Strategy: One-Page Strategic Plan (OPSP)

Organization Name:

Family Services Agency

People (Reputation Drivers)

Staff/Board Beneficiaries Funders/Volunteers
1. # of days positions are unfilled 1. NPS on par with Amazon/Nordstrom 1. Increase in dollars and numbers
o Engagement scores 2. 2.
3. 3. 3.
CORE VALUES/BELIEFS PURPOSE TARGETS (3-5 YRS.) GOALS (1 YR.)
(Should/Shouldn’t) (Why) (Where) (What)
Foster Collaboration Empowering children to become Year Ending | 2020 Year Ending | 2016
- with ea}ch other, our clients, our | lifelong contributing citizens. Funding $40 mil Funding $22 mil
community and our colleague -
agencies. Expenses $32 mil Expenses $18 mil
. Net Income $8 mil Net Income $4 mil
Relentlessly Pursue Solutions - -
- never give up on our purpose or Partnershlps 0 Partnershlps 0
possibilities for our children and Reserves $20 mil Reserves $3.3 mil
families.
Sandbox

Honor Commitments
- accountable to all stakeholders.

Learn over a Lifetime
- sometimes we are a teacher,
yet always a learner.

Care and Respect
- every human is deserving,
everyone is valued.

We work with Virginia's children
that others have given up on.

Actions
To Live Values, Purposes, BHAG®

Key Thrusts/Capabilities

Key Initiatives

Culture advocacy committees to
meet with job prospects

Find significant and accretive
acquisition

Add $1mm to reserves

Begin meetings with reminder of
our purpose

Create measurement(s) of social
impact/our purpose

Shorten time to hire and reduce
hiring mistakes by 50%

Quarterly review of programs to
3 ensure match with our purpose

Thought-leadership
internationally

Conduct Capital Campaign
feasibility

Locate our alums for stories and
testimonials

Capital Campaign for endowment
4 and facilities Master Plan

Determine measurement tools for
4 achieving LT BHAG/ core purpose

Improve or remove programs that
are low performing or nonstrategic

Resource Drivers

Contribution per program

3-5 Year Outcome Indicators

Provider of choice for Virginia
localities and statewide.
Success stories - employees and
beneficiaries (clients)

Hit planned milestones on both
RHARe

Critical #: Operations
@ 18 days reduction in AIR
@ 15 days reduction in A/IR

Between green and red
@o days reduction in A/R

BHAG®

Short-term: 1200 children served

Brand Promises

Building lifelong:

Critical #: Programs/Services
@ 28% contribution

annually ) - Connections @ 26 % contribution from prograr

Long-term: 80% of children we - Competencies

have served become contributing - Confidence Between green and red

citizens by age 30 @ 15% contribution
Strengths/Core Competencies Weaknesses

1. Adaptive to ever-changing community and individual child's needs

1. Aging facilities

2 History and track record for success with difficult kids

2 Long-tenured agency leaders in-house and on Board retiring soon

3. Seen as leader in key strategic relationships and partnerships

3. Finding certain highly-experienced talent
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Your Name: Date:

E. Salazar, Vice President, Fund Development February 1, 2016 Gazelles

INTERNATIONAL COACHES
Process (Productivity Drivers)
Funding Programs Operations
1. Liquidity/Cash 1. Contribution % 1. Faster collections
2. 2. Census 2. Reduction in nonpersonnel expenses
3. 3. 3.
ACTIONS (QTR) THEME YOUR ACCOUNTABILITY
(How) (Qtr./Annual) (Who/When)
Year Ending Q1, 2016 Deadline | 3/31/16 Your KPIs Goal
Funding $4.5 mil Measurable Target/Critical # ] Increase annual fund donors 1 per
- week
Expenses $4.3 mil On-time billing from Programs to
Net Income $. 2 mil Finance - 95%
i 2
Partnerships |0 Theme Name
Reserves $2.5 mm Beat the Clock - based on the
'50s TV Game Show 3
Rocks Scoreboard Design Your Quarterly Priorities Due
Who Describe and/or sketch your ] ] ]
design in this space 4 | Hire Capital Campaign 3/15
Research Foundation Funding for GH consultant
1 measurement of social impact
Stopwatch Graphic Implemgnt Annual Campaign process improvement 3/31
5 Cor)duct er.nployeez peer group and Board MB p p 2 | plan to increase number of funders and total dollars
brainstorming sessions on ways to reduce A/R
3 Finalize Facilities Master Plan .| NW 3
Obtain peer benchmarks from "for profits” and
4 "nonprofits" - best practices for hiring the best talent PS 4
5 Program staff recommendations for "remove | MH 5
or improve" on one low performing program
Critical #: Operations Celebration Critical #: Operations
@ 98% program billing submitted to Finance on-i Monthly meeting with a few Beat @ Reduce Annual Donor billing cycle by 10 days
@ 95% program billing submitted to Finance on-f the Clock games - contestants @ Reduce Annual Donor billing cycle by 7 days
play games for prizes
Between green and red Between green and red
50% program billing submitted to Finance on- @ Reduce Annual Donor billing cycle by 0 days
Critical #: Programs/Services Reward Critical #: Programs/Services
@ 17% contribution from programs Gift cards @ ncrease Annual Donations by 10%
. 16% contribution from programs Final prize: Quality Watch . Increase Annual Donations by 9%
Between green and red Between green and red
@ 15% contribution from programs @ ncrease Annual Donations by 3%
Trends
1. Diminishing gov't funding and payment services (Medicaid) difficult 4. Increase in children with needs - younger, mental health, trauma
2. Integrated health care 5. Growing regulation, documentation and reporting requirements
3. Nonprofit consolidations/mergers/alliances 6. Technology wave -staff and clients need to be more tech-savvy
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	strat 1p org name: Family Services Agency
	cv/b: Foster Collaboration 
-  with each other, our clients, our community and our colleague agencies. 

Relentlessly Pursue Solutions
- never give up on our purpose or possibilities for our children and families.

Honor Commitments
- accountable to all stakeholders.

Learn over a Lifetime
- sometimes we are a teacher, yet always a learner.

Care and Respect
- every human is deserving, everyone is valued.
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	act1: Culture advocacy committees to meet with job prospects
	kt/c1: Find significant and accretive acquisition
	ki1: Add $1mm to reserves             .
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