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P L A N N I N G

· An objective without a plan is only a dream.

· Planning is not an addition to a manager’s job.

· The only difficulty in planning is how to get managers to do it.

· Managers should not do things right but do the right thing, planning will help them to discover which things they are.

· The FUTURE BELONGS TO THOSE WHO PLAN TO IT.

· Published by the WORLD SCOUT BUREAU / ASIA PACIFIC REGION in the interest of Management in Scouting everywhere.

PLANNING

· Is a process of thinking BEFORE taking action.

· Involves the determination of course (S) of action to achieve the desired results.

CONCEPTS OF PLANNING

I  View :
to “FORSEE” / predict the future.

II View :
to “MAKE” the future (as far as possible by deciding before head:

·   What objectives for future accomplishment are worthwhile.

·   Devising sound / realistic plans to make them come true.

A SUB-FUNCTIONS TO BE CARRIED OUT IN PLANNING.

1.
Establishing situation descriptions
· Describe key factors.

· In present and possible future situation.

· Both inside and outside the organisation.

2.
Set Objectives 

· Basic, qualitative directions.

3.
Set Goals (quantitative targets)

4.
Determine:
· Ways to achieve the goals.

· Methods and resources to be used / acquired.

· Functional inters relations of all factors required to achieve goals successfully.

HOW TO PLAN

1. CONSIDER THE TASK
· What has to be done ?

· Who does it ?

· When ? Where ? How ?

2.
CONSIDER THE RERECOURSES AVAILABLE.

Time,  Funds,  People,  Organization,  Equipment.

3.
CONSIDER ALTERNATIVE                   


Practical,  Emergency.

4.
ARRIVE AT A DECISION

Discuss decision with your Group.

5.
WRITE DOWN THE FINAL PLANNING.


Share the plan with those responsible for its implementation.

IMPORTANT EFFECTS OF PLANNING.

1. Planning forms the only method of achieving the level and quality of communications among managers for blending of individual goals with organizational goals.

2. Formulation of formal plan in advance by the same managers who are responsible for the implementation of these plans ensures their commitment to the achievement of the plans.

3. Planning provides the satisfaction of the human need to participate in the shaping of their own future.

THE VALUE OF PLANNING

(Some examples achieved by good / effective planning)

· Realizable achievement and achievable goals.

· Proper utilization of resources (man, material, machines & money)

· Lower cost due to efficiency and good controls.

· Better utilization of resources ( human / material / financial )

· Maximization of results and resources.

· Better returns or efforts exerted or on investment.

· Similar achievements can be realized in other functional fields, e.g. personnel, administration, membership, development, training etc.

Contd….2/-
Page – 2  Planning

      Types of plans

	Typical          Time – Span
	Purpose


	Distinctive

Characteristics
	Contents

	5 – 10  Years
	Provided the “grand design” or major design  for ht  future.
	
	Board, general; Heavy involvement;      “Wide – “ focus angle.
	
	What “business” are we in ? Major “business” or thrusts to pursed Major approaches to follow.

	3 – 5 Years 
	Provided long – term   well-being and growth; minimize any undesirable short-term decisions.
	
	More specific;   Heavy involvement by top and upper / middle level management; “Narrower” focus.
	
	Quantified Objectives & Actions required to carry out the strategies.

	One (1) Year 
	A means for a           step-by-step achievement of  log – term plan.
	
	Most specific; 

Heavy involvement by middle & lower levels of management “Narrowest” focus.
	
	Quantified objectively & Actions required to achieve the specific portion of the long term plan.




	Will very considerably among organizations, depending on such factors as programme development cycle, training of adult-leaders, size and complexity of the organization, and the time needed to make facilities / resources available.

- adapted from Dale d. McConkey.
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