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SETTING THE CONTEXT



Internal Environment

• We all basically have the same internal 
environments:
– Working within Academic institutions

– Politically charged landscape
– Numerous types of clients
– Close relationships with other services/facilities

– Often not enough resources



Internal Environment

• The specifics matter though:

– What is your relationship with Housing & 
Residential Life?

– What is your relationship with Dining?
– Are you a One-Stop Shop?
– Are you fee based?

– What is your relationship with Facilities?



External Environment

• In addition to what’s going on internally, external 
forces need to be understood too.
– Urban area?  Rural?  In-Between?

– Relationships with community?
– Lots of extra capacity on campus?
– Are there direct competitors?

– Is business growing or shrinking?  Why?



Background and the Customer

• Why we explored having a consultant help us 
through this process:
– Budget-Who wanted to pay for the office?

– Customer-What groups did the university 
want us to market to?

– No Benchmarks—we were out there on our own, 
no goals; only remark we heard was “Show me 
the money.”



PROCESS OVERVIEW





The case for change

Watershed moment: Higher education is facing changing demographics and intense 
competition in the context of dwindling resources. 

New demands: This new, global century requires new ideas created through discovery 
and innovation – and a college education that is more than a major.

Human capital: The future of the state is tied to the fate of the U because we create 
ideas, generate discoveries, educate tomorrow’s leaders and engage in improving 
society.

* These issues are reinforced in the “Imperatives for Change” lit review!

Adapted from President Bruininks presentation to the BOR, 3/9/2007

Current Competitive Environment



Background on OMS
• Strategic measurement and assessment Consulting Office
• Specialties: 

– Organizational Development and Strategy
– Performance Management 
– Training and Development 
– Service Quality 
– Events and Conferences 

• Industries Examples include: Higher Education, Government, 
Life Sciences, Public Safety 

• Classroom Resources: Course Exam Scoring, Student 
Evaluation of Teaching, Development Outcomes, and Training 
Grant Evaluations. 



“People and their managers are working so hard to 
be sure things are done right, that they hardly have 
time to decide if they are doing the right things.”

- Stephan R. Covey

“The critical distinction is not between the business and 
social sectors, but between great and good.  We need to 
reject the naïve imposition of the “language of business”
on the social sectors, and instead jointly embrace a 
language of greatness.”

- Jim Collins

Thoughts about Strategy



Mission : 
Extraordinary Education – Breakthrough 
Research – Dynamic Public Engagement

Vision : Improve the Human Condition Through the Advanceme nt of Knowledge
Overarching Strategic Result : Become One of the Top Three Public Research Unive rsities in 

the World
Shared Values : Accountability – Collaboration – Community –

Excellence – Innovation – Integrity – Diversity & Resp ect

Exceptional 
Students

Recruit, educate, 
challenge, and 

graduate 
outstanding 

students who 
become highly 

motivated lifelong 
learners, leaders, 

and global 
citizens

Exceptional 
Faculty & 

Staff

Recruit, mentor, 
reward, and retain 
world-class faculty 
and staff who are 

innovative, 
energetic, and 

dedicated to the 
highest standards 

of excellence

Exceptional 
Organizatio

n

Be responsible 
stewards of 
resources, 
focused on 

service, driven 
by performance, 

and known as 
best among our 

peers

Exceptional 
Innovation

Inspire 
exploration of 
new ideas and 
breakthrough 

discoveries that 
address the 

critical problems 
and needs of the 
University, state, 

nation, and 
world

Strategic 
Themes:

Strategic 
Results:

DRAFTDRAFT for illustration purposesfor illustration purposes









So How Do You Do Strategy?



Process Outputs

• I.D. of Stakeholders and Customers
• Value Proposition
• SWOT
• Aligned Mission/Vision/Core Values
• Prioritized strategic objectives & initiatives 



A Healthy Portfolio of Initiatives

• You can’t do everything all at once, you have 
to carefully chose what to do and when.

• Analyzing the benefit of each initiative helps.
• Identify 5 basic questions that incorporate 

your environment in this decision process.
• Ask yourself these 5 questions for each 

initiative and score the answers.
– See handout



A Healthy Portfolio of Initiatives

• Once you have your initiatives scored, put a 
time frame on each and chose a reasonable 
number to work on.

• Be sure to balance your portfolio 
– Address multiple areas

– Multiple timeframes, some short term, some long
– All should have good measures!



CONFERENCE AND EVENT 
SERVICE RESPONSE



How did this REALLY work???



Consider your timing

• When is a good time in the year to take on 
this initiative?

• Plan meetings when you receive the least 
amount of interruptions as possible

• Utilize holiday break times or “down times”
for meetings and brainstorming



Define your roles

• Declare a time keeper for each meeting
• Establish the “Contrarian” (a.k.a. Devil’s 

Advocate) for each discussion
• Assign a note-taker
• Change up these positions regularly
• Consider keeping an odd number of people 

at each discussion



Establish ground rules

• Define your cell-phone policy
• Require timely attendance and participation
• Administrator should work to make certain all 

members are demonstrating involvement
• Always have an agenda
• Consider a time-limit on topic discussions



In the beginning there were…

Roadblocks!



Roadblocks:

• Unclear of our funding model for our office

• Uncertain if our office was better suited within 
another branch at the University

• No expectations were set for our office
• Unclear what our end product would be

Other Potential Roadblocks could include: 
lack of time for new initiatives, lack of
money, staffing issues, etc.



Moving Forward

• The Process IS the Product…the end result is a 
culmination of all ideas in one concise master plan!

• Everyone must agree to recognize the roadblocks, 
acknowledge their existence, and look through
them, around them, over them and move past them

• The sooner the entire team can let the roadblocks 
sit, the sooner you can begin to enjoy the process 
of forming a strategic plan 

• If you are having trouble letting go of a road block, 
then FAKE IT! You must keep the ball rolling



Once everyone is on board…

…the ideas start rolling!



A few negatives

• The process can involve lots of jargon
• Varied levels of experience and background 

can be challenging when convincing team of 
your stance



The positives outweigh the negatives

• Learned where each team member saw 
CES’s future and we gelled those ideas 
together

• Better understanding of each team members 
strengths

• More clear vision for our direction and future
• Better understanding of our immediate short-

tem goals and how they play in to long-term 
goals



Success Factors for this Process

• Continued engagement by all participants

• Respect for the process

• Managing change / human detail

• Communicate, communicate, communicate!

• Don’t rush the process – build your foundations first

• View the process as a journey, not a project

• Hold each other accountable for results



LEADERSHIP REVIEW



UNDERSTANDING, PLANNING, KNOWING

•Being the Director—you have to have everyone 
on the same page in order for continued success

•After the Strategic Plan is done—This brings our 
Brand from the “Board Room to the Desktop”

•Think as you go along, schedule meetings a year 
out both with your group and your individual 
employees
•Refer back to your Strategic Plan booklet often as 
you will be asked questions by administration from 
time to time



SUMMARY AND TAKE AWAYS



Summary

• Strategy gets easier, but never ends
• It’s a way of thinking and reacting to 

problems, not a goal
• Any of the three areas may change, 

necessitating a change in strategy
• However, the way you determine and apply

your strategy doesn’t change



Key Take-Aways

• Stay objective, always ask “Is this in line with what 
we’re supposed to be doing?”

• Use data!  It strengthens your arguments and 
allows others to better understand you

• Don’t be afraid of change, a good strategy will help 
you adapt and give you the tools needed to stay 
successful

• Identify and rotate key roles (facilitator, contrarian)
• At the end of the day, it’s about being thoughtful 

about what you do



QUESTIONS AND/OR
TEMPLATES OVERVIEW


