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Accelerated Planning:
not an oxymoron

Rebecca Jones
Dysart & Jones Associates    
rebecca@dysartjones.com

My windshield

Before starting the journey, ask:
• Where do you want to end up?

– How will you know when you are there?
– What tangible changes will have occurred?

• What’s your decision criteria?
• How much time have you got?
• How prepared are you to get there?
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• Organizations need to complete planning 
in days rather than months or in months 
rather than years

• Organizations need to make tough 
decisions

• Planning expands to the time allotted  

Basic assumptions

Drive the process

Accelerate when:
– Familiar with road
– Competence & experience
– Favourable conditions
– Know the vehicle
– Comfortable with the risk
– There’s a valid reason
– Know the destination
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Drive the process

• Accelerate when:
– Familiar with the context
– Planning competence & experience 
– Favourable conditions - timely
– Know the library & current situation
– Comfortable with the risk – versus 

not doing
– There’s a valid reason – opportunity 

& availability
– Know the destination – clear on the 

end product

Case study #1

• Large multi-branch with rural & urban over 
extensive area

• Past plans of >year
• Completed in 9 months
• Clients, Board & Staff fully engaged
• Core planning team
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Critical success factors

• Clarity:
– Timeline, steps involved, desired outcome, ownership

• Preparation:
– for all meetings, pre-work, pre-think, re-purpose

• Competence:
– Cross-functional, cross-level SWAT team

• Balance:
– Strategic with practical, inclusiveness with 

decisiveness, complex with simple

• Follow-thru

WHY?
ORGANIZATION’S PURPOSE

Why does it exist?

WHERE?
ORGANIZATION’S VISION

Where is the organization headed?

WHAT?
ITS OFFERINGS

What are its key products & services?

WHO?
ITS MARKET

Who are its primary & secondary clients?

HOW?
ITS CAPABILITIES

How will it create & deliver  products & services?What technologies & resources does it need?

Planning Framework
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Planning Process: Clarity from the beginning

Initiate Planning

Internal
Environment

Current 
Offerings 
& Status

Establish
Planning Context

Draft timeline
& milestones

Strawman of 
Outcome(s)

External 
Environment

What is this
telling us?

Stakeholders

Market or 
Community 

Analysis

Communication: the Critical Connector

SWOT
Analysis

Mission

Vision

Strategy

StrategyKey
Offerings

Document

Test

Communicate

Refine

Target 
Clients

Strategy

Strategy
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Planning Process:  With the true end in 
sight…

Plans & 
Programs

Capabilities

Capabilities

Capabilities

Capabilities
Plans & 

Programs

Plans & 
Programs

Plans & 
Programs

Plans & 
Programs

Performance
Measures

Financial
Planning

Unit
Planning

Individual
Planning

Strategy

Strategy

Strategy

Strategy

Core team ground rules

Sample rules of engagement 
– there are no martyrs - we are all busy people
– we follow thru
– we have a vested interest in the end product
– there are no hidden agendas
– we have a common ©picture© of the end product
– we are honest & say what we think in our meetings, 

not after the meeting
– we balance intensity with mutually funny humour
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Preparation

• Strategic planning is ultimately about making 
decisions

• To achieve your ideal future, you must do certain 
things – & not others

• Strategies are those few things on which you’ll 
focus - & do well 

• Begin by determining your decision-criteria:
• What conditions must your strategies satisfy?
• What conditions would you like your strategies to 

satisfy?

Stand in the future

• Plan backward from where you want to be to 
• Ackoff calls this “idealized design”
• Don’t talk about the future, but speak as if the 

future organization you want exists today 
• Vision details engage people & help them 

understand
• “Positions” them to see where they fit

Stretch thinking



8

Balance

For each strategy, ask, “If this is our strategy, what 
are the implications? Consequences?”
– Writing forces clarity
– Document & discuss
– The better the argument,

• The better the details

Balance

– Long-term strategies, Imperatives, Priorities
• Whatever you call them, no more than 5, 

preferably 3
• Cascade into near-term, annual strategies 

with targets
– “To get there, we’ll be concentrating on:”

• 1
• 2
• 3

– “Specifically, this year, we will:”
• x,y,z
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Difficult decisions

Of course strategy is hard -- it’s about making 
tough choices.

Michael Porter,

Fast Company, March 2001

What we want to happen

Barriers

Influence

Critical success factors

Steps that focus on the critical
& the influenced

Dealing with reality
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WHY?
ORGANIZATION’S PURPOSE

Why does it exist?

WHERE?
ORGANIZATION’S VISION

Where is the organization headed?

WHAT?
ITS OFFERINGS

What are its key products & services?

WHO?
ITS MARKET

Who are its primary & secondary clients?

HOW?
ITS CAPABILITIES

How will it create & deliver  products & services?What technologies & resources does it need?

Planning Framework

Capabilities

• Determine the resources required to produce & 
deliver offerings to targeted client groups & meet 
specific strategies

• Should be the most time-consuming
– Opportunity to engage all concerned in determining 

capabilities, & gaining buy-in to strategies
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Capabilities

• Technology
• Equipment
• Finances
• Content & Materials
• People:

– What roles, jobs & skills will be 
critical?

– What training & opportunities are 
needed?

– Recruitment? Succession planning?

Follow-through

• Do it & document it
• The process forces you to test your assumption 

& decisions

• Involve key stakeholders as much as possible
• Engage all or as much of your whole team as 

possible in the process
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Follow-through

The planning process doesn’t matter at all

What matters is that the plan is implemented

Follow-through 

• Reflect strategies 
in individual 
objectives & goals
– How else can 

employees see 
how they are 
contributing 
towards strategy?
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One Day
(one long day)

Prior to the meeting:
1. Identify the end state: scope, dates, look
2. Coordinate planning team
3. Agree on approach & map details
4. Establish baseline: e-mail/meet with staff & 

stakeholders, gather current data
5. Complete scan; team members complete 

sectors
6. Draft swot & mission

One day planning

At the meeting:
7. Set the tone, with key stakeholder
8. Review swot & scan
9. React to & refine draft mission
10. Create draft vision
11. Draft market, offerings, capabilities & 

strategies 
12. Identify next steps
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After the meeting, core team:
13. Documents drafts
14. Discusses drafts with staff & stakeholders
15. Refines strategies & tactics
16. Discusses these with all staff
17. Units/departments develop their tactics
18. Do it

One day planning

That the plan will not please everyone
Walk on water & someone will say that 

you’ve splashed them

That you will not ‘know’ everything & you 
must make decisions anyway

Acknowledge before you start
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Thank you


