
Strategic planning in times of uncertainty

A PRIMER

FOR SMALLER ORGANIZATIONS



Today’s Agenda

1. What do you need?

2. Benefits of a Strategic Framework 

3. Five Phases of plan development

4. Tools and processes for moving forward



Welcome!
What does strategic 
planning mean to you?

What work is already 
underway at your station to 
identify and align a strategy 
to face your future?

What are your needs or 
hopes for today’s session? 



A great strategic planning process is about….

•Great data and analysis
Building an objective case 

•Great conversations 
Building relationships and 
common commitment

•Clarity of strategic thinking
Challenging old assumptions and 
building a compelling path 
forward

Your thoughts? Your experience?



A great strategic planning product includes ….

•Identity 
Mission, Values, Story of Identity and 
importance

•Innovation and Imagination
Vision 

•A clear direction forward
Strategic priorities, objectives

•A path
Goals, Actionable plan and Key 
Performance Indicators

•A Story 
Why we matter!                                     

To recruit, retain, sustain ownership

What work is already underway that 
can inform identity and strategic 
direction?



A great strategic plan is 
simple to follow, simple to use

• A framework is more flexible in adapting to 

marketplace changes. 

Plans are often too rigid and precise to adapt quickly enough to 

meet emerging needs and shifts in policy.

• Frameworks provide clear guidance without being too 

prescriptive. 

Plans can easily become too detailed to allow staff the 

autonomy to make their own decisions.

• Frameworks provide an umbrella for all organizational 

activities. 

Some plans become so specific in some areas that staff do not 

see a connection to the greater outcomes.

• Frameworks are easily understood and 

communicated. 

Plans can become lengthy and cumbersome.

Scott Graden, March 2017
https://scotgraden.com/2017/03/25/strategic-framework-vs-strategic-plan/Image from BoardSource



Key Elements:  Clarity of Mission, Values, Vision, Strategic Imperatives and a path to track and fulfill them.



Strategic 
Framework

A strategic framework, while 
focused, allows the flexibility to 
adapt to changing global trends, 
policy mandates, and marketplace 
needs.  It articulates a blueprint to 
maintain focus on established 
purpose and a structure, but not a 
specific set of “deliverables.”

NOTE:  Values and Vision, wrapped 
by strategic imperatives or priorities 

on the perimeter of the wheel.  



Sacramento State Strategic Plan: https://www.capradio.org/about/missionvision

(also see 2020-25 Strategic Plan)



Facilitate Social 
Connections 

Build a Learning 
Network 

Leverage and 
Steward Available 

Assets                          

Mobilize a 
Resilience Team 

NFCB Strategic Framework
Vision:  [how the “world” will be different as a result of our work]

A nation informed and entertained by a robust local media service that values the citizen above the consumer, 

strengthens our democracy, supports creative expression, and contributes to the health of the communities it 

serves.

Mission: [why we exist]

NFCB provides customized and innovative services that optimize community media’s capacity to serve their 

communities and engage them in their service.

Values:  [what principles guide our decision making]

Localism – Leadership – Collective Impact – Equity – Inclusion  



A great strategic planning process is phased….

Plan to Plan

Where are we now?

Where are we going?

What’s our blueprint?

How will we get there?



Plan to Plan

Plan to Plan
1. Who needs to be at the table throughout our planning? 

2. Are we ready to plan?  

3. How will we communicate our work?  

In an initial Strategic Planning Ad Hoc team meeting, consider 

questions that will inform how you proceed with the planning 

process:

1. What question, if answered, could make the most difference to the 

future of our station?  What problem are we trying to solve?

2. What assumptions do we hold that we need to test or challenge?

3. What conversations might we launch that could create new 

possibilities for our future?



Where are we now?

Where are we 
now?

External Environment (Opportunities and Challenges)

• Political, Economic, Social Forces and trends
• Client, Customer, Member, etc., resource controllers
• Competitive forces / Collaborative opportunities 

Internal Environment (Strengths and Weaknesses)

• Resources such as people, competencies, culture, 
economic

• Present strategy effectiveness
• Performance—scorecard, indicators, results, history

 How will you complete this 
important Phase 2?

Great data and 

analysis--

Building an 

objective case 



Where are we now?

ENDURING STATEMENTS OF 
IDENTITY

Mission:  Why do we exist?

Values:  What enduring principles 
guide our decision making?

[Long term statements of what we 

bring to our ‘marketplace’]

ASPIRATIONAL STATEMENT OF 
RESPONSIVENESS TO COMMUNITY

Vision:  How will our community, 
our region, our ‘marketplace’ be 
different as a result of our work?

[Articulated in response to what we 

learn, experience from our community.]



Where are we now?

Where are we 
now?

External Environment (Opportunities and Challenges)

• Political, Economic, Social Forces and trends
• Client, Customer, Member, etc., resource controllers
• Competitive forces / Collaborative opportunities 

Internal Environment (Strengths and Weaknesses)

• Resources such as people, competencies, culture, 
economic

• Present strategy effectiveness
• Performance—scorecard, indicators, results, history

 What resources to you already have to explore?

 What new assessment processes should you undertake?

 Have you mapped your community?



Where are we going?

Where are we 
going?

How do we get past that feeling of “swimming” in data 

and build  consensus?  It all takes dialogue.

Four tools for distilling ideas and gaining focus:

oExploring a Theory of Change

oConsidering goals from key stakeholder 

perspectives

oThe Hedgehog conversation

Great conversations--

Building relationships

and common

commitment



Foundation 
for       

Change

Vision for a 
New 
Reality

CCI Theory of Change:  
A brief discussion guide 



An example of a Theory of Change



Defining Outcomes with Key 
Stakeholders in Mind

Who’s the 
stakeholder?

•Example:  Post 
College young 
professionals

What is their 
priority?

•On Demand 
listening

What outcome 
would be most 
valued by that 
stakeholder?

• Cultivation of 
podcast series

How would we 
know if we’re 
responsive?

•Develop an 
advisory group 
of young 
professionals



What’s your 
Hedgehog?
How do we capitalize on this 
unique set of

--passions

--skillsets

--resource drivers?

How do we share this 
identity?

PASSION:

We are most deeply passionate 
about being the voice of 

underserved communities.

RESOURCE DRIVER:

Our recognition for equity 
and inclusion as well as our 

personal connections –
family of hosts, volunteers, 

family members – drives our 
resource engine.

BEST SKILL:

We are uniquely the best at 
mirroring today’s society of 
diverse cultures and voices.  

We are unique in our 
diversity of programming; 

our multiple language 
shows.

INTERSECTION:

Our success is in our 

cultivation of diverse 

relationships and inviting 

the language of music as 

it’s own unique voice.

Shared with permission by

KFAI, 2021



What’s your 
Hedgehog?
Jim Collins.  Good to Great.

A hedgehog only does one 
thing really well…..

What is our greatest passion?

What drives our success 
in resource 

development?
What we are better at 

than anyone else?

What is the strategic 

intersection?



What is our blueprint?

What’s our 
blueprint?

Tips for a great plan:

It’s a short blueprint not 40 pages of fine print!

It summarizes mission, values, vision, and strategic direction. 

It will be aspirational and inspirational.  It is designed to sustain 
momentum.

It will succinctly organize priorities. 

Design it as a tool that will both serve internal needs to stay on 
track.

Design it also as a tool that can be shared externally with key 
constituencies and potential investors.  

Consider it a document that could be posted on the wall!

Clarity of strategic thinking--

Challenging old assumptions 

and building a compelling path 

forward



Upper Peninsula 
Arts and Culture 
Alliance Strategic 
Framework



Facilitate Social 
Connections 

Build a Learning 
Network 

Leverage and 
Steward Available 

Assets                          

Mobilize a 
Resilience Team 

NFCB Strategic Framework

Remember, an “annual 

action plan” is not a 

strategy.

Strategic Direction or Focus:  

Building the team, Cultivating agency, 
Leveraging relationships





How will we get there?

How will we get 
there?

After Board adoption of the strategic framework . . . .
How /with whom will you launch your action planning?



THANK 
YOU!

1. What one idea explored in this session 

resonated most for you?

2. Any concept you wish we could have gone 

into in more depth?

3. Do you feel like you have a tool or process 

that you can put to work in your station?

4. Any other closing thoughts?

Sharon Rodning Bash
Sharon.Rodning.Bash@gmail.com

612-275-0767


