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“We humans are complex animals. We live, love, hate, befriend, worry, stress, grieve, excite, depress, yearn and everything in between. Like it or not this is the current status and social evolution of our species. We even have the ability to combine the best and the worst of the species in one confusing package. Will Rogers said ‘I never met a man I didn’t like’. However he could have just as easily made the argument the other way. Paradox, ambiguity, confusion, turmoil, uncertainty, motivation, pride, ego and sense of community just stir the pot. We may try our best to generalize, stereotype and simplify but we humans defy attempts to ‘get figured out.’ The same system that allows us to create and accomplish extraordinary feats also allows us to fail and anguish in misery”.

(www.dealconsulting.com/management/personal.html).

 “With great power comes great responsibility”

· Introductions/Goals and Objectives

· Non-Profit Management vs. For Profit Management Then vs. Now

Tax status vs. Management model

· Strengths and weaknesses of Non-for Profit entities

· Group Discussion: The Evolution of Not-for Profits

· Resistance to change: Board members, Staff and Stakeholders

· The need to understand yourself and the organization

· Awareness of the vision and mission: Board members, Staff and Stakeholders

· How do staff. Board members, Staff and Stakeholders contribute to organization achieving the mission/vision

· Daily, Monthly, Annually

· How are the contributions identified, measured and recognized

· Who are your clients?

· Front Room Operations and Back Room Operations

· Understanding the role of data

· Six Sigma (Define, Analyze, Measure, Improve, Control) et al

· Group Exercise

· Mapping out a comprehensive Strategic Plan

· Implementation 

· Evaluation Process

· Group Think tank


Why New Management Model?
“The old traditional ways of managing not longer work and will never work again. The old management practice has been erected on the assumption of human limitations as a basis for organizing. ‘This assumption is so pervasive that it can be found in almost every aspect of conventional managing, from the way we over-bureaucratize our organizations and control the workforce to the way we develop and impose strategies on others without their participation or consideration of their potential contribution’.

In the new knowledge-driven economy, people have become your firm's most precious and underutilized resource. They are your firm's repository of knowledge and they are central to your company's competitive advantage. Well coached, and highly motivated people are critical to the development and execution of strategies, especially in today's faster-paced, more perplexing world, where top management alone can no longer assure your firm's competitiveness. At all levels, your company needs people who can deliver at the frontier of performance. They must understand where your company is going and be able to influence this path. They must share in your company's fortunes and be motivated to push for greater achievements” (www.1000ventures.com/business_guide/mgmt_new-model.html).

“Corporate success depends on the company’s ability to deploy, manage and evolve the processes, transaction types and participants they do business with. In today's economy, business models appear and disappear almost overnight.  What tends to stay are the people and their fundamental personalities and beliefs, which often impact the organizational operation. (http://ecnow.com/courses/key02.htm).

Moving From Power and Control to Shared Vision and Business Success

Work Harder vs. Work Smarter
 “In the 19th century, Vilfredo Pareto, an Italian economist, conducted a study on income and wealth patterns.  He discovered a "predictable imbalance" that shows up in every area of life.  This is now known as the Pareto Time Principle, or the 80/20 rule.  The 80/20 rule means that 80% of time spent poorly produces 20% of desired results, while 20% of time spent wisely nets 80% of the desired results”.  

(www.aspirenow.com/Leader_0500_Time_Matters.htm).

At the end of the nineteenth century the industrial revolution was evolving into the modern business era. Most workers were still uneducated, unskilled and a reflection of the times. Physical strength was still at a premium and brains were sometimes considered something that could get a hard worker in trouble. Management ruled with an iron fist in a pyramid-style, top-down power chain. This system took advantage of circumstance and resource appropriate for the times. 

Approaching the 21st century both the circumstances and the resources changed. Companies are beginning to understand that employee brainpower is the company's greatest competitive advantage and greatest asset. Management has become more of a collaborative effort than a controlling effort. 

Employees usually want strong leadership but not leaders that browbeat or harangue. Leaders must inspire. Heavy-handed leaders inspire little other than fear.  Mangers in the current market utilize mentoring and coaching to develop strong employees and encourage individuals to function as team members to accomplish the organizational goals.  (TEAM = Together Each Accomplishes the Mission).  Moving from a paternal model of management to model of inclusion. 

“Knowledge workers thrive on leadership, but they have an increasingly low tolerance for being managed. New managers should balance motivational leadership, coaching, and sound business management to keep all these independent thinkers pointed in the same direction and working towards the same goal.  

(www.1000ventures.com/business_guide/mgmt_new-model.html) 

“Power and control managers tend to blame everything but their style as problems. 

There is an old saying that 'power corrupts and absolute power absolutely corrupts.' Today we might change the wording to 'over control and power can make a great company weak.' The paradox is that by giving up control and perceived power management may produce better results”

(www.dealconsulting.com/management/power.html).

Start With Knowing and Understanding Yourself

The demands of the workplace and the demands on our personal lives are putting greater pressures on us and forcing us to look at terms such as ‘balanced life’. When lives become unbalanced they can greatly affect the entire workplace” (www.dealconsulting.com/management/personal.html).

A critical starting point for managers and organizational leaders is to understand how their personal behaviors impact the development and functionality of their organization.  Leaders must know themselves, “Knowing yourself means self-examination…Knowing yourself also means liking yourself and taking time for yourself.  Knowing yourself means hard work, addressing weaknesses, figuring out your psyche, being true to yourself.  It means having and showing integrity, separating who you are from who you want to be, and charting a course to reach the person and place you want to be” (Schneider, 2004. p2).  Knowing yourself means talking and walking with dignity and humility.  As a leader recognizing that we walk on the shoulders of those who have gone before us and that we lift up those leaders of tomorrow.

Knowing yourself is to understand your vision, mission fears and foibles.  “Even the best leaders have fears, foibles or prejudices.  That’s okay.  What’s important is to know yourself well enough that you know your own tendencies so they don’t get in the way, and recognize your biases so they don’t cloud your judgment” (Schneider, 2004. p3).  

Next Understand the Organizational Resources 

Companies with distinctive capabilities have attributes, which others cannot replicate, and which others cannot replicate even after they realize the benefit they offer to the company that originally possesses them.
 

In "Foundations of Corporate Success", John Kay argues that outstanding businesses derive their strength from a distinctive structure of relationships with employees, customers, and suppliers. He explains why continuity and stability in these relationships is essential for a flexible and co-operative response to change.

John Kay says there are three distinctive capabilities a company can have to create added value and achieve competitive advantage through relationships: 

Architecture (a structure of relational contacts within or around the organization with employees and with customers and suppliers)

Reputation (built up through customer's own experience, quality signals, demonstrations and free trails, warranty, guarantee, word of mouth spreading, association with other brands, staking the reputation once it is established)

Innovation (provided the innovation is translated to competitive advantage successfully)

http://www.valuebasedmanagement.net/methods_kay.html
Ensure That Everyone is Clear About The Organizational Vision and Mission

In the United States, a mission statement is a prerequisite for qualifying for 501(c) 3 (tax-free) status. The mission statement is a key step in setting brand direction, even if many organizations do not recognize it as such. Traditionally, a mission statement not only defines the goals of the organization, but also sets the parameters within which it will operate. In fulfilling this dual purpose, however, many mission statements tend to be category focused (e.g. dance, emergency relief), but overly expansive in long-term aims ("nurture creativity," "restore human dignity"). 

Many organizations pad their mission statements with lofty, but overused words. In the same way that corporate missions expressing "professionalism" and "trustworthiness" fail to inspire, the broad concepts of "peace," "dignity," "creativity" or "awareness" have been drained of their potency. These broad terms barely help an organization differentiate itself from the next.

The result? The mission statement loses its motivational force and relevance quickly, as modes of expression, activism or exploration evolve beyond the scope of the original wording. These are also the statements that fall out of relevance, as the people within the organization embrace new opportunities and challenges in the community they serve. There is a school of thought that recommends revising an organization's mission statement once every three to five years. Rather than trying to help the mission statement keep up with the organization, however, shouldn't the mission statement set the strategic direction for the organization? (www.brandchannel.com/features_effect.asp?pf_id=140)

“Good leaders, then, have a clear vision of their companies and themselves, their strengths and weaknesses as businesses, teams and leaders, and a strong sense of which areas could use some improvement” (Schneider, 2004. p 17).  SHARE THE VISION.  Make sure that everyone is on the same page and understands how their work, their effort contributes to the success of the organization and accomplishing the vision.

Next Develop Your Strategic Plan

“Simply put, strategic planning determines where an organization is going over the next year or more, how it's going to get there and how it'll know if it got there or not. The focus of a strategic plan is usually on the entire organization, while the focus of a business plan is usually on a particular product, service or program.

There are a variety of perspectives, models and approaches used in strategic planning. The way that a strategic plan is developed depends on the nature of the organization's leadership, culture of the organization, complexity of the organization's environment, size of the organization, expertise of planners, etc. For example, there are a variety of strategic planning models, including goals-based, issues-based, organic, scenario (some would assert that scenario planning is more a technique than model), etc. 

Goals-based planning is probably the most common and starts with focus on the organization's mission (and vision and/or values), goals to work toward the mission, strategies to achieve the goals, and action planning (who will do what and by when). Issues-based strategic planning often starts by examining issues facing the organization, strategies to address those issues, and action plans. Organic strategic planning might start by articulating the organization's vision and values and then action plans to achieve the vision while adhering to those values. Some planners prefer a particular approach to planning, e.g., appreciative inquiry. Some plans are scoped to one year, many to three years, and some to five to ten years into the future. Some plans include only top-level information and no action plans. Some plans are five to eight pages long, while others can be considerably longer.

Quite often, an organization's strategic planners already know much of what will go into a strategic plan (this is true for business planning, too). However, development of the strategic plan greatly helps to clarify the organization's plans and ensure that key leaders are all "on the same script". Far more important than the strategic plan document, is the strategic planning process itself".

(www.managementhelp.org/plan_dec/str_plan/str_plan.htm).

Business Modeling

While effective business modeling can facilitate streamlined operations and greater enterprise efficiency, ineffective modeling can wreak havoc on even the healthiest organization.

Avoid Modeling in a Vacuum

Business models are designed to represent the requisite flow of information throughout an enterprise. To be effective, they must accurately depict not only the necessary data flows and business processes, but also relationships between various data groups, interactions of business processes, organizational implications, the information systems themselves and the overall architecture that supports the business. They must also show linkages with overarching strategies, goals, policies and regulations. Without such linkages and relationships, optimal value of the models won’t be realized.

Plan for Change

“Business models help companies respond quickly and effectively to change. The models focus gap analysis; they expedite definition of “what is,” “what needs to be” as well as the vacancies and overlaps in between.  

A comprehensive set of business models is the road maps and blueprints for your business. Graphical process maps permit analysts to quickly see where wasted work is occurring in the business and which processes, subprocesses or set of activities need to be measured in order to gauge efficiency.   

View your investment in business modeling as long term. Make the models a critical component of your overall business management system. Weave into your ongoing operations a regimen of looking at the maps, analyzing them, tweaking them, sometimes doing considerable rework – whenever company needs and budget justify. Larger organizations may need more protocol than smaller ones, but each case is unique. Regardless, you won’t get value without continuous focus and action. Business process modeling is, after all, a process. By definition, the process continues” (Arbogast, 2003)

Branding
"Compared to the for-profit sector, the non-profit world is back in the late 1970s and early 1980s, when Japan was beating up American businesses. It's only beginning to understand that if you want good outcomes, you have to invest in building strong organizations." 

Investing in brand building should not be regarded as cosmetic. An initial investment of time and expertise in aligning the organization to a well-articulated brand is akin to sound resource management. It lays the foundation for collaboration, it streamlines organizational goals, it directs effort towards institutional credibility and distinction. 

To this end, not-for-profit organizations should view the brand as a symbolic and strategic guide for organizational growth. Conscientious brand management, like fiscal prudence, good governance, transparency and accountability, is a principle relevant to all organizations that care about the impact, importance and sustainability of their endeavors.

(www.brandchannel.com/features_effect.asp?pf_id=140)
Management by Objective (MBO)

· Clear, measurable objectives help insure that every employee is working towards the same ends and with the correct priority, that every employee is doing the right things as determined by the managers of the company.

· Comparing results against objectives is the only non-subjective basis for performance evaluation.

· Failure to meet an objective most often results from its neglect rather than difficulty in performing the task; therefore, regular, written reports reviewing progress towards objectives aid achievement more than anything else I have found.

· Peer pressure helps some people meet their objectives, but not others. The same is true of bonuses tied to objectives.

 (www.klhess.com/bootstrap/less_mgmt.htm)

ADKAR can help you plan effectively for a new change or diagnose why a current change is failing. In some cases, corrective action can be taken and the change successfully implemented. Here are the five steps again. 

 

Awareness of the need for change

List the reasons you believe the change is necessary. Review these reasons and rate the degree to which the person you are trying to change is aware of the reasons or need to change 

Desire to make the change happen.

List the factors or consequences (good and bad) for this person that create a desire to change. Consider these motivating factors, including the person’s conviction in these factors and the associated consequences. Rate his/her desire to change

Knowledge about how to change

List the skills and knowledge needed to support the change, including if the person has a clear picture of what the change looks like. Rate this person’s knowledge or level of training in these areas 

Ability to implement new skills and behaviors

Considering the skills and knowledge identified in the previous question, evaluate the person’s ability to perform these skills or act on this knowledge. To what percent do you rate this person’s ability to implement the new skills, knowledge and behaviors to support the change?

Reinforcement to retain the change once it has been made

List the reinforcements that will help to retain the change.  Are incentives in place to reinforce the change and make it stick? To what percent do you rate the reinforcements as helping support the change?

http://www.prosci.com/ADKAR-overview.htm
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