Hope i1s not a Strategy
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WHAT’S CHANGED?
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OPPORTUNITIES &
CHALLENGES?
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S.M.A.R.T. ACTION
PLAN

GOAL: Gain Competitive Advantage

DECISION-MAKING PROCESS
PRIORITIZE

OPPORTUNITIES

PRIMARY SCENARIO

ACTION STEPS

COMPETITIVE ADVANTAGE
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WHAT IS A S.M.A.R.T.
ACTION PLAN?
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S.M.A.R.T. ACTION
PLAN
8 STEPS
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1. Field of Dreams

2. Primary Scenario

Current Financial

3. Competitive Landscape
Capabilities Capacity

4. Strategic

Decisions
External Factors External Factors

Personal
Strategy
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1. IDENTIFY
OPPORTUNITIES

Add New .
Product Line Acquire
One Day Sacramento
Delivery celpeediel Etc.
Hire 2 Sr. Add 401k Loval
Engineers with oyalty Etc.
Empl Program
mployer
Match Etc.
Hire 2 Hire Cost
experienced Accountant
Sales Reps Etc.
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PRIMARY
SCENARIO

Current Capabilities

Personal Strategy

External Factors

Financial Capacity

\

s

/

STRATEGIC
DECISIONS

Current Customers

Products/Services



2. PRIMARY SCENARIO
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PRIMARY
SCENARIO

External Factors
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4. PRIMARY SCENARIO

Factor #1

Factor #2

Factor #3

Factor #4

Current
Capabilities

External
Factors

Financial
Capacity

Highest Quality Pr.eventlve Exc?ptlor.lal
Products Maintenance Engineering 24/7 Phone Support
Program Capability
Great Recession | Imports increasing Technology Industry

will continue

dramatically

Products

Changes affect 20% | Consolidation hit

30% Last 2 Years

Meet Financial

Cash Break-Even or

Limit Borrowing to

Personal

Strategy

Covenants better at all times 70% Capacity $500K CapX Budget
Maximize Find new product I " Grow this year by
Technology line fuovation 20%
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3. COMPETITIVE
LANDSCAPE
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PRIMARY

SCENARIO \

Current Capabilities

Competitive Analysis

Personal Strategy

External Factors

Financial Capacity

/

STRATEGIC
DECISIONS
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COMPETITIVE MATRIX
T [ | cometior 2| competior 3| iAo

Tables

Chairs

Delivery
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“GO TO MARKET”
APPROACH

PRIMARY
SCENARIO

Competitive Analysis

p—

e
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“Go To MARKET” APPROACH

Market
Responsiveness

Product/Service
Superiority

Production Efficiency

Natural/Human
Resources

Market Dominance

Short Term Profits

Method of Sale

Distribution Method

Technology Advantage
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High End

One Day

Delivery He.

Hire Cost
Accountant
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High End Chair Co.

Add New
Product Line

. EtC.

fic
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4. STRATEGIC DECISIONS

Choice #1

Current
Capabilities

Competitive
Landscape

External Factors

Financial
Capacity

Personal

Strategy

Choice #2 Choice #3

Choice #4

Add exclusive Buy up.grade t.o . . Strengthen &
German product Preventive Maint | Hire 2 Sr. Engineers .
) Upgrade web site
line Db
. . Add 2 Experienced Strengthen &
Hire 2 Sr. Engineers Sales Reps Upgrade web site
Lovaltv P One Dav Deli GAdd exclus:lvet Add 2 Experienced
oyalty Program ne Day Delivery ermar} produc Sales Reps
line
Add 2 Experienced Lovaltv P Strengthen & Hire cost
Sales Reps oyally Hrogtam Upgrade web site accountant
Add 2 Experienced IS N EIeers Add 401k and
Sales Reps Employer Match
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5. STRATEGY
STATEMENT



EDWARD
JONES

D.

face-to-face advice conservative

investors

advisor offices

delegate
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one-financial-
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6. S.W.O.T. ANALYSIS
~ Strengths  Weaknesses




7. S.M.A.R.T.
ACTION PLAN

“GET ‘ER DONE!”

e

S.M.A.R.T. Objective S.M.A.R.T. Objective S.M.A.R.T. Objective

“Who’s going to do what by when?”
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7. S.M.A.R.T.
ACTION PLAN



8. EXECUTIVE
DASHBOARD



ACTION PLAN

PLANNING EXECUTION PERFORMANCE
MANAGEMENT

Wednesday, May 27, 2009

27



Wednesday, May 27, 2009
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WEBINAR
WORKSHOP SERIES
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What's the situation?
What's everyone else doing?
What are we pursuing?
What’s unique about us?
Where are we headed?
How will we get it done?
Are we making progress?
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SUMMARY



Lary R. Kirchenbauer
Exkalibur Advisors, Inc.

www.Exkalibur.com
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