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Why are you here?

» |[ntroductions & Goals

=|/My organization is new to strategic planning

»We have an outdated strategic plan

»We are considering creating or updating a
strategic plan in the next year (or two)

»|'d like to learn more about strategic planning

» Other?
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Concerns about Strategic Planning?

= Don’t have time

= How to get started

= Who should be involved

= | haven’t done this before

= |} sounds intimidating

= Do | need to hire a consultant?
» What will it cost?

» Other?
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» A systematic process of envisioning a desired futur
translating this vision into broadly defined goals or objectives and a
sequence of steps to achieve them.

» Strategic Planning is a process in which organizational leaders
etermine their vision for the future as well as identify their goals
and objectives for the organization.

Strategic Planning helps you identify where your organization is
going over the next few years and how it's going to get there.

= A Strategic Plan is a coordinated and systematic way to develop a
course and direction for your organization.
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BUT...

= |'s only effective if the plan is
USED
REVIEWED
UPDATED

AND DOESN"T SIT ON A SHELF GATHERING DUST.

A STRATEGIC PLAN IS NOT A PAPERWEIGHT!
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Classic Strategic Planning Outline

Executive Summary
History/ Achievements — How did you get here?
Mission & Vision
Strengths, Weaknesses, Opportunities, Threats
Competition
Goals (3 to 5 years) - Where do you want to be¢
Strategies to Achieve the Goails:

- Programs, Marketing, Financial, Administrative, Staffing, etc.
Financial Projections
Appendices
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Do you really NEED a Strategic Plan?

= |f you don’t know where you're going, “then it doesn’t matter which
way you go.”

= |f you don’t know where you're going,
y road will get you there.
- Lewis Carroll

= “If you don’t know where you're going, you’ll end up somewhere
else.” - Yogi Berra

= The scenery only changes for the lead dog.
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Ways to Think About Strategic Planning

=» WHERE DO YOU WANT TO BE?
» What's the vision?
= How do you get there?

» Classic Process
here have you been? (History)
= Where are you now?
(Mission, Values, Environmental Scan)
» Strengths, Weaknesses, Opportunities, Threats
(SWOT Analysis)
= Where do you want to go? (Strategic Vision)
= How do you get there? (Goals, Action Steps, Who)
= How will you know when you've achieved success?
(Evaluation, Outcomes, Measurement)
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What's Your Vision for the Future?

=» Where do you want your organization to be 3 years from
now? 5 years from now? 20257 2030?

» How is that different from your current organization?

= Mission / Programs / Staffing / Participants / Budget

= What's happening in your city/town, county, state,
nation that might impact your future opportunities?
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Vision vs. Goals

Sample Visions

= Become the intergenerational resource for the town

= Become the resource for all issues related to 60+ including job
opportunities, housing, healthcare and more

pand to serve the growing number of seniors, especially baby
oomers and new ethnic groups

Sample Goals

= Develop a program for 20 high school students to interview 20
older adults and Senior Center participants

» Develop a series of six seminars for 60+ adults
= Hold evening hours once a week starting in 2020
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Comparison Vision Goals

What it is Destination How you get there
Time-Frame Long-View Short-term
Purpose Where you want to be Means to an End
Effort Needed Your dream Require action
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Vision vs. Mission

= A MISSION statement describes what an organization
wants to do or be now

= A VISION statement outlines what an organization wants
be in the future.

THINK ABOUT

- Is your Mission up-to-date? Is it congruent with what
you do?

- What is your Vision for the future?
- Will your Mission support your future Vision?
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Getting Started

=» What do you want to achieve?
= What's your time frame?
=» Who needs to be included?

= How will you get buy-in for the process?
=» Who can help?
=» Who will facilitate?
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Who Should be Included?

=» Who has history?

=» Who is a visionary?

=» Whom do you trust?

» Who is well-respected?

» Who is influential in fown?

=» Who plays well with others?

= Who do you need to help get buy-in?

= Planning Commiittee: 6 to 10?

Senior Center director, other staff?, Some Board
members? Liaison to other groups (Select Board /
Mayor’s office / Friends group), smart volunteers
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Where to Get Data / Information

= Town/city demographic information
» Census data
= U Mass Boston Gerontology Institute

= Area Plans on Aging Surveys and/or Focus Groups - Participants and
Non-Participants

=» NCOA / NISC

= Your Senior Center’s historical data and Annual Reports

= Your Program and Participation data (e.g., MySeniorCenter)
= Your State’s Elder Affairs Department (e.g., Massachusetts EOEA)

» Tufts Health Foundation Healthy Aging Data Reports (New England)
(https://healthyagingdatareports.orqg)

» Gerontology Departments at universities (UMASS Boston Gerontology Institute)
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https://healthyagingdatareports.org/

“Starter” Strategic Planning Ideas

» Evaluate your Mission

= Write your Senior Center’s history: Where have you been? Where
are you now?

ify your values

» Collect demographic projections about your town in 2025 or 2030
or other appropriate year)

Conduct a brainstorming session about future visions for your
senior center

» |dentify several future visions. Then assign small task forces to
identify pros and cons of each or research what might be required
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Alternative Types of Strategic Planning

= The Big Questions

= What are the four or five questions you need to address?

= The Big Issues

= What are the three or four big issues you want to address?

= Operational Strategic Plan

» E.g., astrategic plan for Marketing. Or for fundraising. Or for something else.

= Bold Thinking
= What would you REALLY like to do/be?
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Do you Need to Hire a Consultant?

= Are you new to sirategic planning?

= Are there wide ranges of viewpoints / divergent opinions
or concerns?

=» Who will facilitate? Are they unbiased?

= Do you need help with “managing” the committee?

= Would an ouiside, neutral observer / facilitator help
move the process along?

= Were previous planning efforts challenging or got
derailed?

= Would an experienced consultant provide useful insights
and ideas?
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Sample Sirategic Plans

» Carlisle Council on Aging, June 2018 - Strategic Plan Fiscal Years 2018-2022
htps://www.carlislema.gov/DocumentCenter/View/640/COA -Strategic-Plan

= Newton Senior Services & Council on Aging Strategic Planning Report (April,
2018) hitp://amysangiolo.com/wp-content/uploads/2015/03/strategic-
planning-report-8-13.saved030514.pdf

= Behring Senior Center, Monroe Wisconsin
http://www.cityofmonroe.org/AgendaCenter/ViewFile/ltem/255%filelD=69

GOOGLE “Senior Center Strategic Plans”
Which might fit with your needs?
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Your Strategic Plan is DONE!
Now What?

»CELEBRATE!
»SHARE

»TRAIN YOUR STAFF
»TDENTIFY ACCOUNTABILITIES

» SCHEDULE FUTURE TIME to REVIEW &
NEXT STEPS
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STRIAQGY-MARKETING-FUNDRAISING Queslhons / Commeni‘s’?
— How Can | Help You?

Barrie Atkin, President, Atkin Associates Strategy / Marketing / Fundraising
= Serving Mission-Driven Organizations for over 20 years

» Avuthor, Marketing Tools for Any Senior Center (2017 — with NCOA and MCOA)
= M.S. Ed, MBA, Harvard Business School

» Cerlificate in Professional Fundraising, Boston University

Barrie@AtkinAssociates.com Phone/Text: 781-788-6600
www.AtkinAssociates.com
m hitps://www.linkedin.com/in/barrie-atkin-310134/
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Like what you heard? Share Iit!

Tweet using #AgeAction2019 or #WeAgeWell

@ Rate the session and speakers on the mobile app

Q Vote in the conference poll
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