CONNECTED FOR LIFE
S T R AT E G I C A R C H I T E C T U R E

VISION
Life free of diabetes and all of
its burdens

MISSION
To prevent and cure diabetes and
to improve the lives of all people
affected by diabetes

VA L U E S
INTEGRITY FOR LIFE
Be honest and transparent so
the community we serve will
trust us with their lives,
diagnoses and hopes
COLLABORATE FOR LIFE
Summon our collective talents,
ideas and resources for greater
outcomes in our community
ACCOUNTABLE FOR LIFE
Rise above circumstances and
deliver work that drives
actionable, measurable and
personal progress
EXCELLENCE FOR LIFE
Hold ourselves and our work to
a higher standard of innovation
and effectiveness for those
we serve

O P E R AT I N G P R I N C I P L E S
• People living with
diabetes-centric and
mission-focused
• Data-driven and
impact-obsessed
• Agile and disruptive
• Relevant and connected
• Volunteer-led and
community-minded
• Engaged and supportive

I N D U S T RY DY N A M I C S
• Evolving fundraising models toward digital
• Emotional connection through storytelling matters
• Rise in self-care of diabetes driving access to
online resources
• More people living with diabetes and fewer health
care providers, non-traditional settings being sought
for treatment and management
• Poor engagement and adherence by people living
with diabetes
• Continued expected epidemic growth
• Exponential cost increase

M A R K E T DY N A M I C S
• Continued rise in obesity in the US correlated to
a rise in type 2
• Nearly 20,000 youth are diagnosed with type 1
diabetes each year
• Racial/ethnic minority groups have the highest
incidences of diabetes
• Disproportionately high prevalence of diabetes
in certain regions of the US and among certain
subpopulations
• Those in the South have both the lowest awareness of
ADA and the highest prevalence of diabetes
• Overall self-reported obesity is highest in the Southern
and Midwestern States
• South and Midwest and those with less education and
income have limited access to heathy foods
• Houston charities rank 1st in the US based on
total contributions
• Boston tops in donor support of health charities

A D A O P E R AT I N G DY N A M I C S
STRENGTHS
• Talent passionate about the mission
• Community hungry for our presence
• Engaged, committed professionals
WEAKNESSES
• Brand recognition
• Volunteer engagement
• People living with diabetes unaware of
what we do
• Consumer engagement
OPPORTUNITIES
• Evolved revenue generating model
• Structure aligned to strategy for operational
success
• Bridging the chasm between Field Operations
and Home Office
• Mission and money – everyone’s responsibility
• Upgraded talent and business acumen
• People living with diabetes-centric and focused
on bending the curve
THREATS
• Spinoff of revered organizations with narrow
focus and competing standards & guidelines
• Continued reduction in NIH funding
• Restructuring uncertainty and talent retention
• ACA reversal

YEARS 3–4

YEARS 1–2

Creating the Future

Strengthening the Core
1. BEND THE CURVE
a. Decrease the # of People Living with Diabetes
i. Focus on the undiagnosed, those living with prediabetes and diabetes.
Focus first on at-risk populations. Leverage grants to drive the mission
ii. Drive screening of risk assessment that is simple, frictionless, reliable and
adopted by all
b. Find a Cure
i. Fund innovative diabetes research and the creative scientists who want to
dedicate their careers to diabetes

Strengthening the Core

2. HELP PEOPLE LIVING WITH DIABETES AND THEIR FAMILIES THRIVE
a. Know Me
i. Consolidate all end user/people living with diabetes survey info and leverage it
ii. Identify all databases where we have end user/people living with diabetes data
iii. ADA staff dedicate 15 hours annually to support ADA community events and
promote volunteer engagement
b. Show Me You Know Me
i. Engage and educate people at every stage of their journey with proper
information, treatment and care (1-to-some)
ii. Prioritize programs, products, and services to drive demonstrable, sustainable
results for the people living with diabetes and their community

1. BEND THE CURVE
a. Decrease the # of People Living with Diabetes
i. Eliminate the stigma - so people are more likely to take action and
change behavior
ii. Partner to combat obesity; improve access to healthy foods, and increase
physical activity and education
b. Find a Cure
i. Increase in NIH funding - change the trajectory for improved treatments
and finding a cure
2. HELP PEOPLE LIVING WITH DIABETES AND THEIR FAMILIES THRIVE
a. Know Me
i. Begin collecting and storing a 360-degree view of people living with diabetes
ii. Democratize people living with diabetes insights (anytime, anywhere)
b. Show Me You Know Me
i. Personalized experience throughout their diabetes journey
ii. Empower self care

c. Show Me You Care
i. Bolster, promote and create a culture of service that seeks the best solutions
and support that meets the needs for the people we serve
ii. Develop snackable, riveting content to tell the story of people living with
diabetes to drive awareness and awaken the world

c. Show Me You Care
i. Establish collaborative that secures free insulin for people living with
diabetes or kickstarter campaign
ii. Food Access – advancing policies that promote healthy food, partner
with organizations to reduce food deserts, and help drive financing for healthy
food grocers. Provide better food alternatives to those most at risk
iii. Online Community – develop a people living with diabetes-centric online
resource for information, education, benefit, sharing, and offerings all based
on their evolving needs and desires

d. Improve the Lives of People Living with Diabetes
i. Research to better manage diabetes
ii. Research to prevent the complications of diabetes

d. Improve the Lives of People Living with Diabetes
i. Research to better manage diabetes
ii. Research to prevent the complications of diabetes

3. BE GREAT BUSINESS STEWARDS
a. 3% Increase in Revenue Growth
i. Create reoccurring revenue streams (services, membership program, content)
ii. Build strong external partnerships around common goals – vendors supporting
the mission
iii. Diversification of partnership portfolio through leveraging major cultural trends
and focus on industries that are aligned to those trends.
iv. Reinvest operating savings in our people, products, services and mission
b. 3% Reduction in Expenses
i. Reduce our turnover
ii. Reduce Operating Expenses by 3% (Adopt Every Day Low Cost mindset)
iii. Eliminate redundant products and services

3. BE GREAT BUSINESS STEWARDS
a. Double Digit Increase in Revenue Growth
i. Deeper/stronger partnerships: Helmsley, Gates, Bezos, Buffet
ii. Reinvent fundraising model, more reoccurring revenue streams
b. Best-in-Class Cost Management
i. Leader on Charity Navigator
ii. Lean business model implemented throughout
c. Build a High Performance Team and Culture
i. Data driven across all business areas with clear success measures
ii. Create organizational professional growth tracks

c. Stop List to Focus Our Activities
i. Create dashboard to capture and communicate performance and outcomes,
and leverage that data to stop activities and and focus resources

KEY ENABLERS
B U I L D I N G B E S T I N C L A S S C A PA B I L I T I E S
INTEGRITY

FUNDRAISING/EXECUTION

PEOPLE

RESEARCH/SERVICES

PARTNERSHIPS

Integrity is at the core
of everything we do
and is critical for our
lasting relationships
with our employees
and communities

We will invest in products and
services which drive revenue and
create reoccurring revenue
streams. Our donors and
volunteers are critical to our
success and longevity

Our employees are crucial
to our long-term success.
We will invest in the
development of our talent
and strive to provide
rewarding careers

We will invest in people living
with diabetes-centric innovative
products and services which
have demonstrative impacts
while continuing to invest in
research to find a cure

With professionals, the
health care community and
others across the ecosystem,
we will drive collaboration,
transparency, respect
and trust

