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Hard thoughitis, choreographing
a great strategy workshop,

with meaningful, compelling
outcomes is only half the battle.
The other half is doing something
with them —committing to a
series of interrelated next steps
and getting them done.

A GOAL
WITHOUT
A PLAN

Is JUST

A WISH

Board and executive team strategy
workshops are expensive, as much as
$50,000 a day, if you include the value

of participants’ time, consulting fees
associated with expert facilitation and
event management —and the travel, venue
and other costs if you go offsite.

It's not surprising that organisations are
prepared to invest this kind of money in
aone or two day event. There’s alot at
stake: typical strategy workshop topics —
What’s mostimportant to us? Where will
we focus our efforts? What will we fund or
defund? —have far reaching implications
for programs of work, with annual budgets
often thousands of times the cost of the
workshop.

When one of our larger listed clients takes
their board and executive team offsite
every year, they make major decisions
about a body of work that costs about
200,000 times as much as the workshop.

Given the questions considered, it’s not
hard to justify the investment. Getting the
best return on this investment requires
you to get full value from the workshop
outcomes.

Let’s say you have a very successful
strategy workshop: you come to a view
on what’s changing in the world and what
it means for the organisation, you answer
intractable strategic questions, you align
on objectives and strategic priorities.
Everyone is genuinely excited. What
happens next? What are the steps you can
take after the workshop? How can you
give your team the best chance of acting
on what they decided to do?

Get the workshop outcomes documented
and distributed quickly, certainly within the
week and preferably much sooner. Make
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sure that there are concrete decisions
and attendant actions coming out of the
workshop, and that the corresponding
‘single point” accountabilities and timings
are unambiguous. The actions should

be shared, and the senior group should,
where possible, play a central role.

Draft four or five talking points for
workshop participants to have on hand
when their colleagues inevitably ask them,
‘How did it go? What did you do?’ It can
also help to draft a workshop narrative, for
workshop participants, to crystallise the
outcomes.

Communicate with everyone impacted

by the workshop outcomes. Depending
on the size of your organisation, different
communications apertures may be
appropriate —an all staff town hall meeting,
a departmental meeting cascade, a video,
an email.

These initial communications convey the
seriousness with which management is
taking the workshop outcomes.

Agree what Franklyn Covey calls the
‘cadence of accountability’, the rhythm of
meetings and interactions to which you

will commit to keep the work you agreed to
do at the workshop on track (McChesney,
Covey, & Huling, 2012). Book the
meetings.

Put someone in charge of the work,
someone senior, with the clout, skills and
‘dog with abone’ mindset to get it done.
This person should ideally be the CEO, or

An overview of the 'after event' process ...

Within the

first WEEK

a senior executive team member with the
strong, visible backing of the CEO.

Within the first month

Hold the first meeting about the work you
agreed to do. Ask those you charged

with the ‘single point” accountability and
timings to populate, pre-circulate and
present a plan on a page template for

their specific work products. Provide
feedback; ask them to quickly iterate plans
as necessary; and give them permission to
get cracking with implementation, if they
haven’t already started.

Report back to the workshop participants,
and anyone else with aninterest in the
workshop outcomes who has been
involved in a prior communications loop,
about how the work is going — the good
and the bad, what’s been done, what
hasn’t, and what'’s next.

Within the first three months

Conduct the first of three progress review
meetings at three-monthly intervals.

Bring together the senior group. Public
accountability gets people moving. Recall
what was supposed to be done. Establish
what has been done. What are the results
so far? What have we learnt? What do

we need to change? What support can
the senior group provide? What work will
be done before the next review meeting?
What will be the markers of success we will
look at?

Within the

first MONTH 3 MONTHS

Within the first

Keep communicating about how the
work is progressing, particularly any wins.
There’s areason change management
guru John Kotter (1995) suggested ‘over
communicating by a factor of ten’.

Within the first six months

At the second quarterly review meeting
—the six-month point — refresh the work
you agreed to do at the workshop as
necessary. Circumstances change. Some
decisions will be wrong. Some ideas won’t
work.

Celebrate the effort that’s been put in
and the results so far. Make the link to
the performance review process so that
people’s contributions can be formally
recognised.

Kok

Most of what we have laid out above

is common sense, but it is surprisingly
uncommon practice. By committing to
do what we have suggested, you can

give your organisation the best chance of
getting the return on investment you and
your colleagues deserve for the hard work
you put into your strategy workshop.
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If you would like to discuss this article in more detalil,
please contact Dr Marc Levy: marc@rightlane.com.au
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About Right Lane

Right Lane is a flourishing, top quality, management consulting firm.

We employ our distinctive ideas and processes, and our absolute
commitment to delivery, to help clients we care about pursue their inspiring
missions.

We work alongside clients who do great work within the sectors they
operate, and we are excited to be involved in creating outcomes that truly
make a difference.

We are an ethical consulting firm with a strong belief in the work we do, and
with a passion to give back to the broader community with the skills and
expertise available within our walls.

Right Lane was established in 1997 to help private, not for profit and public
sector clients to clarify and accelerate their future plans. Over the past

22 years, we have helped the executive teams and boards of around 300
organisations to define and adapt their direction and strategy, identify and
clarify their priorities, align their efforts with their aspirations, get their major
projects started and finished, and measure and improve their performance.

B Corp certified - what does it mean?

In 2015 Right Lane became Australia’s first B Corp certified strategy
consulting firm and the first to be recertified in 2017.

This follows Right Lane’s decision in 2011 to adopt ‘for benefit’ principles,

including reasonable returns, inclusive ownership, stakeholder governance,
Certified transparency, and social and environmental responsibility. Capping our

return on shareholder funds at reasonable levels, rather than seeking to

maximise financial returns, has allowed our firm to pursue our purpose

to contribute to a better society by helping organisations that do good,
Corporation’ do better.

B Corporations are a new kind of company that uses the power of business
to solve social and environmental problems. Certified B Corporations meet
higher standards of social and environmental performance, transparency,
and accountability. The performance standards measure a company’s
impact on all its stakeholders, including workers, suppliers, community, and
the environment. It’s like Fair Trade certification but for the whole business.
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