SA4 SC2 and SC3 [Fig P 2-2]

CQI1- Improwve work Improve ST: Implement on-line Improve succession plans Morehead s 4.07% 4.11%
environments and employee employee exit interviews for clinical and managernal Commutment Indicator

development systems with an satisfaction [5.2a(3). 5.1c(1)] positions Score [Fig. 7.3-1]

emphasis on AN/AT ST: Implement action Integrate workforce

employees plans to increase competencies through HR %0 of AN/AT Employees 54%a 60%%
CQ2- Ensure confinuous emplovee satisfaction functions [5 1a(3)] [Fig. 7.3-15]

improvement of systems and [532b(1 & 23] Increase QMC opportunities

processes LT: Improve (DC) Improvements to key Total and AN/AT 22% 15.56%
CQ3- Increase the number of workforce readiness onboarding programs: Tumovwver [Fig. 7.3-13 ]

AN/AT employees 1n all job LT: Improve employvee Increase CME offerings

categories retention

Family Wellness - FMW corporate objective addresses CC3, SAS. SC4 and SC5 [Fig P2 7]

FAMW1- Reduce the rate of Improve ST: Core Concepits Continue building NCQA - HEDIS Meet or exceed
domestic violence. and climical [P.1a(2)] partnerships performance measures. HEDIS 75th
neglect performance ST: Improve screening (DC) Implement succession Includes eight measures percentile (top
FMW2- Reduce the rate of rates plan [5.2c(2)] 1. Breast Cancer Scr. 253%0) for eight
and improve the management Increase LT: Improve (BSD) Increase BSD FWWI [Fig. 7.1-11] measures.
of cancer integration of worlkforce readiness training opportunities 2. Colorectal Cancer
FMW3- Reduce the the FWWI Scr. [Fig. 7.1-9]
incidence of suicide philosophy 3. Child. Imym_ [Fig 7.1-
FMW4- Reduce the rate of across 12]
obesity organization 4. Dab. HbAlc poor
FMWS- Reduce the rate of contrel [Fig. 7.1-2]
substance abuse 5. Diabetes Annual Scr.
FMW6- Reduce the rate of [Fig. 7.1-1]
and improve the management 6. Cardiovascular
of diabetes (LDL=100)1 [Fig.
FMW7- Improve oral health 7.1-7]
FMWS- Reduce the rate of 7. Cervical Cancer Scr.
and improve the management [Fig. 7.1-10]
of cardiovascular disecase 8. Asthma Appropriate
Meds. [Fig. 7.1-8]
Operational Excellence - OPE corporate objective addresses CC4, SAG6, SC6. SC7T and SCR [Fig. P 2-2]
OPEI1L- Improve the Improve ST: Achieve budget Implement EHR Operating Margin Meet
management of expenses financial LT: Improve Medicare Program Expansion: [Fig. 7.5-1] budgeted
OPE2- Improve utilization of position eligibility services Joint Venture Construction amount
IT and data support systems Program Third Party Payor
and services (DC) Improve leadership Revenue [Fig 7.5-4]
OPE3- Imiprove SCF systems development

for third party revenue
generations and collections
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Action Plans

Use technology to
increase customer
satisfaction

* Team leaders—receive training
in performance measurement

* All—receive Foodtrak training

* Vendors—provide training on
technology changes to managers
and team leaders

Expand HMR. catering.
and take-out services

* Training on catering, HMR.. and
take-out processes

Develop innovative uses
of facilities

* Valet parking training

Provide ethics
mentoring

* Training on mentoring
= Ethics training

Improve customer
service

* Training/review of Service
Recovery Process

Hire physically/
mentally challenged
persons

* All—receive diversity training
(working alongside emplovees
with disabilities)

Open gift shops

= Hire and train employees in
retail/customer service

Provide leadership
training

* Selected emplovees will learn
about and participate in Strategic
Planning Process

* Management Team—receive

Baldrige training

Figure 2.2-2 Short-term Action Plans and Related

HR Plans
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®* Relevant to the strategic goals and objectives or a specific

service area and to the users

® Clear definition to ensure consistent collection and fair

comparison.

® Easy to understand and use. Avoid management jargon, or

abstract concepts.

® Comparable on a consistent basis both between organizations

and over time.



® Verifiable for the accuracy of information and the consistency

of the methods used.

® Cost effective to balance the cost of collecting information with
its usefulness. They should be based on information already

available and linked to existing data collection activity.

® Attributable so that managers can influence the performance

measured by the indicator.



Characteristics of good KPIs

® Responsive to change

®Allow innovation by encouraging organizations to develop

Innovative processes or to come up with alternative methods
® Statistically valid

® Timely within a reasonable time scale depending on the use

made of the data.
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Category Subcategory Worst Best

Strategy  |Growth oriented No. maintains our current business — |Growth 15 the central theme 1n the plan
Market Market differentiation Differentiation on the market unclear or [Prototype ready/or pilot customer under contract
[mpact ot stated sigmificant sustamed differentiation
Operational ~ |Inipact on patient satisfaction  |No mention Substantial mprovement documented
Impact

Management capability New business line. no known mternal — [Existing business line extension, extensive internal

expertence, high nisk expetience, talent
Chneal — |Climical effectiveness No direct affect on patient’s medical ~ [Standard of care 1 high prionty services: broad
Effectiveness condition or outcome impact on population in high priority service,
additional clinical effectiveness ranking components

Financial  [Fmancial return to system (ROI) [Project fails to return mitial mvestment |IRR far i excess of require: Large positive NPV >
Impact 12%

2.2-1 Example of Key Selection Criteria for Action Plans (6 of 22 subeategory criteria)




Figure 2.2-3 Future Projections of Key CGISS Measures

Past Target 3-Year Comp.

Levels | Levels Proj. Proj.
Financial
-ROA XXX XXX XXX NXX
-PBT % XXX XXX XXX NXX
-Gross
Margin XXX XXX XXX NN
Customer
-Market XXX XXX XXX NNX
Share
-Sales XXX XXX XXX NN
Growth

-Satisfaction | XXX XX XXX (NN

Operational

-DPM NNX XXX XXX (NN
(sigma)

-SPE XXX XXX XXX (NN

-Sales/Emp.




2. n3Usuiaguunnilguanis (ACTION PLAN
Modification)
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Hoshin Kanri
Strategy Deployment




What is Hoshin Kanni?

Anniversary |
" KAIZEN ‘

J7 R

hoshin kanri

Direction management, control

“Policy Deployment”

KAIZEN; 4 e e s o A e
INSTITUTE



Hoshin and Balanced Scorecard

Learning

Motivated
Crew
—
11

3-HOW Hoshin Plan
|
] 5-WHO
_ - Strategy Map g
Financial
Increase i ® ] (@
v
Maximise e <...
Utilisation 2- HOW 9= o
-— FAR ar;iﬂ‘;rgn
|Customer ?”" 4-HOW =
.  ramay ®agcrabihizy
Retain Q- WHAT [ MUCH O =t smpein
Customers | I OWNER
Objective Target Initiative
) On GFOMj 25 Minutes
Achieve Fast Time Reduce
Fast
?J?:anr(cj)und On Time l'urnaround
: ime
4 Departure 95% Flights

Copyright i-nexus 2012. All nghts reserved
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How the Hoshin’s X Matrix Works

3- HOW

Use dots to show

relationship of Targets and

Resources to the
Improvement Priority

Use dots to show
relationship of Improvement

Priorities to Annual
Objectives

Top Level
improvement NOTE: Only Solid dots on a
Priorities resource deploy to the next

Annual Targets ]
2- HOW FAR |plpreresicouen, X ioimproe

Objective

3-5 Year
Breakthrough
Objgctives

4- HOW MUCH RESOURCES

. = Primary Responsibility

1' WHAT ] O = Secondary Responsibility
— Tarl v row OWNER




X-Matrix Format for Planning

Tactical Actions

= =

Key Objectives

Resources

Bottom: Key objectives. Use a “SMART"” format
Left: Initiatives on HOW to achieve the objectives
Top: TACTICAL actions to execute the initiatives
Right: Key METRICS used to monitor results

Far Right: WHO has responsibility for the item

Source: Jd Marhevko, ASQ World Conference on Quality and Improvement, May 5-7, 2008



Strategic Planning X-Matrix Example

X-Matrix: Organization, Year

. 1.2a Conduct Portfolion Analysis. Rationalize . . M
® |1.1b Conduct FMEA/CP Reviews on loss leaders ele|e hd
® 11.1a Implement Warranty Team. Conduct CA/PA L

: -

3 Key Tactics

". § nHow 2n

3

2l
@ E

E § ’M'alql'l Key

3 b, | Inltlatlves Metrics

5 P "HOW 1" "BSC"

<|: :

HE s

HE Key Objectives 2

HE "WHAT" s g 2

x| o
- HHE

eI HEHHE E 3

e | & |1 improve Margin by 5% Points by 4Q08 o] o | o | Resources

- 2 XXX ®  reney

D Sepn

c

Source: Jld Marhevko, ASQ World Conference on Quality and Improvement, May 5-7, 2008



X-Matrix Summary

“X-Matrix” Worksheet

Identify the
top 1-3

tactical
Identify the plans to
top 1-3 achieve the

HOW you
will attain
the goal

Main 1-3 Initiatives
1.1

Main 1-3 Tactical Plans
1.1a

1.1b

1.1¢

1.2

1.3

Key Objective/Performance Goal (SMART)

1

-
Key Input Metrics

1.1a

1.1b

1.1c

Write a

sample
Key

Objective

Source:

Jd Marhevko, ASQ World Conference on Quality and Improvement, May 5-7, 2008




X-Matrix Worksheet

Our Organization's Plan

Improvement
Projects
Initiatives Improvement
Targets
Strategic
Obijectives

Resources




Strategic Planning Example

ABC Company Plan

Improvement

Initiatives Improvement

Targets

/ Strategic \

/V Objectives \
0 1. Increase Sales Revenue ) | Resources I

2. Increase Operating Profit

\\ /




Define Initiatives

ABC Company Plan

Improvement
- Projects
|
/] |5
T
L]
5 ———
g Initiatives Improvement
g Targets
@
=
(&
® Strategic
Se“ Objectives
Q
\ =

<
MrTease Sales Revenue | Resources I

2. Increase Operating Profit




Define Initiatives

ABC Company Plan

Improvement
Projects

c

2
|8
e I
> ‘-37 Initiatives Improvement
E . Targets
55

S
=%

=3
H (5]
% 2 Strategic
] g Objectives
£|2
v { e

1. Increase Sales Revenue

2. Increase Operating Profit




Link Objectives and Initiatives

ABC Company Plan

Improvement
Projects
c
8
B
2|5
&= Initiatives
23 Improvement
= | Targets
Lle
c|E
B S
=2\
-
Zlo
i % Strategic
1k Objectives
=g
= | &
™
X%

1 o
Increase Sales Revenue Resources

2. Increase Operating Profit




Identify Quality Activities

ABC Company Plan

—

1.1a Satisfaction Survey with all deliveries

M Improvement
Projects
[ =
2
cle
=5
e |= Initiatives
23 Improvement
= Targets
[k
—
&5
==
-
il
i b Strategic
%o Objectives
=g
ElE
NI
X|X

1. Increase Sales Revenue Resources

2. Increase Operating Profit




Define Quality Activities

ABC Company Plan

1.1b Customer Complaint FMEA

x

1.1a Satisfaction Survey with all deliveries

Improvement
Projects
Initiatives Improvement
Targets
Strategic
Objectives

= |1.2 Initiate New Marketing Plan
= |1.1 Increase Customer Satisfaction

1. Increase Sales Revenue

2. Increase Operating Profit

Resources




Define Success Metrics

ABC Company Plan

x|1.1b Customer Conplaint FMEA

X |1.1a Satisfaction Survey with all MMes X
Improvemen
Projects

- =

2 2
cl|e [}
= o
Q= Initiatives &
g 3 Improvement =
E 5 Targets A
— e
5|5 8

E @
§[0 -
ﬁ 2 Strategic -
®|9 Objectives 3
£|E o
— ™
o |~ —
- | -
X|X

1. Increase Sales Revenue N Resources

2. Increase Operating Profit




Define Success Metrics

ABC Company Plan

1.1b Customer Complaint FMEA

>

1.1a Satisfaction Survey with all deliveries

Improvement
Projects
Initiatives Improvement
Targets
Strategic
Objectives

> 1.2 Initiate New Marketing Plan
= [1.1 Increase Customer Satisfaction

1. Increase Sales Revenue

= |1.1a 90% Top Block Survey Results

x |1.1b C/A for 75% of complaints within 30 days | > | x

2. Increase Operating Profit

| Resources |




Define Success Metrics

ABC Company Plan

X 11.1b Customer Complaint FMEA XX
X 11.1a Satisfaction Survey with all deliveries X|X]X

b

Improvement S

Projects 3

c 2|£

c|8 Sls
oL RHEE
o|= Initiatives Improvement ?: § 3
§ 5 Targets A gls
5|5 §|5|8
sz z 2|2

= m |=F
§|0 - Y b
=3 Strategic 2lsl8
AR z -3 1 et P
|9 Objectives sl
|8 210]&

il b ®| O
N o b i
X | X|1. Increase Sales Revenue XXX

2. Increase Operating Profit

| Resources |




Identify Resources

ABC Company Plan

2. Increase Operating Profit

N
X [1.1b Customer Complaint FMEA xX|x X|x
X [1.1a Satisfaction Survey with all deliveries XXX X|X X
"
&
Improvement o
Projects b=
wl|E
— = -5
2 HE
sl8 2le
£ 35
o 3 Initiatives improvement g‘ §
HE Targets & 8
22 x
S5 2 k-]
- 4k Sle
=] =
- - 2 3
i & Strategic - 5|2 =HE =
®|® Objectives £l | ‘g’ Ola|2
HE > (o= 2le)=
=S >=15
sl |z ®|Oo 8 ClslEl=
N~ - |=1"" £l L
ol b = =] G|6|8|z
X [ X]1. Increase Sales Revenue XXX Resources




Other Initiative(s)

ABC Company Plan

1. Increase Sales Revenue

X 1.2a Market Quality Leadership X X
X |1.1b Customer Complaint FMEA X)X X|x
X|1.1a Satisfaction Survey with all deliveries XXX X |x X

5

Improvement ©

Projects 8

k=

c =|=
g AE

c LA B

HL HHE
_— itiati (1]

o|= Initiatives Improvement g ‘_é‘ 3

:g 5 Targets a HE

(5 3l5]8

=2 zx |3 3 ]
S @ o ©

1 8lc|2 HAME

iﬂi Strategic L £(2]lsl=l°

=|2 Objectives £lc|e go Ola|2|«

HE & |o|= 22|23 =g

e e sle|= c(E2|81E| 8

== =|=| =161 B RS

x|x x| x| x

2. Increase Operating Profit

Resources

|




Complete Plan

ABC Company Plan

x| Jeaubu3z o uyor
X 8poo9 ‘g ydesor|| @
x | x bupn o || §
= > ued 219q09 m
x X S8leyQ apeyg(| o
X yuom Apuin
x| x woaig Buneiad ur aseadu| %401 ‘2 *
x| % %SZ AQ 1500 yJomay aonpay Z[ |x
EI E YIMOIE) anusnay $8les %0z ‘L[ =
x| x| shep 0F uyum spuleIdwoo Jo 962 JO) WD qL'L| X
> synsay Asnng %00|g do| %06 8L L[ x
g
[
B m ©
2 v 5§
@ = &
olS| [|2 E
£ a © b=
(3| EIC|S| EB &2 =
o .m - L g 29 w o
B alE] & 2 ™ O ElE
£l82|8|2| E2 =5 g
2| .m g| &a " s v 2
§ 5 ] B E _wn.. ®
HEINE g §l%
5| 5| 2|8|% & 2| %
A E] =) ala
G|la|=|0]d £ AR
a|lw|e|ale 2l e
2l Bl il B s i [
NN ||~~~ - I
x| = UOIOBJSIIBS JaWOSNT) aseaIou| ||| <
x ueld Bunayiey maN ajenu) Z || <
x| S]S00) WOMaY |BUISIU| 2aNpaY |'Z x
* Apjenp) 1e1ddng 1004 JO }s00 aonpay Z'Z *




ASQ Section Strategic Plan

ASQ Section Strategic Plan

Activity
Description
Activity Improvement
Targets
Strategic
Objectives




ASQ Section Strategic Plan

ASQ Section Strategic Plan

Activity
Description
Activity Improvement
Targets
Strategic
Objectives

\
1. Increase Member Value

2. Increase Member Retention

3. Increase Member Satisfaction




ASQ Section Strategic Plan

ASQ Section Strategic Plan

3.1a Survey Program Sastisfaction & PDCA X X
2.1a Send Welcome Email to New Members X X
1.3a Post Quality Jobs on Website XX X
1.2a Sponsor Certification Prep. Courses X X X
1.1b Host Lunchtime Webinars X X X
1.1a Host Dinner Programs & Tutorials X X X
230 - w e
Activity 8l [+|3|=]|E[=
Description & w|8(2 E =
HMEIEIELE '2
HEEBERE
R EHE
. =(2(5[E|2)5|2
Activity Improvement | ® v ML
s Targets ElE|IS|% 121G
k5] § Elx le(e|-|=
™ § E o b 5 @
Els|l=(=|§ Strategic al2le|S|e|¥ =
SEHHEE Objectives 3!»3’3538
elglg8|s|e z|z|2|3[8]3|E i
oZ|s|w|a olalCl-lclalals =
| |N]|— —|=|N|M ||| T = g L]
o il 2 le B B o b S B A O
X | X | X]1. Increase Member Value XX XXX
X 2. Increase Member Retention p
X 3. Increase Member Satisfacton X




Catchball Process

Group Goals & Priorities
Division Objectives
Department Objective

Section Objectives
Frontline Objectives




Cascading the Action Plans

Improvement Priorities
Cascade to the Point of Action

TOP LEVEL

W — .

i g SECOND
LEVEL

Cascade as many times as
necessary to the
Point of Action Level

POINT OF IMPACT -
ACTION PLAN

——




X-Matrix
Benefits and Limitations

Benefits

Helps organizations focus on shared goals
Communicates goals

Communicates plans to achieve goals

Helps obtain commitment and accountability

Limitations

B Can be large & complex
B |ess valuable if delivered from ‘above’

B Garbage in, Garbage out




Questions

?




