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STRATEGIC PLANNING IS A JOURNEY...PREPARE FOR IT

PRIORITIZATION TOOLS a2~z APPROACHES |

\ Before We Go, What Needs to Happen!? |
\
|
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TO-DOS FAST FACTS AND TRENDS

Structure + discipline enable prioritization.
* Meet regularly with primary decision makers to streamline process.
Leverage “soft influence” of strategy to advance priorities.

* Strategic deselection remains elusive. Almost
40% identified 6—I0 strategic initiatives as the
ideal number to track, manage and focus on,
while almost 30% said 10+

* On a scale of | to 10 (highest), organizations
rated their ability to prioritize a 6.4 on average.
The top three pain points include:

|. Priorities added to the list but
never removed.
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* Ensure criteria for evaluation are clearly defined and agreed .
upon—alignment with pillars, costs, ROI, community impact and E
timeliness (impact X feasibility). :

]

* Provide transparency into the capital allocation process. !
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Mindset shift—don’t lose sight of the forest for the trees.
Set stage gates to formally deselect opportunities (eg, timeline,
budget threshold/availability) and establish a process for revisiting or
creating off-ramps to sunset projects.

2. Cultural resistance to saying no.

3. Disagreements between stakeholders.

R T Y. i e e S S |
!

/ I

EXECUTION a/./ IMPLEMENTATION |

y Once We've Arrived, How Do We Ensure Things Run Smoothly? |

T0-D0S . FASTFACTSANDTRENDS | '

Define what success looks like. Beyond
metrics, identify who owns monitoring

and cadence for progress updates. Regular
checkpoints will prompt discussion and allow
you to adjust or pivot.

Communication and messaging—organizations use multiple
methods to share strategic plans:

48% cascade the strategic plan throughout the organization.
19% use a one-page sheet or infographic.

1
1
1
Overcommunicate the plan to align i 13% leverage digital tools (eg, video, intranet, email).
expectations and understanding. Equip i o o
stakeholders doing the “strategy roadshow” ‘ 6% include a scorecard to support communication.
with consistent messaging. Pair the CEO with i
another senior executive who can “translate” !
for different audiences. Leverage multiple ;
communication channels (eg, in person, email, i
1
1

virtual, video).

Ownership and performance:

* A nearly even split exists between organizations that use a project
management office (52%) and those that rely on strategy or others
(48%) to monitor and measure implementation.

* The most common performance metrics organizations track are
financial performance, volumes/share and quality/outcomes.
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