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Part 1. Business strategies in high-innovation potential
areas (Nanotechnology, Industry 4.0, Artificial
intelligence)

VNNID

4.0

1. Business strategies: the role and key terms
2. Top Al technology startups in 2023
3. How to Get a Startup Idea

4. Business strategy process

ZP(u;e 2




=&

Part 2. Workshop on developing business strategy in
high-innovation potential areas (Nanotechnology,
Industry 4.0, Artificial intelligence)

VNNID

4.0

1. Strategic analysis
2.Formulating vision, mission and goals for business in high-innovation potential areas
3. Strategy developing — Business Model Canvas

4. Branding in business strategy

IP(u;e 3




=&

1.Business strategies: the role and key terms

VNNID

4.0

The term “strategy” originated in the Greek military lexicon. The Greek word “strategos” (ctpoTnyia)
consists of “stratos”, i.e. “army, and “ago”, i.e. “leading”. At that time the term meant the art of
understanding the nature of war and the principles of leading an army.

-

The modern meaning of strategy in business appeared in the middle of the 20th century. In 1962, the
economist Alfred Chandler Jr. used the term “strategy” in his work “Strategy and Structure” with
reference to running a company/a business. He proved that business structure is determined by its
strategy, and that environmental changes lead to strategic alternatives, which may, in turn, cause changes
in organizational structure.
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1.Business strategies: the role and key terms

VNNID

4.0

Business Activity

Strategy at different levels

lcm‘;':‘e } Corporate Strategy
l e I' 8 l o \ } Business Level Strategy

l Finance lMa"‘e""g l°"°’aﬁ°“'°‘ Ipe’”""e' \} Functional Level Strategy
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1.Business strategies: the role and key terms

VNNID

* competitive advantage

4.0

* strategists

 vision and mission statements

* external opportunities and threats
* internal strengths and weaknesses
* long-term objectives

* strategies

* annual objectives

* policies
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Competitive Advantage

VNNID

Strategic management is all about gaining and maintaining competitive advantage

4.0

This term can be defined as “anything that a firm does especially well compared to rival
firms” When a firm can do something that rival firms cannot do, or owns something that
rival firms desire, that can represent a competitive advantage.

SONY
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Strategists

VNNID

Strategists are the individuals who are most responsible for the success or failure of an
organization.

4.0

They track industry and competitive trends, develop forecasting models and scenario
analyses, evaluate corporate and divisional performance, spot emerging market
opportunities, identify business threats, and develop creative action plans.

Strategists differ as much as organizations themselves, and these differences must be
considered in the formulation, implementation, and evaluation of strategies. Some
strategists will not consider some types of strategies because of their personal philosophies.

Strategists differ in their attitudes, values, ethics, willingness to take risks, concern for social
responsibility, concern for profitability, concern for short-run versus long-run aims, and
management style.
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Vision and Mission Statements

Mission statements are “enduring statements of purpose that distinguish one business from

other similar firms. A mission statement identifies the scope of a firm’s operations in
product and market terms.”

A mission statement is a constant reminder to its employees of why the organization exists
and what the founders envisioned when they put their fame and fortune at risk to breathe
life into their dreams.
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External Opportunities and Threats

VNNID

4.0

External Opportunities and Threats refer to economic, social, cultural, demographic,
environmental, political, legal, governmental, technological, and competitive trends and
events that could significantly benefit or harm an organization in the future.

© Bref Geoup 2015
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Internal Strengths and Weaknesses

Internal Strengths and Weaknesses are an organization’s controllable activities that are
performed especially well or poorly.

Strengths and weaknesses are determined relative to competitors.

Internal factors can be determined in a number of ways, including computing ratios,
measuring performance, and comparing to past periods and industry averages. Various
types of surveys also can be developed and administered to examine internal factors such as
employee morale, production efficiency, advertising effectiveness, and customer loyalty.

RGO
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Long-Term Objectives

VNNID

Objectives can be defined as specific results that an organization seeks to achieve in
pursuing its basic mission.

4.0

Objectives should be challenging, measurable, consistent, reasonable, and clear. In a
multidimensional firm, objectives should be established for the overall company and for
each division.
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Strateqies

Strategies are the means by which long-term objectives will be achieved.

VNNID

4.0

Business strategies may include geographic expansion, diversification, acquisition, product
development, market penetration, retrenchment, divestiture, liquidation, and joint ventures.

In addition, strategies affect an organization’s long-term prosperity, typically for at least
five years, and thus are future-oriented.
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Annual Objectines

Annual Objectives are short-term milestones that organizations must achieve to reach
long-term objectives. Like long-term objectives, annual objectives should be
measurable, quantitative, challenging, realistic, consistent, and prioritized. They
should be established at the corporate, divisional, and functional levels in a large
organization.

VNNID

4.0

Annual objectives should be stated in terms of management, marketing,
finance/accounting, production/operations, research and development, and
management information systems (MIS) accomplishments.

A set of annual objectives is needed for each long-term objective.

Page, 14
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Peolicies

Policies are the means by which annual objectives will be achieved. Policies include
guidelines, rules, and procedures established to support efforts to achieve stated objectives.

VNNID

4.0

Policies are guides to decision making and address repetitive or recurring situations.

Policies allow consistency and coordination within and between organizational departments.

P(uge 15
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3 °JJ@|0'AI tecfuwl’sgg startugs in 2023

OpenAl

VNNID

4.0

In November 2022, OpenAl launched ChatGPT, a chat aimed at natural language
answering questions, translating, and generating improvised text. It reached over a million
signups within the first five days and projected a US$200 million revenue for 2023 and US$1
billion for 2024.

@OpenAI
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3 Tép‘AI tecfuwﬂ@gg startugs in 2023

VNNID

Observe.Al

4.0

Observe.Al provides natural language tools to track voice and text conversations. Its Intelligent
Workforce Platform transforms contact centers by embedding Al into customer conversations,
optimizing agent performance, and automating repeatable processes that drive revenue and retention.

In March 2022, the company stated that ARR was up 150%, with customer interactions analysed by its
Al up 3x, a 426% increase in Al-powered agent evaluations, and a 201% increase in Al-powered agent
coaching sessions.

Observe.Al has raised US$213mn in funding

W= OBSERVE-Al
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3 °JJ@|0'AI tecfuwl’sgg startugs in 2023

VNNID

Deep 6 Al

4.0

Deep 6 Al is a healthcare Al startup that is revolutionizing the way medical professionals diagnose and
treat patients. The company’s Al algorithms can analyze large amounts of medical data, helping medical
professionals make more informed decisions and improve patient outcomes.

D==P6 Al
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Téla‘ Al tecfuwl’,@gg startyps in 2023
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3 Top Industry 4.0 Startups in 2023

Robco

VNNID

4.0

Robco is a German startup that develops modular robot Kits and software-based automation solutions.
The startup’s robot-as-a-service solution provides 2 to 7-axis robots with changeable modules for high
uptime and flexibility. Besides, the startup’s robotic automation guide proposes the most suitable robot
setup along with virtual training based on lidar scans of the production environment.

ROBCO
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°TG|D‘ 3 Inxfustrg 4.0 Startups in 2023

VNNID

i4Twins facilitates Digital Twin Creation

4.0

i4Twins is a Canadian startup that makes a no-code digital twin platform to build, validate, simulate, and
test industrial designs. It features status twins, operational twins, and simulation twins through an online
browser-based electronic prototyping workspace. Besides, the open platform supports multiple operating
systems, uses artificial intelligence (AI), and contains a repository to share and manage designs and
descriptions. As a result, i4Twins’ platform enables engineers and factory designers to create and
experiment on different physical topologies.

SO
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3 Top Industry 4.0 Startups in 2023

VNNID

iSIMplatform aids Factory Management

4.0

Turkish startup iSIMplatform makes a software platform to digitize factory equipment and operations. It
manages smart and integrated industrial systems through 2D and 3D maps and models. The platform’s
other features include on-premise and cloud installation, fully web-based architecture, as well as adaptive
and simultaneous updatable workflows. This way, the startup’s solution allows factory owners and
operators to monitor equipment in real time and receive instant notifications and reports.
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

1) Look for Founder-Market Fit

A great way to find the right startup idea is to think about your unique skills, expertise, and
relationships and how those could be used to build a product. By creating a startup around
these unique personal advantages, you’re finding what’s called founder-market fit.

If you already have a co-founder or a team, think about your collective knowledge and what
your team is particularly good at.

Paul Allen and Bill Gates, co-founders of Microsoft, are an example of a founding team who
had a perfect founder-market fit for the company they built. They studied computer
programming and computer science, and their idea for their startup utilized both of their
skills perfectly.
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4.0
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

2) Solve a Personal Problem (Bottom-Up Approach)

Some of the most successful startups have been created to solve their founders’ personal
problems.

For example, DoorDash’s founders built their vastly successful food delivery app because
they couldn’t get Thai food delivered to them in the suburbs, and they saw the need for an
easy-to-use delivery app that functioned everywhere.
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

3) Consider Your Passions

Whether it’s applied to finding a career or coming up with a startup idea, “follow your passions” is a piece of
generic advice you’ve probably heard a lot. But, there is some value to be had from it in terms of coming up
with a business idea.

The most successful startups succeed because their founders are passionate about the projects, so they stay
committed to working on them through all the ups and downs (of which there will be many when you’re
working on a startup).

A good example of a startup that was founded because of a passion is Duolingo, the free language learning
app. Duolingo’s founders, Luis von Ahn and Severin Hacker, were passionate about education and wanted to
give people a free way to learn languages as an alternative to expensive courses, tutors, and textbooks.

Page 27T
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

VNNID

4.0

4) Come Up With Ideas Around Something New (Top-Down Approach)

Rather than coming up with a product or service to solve a personal problem, as the bottom-up approach
does, the top-down approach to finding a startup idea looks for new technologies or situations in the world to
build a company around.

A good example is all the new businesses, products, and services that sprung up because of the unique
situations presented by the COVID-19 pandemic.

Page, 28
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

VNNID

4.0

5) Employ Strategic Foresight
Strategic foresight consists of making informed and educated guesses about the future.

To use strategic foresight to find an idea for a startup, look at past recurring trends, and think about how they
might affect the future to try and predict coming market trends.

Specific areas to consider in order to employ strategic foresight include trends and developments in PEST.

Indiegogo’s founder, Danae Ringelmann, predicted that Securities and Exchange Commission (SEC) laws that
prohibited people from investing their money online would be rewritten because they were originally made
when modern technology didn’t exist.

This strategic foresight led Ringelmann to start building Indiegogo. As it turns out, she was right about the
SEC law changes, and Indiegogo became one of the first major crowdfunding platforms when it was launched

in 2007.
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

6) Think of a Variation of a Recently Successful Company

Look for new companies making headlines because of their recent success, then come up with new variants of
them.

For instance, imagine that Airbnb was just launched and it’s changing how people book places to stay on
vacation.

You might come up with something that’s “like Airbnb, but for pets,” which allows you to find people to stay
at your home with your pets or take care of your pets at their homes when you go out of town.

Page 30
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

7) Search For an Industry That is Broken

Many industries are outdated and struggling to keep up with the needs of their users in modern times. Any of the
industries might be a good one to develop a new product or service in.

For example, certain financial sectors, like insurance and lending, have been traditionally very slow to adopt ne
technologies and provide digital services to their clients.

One example of a company that had an idea to fix a broken industry is Stripe. Stripe’s founders saw that it was
very hard for people in the online sales industry to accept credit card payments online, so they set out to build a
platform that would make it incredibly simple and easy.

Page 31
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

VNNID

4.0

8) Crowdsource an Idea
Even if you don’t have a personal problem you can solve with a product or service, someone close to you might.

Ask friends, family members, colleagues, and other people in your social and professional circles what products
and services they wish existed to help you come up with an idea for your business.

?Puge 32




Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

9) The 10x Rule

The 10x rule is the idea that you can build a great product by “10xing” something — making it 10x easier,
10x faster, 10x more fun, or making the user experience 10x better in some other way.

So, what you do to get a startup idea this way is look at things that already exist, then think of ways you
can drastically improve them.

For example, Superhuman is an email app that redesigned the email experience from the ground up to
make the “fastest email in the world.”

THE
10X
RULE

Page, 33
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Houo teo Get a Startup Idea:
10 Actisnable Frameuwsrks

10) Find Ways to Use Otherwise Idle Assets
There are idle assets all around us that you could potentially find a way to utilize through a new product or servi

Assets can be anything, too. For example, many people have skills that are not being utilized, so you could develo
an app that allows them to use those skills in some way.

A great example of a company that found a way to utilize idle assets is Airbnb. Airbnb’s creators realized that to
of people had spare rooms in their homes or extra properties that were just sitting empty most of the time, so the
built an app that allowed people to rent these underutilized spaces out.

Page 34
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VNNID

4.0

Builds a
sustainable
business.

Can the idea be turned into a
sustainable business that
creates value over
the long-term?

Solves a
problem.

Could your idea solve
a big problem, and have
a large positive impact on
a significant number
of people?

the best
startup
ideas

Uniquely
positioned.

Are you uniquely positioned
to solve the problem and
you want to dedicate 5 to

10 years of your life?
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VNNID

Step 1

4.0

(in 3 teams)
To 'ufentifg e pr@f)l)pm v your (fﬂirg fife (medicine, educatier, teurism, transpert, ... )

Problem:
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Solution 2:

Solution 3:

Solution 4:
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Part 2. wgrhspr' on deweloping business strakeqy in Fu.gﬁr
innewatien petential areas ( techneteqy, Industry 4.0,

VNNID

4.0

1.  Strategic analysis
2.  Formulating vision, mission and goals for business in high-innovation potential areas
3. Strategy developing — Business Model Canvas

4. Branding in business strategy
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Business strategy precess

VNNID

“Business strategy process is a method by which managers conceive of and implement a
strategy that can lead to a sustainable competitive advantage”

4.0

“Itis a process by which an organization establishes its objectives, formulates actions
(strategies) designed to meet these objectives in the desired timescale, implements the
actions, and assesses progress and results”

Page 3%10
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Business strateqy precess

VNNID

There are many components of the process which are spread throughout strategic
planning stages.

4.0

Most often, the strategic planning process has 4 common phases:
* Situation Analysis

* Strategy Formulation

* Strategy Implementation

* Strategy Monitoring

ENVIRONMENT STRATEGY STRATEGY STRATEGY
SCANNING FORMULATION IMPLEMENTATION EVALUATION
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The first phase - Strategic Analysis

Business analysis models are useful tools and techniques that can help you understand your
organizational environment and think more strategically about your business. Dozens of

generic techniques are available, but some are used more frequently than others do. These
include:

VNNID

4.0

* SWOT (strengths, weaknesses, opportunities, threats) analysis
« PESTLE (political, economic, social, technological, legal and environmental) analysis
* Stakeholder analysis

* Porter's Five Forces framework

Page 42 \r
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VNNID

4.0

What is PESTLE
Analysis?

m A PESTLE analysis is a framework or tool
used by marketers to analyze and monitor
the macro-environmental (external
marketing environment) factors that have
an impact on an organization. The result of
which is used to identify threats and
weaknesses which is used in a
SWOT analysis.
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Francis Aguifur

VNNID

- Harvard professor Francis Aguilar is thought to be the creator of
PEST Analysis. He included a scanning tool called ETPS in his 1967
book, "Scanning the Business Environment." The name was later
tweaked to create the current acronym.

* Francis Joseph Aguilar (August 19, 1932 - February 17, 2013) was an
American scholar of strategic planning and general management.

* He served as consultant to many firms and on the boards of Dynamic
Research Corporation and Bentley University.

B
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‘Understanding the teel

The aim of doing PESTLE is to:

VNNID

4.0

find out the current external factors affecting an organization;
identify the external factors that may change in the future;

to exploit the changes (opportunities) or defend against them (threats) better than
competitors would do

Macro environment

Political Economic

Legal \ Indlfstry / Ethical

™

i 1 A\
> ¢ Firm

| ) <
Demographic R V\Socio-CulturaI

Technological Environmental
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PESHE Anaﬁgsife(i :\sse.fuf, for four main

* It helps you to spot business or personal opportunities, and it gives you advanced
warning of significant threats.

VNNID

4.0

* It reveals the direction of change within your business environment. This helps you shape
what you're doing, so that you work with change, rather than against it.

* It helps you avoid starting projects that are likely to fail, for reasons beyond your control.

* It can help you break free of unconscious assumptions when you enter a new country,
region, or market; because it helps you develop an objective view of this new

i

PESTLE

Ana IYSiS Environmental
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The 6 factors make up the acronym
PESTEL.

Each letter represents one factor. It is often
called PESTLE.

You may these factors using other tests
too. PEST, STEEP, and STEEPLE are similar
analyses. Some other variations are
STEPJE, STEP, and LEPEST.

Managers can choose any based on the
nature of the firm and the factors they wish
to study.
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PESHE analysis

VNNID

4.0

Political Factors Economic Factors

m The political factors account for all the political m The economic factors take into view the
activities that go on within a country and if any economic condition prevalent in the country and
external force might tip the scales in a certain if the global economic scenarios might make it
way. shift or not.

= Trading policies
= Government changes
*  Funding

= Disposable income

*  Unemployment level

. . = Foreign Exchange rates
Foreign pressures

= Conflicts in the political area * Interest rates

» Shareholder and their demands = Trade tariffs
= Inflation rate
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PESHE analysis

VNNID

4.0

Social Factors Technological Factors

m  Social factors are your consumers. You need to look m Technology can be directly involved with company
at buying habits, emotional needs, and consumer products, like manufacturing technologies.

behaviour in this section. Because these are the
people who directly influence your sales.

= Technological development

*  Ethnic/religious factors » Research and development
* Major world events »  Associated Technologies

* Demographics = Patents

= Consumer opinions and attitudes

= Licensing
* Information technology
=  Communication

= Trends
* Education
= Brand preferences
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PESHE analysis

VNNID

4.0

Legal Factors Environmental Factors

m Environmental factors have to do with geographical

m Legal factors have to do with all the legislative and locations and other related environmental factors
procedural components in an economy. Also, this that may influence upon the nature of the trade
takes into account certain standards that your you're in. For example, agri-businesses hugely
business might have to meet in order to start depend on this form of analysis.

production/promotion.

»  Ecological

* Employment law = Environmental issues

= Consumer protection » Staff attitudes

* Industry-spesific regulations = Management style

= Competitive requlations = Environmental regulations
®  Future legislation = Consumer values

»  Environmental regulations
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PESHE analysis

These are the external forces affecting your organization that are brought on by government. They may include
laws, policies, regulation or de-regulation trends, governing bodies and leadership, foreign trade and foreign
relations, political issues and trends, tax policy—any political factors that could influence your organization’s 7 o
opportunities or threats.

Examples of Political Forces

NNID

Examples of political forces include:

* Changes in government/election cycles: Will the possibility of shifting party majorities in upcoming or recent election
affect regulation or de-regulation in your industry or a related industry? Does this create a threat or an opportunity?

* Fiscal policies: How might changes in tax codes affect your budget and profits? How can you prepare for this?

* Wars and conflicts: What recent or current conflicts might affect foreign relations and/or trade in your industry? What
you do to create stability?

* Legislation changes: Is there legislation (proposed or passed) that would substantially affect your operations or your
customers?

* Political movements: What issues are becoming increasingly important to the people in your target audience? How doe
this affect their relationship with your brand?

?Page 51




PESHE analysis A

E - O
xamples of Economic Forces —
The economic environment you operate in includes several factors to consider, such as general economic %
climate, taxation, and globalization. Inflation rates, shifts in consumer spending, supply chain issues, demand >
curves, and global economic health may all be a part of your economic analysis. 4.0

Examples of economic forces include:

Employment rates and compensation: Do you have a ready labor market, or are good team members hard t
come by? Which direction is the trend heading? What do you need to consider in terms of compensation to
bring on and keep talent in your industry?

Inflation: How is inflation affecting the price of your materials? How is it affecting your customers and their
spending?

Currency devaluations: How is your currency—and the currency of your customer base—performing? Ho
might this affect your costs and revenue?

Stock market and market values: What recent or predicted trends in the stock market do you see impacting
your industry and your organization?

?Page 52
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PESHE analysis

Social forces focus on the opinions and attitudes of consumers that relate to your product, as well as the changi
population and demographics of your operating market. Your analysis might consider social justice movements
and other trends, both in your immediate environment and in the broader environment your customers are coming,
from.

Examples of Social Forces

NID

Examples of social forces include:

Demographic changes: What are the ages, experiences and backgrounds, and racial and gender identities of
customer base? Religious beliefs: Are there religious or spiritual beliefs that intersect with your organization
your product? How can you be sensitive to those?

Consumer opinions: How do consumers feel about your product (or products like yours)? Are there positive
negative changes in this general sentiment?

Popular media: What current events, celebrity opinions, or other media influences will your consumers be
into? Are there any that might affect thoughts, ideas, and feelings about your organization, product, or brand?

?Page 53
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PESHE analysis

Examples of Technological Forces

VNNID

This focus area considers how technological forces may be impacting your organization. Changes in technolog
can affect your positioning as an organization. Some recent examples are the rise of cryptocurrency, the 4.0
emergence of work-from-home technology, AI developments, and even concerns over cyber security.

Examples of technological forces include:
* Increased emergence of AI: What capabilities do you see as opportunities for your organization?

* Energy usage: What new technologies would allow you to save on energy costs (both to your organization
to the environment)?

* Cloud software: What developments have been made to cloud storage to make it more effective, and are y
taking advantage of those developments? Conversely, are there security threats to be aware of in this softwar
your organization’s data?

* Internet: What improvements are available to maximize speed and reliability for the online work of your te
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PESHE analysis A

(@)

Examples of Legal Forces E
While similar to the political aspects, the legal elements in your PESTLE analysis examine the practical prd
application of those political factors into rules and regulations that impact your organization’s business or >
customers. Depending on your business, you may need to consider local and state laws as well as federal laws. 4.0

Examples of legal forces include:

* Patent and intellectual rights laws: How might developments or decisions in intellectual property law affe
you and/or your competitors?

* Protection laws: Are there consumer protection laws that would affect the way you interact with and do
business with your customers?

* Occupational safety laws: What occupational safety laws do you need to be aware of to conduct business 1
way that protects both your employees and your organization?

* Import and export laws: What legal parameters are there for ordering goods from other countries, as well a
for selling your product in other countries?
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PESHE analysis

Examples of Environmental Forces

Environmental factors are affected by weather, geography, climate change, and health crises. In addition to the
public health crisis caused by the pandemic, the world has also been impacted by wildfires and other natural

disasters across the globe. As an organization, you ought to consider the short-term and long-term impacts of
these accelerating changes.

Examples of environmental forces include:

* Climate change: How might short- and long-term effects of climate change, including rising sea levels and
increasing frequency of extreme weather, impact your organization and customers?

* Consumption of non-renewable resources: What necessary resources could become limited or depleted 1
future that would impair your business?

* Energy alternatives: What developments in clean energy might be accessible and beneficial for your
organization?
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‘Using the teel

The process of carrying out PESTLE analysis should involve as many managers as possible
to get the best results. It includes the following steps:

Step 1. Gathering information about political, economic, social and technological changes +
any other factor(s).

Step 2. Identifying which of the PESTLE factors represent opportunities or threats.

PESTEL

” ANALYSIS G
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PESHE analysis. Step 1

PESTLE Analysis Template

criteria examples

® government policies

e government term and
change

e funding, grants and
initiatives

® home market pressure-
groups

® international pressure-
groups

® wars and conflicts

political

economical

criteria examples

home economy
economy trends
overseas economies
general taxation
taxation system
seasonality 1ssues
market/trade cycles
specific industry factors
market routes trends
distribution trends
customer/end-user drivers
interest/ exchange rates
international trade and

monetary 1ssues

=&

VNNID

4.0




=&

. O
PESTE analusis. Step 2 =
Evaluation of the PESTLE Factors pd
(Template) >
Ne PEST Factors Strength of | Probability 4.0
influence of occurrence
(1 - the (1 - the Overall
lowest, lowest, srade
5 —the 5 — the
highest) highest)
POLITICAL FACTORS
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Stakeholders arml’gsis i strategic, [ar&mn.mg

Stakeholder Management is an important discipline that successful people use to win
support from others. It helps them ensure that their strategy succeed where others fail.

VNNID

4.0

The benefits of using a stakeholder-based approach are that:

* You can use the opinions of the most powerful stakeholders to shape your projects at an
early stage. Not only does this make it more likely that they will support you, their input
can also improve the quality of your project

e Gaining support from powerful stakeholders can help you to win more resources — this
makes 1t more likely that your strategy will be successful

* By communicating with stakeholders early and frequently, you can ensure that they
fully understand what you are doing and understand the benefits of your project — this
means they can support you actively when necessary

* You can anticipate what people's reaction to your project may be, and build into your
plan the actions that will win people's support.
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Stakeholders arwfgsis i strategic, [ar&mmng

The first step in Stakeholder Analysis is to identify who your stakeholders are.

VNNID

4.0

The next step is to work out their power, influence and interest, so you know who you
should focus on.

The final step is to develop a good understanding of the most important stakeholders
so that you know how they are likely to respond, and so that you can work out how to
win their support — you can record this analysis on a stakeholder map.
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Stakeholders arw.l’gsis in, strategic, p&mmng

The image represents a possible classification of
company’s stakeholders. This includes:

VNNID

4.0

 all the people whose work is changed in any way by
the project

€ *‘e;nal stakeholqers

Partner
organisation

Other senior
managers

* those who are affected by it

* those who provide resources for the project

* those who can obstruct, block or stall the work 1n
any way.

Functional
managers

Project
sponsor

Influential
individuals
or groups

Shareholders
Customers/
consumers

Project
team

Stakeholders may have conflicting or contradictory
needs and demands: the client may want changes to the
products, while the parent organisation wants profits,
which may be reduced if those changes are made.

()
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I(fentifl&[ and, enafuate stakeholders

Stakeholder analysis is a technique you can use to identify and
assess the importance of key people, groups of people, and
institutions that may influence the success of your activity or

project.

Stakeholder analysis helps assess a project environment, and to
determine how best to negotiate during discussions about the
strategy.

Low

Power

High

Puge 64

Level of interest

Low High
A B
Minimal effort Keep informed

c
Keep satisfied
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Step 1. I(fenﬁfg Ljour Stakeholders

The first step in your Stakeholder Analysis is to brainstorm who your stakeholders are.
As part of this, think of all the people who are affected by your work, who have influence
or power over it, or have an interest in its successful or unsuccessful conclusion.

VNNID

4.0

The table below shows some of the people who might be stakeholders in your job or in
your strategy:

Your boss Shareholders Government
Senior executives Alliance partners | Trades associations
Your coworkers Suppliers The press

Your team Lenders Interest groups
Customers Analysts The public
Prospective customers | Future recruits The community
Your family Key contributors | Key advisors

Page 65



https://www.mindtools.com/brainstm.html

Step 1. I({entifg Lour Stakehelders

These questions may help you to identify
company’s stakeholders:

Who is affected positively or negatively by the
strategy?

Who might want the strategy to succeed and who
might want it to fail?

Who has the power to cause the strategy to
succeed or fail?

Who controls or provides the resources and
facilities that will be needed?

Who has the special skills needed to make it
succeed?

Who are the positive and negative opinion
leaders?

Who exercises influence over other stakeholders?

Who are the less obvious stakeholders you have
puge 661101 CONSidered yet?

Your boss Shareholders Government
Senior executives Alliance partners | Trades associations
Your coworkers Suppliers The press

Your team Lenders Interest groups
Customers Analysts The public
Prospective customers | Future recruits The community

Your family

Key contributors

Key advisors
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Step 1. I(fmﬁfg Ljour Stakeholders

Template

- Main stakeholders

VNNID

4.0

O 00 N o U A W N =
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Stepr 2. Prieritize Lour Stakeholders

You may now have a long list of people
and organizations that are affected by
your work. Some of these may have the
power either to block or advance. Some
may be interested in what you are
doing, others may not care.

Map out your stakeholders on matrix,
and classify them by their power over
your work and by their interest in your
work.
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Stepr 2. Prieritize Lour Stakehelders

Someone's position on the grid shows you the actions you ry
have to take with them:

NNIO

.0

High power, interested people: these are the people you High

must fully engage and make the greatest efforts to satisfy.

: : . Keep Manage
High power, less interested people: put enough work in Satisfied Closely

with these people to keep them satisfied, but not so much
that they become bored with your message.

Low power, interested people: keep these people Power
adequately informed, and talk to them to ensure that no
major issues are arising. These people can often be very
helpful with the detail of your project.

_ . . Monitor Keep
Low power, less interested people: again, monitor these (Minimum Effort) Informed

people, but do not bore them with excessive

communication. Low

Low Interest High
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Step 3. Understand, Uour Jey Stakehstders =

Y ou now need to know more about your key stakeholders. You need to know how they are likely to feel about P
and react to your I[1)1‘01 ect. You also need to know how best to engage them in your strategy and how best to >
communicate with them. 4.0

Key questions that can help you understand your stakeholders are:
What financial or emotional interest do they have in the outcome of your work? Is it positive or negative?
What motivates them most of all?
What information do they want from you?

I?low ?do they want to receive information from you? What is the best way of communicating your message to
them:

What is their current opinion of your work? Is it based on good information?

Who influences their opinions generally, and who influences their opinion of you? Do some of these influencers
therefore become important stakeholders in their own right?

If they are not likely to be positive, what will win them around to support your project?
If you don't think you will be able to win them around, how will you manage their opposition?
Who else might be influenced by their opinions? Do these people become stakeholders in their own right?
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Step 3. Understand, Uour Jey Stakehstders

VNNID

4.0

High

You can summarize the understanding you
have gained on the stakeholder map, so that e g

: : Satisfied
you can easily see which stakeholders are
expected to be blockers or critics, and which
stakeholders are likely to be advocates and
supporters or your strategy.

Keep Manage
Closely

Power

A good way of doing this 1s by color
coding: showing advocates and supporters _ Monitor
in green, blockers and critics in red, and (Minimum Effort)

others who are neutral in orange.
Low

Low Interest High
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The second [arfw.se, - Strategy Formulatien

VNNID

The starting point of the process is initial assessment of the firm. At this phase managers
must clearly identify the company’s vision and mission.

4.0

Vision is the ultimate goal for the firm and the direction for its employees.

In addition, mission describes company’s business.
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The third, phase - Strategy Imptementatien,

The strategy implementation process consists of following 6 steps:

Setting annual objectives;

Revising policies to meet the objectives;

Allocating resources to strategically important areas;
Changing organizational structure to meet new strategy;
Managing resistance to change;

Introducing new reward system for performance results if needed.
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4.0
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The ferth, phase - Strateqy JTlenitering

VNNID

4.0

Implementation must be monitored to be successful.

Performance has to be measurable and comparable. Managers have to compare their actual
results with estimated results and see 1f they are successful in achieving their objectives. If
objectives are not met managers should:

Change the reward system.

Introduce new or revise existing policies.
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Model of the Strategic Management Process O
Z
Z
>
4.0
. =0 R , Generate,
Develop Vision Establish Evaluate. and Imolement Measure and
and Mission Long-Term Chonsa StrI;t egies Evaluate
Statements P Objectives Stratesies Performance
('
Internal
Environment
Analysis
N

. I
Strategy Formulation Strategy Strategy
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Workshop on developing business strategy
in high-innovation potential areas
(Nanotechnology, Industry 4.0, Artificial

intelligence)
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Step 1. STRATEGY FORMULATION

VNNID

4.0

A vision statement identifies where the organization wants or
intends to be in future or where it should be to best meet the
needs of the stakeholders.

It describes dreams and aspirations for future.
A vision is the potential to view things ahead of themselves.

It answers the question “where we want to be”.

»

¢ .&

G
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Step 1. STRATEGY FORMULATION

VNNID

Definition

4.0

“Vision is a statement that expresses organization’s ultimate objectives.”

Vision is closely related with a term ‘strategic intent’ — a desired
leadership position that is currently unachievable due to the lack of
resources and capabilities.

The Vision Statement focuses on the future; it is a source of inspiration
and motivation. Often it describes not just the future of the organization
but the future of the industry or society in which the organization hopes to
effect change.
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Step 1. STRATEGY FORMULATION
Benefits

* Motivates and inspires employees

VNNID

4.0

* Provides one purpose to work for
* Sets the stretch goals (goals that are impossible to achieve with current resources and capabilities)

* Guides managers in effectively allocating resources
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Vision statement

VNNID

4.0

An effective vision statement must have following features

e It must be unambiguous.

* It must be clear.

e It must harmonize with organization’s culture and values.
e The dreams and aspirations must be rational/realistic.

* Vision statements should be shorter so that they are easier to memorize.
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These steps and guidelines to help you write an effective
Vision statement

VNNID

B
o

Step 1. Gather a team of managers, employees and shareholders.

Step 2. Ask everyone to write their own version of vision.

Step 3. Revise the statement and present the final version.
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What's in a Vision Statement?

VNNID

When developing a vision statement, it should be seen that the following questions are
answered:

4.0

What do we want to do going forward?

When do we want to do it?

How do we want to do it?
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Practical skills “HOW TO WRITE A GOOD VISION
STATEMENT”

VNNID

There are a few common rules that pretty much all good Vision Statements
should follow:

e short

B
o

specific to your business

* do not use words that are open to interpretation
e simple

* ambitious

* align to the Values

Puge 83




=&

Vision statement examples

VNNID

Good examples

4.0

Chevron: To be the global energy company most admired for its people, partnership and
performance.

Feeding America: A hunger-free America
Habitat for Humanity: A world where everyone has a decent place to live.
Microsoft: A computer on every desk and in every home

Save the Children: Our vision 1s a world in which every child attains the right to survival,
protection, development and participation.
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Vision statement exampﬁe,s

Bad examples

VNNID

4.0

General Motors: To design, build and sell the world’s best vehicles. (Best in what? GM
should have specified their objective)

Ikea: At Ikea our vision is to create a better everyday life for the many people. (This is
impossible to achieve)

Samsung: Inspire the World, Create the Future. (The statement is too vague and doesn’t set
any objectives)

Toyota: Toyota will lead the way to the future of mobility, enriching lives around the world
with the safest and most responsible ways of moving people. Through our commitment to
quality, constant innovation and respect for the planet, we aim to exceed expectations and be
rewarded with a smile. We will meet our challenging goals by engaging the talent and passion
of people, who believe there is always a better way. (It 1s too long and sounds more like a
mission than a true vision)
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Practical skills “HOW TO WRITE A GOOD
VISION STATEMENT?”

Step 1: Define what you do as an output

VNNID

4.0

Step 2: Define what unique twist your organisation
brings to the above outcome

Step 3: Apply some high-level quantification

Step 4: Add relatable, human, ‘real world’ aspects
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Practical skills “HOW TO WRITE A GOOD
VISION STATEMENT?”

Precision research software

VNNID

4.0

Step 1: Define what you do as an output

Step 2: Define what unique twist your organisation Connect all research stakeholders in an Al-powered
brings to the above outcome

Step 3: Apply some high-level quantification The unique Al tool for doctors in the world

Step 4: Add relatable, human, ‘real world’ aspects Real-time ecosystem for humanity

Deep 6 Al is the leader in precision research software, connecting all research
stakeholders in an Al-powered, real-time ecosystem
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Step 1. STRATEGY FORMULATION

Mission statement is the statement of the role by which an organization intends to
serve it’s stakeholders.

It describes why an organization is operating and thus provides a framework within
which strategies are formulated.

It describes what the organization does (i.€., present capabilities), who all it serves
(i.e., stakeholders) and what makes an organization unique (i.e., reason for
existence).

MISSIONEWISION

‘PAf'
o B ATURE™ 5o,

Page 88 [

=&

VNNID

4.0




=&

Step 1. STRATEGY FORMULATION

VNNID

Definition

4.0

“Mission statement is a description of what an organization actually does — what its business i1s —
and why it does it.”

The Mission statement concentrates on the present; it defines the customer(s), critical processes
and it informs you about the desired level of performance.
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Step 1. STRATEGY FORIMULATION
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2.0

There are tuee types of statements

[ Mission statement }

! !

{ Customer-oriented } [ Product-oriented ]
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For a mission to be e/?”ectuw it must include t/wfa%uang
9 components.

Customers.

VNNID

4.0

* Products or services.

* Markets.

* Technology.

* Concern for survival.

* Philosophy.

e Self-concept.

* Concern for public image.

* Concern for employees.
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Benefits: ]Z>

Informs organization’s stakeholders about its plans and goals; 1.0

Unifies employees’ efforts in pursuing company goals;
Serves as an effective public relations tool;

Provides basis for allocating resources;

Guides strategic or daily decision making;

Shows that a company is proactive.

Features of a Mission
» Mission must be feasible and attainable. It should be possible to achieve it.
* Mission should be clear enough so that any action can be taken.
* It should be inspiring for the management, staff and society at large.
* It should be precise enough, 1.e., it should be neither too broad nor too narrow.
* It should be unique and distinctive to leave an impact in everyone’s mind.
* It should be analytical,i.e., it should analyze the key components of the strategy.

» It should be credible, i.c., all stakeholders should be able to believe it.
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statement

VNNID

4.0

Step 1. Gather a team of managers, employees and shareholders.
Step 2. Answer all 9 questions for effective mission.

Step 3. Find the best combination.
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Fetlowing quidefines (afl taken frem warisus studies)
sheutd, alse be helpful in writing an effective missien,
statemenk:

‘Public image’, ‘concern for employees’, ‘philosophy’ and ‘customers’ are the most important
components of a mission;

‘Citizenship’, ‘teamwork’, ‘excellence’ and ‘integrity’ are the values used most often by the
companies with effective missions;

Influential statements include words such as: ‘communities’, ‘customers’, ‘employees’, ‘ethics’,
‘global’ and ‘quality/value’;[“!

Statement should be customer-oriented;
Use less than 250 words;

Be inspiring and enduring.
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What te Include in o INission Statement?

VNNID

When developing a mission statement, it should be seen that the
following questions are answered:

4.0

* What do we do today?

e For whom do we do it?

* How we do it?

?Puge 95




Mission statement examples

Facebook

Facebook’s mission 1s to give

people the power to share and

make the world more open and
connected.

oo
h-’ﬁu mgzm
5;9_’_5;:"?3._
CD -0} mEproJects
l._ O actwltle§

82 wmomrk strategg;
VlSlOﬂ* SUCCESS

tc—:~amwork""5‘°h
management

n-_,oo ile




S
ob ki
()08l <3
Ef—ﬁ 2
4]
£

proJects
research O L,_:‘!O;".actlvltlgs_

_team Sl Q. (O): deveiony

a8 \}v”‘o"‘rk strategg
VlSlon* SUCCESS

tc—:~amworl¢"‘i‘°h
management

r_p;po ile

Mission statement examples

Google

Google’s mission 1s to organize
the world‘s information and
make 1t universally accessible
and useful.



Mission statement examples

Microsoft

Microsoft’s mission 1s to enable
people and businesses
throughout the world to realize
their full potential.
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Mission statement examples

Yahoo!

Yahoo!’s mission 1s to be the
most essential global Internet
service for consumers and
businesses
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Mission statement examples

Apple

Apple 1s committed to bringing the best
personal computing experience to students,

ggghg.gg-gag;m‘m educators, creative professionals and
research‘m legle): actrvltles <
t:fn] & Sci‘ on consumers around the world through its
Workistrategy innovative hardware, software and Internet

VlSloni SUCCESS
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Practical skills “HOW TO WRITE A GOOD MISSION STATEMENT”
TEMPLATE FOR FORMULATION OF THE COMPANY'S MISSION

=&

VNNID

1. What does our company do, what do we sell? (Describe
the business market)

4.0

2. For whom does our company exist? (Describe the
business audience)

3. The key needs of the consumer, which we are trying to
solve? (The main purpose of buying a company's goods)

4.What determines our success or what will make us
successful in the future? (1-2 key distinctive features of the
company, which are better than competitors)

5.How do we achieve this success? (A description of the
detailed actions that the company conducts to form the
distinctive properties described above)




Practical skills “HOW TO WRITE A GOOD MISSION STATEMENT” 11
TEMPLATE FOR FORMULATION OF THE COMPANY'S MISSION Q
2.

Questions _
Write a detailed answer, do not be afraid of extra words §

1. What does our company do, what do we sell? (Describe We accelerate clinical trials
the business market)

2. For whom does our company exist? (Describe the business  For doctors and patients
audience)

3. The key needs of the consumer, which we are trying to To bring life-saving treatments to patients faster

solve? (The main purpose of buying a company's goods)

4.What determines our success or what will make us The unique Al tool for doctors in the world
successful in the future? (1-2 key distinctive features of the
company, which are better than competitors)

5.How do we achieve this success? (A description of the Create a complex data of Clinical Trials
detailed actions that the company conducts to form the
distinctive properties described above)
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Practical skills “HOW TO WRITE A GOOD MISSION STATEMENT”
TEMPLATE FOR FORMULATION OF THE COMPANY'S MISSION
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1.What does our company do, what do we sell? (Describe the We accelerate clinical trials H0
business market)
2. For whom does our company exist? (Describe the business For doctors and patients
audience)
ino li 0 Deep 6 -The
3. The key needs of the consumer, which we are trying to solve? (The To bring life-saving Bels) ¢ Run

main purpose of buying a company's goods) treatments to patients faster Clinical Trials

4.What determines our success or what will make us successful in the The unique Al tool for for.a?celerz.lting
future? (1-2 key distinctive features of the company, which are better doctors in the world clinical trials

than competitors) and bring life-
saving

S.How do we achieve this success? (A description of the detailed Cr.ezfte a co.mplex data of treatments to

actions that the company conducts to form the distinctive properties Clinical Trials patients faster

described above)
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Step 3. STRATEGY FORMULATION

VNNID

A goal is a desired future state or objective that an organization tries to achieve.

4.0

Goals specify in particular what must be done if an organization is to attain mission
or vision.

Goals make mission more prominent and concrete.

They co-ordinate and integrate various functional and departmental areas in an
organization.
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PURSUING THE VISION AND MISSION THROUGH
SMART GOALS

S - A goal 1s specific if it i1s explicit rather than vague.

VNNID

4.0

M - A goal is measurable to the extent that whether the goal is achieved can be quantified.
A - A goal is aggressive if achieving it presents a significant challenge to the organization.
R — A goals must also be realistic, meaning that their achievement is feasible.

T — A goals should be time-bound through the creation of deadlines.

o=
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®  GOALS -
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Strategy Road Map or Work breakdown structure
(WBS)

Page 108

A tool used to define and group a project's discrete work elements (tasks) in a way that
helps organize and define the total work scope of the project.

The project 1s divided into hierarchical groups of tasks (work packages, and work units).

Tasks, work packages and work units should be budgetable (money, labour hours, and
other resources).

The technique of creating a WBS is non-uniform.

41 221 222 3.1.1 411 412

=&

VNNID

4.0




=&

Read JMay in business strateqy
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Possible levels in a Road Map:

Goals ﬁ? i E? ﬁj

Sub-goals el

Deliverables ok
Sub-deliverables
Work packages

Work units
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Read, IMayp- example

1. Book - Risk

Management

VNNID

1
I 1

4.0

1.1 Manuscript 1.2 Write Book 1.3 Edit Book

1
1.4 Publish Book
1
| | I L
1.2.1 Chapter 1 1.2.2 Chapter 2 1.2.3 Chapter 3 5 1.3-1 Chaper 1

n 1.2.1.1
Project Risks

sl 1.3.2 Chapt
Management L3-2 L Aapler2

Framework

1.2.1.2
o Project Risk
Management

1.3.3 Chapter 3

amd Enterprise Risk
Management

1.2.1.3
= Agile Risk
Management
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Create the WBS
(Work breakdown structure)
of your project
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Preject schedule (timetable)

The best tool of the setting of the Project schedule 1S GANTT
charts. o |

GANTT charts
Named after Henry Gantt (1861 - 1919) an Amerlcan
mathematical engineer.

A Gantt chart 1s a type of bar chart that illustrates a project
schedule.

Gantt charts 1llustrate the start and finish dates of the work
clements (tasks) of a project.



Preject schedule (timetable)

Elements of a GANTT chart:
- Task names

- Start and finish dates of each tasks (graphically)

- Dependency relationships
- Task duration in an additional column

- Lag relationships (start-to-start, finish-to-start etc.)
- Name of the project worker responsible for the task or

- Resource specifications

Start Date in Number Form 4257

8/14/16




%ﬂﬁ chart examyte

ID Activities Who Time intervals
is 1. 2. 3. 4, 5. 6. 7.
respo
nsible
?

10.

11.
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Task Mame Dur ation | Sertember | ctober | Movember | December
e [neeies i ael o [eer [2a0] & e [madfes o] 8 s | 4.0
Research and choose coatings 286 wks Cﬂl':]DS,Pﬂl'ick R e e
(et canoe balls ready 520wks | Kelly [T
Design washers 229wks|| | PatrickCarlos TR
Detailed washer repestahilty analysis | 1.71 wks
'M'ake washers ‘ 1 45 wAks' Patrick.Carlos i 5
Make washer and cance grooves | 33 days | Patrick Wﬁﬁm WWWM
Have parts costed (M) | 229 wks (ztoating Co :
[=] Te=t rig development 545 days » :
. Dezign " 25 wvks Kelly,Marcos H:I:I:ti:l:l:l:hH:i:I:I:H:I:I:l:H:I:H' ‘ :
Builc ' 5 wks | IFeIIy,Marms ?Hi:iii:m:iii::ii:IHHH:HHHHHHHH;H
Troubleshoot 020wks | |
Fezearch and choze lubricants ' 1.43 wks Carlus,:Patrick :
Design Test and Test Automation | 3.29 wks| Carlos kmmm\\ﬁ
Starl'testing [ o days | |
Test - Jdays
Analyze data V 1 day
Finizh report and presentation ' 2 dayé . :
Write L anaivéis and results | 6.43 wks ﬁlli
End of term . O days | E :
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Create the GANTT chart >
4.0

of your project
(according to the Road Map)

Months
/ Tasks
Act|V|ty
Activity
2.

Activity
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Brarufing in Business Strategy
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Brand &

* A brand is not ranking
*It 1s about the approach and not about being excellent
*A brand is about culture and mindset of the organisation

*It1s about identities, aspirations and differentiation

*According to American Marketing Association “Brand
1s a name, term, sign, symbol, or design or a combination of them
which 1s intended to 1dentify the goods or services of one seller or
a group of sellers & to differentiate them from those of
competitors.”
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Brand Name

=&

“
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*Brand name is the name given by the maker to a product or range of products,
especially a trademark.

* A brand name is an identity which puts a product apart from the other. A brand name summarizes all
that a brand stands for. Brand name creates association in the minds of the customer

*The first publicact of branding, is the brand name which has a unique role to play because
= Ultimately, Brand nameis the only element of thebrand that will endure throughout its lifecycle.

* While the variables of padaging, promotions and positioning are all subject to change, the brand name will

remain constant and therefore frequently acts as the focus for the brand

Page 120
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Characteristics of Good Brand Name

g
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=Distinctive

e JVC CLD
Pie *#* BlackBerry

*Meaningful Dailp News

=Universally valid Q peps|

"Have a Short Name
=Compatible with Product
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Brand Name Association

=*\Word association: When several words come
into mind on uttering the brand e.g. Nike,
Mercedes, Audi

"Image Association: Includes images
stimulated by the name. e.g. KFC, MDH

"Product Association: Include any product or
product category associated with name. e.g.
Aspirin, AllOut

Page 122
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Mercedes-Benz

=&

VNNID

4.0




=&

N
BERAND

Criteria for Choosing Brand Name

"Help position the brand in the mind of the consumer.

VNNID

4.0

*Not be to generic but also not very limiting.
"Be as short as possible

"Have no negative connotations in any language
=Be easy to pronounce.

*Be available.
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Common Brand Naming Mistakes

"Treating Naming as an afterthought

B
o

"Forgetting that Naming is as strategic as it is creative
"Underestimating the importance of a good creative brief

"Confusing the need for information with the need for
differentiation

sQOverlooking complex trademark issues

*lgnoring Global Implications

Puge 124
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A product is something that is made in a factory; a
brand is something that is build up of trust and
relationships. A product is an object; a brand is a
personality. A product can be easily copied by a
competitor; a brand is unique.

» A brand is the difference between a cup of coffee and a starbucks
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Who said:

Just do it

Every litle helps

I'm loving it

Have a break

The ultimate driving machine
Where do you want to go today?
Once you pop you can't stop
Because I'm worth it.

=&
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Who said:
Justdo it

Every little helps
I'm loving it
Have a break

Have a break, have a Kit Kat."

The ultimate driving machine

Where do you want to go today? oy
Once you pop you can't stop 'Q‘mqle} e
7

Because I'm worth it.

=

VNNID
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a® Microsoft

“Where do you want to

go today?"”




=&

VNNID

4.0




=&

O

2

2

>

4.0

Colour in research: L

* People make a subconscious judgement Babie @ & O oxor Google
about a person, environment or product __\

within 90 seconds

* Between 62% and 90% is based on
colour alone

* Ads In colour are read up to 42% more
often than the same ads in black and
white.

Page 129




?Puge 130

MEANS:
passionate

active
EXCITING

bold energy
youthful

physical

'eOdef wityx v\ of
confidence
ambition

POWER
BRANDS:

Hellyggs
Ccetely

(Nintendo)|

Red Bull @

MEANS:
IOVE calm
respect
WARMTH
longterm
feminine
ntuitive Care
assertive
sensitive
NURTURE
possibilities

BRANDS:
BEE

e
B |
COSMOPOLITAN|

VICTORIA'S
SECRET

MEANS:
DEEP

creativity

unconvenfional
original
stimulation
individual

WEALTHmModesty
co

DISTINGUISHED

respectable
fantasy
BRANDS:

YAHoO’

—h l(“u 13

Zoopla.co.uk

MEANS:

frustorder

LOYALTY
sincere

authority

communication|
confidence
PEACE o

control
responsible

Success

BRANDS:

MEANS:
BALANCE
growth
restore
sanctuary
EQUILIBRIUM
o
Clarity
prospenty

T

sofefysmo e

BRANDS:

= 4%
LACOSTE .

MEANS:
spirit
CONTENT

conftrol
rescue

self-sufficient
modern gOOlS
QW QI e rurrost

OPEN
ambition
BRANDS:

A@

‘=>)

BluroylOisc

Tl

MEANS:

INSTINCT

! |
1 Y

AJADAMATI "
Y /AINTY [

| gut reaction

| optimistic

extrovert

|social

IFREEDOM
Impulse
Emot vation
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= Black Is a powerful colour which Is
synonymous with Luxury and Power

= High sireet brands are renowned for thelr
simplistic black and white palettes

= The sparing addition of a bright colour with
black can add energy o sophisiicaiion

= Well sulted to some Indusiries (eg Fashion)

Color in Br‘amfi.ng 1]

S @ rersonauy e e

Confident

[ accenture Favourite
ww# High performance. Delivensd.
1)
LOREAL

GENDER
PREFERENCE

M OET Raren k Lo Ry

Favourite

SOPHISTICATION | SECURITY | POWER
ELEGANCE | AUTHORITY | SUBSTANCE r

OPPRESSION | COLDNESS | MENACE

of people that
Consider Black

“Ched p!s



BLUE

facebook

<<
= @
qIIg, Allianz ()

= Blue has a very calming effect on the
mind and Is the colour of reason

= |t's the colour of Sirength, Wisdom and
Trust which Is why [t's used so widely

« There are no natural blue foods In nature
which Is why It suppressas the appetite

= Blue Is a safe option but consider If It will
help you to stand out In your space

~ TRUST | LOYALTY | DEPENDABILITY

LOGIC | SERENITY | SECURITY

=

. COLDNESS | EMOTIONLESS

: “UNFRIENDLINESS | UNAPPETISING

e 9 PERSONALITY e

Respecitful

shades

Favourite
GENDER
PREFERENCE
Least
Favourite

'® 0%

%

of people that
CcOnsider Blua

“Cheqpu
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msmm. MADE JOHN DEERE :

N==1L WHOLE
Amnn FOODS

an>3201> woalworths -

« A relaxing colour that's easy on the aye
and synonymous with health

HEALTH | HOPE | FRESHNESS

 We have a strong primitive relationship
NATURE | GROWTH | PROSPERITY

with green as it reprasents life

= Very common amongst “healthy” brands
from pharmaceuticals to organic food

= Can also be linked to growth of powereg. [~ % BOREDOM | STAGNATION | ENVY
money, military, banking, finance BLANDNESS | DEBILITATING

Authenfic

Favourite
GENDER
PREFERENCE
Least
Favourite ‘ I' ] 6%

%o

of people that
consider Grean

“Cheda p!l!

shades
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Color in Bramfi.ng lél
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e 9 PERSONALITY e e

Bold

Favourite

GENDER
PREFERENCE

Least
Favourite

8 0%

Yo

of people that
consider Red

“Cheup”

» Triggers powerful emotions both positive
and negative (use with cautfion)

i POWER | PASSION | ENERGY
» Creates a sense of urgency which is why
it's effective with sales FEARLESSNESS | EXCITEMENT CHEAP

-O-

* Encourages appetite, hence is used
frequently in the fast-food sector

» Gels the pulse racing which is why it’s ANGER | DANGER | WARNING
synonymous with fast cars and lingerie DEFIANCE | AGGRESSION | PAIN

shades




Color in f)mrufing

WHITE

’

Cartier '

SONY

BUIVEBEE IV Y

o?:lldas'

PRADA

LANCOME

* White is cleanliness and has become a
go-fo for a modem look and feel

* Using whife as a dominant brand colour
requires restraint in design

« |f applied incorrectly it can look lazy and
lack personality

STERILE | EMPTY | PLAIN
CAUTIOUS | DISTANT

= If well executed, can offer a modern,
sleek, simplistic and clean look

=&
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9 PERSONALITY (@) e

|  Optimistic | | Indenpendent | |

Innocent

2% @i

g

5%®

Favourite ‘ ]%
) ¢ @
w0

Least
Favourite

@ 3%

Yo

of people that
consider Black

“Chea pl!
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MAGENTA

=
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Q 9 PERSONALITY e e

= Magentas (pink) Is without doubt the most
widely used colour to poriray femnininity

= |t can be an impaciful accompanying
colour fo give youth to a formal brand

= Magenta Is a positive colour Insplring
comfort and representing hope

+ Has been used successfully In many
Industries to “break the mold™

i - - COSMOPOLITAN

INDIEGOGO.
—

IMAGINATIVE | PASSIONATE | CARING
CREATIVE | INNOVATIVE | QUIRKY

OUTRAGEOUSNESS | REBELLIOUSNESS
FLIPPANCY | IMPULSIVENESS

Innovative Practical

Favourite

GENDER
PREFERENCE

Least
Favourite

'® 2%

%

of people that
Consider Magenta

“Chea pss




PURPLE & ® rersonauy @ &

Dignified Understanding

Favourite

Cltbury  YaHOO!
o | ariit
™
_

TACOQ BELL KINGS

I Australia

Least
Favourite

= History shows that purple has long been
the colour of superiority such as royalty

0
» Lends fiself fo brands that want to posifion i e e D L A)

thelr offer as presteglous IMAGINATIVE | SOPHISTICATION of people that

cOnsider Purple

= Excess and exiravagance are also e
11 che q p”

assoclations so fread carefully

» Shades can be quite moody while fints REFLECTION | DECADENCE | SUPPRESSION
can be used for femininity EXCESS | MOODINESS

shades



Color in ﬁramﬁng

YELLOW

CAT
By e

Nikon Yeﬂaw_@f

+ Yellow represents youthfulness, happiness,

fun and sunshine

* The strong positive emotions are offset
with logistical challenges (eg contrast)

» Shades of yellow can look dirty while fints
can challenge the eyesight

+« Can be powerful when used as a
seasoning alongside a darker colour

Hertz Post-it

AR IMDh

OPTIMISM | WARMTH | HAPPINESS

CREATIVITY | INTELLECT | EXTROVERSION

s

IRRATIONALITY | FEAR | CAUTION
ANXIETY | FRUSTRATION | COWARDICE

=&

INIO

S @ rersonaly @ e
| Independant | | Strategic | | Impulsive
5 7 % ‘( Favourite ' ) 3 5 %

GENDER =~ |
PREFERENCE \

] % C Ful;reoct’friite 0%

of people that
consider

22%

- shades fints
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Color in ﬁrarufin.g

Male’s fmwrim color

Blue
57%

Brown
2%

Grey
Yellow Red Orange 3%’

1% white 7% 5%

2%

* Female”s favorite color

Brown
Blue 3%

35% Green
14% Grey
1%

Orange
5%

Black

6% Purple

Yellow Red 23%
3% 0%

White
1%
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Color in 6mmﬁn.g

Male distike e Female dislike

VNNID
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Grey
Green 17%
Brown ~
27% Oggr;ge
Brown
20%
Blue
" Yellow Purple
White
Black Yellow wnite o9 13% 2% -

1% 13% s 2%
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MEANS:
passionate

active
EXCITING
bold energy
youthful

10000 wipower
conﬁdg_nce
ambition

POWER
BRANDS:

Helloggs
Ceately

(Nintendo)|

Red Bull @

Leb's try te cheese the coler f@r your prejeck

MEANS:
IOVE calm
respect
WARMTH
longterm

femmlne
o care

Ossemve
sensitive

NURTURE
pocdblﬂt!ea

NAL

BRANDS:
81B8]C]

theeg.
N
cosmopoLTAN| | i

VICTORIA'S

SECRET

MEANS:
DEEP

creativity

unconventonal

original
stimulation
individuol

WEALTHmodesty

DISTINGUISHED

respectable
fantasy
BRANDS:

YAHOO’

--«H wa

Zoopla.co.uk

MEANS:

frustorder
LOYALTY
sincere

authority
communication|
confi dence
PEACE

confrol
|responsible

success
CAIM masculine

BRANDS:
ecbok
Il d

GO

MEANS:
BALANCE
growth

restore

sanctuary
EQUILIBRIUM

generous

Clarity
prospemy

»od judgemer

SOfe fynoblo
BRANDS:

bp
Ji ©
ﬂg.

lA(OSTI

MEANS:

spirit
CONTENT

control
rescue

self-sufficient

CIiern

modern §OQIS
aware rewost

OPEN
ambition
BRANDS:

Qe

—

BluroylOisc

B YWY L

|
‘ MEANS:
| INSTINCT

1
M AA {
I",;.‘\ \ (‘

;,ut reaction

ophmlshc

extrovert
social

}m,x,no.‘d
limpulse
| mofivation

' BRANDS:

em
O
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Business IModel, Carveas o
Z
Business Model Canvas is a strategic pd
management and lean startup template for developing >
new or documenting existing business models. The Business Model Canvas
It is a visual chart with elements describing a firm's or e @ || e | coor e @ cooreienes 48
product's value proposition, infrastructure, customers, = =
and finances. It assists firms in aligning their activities
by illustrating potential trade-offs. e — = e —
The Business Model Canvas was initially proposed =
by Alexander Osterwalder based on his earlier work
on Business Model Ontology. Since the release of —— g oot .
Osterwalder's work in 2008, new canvases for specific
niches have appeared.
pee D)=t e
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https://en.wikipedia.org/wiki/Strategic_management
https://en.wikipedia.org/wiki/Strategic_management
https://en.wikipedia.org/wiki/Lean_startup
https://en.wikipedia.org/wiki/Business_models
https://en.wikipedia.org/wiki/Value_proposition
https://en.wikipedia.org/wiki/Alexander_Osterwalder

Business Model Canvas

The Business Model Canvas

Key Partners

- e
-

&

Key Activities

Ky Resources

S =

spul

Valuwe Propositions

Customer Relationships ' Customer Segments

hannals
Chammne g

w

J2

Cost Structure "' Revenue Streams é




fficiency of the Strategic-Planning Precess

FAILURE | | SUCCESS
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Sewenteen (;,uufefmes for the, Strateglc—ﬂamﬁng Process
to Be Effective

1. It should be people-oriented, not paper-oriented.

VNNID

4.0

2. It should be a learning process for all managers and employees.
3. It should present ideas clearly and support them by numbers.
4. It should be simple and creative.

5. It should have variety in assignments, team memberships, meeting formats, and even the planning
calendar.

6. It should allow employees to disagree with the present corporate strategy.

7. It should accept bad news.

8. It should welcome open-mindedness and the wish to learn.
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Sewenteen (;uufefmes for the, Strateglc—Pfamﬁng Process
to Be Effective

9. It should not be bureaucratic.

VNNID

4.0

10. It should not become like a ritual; it should allow changes.
11. It should not be too formal, predictable, or rigid.

12. It should not contain jargon.

13. It should not be a formal system for control.

14. It should not disregard qualitative information.

15. It should not be controlled by “technicians.”

16. Do not use too many strategies at once.

17. Use the following approach: “Good ethics 1s good business™
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