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1.  Introduction 
 

 

 

This Strategic Plan defines a long-term course of development for ABA while also outlining 

implementation priorities for FY 2011.  To accomplish these two outcomes, ABA‘s volunteer and staff 

leadership: 

 

 Conducted an Environmental Scan process to identify and evaluate key issues and 

trends that will influence motorcoach transportation, current and potential ABA 

members, and ABA itself over the short-term.  Results of the Environmental Scan 

process are given in Section 2. 

 Established core elements of ABA Strategic Plan by sharpening the focus and by 

modifying the Association’s Mission and Goals.  ABA’s Strategic Plan is given in 

Section 3. 

 Identified four Implementation Strategies and Processes as shown in Section 4.  These 

outline priority initiatives that should be pursued, in a dedicated manner, through the 

FY 2011 Business Plan and Budget. 

To accomplish the three preceding outcomes, the planning process shown on the following 

page was implemented in a rigorous manner during a June 9-10, 2010 planning session.  This diagram 

highlights how key process steps produced the updated ABA Strategic Plan.  It should be noted that a 1- 

to 3-year planning horizon was adopted for development of the updated ABA Strategic Plan and FY 2011 

Implementation Priorities.  Further, as discussed in Section 4, this Strategic Plan is viewed as a “rolling 

3-year” plan and it should be assessed and evaluated by the Association’s Executive Committee and 

Board of Directors on a regular basis. 

 

The following ABA leaders participated with the Association’s senior staff management in 

the development of the 2011-2013 ABA Strategic Plan during June 9-10, 2010 planning session.  Their 

efforts and insights are gratefully acknowledged. 

 

Strategic Planning Participants 

 

Tom JeBran, Chairman 

Bus Operators Associates 

Richard Bizzaro George Maney Tom Sorrells 

Ron Bast John Miller Roman Cornell 

Michael Colborne Mitch Sussman Bob Greene 

Frank Henry Buddy Young 

James Jalbert 
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Strategic Planning Participants (Continued) 

 

Travel Tour Operator Professional Staff 

Sara Hamlin Jim Diebel Peter Pantuso 

Stephanie Lee Lynn Brewer 

John Percy Eric Braendel 

Megan Potts Clyde Hart 

Jay Rowe Eron Shosteck 

 Brandon Buchanan 

 

 

 

Figure 1.  ABA Strategic Planning Process 

 

EXTERNAL-INDUSTRY

ISSUES

MEMBERSHIP 

COMPOSITION-

EXPECTATIONS

STRUCTURE-

PROCESSES-

RESOURCES

1.  CONDUCT AN ENVIRONMENTAL SCAN

CONCLUSIONS

IMPLICATIONS

3.  IDENTIFY IMPLEMENTATION PRIORITIES AND PROCESSES

        Priorities and Processes:  1-3 years

        Feedback-Control-Rollover

2.  UPDATE THE STRATEGIC PLAN

      Mission:  Reason for Being, Scope,  and Identity

      Goals:  Highest Priority Purposes and Strategic Focus

 

 

 



3 

2.  Step 1:  Environmental Scan 
 

 

 

In the Environmental Scan process, the following planning issues were viewed to be of 

highest priority in terms of probability of occurrence and significance of potential impact on the industry, 

association members, and ABA itself.  These planning issues define key opportunities and challenges 

forecasted to occur in the motorcoach industry over the next 1 to 3 years; the composition and size of 

ABA’s membership; characteristics and expectations; ABA structure processes, and resources; and in the 

“value equation” offered by ABA to current and potential members in all categories.  Implications 

associated with these conclusions provided the rationale for the recommended Strategic Plan given in 

Section 3 and the Implementation Priorities described in Section 4. 

 

To generate these planning issues, results of the 2010 ABA Strategic Planning Survey were 

reviewed along with input generated at the early May meeting of ABA’s Board of Directors.  

Additionally, issues and trends identified in previous ABA strategic planning processes were reviewed to 

gain valuable trend and baseline perspectives.  As a result of this intensive process, it was possible to 

delineate those issues thought to be most critical to the future of the industry, ABA members, and ABA 

itself over 1 to 3 years.  It should be noted that planning issues given below are not placed in any 

particular order or sequence. 

 

ABA Planning Issues 

 

1. Economic uncertainty and the ongoing weakness of the U.S. economy will continue over the next 1 

to 3 years. 

2. Overall travel market demand will not be strong over the next 1 to 3 years though significant 

market growth or strength will occur in some segments. 

3. The motorcoach industry and ABA members will face ongoing public policy and regulatory 

challenges from all levels of government over the next 1 to 3 years. 

4. All segments of ABA’s membership will be challenged to maintain their financial strength over the 

next 1 to 3 years as revenues stagnate (or decline) and as costs of doing business increase. 

5. Motorcoach operators, specifically, will experience significant CODB and profitability pressures 

over the next 1 to 3 years. 

 



4 

ABA Planning Issues (Continued) 

 

6. Significant misperceptions exist in many customer-consumer segments about the contemporary 

“motorcoach experience.” 

6.1 Recognition of motorcoach value and benefits (e.g., “greenness,” safety, comfort, efficiency, 

and convenience) is inconsistent and not strong. 

6.2 Lack of consistent operator performance (against federal and other standards or customer-

consumer expectations) reinforces misperceptions. 

7. Motorcoach operators are inconsistent users of ABA programs and services (e.g., tools, research 

data, education programs, cost-savings programs, etc.) that can contribute to increased performance 

and/or profitability. 

8. The industry served by ABA, because of its diverse nature and interests, lacks cohesion and a 

unified identity or sense of common purpose needed for sustained growth. 

9. The motorcoach industry will continue to experience competition from other transportation modes 

but significant intermodal opportunities exist at present and more will be recognized in the future. 

10. The industry served by ABA is challenged to attract, develop, and retain an adequate workforce. 

11. Lack of an industry brand presence hinders greater utilization of transportation services offered by 

motorcoach operators. 

12. A variety of non- and for-profit organizations exist in and around the motorcoach industry and, at 

times, impede the ability to gain consensus on key initiatives. 

13. The financial strength of ABA is dependent on the overall and financial strength of the industry 

and members it serves. 

14. The tour market is driven by changing consumer demographics, preferences, behaviors, and the 

effectiveness of industry-company communication processes. 

15. Consumer and customer use and acceptance of social media is increasing and influencing how 

information and data about the motorcoach industry is disseminated and used in the market. 
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3.  Strategic Plan 
 

 

 

The updated ABA Mission Statement and Goals are given below.  The Mission Statement 

specifies ABA’s strategic focus, scope, and reason for being.  The nine Goals identify the highest priority 

purposes of ABA and outcomes ABA should accomplish to benefit members and the industry.  Taken 

together, ABA’s Mission and Goals represent a strategic level “value equation” for current and potential 

Association members.  ABA’s FY 2011 Business Plan and Budget should be aligned with and/or 

responsive to the Mission and Goals.  Additionally, performance measures or metrics should be identified 

by ABA’s Executive Committee, Board of Directors, and professional staff to assess the Association’s 

progress toward and pursuit of these fundamental objectives.  Finally, it is expected that ABA’s 

recommended Mission and Goals will remain in-place for the 2011-2013 timeframe unless unanticipated 

factors cause a change in ABA’s strategic focus and direction. 

 

ABA Mission Statement 

 As the industry leader, ABA advances North American motorcoach travel to fulfill the 

transportation and travel needs of the public. 

ABA Goals 

1. Advocate and accomplish the industry’s policy agenda. 

2. Attract and serve an increased number of members across all segments. 

3. Enhance the public’s awareness and use of motorcoach travel. 

4. Strengthen the value of ABA’s Marketplace event. 

5. Provide research and information on industry and market trends. 

6. Strengthen members’ business success through education, marketing, and business 

development programs. 

7. Provide direct economic benefits for ABA members. 

8. Increase understanding of ABA membership value among current and potential 

members. 

9. Provide appropriate representation for all members in ABA’s governance structure. 
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4.  Implementation Priorities and Processes 
 

 

 

The Implementation Priorities and Processes presented in this section identify initiatives that 

ABA should emphasize in the FY 2011 Business Plan and Budget.  However, participants in the current 

planning process believe that ABA should implement a “rolling 3-year” planning process to update the (a) 

planning issues occurring in the ABA strategic environment and (b) the Association’s implementation 

priorities by engaging the Executive Committee and Board of Directors in a Strategic Plan update process 

in 2011.  This will keep the Strategic Plan flexible and relevant to changing conditions affecting the 

industry, members, and ABA itself.  Additionally, building a strategic planning process focus into the 

Executive Committee’s and Board’s agenda will energize, engage, and involve ABA’s leadership.  

Finally, implementation of an ongoing strategic planning process is consistent with the primary 

responsibilities of any association’s volunteer leadership. 

 

Session participants also believe that ABA should communicate its benefits and outcomes 

associated with this Strategic Plan and Implementation Priorities to all members.  This will build support 

for ABA since members in most associations want to “know” what their volunteer and staff leadership are 

committed to accomplish on their behalf. 

 

The following criteria were used to identify ABA’s FY 2011 Implementation Priorities and 

Processes. 

 

 Impact on significant opportunities and challenges affecting the industry and 

members. 

 Fulfillment of members’ needs and expectations in the current and anticipated future 

environment. 

 Contribution to the attainment of ABA’s Mission and Goals. 

 Balance between strategies to remain relevant in the short-term while not 

compromising the long-term. 

 Recognition of ABA resources and skill sets at financial, volunteer, and staff levels. 

 Potential continuity and relationship of current ABA priorities. 
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1. Priority 1 – Public Policy Advocacy:  Achieve legislative and regulatory outcomes that 

strengthen the industry and benefit all members. 

 Implementation Processes 

1.1 Increase member participation and the financial strength of BUSPAC. 

1.2 Engage more members in grass-roots programs to contact and educate policymakers on 

motorcoach industry issues and positions. 

1.3 Educate members on transportation, motorcoach industry, and other relevant policy issues; 

and impacts on members’ business interests. 

1.4 Use state associations to identify, track, and address state legislative or regulatory issues 

using coalition and partnering strategies. 

1.5 Continue to prioritize and develop a meaningful ABA policy agenda at Federal and state 

levels. 

2. Priority 2 – Program and Services:  Provide programs-services that create significant value for 

members and that motivate member usage of available resources. 

 Implementation Processes 

2.1 Provide education programs that enable members to market and operate all aspects of their 

businesses successfully. 

 Conduct research to identify the education program and information services mot 

valued and expected by members. 

 Increase the overall value and benefits provided for members through their 

participation in Marketplace. 

 Evaluate the following types of education program subject areas for inclusion in ABA 

programs-services. 

 Niche marketing objectives, strategies, and tactics. 

 Lead generation and management. 

 Applications of technology in marketing processes and business operations. 

 Utilization of social media in marketing and communication processes. 

 Offer “best practices” and practical information through targeted 

communications delivered in print and electronically. 

 Provide a guide for all industry organizations and acronyms. 



8 

 Post content from ABA events on the web site to extend the “reach” of 

education program offerings. 

 Create a “real time” process of members to instantaneously gain access to ABA 

education and information resources. 

2.2 Evaluate the following types of information services for inclusion in ABA programs-

services by conducting research to identify information services most valued and 

expected by members. 

 Economic data on the industry (e.g., size of the industry, employment, 

ridership, economic impact, etc.). 

 Data and benchmarking statistics for use by members in developing and 

implementing sound strategies and tactics. 

 Leverage existing and new Foundation research. 

2.3 Partner with other key industry organizations to enable members to gain access to 

high-value education programs and information services. 

3. Priority 3 – Public Outreach:  Increase awareness of the motorcoach industry, its benefits, and its 

advantages with targeted audiences. 

 Implementation Processes 

3.1 Identify and prioritize targeted audiences for ABA outreach efforts: 

 Public and consumers 

 Public policymakers 

 Media, trade press, etc. 

3.2 Develop message themes that resonate with the expectations of targeted audiences and that 

position ABA as the unifying voice and leader of the motorcoach industry. 

3.3 Build an adequate and sustainable funding program that enables ABA to achieve its outreach 

objectives. 

3.4 Implement ABA’s outreach program using the following types of tactics. 

 Focus on the unique and beneficial aspects of the contemporary “motorcoach” 

experience and overall beneficial aspects of the industry (e.g., “greenness,” economic 

impact, etc.). 

 Create messages and vehicles that can be used in multiple media formats and 

applications. 
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 Build “customizable” modules for use by ABA and its members to reach specific 

national or local audiences. 

 Leverage use of paid and unpaid media. 

 Coordinate with efforts of other organizations (e.g., Motorcoach Council). 

3.5 Continue to build ABA’s brand identity as the unifying voice and leader of the motorcoach 

industry. 

4. Priority 4 – Economic Benefits:  Provide programs and services that directly support reductions 

in members’ costs-of-doing-business and increase their revenues. 

 Implementation Processes 

4.1 Conduct research to identify economic benefits most valued and expected by members. 

4.2 Evaluate current and identify potential new partners for the continuing development and 

implementation of strong affinity programs that fulfill members’ expectations. 

4.3 Continue to promote the ABA Marketplace as a marketing venue and revenue generator for 

members. 

4.4 Continue to build meaningful operator lists by identifying alternative markets-operators. 

4.5 Assess the feasibility of developing a formalized “buying cooperative” with ABA’s structure 

and processes that would benefit members and their suppliers. 

4.6 Maintain the Product Pavilion as a low-cost/high-value marketing venue. 

4.7 Consistent with Priority 2, ensure that ABA members gain advantage by accessing and using 

the Association’s education programs and information services. 

 


