The New England Consulting Group
Strategic Planning Process

Mostcompanies begin every year’s strategic planninggs® much as they have begun previous years’. presénts two very
serious problems:

1. The next several years will be nothing like the kes/eral years.
2. Most strategic planning processes are broken tmheith.

Consistency requires little in the way of true gigi One need only project the past several yiatwghe future (give or take a few
points) and rationalize the result. (Remembertgins quote!)

Discontinuities are different, by definition. Thegquire analytics into “what”, insights into “whyfrecision into “how much”, and
creativity into “what if".

We recently presented a strategic plan to the Bokadnew client whose share price had fallen pitmisly. The CEO is ex-Procter
and Pepsi (i.e., very sophisticated). The meatodd have been ugly.

Instead, the Board was overwhelmed; the managetaamt was in total alignment; the strategy was ffasted, insight-driven and the
strategy was presented on one page — ONE PAGE!

The process we use is bold (bottoms-up; customeer, disruptive (we do not start with last yeatsategic plan) and innovative
(we focus on real insight, not popular opinion).

Most importantly, it results in a strategic planssmple (this client’s business is very complexjttit can be reduced to a single page.
It is also very fast (we began the project ten \sdesdfore the Board meeting).

Actual Strategic Timeline

Client NECG Management  Team Plan First Initiative Action Plans
Engagement Idea Sorm Team Meeting Devdopment in Test* Appr oved

0 Week 1 Week 2 Weeks 3-8 Week 6 Week 9
* Totally new opportunity emerging from the Idea Storm arsd fieacked into the marketplace.

The engine driving our process is a proprietanhditatool best known as prediction markets. Yibg, same process that correctly
predicted the vast majority of last year’s elecsiolYou may know prediction markets from the tsedling bookThe Wisdom of
Crowds by James Surowiecki.)

This innovative approach accelerates idea flowrsdfeld, but it's disproportionately effective fartotally different reason — the
KDI (key decision influencer) chain.

This influencer chain is large, experienced andedbto the decision — to consider, to purchases¢pto expand and to recommend.
By engaging key decision influencers in this faghiocenting them to participate and focusing tteemkey performance metrics,
truth emerges, even/particularly during uncertaires.

This is how Google conquered advertising, with m@hmore than applied mathematics. Google didrétgnd to know everything
about advertising; instead, it just assumed thaebanalytics would win. And Google was right.

Here’s how the aforementioned client’s manageneartevaluated our process and its results. (Wayalgrade our work at the
conclusion of an engagement.)
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