Using Strategy Maps to Achieve
Organizational & Personal Goals:

Strategies for Successful
Career & Life

Prof. Peter Fong

What is Strategy?

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

- Itis the means of reaching the focal
objective.

- Itis 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
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The Balanced Scorecard Development

The Balanced Scorecard
- Measures that drive Performance

!

Putting the Balanced Scorecard to work

Devising a Balanced Scorecard
Matched to Business Strategy

v
Using the Balanced Scorecard to Translate Strategy into Action

l

The Strategy Focused Organization

|

Strategy Maps

l

Alignment

}

The Execution Premium
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Putting the Balance Scorecard to work

(Kaplan and Norton)

The Strategy formulation (Strategic analysis)
Vision/ Strategic choice
Mission \
Strategy ijplementation

\ 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
T T T l
“Competent staff  “Advanced technology .pg|ighted *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 indi%ators
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Balanced Scorecard
Detailed ¢ Traffic Light’ View
Perspectives SSF KPI Q1 Q2 Q3
Financial B .
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14
Green meets expectations Yellow needs attention Red requires action
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Cascading —
the hierarchical
approach to build BSC

Strategy

Balanced Scorecard

Corporate (Cockpit’s traffic light)

Business Unit/Division
(Meter level)

Operational
(including

maintenance
measures)

Tie Performance to Bonus?
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how will we look
to our

shareholders?”

Customer Perspective

Defining the Cause-and-Effect Relationships of the Strategy

gision and Strategy| < ) \

Financial Perspective® .
S/

Source: Adapted from Kaplan and Norton, 2001
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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 (KPls)

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

17
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Balanced Scorecard: Summary

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

* 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

18



Linking Measures to Strategy

Asking
What is my
vision of the
future?

To-Shareholders

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

What are the
critical success

factors?

What are the
critical
measurements?

19

Translating Mission into Desired Outcomes

Adapted from Kaplan and Norton, 2001

Mission
Why we exist
Core Values
What we believe in Environmental Scan
Vision SPACE-CLIFTH
What we want to be /

Marketing Audit 7

Balanced Scorecard
Implementation and focus

Strategic Initiatives
What we need to do

Strategic Outcomes

Satisfied Delighted Effective Motivated and Prepared
Shareholders Customers Processes Workforce 1

20
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Key Performance Indicators
(KPIs)

The Balanced Scorecard Links Performance Measures

How do customers see us?

CUSTOMER PERSPECTIVE
GOALS MEASURES (KPIs)

New Percent of sales from new products
products

Percent of sales form proprietary
products

Responsivg On-time delivery

supply (defined by customer)

Preferred | Share of key accounts’ purchases
supplier

Customer | Number of cooperative engineering
partnership | efforts

How do we continue to improve
and create value?

FINANCIAL PERSPECTIVE
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

A

REAP HARVEST AND
SOW NEW CROP
[ ]
EXCELL IN

ADDED VALUE
+
CREATE MARGIN

How do we look to shareholder?

INTERNAL PROCESS PERSPECTIVE

New product
introduction

GOALS MEASURES (KPIs)
Technology | Manufacturing geometry vs.
capacity competition
Manufacturing Cycle time

r excellence Unit cost
Yield
Design Base material efficiency
productivity | Engineering efficiency

Actual introduction schedule vs.
plan First in market

Competitive | Captive product + process

INNOVATION & LEARNING PERSPECTIVE risk technology

GOALS MEASURES (KPIs)
Technology | Time to develop next generation
Leadership
Manufacturing Process time to maturity
learning
Product focus|Percent of products that equal 80% sales

‘What must we exgel at?

Time to markd

 New product introduction vs. competition

21
£
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 *IFO %
*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 [FO > 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 *Performance to Plan i.e. NPD
& *Purchasing Skills *Progress in Level 1 training
d *Leader/Coaching Skills *Maturity Assessment
1 t g Yy
nnovation *Quality Improvement Teams (QIT) | *% Managers Attending Course
*QIT (Teams) registered pa
22
22
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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 * Increase in share
+ Price/Earnings ratio price

23
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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

24
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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
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Examples of Organizations
Using Balanced Scorecard

Hong Kong:

- MTRC

- Hong Kong Housing Society
- HSBC

- Modern Terminals

- HKPC

- HWL

26

26
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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

14



Strategy Map Source: Kaplan & Norton, 2004
_————"Return on Capital
Financial New Revenue Sources .@ Project Profitability
. . . Cash Flow
Perspective  + Gain Sharing Revenue @
* Follow-on Sales . Inv01ce Collectlo
A
\
O Tier I Customers Tier II Customers
2 Value-Added
Perspective Lowest Price
Partners
K(Sustomer Satisfaction * Price Index
4
Build the Franchise anrease Customer Value \ Aperational Excellence
Strategic Account
Internal Management SO
Perspective Gain-Sharing * Hours with
Programs Customer Safety
Suggestion -
Program Project
AL Performance
* Participation
Learning S - v— . .
trategic orale an trategic
and Growth '8 e1e
. Skills Empowerment Technologies
Perspective 29
29
Mobil’s Strategy Map
— e 15
(= Increase ROCEt0 12% _ ~—>
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Q New Product Teams On-Spen Industry Cost
Accepfance On-Time Leader Q Environment
Rale Incidents
Q Dealer Quality Q Activity Cost 0 Safely Incidents
{} Rating vs. competition
A Motivated and Prepared Workforce
i s Climate for Action /_F_-gqm etencies Technology
earming : i T
+ Aligned "+ Functional Excellence
Growth @;m & + Leadership Skills > 7 Process !mprovemenw
Perspective e omegralodView s e e
2 Personal BSC Q Strategic Skill Q Systems Milestones 30
3 Employee Feedback Coverage Ratio
30
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1EAMmEF - ﬁtlﬂ%ﬂﬂ CRM Strategy Map

sharehalder

value
of three core

businesses

Leverage
capital markets 1

ioneer of import .
substltutepo added solutions

to customers

Accelerate the R&D of new || Effective ‘ Sc
products and technology marketing W;
. : Financing,

3
Integrate \ @ investment,
sales and M&A

marketing
resources

pursue the
yield of
leading 4 2 abora
market i
o compemors 0 Focus on potential ] @ survey & f:irlngt (e‘::(:xn

profitable products ; analysis B\_intangible asset

cn?emﬁcngggmte

Promote ability to execute

| Cascade & enhanced 6S | [ "Build & improve information || and professionalism
Retain & attract = system for N
strategic personnel 3 Decision support ultivate performance

*Knowledge management cyl(ure & internatichplized
vision
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Strategy Map for Cloud Based Business (Example Amazon Web
Services)

Financial
Perspective
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ustomer
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_.,.,m = Perspective
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Speed HandEngteam
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- Customer Rebtiomnship Reserchand e i
e SRR susiness

eShared Serdce Apgaaimuwan-n eNew Product - Regulatory Re quirement Process
Momi toring for each -Empioyes Heslt Perspective
=ppk cason B = Commsricating e ¥
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Team Team 9
~instalstonSupport taken for each lewd
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eQuasty #t ori ng the Quality
of support

Relationship
with

Third Part
-'rram-wgand n ng the Service
welopment of cultural valvesofthe slong Term etong Term Provider and
Emnloveﬁs organsation rela Sonship with relationshipwithISP Trai I}& B
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prowider deve lopment
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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.

bottom line FN l 1

Triple

Financial Increase Increase
perspective sales. margin.
Customer Be the Create satisfied and Offer innovative
perspective preferred brand. profitable customers. products and services.
CUSTOMER OPERATIONAL AND
BRANDING MANAGEMENT INNOVATION FINANCIAL MANAGEMENT
Ensure Ensure Ensure Ensure Optimize Ensure
Process and integrated - market _ quality in creative and purchase of financial
technology communications telligence deliveries. efficient R&D raw materials. flexibility.
i lan. rocess. A
perspective P process. Ensure P Optimize Improve
Ensure brand effectiveness Innovate use of productivity
management of trading in services. assets. in transactional
process. processes. processes.

Social and Assume leadership Manage social Be a Manage eco-efficiency
environmental in transparency impact in areas of - protagonist on ----- + and occupational health;
perspective within sector. influence. water issues. prevent accidents.

Human Develop competencies and Develop organizational capacities in Support organizational

resources leaders within Amanco. brand, services, and innovation. change.

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

and , Reimagining the Balanced Scorecard for the ESG Era, HBR, 3. 2. 2021.
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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
Vision -Combining multiple breakthrough innovations -Disrupting the traditional cocoa paradigm

Business

Positive impact Lasting business value for all the Improved livelihoods for farmers, Sustainable conservation and

players in the supply chain opportunities for employment,

and local SME development

regeneration of productive
peatland, increasing COz capture

- ENN
-
OFFTAKERS INVESTORS/FUNDERS OTHER STAKEHOLDERS EXISTING LAND “OWNERS”
BRANDS, TRADERS, PROCESSORS GHS, OTHERS GOVERNMENT, COMMUNITY GHS, OUTGROWERS
Secure high-quality, Obtain returns with Promote sustainable Grow cocoa,

traceable, and reliable social impact and preservation of unlocking the full

Value for supply of cocoa, meeting create a platform for peatland and rural potential of the land.
stakeholders defined specs. future growth. livelihoods, and
PN regional development.

Be a leader in
sustainable and
inclusive cocoa sourcing.

—
HOLISTIC
TECHNICAL,

LINKAGES
TO MARKET
AND INPUTS SUPPLY

Select and broker

INNOVATIVE
FUNDING

Attract different

INCLUSIVE COCOA
VALUE CHAIN

Develop a

IP GENERATION FOR
FUTURE GROWTH

Package the

AGRONOMIC, AND
ENVIRONMENTAL
INNOVATION

Develop and

Sustainable long-term types of funders streamlined and knowledge implement the
and innovative agreements/ and investors with highly productive generated in Riau holistic
processes relationships with different ROI inclusive cocoa to be replicated in innovation
offtakers, key expectations. value chain. similar supply package.
input providers, chains across the
and institutions. region. Create
conservation area
and promote
ecotourism.
N ~
INNOVATIVE ORGANIZATIONAL MODEL PARTNERSHIPS RESEARCH & DEVELOPMENT
Key A highly professionalized Build trust and develop Explore and pilot new
enablers and organizational structure at all agreements with key technologies and approaches to
resources levels: farms, postharvest, stakeholders: government, NGOs, enhance the quality, productivity,
commercialization, environment, university, donors, and resilience of cocoa

partnerships, etc. philanthropy, etc. production.

Source: PT Guntunghasrat Makmur

and

S HBR

, Reimagining the Balanced Scorecard for the ESG Era, HBR, 3. 2. 2021.

34
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Case Study 1

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

35

35

MTRC’s Balanced Scorecard and Strategies

1. Financial

2. Customer

3. Internal processes
4. Learning & growth
5. Safety and security
6. Environment (ESG)

36

36
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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

37
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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 & secureity

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

Measures: Staff safety; passengers safety; risk index

38

38
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MTRC’s — Strategies and Measures

Staff Efficiency

Strategies: - Competent staff; efficient organization; optimize
manpower; entrepreneurial mindset
Measures: - Training ratio; efficiency index; direct job cost ratio
Internal 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
Environment (ESG)
Strategies: - Sustainable energy conservation;
- application of technology and social innovation
Measures: - Reduction in power consumption; passenger entry
and exit time reduction

39
| ’s Strat M
MTRC’s Strategy Map
Growth e Productivity
: . ﬁat'e'gTes for non-fare § nit cost reductio_nme
Financial ‘[:almnage revenue; leverage Derive of technology for
'lh'l’u":"l‘:’t‘i‘::.‘ strengths for new maximum efficiency improvement;
i business; consultancy value from oulsourcing; energy
market share services assels reduction
Service quality; customer complaint
‘ Accessibility; foster Safety .
Customer Improve customer service; refationship with S_taff safety; pax safety;
enhance value-added community, political risk index
customer service parties and academics
= - = safety performance;
esponse & recovery;Planning achievement; e comply to I0R and
3 ervice meets demand
Best pr aCt'CeR forecast; research & Lawi?n?c:l‘ZKi?\AR;
eliable system; fast apply best practices; p
Process recovery to minimise railway extension C;tlgs'j:?al;lo;:‘
impact planning 5 et
securil:
e Training Ratio; Efficiency index;
EfflClency Direct job cost ratio Competent staff; efficient organisation;
optimise manpower; entrepreneurial mindset

40
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NERREHATE (o Emsta)
Train Service Defivery

RRERAHILY
Passenger Journeys on Time

I ‘u FIERBRANE
Train Punctuality

IWARR R RAZE N2 S B ERES BH-RASMAN LAER)
Train Reliabiity (Train Car~km per tran failure causing delays = 5 mins)

BRAREN (REEREEIRS SRS BH-RARER)
Ticket Reliability (Smart ticket transactions per ticket faikure)

ISy] SHATRRE @RpamIL)
wt) Add Value Machine Reliability (At applicable stations)

B L DEET
Ticket Machine Reliability

B HAMBTREE
Ticket Gate Reliability

u BilAR EBEREREE
Light Rail Platform Octopus Processor Reliablity
l HFRWARRE

Escalator Reliability

E REFARHTRE
| | P r Lift Reliabil

MTRC’s Customer Service Performance

AR RARRA® (ARA

Target Peformar

BRBRBER Service Performance em B MR & Target and performance

[TELE0E
#NAE - AaH MMMRAIER BenA e uAe u;:u
Tinng K OLin b S Kbod L
9% 998% 905%  999% | 995% %% 95% 9%
WS 999% % 99%| 9% 0| -
0% 999% 9% 999% | 99% 9% 9% 9%
850,002 (km) 850,002 (km)

3,895,915 (km) 7,457,71212 £ (km)

11,5001 (transactions)
34,5152 (transactions)

99% 99.9% 99% 99.9% | 9% 999%
99% 99.8% 9% 998% | 99% 994% 99% 99.8%
99% 99.9% 99% 999% | 9% 999%
= = - - - 9% 9%
9% 99.9% 9% 9% 9% 9% -
99.5% 99.8% 95% 98% 5% N% -
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Safety

— a measure of passenger safety

MTRC’s Performance on Passenger Safety

DEATHS FROM ACCIDENTS PER BILLION PASSENGER JOURNEYS

MTR — Best Performance — Average

i |
% |
3
2.48
9 . Z2_’_""_loc> 2.03 1.82
1 ‘ 0.00 0.00 0.00 1.79 174
‘A 0.00 0.00 0.00 0.00 _0.00
2016 2017 2018 2019 2020

42




MTRC’s Performance on Staff Productivity

Staff

CAR KM PER STAFF AND CONTRACTOR HOURS

MTR — Best Performance — Average

30 27.59
25
20 -
15.18 16.26 14.97 “
15
10 8.52 8.82 8.72 8.72 9.55

5

06 207 208 9 202
Case Study 2
How Cheung Kong Hutchison
Holding

(Hutchison Whampoa)
Developed its

Balanced Scorecard &
Strategy Maps ”
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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

T

AT ": R

R/

%* Project launch and awareness programme 45
45
o L3
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’
MM A M Adone)
- DIP Workshops (Draft of ‘Departmental
N Aimplem(-;ntation plans and measurements’ done)
Overall GISD
’ ‘ implementation plan
A and measurements
Awareness and Launch Program ‘
I Project Wrap-up
Alpril M.ay Jlune IJuly {\ugust Sgpt
A Traini | vl dI ) 1 1 1 | I
MEIE] VLS Elel WS Months Start of GISD 2007 Budget preparation 46
46
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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

47

47

Wissi

To provide the IT foundations to enable

our CKH group of companies to grow
quickly and effectively

W.! o

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.

48

48

24



Stwategy
Leadenstip & Tnoptnation

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

HAeliievement & Excellence

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

Service & Synengy

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

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

Retuwren & Yalue

-Generate business value in everything

49
49
Leadenstict & Tuspination Section 1 ()
Lead and inspire others to excel 1. Selectively driving IT
Selectively drive I'T governance ac governance across HWL
Treat staff & customers as we want fo businesses
Aethievement & Excellence .
2. Drive common group IT
+  Achieve product excellence, service quality and strategies across HWL
process efficiency businesses
Strive for consistency, reusability, reliability,
‘exce//ence L 57 3. Exploration of Group IT
Service & SW Foundation Initiatives
Drive inter-sector synergies & economies of scals
Provide & grow high quality shared services
&mwewm & Tunovation
Innovation and creativity in ys€ of technology while
achieving meaningful ROT
Empower, support and develop management and staff
Retun & Yalue
Generate business value in everything
50
50
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Departmental Strategy
y 5 & Dnssinali Section 2 ()

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

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

Aetiievement & Excellence

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

Service & Synergy
3. To develop effective

- Drive inter-sector synergies & economies of scale * financial procedures and
* Provide & grow high quality shared services standards on IT Financial

Empowerment & Tnnovation Management for GISD

and across the group

2. To improve group
communication and
information sharing

, reliability,

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

Return & Yalue

+  Generate business value in everything

51
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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

Section 3

To promote GISD as customer
focused

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

2 Drive common group IT
strategies across HWL
businesses

Exploration of Group IT
Foundation Initiatives

Driving everyone in GISD to be
customer focused

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

52
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Departmental Measures

IT Value and Governance perspective

1. % of IT budget for new initiatives

2. % of initiatives aligned with group IT strategies

3. Benefits realization from key IT investments in

HWL group companies

4. Benefits from adoption of group contracts in
HWL group companies

5. Compliance rate to Group IT Policy/Standard

6.  Delivery cost neutral

Internal Process perspective

1. % 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

& @B e

% of budget and schedule variance for projects

1.

Customer perspective

% 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

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

53
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Departmental measures — accountable parties summary

Perspectives David | Section | Section | Section | Section 4 | Section 5 i
measure? Who
1 2 3 (Raymond (Peter currently
- d thi
(Peter Li) | (Stephen) (KO) ) Tay) e B
IT value and governance 0 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 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 54w measure

54
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Departmental measures — accountable parties summary

Perspectives David | Section Section Section | Section 4 | Section 5
1 2 3 (Raymond (Peter
(Peter Li) | (Stephen) (KC) ) Tay)

Internal Process 0 1 O] 2 S) 4
% of initiatives suggested by customer Y Rz
considered and responded
First response time to customer Y Y Y (&
Reduction in number of problems reported Y Y Y IIEF TG
Reduction of rework rate Y Y Y RiEw [ERHE
% of projects exceeding budget or schedule Y Y Y Y Y Project

Manager
% of vendors with SLAs in place Y Y IIEF TG
Innovation & Growth 6 0 1 0 0 0
% of IT budget allocated to research, seminar Y New
& training
% of GISD staff who understand the IT Y Rz
organization's mission, vision and strategy
% of training days and days attending Y Wieey
seminar
Turnover rate Y Stanley
% of staff with completed personal Y TG G
development plans
Satisfaction Level of GISD’s Innovation Y B
Total 6 7 9 5 8 9 9

55

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

3. Map each sectional strategy into the strategy

map by using the decided information ‘How this

sectional strategy align with the departmental

strategy’

4. Decide the relationship between departmental

strategy

56

56
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IT Value and Governance perspective
Section 1() N
1. % of IT budget for new initiati -— (
2. % ofinitiatives aligned with group IT strategies ‘ 1 Selectively driving IT governance across HWL businesses
3. Benefits realization from key IT in HWL group rd 2. Drive common group IT strategies across HWL
, , businesses
4. Benefits from adoption of group contracts in HWL group companies
5. D B CPTE \ 3. Exploration of Group IT Foundation Initiatives /
i Section2 ()
6. Delivery cost neutral. ]\ \
\ / 1. To achieve synergies and economy of scale through
\ / promoting better adoption of shared contracts
T — e — 2. Toimprove group communication and information sharing
2. Customer satisfaction level 39 To develop effective financial procedures and standards
on IT Financial Management for GISD and across the
3. Increase number of services
group
4. Existence of an IT steering com th busT pare ~
5. % of HWL group companies using { shared g Section30
6. % of applications and services meeting SA - . Topromote GISD as customer focused
N\ 2. To improve overall GISD service level through world
" class monitoring, management and reporting
Internal Process perspective
1. % of initiati by MW 3. Driving everyone in GISD to be customer focused J
2 First response time to customer, , \
Section4 ()
3. Reduction in number of issue: . o .
a . — 1. To provide adaptive infrastructure foundations to
: Skl L enable our HWL group of companies to grow quickly
5 % of vendors with SLAs i plac and effectively
6 % of budget and schedule variance forpeje’ . 2. To enhance customer satisfaction of HIL users through
N providing cost-effective infrastructure and desktop
" " services
lnnovation & Growth perspective
1. % of IT budget allocated to research, seminar & training /W D\
2 % of GISD staff who understand the IT organization's mission, visiomantNyategy 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. Tumnover rate understanding
5 % of staff with plans. 2. Improve operational efficiency and performance
through excellence in system manageme!
6. % of staff with plans A\ 9 Y 9 4
CKH-GISD’s Strat M
- s Strategy Map
Q ]
T de the IT foundai bl HWL GISD is the “one stop shop” providing high-value, reliable
0 provide the IT foundations to enable our HV and excellent knowledge, direction and shared IT services
group of companies to grow quickly and effectively for the HWL group's alobal business
Mission Vicion
Return & Value Service &
ontracts are
IT Value and T eri Synergy
Governance Goverance
Improved Adaptive
Selectively drive IT governance ommunication Infrastructure,

across our business o
Drive inter-sector synergies &

economies of scale

Adaptive
Infrastructure,

Provide and grow high guality shared services

Efficient \ e ~~ Adaptive [
Operation Infrastructt
Customer

Customer

Customer
Satisfa

Treat staff & customers as

we want to be treated
:;‘Itema| Achieve product Strive for consistency,
rocess excellent, service quality reusability, reliability,
and process efficiency excellence and simplicity
Innovation and creativity in use of technology [}
while achieving meaningful ROI
A
Empowerment &
Innovation & Innovation i ecti
Growth Section 3 Section 4
Share T
Sectons
Empower, support and develop management and staff
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CKH-GISD’s Strategy Map

Return & Value
Leadership @

Drive inter-sector synergies &

IT Value & I
Governance . d
i:iij:?;eggve s Generate business SSEFVICE &
AN alue i i ner
our business Al i exeryiing J &Y

inspire othersto excel

economies of scale ﬁ

Treat
staff & customers as
Internal we want to be treated ) el
Achieve product
Process ¥ 2
excellence, service cquality

andprocess efficiency

Strive for
consistency,
reusability,
reliability,
excellence and

o4

m
¥ ertin

Achievement & Excellence

Innovation and creativity in

use of technology while
achieving meaningful ROI
Empowerment &
Innovation

Empower, support and develop management and staff’ 59
59
GISD strategy moasurernents and implemenmrion plans - Appendix
>
(’I/
— 2.
(HWL) %,
St 2
Hutchison Whampoa Limited
Group Information Services Department
Final Report of GISD strategy measurements
and implementation plans
60
60
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Winning Strategies in
Keen Competitions

61

61

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?

62

62
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Question 2

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

What will you do?

63

63

Some Typical Answers

- Protect the No.1 Position

- Try to Remain as No.1

- Maintain the Leadership Position
- Guard Against the Competitors

64
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Example of NBA
Basketball Games

65

65

NBA-National Basketball Association

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

Boston Celtics 112 New York Knicks 95

66

66
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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
67
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

68

68
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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?

69

69

Why Distance Yourself ?

When gap is narrow:
- Vulnerable by default.

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

70

70
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Why Distance Yourself ?

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

71

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

72
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Contrasting Leadership Behaviour

When Leadership Gap is Narrow When Leadership Gap is Wide

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.

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.

73
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Contrasting Leadership Behavior

When Leadership Gap is Narrow When Leadership Gap is Wide

10.

11.

12.

Tend to use tactics.

Tend to be reactive and
defensive.

Forced to take more short-
term measures.

Can be harassed by
competitors

Less market and lobbying
power

Difficult to dictate nor set
the market trends

10.

11.

12.

Time to plan & strategize.
Can be proactive and be
on the offensive.

Able to take long term
perspectives.

Can demoralize the
competitors.

More market and lobbying
power.

Able to dictate and set the
market trends.

74
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A Leader must be:

More creative and innovative
More willing to take risks

Not afraid of making mistakes
Able to withstand stress

75

75

Importance of Distancing
(Widening the gap)

Business Examples:
Microsoft, Google, Apple
ExxonMobil
Meta, Amazon
Huaweli
Da Jiang Innovations (Drone) )

76
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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.

77

77

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

78

78

39



Summary

Business Competition is like running a

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

What is your choice?

79

marathon but with far away finishing line.

79

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

80

80
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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. .

81

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.

82
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You don’t need to have the most
resources to be successful

84
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Do New Things - Innovation

Winning Strategies in Market Competitions

/ AN

Do It Better - Quality Do It Cheaper- Efficiency

85

85

Successful Strategy

Red Sea Strategy Blue Ocean Strategy

/N

86

86
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Case Study 3

How HKU Business
School
Developed its EMBA &
Executive Education

87

87

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
* Current Partners- LBS & CBS

88

88
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EMBA-GIlobal Asia

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

« 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

*Major cities that drive the global economy

¢ Closely connected financial networks

US. Presidential = | Hard Lessons: Five Asian
Race: The Econoray |8 | Afghan Girls Fight ActstoWatch
Takes Center Stage - To GotoSchool In 2008

5 . ek |
y-lon-kong
\'ni-Jin- ko \ » : New York City, London, Hong Kong
How three connected cities
drive the global economy.

keys to their success—
and the challenges they now face

Wi
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89
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EMBA ranking 2008

FINANCIAL TIMES Top 30 out of 100 Business Schools of EMBA Ranking 2008
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HKU

BUSINESS
ScHoOL

Welcome to EMBA-Global Asia

4.— Columbia

Business
School

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

* Q&A, discussion and close

Start your EMBA-Global journey

91

Power of three

pes

= y
3 oyl
e t S

1 %
!,l!/,,
151

London Business School

* Renowned for world class
faculty and research

« Strong portfolio of MBA and
Executive MBA programmes

« Extensive alumni network

University of Hong Kong

* Ranked 18t amongst world’s
top 200 universities

o First and most established
university in Hong Kong

¢ Alumni network of top

business and government
leaders

Columbia Business School

* Brings cutting-edge theory to
today’s business practices

* Integration of social
intelligence across curriculum

* Outstanding network

92
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HKU Campus: Hong Kong

o State-of-the-art
academic centre

e Magnificent sea views

e Close to financial hub

HKU Campus: Shanghai

* Near the Bund area,
the financial hub

e Walking distance from
train stations

e East-meet-West
experience

Where you will study

London Business School campus

e In the heart of London
¢ Overlooking Regent’s Park

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

A bustling academic
village

e Close to Hudson River

* A gateway to a major
capital city of global
business 93
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# Name

10

Executive MBA Ranking 2017 (THE)

Country Salary (USS)
China 478,379
China / UK / US 319,032
China / Singapore / 316,057
France / UAE

US / UK 254,208
France / UK / US 328,277
China 364,591
China 360,250

France / Singapore / UAE 281,892
UK 242,985

FR/GB/DE/ES/IT/LB 234,080

Salary increase (%)
62

78

58

86

52

107

58
48
75

62

London, New York (NY), Hong Kong

Hong Kong, Chicago, Miami (FL)

Beijing, Singapore, Fontainebleau, Abu Dhabi

London, New York (NY), Paris, Shanghai

London, New York (NY)

Toronto, Miami (FL)

Los Angeles (CA), Singapore

Executive MBA Rankings 2018: Joint Programs by QS

Multi Campus

Multi Campus

Multi Campus

Multi Campus

Multi Campus

Multi Campus

Multi Campus

Yo}
0o
9] (] N

49


https://rankings.ft.com/schools/431/kellogghong-kong-ust-business-school/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/463/emba-global-asia-columbiahkulbs/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/468/tsinghua-insead/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/395/columbialondon-business-school/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/396/trium/rankings/2766/executive-mba-ranking-2017/programme-info
https://rankings.ft.com/schools/426/shanghai-jiao-tong-university-acem/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/214/washington-university-olin/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/135/insead/rankings/2766/executive-mba-ranking-2017/ranking-data
https://rankings.ft.com/schools/199/university-of-oxford-said/rankings/2766/executive-mba-ranking-2017/programme-info
https://rankings.ft.com/schools/115/escp-business-school/rankings/2766/executive-mba-ranking-2017/programme-info
https://www.topmba.com/college/emba-global-asia/emba-global-asia
https://www.topmba.com/college/hkust-business-school/kellogg-hkust-executive-mba-program
https://www.topmba.com/node/70001
https://www.topmba.com/college/trium-global/executive-mba-trium-global
https://www.topmba.com/college/london-business-school/executive-mba-global
https://www.topmba.com/college/schulich-school-business/kellogg-schulich-executive-mba
https://www.topmba.com/college/nus-business-school/ucla-nus-executive-mba

