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Fortune 5 Executive; Fusing together “street-wise” startup culture | SMall Business Co-Founder;

C-Suite Business, with the perspectives of Lean Start-up Principles;
Strategy, Financials, process disciplines and proven leadership Coaching/Mentoring for > 200
Process Disciplines T businesses
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Small Business Development Centers .

« over 1000 Centers Nation-Wide
« 27 Virginia SBDC Centers .

AMERICAJ?S

SBDC VIRGINIA SBDC OFFICE LOCATIONS |

Visit https://americassbdc.org/ TR Ar
MASON @
o oy
Q @ 13)
=) o 2 % S V
® 2 5 000 o)

POWERED BY

ﬁ

: L]
S A American Samoa Puerto Rico
U.S. Virgin
Pacific Islands (Guam)

Islands
U.S. Small Business

Administration Find Your SBDC - America's SBDC (americassbdc.org)



https://americassbdc.org/find-your-sbdc/

SMé Examples of Mason SBDC Services-at-a-Glance

Mason Small Business
Development Center

'HERES HOW
WE CAN HELP
o) 2

Serving:

e Fairfax, Arlington,
Prince William

Counties
. MARKETING
Guidance: to turn your i NG YOUR
ideas mFo an \s
enterprise B
ACCOUNTING AND SPECIALTY
CASH FLOW PROGRAMS

Aim: positively impact
our regional economy!

4031 University Drive, Fairfax, Virginia 22030 | www.masonsbdc.org | Phone: 703-277-7747
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To Become Their Own Bosses

—

Seeking flexibility, employees ar@ring their inner entrepre@

By JosH MITCHELL AND KATHRYN D1LL

The pandemic has unleashed a historic
burst in entrepreneurship and self-employ-
ment. Hundreds of thousands of Americans
are striking out on their own as consultants,
retailers and small-business owners.

The move helps explain the ongoing
shake-up in the world of work, with more
people looking for flexibility, anxious about
covid exposure, upset about vaccine man-
dates or simply disenchanted with pre-pan-
~ demic office life. It is also aggravating labor

shortages in some industries and adding
pressure on companies to revamp their em-
ployment policies. :

The number of unincorporated self-em-
ployed workers has risen by 500,000 since

‘the start of the pandémic‘, Labor Department

data show, to 9.44 million. That is the high-
est total since the financial-crisis year 2008,
except for this summer.

The total amounts to an increase of 6% in
the self-employed, while the overall U.S. em-
ployment total remains nearly 3% lower than
before the pandemic.

Entrepreneurs applied for federal tax-
identification numbers to register 4.54 mil-
lion new businesses from January through
October this year, up 56% from the same pe-
riod of 2019, Census Bureau data show.

That was the largest number on records
that date back to 2004. Two-thirds were for
businesses that aren’t expected to hire em-
ployees.

PleaseturntopageAl4

40% of workers are considering quitting jobs soon—where they're going (cnbc.com)

Among people who quit work without a new job in hand,
close to half (47%) chose to return to the workforce — but

only 29% went back to a traditional, full-time job. 18% Of
Qeogle either found a new role with reduced hours
through temporary, gig or part-time work OF decided

to start their own business. Over the
course of the pandemic, new business
applications grew by more than 30%, with
almost 5.4 million new applications in 2021!

Competition for talent after the Great Resignation | McKinsey

SMALL BUSINESS
START-UPS

Applications in Millions



https://www.whitehouse.gov/briefing-room/presidential-actions/2022/04/29/a-proclamation-on-national-small-business-week-2022/
https://www.mckinsey.com/business-functions/people-and-organizational-performance/our-insights/gone-for-now-or-gone-for-good-how-to-play-the-new-talent-game-and-win-back-workers
https://www.cnbc.com/2022/07/20/40percent-of-workers-are-considering-quitting-their-jobs-soon.html

Net job creation over 25 years

@lions >

30

20

6.7

2000 2005 2010 2015 2021 Q2

10

B small businesses [l Large businesses

Gray areas indicate economic recession.
Source: Business Employment Dynamics, Bureau of Labor Statistics



No. of Applications (in Millions)

201

No. of New Businesses Applications (2011 to 2021)

5.39

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

How Many New Businesses Start Each Year? [Mar 2022 Update] (oberlo.com)



https://www.oberlo.com/statistics/how-many-new-businesses-start-each-year

Small businesses have accounted for 2 out of

Bl small businesses B Large businesses

every 3 jobs added in the past 25 years et A

Small businesses create majority of employment growth
Large businesses, those with 500 or more employees, also had big
employment declines during the recession. However, their recovery was
more limited. During the first two quarters of 2020, employment by large
businesses fell by 6.8 million. In the four quarters following the
recession, employment by large businesses rose by 3.1 million, offsetting
46 percent of the decline. Despite the jobs lost during the recession, large
businesses generated 6.7 million net new jobs over the past 25 years.

—>Puring the same period, small businesses generated 12.9 million netne
jobs, meaning small businesses have accounted for 66 percent of
employment growth over the last 25 years.

—
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SBDC Services / Economic Impact® 9BDC

MASON

e One-on-one confidential JOBS

business counseling M
 Small group training SALES GROWTH e

seminars t
 Conferences, workshops, l CAPITAL INVESTMENT r

seminar series (like today) _

I

 Resource referral to local, NEW BUSINESS STARTS

state, federal and private C

sources S



FY 2021 MSBDC Results

Calendar Year

January 1 -December 31, 2021 Actual

as of February 2022 5 I\m I C*A#S
\Unique Customers Served 8038 = =
{ﬁew Business Starts | 376

'Capital Formation $181,606,150

tJobs Supported | 31,912 e




Perspectives on Common
Covid-Related Client Issues anc

« EIDL /PPP Loan application assistance / questions

« EIDL /PPP Loan forgiveness guidance %\m
\&/

« Other Grants and Loan Programs

Building Business Metrics, Dashboards;
Establishing periodic business performance reporting

* Financial Guidance — Cost Cutting and Survival

T T
AMERICA'S

SBDC

VIRGINIA

MASON

* Re-Opening Guidelines
« Clients’ Business Strategies revisited ; growing / transforming
* Pivoting / Innovation

 Product Line Extensions
« Abandoning Brick and Mortar and Going Digital

...and telling their “STORY” to bankers, investors, prospective customers, etc. for capital
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STARTING A
NEW BUSINESS

LICENSING

George Mason University

Small Business Development Center

"No Cost” 1:1 Business Counseling “Coach S.”

HERES HOW |
WE CAN HELP
o s '

FINANCING YOUR MARKETING STATE AND FEDERA
BUSINESS S
| 0O
N
ACCOUNTING AND SPECIALTY

CASH FLOW PROGRAMS
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ASBDC National Impact Survey

/A

* 22.53% response rate (national average 13.45%) gaﬁﬂcs
25.5%
Virginia SBDC client businesses s
GROW faster il
and
CREATE more jobs -
than the average 2.2% . B SBOC Ciient
Virginia business L N Vi dierage

Employment Growth Sales Growth
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"’;DC No Cost 1-on-1 Business Counseling !

" VIRGINIA

Want to take your business to the next level ?
George Mason Enterprise Centers’ Small
Business Development (SBDC) services.

Wide Range of Business Assistance:
« Lean Startup Principles

« Market Sizing / Segmentation

« Strategic & Tactical Marketing

Spread the word. We want to - Financial Modeling / Investor Prep.
help grow your business |  Pricing / Customer Acquisition

« ...and many more valued services.

|

: How: Register at masonsbdc.org

: Contact: help@masonsbdc.org; (703) 277-7747 SBDC CenterFuse

D L o o e o o o o o o o o o o o o e e e e e e e e e e e e e e e e e e e e e e e e e e =
Made possible ’) CENTERFUSE AR Lacorae
by our Sponsors: Xz’ work...yowr way MASGN



mailto:help@masonsbdc.org

https://youtu.be/uTC60KD20p0

Twank
S i Thank you

For Seeking our NO-COST

Assistance !

Mason SBDC
HELLO L‘tthS://WV;,W-/“n 4031 University Drive, Suite 100
sconch S*h | orgesiopusal Fairfax, VA 22030

(703) 261-4105

George Siragusa
Senior Other SBDC Resources at:

Business https:/ /www.virginiasbdc.org/
Adviser

» Website: www.masonsbdc.org

» Contacts: help@masonsbdc.org or (703) 261-4105

» 1.1 Counseling: https://clients.virginiasbdc.org/reg.aspx?mode=counsel&center=46110&subloc
» Workshops: https://masonsbdc.org/workshops/



https://www.virginiasbdc.org/
https://www.linkedin.com/in/georgesiragusa/
https://youtu.be/uTC6OKD2opo
http://www.masonsbdc.org/
mailto:help@masonsbdc.org
https://clients.virginiasbdc.org/reg.aspx?mode=counsel&center=46110&subloc
https://masonsbdc.org/workshops/
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Performance Management;
Building a Business Dashboard

Monitoring business performance, distilling data, “mining” insights, taking action to improve your business !

o
1101110749
IZRRRERIA]

=P

Collect data. Understand insights. Take action.






A Dashboard “Sea Story™ Analogy
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"Sea Story” Analogy

- o ~

A Dashboard

| o

« Identify, Monitor Core
Operational Functions
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A Dashboard "Sea Storyll gna'ogy‘-

0 . f §
. ' b

EUROPE

« Identify, Monitor Core
Operational Functions

« Track along your course
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A Dashboard "Sea Storyll gna\ogy‘- _

Plan your Route

Identify, Monitor Core
Operational Functions

Track along your course

Monitor/Assess/Adjust
Course
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A Dashboard "Sea Story™ Analogy i

E' N : Our DaShband(s‘) Plan your Route

1
L8

Identify, Monitor Core
Operational Functions

« Track Along your Course

Monitor/Assess/Adjust
Course

« Understand Impacts of
External Forces
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A Dashboard "Sea Storyll gna\ogy‘- _

Monitor/Assess/Adjust
Course; then arrive at
destination




Identify, Monitor Core Functions
« Track Baselines & Your Progress
« Monitor/Assess/Adjust Course

« Understand Impacts of External
environmental Forces

» Monitor/Assess/Adjust Course

Arrive at destination



Today’s Webinar
Learning Objectives:

Upon Completion of this webinar you will
become familiar with
answers to these questions:



..C!O-..,
Source: O Staci Bullard

LBL:.STRATEGIES

™look before you leap

Home - Strategy Implementation Institute

Strategy

Implementation
Road map

Summary of Today’s Webinar
« Learning Objectives:

Identify strategy objectives

Identify and create

measures for tracking
strategy objectives
and prioritizing actions

28


https://www.strategyimplementationinstitute.org/

..C!O-..,
Source: O Staci Bullard

LBL:.STRATEGIES

™look before you leap

Home - Strategy Implementation Institute

Strategy

Implementation
Road map

Summary of Today’s Webinar
« Learning Objectives:

Identify strategy objectives | Develop discipline of using
scorecard to run the
Identify and create business

measures for tracking
strategy objectives Set divisional / department
and prioritizing actions scorecards

29


https://www.strategyimplementationinstitute.org/

Source: o Staci Bullard

LBL:.STRATEGIES

™look before you leap

S\
Value
Creation

\ " @ Home - Strategy Implementation Institute

Strategy \;m

Ny Summary of Today’s Webinar

é3YL~‘CU1\\\C’

o (e Learning Objectives:

Identify strategy objectives | Develop discipline of using Regularly track
scorecard to run the performance to manage
Identify and create business the business

measures for tracking
strategy objectives Set divisional / department Challenge assumptions
and prioritizing actions scorecards made in original strategy

30


https://www.strategyimplementationinstitute.org/

@8es,
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®

@@ < Source: :. Staci Bullard
| LBI:STRATEGIES

“look before you leap

Home - Strategy Implementation Institute

Strategy

Summary of Today’'s Webinar

X é:\\'E\(',“U‘\‘ WO 7

o (e Learning Objectives:

Identify strategy objectives | Develop discipline of using Regularly track Revisit strategy objectives
scorecard to run the performance to manage and measures
Identify and create business the business

measures for tracking Ensure reviews become
strategy objectives Set divisional / department Challenge assumptions part of the organization’s
and prioritizing actions scorecards made in original strategy culture

31



https://www.strategyimplementationinstitute.org/

JdWhat is the Common Language (and Shared Definitional

Understanding) related to Metrics
dWhat is a Business Management “Dashboard” or “Score Card

JWhat do these Dashboards look like

JdWhy is a “Scorecard” or "Dashboard” important ; what are

the benefits to business

32



JBeside financials metrics, what other categories of key

indicators are included on dashboards

JdWhat guiding principles are useful to review before building a

first draft business scorecard

dWhat size businesses typically need Scorecards or
Dashboards

_JHow do we get started ; can small business owners build

33

these themselves



JWhat metrics should we begin with on our first draft

JWhat tools, software, or ot

ner resource are available that

make developing scorecarc

S easy

JHow do I use metrics with the business team; explain

stewardship and reporting

JHow often do we need to update and review the dashboards

with the team

34



JdWhat insights can Dashboards provide

JWhat type of actions can we take based on the dashboard

metrics and insights to make a positive impact

JHow do I schedule an appointment to get help building a

first draft of a business dashboard

35
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Prime References for this Webinar

= A
Alistair Croll & Benjamin Yoskovitz

ANALYTICS

Use Data to Build a
Better Startup Faster
O REILLY” fric Ries, Series Editor
Harvard
Business
Review

Bernard Marr & Co.
Future - Business « Success




Q: Usefulness / Applications of the Business Brief ?

businesses represented

today?

4031 University Drive, Fairfax, Virginia 22030 | www.m C. | Phone: 703-277-7747


about:blank

-
~ “Coach S.” Friendly Workshop Challenge? :

..please consider applying
just 1 tip
you may learn today
to your business — tomorrow!




Before we get started, let us ensure we speak with:

“Common Language”
plus
“Shared Understanding”

Definitions or sometimes called “Terms of Reference”

40



o

o

o

Data: facts or statistics to reference

Analytics: patterns and trends

Insights: actionable value

Use data to make
business decisions
rather than opinions
or gut instincts.



“Common Language”
plus
“Shared Understanding”

42




A quantifiable measure a company uses
to determine how well it's meeting it's
operational and strategic goals.

1.Key Performance Indicators
Definition and Examples

> _

A sales team might
track new revenue

A marketing group will look at
the contribution of marketing
generated sales leads

A customer support team
might measure the average
on-hold time for customers

Other areas of the
business will look at the
efficiency of processes

Human resources will
look at employee
engagement

Q} the balance

Key Performance Indicators (KPls)

A Key Performance Indicator (KPI) is a
measure for which the organization has
data to quantify and evaluate results of a
strategic objective.

It shows how good your business is
performing. They are used to achieve
better results, understand your business
and make effective, strategic decisions.

Source: what is a lead indicator or kpi - Bing images

43


https://www.bing.com/images/search?view=detailV2&ccid=b7Thl%2FhJ&id=3EC0788BEF901909CEDCDAF2AD27F2828C2E2DE3&thid=OIP.b7Thl_hJs9ZjOXHLvJV8JwHaC1&mediaurl=https%3A%2F%2Fwww.integratesustainability.com.au%2Fwp-content%2Fuploads%2F2019%2F01%2FIndicator-3.png&exph=332&expw=865&q=what+is+a+lead+indicator+or+kpi&simid=608030419904314477&form=IRPRST&ck=2287E2A31976B7DCB1A4E80541C55287&selectedindex=13&ajaxhist=0&ajaxserp=0&vt=0&sim=11&cdnurl=https%3A%2F%2Fth.bing.com%2Fth%2Fid%2FR.6fb4e197f849b3d6633971cbbc957c27%3Frik%3D4y0ujILyJ63y2g%26pid%3DImgRaw

Leading : A

past
performance
Influence

g _

i
performance Lagglng
Example: Example:

3M Corp # of new innovations
You add 2 # of patents Revenue (Or
more Customer Service perception new profit)
roducts Dell Computer Customer satisfaction )
P ] Days of supply in inventory associated
this year Sprint Customer satisfaction with the sale
Brand recognition
Volume growth of high-end clients of the 2
Coca-Cola # of cases shipped prod ucts
Growth in new markets added "
Brand growth




020

Leading Indicator:

An indicator of
performance that
might predict future
success.

Examples:
User guide usage
Calories per day
Using safety equipment

Trailing 12 Months Revenue

2450
2400
2350
2300
2250
2200
2150 I I ‘
2100

»
& & ‘!(S‘ o ‘p‘\ & ?‘&5&‘ o &

Lagging Indicator:

An indicator of past
performance that
measures how we
performed.

Examples:
Customer satisfaction
Weight
Number of deaths

45



lllustrative Examples

Lagging Indicators Leading Indicators

Revenue by % New Products Volume Growth
product or Sales 2l ‘md{m in New Clients
customer revenue
Custom er Volume growth Product Service agent
N new customer adoption rate training hours
Carry cost of . On-time Supply Backorder rate
S LR, Chain
Offer H R Employee Benefits as 3 %
acceptance training hrs of market
2:;::;::;‘”; Act;:grltfno‘pro Asset / Lead to tour Lease rate Portiolio
3 COnversion appreciation appreciation
(FFO) performance Property

Management




Talking about “"Scorecards” implies (2 Sub—ProcesseE

1) “STEWARDSHIP” 2) “REPORTING”

Definition: a regular occurring process by which assigned
Stakeholders obtain and then report out business
progress, using the “dashboard” (template), offering
insights and recommendations required to explaiin and
manage areas of responsibility across the business, (i.e.
sales, marketing, customer service, etc.).

Definition: a regular occurring process by which
assigned Stakeholders capture and analyze
empirical data comparisons, versus the “target” for a
given period of time (i.e. week, month, year), using
pre-determined “dashboard” (....spreadsheet or
template).

In early stage companies these 2 processes are often done by the same stakeholder(s)

Local, Non-
Standard Reporting
Suite

47



Participant Pause: Questions thus far ?

Engagement!

AU MENARE BORN ¢
AWND HAVE CLRT
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What is the History
of the
Business Management “Dash Board”
or
“Scorecard™?

What is its Context in Business Management?

sources:

The Balanced Scorecard - Harvard Business Review - YouTube

Balanced Scorecard Animation - YouTube
What is a Balanced Scorecard: A Simple Explanation For Anyone - YouTube



https://www.youtube.com/watch?v=biyGxEix5Zs
https://www.youtube.com/watch?v=biyGxEix5Zs
https://www.youtube.com/watch?v=6AwStmfS2HY
https://www.youtube.com/watch?v=SIPcT92E18w

Historical Context and Concept

TRANSLATING
STRATEGY
INTO ACTION

I’
I'he

BALANCED

Financial

Customer

S(ORECARD

Roert 3. Kaplan
David P.Norton

“a LAaANDMAR
Mie

Processes

1996 |

Balanced Scorecard - What is the
Balanced Scorecard? (intrafocus.com)

Organisational Capacity

“Managers can create a balanced
scorecard by translating their
company'’s strategy and mission
statements into specific goals and
measures.”

Key Findings ?:

e 1 yr. of Research : 12 Companies Interviewed
* outcome was a “dashboard framework”
* metrics were not solely financial measures
* 4 measures linked by metrics:
* financial measures (Revenue, all
Operating Expenses, Margin
 PLUS ++ 3 operational measures :
* customer satisfaction
* internal processes
* organization’s ability to learn
and improve



https://www.intrafocus.com/balanced-scorecard/

Building a Balanced oo
cmocmsreen Scorecard st

STRATEGY D\a%(a

INTO ACTION

Begin by Linking Measurements to Strategy

Statement of Vision
What is My 1. Definition of SBU
Vision of i mmﬁﬂ‘:‘“t

the Future?

Roert 3. Kaplan | B |

To My Shareholders | To My Customers With My Internal With My Ability to

DaVid P. NO/I?EQNnr If My Vision Mansgement | INnO¥ato and Grow

Succeeds, How
Will | Differ? Financial Customer Internal Innovation
Perspective Perspective Perspective and Learning

I N R e

Customer

Ha LANDMARK £
b

—-Michae

What Are
the Critical
Success Factors?

Organisational Capacity

What Are
the Critical

Measurements? THE BALANCED SCORECARD 51




Link Measurements back to Strategy

TRANSLATING

STRATEGY

INTO ACTION Return on Capital

Cash Flow

Project Profitability
Reliability of Performance

Value for Money Tier |
Competitive Price Tier ||
Hassle-Free Relationship
High-Performance Professionals
Innovation

Building a Balance |
“hs ow customer
Scorecard preferred provider,

we shall be the

R K l industry leader. Services that Surpass Needs |—
0 er i ap an This is our mission.” E Shape Customer Requirement

Quality Service
Safety/Loss Control

Continuous Improvement Superior Project Management

() . - Customer Satisfaction Tender Effectiveness
D ld P Norton Begin by Linking Measurements to Strategy
dvid L.

“a L /\Nl;):\’/ A'H ~ /’\‘('; M u cveEmMENT.Y Statement of Vision
What is My ; w&ma:thsau
Vision of - ment .
the Future? ‘.\\\l 3. Vision Statement Quality of Employees Continuous Improvement
WEe | S
a",\\l | | [ Shareholder Expectations Product and Service innovation
S‘( To My Shareholders | To My Customers wah My Inte
tal anageme
\\\\) Isf‘.:;‘::e\::?;iow Processe Empowered Work Force
( e Will | Differ? Financial Customer Internal i va
S Perspecti Perspecti Perspective | and Learning

What Are
the Critical
Success Factors?

VISION & MISSION

What Are
the Critical

Measurements? THE BALANCED SCORECARD




.Strotegy is best realised through measurement

The most powertul and the most successtul strategies are held in common
by sales and marketing. They should be developed in tandem and rooted
in the concept of customer value.

An aligned strategy starts with shared goals, evolves into jointly agreed

programmes and campaigns targeted at the same audiences or accounts, and

finishes with common, or connected measures and metrics. If you don’t measure the

same things then even the best strategies will fall apart very quickly.

What Is Revenue Operations and How Does It Create Value?
(forbes.com) Source: moments-of-trust-v4.pdf (linkedin.com)

53


https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/cx/2020/images/pdfs/moments-of-trust-v4.pdf
https://www.forbes.com/sites/stephendiorio/2021/07/14/what-is-revenue-operations-and-how-does-it-create-value/?sh=2ea991785176

. Strategy is best realised through measurement

: The most powerful and the most successful strategies are held in common
by sales and marketing. They should be developed in tandem and rooted
O in the concept of customer value.

An aligned strategy starts with shared goals, evolves into jointly agreed
] ] programmes and campaigns targeted at the same audiences or accounts, and
Of SCI] esda nd mOrkEh ﬂg D rOfeSS1 OnO]S finishes with common, or connected measures and metrics. If you don't measure the
. . same things then even the best strategies will fall apart very quickly.
admit there are challenges with
Source: moments-of-trust-v4.pdf (linkedin.com)

strategy alignment, including

What Is Revenue Operations and How Does It Create Value?
* Sales and marketing don’t report (forbes.com)

to the same executive

+ Marketing and sales don't
measure success on the same KPls

85% 167 95%

+ Marketing and sales don't share
goals and objectives

54


https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/cx/2020/images/pdfs/moments-of-trust-v4.pdf
https://www.forbes.com/sites/stephendiorio/2021/07/14/what-is-revenue-operations-and-how-does-it-create-value/?sh=2ea991785176

A business dashboard is an information management tool that is used to

track KPIs, metrics, and other key data points relevant to a business,

department, or specific process.

"A well designed
dashboard report
Is a remarkable
information
management tool"
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Business dashboards take their name from automobile
dashboards; in fact, when you think about it, business
dashboards are used in much the same way as
automobile dashboards.

Under the hood of your vehicle, there may be
hundreds of processes that impact the performance of
your vehicle.

Your dashboard summarizes vehicle functions using
data visualizations so you have the peace of mind to
concentrate on safely operating your vehicle...

(...or your business performance !)

"A well designed
dashboard report
is a remarkable
information
management tool"
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“As our customers’

industry leader. Services that

Example Metrics for the 4 Scorecard Measures

Financial or * Financial Performance
Stewardship * Effective Resource Use

* Customer Value
» Satisfaction and/or
Retention

Customer &
Stakeholder

Efficiency
Internal Process Quality

* Human Capital
Infrastructure & Technology
Culture

Organizational Capacity
or Learning & Growth



“Data makes your
briefcase heavy...
insights make you rich.”

— Niall Fitzgerald, Former Chairman of Unilever

58



== TH LN 65 e |
Alistair Croll & Benjamin Yoskovitz

\|

ANALYTICS
Use [)ata t° Bu'ld i

“Data is the antidote to self-delusion.

OREILLY Eric Res, Series Edtor

By allowing you to soberly measure your success, it
keeps you on track: you'll know exactly where you

stand as you work toward your goal.”

Lean Analytics - by Alistair Croll and Benjamin Yoskovitz
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“Poor or ineffective
strategic alignment
often results in
execution failure,
unclear or conflicting
priorities, duplicated
efforts, organizational
conflict and a decrease
in employee
motivation.”

Align around
published
performance
metrics

Strategy
Implementation

Roadmap

.... ----- .
Source: @" Staci Bullard

LB]L':..STRATEGIES

“look before you leap

Home - Strategy Implementation Institute
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https://www.strategyimplementationinstitute.org/

Employee

Track
Performance
[ )

Engagement

(&)
= Strategy
< | Implementation
‘% Road map

@

Excellence

RS
Value

<
|m
=
IS
S

y

<
@

v

Business
Model

4

X ExEcuThN®
ent

Stake
Mana, ~

hold
gem

Culture
Evolution

Identify strategy objectives

Identify and create
measures for tracking
strategy objectives
and prioritizing actions

Develop discipline of using
scorecard to run the
business

Set divisional / department
scorecards

L
e® :
®

o .
Source: @ Staci Bullard

LBI:STRATEGIES

“look before you leap

Home - Strategy Implementation Institute

Regularly track
performance to manage

the business

Revisit strategy objectives
and measures

Ensure reviews become
part of the organization’s
culture

Challenge assumptions
made in original strategy
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https://www.strategyimplementationinstitute.org/

T
AMERICA'S

VIRGINIA |
MASON

What might these
Business Management “Dashboards ”
or

“Scorecards ”
look like ?




Example 1a: Topside Summary. Color Coded “Go-No-Go” Status. Objective Oriented.

Status Updates

Definitions :

Red, green, is
a traffic light system
that tells you that ‘red’
statuses are an alert, Design Review Report
‘amber’ statuses signal
caution and ‘green’ Design Presentation
means everything is on
track.

iviet Or exceeaead pilan DlIVIL Ul plall

Resource: Red, amber, green - RAG reporting | Intrafocus Academy



https://www.intrafocus.academy/red-amber-green-rag-reporting/

Example 1b: Topside Summary. Color Coded “Go-No-Go” Status. Objective Oriented.

Short of both ||-
plan and prior year

|
Met or exceeded plan ||-

Definitions of each Color Coded Category

Red, green, is a traffic light system that tells you
that ‘red’ statuses are an alert, ‘amber’ statuses signal caution
and ‘green’ means everything is on track.

Contractor Incidents

i\( Best Ever

Product Returns
Gross Margin

Employee Safety
% Lifetime Value of Customers

% Audit Results

% Credit ; Deliquency > 30 days
Total Revenue

X Premium Sales Volume

* Total Operating Expense/Unit Opex
Marketing as a % of Sales
Abandoment Rate

Pipeline Conversion Rate
Return on Capital Employed

Resource: Red, amber, green - RAG reporting | Intrafocus Academy



https://www.intrafocus.academy/red-amber-green-rag-reporting/

Example 1c: Topside “Go-No-Go” Status Goals for Sales Team

4'/0,((

Sales Goals Ontobar 2018 Al
(]
1. 000,00
Team SI0000.00
F0,000.0:0
Lauren thgm $1.00:0.00
SO0
Lola Rogers $4,000.00
$0.00
Caroline Chromik -
$1.000,00
Care Bear* 1 $200000
% 15% =iy ik Mo
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Example 2a: Spreadsheet of “KPIs”. Progress against Target. Color Coded Status.

jo®
o®
N

1 |Updated: (DATE HERE)
2 Frequency 2021 Results
3 Proposed Measure Type: Lead, Lag, Milestone, Other of 2021 Current YTD Full Year Percent Performance
4 Report Quarter Status Plan of Plan Indicator Metric Definition
5 Safety How is the metric calculated ?
3 |Incidents in Taproom (damage or otherwise) Lag Q 0 0 0 0 100 . 1(no $ or personnel damgge)
T
8 Revenue related Metrics 1 ©
9 |Lake Ridge Gross Sales Lag Q 300,000 | 25,000 30000 400,000 8% _ O __ in$ USD
0 |Potomac Mills Gross Sales Lag Q 300,000 | 25,000 30000 400,000 0% (] in $USD
1] Milestone NA 15-Apr 100 [ ] | A 8 I [ I D E F 6 ] H
2] Milestone NA 15-May 100 e 1 oRIFCTIVE A e TARGET ACTUAL TAT FEQUENCY
3 Milestone NA TBD 0% 1 i i i i
_ _ e Consistent Operational and Design Meetings Weekdy on MondaysTussiays 2 flam Wesky
4 Beer Production Metrics | z
Utilzing Click up to maximze your
5| Q 14 0% B business efficiences/communication
0 Weekly
6- - Q na 1.8 0% O -3 Consistent use of Google Drive for client
7] Milestone NA 16-Apr 100% [ ] | documents by Consistently uploading
r client files worked on at the end of the
8 - - Milestone NA 18D 0% -; Improving design process efficiencies dav and as recened dailv Daily.
9 Marketing Related Metrics 4 Customer closure process (as outlined in
oy Click Uj ed i d of
10 [Advertising Spend Lead Q 12000 | 3500 4000 12000 33% [] Py comeleed st the snd of very )
1 r Reviswed weekly
il Q NA 2 0% ( ] 5
— - - Getting consistent customer reviews at
2] Milestone NA 26-Feb 100% [ ] i the end of every project within 2 weeks of
3 Milestone NA TBD 0% L project close Reviewed weekly
" 6
4 Cost Related Metrics |® .
!
£4Teproom COGs Q 0 L 0% ® o Improving internal efficiencies: Click Up Weekdy
'.6_ Q NA 05 0% . u o SALESIOPERATIONS Leamign soemthing new every week
§ ing new
7] Milestone | NA 22-Mar 100% @ | [Resgiumisiadal (bast pracice)presentad by sizabeth
8 Milestone | NA 18-Apr 100% @ L, | projects and clents are more el
\ i 0, s enjoyable
19 Milestone NA TBD 0% j e B Target: $350,000 YTO: $207,000
0 Customer Experience Related Metrics |®
9
| : . 1 Utilizing and continuing to develop
i2 | Positive Customer Review (a simple count from XY Source) Q common language R
i3 |Negative Customer Reviews (a simple count from XY source) Q 0 Improving intermal efficiancies: TIME BILLING e Henfly
4 1 entering eficiency and adhearence to
=1 deadlines
i5 | - - Reviewed Monthly
@ 2 11
3 M e Tene of KP1 E— Gross Revenue: $2mm (§1.5mm CA, S500K VA) YTD: $1,.231,000
Reviewad Monthly
4 1 Success Rate Leading Dollar amount of awarded contracts/Dollar amount of submitted bids 12
5 2 Business Generated from Repeat Customers Lagging Value of contracts with repeat customers/Value of total contracts Torget EXE ATt 28 R0
3 Sross Sales Lagging Total of all product and service sales not including any returns, discounts, or 1
3 rebates
7 4 Growth Rate Leading (Gross Sales This Year/Gross Sales Previous Year)*100%
8 5 Average lob Size Lagging Gross Sales/Number of Awarded Contracts i
El [ Sales Per Employee Lagging Gross Sales/Number of Employees 26 N N ©On calendar for entire year - all staff -
10 7 Customer Count Lagging Number of Customers with Awarded Contracts Conducting  quarterly staff meeting to set 0 days company goals _q,;og Quartedy
n 8 Gross Profit Margin % Gross Profit/Gross Sales 2] Fabric Line ready for printng samples by October 1, 2021 paved by iy 1 —
12 9 Net Profit Margin % Net Profit/Gross Sales “ 10 have designs complete by July enthly
13 0 Da " - Pillow launch - August 31
ys Accounts Receivable Qutstanding Average accounts receivable x 365 + sales revenue 100 subscribers at 15t lsunch Mntht
14 11 Profit Margin Enhancement by OPS Profitability on completed projects/Profitability at bidding stage k] SPECIAL PROJECTS Comprehensive vendor pricing list
15 12 Revenue Target Achievement [Actual Current Year Contribution/Target Revenue)* 100% . Now el revisions/addiions at weskly mesling
1 . ew Retail space .
N . Percentage of Projects with safety incidents or payment delays because of maove into new space end of july 2021 and sell evertyhtng we dontwant
I iving into shippi * i
. 13 Safety and Compliance Quality non-compliance [certified payroll, etc.) and i; Diving into shipping charges (COST FORENSICS) Completed by June 4th (with Marina and Katie} &
M} Timeliness and Quality auality Percentage of Projects with backcharges and over 60 days delay in final 2]
17 invoice acceptance by client because of scope/quality issues e
18 15 NPS (Customer Satisfaction) Quality Net Promoter Score on Projects based on customers’ feedback
19
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Example 2b: Spreadsheet of “KPIs”. Targeted Progress with Color Coded Status and Milestones

A B | & | D | E | F | G | H
] ORIFCTIVE l LArL TARGET ACTUAL STATUS FEQUENCY
1 A c . c
Consistent Operational and Design Meetings Weekly on Mondays/Tussdays at 10am Weskly
2]
Utilizing Click up to maximze your
business efficiences/communication
Weekly
3] Consistent use of Google Drive for client
documents by Consistently uploading
client files worked on at the end of the
Improving design process efficiencies dav and as received dailv Daily
4 Customer closure process (as outlined in
Click Up) completed at the end of every
project Reviewed weekly
5 Getting consistent customer reviews at
the end of every project within 2 weeks of
project close Reviewed weekly
6 w
Improving intemal efficiencies: Click Up (et “
(A SALES/OPERATIONS
. B . Learnign soemthing new every week
we will be organized and in st " ted lizabsth
front of projects and chaos, the| (e D) e o Uy 22 Week
_ | projects and clients are more ey
8 enjoyable
TB Target: $350,000 ¥TD: $207,000
9
Utilizing and continuing to develop
comman language
. Improving internal efficiencies: TIME BILLING Reviewed Monthly
N entering efficiency and adhearence to
deadlines
Reviewed Monthly
kil
Gross Revenue: $2mm ($1.5mm CA, $500K VA) ¥TD: $1,231.000
Reviewed Monthly =
12]
Target revenue divided by number of customer ($62,500) ¥TD: 33,000 g
13] I
a
i
14 %
26 Conducting a quarterly staff meeting to set 90 days company goals On calendzr for entire year - all staff - ;%
required Quarterly 3
2 Fabric Line ready for printng samples by October 1, 2021 . ]
to have designs complete by July 1 Monthly &
28 Pillow launch - August 31 -
100 subscribers at 1st launch IMontht i
29 " PP il
-1 SPECIAL PROJECTS Comprehensive vendor pricing list
P P 9 revisions/additions at weekly meeting Weekl gi
30 i _
n New Retail space move into new space end of july 2021 and sell evertyhtng we dont want Tobe leted
31 Diving into shipping charges (COST FORENSICS) Completed by June 4th (with Marina and Katie) 0 be comple!
32
33
En
an
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Example 3: Software Tools.

NEW CONTACTS

96 A 22%

SESSIONS

26,685

SOURCES BY CONTACTS / SESSIONS
MARKETING PERFORMANCE

EMAIL PERFORMANCE

73,741
9,437
550

USERS SESSONS

0,652 e 109

0P SOURCES BY $

TOP CRGANIC KEYWORDS BY SESS

5.04 74.70%

361 P 4,660
301 ) 3352 s 4314
2 e 52: - . 774 wx 2225
35 o 888
535 .o
0.91% 1m46s e e
a3 . 303 v
1: & 343 « 52

GOAL COMPLETION BY CMANNEL

Net income

$175,201

LI P I P PP PO e o g e g
T Costperless Net income cer Lead

Total: $19.09 vs last Month: -8% to Target 5%

CASH MANAGEMENT DASHBOARD

QUICK RATIO

© 0.45

CURRENT RATIO

® 207

DAYS SALES OUTSTANDING
o
25

Cost per MGL
s200

Eunded thiough 3 cooperatie axpemert win the U S
3100

30
PP ST ST T P T T S P ST S S S T

W Cost per MOL
Total: $14370

CASH BALANCE

€ 183,308.85

OouUT  €10631913

DAYS INVENTORY OUTSTANDING

O\

Integrated with Business Platforms. Data Visualization

Closed Business Sales Pipeline Sales Activity by Sales Rep

Month Over Month Growth Forecast by Month

e ) e .
ACME X m Services m Price m

omceounmers [JIEN er— - | p—y - |

InstaToch, Inc m Instaliation n Renewal m

Net income Ser MOL
vs last Month: -1%

4031 University Dr. A1C

Small Busi

to Target: 4%

DAYS PAYABLE OUTSTANDING

N\
-=ill
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AMERICA'S

VIRGINIA |
MASON

Why is a “Scorecard”
or
“Dashboard” important ?
and
what are the benefits
to business ?

AT | -|-
andia || ||||



Q: What are some benefits to businesses for investing time
into building dashboards and KPIs?

v’ Decision-makers become more confident when they can support decisions
and justify their hypothesis with hard data.
v It also becomes far easier to obtain buy-in.
v Employees across the organization can use the same data to suggest ideas
for improvements and to innovate
v’ — using the same data that leaders have access to, via an exciting base of rich
dashboards and informatics; empowers staff to contribute

v KPIs become far easier to set and to manage
v - and teams can take on their own with confidence

v Employees become more motivated
v’ - seeing the figures which evidence their results (and which make it far easier for
rewards to be applied for high performance.)

v Small - Medium businesses have scarce resources; need to be efficient!

Improving business processes and decision making becomes simpler
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https://www.intrafocus.com/spider-impact/

Q: What are some
other benefits to
businesses for
investing in building
dashboards and
KPIs?

Why Bother?

71



A: A formalized sales process
leads to a 65% increase in

individual reps hitting their
targets and an 88% increase in
companies hitting their goals.

» 3
N < o <

“Scoreboard has greatly streamlined manual data collection, zendesk
and our KPIs are much more readily accessible than before. sell

--- Roland Schmid, Associate Director, Biogen Idec
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Being able to answer “what” questions in your
data is incredibly valuable. It helps to tell a story
about your data, and to identify problems and
issues

73



"A well designed dashboard report is a
remarkable information management tool"
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“You can’t effectively
manage what you don’t
measure” ____—

75



&=

Establishing and reporting out metrics and key performance

indicators, gives you and your team a view, a visibility into

performance, so the team can regularly assess their areas of
\ potential improvement.
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Being able to answer “what” questions in your
data is incredibly valuable. It helps to tell a story
about your data, and to identify problems and
issues

"A well designed dashboard report is a
remarkable information management tool"

“You can’t effectively
manage what you don’t
measure” ____—

Establishing and reporting out metrics and key performance

indicators, gives you and your team a view, a visibility into

performance, so the team can regularly assess their areas of
\ potential improvement.

“What gets
measured gets

done.”
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Participant Pause: Questions thus far ?

Engagement!

AU MENARE BORN ¢
AWND HAVE CLRT
MONI WHICH




What principles
guide the development
of a first draft
of a
business scorecard

or
dashboard ?



T
AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

d Start simply and modestly ; use a simple color coded “go-no go” status or simple excel
spreadsheet
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AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

d Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
d Start with less than 7 total KPIs or Metrics representing a handful of themes to begin
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T
AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

d Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
d Start with less than 7 total KPIs or Metrics representing a handful of themes to begin
d Measure what matters; develop the fewest relevant metrics
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oo J‘(
AMERICA'S

SBEDC Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

VIRGINIA
MASON

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

U000
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T
AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

CO000

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 1% draft if possible
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AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

COo000D0

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
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AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

CO0CO0000

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

86



T
AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

o000 000

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

Pick metrics that “DRIVE” positive business results; avoid “vanity” metrics (discovery)
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AMERICA'S

S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

CO0000000

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

Pick metrics that “DRIVE” positive business results; avoid “vanity” metrics (discovery)

Ensure the metrics will produce some insights; ask “How would I act on these if | had the data” ?
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AMERICA'S

S‘ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

o000 0oo0o

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

Pick metrics that “DRIVE” positive business results; avoid “vanity” metrics (discovery)

Ensure the metrics will produce some insights; ask “How would | act on these if | had the data” ?
Develop metrics for your scorecard that are at least “semi-automated” / tech enabled if possible
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S“ Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

CO00000000 0

Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

Measure what matters; develop the fewest relevant metrics

Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

Build a mix of “lead”, “lag”, and “milestone” metrics in your 15t draft if possible

Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights
Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

Pick metrics that “DRIVE” positive business results; avoid “vanity” metrics (discovery)

Ensure the metrics will produce some insights; ask “How would | act on these if | had the data” ?
Develop metrics for your scorecard that are at least “semi-automated” / tech enabled if possible

Seek guidance from a mentor (help@masonsbdc.org) to help build and then validate your 15t
draft
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T
AMERICA'S

S, Guiding Principle Checklist for 1%t time Scorecard / Dashboard Development

MASON

d Start simply and modestly ; use a simple color coded “go-no go” status or simple excel spreadsheet
d Start with less than 7 total KPIs or Metrics representing a handful of themes to begin

d Measure what matters; develop the fewest relevant metrics

d Select a few metrics that are not solely financial (i.e. Revenue or Cost) in nature

1 Build a mix of “lead”, “lag”, and “milestone” metrics in your 1%t draft if possible

d Select a few metrics that are “ratios”; comparative metrics offer the best perspectives, insights

d Ensure the metrics are meaningful, relevant, measurable and quantitative (discovery)

d  Pick metrics that “DRIVE” positive business results; avoid “vanity” metrics (discovery)

d  Ensure the metrics will produce some insights; ask “How would I act on these if | had the data” ?
(d Develop metrics for your scorecard that are at least “semi-automated” / tech enabled if possible
d Seek guidance from a mentor (help@masonsbdc.org) to help build and then validate your 1t draft
...And then...

O Deploy, looking for insights that would lead to an action yielding a 1% improvement in ANY area !
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2

\
g@“\Q Guiding Principles for any Scorecard / Dashboard Development

Meets Business

Requirements

Standardized VWhile

Flexible

Stakeholder linkage
— VPto TM

Relevant performance

metrics
— Actionable core metrics

Efficient report
accessibility

Optimal stewardship

format and frequency
— Time value

+ Standard Report Suite

— Common language and
shared understanding

* Non-standard reporting
capability maintained
— Local and actionable
information requirements

« Standard Stewardship

Format
— Balanced Scorecard.
Business Health Initiatives

Technology Enabled

Sustainable

» Automated Report

generation
* CRM as the core

* Common report
repository

*» Governance Process
— Report regular frequency
— Weekly, Monthly,
Quarternly, Annual
Review

Reoprting Roles and
Responsibilities well defined

92




How do successful businesses link data to strategy?



Best Practices in linking data to —

strategy:

Successful Business Firms:

> use a wide base of data sets from internal and external |

sources.
 /nternal sources could be the company CRM,
website analytics, sales systems and so forth.
« external data might be benchmarking data,
commissioned industry landscape reports or
competitor analysis.

> systematically gather, assess, mine insights and utilize
this data and then use it to underpin all decision

|

making.
« This ensures that data drives strategic decisions. -

> invest in data systems and use automated business
system software wherever possible to links to these
systems to leverage their software purchase value

Services that Surpass Needs |

Customer Satisfaction

Continuous Improvement

Quality of Employees

Shareholder Expectations

Customer

Internal

Return on Capital
Cash Flow

alue for Money Ter |
ompetitive Price Tier I
assle-Free Relationship
igh-Pe ance Professionals
novation

hape Customer Requiremen!
ender Effectiveness

puality Service

hafety/Loss Control

puperior Project Management

onlinuous Improvement

Empowered Work Force




What size businesses
typically need
Scorecards or Dashboards
to run their businesses ?



Perspectives on creating business dashboards
across a spectrum of businesses of all sizes

Large Organizations

® Many unique systems
D DD ® Poor data collection methods
D DD * Low coordination between systems
D DD e Data silos

Small Organizations

e Have a lack of data

} O \ * Short organizational history

' ' ® Lean on industry reports




There is no particular business size threshold

to begin thinking about

building a business dashboard

Tiny family businesses
Community based businesses
Fledgling startups

Growth companies
Campaign organizers
Charities and non profits
Large Corporations

Everyone starts
with “3 simple
Metrics that
Matter” most to
your particular
business




Participant Pause: Questions thus far ?

Engagement!

AU MENARE BORN ¢
AWND HAVE CLRT
MONI WHICH




How do we get started ?

How do small business owners begin

building these Dashboards
for
their businesses ?

Microsoft Word - How to

Develop Meaningful Key

Performance Indicators V7-

web A5 Size.docx

(intrafocus.com)



https://static.intrafocus.com/uploads/2018/05/How-to-Develop-Meaningful-Key-Performance-Indicators-V7-web.pdf

Every Business has 3 "CORE" Metrics !-o

begin to track !

Participant Engagement:

Put your answers / guesses
in the chat box !



Every Business has 3 "CORE" Metrics !-o

begin to track !
Top Line Revenue — $$%$s In

Operational Expenses / Budget — $$%$s
paid out

Margin — $$%s left for the business
after all expenses, rent, tax, etc. are
paid for



Process for developing a KPI dashboard
Here's a framework for creating a KPl dashboard.

Focus on one business target and place it into view

Define your key performance indicators that measure progress against those targets
Consult with stakeholders

Sketch your dashboard's design or use a template

Gather your key data points

Assign dashboard development to staff (or yourself if solopreneur)

“Build a Story Board” of your first key performance indicator / metric

Deploy your 15t KPI dashboard “governance” meeting structure and frequency

CO0O00000

...then build 4 more KPIs / Metrics.....(then there were 5!)

...then down the road, consider selecting KPl dashboard software
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https://www.klipfolio.com/

Process for developing a KPI dashboard
Here's a framework for creating a KPl dashboard

LK RN Q9 W T |3

Create Describe Identify Define Measure Interpret  Take Action
Objectives Results KPIs Thresholds Results
EEE—-- 01

HOWTO DEVELOP
MEANINGFUL

PERFORMANCE Microsoft Word - How to Develop

INDICATORS Source: Meaningful Key Performance
Indicators V7-web A5 Size.docx

AN INTRAFOCUS GUIDE B
R | (intrafocus.com)

103


https://static.intrafocus.com/uploads/2018/05/How-to-Develop-Meaningful-Key-Performance-Indicators-V7-web.pdf
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Kz\/ Perforrnance I ndicaiors
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Using a Measure s 3 of now (sbmes % (@mplele 7 MOBie » sai
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Row Es Proqresb (Crame

Using a Measure . 2 of row (usbms % Gmolele % mnogie = sai
“Story Board” = % Jow 100 % 22%
To designyour o, . @)  2m frojc-Pan D3]

Metrics / KPIs < D mﬂmaf:;->?.-v~:.r+gri; Mlontnh

o |

(=1

N S

,Qa Moy e,

107



e el Mot
MASON

Here are
Frameworks
for Building out
your Metrics

MQ‘(’YICS g

measuy emenfg '—E ke 3
e ading .1'-_;,;" ‘zyf '3
f am Fric: g
‘f am g u g P°'f I gﬁ?ﬁ
< Slsuccess 281 s

KEY PER¥0RMANCE mchToR




r\
AMERICA

Use the S V. SQDC

Aim to create targets that are Specific, Measurable, Achievable, Realistic and MASON
Time-Bound. Apply this rule to each KPI target that you're considering

Specific: Define targets as specifically as you can. Test your KPIs
to check for a common understanding.

Measurable: Needs to be data-driven and empirical/quantitative;
know the process gathering that data

Achievable: check with front line employees to gauge relevance,
realism

Realistic: Must be achievable otherwise there will be a disconnect
with your people on the front line

Time-bound- Support the large goal with smaller incremental
targets; check along way to avoid surprises




| ets turn our framework into action!

Return on Capital

Cash Flow

Project Profitability
Reliability of Performance

Value for Money Tier |
Competitive Price Tier ||
Hassle-Free Relationship

“As our customers’ Strategy

preferred provider, High-Performance Professionals
we shall be the Innovation
industry leader. Services that Surpass Needs

Shape Customer Requirement
Tender Effectiveness

Quality Service

Safety/Loss Control

Superior Project Management

This is our mission.”
Customer Satisfaction

Continuous Improvement

Quality of Employees Continuous Improvement

Shareholder Expectations Product and Service Innovation

Empowered Work Force




OUR CORE VALUES OUR STRATEGIC PERFORMANCE METRICS TO MEASURE PROGRESS AGAINST OUR GOALS
and VISION for XYZ IMPERATIVES /AIMS/

GOALS for 202X-202X || « Financial Metrics

X¥2 Co. and its leadership * What is the quantifiable LEAD metrics?  How is it quantified?

team will always be guided 1 ) o i o o
by 3 uncompromising Core : * What is the quantifiable LAG metric(s) ? How is it quantified?
Principles: * Any Milestone Metrics ? Key milestone dates?
1. Never place profit over

people 2. * Customer Experience Metrics

2. Continuously Innovate * What is the quantifiable LEAD metrics?  How is it quantified?
to hedge uncertainty « Whatis th ifiable LAG . 2 H .. ified?
3. Delight our customers at is the quantifiable metric(s) ? How is it quantified?

every day 3. * Any Milestone Metrics ? Key milestone dates?
Our Visionis to... * Internal / Process Metrics
4. * What is the quantifiable LEAD metrics? How is it quantified?
* What is the quantifiable LAG metric(s) ? How is it quantified?
* Any Milestone Metrics ? Key milestone dates?
5.

* Organizational / Cultural / Diversity/Inclusion Metrics
* Whatis the quantifiable LEAD metrics?  How is it quantified?
* What is the quantifiable LAG metric(s) ? How is it quantified?
* Any Milestone Metrics ? Key milestone dates?

Our Leadership Team will start reporting our progress forward in Jan 202X and do so on a monthly basis using a simple spreadsheet & stop lights




Template for Designing
We h ave anot h er Key Performance Indicators

modular template to

Name the strategic objective

- e i e N
help you build the KPIs! ~

Audience / Access: [ A@
Name the key audience for this Q

indicator and clarify who will

have access rights to it. \$

STEP 1 N

Key Performance Question(s):

Name the performance

 Strategic Goal ? gttt
 Audience ?
0 Key Questions ?
J How will it be used ?

J Indicator Name ? o

O How will the data be collected ? |

will not be used.

indicator name.

Data Collection Method:

Describe how the data will be
collected.
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Template for Designing
Key Performance Indicators

Assessment / Formula / Scale:

Describe how performance levels
will be determined. This can be

ualitative, in
sssssssss t criteria need to be
identified, or it can be numerical
or using a scale, in which case
ors

d What is the measure and

Identification of targets,
benchmarks, and thresholds for

units ? s

What are the targets and e o)
thresholds ? Q,;@Q’
How often do we collect the go’é
data? s | S

How often will the

dashboard be reported ? .

Who will build the

Reporting Frequency:

(if applicable).

U O 0O O

Data Entry:

d h b d p) Name the person or role
a S O a r . responsible for collecting and

updating the data?
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Template for Designing
Key Performance Indicators

Expiry / Revision Date:

Identify the date until when this
indicator will be valid to or when
it will have to be revised.

Validate your KPI

How much will it cost?:

 If you automate it how much will it
Cost ? indicator.
How complex is the automation / N

Briefly assess how well this

indicator is helping to answer OQ

1 1 ? the associated key performance
I n t e g ra t I O n H question and identify possible @
limitations b A

J
O Who integrates it ? >
[ Are there any unintended F

Possible unintended

consequences:

consequences ? bty dsco b s

indicator could influence the
wrong behaviors or how people
could cheat on this KPI. Briefly

Extra Notes

3] Bernar d Marr & Co.
RSSO i e S AV A,
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AMERICA'S

: :
What simple metrics ASON

might a business owner consider
when developing their very first version
of the
business scorecard
or
dashboard?

mefr CS S geinance
key

mea:
leading g
et foam vt 5

e v b, success ««««««

E_v KEY PERFORMANCE lNchAToR




Metric Design Brainstorm : ”IUStl'ativ

Sdfety related metrics* (1)
Sales Pipeline related metrics (2)
Cost / Budget related metrics (1)
Marketing Related metrics (2)

Digital / Web Analytics metric (1)
Customer Centric Related metric (1)
Milestone / Project related metric (1)

Total Metrics: 9 * |If Applicable

Top 15 KPIs for Small Businesses - Intrafocus Ho



https://www.intrafocus.com/2022/05/top-15-kpis-for-small-businesses/

Safety ”IUSt
. Number of reported incidents this month ratiye
Sales On/y
* % of Prospects Converted from emails, meetings
* Lead Velocity Rate = (Number of qualified leads in the current month — Number of qualified leads last
month) + Number of qualified leads last month x 100
Cost / Budget
. % of budget spent vs targeted budget
Marketing
. marketing expenseS as a % of sales
. ratios of organic and paid search over total marketing spend
. E-mail campaign performance (% conversion to sales)
Digital / Web Analytics
. % of Website users converted to meetings
Customer Centric
* % Net Customer Retention = ((sum of cancelations+contractions+new customers))/customer base
Milestone / Project
* % completion of Project XYZ on time and on budget
9
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Library of KPIs / Metrics
By Department / By Industry

- KPI Examples by Industry and Department | Spider
Strategies

Source:

https://www.spiderstrategies.com/
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https://www.spiderstrategies.com/kpi/
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T Ty
AMERICA'S

SBDC

VIRGINIA
MASON

What software tools, or
other resources
are available
to make scorecard or
dashboard development
integrated with some of
your systems and
therefore more
automated ?

KPI Monitoring Software - Intrafocus



https://www.intrafocus.com/2022/01/kpi-monitoring-software/

HubSpot’s All-in-One
Marketing Software

HubSpot works for companies and
marketing departments of all
shapes and sizes.

Learn more about our free
software for small business, our

powerful capabilities for Get Started for Free

enterprise companies, and our
solutions for everyone else in
between.


https://academy.hubspot.com/courses/growth-driven-design?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_wireframe-template_template
https://www.hubspot.com/products/marketing?utm_source=offers&utm_medium=offers&utm_campaign=seondary-conversion_monthly-marketing-reporting-templates_template

Dashboard Reporting Software AMERICASS

Compare product features and ratings to find the right Dashboard Software ¢ ) o =
for your organization. ® )

VIRGINIA
MASON

" &»
(2343 reviews)

Cumul.io
VISIT WEBSITE

O 0 0 o
O 0 0 o o

Product Conzae::ors Visu::;::tion Functions/Calculations  KPI Monitoring Dan,I:il‘)’:taerds Da:l:‘:clniacrds
. Tableau
e © © o © o o
(1485 reviews)
Datorama
> © © o © o o
(15 reviews)
TapClicks
© e © o o
(163 reviews)
Qlik Sense
© © o o 0
(180 reviews)
I °o (@ o
* Q
Domo
o o °
(186 reviews)
monday.com
o o °
: SN\ o CIZD

(16 reviews)

ClicData
® ©c "o o o

(123 reviews)

Zoho
X" e e e o o o
(218 reviews)

L Compare all software products on Capterra's Dashboard Software Directory.



KPI dashboard software

Data Data . . I Private Public
Product I Visualization Functions/Calculations  KPl Monitoring Dashboards Dashboards

KPI dashboard software

Domo

monday.com

7, L8 & 8 &

(2356 reviews)

KAk kT () o o o o VISIT WEBSITE
Best ieb =
Dashboard i ohnlalaly () () VISIT WEBSITE
m CXO Soft o VISIT WEBSITE
(caspio.com) o Q\

VISIT WEBSITE

Cumul.io

& * ko k

(16 reviews)

VISIT WEBSITE

\
A’OOOO
\
000000@

O 0 0 O

All-in-One Solution Datorama
Ranked a Leader by Forrester Research - w L & & & &

(16 reviews)

O 0 0 o0 o
O 0 0 o0 o

)

o
o

%,

VISIT WEBSITE

o

Phocas

Dashboard Reporting Ey St

***_** @
Software (capterra.com) (64 reviews) §

VISIT WEBSITE

o
o

Wrike
~ *ok Wk Ty

(1662 reviews)

VISIT WEBSITE

o
o
o

Quickly Build Badass KPI
Dashboards for Your Business
(Free!) - Bing video

Zoho Analytics

*k kR (v] o ()

(219 reviews)

o

o VISIT WEBSITE

3

AnswerRocket

*k Aoy (v] (v] ()

(14 reviews)

»
o

o VISIT WEBSITE
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https://go.caspio.com/web-dashboards-081920?utm_source=bing&utm_medium=cpc&utm_term=dashboard+template&utm_campaign=US+-+Use+Cases&utm_content=Web+Dashboards&r=https://www.bing.com/&s=1127&d=824
https://www.klipfolio.com/
https://www.capterra.com/sem-compare/dashboard-software?utm_source=bing&utm_medium=cpc
https://www.klipfolio.com/
https://www.bing.com/videos/search?q=how+to+build+a+business+dashboard&&view=detail&mid=0501D547CBC51D0BFCCD0501D547CBC51D0BFCCD&rvsmid=BE548322C0A6AA6139F9BE548322C0A6AA6139F9&FORM=VDMCNR

e
®
| IRCRETRb Leading Indicator Creator

What Business Problem are we trying to solve?

What is your Main Business Problem? Desired Outcome

]

Examples of Lead Indicators
O

3M Corp # of new innovations

# of patents

Customer Service perception

Dell Computer Customer satisfaction

Days of supply in inventory
Customer satisfaction

Brand recognition

Volume growth of high-end clients

How will we measure the RESULTS?

n Result Indicator (KPI) * Success Criteria

c;&{b

between Green and Red Yellow Sprint

-

What is DING Indicator that helps us drive towards achieving the Results? -
Coca-Cola # of cases shipped
Brand growth
Green
between Green and Red Yellow

Test your Leading Indicator

- o

Does your Leading Indicator predict the right results? 123

Is it within your control? Can you influence your Leading Indicator?




Sales Coaching and Productivity Metrics Platforms :

( 1 ) N ew M essages | ( gong. | O) Give your teams and leadership complete visibility into all

deals, team performance, and market changes. Know for
sure what is actually coming down the pipeline each month.

SmartWinnr | 1 Platform

A single platform to drive sales contests, sales

for Sales Learnin g Sa les learning and sales coaching for remote sales teams
Coaching and Sales
Contests
Reve nue O pe rati ONnsS an d Get Revenue Grid to improve your sales team’s
] performance and shift your CRM from the “view mode”
nte | | leence P I ath 'm to the “do mode”. It works natively with Salesforce
. and CRMs from SAP, Oracle, and Microsoft
Revenue Grid
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https://www.gong.io/
https://www.smartwinnr.com/
https://revenuegrid.com/

uickly Build Badass KPI Dashboards for Your Business - Bing video

"~ VIRGINIA |
MASON

Google Data Studio

Your data is beautiful. Use it.

Unlock the power of your data with interactive dashboards and beautiful
reports that inspire smarter business decisions. It's easy and free.

USE I FOR FREE

More Web Scorecard Resources



https://www.bing.com/videos/search?q=how+to+build+a+business+dashboard&&view=detail&mid=0501D547CBC51D0BFCCD0501D547CBC51D0BFCCD&rvsmid=BE548322C0A6AA6139F9BE548322C0A6AA6139F9&FORM=VDMCNR

How To Make A Performance Dashboard Business Excel Tutorial - Bing video

Quickly Build Badass KPI Dashboards for Your Business (Free!) - Bing video

https://www.zendesk.com/blog/how-sales-managers-should-use-the-5-most-
important-sales-

reports/?utm _source=ActiveCampaign&utm medium=email&utm content=Fo
cus+Your+Account+Based+Selling+with+Intent+Data&utm campaign=8%2F14%

2F20+-+Newsletter

marketing dashboards dos donts whitepaper 2019.pdf

salesforce-research-sixth-edition-state-of-marketing.pdf

3 keys to building a measurable sales pipeline (1).pdf

What is the story of your data?. How to transform your raw data into... | by Joel
Shuman | The Startup | Medium

Simple 2022 Guide to Strategy Maps | Strategy Map Software
(spiderstrategies.com)

More Web
Metric Resources
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https://www.bing.com/videos/search?q=how+to+build+a+business+dashboard&&view=detail&mid=0501D547CBC51D0BFCCD0501D547CBC51D0BFCCD&rvsmid=BE548322C0A6AA6139F9BE548322C0A6AA6139F9&FORM=VDMCNR
file:///C:/Users/Owner/Documents/Consulting%20Subjects%20-%20Copy/Metrics%20-%20Dashboard%20-%20Scorecard/Marketing%20Related/marketing_dashboards_dos_donts_whitepaper_2019.pdf
file:///C:/Users/Owner/Documents/Consulting%20Subjects%20-%20Copy/Metrics%20-%20Dashboard%20-%20Scorecard/Marketing%20Related/salesforce-research-sixth-edition-state-of-marketing.pdf
file:///C:/Users/Owner/Documents/Consulting%20Subjects%20-%20Copy/Metrics%20-%20Dashboard%20-%20Scorecard/Sales%20Pipeline%20Related/3%20keys%20to%20building%20a%20measurable%20sales%20pipeline%20(1).pdf
https://medium.com/swlh/what-is-the-story-of-your-data-23eb5765a064
https://www.zendesk.com/blog/how-sales-managers-should-use-the-5-most-important-sales-reports/?utm_source=ActiveCampaign&utm_medium=email&utm_content=Focus+Your+Account+Based+Selling+with+Intent+Data&utm_campaign=8%2F14%2F20+-+Newsletter
https://www.spiderstrategies.com/strategy-map/
https://www.bing.com/videos/search?q=how+to+build+a+business+dashboard&&view=detail&mid=093F812945D544289DE8093F812945D544289DE8&rvsmid=BE548322C0A6AA6139F9BE548322C0A6AA6139F9&FORM=VDMCNR

Participant Pause: Questions thus far ?

Engagement!

AU MENARE BORN ¢
AWND HAVE CLRT
MONI WHICH




T
AMERICA'S

VIRGINIA |
MASON

Beyond the basic dashboard,

what other categories of
key performance indicators (KPIs)
might be included on dashboards
as my business matures,
in future versions ?



Some
Marketing
Metrics

To

Consider

e
' D
i Hh )
.
”~ N

Average open rate for email
vs. SMS marketing—18% and
98% respectively

Average click through rate for
email vs. SMS marketing—3%
and 19% respectively

WHAT ARE THE MOST USEFUL METRICS FOR
MEASURING CONTENT MARKETING PERFORMANCE?

45%
Quality
50% of leads
Conversion
rate

30%

Sales

4 2 % revenue

Website

traffic
27%

Subscriber
list growth
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Converting website traffic into business leads or outright sales is
the primary purpose for your digital marketing campaign

L CONVERSION METRICS

Some
Marketing

To Sales
Conversion
Metrics

To
Consider

*Monthly Visits
*Monthly Contacts Created
*Email Opens/Clicks
*Blog Post Views

-Landing Page Submissions

CONVERSION RATE (CVR)

Whether your goal is
to gather valuable
sSSS information about
your website visitors
and potential
customers or convert
site visits into sales,
monitonng your
Conversion Rates can
define your digital
marketing success.

AVERAGE COST
PER PAGE VIEW

Your cost per page
view should be
significantly lower
than the revenue you
can generate from the
page in order to gain
profit from your

COST PER LEAD (CPL)

L£):S

‘Cost Per Lead (CPL) is a metric that defines
dxeleadc:wrsionmﬁoofaparﬂar
cam corresponding cost,

msigtet:%mebusmesowg}ormgﬂh?entgr

~ onhow profitable their campaign is or not.

AVERAGE

PAGE VIEWS
PER VISIT

The more page views generated from each
visit the more chances for engagement
with website visitors, eventually
influencing them to get converted into
leads or paying customers.

AVERAGE TIME ON SITE

This is important for
gauging what

contentis relevant
and would drive
results from site
visitors, gaining their
valuable trust so

they would
eventually convert.
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Website Visits by Month

Total Website Visits

Jan-YY  Feb-YY  Mar-YY  Apr-YY  May-YY  Jun-YY Jul-YY  Aug-YY  Sep-YY  Oct-YY  Nov-YY Dec-YY




Leads Generated by Marketing Efforts

Leads Generated by Source

B Offline Sources

B Other Campaigns
Social Media
Referrals

W Paid Search
Organic Search
Email Marketing

Direct Traffic

Jan-YY  Feb-YY Mar-YY Apr-YY May-YY JunYY  JulYY Aug-YY Sep-YY OctYY Nov-YY Dec-YY




Jan-YY

New Customers by Source

Feb-YY

Mar-YY

Apr-YY

Marketing-Generated Customers by Source

May-YY

Jun-YY

Jul-YY

B —

Aug-YY

Sep-YY

Oct-YY

Nov-YY

Dec-YY

m Offline Sources

m Other Campaigns
Social Media
Referrals

W Paid Search
Organic Search

M Email Marketing

Direct Traffic




Visit-to-Customer Performance

% Visit-to-Customer

Jan-YY Feb-YY Mar-YY Apr-YY May-YY Jun-YY JulYY Aug-YY Sep-YY Oct-YY Nov-YY Dec-YY




Some

Sales
Management
Metrics

To

Consider

: client ™

‘acquisition:

{ SALES
{ MANAGEMENT :
L KPI ;
- EXAMPLES :

‘customer,
acquisition:




Some
Sales /
Pipeline
Metrics
To
Consider

Get FG Funnels™ Founding Member Unlimited

Sales Pipeline related metrics
Web Conversion Rate Metrics
Number and Quality of Leads Metrics
Web Site Traffic Metrics
Revenue by Product

Revenue per customer
Average Deal Size in Ss

Cash Management Metrics
Cost of Customer Acquisition
Average Response Time
Average Resolution Time
Customer Retention
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https://www.fgfunnels.com/?msclkid=5dbe5b83c0a811ecb9d82d89186372d9

More
Sales /
Pipeline
Metrics
To
Consider

Raw Prospect

Qualified Lead

Sent proposal / Quote
Negotiating / Follow-Up
Closure

Service after the Sale
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More
Sales /
Pipeline
Metrics
To
Consider

First Contact

Open Email

Landing Page of Website
Action Taken
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More metrics to pick from
provided in
the backup pages
No Cost
1:1 Counseling Sessions
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How often
do we need to update and review
the dashboards
with the team?



Scorecard use implies 2 Processes — One is regular reporting !

:> REPORTING

Definition: a process by which stakeholders in

the company collect, synthesize and
periodically report out to management,

information required to communicate status

In their area(s) of responsibility.

Topside Standard
Report Suite
(OnGoing)

Project Related and
Temporary Metrics
(Milestones)

]
4

STEWARDSHIP

Ask: “What is a Relevant Report Package? ”

Ask: “How often should we compare actuals to targets?”



The FI €gqUE/CY of the Stewardship development of your dashboard, and the

preparation for Reporting the “story” the numbers are telling you, are dependent on a
mix of factors:

* Industry vertical / type of business Calendar

* type of metric 2 3
* root source of the data 4 5 6 7(8 . 9 10
* manual extraction / data entry vs automated tech integration 11 12/ 13 14/ 15 16 17
* relevance of the rate of change over time 18 19 20 21 22| 23 24
e staffing 25 26 27 28/(29) 30 31
* pace /tempo of the business The story of your

DATA

* other factors

b
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Full Year
Projected Plan

Anchor reader with Full Year Actual
Date of Report Results

Current
Performance
LRI Indicator
Frequency
1 |Updated: (DATE HERE)
2 Frequency 2021 Results 2021 o
3 Proposed Measure Type: Lead, Lag, Milestone, Other  of Current YTD Full Year Percent Performance
4 Report Quarter Status Plan of Plan Indicator Metric Definition
5 Safety | [How is the metric calculated 7
5 |Incidents in Taproom (damage or otherwise) Lag Q 0 0 0 0 100 [ ] 1{no § or personnel damage)
7
5 Revenue related Metrics | [€]
9 |Lake Ridge Gross Sales Lag Q 300,000 | 25,000 30000 400,000 8% _ 9O |insusD
0 |Potomac Mils Gross Sales Lag Q 300,000 | 25.000 30000 400,000 0% [ ] in SUSD
1] Milestone NA 15-Apr 100 [ ]
2 Milestone MA, 15-May 100 ()]
3 Milestane A TBD Ot
4| Beer Production Metrics ‘|__= |
Fl Q 14 0% o || - _
6 | Q na 1.8 0% | I | I t t _
7] Milestone NA 16-Apr 100% @ || u S ra Ive i
& Milestone NA TED 0% _
9 Marketing Related Metrics [® S d
‘0 | Advertising Spend Lead Q 12000 3500 4000 12000 33% @ || C O re C ar _
" | Q NA 2 0% @ [ | B
2 Milestone | NA 26-Feb 100% @ [ | i
3 Milestone | NA TBD 0% N i
‘4 Cost Related Metrics q i
!5 | Taproom COGs aQ 0 1 0% || _
: o | w s o ¢ I Development 1§
7| Milestone NA 22-Mar 100% @ [ | i
8 Milestone | NA 18-Apr 100% @ | i
‘8 Milestane A TEBD Ot
0| Customer Experience Related Metrics i_i
i |
i2 |Positive Customer Review (a simple count from XY Source) Q
i3 | Megative Customer Reviews (a simple count from XY source) Q
;4_
i5
3




r\
AMERICA

VIRGINIA

ales performance metrics MASON

Call/Contact volume

Percentage of appointments set

Lead response time

@ sales performance metrics

Number of Marketing qualified leads (MQL)

Business Development Representative (BDR)_capacity.

Account Executive (AE)_capacity

Win rate

qles performance metrics

Acquisition cost

Lifetime value (LTV)

“Magic humber”




How might we test to see if our Dashboard
is providing us insights?
...making a difference ?



Start with one KPI
Look for insights
Create a hypothesis
Design a “test”
Measure results

Pivot, change the “test”, change
the hypothesis

See results

Go to next KPI (or KPIs)

L ean Aﬂalﬁ-l-ios Cﬁcfle,

Draw aline in the sand

Pick a KPI

Next business
improvement

Pivot or
giveup

Find a potential

Change the
hypothesis

improvement

Without data: With data:
Make a good guess Find a commonality

Create hypothesis

Make changes in

Design a test production

Measure the results

Did we move the needle?

146



T
AMERICA'S

C VIRGINIA
MASON

What actionable insights
can Dashboards
provide us?

Typically, what actions can we take based on the
dashboard metrics and insights



Let us understand how strategy is developed first

- BE
\@_@\!

Interpret
Spot Trends,
Collect 'Fact  "Outliers”

Data  Patterns”
N ey —
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Let us understand how strategy is developed first

)
7 ol
a¥
Y ¥

(LIl

Understand

" " Cause & Effect
Interpret | Harvest 'ldenti '
: entif
Spot Trends, |ldentify ITy Consequences

Data Patterns” ﬁ

149



Let us understand how strategy is developed first

)
7 ol s
a¥
e s ¥

T

Understand

" " Cause & Effect
Interpret | Harvest 'ldenti '
: entif
Spot Trends, |ldentify ITy Consequences

) I i :
Data Patterns” ﬁ ﬁ ﬁ ﬁ

Make
Choices / Measure

Discuss Path

Options
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Take Action,
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Let us understand how strategy is developed first
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TaBle
L@
\_/

“Harvest”

Identify
Insights

ﬁﬁ

I/

Identify
Implications

Understand
Cause & Effect,
Consequences

TIP ?: Start with a

aspirational target(s)
in at least one to

three key aspect of

our business !
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How have Dashboard /
Scorecard / Business metrics
have led to the

1 I ]} solution” ???

Actual examples of how
data insights
via dashboards
influenced small changes
that made a big difference
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

1. Understand Price Elasticity - a 1% price increase on select products could lead to a significant revenue

impact + or -
 Appropriate price increases for all or select products and services; watch impact of price on margin
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

2. Track sales growth — a 1% increase in sales can lead to a significant increase in growth and net profit
* Sell more goods and services
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

3. Identify Cost of Goods Sold (COGS) by product SKU — a 1% decrease in COGS drops to the profit bottom
line
* Negotiate better prices with suppliers; change your product and service mix; fewer SKUs, other
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

4. Obtain Clarity on actual monthly operating expenses vs plan ; seasonality impacts ; a 1% reduction
impact profit
* Make room for intern compensation, affordably adding to interim staff
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

5. Get Visibility into Day Sales Outstanding / terms; 1% improvement can have a positive cash flow
impact
* Pivot to Direct to Consumer e-Commerce Solutions for faster collection on part of the offering
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How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

6. Calculate Cost of Customer Acquisition (by channel); 1% improvement per channel can conserve
precious resources
* |dentify the optimum multi-channel sales marketing and channel strategy relevant to your sales
pipeline 159



How Dashboard / Scorecard / Business metrics have led to the “1% solution”
Examples of how insights influence small changes that often make a big difference

1. Understand Price Elasticity - a 1% price increase on select products could lead to a significant revenue impact + or -
 Appropriate price increases for all or select products and services; watch impact of price on margin

2. Track sales growth — a 1% increase in sales can lead to a significant increase in growth and net profit
* Sell more goods and services

3. Identify Cost of Goods Sold (COGS) by product SKU — a 1% decrease in COGS drops to the profit bottom line
* Negotiate better prices with suppliers; change your product and service mix; fewer SKUs, other

4. Obtain Clarity on actual monthly operating expenses vs plan ; seasonality impacts ; a 1% reduction impact profit
* Make room for intern compensation, affordably adding to interim staff

5. Get Visibility into Day Sales Outstanding / terms; 1% improvement can have a positive cash flow impact
* Pivot to Direct to Consumer e-Commerce Solutions for faster collection on part of the offering

6. Calculate Cost of Customer Acquisition (by channel); 1% improvement per channel can conserve precious resources
* |dentify the optimum multi-channel sales marketing and channel strategy relevant to your sales pipeline
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Pause for final Questions

Engagement!

vvvvvvvvvv

G|ve s Your

Feedback! ,




T
AMERICA'S

VIRGINIA |
MASON

After this webinar, how can I schedule an appointment
with an MSBDC Senior Business Counselor
to help me build
a first draft of a business dashboard and scorecard
for my business



HELLO

my name is

“Coach S”

George Siragusa
Senior
Business
Adviser

https://www.linkedin.com/
in/georgesiragusa/

ank'you
for listening.

Please seek out our
NO COST

Business Assistance !

Mason SBDC
4031 University Drive, Suite 100
Fairfax, VA 22030
(703) 277-7747

Reqister at :
help@masonsbdc.org

Resources at:
https:/ /www.masonsbdc.org/
https://www.virginiasbdc.orqg/
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mailto:help@masonsbdc.org
https://www.masonsbdc.org/
https://www.virginiasbdc.org/
https://www.linkedin.com/in/georgesiragusa/
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Upon Completion of this webinar you will become familiar with answers
to these questions:

What is the Common Language (and Shared Definitional Understanding) related to Metrics
What is a Business Management “Dashboard” or “Score Card

What do these Dashboards look like

Why is a “Scorecard” or "Dashboard” important ; what are the benefits to business

Beside financials metrics, what other categories of key indicators are included on dashboards
What guiding principles are useful to review before building a first draft business scorecard
What size businesses typically need Scorecards or Dashboards

How do we get started ; can small business owners build these themselves

What metrics should we begin with on our first draft

What tools, software, or other resource are available that make developing scorecards easy
How do I use metrics with the business team; explain stewardship and reporting

How often do we need to update and review the dashboards with the team

What insights can Dashboards provide

What type of actions can we take based on the dashboard metrics and insights to make a positive impact
How do I schedule an appointment to get help building a first draft of a business dashboard
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Hopefully now, you are more familiar with the answers to these questions:

v" Common Language with Shared Understanding

v Definitions of a Business Management “Dashboard” or “Score Card

v/ What these Dashboards look like

v Why a “Scorecard” or “"Dashboard” is important ; what are the benefits to business

v Categories of key indicators beside financials metrics included on dashboards

v Guiding principles useful to review before building a first draft business scorecard

v Understanding all size businesses typically need Scorecards or Dashboards

v’ How to get started on your scorecard wand how small business owners build these themselves

v What metrics we should begin with on our first draft

v’ What tools, software, or other resource are available that make developing scorecards easy

v How I might use metrics with the business team with scheduled stewardship and reporting

v Frequency to update and review the dashboards with the team

v’ Understand the insights that Dashboards provide

v The type of actions we can take based on the dashboard metrics and insights to make a positive impact
And...

v’ How I schedule an appointment with the MSBDC to get help building a first draft of a business dashboard
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