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 PROMETHEUS LEADERSHIP RETREAT 2021 
Small Circle Summary  

 

COMPLETE THIS FORM (PLEASE PRINT) AND SUBMIT BEFORE LEAVING THE RETREAT. 
You make use file as a template and e-mail to PTroy@nextwavegroup.net. 

 
SESSSION DATE:       May 14, 2021                                      
SESSION #: 
 
TITLE OF SMALL CIRCLE: Less Traditional Approaches to Strategic Planning 

 

SCRIBE: Liz Novak 
 
CONVENER: Lori Ropa, Beth Cunningham 
 
ATTENDED BY: Lori Ropa, Beth Cunningham, Kevin Hinton, Tara Bishop, Liz Novak, Pat Troy, 
Mary Power, Jane LaBarbera, Jackie El-Sayed 
 
 
KEY DISCUSSION POINTS: 
 
Are people approaching strategic planning differently? What have your recent experiences been with 
it? Where do you see it going? 
Many boards like to get into the details, and it’s difficult for them to step back and see the bigger 
picture 
Getting boards to focus 
What are the metrics for success? 
Return on Mission, rather than Return on Investment 
Listening is vital – listen to everyone, then facilitate, find ideas and options 
Get approval of goals and activities with metrics, so as there is board turnover, there is a record of what 
success was defined as 
Start with “How has COVID changed your industry?” What lessons have you learned? 
Look at your mission, vision and values. Have they changed due to COVID? Tweak if necessary. 
A crisis accelerates trends that were on their way anyway. COVID accelerated the adoption of 
technology. How do we build on that? What kinds of trends and opportunities are available now? 
 
Alternate approach: Pause strategic planning for the next year or so, to see how COVID impacts our 
organizations.  
Technology to be part of strategic planning process in the future. Strategic planning can be done using 
Zoom – can get to the same outcome.  
 
There’s strategic planning, and then there’s The Strategic Plan. 
The Strategic Plan: limited set of goals (~4), limited set of tactics, etc. That’s the last part of the process. 
Strategic planning means different things to different people. There can be an aversion to it. 
Need to start with: Where are we now? Get as many voices as possible. 
Where do we want to be in the future? How will the world be better off in 5-10 years because of the 
work that we’re doing? What will success look like? 

- Need the right people to discuss these questions; it may not be the board. 
- Vision: How is the world better off because of what we’re doing? Need to spend time 

discussing this. 
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- Goals may not change over several cycles (e.g., DEI) 
- Developing the plan is the last piece 

 
COVID may not have impacted goals, but it has impacted the ways in which associations try to achieve 
them. 
 
Change analysis: What you want to change, not when you want to change it.  

- Documenting the vision for what you want, even if you don’t know how you will get it. 
 
It’s all about the process.  
 
Six Systems operations model (Pat – can you list here?) 

- Helps balance things out 
- Doesn’t let one area get all the resources 
- Helps when operating in a virtual environment and when working with independent 

contractors 
- Everyone is accountable to the system and to each other, but not necessarily the chief staff 

person 
 
Big Audacious Goals as part of strategic planning process 
 
Is a facilitator necessary? 

- Gives an unbiased opinion 
- Helps with the process 
- Has the perspective from other associations they’ve worked with 

 
How do you make the strategic plan a living, breathing document? 

- Put in a virtual space 
- Allow people to add to it  
- Let committees add what they’re doing to support it 
- Let it inspire other committees; inspire conversations 

 
Include strategic plan in every board packet and discuss in every board meeting. 
Refresh strategies based on what’s happening. 
Discussions help show what is working and what isn’t.  
Deliver in plain language and in ways that everyone can access. 
 
Publish the plan digitally and in print. Just publish goals, mission, values, but not how they will be 
implemented. 
Make sure whoever is going to be in charge of implementing things be part of the process.  
Take each goal and determine each year what you’re going to do to move things ahead.  
High level of accountability for the people responsible. 
 
Leading/lagging indicators for past three years. Set goals based on this information. 
 
Facilitators 

- Can be difficult to get a good facilitator. 
- Need guidance from staff, or the outcome could be unusable/not feasible/unrealistic.  
- Requires partnership between board and staff, even during the selection process. 

 
COVID as a catalyst for big thinking in redefining advocacy within organizations. Developed seven 
personas of people with different needs who would be coming to them. Helped them define programs. 
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Done in a small staff setting, organically, and presented to board. Will create operational plan based on 
this work. 
 
Strategic plan is not the business plan, but it will move the association forward. 
Helps determine where we will place focus/energy/resources. 
Ways to find opportunities for where to improve. 
Goal: make significant advancements in the areas as outlined in the strategic plan. 
 
Action Issues Management – rebranding the strategic planning process to help reluctant boards develop 
a strategic plan.  
 
Discuss the process and get buy-in for it. Get agreement on who will approve. 

- Add deadlines to each part. 
- People want to feel included, they want the opportunity to provide input. The deadlines give 

them the sense that they had a chance to be involved, even if they missed them.  
- Helps build buy-in. 
- But will need some leadership, e.g. from a Steering Committee that helps make decisions 

about what makes sense. 
 
Identify what you want to protect: e.g., culture. Helps to ensure that something isn’t added to the 
strategic planning process that will change what you want to protect. 
 
How do you get a board to step back and think about whether you have the right strategic plan? 
 
Look at each of your major strategic areas through the lens of your mission.  
Add environmental assessment: What’s going on in the world of our members? How can we focus our 
energy to achieve our goals? 
 
Benchmarking – helps visualize and connect the dots. Good tool to use.  
 
Using mission as filter, what does success look like in the next year? Must be measurable. Can’t be too 
broad. Can be incremental goals, but does lead to progress.  
 
Color-code each strategic goal, and every initiative matched to those goals.  
 
Scenario planning: What are the best/worst/middle case scenarios for next 3-5 years? 

- Looking at impact of COVID on the association’s constituents 
- Constantly revisit the “what-ifs” and think about the back-up plans in times of crisis 
- Danger of legitimizing a bad outcome 
- Show impact on finances to help board think about where things are headed; sets stage for 

deeper conversations 
- Identify the “early warning system” for negative scenarios, so the organization has time to 

react; could be lower engagement in programs, lower sponsorship revenue, etc. 
 
Strategic planning used to be fore 10 years, then 5, now it’s 3 years.  
Will strategic planning be more for guidelines for decision-making? Seems to be the direction we’re 
heading. 
 
Still a lot of unknowns due to COVID; can’t plan 3-5 years out.  
Disruptors: open access impacting journal revenue. 
 

AH-HAHS: 
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A crisis accelerates trends that were on their way anyway. COVID accelerated the adoption of 
technology. 
Strategic planning as guideline for decision making.  

 
 

 

 
CONCLUSIONS: 
 

The pace of change is accelerating, so strategic planning must be done more frequently now. 
Whereas in the past, it could have been done every 10 years, now it’s 3 years or less. 
 
COVID will have an impact on strategic plans for the next few years. 
 
 
 
 
 
RECOMMENDED REFERENCES/RESOURCES:  
Beth Blumfeld – for scenario planning; shows continuum 
Duty of Foresight 


