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Maturity
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Future State
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\ What obstacles must

we overcome?
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Establish Strategic Assumptions
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Affirm Mission, Vision
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What do we do? What do
we aspire to become?
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EXERCISE (1 x @~ 10 % 4 Sharig)

Environmental Scan: Strategic Advantage / Strategic Challenge

Vision Mission (Definable and Measurable)

Indicate Vision Dictionary and how to measure success of Vision / Mission

Critical Success Factor (CSFA Pillar or Goal of Excellence(k ¥VKITHL R 3 BH K i1y HSH w 5 y: s
Indicate Strategic Objective (SOs) / Goal / KPlIs for each CSF

(6w - TH B HRYIH @ VMADHHH T HTED

Indicate Initiative (strategy) for each SOs

Indicate Action Plan / Project for each Initiative (M6 Routine/H h™ )€~ N T|

Indicate Action Plan KPIs and check alignment of SOs KPI and APs KP{Cause & Effect)
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© 0o N O

Indicate HR Plan & IT Plan to support SOs or Initiative
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Description Evidence-Based
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Strategic Advantage
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Strategic Challenge
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Capabikties Innovation

Customer Responsiveness
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External Environment Data Internal Environment Data

PEST Analysis, Gap &Trend Functional Analysis, Gap &Trend
Brainstorming, Blind spot wai'";:‘;":::?r-ig"éi SP;::; s(é,ofs\;)n
Weight & Priority, Checklist elg , Chec

g i Root Cause, Benchmarkina

Strategic
Advantage

‘ Position Analysis
Leader Goal
Vision Mission Value
New Need Core Competence

Scenario, TOWS Matrix Brainstorming, COSO
Blind spot Resource Based View

Strategy Objective Goal
Check Balance

Brainstorming

“Brainstorming L
Leader Goal ‘ Goal Deployment

Risk,CS,CSR,HR,KM,Inno,Digital Master

2.3 Resource Allocation

Investment Process .' Budgeting Process
2.4 Action Plan Communication

e |

wuhuu
Anaviasens

] (Project Base)

i |

Heat Map wihonuiiAuzag

9 Tudusautiag
' (Function Base)

Performance Gap
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Jyes 2.6 Evaluation
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Impact
Corporate
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Business Model vs. Business Strategy

A business strategy is a deliberate vision to get toward a desired long-term goal. A business model is a great tool to execute a business strategy. Yet while
achieving a long-term goal a business strategy set a vision, mission and value proposition that can be executed through several possible business models.
When one of the drafted business models encounters the favor of the market that is when a business strategy becomes successful!

tactics
actions o~ O
° X X O
% Ox O
f focus
Desired Long-term
Business - Objective And Strategic
Strategy trials Positioning
& errors

| s
iness |\ £

/market fit
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The Business Model Canvas P

Customer Relationships WP | Customer segments )

WHO
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Key
Activities

Costs
———— Key

Resources /

«f55

Trends

Value
Proposition

Customer
Relationship

. Customers

Revenue
Channels
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—COMPETITIVE ANALYSIS

—FORESIGHT —

REGULATORY TRENDS o

TECHNOLOGY TRENDS &

SUPPLIERS AND OTHER VALUE

o SOCIFTAL AND CULTURAL TRENDS

® SOCIOECONOMIC TRENDS

NEEDS AND DEMANDS

Bz
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CHAIN ACTORS o
STAKEHOLDERS L) |
COMPETITORS
(INCUMBENTS)

o 3
NEW ENTRANTS <

(INSURGENTS)

SUBSTITUTE PRODUCTS
AND SERVICES

o
GLOBAL MARKET CONDITIONS

CAPITAL MARKETS

2
ECONOMIC INFRASTRUCTURE

COMMODITIES AND OTHER RESOURCES

— MACROECONOMICS —

MARKET SEGMENTS

@®  MARKET ISSUES

¥ SWITCHING COSTS

REVENUE ATTRACTIVENESS

—SISATYNY LIXYVW —

28



Business Model Canvas 8y Alexander Osterwalder

key activities value customer
proposition relationships

key customer
partners p segments
-
' 4 \

/. 9 \
/" .

cost -~ / 2 revenue

structure o key / ‘\\ . streams

Vi resources / ‘\ch annels )
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How to build 9 Blocks How to build 9 Blocks

Key Partners ¢ | KeyActivities § 4 | Value Customer Customer A @ Key Partners ¢ | KeyActivities § 4
y Q ‘ y & s ﬁ ' Q Q y ) ‘ y g s Value ﬁ ;::at:'::srmps ' Customer 0 g Q

Propositions Relationships

Resources YA Channels #||

Key W
o‘

Cost Revenue
Structure @ Stream !@

@G RBR

Segments & 4a W L% | Propositions Segments &

Key Y;\ -

Resources

Cost @ Revenue @
Structure Stream

Channels Q'—o'
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Ti—IE BUSINESS MODEL CANVAS

d=-BUNI -
0@ QLo O

Bizlabor

NsSsSUNsSssno

Key Partners 8
= Toray Industries
= Shima Seiki
- Daifuku
- Designer uas @allueiNaT] 12y Kaws,
Marimekko, Lemaire
- Lordland wasWiaasswiudASuinee
vialan
- JDad Giaiisl
- External Factory
» Logictics
- Raw Material Suppliers
- nda Designer vinanuwundatngzne o
vitlauazL&n

Key Activities o
* R&D , Designer , Pattern Maker
NRIULAR AT TanHY
Merchandisaing, MNIUHUKEN, anaunu
NFTUIUMSTHRAUITATIDIEDU
NITARVAUARSNITEEY
Supply Chain uax Logistic
Warehouse , Inventory Control
NISENLHUITR Online Store, Uniglo shop
Customer Center feedback
vimiunma lulad, Innovation idea
Pricing Strategy
BB VYIS IUAN
ASUEVIsgayagnAnasszuy 1T ¥asinu

—_—

p TR

Key Resources

Fast Retailing

UNIQLO Branding -
WUNIIULASTNNIUT DI TNINNG
Innovation Team, Design, License
malulad, Digital Transformation
Factory & Processing

Innovation Product

- Supply Chain & Strong Partnership
- guEayagnen, IT Support

- dszaunsaiuasisavieiianeasianns
- E-Commerce

« FR Jeans Innovation Center

Value Proposition
« LFENATHATNG
- ;e luwsnazsigndalea
- WIRIUNTINYDILEDEN
- Jvanvansanzn
- idadviannwanezUuuy
- i Fsruuuddu lahiuvsu
- snsn lganuledasinismuiu dudn
+ SNEVIHANYA TNV BYaIRUALas
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Customer Relationships @
- ANy CSR ¢inen)
- maluladsSnhtan (Recycle)
- TusTugurmamsaana
- 75 17 Influencer BagasinTusTam
« svuuChatbotfi TdanuszaInungn@dn
- AsLETINAIRSINGANg A Lantgu J-
League, Loanlln uazdung
- Customer Feedback & Support
» Social Network, Online and Offline Reviey

JNAIS
- 1B ulddsmsziinmsaenss U U
<
wnauaTneau lad

Channels

- I@addimstiuanasaulad ssunsanmg - 9 UNIQLO enadonuiisi g s !u

- et limnawda ly
- fudnmnonnIzuNsHaaing lan
« g=onn Tuns Tausnmsunwaziisuuuy 024

¥4, Stand Alone, Road Side
» Online Channel
= Influencer, Social Network

- §i Collection Mieiseinge] 1zu Mickey Mousg - @n@uanes

- sanTa Match AuaSasusisniaeingg 1d
- Fuuudud Tmigesnsiaiiles

- FRUAB U Lt gnnuFadniou evns
uaznuw

- gaEnsuasda Tesnneieg
* Webiste, E-Commerce

- Rafsnnw (Lifewear)

+ 020 Offline to Online

« Application

-

L

Customer Segments 2§
NANINAVNNAYNTE
nangnAMzauLFad ) TusUuuuaune
NENYNATIVITNANG LuUUSUE
NFNFNAVT VN BTLURTATIUAN
naxgnAf Ld lade TuSasuusuaaudan
NaNgNAMTBURUA A UAINE

nangnA g lathunaie-ga .
NANJNATT L3584 Branding usiagnnza

s nAandgsan Llaiune
AgNgNATIAINIsATINEAINELNE TunsE

Cost Structure

* AUNUANSHAALASUSUISIANTS
AUNUNTBELTIEN
AUNUNITIVENEUITUAN

- dgununHisnma luladgnsude

@unu R&D & Innovation
AUNUNNTATIAUAENITBIE

* AUNUNNTAILTUINUEANL
@unuSupply Chain & Logistic

AununsaTe lssuuarian Tssanuwusiios

®

Revenue Streams

- s ldonmsesadienuniaming v ludssna

- shg il nniszismadsitumeminduensdsaina

- sng ldamnmsesmFadiAvanvansnIuyy 2ua &

- 57z ldannmsensdiu E-Commerce yingasn

- shgldonnseaduddunAdiendas s

- sng ldannisznauususgn (GU) uas Global Brand 8un
- sg ldonnisamuzsnoaian lugseeussing
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BLUE OCEAN STRATEGY

Which factors should
be reduced well below
the industry’s
standard?

Eliminate Create
Which of factors that Which factors should
the industry takes for be created that the

granted should be industry has never

RS =2
eliminated? offered?

Which factors should
be raised well above
the industry’s
standard?
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BLUE OCEAN STRATEGY
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BLUE OCEAN STRATEGY
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Blue Ocean Strategy Canvas

High

Offerings |~

Low

Seating  FUD Friendly Frequent
choices connectivity SMV1® gpaeq departure

Price Lounges
Meals
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2.1 27 vXKek™ ToKa 1y TT® Y mHaKeX | Figure 2.1-4 Intelligent Risk Process Steps

K@ XX HHH Concept of strategic opportunity becomes a focus of CM

and Council who determine fit with City strategic plan and
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Yoo m I VPQKV'{WM HH @RTEKT K 4 13 alternatives for not proceeding, use of consultants, stakeholders
v:.: T oH FB3VKIE it most impacted, and Public Engagement approaches.

Ongoing status reviews with CM, ELT and Council.

Team recommendation on steps needed to move forward
presented, including Public Engagement results. Council votes.

If vote is to proceed, public debate times are scheduled;
refinements made based on feedback until final decision is
made. Project plan is presented to Council.

Opportunity moves into project management with ongoing
status reviews to ELT and Council.
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Risk/Opportunity Customer/ Environmental Scan

Assessment Stakeholder (SWOT)
: Innovation/
Chance Strategl_c Improvement
Opportunity Activity

APiIo.t Project . .
g e Sy Intelligent Risk
Asand Box

Strategic Planning Proces

New Business Model/ New Product/Service  New Technology/

Work System/ Materials
Work Process

ETX



Strategic
@ Intelligent Risks Q Innovation

4

introductions of new
products, processes, or

Opportunities

L] L]

outside—-the—box thinking, consideration of relative
brainstorming, capitalizing on risk, financial and
serendipity, research and otherwise, and then
innovation processes, nonlinear making intelligent

business models

extrapolation of current choices
conditions, and other
approaches to imgining a
different future
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StrategyMap

Financial

,,@rease Shareholder VaD 4\
|  Revenue Growth Strategy | * ROCE I Productivity Strategy
= Net Margin <

Increase
Profitability
Through P remium

New Sources of
Revenue

Maximize Use
of Exigting
Assets

Become
Industry Cost
Leader

Brands
= NonGasoline = Yolume vs. Industry = Cash Expense « Cash Flow
Revenue & Margin = Premium Ratio vs. Industry
Customer Fast, Friendly, WinWin Relations
Clean Service with Dealers
= Mystery Shopper Rating = Dealer Profit Growth
= Consumer Feedback = Dealer Satisfaction
"Build the Franchise" "Increase Customer Value" "Operational Excellence” "Good Neighbor"
Internal —_—
nderstand Improve Improve
Process Crg:tsilmgn’ Consumer Har':lware n’“lnventoryﬁt ket
Segments Performance anageme
Péodupts " ? Unplanned Imventory Levels Ellronmery
ervices - - -
Share of Target Segment Dotrtite RO O Fats ae:l]hi-lseaa;léthy
= New program ‘ On-Spec Industry Cost .
Introduction Rate Franchise On-Time Leader = Environment al
Toame Quality Activity Cost vs cloarms
3 > * - - = Safety Incidents
= Dealer Quality Rating I ndex Competition i

Learning Motivated and Prepared Workforce

& Growth Climate for Action Competencies Technology
= Functional Excellence
= Leadership Skills = SAP Implementation
= Integrated View

= Personal Alignment

= Employee Feedback

- Personal BSC - Strategic Job Coverage Ratio

= Systems Milestones

Do RBP

58



e I

AY @O ¢ A

Strategy Map

e

(

e U eESPm%AoaUa UuauE
Jou do ¢ O-1T EAO A
0 v l
@ XX 3 hk H XK €kt TT HeHk: : Tk €
Ay x x v TKH A@nigoders | A30k Ti3 MAe Kk €KY
- TOoWRK v [HTW Ku HK OKYK KHXTSHKHIK
Ed (€ Wy oy wxxmﬁﬁmﬂ%ny T he: T hoiRe[ Tw
L (HTY Kuw Yk “CENa 3 YT UKk KT} Kuw gk o
3 T XHE: e T
gCU UQUCOED
- D O

OUER Oo EUP B4 feYaltkdd Uy & 6 ¢
Y &0 R YaaAd G @-O16MNMadasdbical o O 6
5 dEo0r A ) EIWIG WA W) afD0AEORUs ¢ T A

|

A 8 WO GRS A BT dd heaGeaoey U - 6

a-0EAYU®@O ¢ A ada°uazels




V4

OO0 eéJcdiecAIIEEE 6 aA6aUBU y I 6
hjectiE®EEES Measu@§ BU 6 E 6]C eTardet | InitiativésY UE ¢ U
Y U-)6l1 aod a
O- 6UAG &Y EB|U
MNCoaayREEaGADOBO6A6ay OdUaOAT |ERREC O & & -
WROcCaaoaadm 00a6A6ay O UaOAT B2 4 & Of- -
wOECOUe Uy AR @b Bdd 2O0AT EECO|J8W Y Adlg ¢ T EUB-L
A
971 Ay 086 U0 Biy@GA®sHED&OR® UO0 UO- |dfUdAWD GO |
OaEyeaeo aOaeaolhalAoals U
TR BAED fa e T oudbo
O- 6UAairnUeUAG6aas6aAUu
ﬁméﬁ;%ﬂ'ﬁéaeEATﬁﬁzeaeoﬂocAE UUa& 6 AR|#BOW @D U

JE6AAGARG

JCOE6U&AO6AREC

RUOAEOUA&G A
& G0 s N B e

EBUoAEoUroaO

P6A 1

U &: 86 ¢
TADWA ©
U 8: 0% &

W[\y ’\n.;/....m‘ﬁ:n. AN ﬁﬁ, E
s0R:0 4610 (BiBak OpRidd
TAYUAG6ab+ Al

U .

ldn
a



St.Mary’s Duluth Clinic Health System’s Strategy Map

Vision: SMDC is a Values-Driven, Integrated Organization Which Will Be Recognized
for Excellence in Customer Service, Quality Patient Care, Financial Strength, and
Support of Community Health

Financial uild a Strong Financial Base to Sustain
Perspective Our Mission and Achieve Our Vision

To financially sustain Q Impledmgnt D

our mission, what SHayo o Deliver Cost-Efficient Care

must we focus on? Maximize High-Margin
Market Opportunities1

Customer Speci i i
: = ; pecialty Care Patients / Referring Pavers / E Ay
P ) P s i yers / Employers
Perspective rimary Care Patient Physicians P

To achieve our vision, ho ZGElan eading-edge nnovative Price-competitive
service expertise Programs service

should we appear to our
1 0 v s A o ST TR hausaausiousnn af\vsnenshansiansnans SeWgaanaianss

customers?
PéOVitde Outsstanqing Demonstrate Continued Clinica
Internal Proces DR ORARTeES Excellence
Perspective
Clinical practice
management

rso

relationshi eading-edge

technology

Strive for Operational
Excellence

Develop leading-edge Optimized staff

To satisfy our Friendly techniques and programs efficiency
customers, which attentive
operational processes interactions Develop research Redesign operations
must we excel at? Easy On-time opportunities aligned with for efficiency and
access service targeted growth area effectiveness

Continually develop
subspecialized clinical
services

plement technology
and develop facilities
and infrastructure to
support internal
processes

Create an environment to
support employee
engagement and

commitment to the mission

Recruit and
retain
qualified staff

Clearly communicate
expectations and
accountabilities
aligned with strategic
priorities

Learning and

Growth Perspective
How will we sustain our
ability to change and
improve?

Develop leadership and
management talent




Stakeholder
Perspectives

Internal
Process
Perspectives

Learning &
Growth
Perspectives

Resources
Perspectives

MISSION:

The Army’s purpose is to serve the American people, protect enduring
national interests, and fulfill national military responsibilities.

CORE COMPETENCIES

ave a
trained and
ready force
for today and
tomorrow

the Army
Sustain
the Army

Organize Equip

the Army

SOUND BUSINESS PRACTICES

PEOPLE

SECURE RESOURC

A




PaN ~Y PaXN

A6bagdOoel Ueaaoo Nob

Max. Profit
Financial /l R

Perspective Reduce Cos

Increase Revenu}&
Increase revenue per Custorher

H]crease revenue from New Customer

A
~ ) [

‘ CustomerAcquisitioW Customer Satisfacti
Customer M >§/_¢
Perspective : . ) ) ) -
Orrtime Delivery | Fast Servicé Product QuaIiM

- / - \ /

Internal 4 T

Process Customer Management Procéslsogistic Proces}? Production Proceas
Perspecti
pective o o -
Learning & - — —
Growth Motivated Culture  Skill Personne‘! Excellent IT/IS
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Vision

Strategic
Issues

Strategic
Objectives

Resources
Enablers
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Resource Allocation Concept

___
| — O
—r
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Work Breakdown Structure (WBS)
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Work Breakdown Structure (WBS)
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Financial perspective

Return on Capital Employed

Growth in Profit

PBIT as a % of Sales

Positive Cashflow Movement

Sales Growth
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12% 12%

36% 11%
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276 289 292 299
12% 4% 4%
9% 32% 30%

153 157
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302 305
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12% 26%

153 134
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13%

Customer Perspective

Customer Satisfaction

Customer Retention

Sales Mix

Availability of Stock Range

Customer Senice Standards
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Internal Perspective

Operational Efficiency

Operational Standards

Best Practice
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Supplier Perspective

Lowest Total Cost Provider

43

Market, Product and Senice Innovation

Supplier Performance

Supplier Health Check (Market Share)

Spend with Approved Suppliers
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37 38 42 44

37 38 42 44
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276 289 292 299
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People Perspective

Staff Retention

Completed Development Activity

Employee Satisfaction

R2G Awareness
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