ddontl OV lg dsed) ) ojb)’\
Strategic Management & Practical
Cases
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Singapore Airlines (SIA) - Case Study

A 5-star airline, operates the world’s longest non-stop commercial flight from Singapore
to Los Angeles and Newark. Strategically well managed, its diversified businesses include
aircraft handling and engineering. SIA owns SilkAir, an airline company overseeing
regional flights catering to small capacity requirements in secondary cities, and Tigerair,
a low fare airline that serves 37 destinations across 12 countries.

According to a survey by Fortune in 2015, it is ranked as the best international airline for
business travel and best customer service.

In 2018 Best First Class: Singapore Airlines. Best Business Class: Virgin Australia. Best
Premium Economy: Air New Zealand. Best Economy: Korean Air. (Arab World) Best In-
Flight Entertainment: Emirates. Qatar Airways, won the world’s best business class in
2017.

The company carried 18,737 passengers, reported net profits of $368 million. Lower oil
prices make the formula.
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Singapore Airlines (SIA) - Case Study

* Air New Zealand 1°tin 2018, & being honored for the fifth consecutive year for its

continued record-breaking financial performance, in-flight innovations, environmental
leadership, young fleet and motivation of its staff. These factors have stamped the airline
as an industry trendsetter.”

Interestingly enough, not a single carrier from the Americas made the list, and only one
European airline, Virgin Atlantic did. Airlines that made the cut on last year’s list but do
not appear on this one include British Airways, Lufthansa and Taiwan-based carrier EVA.

In July 2015, all talks about acquiring a stake in South Korea’s Jeju Air had ended. Instead
SIA chose to respond to budget airlines, which were a bigger threat for SIA with their
increasing market share in Southeast Asia, by focusing on expanding in Australia,
Thailand, and India. An investment in Jeju Air would have given it more access in North
Asia, including China.
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Strategic Management: Concepts and Cases  oxd o] ZVES| UM IR I
(Arab World Edition) by Fred R. David, Abbas dea) 1 A ) oYl
J. Ali, Abdulrahman Y. Al-Aali ) :

(Aol ddlaial)
e Strategic Management and Business Policy
by Thomas L. Wheelen & J. David Hunger dnlin 9 duzi| ] 8yl o
e Strategic Management by Neil Ritson JlesYl
* Strategic Management: A Competitive &) i) 8)la)) e
Advantage Approach, Concepts by Fred R. S ’
David & Forest R. David T 1Sl AWl B)laYl e

T Bachelor, Masters or MBA level in the well known
seacegic Managemene  ©  (Injversities, Harvard, Stanford, AUC, GUC...etc

Concepts ond Coases
o 0% b 4, 7t

S @t ¢ S & e
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Why Strategy?

9 stratos glasae OF ¢ depaall dsbgdl dalll § o
* |In ancient Greek, ‘stratos’ was the
’ % ‘
term for the army. Sl pdlasas

* From China came “The Art of War” 95 cpe e eyl 8" il e el o
by Sun Tzu.
&l S0 0l s blae U1 dasse

| 3l - g e oo Al Al e
» Strategy to fight a war on two fronts o L
— West (USA, UK) & East (Russia) — B ully (Sdmminll ddonlly Busioll LY 5)1)

so while the armed forces were S8 Aol @l gl O oy 3 -(Lwy))
highly skilled & had technological T

superiority the strategy was a huge &9 3Sdl 392l lpg 8)lgall (o ddle dzys e
mistake. A1 e 1300 Uas o8 dadl i)l 0l

The Defeat of the Nazi vs. Victory of
Abu Bakr as-Siddiq:

aogalsl
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Why Strategy?

Strategy Nowadays is ‘Big Stuff’:

* The top Igvels of the organi;ation are w‘., J@L>J\ =3l §d sl
generally involved in preparing plans for ”LSJ‘SJ\
the future — for finance, & growth by “ -
acquisitions, innovation in products, ele u&“’ w LaJl ol i’M °
developing new markets & increasing =l oo - Al sl slael (3
internal efficiency. The recent rise of Apple s>l Wllas JN= (40 goilly (drgoill
is due to a combination of these factors, 4 Glgwl pshiy ccolniiall (3 )89

PES RS PSSP WEA R ARENY

* So a strategy is some sort of future plan of 7 &dj\;gé\:ﬁ o l‘ 1T :Sj
action, usually undertaken by senior ' ; Ot & T
management. Choyad Juadl @31y el 1o O o) e

2800 Lodie B> (6w WS ¢ dumss] DU
* Note this is not always the best definition o o T

of strategy, as we will see later when we .

discuss levels of strategy. duﬁ.cwl
issue 01

sl Oyl
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Different Definitions

Michael Porter in 1991:

. ”Obtaininga competitive'p.osition or 1991 ole (& 3ys JSols
series of competitive positions that ) j
lead to superior & sustainable o~ Z‘l*;‘l*“ﬁ‘ 535 3550 de Jgmamdl” @
financial performance”. Bgare Jlo bl ] (5355 () densdbidl cuoliad)
Kenneth Andrews in 1971: . : ﬁ‘f:‘jﬁ
* “The pattern of objectives, '19791 ﬁ% L”gﬁfm o
purposes, or goals & the major Lalaslly Sluledly U'f\}y\ﬁ‘ Slaadl Laai® e
policies & plans for achieving these ele U"%‘a‘“‘” Slaadlede G dus,)
goals, stated in such a way as to Gl ol 4 Joas %5“.’;” Joall o suzd ddy oy
define what business the company M09S @1 51 4541 E9ig b Janin
isin oristo bein & the kind of
company it is oris to be.” agopis

J-o<l|
-e £
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Different Definitions
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[.] The Art of War:

\ Especially the planning of movements

. of troops & ships etc., into favourable oyl 49
positions; plan of action or policy in ot e olaa)l ol ladascll

. business or politics etc. Ji‘w ﬁw‘j u! j'd” GU:;PUJ] i “&4"’\3"

O Alfred Chandler Jr in 1962: " 21 &bend! ol JlasYl
“The determination of the basic-long 11962 ple ygi g Juslad u,all

\ term goals & objectives of an Aosal) JoI) dsghs dewludl Gluadl s o

. enterprise, & the adoption of courses 53l a)\y;J\ - .;'3 PR 3.\;0.19\9
of action & the allocation of resources o 51y odd | axhac)

. necessary for carrying out these ' ’

[.] goals”.
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Strategic Management vs. Strategic Planning

e Both are used synonymously; the

latter is more often used in the Lo L € Lanliie St lodiuin LoadS
business word, whereas e former 0§ s s 491 i sy
' LlugYl S Ol uﬁﬂf@ EESON JgVl
* Sometimes the term strategic Aasd Y

management is used to refer to |

_ ) ) Q}’\ @Ua./,a_n | Sl QLo-)” ua.;u Lg °
strategy formulation, | | (Ol iw 9l S}uw VA
|mp|ementat|oh, & evalgat|on, with o 2l dadasadl bl andilly cdudils
strategic planning referring only to ; domsld] A2 oo U] Jass

strategy formulation.

* The purpose qf strategic. Sadl e daidazall aall dalizess Slods oys
management is to exploit & create Ll
new & different opportunities for e
tomorrow; long-range planning. agopis
g-range p g I
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Strategic Management Movements

The term strategic planning originated in the 5l zroly 1950 (& (ol lagasall pllasas w
1950s & was popular in the 1960s &1970s. 1970 :1960 3
Jadasall ol &w\j Blas (A i USCU\M\ odd M=

widely believed to be the answer for all - VS S§W\ o) J?‘}Q SO)]
blems. At the time, much of corporate Logsge” &Syl Ol o IS 3By el ells 8
America v ' ’ e sl

America was “obsessed” with strategic planning.
> WN)’\M\&M\ coj.o_hl\ OJ.QJ.Q.)
Following that boom, strategic planning was cast_b\ﬁp dalizea)! Jadas] Z3led (3hxS (QJ G 1980 UM

During these years, strategic planning was

aside during the 1980s as various planning el
models did not yield higher returns. sl i bl bdasall sl 1el 1990 3
The 1990s, revived the strategic planning till ) axln] U3 ans S8l e ol s Bl

today.

Many companies today have a chief strategy
officer (CSO).

aogalsl
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Strategic

e A strategic plan is a company’s game
plan. Just as a football team needs a
good game plan.

* Profit margins among firms in most
industries are so slim that there is
little room for error in the overall
strategic plan.

* A strategic plan results from tough
managerial choices among numerous
good alternatives.

Management

2l Lalia A5l Can) Al (o Lmslind)] Aas] o

olelyall plane (3 OB gyl Juelge axad o

L)l Y1 Ohledl (e dadl il dasdl 515 o

Bl 5! e ol (o oy

Dale McConkey said, “Plans are less important

than

lanning”. asantsi
pranning (-oc]
issue 01 L"I'UHJ.
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Business vs. War Strategies

* A fundamental difference between
military and business strategy is that
business strategy is formulated,
implemented, and evaluated with an
assumption of competition, whereas
military strategy is based on an
assumption of conflict.

4, Sl duzmS A (gl GBS iy @
L@.,v,agwa@bd\ A ) pn! u\éij\g

O (> S cduwdladl (51,00 lgouwdig aduassy
Cigd> ol e 0983 & Siuall dn gl i)
Flro

aogalsl
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Business vs. War Strategies

* When Napoleon won, it was because

his opponents wgre committeql to. 1955 dogens 3 G U3 OB (9ol 3 Loie @
the strategy, tactics, and organization Crgyml wudatis LSSy demlils O gosile

of e.arlier wars, When he Ios’F— iy s - 0gebl e Lotic Lol a Ll
against Wellmgtpn, the Russians, ahd ol (0yads ¥ I3 OF - Obadlg Lug,lls
the Span|ard§—|t was because hg, in ol sl s b pe e el
turn, used tried-and-true strategies bl 095k 16385 cdada e 19,5
against enemies who thought afresh, I ooyol) 509 8331 Gymel)

who were developing the strategies
not of the last war but of the next.

aogalsl
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Strategic Management

Strategic Management Achieves a Firm'’s Success through Integration:
S8 M5 0 AS ) 70 (383 dun ] 8510

Management Marketing

Finance/Accounting Production/Operations

Research & Development MIS

aogalsl

J-o<l
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Strategy Formulation

Strategic Management

Vision & Mission
AluwyJlg 45,1

External Opportunities & Threats
)l Slugilly o0l

Internal Strengths & Weaknesses
A1) Caasallg 8ol bolas

Long-Term Objectives
J=Y g CaluaYl
Alternative Strategies
s Glrl Al

Strategy Selection

aogalsl
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Key Terms Opportunities & Threats

The Basic Tenet of Strategic Management:
i) 8o Al Buiall

Take Advantage of External

Opportunities
dumy 3| uoj..fﬂ\ O Al

Strategy Formulation

Avoid/Minimize Impact of
External Threats

Loyl oldoagdl b Jas / cuss

aogalsl

J-o<l
issue 01 U.I.I..I}H



-
u
T
o

7401 | F4ol | rgol |

Issues in Strategy Formulation

New Business Opportunities
Businesses to Abandon
Allocation of Resources
Expansion or Diversification
International Markets
Mergers or Joint Ventures

Avoidance of Hostile Takeover

By i 29

ol pam e Jsdl

A)\}AJ\ IR

G}d\ji &W}J‘

adoll (3¢l

AP SN E)w\ﬁ zleidl wldes
é\w\ Y| VN

J-o<l|
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Strategy Implementation

Strategy Implementation

Annual Objectives
Lyl BluaY)|

Policies
Ol

Employee Motivation

o> g0l 28l

Resource Allocation

aogalsl
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Strategy Implementation
The Action Stage of Strategic Management

Every division and department must decide on answers to questions
such as

* What must we do to implement our part of the organization’s

strategy?
* How best can we get the job done? donso Uyo ST 2 @
* |s the Most Difficult Stage Cosikally (b o)l Al e (Solany o
* Involves Mobilization of Employees & dola dpaseidl Olylgall
Managers ”

Cougll e flaz] s 055 of o o

* |nterpersonal Skills are Critical

e There must be Consensus on Goal
Pursuits Lgopls

J-o<l|
- £
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Lgiud) Bluad)
Annual Objectives

e Short-term Milestones
- Must achieve to reach long term objectives.

* Measurable, Quantitative, Challenging, Realistic, Consistent,
& Prioritized.

- They must also be established at the corporate, divisional,
and functional levels in a large organization.

- Should be stated in terms of management, marketing,
finance/accounting, production/operations, R&D, and MIS
accomplishments.

- These objectives are in strategy implementation, whereas
long-term objectives are in strategy formulation

(dux8ly (Sl

Lglgl OIdg cddude

aogalsl
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Polices

R | ot @ Blagll (o Slabead o
Policies are the Means by which Annual fogiaed] 1Y 38m5 O cye

lslapy Olubed! Joid o
C)\;b>)’\3 J_C\j_&J\j

Objectives will be Achieved

e Policies Include Guidelines, Rules, & Procedures

* Usually, Policies are Stated in Marketing, 3 bl S5 e csole @
Finance/Accounting, Production/Operations, ¢ L)l / AW ¢ gl
R&D,MIS sokdly codl ¢ ldasdl / Z LY

- They may be established at the corporate level WY Sloglaall wlaiy ¢

and apply to an entire organization.

aogalsl
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Polices

- For example, years ago, it was accepted that people could smoke in their offices, in
restaurants, in hotels, and on airplanes. But as people and companies became educated
about the harms of smoking -not only to smokers but also to non smokers.

- Starbucks USA has banned smoking within 25 feet of its 7,000 stores not located inside

another retail establishment.

aogalsl
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Example Strategies in Action
General Electric Company (GE)

General Electric Company sold its appliance business to Sweden-
based Electrolux AB for $3.3 billion, leaving GE focused almost
entirely on finance and big-ticket industrial equipment, such as
power turbines, locomotives, and aircraft engines. GE's CEQO Jeff
Immelt, when asked “What is GE?”

Responded with the word energy, rather than insurance, plastics,
media, consumer finance, or appliances. Founded by Thomas
Edison in 1889 and originally named Edison General Electric
Company, GE is returning to its roots as an energy company. The
company has spent about $14 billion buying oil-and-gas service
companies, while divesting dishwashers, radios, stoves,
microwaves, and toasters.

Edison vs. Whiltley Hollywood

GE vs. Ericsson

aogalsl
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Strategy Evaluation

Strategy Evaluation

-WEARV[P- PN
Internal Review

dumy 5| dax |0l
External Review

Performance Metrics

W\ u\;b;-}”
Corrective Actions

aogalsl
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Strategy Evaluation

Three Fundamental Strategy-Evaluation Activities Are

Reviewing External & Internal Factors  (slul (p () dds1ily o)) Jalgall Aozl @
that are the Bases for Current ) N
Strategies Al Slensl )l

Measuring Performance AN eld e

Taking Corrective Actions

aogalsl
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Strategy Evaluation

Final Stage of Strategic Management

Anything Subject to Future “ . o
Modification Jedanll @ hadl) pazo (b 1 o

Today’s Success is no Guarantee of el § ol posi Y podl o

Future Success
dalizeog dud> Slie o

New & Different Problems i
Jledl 4l S5 el e Lol o

Complacency Leads to Demise

aogalsl
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How to Gain & Sustain Competitive Advantages

aogalsl
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How to Gain & Sustain Competitive Advantages

Consistent business success rarely

happens by chance. Ball b e Glodl bl o Lo 536
It most often results from careful Sily g5l Sl 4y 3801 badasall e iy
planning followed by diligent, ' T ) : ']\;

intelligent, hard work.

If the process were easy, every Aoezrb eI (5 OsSd cdlgun deloall 3B 13 @

business would be successful.

aogalsl

J-o-c]

issue 01 l."l'l".."l“".



7401 | F4ol | rgol |

o
-
u
T
o
u

How to Gain & Sustain Competitive Advantages

Consistent success requires that strategists — sldl aaz O @uial) Fladl Cllazy o

gather and assimilate relevant data, make Oly cdlall 13 GULAI O gumesl i)
tough trade-off decisions among various O el Olas dae @)),8 Tgds
options that would benefit the firm, energize (e 85l >g25 (&) dalizall LI
and reward employees, and continually cp.g_'ﬁé&nj s gall Jacadsg (dS !
adapt to change. Dol sl &8lgag

To survive and prosper, a business must gain (de oo a9 sl wud Je el
and sustain at least several major Lliedl opo daadl (8 delasal JlasHl
competitive advantages over rival firms. Al O &) Lo (6 ST dud !

aogalsl
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Prime Task of Strategic Management

What is our Business?

Formulation, implementation, and evaluation
of strategy activities occur at three
hierarchical levels in a large organization:
(corporate, divisional or strategic business
unit, and functional)

BN Je dowdo domSl il dasdyl e

el g Jeladly Juolgd) 35 o
delud cdunygll Glgtuall pe (alsgollg
5,6 i g plall e donl Ll 81!

By fostering communication and interaction T

among managers and employees across
hierarchical levels, strategic management
helps a firm function as a competitive team

aogalsl
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Prime Task of Strategic Management

What is our Business?

Most SME’s and some large businesses do dawgially S pasall 08l elase o
not have divisions or strategic business

: A 5 Sl OB adl e
units; they have only the corporate and ) o) 2l OB >
functional levels sl il Jlael Olu>g gl alud]

aogalsl
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Integrating Intuition & Analysis

Strategic management is not a pure ;
science, one-two-three approach rgio 9l Lalls e cnnd dumSlAndI HI5Y1 o

1A>lg
It attempts to organize qualitative and

quantitative information LSy due gill o glaall @) Aglomo Ll o

The physician is describing the medicine

based on studying & experience, not i L 0980 Of pass (§Y oS Vs
everyone can be a doctor. The same ond] 3 G £ o]
thing is happening at the business j :

aogalsl

J-o<l|
- £
issue 01 L"I'UHJ.



Integrating Intuition & Analysis

knowledge, knowledge is limited, ; 9
imagination embraces the entire world 00l eJlal)l audud Jlsdl Lol 8o guae

ol Jgu oo T 2y90 72395 -
- Ford T Model vs. Faster Horses < =
- Facebook, Smart Phones,..etc dpddl Wlgaddl cdae laimdl ol -

aogalsl
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Integrating Intuition & Analysis

Intuition & Judgment

Involve Management at all Levels

gl groz e HISY 23]

Influence all Analyses
EVESI P PP Lt cl]
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Integrating Intuition & Analysis

Intuition is Based on: e dekay (e
Past Experiences duolell Ol
Judgment oS>

| sl
Feelings

Intuition is Useful for Decision Making in: 1§ o)l pual dude el
Conditions of Great Uncertainty AS oy pds
Conditions with Little Precedent Al Oyl

aogalsl
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Integrating Intuition & Analysis

Analytical Thinking

Intuitive Thinking
ool 9l (uadl pSasl
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Adapting to Change

* Oil Prices & Alternatives, Political Changes, Technology,
Robots, Al, Machine Learning
e We Have Become a Borderless World

- With global citizens, global competitors, global Olad) (daasdl Blasg jlawd o
customers, global suppliers, and global distributors!  «Bg9,0) cusg) ¢S cduso s
Many firms headquartered in the United States are AV @lad ¢ glilapNl 8]
challenged by outside-U.S. based companies in many 594> Db (;JL; PESWARTII

industries. For example, Toyota, Honda, Yamaha, Suzuki,
Volkswagen, Samsung, and Kia have huge market shares
in the United States.

aogalsl
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Adapting to Change

The Internet has Transferred Power from

Businesses to Individuals SEl e daldl a5 4B coiyl e
- Consumers are watching videos on YouTube, 31,30
and reading on Facebook & LinkedIn, instead of

watching television, or reading newspapers and

magazines

aogalsl
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Adapting to Change

Organizations Must Monitor Events )
Sl ddlye Oledaiadl de oo o

* Ongoing Process Byado ddas

dummyl3g Ao olas]

Conliall B g)l (3 ol i)

Internal & External Events

Timely Changes

Strategic management allows an organization to be more proactive than reactive

in shaping its own future; it allows an organization to initiate and influence

(rather than just respond to) activities—and thus to exert control over its own

destiny. —

J-o<l|
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Adapting to Change
Leads Organizations to Key Strategic-Management Questions

What kind of business should we become?

q@@ Ol oo JlaeYl o0 9 Q”ST
Cdovouall (OYlxall) Jxal (§ 20 Jo
Should we reshape our business? TUlacl JSad Bole] bde oo Jo @

Slaclse Oglsao pddl suzd! nwdliall Lo @

What new competitors are entering our industry? Slaelsl luke i &) Olawsliwd! ol o

L SBes i aS e

O U35 Ol (e Bl Ol polad oy U @
How are our customers changing? ¢ Joa]!

(Jad olagdas Jlae (3 Google L)

Are we in the right field(s)?

What strategies should we pursue?

Are new technologies being developed that could
put us out of business? (Google Maps vs. s

Transportations Apps) J-o-<l|
issue 01 l."l'l"..'"'“',.



Competitive Advantage

oo J81ant Jguol 5929 @

* Having Fewer Fixed Assets than Rival Firms can O dwdlinll o8&l
Provide Major Competitive Advantages. o L.

- Apple has no manufacturing facilities, and rival Sony S Apndl3 blie sd50 O

has 57 electronics factories. Having fewer fixed assets Lalss ol dSad) Sy @

has enabled Apple to remain financially lean. ) o .

 Firm Can Sustain a Competitive Advantage for a dipne 8] 4] Bpall e
Certain Period, Because of Rivals Imitating & Binadl 0 09l cpandliall OY

Undermining that Advantage. ) )
A5l 395 Ogu0 982 JWLs
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Competitive Advantage

- In mass retailing, big-box companies, such as Walmart, Best Buy, and Sears, are
losing competitive advantage to smaller stores. As customers shift more to online
purchases, less brick and mortar is definitely better for sustaining competitive
advantage in retailing (Whole Foods by Amazon, Best Buy in Canada both giant
and smaller ones). Walmart Express stores rather than supercentres.

aogalsl
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Strategists

The Strategists — Those that Affect a Firm’s o e 09,38 ol il - O gumsl )

Success or Failure: 38 a1 s gl
e Chief Executive Officer (CEQ) TRVESTI NI
e Chief Strategy Officer (CSO) duzm ] athy @
* President ey
* Owner UL o
e Board Chair e 9l uy
* Executive Director Sl paall

aogalsl
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Strategists

Google Eric Schmidt was the CEO while the founders Larry Page was focusing on
investors relationships & Sergey Brin for the new products. Now with Alphabet
Sergey is the president, while Larry is the CEQO, and the Indian Sundar Pichai
became the Google CEO. Microsoft also similar.

- Facebook Mark Zuckerberg is the founder & CEO. Jeff Bezos is the founder &
CEO of Amazon.

- AOL merge with Time Warner to create the world's largest media within two
years, boardroom disagreements drove out both of the CEOs who made the
deal, and the company splitted once again.

- Kasper Rorsted, was the CEO of HP, then Henkel (Germany), and last to Adidas
the German sportswear. (totally different industries)

aogalsl
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Vision & Mission

Vision Statement: 1§,
What do we want to become? T Jutiaoll (3 rmas Of i 130
Mission Statement: 1 dogoll
What is our business? TO9dxgie = 13L)

Many organizations conduct formal meetings semi annually to discuss and
update the firm’s vision, mission, opportunities, threats, strengths, weaknesses,
strategies, objectives, policies, and performance.
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Assessing the Internal Environment

Financial Ratios

Performance Metrics

Internal Factors

Industry Averages

Survey Data

aogalsl
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Strengths & Weaknesses (Internal)

Strength; &Weakne;ses are Typically | 2L (3 Bole Chnyally Bl blas ungs
Located in the Functional Areas of the Firm, g Jin Sl 4l )
such as: .
0yl @
* Management ?
* Marketing e/ ‘y}w‘
e Finance/Accounting " \J/ .
* Production/Operations | C “
e Research & Development 2oty
Ologlaoll @lay o

Computer Information Systems

aogalsl
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Strengths & Weaknesses (Internal)

It is Important to be Divisional

In other words, for a company such as Walmart
saying, Sam Club’s revenues grew 11 percent in the
recent quarter, is much better than Walmart
couching all of its internal factors in terms of the firm

as a whole. ol O ogall (0 @

Being divisional, will Enable Strategies to be more sl (pe Sy By copuniill @
Effectively Formulated el ST bl il

- Because in strategic planning, firms must allocate

resources among divisions (segments) of the firm

(that is, by product, region, customer, etc

- Walmart’s Sam’s Club versus Walmart’s

Supercenters, or Walmart’s Mexico segment versus s

: y-o-cl
Walmart’s Europe segment. ssue 01 UM}
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Strengths & Weaknesses (Internal)

Internal & External Factors should be Stated ey l3dlg A5 I) Jalgadl S5 oo @
in Numbers

Numbers as percentages, dollars, and ratios, ﬁt'ﬁbi’\e
comparisons over time to rival firms. P ) .
The More Specific the More Effectively AT oberdlin] J] 25 Mo AT
Strategies dlad

Determining the numbers takes more time,
but survivalof the firm often is at stake, so
doing some research and incorporating
numbers associated with key factors is
essential.
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Strengths & Weaknesses (Internal)

Internal Factors Can be Determinedina  @,b sae I3 1o dasass (oo sl ol gl
Number of Ways
* Including computing ratios, measuring
performance, and comparing to past periods
and industry averages.
 Examine employee morale, production
efficiency, advertising effectiveness, and
customer loyalty.

aogalsl
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Strategies
Some Examples of Different Strategies are: (» Aakizall Olarsl Al e Al as
* Geographic Expansion Sl gl o
* Diversification rogis e
* Acquisition gzl @
* Market Penetration Bgudl Blis] o
* Retrenchment b gall/olaall jaxass e
 Liquidation dLauas
* Joint Venture e £9 fnn @

In strategies the most important “activity” is the feedback loop, because
strategy must be thought of as a verb rather than a noun.

aogalsl
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Example Strategies in Action

Mohammed Abdulmohsin Al-Kharafi & Sons Company (MAK Group)

The MAK Group is one of the largest family-owned organizations in the Arab
world. It was listed among the top 100 companies in the Muslim world by Dinar
Standard. In 2015 its annual turnover was over USS7 billion; it operates in more
than 25 countries around the world & has more than 120,000 employees. The
company was established as a trading company more than 100 years ago & it has
since developed into a large multi-national corporation.

Faced with limited local market & enriched with a large amount of cash, the
company has embarked on an ambitious diversification strategy. Since 1956 the
company has participated in a number of important projects in Kuwait, the Gulf
States, Africa, the Caribbean, Asia, & Eastern Europe. It has various branches &
subsidiaries in area related construction, trade, & manufacturing in various parts
of the world. asais
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Example Strategies in Action (Cont’d)
SKAB Group

The SKAB Group is one of the largest private-sector business groups in Saudi
Arabia with a variety of diversified but interconnected business enterprises,
spanning such disciplines as environment protection & recycling, mineral-water
bottling, contracting, the hospitality industry, real estate, shopping malls, travel
& tourism, food products, & construction & maintenance. SKAB embarks on
three major strategies to realize growth & market vitality: market expansion at
home & abroad, partnership, & acquisition. Although the group is family-
owned, it is managed by a professional management team.
A3 gaudl doypall ASLanll Lolsdl flaall JlaeYl Ole gazs ST (1o 89 SKAB de gaze da
Bl Lle> U Glamsall oda s daljie lllesl (1S5 JlasYl (o de gito de gommny Jos
d>Ldlg yaudlg c@w\jg\)ﬁg cohlEa]l cddluall ccoludladl cdbduaadl oluadl diad ¢ gl 53&;\3
.613@,@.]\3 ;@\3 cZL.{S\i:’J\ C)W\j
Cds‘j»«”j cCJb'J\g J=1d) L“g &wﬂ\ yo.ﬂ\ d,u":guJ Aty Ol ol CoM L)& SKAB e
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Strategic Management Model (Cont’d)

|dentify Existing: ATE TURKSES
- Vision 45,01 -
- Mission dagall -
- Objectives oluaYl -

- Strategies
Ol Awd -
e Audit external environment )Ll 5l 5005
e Audit internal environment L1211 d) 3805 @
* Competing in the global market-place el Bgudl (3 bl o

Joc!

issue 01 WH-’,



A Comprehensive Strategic-Management Model

perform Shetees
External o
Management
Assessment Issues
Chapter 3 Chapter 8

1f

/ N

Develop Vision Establish Leadership Measure
and Mission Long-Term and and Evaluate
Statements Objectives Culture Performance

Chapter 2 Chapter 6 Chapter 10 Chapter 11

— e
( Implement
Strategies —
Perform
Internal MFa"r\l;entclgg ’
Am’g?gt Accounting, R&D,
and MIS Issues

Chapter 9

l Fosrtnr'nitlea%i):an I Im p'lsetrr:::gtion | E?/:Iitaet?gn
Source: Adapted from Fred R. David, “How Companies Define Their Mission,” Long Range asops
Planning 22, no 3 (June 1988):40 y-o-<l
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Benefits of Strategic Management

Financial Benefits dJle W5l g
* Improvement in sales Olaadl (§ s @
* Improvement in profitability ooyl (§ S @
* Productivity improvement LY (s o
Nonfinancial Benefits Al e w3lgall
Improved understanding of competitors’ Oredbiadl Ol dliul 0gd (ruuss o
strategies gl o (£l p5a5 o
* Enhanced awareness of threats il goll A B3l @
* Increased employee productivity il doslaall (olassl o

* Reduced resistance to change Slacall o a3 p5a5 o
 Enhanced problem-prevention "

capabilities J-o<l
issue 01 w,.!"'“",.
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L?“-’J"’“’y‘ JQ.JQxJJb USI\AJ‘ u"-"-’ ﬁ}ﬁb 3’ YN
Why Some Firms Do No Strategic Planning?

Poor Reward Structures Aoy LW Sha o

Fire-Fighting (resolving internal crises) , Sl slab] e
Chief Executives’ Orientation . il slhll duzrgs
Lack of Access to Needed Resources 4oy 3yl g0l I Jyon\ pde e
Waste of Time wﬁhw )
Too Expensive b Jle e

Sl o

Laziness

aogalsl
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L?“-’J"’“’y‘ JQ.JQxJJb USI\AJ‘ u"-"-’ ﬁ}ﬁb 3’ YN
Why Some Firms Do No Strategic Planning?

Content with Success Zlxdb Loyl e
Fear of Failure Jadl cpo L9l @
Overconfidence sloc 455 o
Prior Bad Experience Ayl dow y=xs @
Self-Interest ER RV FVEN PV
Fear of the Unknown Jggzall po CBgx]l o
Honest Difference of Opinion Syl S e s e
Suspicion olLili| o
Jooc

o Jeel — dbgaze @gaxl i issue 01 L’.I.LU-IJ
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Pitfalls in Strategic Planning

Using it to Gain Control over Decisions &

Resources ChLall e 8yladl gadoad dolasaial o
o | . ) gally
Doing it only to Satlsfy Accreditation & slazedl olliaze dud) Lasd cllds alall s

Regulatory Requirements sl
Too Hastily Moving from Mission Al dagall pglai e Bubds Ao Sy=all o
Development to Strategy Formulation duz) )] ds o

pibsall (] sl Juuoss § Jadll o

Azl xo (o)las @J\g el e
Top Managers Making many Intuitive EWOIN|
Decisions that Conflict with the Formal Plan

Failing to Communicate the Plan to
Employees

aogalsl
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Pitfalls in Strategic Planning

Top Managers not Actively Supporting the

. . bzl ddes LY el LS e
Strategic Planning Process = .. O gas 5 Ol

Failing to Use Plans as a Standard for 1o el LS Jalasl plasciwl pae
Measuring Performance 2] ope Yo Malasa" ] ladasall jaigas e
Delegating Planning to a ‘Planner’ rather . N ub’*““ o=

than Involving all Managers U=l gz § nesed)ll (2l gl 2] ﬁ»lﬁ\ y

Failing to Involve Key Employees in all Phases
of Planning

aogalsl
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Pitfalls in Strategic Planning

Failing to Create a Collaborative Climate

Supportive of Change wail) pels Jolas Flo ls (§ Jaall
Viewing Planning as Unnecessary or ;«@AJ.@&T Sygpe e 4l de ladasall Bg, o

Unimportant
. . Iadazsall 259 Al Sladl § oleasyl e
Becoming so Engrossed in Current Problems j

that Insufficient or no Planning is Done &9 cdadasall (8 dnane JU S oY)

Being so Formal in Planning that Flexibility & FluYlg dig el
Creativity are Stifled
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dd 9l W ldead! Lljo
Advantages of International Operations

Absorb Excess Capacity/Reduce Unit Costs G5 e /8ob3)) dawe ladul o

Extend the Product Life Cycle 5>l
GSJ«AH Bl 8y9d dudel @

A dnasone Cu}’\ 39l @

Low-cost Production Facilities

Less Intense Competition So J5T il s

Spread Risk over Wider Markets &ng &\}WT PERVCIESNF EP I
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dd 9l W ldead! Lljo
Advantages of International Operations

Potential Lower Taxes ool 3ol polasal e

Joint Ventures to Build Networks & 16 xally OBl S o (55 Bk pylie o
Knowledge ; ’

L Ao Sl jolg> o
5305 Iy dpeaiSall a8 (3 asliie pdgs o

Foreign Government Incentives
Uber in Netherland

Fconomies of Scale LY S e

aogalsl
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Disadvantages of International Operations

e Difficult Communications

* Underestimate Foreign Competition

Juolgidlly CYLa3II dygaso
dwaY Lusliadl Ola e Judadl

* Cultural Barriers
- Contract in Japan
* Regional Trade Organizations 4883l 519l
 Currency Differences & Transfers Ao Y 4yl Ololaiall 0gd (oS

- Exchange rates, banks sufficiency, different working hours & da\@% g Meadl oM Sline
ACH, Wire, )

* Availability of Market Information Bgudl Dlaglao 8145

- Developed countries not accurate 100%, in developing countries
barely you get them.

aogalsl
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Nestle (Cohesion Case)

B Powdered and Liquad
Beverages

B Milk Products and Ice
Cream

B Prepared Dishes and
Cooking Aids

Nutntion and Health
Scence

B Pet Care

B Confectionery

B Water

11%

Nestlé Water profits only comprise 4 percent of the company total. Nevertheless, Nestlé’s
sales and profits are quite diversified, with no one product category generating more than 30 asaplsl

percent of total operating profits. d—‘-"
issue 01 U'I'UH.'!
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Nest|é

Nestlé’s diversified portfolio includes product categories like baby foods, pet foods, dairy
progucts, coffee, frozen goods, bottled water, skin health and weight management
proaucts.

The top Nestle brands include Haagen-Dazs, Coffee Mate, Nescafe, Nesquik,
Buttertinger, and Baby Ruth.

Nestlé also has many brands under a specific product category. For example, it has over
70 bottled water brands in its portfolio as Nestle, Baraka, Al Manhal for Saudi Arabian,
Qatari, and Bahraini markets, and over 100 chocolate & confectionary brands.

The group’s sales approximately $92.8 billion USD.

In 2015, Nestle inaugurated its third Nespresso plant, at Romont Switzerland. This move
is a strategic, Ion§—term plan for Nestlé with a focus on producing its new large-cup
Vertuo Line, a coffee machine that will compete with Keurig Green Mountain’s K-cup.

The coffee capsule market in the US is worth S5 billion & thus, is a key growth market
for Nespresso—flourishing in Europe, but nascent in the United States.

Acquired Egyptian Instant Coffee Company “Caravan” in Jan 2017, the owner of
the Bonjorno brand.

aogalsl
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Nest|é

* Nestlé’s roots can be traced back to 1866 when the Anglo-Swiss Condensed Milk
Company (US Ambassador) first opened a milk factory in Cham, Switzerland.
Nestlé was actually founded one year later in 1867 when a German pharmacist,
Henri Nestlé, saved a neighbour's child in Vevey, Switzerland, from starvation
with a mixture comprising cow’s milk, wheat flour, and sugar.

* Nestlé’s logo was that of a mother bird feeding her new hatchlings.

* Nestlé benefitted from World War |, which had created a shortage of food and
governments were seeking contracts to help feed its militaries.

* Notable product launches after World War | included Nescafe in 1938 and
Nestea a few years later.

aogalsl
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Nest|é

* Nestlé diversified into the pet food business in 2001 with the acquisition of
Ralston Purina. Nestlé went on to purchase the American baby food giant
Gerber in 2007 and Wyeth Nutrition from Pfizer Nutrition a few years later,
strengthening its baby nutrition business.

* In 2014, Nestlée expanded its Nestlé Skin Health S.A. business to capitalize on the
growing trends of global skin care.

* Part of Nestlé’s motivation for these acquisitions was to shift their business
more towards nutrition and health from simply candy, food, canned goods, and
other less nutritious products.

aogalsl
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Nestlé Vision & Mission

Nestle doesn’t have formal vision & mission, but the firm clearly states that it is
“committed to enhancing people’s lives by offering tastier and healthier food and
beverage choices at all stages of life and at all times of the day.” Nestlé prides itself
on being ethical and non-negotiable on quality and safety.

QAUAU\ObMdeA" L@J\L)&Cwyuaudsfd\uﬁcWJ CULA:)g ngwLﬂwy
ubj\&ma-éj eS| &ﬂ@v@&pj LQ.’JQJ«S)” ubjjw,o.]\j fbgb.]\ ol (o385 I
MM\& Oa‘szj\&uojw CU\JLQij—j 4&.9)&>-\ L@ggful; MJ?:_QJ ”(3‘9.)\—\\
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Nestlé L'Oréal

* At the conclusion of World War I, Nestlé saw rapid growth, adding many new
product lines and even diversifying by purchasing a stake in Paris based cosmetics
maker L'Oreal.

_ygo} |

. e Eugene Schueller (1881-1957) was a French pharmacist and entrepreneur who
E was the founder of L'Oreal, the world's leading company in cosmetics and beauty.

e Liliane Bettencourt was a French heiress, socialite and businesswoman. At the
time of her death, she was the richest woman in the world (and the 14th richest
person).

* The principal terms are that the parties cannot increase their stake in L'Oréal
[.] during the lifetime of Mrs. Liliane Bettencourt.

aogalsl
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Nestlé L'Oréal

* In 2014 Nestlé’s ownership in U'Oréal has decreased from 29.4% to 23.29%. The
Bettencourt family ownership has increased from 30.6% to 33.31%. The
number of Nestlé representatives on the Board of Directors of L'Oréal has been
adjusted from 3 to 2.

* Nestlé divest to invest in other profitable areas including nutrition, health & skin
Improvements.

aogalsl
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Nestlé Retraction

* During the first half of 2015, Nestlé faced a food contamination scare in India and
was forced to recall its range of instant noodles Maggi, from the shelves in the
Indian market. Nestlé also had to pay a $100 million USD fine.

* The slump, especially in the United States of America, was due to a shift in
consumer perception toward food products that they feel are fresh or natural.
Even though frozen vegetables and freshly farmed products are often as
wholesome as each other, people still view frozen meals and snacks as having
more preservatives, sugar, and sodium.

aogalsl
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Nestlé Strategies, Objectives & Polices

Nestlé’s strategy has always displayed a competitive focus. Their corporate
roadmap is threefold.

Nestlé has certain operational pillars that include innovation, consumer
engagement, and operational efficiency.

Nestlé also has certain growth drivers. One such growth driver for the group is in
its image transformation from a packaged food company to one that focuses on
nutrition, health, and wellness.

While it has no plans to stop selling chocolate, coffee, ice cream, and other food
products that it is world famous for, Nestlé is actively engaged in offering
healthier food options to its customers.

aogalsl
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g Nestlé Strategies, Objectives & Polices

E] * The firm has the largest research and development budget of any food company
\ and it aims use this to produce healthier and tastier food options, from infant
formula to products designed for senior citizens.

. * Nestlé has recently reduced the amount of salt, sugar, and saturated fats in many
. of its products.

E] * Nestlé plans to open R&D centres in the United States for frozen foods, and in
Shanghai for skin care products focused on an aging population.

\ * Nestlé is focusing on improving in its Policy on Marketing Communication to
Children. The company will be looking at phasing out their marketing
communication in schools and increasing their focus on health and wellness

. education through various mediums including the television. Nestlé currently has

E] a series running in both Mexico and the Philippines to better target children

aogalsl

J-o<l|
\ o Jas] = db sz Boill guax ssue 01 (UM

P15-FO5



-
u
T
o

7401 | F4ol | rgol |

Nestlé Competitors

Nestlé competes primarily in the food and beverage business with 70 percent of
operating profits derived from these products and the remaining profits derived
relatively evenly between skin care and pet food products.

Within the food and beverage business, Nestlé finds itself competing with global
chocolate giants, Hershey, Mars and others, along with firms such as French-based
Danone, European focused Nomad Foods, U.S.-based Kraft, and many more.

In the skin care business, Nestlé competes with a slew of consumer products firms
such as giant Unilever.

On pet foods, Nestle competes with familiar competitors such as the world leader
in pet food, which may be surprising to some, Mars. Del Monte, along with Procter
& Gamble (P&G).

aogalsl
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Nestlé Competitors

* Headquartered in Hershey, Pennsylvania, The Hershey Company is the largest
chocolate producer in North America and a confectionary leader worldwide,
with over 80 brands, annual revenues of over S7 billion, with about 20,000
employees, and operations in about 80 countries.

* Mars is the second largest candy manufacturer in the United States and the third
largest privately-held company in the United States according to Forbes.

aogalsl
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Nestl|é

Galaxy is a brand of milk chocolate, made and marketed by Mars, and first
manufactured in the United Kingdom in 1960, and then Mars bought it.

Kit Kat created by Rowntree’s UK, and is now produced globally by Nestle, which
acquired Rowntree in 1988, with the exception of the US where it is made under
license by H.B. Reese Candy Company, a division of The Hershey Company.

* Top global pet food leaders
* Mars Petcare

1. Nestlé

2. P&G Pet Care

M Europe

M US & Canada

Asia

M Latin America &
Caribbean

[ Africa

B Oceania
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Importance of Vision & Mission Statements

oW e (4So Y edsg o)l e

* Profit alone is not enough to motivate people. L .
0 ep) (b gally cppdadl e

* Managers & employees have in their hearts & ) S 5 alge ]
minds their own futures. 'ﬁfjﬂ% Té%sb&?i " 15,

. . . . o O I.” CU; °
Vision & mission statements are in the annual a S in ".3 |

reports. ; : C o |
S0 Glo (3 Leaalads lgudye o o
Ol Jie ¢ ddsladl )ylasd) cpo e3> @
* Part of internal reports, such as loan requests, ) o o
p q Jﬁ.ﬂ.ﬁjcwd‘)ﬁ,«]\ C)@Lﬂ;\gcuojjﬁj\

supplier agreements, labor relations contracts, JeeY) Lalas Loall e
business plans & CS agreements. 9 i fous Ll

* Displayed throughout a firm’s premises.
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Vision & Mission Statements

Many corporations in the United States oLy sussiall ol oll (§ &l o oasdl o
& globally have not yet developed a ) S
formal vision or mission statement. AL 9l 385 dpoansdl D3 )1 dns g o)

duiise GBIl aus gl de wn S|
Rush quickly to establish objectives & = <

implement strategies often overlook 05,1 polal Jalxi Lo We Olas| L)l
the development of a vision & mission )
statement. Al

aogalsl
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Disagreement over Vision & Mission Cause Trouble

* Unresolved disagreement over the business . )
mission was one of the reasons for W. T. Grant’s 0 SIS sy OF S

bankruptcy & eventual liquidation.

Jo> dalaiall § Huedliw)l
e Top executives of the firm, including Ed Staley & 7 -

Lou Lustenberger, were firmly entrenched in Slaadl 8] (§ dloyJlg d§,]]
opposing positions that W. T. Grant should be like

Kmart or JC Penney, respectively. W. T. Grant o> e o) IO OF
decided to become a bit like both Kmart & JC . L, )
Penney; this compromise was a huge strategic o] Clewl a1 a5 21 Al
mistake. In other words, ‘Fop. e.xecuti.ve.s of'W. T. iy W, T, Grant 45
Grant never resolved their vision/mission issue,

which ultimately led to the firm’s disappearance. a5l

aogalsl
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Reuben Mark, former CEO of Colgate:

* |t's got to be something that makes people

feel better, feel a part of something.

 “We make the world’s fastest computers”

B o
.  “Telephone service for everyone.”

P15-FO5

401 | Fdol |

Vision Statement Makes you Feel Better

S bl sduaid! sl e hle o)

GﬁMww‘M@G@OT% .
Lo ;@Auﬁ;ﬁ (o.@)b ijM:)gcuMJb

9l

") (Sl deus e

aogalsl
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Evaluating Vision Statements

The old Ford Motor Company vision was

oroduct oriented: J5ige 3y98 AS A depudll &5,01 o8 e

To make t .e atitomo lle accessible to nk.g{)ﬁ‘ 5 Jsline 3 5ol Lasl”
every American

 Today Ford Became customer oriented 575 44750 D30 D) el o)

vision statement: . .
To provide personal mobility for people j "L
around the world”
e General Motors’ vision is: (P iz &5

p | . Ol (8 Ladle 825101 301 (3455 O
To be the world leader in transportation VLAl 5 el Jad

r rel rvices” Lo
products & related services J-o<l
issue 01 I:I'l'l:'..!"'“",.



Evaluating Vision Statements

e To have a visi.o.n thgt sgys, “to be’c’ome 3 Jadl s O Jgi5 clngy co613) o
the best retailing firm in the USA 13,8031 Basiall LY ) 3 355 gl

- Too_ broad, bgcause that firm could be Ol 5Ses 452l el Y « Ll (olanad el 948 -
selling anything from boats to bunnies. <L C)lgdl e s (6% LﬂgT s
 Notice how Starbucks’ vision statement

is improved. Bogal) uSopliw 3 (s (o3 WSJC:N y

S . Q;

Starbucks Vision Statement T I I ) = "9{
8511 AS a1 9SS O I (S0l dS 0 (zeud

Starbucks strives to be the premier roaster e asmsaall ()l )y axess Jlea (3
& retailer of specialty coffee globally. IR =

aogalsl
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Evaluating Vision Statements

Starbucks “Improved” Vision Statement

To be the most well-known, specialty 0§ "ygb" Sl
coffee, tea, & pastry restaurant in the 5yt Slizaally Sladlg 8948l ecllan FST06SS O
world, offering sincere customer Gl 529 Lalse sdlas dods puds o ellal (3
service, a welcoming atmosphere & 2las Y 83g>9

unequaled quality.

aogalsl
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Vision Statement Examples (Arab World)

Dubai International Financial Centre S S s 555
To be a global financial hub Lalle Bl ES 0 055 o

Alghanim Group

To become the most successful and admired | . o (“L’J‘ Ae gazeo
company in the region. Adlaio] QS blxely = ASINES ) T

aogalsl
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Vision Statement Examples (Arab World)

Oman Telecommunications Co
Together, we build a totally connected

community through innovation. OYLasW dilaall 45 31
Jordan River Foundation DB UM o Jolb Juaie paine (a0 i
A Jordan where solutions are OV 185 A §o
homegrown, where the opportunity Yl dpo,8 H9SS Cus cdide Jgladl G 03)Y!
to prosper is for all, and where the Lt S Wby wadl Jdl cusg « o]
wellbeing of our children shapes our

future.

aogalsl
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From Vision to Mission Statement

Comprehensive

Mission Statement
ol Al

aogalsl
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Clear & Inspiring Mission

* Three guys were at work building a large
school. All were doing the same job, but 88 duyde by (3 Ogleny Jloy B s O
when each was asked what his job was, ledue Sg ¢ dads o)l uiiy (9098 1938 agarez

the answers varied: by calizl ¢ by e wgie S Jie
1. “Pouring cement” the first replied. Jol Ol "ConwYl cus 1
2. “Earning a paycheck” 2nd. el ol "Cal cwS" 2
3. “Helping to build a learning school” I Ol "daadad dagydo sy (§ Bl 3

401 | rdo} |

3rd. & sl ALl gl Ol sy o
* Good strategists & a clear mission help us = (455 48 cld lae b (3 UNJ\J.QJ\ Sl e Hgiall

. find those schools in what otherwise 09880 e sl Gluly dsle wile i g0

[.] could be dismal issues & empty causes.

aogalsl
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Importance of Mission Statement

Is an enduring statement of purpose

Distinguishes one firm from another e .
6\5—&&.’\ D979 o T gy ®

EIEIRCR AT

“What is our business? ” is synonymous with

asking “What is our mission?” oy el .
Peter Drucker, “the father of modern S Sl B0l50 "l g

”q: o
management” ; ” .W
Analysis of 20 years of empirical research on 5! 0 e 20 S Jdos jals 0

mission statements concluded that “there is a}i‘fl 8 iﬁff;ﬁ“jw”\
. . . . ) 3929 (R Al =
a positive relationship between mission KRN A1 slieg 45

statements & measures of financial
organizational performance".

aogalsl
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Importance of Mission Statement

Firms with formal mission statements generally see
a:
e 2xaverage return on shareholders’ equity

Positive relationship to company performance

e Customers may become more dedicated to
'Oréal when they see the company’s marketing
communications reinforce the basic content
given in the proposed mission statement.

- Loyal customers are a competitive advantage for

any firm.

30% higher return on certain financial measures.

ole S (8 Ul L) &) S

Caaall Wi (redluadl dilge Juzo o

aS &) eloy dolzo] 48N o

ol G de 730 dewds el usle o
Al

LOréal 4S,4) o)) ST eDaadl prsay 43 o
3S ) s gl LY O 095 Lo
AS e Al 3 39! L”Swuf))\ S gieall j3a

480 (SY dudls Spo ogd Ogllgall lasll -

aogalsl
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Characteristics of a Mission Statement

1. Broad in scope; not to include numbers, ! g f@j)j\ oois Y ¢ Bladl xwly 1
percentages 4 g0l
2. Fewer than 150 words in length Jskll (@ 48150 e J81.2
3. Inspiring doglo .3
4. |dentifies the utility of a firm’s products a8 il ol 835 suss 4
5. Reveals socially responsible Lelaiz! Aggame 4501 Ol o 95 .5
6. Reveals environmentally responsible L Jggams 4520l O s g5 .6
7. Includes the nine components Aolie A paunis |7
8. Reconciliatory d>Jlaall .8
9. Enduring @139

aogalsl
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|dentify Utility not Products

« AT&T’s mission statement focuses on oo L JbasVl e AT&T dSs dllw) 5S35 @
communication rather than on telephones. 251 gl
* ExxonMobil’s mission statement focuses Yoo Bl de Jogo OguS] A5 Al 35,5
on energy rather than on oil & gas. JGlg Jaddll ye
* Union Pacific’s mission statement focuses _wds Jadl e ol sl aS e Al 55,5 o
on transportation rather than on railroads. Aodudsd! SRl e
* Universal Studios’ mission statement ad Ul (e jangiw Jluyaier 4S8 Al 35,5 o
focuses on entertainment rather than on YT ey Yy
movies.
Joc)

issue 01 WH-’,
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Offer Ideas, Emotions, Feelings, & Benefits

* Do not offer clothes. Offer attractive
Ol yelae pdd | Gudledl puas Y e

looks.
+ Do not offer shoes. Offer comfort for feet "> 4’/‘1‘3 pAall A=)l pud ddoT pass Y e
& the pleasure of walking. s Bog dJlg ool NCIREY ﬁm g

- \
* Do not offer a house. Offer security, Raat/

comfort, & a place thatis clean & happy. /983 daxall (o Wlels (oye] (oSl pass Y o
5,ma)

* Do not offer books. Offer hours of
pleasure & the benefit of knowledge.

aogalsl
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Offer Ideas, Emotions, Feelings, & Benefits

e Do not offer CDs. Offer leisure & the sound of 02y Azmadall (ol 8Vl puas Y e

music. (o goll Cguog 48 )

* Do not offer tools. Offer the benefits & the Wlgall (oyel lgal ey e
pleasure that come from making beautiful V[P SV db & dxiadly
things. Aol

* Do not offer furniture. Offer comfort & the s9dpg A\l pud (BY puas Y e
quietness of a cozy place. ol O8]

aogalsl

J-o-c]

o Jos] = dbgazs Boinl puax ssue 01 (UM



7401 | F4ol | rgol |

o
[EY
(Oa]
-
o
Ul

Employees

Public
Image

Products
or Services

Mission
Components

Ul Lg%

Self- Philosophy
Concept

Technology

Survival,
Growth,
Profits

aogalsl
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Components of a Mission Statement

1. Customers

2. Products or services g oall 1
3. Markets—Geographically Oloazl sl uw‘ 2
4. Technology Blgdl 3
5. Survival, growth, & profitability LrglgSH 4
6. Philosophy—What are the basic values, aspirations, & Lolly gedly il 5
ethical priorities of the firm? daudall 6
7. Self-concept—Competitive advantage Ol pggae 7
8. Public image—Responsive to social, community, & dolall 8)guall .8
environmental concerns? ibsall 9

9. Employees—Are employees a valuable asset to the firm?

aogalsl

J-o<l|
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Mission Statement Critiqued

Pepsico

We aspire to make PepsiCo the world’s (3) (g ASILo) sScamas
premier consumer products company, GECSIIN) &SJ& PepsiCo Jax! prolas
focused on convenient foods & beverages e S5 6J\3 ¢(3) 8251, dad ) &S Mg
(2). We seek to produce healthy financial = a4 J‘ (2) @JAJ\ Ol dolly daaly
rewards for investors (5) as we provide Lol G ( ) cpaiuad) Ao ddle 158G

opportunities for growth & enrichment to L5809 ¢(9) Luiads ga) s 3Y1g gaill U8 puas
our employees (9), our business partners & ﬁ@g g Jm Ls\J\ (8) wlaaizally cyuylxdl
the communities (8) in which we operate. Ch.cu\g Llab Jonl) rpaals aad 09 Lo

& in everything we do, we strive to act with (6) dalyig dlucy
honesty, openness, fairness & integrity (6). (1 ) Masdl 1l gSe 253 ) ,215 Uyl o
* Statement lacks three components: 62) .(7) drendl 8:aSJ1g (4 Loﬁjyiﬁ\

Customers (1), Technology (4), &
Distinctive Competence (7). (62 words)

aogalsl

J-o<l
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Mission Statement Critiqued

(s & Js231) Best Buy &5,
A=l (1) 8l 3L g5 Ogarle o5 @
* We are committed to providing individuals & JLM;)" Jg;b (2) da5a)! o) Sl sl

businesses (1) the latest high-tech products (2) at S o ) 7 .
| ¢l dodS> 45 y
the lowest prices of any retail store (7). Serving 2o e e (7) 8325 yin S

Best Buy

North America, China, & other markets (3), all &*‘O ‘(3? 631 Blgwdly ually ddleid!
Best Buy employees (9) are exceptionally 45Ul d8y20 0o (9) Best Buy (4bge
knowledgeable about the products we offer. We Ob o3 290 lgedds (G Olxiall s>

Eeligve goodlethics is gogd businejs (6) &duse NECIRT (6) iz oc 2 Lol LMY
usiness analytics (4) to better understan Mol Glalos] (“’@‘QJ (4) Il = Lo

customer trends. We strive to make a profit for L R
our shareholders (5) & be a good community @’J‘” G (pdale (auwd (o0 Jund] S

citizen everywhere we operate (8). JSLB oo ublge 0655 019 (5) Luad Luws)
(S 72) .(8) ad Jors O

(4a8 72) LS Dlus, )l o

* The statement is complete. (72 words)

aogalsl
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Mission Statement Critiqued

Avon

e Our mission is to provide women (1) 098!
quality fragrances, cosmetics, & jewelery ol axiuay jglac (1) sludd) @uds (o liege
(2) at reasonable prices backed by Sl (2) Ale Bag> I3 Ol gmng Juoxd
outstanding customer service provided by (yo dedie nain sDhos dodsw dogedo dgdas
our thousands of door-to-door sales oW J‘ uLJ\ oo Ol oo BT 8

representatives (7, 9) operating globally 020 (3) @l Ggims e Aaladl (9 ¢ 7)
(3). We use the latest technology (4) to ubwa skl (4) Oluall Gusl pasod

profitably develop & market products el 8 e g u}cﬁ Cujﬁ S Lekgudy

desired by women all over the world (5). 08 glian muiy (QJL,J\ ¢ o] C;““’ 3
Avon representatives put integrity first (6) xwize JS 8 b Jle z429 3 (6) Vol ERY
in setting a good example in every Izl 9o WS - gglans (8)
community (8) they operate—as they sell (.5 58) ALK ALl o
beauty. '

* The statement is complete. (58 words) Jﬂ|

issue 01 l."l'u..l"u
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Mission Statement Examples (Arab World)

Isam K. Kabbani Group (IKK) o )
3L plac de gazxa

Aol Sledsdb (3 2l @l fye o5 dog 50
Slelladl o degite de gazen (3 454390y
Ot gall pe YY) Joe o8 (33 Olxiallg
Gyl cnmoyadl e lied Il Coyallg
ie gazn pla) dowl> olelad (3 olal|
Aol (o.@JLwaj P‘MT u'ouj.z,\\g | KK
o dueled) ol dawdd) duzr Jlie s o)
¢ ) gl ¢ el oyt ¢ e !
" 8ol a.LOLxA..Hj

To provide our part of the Arab world with
local & reliable services in a variety of sectors
& products. To create employment to
thousands of personnel & in-house training
for hundreds of young Arab graduates in
crucial sectors to the benefit of the IKK
Group, the graduates themselves & their own
communities. To set a good example of our
basic business philosophy: “Hire well, train
well, pay well & treat well.”

aogalsl
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Mission Statement Examples (Arab World)

Saudi Research & Marketing Group G99 SloW L gaudl de gazall
To provide high content media services & Sle Ggime O3 Wlxiing Wlods pdgdl
products that are high quality & reliable. To build  lais ;o il sl 4843509 852l
numerous media platforms. To continually invent by laiie )81 el J3lug
new products to meet the needs of various social )l Calizes el losl ddi) el
categories in various regions. To service readers, dodzd | bliall Calizee (3 Aclaiz)!
audience & advertisers. ondaadly ) ggexlly ¢lya)l
Etisalat <Ylas|
To extend people’s reach. At Etisalat, we are «Yasl 3.l gy Blas gpusil
actively developing advanced networks that will  dedéiall O8ad! pglat Je blads Joas
enable people to develop, to learn & grow. cgailly @lailly Holatll e el S &)

aogalsl
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Mission Statement Examples (Arab World)

Sharjah Islamic Bank

Sharjah Islamic Bank aims to el d8)ladl b nn
prov@e the best ser.V|ce.s by Slouzdl | Las] 85 ] Sl 8Ll G e g
commitment & dedication, forged ;

by a mission to serve people & the — oeldl deds Al gz )5 2l (Gladly AN NS

society in order to contribute ) : L ;

Badaie el Ly Liago 0 dodlundl J=1 (po roizadly
towards its growth. Our mission has > o
multiple dimensions aimed at dabizall bpaloz oz po Juolgidl ] Cougs

communicating with all of our
different audiences.

aogalsl
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Mission Statement Examples (Arab World)

Gulf Glass Manufacturing

Our Mission is to be the World’s best th)“ ‘*‘w gl
supplier among the glass industries & to Ll 8 250 b SIS B Uiage
achieve a leadership position in Gulf Bodl § oL DB adis ¢ Zlasll lelip (&
Markets by serving the needs of our Sslkay Wdlae wlrlitml 4l JB;B o Azl =]l
customers in innovative ways. By saying S 523 BB @I (& Joadl Wy 8,50
World’s Best we mean a consistently oo 8392l ddle wliie ;393 lyetnly dreline
growing company that supplies quality A8 9ol doddly L)l
glass products & superior service.

issue 01 L"I'UHJ.
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Mission Statement Examples (Arab World)

Being a successful company, we can facilitate Jugd LoSan ¢ AU 4S5 L6 oS
continuous improvement of products & GHCSIIN VNIV RO ]
continue to serve those to whom we are ol ol deus (& )laxw)ls
responsible: our customers & our employees. Las 1egis o5 055G
We believe that these principles are a blueprint tsaleall 00 OF 13085 (> Lxdlb gag
for success. If we live by them, we will achieve ¢ Lo s WS 3] zlal] Jalasa (2
our mission by maintaining a spirit of excellence UM 1o Lioge (38500 LOguw LSS
in everything we do. e b (S (3 el gy e Blaxl

e

aogalsl
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Mission Statement Evaluation Matrix
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Doing Business Globally
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Why Best Buy Failed in China (case study)

* Big box retail stores sell consumer electronics, with 1,026 locations & $44.09
revenue.

e A research showed positively to enter; (1) growing middle class, (2) proximity to
electronics manufacturers, (3) customers are willing to pay premium prices. As an
example, China surpassed the U.S. to become in the iPhone’s sales. Best Buy

\ bought a majority stake in Jiangsu 5 Star Appliance.

ol | rgol |

. * The stores mimicked the American style for the layout, selling tactics, & the reps
were knowledgeable.

* After struggling for 6 years, the company had a meager 1.8% market share.

aogalsl

W\ J-oc!
P15-FO5
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Why Best Buy Failed in China (case study)

What Went Wrong? 3 main issues:
1. Piracy: China’s manufacturers made it easier to counterfeit Best Buy products
& sell them cheaper.

2. Cost-conscious customers: The Chinese customer are very price-sensitive, &
Best Buy's products were expensive & they failed to provide adequate
explanations for the premium prices.

3. Big box retail format: Customers didn’t like the experience.

aogalsl
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Why Best Buy Failed in China (case study)

* The firm's bloated cost structure contributed to its expenses & was eventually
reflected in product pricing.

NEsJENE

* Best Buy chose to own & manage operations for entire showrooms instead of
renting out space to individual manufacturers like most Chinese retailers.

* The Chinese retailers’ strategy transfers costs, as store employee expenses &
inventory management, onto manufacturers.

40

. * Best Buy replicated its store warranty model with extra cost, where customers are
. more familiar with manufacturer warranties for products.

aogalsl
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Why Best Buy Failed in China (case study)

Best Buy ran 184 stores, geographical reach is limited, a majority of its stores are
situated in the eastern Jiangsu province. Intense competition from e-
commerce stores, such as JD.com & Tmall.

"What we learned, very crucially, is that in China you cannot make revolutionary
change. You have to work at the pace of the Chinese consumer.” David Deno, Asia
President.

At the time of its exit, Best Buy was ranked the 18th largest retailer in the country.

aogalsl
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The Nature of Doing Business Globally

Multinational Corporation — MNC: <

. ‘ . H 5‘3 | p &

* Has facilities & other assets in at least - 7
one country other than its home country.  #>19 b 3 631 OBlieny 3810 lgot) @

L,Lc:)’\ AL ae J3Y) de
dd gl usjw,”

International Firms

e Organizations that conduct business
operations across national borders are e s wldea K @” Oladaiall o
called international firms. Adgll o8all u‘wﬁ Wﬁj‘ 39|

aogalsl
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The Nature of Doing Business Globally

* Exports of goods & services from the U.S. S e Sleasly aludl sl @

5 Y A9l ol JWbg ¢ £13.5 susiol]
ol () 3LasYl e 1S a> J

is only 13.5%, so the nation is still largely a

domestic, continental economy.

* Exports comprise 45.6% of Germany,

722.6 ually ¢ Z45.6 W eloles e
22.6% of China, & 187% of Singapore. i R
/187 8)g8licng
* Singapore’s number is so high because it

imports oil & other products & then re- Lol gl (g LUl dalye 858l

exports them globally. Ldle Wy pauas duad oF (5,391 bl

aogalsl
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The Nature of Doing Business Globally

e Different Languages Globally I dnall s dalise o) o
* Most of the languages spoken are
e L) (cJ.Q_xA Ol Loy @
expected to become extinct due to aging, ey J:w wﬂy‘fﬁjﬂbiw |
globalization, internet, social media, ) . dpld] oYLl e Lozl

business communications...etc ] )
Lo gl elol auex L”g ddleadl Lladl o
idid (8 (nabogall e 774
gl (§ ZT71 @
Ldyd (§ 78

* In France, gmons despite low .Ie.vels of Jlanll 505 Lgisgrine bt oLl
membership, are able to mobilize workers . ) :
Aopalexdl GLLSYI 3 aresis

in mass strikes. . J-o<cl
issue 01 IJ'I'U,."’J

e Labor Unions across Europe
e 74% of employees in Finland

e 71% in Sweden

e 8% in France
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Advantages of Doing Business Globally

1. Gain new customers. DA e cwS L1
2. Absorb excess capacity, reduce unit dd>gll CadBS [aasdy ¢ 8511 daudl (aield L2
costs, & spread economic risks. Aoalaidl bl £5939
3. Establish low-cost production facilities slgell (ye 4,8 dalSal daasine 7 6] (38150 <lad] .3
close to raw materials or cheap labor. Aaus )l Alaadl 5l el
4. Competitors may not exist, or less BlguwI oo A0S 3T of ¢ pandlio drgn Y U3 4
intense than in domestic markets. RWEIN]
5. Reduced tariffs & lower taxes. Al Gaasiy S asdl Ol ,adll jaxass |5
6. Power & prestige can translate into 93 898 ] 0y OF Sy 45819 84)1 .6
improved negotiating power among B eeneigadl ecpdygall il (o dicws

creditors, suppliers, distributors, etc.

aogalsl

J-o-c]

issue 01 L"I'UHJ.



Advantages of Doing Business Globally

1. Could be seized by nationalistic factions. AoVl de iyl (S .1

2. th easily understand of Social, cult.ural, 3y (slaradl il 0gd Jged! (o o) .2
political, governmental, legal, economic..etc. B sabamsdly 3 gilalls 298l sl

3. Weaknesses of competitors are often 8 )l blas s & aalleell o LG 3
overestimated, & strengths are often 5all Ll e Jlan o, L Wle g «fpandlioll

underestimated.
rasmall Jio Oledaiall Cosall 0gdll 4
800 8,1 8yl dabaiog ¢39)9Y) (S3Laid)l
cduaiidly el doled (]9l elidly cdansd)

4. Difficult understanding of organizations as
the European Economic Community, the
Latin American Free Trade Area, the Int’l

Bank for Recon & Dev, & the IFC. Adglll bgad) duwinog

5. Dealing with two or more monetary AST 9l s (el e Jaladl (8380 O (S .5

systems can complicate Int’l biz operations. Adgdl pobill Oldee waas I
ozl
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The Global Challenge

Foreign banks do not compete in the U.S.

Other countries are welcoming
investment.

East Asia is a market leader in labour-
intensive industries.

Brazil offers natural resources & rapidly
developing markets.

Germany offers skilled labor & tech.

Other considerations; the cost of energy,
availability of resources, inflation rates, tax
rates, & the nature of trade regulations.

Basiall LYl (g bl Y il gl e

dacS Olelvall (3 835101 Jgdl o bl 3%
" S Ak

doldl B3lgudlg dunplall 3)lgall 3l puas o
Aiaillg 8y la)l Dlasdl Lila)] puas o
¢ AJ\W‘JB‘ij ¢ 8l 4855 L§J>\ L_)bLM.C\ *

m@ ¢ u.)ﬁa_” u}’imj ¢ WAJ\ u}’imj
@JL?;J\@\}U\

d.o.:l
issue 01 IJ'I'U,."’J



Doing Business Globally

* Many countries are quite protectionist, ) ) )

\ imposing tariffs, taxes, & regulations on Lo g0 ;’)\Oﬂﬁ\ﬁ&%b; d\ﬂ,{\\c)ﬁ J?Z;J‘ y
foreign firms to favor their local companies. %> =%~ C59 ¢ olno ¢ e
- i Lonoll 35

de &yl JesYb ddomall Sl o5 o
Sloasdly ! e bl 503 Y @)l (S s
H e el sl g

73 duads ddall A51Asd) bl gall delus gail o
NM\&&ﬂfS\db(\)&jﬁ@ﬁﬁﬂjcbW

. * Domestic firms do business globally as

. growth in demand for goods & services
E outside is higher than inside.

* The domestic food industry is growing 3%
per year, Kraft Foods, the 2nd largest &

. Nestl.e.t.he 1st are focusing on foreign I ol I e Jodl dlias 28 s
. acquisitions.
S8l o OBy dS el aylane)l Caoua! @
* Joint ventures & partnerships between =h ,gu('.',. -"uyfjjj 5 1clall S’ P NI
domestic & foreign firms are becoming the ) - T
\ rule rather than the exception! Jﬁl
issue 01 IJ'I'U,."’J

P15-FO5



Doing Business Globally

* General Motors & Ford compete with g3 xe 2999 J)93ge Jliz (sl @
Toyota & Hyundai. (Sl g g

e Caterpillar competes with Komatsu. ) o )
" " 53logS o LS Jho 56 o

* Boeing competes with Airbus.

2Lyl oL aougy
* Industries—such as furniture, printing, OERRA P o O3

retailing, consumer packaged goods, are aedly cdellally (Y e - oleluys @
not greatly challenged by foreign lea=192 Y cdlanadl LS Mgl aludly (55l
competitors. S Sl ol O gudlin

aogalsl

J-o<l|
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Doing Business Globally

* When firms manufacture a product, lele (e puduaiy OBl p 985 Lie o
they select the lowest-cost source, (2819 dalS 18Y) juuad! s
which may be Japan for (Mo gall sl LI 0sSs 13 (sl
sem|cohductgrs, Sri Lanka fo.r textiles, Lo ASIN Lidle colagaicold K3 o
Malaysia for simple electronics, & 35001 YU L sy cdlaend)

Europe for precision machinery.

aogalsl

J-o-c]
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How Do Firms Decide Where to Expand?

A recent researches found the nature of

institutions, such as schools, laws, & Jto ¢ Sluasgall dasd ol & Gbol iy o
health care, rather than resources, such o 90 ¢ )l Bl g ¢ lsills ¢ yulokel

as oil, gas, minerals, & labor, in the ) , . Lol L
decision to expand operations to other ~ ° leally € Oobaally Sl  Jadill Jie e )l50ll

countries. 3 dos d ldaall ags 513 (3
Companies seek to expand to regions e (@ @bl (8 gl Jl OB (aus o
that have institutions similar to their own Aol g3l o) Alos b luan §a
institutions.

: : . ” ’ M' T A T” - w; \ LC” ’ Jo e
The “institutions factor” may be more o0 duenl ST Oluwgall Jale 0550

important than the “resources factor” in bl ©DL3 8 Tylgall dale
internationalization decisions.

aogalsl

J-o-c]
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Tax Rates

* Corporate tax rates vary; 0% in Bermuda (3§ 70 e Ol de do )l OYdse Caliss e

to 55% in UAE. Basiall dpyall hLWII G 755 g0

* U.S. requires companies to pay the Wl ads Ol e sumill LY gll (5,45
difference between lower foreign taxes e 3o sl Jaseg dla)l A CSlaall
& the U.S. corporate-tax rate of 35% lecice 735 HWlg Basaiall Wb ell (3 Wl
when they bring their international Lol Al 023 JI gl ag>b)T O gulzo
earnings home. The only country to do 3 ey gl
SO.

b S e« gung Sole cJrgar el @
E2ALY... ol cOgudgr Ll Oguds>

Uber, Google, Microsoft, GE, J&J, Apple,
..etc

They keep 15% of their cash inside, & if “")9"" &Uf‘ 3 ‘“ﬁj\ﬁﬁ‘j}p X.15.e Uﬁm}d Mﬁ.
needed they borrow locally than bring Rl slafl e o Blove Gl ¢ po)l (2351

cash back. o

J-o<l|
- £
issue 01 l."l'l"..""“".



Tax Rates
e Other factors besides the corporate tax A do i)l Jume J] @8LSYL (6,31 Jalge @
rate. Where to locate plants & facilities & O5 15 Lag 33l,0dly laiall aige dods .2
whether to acquire other firms. For cJbal e de 6,3 084 e J e
example, the large, affluent market & oS! 15 Aionl] Lkl 8080 GBlgsdll s

efficient infrastructure in both Germany
& Britain attract companies, but the high
labor costs & strict labor laws there keep

a8 elas)) oS ¢ Bl Lillag Wikl (3 4Ll
Ol (85 2Ila doylall Joadl (pilgdg dleall

. . 5
other companies away. Bers 52
* The countries are lowering their tax rate OBl 58] (3l aall @i Ol (aess o
to reward companies that invest in jobs AUadl opo dx3g ¢ Lo a5l gl Q@ yoditad (3l
domestically, reduce unemployment & Tloes gasll jass
spur growth domestically. asants

J-o<l|
- £
issue 01 L"I'UHJ.
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Tax Inversions

* To reduce their tax burden; companies are Lg Lo sbo W& L3l fae fpo dxl o

reincorporating in foreign countries, by &S5 de Jgpamd! I e ¢ Az dgud\
acquiring a foreign firm. A
Inversions are common because the old  dLbuJl éiuw\jwy\ OY dxlay dus pa)l byl
alternative strategy of simply 3 Letenl] 91 zed Bale) 3 Aiarall doyual]
reincorporating in, say Bermuda or the o Wad lgde sLxall NN ULAJSJJ.>3\ 139042
Cayman Islands, has been virtually el s
eliminated by politicians. = ol e eMylan 35 ot
Mylan, like many firms, used its foreign = lguawl 8ole] e Il bl giul ¢ I
acquisition to reincorporate in the oo o sl Jé ) Jas SEASVIPT9¢:
Netherlands, & then transfer pretax I e dwiaI aS el ) )l gildos
income from their domestic operations to Ol e Ol
their foreign parent through intercompany

debt.

aogalsl

J-o<l
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Foreign Business Culture

* |n Japan, business relations operate
within the context of Wa, which
stresses group harmony & social
cohesion.

In China, business behavior revolves
around guanxi, or personal relations.

In South Korea, activities involve
concern for inhwa, or harmony based
on respect of hierarchical relationships,
including obedience to authority.

Elwlailly (slazd! Bl e sass gl
" ucw;y\

W\ ubw\g\ 5.9

el de da 23 (S ghais ¢ cbusz\ bj}fé .
OBl ol A u.uLw\ Py ft?c.u.dy\j\ ¢ \}gﬂb
dlald! ubqo\ delbb el @ Lo ¢ oyl

aogalsl

J-o<l
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Foreign Business Culture

* |n northern Europe, most European
workers are unionized & enjoy more 8 w9 Jlaall @lano ¢ bgysl Jlas (§ @

frequent vacations & holidays than U.S. laslly llaall Ggaiany dllas |

workers. A 90-minute lunch break plus Bl e S0yl Jlaall e AST8) ol
43,85 90 8] slue A iul e Jguax]

20-minute morning & afternoon breaks ) glall ey 8589 luall Juolsd ] 45LaYL

dare common.

45485 20

* In southern, many European; rgsent 25l (ya 099 RRRECH NCRPRUIES I
pay-for-performance, commission ookl dalails ¢ Y ganlly ¢ sl Jolas
salaries, & objective measurement & iy

reward systems.

aogalsl

J-o<l
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Foreign Business Culture

* Many Europeans also find the notion of pogen O (g9l e dudall dzg LS o
team spirit difficult to grasp because the 4l (Y dagd Couay yol duclazdl 79!
unionized environment has dichotomized Jlaall cyu Bl ss J] ool dolal
worker—management relations Lgy9l sl gua (3 8)10Yls
throughout Europe.

aogalsl

J-o-c]

o Josl = dbshzs Binll prax issue 01 l."l'l'ij'l“".



Foreign Business Culture

oo Jodal L ¢ A8 glaiall diuuall dalll e

* Spoken Chinese, has more in common 1 Nl 5| e )

: an }l:wd\ ooV 20 A4S il ownl 98]
with spoken English than Japanese or 49 s .“}5 &8 . MJ&J
Korean. Ay oSI1 9T AL LoDl

 Managers in the U.S. put weight on being 1555 ol JI 8dsiall LYl 3 shdedl Jaey @
friendly & liked, whereas Asian & 09l oles (A (8 ¢ (ugaseg (123909
European managers often exercise I U O T
authority. oo 5 G ARl 05200939 0w

Ol
* Americans use first names instantly in ) ] )
business dealings with foreigners, but 098l e JoY1 slaedl 9uS0 0! pusciiny
foreigners find this presumptuous. oS ¢ LYl ae dyladdl Meladl

A>189 1d O 9dsu wt;)’\

aogalsl
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Foreign Business Culture

* Japan, first names are used only among  slél o Jasd I clawdl pusiind « oLLI
family members & intimate friends; even Jel a> ¢ raxesl B9 A5l
long-time business & co-workers shy away oo gl Lol Doy dbglall dyy )
from the use of first names. A9 lawdl plusciul

aogalsl

J-o<l|
- £
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Foreign Business Culture

Managers in the U.S. place emphasis on
short-term results; a one-time sale than do
foreign managers.

bl e sl Yol (3 chell 55

el e a9 8a) 2l ¢ (S B punb
g_,ob-)j\

Marketing managers in Japan see making a

sale as the beginning, not the end, of the & el ddos OTOLWI (3 Br9udll 9000 S

selling process. 2ol Addasd gl Gl 410l

Japanese often criticize U.S. managers for = ‘59}.%33)‘ LSJM;\U}”MJLMMJ«S% wle
worrying more about shareholders, whom o U’ ;\J‘\ N’“ ¥ ‘; SO
they do not know, than employees, whom &3 0241 O P e

they do know. o @ ¢ Maeludl rabbge" ) Uﬁ,Sjw))\M o

123 LW S8l e sl o]

Americans refer to “hourly employees/”
y PIOYEEs, M) (e (pnalsge

whereas many Japanese companies refer to
“lifetime employees.”

aogalsl

J-o<l

issue 01 L’.I.UJ.IJ



Foreign Business Culture

* Americans place high priority on time.

 Many foreigners place more worth on 3ol e &le Dglol 09:S0eY) gy @
relationships. This results in foreign B L ASTa0d Ogani ColII e uiS o
managers often viewing U.S. managers J“i@ @L?\B” aﬁ‘ ‘&’éijl “Cij"ﬁ’
as mlor:’e interested in business than 1 bt e sl Lol ST
people.

AlUBT B d e B gas 09 Sl oy o
* Americans generally stand about three ¢« 4)ld Wlslw slyz] lie pasdl aguan (0

feet from each other when carrying on U8 dolue (e 28 43,6Y1g oyall (S

business conversations, but Arabs & B>

Africans stand about one foot apart.

aogalsl

J-o<l|
- £
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Foreign Business Culture

Many cultures value modesty, spirit,
collectivity, & patience more than
competitiveness & individualism, which
are so important in the U.S..

Americans often do biz with individuals

they do not know, unlike other cultures.

In many Arab countries, effective
managers are those who are best at
negotiating with government
bureaucrats, rather than those who
inspire workers.

Many U.S. managers are uncomfortable
with nepotism.

u\,o.x,‘\j ijj\j c,,o\ju]\ I % VUJ.:J\J..LQJ °
25,2019 dwd sl 8y98)) o AST ually ( 5oz
Bl ubyﬁj‘@\bwuc’bg ¢

J\JST &A;LJLQ..CT gres Uﬁdi{)ﬁ;}” @ g LQLJL'C .
S @bl (S e ¢ 0gighym Y

ijlubo.]\jw ¢ CLA.)J.Z.H dﬁu\.’\ R vL)uLS.H @ o
39 ) e (29latll (3 bl e (g)lasll
LJLA*J\ L)jaﬂx@-l) UJJJ\ dﬂj\ U'*"“‘Jﬁ ¢ uuwjikj\
oy BY 3L o)

aogalsl

J-o<l
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Foreign Business Culture

* Japanese workers expect supervisors to

alert them privately of changes not 0254 O (88 adl (30 O5LWN Jlaadl 2853 @
informing them in a meeting. 2] o Y Bl el sl ] 63,8 S
e Japanese are non confrontational. They gzl
have a difficult time saying “no”. J9® & bymse el Ogueabial 1e Og0LLI o
L . Sy
* In communicating with Japanese, phrase
questions so that they can answer yes—  4&lue del ¢ L5LWI eIl g Juolgtll (§ @
for example, “Do you disagree with  Jtell Juw e - iy LY gaidaind cliliud
this?” "l Je 38190 ne il Jo" ¢

* Group decision making & consensus are AL Olage glazVly (slaxdl LAl puo
vitally important.

aogalsl

J-o<l|
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Foreign Business Culture

Chinese are shrewd negotiators, so an initial

offer or price should leave room for s p2ye OB ) ¢ dpals O329 Uﬁ*’w@-’\ .
negotiation. w2l Yme 250 Ol o L
Indians generally do not trust the legal L Wy ¢ Qo pladl (§ lgac dgigll 30 Y e
system, & someone’s word is often Bl ] Jguo o) 436 o pasess 45 9SS
sufficient to reach an agreement. dige 91 ¢ b ¢ bl Jie la ¢ il & o
In India, titles such as professor, doctor, or Aage
engineer are important. i) (S] e (§ AL 80l a3 Lo 5o @
Rarely find a Japanese women in a Abglall Jeall lelud Jondl d8la3

managerial position due to business culture
of long work hours.

aogalsl

J-o<l|
- £
issue 01 L"I'UHJ.
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Communication Differences Across Countries

S|tt|.ng t.hrough a cor\fer.ence without ik e Sasdl pacg saige ] s
talking is unproductive in the U.S., but it J@M\JJ&L 5505 ¢ asiall LYl 3 Ao

is viewed as positive in Japan. SLUI & sl &
U.S. managers are action-oriented; they 0558 ¢ 48,51 (3 gum Bl LY )l (53
rush to appointments, conferences, & SlelaizYly @laigally Molaa)l J)
meetings. | | ;

489 ¢ 830b O gy Bl GLY gl ehae O]
o Ulsive. direct. & individual-oriented C o909 ¢ prileg ¢ rdding ¢ Gl
impulsive, direct, & individual-oriented, iy ¢ dulabs Aliw] (gomykarg ¢ 98U
criticism, ask prying questions, & make Zos e 3

quick decisions. ; 5
e 0g8bWI cppaedl ] 058511 e L Ll

Bl Y @lislxs 09,209 350l Gsrpir o4l
&he oo

U.S. managers are talkative, insensitive,

Americans often perceive Japanese
managers as wasting time & carrying on
pointless conversations.

aogalsl

J-o-c]
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Mexico’s Business Culture

Mexico is an authoritarian society.

A meeting among employees & managers (Sl aaize (2 CWANIRE
is for giving directions not for discussing clac] 5,0 92 (ppitally il gall oy Elaizdl o
problems. Slao)l dadla) (g wlgugill
Employees opinions are often regarded  d>lsg (gl de (padsgall T I Jlai o We o
as back talk. LYl =t 1508 Lo 13] slins (193 duall
Supervisors are weak if they explain the 2019 ksl

rationale for their orders.

aogalsl
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issue 01 l."l'l".."l“".



-
u
T
o

7401 | F4ol | rgol |

Mexico’s Business Culture

* Do not follow rules that are not S Utre pasio cLLwJAJ\Jw delgall a5y e
associated with a particular person in ¢ JWhy N g8y 91l Jeso & ALl
authority they work for or know well. uAﬁ\ Glsli sl Oledle Jalxs o b W
Thus, signs to wear earplugs or safety O e’ @ 13] gl ol dodludl ol Uas
glasses, or attendance are often ignored. Adalw 93 jases

* Telephone systems break down. ailg)l dalal jlgs! o

* Phone repair can take a month. s 8o Ll Mo B O Sy @

e Electricity can be down for hours/days. bl / Oleld eby SN Cad g O Sy @

* Banks may suddenly not have pesos. D9al) (8 4o Blxd Sl ) 09SO Y U e

* Business & Gov offices may open & close o gSl 38 g dyylatll I8 s ws o
at odd hours. Aoyt olelw § @lisy

JLI

issue 01 L’.I.UJ.IJ



Mexico’s Business Culture

* Arrive up to 30 min late, but not early. og ¢ 43,85 30 43l wlelazd Cadl o
F:;ce to fa”ce |meetlngs are prlleferred over LIS o bl 8 2l lelazadl s
phone calls, letters, or e-mail. .@9j&1}" %ﬂ‘jidjuﬂ‘ji@l-@“

* Negotiations include a fair amount of 590 4 b Y 15a8 Gloglan)l Joiss
haggling, so do not give a best offer first. 02 sl puas Y Gl ¢ o gl

Yl

aogalsl
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Mexico’s Business Culture

« Kia Motors, Mazda, Honda, Audi, BMW, a0l 9 S35ls 1043 I3jles Sygiga LS o
Renault, Nissan, & Daimler, are shifting Y 5 Loy 15al5, L0155 Ow%@;ﬁ
automobile assembly to Mexico & auto- e &wl Syg0 Ly clewSa) Ul Sl

parts suppliers bl 4 Jo Slyle!
as Delphi Automotive. i ) ‘
Liladlg OLWI d (pe Ohled) jluae ASTl)
- The 4th auto exporter, behind Japan, dogizd! b)sSs

Germany, & South Korea.

aogalsl
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Mexico’s Business Culture

Mexican workers produce more per Gl 3 ST gt OgSnSiall Jlasdl o
hour than Chinese workers. el Jlasll (g0
Wages are less than China. vl o 3192

Ehlez 093 el slgall sl e
BSaidl OLY oI (B gud ClunSadl )8

Import raw materials without tariffs.

Mexico’s close to the U.S. market.

aogalsl
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Ease of Doing Business

The World Bank annually rank 189
countries in terms of ease of doing

business: G (o Il 189 Lgiww J 9l idl Coiuay

JleeYl duylon A ggu

www.doingbusiness.org/rankings

www.doingbusiness.org/rankings
(T5=91) 189 I (J2dY)) 1 (p Olasuail

Jas ey Jggun (1) pnlel e Olusll oz,
(5) OB de Jgua=ll (4) cdSda)l Juzeud
(6) pay taxes, (7) trade across borders, J=(9) ‘JSM\\WjS) ‘aﬁ\vbgjc\)j'& Ojb';f]:
(8) enforce contracts, (9) resolve sl e Jyazd) (10) 5 e

insolvency, & (10) get electricity. ssapts

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j'l'“',.

Index ranks are 1 (best) to 189 (worst).

It is calculated on: (1) ease of start a
business,

(2) deal with construction permits, (3)
register property, (4) get credit, (5)
protect investors,


http://www.doingbusiness.org/rankings
http://www.doingbusiness.org/rankings
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Africa’s Business Climate

Sl aiuas (31 VE Corp & e

« VF Corp that makes brands as Lee, Jio doylxdl

Wrangler, Timberland, & Calvin Klein. « Timberland 9« Wranglers « Lee

« PVH Corp that makes Tommy Hilfiger, are Calvin Klein s
shifting their production to Africa from Tommy g &l PVH iS5 pgas e

China, Bangladesh, Vietnam, Cambodia, oo Wiyl I el Jsg=u Hilfiger

India, Sri Lanka. Liglly baguaSy plidudy oodling (uall

LD

aogalsl
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Africa’s Business Climate

- E.g., Chinese garment worker earn Jole eSS bl Jw de o
between $155 297 31155 o b dswall uda]l
to $297 a month. In Bangladesh $67 DY93 67 Lo 3 . esdl 3 Y90
& Ethiopia $21. Y9 21 Lugdls

- Many African countries grow cotton g5 %@pg}l\ OlL o o]l o
& that is a plus for textile companies, (Ml O B 0l g ¢ yladll
but the lowest wages on the planet, Al CS5S de 51 Bl (S
coupled with improving infrastructure )l yaiely disd) ddd) ruwss Lol
& stability, is the real draw (il Joladl g0

aogalsl
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Africa’s Business Climate

« Nissan assembled thousands of

cars in Nigeria, by (3 bl VT aozets Ol Conld o

GE built $10 billion turbines for 10 4aKs @l <l S Jhie canls WS
power plants, P&G 4S4 cmidg «ddlall Chllama) ;Y95 lylds
&P&G opened a 2nd diaper JbV lslas) Bb Gowas
factory . “

o - ASTOle e bz OB s 098w »
. nger|a s population will be seven oo 0yl e ¢ 2050 ple Jglon Loyl Ogir 0
times larger Lol 4l 3 Sliee pe 35 JI5 Y SO ol
than South Africa by neve ,2050 " Jifﬂb Gosy=lls Uladls
sah Iltis yrtnuoc eht hguoht o '
,erutcurtsarfni htiw smelborp

ytrevop & ,emirc ,tnemyolpmenu

aogalsl
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Africa’s Business Climate

» Africa bas the world’s Iargest deposits O e @l (§ lelay) ST L ol llas
of platinum, chrome, & diamonds. i)l Ol e dodadl | elallg 9,9

I\/Iarw Chlr.1ese companies in particular e pelind o guasl drg s
are investing there

aogalsl

J-o<l
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China’s Business Climate

« IMF reported that China, has overtaken

the U.S. as the world’s number-one ¢ el OF J gl aadl G ST
economic powerhouse. 89all laylue b suswiall LY ol Cigls

- China’s economic output reached $17.6 @G oYl dpalaiddl
trillion, compared to the U.S.’s $17.4 093 17.6 (el ($olaidl 7l &dy o
trillion . ool )93 05abiy3 17.4 go &)lae Ygo

- China accounts for 16.5% of the world el obaidYl (e 716.5 puall Jins
economy, the U.S. is .6.3% /6.3 8asuall b gl

aogalsl
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China’s Business Climate

« Economic growth has slowed to del ,6.8% 358y 83bas 7£6.8 I oba)l sl bl

detned sah taht pmuls ytreporp a yb Ll blas sl 2l dylaa)l @Blras)l

rof dnamed & ytivtica noticurtsnoc ooy Clyall e _3[5&\ PERSAIA(P

themec & leets sa slairetam (5 3 Q) owikal Jsd) igzgll 2 ol -
« The 1st expat destination (BBC). 092l Wdae Gdel 3g8e Bue (S (e

J;)’\ i S el wle uls: A o500
Z\M@J\ O Uao =l WUJJ.CVLQ_Q gLV
EIE Ll 55230 Y1 al T2 50 3111

« For many decades, low wage rates in China
helped keep world prices low on hundreds
of products—but that is changing, all 31
Chinese provinces recently boosted their
minimum wage for the 3rd consecutive Joadl e AR 552 ‘%‘.y” L"k
yvear as demand for workers in China now 02l puall

outstrips supply. —
J-o<l

o sl — dbgae Bgixdl e issue 01 l."l'u..l"u
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China’s Business Climate

« China ranks 90/189 countries in terms

of doing business . Sy o0 495 190 (e 90 Ayl uall Jizd

JleeYl dylon A ggu
- That ranking is low for a variety of
reasons; from human rights to

copyright, patent, & trademark rules.

0 Ae gazme ) padie U A
illy adall Boi> ) Ol Bga> 1ol
Aoyl Glodlall uelgdg olel Wlg

sl » Home Depot «Best Buy w8
)] 3 Ly > Lo calel «.9” o8l de

« Best Buy & Home Depot are examples
of companies that are closing stores in
China.

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.



China’s Business Climate

. In contrast, luxury handbag Coach Inc. made ~ Coach &Sk ¢ &ll3 (1o (il deg -
China the cornerstone of its int’l strategy, ~ 49l 2> Guall wdaz 8,5l il

adding more products for men & opening cdlsl G Al lgimslind
men’s stores in China. Coach is competing sxlie by Jll) wliiall (o W50l
with Hong Kong—based oL Coach .pmall (§ Jlzyl)
Michael Kors. B9 3 35l Michael Kors 9&;
&

aogalsl
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Vietnam’s Business Climate

Unlike another communist country, North L)sS e S31 Lus gt Ugs (wSe Je
Korea, Vietnam is booming for business. Sl 80350 pliiad Ll

HUWIOBLl o 744 Jiay oY) plasaial o
459,891 8l 325 Ggale 90 @adas
Bgiww )Y95 )l 4 day lLle

Vietnam Mobile gViettel Mobile ;245

Internet usages 44% among Vietnam’s
90m people. E-commerce generates S4B
revenue annually.

Viettel Mobile & Vietnam Mobile & 30 et J8T 0 815 (Services
Services, provide one of the lowest data ) PN[W]
prices in the world. Sblg) Basiall byl & OSal yaol s> o
Even the smallest businesses in the U.S . Uggu Jgog)l oS (5,5

lles & hcaer ylisae nac (erehwesle dna)  Gu> plid (3 Olxiiall a9 (nSdgiwsl! U]

to consumers in Vietnam, who yearn for ~ ©ledsg Olxiine e Jgsaxl) dlaiy il
new products & services . ENYNES

aogalsl
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Competing in the Global Marketplace

“No one eats better food than the one FL Ol p bas Bk ul BT

who eats out of the work of his hand ”. oy Jas (ye

(f)L«J\j 3l dule) daxo ‘_9.J\ -

—Prophet Muhammad (PBUH)

“There is no resting place for an Q3 el A 080 Uz g2 V"
enterprise In a competitive economy ". " bl sl
—Alfred P. Sloan, JR. )
aall ¢ Ogh .o 08l -

aogalsl

J-o-c]
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Market Entry Strategies

* Exporting
* Contractual approaches

- licensing, franchising, management contract, contract
manufacturing, & turnkey operations JERVSCI

- Disney Consumer Products, Cherokee Clothes, GM
Cars, Sony, BBC dgdall e

- KFC, MacDonald, Hilton with periodic inspection
_Outsource dg9R¢€9 co‘)b}” Jacg c\)@}’\j cua..:«}-jd\ J
- Microsoft's Xbox game machine is made by Flextronics CL)‘.:}.QJ\ el Oldacy c@.l.,a.ﬂ\
Corp, a huge U.S. company with factories around the

world

-Build houses, factories, storefronts, aviation hangars &
chemical production facility

aogalsl

J-o-c]
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Market Entry Strategies

Investment
- Equity participation, joint venture, & wholly-
owned subsidiaries Sl

- Stock market
- PepsiCo/Almarai joint venture acquired Beyti <l gartelly cogedl (3 dSlaadl -

- AutoAlliance International (AAI) joint JotJb &S glanll Al Bl
venture automobile assembly firm co-owned
by Ford and Mazda

- %1000owned

aogalsl

J-o-c]
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Competing in the Global Marketplace

Parent company allows
its subsidiaries to decide how

O lasasad! 8adain dusus| il to compete in & adapt to conditions
in each domestic market
Multidomestic Strategy lg) amll Sl @Y1 888 o
dgj.b.]\&awiﬁg 0L Cals a8
o Blgw S (3

Disneyland in France, when the park initially opened, business suffered
because the culture was too unfamiliar. The company did more research,
tailored the park to local preferences, and saw business increase.

aogalsl

J-o-<cl
o Josl — dbgame Goall ppexr issue 01 U.I.I.ij-"l-!
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Competing in the Global Marketplace

A firm utilizes its entire
worldwide systems of
production & market

positions against competition
oo daadladl Lgialas] Jo pusins 45
G liall Ao 3 gl Lo g9 Y

falle Al

Global Strategy

aogalsl
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Three Types of Global Strategies

Adaptation: Globalization of Markets Aggregation:
Local ey » Economies of
Responsiveness \\\ 2 Scale
\\\\ //,
\\ ,//
\\\ ///
N ,,’

.. Globalization of -
rd
.. Production -

Arbitrage:
Absolute
Economies

o Jes] — dbgae Bgbl puax

aogalsl
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Global Strategies

« Adaptation aSWl ddi!:

McDonald's included various items; the Chicken Maharaja Mac & others to suit
Indian customers instead of hamburgers made of beefs, etc.

 Aggregation ezl dxdl il

Whirlpool, while it was expanding globally, the new scale that emerged from the
acquisitions offered

a significant competitive advantage, but only if the individual operations & resources
were working in concert with each other. It could be deduced that that real
challenge is integration of businesses together to create leverage & competitive
advantage .

aogalsl

J-o-c]
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Global Strategies

e Arbitrage 4)lgell diliul:

Walmart use it to sell products worldwide which have been bought from

China & earn from the differences in the prices.

aogalsl
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The scale of the cluster

Firms from the same industry gather ) B ) |
together Lo ezl delivall (i o OB

in close proximity byko Je
Evident in industries like banking, car MJ““J‘ ozl J“ UL‘L’“’O S d=2ly
manufacturers in Detroit, Silicon Valley, JLQ O9Sukers RIS S C’\JE-**“J" GHaed
Smart Village, shopping malls, fashion s Eorag Gl 3S1eg SN Aoyl

stores Jo> duadl ddle Oluaztl paizs bo Wleg o
High-tech clusters often gather round B gay0ll Olaslr)

prestigious universities Solgn Mol deliyo o
Hollywood film industry b posall Ol oolaiwl e

Small companies benefited

aogalsl
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Types of Strategies
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Levels of Strategies

Corp
Level

Divisional Level

Functional Level

Fboll gt

3

Operational Level

"l“. :."”LS o ”

oy Jas] — dbgaze Feaxll pua

aogalsl
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Levels of Strategies

In large firms, (4) levels of strategies: )l Obgins (4) B &1 § o
corporate, divisional, functional, & .w\;‘wﬁ)\ LYl (52l
operational.

° Ayl Slgis (3) il O8I § -
In small firms, (3) levels of strategies: Adaadly cduads gl (aS !
company, functional, & operational. B gl Oy
The responsibility levels are: I 57 (Sl s )] 138,801 (S g o

Corp level: CEO or the owner S o s )1 1LYl Sgians o

Div level: President or vice

aogalsl

J-o-c]
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Levels of Strategies

Func Level: CFO, CIO, HRM, sy e Jal SUadll sy Al g)l (S .

CMO,... EUQ.Q ) c%ﬂﬂ\_})\ﬁﬂ\ﬁm cuboj,LMJ\M
Oper level: Plant manager, IV SRR VT SVW-IN | ER VR VEW R TSV VI
W3 ) Lag ¢ al3Y)

regional sales manager & so on

aogalsl

J-o-c]
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Strategic Management

Org’s like individuals have limited
resources .

. B3 9d ) ol e luwtod! o
No one can apply all the strategies. >3 Vlge ol 2,3 Jro Dol

Ol g Gudas adatiuy J>1Y
Ifhyou have a strategy to gﬁ north, e Jlatdl Jl Cnds) Ayl clo) OS13]
then you must buy snowshoes & (5gall 3Las) AT ol adly ol Bt s

warm jackets (spend resources) & I Al ] d
forgo the opportunity of faster - S 07 OF T

population growth in southern states. Oy 98 )5 dad o (xSl adasadl
NSSUBE

Strategy planning is not a roll of a dice; .
Aouall GlglgVlg whhall 3sl Co o

it is an educated wager based.

Difficult decisions & priorities must be |

made. J-o<l

o Josl — dbsie Boixll grax issue 01 (YA j"'“',.
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J=2V1 g Calual)
Long-Term Objectives

Represent the results expected from

pursuing certain strategies. Ol il daslin (o daBgiall LI Jiad o
Without long-term objectives, an A
organization would drift aimlessly toward C3y205 W g (Sl dbgb Colual gy o
some unknown end. Adg a0 pe il g CBud 090 dalaiall
It is hard to imagine an organization oran  za 3,8 9l delaie 3929 Jus5 Caall o o
individual being successful without clear Aously Calual (90
objectives. sl (gyb e Gds o b clxdl e
Success rarely occurs by accident; it is the 380 950 dgo Bla Joe A=l 92 (b
result PIONE-RVY
of hard work directed toward achieving
certain objectives. Jooc

o Jos| — dbshos B9ill o issue 01 (YA j"'“',.
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PETRONAS (Case Study)

Hllly Jaaill Ooldizdl 8adate 450 (2 bidlo ygral VIsS (8 1ay809 ¢1974 ple (3 Cownnsls
AST & Jesd « 500Fortune Global 4s36 (3 gl o3 (31 apgll Ll A adl A 8il
Ad g A) ddaid "'S’\&p@\j&gw. (:g.ﬂjwjajj.)BSQA

- Established in detargetni na si ,aisyalaM ,rupmul alauK ni deretraugdaeh ,1974
eht ni erutaef ot ynapmoc naisyalaM ylno ehT .ynapmoc lanotiantilum sag & lio
500 labolG enutrofFlist, it operates in over 35 countries & is engaged in a wide
spectrum of petroleum activities.

« Its Upstream business explores, produces, & monetizes oil & gas resources & its
Downstream business focuses on marketing & distribution strategies. Its
successful management of legal & maintenance activities in 2014 enabled
PETRONAS to shift its focus to raising utilization rate by 5% in .2015

aogalsl

J-o-c]
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PETRONAS (Case Study)

In 2014 ,while profit decreased by 27% ,the group saw a 4% growth in revenue,
which was driven by higher production, higher liquefied natural gas (LNG) sales
volume, & favourable U.S. Dollar exchange rate movement. Revenue derived from
PETRONAS provides roughly 45% of the Malaysian government’s annual budget.

Taking advantage of being an integrated chain & its strategic location in South
East Asia, a region with fast growing chemical consumers, it is focusing on three
long-term objectives —operational excellence, marketing & sales excellence, &
innovation excellence. As part of its strategies, PETRONAS is pursuing forward
integration by purchasing its ships to transport its oil & gas, especially its LNG.
This will provide low cost, direct access to LNG shipping capacity .

PETRONAS, operating the world’s first floating LNG facility, is also in the process
of constructing one of the largest LNG facilities in British Columbia.

aogalsl

J-o-c]
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ColaaYl U5l g8
10 Benefits of Objectives

Provide direction by expectations L8 gl e aasI I e ol pdgs 1
Allow synergy WL Zlawdl 2
Assist in evaluation of standards bl @uds (§ Buclunadl 3
Establish priorities SLglgYl douss 4
Reduce uncertainty ol pae Jdas 5

aogalsl
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ColaaYl U5l g8
10 Benefits of Objectives

6. Minimize conflicts Olelall a5 .6
7. Stimulate exertion gzl paxs 7
8. Aid in the allocation of resources Ylgall panass (§ sacluall .8
9. Aid in the design of jobs 55 g)l nana (3 B Lunall 9

10. The basis for consistent decision making utall a1 310 el g3 .10

aogalsl

J-o-c]
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Bl jailas
Characteristics of Objectives

« Should be associated with a timeline.

- A basis for consistent decision making (@) J9dzo bis ol cao

by managers whose values & attitudes  _il> 0 dauio @l)lyd 353Y Lalul GBluall Jag5

« Serve as standards by which 18 s s o s JulaeS CluaYl Jas
individuals, groups, departments, LelSU laaialg fwij\j ShlaYlg ole gazally

divisions, & entire organizations

can be evaluated. Joocl
o Jes] — Abgame el muexr issue 01 U.l.l.ij-y:
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Gluad dige o ailas 8
8 Desired Characteristics of Objectives

. Quantitative &S 1
. Measurable oelall dble 2
. Realistic duxdlg 3
. Understandable doggin 4

Challenging S>3 .5
. Hierarchical .6
. Obtainable ede Jguaxll Sy .7
. Congruent across departments ShlaYl e daslatie |8

aogalsl
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L blae ddlall CaluaYl
Financial vs. Strategic Objectives

Financial objectives associated with : » Aadye Al Gl
Growth in revenues, higher dividengls, 70y Uinelga cdeigall ZbyII 8oLy ccolsl )l gad
larger profit margins, greater ROI, higher e 11 85L5 Olaiiedl e WLl 8oL ¢ ST
earnings per share, a rising stock price, EERt M (gl laud 6@')‘"‘%‘“”
improved cash flow,...etc. Bl esaad)
Strategic objectives include things as: Jio sl Jozd dumadl ] ColaaY|

Larger market share, compete your rivals -3, @—w\@«‘ 5l udls ST 48 g
in quicker on-time delivery, lower costs, Ll Bagx el e (8T CadKS ¢ ol

HQ products, wider geographic coverage, g sl (d>glgiSs 83L8 guams sl ddlyax
achieving tech leadership, getting new or Blods sl J—Q

improved products,..etc. ) e gl

aogalsl
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Claal 09y 8)la)l Coxs
Avoid Not Managing by Objectives

danld Ll Sl S oy
Derek Bok, former President of Harvard Gleell )l Ao b
R . . py . o~ ., o . e \o‘” :.. ” \0 L.é l:g LQ
University, once said, “If you think AB%a3 S 3] 1850 I3 J )18

education is expensive, try ignorance ”. Mdell b ¢ il il O
The idea behind this saying also applies Lol (3ais Jsall 1o sl e 8,541
to establishing objectives, because sl O ellag caluadl wpuss de
strategists should avoid the following 8yl gt OF caz (| )|
ways of “not managing by objectives”. MBluadl 8yl pde 14Ul

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.



-
u
T
o

7401 | F4ol | rgol |

Claal 09y 8)la)l Coxs
Avoid Not Managing by Objectives

o Ifitain’t broke, don’t fix it

- Keep doing the same as things are going well.
Managing by Crisis

« The ability to solve problems .

« A form of reacting, letting events dictate the what &

when. Aol Mo ¢ Sy @) 13 o
Managing by Subjectives
« No plan for which way to go & what to do. Ol 8yl o
« Called the mystery approach, as employees

are left to figure out what is happening & why. JeYb 8151

Managing by Hope

« What if we try & do not succeed.

« Decisions are predicated on the good times
are just around the corner, especially if luck

&good fortune are on our side! J-o<l
o Jes] — Abgame el muexr issue 01 U.I.U}-.l_.!
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1. Forward Integration (Vertical)

832 8yl 9l aoygll (§ Sl 85L) 9l Ao LS|
Gaining ownership or increased control over distribution or retail

A manufacturer create a website to sell its products directly to consumers
Franchising (famous restaurants are now getting rid of their owned locations)
Kroger 2,600 grocery stores acquired Viatcost.com to push into online groceries
MacDonald's delivery in Egypt & KSA

Amazon began rapid delivery services in some U.S. cities

Aramco has domestic & international refineries

aogalsl
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1. Forward Integration (Vertical)

e Amazon Local Services “installation
business ”.

* When you buy, for example, a ceiling fan or
car stereo from Amazon, they install it for you
for a fee—at least in three cities (Los Angeles,

New York, & Seattle). 095l 4S04 e "SI Jlac]!
* Amazon “On My Way”
* A mobile app that recruits & pays ordinary "k 3" gl Juess

people to carry packages as they travel (vs.
FedEx, UPS, UPSPS) still being tested to
resolve potential issues as if the package is
damaged, or even stolen, by the
transporter.

aogalsl
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(So90c) ualz)\ o8I

2. Backward Integration (Vertical)

Sl 5390 @ (S 5305 91 el g
Seeking ownership or increased control of a firm’s
suppliers

Starbucks purchased a coffee farm.
Good in rapid growing industries as technology.

Some industries, as automotive & aluminium, are reducing their historical pursuit
of backward integration. They negotiate with several suppliers instead.

Ford & Chrysler buy more than half of their component parts from suppliers such
as TRW, Eaton, GE, & Johnson Controls.

Juhayna has 59 production lines manufacturing 28 different products.

aogalsl
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(So90c) ualz)\ o8I

2. Backward Integration (Vertical)

Sl 5390 @ (S 5305 91 el g
Seeking ownership or increased control of a firm’s
suppliers

» De-integration makes sense in industries that have global sources of supply.

« Companies today shop around, play one seller against another, & go with the best
deal.

 Many U.S. firms now are following the lead of Japanese firms as Toyota, which
have fewer suppliers & closer, long-term relationships with those few.

aogalsl
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2591 LKl
3. Horizontal Integration

Oradbadl (e 8y dniad! 8505 of ellatl) 2l
Seeking ownership or increased control over competitors
The most common growth strategy as mergers, acquisitions, & takeovers

The best mergers are between related businesses, not the unrelated

Not appropriate if competitors are doing poorly as in that case overall industry
sales are declining

Coca-Cola & PepsiCo buy local companies

Both Dollar General & Dollar Tree recently competed for months to acquire Family
Dollar. The winneris, Dollar Tree.

Almarai acquired Teeba dairy Co in Jordan, Beyti in Egypt, HADCO, & Al Safwa
Dairies

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.



Types of Strategies

Market Penetration
Gl (Bl

Intensive Strategies

v

Market Development

Bgudl pglas

Product Development

el glad
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4. Market Penetration

* Increase market share for present products or services in present markets through
greater marketing efforts

o I o A1 Blgudl (3 A Gledsdl gl Oolouiwel) 448 gl dasdl 8505
ST &gl D¢

Adding salespersons, increasing advertising, promotion

=949 OUMeY 8obig colauall Q9Lie dols)

Under Armour signed tennis champion Andy Murray to a 23 S ,raey-4million
marketing deal.

Anheuser annually purchases several S stols gnistirevda dnoces-30 ,noillim +4.5
IwoB repuS eht gnirud

Almarai secured agreements with large retailers such as Carrefour, Panda, & Al Othaim N

J-o-c]
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When is Market Penetration be Effective?

1. Current markets are not saturated with

- - iy doin et o] Bladl 1
apartlcularproductorserwce_ T A ot~ Ol g

Ao dods ]
2. mer I incr :
Customers could be increased laall 830 (Saw .2

3. market shares of competitors are the

eclining while industry sales have been Oredlinll (30 gl >

Olage (3 85b) dzg5 Loan ¢ polazsdl (3

401 | Fdol |

Increasing. e )
4.The correlatlc?n betweej dollar §a|es. iy Yol Slase 0 LY OF 4
. &dollar marketing expenditures historically e Lio b Yol msent)
. has been high. Adle Loyl Y9l gl
, , , dud U3 Llio 4843 WJ | ¢lyad9 33LY .5
[.] 5. Increased economies of scale provide major ' A =055 ;J«S
competitive advantages. T e
J-ocl

515-FO5 o ee] — dbgaze gl aexr ssue 01 UM
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5. Market Development

Bod dudlyie dialaie (§ Al Slodsdl gl Ol @pss
Introducing present products or services into a new geographic area

Gap opened its first five stores in China.

Whirlpool of U.S. compete with Electrolux of Sweden, LG of South Korea, & Haier of
China. Whirlpool acquired the Italian Indesit, to double Whirlpool’s size in Europe.

In eastern Europe Indesit had 13% market share & Whirlpool had looplrihW woN .5%
18% sahin eastern Europe.

In western Europe, the Indesit acquisition gave Whirlpool an additional 17% market
share behind the leader, BSH Bosch & Siemens .20%

Netflix launched it services into France, Germany, Belgium, Switzerland, eastern & southern
Europe to meet the major rival Canal Plus of Vivendi SA’s pay-TV.

aogalsl
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Indicators of Market Development is Effective

A8 g5 g0 Bl a0jgd Wlgid ;g5 1
1. New channels of distribution are available dale pég

that are reliable & inexpensive.

2. An organization is successful at what it does. 4 pgRi b (3 Azl dolaie 2

3. New untapped or unsaturated markets exist. ZIEVOIVIPTEY NINES Lﬁ\}w\ J~>y 3
4. Org has the capital & human resources Anitio pk 9|

to manage expanded operations. Hlgalls JWI ol lpdd dadaie 4
5. Org has excess production capacity. s Dldas §15Y dajdUl & sl

6. Org’s basic industry is rapidly becoming B5I) ds Loy 8yaall lpad dedasie 5
global in scope. Aodaial) 3 Ll debpal] el 6

Gle ol Jldem Jps
J-oc|
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6. Product Development

Seeking increased sales by improving present products or services or developing
new ones

Blod lxito pghal 91 Al loasdl gl bl ¢ panss G e Ol 8003 (2l
Usually entails large R&D expenditures.
Amazon began offering its own line of baby diapers & wipes.

Walt Disney developed a Disney Baby line of products & services for customers
ages0to .2

GoPro the U.S. unveiled new high & low-end wearable cameras for outdoor
enthusiasts as scuba divers & surfers vs. rivals Sony, Canon, Garmin, & Polaroid.

Sensoria is making smart garments for officials & sports, including smart socks,
which are washable. ““l j'i‘:'!

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.



Types of Strategies

Related Diversification
bsye a9

Diversification Strategies

Unrelated Diversification

aogalsl
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7. Related Diversification

Adding new but related products or services
Ao D13 S g 8> lous 37 Ol 0Ls)|
Facebook acquired WhatsApp for $19 billion.

Apple diversifying into the banking business through:
M o 48 ol JlogYl 3 BT 4S8 agis o

Entered the online payments business, competing directly with PayPal .

Apple iPhone & Apple Watch, consumers can now make retail purchases by
tapping their device at participating checkout registers.

aogalsl
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8. Unrelated Diversification

Wo I3 pe Bl leds gl Colouiine 48LS)
Adding new, unrelated products or
services

* Kroger & Whole Foods Market are cooking meals, becoming restaurants.

* Mars Inc., for chocolates, became the 1st pet-food Co, purchasing 80% of Procter
& Gamble’s pet-food brands for $2.9 billion, to go with its own Whiskas,
Pedigree, & Royal Canin. Mars has over 25% market share in the global pet-food
industry, slightly ahead of Nestlé S.A., which owns Purina & Friskies.

aogalsl
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8. Unrelated Diversification

Wo I3 pe Bl leds gl Colouiine 48LS)
Adding new, unrelated products or
services

Google offers an electric-powered driverless car.

Honda Motor diversified in 2015 by producing its first business jet competes
directly with

the Cessna Citation M2 & Embraer Phenom 100E business jets.

UAE based Al-Futtaim operates more than 65 Co across sectors as diverse.

aogalsl

J-o-c]
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Diversification Strategies

alaJl LS.)J«.C &)}A.Jb dall 93 &:qu\

Most companies favour related diversification to capitalize on synergies.

* Inthe 1960s & 1970s, the trend was to avoid being dependent on any single
industry.

* Org’s are finding it difficult to manage diverse biz, & to focus on the core
business.

 New tech & fast-shifting buyer preferences make diversification difficult.

aogalsl

J-o-c]
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Diversification Strategies

alaJl LS.)J«.C &.:y.J\j dall 93 &_:y.J\

« Companies generally are not very efficient diversifiers; investors can do a better
job by purchasing stock in a variety of companies.

ITT at one time owned everything from Sheraton hotels, Hartford Insurance &
Wonder Bread & Hostess Twinkies. ITT divided itself into (3) separate
companies.

In an unattractive industry, diversification makes sense, as for Philip Morris,
cigarette consumption is declining, & some investors reject tobacco stocks

aogalsl
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Types of Strategies

Retrenchment

Defensive Strategies

Divestiture

@{J\ 3T ng.éd\
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Liquidation
)
aogalsl
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9. Retrenchment

Regrouping through cost & asset reduction to reverse declining sales & profit
709 Slaadl a3 85leY JguoIlg Cad Sl jaas JMs (e arazl 83le)
Sometimes called a turnaround or reorganizational strategy
ol Bale] ol gzl dumelianl (pud 0LV Gams

Involve selling off lands, buildings, pruning product lines, closing marginal
businesses & obsolete factories, automating processes, & reducing employees.

Nissan Carlos Ghosn case.
Staples closed 250 stores & reduced by 50% the size of other stores.

Levi Strauss; the gntieefl yb dekram ,ocsicnarF naS ni QH ynapmoc dlo-raey-160
“ & snoihsafsale only “shoppers. Cut 20% of its nonretail & nonmanufacturing
workforce & generating cost savings of nearly $200 million per year .

aogalsl
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When being Retrenchment Effective?

1. An org has a clearly distinctive

competence but has failed consistently eSdg douply Binae 8:laSH dalaiall s 1
to meet its objectives & goals over time. D900 Lgdlaal (33 (§ colb Sao clas

. 5l
2. An org is one of the weaker 3]
competitors in a given industry. Ordliall o CansIl (p dalaia 2
3. An organization is plagued by ST b 3
inefficiency, low profitability, poor o2 lasily delaSdl pue (o dobaiall 35 3
employee morale, & pressure from (b gall Glhgian Carisg ¢ dusw)l
stockholders to improve performance. Y s redluall e Jaisallg

aogalsl
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10. Divestiture (Selling)

dolrinll 1o ;}.?31 (“"“‘9 &
Selling a division or part of an organization

* |tis often used to raise capital for further acquisitions or investments.
* Become a popular strategy for firms to focus on their core businesses.

« PRG is divesting some of its brands (nearly 100) to focus on its core brands
(about 80)
With brands such as Pampers, Tide, Oral-B, Duracell, Clearblue (pregnancy tests) &
lvory .
P&G has 23 brands that sells annually $1 billion each.

aogalsl
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10. Divestiture (Selling)

dolrinll 1o ;}.?31 (“"“‘9 &
Selling a division or part of an organization

 lvory might be divested, as people opted for body washes & liquid hand soap over
plain bar soaps.

* Germany is phasing out all of its nuclear energy power plants by 2025.

« Zain of Kuwait sold its operations in Africa to Bharti Airtel, India.

aogalsl
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11. Liquidation

Selling all of a company’s assets, in parts, for their tangible worth.
Ausgaloll lgiaad) sl (3 A5l ool ppar a
It may be better to cease operating than losing large sums of money.
Wl e 568 Ml 0lasd (§ haradl (o Jussidll e Cadodll JuadIl o 055G 3
The Trump Taj Mahal in Atlantic City, NJ, liquidation.

NY Crumbs Bake Shop, the nation’s largest cupcake company, filed for Chapter 10
bankruptcy liguidation.

Source Interlink Distribution for printed magazines to retailers, large & small got liquidity
due to rapid tech from print to e-news. Their wholesalers "centres fell from 400 to .3

Iragi government decided to liquidate the assets of Iragi Airways.

aogalsl
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Michael Porter’s Generic Strategies

Cost Leadership Strategies
)Low-Cost & Best-Value)

LS b fwe!

pled! Ol Al
Differentiation Strategies

Focus Strategies
)Low-Cost Focus &

Best-Value Focus) »Sil el il
(G JiaS9 3539 20l paicin 555)
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Michael Porter’s Generic Strategies

Low-cost offers products/services to customers J3U Meal) Sloss / Ol @uuds 1A duadsie
at the lowest price . Sl

Best-value offers a range of products or services S ] e g e
at the lowest price compared to a rival’s with Slodl gl lriiall (o de gozo 2485 1 Jsa83] Aoyt

similar attributes or more. STl dglae paslase &)lie yaw J8U
Both strategies target large markets. B Blguwdl Olaugind ¢piuas! fw! S

ored) bl Blgudl (g Dlad
Ayl dedladl oMb O gaigs Y 09 finadl OB 13)]

3]
The idea is to gain market share, sales, & driving ()
some competitors out of the market. (Amazon)  xds9 colaually (@gud! § dua> de Jguaxll p 5,50

(093b]) . Bgadl 25 (randliall any

Effective in price-sensitive markets.

When buyers do not care about brand
differences. (pens)

aogalsl
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To Employ Cost Leadership Successfully

A firm must ensure its costs across the value
chain
are lower than competitors.’

L4285 Jlaz] O 4S8! pass OF s
Lgrudlio (po 81 doud)l Al pe
& S5l s3Il plascial cdigas)

1. Altering the plant layout, mastering newly
tech, using common parts in different
products, simplifying product design, ...etc.

aogalsl
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To Employ Cost Leadership Successfully

2. Revamp the firm’s value chain to eliminate or 4y &Sl @)l Adas @ulais sole) .2
bypass some cost-producing activities. Activities .Sl dsuiall daadVl jan jolxs of

could include securing new suppliers or ZR9 = ()90 3l g0 el Aasdl
distributors, selling products online, relocating B8l Ja39 ccd, BV e ol
manufacturing facilities, avoiding the use of Obladl plasin) Cuadg «auiuaill
union labor, & so on. U3 ] g cddleal

aogalsl
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Differentiation Strategies

Means greater product flexibility, greater jzaas ol «381g31 85015 ol cinall dig0 8303 (a3 o
compatibility, lower costs, improved claall a3 ol cdadsd! s g1 e8I
service, less maintenance, ...etc Sl o)) e e b o
Allows a firm to charge a higher price for 9 T

its product & to gain customer loyalty. EVEESTRVERTNFP SO ELSUA | SUS IR I

A risk of differentiation are : {ees Yy

(1) unigque product may not be valued by (b lad pladl jbolses Jioss
customers L ~ . .

to justify the higher price. If this “ ‘“L*SUAW “| vl; ill s 02 Y 48 (1)
happens, a cost-leadership will easily 8348 0 o &> 13] AeI jaedl oy Mlasl

defeat a differentiation strategy. bl dme Sl dggun aigiuw 42Kl

(2) Competitors may quickly copy the ) L .

differentiating features. A Beanll paliasdl fud (radliall (Se (2)

Joc!
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Focus Strategies

Means producing products &services that

fulfil the needs of small groups of Olrlis! (olf Gloasy Olatin Z 6] (g5
oSdgund! (10 B Ole gaxa

Effective in small markets. Brsuall Blgudl 3 Alas

consumers. (niche group)

. Marriott continues to focus on its hotel 4846l el e 51501 igyle 3ol delgs @
Ol dolsg Ll (§

Adsad) daaiwo! el Hls e
 Local used car dealers. e i .

business in Asia specially China.

e Pizza Hut.

aogalsl
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Balanced Scorecard Framework?*

- L] ﬁJ

Financial A
o R A

To succeed ﬂ&fﬁ' oy
financially, hovar e
shomld wee appear
to our
shareholders?

Customer gf"’ ﬁﬂ /s Internal Business ﬁﬁ’ 5 /&
To achiewve our L5 _;.f? Vision To satisfyour gy o A
wigior, how 0o {.':.:E? &F and shareholders and o fﬁrwé"
should we a ar custorne rs, what
to o F Str ategy business
Custorne rs? processes must

' we excel at?

Learning &Growth /&

n::'? fﬁ'-:‘él"aj f’u;
To achieve our ,@E‘ £ é;-“‘-'
vision, how will ) ~

we Sustaln our
ability to change
and 1roproee ?

* 4 dapted fioen Elaplan & Noxon 15996, ITe Balmwed Somveaard . Haveard Business School Fress: 9. Ongmnal fiom HEE JanFeh 1996, p. 7a.
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Means for Achieving Strategies

Customers unless their perceived D280 el dad e glass Ll Dol
value exceeds the price they pay. 5 5l
Alliances: the airline industry is one of P ) |
the best examples of rival firms 28l (0 8a=19 (2 Olpkll dcbue rolallill
forming alliances to compete against (w3l wlalls JSas (@) duwdlull o8,all Aoyl
each other. loan Lo
Alliances help in avoid investments

) ) : ’ Jdas of colylaiiwe] oz Lo ) ue LS
reducing costs, risks or entering new b > S e
businesses dLo.c—\ Lg L_J5_>JJ\3\ oJJoLzAJ\g\ a8l

or markets. Bdod> @\}w\g\

Researchers concluded that small &  dlauigially 8 paall 8adl OF Ul 0gi=WIl jalsg

mid-size firms should strive to form : - . .
. . . Sl LSas | |
alliances with non-competitors rather e - dl gl Ol o o=

than competitors. Oradlad! rpe Voo e Ul

aogalsl
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Means for Achieving Strategies

* Joint Venture & Partnering &S| allg Eiaadl wleg dall o

* In a global market tied together by the  (suY1 3,b e lpare Aade dualle Gguw 3
Internet, joint ventures, partnerships, gl olallxlly @l adly a8l ao)lawl el
&alliances are proving to be a more oo ST Ol 9ol iad Adlad AST dlig
effective way to enhance corporate Sy el ldas

growth than mergers & acquisitions. ST s AL 3]l ik .

 Strategic partnering takes many forms, 88l g cdummy 5 jolaes Bl I & Lo

NEJONEs/7CNE

including outsourcing, information pokilly Codly 2l iawdl (ggudly cgujle\
[.] sharing, joint marketing, & joint R&D. 2 o]

aogalsl
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Means for Achieving Strategies

e Strategists use numerous tactics as

being ) | S ¢y dockad) gl iy o
a “first mover, “outsourcing, & T 7 A
reshoring.

J=1 ezl

IS s liall pany Ul Symite 5SS O
Qgil\,mm; 09,3l 0 9 Ladow 09 s
el 2 2 eaSdgag 539 elasYls
RGP

* Being a slow mover (also called fast
follower or late mover). Some of larger
competitors wait while others make
initial investments
&mistakes. Lenovo & Volkswagen are
examples of this.

aogalsl
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Means for Achieving Strategies

 The 2nd largest U.S. airline by
blwiall WLVl (8 Olpb aSJaJ;STL“;L‘s g

traffic, United Continental, Lgolgn dugats caald (it oS disligy St 2

outsourced its check-in, baggage- (Sl Oelrag cJguo gl Jumad (§
AUAS = "1 l s‘-)Lo.xJ‘ dol> L,c'sz:':j

handling, & CS jobs to vendors who Ol s O s w&i

perform the duties at a lower cost.

aogalsl
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Means for Achieving Strategies

U.S. & European Co have been
outsourcing their manufacturing, tech

support, & back-office work as riwail| dagady P o83 dugy9dly 480, B il .

accounting & call centers. 3She9 duwlxalB dalzl Lol (sl el

is the new term that refers Reshoring to Jlasyl
U.S. companies planning to move some A S wuxl dlaiaedl ga Js-lul) £o2) ]!

of their manufacturing back to the U.S. o Jad lakss dl 4SS, oS adl )
for a desire Jaz @ Lgaee ) susaiall WY o)l Ul lelus o0
to get products to market faster & i § & el St Blawd uad ol
respond rapidly to customer orders, copyly Jadl a8439 cedandl yolgY de
savings from reduced transportation & 40,5l ASLe)! Ll 83 g2l g

warehousing, improved quality &
protection of intellectual property.

aogalsl
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Means for Achieving Strategies

SWESUINGIPY:

Benefits of Outsource . : Lttt s s
AMAJ\)}?-B’\ di d}p}“ :k'Q.{J&JJ‘ ngtsy A
1. Cost savings: Access lower wages in foreign W;)\ Ol (&

countries.

sl el e xS .2

, . , Lol CadBadl a5 :daled) dsua dalel .3
3. Cost restructuring: Moving the fixed costs il LK) i

to variable costs.

2. Focus on core business.

p o PO T K T ‘ . o * . \
NGOQO’s are like for-profit companies except Loy OB Ll E GragSadl pb lolaie]

for two major differences: pyel by
(1) do not pay taxes (2) no shareholders nedlins 0l ol (2) .3l pa 3 Y (1)
NGO's also have competitors that want to put  O9-s Ogudlie L&l Ao gSodl e lalaiell g
them out of business. el Blas )5 egaiog

aogalsl
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Means for Achieving Strategies

Medical Organizations

ddall Olelaall

Current strategies by many hospitals
include creating home health services,
establishing nursing homes, & forming
rehabilitation centers.

el 8ale 3810 clidly (diley 9o
HI1ONS OT peoplie annually researc dj-’d ol ‘_;l L§~>§-’ Les CL."A{;U}”J'\-C I |

medical a-||me.nt.s online, causing sayalls ol Soll il (3 Spdr
a dramatic shift in the balance of power Ol i)y

between doctor, patient, & hospitals. 1 o Lanall ns e LSl a3
Forward integration, some hospitals (bladl e Lalsdl Gleds g Glwdl Glods
are acquiring ambulance services, waste Auassadl Gledsdly
disposal services, & diagnostic services .

aogalsl
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Means for Achieving Strategies

Governmental Departments duo oSl Oliuglly VS
* Cannot diversify into unrelated e I3 pe Jeel Jl gl pgSar Y @
businesses or merge with other firms . S3 OEs e o)l
* Gov strategists usually enjoy little freedom in Lyl ye Juds O 9a0 55! ) gazmsl A miay Lo Bole @
altering the organizations 'missions Bl a3 8ole] ol lalaiall plgs s (8

or redirecting objectives. TR 1.
& O 1Sy el Ao g8l (4 go ety @
* Gov employees get excited to participate in the  C8luaYlg dagall oy G ¢ diliwd 81 ddac
strategic-management process ; O lwleadly bsed g
put tlhe. mission, objectives, strategies, 5 509 Y il (3 dpmsliesd) Lt Asdlin o5 o
&policies. Aus ] Sliaglly Gl

* Strategic issues get discussed in the media,
politicians & legislatures.

aogalsl
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Meeting the Challenge of High-Velocity Change

Strategic Posture Actions Strategy

« Introduce better
products in response to
Reacting new offerings of rivals
Defensive to Respond to unexpected
Change changes in buyer needs
and preferences

« Adjust to new
government policies

* React and respond
as needed

« Defend and protect
the company's
position

= Analyze the prospects
for market globalization

« Plan ahead for expected
future changes

— Add/adapt resocurces

Research buver needs,

Anticipating preferences, and i i
Change expectations and competitive
i capabilities
= Monitor new I odisiii
technological — Improve product line
developments closely to — Strengthen distribution

predict future path

- Pioneer new and better
technologies

« Seize the offensive

» Introduce innovative = Be the agent of industry

Offensive Leading products that open new change; set the pace
Change markets and spur the = Influence the rules
creation of whole new of the game
industries

= Force rivals to follow

Seek to set industry

standards
aogalsl
.. s . . 1 T J
i Jas] = Ui il guar issue 01 )
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The Internal & External Assessment
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Nature of Internal & External Assessment

Internal: strengths/weaknesses

External: opportunities/threats Canall [ gall blas lsls o
Part of SWOT analysis Slaagdl / poudll lems o
Provides useful insights on the SWOT Jud=3 (e g5
company’s strategic position 1S ad) zsliad) o gl Jg> Basie Olaglas @Ui5 o
Strategic planning must include Wnie Losss eyl Jadasall i, Ol o @

a detailed assessment of how the 5111 &Yl reor 84Sl g e o83 (1 day,Lal]
. . . . . | .
firm is doing in all internal areas g 853l bl Lo clalaiall ases

All organizations have strengths Joal) dads o)l Yl 3
&weaknesses in the functional )
areas of business. J“_‘“;_'i.

o sl — dbgae Bgixdl e issue 01 L’.I.LU-IJ
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SWOT Analysis

Strengths |I~ Resources Capabilities
54a)l olas

J)\j.oj\ ubd&

Disadvantages of a company

tlealinesses [] ‘ relative to its competitors
ol blas

lgrwdlio (] duwd 4S8 Cgue

aogalsl

J-o-c]
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Nature of Internal Assessment

 Strategies designed to improve on a

firm’s weaknesses & turn to strengths. Chaa)l blaS s dossas Olaxs| iuYl e
» The process of performing an internal 39l blas ] lghg=iy 4541 S

audit closely parallels the process of S 3Bl sly] ddes (olfS

performing an external audit. (B @33 el ddes o 389 S

401 | Fdol |

« Representative managers & employees Ogkiondl 052 gally 09 mdall 2hlag Ol s o
. from throughout the firm need to be 89a)l blas a8 aS ) sl R (0

. involved in determining a firm’s strengths Al (3 Caniallg
[.] & weaknesses.

aogalsl
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Nature of Internal Assessment

* Provides opportunity for participants
to understand how their jobs, &

departments fit into the whole ety pedld JMUSJW 2,9 ’95’ )
organization. LghSh dadaiall ao o goludly

« Managers & employees perform better ) L"“b‘c J“’B‘ Si U“Lb?d‘ﬁigw‘ “‘f‘ ’
when they understand how their work dhaily Wlre e oo 35 “ Uj;é”
affects other areas & activities of the firm. &I Al

» For example, when marketing & Gowdll g Jib bodie (Jlal) Jow e o

manufacturing managers jointly meet, 28 Lo Oglamy @gile (2l JSao & ..”%
e Gl lasYlg Cglsally JSlael) Juadl

they gain a better appreciation of the .
s Il Y]l

issues, concerns, & needs of all the
functional areas. agasia

J-o-c]
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Internal Assessment

No enterprise is equally strong or weak 5B iy Aoass ol dugh ducwfo drgs Y o
in all areas. REHYEIN | SPESE
Maytag, is known for excellent production oxasa39 jliaall ZYL "zl dSh Lenad .
& product design, whereas Procter & Jealer L3l fS9,0 A58 1185 (p> § eltinll
Gamble is known for superb marketing. @\JJ\ &gl
Weaknesses mip Strengthsmmp Distinctive S| 4mm 54301 Llas 4mm Caan)l blas o
Competenciesmp Competitive Advantage. dud )] 8 o) | € 3 5000))
Distinctive competencies: A firm’s & a8Sa)1 853 blas Bl lelaSIl o
strengths that cannot be easily matched g LAEs of Lgiwdlio (e Y
or imitated by competitors. pwdliadl s ye

aogalsl
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dnads ol Y xall (3 Cansallg Boall bolas
Strengths & Weaknesses in the Functional Areas

Management 8yl5]
Marketing g
Finance/accounting dpwolxo/dd e
Production/operations Ollaall/Z U
Research & development (R&D) osilly S
Management information systems )oYl laglaell olas

aogalsl

J-o-c]
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The Resource-Based View (RBV)

. As customer preferences are volatile, & rapid  _gkidly cddaie sDastl Munas Of Loy

technology evolving, an externally focused S 3l dzgdl OB 2ol (9] Sl
orientation does not provide a secure aelua) Lol Ll J390 Y )l e

foundation for formulating long-term strategy. J2Y Abgls A il

» Internal audit is more important than external. .zl (e Lanl ST Gl @dadl .

Three internal resources: 215 3l ge DM
« Physical resources Lolo 3ylge o
« Human resources Ll 3yl gall e
- Organizational resources Ladaisll 3ylgall o

401 1 Fdol | rdol |

J-o<l|
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The Resource-Based View (RBV)

» Physical resources: plant, equipment,
location, technology, raw materials,

&machines. 28sally Oldaally pisaall :dolall 3)lgell o
 Human resources: employees, Y3y Ll slgally b g iSllg
training, experience, intelligence, Bl (o)l (Ogabsgall 1A Gl 3yl gall e
knowledge , ubJ._QJb CC)DL@AJ\ 46\.9J;LA.J\ S
skills, & abilities. Sllas Sl USen undainl] s)lgell o
 Organizational resources: firm ELEY Olsly o glaall @lai ¢ adasill
structure, planning processes, bl aelgs il Bgd> cduylat)l olodlall

information systems, patents,
trademarks, copyrights,
&databases.

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.
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The Resource-Based View (RBV)

Empirical Indicators: For a resource to be

Do)l 055 S Al 25

valuable, | > A

it must be: 1095 O o daid 93
: . b

1. Rare (not held by many firms in the 21

industry) oddds o)l (o 2

2. Hard to imitate Uggeun oy (ud .3

3. Not easily substitutable 4)9-9 dwd Ul Bnall 38 LS

Jgbl 848) yaiwiwg O gSiw &Sl

The stronger a firm’s competitive advantage will
be, the longer it will last. Il (e 888l delus b P Vlgall

. | gl Ay (o4l
Resources are what helps a firm exploit o2

opportunities & neutralize threats.

aogalsl

J-o-c]

o Josl — dbsie Boixll grax issue 01 (YA j'l'“',.
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Organization Culture

Organizational Culture: Pattern of behavior developed by an organization as it
learns to cope with its problem of external adaptation & internal integration . . . is
considered valid & taught to new members.

ol Sl il pe Jolati (oS @las gl G dalaiall diyslo Slglud) Jani 1 deaial) 481531

el sbac duny s @iy busue spin . A1) Jo83l

aogalsl

J-o-c]

7401 | F4ol | rgol |

o
-
u
T
o
u



7401 | F4ol | rgol |

o
-
u
T
o
u

Heroes
JlaN

Legends
ol

Culture Products

Values

|

\ /

Symbols
IO

Cultural Products

Myths
PSR

o Jes] — dbgae Ggaxdl e

Beliefs
Oldsias]!

Rituals

orgib

aogalsl
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Aspects of an Organization’s Culture

Arrive early & leave late L3le 8Ll [LSue Jguogll o
High ethical beliefs Ale AT Oladiae o
Formal dress; shirt & tie, or casual Loy p 9l (i Aayyg Hamd 1 dawwy wde o
Do not question supervisor’s decision G dadl cp)3 183 Y e
A participative management style SoLad 8ylo) gl

Encourage whistle-blowing Slalall e P A

aogalsl
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Aspects of an Organization’s Culture

Allow working from home Jiell o Jasdbs Zlasdl e
Have numerous meetings OleloizYl o dudal Jae o
Encourage creativity, innovation DSy 1Y) auets @
Socially responsible; be philanthropic s oS cduelamYl Adgiundl mmsd o

Jach

e Jos] — dbgizme Godzl guexr issue 01 | ||||j_y.
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Integrating Strategy & Culture

No two organizations have the same dgo Vg d8la) udd leg) Olblaio dg3 Y o
culture & no two individuals have the Aazid) juds g Olasi
same personality. 5315 0555 O (1S Aupaietlly 3Ll oy S o
Both culture & personality can be of dladloe (8,5 cdtiie cAiaue dulgde
warm, aggressive, friendly, open, ol

innovative, conservative, or harsh.
0555 Jball Juws de Hgindy J2g> 3

At Google & Facebook, for example, sy pE olad

the cultures are informal.

Google employees wander the halls ‘Cfl?b“’“” e oleldl 8 J%“’ﬁ'&’ﬁ"’ =iz @
on scooters & brainstorm on public dalaall sladl Ol Je s dll Casnally
whiteboards provided everywhere . O S 3

aogalsl

J-o<l

o sl — dbgae Bgixdl e issue 01 L’.I.LU-IJ



Integrating Strategy & Culture

The culture at Procter & Gamble (P&G) ‘UL’“U W JM\> f‘jgg{e 45Jw @@u\ o
is so rigid that employees jokingly call le gl e Ol el gall O dsydd

themselves “Proctoids”. Proctoids el
Despite this difference, the two Ologas (WSl Ol MY s (0 02)]1 de
companies are swapping employees i Sh9s (g aS)laally pads gadl Jolits
&participating in each other’s staff NN SERNTELY IRVIEIIN

training sessions. Why ? _ . . -
One reason is that P&G spends more IS5 ey« de JIgadl o i)l

money on advertising. And Google 1l s Ve claas e ol

desires more of P&G’s roughly S8 Dyl \M;}J u o UAJ:J‘;&@GTSP

billion in annual advertising expenses. JP WL&; L\?Jj \ uﬁwg
SR 9o ©hb

aogalsl

J-o-c]
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Value Chain Analysis (VCA)

Porter: the business can best be described as Ao )l bladl Camg oSes 1 yiyg0 @

a value chain, that total revenue minus total bl Jlaz] cdad Al dzg Lyl
costs of all activities. Al s s GBI Jlaz] (a3

Activitiesas obtaining raw materials, designing ol 3\}Qj\ de Jgamdl Jie ddaadyl
products, building manufacturing facilities, casisaill (3810 slog coliall puasaly

developing cooperative agreements, dads _pdgig cOglardl B xubg9
&providing customer service. Mo
Firms should strive to understand not only Sllas 0gd Jl OBl s O G
their own value chain operations but also lerewdlio LTy Lo o 31 Ao dudan
those of their competitors, suppliers, Lgucige9 ldygag

&distributors.

aogalsl
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Value Chain Analysis (VCA)

« VCA aims to identify where low-cost <38 13) le wuss (3] dewd)l ddis Jdod Cougy o

advantages or disadvantages exist. 1K1 bt Ogae of Llye Sl

 The costs could be in terms of both time ;
& money. Jlly cdgll (3 B 0585 of oSy

- E.g., exceptional customer service may  4aKKs 8jliae)! £asd! doas 09 18 (JUsS o
be especially expensive yvet may reduce )
petially eXpensive yet mdy e ol poll G as 4 oSy sl

the costs of returns & increase revenues. -
,u\a\ﬂ}l\

aogalsl
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Value Chain Analysis (VCA)

When a competitor offers products at
low prices, this may be because that firm
has lower value chain costs or is just
waging attempt to gain sales or market
share.

Aaisin jlawl Olxtie (udlie adds bodie
(5 ) 38,1 o o ol 050 3
Jgsasl) dgloo 30 L@:Tji doud)| dldd d_eT
L§j—w«” Lg l.g.»sa> oab) 3T Lo ul_c

(63 S e Caliss dad)) Al o
Aoy roien SisS Oy Jie Bll 5%
deluog LAl lgbog Hlradl adady Glasdl
papermaking. HP would include 25419 5}%??"9 Eﬁ‘f” '|.‘|P dw-w Ty
software, hardware, & laptops. A motel Jotdiond Gia)l Lol (A gazeoll 1390l
would include food, housekeeping, el Oldacg 8,3l Calais dodzg cplab e

check-in & check-out operations, el (o8I dsally Brabiall ol dﬁ*"ﬁJ:

website ,and reservations system. Jooc
e Jos] — Abgaza F9axl g issue 01 l."l'u..l"u

VC differ across firms; a paper Co, as
Stone Container, would include timber
farming, logging, pulp mills, &
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A1l ol gl o3 43 9240
The Internal Factor Evaluation (IFE) Matrix

« An internal strategic-management analysis duom) ) 8yl uL>b Judss e

- Evaluation of strengths & weaknesses Canally 89all blas ouds o

 Basis for identifying & evaluating R e ool e

relationships

For example, the factor “Our Acceleration Ratio is 2.1 versus the industry
average of ”1.8is not actionable, whereas the factor “Our chocolate division’s
ROl increased from 8 to 15% in KSA”

3 o) "1.8 Ul dsliall awsgio las 2.1 (o lpt) olecd) des” ke 0] :ltall s o
& 715 J1 8 e a)l Ly 43)5553%!\ @Jwy\,\)u 8oLy Jwole u\y@cﬂb
"4335@\

aogalsl

J-o<l
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Strengths

Sample Internal Factor Evaluation Matrix

for a Retail Computer Store (IFE Matrix)

Inventory turnover increased from 5.8 to
6.7
5.8 oo 0935l Oly9a Jdas 8505
6.7 4!

0.05

3

0.15

Average customer purchase increased
from $97 to $.128
128 J1,Y93 97 o0 Dl el & Jawwgio 8505
Y93

0.07

0.28

Employee morale is excellent.

0.10

0.30

In-store promotions resulted in 20%
increase in sales.
siadl 515 &g A1 (29,8l ol
Olaaall 3 720 &y 8505 J)

0.05

0.25

Revenues from repair/service in the
store up .16%
dodsl / Y (e ol 8L
/16 syl

0.15

0.45

o Jas] — dbgame Bsixl ppax

issue 01 '
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Sample Internal Factor Evaluation Matrix
for a Retail Computer Store (IFE Matrix)

Revenues from software segment of the store 0.10 2 0.20
down .12%
S 12 Olema i glad e syl (olasd]

Location of store negatively impacted by new 0.15 2 0.30

Weaknesses highway
apall oyl U 38y il e

Bathroom & paint in store somewhat in disrepair. 0.02 1 0.02
i E\Jb-gg bo d> I J=oJb Mallg ‘ﬁLo}:.”

Store has no website. 0.05 2 0.10
C3Y! e ghsn 4l ) il
Often customers have to wait for a queue. 0.05 1 0.05

292 (3 WY ] Masl e Lo TS

aogalsl
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The External Analysis

Focuses on identifying & evaluating 2 Ol audty Luss Je 35,
trends beyond the control of a single 8oLy Jio bulg 4S8yl (3l
firm, as increased foreign competition, 4B @Y godly e ddlial!
population shifts to coastal areas, (rnnd] paizeally (dd>Ldl sblall )
an aging society, & taxing Internet sales. OV Olawe (Ao LSl (0,99
Opportunities & threats confronting an dolaiall dlg3 (2l Olbagilly (0,0
organization, so managers can formulate  Oledhiwl delus (ppdeld (e Cuso
strategies to take advantage of the A6 (a8 ol Cumdy oyl e Bolazwd
opportunities & avoid or reduce luagd!

the impact of threats.

osdiw Jes] — dbgame Gobxll puax
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The External Analysis

 The External Analysis, environmental .ok ‘ . )
e ty " . Dl of () sl 5T ol Jdll
scanning, industry analysis, or externa Ssla) Ll gdadl ol de bl

audit. (all are the same) (cnoll i)

aogalsl
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dac3y )1 dummy B (5 48]
Key External Forces

(1) economic forces; (2) social, cultural,
demographic, & natural environment
forces; (3) political, governmental, &
legal forces; (4) technological forces; &
(5) competitive forces.

decborzd) il 698 (2) cdisbiasd)) S92l (1)
S8l (3) cdunpdally 48156 ganlly dudlanlly
S8l (4) (A 5lally Ao Sty dpslinddl
Apedlill S5l (5) 9 gl Sl
Sl plas)l Jie clasIlg dumy sl Slalzsdl
i, 391 o1l (3 Lo bealls 4810501 51 gall
S 35 il e ozl Ggalany ]
Blguly Oloasdly Oliwll de a8
W el aper (3 Oluollg

« External trends & events, such as
rising food prices & people in African
countries learning about online
services, significantly affect products,
services, markets, & organizations
worldwide.

aogalsl
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Actionable Factors

The factors selected are (1) specific;
(2) actionable, & (3) stated as facts.

E.g., “the stock market is volatile” is .($la=S 8,450k (3
not actionable as there is no strategy  j 531 i e dar "ddize ogudl Goen” dlw
that the firm could formulate. A Laeluo 45ﬂ~Uu5~wWM‘ Az Y G
factor such as “the GDP of Brazil is 2 5l JleaYl ol s e L)JaL;
6.8%” is actionable as the firm could @ aSal) Sy Cus duasal) LB ely>] 42 "/ 6.8
open 100 new stores in Brazil. O L =ie 100
E.g., “to expand into Europe” is not JMJ;“’OJS LLQJ f "bjﬁy‘&“&“tci;
an opportunity, as it is vague. The ek 9) 5] Ao £ > e

oF ! - e piue @3V D (091 )Yl bilie 75

better is “the value of the euro has
increased 5% vs. the USD in the last
12 months

"WLQJ\

cJuascl) (2) Bada (1) 095 8)liseal Jﬁ\}g\ o

aogalsl
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Competitive Forces

. Animportant part of an external auditis <8R La=S g0 (Il 38N (o g 552 o

identifying rival firms & determihing their Slydlly Cinsialls 56301 olis ddos dwdlioll
strengths, weaknesses, capabilities, g
opportunities, threats,objectives, & Ol il Glaadly wlasagdly jo,ally

UA c . . °

than your competitor, you're in a tenuous ¢ 1228 el Caual oS 13y s a9 (&
position, & if you’re only half as fast, olgdl g eols
you’'re terminal”. )

aogalsl

J-o-c]
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Key Questions About Competitors

1. What are the strengths of our major

competitors? | ey Ul (S 85301 blis (. s
2. What are the weaknesses of our major .
competitors? Ot sl Cans blas o Le

3. What are the objectives & strategies $ yencd I Lid e bz anlg Lol b
of our major competitors?

4. How will our major competitors most
likely respond to current economic,

eyl Lusdlio pST Couis (S
wwig duslaizVlg Al olalead

social, cultural, demographic, Ao 6Solg Aol s dindly 48158 el
environmental, political, governmental, (&) dndlally duaillg
legal, technological, & competitive Cliclue (de 555

trends affecting our industry?

aogalsl

J-o<l
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Key Questions About Competitors

5. How vulnerable are the major sy s biadl Canss (Sde Lo 5

competitors Cabad! LS & Ol
to our alternative company strategies?

6. How vulnerable are our alternative sbae pgamg) doadl Lilesl il Cans Suo o .6
strategies to successful counterattack by T Oy busdlin J g0 e
/. our major competitors? e
How are our products or services positioned sy Uilaas- 9l Lilowtia g o2 &S 7
relative to major competitors? G a5 1 s o)

8. To what extent are new firms entering .
. . . . hd S & ‘ “ML) o S & . M M \ ‘ .
&old firms leaving this industry? SBally Bz =R J= . S L5 Jdl.8
Gdeluall ol )JL!J %J&J \

aogalsl
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Key Questions About Competitors

9. What key factors have resulted in our

present competitive position in this LB oo ope @yawl &) daudsy) Jolgall 2 Lo .9
industry? S e lall ol 3 J&l MLMJ\
10. How have the sales & profit rankings of ;. al.) ZUl5 Slaoll (s s (S .10
our major competitors in the industry T8 a3V Ol grad! I deliyall (3 )]
changed over recent years? Why have das,all odgy wladiuatl o qu NN
these rankings changed that way? cisaly cpysell GBS Aol Lo 11
11. What is the nature of supplier & Cacluall oda 3

distributor relationships in this industry? ) i
P / Slatiall 0555 o oS e T ) .12

12. To what extent could substitute T lucand o) 13005 Abad) ilods! ]

products or services be a threat to our e

oo Joac)
COmpet|tOrS. o Jas] — Wbgams (Byiodl prexr issue 01 U.l.l.ij-y_
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/Characteristics of the Most Competitive Companies

1. Continually increase market share.

401 |

)yl @‘9,@«.]\ dyn> o.)\{) 1
2. Use the vision/mission as a guide for all Sl RS 1/ 85,01 puscl 2

decisions. . )
B : continualy thi 'JW;L'A ;@“SCM:, -
. Continually improve everything. 5555 Lauie Loao Y = ¢yl Kl c oSl 4
E] 4. Adapt, innovate, improve— PO (A
\ especially when the firm is successful. I3lgmiwdly LN UM e gaill L5
. 5. Grow through partnerships & acquisitions cpals gl sl blaisYlg Calsg3 .6
6. Hire & retain the best employees & managers. el
e duslin)) 4aK) Lo )l |7

7. Stay cost-competitive on a global ;
O [ e e el

J-o<l|
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Competitive Intelligence (Cl)

* |s a systematic & ethical process for

gathering & analysing info about the Slaghandl Julox3g aezd LEMTg dumgio ddas (2 o
competition & business trends . Al Olalssly duwdliall d5">

« Clin business, as in the military, is (0, 3 J) g0 WS &yladl JloeYI 3 s lgny
one of the keys to success. The more Qujl,wj\ by LS sl zuslas oy J;\j 429

info a firm can obtain about its 0 Lgpandlin Jg lgake Jgmamdl Sl S (&)
competitors, the more likely the firm b Olas] il slael as &) ol @ﬁﬁl

can have effective strategies . S ety pdlial] Cings bl

« Major competitors 'weaknesses can 28 duean )| e liall 398 bolas ol Jied O]
represent opportunities; major A J) Oloagd) Jies
competitors ‘strengths may represent

key threats. Joocl

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.
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o d Ll (8N e Jguamd 43M3Y1g dsglall (3,1l

Legal & Ethical Ways to Obtain Cl
OBl (pe udaaid] cppdell LS Cadsgs
b liadl O 2 o) dawdig)) dslyl)l o

Hire top executives from rival firms.
Reverse engineer rival firms “products.

Use surveys & interviews with

customers, suppliers, & distributors. Maadl 2o Mlaally Sl oleMasw| SRES SR
Conduct drive-by & on-site visits to rival negally Gadygells

firm operations. bl Ol Sldas adlge Jl bl aldll
Search online databases. oYl de OUldl aclgs § Eodl o
Contact government agencies for public Jgnamdd dea sl eYEIL JLasdl «

information about rival firms. Adball OB e dole Sloglan e
el Casually OMrally Ole guaall Al o
Aol oly Yol

ol dos = dbgize Soioll o issue 01 (JAM j“."."!

Monitor relevant trade publications,
magazines, & newspapers.
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od L)) 831 malsyy Colua
Objectives of Cl Program

to provide a general understanding

of an industry & its competitors lgpwdliog dclisall ple agd nog) 1
to identify areas in which O gedliadl lgud (3550 (&l Y el dodss 2
competitors are vulnerable & to a5 43 s Loll owiy 3l do,e
assess the impact strategic actions MW‘ e sl Glsl Yl
would have on competitors

P STYERCREUREINVESN | Ol a3
to identify potential moves that aS el 35S, u@fu Ol il e sl Lo
a competitor might make that would Ggudl @ ol
endanger a firm’s position in the )
market

Joch

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.



« |s equally applicable for strategy
formulation, implementation, &
evaluation decisions.

« All members of an organization - from
the CEO to custodians - are valuable

ol | rgol |

intelligence agents & should feel
\ themselves to be a part of the Cl.

. « No need for unethical tactics such

. as espionage, bribery, wiretapping,
&computer hacking; most of the
\ mentioned info are public.

P15-FO5

o Jes] — dbgae Ggaxdl e

oxdUl 81 dlas
Effective C

PIRTR VSTV PN ESIN VY SV

O‘%ﬁWUJW\‘;MM uxjycj\

stﬁu\ ;SJJ‘ OR s> (o..g.:b \3M
M\Mm}b\j@ ORSH dx> Y .
3119 39Sl 8421 e cunislly 85,1
0)954.0.3\ u\.o‘s.l.’..o.\\ (o.lcvw

aogalsl
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Porter’s Five-Forces Model

Rivalry among Potential Entry of New
competing firms Competitors
Jg3 ddlais|

Gudlizall 1 (o el e roblis

Bargaining Power
of Consumers

pSlgiuel) Lo slazll 8y0all

aogalsl

J-o-<cl
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dudliadl O &) o udliadl
Rivalry Among Competing Firms

The most powerful of the 5 forces. el sl (3 BU=lg (558l o
Changes in strategy by one firm may Ao Jud pe dusel )] G sl e
be met with retaliatory countermoves, such e cdeolasl oBymn Jolas of (Sen 8u>19
as lowering prices, enhancing quality, (SBlasallg 83921 339 Hlawdl (arass
warranties, & advertisings . MYl
E.g., Verizon acquired AOL for $4.4 billion & AOL &S,& Verizon sl :Jbed! Juw (e
launched its own video streaming gl abolie calbly jVes se 4.4 o
to mobile devices, in a direct attack ot (3 Wgomall 854291 e L Aol
on rivals Facebook, Google, Sony, Dish Google <Facebook lgewdln e il
Network, & even Apple. Derives millions of uels Apples « Dish Network «Sony «
dollars of mobile advertising revenue. gzl Gbde] o ShY gl udle ladslge

aogalsl

J-o-c]
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SWl bl Cad (@l g L)
Conditions Cause High Rivalry

Consumers can switch brands easily )il Sl o J gl (pSlgianedd (S

Barriers to leaving the market are high Vs,
Fixed costs are high Axiiye Gyl B30 093 ds=i G = lg=)

The product is perishable Aadlpe 2l 26

Exec Consumer demand is growing slowly or calill L6 o]
declines i 9l ¢ oo éy&@l@” Ll g

aogalsl

J-o-c]

o Josl — dbsie Boixll grax issue 01 (YA j'l'“',.
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SWl bl Cad (@l g L)
Conditions Cause High Rivalry

SS capacity or inventory

Commodities (not easily differentiated, such
as gasoline)

Mergers & acquisitions are common

Rival firms sense weakness

i Joasl — dbgaze Gobxl ppexr

0935l ol 8151301 8yl

g uedl Jgud (po ud) aded)
(oA Jie

Moty letidl Wldas foud o

Caaall yaid dudloe)l oSall

aogalsl

J-o-c]

issue 01 l."l'l".."l“".
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2. Potential Entry of New Competitors

Whenever new firms can easily enter a 38 Uggan Jo3l 3upasl O ad) (Sel LS
particular industry, the intensity of oo Aad U] 8y0a)] 3BUS 31533 cdipne delino
competitiveness among firms increases. ol
Barriers to entry: gzl plol 5219l
Economies of scale, technology & know- Yo ¢d8,a0lly L) S 68,8611 linlazdl
how, customer |oyalty, brand Olllaing (ol OleMadl W Rl ¢ sdlaall
preferences, capital requirements, A 6Sodl loliadlg cpoj gl Olgidg Il ul)
distribution channels, government «Slellg calsdl sl gally clas,2ilg
policies, tariffs, raw materials, patents, B epdlaally

locations, ...etc .

aogalsl

J-o-c]

o3 Jos] = Wogims Boa ez ssue 01 (UM
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2. Potential Entry of New Competitors

Although expensive to build, theme parks Al a2l sl OF (yo 021 e
are becoming popular globally. N[N LSW e Ll WT e

Walt Disney built its Shanghai Disneyland, Y3 5lde 4.4 (slgais LY (33 iy (@
a 54.4B, complete with hotels, restaurants, 320l el O e g eelaally @alia)l ae doS

& retail shops.
P & sbw cwls DreamWorks duwdlull &2

A rival firm, DreamWorks built a $3.1B "Dream Center" ;Y95 5bo 3.1 dasi b
entertainment district “Dream Center” RO wt> |

beside Disneyland.
Y F9 G oo <luy Warner Brothers cwl3

Time Warner’s Warner Brothers built 0ag 1yeld b (3 Loy cllall Jg>
Harry Potter attractions around the world,

including Florida & London. N

J-o<l

o sl — dbgae Bgixdl e issue 01 L’.I.LU-IJ



3. Potential Development of Substitute Products
E] In many industries, firms are in close
\ competition with producers of substitute QQW‘ MW Olebuall o duiall (8
. products in other industries . Sl wlelue § dbadl wltiall (2o po
. - plastic container producers competing | grand Uy ASilanddl bglodl 2o
with glass, & paperboard producers. Ssdall Gslly izl (oo o
E] . Acetaminophen manufacturers competing uﬂwww w‘ OBl bl
\ with other manufacturers of pain & IO 3 dnisaall B s
. headache remedies. i‘“‘“"-“ﬁ
. Substitute products put a ceiling on the SN yrad] oo Apud) olowtinll auias
. price that can be charged before Al 09giundl Jg=t O Jd 4,8 ugv“
E] consumers switch to the substitute 2! el
\ product. ml MI
o Jos| — dbshos B9ill o issue 01 lJ‘L{}‘J

o
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3. Potential Development of Substitute Products

O lwdsly hUal gito d>lgy
oL Oguall ALy

» Eyeglasses & contact lenses producers face
increasing competitive pressures from laser
eye surgery.

» Sugar producers face pressures from artificial
sweeteners.
by Ol Oxally Casuall dlgl o
dary G LB 09030059 8 BYI 40
Al 24 01 Hlawe Je

* Newspapers & magazines face substitute-
product from the Internet & 24H cable
television.

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.
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3. Potential Development of Substitute Products

» The competitive strength of substitute LUl 8gall olid) Ayl Jundly o
products is best measured by the Laxll (§ Jg=dl (2 dhadl oleiall
inroads into the market share, as well coliiall S lgde o (2l 4d gl
as plans for increased capacity @hadll 8oLy el els Jalas clliSy
& market penetration. Blowdl Jalisg

o Jael = dbghome Gshodl e issue 01 lj.l.l.lj.l“.l_
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(gl 2 9lal 8o8
4. Bargaining Power of Suppliers

- Affects the intensity of competition in an

industry, especially when there are few Loy cdelisall (§ dusliall BLS Je Jg -
suppliers, when there are few good Loie ¢y 90ll (3o Judd s L (1556 Laie
substitute raw materials, or when the cost badl plsdl slgall e JudB sue 2l ¢S

of switching raw materials el algall (hs 425 0955 Ledie ‘5“}*"‘”
is especially high. el S ddle

. Suppliers & producers must assist each paan Bhelue (rxitially () 90) u*‘ =t
other with reasonable prices, improved bl 8392} (g (dghne jlanly jand
quality, just-in-time deliveries, & reduced <0335l A& (Blazily cwliall 28501 (4
inventory costs, thus enhancing long-term &= sl Sl e do)ll 5555 JUlbs
profitability for all concerned. (Toyota (Bopgs dasylo)  duinall SILLYI
Way)

aogalsl

J-o-c]

o Jos| = bghne Byin &= issue 01 lj-l.l.lj.l“.l_
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4. Bargaining Power of Suppliers

. In many industries it is more

economical to use outside suppliers of Labasdl ASYI e ole luall o sl g -

Czrrr’gftof?aenn:[co self-manufacture the A UL@S@J‘ b= el (290 o ool
- Tl Solotiall s e slazed oo

Oldae gl (3 Shge 4S8 1l o e
Juas 39Vl oladlag ¢ zilasd! 5>
OB raiuandl (e il g3 (e
&) Briggs & Stratton Jie
Fasuall azdl Olygos

- E.g., Murray, producer of the outdoor
power equipment for lawn mowers, &
leaf blowers obtain its small engines
from outside manufacturers as Briggs
& Stratton, that specialize in such
engines & have huge economies of
scale.

aogalsl

J-o<l

o sl — dbgae Bgixdl e issue 01 L’.I.LU-IJ
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Bargaining Power of Consumers

- |s higher when the products being purchased 81 iinad) laaiadl 0SS i Ll
are standard or undifferentiated. Bleie e 9l dlias

. Consumers often negotiate selling price, sr e OsNginall poglan Lo WL
warranty coverage, & accessory packages Olalal 529 Olasall dudasly (!
to a greater extent. S 4>l

) ) . - U o« % A [ ‘ - S . \ d e
. Rival firms may offer extended warranties Sbles ww =B P
or special services to gain customer loyalty. s

,;M s

aogalsl

J-o-c]
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Al Jelgall @S 485240
The External Factor Evaluation (EFE) Matrix

- Allows strategists to evaluate economic, Colgzdl a3 e cruamlizdl delud
soci.al, cultural, demggraphic, 231 aeo)ls 0Ll deelasYlg duslamsyl
environmental, po.||t|ca|, governmental, 85 95819 duon oSy acsliaad g il
legal, & technological, Olaodgdls oyally ol il
as opportunities & threats. .

| | 1.0 J10.0 o0 795 Jelgald Olygl HLUS @y

- Assign to factors a weight ranges from 0.0 (dxenl ASYI ga9)

to .(tnatropmi yrev)1.0
ﬁ.g.n._lalbll
R i e issue 01 lj.l.l.ij.l“.l:
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Al Jelgall @S 4852420
The External Factor Evaluation (EFE) Matrix

- The weight indicates the importance of being Jelua)

3 bl desd] ] o)) i
successful in the industry. ¢ C dl iy

oo el Obisl e o2l ez L LIS

- Opportunities often receive h|ghe.r we{ghts 0 Sy Sliudgd] 5505 sl
tha.n thrgats, but threats.can receive high s o5 13] A 1o Ol Ll s
weights if they are especially severe or 5, olasd|

threatening

aogalsl

J-o-c]
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Sample External Factor Evaluation Matrix

for a Home Builder (EFE Matrix)

The 10 fastest-growing areas by population are A, B, C
C I T L;Q’

0.12

0.36

Tech in residential buildings have come in the form of
green building
LSl leall 3 Lrg) 523
el Glall

0.08

0.16

New home sales are up over 40% compared to 20% in
resales
odzdl Sl Olae £la3))
gl Bole) (3 720 o &lae 740 oo ST

0.08

0.24

o Jas] — dbgame Bsixl ppax

aogalsl

y-ocl
issue 01 U.I.IJH_.!
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CSR pays; 53% of clients said they would pay up to 10% more
for a product from a CSR firm.
FOURCCH SALR I WESIPLT NN
8% e gl ;8T 710 JI dse b Ogdiuns o] edanl (e 753 JBb
A izl dd 95 il

Sample External Factor Evaluation Matrix
for a Home Builder (EFE Matrix)

0.04

0.04

Interest rates have fallen 3.25% in the last year.
w2l el (§ 73,25 815l )Ll cunass|

0.02

0.04

o Jas] — dbgame Bsixl ppax
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Sample External Factor Evaluation Matrix
for a Home Builder (EFE Matrix)

Steel price increased 3.8% pu era stsoc tnemec & .7.2% 0.10 2 0.20
S T.2 &ewdy ) jan a3l
/3.8 duudo c;\.l.o.‘;)j\)\.’_mi Caadlylg

DHG Co is growing faster than any other top-5 builder; DHG has 0.08 3 0.24
built 19% more homes.
719 sl DHG cald by 088 5 Juadl oo aﬂﬂ&m, DHG 454 gl
Dbl (e

Personal savings rate is 4.9% 6 morf pu,5.7%months ago. 0.02 3 0.06

75.7 A1 gazad) )l Jaxs
el 6 B 4.9 5 &)lae

aogalsl
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Sample External Factor Evaluation Matrix
for a Home Builder (EFE Matrix)

The new law by the government that limits real estate loans. 0.07 0.21
do oSl B (po il ()¢5 a))
Alasll (29,8 (et
Increase of inflation rate by 3.8% leads to slow purchasing 0.05 0.05

power among young generation.
/3.8 &y el Joe £la3))
bl o ds) el 8yaall e day ] 605

o Jas] — dbgame Bsixl ppax
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Policies & Organizational Structure

osdiw Jes] — dbgame Gobxll puax iccue



Lo L |
The Policies

 Policies refer to specific guidelines,

methods, procedures, rules, forms, (il Bodme loliy) ) lulbed pad
&administrative practices established o] Oluyleng (zdledg cdelgdg colel =g
to support & encourage work toward Olaal g5 Joall xuxily eed) il
stated goals. oAl

« On a day-to-day basis, policies are LS Jaxd Olubed) Loy x> 2l
needed to make a strategy work. oS

» Policies facilitate solving recurring 8) ,Siadl W) > ol 5
problems & guide the implementation LV PO IEVESRVE AT

of the strategy.

aogalsl

J-o-c]
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Lo L |
The Policies

1. Policies set boundaries, constraints, &\357 Ae 3948019 39adl bl xuas
&limits on the kinds of administrative Bl a3l Sy (&l 4yl ©olsl =)
actions that can be taken to reward bgdall Jolug

&sanction behavior.
pdally (nalk 5 ol
2. Policies let both employees & managers UJ’J . “3 ME%U o ek
g B8550 90 Lo ddyaay slgw > (e

know what is expected of them. | “
3. Policies reduce the amount of time dady (S B9l dnS Jas o luledl

managers spend making decisions. LLAINSS] G el
4. Policies also clarify what work o S Jand! 9o Le L] 72 s Olosbed!
is to be done & by whom. 00 B o9 4 el

o Jes] — dbgae Ggaxdl e

aogalsl

J-o<l
sw &
issue 01 IJ'I'UH-’,
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The Policies

* An excerpt from Gap, Inc.’s social
media policy asserts, “Unless you are 5, . JL"Gap A dubis oy enid

J-o-c]

ol dos = dbgize Soioll o issue 01 ljll{i&!

i

4

(<]

\

. an authorized Social Media Manager Gap 4Sd sleamYl ol gil) 1atas

. for Gap, do not let social media affect LWL L;Lal?l’\"g%b}" S5l g) zrousd Mo

your job performance”. " M el elslsl e

E  Policies can apply to all divisions - Jso ‘ngy\ oz e Olulidl 3o Ol S

\ &departments such as, “We are an Mol & G99ladin Jas Olouol o

. equal opp?o.rtumty emploYer. e o 41y and e Ol pany 3das
 Some policies apply to a single 4y 5 8)9 1945 O et 142 (3 (12l gl

. department “Employees in this Male S Y1 e saslg

[.] department must take at least one

\ training course each year.” asepls

P15-FO5
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SOlobed) (250 Judud
A Hierarchy of Policies

Company Strategy : S ) Al
Acquire a chain of retail stores to meet  4._ ., el sz be e Aldes s Jguass)
our sales growth & profitability Lol dususJlg Slaucall gas Calaal dul)
objectives. dacl Ul O loled!
Supporting Policies: Toloo )

wo 8 oy liedl e s 1
1. All stores open from 8 AM to 8 PM tlwo 8 I
1. All stores members must adhere el sbacl paz pilh Ol e 2

to the uniform guidelines d>sall (53Ib

aogalsl

J-o<l
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SOlobed) (250 Judud

A Hierarchy of Policies
Divisional Objective: $lagl) G
Increase the division’s revenues from S10

Voa (dle 10 oy $ladlll olal ) 85U
million in 2020 to $15 million in .2021 J7I7 o C T

2021 3 5¥93 0sebe 15 412020 ¢le (&
Supporting Policies : el O lwbd|

Beginning in January :2021 12021 plo e ol

Each salesperson must file a weekly activity DA 3,85 polds & Cogdie S e

report. o
2Inventory in warehouses will be s e gl (3 Os3ell W )
decreased L L R R

JIT cwliadl e g1 (§ audsnidl xead B89 730
by 30% in accordance with a just-in-time (JIT) - S @ 18
manufacturing approach. bt

ol dos = dbgize Soioll o issue 01 lj.l.l.lj.l“.l_
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SOlobed) (250 Judud
A Hierarchy of Policies

Production Department Objective:

Increase production from 20,000 units - IR
in 2020 to 30,000 units in .2021 d12020 3 84> o %’.’jft‘a%‘g "3%
. (3 84=>9 .
Supporting Policies: .a;gm\ ol
1. Beginning in January seeyolpme ,2021 i gl (S (98w 2021))@&;\41:\ 1
10 ot pu gnikrow fo notipo eht evah lliw ) s olele 10 Al s 51 d«uj‘)b
hours ) Eodl 3
of overtime per week. L oo oo Bbdzd] Oluaedl 4zl Coo 2

2. New equipment must be leased rather
than purchased..3

aogalsl

J-o-c]
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Organizational Structure

¥y

HEAV OF PROPUCT GROUP

TEAM #1 TEAM %2 TEAM =N PROPUCT : UNPONE
@? Q@” ’ |
l
- N

o sl — dbgae Bgixdl e issue
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7 Types of Organizational Structure

* (1) Functional dadsg (1)
* Production, marketing, & finance. Jgetlly ¢ @gudll Loyl o
* A university: academic affairs, student services, -,z AunsdBY (95801 daalsdl
maintenance, & accounting. o)l ciluall cOMa!
Advantages: Simple & inexpensive i ptg dasu :Llsall
 Allows for rapid decision making dns oo 03133 350 o o
» Disadvantages: Accountability forced to the AV e 25 s Lol 1 ganll
" bl skl o JU35 o

* Minimizes career development

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.
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7 Types of Organizational Structure

Divisional: (2) By geographic area, (3) By

product, (4) By customer G (3) cdudlysedl dalaial) G (2) :pludY

‘w ¢ 7 ‘

* Book-publishing: colleges, secondary deall (4) s

schools, & commercial schools. ol el (gl ylaadl e LS i aSIT il e
Ay

 Airliners: passengers, freight or cargo.

2badl ol gzl (OB o)l o

 Utility: commercial, residential,

& industrial. Floall (Sl (el aliall @
(5) By a process; as in manufacturing aivadl (3 S cddoall o (5)
e Electrical, glass cutting, welding, grinding, <okl (el czls)l alad ‘g;\.vé%“ padll e
painting, & foundry work. el Jleclgladdl
(o<l
o Jes] — Abgame el muexr issue 01 w..!"“",.
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4 7/ Types of Organizational Structure
O
N

With a divisional structure, functional Lals o)l das N1 das ol fLw'éSJ\ 505 s

activities are performed both centrally it o S (39 S350 Ssias e
&in each separate division. T

deluadl (§ lg 1blsadl o

Fboll pokatll o8 3l

LalSe 0950 OF San 1 guall

L o)l dazdl (3 duxlgai)l o

» Advantages: Clear accountability
» Creates career development chances
* Disadvantages: Can be costly

» Duplication of functional activities

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j'l'“',.
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7 Types of Organizational Structure
(6) Strategic business unit (SBU)

* For large conglomerates composed (SBU) duzsl il JlasYl a9 (6)
of 90 divisions, as for instance: :JLISCW 90 (yo 95T 6\“ 5 S0 e gammall o
 The CEO cc?uld have difficulty dﬁy‘ ;LMSJ\JSJG e Sl 3l Az B o
remembering > " .
ﬁwy\ ;ijjj

the first names of divisional presidents.

e ConAgra: (1) consumer foods (groceries)
wy\g Ao 31 &yl umu\ (2) (4JL9.,J\

(2) private lapels & commercial foods

(restaurants). (peladl) 4yl

* Microsoft: (1) Windows & Devices, (2) 45}%?9‘3)3%93 (1) :cdguwy,Sole dS
Cloud & Enterprise, & (3) Apps & Oledsdly wlaudaidl (3) cooluwially dw o=l (2)
Services.

aogalsl

J-o<l
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439200 Matrix (7)

* The most complex one as it depends on

both vertical & horizontal flows of sl pe S (de deias @Y 10aas ASYI e
authority & communication Jeolgilly dlalul) 4,389 9 dol !
 Used more frequently by U.S. e S &S50 OB lgadsaiud o
businesses because firms add new sDasl Ole gozxag ddoda Wl Cauas Y
products, customer groups, & L g) S g

technology.

G 08389 ot 831 (593 D3 Sy @
* Individuals with expertise can divide eoolindl o 4l
their time as needed among projects. 9 ual) L1 Colgdl iy Tgfno kel (9Ser
* A manager would be responsible for & 9V £9 iuall e 10lundy o) 98wy «1
financial aspects of Project dluow & ,1 Bl s Jldl padly 2344l
1 tcejorP eht :sessob owt evahManager
on site & the CFO off-site. .f&il

odip Jas] = dbghone Bhrll ppex issue 01 lj.l.l.lj.l“.l_
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ol Sl

Organiﬂzational Structure

Although successful firms in a given Lo delio § doear Wl G821 0 e &)l e
industry organize themselves in a similar 4>"‘3 J>y Y 4'3@ Ulas Ayl L ol
way, still a2 dz g Y il L 2, L@MU‘ w@@b

no one structure fits all.
LS Mgl Al s Jaad (LS o

* E.g., consumer goods companies tend b 22l )

to emulate the divisional by product . ) - ;
Szo dalaie 555 O ] 8 puall Ol Juod o

* Small firms tend to be functionally (55550) Lo

structured (centralized).

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j'l'“',.
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ol Sl

Organiﬂzational Structure

* Medium-sized firms tend to be O ) Uesd azesdl Aaograll OS2 o
divisionally structured
(decentralized). (L3550 Y) 3,8 St de a2 0SS

* Large firms tend to use a Sus-g alasiel ) 84l OB Jod o
strategic business unit (SBU) or g g
matrix structure Ad504m0 9ISBU Azl ilun! Jlac]

aogalsl

J-o-c]

o Jasl = dbgime Gsholl oo issue 01 lj.l.l.ij.l“.l_
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Strategy Generation & Selection
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SWOT 48 g24a4
The SWOT Matrix

The Strengths-Weaknesses-Opportunities- Slagd — Loyall — Cangall — 548l bolas
Threats (SWOT) Matrix o .
cpsdadl delud dogo dislao Bl

An important matching tool that helps | ST @53743952:3 Je
managers develop four types of strategies '

Tl seall .
« SO (strengths-opportunities) (p2,all = 852))

« WO (weaknesses-opportunities) e I

e ST (strengths-threats) (©lpagdl - 892l1)

« WT (weaknesses-threats) (luagdl - cangall)
Matching key external & internal factors is the &, dds1ally oyl Jol gl ddyUas

most difficult part of developing a SWOT SWOT ddgasmn pghas oo s 5l P

Matrix ““-- ocl

ol dos = dbgize Soioll o issue 01 lj.l.l.lj.l“.l_
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Strengths 842)l blas

In-store promotions = 20%

SWOT Jud=s
The SWOT Analysis

Location of store hurt by

Opportunities Lol

Vehicle traffic passing store

Threats wldoagdl

Local university offers

increase in sales new Hwy 34 up 12% computer repair
G 8L 720 = el G dle )l | gl oo yoiall gise 30 | el plel o3 ()l oyl 8545 dodz dudmall daoldl puas
Slagell Aol ol 712 dudy SoesSl o]
Newspaper advertising Bathroom, carpet & paint Senior citizen use of New mall being built
expenditures down 10% in store in disrepair computers up 8% nearby
UMY laas (slass Hlallg sledly ploxl JOESY M\)fo\m\ 050 Sy iz Jge
710 duwds dubsnl| s Aoyl (3 78 dunds 31y 43 guneSl oy’ 08k 3

Revenues from repair &
service in store up 16%
Oledzdly 2ol (pe ol Yl
716 Jl waly

Customer checkout process
too slow
Slaadl Ol ddes
Ll dida

Store has no website
290 ) ) yxiall
oY e

o Jes] — dbgae Bgbl puax

aogalsl
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issue 01 U'I'UH.'!
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SWOT 48 gm0 Ol fwl
The SWOT Matrix Strategies

SO e,2ll/8 43l WO e 2/ cansall STelsagidl/s 43l WTo g/ Caasnll
Add four new in-store Purchase land to build a Hire 2 repair persons & market Hire two new cashiers
promotions monthly new store these new services 8l 4o 2 s

@ S 09,5 (29,0 )l Ll

A st slid) (o)l sl

Uygie yioll Bl Wlousdl odd (grgudy
Add two new repair & service | Install new carpet, paint, &
persons bath
TN adsds uases L) ¢ Dall ¢ asd sleudl LS5
Oleaxdlg ol

Send flyers to all seniors over
age 55
LS e Jl adle] ol o]
55J\@UQCVJ\

Up website services by 50%

Qﬁﬂﬁy\&%pﬁc3u¢$@+hﬂ
7 50 duwds

Launch mailout to all
realtors in the city
aer dods y dla 3]
Ol Ol
=NW]IE

oy Jas] — dbgae il e

aogalsl
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issue 01 EJffﬂ!%f
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b Glmdlinl d2lual

Matching Key External & Internal Factors
to Formulate Alternative Strategies

Key Internal Factorsws) sl Jele

Excess working capital (an internal
strength(
(auds-1s 843) w311 Joladl W1 pul

Key External Factorewd) sols Jole

+Annual growth of 20% in the cell
phone industry (an external
opportunity)
Blggll deliso (§ %20 dods Sgiuw g5 +
(A5 440,9) Wgaomal

Resultant Strategy =3l dedliwdl

=Acquire Cellfone, Inc.

098 e 8575 Je Jguaxll =

Insufficient capacity (an internal
Weakness)
(L,L}b T ) Zb.QSJ«.s: EJJJU\

+Exit of two major foreign competitors
from the industry (an external
opportunity)
o Oty GO radliall e (8l zg 5 +
()5 d4p,8) deluyall

=Pursue horizontal integration by
buying competitors "facilities
@b oo (889 JoKl dnlio =
crandliadl lade o)

Strong R&D expertise (an internal
strength)
okailly Gl (§ g8 5ps
(dd=-1> 843)

+Decreasing numbers of younger
adults (an external threat)
o oIl W slael (olasl +
(ol Lag)

=Develop new products for older

adults
Oed! HUS Bsus Ol yighat =

o Jes] — dbgae Bgbl puax

aogalsl
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LRl Al
The Decision Stage

The purpose of SWOT analysis &

matching tool is to generate feasible Akl sloly SWOTJ=5 (e p2,301
alternative strategies, not to determine (dodzme dbdo Olxdliwl ddgs 9o
which strategies are best . Js28Y) Olerdl A i uddg
Not all of the strategies developed in the S Ol oz Hlisl @ o o
SWOT Matrix will be selected for Seadl) SWOT ddgasm0 (3 ayghs o

implementation . 3 . 3
P @Saj\jﬁj\Jwb ASJM S| CRUSCRTR N

No firm has sufficient capital or resources Lens oty Al i) S dudi

to implement every strategy formulated. ;
28] D1l dlads 8 gasmall 065 Of Co o

Th ix shoul h rting point
e matrix should be the starting p el #1781 4 .S

for a discussion on how to propose -
strategies. J-o<l

el Jas] = dbgize Gododl uar issue 01 lj.l.l.lj.l“.l_



The Choice Process

« Alternative strategies do not come out

of the relaxation mode; they are (s Al g2 po 73 Y Abadl Gl Sl AWl e
derived from vision, mission, (BlaaYlg (Wl dlg (5,1 o daiine (p Wilg
objectives, external & internal audit; A1l ol el

they are consistent with, or build on, L) Sl pe 33155

ast strategies that have worked well. . .
P 5 Lo (66 91 b o s (I

When a crisis forces choosing among g
alternatives, most people choose the B o e ol e Ol il Loie

worst possible one e )b gl ulll phana Sl

« Strategists themselves, not analytic Aol D19V el gl Ogumdlindl
tools, are responsible for strategic A GhLall e Oglgsuell oo
decisions. Jooc
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The Choice Process

Lenz: the shift from a words to a numbers .
olanning process can give rise to a false  ¢®I dl Sllb Ladasall (o Jg=ll 154

sense el sl Hgai Jl S35 Of oS
of certainty. SSPEI WO EAWES FE PR PR EC IR
We use analytical tools to facilitate, rather AES e Y
than to diminish communication. O A g4 gall Dy lo glaadl (90
Without objective information & analysis, pBIlg dubidly duasidl il

personal biases, politics, prejudices, Wl ey wlyaxally ablgally dawdl
emotions, personalities, & halo error (the :}ALC e GJﬁj‘;Oﬁﬂxs‘” &f’ﬁ dl deed)
tendency to put too much weight on a Uags 9o 0Ll (30 A5 (8 a3 (4219
o3 Lo ¢ AL Aol didas

single factor) oftentimes play a dominant :
Al

role in the strategy-formulation process,

undermining effectiveness. ..

aogalsl

J-o<l|
- £
issue 01 WH-’,
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The Boston Consulting Group (BCG) Matrix
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The Boston Consulting Group (BCG) Matrix

A private management consulting firm
that specializes in strategic planning .

Based in Boston & having 6,200
consultants worldwide.

sl ladasall 3

Dladus 6.200 Ly cslawgy (3 ayiae

Autonomous divisions (also called ) Pl g
segments or profit centers) of an lelhall Layl oudy) Al pludI) a5
organization make up what is called a driso o Lo duss ol (7l 3815 9

business portfolio. Jlael

When a firm’s divisions compete in Sl pludl Ludlds Lodie o
different industries, a separate strategy Gzl polal o cdalize wilelus 8

often must be developed for each s blas K W |
business. ) .f&il

o Josl — dbsie Boixll grax issue 01 (YA j"'“',.
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The Boston Consulting Group (BCG) Matrix

Allocating resources across divisions is
arguably the most important strategic
decision facing multidivisional firms .

L3 ool 50 pludYl e Hlgall panasd
Badaie O dxlgy (28] !

Multidivisional firms range in size from OB o o AridYl Badate OB 79T

small; three-restaurant to huge dosep 0% ] cpellae B Jio 8o
conglomerates such as Walt Disney Co, o (@l Ol ] (330 <ly 8548 S
to universities that have various schools 7l g9 - LI 9l Lyl e ol
or collegesdeen lla yeht &— JlaeYl daame (oo plazal J)

to use portfolio analysis.

aogalsl

J-o-c]
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The Boston Consulting Group (BCG) Matrix

« The major benefit of the BCG Matrix is that O g 48 gasna) dawsd J) Spnadl Jiess e

it draws attention to the cash flow, (sl 3aasdl J) oLl cals Wil 3
invest.me_nt c,harac.:terist.ic.s,.and needs of an aLudVl Gl Lty Glatiwd! (asbass
organization’s various divisions. diel) dos bl dals!

aogalsl

J-o-c]

o Josl = dbshzs Binll prax issue 01 (YA j'l'“',.



The Boston Consulting Group (BCG) Matrix

1. Relative Market Share Position (RMSP)

« Ratio of the market share relative to the Al Ggull dia> (2350 .1

rivals Oredliall ] il gl da> diid o
« Number of stores, number of restaurants,  @lilallsace (eellhall sae (>bndl sue o

number of airplanes G\l god Jdixe 2
2. The Industry Growth Rate (IGR) Ggiall Lewil] g oy Lgaolid oy olageall o
« Sales, measured in percentage terms—that CL;JSJ\ S byiud! 83L3)1 Lo gt LﬂgT -

is, the average annual increase in revenue Acluall (3 OBl auex]

for all firms in an industry.

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j"'“',.
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The Boston Consulting Group (BCG) Matrix

< RELATIVE MARKET SHARE

20%

T Cash flow

f Desired

C.oESTION I movement
MARKS

Divest
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The Boston Consulting Group (BCG) Matrix

Stars pg=

Question Marks ¢ plgaiwl wlede ?

* The bestlong-run opportunities for growth

&profitability, & are therefore called stars.

* Divisions with a high relative market share &

a high industry growth rate should receive
substantial investment to maintain or
strengthen their dominant positions.

JUby oy gail) bghall el s oyl Juad
P97 s

dn3 poll 4 guad) Lyl 13 pludY) hass O cae
5 S Ohlaiiul Ao AL deluall god Jdasg Lud
Aogpgall WasSlye 50503 91 e Blaxll

Have a low relative market share position, yet
they compete in a high-growth industry.
Generally, these firms 'cash needs are high &
their cash generation is low.

Called question marks because the
organization must decide whether to
strengthen them by pursuing

an intensive strategy:

setdl Al dclio 3

W53 adle duaill OBl sda lrlasl 0B cole Sang o

uaase Ll wadl

ijuTww\uSJ(aW\uuBLcM L

43S Al $L31 UM e ) 3ot 5B 13| Lo

o Jes] — dbgae Ggaxdl e

aogalsl

J-o-c]

issue 01 U-I.U}-.l_-!



The Boston Consulting Group (BCG) Matrix

Forward, backward, & horizontal |* Market penetration, market
integration; market penetration; development, product
market development; & product development or to sell them.
development. i)l gl (Bgudl pghad (gl BlAS o
(33 Jo83lg ccalsdl L epledl ] Ao 9
29b39 (Bgudl duass (@gudl 31
]
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The Boston Consulting Group (BCG) Matrix

Cash Cows JWJl e

Dogs D!

« Have a high relative market share but
compete in a low-growth industry .

« Called cash cows because they generate cash
in excess of their needs, they are often
milked.

* Many of today’s cash cows were yesterday’s
stars.

eliso (3 bl 198809 Ale s &5 dpaony in

gl B 138 W55 g sl Jad (s
Lgadd> oy Lo Wl

el pgz e ol Jl e e udadl OF

Have a low relative market share & compete
in a slow- or no-market-growth industry.
Called dogs because of their weak internal

&external position.

Bl gad dzga Y 9l diilay

oy sl mgaing Cars Cono OB Cuew

o Jes] — dbgae Ggaxdl e
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The Boston Consulting Group (BCG) Matrix

Product development or diversification.
As a cash cow becomes weak,
retrenchment or divestiture become
appropriate.

Gyﬁ\gi@d\fﬁb o

(Aaas sl 8,801 sl lodie
Tslin Tyol gl 9 (] ey

Often liquidated, divested, or
retrenchment.
When a division becomes a dog,
retrenchment can be the best strategy
because many dogs have bounced back,
after asset & cost reduction, to become
profitable.
98 (Al 055 OF Sy (LS @) o Lois
s 5yl a8 OIS e dudsd! OY dundl il Juadl]

o Jes] — dbgae Ggaxdl e

aogalsl

J-o<l
issue 01 I:_."l'u,.!'.l.:!



. BCG 4944 4e Jbo
\ RELATIVE MARKET SHARE POSITION IN THE INDUSTRY
High Medium Low
2 1.0 S50 0.0
. High +20 P ; ; N
{1 39% . 20%
= B \ . 0 ( ‘) 1 P
INDUSTRY e E—34 . 8%
SALES s
GROWTH Medium 0 —
RATE =y
(Percentage) s 2%
4 31%
\ 2 :‘ L _)
Low —-20 2 - -
. Division Revenues Percent Revenues Profits Percent Profits Relative Market Share  Industry Growth Rate (%)
I $60,000 37 $10,000 39 80 +15
2 40,000 24 5,000 20 40 +10
3 40,000 24 2,000 8 .10 +1
4 20,000 12 8,000 31 .60 —20
5 5,000 3 —500 2 05 —-10
E Total $165,000 100 £25,500 100 — -
droualsl
\ osdiw Jes] — dbgame Gobxll puax issue 01 (JAA I
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Strategy Implementation & Execution

osdiw Jes] — dbgame Gobxll puax issue



LSl s
Strategy Implementation

« Managers & employees who do not el Ogal5galle 19 adell Jglow U
understand the business & are not ) ' L
committed to the business may attempt to Joalb (afllall p2g dlasl Ogagty Y

sabotage strategy-implementation efforts ol e Ll i) duais 59> odass
in hopes that the organization will return

to its old ways. Aaall g8l ] dabaiall 255 O

 Successful strategy implementation iz D) i U1 Jpis)) diiny
depends on cooperation among all
functional & divisional managers in an ol ez o 0oLl e
organization. A §all (§ fh«éi” (Sy2heg (s gl

aogalsl

J-o-c]
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LSl s
Strategy Implementation

« The transition from strategy formulation Ll iw) deluo oo JasYl Cdlaiy o
to strategy implementation requires a J 955 Egde> dumd | duass )
shift in responsibility from strategists to Al Sl ) e dd ghad!l (3
divisional & functional managers. LYl Lnsﬁuvo
Implementation problems can arise as Jomedl 130 G duisdl Sl Lads 0f (S
this shift in responsibility, especially if delup O3 COl 13 Lol ddgsuall 3
strategy-formulation decisions come as a oo opsedel) Blalae &lie PRI
surprise to mid & lower-level managers. A9 lawgial (o]

Managers & employees are motivated @w\ UM cpo (pads gallg op pdedl o ok
more by perceived self-interests than Slan o bo cdusdaid] zlasl e SST a1l
by organizational interests, unless the Oy

two coincide .

aogalsl

J-o<l
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LSl s
Strategy Implementation

« This is a primary reason why divisional

&functional managers should be 98 cpadedl 2L sl b)) el 9o 10 @
involved as much as possible in both ) . N .
strategy-formulation & strategy- Al duassy delue (e 5§ OB

implementation activities. , .
e Ol ] sy dalle Gogauddl hla] o

Marketing depts. are charged with
implementing strategies that require
increases in sales revenues in new Lwn 91 Bod> Olxiie
areas & with new or improved

products.

pe Bad> (3bline (3 Olauddl Olalpl (§ Wbl

aogalsl

J-o-c]

ol dos = dbgize Soioll o issue 01 (JAM j'l'“',.
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E Strategy Implementation

\ « Finance & accounting managers must

. devise effective strategy- T 229 duwlxally Al (G ude de oo
implementation approaches dodly Lnasine Ay dlad duadl A Juass

. at low cost & minimum risk to that firm. Sl odg) Sl pe 35Y)

m » R&D managers have to transfer complex Wl Jai polatly ol oo Je o«

\ technologies or develop new ones Byl OLaaS yghad gl Budasll

. to successfully implement strategies. o Ol Awdl dual

 Information systems managers are being ASTOloghanll @hai (§ 00 zzled)] o2

. called on more & more to provide 01,891 ez oyl Bolall ndgi) ST

[.] leadership & training for all individuals in 45%”6
the firm. agapls

\ Joac)
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LSl s
Strategy Implementation

The best strategies become obsolete as a

firm’s external & internal environments By UR-INECRGIVEN o gy T o
change. AS el dds g dey sl ol
It is essential that strategists systematically S0 O gamSl il 0o Ol ($)9 2! (o
review, evaluate, & control the execution Jnis Adlpe9 iy dazrlpen (g
of strategies. Olawsl i)

 The strategic-management process results b8 351 ] A wdl 8)loY) ddase (5555

in decisions that can have significant, long- b8l (S . deSlag 5S Cdlae Lg) 0555 U8
lasting consequences. Erroneous strategic  do)le wlsice (o,45 OF &bl dameil i
decisions can inflict severe penalties & can be S5 o) 0] L Ao 5SS Ol (a9
exceedingly difficult, if not impossible, to Al
reverse.
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