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Session 1: Vision and Mission
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Setting a long term direction for the NGO

* Vision must be clear

— Are we really clear about our
motivation?

* Mission must be doable

Core values must be clearly
communicated-internally and
externally

Objectives must be achievable

5/26/2014
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A strategic vision describes management’s
aspirations for the future and delineates the
company’s strategic course and long-term
direction

The distinction between a strategic vision
and a mission statement is fairly clear-cut:

— A strategic vision portrays a firm’s
aspirations for its future (“where are we
going”)

— A firm’s mission describes its purpose and

its present business (“who we are, what we
do, and why we are here”).

Supported by

IBM’s Mission ki
At IBM, we strive to lead in the
creation, development and
manufacture of the industry’s most
advanced information technologies.

We translate these advanced
technologies into value for our
customers through our professional
solutions and services business
worldwide.
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Nestle’s Mission "5 sece
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Nestle does not favor short-term profit and
at the expense of successful long term
business development.

Nestle is conscious of the fact that the
success of a corporation is a reflection of
the professionalism, conduct and ethical
values of its management and employees,
therefore recruitment of the right people,
and ongoing training and development are
crucial.

Nestle recognizes that consumers have a
legitimate interest in the company behind
the Nestle brands, and the way in which the
Nestle Company operates.
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i H H & tEx z
Walt Disney’s Mission © @ ===

* Walt Disney’s primary financial
goals are to maximize earnings and
cash flow from existing businesses
and to allocate capital profitably
toward growth initiatives that will
drive long-term shareholder value.
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e Salvation Army ${(HE

raised, Spirit-filled Army for the 21st Mission
calling, moving forward together

The Salvation Army, an international movement, is

life an evangelical part of the universal Christian
Church.
leaders ¢ Its message is based on the Bible.
and self-denial e Its ministry is motivated by the love of God.
¢ Its mission is to preach the gospel of Jesus
Id of the hurting, broken, lonely, Christ and to meet human needs in his name
ing them in love by all means without discrimination.

d ministry
and children
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Tung Wah Group of
Hospitals
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* Vision
ong Kong's leading To fulfill the needs of the society
ization, known and and to provide high quality

rIQW|de, and . services at low rates.
uished for service

nity. * Mission

To heal the sick and to relieve
fessional, quality the distressed; to care for the
ed social services elderly and to rehabilitate the
ity, under disabled; to promote education
t-effective and to nurture youngsters; and
to raise the infants and to guide
the children.
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* Vision
To bring future happiness to

children through fun and active
learning.

* Mission
To empower children by raising
their skills and exposure through
multi-disciplinary, extra-
curricular learning, while freeing
up their parents to pursue
employment and thus better the
lives of the entire family.

contribute to all aspects of life.

the power of work.

Mission Goodwill works to enhance the dignity and
quality of life of individuals and families by
strengthening communities, eliminating barriers power of communities
to opportunity, and helping people in need
reach their full potential through learning and

dwill Industries Vs United Way

- Goodwill Industries United Way

Vision  Every person has the opportunity to achieve
his/her fullest potential and participate in and

United Way envisions a
world where all
individuals and families
achieve their human
potential through
education, income

stability and healthy lives.

by mobilizing the caring

around the world to

United Way improves lives

advance the common good.
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* A firm’s core values are the beliefs,
traits, and behavioral norms that
the firm’s personnel are expected
to display in conducting the firm’s
business and pursuing its strategic
vision and mission.

" Core Values ®/iEcEs

Example: Core Values for Amazon

Core Values for Amazon

¢ Customer We start with the customer and work backward.
Obsession
¢ Innovation If you don’t listen to your customers you will fail. But if you only
listen to your customers you will also fail.
¢ Bias for We live in a time of unheralded revolution and instrumental
Action opportunity—provided we make every minute count.
¢ Ownership Ownership matters when you're building a great company. Owners
think long — term, please passionately for their projects and ideas,
and are empowered to respectfully challenge decisions.
¢ High-Hiring When making a hiring decision we ask ourselves: “Will | admire
Bar this person? Will | learn from this person? Is this person a
superstar?”
¢ Frugality We spend money on the things that really matter and believe that
frugality breeds resourcefulness, self-sufficiency and intention.

Thompson, Peteraf, Gamble and Strickland (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill Education
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Objectives (E &) BloEcEs

* Objectives are an organization’s
performance targets

— the specific results management
wants to achieve.

Managerial implications

5/26/2014
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What are we doing? 7 ® ===

Is our guiding vision clear to all of us? and
does it have a long term direction?

Are we doing it for the sake of others or
ourselves?

Are we motivated by profit, opportunities
or perceived social problems/need?

Are we enthusiastic and passionate about
our vision and mission to a point where we
are committed to overcome challenges and
obstacles?

Supported

by
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In-class Exercise

* Write down your NGQO'’s vision,
mission, core values, and objectives

e See if there is a need to revise?

* If so, give it a go. In the next ten
minutes, write it down

5/26/2014

10



Supported by

@ iExCELZ

Supported by

Session 2: Fitting external environment
with internal capabilities

21

Supported by

'external environment Ap—_
internal capabilities

* Ask if we fully understand the real need

of the society or community which we

aim to serve

— To achieve this, we use a strategic
framework, PESTEL analysis

* Ask if the need we identified earlier still

exists. If it has changed, how has it

changed?

— To achieve this, we use a strategic
framework, Porter’s five forces model

5/26/2014
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Components of a Company’s Macro-Environment

Macro-Environmans

Economic Conditions

land (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill Education

by
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rter’s Five Forces Model® @ ==

The nature of competition is embodied in five
competitive forces:

(1) The threat of new entrants

(2) The rivalry among the existing
competitors

(3) The bargaining power of suppliers
(supplier power)

(4) The bargaining power of buyers
(buyer power), and

5) The threat of substitute products or
services.

24
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The stronger each of these forces is, the
more limited is the ability of established
companies to earn greater profits.

strong competitive force can be
egarded as a threat because it depresses
rofits. A weak competitive force can be
garded as an opportunity because it
ows a company to earn greater profits.

25

Puotential
Entrants

Threat of
MNew Entrants
Industry
Bargaining Power| Competitors | Bargaining Power

of Suppliers of Buyers
Suppliers ———» U +——— | Buyers

Rivalry among
existing firms

Threat of
Substitute Products

or Service

Substitutes

26
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Threat of New Entrants © © i5t==

A company’s competitive position
will be threatened by the entry of
new competitors who offer the same
products or services at lower prices
or with some other advantages.

The threat of new entrants is a
function of the height of entry
barriers, which make it costly for
companies to enter an industry.

27

. Threat of New Entrant "'_g_f*._gf,_;gui*

ollowing are the key sources of barriers to
new entry:
(a) Brand loyalty

(b) Absolute cost advantages (e.g., favorable
access to raw materials)

(c) Scale economies
(d) Regulations to entry (e.g., licensing)
e) Capital requirement (e.g., physical facilities)

f) Exclusive access to suppliers and distribution
channels (e.g., shelf space)

) Potential retaliation from the existing

companies
28
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ry among existing firms 5 o is.ce
The degree of rivalry involves the extent to
which competition within an industry is intense.
The degree of rivalry is determined by the
following factors:

(a)Competitive structure (As the number and the size
of competitors within an industry get larger, the
competition becomes more intense)

(b)Demand Condition (As the growth rate of demand
gets larger, the competition becomes less intense)
(c)Exit Barriers (As the barrier to exit from an industry
becomes higher, the competition becomes more
intense due to over supply)

- e.g., specialized assets, strategic barriers,

emotional barriers
29
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3. Supplier Power Bloiecas

Supplier power allows suppliers to
squeeze industry margins by increasing
prices offered to buyers.
The bargaining power of suppliers is
determined by the following factors:
(a) Small number of suppliers relative to
buyers
(b) High level of dependence on a supplier
(c) No effective substitutes
d) High switching cost (high cost of switching
suppliers)
) High possibility of a supplier's (forward)
integration
30

5/26/2014
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4. Buyer Power BloiEcEs

Buyer Power allows buyers to squeeze
industry margins by pressing firms
(suppliersLto reduce prices or to
increase the level of services or quality
of products offered without
recompense.

The bargaining power of buyers is
determined by the following four
major factors:

(a) Small number of buyers relative to suppliers

(b) High level of dependence on a buyer

(c) High switching cost

(d) High possibility of a buyer's (backward)

integration

31

. Threats of substitutes 7 ® ===

Substitutes involve the products of
different business or industries that
can satisfy similar customer needs in
the industry.

Following are some examples:
metal vs. plastic body frame of a car
videotape vs. LD vs. VCD vs. DVD
cassette tape vs. CD-RW

CD vs. MD vs. MP3

sugar vs. high-fructose corn syrup (HFCS)

dial-up telephone vs. mobile phone vs. IP
telephone

32
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33

lentification of external 57y .c.cci .

ends and real need

Alignment to internal NGO’s
capabilities

We examine organizational
capabilities using the following;
1. SWOT

2. Value chain analysis

. Strategic mapping

5/26/2014
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The SWOT analysis

in SWOT Analysis: Identify the Four Components of SWOT,
usions, Translate Implications into Strategic Actions

What Can Be Gleaned from the
SWOT Listings?

Conclusions cencerning the company’s overall

business situation:

* Where on the scale from “alarmingly weak" to
“exceptionally strong” does the attractiveness of the
company's situation rank?

* What are the ive and
company’s situation?

ts of the

and (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill Education

5/26/2014
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Resources EI==.
ble Assets Intangible Assets
ive (e.g., land, |Knowledge based (e.g.,
ssets, capital, |skill, brand, technology,
etc.)
quire in a Difficult to acquire in a
market
depreciated |Value to be increased by
use
only in one |Can be used repeatedly
lace and in multiple places at
the same time
Capabilities ki
* A subset of resources that enable a
firm to take full advantage of other
resources
— e.g., marketing skill, cooperative
relationships, teamwork

19
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* Financial resources

— Money that firms use to conceive of and
implement strategies

Physical resources
— Physical technology used in a firm
Human resources

— Training, experience, intelligence, and insight
of managers and workers in a firm

Organizational resources

— Formal planning, controlling, and coordinating
systems, informal relations among groups

39

he Value Chain Analysis

5/26/2014
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entative Company Value Chain

A A A A A

Primary
Activities

nd (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill

The Strategic Mapping
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GLOBAL, BROAD-LINE

REGIONALLY-FOCUSED
BROAD-LINE
NATIONALLY FOCUSED
: GLOBAL SUPPLIERS OF
INTERMEDIATE LINE INTERMEDIATE MODEL
NATIONALLY- FOCUSED,
SPECIALIST HIGH END
al GEOGRAPHICAL SCOPE Global

rant www.contemporarystrategyanalysis.com
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In-class Exercise 80

* |dentify some external trends, changes
that affect your organization

Is your organization capable of
responding to the identified
trends/changes?

Are there any internal areas that may
require some special focus/attention?

Draw a strategic position map for your
organization

5/26/2014
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Managerial implications
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o internal capabilities

Linking the SWOT, value chain analysis and
strategic mapping frameworks, together they
should inform whether we have what it takes to fill
the(se) social gap(s)?

If so, how can we enrich our strength to seize
perceived opportunities

If not, or in the areas that do not, how can we
mitigate our weakness and overcome threats

5/26/2014
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Session 3: Measuring performance

e measure, we need to know; how to
monitor; and that improving is critical, as
d)rmance is not constant; change is.

ccess, does not imply future success

5/26/2014
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Constant monitoring "5'g icce
process "

* Continuous improvement

— People, capability development,
organizational structure

* Incremental change: Best practices,

benchmarking, TQM,

* Monitoring, revising, changing (require

data collection, e.g. six sigma)

Radical change if needed: business
process reengineering

ING BEST PRACTICES AND EMPLOYING
ROCESS MANAGEMENT TOOLS <

Benchmarking

land (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill Education

5/26/2014
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Triple bottom lines Blejie

* Social: People

— Our employees happy and motivated and
the work climate suitable

— Work/life balance?

* Environment: Planet

— Sustainability

* Economic: Profit

— Resource allocation

— Return on Investment
— Financially responsible

ine: Excelling on Three Measures of Company Performance

Goal = Excellence in all three performance dimensions

land (2014) Crafting and executing strategy: The quest for competitive advantage, 19e, McGraw-Hill Education

5/26/2014
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Playtao Education is a social enterprise
initiative that aims to address Hong Kong'’s
growing education needs, with a special focus
on children of low income family.

Social Impact

0 Improvement in Playtao students' academic
attitude, interpersonal relationships and
behavior.

Creates the opportunity for mothers of low-
income children to take up full-time
employment.

Top students learn about the condition of their

less-privileged counterparts through hands-on
involvement in teaching and program design.

Supporied by
® IExCELS

Session 2: Enhancing partnership
and collaboration

(IsR S 1 R BIBFRR)
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Guest Speaker ki

Dr. llex Lam

Founder, “I Enterprise” and “I Florist”
Director, Fullness Social Enterprise Society
PR GRIF A
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55
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Strategy ==

Developing an organization’s strategy = deciding
where an organization wants to be and setting
out the steps to get there

Operations are what firms do on a day to day
basis to get there.

Often non-profit managers spend all their time
doing in order to cope with underfunded and
under-resourced conditions, essentially
perating in crisis mode, without developing a
ue strategy.

5/26/2014
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Insights from our B @ ieCEs
survey

The attention/time devoted to strategic
management issues in the organizations

=

i Stakeholder Management

u External enviornment analysis

i Internal Organization Analysis

i Strategic Positioning of the Organization

i Competition for Resources

I Measurability of Results

1 Establishment of strategic alliances/ partnerships

Neutral Slightly High High Extremely

High

Strategic Positioning

Who will be
served?

Key Issues
in
Strategic Positioning

What needs will
be satisfied?

How will those
needs be satisfied?

58
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Market segmentation

— A process used to cluster people with similar
needs into individual and identifiable groups.

All Customers

Consumer Industrial
Markets Markets

59
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etermining Which oo imms
ustomer Needs to Satisfy

Customer needs are related to a product’s
benefits and features.

Customer needs are neither right nor wrong,
good nor bad.

Customer needs represent desires in terms
f features and performance capabilities.

60

5/26/2014
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petencies Necessary to Satisfy
stomer Needs

Firms use core competencies to

implement value creating strategies
that satisfy customers’ needs.

61

ermining Core O iECES

' Strategic Positioning

Competitive Advantage

Cost Uniqueness

road Cost Leadership Differentiation

arget

Integrated Cost

Leadership/
Differentiation

Focused Cost
Leadership Focused Differentiation

62

5/26/2014
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Low cost strategy =~ © =5

Lower cost is the ability of a firm to design,
produce, and market a comparable product
more efficiently than its competitors.

A firm pursuing low cost strategy produce
comparable products at lower cost.

— E.g., Many Chinese electronic appliances firms
achieve cost advantage against foreign
competitors by employing low-wage but highly
productive labor forces and modern process
technology purchased or licensed from foreign
suppliers.

63
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es of Cost Advantage 7 © ===

* Economies of Scale

— average cost per unit falls as quantity
increases until the minimum efficient
scale is reached

— are a cost advantage because
competitors may not be able to match
the scale because of capital
requirements (barrier to entry)

64
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* Learning Curve Economies

— A firm gets more efficient at a process
with experience

— the more complicated/technical the
process, the greater the experience
advantage

65
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 Differential Low-Cost Access to Productive

Inputs

— Productive inputs are any supplies used by

a firm in conducting its business activities
* E.g., labor, capital, land, and raw materials

— A firm that has differential low-cost access

to one or more of these factors is likely to

have lower economic costs compared to
rivals.

66

5/26/2014
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* Technology-based Cost Advantages

— Technology

* Machines, computers, and other physical
tools that firms use to manage their
business

— Firms with the latest manufacturing
technology will enjoy cost advantage
compared to similar-sized firms that do
not have the latest technology

67
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Low cost strategy BlejietEs

Cost saving actions required by this strategy:
— Building efficient scale facilities

— Tightly controlling production costs and
overhead

— Minimizing costs of sales, R&D and service
Building efficient manufacturing facilities

Monitoring costs of activities provided by
outsiders

implifying production processes

5/26/2014
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fferentiation Strategy ° © =5

Differentiation is the ability to provide
unique and superior value to the buyer in
terms of product quality, special features, or
after-sale service.

Differentiation allows a firm to command a
remium price (due to greater perceived
alue of goods), which leads to superior
rofitability.

E.g., German machine tool producers compete

with differentiation strategies (high product
performance, reliability, and responsive service)

69
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 Attributes of a Firm’s Products or Services
— Product Features

— Product Complexity

— Timing of Product Introduction

70

5/26/2014
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* Relationship Between a Firm and its
Customers

— Product Customization
— Consumer Marketing
— Product Reputation

7
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Focus Strategies b

An integrated set of actions taken to
produce goods or services that serve the
needs of a particular competitive segment
(narrow competitive scope)

Examples of specific market segments:

— Particular buyer group—youths or senior
citizens

— Different segment of a product line—
professional craftsmen versus do-it-yourselfers

— Different geographic markets—East coast versus
West coast

72

5/26/2014
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Focus Strategies b

ypes of focus strategies:

— Focused cost leadership strategy

— Focused differentiation strategy
Factors that drive focused strategies:

— A firm may lack the resources needed to
compete in the broader market

A firm is able to serve a narrow market
segment more effectively than can its larger
industry-wide competitors

73
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Strategic Positioning 7 © =5

Focused vs broad target market

— Segmentation

Differentiating services from others in the
same target market

— Uniqueness

— Complementarity

— Example: Food banks

ositioning in “user market” and in “donor
arket”

Crowded markets

> Positioning and clear strategy are crucial

5/26/2014
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oursurvey

The organization takes into account other organizations
operating in the same field when setting goals in terms of
impact

Al

isagree Slightly disagree Neutral Slightly agree Agree Strongly agree

Supported by

Strategic positioning 7 © =5

* Need for long-term focus and strategy

» Strategy needs to be re-evaluated on a
regular basis:
— Track trends in the environment

* Change in demographics

* Economic changes

* New organizations entering the same market
segment

* Legal and regulatory changes
— Evaluate resources and capabilities

= Adjust strategy and positioning if necessary to
ensure alignment of vision, mission, external
environment and resources and capabilities.

5/26/2014
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* Strategic Alliance

— Two or more independent firms cooperate
in the development, manufacture, or sale of
products or services

77

Strategic Alliance

Resources Resources
Capabilities Capabilities
Core Competencies Core Competencies

Combined
Resources -
Capabilities
Core Competencies

Mutual interests in designing, manufacturing,
or distributing goods or services

78

5/26/2014
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Joint Venture

— Two or more firms create a legally
independent company by sharing some of
their resources and capabilities

quity Strategic Alliance

— Partners who own different percentages of
equity in a separate company they have
formed

nequity Strategic Alliance

Two or more firms develop a contractual
relationship to share some of their unique
esources and capabilities

‘ 79

n’ t .4 2
rategic Alliances Create Valde—

g Current Operations

iting economies of scale

artner brings increased market share
/or manufacturing capacity

g from partners

rtner brings technology and/or
et knowledge

cost sharing

er bears a portion of the risk and/or
the alliance

80
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rategic Alliances Create Value

ing Entry and Exit

t entry into new industries
rtner provides instant access and legitimacy

g uncertainty
ces may serve as ‘real options’

ntry into new geographic markets

s provide local market knowledge, access,
itimacy with governments and customers

81

Collaboration: insights "5 g t=.ces
from our survey Z

Collaboration with for-profit organizations to jointly
achieve goals

but not currently Yes, the partnership is still going on

5/26/2014
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Collaboration: insights olimcms
fromour survey

llaborations with other non-profit organizations to jointly
achieve goals

Yes, the partnership is still going on

Collaboration: insights olimcms
fromoursurvey

Motivations for collaborations

ancial support Access to human Management support Increase awareness and Others
resources and assistance visibility of the
organization

5/26/2014
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The importance of "5'g iece
collaboration e

* Why collaborate?

— Creating awareness

— Getting resources

— Improve efficiency and/or impact

— Lobbying

* Types:

— Non-profits

— Joining umbrella organizations

— For profits: informally or more formally

Supported

The importance of "5'g ieces
collaboration (2)

* Risks associated with collaborating
* Finding suitable partners
* Formal vs informal collaborations

5/26/2014
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Conclusion

Hope we are all clear about our own answer to the
guestions we set out at the beginning of this session
— Why are we doing what we do?

— How can we do it better?

— How can we confirm our impact?

More importantly, we understand
— The importance of a clear vision guiding our strategic moves

The criticality of fit between external and internal, thus fully
appreciate all strategic options
Making confident strategic decisions

¢ That aim to be accountable and responsible to the identified social needs

Strategic moves positively impact our community

Supported by
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Conclusion B0oEs

* Firms should choose the strategic
positioning

— competitive scope, or target segments
(narrow vs. broad).

— Differentiation vs low cost strategy
Firms should choose the right partners

88
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