LOGAN Strategic Plan 2012
Utah State University  1/12/2012
Mission: To strengthen Utah's economic fabric and quality of life by facilitating the success and prosperity of small business endeavors.
Vision: We are respected as a critical cornerstone in the development of small businesses in Utah as a result of effective and sought-after services throughout the state.
Strategic Objectives:

1. Operate as a collaborative organization with coordinated goals and execution, with adaptations to regional circumstances approved by Lead Center
2. Identify high potential markets and clients and go after them
3. Increase demand for our services, especially by high potential  clients
4. Increase respect from stakeholders and partners
5. Add value to host institutions
6. Position Utah SBDC Network as a cornerstone in Utah’s economic development
7. Increase capacity to serve clients

Center Details:
The Logan Regional Center is located on the Utah State University Campus.  There is easy access and parking for SBDC clients.  The current Director is Frank Prante, who has been with the program since its inception in 1980, graduated from the Kellogg Graduate School of Management, served as a state legislator for two terms, and has owned his own businesses. 
There is one hourly MBA employee as of January 3rd, 2012.  The employee currently owns a business in town, but everything is going back into the business.  He has a background in Marketing and Social Media, Speaks Spanish, and was the Valedictorian for his class, and owns his own business.  He will work approximately 60% time.
We continue to build significant relations with our many economic partners, as noted in the following pages.  We service Rich and Cache Counties.


1. Operate as a COLLABORATIVE organization with coordinated goals and execution, but with tactics adapted to regional circumstances approved by the Lead Center.
Historical Assessment: The Utah SBDC network includes 11 Regional Centers, with a great diversity of clientele, economic conditions, partners and stakeholders.  Though we have all had strategic plans, and though they were aligned with state strategic goals, there was a lack of unity among the centers.  In 2009 accreditation was denied based on two issues, one of those issues was a lack of statewide alignment among the diverse Regional Centers.  As a result, over several meetings on strategic planning, we identified key goals for the diverse centers to incorporate into their strategic plans.  Each center is charged with developing a Center level strategic plan, identifying the highest potential client types for that region and developing action items which identifies methods of achieving results under each objective.
	· Action Item
	· Target Date

	1.  Action:  Center Director will participate on a state-wide Leadership team, meeting quarterly and ad hoc as needed. Target customers, products, and services will be evaluated and the deployment of state-wide objectives into regional center action-steps will be assessed. Appropriate actions will be identified and implemented state-wide.
·      
· Measurement
· *  Attendance at 3 Leadership and Regional Meetings per year
· *  Attendance at strategic planning retreat once per year
· *  Participate in ad hoc meetings as able
· *  Post comments, ask questions, and discuss issues on the Leadership Team Blog.
	
Quarterly:  Jan - Dec
Also periodic phone meetings for leadership team.

 


	2. As a result of findings at our Leadership meetings, determine goals and activities to be deployed in the Logan SBDC.

Measurement: 
Evaluate at least one potentially state wide offer yearly. 
 In 2012 Offer BizSmart as an option to clients and community  Offer  “Business Plan for Success”. (We will try to put the two options on the back of our business  cards, so that we can be sure to make note of those classes with each client; another is to include them in the licensing division’s brochures).  Contact St George to gain more details on the logistics of Biz Smart.
Look at incorporating Mark’s “Distressed Business Tools” March  
	
February  2012

March 2012

	3. Blog:  A state-wide leadership blog will allow all SBDC employees to stay current with information and decisions resulting from the leadership meetings. 

The SBDC will examine social media to determine which ones to incorporate in addition to a new Internet Site

Measurement:  Have new website up and running by April 2012
    Participation in blogging at center site
	According to state-wide plans.  This would be an ongoing activity.
Begin Work on Website January 2012.  Complete by April  12

	4. Staff Meetings:  Hold Staff Meetings to share Team Leadership findings and directives.  This will insure that the staff understand the strategic plan, objectives, goals, opportunities and threats, and are contributing to the same.

Measurement:  Hold minimum of one strategic planning staff meeting each year.  Maintain monthly communication of the same, support the staff on the delivery of one new state service each year, if applicable
	Communicate to staff after each Team Meeting
Each Quarter 2012
Monthly Meeting Staff
Evaluate offerings




2. ‍Identify HIGH POTENTIAL markets and clients and identify how we will target a maximum of 3 target markets. 

Historical Assessment:  We serve all entities that need our assistance.  However, it is important that we focus on those clients that have a reasonable chance of becoming successful.  It is vital that we proactively identify those clients.  To that end we identified the following 6 areas as major target markets, as our October 2011 Strategic Planning Retreat.

1) Economic Gardening Sweet Spot (e.g., 2-10 employees, good product-weak distribution, history of taking advice, seeking growth, underutilized resources)
2) High technology startups (well-defined or proven concept) and Gazelles
3) Start up with potential
4) Distressed companies
5) Underserved (Rural, Hispanic, Native American)
6) Exports










	· Action Items for Specified Targeted Markets
	· Target Date

	Economic Gardening Sweet Spots (e.g. 2-10 employees, good product, will consider and implement advice, seeking growth).

· The BEAR program, which is new to our area, will be an important arm for Economic Gardening.  A 1/3 of a page brochure has been developed for the BEAR employees to hand out to businesses. A referral system is in place.
· Utilize referral sources such as banks, CPA’s, and attorneys. Make them more aware of how we can help their existing businesses who cannot afford private counseling.

Measurement:  
Attend all BEAR meetings held in Cache/Rich County
We currently get referrals from our network, such as accountants, financial
     institutions, Chamber, BRC, BRAG.  We are currently working very close
     with the BRC (Business Summit), The Chamber (Legislative Committee), 
     BRAG (Scholarships), USU Charter CC Union (Scholarships).  Contact over
     2012

	


Ongoing and 2012 

Contact 2 people a month until the major players for small business are covered.
 

	Start-ups With Capacity:
· Start up business counseling has always been a major element of this center’s clientele; some become very successful businesses; a very few become multimillion dollar companies. Continue to focus on clients with potential success. Try to follow up on impact before the end of the year they receive their final counseling to insure that average hours are not diluted.

Measurement:  
Help 30 businesses start up that will have an impact.  
Use brief phone survey, designed Jan 2012, to identify ones we can help 
SBDC assignments should help elliminate those that do not have success potential.  
	On Going
Impact gathered
same year as 
clients receive service.
30 startups
Initial Survey Jan

	Underserved Client Base (Rural and Minority and Voc Rehab):
· Provide “Value Added” Agricultural Grant Focus to target Extension’s current market.  I have already contacted the USDA, Roger Koon and Jamie Welch Jaro   Public Affairs Officer (SCEP), both  individual are from the USDA.  They will promote the fact that we can help support USDA Value Added and Energy Grant applications.  I will also contact the extension specialists in our area to let them know of this targeted service.
· Provide Consulting Resources to Spanish speaking businesses.  Contact Hector Mendola, who is a major contact into the Spanish Community; contact the Minority Cultural Center; Contact with the Catholic Church, as many of the Spanish population are Catholic, to see if we can let their members know through a bulletin board or direct referral.  I have contacted these groups before, but they have not had a lot of demand; this is likely due to a lack of speaking Spanish, the major minority group in Cache County.  The actual demand
 is something for us to further investigate.
· We have a good relationship already established with Voc Rehab.  They pre-screen the potential voc rehab clients who want to start a business.  Continue working with them.

Measurement:  
Assist with Value Added grants; 
10  Spanish speaking business clients.  If there is not the demand we expect, then we will modify our goals to target High Tech companies through USTAR, Technology Campus, etc.
	Contact USDA and  Extension Agents on VAPG March

Contact Minority Center and Catholic Church by March 2012

8 Minority Individuals  01/12 - 12/12


 
3. Increase DEMAND for service from clientele with high potential.

Historical Assessment:  Many people are unaware of our service; clients are referred primarily by previous clients, the Chamber, BRAG, BRC, Financial Institutions, and Professionals.  Many times there are misconceptions due to the word “Small” in the SBDC name.  We need to clarify that this is any business under 500 employees. In order to increase demand from high potential impact clients, we need to understand their needs; establishes a marketing strategy to capture these clients; provide services that meet the needs of our clients as technology, the economy, and trends change.

	Action Item

	Date

	· Website:  New state and local websites will help to increase awareness, thus demand, and thus a larger selection to identify clientele with high potential.  It will also enhance promotion of classes. 

Measurement:  Completion of new website 

	By April 2012
New Website.



	· College of Business:  For long-term projects, with demands on time that we cannot meet, draw on MBA students.  

Measurement:  Contact Entrepreneur Center at Huntsman School of
    Business in January of 2012.  Identify project for them to work on, such as
    the Business Summit.  The 2012 Business Summit is scheduled for March
    22, 2012, and is to be a yearly event.  A long-term client would be another
    option...we need to talk to the Entrep. Center to see what their needs are.

	Contact Entrepreneurial Center Jan 2012 for work on Bus Summit and Consulting

	· City Licensing:  Enhance our services to new businesses via the city licensing departments.

Measurement:  Contact offices to identifying us on their flier.
	Contact each city license division Feb - June 




4. Increase RESPECT from stakeholders and partners.
Historical Assessment:  The politics of an organization are as important as the quality of the service, as it can impact on funding and how one is viewed by those they work with.  We provide excellent service. It is important that our stakeholders and partners understand this, and that we provide them the support that they need as well. The lead center will be responsible for reporting requirements, contract management and partner relations on the larger scale.  The regional centers will support this effort by the dissimilation of information to their various stakeholders.

	Action Item

	Date

	· Send copies of success stories to local stakeholders (USU Extension, community press releases, Chamber, BRC, and Legislators).

Measurement:  Send 4 success stories out to Stakeholders in 2012; possibly send older selected success stories as well.

	2011/2012

Quarterly

	· Try to insure that the state SBDC meeting schedules do not interfere with major events, such as What is Going Down up North and Annual Chamber Banquet, as State SBDC meetings are the reason such events have been missed.

Measurement:  SBDC representative at Annual Banquet and What is Going Down up North.  Have dates clearly identified for when we set up our Regional Meeting Schedule to see if I can avoid a conflict in when the different meetings are scheduled.

	Annual Chamber Banquet.

Annual “What is Going Down up North”

NEW:  Annual Bus Summit.

	· We are involved with local stakeholders, but we feel we should increase networking and involvement with some of these resources: BRC, Chamber; BRAG, Economic Development, Employment Services, LDS Social Services, Women in Business.

Measurement: 
Membership in the legislative Committee of Cache Chamber, Currently.   
Speak to Women in Business. ............................................. By June 2012 Continue Start Smart orientations to 6 LDS Social Services classes   2012.
We are working in-depth with The Business Summit, which is a new
     annual event, which will be co-sponsored with BRC, SCORE, Chamber,
     LDS Social Services, BRAG, Employment Service, Logan City, Local 
     Financial Institutions, Rich County.
 Have 1 – 2 class in 2012, depending on response to BizSmart.  BizSmart is
    about the same price as Business Plan for Success, but our class has the
    initial scholarship upfront, and it covers 50% to 80% of the cost.
 Continue Scholarships: BRAG and USU Charter. 
 Updated list of resources targeting small businesses:  Banks, CPA; Attny
 Line up 4 speakers for Kiwanis:  Jan (done), March, June,  Oct 2012.
 Visit Randolph, Rich County, during summer.
    
	2012
Jan - Dec

WIB 6/12

4 Speakers: Month: 1,3,6,9

Bus Summit ongoing
Class Mo: 4, 9


Ongoing


Visit
Rich County:  7/12


	· See about a column in the local paper and on Blog.

Measurement:  Existence of articles in Herald Journal and/or Social Media

	March 2012

	· Increase visibility and respect from USU. All of the above actions should increase the value to host institutions.  It just needs to be communicated.

Measurement:  Relay information from Section 4 to Extension (Marion and Chuck)
	Jan – Dec 2012
By e-mail



5.  Strategic Objective:  Add VALUE to host institutions.
Historical Assessment:  Utah SBDC staff feel a strong alliance with their host university.  Center strategic plans will be aligned with USU’s regional economic focus.  Both the lead center and regional center will work to build strong relationships with hosts.
	Provide periodic reports to those I report to make them aware of what we are doing.

Measure:  Periodic report sent to Marion and Chuck.
	Jan - Dec 2012

	Share Score Card once Tooele and Brigham are separated from it

Measurement:  Send SCORE card each quarter to Marion and Chuck
	Quarterly

	Share 4 Success Stories with USU Extension.  Send copies to legislators and faculty and Chamber Members as appropriate:

Measurement:  A Success Story sent out each quarter
	Quarterly

	Section 4, which deals with "Increase Respect from Shareholders" will also increase value to host institution.

Measurement:  See Section 4
	See Section 4

	Communicate with faculty and staff of other departments on campus, especially the Entrepreneurial Center.

Measurement:  Contact Entrepreneurial Center
	1st Quarter

	Promote center to student groups involved in business

Measurement:  Make contact with appropriate student group.  
	Advertising in publication for students in process.





6. Position the Utah SBDC Network as a CORNERSTONE in Utah’s economic development.

Historical Assessment:  Utah has a broad variety of resources available to businesses.  These services include, but are not restricted to UMEP, USTAR, PTAC, BRC’s, AOG’s and local development agencies.  Each of these services provide valuable resources to the community.  We want to be recognized as a critical cornerstone as a resource provided to the business owner/manager.  This will partly be addressed by working with the other entities.  Develop relationships with other services.
	· See about setting up local economic development partnership committee that would allow communication on what each are doing; meeting three times a year.

Measurement:  Contact Cindy Roberts BRC, and Sandy Emile of the Chamber of Commerce, about the BRC taking on this role with our support.  

	February 2012


	· Participate in area and state-wide economic development programs, conferences, and projects:  

Measurement:  Actively involved with  “Business Summit”, and “What is going down up North”, and other activities of importance.

	
Ongoing

	· Be able to offer consultation on Social Media

Measurement:  My new consultant can do this, I can to some extent, but I want to read 2-3 books on the topic to have better knowledge and to use it in relation to our website.
	2012
Read 3 books, each Semester on social media. 





7. Increase CAPACITY to serve clients.

	Action Item
	Date


	· Sharing success story and communication with legislators and host institution to help substantiate the value of the SBDC and the potential for funding increases for the State SBDC.

	Jan – Dec 2012 and Ongoing

	· Draw on MBA students if there is adequate client demand.

Measurement:  One client worked on by College of Business students.

	1-3 clients 2012

	· Royalties from 2 products that the Tech and Commercialization office have patented that are from an SBDC client.

Measurement: Contact the Tech office and get feedback on how much of their costs have to be covered before royalties are paid, and when might we expect a surplus to exist....if they know.
	payment of royalties, 2012/2013

	· Prepare brief client self-assessment so that counseling is sure to target all of the major concerns of the client and to weed out those who are not ready for SBDC assistance.  Possibly use the summary of needs at the end of the RFS as a major part of this.

Measurement:  Develop brief assessment tool, even if it is only for jogging our memories on questions we should ask.  It doesn’t need to be filled out.

	Jan 2012

	· Enhance handouts.  In addition to several handouts, Logan has developed 10 or more existing business templates for cash flow; this speeds up the time of cash flow projections significantly.

	Ongoing


Historical Assessment:  With limited funding available to the program, it is imperative that in order to improve impact, we need to look at methods of increasing capacity to serve clients.  Previous noted strategies will impact demand of SBDC services. This will challenge the Logan SBDC to focus the most resources on the highest potential clients; deliver the most effective services, and secure additional funding to meet increasing services.  The existence of the Leadership Committee will help each center share best practices and provide a more unified front.  Counselor certification is used to help counselors to be aware of common business elements.  Expansion of legislative relationships is important to increase funding as well as the relationship with our host institution.
































Definitions:
1. Startups with Capacity
Members of this segment are primarily individuals who are 1) interested in starting a business, 2) in the process of starting a business, or 3) have recently started a new venture.  Those interested in starting a business seek SBDC assistance to acquire the information and management skills necessary to start a business.  Whereas those entrepreneurs who are in the process of starting or who have recently started a business seek out SBDC assistance to acquire the information and management skills needed to overcome the many hurdles present during the establishment of their business.  This is a critical stage for businesses, and one in which SBDC assistance can have a very large impact.  This segment is further defined as being capital ready by the Five C’s of Credit: Character, Capacity, Capital, Collateral, Conditions. This segment is usually referred to the SBDC by banks or other investors or they come through SBDC training programs.   

1. High Technology Startups and Gazelles 
These are small businesses (or potential businesses) in which innovation is attempted or occurs.  One or more of the management team may have experience in a previous technology venture.  The business may possess research and development capabilities, is engaged in creating or acquiring intellectual property, holds competitive advantages in the marketplace and has potential to experience a high rate of growth.  Technology companies deal with a higher level of uncertainty and usually must operate at a faster pace than traditional businesses.  This segment usually pursues alternative forms of financing, frequently has high levels of expertise in a certain area or has acquired or licensed technology from others, and has a desire to be first to market.  This segment is usually referred to the SBDC by existing technology businesses and banks and other investors.      
   
1. Economic Gardening Sweet Spot 
This segment is comprised of small businesses that are past the start up hurdles and have been in business for more than one year.  They generally have 2-10 employees.  These may be past clients of the SBDC.  They usually come to the SBDC because they need assistance in growing their business or in dealing with specific issues or problems.  They have demonstrated success, seek to grow, and have a history of receiving advice and putting it into action.  This segment is usually referred to the SBDC by the Business Expansion and Retention (BEAR) program, chambers of commerce, county loans funds, micro lenders, and banks.

1. Economically Distressed Businesses
This segment includes small businesses that are already in business, but struggling because of poor economic conditions.  These conditions may be a result of macro economic conditions or they may be conditions specific to an SBDC region.  These companies will usually have fewer than 20 employees and not have the time, staff, or the “know how” to solve their issues.  Success is likely to be measured in jobs saved, contracts obtained, or significant sales growth.  This segment is usually referred to the SBDC from the BEAR program or chambers of commerce, county loans funds, micro lenders, banks, and client self-referrals.

1. Underserved Businesses
This segment comprises those entrepreneurs and businesses that are traditionally underserved.  Underserved can be defined by both ethnicity of the owner and location of the business.  These businesses are usually existing businesses but can be startups.  Typically they have fewer than five employees and often times are self-employment businesses.  The potential impact created by these business or potential businesses is typically larger than with traditional businesses because they are an underserved market segment and/or located in an underserved geographic region.  The most obvious underserved groups are Native American, Hispanic, and rural based businesses.  Sources of funding for these services may be acquired through grants and provided through local colleges or universities.  This segment is usually referred to the SBDC by chambers of commerce, business assistance programs, or host administrators of the host SBDC schools.

1. Exporting Businesses
This segment exists because of a 2012 current year SBA initiative.  Typically this segment will have similar characteristics to the Economic Gardening Sweet Spot businesses.  Exporting is considered selling products and services to other countries.  However our target market segment will also include rural businesses that identify new markets outside of their local areas and sell into them.  The Network has two consultants recently trained in exporting. Clients in this segment are usually referred by lenders and through the BEAR program.   
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