Introductions





Name


Company


Size of Company


Your Responsibilities


Does Your Company do Strategic Planning


If so, are you involved


What do you expect to learn from this course


__________
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SIMPLIFIED STRATEGIC PLANNING PROCESS FLOW
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STRATEGIC PLANNING


Identify sound and appropriate course and direction that will truly optimize future potential





Sharply focus resources in support of that course and direction





__________








PURPOSE OF �STRATEGIC PLANNING


profit-ability


survive-ability


growth-ability


__________








OTHER MAJOR BENEFITS 


Multiplies effectiveness of limited time and resources


Reveals hidden pitfalls and risks


Helps you deal with future uncertainty


Helps you become more opportunity-oriented


Provides common understanding and coordination


Provides means to reach and revise agreement


Builds motivation and morale


Relieves anxiety


Helps you reach and stretch








__________





WHY SOME DON’T PLAN


Some feel planning is superfluous


Some feel it is for big business only


Some prefer one-person, seat-of-the-pants planning


Some think planning will be time-consuming


Some fear failure


Some feel uncertainty renders planning useless


Some just never get around to doing it


__________





FACTORS WHICH LEAD�TO PLANNING


New opportunities


New threats or problems


Rapid growth


Change in management team


Need for team building


Uncertainty


Stagnation


Disagreement among principals


Need for major funding


Dissatisfaction


__________


Strategic Planning





A good strategy will help you anticipate and focus on possibilities-learning that it's as important to eliminate choices as to pursue them





Today is Yesterday's Future





You cannot solve a complex problem with a one-dimensional approach





You don't need perfect information, you need good information and good people





The strategic plan is not a document, it's a tool


Decide to decide


�
__________





WHO SHOULD BE ON THE STRATEGIC PLANNING TEAM?�(some suggestions)


PRESIDENT


Controller


CFO


Sales


Marketing


R&D


Engineering


Human Resources


Operations


Quality


Plant Manager


Division Manager





__________





WHO SHOULD NOT BE ON THE STRATEGIC PLANNING TEAM?�(some more suggestions)


Absentee Owners


Absentee Board Members


Customers


Suppliers


Subordinates of Non-Team Members





__________





STRATEGIC QUESTIONS


What are we going to sell?


To whom are we going to sell it?


How do we beat or avoid the competition?





__________














STRUCTURE





Where are we?


Where do we want to go?


How do we get there?


How much does it cost?


When do we arrive?


Who is responsible?


__________





FIGURE OUT YOUR MARKET





Not all customers are created equal


Not all products are created equal


Not all markets are created equal


How you define your market will have a major impact on your success


Domination is good


Big fish, Small Pond 


__________








SPECIALY VS COMMODITY





INDICATORS





SPECIALTY


Unique product or packaging


Market perceives clear superiority


Sales result from having the right product


Strong margins/profit





COMMODITY


Little differentiation


Substitutability


Sales result from low price


Weak margins/profits








�
TYPICAL POSITIONING





SPECIALTY


Value-based pricing


Exceed customer requirements


High level of customer support





COMMODITY


Competitive pricing


Meet customer requirements


Order taking


__________





MARKET SEGMENTATION EXAMPLES





LEISURE TRAVEL BUSINESS


Branded Packages sold through agents


Branded Packages sold direct


Private Label Tours sold through agents


Private Label Tours sold direct


Consolidator re-marketing





INSURANCE BUSINESS


Commercial Casualty -- coastal areas


Commercial Casualty -- inland areas


Commercial Auto -- coastal areas


Commercial Auto -- inland areas


General Liability


Workers' Compensation





INDUSTRIAL FILTER MANUFACTURING BUSINESS


Automotive Filters -- OEM's


Automotive Filters -- After Market


Marine and Agricultural Markets


Shop Vac type products


Contract Machining Services


__________


Competition and the Environment





You against whom - who is your competition


To choose which customers you get, you must choose which customers you will lose.


(Southwest verses Greyhound)


Competitive Research


Your people know things.


You live in the Business Environment


What is currently "state of the art"


Suppliers should be assessed, they can impact your business in a big way


(Ford and Firestone.)


What are the economic forces that impact your business.


Are there edicts, laws, and regulations that can affect what you do


__________


Inside your company





Typical Measurements





Balance Sheet


Income Statement


Cash Flow


Profitability Analysis





Other Measurements





Why do you make money


Costs lower


Serve customers better


More innovative





At what are you good


All companies have strengths and weaknesses


Finding yours - Areas to consider


Competitive advantages, customer satisfaction, marketing, capital, costs, innovation, organization design, internal systems, management human resources, corporate culture





Focus on your Strengths
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Execution











Monitoring


Developments


and Progress











Planning


Gather Information


Assess Capabilities


Make Assumptions


Make Strategic Assessments


Establish Goals and Objectives


Formulate Tentative Action Plans


Finalize Action Plans





STRATEGIC MANAGEMENT
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IMPLEMENTATION


7.	Action Plan


8.	Budgets


9.	Schedules





DIRECTION


5.  Strategies  





COMMITMENT


6.  Mission statement


Goals


Objectives








ANALYSIS


5.	Strategic assessment 


     Strategic Issues


     How many ways could we     shoot ourselves in the foot?





IDEAS


4.	Assumptions








DATA


1.	External situation


2.	Internal situation


3.	Capabilities











