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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
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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
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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

12



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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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 I1 Customers
Customer
P ti Vel Lowest Price
erspective
P Partners
 Customer Satisfaction ¢ Price Index
Build the Franchise anrease Customer Value \ Aperational Excellence
Strategic Account
- Rework
Internal Management
Perspective Gain-Sharing * Hours with
Programs Customer Safety
AR Suggestion .
Program Project
SAREAS Performance
* Participation
| D, \
Learning : :
dG " Strategic Morale and Strategic
an rowt Skills Empowerment Technologies9
Perspective
Mobil’s Strategy Map
o Increase ROCE to 12% >
Financial ROCE Productivity Strate.
B ; Revenue Growth Strategy s Rhusol . ckusiy { Yy Qy R
erspective
New Sources of Non- ’%e Customer Become Indust M
Pmﬁtabi!nly Through LSty pamize Use
Gasohne Revenue P remium Brands ___— Cosl Leader Existing Assets
D Non-Gasoline Revanue & Q Vo!ume Vs, Industry O Cash Expense (cpy) A Cash Flow
Customer Margin 2 Premium Ratio vs, Industry i)
Perspective “Delight the Consumer"” “Win-Win Dealer Relations”
Q Shareof Basic Differentiators 8 Deales Profit
Targeted Q- Glean Moc elp De h ki
~ Segment g gé:{:ﬁr Speedy Friendly Helpful Recsgn velop (u] g:;lse’; oo
Q JISJ'{:;‘;Z’ ik I{:t Purchase Employees nyaliy P b ducts Skllls
Score LU Trusted Brand .
“Build the Franchise” “Increase Customer Value” “Achieve Operational Excellence” “Be a Good Neighbor”
TR, Understand Hinfave B
Ugate INO“' Consumer Haf%:ﬁane :::32:353
RsQiNs. Segments B erformance Management Improve
Internal Products & Environmental,
Services Best-In-Class Q YieldGap O Jnventory Health and
Perspective 24 Franchise )| | © Unp!anfr:;d fowme. ... Safety
Q  New Product Teams On Spec Industry C;;T
Acceptance On-Time Leader O Environment
Rafe Incidents
Q  Dealer Quality Q Activity Cost Q  Safety Incidents
Rating vs. competition
A Motivated and Prepared Workforce
g 3 5 Climate for Action Competencies Technology
earning z —Fanctic
+ Aligned "+ Functional Excellence :
Growth Q Pé?sonal Growth \ | eadership Skills 5 / Process hnp.uvemem\/
Perspective 5 L ke s SO
2 Personal BSC Q Strategic Skill O Sysfems Milestones 30
3 Employee Feedback Coverage Ratio r




15 BMERF - FBgHEE CRM Strategy Map

Foster specialization
of three core Leverage

businesses ; capﬂal markets

added solutions
to customers

the R&D of new

Accelerate

products and technology N
..... : ' Financing,
ontinuously S s £ Integrate l@ investment,
reduce cost o i o @ sales and M&A
B =2 I g marketing
A pursue the : : ._resources | PP
y yield of : w 2 111

s : ooperation &
market collaboration
survey & | In mgt, tech,
analysis iﬁé L'.’in\langible asset

- e /

. Build modern
: %.e”c% a
Promote ability to execute
and professionalism

leading

Focus on potential
profitable products

uild & improve information
system for

Decision support

Cascade & enhanced g‘\ :
romote specialization J

\

Retain & attract
strategic personnel

ultivate performance
culture & internatichalized

-Knowledge management xlp
visi

* etc.

Strategy Map for Cloud Based Business (Example Amazon Web
Services)

Financial
Perspective

-3 age of Dana cont e - Outsz than ¢ i ba
unuGEsad - P Clas Boerser s acqui 2o usad

- age of employpes o
Eanch

- usingthe o casacty

Compisints/ Excaistion CisTomer
Best Productin terms of = o
Selate “ Perspective

Dedi cated Complaants
=Scalabilty sNoData Lass eCast Sawving -
S HandEngteam
*Speed = BusinessConmtanuily einhouse Pport = - —
=MantainngSLA
Res qyusi reryesnit

~ Cus tormer Reintions Reserchand Sacs & somertal
Nh‘:mem Dewvelapmment Process 8 ek Exn vl Business

B - Process
eShared Serndos = Apphicason support an oNew Product = Regulatory Reguirerment
Nlof-tomsfcr each case of escalstion Development B - Empl aoye e Health Perspective
apphcaton = Cormumun catng oNew Consurme r Besh anvicr = Employee Safety
= Business ConSnuity betweenthe support pattern eCulturalawareness
Managment team and the cus tomer sPraduct Modification
= Data BackupMonitosng * Searwii O Lemwnsl Agrese rmesnt eNew custaomer
Team Team man tui mng the requirments
InstalstonSupport tarre t aken for each lewl
.Te,-n of escalaton
Qs Maonkos = Monit oring the Quality
= o d = aof support
eContracts Team

Relat onship

Teaining and Third Party nternetservics with
De welopment Le adership In frastructu re Sup port ebitsh S, Third Part
eTraining and eMantaining the Service
De welopment of cultural values o fthe slong Term —I.ongTettn_ < Provider and
Employees argansation rela Sonship with relationshipwith ISP Tralnﬁ%and
Third Party service eArrenge for Backup

provider deve lopment



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.

Environmental value

Economic value

Triple

bottom line

Financial Increase Increase
perspective sales. margin.
. N[
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 intelligence deliveries. efficient R&D raw materials. flexibility.
i lan. rocess.
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.

Support organizational
change.

Human
resources

Develop competencies and
leaders within Amanco.

Develop organizational capacities in
brand, services, and innovation.

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

and , 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 Sustainable conservation and

regeneration of productive
peatland, increasing CO= capture
A A

Improved livelihoods for farmers,
opportunities for employment,
and local SME development

Lasting business value for all the
players in the supply chain

-
OTHER STAKEHOLDERS
GOVERNMENT, COMMUNITY
Promote sustainable
preservation of
peatland and rural
livelihoods, and
regional development.

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

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

INVESTORS/FUNDERS
GHS, OTHERS
Obtain returns with
social impact and
create a platform for
future growth.

Value for
stakeholders

Be a leader in
sustainable and
inclusive cocoa sourcing.

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, 5

HOLISTIC
TECHNICAL,

Sustainable
and innovative

LINKAGES

AGRONOMIC, AND

TO MARKET
AND INPUTS SUPPLY
Select and broker

long-term

agreements/

INNOVATIVE
FUNDING
Attract different
types of funders
and investors with
different ROI

INCLUSIVE COCOA
VALUE CHAIN
Develop a
streamlined and
highly productive
inclusive cocoa

IP GENERATION FOR
FUTURE GROWTH
Package the
knowledge
generated in Riau
to be replicated in

holistic
innovation

ENVIRONMENTAL
INNOVATION
Develop and

implement the

processes relationships with
offtakers, key expectations. value chain. similar supply package.
input providers, chains across the
and institutions. region. Create
conservation area
and promote
ecotourism.
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,

and resilience of cocoa
production.

commercialization,
partnerships, etc.

environment, university, donors,
philanthropy, etc.

Source: PT Guntunghasrat Makmur S HBR

and , 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 Balanced Scorecard and Strategies

1. Financial

2. Customer

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

36



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

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



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

Growth el e, Productivity
: : Sﬂa‘lde;es for non-fare : it cost reduction; uss
Financial  Patronage revenue; leverage Derive of technology for
'l':p"’"le'l',‘e“.t strengths for new maximum efficiency improvement;
U vation; business; consultancy value from oulsourcing; energy
market share services assels reduction
Service quality; customer complaint
- Accessibility; foster Safet_y Rl
Customer Improve customer service; relationship with S,'taff safety; pax safety;
enhance value-added community, political risk index
customer service parties and academics T
ontinuous
improvement on
. . s safely performance;
esponse & recovery;Planning achiev Ll comply to |
Bes{) practice : E SCTICHEMST-Senvice mees gemard Lav?syo:om?gl\an"-d
. forecast; research & R
eliable system; fast apply best practices; elali
Process recovery to minimise railway extension C:;F;j:?;:?;,
impact planning ey
L Training Ratio; Efficiency index;
EfflClency Direct job cost ratio Competent staff; efficient organisation;
; optimise manpower; entrepreneurial mindset
\\\

and exit time reduction

MTRC’s Strategy Map




MTRC’s Customer Service Performance
002FBERBRR a0 i RABRAE (1A53A

2022 Customer Service Performance (January - March) Target Peformance better than Larget (January - March

PRBRFER Service Performance tem BB RS Target and performance

RRAERORSE: gaunaen mens o ee 0 ke e
oy B TesOwgieed  onbypeess  Eathalline  TenMaline  LightRail
Tnong KO Line § 50 Maed L
WRERREHATE (OmNem) . , ‘ " .
T Sk Dl 99.5%  99.8% 995%  99.9% | 99.5% 99.9% 99.5% 9%
granman "y nm |moan|men -
1 ﬁ fiﬁ&ﬁmgﬁ 9%  99.9% 99%  99.9% | 99% 99.9% Yo% 9%
BRI (S PR ELEL RN A WAL LOER) 850,0002 2 (km) 850,0002 & (km)
Train Reliability (Train Car-km per train failure causing delays 2 § mins) 3,895,9154 & (km) 7,457,721 8 (km)
BRAREY (REEAEETRS RS -ANREN) 11,5002 (transactions) -
Ticket Reliability (Smart ticket transactions per ticket failure) 34,515/ (transactions)
S| SHAEMIET (@RLEHDL) _ SEEs :
2 Add Value Machine Relability (At applicable sations) . e i hadadns
ngﬂmﬁ‘% 99% 99.6% 9% 994% | 99% 998% 99% 994%
BTl AR G ‘ 99% 99.9% | 99% 99.9%
LY Ticket Gate Refabily 99% 99.9% |
1A £\ RERET R ) ) ) ) B Py
Light Rail Platform Octopus Processor Reliability ‘ v. K
- ) mﬂﬁg 9% 99.9% 9% 999% 9% 999% -
RS DE G 1 -
B8 passenger Lt Reiability 99.5% 99.8% 99.5% 998% 9%9.5% 99.9%

MTRC’s Performance on Passenger Safety

Safety

DEATHS FROM ACCIDENTS PER BILLION PASSENGER JOURNEYS

— a measure of passenger safety

MTR — Best Performance — Average

5
4
3
2.48
2.06 2.03 182__—
2 O e ‘
1 0.00 0.00 0.00 1.79 174
0 0.00 0.00 0.00 0.00 _0.00

2016 2017 2018 2019 2020



MTRC’s Performance on Staff Productivity

Staff

CAR KM PER STAFF AND CONTRACTOR HOURS

MTR — Best Performance — Average

30 27.59
25
- 14.63
16.26 ;

- 15.18 — AT
10 8.52 8.82 8.72 8.72 9.55
5

9.65 9.67 10.24 9.92 8.92

2016 2017 2018 2019 2020

Case Study 2

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

44



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 8
[ 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 46



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

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.

48




Strategy
Leadenstits & Tnspination

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

etiicvement & 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 & Jnnovation

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

Retwwue & Yalue

*Generate business value in everything
49

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

50



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
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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

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
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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

ey

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 Y Y 5w 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 56



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 510N [1510n
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 — 4
Selectively Sreey : g " Service &
dkea T gove posi Generate business Cm W in S
tnane value in everything ner
our business J &y
,w Sem(e
Drive intet-sector synetgies &
@ economies of scale
‘ Customer Sermice

Lead and Rdructmachry/ | Layel
inspire othersto excel Provide and grow high quality shared services

) i3
==
Treat i:v:f - Strive for

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

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

T e simplicity
@ Achievement & Excellence

Innovation and creativity in
use of technology while

—— achieving meaningful ROI
& Growth Empowerment &
Innovation
Rformatian
Empower, support and develop management and staff 59
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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