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60% of organizations
don't link strategy &
budgets

78% of organisations lock
budgets to an annual cycle

20% of organisations take
more than 16 weeks to
prepare a budget
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STRATEGY

Strategic Learning Loop

BALANCED
SCORECARD

BUDGET

PERFORMANCE
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Initiatives &
Programs

%

85% of management
teams spend less than
one hour per month on

strategy issues

92% of organisations do
not report on lead
indicators




Stiate CUERNSHEIENCES

“We have a “Our emplc
strategy, we just don’'t have a
can’t explain it that understanding o
easily.” what the strategy is
and their role in it.”

“Our leadership muc

team does not _ effort
agree on ey We are a collection plans instead o /

priorities.” of silos that do not getting value fro
collaborate.” the planning
process”

y &
“We are trying to “Recognition and 'm not sureiott

40100 things, rewards are not FESOUrCCS A= There
“rather than do 15 based on driving the allggarcHiauSIi of them an

critical things change we need.” priorities anq our SLrasieh o
well.” best opportunities.” use”
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ViSIen e OUicemES =N CeRHCEpIlAINOVERIEW
Why we exist
What's important to us
What we want to be
Our game plan

What are the priorities
TOTAL QUALITY MANAGEMENT
What we must improve

EMPOWERMENT / PERSONAL OBJECTIVES
What | need to do

STRATEGIC OUTCOMES

Satisfied Delighted fficient & Effective otivated & Prepared
HAREHOLDER CUSTOMERS PROCESSES WORKFORCE




Whatis e Bel2nCErSColECuNESE)”

The Premise

The Conclusion

Strategy

Balanced

a Scorecard

Measurement To Communicate, Not To Control
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My Client's BSC Implemernizaiion
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gy Map designeac

| Productivity Strategy | L Revenue Growth Strategy |

Enhance
Customer Value
Customer
Profitabilit
w am _y - -
Customer Satisfaction

Shareholder Value
ROCE

Improve Cost Increase Asset
Structure Utilisation

Cost per Unit

Create Value
from New
Products &

Services
New Revenue

&UI’C& I L] |

Asset Turnover

I I L I s o L I I L

B . -
Market and Account

Share Customer Acquisition

Customer Retention

Product Leader

| Customer Solutions

Customer Value Proposition
Product/Service Attributes Relationship : Image

OOODD==0
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Low Total Cost

Operations Theme

(Processes that
Produce and
Deliver Products &
Services)

Customer
| Management
Theme

(Processes that

Value)

== Enhance Customer

Innovation Theme

(Processes that
Create New Products
& Services)

Regulatory and
Society Theme
(Processes that
Improve the
Environment and
Communities)

Human, Information, and Organisational Capital

Strategic
Competencies

Strategic
Technologies

Climate for
Action




Internal Perspective
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Internal / Op
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Objective

Objective Statement

Measure

Initiatives

Enhance Training
& Development

*Ensure health services assets of all three
ecomponents are trained and modular and
scutting edge to support full spectrum
soperation and joint force requirements.

«Certification Rates of all
course.

*Charter attrition work
group.

*% deploying BCT receiving
deployment training across
all modules.

*TBD

*Adherence to the (re)
verification, (re) validation, and
(re) accreditation process.

Incorporate audit
guidance.

sImprove Access to
*Products and Services

*Enhance accessibility of our products and
services to our customers through
innovative, cutting edge delivery.

*% of products available via
online and traditional
methods (hard copy, CDs)

*Market products and
service.

*Increase Organisationall
Efficiency and
Standardisation

eInstitutionalise processes that increase our
efficiency and get rid of those that don't.

*% increase in updated policies
and procedures from baseline.

*Survey employees
concerning alignment and
duplication of efforts.

sImprove Joint
Integration

*Posture our organisation to optimise joint

integration

Adherence to Schedule

sComprehensive and
integrated program
management plan.
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Exarmple - Critical Success Factors

Success Factor Imp. Cap. Supporting Actions
Business-wide 10 3 Customer Focus Groups
clarity on customer needs & 0800 complaint line
concerns System of ‘Listening Posts’
Effective internal 10 7 Team Listening structure
communications Intranet Web-sites for all projects

48 hour responses to all project queries

Involvement and 8 2 Management workshop on I&P ideas
Participation (I&P) at all Pilot participative ‘event’

levels Staff design of business forums
Demonstrable support for 9 6 Regular business forums

new culture / ethos Team charters at all levels

Open access to performance data

Process 7 g Formal ownership guidelines
Ownership Infrastructure Regular process owners forums
Central process design repository
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Strategic Goals I Measures I Targets I Initiatives I

What do we have to do to get How do we know if we are What will we measure our I

there ? I achieving our goals ? I progress against ?

Customer

Financial

MW

Process
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Measure

Strategy Map Balanced Scorecard Action Plan
Theme: Operating Efficiency Objective Measurement Target Initiative Budget
Financial Profits & Profitability Market Value 30% CAGR
/' RONA '\
Grow revenues Seat Revenue 20% CAGR
Grow Fewer
Revenues Planes
________ T"""""_ 0 ___Fewerplanes || _PlaneleaseCost | _5%CAGR || ____________|________
Customer Attract & Retain Flight is on-time FAA On-Time Arrival #1
More Customers Rating
/v '\ Lowest prices Customer Ranking #1 Customer Loyalty | « $XXX
: # Repeat Customers 70% Program
22;3:22 I_Por\ixzzzt Attract and retain # Customers Increase
more customers 12% annual
Internal *\ j Fast ground On Ground Time 30 Minutes On Ground Cycle | ¢ $XXX
Fast Ground turnaround Time
Turnaround ] N
On-Time Departure 90% Optimisation o XXX
—- Quality
_______________________________________________________________________ | _ _ Management _ _ _ 1 _ _ ______
Learning Ground crew aligned % Ground Crew 100% ESOP $XXX
Ground Crew with strategy Stockholders
Alignment
Strategic Awareness 100% Ground Crew $XXX
Training
Develop the - Strategic Job Yr1-0% .
necessary skills Readiness Yr 3 - 90% Crew Scheduling $XXX
Yr5 - 100% System Rollout
Strategic Systems Strategic Job Develop the support
Crew Scheduling Ramp Agent system Info System 100% CRM System $XXX
Availability
Total Budget FXXXX

Execlie




Irmoplermnentation Roadrmeap

1

2

4 6 8 10 12 14 16

Ongoing Management

9

18



Irmole

2 4 3
Step 3
Step 1
Draft a
Develop a Strategy Map
Business Case With Linkages
And Themes
Step 2
Build
Strategic

Architecture

".v.'lll;- ,‘!'l'

—

Agree upon
stretch
targets

Review and
refine themes

lentaijon -

C ! ’
\) ~ll —
8 10 12 14 16 18
Step 5
Select Strategic
Initiatives
Step 4 Step 6
Determine Measures Plan and

and Targets implementation

Refine and
rework draft Discuss next
linkages steps



Irmplerneniation - Siep £

2 4 6 8 10 12 14 16 18
Step 3
Step 1 Step 5
Draft a
Develop a Strategy Map Select Strategic
Business Case With Linkages Initiatives
And Themes
Step 2
Step 4 Step 6
Build
Strategic Determine Measures Plan and
Architecture and Targets implementation
*
Refine and Review Desian new Begin Plan for
validate draft 9 targets measures
measures

linkages measures discussion development



Irmplerneniailorn - Siep 5 & 6

2
Step 1
Develop a
Business Case
Step 2
Build
Strategic

Architecture

linkages
and
measures

(o3}

Step 3

Draft a
Strategy Map
With Linkages
And Themes

Review
existing
initiatives

(G

8 10 12 14
Step 5
Select Strategic
Initiatives
Step 4
Determine Measures
and Targets
: Align/
Bralnnesvtvorm rationalise
initiatives initiatives
to themes

16 18

Step 6

Plan and
implementation



Vendor
Engagement
Manager
(part-time)

Vendor

Project

Leader
(full-time)

Vendor
Project
Team

1-2
Consultants
(full-time)
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Executive
Sponsor/
Steering
Committee

Client
Project
Leader

Client
Core
Team

Staff
knowledgeable
of business
strategies and
organisation

Executive
Leadership
Team

Q2
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Tare Away
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