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What is 
Strategic 
Planning?



What is Strategic Planning

• Strategic planning is the ongoing organizational process of using 
available knowledge to document a business's intended direction. 

• Prioritizes efforts, effectively allocate resources, align shareholders and 
employees on the organization’s goals, and ensure those goals are 
backed by data and sound reasoning.

- Wharton Business School



The Components

• Defined Time Horizon

• Mission / Vision / Purpose

• Goals

• Strategies

• Financial Projections



STRATEGIC PLAN BENEFITS

Consider it an opportunity to INSPIRE:

• Knowing your stakeholders deeply

• Reinforcing your values that define your 
organization broadly

• Understanding your unique strengths and 
how to best leverage them

• Engaging others in your mission and 
community impact of your organization

• Having a focused, actionable and motivating 
and trackable plan

• Knowing how you intend to make a greater 
impact in your community



6 Key Building Blocks to a Powerful Strategic Plan

Key Stakeholders

Who do you serve?

What are their needs?

SWOT

Relative to your peer 
group and other like 

options?

Mission “WHAT”

Purpose “WHY”

What do you want to 
accomplish and WHY?

Your Brand

What are your brand’s 
strengths and distinctive 

attributes?

Values “HOW”

What are the norms by 
which your organization 

operates?

Diversity, Equity and Inclusion 



Key Stakeholder & Insight 
Identification

Who are the key stakeholders 
for your organization? 

• Whose lives are you trying 
to enhance?

• Who are the critical 
partners in helping you 
make that happen? 

• What are their underlying 
needs, wants and 
motivations that you will 
uniquely serve?



Needs 
Assessment 
Tools

Community Needs Assessment 2020 (helpingpeople.org)

Needs Assessment Ideas (Free Download) - Top Nonprofits

http://helpingpeople.org/wp-content/uploads/2020/01/CNA-Full-Report_Jan2020.pdf
https://topnonprofits.com/needs-assessment-ideas/


SWOT 

• Strengths: 

What do we do best?

• Weaknesses: 

What could we improve?

• Opportunities:

How to turn our strengths 
into new opportunities?

• Threats: 

What obstacles do we face?



Your Brand

“Differentiate in a sea 

of other well-

meaning nonprofit 

organizations”



What is a brand?
• Management of the psychological 

associations held in the minds of all your 
stakeholders about your organization 

• A promise that conveys who you are, what 
you do and why that matters

• How are perceptions formed? Through 
experiences with your organization’s:

– Products & Services

– Employees, Volunteers, Board

– Organizational Values

– Communications 

– “Energy” around your Cause



Powerful Nonprofit 
Brands



Why are 
Brands 

Important?

• In a sea of sameness, brands differentiate

• Mental shortcut

• Convey credibility

• Form emotional connection with your mission

• Build relationships with stakeholders

• Provide organizational clarity & cohesion

• Generate internal and external alignment

“A strong brand helps bring credibility and trust to a project quicker, and acts as a catalyst for people 
to come to the table.” – Former Communications Director at Rockefeller Foundation 



Key Trends 
making 
nonprofit 
branding 
more 
important

• Realization that “you have a brand whether you like it or not. Really 
the only choice you have is to actively shape and manage it.”

• Thanks to Social Media, all stakeholders have a megaphone, they 
are speaking on your behalf anyway

• Expectation for greater engagement, 2-way dialogue

• # of Nonprofits is Large and Growing 
• Nationally 1.54MM nonprofits, up 60K or 4.5% over past 10 

years (2016, Urban Institute)
• Missouri 32K nonprofits
• St. Louis has 16K nonprofits, up 3.5K over past 10 years

• Greater emphasis on partnerships and collaborations across 
nonprofits, for profit and government



Distinctive Key Brand 
Equities & Positioning

What combination of attributes make 

you distinctive vs. peer nonprofits? 

• The ingredients that comprise your 

“special sauce” 

• Equities must be nurtured and 

strengthened. Require investment!

Ultimately, helps define : 

What distinctive “space” you want to 

occupy in your field? (Brand Position)







Break Out #1
Your Brand



Core Values – the “How”

• Core values are norms that 

rarely change.

• The “how” by which your 

organization conducts its 

daily and long-term 

operations.

• Imbues the beliefs that the 

organization stands for and 

is passionate about.  

• Single words can be used, 

but an explanatory sentence 

should be attached so it is 

clear to others your intended 

interpretation. 



WWF Brand Values Example: KODE

K – Knowledgeable

Let’s show that we understand the issues, and speak with a clear, 
intelligent voice.

O – Optimistic

We’re all about finding solutions to some of the planet’s greatest 
challenges. Tell people about what we’re doing to change the 
world.

D – Determined

Let’s stress the urgency of our work by showing the challenges 
we’re tackling head-on. We don’t need to scaremonger, but we do 
need to inspire people into action.

E – Engaging

Everything we say has to be relevant and inspiring to our audience. 
Let’s make every message speak to as many people as we can, and 
convince them they need to get involved.



Your DEI Statement

What does DEI mean to your 

organization? In your own 

words.

Why is important to your 

mission and values? What are 

the specific benefits?

Where are your greatest 

opportunities to improve?

What areas will you prioritize to 

further imbed DEI into your 

organization?

DEI Commitment Statement Guide (harvard.edu)

https://edib.harvard.edu/files/dib/files/dei_commitment_statement_final_0.pdf?m=1617641784


DEI Trends

• “DEI” is becoming corporatized, need to make it authentically 
your own

• Definition of diversity continues to expand, making inclusiveness 
more important

• From just training programs to formalized measured actions

• Organizations held to greater accountability through public and 
employee allies and advocates

• Take listening more seriously

• Evaluate talent more equitably

• Examine remote work as Workforce Diversity and Inclusion

(1) New Messages! (i-sight.com)
(2) Ways diversity and inclusion will change in 2021 (fastcompany.com)

https://www.i-sight.com/resources/9-dei-trends-for-2022-you-need-to-prepare-for/
https://www.fastcompany.com/90599056/6-ways-diversity-and-inclusion-will-change-this-year


Vision / Mission / Purpose

• Vision: 
Desired FUTURE state

• Mission:
WHAT you do 
Moves you toward 
vision

• Purpose:
WHY you do it





• Culmination of insights on 

stakeholders, brand 

strengths, distinctive 

attributes and core values

• Inspirational and 

emotionally motivating 

North Star for your 

organization

• It is not a campaign slogan, 

but genuinely and succinctly 

answers the question:  

• How will your 

organization change 

the world for the better?

• WHY do you exist?



Why do each of you get 
up every day and go 

above and beyond for 
your organization?



Break Out #2
Your Purpose



6 Key Building Blocks to a Powerful Strategic Plan

Key Stakeholders

Who do you serve?

What are their needs?

SWOT

Relative to your peer 
group and other like 

options?

Mission “WHAT”

Purpose “WHY”

What do you want to 
accomplish and WHY?

Your Brand

What are your brand’s 
strengths and distinctive 

attributes?

Values “HOW”

What are the norms by 
which your organization 

operates?

Diversity, Equity and Inclusion 



Planning for the Long Game:
The Fundamentals of Strategic Planning



Board Governance Structure at The Magic House 

Board Committees align with Staff Functions and Plan Goals

COMMITTEE STAFF LIASON

Executive/Strategic Planning CEO

Education Director of Education

Facility Director of Facilities

Development Director of Development

Finance CFO

Human Resources Director of HR

Nominating CEO

Marketing Director of Marketing

Technology CFO



Strategic Planning Process Timeline

Board and 

Staff Retreats

Board 

Committee 

Discussions

Membership 

Survey

Committee Goals 

& Strategies 

Finalized

Full Board 

Review of 

Plan

Community

Conversations

Draft Plan 

Presented to 

Board

Strategic Plan 

Approval

September 2021 January 2022 Early April 2022 May 2022

Fall 2021 & 
February 2022 February 2022 Late April 2022 June 2022





Brand Manifesto



The Magic House Strategic Plan



Strategic Planning Scorecard
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