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Who wants change?

SW:

nagna Strateqgy

IS the result of choices leaders
make, on Where to Play and

How to Win, to maximize long-
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Strategy the determination of (1) the basic long-term goals of an
enterprise, and (2) the adoption of courses of action and (3) the
allocation of resources necessary for carrying out these goals

Strategic Planning Process a method that organization use to develop
plans to achieve overall, long-terms goals

Why Strategy? Strategy = Big Change, Differentiation
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T s

G
L N




TRANSFORMATIONAL
Developing breakthroughs
and inventing things for
markets that don’t yet exist

CREATE NEW MARKETS,

ADJACENT
Expanding from
existing business
Into “new to the
company” business

SERVE ADJACENT CUSTOMERS TARGET MEW CUSTOMER NEEDS

ENTER ADJACENT MARKETS,

[0]
E L& CORE
%E Optimizing existing
= e+ products for existing
W
& E% customers
S :s
wd
USE EXISTING PRODUCTS ADD INCREMENTAL DEVELOP NEW PRODUCTS
AND ASSETS PRODUCTS AND ASSETS AND ASSETS

HOW TO WIN
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NagnNs (Strategy)
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NagNs (Strategy) (90 AZLLUN)

o fl. ﬂ’isuauﬂﬂ‘igﬂﬁﬂﬂaﬁmg (Strategy Development
PROCESS)

o 2. IngUseaIALTINALNG (STRATEGIC OBJECTIVES)

o WU

2 o ﬂqsﬁqﬂagmﬁﬂﬂﬂﬂum R n1saanuaRluRnIsuasn1saenangn1sUfus
: (ACTION PLAN Development and DEPLOYMENT)

(Strategy Implementation)

e 2. M5USUUABULIUUfURNTS (ACTION PLAN
(45 ASLLUY) Modification)
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Nagns (Strategy)

2.1 NN5ARYINAYNS (Strategy Development):

Qs Ao d 1

ga1iudisnisadnelslunisanniinagns (45 Azuuw)

N. NS8UIUNITIAYINAYNS (Strategy Development PROCESS)

(1) NF2UIUNTTINUKUNAELNT (Strategic Planning PROCESS)
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\ What obstacles must \
Where do we need to go? / we address?

\

Where are we now? How will we get there? How well are we doing?

3 Gap Analysis . .
Current State Future State _2ap Analy: Action Plan Tracking and
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. ﬂsgmumsé’mﬁqnaqﬂé (Strategy Development PROCESS)

(2) ﬂ"lS’JLﬂS"Iu'ir‘iLLauﬂ'l‘Vmﬂﬂaﬂ%ﬁ (Strategy Considerations)
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Environment
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Environmental

Technological

International Technological
Dimension Dimension

Owners
Board of directors
Employees
Physical environment

Political- Culture
legal
Dimension

Economic
Dimension

Sociocultural
Dimension

| Internal environment

. Taskenvironment

External environment

| General environment



RIVALRY AMONG THREAT OF NEW ENTRANTS:
EXISTING COMPETITORS: THREAT OF NEW = Barriers to entry

* Number of competitors ENTRANTS s Ecohomies of scale

Five Force Analysis Diversity of competitors * Brand loyalty

]
* Industry concentration = Capital requirements
| |

Indu§tr*,f ?’m“""th = Cumulative experience
" Quality differences =  Government policies

* Brand loyalty = Access to distribution channels

= Barriers to exit = Switching costs
= Switching costs

BARGAINING izgl:; BARGAINING
POWER OF e POWER OF
SUPPLIERS BUYERS

COMPETITORS

BARGAINING POWER OF BUYERS:

=  Number of customers

= Size of each customer order

= Differences between competitors
=  Price sensitivity

THREAT OF SUBSTITUTE PRODUCTS: = Buyer’s ability to substitute

* Number of substitute products available THREAT OF . SBuyer;s information availability

* Buyer propensity to substitute = Switching costs

= Relative price performance of substitute SUBSTITUTE

» Perceived level of product differentiation PRODUCTS
= Switching costs

BARGAINING POWER OF SUPPLIERS:

= Number and size of suppliers

= Uniqueness of each supplier’s product
® Focal company’s ability to substitute



MCKINSEY 7S FRAMEWORK - OVERVIEW

A management framework to evaluate a firm’s organisational effectiveness and to determine if any elements are out of alignment with the firm’s overall vision
Note: Hard elements = tangible policies or methods that are easily changed | Soft elements= harder to determine and are changed through shifts in corporate

culture

Management style and corporate culture.
How staff is managed and the impacts this
has on productivity

Recruitment, training, and development . Procedures in place to achieve business
" Staff . . o
outcomes (typically the daily activities)

needs

Soft Elements. Hard elements



MCKINSEY 7S FRAMEWORK - XYZ CASE STUDY

In the one slide brief, the boxes should indicate how well aligned each element is or if there’s room for improvement

Flat hierarchical structure. Team is highly
motivated due to in part an Agile

management style.
Style
M (5 leleohy i el Ee) Vg e ' . Daily Systems are poorly defined, with little
seasonal volunteers and few permanent Staff handover documentation
employees

Soft Elements®@ Hard elements



AAs3LASIZHNSSUINAAS

ANTNANL U6

— -

ECRE A
I

—

Leading KPI Leading KPI Leading KPI Leading KPI L_eggl\r;Jgﬁljs“I 2%a
- nsle3u - N3R/ATUUY - HAAS jans Sams : o o
n35usay Midauin Uszidunng dsoufiu . Lagging KPI (Qeplo))
- U - uunadias Bauy PR oSl - anunswalanly
Waula/silns (5u)/ukHu - aNuWInala ST WAIVISHENS SIRIG AT
- dONFUANENA
- 85uAILAD




=3 O _J
ra

3dLRIR IS NNl S HEl. VRIO Framework

® Value (V) mum ﬂ'ﬂ&lﬂ']N']‘Sﬂ/VI‘SWEI']ﬂ‘S?IBGBGﬂﬂiﬂ?ﬁ?ﬁli‘ﬁﬂﬁﬁawuﬁﬂﬁ]

9J

INLNAY 5INN9Y? Eﬂ‘ﬁﬂ\‘iﬂﬂﬁ&l&Iaﬂ'liﬂ'll:uuﬂﬂi‘nﬂiiatﬂ'l‘ﬁad'lﬁl% AILY

® Rare (R) A2IHKIYIN AMHEINIS /NS Ne1NsAaeANs Ui RugInHS
HITUIUIINGE

P | s d. d o ci
® [nimitable (1) N1SABNLALULAY AMNEINITE/NSNaNsNaIAnsHITUFN
AaNLAYRLUU LA-IN

. = o 1 o ar = c o
® Organized (0) WuUszlovifaasAns ANEINITA/NSNEINSNBIANSH
#1150 UIN LFUSHIsAmNIS WAnUss ey



IS THE RESOURCE OR CAPABILITY...?

V

VALUABLE

COMPETITIVE COMPETITIVE ;""‘M:"m
DISADVANTAGE PARITY awmﬂ 'm”"':

IS THE COMPANY WELL...?

UNUSED
COMPETITIVE
ADVANTAGE

SUSTAINED
COMPETITIVE
ADVANTAGE

VRIO Framework

V

O

ORGANIZED
COMPENINVE DISADVANITAGE

COMPETITIVE PARITY

TEMPORARY COMPETITIVE
ADVANTAGE

UMUSED COMPETITIVE
ADVANTAGE

SUSTAINABLE COMPETITIVE
ADVANTAGE




Financial Ratios

® Financial ratios are computed from an organization’s income statement

and balance sheet.

® Computing financial ratios is like taking a picture because the results

reflect a situation at just one point in time.

® Comparing ratios over time and to industry averages is more likely to

result in meaningful statistics that can be used to identify and evaluate

strengths and weaknesses.




Financial Ratios

fod

Liquidity ratios measure a firm’s ability to meet maturing short-term obligations.

Current ratio
Quick (or acid-test) ratio

Leverage ratios measure the extent to which a firm has been financed by debt.
Debt-to-total-assets ratio

Debt-to-equity ratio

Long-term debt-to-equity ratio

Times-interest-earned (or coverage) ratio

Activity ratios measure how effectively a firm is using its resources.
[nventory turnover

Fixed assets turnover

Total assets turnover

Accounts receivable turnover

Average collection period

Profitability ratios measure management’s overall effectiveness as shown by the
returns generated on sales and investment.

Gross profit margin

Operating profit margin

Net profit margin

Return on total assets (ROA)

Return on stockholders’ equity (ROE)

Earnings per share (EPS)

Price-earnings ratio

5. Growth ratios measure the firm’s ability to maintain its economic position in the

growth of the economy and industry.
Sales

Net income

Earnings per share

Dividends per share

Analysis
* How has each ratio changed over time?
e How does each ratio compare to industry norms?

e How does each ratio compare with key competitors?




A Summary of Key Financial Ratios

Ratio

How Calculated

What It Measures

Liguidity Ratios

Current Ratio

Quick Ratio

Leverage Ratios

Current assets

Current liabilities

Current assets minus inventory

Current liabilities

The extent to which a firm can meet its
short-term obligations

The extent to which a firm can meet
its short-term obligations without
relying upon the sale of its inventories

Debt-to-Total-Assets Ratio

Debt-to-Equity Ratio

Long-Term Debt-to-Equity Ratio

Times-Interest-Earned Ratio

Activity Ratios

Total debt

Total assets

Total debt
Total stockholders’ equity

Long-term debt

Total stockholders equity

Profits before interest and taxes

Total interest charges

The percentage of total funds that are
provided by creditors

The percentage of total funds provided
by creditors versus by owners

The balance between debt and equity
in a firm’s long-term capital structure

The extent to which earnings can
decline without the firm becoming
unable to meet its annual interest costs

Inventory Turnover

Fixed Assets Turnover

Total Assets Turnover

Accounts Receivable Turnover

Average Collection Period

Profitability Ratios

Sales

Inventory of finished goods

Sales

Fixed assets

Sales
Total assets

Annual credit sales

Accounts receivable

Accounts receivable

Total credit sales/365 days

Whether a firm holds excessive
stocks of inventories and whether a
firm is slowly selling its inventories
compared to the industry average

Sales productivity and plant and
equipment utilization

Whether a firm is generating a sufficient
volume of business for the size of its
asset investment

The average length of time it takes a
firm to collect credit sales (in percentage
terms)

The average length of time it takes a
firm to collect on credit sales (in days)

Gross Profit Margin

Operating Profit Margin

Net Profit Margin

Return on Total Assets (ROA)

Return on Stockholders” Equity (ROE)

Sales minus cost of goods sold

Sales

Earnings before interest and taxes (EBIT)

Sales
Net income

Sales

Net income
Total assets

Net income

Total stockholders’ equity

The total margin available to cover
operating expenses and yield a profit

Profitability without concern for taxes
and interest

After-tax profits per dollar of sales

After-tax profits per dollar of assets;
this ratio is also called return on invest-
ment (ROI)

After-tax profits per dollar of stock-
holders” investment in the firm

Financial Ratios

A Summary of Key Financial Ratios—continued

Ratio

How Calculated

What It Measures

Profitability Ratios

Earnings Per Share (EPS)

Price-Earnings Ratio

Growth Ratios

Net income

Number of shares of common stock outstanding

Market price per share

Earnings per share

Earnings available to the owners
of common stock

Attractiveness of firm on equity
markets

Sales
Net Income
Earnings Per Share

Dividends Per Share

Annual percentage growth in total sales
Annual percentage growth in profits
Annual percentage growth in EPS

Annual percentage growth in dividends per share

Firm’s growth rate in sales
Firm’s growth rate in profits

Firm’s growth rate in EPS

Firm’s growth rate in dividends per share




SWOT Analysis




SWOT Analysis

HELPFUL HARMFUL

S |W

STRENGTHS WEAKNESSES

INTERNAL
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TOWS Analysis

WEAKNESSES STRENGTHS
Use of internal strengths to
WT ST exploit external opportunities

MINI-MINI MAXI-MINI STRENGTHS | Use of internal strengths to

avoid or minimize the impact of
STRATEGIES STRATEGIES T e e

\/

THREATS

OPPORTUNITIES & Overcoming internal

weaknesses by exploiting
external opportunities

THREATS

MINI-MAX] MAXI-MAXI Overcoming internal
reaknesses and minimizing
STRATEGIES STRATEGIES wee 5

external threats

OPPORTUNITIES




BSC SWOT Matrix
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N. NS8UIUNTTIRNINAYNS (Strategy Development PROCESS)
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Opportunities and Intelligent Risks)
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®*While strategy without innovation leads to incrementation, innovation

without strategy leads to a real shortage of executive commitment.

® The typical annual strategic planning process is often just a mechanistic

budgeting exercise.

® Strategic transformation:. Adopting a core business to changing market
conditions while also creating new growth around new products and

business model.
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Strategi C O PPO rtun |ty Are 3 Strategic Opportunity Area

/ WHAT \
Important, Target market \
| unsatisfied, or customer
and widely held E
| customer jobs
\ to be done /

HOW
Potential technologies
and solutions leveraging
key company capabilities

—

WHY
Future trends and implications

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

----------------------------------------------------------------------------------------------------------------------------



Strategic Opportunities or Just Opportunities
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JEK Vision to the Vioon

®| believe that this nation should commit itself to achieving the goal,
before this decade is out (1), of landing a man on the moon and
returning him safely to the Earth (2) No single space project in this
period will be more impressive to mankind (3), or more important
for the long—-range exploration of space; and none will be so difficult

or expensive to accomplish.
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Vision and Mission Statement
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PTT Group’s Strategic Direction

Target
by 2030

Aspiration [POWERING THAILAND S Tnnusmnunmn

by ParTnERsHip & pLATFORM, TECHNOLOGY, FOR ALL TRANSPARENCY, 8 SUSTAINABILIT Y/

Strategic CORE STRENTHENING FOUNDATION FOR GROWTH
Direclion S T

i Q i
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= Sacure liguidity | * Create walue along PTT Group wvaloges ¥..- 0t S0l T
* Safety. Operation excellence chain transition energy [LNG and power]  structhure for regudatory and
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= sk & Crisis Managemeant = Decarbonize toward el 2o

Resilience Reenergize Reimagination Reform

Survive any Crisis Enhance Initiate businesses Enhance readiness
competitiveness for the next normal

* Transfarm organization &

Group Synergy - People - Finance - Communication
Mindset: Inside out + Outside in  Values:5> = H I T
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Mission statement describes what the organization
needs to do now to achieve the vision.
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OBJECTIVES MEASURES AN NAMMINMATINANA LAY

Profitability % earning growth
Market share % market share
Customer Satisfaction CSli

OBJECTIVES MEASURES
Revenue growth % sales growth

sraune

New Service Dev. % Increase No of Pt

» | Customer Satisfaction | CSI

OBJECTIVES MEASURES
Effective Service % error

Efficient work % savings TJEAULNUDN

Customer Complaint % complaint
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Strategy Map Balanced Scorecard Action Plan
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= » Grow revenues » Seat Revenue »  20% CAGR
row Fewer
Revenues Planes o > o o o d0 o¥
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Sl Prices more customers 12% annual System
Internal K Fast Ground j + Fastground e On Ground Time * 30 Minutes * On Ground Cycle o $XXX
Turnaround turnaround Time Optimization
1 e On-Time Departure * 90%
Learning * Ground crew * 9% Ground Crew + 100% + ESOP ¢ SXXX
SRS aligned with Stockholders
Alignment strategy . Strategic  100% * Ground Crew © XXX
Awareness Training
» Develop the «  Strategic Job e Yril-0% » Crew Scheduling o $XXX
necessary skills Readigess Yr 3 -90% System Rollout
Strategic Systems Strategic Job Yr 5 - 100%
Crew Scheduling Ramp Agent « Develop the support
* Info System P
Y . » Communications
system Availability 100% Program . SXXX
Total Budget SXXXX
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(Budgetary, Financial, Market, and Strategy Results)
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Example: Nanyang Technological University

STRATEGY IN A NUTSHELL

NTU vision

A great global university founded on science and
technology, nurturing leaders and creating societal
impact through interdisciplinary education and research

CORE PILLARS

Education - to nurture leaders with character,
competence and cognitive agility

Research-to strengthen deep disciplinary discoveries
and high-impact interdisciplinary research

Innovation - to translate knowledge into enterprise
that benefits industry and society through partnerships

Com munity - to foster a diverse, inclusive and
cohesive community

| GOALS .

EDUCATION

« Future-ready graduates
« Beyond grades

+ Research immersion

+ Lifelong learning

+ Future of education

RESEARCH

+ Catalyse high-impact research
« Integrate research with learning
+ Six clusters

INNOVATION

« Enterprising pathways

« Entrepreneurizl mindset
« Maximise impact

s Influence policies

COMMUNITY

+ Wellbeing
+ Diversity

' +OneNTU

ENABLERS -

Addressing
humanity’s
grand

challenges

TALENT, FINANCIALS AND TECHNOLOGY

EIGHT KEY INITIATIVES DRAWN FROM
THE PILLARS

Academic B Accelerating [
anchor - - impact

Transforming : Transforming
B8 advancement : 9 L ] learning

Transforming N
innovation N

...........




Education: To Nurture leaders with character,
competence and cognitive agility

ducating and
training the

next generation
of thinkers, innovators,

leaders and lifelong learners
is central to our mission.

Within this pillar our goals
are:

Future-ready
graduates

We will equip NTU
students with the skills
and knowledge necessary
to thrive in rapidly
changing work and living
environments.

Beyond grades
To maximise learning
outcomes for students,
we will broaden the
range of programmes
outside of the classroom
that offer experiential
learning and unique
learning opportunities to
complement traditional
classroom education.

Research
immersion

We will integrate research
and education activities
more closely, giving students
increased opportunities

to engage in research

and creative work in their
undergraduate journey.

Lifelong learning
We will help studentis
navigate through the
dynamic changes in the
workplace and develop a
mindset that prepares them
for lifelong learning. We aim
to become a leading provider
of continuing education.

Future of
education

We aim to share NTU’s
unique strengths in
educational research,
EdTech, science of

learning, and pedagogical
techniques through strategic
collaborations with other
institutions.

: Transforming _

learning

NTU will intensify its focus on
interdisciplinary approaches
across both Education and
Research, and expand holistic
learning opportunities for
students.

» New interdisciplinary
programmes

* New learning spaces and
models that tap into advances
in the science, art and
technology of learning

» New industry-relevant,
modular continuing education
course offerings

+ Synergistic integration of
NTU’s unique strengths with
the unique capabilities of the
National Institute of Education
(NIE) and the National
Institute of Early Childhood
Development (NIEC)




B Accelerating N
. impact

« Create and nurture unique, world-leading
academic and research entities and foster
outcomes that address industry and societal
needs

« Build cross-college teams and local and
global networks to address grand challenges

« Interdisciplinary faculty appointments across
Schools and Colleges

« A critical mass of faculty, staff and students in
areas of scientific and strategic importance

Academic
anchor

« Develop NTU as the academic and research
backbone of a new ecosystem of R&D centres,
technology partners, training providers and
Factories of the Future in the Jurong Innovation
District adjacent to the NTU Smart Campus

« Connect NTU's wide range of intellectual
assets in diverse areas including logistics,
supply chains, autonomous systems,
commerce and maritime studies with the new
Tuas Mega Port infrastructure close to the NTU
main campus to propel Singapore’s role as a
major commerce hub

« Enhance NTU’s island-wide connectivity with
the new Jurong Region Line running through
the campus

« Strengthen NTU’s Lee Kong Chian School of
Medicine as one of the key pillars of HealthCity
Novena, a new holistic ecosystem that includes
health services, research and education

Research: To strengthen deep disciplinary discoveries
and high impact interdisciplinary research

Six clusters

We will focus on these clusters with potential
for significant intellectual and societal impact,
which are aligned with Singapore’s national
Research, Innovation and Enterprise 2025 plan:

Health & Society

Culture, Organisations & Society

Artificial & Augmented Intelligence

Resilient Urbanisation & Natural Ecosystems
Future of Industry

Brain & Learning




Innovation: To translate knowledge into enterprise that
benefits industry and society through partnerships

ollowing the successful stock market
listing of Nanofilm Technologies

International in 2020 that made it the
largest company yet built on IP created at NTU,
the Innovation pillar is aimed at significantly
expanding NTU's impact on industry and society,
by translating inventions and creativity into
outcomes that enhance economic benefits and
quality of life. We will support:

Enterprising pathways

We will accelerate the translation and
commercialisation processes by assisting faculty
and students with the right tools, resources and
knowhow.

Entrepreneurial mindset

We will support students, faculty and researchers
seeking to enhance the outcomes of their scholarly
work through entrepreneurial activities.

Maximise impact

To become a regional hub for the sourcing of knowledge,
capabilities and partnerships, we will develop a network
of partnerships.

Influence policies

We will actively contribute to and shape the
development of public policy and public sector initiatives
drawing upon our research and education expertise,
through increasing community engagement, and in
collaboration with public agencies and industry partners.

The NTU Smart Campus initiative will encornpass targeted efforts to prornote
sustainability and the use of the NTU campus as a testbed to demonstrate how
innovative digital and tech-enabled solutions can support better learning and living
experiences for mernbers of our comrmunity:

+ Support efforts for on-campus testbedding projects in areas including
innovative green energy, lower carbon footprint and waste management
technologies

« Convert all NTU buildings to Greenmark Platinum certification

« Undertake clean energy and autonomous vehicle development and pilot
projects both on and off campus

« Set an ambitious target of halving our net energy utilisation, water usage,
and waste generation each by March 2026, compared to the levels of 2011

« Encourage the use of digital technologies to improve working, learning and
living experiences on campus

B Transforming W8

innovation

NTU 2ifms to bring

about a step-change
in its innovation and
entrepreneurship
culture and ecosystern
through:

« New ways to
support Small and
Medium Enterprises
(SMEs) through
technology transfer

+ Creating specialised
training for
entrepreneurship at
NTU

+ Developing policies
and practices that
make it easier for
interested faculty to
translate research
into commercial
ventures

« Growing visibility of
entrepreneurship on
campus

+ Creating and
growing a seamless
network of NTU's
global industry
partnerships with
companies




Community: To foster a diverse, inclusive and
cohesive community

o continue its climb as
a great global university

based in Singapore,
NTU must be a community that
is open and welcoming to all
individuals and one that provides
its members a safe environment
and equal opportunities for
learning and working.

Three goals are set for this
core pillar:

Community wellbeing
We will strengthen our efforts

to build a community that strives
to ensure the wellbeing and
quality of life and work for all

its members.

Diversity

As a highly diverse and cosmopolitan
community, NTU is committed to treating
all its members with respect, fairness and
equal opportunity.

OneNTU

We will nurture a strong OneNTU spirit
grounded in a set of core values shared by
our community.

OneNTU

culture

This initiative will engage
widely within the NTU
community to develop
and nurture the OneNTU
spirit.

* Nurture shared
values

» Engage key
stakeholders including
alumni

» Undertake
longitudinal surveys
to gauge and improve
employee and student
engagement

Transforming
B8 advancement B

This initiative focuses
on the engagement

of the University's
alumni, partners,
industry collaborators,
foundations and

other stakeholders to
strengthen the efforts of
university advancement.
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