


From	
  Small	
  Beginnings…	
  



Mission,	
  Market,	
  and	
  Margin	
  

What	
  are	
  we	
  good	
  at?	
  (Mission)	
  

What	
  do	
  people	
  want?	
  (Market)	
  

How	
  do	
  we	
  bring	
  these	
  together	
  in	
  a	
  way	
  that	
  is	
  
true	
  to	
   	
  our	
  mission	
  and	
  generates	
  resources?	
  
(Margin)	
  

Source:  R. Staisloff (August, 2010). Indiana Trustees Academy 



Proper	
  Nomenclature?	
  

•  Strategic	
  Plan	
  
•  Master	
  Plan	
  

•  EducaEon	
  Master	
  Plan	
  

•  Strategic	
  Master	
  Plan	
  

•  The	
  “Plan”	
  
•  Door	
  Stop	
  
•  Figment	
  of	
  Overripe	
  ImaginaEons	
  	
  



Vision	
  
Strategic	
  

Management	
  Alterna3ves	
  
Strategic	
  
Op3ons	
  

Internal	
  
Assessment	
  

External	
  
Assessment	
  

Strategic	
  Planning	
  as	
  a	
  Process	
  



Planning	
   Ac3on	
  

TradiEonal	
  (and	
  Frequently	
  Failed)	
  View	
  of	
  
Planning	
  



Emerging	
  View	
  

ImplementaEon	
  

Ac3on	
  Planning	
  

HarvesEng	
  
Discoveries	
  

CollecEve	
  Insights	
  

ReflecEon	
  &	
  
ExploraEon	
  

Source:	
  The	
  World	
  Café.	
  	
  Brown,	
  J.	
  with	
  Issacs,	
  D.	
  	
  (2005)	
  



Linking	
  ExisEng	
  Plans	
  

Facili3es	
  
Planning	
  

Opera3onal	
  
Planning	
  

Budget	
  
Planning	
  

Academic	
  
Planning	
   SBCTC	
  Plans	
  

WHECB	
  Plans	
  

Individual	
  Unit	
  
Plans	
  Technology	
  

Planning	
  

Assessment	
  
Plan	
  



Linking	
  ExisEng	
  Plans	
  

Facili3es	
  
Planning	
  

Opera3onal	
  
Planning	
  

Budget	
  
Planning	
  

Academic	
  
Planning	
   SBCTC	
  Plans	
  

WHECB	
  Plans	
  

Individual	
  Unit	
  
Plans	
  Technology	
  

Planning	
  

Assessment	
  
Plan	
  



Elements	
  of	
  a	
  Comprehensive	
  
Strategic	
  Plan	
  



Elements	
  of	
  a	
  Comprehensive	
  
Strategic	
  Plan	
  

•  Environmental	
  Scan	
  
•  Planning	
  AssumpEons	
  
•  Enrollment	
  SimulaEons	
  and	
  ProjecEons	
  
•  GIS	
  Mapping	
  
•  Psychographic	
  Research	
  (awtudes,	
  values,	
  &	
  
lifestyles)	
  

•  Labor	
  Market	
  ProjecEons	
  
•  CompeEtor	
  Analysis	
  



Elements	
  of	
  a	
  Comprehensive	
  
Strategic	
  Plan	
  (ConEnued)	
  

•  InstrucEonal	
  Program	
  Vitality	
  
– ExisEng	
  Programs	
  to	
  Strengthen	
  
– New	
  Programs	
  to	
  Consider	
  
– Programs	
  to	
  Eliminate	
  

•  ProjecEons	
  for	
  new	
  faculty	
  and	
  staff	
  
•  FaciliEes	
  to	
  Match	
  Learner	
  and	
  College	
  Alignment	
  
•  Mission,	
  Vision,	
  &	
  Values	
  

•  Capacity/Load	
  RaEos	
  
•  Program	
  Review	
  Process	
  and	
  Inputs	
  



Elements	
  of	
  a	
  Comprehensive	
  
Strategic	
  Plan	
  (ConEnued)	
  

•  Role	
  of	
  Technology	
  
•  Research	
  Output	
  and	
  Capacity	
  
•  Services	
  	
  

– Student	
  Services	
  	
  
– AdministraEve	
  Services	
  

– Community	
  EducaEon	
  

– Developmental	
  Services	
  



Elements	
  of	
  a	
  Comprehensive	
  
Strategic	
  Plan	
  (ConEnued)	
  

•  ComparaEve	
  Expenditures	
  in	
  Key	
  Areas	
  
(NACUBO	
  Categories)	
  
–  InstrucEon 	
  (credit	
  &	
  noncredit)	
  
–  Research	
  
–  Public	
  Service	
  
–  Academic	
  Support	
  
–  Student	
  Services 	
  	
  
–  InsEtuEonal	
  Support	
  
–  OperaEon	
  and	
  Maintenance	
  of	
  Plant	
  
–  Scholarships	
  and	
  Fellowships	
  
–  Auxiliary	
  Enterprises	
  



Working	
  Vocabulary	
  

•  A	
  Planning	
  Goal	
  establishes	
  an	
  overarching	
  
direcEon	
  for	
  the	
  College	
  over	
  the	
  ten	
  years	
  of	
  
the	
  Master	
  Plan.	
  	
  It	
  is	
  supported	
  by	
  raEonale.	
  

•  A	
  Strategy	
  commits	
  the	
  College	
  to	
  courses	
  of	
  
acEon	
  that	
  support	
  the	
  planning	
  goals.	
  	
  

•  A	
  Success	
  Factor	
  provides	
  visible	
  measures	
  of	
  
goal	
  aQainment.	
  	
  A	
  success	
  factor	
  includes	
  
these	
  elements:	
  	
  specific	
  acEviEes,	
  responsible	
  
parEes,	
  and	
  target	
  dates	
  



Relationship Among Planning Components 

Where you are 
and what you 

want to do  

Creativity:  
exploring 
options, 
selecting 
options, 
detailed 
planning 



Supporting Structure 
Goals I II III IV …. .… …. 

Strategy 
#1 

Strategy 
#2 

Strategy 
#3 



Responsibility	
  for	
  Results	
  

Strategy 

Description 
&  

Success 
Factor(s) 

Individual 
Assigned 

Responsibility 
Completion 

Date 

Cost 
 (if 

applicable) 



Courage	
  Is	
  
Redlining	
  Strategies	
  for	
  BudgeEng	
  

•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  
•  Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx	
  



Master	
  Planning	
  	
  
and	
  Annual	
  OperaEonal	
  Planning	
  

Review of Strategy 
Implementation via Success 
Factors.  Revise as 
Appropriate. 

Approve budget and unit 
operational plans 

Strategic Plan 

Rolling 3-Year Unit 
Plans Updated.  
Resources 
identified to 
support strategies 

Collect data and 
information to 
measure 
performance 

Operational Plan 



Rick’s	
  Rubrics	
  for	
  a	
  Successful	
  
Planning	
  Process	
  

•  If	
  you’re	
  not	
  planning,	
  you’re	
  planning	
  to	
  fail	
  
•  Convert	
  data	
  to	
  informaEon	
  
•  Don’t	
  assume	
  that	
  perfect	
  data	
  exist	
  
•  Thin	
  to	
  Win	
  
•  Not	
  enough	
  for	
  planning	
  to	
  be	
  par/cipatory;	
  it	
  also	
  had	
  to	
  be	
  

decisive	
  
•  Select	
  3	
  (maybe	
  4)	
  “main	
  things”	
  that	
  make	
  a	
  real	
  difference	
  
•  Don’t	
  expect	
  a	
  homerun	
  every	
  Eme	
  
•  Be	
  flexible	
  ready	
  to	
  adjust	
  strategies	
  and	
  goals	
  
•  Don’t	
  get	
  lost	
  in	
  deep	
  details	
  
•  Show	
  results	
  widely	
  (even	
  if	
  less	
  than	
  expected)	
  
•  Link	
  clearly	
  to	
  resources	
  
•  Most	
  Cri3cally:	
  	
  Separate	
  the	
  Opera3onal	
  from	
  the	
  Strategic	
  



Asking	
  the	
  Right	
  QuesEons	
  
Is	
  performance	
  considered	
  in	
  the	
  resource	
  allocaEon	
  

process	
  
– Are	
  resources	
  targeted	
  to	
  mission/market/margin	
  
opportuniEes?	
  

– Are	
  faculty	
  and	
  staff	
  allocated	
  to	
  the	
  highest	
  
prioriEes?	
  

– Are	
  there	
  programs	
  or	
  services	
  that	
  should	
  be	
  
eliminated?	
  

– Are	
  there	
  opportuniEes	
  for	
  collaboraEon	
  that	
  would	
  
yield	
  beQer	
  results	
  at	
  less	
  cost?	
  

– Are	
  metrics	
  for	
  measuring	
  performance	
  and	
  
achievement	
  of	
  goals	
  in	
  place?	
  

Source:  R. Staisloff (August, 2010). Indiana Trustees Academy 



What you get by achieving your goals is 
not as important as what you become by 
achieving your goals 

 Zig Ziglar  
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