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Vision Statement:
[bookmark: _GoBack]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. 

Mission Statement: 
To strengthen Utah's economic fabric and quality of life by facilitating the success and prosperity of small business endeavors.

Strategic Objectives
1. Operate as a COLLABORATIVE Network with coordinated goals and execution.  Adapt Center level tactics to the highest potential client types in their regions. 
2. Identify HIGH POTENTIAL markets and clients and go after them. 
3. Increase DEMAND for our services from 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 Price SBDC is located on the Utah State University Eastern Campus. Currently the Center has a full-time SBDC Director, Ethan Migliori, who has been with the program since 2005.  The Centers Administrative Assistant is Jennifer Baletka, who has been with the program since 2010. Both are active in the community engaging in committees and boards including:
· Business Expansion and Retention Program (BEAR)
· Carbon County  Chamber of Commerce (CCCC)
· United Way of Southeastern Utah (UW)
· Emery County Chamber of Commerce (ECBC)
· Downtown Alive Association (DTA)

In 2005, the Price SBDC was housed at the Southeastern Utah Association of Governments (SEUAOG). It was moved to the Southeastern Utah Applied Technology College (SEUATC) until 2008 at which time the State Legislature merged the SEUTC with the College of Eastern Utah (CEU).  In 2010 CEU merged with Utah State University (USU) to form Utah State University Eastern where the program is currently housed. 
The Price SBDC serves both Carbon and Emery Counties. Carbon County currently has a population of approximately 21,400 residents and Emery County’s population is approximately 10,980 for a combined population of 32,380 residents. The geographic region is 5,915 square miles between the two counties. The largest majority of local professions are in energy, coal mining and gas.
The Center offers classes at the USU Eastern Campus in Price, as well as specialized trainings throughout the community.  


Strategic Objectives
Center Action Items and Measurements

1. Strategy Objective:  Operate as a COLLABORATIVE Network with coordinated goals and execution.  Adapt Center level tactics to the highest potential client types in their regions.   
Historical Assessment:  The Utah SBDC network includes 11 centers and four satellite centers with a great diversity of clientele, economic conditions, partners and stakeholders.  While the Utah SBDC Network has maintained a strategic plan over the past eight years, the uniqueness and challenges of operating each center created an independent approach that failed to create coordinated goals and execution.  This lack of coordinated goals and execution has created a situation where each center is well recognized within its territory, but the Statewide Network’s brand image and reputation has suffered.   ASBDC accreditation was denied in 2011 as a result of a 2009 accreditation review in which the lack of statewide alignment was identified. 
Approach:  In a two-day retreat in October 2011, it was identified that Center Directors would feel more actively involved in the Network strategic plan including objectives, goals, actions, and implementation if a Leadership Team were established.  The Leadership Team will consist of eleven Center Directors and Lead Center personnel.  
Deployment:  The Lead Center Director undertook the assignment of creating a Statewide Strategic Plan based on objectives and markets identified by the Leadership Team during the October retreat.  Each center in turn 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 the Leadership Team

Purpose:  Being engaged in the leadership team to evaluate the client base of each center, analyze analytics compiled through Center IC and identify best practices, strengths, weaknesses, threats and deployment to the client base. 

Desired Result:  Center Director will be more vested in the management of the Statewide Network.  Establishment of the Leadership Team opens cross communications creating stronger delivery of services throughout the State.  Center Director will be more involved in the setting and achievement of goals and timelines.

Measurement:
· Attendance at three Leadership Team Meetings per year
· Attendance at strategic planning retreat once per year
· Participation in web conference meetings as able

	







Jan 2012-Ongoing
Fall 2012-Ongoing
Ongoing

	2. Action: By evaluating the information and findings at Leadership meetings, identify services that can be deployed at the center level.  

Purpose:  Business consulting and training is a dynamic environment.  It is the responsibility of this office to constantly be aware of trends and address the needs of our clientele.  

Desired Result:  Find items that can be offered on a Statewide or near-Statewide level. Common offerings among Centers provide consistency in the message of what our services involve and reduces the work load for Center personnel.

Measurement:
· Evaluate three potentially statewide offering per year.
· Market one offering to existing clientele and community partners
· Evaluate response and effectiveness of new offering to determine feasibility of continuation of the offering


	






         May 2012-Annually
          Jan 2013

J           Jan 2014




	3. Action:  Update, deploy and analysis of Center strategic plan
Purpose:  To maintain the Center strategic plan is a tool utilized by the Center in order to achieve the Statewide objectives
Desired Result:  A strong strategic plan that is utilized on a continuous basis as a tool for management and operation of the Price Center.
Measurement: 
· Update of Center plan by December 20, 2011.
· Review and assessment of strategic action items quarterly
· Update of strategic plan annually by January 1st of each new year.
 
	







  Dec 2011
Quarterly
Dec 2012

	4. Action: Report in staff meetings the Team Leadership findings and directives.

Purpose:  To insure that staff members understand the strategic plan, objectives, goals, opportunities and threats.  

Desired Result:  That all staff members are aware and fulfilling the objectives of the Statewide strategic plan.  All staff members are evaluating opportunities for services, developing delivery of those services and reporting impact appropriately.

Measurement:  
· Hold a minimum of one strategic planning staff meeting per year
· Maintain monthly communications with staff concerning status of fulfillment of goals
· Support staff on development and delivery of one new offering per year
	




Jan 2012

Feb 2012

Jan 2012




‍


2. Strategy objective:  Identify HIGH POTENTIAL markets and clients and go after them. 
Historical Assessment:  As a public entity, we believe in serving all individuals who need our assistance.  However, from a marketing point of view, we know that certain types of clients are more likely to create the types of impact that gain recognition and funding for our organization.  It is vital that we are proactive in identifying these clients and marketing services designed for their needs.
Approach:  During the October 2011 strategic planning retreat, the Leadership Team identified six high potential client markets:
 Network Strategic Markets:

1. Start up with capacity 
2. High technology startups and Gazelles
3. Economic Gardening Sweet Spot 
4. Economically Distressed Businesses
5. Underserved Businesses
6. Exporting Businesses
These markets were identified based on known demand within the State as well as those types of individuals and entities which can create the most impact within a community.  Impact within a community can vary a great deal from region to region depending on population and economic base.
Deployment:  Each center is to identify up to three or four of these markets and develop marketing and service delivery strategies to address these markets.  The Price Center has chosen target clients that best align with the expertise of the staff, while avoiding duplication of services with other resource providers.



	· Action Item
	· Target Date

	1. Economic Gardening will be a target market for the Price center. 
Action:  Work with BEAR, CCCC and ECBC to develop market and evaluate services designed to assist existing businesses to grow employment and increase revenues.
Purpose:  To actively market services to clients with existing business that, in general, fall into a category of having employees and are visibly contributing to community economic vitality.  These businesses have gotten past the hurdles of business startup and now need assistance with ongoing financial, management and marketing issues.  These businesses not only align with the objectives of the Utah SBDC, but also with the objectives of our partners, BEAR, CCCC and ECBC.
Desired Result:  An increase in impact for existing business that have the ability to grow revenues, add employees, and add vitality to communities.  
Measurement: 
· Participate in the BEAR program that is promoted in rural Utah 
· Economic Development leaders will be contacted twice per month to assess business needs and to market services of this Center
· Work closely with the CCCC, ECBC and BEAR to assess client needs and to be made aware of Center offerings designed specifically for the existing business.  Marketing materials will be made available to business support entities at all times concerning offerings of this Center
· Promote at least three high impact trainings per year that is specifically designed for the existing business and is in alignment with statewide service offerings, particularly if Center offerings can be developed and delivered statewide through live or on-line delivery.  
· Advanced Internet Business classes
· Intermediate and Advanced use of QuickBooks
· 7 Habits for small businesses
· Financial analysis
· Gather and evaluate feedback from partners and clients at least once per year
	

















        

           Ongoing

           Jan 2012-Monthly

           
           Apr 2012



Apr 2012





             


Sept 2012

	2. Startup businesses with capacity will be a second target client for this Center
Action:  Develop market and evaluate service offerings to start-up business owners while developing those clients with “capacity” into long-term clients.  
Purpose:  Startup business comprises of approximately 50% of the current demand for assistance. These clients cover the spectrum of industries and size.  These clients have always been a focus of the Price SBDC; however goals for the future are to expand the services provided to those individuals with capacity.  These individuals are the most likely individuals to become long term clients and utilize a broad spectrum of statewide product offerings.  These businesses not only align with the objectives of the Utah SBDC, but also with the objectives of our partners CCCC, ECBC and BEAR.
Desired Result:  Knowledge and time are keys to developing individuals into clients with the capacity to move forward.  When they first make contact with the office, they may not have that desired capacity; however through easily available and affordable training opportunities and individualized consulting, we seek to increase the knowledge that will guide these individuals to a higher level. We do not seek to simply fulfill the immediate need identified by the client but to build on the full spectrum of entrepreneurial knowledge that the client should possess.
Measurement:
· We currently offer Fast Trac as a tool for our start-up clientele.  Other tools will be addressed such as:
· Better on-line self-test business planning quick starts will be available online
· Work with USU Eastern to offer QuickBooks classes on a continual bases
·  BizSmart will be strongly and continuously promoted
· Introductory Internet Business course will be offered live at USU Eastern
· Market all training opportunities to community partners on a quarterly basis
· Address content of training classes with all instructors at least once per year to insure understanding of the role these classes play for the client
· Gather and evaluate feedback from partners and clients at least once per year
	


















Ongoing







         Quarterly 2012

Dec 2012


Oct 2012, 2013, 2014

	3. Distressed companies will be the third target market.
Action:  Encourage businesses to engage in programs that provide legitimate resources to help distressed businesses. 
Purpose:  Businesses fail due to economic conditions, business management practices and other unforeseen causes. Their future causes harm to the economy beyond the owner’s loss.  Employment is lost, bank loans default and real estate sits unutilized.  Providing assistance to businesses under distress, where this Center may facilitate a turn-around, has more potential to create impact than helping a new business start-up.  Many times, communication with these businesses comes too late to be effective.  Marketing to the business community as well as lending community is the key to providing assistance while there is still an opportunity to influence a turn-around.  These businesses not only align with the objectives of the Utah SBDC, but also expand the image of the Ogden SBDC as a major economic development resource within the community.
Desired Result:  Business owners recognize the need to aggressively initiate turn-around practices while the business still has the ability to survive.  Business owners are committed to learning and implementing the strategies to make change.  
Measurement:
· Contact lenders once per year with itemized list of turn-around strategies available through the Center
· Coordinate with BEAR’s resources to mail Center related information to help establish our expertise and availability while addressing specific topics. 
· Utilize Vernal’s online tool for turn-around.
· Gather and evaluate feedback from partners and clients at least once per year

	



















          


             Jan 2013

Jan 2014


             Jan 2012
  Nov 2012


3. Strategy objective:  Increase DEMAND for our services from high potential clients.
Historical Assessment:  It is common to hear business owner’s state that they are not familiar with the services of the Small Business Development Center.  According to our client database, clients are referred commonly by lenders, Chambers, SBA and the Internet.  Many times there is a misperception concerning the services available through the SBDC, such as there may be a belief that we only help small single owner business, and start-up. 
Approach:  In order to increase demand from high potential clients, we must take a three-step approach, 1) assess and understand the needs of these clients and 2) establish a marketing plan that sells our services and establishes brand recognition and 3) provide services that meet the needs of our clients as trends and technology changes
Deployment:  The Leadership Team shares knowledge about high potential client needs and discusses best practices in meeting them as well as identifying gaps.  This leads to a Network wide understanding of services and how well these services are working for each target market segment.  Both the Lead Center and all regional Centers will participate in deploying these actions.  

	· Action Item
	· Target Date

	1. Assess and understand the needs of our clients.
Action: Apply proven processes that aids the Center in understanding the services needs of the target clients
Purpose:   As clientele needs and demographics change it is important for the Center to Quickly adapt to their needs.
Desired Result:  A methodology for needs assessment with targeted clients and partners provides consistent information for demanded services.  Results are timely and identify new trends in demand
Measurement:
· Review training evaluations after each class offering
· Engage partners, quarterly to assess economic changes
· Follow up with clients via phone two months after their last visit to assess their experience. 
	







Mar 2012
Mar 2012
May 2012



	2. Establish a marketing plan that creates brand recognition
Action:  Utilize public relations and branding elements to establish name recognition of the SBDC
Purpose:  The title Small Business Development Center and its initials SBDC are not well known within the community.  Utilizing the logo and tag line on all marketing materials and getting marketing materials in front of the public will increase recognition.
Desired Result:  Public awareness
Measurement:
· Make sure all handouts have the most recent logo
· Distribute market materials to business service partners
· Creating a quarterly newsletter
· Participating in all local support organizations

	











July 2012
July 2012
             Jan 2013
Ongoing

	3. Provide services that meet the needs of our clients as trends and technology changes.
Action:  Based on findings of needs assessment, provide counseling and training that addresses business owner’s current needs.
Purpose:  To keep the services of the SBDC in demand and create new demand based on current issues and technology developments.
Desired Result:  The SBDC is a leader in identify demanded topics, has the ability to deliver utilizing both one-on-one contact and web-based delivery and demonstrates unbiased expert knowledge on the topic.
Measurement:
· Work with USU Eastern to provide consistent QuickBooks classes and utilized Ogden’s classes
· Analyze results of needs assessment surveys annually for new topic demands
· Participate in Leadership Team meetings as scheduled
· Market the following statewide products BizSmart, 7 Habits, and export assistance on an on-going basis
· Market customer service course annually
	








Feb 2012

Nov 2012
            
           Jan 2012
            Jan 2012
            
            Jan 2012




4. ‍Strategy objective: Increase RESPECT from stakeholders and partners.

Historical Assessment:  During the past eight years, changes have occurred within the State that has changed the awareness and partnering relationships with the SBDC.  While some of these changes have been positive for the SBDC, some have not.  As with any business, if we are not moving forward, we are falling behind.  

Approach:  First, we need to meet or exceed all performance expectations both at the Network and Center levels and second, we need to make sure our key stakeholders are aware of our purpose and accomplishments.

Deployment:  All Directors will understand and participate in the development of goals, definitions, operating procedures, and deadlines.  The Lead Center will be responsible for reporting requirements, contract management and partner relations with each regional center backing up their efforts with reporting and operating compliance as well as local relationship management.  The lead center will facilitate the performance of the regional centers through statewide actions.


	·  Action Item
	· Target Date

	1. Achieve a high level of economic impact
Action:  Focus services on areas that achieve performance goals.
Purpose:  To meet the regulatory requirements of the SBA and increase funding opportunities with all funding partners.
Desired Results:  We are respected as a critical cornerstone in the development of small business in Utah.  Funding is secure and increasing over time.
Measurements:
· Review performance goals with staff quarterly and strategize ways to improve personal performance
· Review performance goals monthly. 
· Achieve a 25% response rate from clients on the national impact survey annually
· Participate in the local BEAR project to locate high impact clients.
· Meet all reporting deadlines
	












Apr 2012

Jan 2012-Monthly

             July 2012

Ongoing

Annually




	2. Make sure key stakeholders are aware of our purpose and accomplishments
Action:  Communicate accomplishments
Purpose:  To increase awareness of accomplishments and increase opportunities for additional funding and dependence on program for economic development within the State.
Desired Result:  Funding Partners and Stakeholders are fully aware of the portfolio of services and accomplishments from the Network.    We are respected as a critical cornerstone in the development of small business in Utah.  Funding is secure and increasing over time.
Measurement:
· Success stories are distributed to Partners, Stakeholders and State Senators and Representatives service Carbon and Emery counties
· Share accomplishments with Partners, Stakeholders and State Senators and Representatives serving Carbon and Emery counties
· Center Director will participate in the Small Business Day at the legislature annually
· Display quarterly success story in office and congratulate client for their accomplishments during their presentation of award plaque
	















Apr 2012-Quarterly


July 2012

Jan 2012

Ongoing






‍




5) Strategy objective:  Add value to HOST INSTITUTIONS.
Historical Assessment:  Utah SBDC staff feels a strong patriotism to their host institutions, not only because that is the channel of employment and a source of funding for the Center, but because of the day-to-day interactions and program management support that is part of the relationship.  
Approach:  Center strategies, services and market segments will be aligned with host institution’s regional economic development efforts and interests.
Deployment:  Both the Lead Center and each Regional Center will work to build strong relationships with hosts.  The State Director will meet with all host administrators to explain strategic plan, legislative education plan and to understand the needs of the host.  Center Directors will identify host needs and develop action items to address those needs.

	· Action Item
	· Target Date

	1. Maintain open and productive communication
Action:  Communicate with key campus partners concerning services, performance and new initiatives that can support campus goals.
Purpose:  To enhance business development support across departments on campus and improve understanding of SBDC capabilities as part of the team.
Desired Result:  SBDC becomes a cornerstone player in host institution, student and business projects that support economic development.
Measurements:
· Discuss program goals and achievements with the Associate Dean at least quarterly
· Be involved in existing business conferences such as the Women’s Business Conference and Job Fairs.
· Support faculty by assisting in business classes as a guest speaker and industry expert. 
	







Apr 2012- Quarterly

March 2013

Ongoing


 



6) Strategy:  Position 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, DWS, AOG’s and local economic development agencies.  We respect that each of these services are a valuable resource to the business and that a client could and should take advantage of many of them.  We want to be recognized as a critical cornerstone as a resource provider to the business owner or management.  The Utah SBDC will be a key player in supporting the development and growth of a business in Utah.
Approach:  Proactively cooperate with other economic development service providers.  Leverage Network capabilities and market presence throughout the State to secure an enduring and key role for the Utah SBDC.
Deployment:  Develop and enhance relationships with other service providers in order to educate each other about services available.

	· Action Item
	· Target Date

	1. Develop and enhance relationships with other service providers
Action:  Increase communications and referrals between service providers.
Purpose:  To identify a clear niche of services that establishes the SBDC as a cornerstone provider to businesses in the service area.
Desired Result:  More referrals are made by other economic development agencies to the SBDC.
Measurements:
· Communicate with one local service provider semiannually providing educational materials concerning program services
· Use the Statewide resource navigator list in counseling sessions
· Help develop at least one training program that can be cross promoted by other service providers
· Assist in creating take-home content packages
	












Mar 2013


May 2012

July 2013

April 2012



‍

7) Strategy:  Increase CAPACITY to serve clients. 

Historical Assessment:  With limited funding available to the program, it is imperative that in order to improve impact, we need to look to methods of increasing our capacity to serve clients.  

Approach:  Strategies 2-6 will have the impact of increasing demand for SBDC services, which will be met in several ways (1) focus the most resources on the highest potential clients, (2) select and deliver the most effective services, (3) increase counselor effectiveness and efficiency, (4) develop on-line self-serve services, and (5) secure additional funding to meet increasing demand.

Deployment:  Development of tools, materials and processes across the Network will insure that each center optimizes capacity through utilization of assessments, evaluations, best practices, counselor certification, operating procedures, co- and cross-counseling between centers, and on-line delivery of services.  Expansion of Legislative relationships will increase opportunity for additional State funding.


	· Action Item
	· Target Date

	1. Development of tools, materials and processes toward high potential clients
Action:  Utilize assessments, evaluations, best practices, counselor certification, operating procedures, co- and cross-counseling between centers, and on-line delivery of services
Purpose:  Tools and specialization will allow each counselor to focus services where the highest level of customer satisfaction and internal impact can be experienced.  
Desired Result:  Client needs are clearly identified and addressed by utilizing and maximizing the broad capabilities of personnel and products across the network.
Measurements:
· Participate in the local BEAR program to find high impact clients.
· Use the QuickBooks classes developed by Ogden’s Center
· QuickBooks counseling will be offered to clients of all centers
· Market BizSmart, the OneStop business tutorial, the Turn Around Strategy module, and other new tools made available by the Network on an on-going basis
· Utilization of assessment tools developed by Lead Center and Leadership Team will help to identify capacity and specific needs of clients
· Market and implement at least one best practice per year that is identified by the Leadership Team
· Identified specialties of all Utah SDBC staff will be utilized on an as needed basis
· Completion of Certified Business Analyst requirements annually.

	
















            Ongoing

July 2012

July 2012
            Jan 2012


Jan 2013


Jan 2012

Jan 2013

Dec 2012

	2. Increase offerings of training programs that collect a fee
Action:  Market Internet class offerings twice per year across all Centers
Purpose:  To increase utilization of developed course materials to a broader audience of clients
Desired Result:  Have all Network Centers utilize specialty training programs developed and offered by the network.
Measurement:
· Double program income annually
· Offer six training programs that collect a fee annually 
	





Jan 2012
Ongoing
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