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How to achieve......cccoeeveeveeennnen.

Where do we want to go!

m sAERe ST
How will we What do we "
get there! | ~ have to change?
\_J Pt

Where are we now!?
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Strategy is about......

making specific choice - to
do something and not others

Strategy is Choice

ANSANERIAD N15LADN
(Choice) Tu§Im199)

Strategy is Choice

Strategy = Trade-Off




NIDUEINIUNISAALNSANENT

Businesses

Products / Services
Where to operate /| Customers

compete! Distribution Channels
Geography

Vertical Stages

How to operate / Lowest Cost
compete!? Differentiation

Strategic Planning

Strategic Management




Strategic Management as a Process
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Strategic Management as a Process
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Strategic Thinking

What is Strategic Thinking?

Ability to

reflect on the situation and aware of what’s
happening both inside and outside

think purposefully about the future and able to
articulate a clear purposes

understand the role, contribution, relation, and
impact of each components on the larger purposes

know what to do to achieve the larger purpose and
how each decision will impact it

16




Strategic Thinker
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Strategic Thinker
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Strategic Thinker
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Strategic Thinker
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Where are we now!?
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Mega- Trends

Driving Forces




World Trend Issues

World

Balance
Changes

Technological
Changes

Aging Society

Climate
Change

Food and
Energy
Security

2| Century

Skills

Global Forces shaping the future

Changing
'/ a multipalar
world

i Experiencing

Earth's limits

3 Global Forces molding the future

8CRS

gl * Absolute population growth

o3 ; * Asymmetric shifts of the age pyramid
. ) JRomopmpnics  * Globalization of businesses & economies
= Shifting of GDP and political power

[ * Population moves from rural to urban areas

1 * Energy resources scarcity

| = Base Resources scarcity

B Water and food scarcity

i * Limits of natural capacity to buffer pollution™

g = Ease of knowledge creation and dissemination

| * Exponential advancement of technological
. evolution

. Interconnectivity and technology adoption

b



Three global forces are shaping /) C/fS
12 megatrends .

Changing
demo-
graphicsina
multipolar
world

Experiencing
Earth's limits

Wi THT ) @ Growing life sciences and healthcare

Prolifera- Continuing urbanization and the rise
ting know-ledge of megacities
and technology

! Changing social values
Emerging new consumers

. Increasing link of world economies
f Increasing weight of public sector
o Shifting centers of economic activity

Faster dissemination and adoption
of technology

Commoditization of knowledge and
increasing ease of knowledge creation

~(20) Accelerating green economy
@ Entering a 2nd agricultural revolution
@ Growing infrastructure congestion

& "Changing

demographics in a multipolar world"

C / 3

Mega-trend

Definition

O]

@

@

G)

Growing life sciences
and healthcare

) Changing social values

Emerging new
consumers

Continuing urbanization
and the rise of
megacities

Increasing link of world
economies

Increasing weight
of public sector

Shifting centers
of economic activity

Growth in healthcare expenditure will significantly outpace GDP and will be
driven by aging population, increasing wealth and technological innovation

Convergence to political and economic freedom models with rising individualism
and increasing non-traditional households

Over the next 10 years, the number of global, upper middle, and middle class
households will increase by ~80%

Urbanization is progressing rapidly, is particularly prevalent in developing
countries and will cause a doubling of megacities over the next 1-2 decades

While global trade will continue its upward trajectory, there will be growth
in international capital flows and increasing importance of intra-regional and
inter-emerging market flows

Government financial exposure is expected to increase further in both developed
and developing countries

Emerging countries will be the engine of economic growth in the next decade
with increasing financial market influence and strongly contributing to private
consumption
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()@ "Faster proliferation of knowledge and technology" 2 (ﬁ (S
and "Experiencing Earth's limits" st ool

Mega-trend Definition
Faster dissemination Incremental evolution of technology shows exponential advancement with
and adoption of technology dissemination and adoption being increasingly fast and shorter
technology product lifespans

@ Commoditization Creation and dissemination of knowledge Is increasingly easy with added
of knowledge and complexity of value creation from knowledge

increasing ease of
knowledge creation

Accelerating green As physical and psychological space for pollution and waste is diminishing,
economy governments’ and consumers’ changing mindsets and behaviors are driving
companies to develop environmental solutions for consumers and reduce
negative environmental impact

Entering a 2nd Demand for agricultural products may double in the next 20 years with a massive
agricultural revolution  increase of agricultural productivity being necessary to meet the demand

Growing infrastructure  Worldwide demand for transport infrastructure is growing rapidly with
congestion infrastructure is becoming increasingly congested as supply struggles to keep
pace with demand

- Existing Strategies

- Existing Where to ... - Mega-Trends
and How to ... - Driving Forces
- Where we are now?

Are we doing the right thing??

Strategic Thinking
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LUINNEIAEY TUNISARA Strategic

Innovation

Demand Creation

Customer Job-To-Be-Done
Disruptive Innovation

Sedrching for Customer Pain Point

Integrate with more than | industries
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