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What we will do next.
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	Mission Success Measures ($ in thousands)
	
	
	
	FYE New

	Profit & Loss: Contributed Revenue $
	
	
	
	

	Non-contributed Revenue $
	 
	 
	 
	

	Total Revenue $
	 
	 
	 
	

	Total Expenses $
	 
	 
	 
	

	Revenue less Expenses $
	 
	 
	 
	

	Balance Sheet: Assets $
	
	
	
	

	Liabilities $
	
	
	
	

	Net Assets $
	 
	 
	 
	

	Capital Structure: Total Margin 
	
	
	
	

	Current Ratio
	
	
	
	

	Working Capital
	
	
	
	

	Operating Reserves
	 
	 
	 
	


[footnoteRef:1] [1:  Total Margin: "This is the bottom line . . . the one [measure] that tough, no-nonsense managers of all stripes supposedly focus on single-mindedly" (McLaughlin, 2009, p. 83). Formula = Revenue minus Expenses [line 19] divided by Revenue [line 12]
Current Ratio: "The most widely recognized measure of liquidity . . . the ratio should be at least 1” (McLaughlin, 2009, p. 75). Formula = Current Assets (lines 1-9) divided by Current Liabilities (lines 17 to 19)
Working Capital: "Determines how long a charity could sustain its level of spending using its net available assets, or working capital, as reported on its most recently filed Form 990” ("Glossary," 2010). Formula = Unrestricted plus Temporarily Restricted Net Assets
Operating Reserves: A more conservative view of working capital because you use unrestricted net assets and exclude land, building, and equipment, and temporarily restricted assets (Blackwood & Pollak, 2009, p. 9). Formula = Unrestricted Net Assets minus land, building, and equipment plus mortgages and notes] 
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What are we doing now?
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	Mission Success Measures ($ in thousands)
	
	
	

	Profit & Loss: Contributed Revenue $
	
	
	

	Non-contributed Revenue $
	
	
	

	Total Revenue $
	
	
	

	Total Expenses $
	
	
	

	Revenue less Expenses $
	
	
	

	Balance Sheet: Assets $
	
	
	

	Liabilities $
	
	
	

	Net Assets $
	
	
	

	Capital Structure: Total Margin 
	
	
	

	Current Ratio
	
	
	

	Working Capital
	
	
	

	Operating Reserves
	 
	 
	 


[footnoteRef:2] [2:  Total Margin: "This is the bottom line . . . the one [measure] that tough, no-nonsense managers of all stripes supposedly focus on single-mindedly"(McLaughlin, 2009, p. 83). Formula = Revenue minus Expenses [line 19] divided by Revenue [line 12]
Current Ratio: "the most widely recognized measure of liquidity . . . the ratio should be at least 1” (McLaughlin, 2009, p. 75). Formula = Current Assets (lines 1-9) divided by Current Liabilities (lines 17 to 19)
Working Capital: "Determines how long a charity could sustain its level of spending using its net available assets, or working capital, as reported on its most recently filed Form 990” ("Glossary," 2010). Formula = Unrestricted plus Temporarily Restricted Net Assets
Operating Reserves: A more conservative view of working capital because you use unrestricted net assets and exclude land, building, and equipment, and temporarily restricted assets (Blackwood & Pollak, 2009, p. 9). Formula = Unrestricted Net Assets Minus Land, Building, and Equipment plus Mortgages & Notes] 
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Close with a succinct one-paragraph summary of what you have discovered. Remember that your summary tells the reader what you found, not how you found it. You will use this summary and the ones from subsequent reports to construct your executive summary in the Great Strategies Report. 

Here for example is the summary from a nonprofit medical clinic serving the HIV community:  

One hundred and five people, including 33 external stakeholders and 72 internal stakeholders, had a voice in the Great Start process. Upon completion, we had a well-defined purpose including values and mission and an understanding of current strategy including lines of business and success measures. Altogether, we answered the question of what are we doing now.
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Analysis

	Stakeholder
	Principal Goals
	Interest
	Power

	
	· 
	
	

	
	· 
	
	

	
	· 
	
	



Management

	High
	Keep Satisfied
· 
	Manage Closely
· 

	Power
	
	

	
	Monitor
· 
	Keep Informed
· 

	Low
		Interest	High



Great Ideas

	External Stakeholders
	Internal Stakeholders

	· 
	· 
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	Your Agency
	BOB 1
	BOB 2

	Major Lines of Business
	Major Lines of Business
	Major Lines of Business

	· 
	· 
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	Financials
	Financials
	

	Revenue: xxx,xxxx,xxx
	Revenue: xxx,xxxx,xxx
	Revenue: xxx,xxxx,xxx

	Expenses: xxx,xxxx,xxx
	Expenses: xxx,xxxx,xxx
	Expenses: xxx,xxxx,xxx

	Net Revenue: xxx,xxxx,xxx
	Net Revenue: xxx,xxxx,xxx
	Net Revenue: xxx,xxxx,xxx

	Net Assets: xxx,xxxx,xxx
	Net Assets: xxx,xxxx,xxx
	Net Assets: xxx,xxxx,xxx

	We have, but they don’t
	They have, but we don’t
	They have, but we don’t
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	1. Program Attractiveness

	
	High
	Low
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	2. Alternative Coverage
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	3. Strong Competitive
Position
	Aggressive Competition
	Aggressive Growth
	Build Up Best Competitor
	Soul of the Agency

	
	· 
	· 
	· 
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	3. Weak Competitive
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	Aggressive Divestment
	Build Strength or Sell Out
	Orderly Divestment
	Foreign Aid–Joint Venture
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	· 
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	Product Development
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	OCAT Summary Results
	Avg.
	Consensus
	High/Low

	1
	Aspirations
	
	
	

	
	
	
	
	

	2
	Strategy
	
	
	

	
	
	
	
	

	3
	Leadership, Staff, and Volunteers
	
	
	

	
	
	
	
	

	4
	Funding
	
	
	

	
	
	
	
	

	5
	Values
	
	
	

	
	
	
	
	

	6
	Learning and Innovation
	
	
	

	
	
	
	
	

	7
	Marketing and Communication
	
	
	

	
	
	
	
	

	8
	Managing Processes
	
	
	

	
	
	
	
	

	9
	Organization, Infrastructure, and Technology
	
	
	

	
	
	
	
	



	Internal Strengths
	Internal Problems

	· 
	· 



	External Opportunities
	External Threats

	· 
	· 
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	First Cut
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	Tough to Implement
	Easy to Implement

	Big 
Payoff
	· 
	· 

	Small
Payoff
	· 
	· 
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Close with a succinct one-paragraph summary of what you discovered including your final three great ideas. Remember that your summary tells the reader what you found, not how you found it. You will use this summary and the ones from subsequent reports to construct your executive summary in the Great Strategies Report. For example, the following is the summary from a theatre organization:

Using six tools to ideate and four methods to evaluate, we discovered three great ideas for the theatre: 

A festival around a historical holiday – The theatre imagines an outdoor summer festival on July 4th weekend. The organization is most excited about exploring this strategy because of the potential outreach to new audiences and PR opportunities. 

Perform student matinees – Student matinees would simply remount a production from the season and would allow the organization to have a greater impact with local schools and History students. 

Build a new and better home – A new home would better serve the theatre’s growing audience and would provide a platform that is more appropriate for the vision.

These ideas promote the new vision to become a preeminent Chicago arts organization and are likely to attract national attention. Furthermore, they are pragmatic enough to achieve and idealistic enough to incentivize action. It is the hope of this report that these strategies will propel the theatre forward and transform the organization into all that it aspires.
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	Strategy
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	Strategy
	
	
	

	Industry Description
	
	
	

	Participant Relations
	
	
	

	Stakeholder Influence
	
	
	

	Fit to Strategy
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	Strategy
	
	
	

	Competitor Description
	
	
	

	Comparison
	
	
	

	Likely Response
	
	
	

	Fit to Strategy
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	Strategy
	
	
	

	Mission
	
	
	

	Capacity
	
	
	

	Capital
	
	
	

	Risk
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	Strategy
	
	
	

	Industry Environment
	
	
	

	Competitor Environment
	
	
	

	Internal Environment
	
	
	

	Fit to Strategy
	
	
	



	Strategy
	
	
	

	Is the practice better than what you are doing now?
	
	
	

	Is it really worth the time, disruption, and money?
	
	
	

	Is it best to make only symbolic changes instead of core changes?
	
	
	

	Is doing it good for you,
but bad for the company?
	
	
	

	Do you have enough power to make it happen?
	
	
	

	Are people already overwhelmed by 
too many changes?
	
	
	

	Will people be able to learn and update as it unfolds?
	
	
	

	Will you be able to 
pull the plug?
	
	
	

	Fit to Strategy
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Like the summaries for Great Start and Great Ideas, here is where you succinctly sum up what you learned in this report. Remember that you will copy this paragraph to the Executive Summary of your strategic plan. Here is an example from a theatre agency:

By completing the Great Strategies process, we have developed and prioritized three strategies that will propel us forward as we strive to realize the vision to become a preeminent Chicago arts organization and nationally recognized leader. Furthermore, this report has created goals for each strategy in order to build an action plan that will give us the momentum to start moving toward the future we seek.
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