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Why this session?

 IDigBio Community Surveys

— We've had requests over the years for tools to
help people communicate the value of
collections and digitization to administrators

— Many in our community feel administrators do
not value collections nor digitization and so do
not provide adequate funding

* Leadership Development

— Communication is fundamental




Foundations

 Strategic Planning for Herbaria

— 7-week Short Course taughtin 2017 and 2018
by Austin Mast and David Jennings with guest
lecturer Shari Ellis

— Addressed vision, mission, stakeholders,
strategies, goals, objectives, evaluation,
sustainability, among other topics

— Goal was a basic strategic plan by course end
— Process is more important than product
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What defines success?
How will you measure EVALUATION

progress/impact? Benchmarks
Milestones  Metrics

WS
\’8‘ R Who are you? What do you value? What
P O 2% e ot oo
{(’s“\(k .\(\‘e‘(\& X are you going to do: GOALS &
KRS OBJECTIVES
e*‘e‘(\ How will you

measure your
progress? How will
you know when

For whom do you’ve succeeded?

you do it? Who
is invested in
you?

How will you reach your
vision? How will you realize
your mission? How will you

achieve your objectives?

What is your dream? What do you
aspire to become?




Know your Stakeholders

« Stakeholders = positive or negative impact on
or by your actions

« Administrators have high power, but may
have low interest

— Ideally, you want to convert them into key players

high

o Key players —
f Keep satisfied %ma:aze Zlosely

Power . .
Monitor — minimal

effort

Keep informed

low » high
Interest
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The Elevator Pitch

« Short speech you can launch whenever you need to
make a quick summary of your project, idea, etc.

— Quickly define your product/service and its value
proposition

— 30-seconds to 2-minutes
« However:
— Think conversation instead of information transmission

— Invite the listener to discuss how to solve their problem or
get a job done for them

« Tell a compelling story that includes an offer
— Invite the listener to help make the vison happen
— Seek commitment to participate in an offer conversation

* Practice, but don’t sound rehearsed
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The Basics — Part 1

e Summarize first

— Pretend like you only have 5 minutes
* High-level findings, conclusions, recommendations
* Focus on impact, not process
* Look to the future; don’t rationalize the past
 What is your “ask”

 Conversation rather than Presentation
— Present your 5-minute summary

— Invite dialog as you move through supporting
data and information
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The Basics — Part 2

* Be Specific, Clear, and Concise
— Give them what they asked for - no more, no less
— Don't think out loud

* Be Passionate
— Believe in what you are saying
— But, executives can smell BS a mile away

» Know your Numbers, Logic, etc.
— If there is a flaw, they will find it
— Don't guess; know where you stand
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Some Terminology
 Data

— Information you collect

 Metrics

— Measurements using data that matter to a specific
target, goal, objective, outcome, impact, etc.

* Benchmarks

— Points of reference against which you can compare or
assess your metrics, progress, outcomes, etc.

e Milestones

— Actions or events that denote a significant change in
progress or development
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Putting things together

Regularly collect data that allow you to track progress against your
target/goal/objective/etc. using your metrics. Compare your metrics
against benchmarks. Use milestones to celebrate your progress.

Benchmarks Benchmarks Benchmarks

-» = = )=
Metrlcs Metrics Metrics
t, t, t ot t tg t oty
Milestones Milestones
* Resources = What the project = The volume of work ™ Benefits or changes ® The long term
dedicated to or  does with inputs to  accomplished by the  for participants consequences of
consumed by fulfill its mission project during or after the intervention
the project project activities
= Usuallya GERUND = Usually a QUANTITY = A fundamental
= Usuallya NOUN averb inits“-ing”  the number of = Usually a CHANGE CHANGE intended
staff, facilities, = form, such as projects, the number  better projects, or unintended in a
money, time... assessing, enabling,  of case studies... increased skills... system or society

reviewing...

Your Planned Work Your Intended Results
Nixor Lt Derived from the Kellogg Logic model




Metrics vs. Data

« Data Is the information you collect

* Metrics are what you measure and contain
a single type of data
— Consistent, inexpensive, and easy to collect
— You need to be able to manage to your metrics

* You can control your metrics, but you can't
control your data

— You become your metrics
— Collect data on metrics that matter
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Benchmarks

« Compare yourself to your competitors, peers, or
even yourself

— Sometimes it is not wise to “copy” your competition

— Common practice in one industry/area can be
revolutionary in others

« Beware of selection bias:

— Compare with successful organizations as well as
floundering ones

— Ensure population is represented
« Beware of confirmation bias

— Particularly when comparing against yourself
— Confidence in judgment is often at odds with reality




Some Benefits of Knowing

Document progress against goals, objectives,
milestones, etc.

Continually assess stakeholder needs
Measure the impact of your activities

Assess your leadership, management, and
communication

Unify and align your organization
Determine your strengths and weaknesses
Measure your efficiency

Cost-benefit analysis

Plan for the future
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In summary...

* Tell a story that summarizes your vision
and offer

* Invite conversation

» Specific, clear, and concise message

 Make them believe that you believe

« Know where you stand

* Don’t expect a “group hug” at the end
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References & Additional Reading

« “How to Present to Senior Executives”
https://hbr.org/2012/10/how-to-present-to-senior-execu

* “The Myth of the Elevator Pitch”
https://cacm.acm.org/magazines/2012/6/149803-the-myth-of-the-elevator-
pitch/fulltext

 “Know the Difference Between Your Data and Your Metrics”
https://hbr.orq/2013/03/know-the-difference-between-yo

e “The True Measures of Success”
https://hbr.org/2012/10/the-true-measures-of-success

« “Selection Bias and the Perils of Benchmarking”
https://hbr.orq/2005/04/selection-bias-and-the-perils-of-benchmarking

+  “Beyond Benchmarking: Why Copy the Competition?”
https://hbr.org/2007/10/beyond-benchmarking-why-copy-t

« “W.K. Kellogg Foundation Logic Model Development Guide”
https://www.wkkf.org/resource-directory/resource/2006/02/wk-kellogg-
foundation-logic-model-development-quide

« “Crafting a Powerful Executive Summary”
https://hbswk.hbs.edu/archive/crafting-a-powerful-executive-summary

« “Storytelling That Moves People”
https://hbr.org/2003/06/storytelling-that-moves-people

*  "Ablueprint for planning storytelling projects” _ _
https://training.npr.org/audio/a-blueprint-for-planning-storytelling-projects/
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Thank youl! Questions?

%
,SZ.;,-,‘ n facebook.com/iDigBio
Vo Jea
@ u twitter.com/iDigBio
www.idigbio.org m vimeo.com/idigbio
idigbio.org/rss-feed.xml
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- webcal://www.idigbio.org/events-calendar/export.ics
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