Using Strategy Maps to Achieve
Organizational & Personal Goals:

Strategies for a Successful
Career & Life

Prof. Peter Fong

What is Strategy?

- Greek origin: Strategia (the art of war).
- It is the skill in management or planning.

- It is the means of reaching the focal
objective.

- It is the direction and scope of an
organization over the long term.

- It matches resources to the changing
environment, and its markets, customers
or clients so as to meet stakeholder
expectations. ;



Strategy is about knowing :

- Where you are now,
- Where you are going, &
- How to get there.

Strategy implementation is
about ensuring that you get

there.

Balanced Scorecard

e Balanced scorecard

a combination of
performance
measures directed
toward the company’s
long- and short-term
goals and used as the
basis for awarding
incentive pay.

* The four categories of
a balanced scorecard
include:

—financial
—customer
—Internal

—learning and growth




Balanced Scorecard — What?
The 4 perspectives

Financial
4
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The Balanced Scorecard Development

The Balanced Scorecard
- Measures that drive Performance

L

Putting the Balanced Scorecard to work

!

Devising a Balanced Scorecard
Matched to Business Strategy

Using the Balanced Scorecard to Translate Strategy into Action

A 4

The Strategy Focused Organization

\ 4

Strategy Maps

!

Alignment

\ 4

The Execution Premium

1992
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2004

2006

2008 10



Putting the Balance Scorecard to work
(Kaplan and Norton)

Strategy formulation (Strategic analysis)

The
Vision/ Strategic choice
Mission \
Strategy %egic‘implementation

\ Balanced
Scorecard

(Action)

* Translating Vision/Mission into strategic objectives
in 4 perspectives.
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Balanced Scorecard

A Cause & Effect Chain
Driver Result
Learning Processes Customers Financial
\ \ \
[ [ [ )
*Competent staff  *Advanced technology ,pgjighted “Value growth

*Excellent morale °*Simple process
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Balanced Scorecard

Top Level Cockpit View of an organization (KRA)

Learning Process customers Financial

Leading indicators Lagging indilcgators

Balanced Scorecard
Detailed ¢ Traffic Light’ View

Perspectives SSF KPT Q1 Q2 Q3
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14

Green meets expectations Yellow needs attention Red requires action




Balanced Scorecard
Strategy

Cascading —
the hierarchical
approach to build BSC

Corporate (Cockpit’s traffic light)

Business Unit/Division

* (Meter level)
Operational
(including
. . maintenance
5 5 measures)
Tie Performance to Bonus? 15

Defining the Cause-and-Effect Relationships of the Strategy

| Vision and Strategy | 4 ) } i
Source: Adapted from Kaplan and Norton, 2001
) Financial Perspectlvg\@%&% o &
If we succeed, P
how will we look
to our
shareholders?”
Customer Perspective
“To achieve my '60'\\4@2 & P
vision, how must I O™ <& &
look to my
Long-term | customers?”
outcomes
Internal Perspective
o
"\\4 O] 44@%
“ g Q‘&c;\@‘b%&&‘b&qg \\0
To satisfy my customer;
at which processes must
I excel?”
Short-term
objectives . .
J & Learning and Growth Perspective
Activities ST e @
. “To achieve my vision, ¥ ¥ &
The Drivers how must my S
organization learn and 16
improve?”




Balanced Scorecard : Summary

* It links up vision/mission, strategy (corporate,
business and operation) to cause and effect
measures.

It involves senior (and middle) managers who
have the most complete picture of the
company’s vision and priorities (KPlIs)

It can be used as a framework and tool for
performance and reward management system.

17

Balanced Scorecard: Summary

e A vehicle for communicating the vision
(top-down).

e A tool for adding “structure” to the
Strategy Review meeting

« A tool for translating strategy into
action

* Provides clarity throughout the
organization

* Provides focus and prioritization

* Enables all employees to understand
their contribution .



Linking Measures to Strategy

Asking
What is my
vision of the

future?

If my vision
succeeds, how
will | differ”
(Goals/
Objectives/
Strategies) ?

What are the
critical success
factors?

What are the
critical

e A

e
e
e

TS LI TS 2 ey

- e )

Translating Mission into Desired Outcomes

Mission
Why we exist

Adapted from Kaplan and Norton, 2001

Core Values

What we believe in

Environmental Scan

Marketing Audit 7

Vision

What we want to be

Balanced Scorecard
Implementation and focus

SPACE-CLIFTH

e

Strategic Initiatives
What we need to do

Strategic Outcomes

Satisfied
Shareholders

Delighted
Customers

Effective
Processes

Motivated and Prepared
Workforce 20




The Balanced Scorecard Links Performance Measures

How do we look to shareholder?

INTERNAL PROCESS PERSPECTIVE

MEASURES (KPIs)

Key Performance Indicators

(KPIs)

FINANCIAL PERSPECTIVE
How do customers see us? GOALS MEASURES (KPIs)
Survive Cash flow
Succeed | Quarterly sales growth and
operating income by division
Prosper Increased market share and ROE
Future Excel in performance
CUSTOMER PERSPECTIVE ‘

GOALS MEASURES (KPIs) GOALS
New Percent of sales from new products REAP HARVEST AND Technology
products . SOWNEW CROP capacity

Percent of sales form proprietary -
products EXCELL IN il
Responsivg On-time delivery - excellence
supply (defined by customer)
Desi
Prefiged Share of key accounts’ purchases ADDED+VALUE pro dﬁtcltivity
ST CREATE MARGIN
New product
Customer | Number of cooperative engineering introduction
partnership | efforts .
Competitive
INNOVATION & LEARNING PERSPECTIVE risk

Manufacturing geometry vs.
competition

g Cycle time
Unit cost
Yield

Base material efficiency
Engineering efficiency

Actual introduction schedule vs.
plan First in market

Captive product + process

technology

GOALS

MEASURES (KPIs)

Product focus

How do we continue to improve

and create value?

Technology
Leadership

Manufacturin,
learning

Time to develop next generation

b Process time to maturity

Percent of products that equal 80% sales

Time to markg

" New product introduction vs. competition’

What must we exgel at?

BGX HK Balanced Scorecard : Table View

Scorecard Strategic Success Factor Performance Measures Target
(S.S.F) (KPIs) 2018 2019 2020
Financial | eShareholder Satisfaction *RONA %
*Profit Performance *[FO %
*Market Position *Share % (OEM)
*Cash flow *HK $Mil
*NOC Inv Turns
Customer| Number of quality complaints *% of complaints/deliveries
*Brand index *Mkt share Val/Vol %
*Relative Performance ICSL *% Perfect Deliveries of Request
*Customer Satisfaction *Survey: Rank Position on Services
*Sales of New Products *% Sales To New Products
Process *Commercial Responsiveness *% Enquires > Target
*Product Mix *% Products with IFO > 10%
*PCP (Product Creation Process) *% New Product Releases on
Hit Rate Time
*Order Fulfillment Cycle Time *X Days
*Manufacturing Yield *Material Lost %
eImplement ERP and BSC *Days per milestones
Learning *Manufacturing Excellence ePerformance to Plan i.e. NPD
& *Purchasing Skills *Progress in Level 1 training
I . *Leader/Coaching Skills *Maturity Assessment
nnovatiorn . :
*Quality Improvement Teams (QIT) | *% Managers Attending Course
*QIT (Teams) registered pa
22




The Widely Used Performance Measures

* Net profit » Asset size

« Customer satisfaction -+ Asset growth

« Return on assets * Return on equity (ROE)
(ROA) « Market share growth

* Total sales - Shareholder rate of

* Net Cash flow return

* Profit growth « Earnings per share

« Market Share (EPS)

° Quahty |mprovement * Increase in share
* Price/Earnings ratio price

23

Examples of Organizations
Using Balanced Scorecard

Companies use BSC:

- Mobil - Brisbane City Council
- Siemens - City of Charlotte

- IBM - Canadian Police

- Hilton - Port of Spain

- UPS - Boston Lyric Opera

McDonalds - U.S. Army

24



Examples of Organizations
Using Balanced Scorecard

Asia:

- Centrepoint Properties ( Singapore)
SOHO Group (Indonesia)

Singapore Prison Service Department
Tata Motors (India)

Infosys Technologies (India)

LG Philips LCD (Korea)

25

Examples of Organizations
Using Balanced Scorecard

Hong Kong:

- MTRC

Hong Kong Housing Society
HSBC

Modern Terminals

HKPC

- HWL

26



Application of BSC:

City University of Macau (AIOU)
*Staff learning & growth
- Hire high quality academic staff
- Conduct training for all teaching & administrative staff
*Internal process
- Establish new organisation structure
- Publish dissertation guide for all professors & students
- Obtain ISO 9000 certification
*Customer

- Provide free lectures for partner institutions & MBA
students

- Develop new Doctoral programme for graduates

*Financial

- Increase revenue from additional partners & students  °’

What is strategy map?

The road map by using
Balanced Scorecard to
achieve corporate strategic
goals

28



Strategy Map

= Return on Capital

il

Source: Kaplan & Norton, 2004

Financial NeWw Revenue Sources Project Profitability
. . . Cash Flow
Perspective + Gain Sharing Revenue @
* Follow-on Sales * Invoice Collection‘\
B3 N
Tier I Customers Tier II Customers
Customer
] Value-Added :
Perspective Lowest Price
Partners
» Customer Satisfaction ¢ Price Index
Build the Franchise anrease Customer Value \ Aperational Excellence
Strategic Account
Internal Management Rework
Perspective Gain-Sharing * Hours with
Programs Customer Safety
AR Suggestion .
Program Project
SAREAS Performance
* Participation
| D, \
Learning : :
dG h Strategic Morale and Strategic
o Aud Skills Empowerment Technologies9
Perspective
Mobil’s Strategy M
ST Increase ROCE to 12% >
Financial Revenue Growth Strategy ROCE [___Productivity Strategy |
Pers Net Margin {vs. industry)
pective
" Increase Customer
New Sources of Mon- menabilnt Through Become Industry Maxumze Use o
Gasohne Revenue Pre mlurr?Bran dsi__/ Cosl Leader Existing Assets
D Non-Gasoline Revanue & Q Vo!ume s. Indust 0O Cash Expel A Cash Fi
Customer Margin J_Premi vRal:Iou i vsa.slndusl;.'ynse ‘) e, e 5]
Perspective “Delight the Consumer” “Win-Win Dealer Relations”
Basic Q Dealer Profit
Q ?gfé:(gtfi O Coss Differentiators M Growth
Segment g gi”;"m Speedy Friendly Helpful Recsgn of P Develop o getaile’r i
a a
5] JI;;:::ZI =ikt I{:t Purchase Employees nyaliy P e ducls Skllls siaction
Score LU Trusted Brand
“Build the Franchise” “Increase Customer Value” “Achieve Operational Excellence” “Be a Good Neighbor"
ST Understand linprave |
C'gate INO"' Consumer Haf%:”;ne nwﬁ:?y
RsQing Segments | \Parormance Management Improve
Internal Products & Environmental,
Services Best-In-Class Q YieldGap 0O Jnventory Health and
Perspective 2 Franchise |9 unp/a,ma Lovels i Safety
Q  New Product Teams On Spec Industry C;;T
Acceptance On-Time Leader O Environment
Rale Incidents
Q  Dealer Quality Q Activity Cost Q  Safety Incidents
{} Raling vs, compelition
A Motivated and Prepared Workforce
; ) : Climate for Action Competencies Technology
earning 7 —Fanctic S TR
+ Aligned "+ Functional Excellence
Growth Q Pe?sonal Growth \ Leadership Skills 5 / Process lnwruvemeu@
Perspective s ElinagraisIVIN s ol e e
2 Personal BSC Q Strategic Skill O Sysfems Milestones 30
3 Employee Feedback Coverage Ratio #




15 BMERF - FBgHEE CRM Strategy Map

of three core
businesses

added solutions
to customers

Foster specialization

Accelerate

the R&D of new
products and technology

Financing,

ontinuously Integrate \ @ mvestmegt,
reduce cost sales and M&A
th marketing _ s
b resources 7| o S
yield of 11 .

leading : T \ ooperatnqn &

competitors collaboration

In magt, tech,

survey & ‘
analysis 4 S‘\

il

inlangible asset /

Promote ability to execute
and professionalism

uild & improve information
system for

*Decision support

\

Retain & attract
strategic personnel

ultivate performance
cullure & internatichhlized

*Knowledge management i
vision

* etc.

Strategy Map for Cloud Based Business (Example Amazon Web

Services)
Financial
Outse Perspective
- % e of Oama cortres - Dulsr thae ¢ an be
unus e - P Clis Boerser s o 2o usad
- % age of anplopes o
Banch
. usingthe exta casacty
Customer

Perspective

Best Productin terms of Reliabaty Compl aints/ Escaistion
functi onality

= Dedi cated Complaints

= Scalability eNoDataLlass eCast Sawving
*Speed e BusinessContinuilty einhouse Suppart .l'hndil'?‘:earn .
=MantainngSLA
Res qyusi rorvesrit

CreE e Social and Enw smmental
Develapment Process

Business
Process

eShared Serndos = Applicaton suppartan oNew Product = Regulatory Reguirerment
Nlof-tofmgfc each case of escalstion Development = Empl oye e Health Perspectlve
applicaton = Cormemuni catng eNew Consurme r Besh arvicr = Empl oyee Safety
= Business ConSnuity betweenthe support pattern eCulturalawareness
Managment team and the cus omer sPraduct Maodification
= Data BackupMontosng * Searwii O Lemwnsl Agrese rme=nt eNew customer
Team Team man tai mng the requirments
InstaliatonSu tarre taken for each lewl
.Tes pport b
Maonas =Monit aring the Quality
cQuality ng b
sContracts Team

Relati onship

Third Party with
Leadership In frastructu re Sup port Third Part
eTraining and eMantaining the Service
De welopment of cultural values o fthe slong Term —I.oogTenn_ = Provider and
Employees aorgansation rela Sonship with relationshipwithiISP Train and

Third Party service
prowvider

eArrenge for Backup d |Op B



Amanco’s Triple Bottom Line Strategy Map

The financial perspective (traditionally the final value output) now has a triple bottom line
perspective superimposed on top of it. This new perspective highlights the organizational
processes required to drive social and environmental objectives as well as economic
value. The causal linkages shown below illustrate some of the connections between
strategy map objectives.

Triple

bottom line

Financial
perspective

Customer
perspective

Process and
technology
perspective

Social and
environmental
perspective

Economic value

I

Environmental value

.

Assume leadership
in transparency
within sector.

. ——_—_—

Manage social
impact in areas of

Be a
protagoni
influence.

water issues.

Increase Increase
sales. margin.
a YR
Be the Create satisfied and Offer innovative
preferred brand. profitable customers. products and services.
CUSTOMER ( OPERATIONAL AND
BRANDING MANAGEMENT INNOVATION FINANCIAL MANAGEMENT
Ensure Ensure Ensure Ensure Optimize Ensure
integrated ___ market ___ quality in creative and purchase of financial
communications intelligence deliveries. efficient R&D raw materials. flexibility.
lan. rocess. L
P process. Ensure P Optimize Improve
Ensure brand effectiveness Innovate use of productivity
management of trading in services. assets. in transactional
process. processes. processes.
N

,,,,,,,,,,,,,,,,,,,,,,,,,,,, F//

Manage eco-efficiency
————— +» and occupational health;
prevent accidents.

st on

Human
resources

Source: “Amanco: Developing the Sustainability Scorecard,” by Robert S. Kaplan and Ricardo Reisen de Pinho, January 2007

Develop competencies and
leaders within Amanco.

Develop organizational capacities
brand, services, and innovation.

in Support organizational

change.

S HBR

Robert S. Kaplan and David McMillan, Reimagining the Balanced Scorecard for the ESG Era, HBR, 3. 2. 2021.

Riau Cocoa Ecosystem Strategy Map

This strategy map portrays how stakeholders across the new cocoa production ecosystem
envisioned by PT Guntunghasrat Makmur (GHS) would work collaboratively to create
measurable value for businesses, the environment, and society. The causal linkages shown
below illustrate some of the connections between strategy map objectives.

-One-of-a-kind sustainable and inclusive cocoa supply chain

-Combining multiple breakthrough innovations

-Disrupting the traditional cocoa paradigm

Positive impact
outcomes

Value for
stakeholders

Sustainable
and innovative

,,,,,,,,,,,,,, 3

Lasting business value for all the
players in the supply chain

OFFTAKERS
BRANDS, TRADERS, PROCESSORS
Secure high-quality,
traceable, and reliable
supply of cocoa, meeting
defined specs.

Be a leader in
sustainable and
inclusive cocoa sourcing.

LINKAGES
TO MARKET
AND INPUTS SUPPLY

INVESTORS/FUNDERS

Obtain returns with
social impact and
create a platform for
future growth.

INNOVATIVE
FUNDING

Improved livelihoods for farme

opportunities for employment,

and local SME development

GHS, OTHERS

peatland

INCLUSIVE COCOA
VALUE CHAIN

OTHER STAKEHOLDERS
GOVERNMENT, COMMUNITY

Promote sustainable
preservation of

livelihoods, and
regional development.

IP GENERATION FOR

Sustainable conservation and
regeneration of productive
peatland, increasing CO= capture
A A

EXISTING LAND “OWNERS”
GHS, OUTGROWERS
Grow cocoa,
unlocking the full
potential of the land.

rs,

-

and rural

HOLISTIC
TECHNICAL,
AGRONOMIC, AND
ENVIRONMENTAL

FUTURE GROWTH INNOVATION

Select and broker
long-term
agreements/

Attract different
types of funders
and investors with

processes relationships with different ROI
offtakers, key expectations.
input providers,
and institutions.
INNOVATIVE ORGANIZATIONAL MODEL
Key A highly professionalized
enablers and organizational structure at all
resources

levels: farms, postharvest,
commercialization,
partnerships, etc.

Source: PT Guntunghasrat Makmur

Develop a
streamlined and
highly productive
inclusive cocoa

value chain.

PARTNERSHIPS
Build trust and develop
agreements with key

stakeholders: government, NGOs,
environment, university, donors,

philanthropy, etc.

Package the
knowledge

Develop and
implement the

generated in Riau holistic
to be replicated in innovation
similar supply package.
chains across the
Create

region. '
conservation area

and promote

ecotourism.

RESEARCH & DEVELOPMENT
Explore and pilot new
technologies and approaches to
enhance the quality, productivity,
and resilience of cocoa
production.

S HBR

Robert S. Kaplan and David McMillan, Reimagining the Balanced Scorecard for the ESG Era, HBR, 3. 2. 2021.




Case Study 1

Mass Transit Railway
Corporation (MTRC):
Balanced Scorecard
and Strategy Map

35

MTRC’s — Strategies and Measures

Efficiency

Strategies: - Competent staff; efficient organization; optimize
manpower; entrepreneurial mindset

Measures: -Training ratio; efficiency index; direct job cost ratio

Process
Strategies: - Reliable system; fast recovery to minimize impact

- Service meets demand forecast; research & apply
best practices; railway extension planning

Measures: Response & recovery; planning achievement; best
practices

36



MTRC’s - Balanced Scorecard - Strategies

Customer

Strategies: - Improve customer service; enhance value-added
customer service

- Accessibility; foster relationship with community,
political parties & academics

Measures: Service quality; customer complaint

Safety
Strategies: - Continuous improvement on safety performance;
comply to law; involve in legislation consultation; security

Measures: Staff safety; passengers safety; risk index

37

MTRC’s - Balanced Scorecard - Strategies

Financial
Growth strategies:

- Patronage increase through station improvement; market
share

- Increase non-fare revenue; leverage strengths for new
business; consultancy services

Productivity strategies:

- Derive maximum value from assets

- Unit cost reduction; use of technology for efficiency
improvement; outsourcing; energy reduction

38



Financial

Customer

Process

Efficiency

MTRC’s Strategy Map

Growth

Productivity

ﬁ;lde;es for non-fare

revenue; leverage

strengths for new
business; consultancy
Services

Patronage
improvement
thru station;
market share

Derive
maximum
value from
assels

; .
nit cost reduction; use
of technology for
efficiency improvement;
oulseurcing; energy
reduction

Service quality; customer complaint

Improve customer service;
enhance value-added
customer service

Accessibility; foster

community, political
parties and academics

relationship with

Safety ,
Staff safety; pax safety;
risk index

ontinuous

improvement on
safely performance;

Response & recovery;Planning achievement;

Reliable system; fast
recovery to minimise
impact

—

e
Service meels deman

forecast; research &

apply best practices;
railway extension

planning

p—

comply to 10R and
Laws of HKSAR;
involve in
legislation
consultation;
~_securit

Training Ratio; Efficiency index;

S

R =~

Direct job cost ratio (

Competent staff; efficient organisation;
optimise manpower; entrepreneurial mindset

\\\

Case Study 2

How Hutchison Whampoa Ltd.
(HWL) Group Developed its
Balanced Scorecard &
Strategy Maps

40



Group Information Services Department (GISD)

» Kick off meetings

* Videos ‘GISD Managers talk about GISD Strategy
Implementation Plan and Measurements’ in GISD portal and
LCD screen

\/ o
*%* Project launch and awareness programme &l
[ J [
Building a BSC & Strategy Map
— Project schedule (2006)
-Training material and template preparation
_ Training and SIP Workshops
(Draft of ‘5 sectional implementation plans and measurements’
M\N M A M Adone)
- DIP Workshops (Draft of ‘Departmental
N Aimplementation plans and measurements’ done)
Overall GISD
implementation plan
A A A and measurements
Awareness and Launch Program
I Project Wrap-up
April Mlay J}me iJuly ;.August Sgpt
A Training! workshops and reviews I Monthls ! I I

Start of GISD 2007 Budget preparation 42



Building a BSC - Workshop Agenda

Time Task By Duration

(pm) (Mins)

2:00 Report 1: Report the strategic issues and SWOT analysis HKU 20
discussed in SIP workshop

2:20 Ex 1: To discuss the departmental level strategic issues HG 40

3:00 Report 2: Report the methodologies for identifying HKU 45
departmental measures

3:30 Break 5

3:35 Ex 2: To discuss the approaches for formulating departmental | HKU 40
measures and layout the principle(s) for defining the formulas
(and amend new departmental measures if any)

4:30 Ex 3: To Review the relevancy of the Departmental Initiatives | HG 30
(and amend new departmental initiatives if any)

5:00 Report 3: Report the sectional strategies and the measures and | HKU 30
show how to evolve them to form the Departmental Strategy
Map

5:30 Wrap Up HKU 10

13

Wisei

To provide the IT foundations to enable

our HWL group of companies to grow
quickly and effectively

Viscon

GISD is the "one stop shop” providing high-

value, reliable and excellent knowledge,
direction and shared IT services for the

HWL group's global business.

44




Strategy
Leadenstits & Tnsppination

‘Lead and inspire others to excel
-Selectively drive IT governance across our business
*Treat staff & customers as we want to be treated

etiievement & Excellence

Achieve product excellence, service quality and process efficiency
-Strive for consistency, reusability, reliability, excellence and simplicity

Senuice & Synergy
-Drive inter-sector synergies & economies of scale
‘Provide & grow high quality shared services

Empouwerment & Tnnovation

Innovation & creativity in use of technology while achieving meaningful ROI
-Empower, support and develop management and staff

Zetwwue & Yalue

*Generate business value in everything
45

Departmental Strategy
Leadenstict & Tnspiration Section 1 ()

1. Selectively driving IT
governance across HWL
businesses

Lead and inspire others to excel
Selectively drive I'T governance acr
Treat staff & customers as we want to

ﬂW&gxceéfem

2. Drive common group IT
Achieve product excellence, service quality and strategies across HWL
process efficiency businesses

Strive for consistency, reusability, reliability,
excellence and simplicity +—

Service & Synergy

Drive inter-sector synergies & economies of scals
Provide & grow high quality shared services

Empowerment & Tnnovation

Innovation and creativity in
achieving meaningful ROT
Empower, support and develop management and staff

Zetarn & Yalue

Generate business value in everything

3. Exploration of Group IT
Foundation Initiatives

of technology while

46



Deparimental Strategy
Leadenstit & Tnspination

*  Lead and inspire others to excel
«  Selectively drive I'T governance across our business
Treat staff & customers as we want toXke treated

Aehievement & Excellence

*  Achieve product excellence, service quality an
process efficiency

+  Strive for consistency, ré
excellence and simplicity

Serwice & Synengy

* Drive inter-sector synergies & economies of scale "~
* Provide & grow high quality shared services

Empowerment & Jnnovation

- Innovation and creativity in use of technology while
achieving meaningful ROI
«  Empower, support and develop management and staff

Zetwrn & Yalue

*  Generate business value in everything

, reliability,

Section 2 ()

To achieve synergies
and economy of scale
through promoting better
adoption of shared
contracts

To improve group
communication and
information sharing

To develop effective
financial procedures and
standards on IT Financial
Management for GISD
and across the group

47

Strategy — ALL together

Section 2
1 To achieve synergies and
economy of scale through
promoting better adoption of
shared contracts

2. To improve group communication

and information sharing

3. To develop effective financial
procedures and standards on IT
Financial Management for GISD
and across the group

Section 1

1. Selectively driving IT
governance across HWL
businesses

2. Drive common group IT
strategies across HWL
businesses

Exploration of Group IT
Foundation Initiatives

Section 5

Improve and expand group
shared service through
service quality, value for
money and corporate policy
understanding

2. Improve operational
efficiency and performance
through excellence in systerg
management

Section 4
To provide adaptive infrastructure
foundations to enable our HWL grouR
of companies to grow quickly and
effectively

To enhance customer satisfaction of
HIL users through providing cost-
effective infrastructure and desktop

Section 3
To promote GISD as customer
focused

To improve overall GISD service
level through world class
monitoring, management and
reporting

Driving everyone in GISD to be
customer focused

48



Departmental Measures

IT Value and Governance perspective

1.
2.
3.

% of IT budget for new initiatives
% of initiatives aligned with group IT strategies

Benefits realization from key IT investments in
HWL group companies

Benefits from adoption of group contracts in
HWL group companies

Compliance rate to Group IT Policy/Standard

Delivery cost neutral

Internal Process perspective

1.

CEN L

% of initiatives suggested by customer
considered and responded

First response time to customer

Reduction in number of problems reported
Reduction of rework rate

% of vendors with SLAs in place

% of budget and schedule variance for projects

Customer perspective

1.

% of services having a documented customer relationship
management plan

Customer satisfaction level
Increase number of services

Existence of an IT steering committee with business
participation

% of HWL group companies using the group shared services

% of applications and services meeting SLAs

Innovation & Growth perspective

1.

e ¥ o> W

% of IT budget allocated to research, seminar & training

% of GISD staff who understand the IT organization's
mission, vision and strategy

% of training days and days attending seminar
Turnover rate
% of staff with completed professional development plans

Satisfaction Level of GISD’s Innovation

49

Departmental measures — accountable parties summary

Perspectives David | Section | Section | Section | Section4 | Section5 | ‘st
1 2 3 (Raymond (Peter currently
. managed this
(Peter Li) | (Stephen) (KC) ) Tay) easure?
IT value and governance 0 4 1 0 0 1
% of IT budget for new initiatives Y New measure
% of initiatives aligned with group IT Y New measure
strategies
Benefits realization from key IT investments Y New measure
in HWL group companies
Benefits from adoption of group contracts in Y New measure
HWL group companies
Compliance rate to Group IT Policy/Standard Y New measure
Delivery cost neutral Y Stanley
Customer 0 1 2 3 2 2
% of services having a documented customer Y New measure
relationship management plan
Customer satisfaction level Y New measure
Increase number of services Y Y Y New measure
Existence of an IT steering committee with Y New measure
business participation
Increasing number of HWL group companies Y New measure
using the group shared services
% of applications and services meeting SLAs Y A% Y 50w measure




Departmental measures — accountable parties summary

Perspectives David | Section | Section | Section | Section 4 | Section 5 mea";ui:e‘f,“‘gyh
1 2 3 (Raymond (Peter cumﬁﬂy
. d this
(Peter Li) | (Stephen) [ (KC) ) Tay) gt S
Internal Process 0 1 5 2 5 4
% of initiatives suggested by customer Y New measure
considered and responded
First response time to customer Y Y Y CS
Reduction in number of problems reported Y Y Y New measure
Reduction of rework rate Y Y Y New measure
% of projects exceeding budget or schedule Y Y Y Y Y Project
Manager
% of vendors with SLAs in place Y Y New measure
Innovation & Growth 6 0 1 0 0 0
% of IT budget allocated to research, seminar Y New measure
& training
% of GISD staff who understand the IT Y New measure
organization's mission, vision and strategy
% of training days and days attending Y New measure
seminar
Turnover rate Y Stanley
% of staff with completed personal Y New measure
development plans
Satisfaction Level of GISD’s Innovation Y :N]ew measure
Total 6 7 9 5 8 9 9

Four steps to create departmental strategy map

1. Decide the position and the relationship of our
slogan — LASER

2. Decide the relationship between departmental

strategy and

1. the four perspectives in balanced scorecard with
2. our slogan - LASER

Map each sectional strategy into the strategy
map by using the decided information ‘How this
sectional strategy align with the departmental
strategy’

Decide the relationship between departmental
strategy 52



IT Value and Governance perspective ST ~
ection 1 ()
1. % of IT budget for new initiatives g ) o i
2. % of initiatives aligned with group IT strategies 4ﬂ_ 1. Selectively driving IT governance across HWL businesses
& Benefits realization from key IT investments in HWL group companies a 2. E”V_e common group T strategies across HWL
usinesses
4. Benefits from adoption of group contracts in HWL group companies \ . . o
5 T R e e e e \3 Exploration of Group IT Foundation Initiatives J
6. Delivery cost neutral ]\ /Section 2 () N\
AN / Ly 1. To achieve synergies and economy of scale through
. promoting better adoption of shared contracts
Customer perspective
1 % of services having a docut\gnted customer relationship manageme P 2. To improve group communication and information sharing
2 Customer satisfaction level % 3. To develop effective financial procedures and standards
) on IT Financial Management for GISD and across the
) Increase number of services \ group
4. Existence of an IT steering com ith busii arien e ~
5 % of HWL group companies using t! shared Section 3 ()
6 % of applications and services meeting . .  To promote GISD as customer focused
2. To improve overall GISD service level through world
. class monitoring, management and reportin:
Internal Process perspective 9 9 P 9
1 % of initiatives suggested by custom idered \3 DLl @m0 EIED Bles el ot /)
2 First response time to customer
' : ' . / Section 4 () \
3 Reduction in number of issue: i L i
) > 1. To provide adaptive infrastructure foundations to
4. Reduction of rework rate enable our HWL group of companies to grow quickly
5 % of vendors with SLAs ¥ pla and effectively
6 % of budget and schedule variance fo . 4» 2.  Toenhance customer satisfaction of HIL users through
providing cost-effective infrastructure and desktop
Innovation & Growth perspective \ services /
1. % of IT budget allocated to research, seminar & training / Section 5 () \
2. % of GISD staff who understand the IT organization's mission, visi ni ategy Ly 1 Improve and expand group shared service through
3. % of training days and days attending seminar service quality, value for money and corporate policy
4. Turnover rate understanding
5. % of staff with completed professional development plans ® 2. Improve operational efficiency and performance
through excellence in system manageme
6. % of staff with completed professional development plans \ o y 2 /
’s Strat M
HWL-GISD’s Strategy Map
[0}
. . GISD is the “one stop shop” providing high-value, reliable
o predCe e IT.foundat|ons t‘? enable our HV,VL and excellent knowledge, direction and shared IT services
group of companies to grow quickly and effectively for the HWL group’s global business
T V/\
- L
___|VIIE 51N [1<10N
Return & Value Shared Service &
ontract Shared
IT Value and Service Svner
- T _ ynergy
overnance Governance Generate business -
- " value in everythin Improved Adaplive
Selectively drive IT governance rything Communication Infrastructure
across our business

Drive inter-sector synergies &
economies of scale

Customer Adaptive Shared Service
Focus Infrastructure Service Level
row ni U

Provide and ality shared services

s

Efficient Adaptive -
Service Operation Infrastructure
Level Customer
Financial Satisfaction
Sh M P IT
Service anagement’ | <=y Foundations,
S

Financial
Managemen

Customer

Customer
Satisfaction

Treat staff & customers as

we want to be treated
Internal Achieve product trive for consistency,
Process excellent, service quality reusability, reliability,
and process efficiency excellence and simplicity
IT Efficient
e kAR e R ceeeende* 1) To provide adaptive infrastructure foundations to
while achieving meaningful ROI e oeace < —
A
Empowerment & y
Innovation & Innovation t . .
Growth Section 3 Section 4
Shared IT
Information Governance o€eClion o
Empower, support and develop management and staff




HWL-GISD’s Strategy Map

Return & Value

Leadership

IT Value &

Governance — %
Selectively Smeey : npron °d Service &
Wi Tl gove e Generate business Cm W in S
tnane value in everything ner
our business J &y
,w Sem(e
Drive inter-sector synergies &
@ economies of scale
‘ Customer Sermice

Lead and Rfnsmctme/ \ Larel
inspire othersto excel Provide and grow high quality shared services

4 n
==
Treat @ - Strive for

staff & customers as @ :
consistency,
Internal we want to be treated <l Cy.

P Achieve product reus a}_:i‘lity,
i excellence, service cquality reliability,
and process efficiency excellence and

T = simplicity
@ Achievement & Excellence

Innovation and creativity in
use of technology while

Tisiovaion achieving meaningful ROI
& Growth Empowerment &
Innovation
Rformatian
Empowrer, support and develop management and staff 55
GISD strstcg » mcaswrernents and implemenosion plans - Appendex

Hutchison \’Vhanlpoa L.imited

Group Information Services Department

( riwl 1%

Final Report of GISD strategy measurements
and implementation plans

Balanced |
Scorccard

ll”ra mework [—*
—

Prepared by: ETT Consulting, Lud.
(@ wholly-ewnel subsidiary of the University ol Hang Kong)
22 November 2006
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Organizational Change

Unfreezing Changing Refreezing

Kurt Lewin’s Three-Step Process

57

Key competences of change agents

Goals Communication

1. Sensitivity to changes in key 7. Communication skills

personnel, top management 8. Interpersonal skills
perceptions and market 9. Personal enthusiasm
conditions 10. Stimulating motivation and
Clarity in specifying goals commitment in others
3. Flexibility in responding to
changes Negotiation
11. Selling plans and ideas to
Roles others
4. Team building abilities 12. Negotiating with key players

5. Networking skills

6. Tolerance of ambiguity Management

13. Political awareness
14. Influencing skills

15. Helicopter perspectives
58




MANAGING EVERYDAY ASPECTS OF
STRATEGIC CHANGE

FORMAL SYSTEMS

Senior executives

are often over reliant on
structure and control

to effect change

MANAGING Means MANAGING
STRATEGY CHANGE

Managing everyday
aspects of
organisational life
is central to
effecting change

EVERYDAY
REALITIES

59

Winning Strategies in
Keen Competitions

60



Question 1

If you are number 2, number 3,

or number 4, (e.g. in market
share, profits, quality, image,
etc.),

What is your strategy or what
will you do?

61

Question 2

If you are number 1, (e.g. in
market share, profits, service
quality, brand ranking, etc.),

What will you do?

62



Some Typical Answers

- Protect the No.1 Position

- Try to Remain as No.1

- Maintain the Leadership Position
- Guard Against the Competitors

63

Example of NBA
Basketball Games

64



NBA-National Basketball Association

The Scores with 1 minute remaining:
L.A. Lakes 108 Houston Rockets 106

Boston Celtics 112 New York Knicks 95

65

NBA Standing
Southwest Division
Teams Win Lost GB
Houston 37 15 -
San Antonio 36 16 1
Dallas 35 19 3
New Orleans 33 20 4.5

Memphis 14 40 24

66



NBA Standing

Atlantic Division

Teams Win Lost GB
Boston 4] 11 -
Toronto 29 23 12
New Jersey 24 30 18
Philadelphia 24 31 18.5
New York 16 38 26
GB-games behind
Questions

1. Which team will be under greater stress?

creative/innovative?

Which team is more willing to take risks?

Which team is more afraid of making
mistakes?

Which team is likely to be more

68



Why Distance Yourself ?

When gap is narrow:
- Vulnerable by default.

- Provide the most logical,
achievable and acceptable target
for competitors.

69

Why Distance Yourself ?

Never give your competitors
the chance or motivation to
take you down.

70



This is why Distancing
(Widening the gap)

is so important!

71

Contrasting Leadership Behaviour

Forced to guard against
competitors.

Limited economies of
scale.

Can’t afford to take high
risks.

Can become conservative
& less innovative.

Under stress from
competitors.

Afraid to make mistakes.

When Leadership Gap is Narrow When Leadership Gap is Wide

Competitors are wary of
moves by the leader.

Great economies of
scale.

Can afford to take risks.

More scope for innovation
and creativity.

Stress is more self-
induced.

Great leeway to
accommodate mistakes.

72



Contrasting Leadership Behavior

When Leadership Gap is Narrow When Leadership Gap is Wide

7. Tend to use tactics. 7. Time to plan & strategize.

8. Tend to be reactive and 8. Can be proactive and be
defensive. on the offensive.

9. Forced to take more short- 9. Able to take long term
term measures. perspectives.

10. Can be harassed by 10. Can demoralize the
competitors competitors.

11. Less market and lobbying 11. More market and lobbying
power power.

12. Difficult to dictate nor set 12. Able to dictate and set the
the market trends market trends.

73

A Leader must be:

More creative and innovative
More willing to take risks

Not afraid of making mistakes
Able to withstand stress
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Importance of
Distancing (Widening the gap)

Business Examples:
Microsoft, Google
ExxonMobil
Facebook

Huawel .

Winning Strategies

What To Do When You Are Doing Well?

Perspectives from Sun Zi (f2F)

Derived From:

Chow-Hou Wee (2005), Sun Zi Bingfa: Selected Insights and
Applications, Prentice Hall, Singapore.
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Be Pro-active at All Times & All Situations

1. He who is proactive and well-prepared and
await his unprepared enemy will win.

2. In the conduct of war, one must not rely
on the failure of the enemy to come, but on
readiness of oneself to engage the enemy.

3. One must not rely on the failure of the enemy to
attack, but on the ability of oneself to build an
invincible defense that is invulnerable to attacks.

Wee (2005), p.150

77

Summary

Business Competition is like running a
marathon but with far away finishing line.

If you stop running or slowing down, your
competitors will catch up or distance
themselves from you.

What is your choice?

78



How to distance Yourself

1, Learn from direct/indirect competitors
2, Learn from consumers/users
3, Learn from various channel members

4, Learn from own employees

79

How to distance Yourself

5, Learn from other industries/businesses

6, Learn from others — consultants, publications,
journals, news reports, subscriptions, etc.

7, Learn to be different, not just better

8, Participate in exhibitions, fairs, etc. .



Advice from ancient scholars

1, There is no limit/boundary for learning.

2, Keep learning despite being old and
successful.

3, It’s no shame to learn from others below us.

4, When I am in the company of three persons,
there is a teacher among them.

81

You don’t need to have the most
resources to be successful




Do New Things - Innovation

/N

Winning Strategies in Market Competitions

/ AN

Do It Better - Quality Do It Cheaper- Efficiency

84



Successful Strategy

Red Sea Strategy Blue Ocean Strategy

/N

&5

HKU Business School-
EMBA & Executive Education

Strategies:

Partner with the World’ s Top Universities
« UK: Oxford, Cambridge, & LBS
 US: Columbia, MIT, Stanford, & NYU

EMBA-Global Asia
e Current Partners-LBS & CBS

86



The first Executive MBA programme to span
three cities that drive the world’s economy

EMBA-GIlobal Asia

« The number one base of international
business leaders

e Earn a joint MBA degree from three top

schools

e Faculty that engages with research and

bring real-world trans-national perspectives

using multiple methods of learning

eMajor cities that drive the global economy

e Closely connected financial networks

FT .COIIl EMBA ranking 2008

FINANCIAL TIMES

U.S. Presidential
Race: The Economy
Takes Center Stage

y-lon-ko

Vni-Jin- ko \ » : New Yark €

Hard Lessons:
Afghan Girls Fight
To Go to School

y, London, Hong Kong

How three connected cities

drive the global economy.
The keys to their success—
and the challenges they now face

Five Asian
Acts to Watch

In 2008

ng

)
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Top 30 out of 100 Bu

ess Schools of EMBA Ranking 2008

£ & 8 = z £ S £ 2 8 B
g = = 8 = s g §F 8 £ 5=
3 & =23 3 £ % 38 2 =&
| 4 2 Columbla/Londen Business School Us / UK Executive MBA Global 205224 110 11 23 o]
2 1 3 Kellogg / Hong Kong UST Business School China Kellogg-HKUST EMBA 345150 o1 27 2 1
i 2 a Trium: HEC Paris / LSE / New York University: Stern France / UK/ US Trium Executive MBA 297,224 106 63 7 10
a 3 1 University of Pennsylvania: Wharton us MBA for Executives 235,555 99 33 76 30
5 5 5 IEBusiness School Spain Executive MBA 166,412 157 3 63 32
6 o - insead Fremse 4 SIREEE Gemba 232,071 81 16 3 >
7 7 & University of Chicago GSB US / UK / Singapore Executive MBA 213,703 87 20 8 14
8 7 8 washington University: Olin china Washington-Fudan Executive MBA 273,500 71 21 12 16
© & 7 London Business School Uk Executive MBA 177,184 83 22 20 13
10 © 11 Columbia Business School us Executive MBA 218,916 84 57 81 48
11 15 15 Chinese University of Hong Kong china emBA 230,588 81 62 10 17
12 12 13 Kellogg / WHU-Otto Belshelm School EemrETy Kellogg-WHU Executive MBA 156217 78 4 61 28
13 18 15 City University: Cass UK Executive MBA 140,108 o7 7 75 s
14 20 19 IMD Switzerland Executive MBA 193,419 67 10 1 3
15 11 12 Purdue / Tlas / CEU / GISMA US / Netherlands / Hungary / Germany IMM International Masters In Management 137,395 81 8 59 12
16 18 - UC Berkeley / Columblia us Berkeley-Columbla Executive MBA 194,532 67 54 = =
17 14 9 Duke University: Fuqua us MBA - Global Executive 205,438 50 46 6 21
18 21 18 New York University: Stern L= EMBA 214,096 60 60 70 22
19 22 37 ESCP-EAP European School of Management France / UK/ Germany / Spain / Italy European Executive MBA 144,260 83 1 16 11
20 - 29 National University of Singapore Singapore Asia Pacific Executive MBA (APEX MBA) 193,184 73 i 9 6
21 17 - Kellogg / York University: Schulich Canada Kellogg-Schu h Executive MBA 155,376 65 77 28 8
21 13 10 Northwestern University: Kellogg us Executive MBA 224,489 58 36 32 a3
23 23 17 Ceibs International EMBA 212,647 73 40 52 39
23 37 - Thunderbird School of Global Management us Executive MBA In Global Management 163452 74 23 20 50
25 26 31 Essec/Mannhelm France / Germany Essec & Mannhelm Executive MBA 128,177 69 6 26 o
26 EiE 28 Rotterdam School of Management, Erasmus University Netherlands Executive MBA 120,304 74 35 a9 27
27 32 - OneMBA: CUHK/RSM/UNC/FGV Sao Paulo/EGADE China / Netherlands / US / Brazll / Mexico OneMBA, Global Executive MBA 182,296 60 39 22 65
28 - - University of Michigan: Ross us Executive MBA 189,520 a7 % =] 59
29 23 14 Warwick Business School UK Executive MBA 126,837 91 68 54 20
30 38 32 UCLA: Anderson L= Executive MBA 191,833 58 42 67 a7




London HKU
Business ep——]

4; Columbia
School BUSINESS Business
ScHooOL School

Welcome to EMBA-Global Asia
Information Session

Today's agenda:

* VVideo of EMBA-Global Asia
* The EMBA-Global Asia story
* The benefits to you

* Programme overview

+ Career impact

* Your next steps

*+ Q&A, discussion and close

Start your EMBA-Global journey www.emba-global.com

Power of three

London Business School University of Hong Kong Columbia Business School

« Renowned for world class * Ranked 18'" amongst world’s e Brings cutting-edge theory to
faculty and research top 200 universities today’s business practices

e First and most established

* Strong portfolio of MBA and university in Hong Kong

e Integration of social

Executive MBA programmes intelligence across curriculum
; i e Alumni network of top )
 Extensive alumni network business and government e Outstanding network
leaders
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Where you will study

HKU Campus: Hong Kong London Business School campus

o State-of-the-art e In the heart of London

academic centre * Overlooking Regent’s Park

¢ Fully equipped campus: e-
library, wireless network,
fitness centre

e Magnificent sea views

e Close to financial hub

HKU Campus: Shanghai Columbia Business School campus

« A bustling academic
village

e Near the Bund area,
the financial hub

e Walking distance from ¢ Close to Hudson River

train stations * A gateway to a major

e Fast-meet-West ' capital city of global
business 91
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The Oxfolﬂ-HKU 2
Senior Executive Programme:
Corporate Leadership

11-15 May 2009

Benefits to Participants

Eﬂ'&éeﬂHKUy ,

15-19 June 200
Benefits to Paicipants

Benefis i Executive MBA programme

jtive MBA programme located n fuental
ndon and Hong Kong. Register today for one of ou

and industry.
3 i
"7 7y programme.

times.

Evening session Open day Coffee sessions
f e e

» Obtain leadership Insights you need to keep your
organisation in the lead in an increasingly compelitive
environment.

your assets andlfestments under the economic criis.
« Become alumni@smbridge Judge Business School and
HKU k.

‘Wednesday, 8 Apeil, 2009
Wednesday, 22 Apri, 2009

T 28 A0y 2005
Time:6:00pm-8:00pm. :00am-6:00pm 9:00am
Vene: Contral

Businss School executive network.

Who should attend
‘GEOs, board members, senlor managers, senor cvlservants

Who should dend

CFOs, investors, ditcrs, shareholders, financial controllers

ol pogramme, Financiat Times in 2008. The new

Tel: +852 3962 1262 =
s | L S e g
| ‘Webste: WWW.emba-global.com/hkej/ ScH School

Global Network - Regional Context www. ExecEd. hku. hk/0xCam
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KU Global Parmership IExecutive Programmes
Inspiring senior executives for business advancement
Proven excellence of HHKU . Oxford and Ca

The Carnbridge—HKU

Senior Executive Programme: Senior Executive Programm

Corporate Leadership Strategic Issues in Corporate Finance

11—15 May 2009 15—19 June 2009

Benefits to Participants Benefits to Participants

- Get cutting edge insights into the theory. practice and art = Understand the key links between corporate strategy ar

S oormorate leatership from the world’s experts in academia e sciure that are wial In theas turbulent fnancial

and industry-

= Learn the latest trends in = Learn from experts’ outiook on the economic downturn and
and innovation, change management and design thinking. how o run busiNess in a new international financial system.

- Obtain leadership Insights you need to keep your = Learn how to develop risk management strategies to protect
organisation in the lead in an increasingly competitive your assets and Investments under the ecoNOMIC crisis.

environment. = Become alumni Of Cambridge Judge Business School and
| - Become alumni of Oxford Said Business School and HKU KU Business School executive network.
| Bocimess School executive netw:
| | Who should attend Who should attend e
CEOs, board members. senior managers. senior civil servants CFOs, investors. . directors, shareholdes i ncial controllers A £ B R M PR S M Gay Haskins SR AL I W
Siact pltvag high-tevel e and other high-! 1evel executives with hnanclal responsibilities. N T B

Enquires | Tel: (852) 3962-1287/ 1298 | Fax: (852) 2989-6557 Email: ExecEd.info@hku.hk

Global Network - Regional Context www. ExecEd. hku.hk/OxCam




Executive MBA Rankings 2018: Joint Programs by QS
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London, New York (NY), Hong Kong Multi Campus
==

Hong Kong, Chicago, Miami (FL) Multi Campus
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" London, New York (NY), Paris, Shanghai Multi Campus
London, New York (NY) Multi Campus
“ Toronto, Miami (FL) Multi Campus
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Executive Education

Strategy:

Partner with the World’ s Top Universities:
« Oxford, Cambridge, NYU, Columbia.

* Global Study Programmes:
Beijing, Shanghai, Hong Kong, Taipei,
Cambridge, London, Paris, New York.
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HKU Global Partmership Executive Programmes

Inspire senior executives for business advancement
Proven excellence of HK U, Oxtford and Cambridge Universit

Distinguished Spemkers: Distinguishied Speakers:

and more...

vt

Oxford-HKU ’ C

Senior Executive Programme Senior Executive Programme:

in Corporate Leadership Strategic Issues in Corporate Finance

27—31 October 2008 10—14 November 2008

Benefits to Participants Benefits to Participants

m Get cutting edge insights into the theory, practice and art = Understand the key links between corporate strategy
of corporate leadership from the world's experts in and financial structure that are vital in these turbulent
academe and industry. financial times from the experts who know.

= Learn the latest corporate trends in globalization, creativity = Learn from their research and experience the tools you
and innovation, partnering for growth, aligning people with need to ensure maximum alignment between goals and
strategy and leading change. resources, decision making and management incentives.

= Obtain leadership insights you need to keep your organization = Get answers to your strategy and financing questions
in the lead in an increasingly competitive environment. in today's global markets, including China.

Who should attend Who should attend

CEOs, directors, senior managers, senior civil servants and CFOs, investors, shareholders, financial controllers and

other high-level executives with strategic responsibilities. other high-level executives with finance responsibilities.
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Judge Business School

U Global Partmership Executive Programmes
Inspiring senior executives for business advancement
Proven excellence of HK U, Oxford and Cambridge Universities

Distinguished Speakers:

Prof. Loizos Herackeous
Oxtord University

and more...

Prof. Michael Enright | =
SHK Propertios
Professor, HKU

M. Po Chun:
eritus

Sha me
DHL Express (HK) Lidt

The Oxford-HKU

Senior Executive Programme:
Corporate Leadership
11—15 May 2009

Benefits to Participants

Get cutting edge insights into the theory, practice and art
of corporate leadership from the world’s experts in academia
and industry.

Learn the latest corporate trends in globalisation, creativity
and innovation, change management and design thinking.

Obtain leadership insights you need to keep your
organisation in the lead in an increasingly competitive

Distinguished Speakers:

Prof. Peter Wiliarmson
Unive

i and more...

Prof. Frederiok Ma

Hion! Professon MU

ESimher Secratary for
R

Mr. Joseph Yam
Chief Executive
Fi Monetary Authority

of Cambridge  ECOnom:
9% Gévelopment

The Cambridge-HKU

Senior Executive Programme:
Strategic Issues in Corporate Finance
15—19 June 2009

Benefits to Participants

Understand the key links between corporate strategy and
financial structure that are vital in these turbulent financial
times.

Learn from experts' outlook on the economic downturn and
how to run business in a new international financial system.

Learn how to develop risk management strategies to protect
your assets and investments under the economic crisis.

environment. = Become alumni of Cambridge Judge Business School and

= Become alumni of Oxford Said Business School and HKU HKU Business School executive network.

Business School executive network.

Who should attend
CEOs, board members, senior managers, senior civil servants
and other high-level executives with strategic responsibilities.

Who should attend

CFOs, investors, directors, shareholders, financial controllers
and other high-level executives with financial responsib
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= Understand the key links between corporate -
strategy and financial structure that are vital in
these turbulent financial times.

= Learn from experts’' outlook on the economic

downturn and how to run business in a new = (EERIRIE A RS A RS IR I TSR LRI E A
international financial system. R

= Learn how to develop risk management strategies _
to protect your assets and investments under the R A=kEa
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executives with financial responsibilities.
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Strategies for
a Successful
Career and Life

How to succeed in the changing
global environment &
keen competitions

- Think Out of the Box

- Make Strategic Changes “ a




How to Achieve Your Career Goals

Mission
Why you exist

Core Values
What you believe in

Vision
What you want to be

Balanced Scorecard
Implementation and focus

Strategic Initiatives
What you need to do

Strategic Outcomes

Satisfy Delight Efficient &

Yourself Family & friends| | Effective Actions| | FM0¥ Your life
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Strategy formulation Environment
The SPACE-CLIFTH Model

Environmental Scanning Comparative Benchmarking
S - SOCIAL
P - POLITICAL 1. * INTERNAL
A - ADMINISTRATIVE * EXTERNAL
C - CHINA * PUBLIC SECTOR
E - ECONOMIC * PRIVATE SECTOR
C - CULTURAL
L - LEGAL 2. * HONG KONG
I - INDUSTRIAL * SINGAPORE
F -FINANCIAL * MAINLAND CHINA
T -TECHNOLOGICAL * OTHER COUNTRIES

H -HISTORICAL 104




Personal Successful Strategies

I. Building a balanced life
I1. Multi-disciplines/skills
II1. Effective performance

IV. Critical success factors

I. Building a balanced life
What is a Balanced Life?

4 perspectives

Health

-

Financial
- 4

\ Social /

~

105

Family
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Financial perspective

e Get good stable jobs, successful
business to generate income,

e Select investment strategy with
good return

e Live within affordability

107

Health perspective

e Keep a balanced diet

e Do exercise on a regular basis

e Prevention is better than cure

e Always maintain a positive attitude
e Good health reduce financial burden

108



Social perspective
e Always maintain a high moral
standard with integrity and ethics

e Join professional, business and
social associations

e Make friends with different groups

e Engage in social and community
activities

109

Family perspective

e Build a harmony and good
relationship with family
members whenever possible

 Find opportunities to do things
together

e Try to be independent
e Forgive and don’t blame others

110



I1. Multi-disciplines/skills

- Languages, IT, subject areas

- Build on your strength & expertise
- Develop multiple skill sets

- Develop competence in other areas
- Try to be a generalized specialist

- Learn new skills whenever possible

111

I11. Effective performance — KSA

K - Knowledge (Professional)
S - Skills (Application)
A - Attitude (Proactive)

112



IV. Critical success factors:

1. Extensive search for new KSA
2. Using contacts

3. Do a SWOT analysis

4. Develop your strategy map

5. Enhance your competitiveness
6. Develop 7 habits

113

Critical success factors:

1. Extensive search for KSA
- newspapers, websites, journals
- Keep learning — life-long
- Never give up
- Learn from unsuccessful attempts
- Do better the next time
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Critical success factors:

2. Using contacts

- Widen the professional and social
networks

- Join various associations and
organizations

- Make more friends

115

Critical success factors:

3. Do a SWOT analysis

- Know yourself

- Analysis your Strengths,
weaknesses, opportunities, and
threats

- Match your expertise with what
you want to do
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Critical success factors:
4. Develop your strategy map -

Strategy is about knowing :
- Where you are now,

- Where you are going, &
- How to get there.

Strategy implementation is about
ensuring that you get there.
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Critical success factors:

S. Enhance your competitiveness

- Updated knowledge and skills
- Continuous learning
- Obtain higher degrees and qualifications
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Critical success factors:

6. Develop
Seven habits (H) K

- #1 National Bestseller

THE 4HABITS OF

__HIGHLY _

Powerful Lessons
1n Personal Change :

ScoltDGrm E ess rmagazine

3 Stephen R. Covey




7 habits of highly effective people:

. Be Proactive
‘principles of personal vision’
. Begin with the End in Mind
‘principles of personal leadership’
. Put First Things First
‘principles of personal management’
. Think Win/Win
‘principles of interpersonal leadership’
. Seek First to Understand, then to be Understood
‘principles of emphatic communication’
. Synergize
‘principles of creative cooperation’
. Sharpen the Saw
‘principles of balanced self-renewal’ .

([ ] N ([ ] m ([ ] m (] h (] w ([ ] N ([ ] -_—

Conclusions

What kind of people will be more successful?

The one with- Professional knowledge, global
perspectives, high moral standard, & can do attitude.

How to be a highly competitive & effective person?
— Think strategically
— Endurance: No pain no gain
— Never give up: No effort will be wasted
— Long term view: Reward will come later
— Just do it (NIKE): Act now

— Keep improving through life long learning
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