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Strategic Management
Strategic Analysis
Strategic Formulation
Strategic Implementation
Strategic Evaluation
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Why strategy ?
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Classical Key Success Factors & How ?

® More Power

® More Resource

® More Wealthy

® More Secure

® More Relationship
® More Efficiency

® More Productivity

® More Quality
® More Knowledge

® Bigger

® Smaller

® Cheaper

® Faster

® Longer

® Shorter

® Stronger

® More services
® More Branches
® More functions
® More Safe

® More Ethics

® More Value

® More Smart

® More Convenience
® More Complete
® More Simply

® More Green

® More Sustain

® More Royalty

® More Reputation
® More Friendly

® More Healthy

® More Freely



The Leadership Quote
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The Leadership Quote
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The Leadership Quote

“If I had asked people
what they wanted,
they would have said
faster horses.”

—Henry Ford




The Leadership Quote

"My job is to not be easy
on people. My job is to
make them better.” “If you have different

mindset, you will have a
different outcome.”

- Steve Jobs

{4

PEOPLE DON'T
CARE ABOUT

| choose a lazy person
to do a hard job. Because

WHAT YOU SAY, digs
a lazy person will find

THEY CARE
ABOUT WHAT
YOU BUILD.

an easy way to do it.

Bill Gates
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- MARK ZUCKERBERG -
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What's Change ?
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What's Change ?
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Strategy Map : Kaplan & Norton

Mission : Why we exist
Values : What's important to us
Vision : What we want to be

Strategy Objective : Our game plan

Strategy Map: Translate the strategy

Balanced Scorecard : Measure and Focus

Target and Initiatives : What we need to do

Personal Objectives : What I need to do

Strategic Outcomes :

e Satisfied shareholder
- e Delight customer
o Efficient & Effective Process

\ e Motivated & Prepared workforce




Strategic Plan Model
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Strategic Planning Foresight e

1. Environment Scanning > Driving forces |

v
2. Strategic Thinking > The Future World |
+ Strategic opportunities
- Risks
) Z
3. Strategic Decision Making = Preferred World |
Strategic options
Shape for change
v .
4. Strategic Implementation > Action plans |

Future success

|
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Environment




Internal Environment

Functional Analysis
MBNQA Framework
McKinsey 7s Framework
Value Chain Analysis

(M 8 S) sed2404 bulau@



Internal Environment

Functional Analysis
 Internal Functions
 External Functions

« Support Functions

Functions of Business

Support Functions

Internal Functions ‘ External Functions
Ac%ﬁsainﬁg : gt ‘ Marketing Research
%ﬁiﬁ%g@ Advertisements

Hiring of Labour Sales Promotion
‘ Overhead Expenses %glfgsh:;%; i
(Production of Goods [S)T;LTEU?E?I

Accounting
Operations

Public-Relation
Officers (PROs)

Quality Control
QO

Business Process
Outsourcing (BPO)

|

Human Resource

(HR) Services

(M 8 S) sed2404 bulau@



Internal Environment g
MBNQA Framework <
Leadership —3
Strategy Qe
Customers n
Measurement, Analysis & g
Knowledge Mgt. @ o
Workforce /-f e N @
Operations / ga\ \"/_ U )
Results | W 0o
2




Internal Environment
McKinsey 7s Framework

Strategy

Structure

Systems @
Styles @ // —
Staff

Skills

Share Values
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Internal Environment

Value Chain Analysis
Inbound Logistics
Operation
Outbound Logistics
Marketing & Sales
Service
Firm Infrastructure

H R M t Fieme bnlrasamiciu e
]

5.uF|F|QrI; Human Rescauroes

T«h Dev Activities Technalogy Davelos ST
] ] Pr i

Procurement
Margin

Primary :ﬂ.-:'l lllllll
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External Environment

Global
Regional
National
Local

-+ Customers
.  Competitors
Suppliers
Communities
. Invertors

Governments

Political
Economic
Social
Technology
Environment

Legal

(1 8 0) se2404 bulau@



Location-based Mobile .

@ Services Touchpoints =

Social Media @ Q_o Innovation

afl  voip
(-4 sigoas e
Internet of
. R Things Connected
| Products, Sensors,

Mobile
Commerce  Multichannel  Cloud Computing Devices & Industries

DIGITALIZATION TRIGGERS CHANGE & TRANSFORMS BUSINESS



The Mega Trend Matrix

Understanding Implications of Key Mega Trends on Global Economy

Mega Trend Matrix, Global, 2025

=
-9’ 1 Infrastructure Connectivity
s Development and
Convergence
: o O°
[} Qs
5 : Urbanization
i 1‘
w
© New Business
2 Models Economic Social
S Trends Bricks and Trends ’
. R Clicks
S 01,0
e ) * 3 /-
3] [ ] @
8 A Innovating oo ( ’ Health,
E /l to Zero Smart is Future of Wellness, and
— the New Mobility Well-Being
Qo
o Energy
)
)
(@]
3
5
= >
Low Degree of Certainty High

Note: The size of the bubble represents the scale of opportunity within each Mega Trend.
These Mega Trends have been plotted based on quantitative and qualitative reasoning.

Source: Frost & Sullivan Analysis 3
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What will be like in 2025 =

Robots have entered our Big data has entered the
homes for personal use. B Zettabyte era.

3D printing is commonplace.
4D printing is gaining
mainstream acceptance .

Sensory devices guide our
everyday lives.

Mobile financial transactions 4 4 High Speed Rail to connect
are now in crypto-currencies. 3 from China to Europe.

There are 6 million
autonomous cars in Europe
and North America.

Summer Sale: Low-cost
holidays in space.

(Frost and Sullivan)



MEGA TRENDS

20 Mega Trends

» Demographic Change

msulasundasinssasailszens

P Individualization Reaches a new Stage
autludruesdaiedgun

Social and Cultural Disparities
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P Reorganization of Healthcare system
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Changes to gender Role
TREE T




MEGA TRENDS

20 Mega Trends

» New Patterns of Mobility

nsaumanuulndesun

Digital Culture

v
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Learning from Nature
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Ubiquitous Intelligence
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Technology Convergence
inamMsnasusnaiulag




MEGA TRENDS

20 Mega Trends

p Globalization 2.0

Tanfidanigaluid ei@oaniiau

Knowledge - Based Economy
mrudeiulugrisfinsiiuiy

Business Ecosystems
ganadeumassegislasulyl

Change in the Work World
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New Consumption Patterns
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MEGA TRENDS

20 Mega Trends

p Upheavals in Energy and Resources 9 ©!
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SAVING

Climate Change and Environmental Impact
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Urbanization
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New Political World Order
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Global Risk Society
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Figure 1. Hype Cycle for Emerging Technologies, 2009
expectations loud Computing

Years to mainstream adoption:

OClessthan2years ©O2toSyears @ 51t0 10 years A more than 10 years @ before plateau
Source: Gartner (July 2009)



expectations

Internet of Things
‘ Natural-Language Question Answering
' : Wearable Userinterfaces
Speech-to-Speech Translation
'Autonomous Vehicles g,‘;‘,‘,f;’gﬁ%’;;’""“"
SmartAdvsors Complex-EventProcessing
Data Science O Big Data
Prescriptive Analytics ; 0 In-lMemory Database Management Systems
Neurobusiness O Content Analytics
Biochips
e compan Y e :
| SmartRobots Augmented Reality Speech Recogr
3D Bioprinting Systems Machine-to-Machine . Consumer Telematics
netric and Holographic Displays Communication 3D Scanners
Software-Defined Mﬁh'ng Services Q
Quantum Computing ; . R
Human Augmentation — 78 1 vee s car ::g:gg ;li‘egalm <7 Enterprise 3D Printing
Brain-Computerinterface . Activity Streams
Connected Home o T In-Memory Analytics
| o °°’“"‘,ﬁ}’£‘§ Gesture Control
rtual Personal Assistants mantW Virtual Reality
Digital Security SmantWorkspace
moamusﬁcsgnslm
| As of July 2014
" Innovation Peak of Trough of Plateau of
Trigger E xmmns Disillusionment Slope of Enlightenment Productivity
time 4
Plateau will be reached in: obsolete

Olessthan 2years ©2to5years @ 5to10years A morethan 10years @ before plateau

/\'



Hype Cycle for Emerging Technologies, 2018

{

Expectations

Digital Twin

Biochips

Smart Workspace
Brain-Computer Interface

Autonomous Mabile Robots
Smart Robots

Deep Neural Network ASICs

Al PaaS
Quantum Computing

Deep Neural Nets (Deep Learning)
Carbon Nanotube

loT Platform

Virtual Assistants
Silicon Anode Batteries
Blockehain

Connected Home

Volumetric Displays
Autonomous Driving Level 4

Self-Healing System Technology
Conversational Al Platform

Autonomous Driving Level 5 Mixed Reality

Edge Al
Exoskeleton
Blockchain for Data Security
Neuromorphic Hardware
Knowledge Graphs
4D Printing

Artificial General
Intelligence

Smart Fabrics

Augmented Realit
Smart Dust ugmented Reality

Flying Autonomous Vehicles
Biotech — Cultured or Artificial Tissue

Peak of
Inflated
Expectations

Trough of
Disillusionment

Innovation
Trigger

Plateau will be reached in:
@ lessthan 2 years
@ 2to5years

@ 5to 10 years

/N more than 10 years

As of August 2018

Plateau of

Slope of Enlightenment Productivity

Time

gartner.com/SmarterWithGartner

Source: Gartner (August 2018)
© 2018 Gartner, Inc. and/or its affiliates. All rights reserved.

Gartner
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expectations

Biochips

Al PaaS

Edge Analytics

Autonomous Driving Level 5

Low Earth Orbit Satellite Systems
Edge Al

Explainable Al

Personification

Knowledge Graphs

Synthetic Data

Light Cargo Delivery Drones
Transfer Leaming

Flying Autonomous Vehicles
Augmented Intelligence
Manoscale 3D Printing
Decentralized Autonomous
Organization

Generative Adversanal
Metworks
Decentralized Web
AR Cloud

Graph Analytics

Mext-Generation Memory
3D Sensing Cameras

Autenomous Driving Level 4

Biotech — Cultured or
Artificial Tissue
As of August 2019
: P f
Innovation In?fra:; b Trough of Slope of Plateau of
Trigger Disillusionment Enlightenment Productivity

Expectations

time
Plateau will be reached:

O less than 2 years @ 2to5 years @ S5to10 years A more than 10 years & obsolete before plateau

\
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Hype Cycle for Emerging
Technologies, 2020

Secure Access Service Edge (SASE)
. Social Distancing Technologies

Explainable Al

Embedded Al
Data Fabric

Composable Enterprise
Al Augmented Development

) Carbon-Based Transistors
Responsible Al __

Multiexperience
Digital Twin of the Person
Packaged Business Capabilities __
Generative Al
Composite Al
Adaptive ML

Citizen Twin

Bring Your Own Identity

Social Data
Private 5G
- Differential Privacy

Biodegradable

Sensors

Expectations

Generative Adversarial
MNetworks
2-Way BMI (Brain
Machine Interface)

Ontologies and Graphs

L) Health Passport
Self-Supervised Learning

Low-Cost Single-Board - DMA Computing and Storage

Computers at the Edge
Al-Assisted Design
Authenticated
Provenance
Peak of
Innovation Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity
Time

Plateau will be reached:

() less than 2 years ® 2to5 years @ 51010 years A more than 10 years () obsolete before plateau

As of July 2020



Gartner Hype Cycle for Digital
Marketing and Advertising

Multidimensional

Campaign Segmentation
Multichannel \
Marketing Hubs ™

Customer Data Platforms
Mobile Wallet Marketing
/ Predictive Analytics
Location Intelligence for Marketing
// Shoppable Media

Augmented and Virtual _

Reality Marketing
Conversational Marketing 1 _ |dentity Resolution
Customer Journey
Analytics

Programmatic
TV Advertising -
Header Bidding —

Personification

Voice of the Customer
—— Ad Blocking

~ Account-Based Marketing

—— Wearables
Mobile Marketing Analytics

Artificial Intelligence . .

for Marketing - Data-Driven Marketing

~ Event-Triggered Marketing

= Ad Verification

—_—

Data Management
Platforms (Advertising)

Real-Time -~
Marketing

~— Bluetooth Beacons

Multitouch Attribution

Expectations

Visual Search
for Marketing

Consent
Management

Influencer and —

Social Marketing Management Platforms
Advocacy Marketing

Native Marketing -
Blockchain for

Content Marketing
Advertising

Personalization Engines Social Analytics

Peak of
Innovation Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity
L]
Time
Plateau will be reached:
() less than 2 years @ 2to5years @ 5to10years @ more than 10 years @ obsolete before plateau

As of July 2018

\ gartner.com/SmarterWithGartner

Source: Gartner

© 2018 Gartner, Inc. and/or its affiliates. All rights reserved. Ga rtnen
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Hype Cycle for Digital Marketing, 2020

Real-Time Marketing

Customer Journey Analytics
Consent and Preference Management

D Conversational Marketing
Personification
Artificial Intelligence for Marketing

Visual Search for Marketing (3 (O Shoppable Media

»

g QO Customer Data Platforms

© Q Mobile Wallet Marketing

° Customer Data Ethics

4 Account-Based Marketing
< Platforms

@ Location Intelligence

for Marketing

Identity Resolution

Multitouch Attribution

Expectations

Mobile Marketing Analytics

Multichannel Marketing Hubs
Event-Triggered Marketing
Social Analytics

Influencer and Advocacy Marketing
Personalization Engines

As of July 2020
Innovation E\‘;Takt:(: Trough of Slope of Plateau of
Trigger Disillusionment Enlightenment Productivity

time

Plateau will be reached:
O lessthan2years @ 2to 5years

@ 5to10years A more than 10 years

Source: Gartner

® obsolete before plateau
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Questions?



nIna ﬁangi?
N1/5n197
kampkit@gmail.com

081- 420-5720




