
• Numerics •
3M, mission statement of, 103
80/20 rule, 143

• A •
Accenture Consulting, 56
accountability

coaching for achievement, 272–273
focus on, 21
as key to successful implementation,

270–271
performance-based compensation,

271–272
strategic plan manager, appointment 

of, 271
strategy meetings, 276

accounts payable turnover, 74
achievement

coaching for, 272–273
recognizing, 62–63

acquisition, 196. See also mergers and
acquisitions

action items/plans
description, 247–248
marketing, 220
purpose in strategic plan, 37, 40
setting at annual strategic planning

retreat, 46–47
adaptability, 29
adaptation, of strategic plan, 277–279
administrative systems, of governmental

entities, 318
advantages. See competitive advantage
agenda, meeting, 335–336
Alliance for Nonprofit Management 

(Web site), 324
alliance management, 134
alliances, 310. See also partnership
Allison, Michael (Strategic Planning for

Nonprofit Organizations: A Practical
Guide and Workbook), 324

alternative coverage, 323
America Online (ISP), 96
Amplitude (organizational assessment and

employee training company), 137
Anthropologie (retail store), 212
anti-virus software, 287
Arm & Hammer (consumer products

company), 185
assessments, staff, 50
assets

intangible, 124–129
using to manage risks, 285–286

Association of Software and Service
Companies (Web site), 200

assumptions, avoiding, 56–57
AT&T (telecommunication company), 172
Avis, position statement of, 217

• B •
backing up data, 287–288
Bain & Co.

Bain & Company’s 2005 Management Tools
survey, 24

Web site, 25
balance sheet, projecting, 252, 253
Balanced Scorecard, 14, 234
Balanced Scorecard Collaborative, 11
bankruptcy, 262
Bartlett, Joseph W. (Raising Capital For

Dummies), 191
B2B Benchmarking Association, 140
BearingPoint, vision statement of, 113
benchmarking, 23, 140
Best Practices for Facilitation (Grove’s

Facilitation Guide Series), 53
BizMiner.com (Web site), 77
BizStats.com (Web site), 77, 140
BMW, position statement of, 217
bottom line, impact of strategic planning

on, 29–31
bottom-up approach, 48
boundary rule, 230
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brands, 94, 130
Branson, Richard (Virgin CEO), 189
breakeven rate, 139
bridge analogy, 225–226
budget

limitations, 308–309
maximization, 325

business coach, 342
Business Health Services, outsourcing 

by, 200
business plan, description, 12
Business Report Card, 140
business strength, factors that affect,

68–69
businessfinance.com (Web site), 256
buyers

alternative, 288
bargaining power of, 172–173

buysellbiz.com (Web site), 303

• C •
capital

human, 124–126
knowledge, 128–129
organizational, 126–127

Carlzon, Jan (Scandinavian Airlines 
CEO), 133

cash creators, identifying, 138–139
cash drains, detecting, 139
cash flows, projecting, 252, 253
cashing-out.com (Web site), 303
Catalytica Pharmaceuticals (pharma-

ceutical outsourcer), 303
celebrating

failure, 135
success, 33, 48–49, 332

Center for Customer Focus, 142, 143, 158
CEO

Inc. 500, 27–28
role in planning team, 49
time spent on strategy and 

development, 28
CEO Tools, 74, 76
change, constancy of, 278
checklist

continuity plan, 287
strategic planning, 45

Chemtura, vision statement of, 113
Chouinard, Yvon (founder of 

Patagonia), 127
Clear Card, 168
climate, for strategic planning, 41–42
coaching, for achievement, 272–273
coalitions, 310
Collins, Jim (Good to Great), 314, 319
comment cards, 149
commitment, from key people in your

organization, 20
communication

buy in, 268
ongoing, continuing, 269–270
plan, 267–269
process area, 136
tips for involving people, 269
war room, 270

community contributions, 134
community involvement, of governmental

entities, 318
comparison analysis, paired, 231–233
Compass Point’s Nonprofit Genie 

(Web site), 324
compensating balance, 255
compensation, performance-based, 271
competition

analyzing, 173–178
barriers to, 171
competitive intelligence, gathering,

175–176
competitors, attracting customers 

from, 185
competitors, direct, 175
competitors, identifying, 174–175
competitors, indirect, 175
competitors, new, 170–171, 175
eliminating with mergers and

acquisitions, 198
intensity of, 173
in nonprofit sector, 320, 323
what you need to know, 176–177
winning, 177–178

competitive advantage
breaking away from the pack, 93–94
competitive analysis, 174
description, 79–80
examples, 90
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formula for, 91
as foundation element in strategic plan,

39, 80, 83
implementing, 95
importance of understanding, 80
importance to your company, 82–83
including in areas of strategic plan, 96
measuring, 95
profit engines, 85–87
purpose in strategic plan, 37
purpose of your organization, 83–85, 89
stating, 90–91
sustainability, 91–93
testing, 91–93
30-second challenge, 80–81
uncovering your advantages, 83–88
what it is, 81–82
what it is not, 81
as yardstick for strategic plan, 97

competitive position, 323
concentrated growth strategy, 185
consistency, competitive advantage, 93
consultant, strategic planning, 342
contact information, 288
contingency planning

continuity planning, 286–291
disaster planning, 283–284
risks, 281–286
scenario planning, 291–295

continuity planning
alternative buyers and suppliers, 288
backing up data, 287–288
checklist, 287
cross-training, 289
employees, communicating to, 290
importance of, 286
insurance, 289
maintenance of equipment and

machinery, 289
security, 288
steps, 290–291

contribution analysis, 250–251
coordinator, strategic planning team, 50
core competency, in mission 

statement, 101
cost

industry, 173
of strategic planning, 51–52

cost recovery, 325
covenants, 255
Creating Customer Evangelists 

(Web site), 158
cross-training, of employees, 289
culture

customer-focused, 158
of governmental organizations, 317
innovation, 157
mismatch with mergers and 

acquisitions, 199
organization, 14, 127
to support implementation, 266

current ratio, 71
customer management processes, 133
customer profile, 211
Customer Relationships Management

systems, 128, 171
customers

acquiring, 133
building relationships with, 133
culture focused on, 158
departments as, 146
descriptors, 209–210
educating, 139
80/20 rule, 143
feedback from, 95, 149, 150
finding new, 203–223
goals, 236
information, organizing, 222–223
information resources, 158
lifetime value, 144–146
loser, 139
loss of, 142
market penetration, 185
mergers and acquisitions, effect on, 199
metrics, customer-focused, 147–148
in mission statement, 101
partnerships for access to, 194
priorities, 235–236
questions to ask, 150
retaining, 133
satisfaction, 142, 146–148
selecting, 133
statistics on, 142
target groups, 214
unsatisfied, 142
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customers (continued)
value creation through knowledge of,

157–158
visualizing your target, 210–211
why they buy from you, 88

cycle, product-life, 219–220

• D •
data, backing up, 287–288
debt-to-equity ratio, 71–72
delivery, on-time, 148
Demographics Now (Web site), 206
department heads, planning concerns for,

305–311
descriptors, 209–210
development

market, 187–188
product, 185–187
program, effectiveness of, 125
value chain, 152

differentiation, 173, 214
DigitalHatch, Inc., 140
disaster planning, 283–284
Disaster Planning and Recovery: A Guide for

Facility Professionals (Levitt), 286
distractions, ignoring, 34
distribution, 152, 218
diversification, 188–189
diversity

increasing, 168
of strategic planning groups, 20

doomsday kit, 295
Dow Jones Interactive (Web site), 206
Drucker, Peter (management guru), 203
Dun & Bradstreet, 77, 195
DuPont

Sorona, 170
vision statement of, 113

• E •
economic indicators, 164–165
economy of scale, 194, 198
Economy, Peter (Raising Capital For

Dummies), 191
effectiveness, 131
efficiency, 131

80/20 rule, 143
elephant analogy, 341
Elephant Sanctuary, mission statement 

of, 103
eMarketer (Web site), 206
employees

buy-in to executing plan, 48
commitment increase with strategic

planning, 29
communication, 268
continuity plan, 290
cross-training, 289
customer feedback from, 149, 150
dedication to mission, 27
human capital, 124–126
information gathering from, 50
motivation with mission statement, 101
organizational values, 109–110
owner exit strategy, engaging in, 304
ownership, empowering through, 34
priorities, 237
purpose of business questionnaire for, 84
retention, 125–126
to support implementation, 266
survey, 335

empowerment, 265
entrepreneurs, planning issues for

exit strategy, 298–303
valuing the business, 303–305

environment, diagram of, 160
environmental progress, 169
environmental stewardship, 134
equipment failure, 283
Erlach Computer Consulting (technology

service company), 132
error rate, 148
E*Trade (online brokerage), 209–210
evaluation, as strategic plan element,

19–20
execution, as strategic plan element, 19–20
exit barriers, 173
exit strategy

critical considerations, 300–301
guidance with, 303
importance of, 300
preparation for smooth, 301–302
self-assessment, 299
steps in developing, 302
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succession planning, 300
transition planning, 299–300
when to start planning, 299

expansion, geographical, 187–188
expenses

estimating, 250
projecting, 251–254
reducing with mergers and 

acquisitions, 198

• F •
facilitator

benefits of use, 20
finding, 53–54
refusing to use, 333–334
running sessions yourself, 52–53
when to use, 54–55

Factiva (Web site), 206
failure

celebrating, 135
to plan, 25–26
understanding reasons for, 63

Famous Footwear, position statement 
of, 217

Fannie Mae, mission statement of, 103
Fast Company (business publication), 135
FedEx, Kinko’s, purchase of, 201
feedback, from customers, 149
financial assessment, purpose in strategic

plan, 37
financial performance

comparing industry numbers, 76–77
financial dynamics, understanding, 70–74
financial ratios, 70–74
liquidity, 71
risk levels, 71–72
three-year trends, 74
Trailing 12 Months (T12M), 74–76

financial ratios
accounts payable turnover, 74
current ratio, 71
debt-to-equity ratio, 71–72
description, 70
inventory turnover, 73
liquidity, 71
net profit margin, 72
productivity, 73–74

profitability, 72
quick ratio, 71
receivable turnover, 73
return on assets (ROA), 73
return on equity (ROE), 72
risk, 71–72
sales-to-assets, 73

financing
compensating balance, 255
finding correct product, 254–255
lending agreement, adjusting, 256
potential, borrowing on, 256
risk, 255–256

Finding Information on the Internet: 
A Tutorial (University of California
Berkeley Library), 207

FISonline (Web site), 206
flexibility, importance of, 315
focus

marketing, 220–222
as roadblock to growth, 150
strategy-focused organization, 

creating, 280
what to focus on, 151

Forbes Group (Web site), 322
forward planning, uncertainty 

problem in, 17
foundational elements, 38
franchising, 197
Frost & Sullivan (Web site), 206
futurecasting, 55–57

• G •
Gadiesh, Orit (chairman of Bain & Co.), 18
Gates, Bill (entrepreneur), 129
General Electric Matrix, 67–69
geographical expansion, 187–188
Giant Eagle (grocery chain), 309
Girl Scouts of America (nonprofit

organization), 326
goals

action plan for, 248
cascading corporate goals to department

goals, 306–308, 309
customer, 236
establishing big, 32
measures, 240
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goals (continued)
report at quarterly planning update, 47
scenario planning, 293
short-term, 240
SMART, 240
as strategic plan element, 18–19

goals/priorities/initiatives, short-term
purpose in strategic plan, 37
as roadmap in strategic plan, 40
setting at annual strategic planning

retreat, 46–47
GoDaddy.com, 126
Good to Great (Collins), 314, 319
goodwill, 130
Google Answers, 206
Google, mission statement of, 103
governing board, 317
governmental planning

administrative systems, 318
community involvement, 318
governing board, 317
implementation, 319
leadership, 316
power and political conflict, 317
resources, 319
tips for, 319–320
values and culture, 317

Great Harvest Bakery (franchise), 197
GreenBook directory (Web site), 207
gremlins, 63
Grove’s Facilitation Guide Series (Best

Practices for Facilitation), 53
growth, by customers or clients 

(metric), 147
growth strategy

concentrated, 185
diagram, 184
diversification, 188–189
franchising, 197
going it alone, 190–191
key points, 184
market development, 187–188
market penetration, 185
mergers and acquisitions, 196–201
outsourcing, 200
partner development, 191–196
product development, 185–187

Product/Market Grid, 21–202
vertical integration, 190

guiding principles, 36, 38, 105. See also
values

• H •
Harding, David (Mastering the Merger: 

Four Critical Decisions that Make or
Break the Deal), 197

Healion, Tim (race sponsor), 262
Health Care for All, vision statement of, 113
healthcare, increasing costs of, 167
Heidel House Resort, position statement

of, 217
Heinz, vision statement of, 113
Herman Miller (furniture company), 107
Hiam, Alexander (Marketing For 

Dummies), 158
hiring process, 110, 125
Hoover’s Online (Web site), 206
how-to rule, 230
human capital, 124–126
human resources

management, in value chain, 153
sharing with partnership, 194

Hyden, Howard (founder of The Center for
Customer Focus), 143

• I •
ideas, seeking out new, 33
identity, departmental, 310–311
imitation, of competitive advantage by

competitors, 92
implementation, strategic plan

accountability, 270–273
communication, 267–270
before completion of plan, 340–341
for governmental entities, 319
pitfalls, 264–265
plan of attack, 267
questions, 265
scoring progress, 273–277
support, 266

Inc. (magazine), 27
Inc.com (Web site), 271, 305
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incentives, 272, 331
income statement, projecting, 252, 253
indifference, warning signs of, 25–26
industry

costs, 173
monitoring your industry, 170–173

information
backing up data, 287–288
for competitive intelligence, 176
gathering relevant, 221
for governmental entities, 319
hard copy of contact, 288
internal company, 205
needs, identifying, 204–205
for nonprofits, 324
organizing customer, 222–223
primary data, 207
secondary data, 205–207
sharing, 221
sources, locating, 205–207

information technology, 130
innovation

competitive advantage, 94
diversification, 188–189
processes, 134–135
value creation with, 155, 156–157

insurance, 289
intangible assets, 124–129
integration, 190
intellectual property, 130, 198
intelligence, gathering competitive,

175–176
International Association of Facilitators

(Web site), 53
International Red Cross, mission statement

of, 102
Internet

impact on globalization, 169
trends in use of, 166–167

Internet Service Providers, 96
Intuit (Quicken), 94
inventory turnover, 73
Investext (Web site), 206

• J •
Jamba Juice (franchise), 197
jimcollins.com (Web site), 319

• K •
Kaplan, Robert (professor), 234
Kaye, Jude (Strategic Planning for Nonprofit

Organizations: A Practical Guide and
Workbook), 324

Kelleher, Herb (former CEO of Southwest
Airlines), 106–107

Kinko’s, purchase by FedEx, 201
KISS (Keep It Simple, Stupid), 331
knowledge

capital, 128–129
capturing, 128–129
depth of, 94
disappearance, 129
tribal, 94, 128–129

Kotler, Philip (Strategic Marketing for
Nonprofit Organizations: A Practical
Guide and Workbook), 324

Kramers, Kraig (CEO Tools), 74–76

• L •
labor shortage, 168
LCJ Marketing Source, mission statement

of, 103
leadership

leading by example, 332
organizational capital, 127

lending agreement, 256
Levitt, Alan M. (Disaster Planning and

Recovery: A Guide for Facility
Professionals), 286

Lexis/Nexis (Web site), 206
Lexus (luxury car manufacturer), 149
lifetime value, 144–146
liquidity, analysis of, 71
living document, strategic plan as, 260–262
longevity, 94
long-range planning, strategic planning

distinguished from, 16
losers, dumping, 66
loyalty, customer, 151

• M •
M3 Planning, 113, 222
Mackey, John (Whole Foods CEO), 134
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MacMillan, Ian (professor), 321
MacMillan Matrix, 321–323321
maintenance agreements, 288, 289
management

organizational capital, 127
tools, 23–25

management letter, 302
manager, strategic plan, 51, 271
map, strategy, 257–260
Marine Stewardship Council, mission

statement of, 103
market analysis, 178
market attractiveness, factors that 

affect, 68
market development

description, 187
geographic expansion, 187–188
new market segments, 188

market expansion, by mergers and
acquisitions, 198

market focus, in strategic plan, 14
market opportunities, identifying, 134
market penetration, 185
market reach, 194
market segments, reaching into new, 188
marketing

attractive markets, targeting, 212–214
competitive advantage, 95
expense, 139
failure, 203
focus, 220–222
Four Ps, 217–219
information needs, identifying, 204–205
information sources, locating, 205–207
mix, 217–219
positioning statement, 215–217
researching new markets, 204–207
response to market, 222
sharing with partnership, 194
target markets, defining, 207
value chain, 153

Marketing For Dummies (Hiam), 158
MarketResearch.com (Web site), 206
Marriott Hotel, mission statement of, 103
Mastering the Merger: Four Critical 

Decisions that Make or Break the 
Deal (Harding and Rovit), 197

matrix
creating your own, 69–70
General Electric, 67–69

McDonald’s, vision statement of, 113
McKinsey and Company (consulting

company), 67
measures, 240–242, 273–275
meetings

agenda, getting through, 335–336
annual strategic planning retreat, 

46–47, 335
effective strategy, 276
elephant in the room, 337
for employee input into planning, 50
ending on low note, 337–338
facilitator use, 333–334
futurecasting at, 55
life after, 338
members, 336–337
monthly strategy meetings, 47–48, 331
quarterly planning update, 47
research prior to, 334
series of, 335
SWOT, 180

Mercedes-Benz, position statement of, 217
Merck, mission statement of, 103
mergers and acquisitions

definitions, 196
growth from, 199–201
growth in, 196
motivations, 197–198
pros and cons, 198
questions to ask, 198
tips, 200

metrics, customer-focused, 147–148, 311
middleman, elimination of, 190
Midwest Express, position statement 

of, 217
Miller Lite, position statement of, 217
Minnesota Community Development Joint

Powers Board, 318
mission

conflicting missions, 310
employee dedication to, 27

mission statement
elements of effective, 101–102
evaluating current, 102, 104
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examples, 103
reviewing at annual strategic planning

retreat, 46
as strategic plan element, 18–19, 36, 38
World War II analogy, 106
writing new, 102, 104–105

MLMReporter.com (online marketer), 303
monsters, 63
Moody’s (Web site), 77
MySpace (social networking Web site), 303
mystrategicplan.com (Web site), 

6, 247, 262, 330

• N •
needs-based segmentation, 208–209
negativity, neutralizing, 34
net income, strategic planning impact on, 30
net profit margin, 72
Netflix (online DVD rental service), 147, 209
New Jersey Section of the American 

Water Works Association, mission
statement of, 103

Nike, forward integration of, 190
nonemployees, input from, 50
nonprofit organizations, planning for

competition, 320, 323
MacMillan Matrix, 321–323
resources, 324
strategies, 324–325

nonusers, attracting, 185
Northern Nevada Business Weekly,

position statement of, 217
Norton, David (founder of Balanced

Scorecard Collaborative), 234
Novo Nordisk, vision statement of, 113
Nucleus Research, 137

• O •
objectives, strategic

identifying at annual strategic planning
retreat, 46

purpose in strategic plan, 37
as roadmap in strategic plan, 39
as strategic plan element, 18–19
writing your long-term strategic, 239

Olsen & Associates Public Relations, 101
open source software, trend toward use 

of, 167
operational processes, 132
operations

excellence, value creation with, 155, 156
operating risk, 132
opportunities, finding, 162, 163–170
value chain, 152

opportunities
choosing best, 229–233
competitive analysis, 173–178
demographic movements, 168
economic indicators, 164–165
environmental progress, 169–170
evaluating all, 226–229
external, 161
globalization, 169
identifying, 28
market analysis, 178
in operating environment, 162, 163–170
political/legislative, 167–168
priorities, balancing, 234–237
priorities, creating short list of, 231–233
priorities, grouping, 230–231
questionnaire, 162
questions to ask, 163
rules, 230
social shifts, 165–166
summarizing, 179
SWOT analysis, identifying from, 227–228
technology trends, 166–167

organization
cascading goals, 306–308
creating a strategy-focused, 280

organizational capital, 126–127
outsourcing, 200, 342
over-planning, 49
Owner’s Vision Statement, 114–115
ownership, empowering through, 34

• P •
paired comparison analysis, 231–233
Pareto principle, 143
Pareto, Vilfredo (economist), 143
Parsons, Bob (founder of 

GoDaddy.com), 126
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participation, encouraging active, 20
partnership

candidates for, 195–196
continuum, 192–193
franchising, 197
as growth option, 191–196
Partnership Criteria Sheet, 194–195
pitfalls of, 196
profitability estimate, 196
reasons for, 193–194
statistics on, 192
types, 192–193

Partnership Criteria Sheet, 194–195
passion, showing, 34
Patagonia (outdoor clothing company), 127
payment terms, 138–139
PayPal (online payment service), 303
penetration, market, 185
performance. See also financial

performance
characteristics of high-performance

company, 26–27
paying for, 271
reviews, engraining values through, 109

performance, past
achievements, recognizing, 62–63
failures, understanding reasons for, 63
financial performance, 70–77
learning from, 61
problems, eliminating pesky, 63–64
products and services, evaluating, 64–70
reviewing last year, 62–64

Perron, Kirk (Jamba Juice founder), 197
Pershing General Hospital, vision

statement of, 113
Pietersen, Willie (professor), 326
policy board, 314–316
politics, 317
population, increase in, 169
Porter, Dr. Michael (strategy guru), 11
position statements

description, 215
examples, 216–217
writing, 216

poster, strategic plan, 330
postit.com (Web site), 53
power issues, 317

price
increasing, 138
marketing, 218

primary research, 207
priorities

balancing, 234–237
creating a short list of, 231–233
customer, 235–236
employee, 237
external, 230–231
financial, 235
grouping, 230–231
hierarchy, 237–238
internal, 230–231, 236–237
turning into strategies, objectives, and

goals, 237–240
priority rule, 230
proactive, 29, 30
problems, solving process, 63–64
process

communication, 136
customer management, 133
description, 130
efficiency/effectiveness test, 130
innovation, 134–135
operational, 132
productivity, 136–137
questionnaire, 131
relationship management, 133–134
technology, 136

procurement, in value chain, 153
producer satisfaction maximization, 325
product development

description, 185–186
methods, 186
New Coke example, 187
questions to ask, 186
speeding with partnership, 194

product, substitute, 171–172, 175
production facilities, 130
productivity

high-value activities, 137
process area, 136–137

productivity ratios
accounts payable turnover, 74
inventory turnover, 73
net profit margin, 72
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receivable turnover, 73
return on assets (ROA), 73
return on equity (ROE), 72
sales-to-assets, 73

product-life cycle, 219–220
Product/Market Grid, 201–202
product/service portfolio

business strength, 68–69
evaluating, 64–70
General Electric Matrix analysis, 67–69
losers, dumping, 66
market attractiveness, 68
matrix, creating your own, 69–70
winners, picking, 65–66

profile, customer, 211
profit engines, 85–87
profit margins

cash creators, identifying, 138–139
cash drains, detecting, 139–140
description, 137

profit, moving to sustainability, 314
profitability

estimating partnership, 196
focus on, 87
ratios, 72
segment, 213

program attractiveness, 322
progress

measures, 273–275
report, 265, 332
scorecard, building, 274–275
scorecard, using, 275

projections, 251–254
promotion, 218
purchasing power, enhancing with

partnerships, 194
purpose of your organization

examples of distinct purposes, 84
questionnaire for customers, 89
questionnaire for employees, 85
uncovering, 83–84

• Q •
questionnaire

business purpose, customer, 89
business purpose, employee, 84

strengths and weaknesses of company
processes, 131

strengths and weaknesses of intangible
assets, 124

quick ratio, 71
Quicken (Intuit), 94

• R •
radio industry, competition in, 172
Raising Capital For Dummies (Bartlett and

Economy), 191
raw materials, shortages in, 169
readiness for strategic planning, assessing,

40–41
ready.gov (Web site), 291
receivable turnover, 73
Recording for the Blind and Dyslexic,

vision statement of, 113
recovery, cost, 325
referral, by customers, 146, 148
relationship management processes,

133–134
relationships, developing and sustaining

supplier or vendor, 132
reputation, 130, 283
research

information needs, identifying, 204–205
information sources, locating, 205–207
prior to strategic planning meeting, 334
value chain, 152

resources
defined, 129
examining, 129–130
financial, 130
for governmental entities, 319
intangible, 130
limitations, 308–309
for nonprofits, 324
physical, 130
to support implementation, 266

response time, to customers, 148
results, from strategic planning

adaptability, 29
bottom line impact, 29–31
day-to-day impact, 28–29
employee commitment, 29
net income, impact on, 30
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results, from strategic planning (continued)
opportunity identification, 28
proactive versus reactive action, 29, 30
sales volume, impact on, 30
success, achieving vision of, 29
time, effective use of, 28

retention, of employees, 125–126
retreat, strategic planning, 46–47, 333, 335
retrenchment strategies, 325
return on assets (ROA), 73
return on equity (ROE), 72
returns/rejects/do-overs, 148
revenue

estimating, 250
maximization, 325
projecting, 251–254

reviewing, strategic plan, 21
risk

actions to manage, 285–286
defined, 281–282
disaster planning, 283–284
impact of, assessing, 284–285
insurance coverage, 289
minimizing, 255–256
operating, 132
potential threats, 282–283

risk level, gauging, 71–72
ROA (return on assets), 73
robots, trend toward use of, 167
ROE (return on equity), 72
Rotary International, mission statement 

of, 103
Rovit, Sam (Mastering the Merger: 

Four Critical Decisions that Make 
or Break the Deal), 197

rules, 230

• S •
sales reps, customer feedback from, 149
sales volume, strategic planning impact 

on, 30
sales-to-assets, 73
satellite radio, 172
satisfaction, customer, 142, 146–148
scale, economy of, 194, 198
Scandinavian Airlines, customer

management by, 133

scenario planning
description, 291
doomsday kit, 295
goal, 293
purposes, 292
robust strategies, 294
steps, 294
what ifs, 292–293

schedule, committing to, 48
Schuster-Zingheim and Associates, Inc.

(consulting firm), 309
scorecard

building, 274–275
for implementation, 332
purpose in strategic plan, 37
report at monthly strategy meetings, 47
report at quarterly planning update, 47
reports to accompany, 277
as roadmap in strategic plan, 40
using to measure progress, 275

secondary data, 205–207
security, 167–168, 288
segment accessibility, 213
segment differentiation, 214
segment growth rate, 213
segment profitability, 213
segment size, 213
segmentation, 208–209
Senior Insight, Inc., 168
server, off-site, 287
servicing, value chain, 153
Six Sigma, 23
Skype (Internet telephony provider), 167
Small Business Technology Solutions,

mission statement of, 103
SMART, 240
social sectors, planning in

governmental entities, 316–320
nonprofit organizations, 320–326
policy board, 314–316

social shifts, 165–166
Solution Sage, 140
Someday List, 231, 246
Sony

mission statement of, 103
vertical integration of, 190

Sorona (DuPont), 170
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Southwest Airlines
mission statement of, 103
position statement of, 217

Speak Shop, 157
S&P’s Industry Surveys (Web site), 206
Standard and Poors (Web site), 77
statistics, strategic planning, 11
STAT-USA/Internet (Web site), 206
Strategic Essentials (personal coaching

business), 145
strategic foundation, 100, 115–117
Strategic Marketing for Nonprofit

Organizations (Kotler), 324
strategic partnership. See partnership
strategic plan

action plan, 247–248
adapting, 277–279
assembly, 245–246
basic elements, 15
business plan compared, 12
completing, shortcuts to, 339–343
components, 14–15
contribution analysis, 250–251
description, 12
employee help with, 343
evaluating, 257–260
excuses for not having, 18
failure, 264–265
financial viability, 248–254
fluidity of, 21
funding, 254–257
growing and changing each year, 
implementation, 263–280
importance of, 246
as living document, 260–262
one day, constructing in, 341–342
outsourcing construction of, 342
revenue and expenses, estimating, 250
review frequency, 21
sample, 247
versions, 261–262
who uses plans, 15

strategic plan elements
action items/plans, 37, 40
competitive advantage, 37, 39
for effectiveness and execution, 37–38, 40
execution and evaluation, 19–20
financial assessment, 37

goals/priorities/initiatives, short-term, 
37, 40

how and where things fit, 36
mission, goals, and objectives, 18–19
mission statement, 36, 38
scorecard, 37, 40
strategies, 19, 37, 39
SWOT (strengths, weaknesses, opportu-

nities, and threats), 37, 38
values statement or guiding principles,

36, 38
vision, 18, 36, 39

strategic plan manager, 51, 271
strategic planning

climate for, 41–42
cost to company, 51–52
description, 15–16
failure to plan, 25–26
long-range planning distinguished 

from, 16
pitfalls, 13–14
questions, frequently asked, 15–17
readiness, assessing, 40–41
reasons to care about planning, 23–31
in social sector, 313–326
time involved in, 17
tips for better, 20–21

Strategic Planning for Nonprofit Organi-
zations: A Practical Guide and
Workbook (Allison and Kaye), 324

strategic planning process
annual strategic planning retreat, 46–47
checklist, 45
continuous nature of, 43
embedding into culture and activities of

company, 46
explaining, 336
monthly strategy meetings, 47–48
next steps, articulating, 21
overview of, 43–44
quarterly planning update, 47
questions involved in, 15–16
success of, 17
tips for smooth running, 48–49
top-down versus bottom-up approach, 48
variability in, 42

strategic position, 122
strategic thinking, 17, 20
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strategy
description, 10
objectives, long-term, 239
purpose in strategic plan, 19, 37, 39
sample, 239
what it is not, 11
writing, 239

strategy engineer, 330
strategy map, 257–260
strategy meetings, 276
strengths, weaknesses, opportunities,

threats analysis. See SWOT
structure

organizational capital, 127
to support implementation, 266

substitute products, 171–172, 175
success

achievements, reviewing, 62–63
celebrating, 48–49, 332
characteristics of high-performance

company, 26–27
sources of, 83
vision for, 29

succession planning, 300
Sun Microsystems, mission statement 

of, 103
suppliers

alternative, 288
bargaining power of, 172
relationship with, 132

support calls, customer feedback from, 149
surplus maximization, 324
Survey Monkey (Web-based survey), 180
surveys

employee, 335
online anonymous, 50

sustainability, moving from profit to, 314
SWOT (strengths, weaknesses,

opportunities, threats) analysis
actionable, 227
at annual strategic planning retreat, 46–47
capabilities, 124–129
external opportunities and threats, 161
finishing analysis, 179–180
as foundation element in strategic 

plan, 38
human capital, 124–126

identifying opportunities and threats,
161–163

identifying strengths and weaknesses,
122–124

internal strengths and weaknesses, 122
knowledge capital, 128–129
meeting, 180
opportunity identification from, 227–228
organizational capital, 126–127
processes, 130–137
profit margins, 137–140
purpose in strategic plan, 37
questionnaires, 124, 131, 162
resources, 129–130
team, 180

systems, to support implementation, 266
system-up time, 148

• T •
target markets. See also marketing

defining, 207–211
descriptors, 209–210
dividing into groups, 208–210
goal of creating, 207
segmentation, 208–209
visualizing customers, 210–211

tax, 301
team, planning

CEO, 49
coordinator, 50
facilitator, 51–55
members, 49–51
size, 50
stage of involvement in, 51, 52
strategic plan manager, 51

teamwork, organizational capital, 127
technology

acquiring with mergers and 
acquisitions, 198

partnerships for access to, 194
process area, 136
resource constraint and roadblock, 309
trends, staying on top of, 166–167
in value chain, 153

terrorism, 169
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thebizseller.com (Web site), 303
threats

assessing the impact of risks, 284–285
bargaining power of buyers, 172–173
bargaining power of suppliers, 172
competitive analysis, 173–178
competitive rivalry/intensity, 173
competitors, new, 170–171, 175
demographic movements, 168
economic indicators, 164–165
examples, 283
external, 161
globalization, 169
identifying potential, 282–283
market analysis, 178
in operating environment, 162
political/legislative, 167–168
questionnaire, 162
social shifts, 165–166
substitute products, 171–172, 175
summarizing, 179
technology trends, 166–167

3M, mission statement of, 103
three-year trends, 74
time commitment

to strategic planning, 17
of successful CEOs, 27–28

time, effective use of, 28
time tracking, 132
timing rule, 230
top-down approach, 48
trade, partnerships for facilitation of, 194
Trailing 12 Months (metric), 74–76
training

effectiveness of program, 125
organizational values, 109
for successors, 302

tribal knowledge, 94, 128–129

• U •
University of California Berkeley Library

(Finding Information on the Internet: A
Tutorial), 207

University of Phoenix, mission statement
of, 103

U.S. Census Bureau (Web site), 206
usage maximization/targeting, 325

• V •
value

business, 303–305
customers, knowledge of, 157–158
description, 151
innovation, creating through, 

155, 156–157
operational excellence, creating with, 

155, 156
strategies for building, 155–158

value chain
analyzing, 154
defined, 151
developing, 153–154
primary activities, 151, 152–153
secondary activities, 153
of weekly community newspaper, 152

Value Line (Web site), 77, 206
values

acting on, 109–110
description, 105
elements of effective, 107
of governmental organizations, 317
Herb Kelleher statement on, 106–107
identifying, 108–109

values statement
as foundation element in strategic 

plan, 38
guidelines for, 107
ideas, words, and phrases for, 110
purpose in strategic plan, 36
reviewing at annual strategic planning

retreat, 46
steps to developing, 108–109

vendor, relationship with, 132
Verified Identity Pass, Inc., 168
vertical integration, 190
vfinance.com (Web site), 256
Video Gaming Technologies, 191
Virgin, company diversification by, 189
Visa, vision statement of, 113
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vision
driving organization with big, 32
examples, 111
as strategic plan element, 18
for success, 29
vivid description, 111, 112–114

vision statement
big, hairy, audacious, 113
elements of effective, 111–112
far reaching, 111
as foundation element in strategic 

plan, 39
owner’s, 114–115
purpose in strategic plan, 36
reviewing at annual strategic planning

retreat, 46
updating, 113–114

volume, by customer or client 
(metric), 147

• W •
Wal-Mart (consumer goods seller), 172
Walton, Sam (Wal-Mart founder), 150
war room, 270

warning signs, 21–22
Wharton Business School, position

statement of, 217
winners, picking, 65–66
W.L. Gore & Associates, 135
workaholics, 27
World Prep (seller of survival kits), 165
World War II, 106

• Y •
Yahoo! Answers, 206

• Z •
Zoomrang (Web-based survey), 180
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