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Consent to Terms

Your use of the Guide to Top Business Objectives (“Guide”) is subject to these Terms of Use ("Terms"). Please read them carefully.

By using this Guide, you agree to be bound by these Terms. If you do not agree with, or cannot abide by these Terms, please do not
make any use of this Guide. These Terms may be modified at any time at our discretion by posting the modified Terms on the Brand
Integrity Web site. Use after any posting will constitute your agreement to abide by the modified Terms.

Copyrights

The content of this Guide is protected by U.S. and international copyright laws. You may not use, reproduce, distribute, transmit, or
display any copyrighted material unless it is within the Terms. Derivative works may not be made. You may download, print, and
copy the Guide for your personal (including intra-company), non-commercial use only, provided that you include all copyright and
other notices contained in the Guide and that you do not modify the Guide. Any other use of the Guide is expressly prohibited.

Disclaimer

This Guide is provided on an "as is" and "as available" basis, without any warranties of any kind, either express or implied, including
warranties of title or implied warranties of merchantability or fithess for a particular purpose. No warranties are made regarding any
results that may be obtained from use of the Guide.

Limitation of Liability

In no event will Gregg Lederman, Brand at Work, or any of its employees or agents be liable for any indirect, consequential, special,
incidental, or punitive damages, arising out of the use or inability to use this Guide or any results obtained from the use of this
Guide.

Miscellaneous

These Terms represent the entire understanding of the parties regarding the use of this Guide and supersede any previous
documents, correspondence, conversations, or other oral or written understanding related to these Terms. These Terms shall be
governed by and construed under the laws of the State of New York without regard to its choice of law, rules, and where applicable,
the laws of the United States. To the extent permissible by law, any disputes under these Terms or relating to the Guide shall be
litigated in the District Court in and for the District of New York, and you hereby consent to personal jurisdiction and venue in the
District of New York. A modification or waiver of a part of these Terms shall not constitute a waiver or modification of any other
portion of the Terms. If for any reason any provision of these Terms is found unenforceable, that provision will be enforced to the
maximum extent permissible, and the remainder of the Terms will continue in full force and effect.
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Guide: Top Business Objectives

Part 1: Overview

Top business objectives clarify what it is you are trying to accomplish in specific,
measurable goals. For an objective to be effective, it needs to be a well-defined target
with quantifiable elements that are measurable. Objectives should focus in on the
accomplishments your company must achieve within the next 12-18 months in order to
be successful.

Components
Primary areas of focus:

1. Determine the most important Top Business Objectives to hit. Draft high and low (macro and micro)
objectives:

e The high objective (macro) consists of the category of focus. Potential categories include financial,
marketing and sales, human resources, culture, research and development, manufacturing,
operations, etc.

e The low objective (micro) becomes a statement of what you want to see happen with respect to
the high objective, along with a realistic deadline.

2. Document the action areas that need to be focused on in order to hit the micro objectives.
These action areas provide detailed descriptions of the activities required to hit the objectives.

3. Describe the impact of achieving the objectives to the organization. Impacts are tangible performance
indicators such as productivity, cost-savings, bottom-line performance improvements, top-line
customer growth, and process enhancements. Also include the impacts regarding employee
satisfaction, retention, and overall productivity.

4. Develop key measures to assist with evaluating success. Try to include all observable milestones that
you want to hit along the way.
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Guide: Top Business Objectives

Part 2: Getting Started

Recommended number of participants: 2 to 4 leaders in your company
Recommended time: 60 to 90 minutes

The following pre-session assignment includes two exercises that will provide
directional insight into potential business objectives for your company.

The results of your pre-session efforts will provide you the necessary input to begin
drafting Top Business Objectives for your company. Once all results are gathered,
reviewed, and organized, you will begin to see the themes that indicate potential areas
of focus for building objectives.

Exercise 1: Celebrating Accomplishments

Brainstorm as many accomplishments that you would like to be celebrating at the annual picnic or
company dinner. Below are a few “trigger phrases” to help get you thinking.

Congratulations, we successfully completed

We are proud to announce the beginning of

We no longer have to deal with because we

We increased by

We decreased by

Responses:
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Exercise 2: Describing What Success Looks Like

In this exercise, you need to describe what success looks like for your company.

Rethink past experiences and what have you learned from them to answer the questions on the left.
Imagine what your future success will look like as you brainstorm answers to the questions on the right.
Use the table provided to document your answers.

Past Future

Where have you been successful in the past? How might you expand upon your past successes?
1 1

What were some of your past mistakes? What have you learned from your past mistakes?
1

4 4.
What are some ideas that your company has not Which company ideas should you consider
- acted on? - acting on?

1 é;|__

Gather, Review, and Categorize Themes

Now that you have gathered viewpoints and aspirations from a few leaders, review all of the repsonses
and begin to categorize the information into themes. A theme captures similar ideas that, when looked at
together, can be used to forumlate an objective. For instance, if three different pre-work responses have
statements about achieving a certain sales level, but each individual stated different figures, you would
establish a potential sales goal as a theme. The next step in the process would require participants to
meet to discuss the appropriate sales goal. For now, simply gather the data and organize it for an
upcoming meeting on business objectives.

Draft Potential Top Business Objectives

Using the input gathered from leaders and the themes you categorized, draft potential high-level macro
objectives. For each macro, document a more detailed micro objective that describes what will be
achieved and by when (milestones).
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Part 3: Capturing Top Business Objectives

Set up a strategic planning session with two to four leaders in your company. In the meeting, share the
success of the pre-work (the macro and micro objectives you developed in Parts 1 and 2). Then have
everyone vote to determine which objectives are the most important. Go through each objective to
brainstorm action areas and list and prioritize impact measures. The template below has descriptions of
what each section should entail. A blank template to use during your planning session can be found on
page 7 of this document.

Top Business Objectives for [COMPANY]

Objective 1: This is the macro objective you are going to brainstorm.

Enter a short description (micro objective) below.

Actions and In-process Milestones

1. This is where you and the other participants document the actions required to hit the objective/key
milestones.

2. These action areas should provide detailed descriptions of the activities required to hit the objectives.

3. Allow ample time in the planning session for brainstorming ideas for action items. Gather ideas,
discuss, and document.

4. Make note of any action areas that should be considered In-process milestones (observable
milestones you want to hit along the way to achieving the objective).

Expected Impacts

e Once the action areas are identified, make a list of potential impacts that achieving the objective will
have on your company.

Potential Measurement

e Here is where you list potential impact measures. Impact measures are tangible performance
indicators such as productivity, cost-savings, bottom-line performance improvements, top-line
customer growth, and process enhancements.

e Some impact measures are easy to talk about, yet costly and difficult to measure. Make sure to
prioritize the potential measures based on a “nice-to-know” and “need-to-know” basis.

e Be rational and logical when thinking through potential measures.

The following page contains a blank template for you to use when building macro and micro objectives
and documenting actions, impacts, and measures.
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Top Business Objectives

Objective 1:

Actions and In-process Milestones
What actions are required to hit the objective/key milestone?

1.
2
3
4,
5

Expected Impacts
What will achieving the objective lead to?

Measurement Potential
How will we measure whether we are on course to hit the objective in the allotted time?
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Part4: Creating an Action Plan and Tracking Progress

Use this template to assign owners and dates to the Action Steps captured during the
strategic planning session.

The Objective:

Today’s Date: Target Objective Completion Date:

Action Step Owner | Timing

1. Impacts:

10. Key Measures:

11.

12.

13.

14.

15.

Page 8 of 8
Guide: Top Business Objectives ©2007 By Brand at Work. All Rights Reserved.





