Using Balanced Scorecard &
Strategy Maps to
Achieve your Corporate &
Personal Goals

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. 3

Balanced Scorecard

e Balanced scorecard — * The four categories of a
a combination of balanced scorecard
performance measures include:
directed toward the —financial
company’s long- and —customer

short-term goals and
used as the basis for
awarding incentive pay.

—internal

—learning and growth




Balanced Scorecard (continued)

e [t combines the advantages of different
incentive pay plans.

e |t helps employees understand the
organization’s goals.

e By communicating the balanced scorecard to
employees, the organization shows
employees information about what its goals
are and what it expects employees to
accomplish.

The Balanced Scorecard

Competitive Performance is
Driven by Relevant, Timely,

Accurate and Connected
Information

OVERALL PERFORMANCE:
The Balanced Scorecard .



Balanced Scorecard — What?

The 4 perspectives

Financial
4

Balanced
Scorecard

Internal

Customer
Process

Innovation
&
Learning
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The Balanced Scorecard Development

The Balanced Scorecard
- Measures that drive Performance

!

Putting the Balanced Scorecard to work

b

Devising a Balanced Scorecard
Matched to Business Strateqy

Using the Balanced Scorecard to Translate Strategy into Action

A 4

The Strategy Focused Organization

\ 4

Strategy Maps

|

Alignment

A 4

The Execution Premium

1992

1993

1994

1996 (a)

2001

2004

2006

2008 12



Putting the Balance Scorecard to work

(Kaplan and Norton)
The Strategy formulation (Strategic analysis)
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 .pgejighted *Value growth

‘Excellent morale °*Simple process

14



Balanced Scorecard

Top Level Cockpit View of an organization (KRA)

Learning Process customers Financial

Leading indicators Lagging indi%ators

Balanced Scorecard

Numerical Cockpit View (Top and Senior Level)

Learning Process Customers Financial

. KPIs . KPIs - | KPIs

Leading indicators Lagging indigators



Balanced Scorecard

KPIs
Signal Meter
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Drill Down (operational)

Charts (operational) 17

Balanced Scorecard
Detailed ¢ Traffic Light’ View
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Green meets expectations Yellow needs attention Red requires action




Balanced Scorecard

Cascading —
the hierarchical
approach to build BSC

Strategy

Corporate (Cockpit’s traffic light)

Business Unit/Division
(Meter level)

Operational
(including
maintenance
measures)

Tie Performance to Bonus? 19

Defining the Cause-and-Effect Relationships of the Strategy

|Visi0n and Strategy | % ‘
Source: Adapted from Kaplan and Norton, 2001
Financial Perspectivgée% o (&
“If we succeed, o@?@@%@ &Q,&f-»\'&‘\
how will we look
to our
shareholders?”

Customer Perspective
« . )
TQ achieve my 'st‘ g <& ¢§”. $@%
vision, how mustI ¢« §
look to my
Long-term | customers?”
outcomes
Internal Perspective
& e <
S5
. R RIS
To satisfy my customer; AL
at which processes must
I excel?”
Short-term
objectives . .
J & Learning and Growth Perspective
Sea 'x&% S o &
Activities « . 3k CCTIA
. To achieve my vision, g¥¢e™ <7 &
The Drivers how must my
organization learn and 20
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 (KPIs)

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

21

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

e Provides focus and prioritization

* Enables all employees to understand their
contribution

22



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?

e e e
What are the = ! g e e e
: : R

critical
measurements?
Translating Mission into Desired Outcomes
. Adapted from Kaplan and Norton, 2001
Mission
Why we exist
Core Values
What we believe in
Vision SPACE-CLIFTH
What we want to be /
Marketing Audit

Balanced Scorecard
Implementation and focus

Strategic Initiatives
What we need to do

Strategic Outcomes

Satisfied Delighted Effective Motivated and Prepared
Shareholders Customers Processes Workforce 24




The Balanced Scorecard Links Performance Measures

LIV O bl B A S AN How do we look to shareholder?
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 ‘ INTERNAL PROCESS PERSPECTIVE
GOALS MEASURES (KPIs) GOALS MEASURES (KPIs)
New Percent of sales from new products REAP HARVEST AND Technology | Manufacturing geometry vs.
products . SOWNEW CROP capacity competition
Percent of sales form proprietary ]
products EXCELL IN Manufacturing Cycle time
Responsivg On-time delivery - excellence Unit cost
supply (defined by customer) Yield
ferred | Sh: £ ke > h ADDED VALUE Design Base material efficiency
A Tre 0D I 1y SIS, IRIERES + productivity | Engineering efficiency
R CREATE MARGIN
New product | Actual introduction schedule vs.
Customer | Number of cooperative engineering introduction | plan First in market
partnership| efforts . .
Competitive | Captive product + process
INNOVATION & LEARNING PERSPECTIVE risk technology

Key Performance Indicators

(KPIs)

learning

Product focus

Manufacturin;

GOALS MEASURES (KPIs)
Technology Time to develop next generation
Leadership

b Process time to maturity

Percent of products that equal 80% sales

How do we continue to improve What must we exgel at?
and create value? Time to markdt NeW product introduction vs. competition
BGX HK Balanced Scorecard : Table View
Scorecard Strategic Success Factor Performance Measures Target
(S.S.F) (KPIs) 2014 2015 2016 2017
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 Servides
Sales of New Products *% Sales To New Products
Process *Commercial Responsiveness *% Enquires > Target

*Product Mix
*PCP (Product Creation Process)

Hit Rate

*Order Fulfillment Cycle Time
*Manufacturing Yield
eImplement ERP and BSC

*% Products with IFO > 10%
*% New Product Releases on
Time

*X Days

*Material Lost %

*Days per milestones

Learning
&
Innovation

*Manufacturing Excellence
*Purchasing Skills
*Leader/Coaching Skills

*Quality Improvement Teams (QIT)

*Performance to Plan i.e. NPD
*Progress in Level 1 training
*Maturity Assessment

*% Managers Attending Course
*QIT (Teams) registered pa

26




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)
Quality Improvement  ° |n<_:rease in share
Price/Earnings ratio price

27

The HR Scorecard-Measures of
learning & innovation (examples)

« Training & development expenses/net sales or
total payroll

* Number of training days per employee
* New qualification attained/no. of employee
 R&D expenditures/net sales

* Number of quality improvement teams (QIT)
registered

* Number of new products or services
 New products sales/total sales

* Reduction of days of new product development
process (before market testing or market launch)

28



Creating the Strategy-Focused Organization
(Kaplan & Norton, 2001)

The Five Key Principles

« Kaplan and Norton articulate the 5 key principles
required for building Strategy-Focused
Organizations:

1) Translate the Strategy to operational terms.

2) Align the organization to the strategy.

3) Make strategy everyone’s everyday job.

4) Make strategy a continual process, and

5) Mobilize change through executive leadership.

29

The Principles of a Strategy-Focused Organization

Source: Kaplan & Norton, 2001
Mobilize Change

through Executive
Leadership

* Mobilization
* Governance Process
* Strategic Management System

Make Strategy
a Continual
Process

Translate the
Strategy to
Operation Terms

* Link Budgets and Strategies
* Analytics and Information Systems
* Strategic Learning

* Strategy Maps
 Balanced Scorecards

STRATEGY

Align the Make Strategy

Organization to Everyone’s
the Strategy Everyday Job
* Corporate Role * Strategy Awareness
* Business Unit Synergies * Personal Scorecards

* Shared Service Synergies * Balanced Paychecks 30



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

31

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)

32



Examples of Organizations
Using Balanced Scorecard

Hong Kong:

- MTRC

Hong Kong Housing Society
HSBC

Modern Terminals

HKPC

- HWL

33

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 1s strategy map?

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

35

Stl’ate gy Map @ Source: Kaplan & Norton, 2004
= Capital
/ Return on R
Project Profitability

Financial New Revenue Sources

. ) . Cash Fl
Perspective + Gain Sharing Revenue ash oW @
o Follow -on Sales InV01ce Collectlo
T Tier I Customers Tier I1 Customers
. Value-Added
Perspective P Lowest Price
artners
Customer Satisfaction ¢ Price Index

4 [y
Build kle Franchise \ncrease Customer Value \ Aperational Excellence

Strategic Account R K
Internal Management ewor
Perspective Gain-Sharing e Hours with
Programs Customer Safety
Suggestion s
Program Project
* Participation Bl Chin G
a
@D
Learning I ; \ :
dG h Strategic Morale and Strategic
2y A Skills Empowerment Technologie3s6

Perspective




Financial
Perspective

Customer
Perspective

Q Share of
Targeted
Segment

U Mystery
Shopper
Score

Internal
Perspective

Learning &
Growth
Perspective

S

roducts (hlgh

Mobil’s Strategy Map

LK Increase ROCE to 12% =
Revenue Growth Strategy ROCE [ Productivity Strategy
Net Margin (vs. indusfry)
Increase Customer i
MNew Sources of Mon- Become Industry Maximize Use of
Pmﬁtabilly Through o
Gasoline Rev@ Premium Brands ___— Cosl Leader Existing Assets
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37

1EMHMEBF - fkB&H1El CRM Strategy Map

Pioneer of imporl
substitute

busine

Foster specialization
of three core

added solutions
to customers

Leverage

sses capital markets
[

~Build uniform
and
internationalized

pursue the
yield of
leading

com petitors

Accelerate '1
products and technology

technology

the R&D of new

pgrade

EffectiVe

‘ Scales :‘.'g';
marketing ~

Financing,

N

75 Integrate l® investment,

@ sales and M&A
marketing

™. _resources
=& ooperation &

Focus on potential
profitable products

collaboration

survey & In mgt, tech,

analysis

A
4

A intangible asset

e

pmen?b'e

L&G

Retain & attract
strategic personnel

et}
Cascade & enhanced 6S |

system for

romote specializat

-

* etc.

uild & improve information

*Decision support
*Knowledge management

. ?UII mod
enferpr

Promote ability to execute
and professionalism

\

ultivate performance
culture & internatiah@lized
Visi




158+ CRM BSC Visualization
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Services)
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Case Study 1

MTRC’s
Balanced Scorecard
and Strategy Map

41

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

42



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

43

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

44



Financial

Customer

Process

Efficiency

MTRC’s Strategy Map

Growth el Wl Productivity

Sﬂglde;es for non-fare

revenue; leverage
strengths for new
business; consultancy

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

Derive
maximum
value from
assels

Patronage
improvement
thru station;
market share

Services

Service quality; customer complaint

Safety

Staff safety; pax séfety;
risk index

Accessibility; foster
relationship with
community, political

parties and academics

Improve customer service;
enhance value-added
customer service

ontinuous

improvement on
safely performance;

comply to 10R and

Response & recovery;Planning achievement; Sarvice meel ‘W Laws of HKSAR
; aws o H

s deman
forecast; research &

: , involve in
Reliable system; fast apply best practices; legislation
recovery to minimise railway extension

consultation;

impact securit

planning

=l

Training Ratio; Efficiency index; R 72"
Direct job cost ratio Competent staff; efficient organisation;
; optimise manpower; entrepreneurial mindsel
\\\

Case Study 2
HWL Group Developed its

Balanced Scorecard &
Strategy Maps:

46



Awareness & launch programme within GISD

» Kick off meetings

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

\/ c
%* Post-project launch and awareness programme

47

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\ 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 Jpne IJuly f\uguslt Sgpt
| | | | |
L h drevi
A Training, workshops and reviews Months Start of GISD 2007 Budget preparation 48




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

49

Wissi

To provide the IT foundations to enable our
HWL group of companies to grow quickly and

effectively

Veséon

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.

50




Statesy

Leadenshit & Inspination

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

S ethicvement & Excellence

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

Sewice & Synergy

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

gmféawmmz‘&%zmam‘ém

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

Zetunn & Yalue

*Generate business value in everything 51

Departmental Strategy

Loadenshis & Tnspiratio Section 1 ()

1. Selectively driving IT
governance across HWL
businesses

Lead and inspire others to excel
Selectively drive IT governance aches
Treat staff & customers as we want s

eticvement & Excellence

Achieve product excellence, service quality ana
process efficiency

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

2. Drive common group IT
strategies across HWL
businesses

3. Exploration of Group IT
Se'wc'ce & SW Foundation Initiatives
Orive inter-sector synergies & economies of scafé
Provide & grow high quality shared service,

gmﬁowezmem‘&7mamz‘ém

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

e of technology while

Zotunie & Yalue

Generate business value in everything

52



Deparimental Strategy
Leadenshit & Inspination

*  Lead and inspire others to excel
«  Selectively drive IT governance aclQss our business
+  Treat staff & customers as we want¥Q be treated

eticvement & Excellence

*  Achieve product excellence, service quality a
process efficiency
+  Strive for consistency,
excellence and simplicity

, reliability,

Serice & Synengy
- Drive inter-sector synergies & economies of scalé
*  Provide & grow high quality shared services

gmﬁommed&7mamﬂm

+  Innovation and creativity in use of technology while
achieving meaningful ROT
+  Empower, support and develop management and staff

Zotunie & Yalue

*  Generate business value in everything

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

53

Strategy — ALL together

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

2. Toimprove 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

effectively

Section 4
To provide adaptive infrastructure

foundations to enable our HWL grouR
of companies to grow quickly and

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

54



Departmental Measures

IT Value and Governance petspective

1.
pA
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

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

Internal Process perspective @0 NS Innovation & Growth perspective
1. % of initiatives suggested by customer 1. % of IT budget allocated to research, seminar & training
considered and responded 2. % of GISD staff who understand the IT organization's
2. First response time to customer mission, vision and strategy
3. Reduction in number of problems reported 3. % of training days and days attending seminar
4.  Reduction of rework rate 4. Turnover rate
5. % of vendors with SLAs in place 5. % of staff with completed professional development plans
6. % of budget and schedule variance for projects 6.  Satisfaction Level of GISD’s Innovation .
Departmental measures — accountable parties summary
Perspectives David | Section | Section | Section | Section4 | Section 5 Existing
measure? Who
1 2 3 (Raymond (Peter currently
. d thi
(Peter Li) | (Stephen) (KC) ) Tay) L
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 Y Y 6w measure




Departmental measures — accountable parties summary

Perspectives David | Section | Section | Section | Section4 | Section5 | Fvstne
1 2 3 (Raymond (Peter cu rrcr}t]y )
(Peter Li) | (Stephen) |  (KC) ) Tay) HEE
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:w 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 58



IT Value and Governance perspective
Section 1 () N\

1. % of IT budget for new initiatives g ) o )
2. % of initiatives aligned with group IT strategies ﬂ_ 1. Selectively driving IT governance across HWL businesses
S 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 e T T o e \3 Exploration of Group IT Foundation Initiatives J
6. Delivery cost neutral ]\ /Section 2 () N\
N\ / Ly 1. To achieve synergies and economy of scale through
. promoting better adoption of shared contracts
Customer perspective
1 % of services having a docutkgnted customer relationship manageme > 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
5 Increase number of services \ group
4. Existence of an IT steering com {th busi aroern p ~
B % of HWL group companies using t! shared Section 3 ()
G % of applications and services meeting - =1 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 d \3 DLl @uyons 0 ©E T s euslins) 196k /)
2 First response time to customer
: ¥ : . / Section 4 () \
3! Reduction in number of issue. . . f
) > 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 ¥ plac 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 () \
o TR )
2. % of GISD staff who understand the IT organization's mission, visi n ategy L 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 g 2. Improve operational efficiency and performance
through excellence in system manageme
6. % of staff with completed professional development plans \ : ) . /
@D [0}
. . GISD is the “one stop shop” providing high-value, reliable
o e e IT.foundat|ons t(? snable 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
‘e ST V
____IMIig;Sion £10n
Return & Value Shared Service &
IT Value and D””ad
™ Service, Synergy
Governance Governance Generate business .
- : value in everythin Improved Adapive
Selectively drive IT governance ything Communicatios Infrastructure
across our business

Drive inter-sector synergies &
economies of scale

Customer Adaptlve Shared Serwce
Focus Infrastructure Serwce Level
row nign quality sharea services |

Provide and gr lity shared services

f

Eff cient Adaptive -
Serwce Operatlon Infrastructure,
Satisfaction
Sh M Flnanmal PR T
Serwce anagemen <« Foundation:
S

Financial
Managemen

Customer

Customer
Satlsfactlon

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
"
Innovation and creativity in use of technology [ ] To prowde ada tlve mfrastructur foundatlons to
while achieving meaningful ROI € LR
A
Empowerment & y
Innovation & Innovation t : o
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 & Magenes
Governance I
Selectively : s “ Service &
drive IT gove Sl Generate business cm CM i 2
i i ner
oug businees tnane value in everything ¥ &y
,w Semce

Drive intet-sector synergies &

. economies of scale
' )
Lead and FWS Leod

inspire othersto excel Provide and grow high quality shared services

L] i i

& & .
) _ &)
Treat = Strive for

staff & customers as @ ﬁ consistency,

{Dntemal we want to be treated Achieve product reus abﬂity,
toCcess excellence, service cquality reliability,
and process efficiency garglence sl

simplicity

T Fici z
@ Achievement & Excellence

Innovation and creativity in

use of technology while
iov e achieving meaningful ROI
& Growth Empowerment &
Innovation

Bformation
61

Empower, support and develop management and staff

—

L_‘ GISD strstcg s moasurarpent= and implememsion plans - Appendsx
<>

L‘ 0(1//

) 2
L wl 2
E Hutchisomn ’V\vrhanlpua I .imited
Group Information Services Department
L Final Report of GISD strategy measurements
L‘ and implementation plans

Balanced | >
Scorccard =

lfra mewve orl\{ >

>nsulting Lood.
'n'{,—r\u\ o Hang Konszl

Prop arex
—~ (a wholly-uwned subs
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Organizational Change

148+

Unfreezing Changing Refreezing

Kurt Lewin’s Three-Step Process

63

Key competences of change agents

Communication
Goals

1. Sensitivity to changes in key
personnel, top management
perceptions and market
conditions 10. Stimulating motivation and

commitment in others

7. Communication skills
8. Interpersonal skills

9. Personal enthusiasm

Clarity in specifying goals
3. Flexibility in responding to

Negotiation
changes . '
11. Selling plans and ideas to
Roles others
4. Team building abilities 12. Negotiating with key players

5. Networking skills

Management
6. Tolerance of ambiguity

13. Political awareness
14. Influencing skills
15. Helicopter perspectives

64



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

65

Winning Strategies

What To Do When You Are Doing Well:

Perspectives from Sun Zi (2 F)

Derived From:
Chow-Hou Wee (2005), Sun Zi Bingfa: Selected Insights and Applications,
Prentice Hall, Singapore.

66



Be Pro-active at All Times and in 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
67

Question 1

If you are number 2, number 3,

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

What is your goal or strategy?

68



Question 2

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

What will you do?

69

Some Typical Answers

- Protect the No.1 Position

- Try to Remain as No.1

- Maintain the Leadership Position
- Guard Against the Competitors

70



Example of NBA
Basketball cames

71

NBA-National Basketball Association

The Scores with 1 minute remaining:
Chicago Bulls 88 Houston Rockets 86

Boston Celtics 98 New York Knicks 75

72



NBA Standing

Southwest Division
Teams Win Lost GB
San Antonio 37 15 -
Houston 36 16 1
Dallas 35 19 3
New Orleans 33 20 4.5
Memphis 14 40 24
NBA Standing
Atlantic Division
Teams Win Lost GB
Boston 41 11 -
Toronto 29 23 12
New Jersey 24 30 18
Philadelphia 24 31 18.5
New York 16 38 26

GB-games behind

74



Questions
1. Which team will be under greater stress?
2. Which team is more willing to take risks?

3. Which team is more afraid of making
mistakes?

4. Which team is likely to be more
creative/innovative?

75

A Leader must be:

More creative and innovative
More willing to take risks

Not afraid of making mistakes
Able to withstand stress

76



This is why Distancing
(Widening the gap)
is so important!

77

Why Distance Yourself ?

When gap is narrow:
- Vulnerable by default.

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

78



Why Distance Yourself ?

Never give
competitors the
motivation to take
you down.

79

Contrasting Leadership Behaviour

When Leadership Gap is Narrow When Leadership Gap is Wide

1. Forced to guard against 1. Competitors are wary of
competitors. moves by the leader.
2. Limited economies of 2. Great economies of
scale. scale.
3. Can’t afford to take high 3. Can afford to take risks.
risks. 4. More scope for innovation
4. Can become conservative and creativity.
& less innovative. 5. Stress is more self-
5. Under stress from induced.
competitors. 6. Great leeway to

6. Afraid to make mistakes. accommodate mistakes.

80



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.

81

Importance of

Distancing (Widening the gap)

Business Examples:
Microsoft, Google
ExxonMobil

82



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

83

How to distance Yourself

5, Learn from other industries/businesses

6, Learn from others — consultants, publications,
subscriptions, etc.

7, Learn to be different, not just better

8, Participate in exhibitions, fairs, etc.

84



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?

85

Advice

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.

86



You don’t need to have the most
resources to be a market leader




HKU Business School-
EMBA & Executive Education

« Strategy:

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

EMBA-Global Asia
 Current Partners- LBS & CBS

&9

EMBA-GIlobal Asia

U.S. Presidential Hard Lessons: Five Asian
Race: The Econony Afghan GirlsFi 1gh( Acls to Watch
Takes Center Stage W To Goto School In 2008

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

e The number one base of international business
leaders

e Earn a joint MBA degree from three top schools

Ny Ionko

e Faculty that engages with research and bring real- i Ko New ok ity Londn, Hong Kong
world trans-natlo_nal perspectives using multiple Hoiasalbormiiibil it
methods of learning drive the global economy.

The keys to their success—
and the challenges they now face

e Major cities that drive the global economy

N0

e Closely connected financial networks




FT .COIN1l EMBA ranking 2008

FINANCIAL TIMES

Top 30 out of 100 Business Schools of EMBA Ranking 2008

) = s & é %
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1 4 2 Columbla/London Business School Us 7 UK Executive MBA Global 295224 110 11 23 19|

1 =) Kellogg / Hong Kong UST Business School China Kellogg-HKUST EMBA 345.159 o1 27 2 1
3 2 4  Trium: HEC Paris / LSE / New York University: Stern France / UK/ US Trium Executive MBA 297,224 106 63 7 10
4 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 9 - inseaa France / Singapore Gemba 232,071 81 16 3 2
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 273599 71 21 12 1e
5 6 7 London Business school uk Executive MBA 177,184 83 22 20 13
10 9 11 Columbia Business School us Executive MBA 218916 84 57 81 a8
11 15 15 Chinese University of Hong Kong china emea 239588 81 62 10 17
12 12 13 Kellogg / WHU-Otto Belshelm School Germany Kellogg-WHU Executive MBA 156217 78 4 e1 28
13 18 15 Clty Unlversity: Cass UK Executive MBA 149,198 97 7 75 5
14 20 19 IMD Switzerland Executive MBA 193.419 67 10 1 =
1is 11 12 Purdue / Tias / CEU / GISMA US / Netherlands / Hungary / Germany IMM International Masters In Management 137,395 81 8 59 12
16 18 - UC Berkeley / Columbia us Berkeley-Columbia Executive MBA 194,532 67 54 35 =
17 14 El Duke University: Fuqua us MBA - Global Executive 205,438 50 46 6 21
18 21 18 New York University: Stern us 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 = National University of Singapore Asia Pacific Executive MBA (APEX MBA) 193,184 73 | 53 = 6
21 17 - Kellogg / York University: Schulich Canada Kellogg-Schulich 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 China International EMBA 212,647 73 40 52 39
23 37 - Thunderblird School of Global Management us Executive MBA In Global Management 163,452 74 23 20 50
25 26 31 Essec / Mannheim France / Germany Essec & Mannhelm Executive MBA 128,177 69 6 26 el
26 39 28 Rotterdam School of Management, Erasmus University Netherlands Executive MBA 120,304 74 | 35 | 49 27
27 32 - OneMBA: CUHK/RSM/UNC/FGV Sao Paulo/EGADE China / Netherlands / US / Brazil / Mexico OneMBA, Global Executive MBA 182,296 60 39 22 65
28 - - University of Michigan: Ross us Executive MBA 189,520 a7 9ZF 33 —E
29 23 14 Warwick Business School UK Executive MBA 126,837 o1 68 54 20
30 38 32 UCLA: Anderson us Executive MBA 191,833 58 42 67 a7

BUSINESS
SCHOOL

Columbia
Business
School

Welcome to EMBA-Global Asia
Information Session

Today's agenda:

+ Video of EMBA-Global Asia
* The EMBA-Global Asia story
* The benefits to you

Programme overview

+ Career impact

-

Your next steps

.

Start your EMBA-Global journey

Q&A, discussion and close




Power of three

London Business School The University of Columbia Business School
;Reilownzd for wolzld class Hong Kong N Yl o e
aculty anq researc e Ranked 18t amongst world’s today’s business practices
» Strong portfolio of MBA and top 200 universities

e Integration of social

ERTEEIIN IS [ TS * First and most established intelligence across curriculum
E . : university in Hong Kong

* Extensive alumni network S OUTstanding|natwark
e Alumni network of top

business and government

leaders

93

Where you will study

HKU Campus: Hong Kong London Business School campus

e State-of-the-art academic e |n the heart of London

t
centre e Overlooking Regent’s Park

e Magnificent harbour views Ul .

library, wireless network,
fitness centre

e Close to financial hub and
airport

HKU Campus: Shanghai Columbia Business School campus

e Near the Bund area, the e A bustling academic village

Anarigl e Close to Hudson River

e Walking distance from train

. e A gateway to a major capital
stations & v J P

city of global business
e East-meet-West experience

94
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Inspiring senior executives for business idvancement
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The Canbridge-HKU
Senior Execute Programme:

Strategic Issus in Corporate Flnance
15-19 June 200¢

The Oxford-HKU

Senior Executive Programme:
Corporate Leadership
11-15 May 2009

Benefits to Participants

EMBA-Global Asia

The perfect tlme to join a prestigiolis Executive MBA programme

Benefits to Paici

ipan
= Understand thally links between corporate strategy and

1 mare about thes prestigous Executve MBA programme located n the most nfluentia

+ Get cutting edge insights into th theory, practice and art :
{
and industry. times. | nevr Nowit e sl se, expand H New York, London and Hong K, Regler |
o ew b it ra ons 1o meet wih programme staf, Please v cur webste fordetas
| ' programme. {
= Obtain leadership insights you ne keep your « Leamn how to deVp risk management strategies to protect + i ‘Evening session. Open day Coffee sessions
xganasion nh e a ncrossingl conpetve | " you sss anfsinens under the economic crisis. s Tt 20,2000 Tt Ao 2000 Nt ek, 2009
. :hool and e “Thursday, 16 April, 2009 Wednesday, 22 April, 2009
HKU network. S pARARER | e, 28 houk, 2008
iy il ot | Designed spe EMBA.Gioball | Tme:  6:00pm-8:00pm 9:00am-6:00pm 9:00am
Venwe: Cental

n the workd by he Finncia

Who should dend

CFOs, investors, diftrs, shareholders, financial controllers

| Who should attend

1 (GEOs, board members, senior managers, senior civi servants RaxusanaERs

xmaARRR
7ol +852 3962 1262

emai. asia@emba-global.com

wabste: W emba-global com/hkei/

HKU_ 4 columbia

Bus Business
School

LR wxw emanaaimn
X SRHBAM)

1298

Enquides | Tel 128 |

Global Network - Regional Context www. ExecEd. hku. hk/0xCam
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HKU Global Parmership Exccutdve

Inspiring scnior excecutives for busine:
7. Oxford and C
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s achvancement
Proven excellence of TTKU i
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The Oxford-H KU
Senior Executive Programme:
5% Corporate Leadership

R ~o00

Benefits to Participants
- Get cutting edos insights nto the theory practics and ot
Teatioranip from the wo

nior Executive Programme:
Strategic Issues in Corporate Finance
15-19 June 2009

Benefits to Participants
= Understand the key links bet:

n corporate strategy ai

f corporate world's experts in academia financial structure that are vital in these turbulent SR
2na industry. times.
= Learn the latest trends in i = Learn from expers’ outiook on the economic downturn and

o o run busness in a new International financial system.

risk management strategles to protect
omic crisis.

and innovation, change management and design thinking.
- Obtain leadership insights you need to keep your -

organisation In the lead in an increasingly competitive

environment. T
= Become alumni of Oxford Said Business School and HKU

Business School executive network.

Learn how to develop.
o aoets and Investments Lnder the ecor
Become alumni of Cambridge Judge Business School and
KU Business School executive networ
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Who should attend 1
CFOs, investors. directors, sharehoiders, financial controliers
s rron 1evel executives with financial responsib

Who should attend
GEOs. board members. senior managers. senior civil servants
and other
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Global Network - Regional Context
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No 1, while University of Hong Kong comes second
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