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Agenda

Strategic Planning
— The process quickly reviewed from Oct. 2009

Balanced Scorecard

— Overview of concept

SWOT

— Recap of what we did

SWOT Analysis

— An analysis of Board and Member input as an
example of what to do with the information



Strategy

e Describes how an organization intends
to create value for:
— Shareholders or investors
— Customers or members
— Citizens or the external world

 Measured by the critical few parameters
that create long-term value



Balanced Scorecard:
Overview

* A methodology to:
— Describe strategies on a Scorecard
— Link management system to the Scorecard

— Therefore, linking the management system
to strategy



Balanced Scorecard:

Overview
e Basic elements:

— Financial Perspective
« How will we look to our members?

— Customer Perspective

e How will look to our members If we achieve our
vision?

— Internal Process Perspective
 What business processes must we excel at?

— Learning and Growth Perspective
 What must organization learn and improve?



SWOT as a Link

* Linking Vision and Mission to Strategy

— Evaluate current situation
 Competency - what is performed well
e Core Competency - crucial to success

 Distinctive Competency - competitive
advantage

— Conduct a SWOT Analysis
« Foundation for competitive strategies



Analysis of Current State

e The SWOT Tool

— What is SWOT?

 Internal environment
— S - Strengths of the organization
— W - Weaknesses of the approach

e External environment
— O - Opportunities for excellence
— T - Threats to future attainment

* Objective: match the External elements with the
Internal elements to develop competitive
strategies




SWOT Guidelines

e Link to actionable strategies

— Establish categories
e Finance
e Customer
* Process
e Technology
* People




SWOT Guidelines

* Link to Importance
— State fact - we didn’t do a good job here
— State impact of the fact - this was better
— Link to Category - requires facilitation

e Link to Balanced Scorecard

— Each category Is an element of the
Strategy Map

— Forms basis for Scorecard



Baltimore Section ASQ

s Our Vision
. To be the Baltimore Metropolitan Area recognized
resource on issues related to Quality.

«» Our Mission
. To create value for our members and business
professionals at large by providing opportunities for

professional development, serving as aresource for
managing quality in the Maryland community.
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Perspective Definitions

Financial
— Current and future positions for viability

Customer

— Balance internal and external perspectives
Process

— What we do to deliver on customer value

Learning and Growth
— What the Board needs to know



SWOT Example

STRENGTH

FACT

IMPACT

Comments

Board member qualification

Dedicated board members ensures
that tasks that need to be done are
performed

Do what we do well; Good at what
we know

Section is recognized by National for
excellence in meeting ASQ goals and
objectives

Does not necessarily mean that
we meet member requirements,
needs and objectives

Effective internal/ yahoo email
communication

Board members and officers
communicate between Board
meetings to advance Section impact

Meeting announcements: mailing list
and format

Members know of meetings and
activities and can participate as
nterest dictates

We'd like to maintain cert

Credibility for attracting and
maintaining customers; Makes
members more employable

To maintain cert

continue education and training;
obtain certs




Talley of SWOT Fact

Statements

Customer 35
Finance 16
Process 217
Technology 22
People (Learning & 27
Growth

Total SWOT Facts 127




SWOT Analysis

o Affinitize SWOT Facts into columns
— Disregard type of Fact (S, W, O or T)

* Create title for each Perspective column
— Pick VERB that characterizes the action
— Pick NOUN as subject of action

e Create Strategy Map

— Use perspective to list Strategic Actions
— Link Actions to reveal gaps or dependency
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Section 502 Strategy Map
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Comparison of Scoreboards

 ASQ Scorecard e 502 SWOT
— Impact — Customer
— Community — Finance
— Customer — Process
— Financial — Technology
— Process & — Learning & Growth
Operations

— Learning & Growth
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Thank You!

Your input Is valuable to the Board
In strategy making!



