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he conversation nor-

mally begins like this:
“We've tried strategic plan-
ning in the past but some-
how it always seems to fall by
the wayside. No matter what
method we try, the same re-
sult occurs. What are we mis-
sing?”

From its military genesis
to strategic planning as we
know it today, the reason for
itis always the same: we need
to know where we want to
end up, how we’re going to
get there, what resources we
need and who can help us
make it happen. From small
entrepreneurial businesses to
large public entities, strategic
planning is critical in shap-
ing the future of your busi-
ness. As I say to new clients
who haven’t put a planning
methodology in place, “You
wouldn’t go on a road trip
without a destination and a
map or GPS, so why are you
running your business with-
out a plan for where it will
end up and how you're going
to get there?”

There are five key reasons
that most strategic plans fail.
The good news is that each of
them is avoidable.

1. Lack of accountabil-
ity. Without direct account-
ability, more specifically the
name of a person who has
agreed to complete a series of
actions around an initiative,
strategic planning leads to
greatideas for the future with
no one to see them through.

2. Lack of followup. In
as short as three months,
changes in the economy, in-
dustry, market or company
can render a strategic plan
full of holes that no longer
link to reality. The result is
a lot of three-ringed binders
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being hidden on shelves. The
trick to keeping a strategic
plan dynamic is to schedule
quarterly sessions to review,
evaluate and revise the plan.

3. Lack of execution.
Once everyone leaves the
strategic planning retreat
the day-to-day realities of
running the business start
flooding into their Black-
Berries and iPhones. With-
out agreed-upon actions that
link each initiative to reason-
able timelines, you're left with
aframework with no method
to execute on it. It’s tanta-
mount to wishing something
would occur but never taking
any steps toward making it
happen. Enter into strategic
planning with the follow-
ing mindset: planning is not
about the plan, it’s about the
execution. A 10% plan exe-
cuted with authority is far
more valuable than a 100%
plan left on the shelf.

4. Lack of buy-in. With-
out the buy-in of the people
who can make the strategic
plan a reality, the exercise is
moot. Create buy-in through
involvement in the planning
process and with clear com-
munication about how each
person on the team can con-
tribute to the successful exe-
cution of the plan.

5. Lack of connection
to operations. Without
connecting how the stra-
tegic plan naturally extends
from the operations and re-
sponsibilities internally, it’s
doomed to be always just out
of reach of the organization.
Most people wake up each
day wanting to do a good job
at work and looking forward
to contributing to a busi-
ness’ long-term sustainabil-
ity. Help them see how key

Coastal Contacts
posts record
third-quarter sales
Vancouver-based Coastal
Contacts Inc. (TSX:COA)
reported record sales in its
third quarter ending July 31,
2009.

Sales jumped 15% to $37.5
million from $32.7 million in the
same quarter a year ago.

An increase in orders
shipped and a reduction in
administrative expenses con-
tributed to the company's
quarterly results.

Total sales rose 15% to
370,882 and general sales and

administrative expenses fell
2%.

Much of the company's
sales growth has come from
new markets.

The company reported
a quarterly net profit of
$600,000, up from $211,000 in
2008's third quarter.

Coastal Contacts continues
to build its eyeglass business
as eyeglass sales topped $1mil-
lionin July for the first time.

Coastal Contacts' share-
price range during the past
week: between $1.18 and $1.24;
52-week high: $1.30; 52-week
low: $0.57.

&lll and what you can do about it

initiatives fit into their day-
to-day.

There’s a great quote from
General David Petraeus,
commander of the Multi-
National Security Transi-
tion Command Iraq, from
the book The Gamble by
Thomas Rick that sums up
many of these points.

“There are three enor-
mous tasks that strategic
leaders have to get right,”
Petraeus said one night in
Baghdad. “The first is to
get the big ideas right. The
second is to communicate
the big ideas throughout the
organization. The third is to
ensure proper execution of
the big ideas.”

So if planning is about
the alignment and execu-
tion, start by asking yourself:
What is our system for plan-
ning? How does our system
drive behaviour and meas-
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urement that tells us early
on about execution effect-
iveness?

Is our strategic planning
system heavy on communi-
cation, reporting, metrics,
review and revision so we
can’t ignore it, forget about
it or avoid accountability
around it?

Next month we’ll intro-
duce a planning process that
will allow you to match per-
sonal goals with divisional
and organizational goals -
all on one page.

Stay tuned. m

Mike Desjardins is the driv-
er (CEO) at ViRTUS, an or-
ganizational development
consulting firm with ex-
pertise in strategic plan-
ning and implementation,
leadership development,
change management and
succession planning for
medium to large organiza-
tions. This column was co-
written by Jeffrey Kearney,
a mentor at ViRTUS, who
specializes in strategic plan-
ning, leadership develop-
ment and CEO mentoring
and coaching.
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FLSION "09 —the pnly finencing forum In Wastern Canads dedicated to Digltal
Medla, showcasing the latast games, mablle, Wab 2.C/soclsl medla and rew
pintiormafapplicatiors presantsd bafare warld duss Invasiom.
Includes Boot Camp, canfarence and ore-on-ore Invesior sasslana.

Invastars contackt fusian®rnewmadinbocaom

Entrapranaurs: Uimlied plascemant Reglster now]

www.thefuslonforum.com

Entreprenaur Boot Camp Nov s & 10, 2009

Fuslon Forum Nov 12-12, 2009
Yanua Robson Squara, Vancouver BC
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Deadline: October 20, 2009 Early Bird: October 5, 2009
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