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4 2-1 Overall Programme Schedule

Modules Dates Times | Remarks

Kick off Dinner October 5, 2015 | 17:00-21:00

October 6, 2015 09:00-19:00

Essentials of Strategy | oo er 7, 2015 | 09:00-17:00

October 8, 2015 | 09:00-18.30

Essentials of Finance | 9 2015 | 09:00-18.30

October 12, 2015 | 09:00-19:00

Essentials of Leadershig 15 5015 | 09:00-17:00

October 14, 2015 | 09:00-18:00

Essentials of Marketing ;v 15 2015 | 09:00-16:30

Business Improvement Followed by
P October 16, 2015 | 09:00-17:00| closure drinks
Plan Workshop
and snacks
: .| Followed by
Presentation of BUSIneDBecember 18, 201513:00-17:00| closure drinks
Improvement Plan
and snacks
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Courses Organizations

ROTTERDAM SCHOOL OF MANAGEMENT

Diploma Programme
Otioner 018 ERASMUS UNIVERSITY »
ez o i
Instit Course View Al

Participants
Facuty Announcements
Travel & Locati

’ . } . Posted by- Jeroen Th
Preparation Welcome to the Diploma in Business Mar & Leadership PE;Zn - D\E;:\Dnm om
SerreiQI=s Posted on: Monday. September 21, 2015 4:04:44 PM CEST Programme October 2015

Programme Materials
On behalf of the Rotterdam School of Management Erasmus University, we are very happy to welcome you to the Diploma Programme in
Business Management & Leadership.

On this Blackboard you can find the latest information on the programme, such as dates, location, schedules, course outlines and pre-course
assignments.

We advise you fo start with reading the course outlines and continue with the ‘preparations’ for the modules. For the modules Essentials
of Marketing, Strategy, Finance and the Workshop Business Improvement Plan some preparation is requested. Please see the
‘Dranaratian” sarfinn for the acsinnmants




B 2-4 %¥7 422 & B (Participants)

& manalead RSM

Home Courses

Participants Essentials of Leadership

* Diploma Programme

October 2015
X If this item does not open automatically you can open Participants Essentials of Leadership here
Announcements
Participants
Faculty ESSENTIALS OF LEADERSHIP

Travel & Location
Preparation
Schedules and Outlines

Programme Materials

Anastasi Blerina Optiver Services B.V. blerinaanastasi@optiver.com
Bruchem, van Arjen Maxgrip arjen.van.bruchem@gmail.com
Elsharkawy Abdelrahman Centre for Human Drug Research abdelrahman.sharkawy@hotmail.com
(CHDR)
Giezen Mendel Utrecht University mendel.giezen@gmail.com |

B 2-5 %= % % (Preparation

2

Home Courses Organizations

i Preparation

:
reparatio

Diploma Programme
October 2015

Essentials of Strategy

Announcements

Participants
Faculty

Travel & Location

Essentials of Finance

Preparation

edules and Outlines

Programme Materials

i'r;; Essentials of Marketing
/

=  Business Improvement Plan Workshop

B 2-6 k¥ 4 T i¥ % (Prework Assignmen)

& manalead RSM

RSM

e ZﬂfM

ERASMUS

Home Courses Organizations

 Essentials of Strategy

+ Diploma Programme
October 2015
Announcements E] Preparation

Participants Attached Files: [ How 3M Encourages Collaboration (26 858 KB)
(3 Apple Chiefs Discuss Strategy Market Share and the new iPhones (391.978 KB)
Facuity (3 What makes Apple Golden Fortune (629.464 KB)
Travel & Location (3 BIMWs Dream Factory (38 438 KB)
(3 Fumniture shops The secret of IKEAs success (221.28 KB)
Preparation [ Renault-Nissan (277 813 KB)

S P s (3 Technology Giants at War Another game of thrones (429.451 KB)

To prepare for the strategy module we ask you to read the above articles and do the below assignment.
Programme Materials

D Prework Assignment

10
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& manalead RSM

Home Courses Organizations

Diploma Programme
October 2015
Announcements
Participants

Faculty

Travel & Location
Preparation

Schedules and Outlines

Programme Materials

# Schedules and Outlines

Schedules and Outlines

~

L | ) Overall Programme Schedule
|
Modules Dates Times Remarks
Kick off Dinner Qctober 5, 2015 17.00-21:00
Essentials of Strategy Qctober 6, 2015 08:00-19.00
October 7, 2015 09:00-17:00
Essentials of Finance October 8, 2015 09:00-18.30
October 9, 2015 09:00-18.30
Essentials of Leadership QOctober 12, 2015 09:00-19:00
October 13, 2015 08:00-17:00
Essentials of Marketing October 14, 2015 09:00-18:00
October 15, 2015 09:00-16:30
Business Improvement Plan Worksh: Qctober 16, 2015 08:00-17:00 Foliowed by closure drinks and snacks
Presentation of Business improvement Plan December 18, 2015 | 13:00-17:00

Followed by closure drinks and snacks
»

8] 2-8 # 14 (Programme Materials)

& manalead RSM

Home Courses Organizations

Programme Materials

Diploma Programme
October 2015

Announcements
Participants

Faculty

Travel & Location
Preparation

Schedules and Outlines

Programme Materials

Essentials of Leadership

1_\7 Handouts Patrick Lybaert

Attached Files

KB}

ould they be-1 (127.362 KB)
ould they be-2 (9.474 KB)
ould they be-3 (9.679 KB)
ould they be-4 (180.313 KB)

(3 Conflict Handling and Influencing Case (81.6:

ting job attitudes, wt

fecting job attitu

s affecting job att
s aff

(3 How good are you at matching (279.964 KB)

(3 in praise of the incomplete leader (505.102 KB)
L1 Manage your energ me (3.588 MB)
t kind of leader ( KB)

a t makes an effectiv ecutive (1.381 MB)

(3 Your Personal Window of Leadership (171.031 KB)

1*\ Work Book Essntials of Leadership

11
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Plan,BIPY 4= # # & - *’,ﬁ} Lk~ T A MR AR
EEAE ¥ AN AR %:b-’ﬁc%;r_i.ﬁéi gy H%fr'
=
(- ) ¥4 & (Essentials of Strategy)

1. #w 8 3H B2 (Whatis Strategy?)

¥ IR S FF 3 7k #F(Michael E.Porterf 1996 # v4
W Eewahas 4T ez £ 8 B2(What is Strategy?), > # ] &
\117]\’?' @EX@)}*KFEQVJJKX—ﬁ:J*&rFE] 29’#?—»1}\
ARZMORE ERHERIFEA P A RPFEH
ENFEREEE 7 g o

B 2-9 ataﬁ&{r&w SR - 3

A COUPLE OF WORDS SAY IT ALL...

“Strategy is
about being different”

- Michael E. Porter, 1996
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= IN THE END...
[T
h.
=
B . strategyis about competitive advantage
E Creating competitive advantage
ﬂ Sustaining competitive advantage
il ... which leads to
‘/vf Value creation
. } Firm growth
d]i
i P <ETO
s 2 F Aty @ sas (Operational effectiveness)s 7
VB2 R G- 3o @%%’@%tgg f,"f:}}g EEAEFERLH
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1% (Business reengineering) & % /i~ #2 £ 1% (Business process
reengineering\)ﬁx i# §# i+(Best practicey# 4 :z i (Continuous
improvement): ¥ £ ¥ 12 (Change management)# 7% £ ¢

(Outsource} o F it izdt fF dugin « tgeed § ¥ oy 8%

o R EEFREEY IS 0 248G G 4
FREFFIMEBLEL > 2 RLAP DRL AP
(Competitive convergence)#]t ¢ ¥ & /2 s i fa
FHEAI DR - fFS a3 w2 LY > paddhgEa
BRI A F R o Araoad oo A E R s
BE e vk 2+ (Strategic positioningjr£ &

o

2. R R iR

WV B iR B 4o B 2-115 & 45 K v 4] 2 (Strategy
formation)® ¥ v X 9 # {7 (Strategy Implementation) & F#
X o

Bl 2-11 H i % E 2 5

THE STRATEGY PROCESS

, Strategy formation
EXTERNAL !

Environment analysis
Industry analysis

Strategy implementation
1

Current Creating fit & Organization External growth Advantage &
Performance Activity Systems Performance

INTERNAL

Resource analysis
Capability analysis

2 mfouns
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(Environment)2 # ¥ (Industry)a 47 ;5 pf 384 47 0] & 35 T R
(Resource} it # (Capablllty)la\ 17 %'/’? CRRU S el
BhEEEes(bEax 3 B E ¥ 5 # % s (Activity
Systemsy » ’I} TR N (posmonlng)

d Nk IR ehr A K e § BP L EATPRY
o Bl ATHRE R E(Y C Z TR R FREEE R AL E
R AN j\%’ﬁ‘mfﬁ) F (B F & KRR~ Arehfe sl il
B (e MLt ) 2 AT (T 4 5N (B 7 4) LR AT e B
(FLd it 3 B) ~ 37% # (%rffil'l = 48) 2 T3k S (App) R £

]

=
e
ER
A
%\
~5
St

Variety-based positioning
Producing a subset of an industry’s products or services

= Needs-based positioning
?

| Serving most or all the needs of a particular group of customers

Access-based positioning
_ﬂ Segmenting customers who are accessible in different ways

RE T hiE kR = BACR 2-12) 2 B X7 3
T’?ﬁépgé‘ﬁ'@i’ P
16
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(2) mF £ i A #(needs-based positioning)

ST A ATE R R ORE (T F R L)
% B Ty ehe < 3R g Rk i e *“—#‘&A} A e th
REEF o bl R EZHEA A &¢@ FF AL BB
F M ML EEIRE ,Z;#%\ T\\"/Q B P = s e
R HE LA ROE R

(3) ¥ ;N 5 A # (access-based positioning)

Al L A AT E L SR R R (e
EES RSB RS ERES
A RA R SR BT ETRE ) R /5iiii€-
ﬁ%?lﬁmlﬁ Fkz iz XIS 'FE%”?&%‘L‘W iR
AR PR E B L SIRIAE - B A RS N(REL SR
B MAR A S M j&)fﬁ‘,‘éiﬁ o F e H R A g (A
AR~ B RR 3o 8L) o

3. Kt &

YN PIRBER B A K Ao AN LTS Lk e
17 13 5 fE(framework) bl4e @ & ¥ 35t 4 47 "/T‘
P £ ey 1+ (evolve)& gk £ (convergey. 831 °h » ¥ 38
A F(Michael E. Portegyrz # 4 47 (five forces) ] 2
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4 @ E I B](Boston Consulting Groupp & £ 7 e &
(portfolio matrix)> 4 7 & ¥ & B F £30(BU) e F 2 & il
PR AAERL Y & FEr B4 (potentialyr B H
(strengthdx 7 % & &L 4rF] 2-14 ¢

Bl 2-13 & ¥ A FenT 4 247

[ ] . [ ]
Threat of New Entry
= Economies of scale = Capital requirements
= Proprietary product » Access to distribution
differences = Absolute cost advantages
= Brand identity * Government policy
. = Switching costs = Expected retaliation .
Bargaining Power Bargaining Power
of Suppliers of Customers
= Differentiation of inputs . . = Buyer concentration
= Switching costs R“fa'r\’ Among EXIS(II‘Ig * Buyer volume
- !’resem:e of substitute cOmpetitors = Buyer switching costs
. ::::;I:erconcemmt\un Ry Bt DU : mi;:‘:?:e;t:nte
» Importance of vohurme to = Fixed costsfvalue added = Concentration backward
" = Overcapacity = Informational complexity .
. E‘:;flrlzlralive 1o total = Product differences = Diversity of competitors : :‘:i‘:a;‘tnla‘::zﬁ:::s!s
purchases = Brand identity * Corporate stakes « Product differences
= Impact of inputs on cost or * Exit basriers = Brand identity
differentiation * Impact of quality /
» Threat of forward performance
integration = Buyer profits
Threat of Substitutes
» Relative price performance of substitutes
* Switching costs
» Buyer propensity to substitute
RSM -~ .
< B
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ANOTHER PORTFOLIO MATRIX

&_
I.l
Business Unit Strength

High Medium Low

9%

Industry Potential
Medium High

g
P

f

. i
W,

A

Low

Industry Potential Business Unit Strength
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VALUE CURVES: MUSIC PLAYERS
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CIRRE R T A R &~ 2 Hiw(entry barriersy
R = L i‘éi#f MO AR g S R -
7R ¢4 13 | Ean(Valuable)s #° (Rare) &2
B m(lnltamltable) 3 ¥ BN m(Non substitutabley = & 7
[41%* (Exploitable): £ - ¥ & * VRINE #-3]4-§ 2-16-

9%iﬂi§$i£%%%i&ﬁﬁ%°

& 2-16 VRINE -3

B VRINE MODEL

The test The competitive The performance
implication implication

Valuable? Does the resource allow  Ability to compete Potential for normal profits
= the firm to meet market

demand or protect the

firm from market

uncertainties?

Rare? Is the resource scarce or  Competitive Above-normal profits
= is it widely possessed by  advantage
competitors?

How difficult is it for Sustained Above-normal profits for
competitors either to competitive extended periods
Non-substitutable? mitate or to substitute  advantage

the resource?

lnimitable and

Can the firm actually If not, no advantage If not, lower financial

exploit it? performance and market
valuation relative to
competitors

Exploitable?

RSM,

BEFTAEENIL TR G A E ) B48(value chain)
F s 2B ERAERE 2 IR (profit pools) - l[&_fé%ﬁv
FIEREF AV B BB TRk B E
SumA S BB Vo FlE S E ﬁr%;é_éﬁ‘?pié
BHERMAFENT A AP T B IR
B NESRE o P F B ERZAEIER DL A0 0 R



2L T £ ek > 4B (profit pools)i vk 4 47

Fl 2-17 4138 4 (profit pools)i 3

B brOFIT POOLS

-

gy
.. Profit pools are used to evaluate adjacent market opportunities
Profit % (EBITDA) European Auto Industry

20% 20.0

170 17.0
K3
8% I 74

RSM,~

i

4. He& xR R {7 (Strategy Implementation)

EF A aEp ChIRIRE A AT AR ¥ ‘

LRE O MR RREEAT TR A e IR A 4
ok 2R £ (External Growthji vt (4o vk B p2 &% & pE) & 47 {8 o
FlEH Wed 2 vk R R KRBT EFRGE
(Strategy Implementatlon)sza‘& AT L ER G AN E
B~ defr T BB d 2 AR I T R

= @k E & (fit) - - &2 (consistency) I 4p % it
(reinforcing): & iz i* (optimization)- ﬁmb LA A = o EN
N H A L B AN E PSR E o s R
L EE R 0 S iﬁkaiaé £ (strategic fitg- @) 2-18- £33 5

AR i 4 AR s B o

G 1:->
s
R
‘4_\:
I
\1m'

A I3z
£38 5
>
‘:
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ACTIVITY SYSTEMS: FIT
I.I
]
Competitive advantage emerges from the entire system of activities,
hence they require fit
First order fit: Simple consistency
Make sure activities match
% Second-order fit: Reinforcing activities
|
Make one activity enhance the other
Third-order fit: Optimization of effort
Let activities reinforce each other and optimize different activities

d 2T B R p AT S =B k0 FIM f XA
BERFEBIFTZ l’E'_“% » 1A /éﬁsﬁﬁ‘%#ft”i%f}fi 2
Seshp B gl i Bl B A B 2 B (0 4o 219
mE s B Z ﬁ\/}:‘:ﬂi'ﬁ IR S P trd iy IR

e CORPORATE STRATEGY NOW

-

The way a company creates value through the configuration and
coordination of its multi-business activities

Competitive advantage

Control

Coordination Organization

22
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TR

%4"

* Scale-efficient plants
Design for manufacture
Control of overheads & R&D
Process innovation
Qutsourcing

Avoidance of marginal
customer accounts

Cost leadership

« s 8 s @

Differentiation  * Emphasis on branding
» Emphasis on advertising
* Emphasis on service
¢ Emphasis on quality

New product development

Key strategy elements Resource & organizational
requirements

» Access to capital

Process engineering skills
Frequent reports

Tight cost control

Specialization of jobs/functions
Incentives linked to quantitative
performance targets

Marketing abilities

Product engineering skills
Cross-functional coordination
Creativity

Research capability

Incentives linked to qualitative
performance targets

:ik
RS

Bl 2-21 %

2 RAHTF-LE 2B

_»)—ab//
A Ly

|

Specialization

* Division of labor
» Efficiency gains

cansed

Coordination
* Price

* Rules and directives
* Mutual adjustment
* Routines

.. needing a third

Cooperation
» Control mechanisms
* Reward incentives
» Shared values

RSM_—
o

FUNDAMENTS OF ORGANIZATION

* Extends across all organizational levels

23



MEFEHRIR A ERE S PFLEREZ LT
ﬁ“’aﬁfiﬁﬁﬁ%ﬁ“%ﬁ’£$§%M§%
' ERNE g A H FRERL LR AE R
ERNPD - E o PEkags it G Mﬂ(ar@ 2-22 % [§) 2-23) -

2 23 2 AL p2 >
B] 2-22 E R i 2 RT
' STRATEGIC RENEWAL: ORGANIZATION
o
I.I
|
i B Regenemiﬂn
-E Balancing
3 discipline,
g support, stretch
e} & trust
o
=
.% Ilmegratlon
) Building stretch
g A I & trust
b
% Simplification o
3 L
(=] Instilling discipline
& support
Quality of performance of each unit
RSM/_’;

+

A
d

Bl 2-23 vk 6 L 4w

|

.

THE “ESSENCE” OF ORGANIZATION
3

When thinking of organization in strategy, we seek to create fit and
synergies among a firm'’s activities

Cost-reducing synergies

* Economies of scope
» Subadditive

e 2+2=3
&,::Q"f‘.:‘ Revenue-enhancing synergies
% g }-': | * Superadditive

o e 242 =5

-

RSM,~
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5. srlana fEREF I
CEtheF TEARARE AR uﬂié“'i—,ﬁ"—fﬁ
FRERDS TG H Lg% doP] 2-24 2471 B o
¥ e 4 (Five Forces)s 1% BU portfollo matnxa\
Fr# S kB 0 T8 ¥ Value Curver VRINE #3447 &£ ¥ 1
B ARZE AT R BN EE S 4T 2 (key success
factors): & F37if & 2. & ¥ Kk o
Bl 2-24 ) w3t q FEY 2 2451 K

* Challges
> (Pais S s T 0

= 9}.,4 3,....{ .; -;'.‘f..u'_
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(= ) 4f % & (Essentials of Leadership)

F LA ER < 7 Warren Bennisi gt g 32 0
s LB AT RN & s R RO ] %ﬁ B E 7R ¥t eny rim& °
(Leaders are people who do the rlght thing; marsage people
who do things right) %&—- B & %7 > 5 & 4 hA 5% > 5 59
RAF S EioR B B ARE S D4 maﬁgdz;@{ > o PR
UEIEEE S R LT - .

Bk i TR A R AR D

8] 2-25 #:3% i Patrick Lybaergc#

=T

.,
Mﬂ_mm
CLOGICAL ARGUMENT!
Thos /COMs
_ INDICATING THE DANGER
OF AmoT DOING ST

’Peese:umuou
CI—{ARISHA

e A AR i B Patrick Lybaertic #2 (8] 2-25) 73t >
- BAEFVELEAAELALFEE > PR
fheni s o G EECEEA S AL (5 ERRE S I
PP ) o L F A oo e { BRP gk A T SR
sl e d H PSS R EE w0 BB P AL P 0 IF
gsal?%]p\ FI B E T 0 R A T U E AP LRy laﬂmb
LILPT ~ 2 i L F ook 2 A 2 PR iF o
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AT GAR D WAL R WS GRSERN T B
”ia B A 0 AR AT e R R $R 4R (4o
B 2-26) F 5 AE A HART RGEFT TS B T 3 B G0
SREE R b Rk B EE AR
PALE BhAeT

B 2-26% 2 % 706 1 kB 3F

1. Networking $83% ;% & ¢

B AR IERF AN S 9
w4 IR 0 LB EGRAT - o R R
—@ﬁﬁﬁﬁﬁiit%*ﬂ° M4 Ex 27w
- rg e B3 *i{ﬁm”’k@dﬂféﬁﬁfﬂ%
- 2 E Agpihe Ale- L H R Zandee] 42> 5 # ¢h & S
W - BAER &af@g#@ﬁi#ﬁz’.sﬁ%@:‘“ i
B4 e f AR 0 I S RNE AR R BG4 4
%H “E P EEL B A - HEBREEY
Biam o> REBEALAM S AREL Sk 2 LR G
%ﬂ%wkauﬁ@%ﬁ%’ﬁéiﬁﬁﬁ§°
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2. Colourblind #5% ;% & ¥

A - BTG LM EEN O AR T F ARG
PR REF G BSEAGR R BRI b & (SRR B -
e - EFACPRN2BF 28 BAFLEBE
A-BREfclIT 2B & X3 AW+ FHA
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5 R R 20 RS £ e
& B F R R 31 - A R o S S
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A2 )t T#ﬂm ek 281 0 & F A B RSP FT
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NRFEER o AL LB fiﬁﬂ 60 kgt E AT
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v

B A RE A HLEFA AN EBRARTIEE

BE RPEFLAPREAS F300 LA 2 0F R
Fir Colourblind® 2% s\ 255k ¢ B ¥ FlenS sk F 73> ¢ 45 °
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PACREE ow A Froces S

0 COLLeCTIVE DISCIPLINE
70 FOLOW PIE Proce)

o The ‘Thocess /s
Revicled > ADPED
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i #5 ALBERT MEHRABIAN(4- ] 2-25)= 7 4 % > — i
?*“ﬁf%ﬁﬁ’f?ﬁ7%%ﬁﬁt@ﬁﬁw*’zrﬁ3WMe
P¥7 B o 55%k p A SR ERMET 0§ AW
ﬂﬁﬁggaﬁigwgd%,,wuﬁ%liimﬂﬁa,
T4 R A TR G e i (53 15%:iE i vk
W3 h 8BY%LAT A EE o kI 0 F AP T p R T
E-mail 2 pF > 413 2R 07 P ERF e U E R
AianL s 0 2 WS E E-mail @ 0 g s BP0 4 i
TFEY R rxgaE o

AR 2 p S i=E (Leader's windows questionnaire)

Bl 2-26 1 ¥ AT R 3 i
= DIR&o)  +

38 4p %72 34 (Situational Leadership Theory) & 48 #
A RN AR XHAEI R I RFEZE AR L ERT
SRR BB R o AITL FARER R G
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iz HAp g7 L A& L g ¥ (Direction); & " L ¥ (Support); 2

BAR KBS 0B 2-264 5 4467 i (S1~S4):

S1: Directing—r f 1 3P 1 fFp F U E 252 > i R
1 %N EFro

S2: Problem Solving-%+f 1 :¥-mip ¥ - ¥ o> EHF 11
st FHE I TS RLI S F chw 4 o

S3: Developing—éﬁ‘%@'gﬂ}rﬁ I Lo 33 FEIEAL
ERE RN S e

S4: Delegating—#& &if % chF o> %1 (FEiad B 1 >
B E R ivsE o
d 3R, BRL vk o AT EEF R 7 - > T What

Kind of Leader Are Yo | ;%% # &8 i p &% > =& %

23 10487 F 268 > F BXxb]F A-B e fEage > 5t

RGNS EED STV AEERZL N VAFE TS (&
SAEET Ao ’f'“r*ﬁ Foan S N A FAZES A)

.
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Leadership » & 4 3,575 » > ¥ &g p 2 & S1~Sde f&
”vﬁi%ﬂ'lﬁéié\ﬁx’ He by argTope LROHER R
LR gﬂ;f ;g‘_.)gﬁg\ LR o
FRLEEI0BFH - AR A RER S BRER

B4
AR 3 2 AR ER o ATk e - R %%w
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BPERAFRPEER T SLerFER 2 R FhEa2 >
FARE S A p AR doi i 704 PlgRE > 2 gpde P2 P33
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4. #kxw iafk(Herzberg)s= F]3 3% (Two Factor

Theory)# 3
AR IOR - P Em b p TP G F L9 BRG
A1 T%?‘;’{‘g"-'} "ﬁ:f "Rk F) S (ﬁr&ﬁ— K~2 T'E"n:}: ® xS ATR)

N

23 mE BRI 5 Tl Fi?%\)jfuf-’
Ep L__r]%)’ (1557 B W N2 s I AR A ,E,f}i ° i f’s_ﬁ(ﬁ-} ’
PR3 it eI A#H > m Gk ik- 23k 12 B

THHEmL > AERER 1R AR R 9 " Factors
Affecting Job Attitudes as Reported in Investigatjio#: 58 %]+

AEZY o d JERBIIFLEEERLTRAAEARA

P FuLEFHN R 11 FERPRE

Ti!i?" R R e = }J’% § ﬁ f’?—fﬂ\)‘jf} Z ;i%—%\siﬁi ’

A ju 4 4 24 g (Personal Life)c e i%iE F]+ % — & 0 5
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FePE R > pUIE PO EREE b ow =
Moo R IR- REILEFT TN ASRE R DRETR

BEFERFOFLEE /ﬁf’ﬁ’* Fmz LikBEE_ é»i}u}rg}
(achievement) 2.7 (recognition}? 1 i & £ (work itself) -
v E\)J‘J'},@/% ,&#ﬁﬁir& Z 40%> &% ‘*%’f )RR ATIE
AR L 3N EEFFR LRE é:é}?ﬁiﬁiﬁ?ﬂ
(company policy and administration) 75-(supervision} £ &

B hm :(relationship with supervisor) 2 @ 2 7 e i 41 7
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BRI ERA AR BETA0% T L AR TR
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5. % s A fjF e fjfofﬁ # 12 25 (McClelland Achievement
Motivation Theory)

LS AEEE  RER GG Ao oonE i1
P T B g BB o B 4 PR eR gl 0 A B L
1 ER S T A A A B oA > K B E P AL E e
P AL < AR BB B R S TR T

LR SR s P e B o

FOMEOR AR g RS o B Y gAY Bk
R G F S A e jed #8725 (McClelland Achievement
Motivation Theory): » = #& 7% & 3234 (Three needs theory
hof) 2-27) KPP 5 £ B4

(1)= fj&,% F (Need for Achievemen?

LR RADIRF DB N AT LIS R
B ekt > EEL A H > 1B R f AL B A MG
YEATY TLPRFIEL  fRAERAE Y 4 BMEAE > 12 A2
BARRE T g E e TR kg TR
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Bl 2-27 = & % & 12345 (Three needs theory)

L ;Fli
Ziﬁéaﬁfi”ﬁ—%‘;ﬁ)i’ﬁ*ﬁi% *ﬁ?mﬁ%ﬂmwra
RS hR'G A R BRI G DERFFY G 8 €k
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A PR é\ﬂﬁ%g)’ﬂ} e - BRIRICEF X7 2k
0 F o B R Rt ‘“‘ﬂ%% L RFR R TR LT

(2)# + Z £ (Need for Power)

A S - b L st U I Rl - ¥ A a2 S
3R R AR B o gl B A R R R AR B B
Hu A FREs L AL e 0B ES B AR
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(3)#4rF & ( Need for Affiliation )
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RSM% Teh-Chen Shen <
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ﬂ Db x Mindmarkers lll My stats
New Mindmarkersn Essentials of Leadership
x Mindmarkers Active listening Reinforcement 5% of 8%
u
Answered correctly 0%
Ill My stats Self-centered or selfless
© resources Next Mindmarker
Pa\{v@rédby | N Journal audit
mindam X
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[Za] Effective thoughts
effective thought that works for me:
“Suffering is optional!”

x Mindmarkers

Write your effective thoughts in your
learning journal. It really works!
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O S U e A2 ) ] W(Posmonmg)o Dr. Stefano
Puntoni 32 3 # 3 % & (Segmentationm} {7 41  v& 2 B iF #2 7
PR EMEELS o

Io ] 2343 § K chiih 2 G 4

Based on customer characteristics

+ Geographic .

+ Type of organization
— E.g. SMEs vs. large firms

»  Gender

+ Age

I
olydesbowag

+  Occupation

+ Lifestyle
— E.g. early adopter vs. follower

* Values
— E.g. conservative vs. liberal

1
olydeisboyoAsd

I v A & ¥z (product positioningy# 3 - Dr. Stefano
Puntoni ' 3Cs #icA| k1T 3 E & & 2 > %2 a1 E (4r
2-35)° 3Cs #-A| A d p A~ ®z g5 ¥ +« % 47 — (Kenichi Ohmae)
“r# 4 H ¢ 3CA uldp £~ (Customers)ii & + (Competitors)
g 2 7 A ¥ (Company)e
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The three C’s model

Customers
|
Positioning

Company |~ - | Competitors

2. &M (Brand
FREHE EHEN m%;% ST g -f *’éﬁ’z‘ &

U’Bmmﬁ“ﬁ@ﬁ%ﬂ 2PRTE > T8 A R
N %{—ﬁ%%rﬁ #@ﬁﬁw’{ﬁﬁﬁﬁ
g

A B foibde s TR et R Rl R A & PRI
F

HIFEas SWEFAE 593
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EEEE REON i
Ao VPTG e
Fobo R e VUEEMEE LR (0 A F
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The value of Brand: A magical list

| Risk management | Decision-makin
Reduced search costs _ g

| Sebi-anhancement | _Identity & social motives

Self-expression
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~
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SN
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¥a3 50y B3 F i EedE (4R 2-37)
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GEEE T F AT O ALE R A
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Bl 2-37 510 il B- 4 ¢ % ] F

The value of Brand: A magical list

Organizational benefits
* Higher margins
Inelastic demand
,  Customer retention
Brand extension potentiaﬁ
. Sales effectiveness |

Equity in channels

Financial valuation

Direct consequences of
consumer benefits

Market orientation

Internal processes and

organizational culture

Strategic focus /
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(1) Marks & Spencer:

Marks & Spenceft o> & =3 5350 £ % W& E N &
Pl F R - Y EEREAGIRER L 0 P 2Tk
%) 30 @ B 7FRK F 4 b - Marks & Spencerf R p si- &
Bl g TEE S8 o RAER s Bl B
SRR OERTLRFR OET S L] EE 14 B F
EAIF & a8

Marks & Spencedl - BF& % &7 > &% AR 7 3
| > £ EE P - &7 R (Penny Bazaars 2. - o
1904 & % - R enB 5 F Fp AR > 1926 & B 404l &
PR FAp " St Michael Trade Mark( ¥ % ) 7 #& ©
1930 ARL PR B HF FF 5 A RREL T 7L foff
Zad o ARLPFHEHIMES @S PRI 1+ Fles o
1999# & 757 § 5 K i pibd o 2 7 £ FIH & AT0R 7R
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a e e ” .
Traditional “View” of Product Marketing - ‘
) Yo a Launch
B . 9 ¢
b P> B - 2 22
Idea e Product S Product / Marketing CRM &
Generation [ Concept sl \arket Testing Tactics Support
FIRM | Designers/R&D Designers/R&D Designers/R&D Marketing Marketing
active | Marketing Marketing Marketing stk e e e
* L1 Advertising E-learning
Pricing
Product Management
Branding
Market Reszarch MR, Alpha & Beta MR, &g, Ad copy
CUSTOMERS (MR}, e.2., Focus g“r?uzs-%i‘a)‘s:::ﬂitv testing, testing, Meeds for
PASSIVE Groups, etc. Hepfejéntative . Bigger Sample Modifications &
Customer Insights Sample Adaptations
Attitude towards Customers: “Don’t speak until spoken to!”
A
“?;‘?; WWW.TSm.nl/gvanbrugzen
AV H 1 -}
The New “View” of Product marketing
7 4
9 J > P
5 _,‘ .JJ" » =R
Idea | Selegt Product Ed=q Product/ WM Marketing CRM &
Generation [ Concept el Market Testing Tactics Support
FIRM Designers/R&D Designers/R&D Designers/R&D Marketing Marketing
PASSIVE Marketing Marketing Marketing MBF*E**ESE?'["{ . Cll eiter
PR Customer Reps.
| advertising E-learning
Pricing
Product Management
randing
v ) ) h
Market Resedfch MR, e.g.,Focy MR, Alpha &Beta MR, e.g., Ad dopy
CUSTOMERS (MR), e.g., Fofus Groups, Feastility, Testing, testing, Needf for
ACTIVE Groups, etc. representativie Bigger sampde modificationd &
Customer Insgghts sample adaptations
Active sharing and
Idea generation Community selection Community Virtual gathering of Forums
CUSTOMERS/ Collaborative (binding) Product information Blogs
COMMUNITIES development Virtual Community polls Ervironments & Feedback for Wikis
Product Design Tools Active discussions Simuiations madifications/ trends Knowledge Centers
ACTIVE Feedback Messaging Tools and needs
-— e —
RSM _—
((/E&H':;;Luz www.rsmonlfgvanbrugzen
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(z ) p4i4# & (Essentials of Finance)

BRI R AR AR R T A F Ao
FFEr RN R EARNBELE PN - KA T o A
¢RI SRR N E 2 EiE A N T ok VIR S A
FABHEARN(BEAR) A1 8 - 2T R F [ L
TR A AR 0 I FF Dr. Arjen Mulderfciz4c®] 2-390 3
LEF e REA GBI E AT 2a F oM E R
ABLE B PG -

B2-39 #2:%k-k 7 Dr.Arjen Mulderk #2

PAIRR 4 g 330 L f R R i%l~4 LR

TAZ 2P HMPFAEFEA ST LEL G ﬁ‘.,,m

B AL EREL ML T A ;’1 7 % (Balance
sheet): 4f £ % (Income statement) 3L £ /» £ % (Cash Flow
Statementy
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ARG %\7%?xi"éﬁitéf’ﬁé’ﬁﬁi'lﬁﬂﬁsz%i?dﬁiﬁ
0 G EET - R P k- PELF & - FEH)

e E o ¢ HEE T *‘v??‘;‘zﬁf« T_P év’?gj)gi(Assety fo
(Liability) 2 5% 4 4 # (Owners’Equity)~ £ # F & 38 7|3 4F 4
ié’éwiwi%”r”'”ﬁ$m Fo YT AS
B TR HM GG

FA=LR —l—’-‘ii%fé

ﬁ%iﬂﬁm’ kg o ?é_? % 4 oo Be F A Current
assets MM A - & X oo bl WA S BjTR A 3 R
%i;if 1133) 7 Z_F A (Non-Current assetsy|4r; 4 3 ~ iy 5 »

E) RGP Y HRTTRI R E AR Y

%ﬁu'l #p #y Fe'F‘»E» ®F %A 5 onde § & (Current Liabilitiesy? £
# § 7 (Long-term Liabilities)-

?%gﬁ?éﬁ%%ﬁm@’*%ii”@ﬁ
F30H X S (oW 2-40) MAERE Y S %

Bl 2-40 % 4 § & %

Assets year 1 year 0 Liabilities and O.E. year 1 year 0
o Cash and cash equiv. 1,928 1.878 e Bank overdrafts 18 18
¢ Short-term investments 32 34 e Short-term debt 496 811
e Accounts receivable 478 512 e Accounts payable 964 1,142
» Inventories 402 » Fin. lease obligations 358 297
Total Current assets 2,826 e Accr. liab. & provisions 358 297
» Property, Plant & Equipm. 2,448 Total Current liabilities 1,980 2,500
» Intangible assets 283 264 # Deferred tax liab. 118 119
« Gooawill 707 840 o LT fin. lease obl. 48 56
Total Non-Current assets 3,438 s o Other LT fin.debt 1,670 1,496
Long-term liabilities 1,836 1,671
» Share capital 682 682
e Additional paid-in capital 1,635 1,635
e Acc. refained earnings = 34
Owners’ Equity win 2,351
Total Assets 6,266 e Total Liabilities & O.E. s 6,522
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P %f*fﬁ;ﬁﬂﬁf(i"# K- F o s

P R E(BAR) cFEERE T oD

e F (BE4E)= ~ 3% ik g3 T
for =2 h=qeg o B9 FE g G § }i%’p(NetSBJGS’
BREE = A % drde— 4w 2 PR AR
I — 4 b A(COGS)=4I =~ 11(EBIDTA - Earnings Before
Interest> Taxes> Depreciationr And Amortization); @ 4 § =
fl—% # % * (SGA > Sales> General- And Administrative
expendituresji- 2. = fiw & = % 4] (EBIT, Earnings Before
Interest: Taxes); fav L w0 & IR (4o )F 4 L I (e > )=Fw
Z4(EBT - Earnings Before Taxes)f j*#7& ft 4 P F2
& futs = J1(EAT > Earnings After Taxes) @ § 1% F 235 #-%
BT~ 2L R P g B A At (arg} 2 -41) -

Bl 2-41 475 23~ 5 % i+

» Let us complete the following incomplete income
statements.
End-of-year items Year 1 Year 2 Year 3
Net sales 21,184 49,308
Interest income 24 132 208
COGS 16,916 24,372
Admin. & selling exp. 2,380 3,304 4,808
R&D exp. 380 504 816
Income tax exp. 444 864 1,696
EAT 2,124 3,776
= HINT: Rewrite all columns from ‘Net sales’ minus
‘COGS’ to ‘Gross profit’, etc.

“"”m....mll/'
End-of-year items Year 1 Year 2 Year 3
Net sales 21,184 31,036 49,308
- COGS 16,916 24,372 38,420
Gross Profit 4,268 6,664 10,888
- Admin. & selling exp. 2,380 3,304 4,808
- R&D exp. 380 504 816
Operating profit 1,508 2,856 5,264
EBIT 1,508 2,856 5,264
+ Interest income 24 132 208
EBT 1,532 2,988 5472
- Income tax exp. 444 864 1,696
EAT 1,088 2,124 3,476
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SHMEInE &

MENEZX2GERZ ST APFTIHIRRNZIR G > B
A s ()Y ¥ E B R £ £ (Cash flows from
Operating activities) ¥ * /% # 3R £ /i £ (Cash flows from
Operating activities) (2) 4~ 7 7% # R £ /i £ (Cash flows from
Investing activities) (3)TEJ_E 453 £ 5x & (Cash flows from

+ s

Financing activities) & ZHRFEEFRERfHL ZER
LR 5 (NOCF Net Of Cash Flow) # /‘E LR RS ADF
AL FASIDFALRAIMMAEZ LB - AN EAN
B T 4 [B] 2-42
B 2-42 3. &£ i £ 4~ 4F B
SOURCES OF CASH INFLOWS AND OUTFLOWS
Operating activities | \ Investing activities | | Financing activities
e Sale of goods and ser e Sale of fmed assets e Issuance of stocks & bonds
vioES » Sale of LT financial assets e LT borrowings

» Interest and dwvidend income e ST borrawings
w\:nn of loans made =
ke -l

[ e _ |
Operating activities | I Investing activities | [ Financing activities ]
e Purchase of supphes « CAPEX and acguisitions e Repurchase of stocks &
o SGA expenditures e LT fin. imvestments bonds
o Tax expenditures o Repayment of LT debt

o Repayment of ST deabt
e Interast & dividend payment

REFEAT ST REEH R T R AR
PERF] APREEZERE 2
ﬂﬁlﬁ' ?‘ﬁélpz\'iiﬁf;z\»’%i
S AR - AR

= FERE R A7 e TR = < LR A T A HE
.';ii?ﬁ » Dr. Arjen 2 HBS MARIA HERNANDEZ i % 4 ]
2-43> 51 EF R (77 (THRE 3k £ ok 2dF -

53



@ 2-43 HBS MARIA HERNANDEZ® %

HBS CASE MARIA HERNANDEZ

» Let us prepare the following financial statements (in
the below order):

1. Pre-operating period Cash flow statement

2. Cash flow statement for 02 July-31 August 2004
period

3. Income statement for 02 July-31 August 2004 period
4. Balance sheet at per 31 August 2004

» | suggest we do one item at a time; discuss it; and
then move on to the next one.

APA7+dR & & 47

PATRR £ A4 R FTNEET * 058 TR D
PMBLYG S MBI RE ARFEM-H 2 2o 32
£ 7t P4 3238 £ & +7(Common size analysig) & i Bl (4 B
2-44)7 3% % B (4r B] 2-45) > 11 % L i) & 47 (Ratio analysis)

(1) =Ry pE 4 L 47

Bl 2-44 £ o vt PAFR3R % & 17 & 5 [R]

EXAMPLE OF COMMON SIZE ANALYSIS 100%
90% - W Cash and cash equivalents
i 80%
L]
For every year, we express all balance items as a P—
percentage of the respective balance sheet total. 70% 1
60% 1 H Inventories
000 200 21 202 2013 201 50% 1
Cash and cash equivalents 8% ™% % % 8% 7% 40% - W Property, plant, and
Accounts receivable W 10% 8% 8% %% T 30% | equipment
Inventories 17% 18% 17% 19% 18% 20% W Patents
Property, plant, and equipment ~ 57%  55% 5%  56%  55%  G7% 20% -
Patens W 4% % 8 M 4% ]
10% .
Goodil T 6% 6% 6% 6% * Goodwil
Total assets 100% 1008%  100%  100%  100%  100% 0% -
2009 2010 2011 2012 2013 2014

LA R ATV fj-k?é_ fREA(ERTAS
FH) A TRIEEEAHERFER) FRETARF
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R FWHBREE LS R e R B AIRR A

Bl 2-45 % Fe 't P33R & & 19485 B

EXAMPLE OF COMMON SIZE ANALYSIS

170%

+ For every year, we

percentage of the respective balance sheet total.

s Cash and cash

160% - equivalents

express all balance items as a < | ot

140% + == nventories

W00 2010 2011 012 013 2014
(Cash and cash equivalents o T% % 7% 8% 7% 130% 1 === Property, plant, and
Aecounts receivatle W M W W 7% equipment
Iventories 7% 1% % 1% 8% 20% 121 1 \  ——Patents
Property, plant, and equipment ~ 57% 5%  57%  B6%  55%  O7%
Patents ¥ M M % N M sl —Goodwil
Goodvil ™% T 6% 6% 6% 6% YOO, 1—
Total assets 00%  100% 100% 100% i00%  100% 200 200 2011 202 2013 2014

(2) v o1& 47

A A N I I TR
|(Financial ratios) #

7,

4]

P 32 vt

Y
%

%ﬁﬁfﬁv
A yaE

ER R LS 8
LB A AT AT

snB 0t B(current ratioyFE i ds T A T #s G

i# Bt ) (Quick ratio=(ind F A — 5 B)/ i #

AR
&t bl(CashratioFm & /inds § i

& 3 EE £ v »|(Net working Capltal Ratioy =
SEFEATA

BT A 8 5 (Assets turnover ratioy &' B £ #F
7 b # ¥ (Inventory turnover ratioy 41 f = &
a2

AP ET £ 5 (NWC turnover ratioy4' | &
ﬁ/iﬁﬁgﬁﬁﬁ

i % 18 & ¢ &) (Debt-to-assets ratie) % f & 5
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A

® LI { & b(Long term Debt-to-assets ratio)
= ﬁﬁﬂﬁlﬂ/ﬁ?

® [ 7 g%+t b|(Debt-to-equity ratioF 3§ & 4%

N
N~
~

® & ¥ #c(Financial leveragey & F & %18 &

® 14 %% i #ic(Interest coverage ratie) i # frw
AL

® 4 (Net profit marginy=i= §| 4 b &

® FAFMI(ROA)=ZF "RXF A

® U AELFFMIFIROE)=EF "% %

5.% * 3 ¥ (Capital Budgeting)—3

ﬁﬁ
i

FAEE MDA HEE AR FTRHRLET - LY T
AF L AR E e g s EREE (NPVY) ~ & U 4p # 2

(Profitability index)~ 5% & B3 £ (= ~);# (Equivalent annual
cash flow(cost),EACF)~ p 383 p¥ 5 7% (IRR) ~ & & 3R p¥ ¢
(Hurdle rate) w 4z #p & ;= (Payback period) 4 i 4T

(1) #EE

d FHRIMEZ2 AR EMAFT  #- EENHRTZ2 FE
TP R LR L N R AR > AR TIOT £
*AFWACCHTI T A4 FEILE T 4o dy 2 » *7{F E R
HrZb k2 ZRE FAREAY 0 VHEIXZEEF

ZFERE) 0 ERZER - AP ERERE

O e &t 2 HH AlE A& P FZE% ”Lrigﬁtml} iz
%"F'/i‘%f\;f Rﬁgﬁﬂﬁé%’\}}iﬁﬁ\ou\\z\—r.ﬁr“r'

% %

T
CF;

NPV = —[y + —

2Ty



/iiﬁﬂﬁ‘/zj‘fﬁ“‘f_? I 78 5 rv/-m«‘b»;‘/i‘aifé L0k, A
EF2AFFQ)EREZR YL EVEQ)EREZR Y &
593 DI ENEQ@)EREZ R LN EITR o Ra -5 E
ERER LR A é‘E HE AP R AF R E A HIT . 2R R
U PR % o h’T*"T‘Ja:‘;ﬁ p<“7fi#:‘g‘ SEAR AR EE
i % efgsi & EXCEL 7 5 k% = gt 7 17 o

(2) EIE ek

ga

=+
Z\ /é:- >

Yo

d 2 EILEEaHE %?&%%}»”“’L’@ % NPV &_F =
O%2 NPViE= | 52 T AL mi 4otk T &3~ %13 ét
U - Sl R N A E | S UERE SERLE S5 AN S
AP S U &(Profitability Index> PI):- 5 = i 2 Rndl 18
FHAEREVERE T R4 FE T 2 PlEETE <%
1% 5 L F 4K 2 Lmr-%ﬂ o Pl 31, ##X3%5% % % Pl
AL BIIERZE R o MO NA T AT

PV of cash flows ZM st

P.l. =
Initial investment — !0

Q) HFERRE(> 2)i2
¥ FIRt R AR Y BT E AN
(l4e3k & £ 5 A R) 0 B A0 H Y I R

- THR IR Fl A %A EART

FAR #

AT R BER2ZR*ZHI I e LRI EE AP
FAPBN - BEENR* ZHE ] OB H FIHpP AN
%ﬁi#ﬁ '—’ﬁxé’ﬂﬁm’ﬁx‘U“uﬁ-‘)ﬁﬁuff(%\ﬂ\)ﬂ/}%



Bl 2-465% £ R & (= ~)iZ

The Cadillac time line of cash flows:
-$4,olm—1loo -1Ioo -1Ioo -1-::0 -mlo -1olo -m? -1051 -10:3 -mlo &
o 1 2 3 a4 5 & 7 8 5 10
The “cheaper cleaner” time line of cash flows over 10 years:
-$1,000 -500 -500 -500 -500-1,500 -500 -500 -500 -500 -500
6o 1 2 3 4 5 & 1 8 s 10
% 100
NPViaditac = —4,000 — Z A roqoy — 461446
>, 500
NPV, = —1,000 —
cheapo ) - (1 +0.1 D)f
1,000 12'3: 500
(1+0.10)° &= (1+0.10)
— —4,693.20.

it g NPVcadillac > NPVcheapo® # 7 i & i #
cadillac-
(4) P IEFEPEFE
Y- FREREZE B LR g2 AP I3E 2 (Internal
rate of returnIRR)' PERETFREERTIRE EdkE
A EE R T A SIS RN o s fiL PRI SR

POIRIE NS GE 23R 2 k- k2B R kg B ik
g B g E I FEEE (Tryand errons 11 i@ & %%
RiEe 0 ﬁvéﬁﬁ F f%\ ) P\ *‘Kﬂzﬁw ((IRR) ; 4% pb % &) w]

58



IRR + & %2 WACC(* gL 555 4+ 4 %) 25 &
% |RR | % WACC(* T 355 4 & 4 %) - BlIES & %

o

(5) = & 4fp¥ ¥ (Hurdle Rate)

ARSI AR T RERRS =St MERE -
FooHZ RACT

S R IFPF = ETIOF £~ A S5 (WACC)+ 1
"% PE-K (Risk Premium)

xR ¥ WACC © 3 ¥ b "G RE-K
PREL R TR?TH  RRRAEKAARES W P Aol
P*“'%ﬂ&ﬁxmfﬁd$m
B2 S REA ST AL R IR AR R

a%%*ag&iﬁ@mmf éﬁ?%ﬁﬁ&ﬁﬁ
FERM S MR A HEE AR A R RER -

b. FHFRNFT AP G133 27 EWE A b b
EARI) &%ﬁékb*ggiﬁvmcco

AR AR AP F RS B RS A
7 ¥

2o dg ® A YR BIEP T E AR BT P
T g REEME Py B x2 IRRAREHEMF - P
TREYZEX ) F2IFEGE L o

W R E G - H A Y g & @a%\»ﬁm‘v



BEORERETRAE AT REFTRY TITRI R 571
Boeoggdo  AA 7 EFRT £ HRMSAL D 2
PFr P FEBEUPNF TR * v Bz 54y
bt ol B sk B 0 3R T AT IR T B 2
PWEEARLERENE NG FITRFITR LR R
BWEZHBRPLETERELTE ENRAH TR

P ERIREE R #Fﬁ;:,z R ERRRE(S A)E
NIRIF Y E R BARAV S rih»]zﬁpf"‘,z » fm X giuiu :
4;: L EF Dr. Arjen & 3Rl S & 7 2 I,Eh‘lid—jg’f iﬁg;:,z N
HNFERRE(S A)Z o ¥ 1345 John GrahamZ Campbell
Harvey(JFE 200%F 7 # & 35 21 4c @] 2-47:

® 2-47 HBS MARIA HERNANDEZ® *

How fregently does yeur firm use the following technigues when deciding which projest or
acquisition te pursus?
Source: Grshan Harvay JFE 2001 n=392

IRF

rP

Hurdle rate

Fayback

Serstiity anaksis

FPE multiple

Ciscoumed parback |

Evaluation teclinisjue

Real oplions

Biock 1ate of rstum |

Simulation anay s
Proviiaplily incex
AL

0.00% 10.00% 2000% 0.00% 40.00% S0.00% A0.00G TOO0% a0 0%
% alway's o almo st aloiows

In 2002, the authors summarised the highlights of their
JFE paper in the Journal of Applied Corporate Finance; |
have included a copy in today’s reading materials (only 16
pp. instead of 53).

B 247 W7 AR EARY 2 FARFT AR 2 &
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Beh BIRAREE EILEE S BRI E v w el BV -
SR RAT ITIMw e R TEEER M
ERI = - LA L I SUERE SERNUN LS (NI &L
TEFATFTARTE R4 HE LB, T2 A07E :j%g;}}i
P aMassng 217 0 L HEREZ(NPV) ~ P304 3
(IRR)Z . Fw e P2 & - Ik o

r gk £ & DrArjen st g i S Ar =

o - rﬁ'{,??i%ﬁ%?"‘ *#J»P/Lai*ﬁ‘/imlﬁ'/
(NPV)~ p 3R33 g (IRR)Bi#t v H B RBE R
;Jt_‘}}gqu 7]‘2\; ; ;?FF»»,L:;}_- °

® 1 Dr. Arentiizsrit Tl Bl c NEEARAR
E(FR)i2 > BRRFPFVRARNEHIT AR RY Z 82
SN

® LRAPPE PR TR FIRAT AR G ALF D
FEMT AL G2 L S -
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() & %324 3++% (Business Improvement Plan, BIP)

Workshop
EESY FROHE AL AN F LY R
FrF o b7 TEYFRTIRLRA 5T o fvg L
T A g RS MRS 2w

##% EF Dr. Marc Baaij?’d%(izrg%‘] 2-48)2_ = §_Boston
Consulting Group (BCGJLvs AE R » & 4 4p % chfp £ oy sc i
H

RER R LS55 > 5 5 AR A & > TRAZRL DT R A
BB s A dem BETRAEL 0 Fl LS e A Y - &
)

14
ER I R ]

&

2EEHERC DN Ty el g
JE T &

B 2-48 #2:%- (7 Dr. Marc Baaigc 4227 BIP% §

1. i* 423 ¥7(Diagnosing a Problem}z %
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R & ALK AL F  (problem-owner)t 4v 3 %
ENnE S BT 2L mE SR LiE(result gap¥ 24 0 @
[EREN LR ek ﬁfaz‘i‘;ﬂ' G iwi e R, 0 B AR i A

;’%i&{ﬁﬂzﬁﬁ% » RHKILANSER AT R L N
o B} AP UTAR R & z*;c:z»;*rsjj% LFT b 55 A e T A 5 (Ao
2-49) > HP ho=x
B 2-49 K 352 44 B

DIAGNOSING A PROBLEM.
GENERATING AND TESTING HYPOTHESES ABOUT POSSIBLE CAUSES
What is the
size of the Where is the
problem? problem? Why does the problem exist?
Identify Decom Structure Select cause
the -pose til'v]zgrrg;:: possible hypothesis Test EgT:Iate
result gap by gap gap hypothesis e
gap drivers causes question
Select next
‘ hypothesis
lterate
Source: Baaij. 2014. An introduction to RSM
managemenr consufrancy SAGE ~C 2 *fad
- RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 — [RASMUS

(1) g r 3 5+ ?2 (What is the size of the
problem?)
. Ei?t\l? T 3F “i 1::\' _"ia 5

7

RIS NEFTDLIE D Aolfix
RS 0 £ E F’j zZ*é*yF NP RSN
MR EHAEHEAEREY S5 TR blae L F
A § 7 % (Balance sheet)fﬁfz #. (Income statement)
3. & i~ & % (Cash Flow Statemerd) 3 Z 4 v 5

(ROA) ~ % % f# ¥ 47 f* % (ROE) ~ 3 7 4% i & (ROI)
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o0V EY AAREE T RE A s g R
ﬁé?%%ﬁmi%°
@ LizR%AESRETFT I Hd AT EELALER

EFE 0 T i ﬁag%%;iﬁﬁﬁm%%ﬂ
F o Bl4cE) 2-50 A fRi% 5 £ FEhSRE F]F 3L TR
U5 (ROI) » i — # 45 A3 = B & A peanSgpds 7]

-

o

Bl 2-50 4+ iz % % £ jEcnSpds F]+ -4K 3 3R Y 5 (ROI)

DECOMPOSE THE RESULT GAP BY RESULT DRIVERS
TO ACHIEVE GRANULARITY

=
Gap in
A cascade of enterprise value
disaggregations

Gap in growth Gap in return on Gap in cost of &

(cash flow) invested capital capital a

8

=

Gap in profit Gap in capital >

Gap in revenue Gap in costs \/

What result drivers explain the result gap?

Synonyms for decomposing are disaggregation and de-averaging

RSM
T 2afuns
/ ERASMUS

----------

11 Marc Baai] - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015

(2) B 4 ? (Where is the problem?)
%3ﬁﬂﬁﬁi%i%m9£ B T3 b B4
=5 I RE- AP R » B 2-51 42 7AR 4R
6 & = W%ﬁiyﬁ’gé—ﬁﬁﬁéﬁi*%
FAFEZ A SR FEE A S 0 I35 AR R
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B 2-51 % f2l % ZFENE SR B - P Ay

SEGMENT FORD’S 2006 RESULT GAP INA LOGICAL
STRUCTURE OF AREAS: PRODUCT, REGION, AND BRAND

Ford Motor Company
Loss -15,051 Bn USD

v

Automotive Sector
Loss -17,017 Bn USD

v

Financial Services
Sector
Profit 1,966 Bn USD

What
.I, product?

What

region?

The Americas Ford Europe Ford Asia Other
Loss and PAG Pacific and Automotive
-15,308 Bn USD Loss Africa/Mazda Profit
-1,951 Bn USD Loss 0,247 Bn USD
-0,005 Bn USD
Ford North Ford South Ford Europe PAG Ford Asia Mazda
America America Profit Loss Pacific and Profit
Loss Profit 0,371 -2,322 Africa 0,245 Bn
-15,969 0,661 Bn USD Bn USD Loss -0,250 usD
Bn USD Bn USD Bn USD {z fns
1 Warc Baal - oM Erasmus UNVersity - BUSINESs IMprovement pian Worksnop 16-10-2015 ERASMUS

..........

(3) RIEFE 4 e F L e ?2(Why does the problem
exist?)
LR 4 KT e £-p 3 (Barbara Mintoyir & F 35 R
Rl (Pyramid Principle$: i 5 2 848 A 47 e A 2 (7
B OLE > Fo- BN P LR 4 LB EA T
FAIL D ST R A R A R RS il

WAL VT e d T S 7 R
71
|

® FEHMIT
——Ig\éﬁ.ﬁﬂ HRY - I8 o

@ S ¥ RFIZI“I B o = 28 & (Mutually
Exclusive Collectively Exhaustivejin # - f T 43|
I AR T (4cB 2-52 &) 2-53) -
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Bl 2-52 4 fz '

* A JEF 5 R T

OF THE RESULT GAP

DEVELOP A LOGICAL STRUCTURE OF POSSIBLE CAUSES

isaggregate into
possible causes that
are mutually
exclusive and
collectively

Why do we have a
low profit?

""" N

exhaustive
Small

volume
(units)

Low
revenue
per unit

High costs

Small
Weak Small Small share
market
economy market of segment
segment
Weak
Supply
compe- ;
y . titi constraints
Also investigate SIS
possible linkages
between areas RSM
Ciiters
25 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 ERASMUS

B 2-53 4 f2 % % L jEv & B TR A R T

DRILL DOWN TO IDENTIFY THE ROOT CAUSE

Weak compe-
titiveness
Small
Weak sales Low brand Weak product distribution Weak after-
force recognition proposition reach sales services

- T

Low product High price Low product Unattractive Low number of
performance ehp quality design applications
Also investigate
possible linkages
RSM
between areas /{'2 afons
26 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 ERASMUS
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2. FE N = P8

c ERFRFREFDE A 47§ o
BEEZ éiﬁéiﬁﬁ‘ﬁ"ﬁ%éﬂ’ﬁé RIS RN
%A ¥R e R ér\  FE 242 % g4 (solution
constraintsy? /- Jfﬂ«% e BIFE LY > HE R
Mo AREC S TR S P Jr;‘%”ﬁ ;G;%L" { % Fe TA4-@ 2-54-

Problem diagnosis Context for solution
development
N
Negative disturbing event
(cagse of decrease of Stakeholders
achieved performance) - interests: aligned with
problem owner or
~ conflicting
performance gap + impact on project:
+ desired performance positive or negative
+ achieved performance
J/
/ ™
Key question: How should ) "
we respond to negative SO“‘E’“C_’": DS?SP”
disturbing event to close constraints critera
\‘the performance gap?
Source: Baaij. An introduction to management RSM
consultancy. SAGE. 2014, 1 2
27 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 - FB.??MHS

Ad TRIEZRE  » T4 25 /B g e
TSR R4 a4 iE 2 (solution constraintgy i4- K
Jfﬂl_%(crlterla)o LA E R ﬁ‘; gf{‘ﬁ*?\l I SR o AR B
FEGARDEALE S SRR R &S 'EF/*H&E: 2T
PR EHR “ﬁﬁi&‘z(&rlﬁ 2-55)’ g o %éiﬂ#%ﬁ%}

Y

@7 ETEA S LR KRR AR P R
SRR
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B]2-55 &4 & a8 L H R R

Constraint 1: minimum (" Constraints are
reduction of absolute: they
environmental footprint setthe

boundaries of the
\_ solution space. /

reduction
of staff

Constraint 2:
® @ maximum
Alternative

reduction of
solution

: staff

reduction of
environmental
footprint
Criteria are: Contribution to result
= Contribution to
-p%r;osr;noafnce Ease of implementation mSolution X Criteria are relative:
implementation aSolution Y they rank the
o i Rick = Solution Z alternative solutions
15 in the solution space.

0 1 2 3 4 5
Source: Baaij. An introduction to management Score of solution
consu.‘tancy SAGE. 2014.

Marc Baaij - RSM Erasmus Un| ity - Business Impi

Plan

16-10-2015

3. B PE LU R ARIRBBRER
Baba s B 3;?355%55 ’ A}%’—’rl;?i’gﬂ*—f;'. AL B i faid g

Bl R)T A g 0 R
22 RIRR R B 2 :}a/EJlF»& i i )@73 itk 2 7R TR

7 OEATH B B RIE AKX iF
SIS G E R RE L SR 1 A R RO 2 N

RERIERARS 4o 2-56> V5B AC(GEL ~ L X L 4 ¥

‘p‘%a‘ﬂ‘,ﬂ;

AR AR VS | LD N W el R 7% B 2-58-

t e -5
BAT LT g 0 EHE 5 i‘hr]’éi‘ R
FBBEAREF]FE T RI 0 > R 25 ‘?’;(Mutually
Exclusive Collectively Exhaustivg) -/ ] » e BF £ & #485] 2
bR K SRt T3 L0k o 4cBl2-5911 AGF R TN B % b

# F'~“ S
SR LB ¢ R T B A THAEE R4 R {
FUNER - (HFRAESEAL ETLB

1 28 AL
E/ f"f_i o
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F12-56 G151t 15 & 2 8-5 B 2 3k Bk i

STRUCTURED OPPORTUNITY DIAGNOSIS: DEVELOPING AND
TESTING HYPOTHESES

At

What is the

Why does the
opportunity exist?

)

Where is the
opportunity?

A

Develop and test hypotheses

A

opportunity size?

[ \f \f |

. " Structure
Identify Identify possible Develop & the size of Formulate
possible possible driver-segment test hypothesis @ size 0 the key
drivers segments combinations hypothesis the result question

Reject
hypothesis and
develop a new
hypothesis

Iterate

Building on: Baaij. An introduction to
management consu.ftancyhgﬁGE. 2014.
2 offary

16-10-2015 ERASMUS

30 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop

F12-57 ZBACEHRE ~ L H ~ £ F T 2 24

N

e

1o B4 FE AR B eNBRK 1E

4 C’'SHELP TO IDENTIFY ASSUMPTIONS OF HYPOTHESIS

Hyp: Solution X

Hypothesis (Hyp) leads to desired
result
A1: :
Solution X A2:...ina A?;é\;"\fe A4: ... and
Assumptions (A) meets way ireiplemient earm the
customer superior to i desired
o solution
demands competition X result
F-Eiavi Com-
s petitors
RSM
/( 2oy
54 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 ERASMUS
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@ 2-58 /?J‘_q‘:\il;\

- 2

— F ALK i

TEST THE HYPOTHESIS:
FIRST IDENTIFY THE ASSUMPTIONS

MECE structure
of assumptions

H: growth in adjacent
market contributes to our
~ profit.

~a i
/- 3 \\
. We have
Our opportunities The sufficient We can manage
in our core A The adjacent - 1ag
adjacent potential to the complexity of
market has been . market offers ; . L
fully exploited markeF is synergies ach!gve a leading competing in two
attractive position in the markets
adjacent market

Marc Baaij - RSM Erasmus University -

[\

ecessary

assumptions: all
should be met

Business Improvement Plan Workshop

16-10-2015

RSM
P .
ERASMUS

it

& 2-59

E 4G

|~

B3 3L L B 4

5gE F]+

Ap
7t

s

3

LOGICAL STRUCTURE OF THE DRIVERS OF THE 4G MOBILE
COMMUNICATION SUBSCRIPTION OPPORTUNITY

Driver analysis: Breakdown

into possible drivers that
are mutually exclusive and
collectively exhaustive

N 7"

4G revenue opportunity

for subscriptions
(euros)
""" e —
Volume - Price of
(# subscriptions) [~ subscription

(infrastructure)

Supply

capacity

Advantages of
4G for user!

T N

Switching
costs of 4G
for user

Price-
sensitivity of
user

Costs of 4G
for provider

Higher
speed

Better
applications

More
functions

Higher
status

Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop

1) Relative to 3G and to alternatives / substitutes. To determine the opportunity for the client, you also need to compare
the client to the competition: advantages over the competition’s 4G offerings. Same applies to price

16-10-2015

RSM
it
- ERATMUE
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4. % B B plEF &% ehfz i3 % (Exploring options for
closing the gap)

SFFEER e e NS T L e Al
s R R R APTEER BEILR Y o it 7S
Por A RIS R A FHERA R LR KR
K o BRI R B 3R] BRI P Eﬁ“%-‘% :
ua&ﬁ%g%%iﬁ%%i’w%&&ﬁi?%k%%’
RIZEATHEEPRRFRBRIER » 3T BRIEET MR 50
BB BRIRET i ehfiE ‘ﬁ_)%‘%zrl%] 2-60 -

Bl 2-60 % B &2 pla ¥ & hfgid> %

DEVELOP AND TEST POSSIBLE SOLUTIONS TO CLOSE
THE PERFORMANCE GAP

Accept
solution

4,\ Sslect X

Identify Develop Structure solution

the possible possible hypothesis h E?Iitesis
decisions soluiioV solutions YP

Propose
solution

Select next
hypothesis

lterate

Source: Baaij. 2014. An introduction to management consultancy. SAGE.

RSM

FAT LT AR ko TR R R A
3 o = > 5 & (Mutually Exclusive Collectively Exhaustive)
SRR P RERL TR T AR A R Gk o] 2-612
Bl 2-62 it sl M B R AL AT R B
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F12-61 HEL F IS HEL B ATA 45 % 0

SOLUTION: DEVELOP A MECE-STRUCTURE OF POSSIBLE
SOLUTIONS FOR A RIVAL THAT AGGRESSIVELY LOWERS ITS PRICE

In some cases you
have to combine
(complementary)
solutions

How to respond to the
rival’s price reduction
in order to maintain
profitable growth?

Reduce Develop stter Strengthen Focus on
price nen-pti corimunicate | | differentiation segment that is
prerfiotion differentiation advantage

price-insensitive

dvantag or where rival
Take over Retaliate on will not or
rival rival’s core cannot come
market
Do nothing Withdrawal /
Integrate Integrate sell the
backwards forwards to L
to cut of preempt T
supplies to distribution
rival channel of
rival RSM
41 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015

F12-62 $E£ & T 5 BAET i 2

¥
A
W
3
=+

DEVELOP POSSIBLE SOLUTIONS

How should McMeal
respond to price rise of
ingredients’ to maintain
profit?

Counter Fromote
o Raise price Reduce products that
price rise
of of end volume of use less or no
ingredients product ingredients expensive
) Switch to Hed Reduce
) ) ge
Ni%?tt;arte Joint Switch to cheaper against Integrate volume of Reduce
terms with purchasin cheaper alternative || price rise back- ingredients waste of
suppliers g suppliers for ~of wards per ingredients
PR ingredient || Ingredients product
1) For instance: meat, sugar, coffee, potatoes, and chocolate
RSM
/{z ~funy
43 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 ERASMUS
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5. GE-Mckinsey # F j & 7 #(Portfolio Framework)

CEEBAEH A AT REEENROBFET RA
fer K e dp R & RFLAFEE R - FHPA
£ KR "’T‘ *E S E b A pEEH (M&A) B K w% o5 B (strategic
alliance)y* ;4 » i f7ds M- KTHFLEE 41 Y- X EE
R RRE RS s R R R sHE o T LR
Bp i EM o 2 EIN/ R E ¥ H - (strategic
business units, SBU)

- TR

=
™
s
o
QTR
R \
Dy
N3
s
i

P R W ARRY ’&viﬁﬁvw : mm\ - ik #%rz

-4 F ¥ = & & 47 (Business Portfolio Analysis) 4% 4

7 GE-Mckinsey#: 7 & & 3¢ FHA e 471 E Ao Bl 2-630 3%
4{3\—_{]& McKinsey & ¥ AF R = & & 1970 # > 3705 27 &8
CGE2? R SBURERFRE Nk 7% NRBEFRTE
EAF oA - AR ERA YIEA L FE P K BE R
BE ¥ o 9 R REE o H LML D Hex il
(attractiveness of sector)# 3& @ 7 FH L~ 3 F £ X ~ F
REFP - ZEFEN - AEHRE 2P WEAERTFZE
MTZALXRBHLEE 4 > AP X kg BEFES 2o
® ’fﬁ‘%@“ % ;zi ¥ 24 4 (competitiveness of business
unit) > PR B EF AR A A4 T g

A#Bff’“”‘ FEUEZ R E Rt 2 FR -
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#12-63 GE-Mckinseys 7 2 & % H- 13

GE-MCKINSEY PORTFOLIO FRAMEWORK

............ PEEEETTTTTEY
AHigh i 3
Invest | Invest o Selectively
| invest
1 o
m-m@-ﬁn.l.ul.u.n.ua.l. s RS ALERLE,
Attracti , : . . (O Busines-unit
_ Middle Invest 1 Se_lectlvely Harvest 1 Surface: invested capital
g invest .
veness  SOUSRURRPES S W (G A
) 1 _ .
sector i Selectively . Selectively
Low L invest - invest
: : O
High Middle Low

&
=

Competitiveness of
business unit

Source: GE and McKinsey &

Company RSM
2 nfns
50 Marc Baaij - RSM Erasmus University - Business Improvement Plan Workshop 16-10-2015 —~ ERASMUS

AL EENAZEA OB IR EB AR 2 E

O B2 F s R e

¥
%%’%@J%Fmﬁﬁ’%ﬁﬁ%@%§
RERE -
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6. Aiehg ¥ ¥4 (BIP)

d At AR R Y F D R (IPPSY B3t 2024 # 42 £ Y B &
? 32 REF IPPSL;E? 7 7% % IPPs: 5 & IPPss) ik p m 2t
BT+ 20%> ¥ 74 2% % ﬂiﬁiﬁi’zf@/ﬁﬂ%%‘ T2 & st
744 Fo(Not In My Back Yard, NIMBY) ;> # 2 T2 & 4 iz
A ?\lél‘ (Not In Anybody’s Back Yard, NIABY) |, @ & & F]if >
TARTLGAREL pd PHRTFE S RAFE
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF STRATEGY

COURSE OUTLINE

This two day cowse has been created to equip you with & thorough understanding of strategy and the
analytical and conceptual skills necessary for ganing strategic advantage and contributing fo the success of
your company. You will get to grips with the basic elements of strategy, tackie contemporary business
challenges, leam to recognise the potential for competitve advantage, and make youwr input relevant,
waluabie, and integral to your company’s sirategy.

Participants n the R5M Executive cowrse on 'Essentials of Strategy’ will:

= Develop state-cf-the-art knowledpe in the basics of strategy
= Acquire skills to analyse indusiries and e competition, and their effect on company strategy

= Broaden their understanding of how to identfy and create compstencies and capabiliies

= Augment msights on how to effectively onganise sirategy

= Develop analfytical skils to (reformulate and (rejconceptualise strategies

= Enhance ther ability to develop the buildng blocks necessany for creabing successiul sirategies
» Devise an acton plan talored to ther personal business chalsnges

RSM
The business schoal that thinks 2 .-f’uu..p
and lives in the future - ERASMUS
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF STRATEGY

PROGRAMME SCHEDULE

00 brs Thee fundamentsls of sirategy

- Simategy formation and renswal

1230k LUindersianding e competiive environment
Ideiying T relvant Environment
IndusTy analiysis
Azsessing Indusiry evolution and corvergence

1220 khrs Lunciv

1330 hrs Uindersianding organizational strengies
- Identitying key suCoess factors
1530 hrs Analyzing oriical msources and compeiencdes

1620 hrs Ensck Broak

1700 hrs Crealing competitive advantsge and uniguersss

- Adgning envvironment and competendes

15,00 hrs Developing a competitive business model
Critical ok of acthvity systems

05,00 hrs. Miaking & Happen: Impiemeniing & Crpanizing Strabegy
- Iobilizng rescwrres and compefencies
1230 hrz Mansging and organizing ks edge

Creating synesgies across units

1230 hrs Lanciv

93,30 hrs The mie of allances and acguisitions
- Uising extemal resowrnes and competencies
17.00 hrs Choosing betwesn allances and sonulsiions

RSM
The business schoaol that thinks — 2 ﬁ-{v‘-"\-g
and lives in the future - EE&:&M 3
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ROTTERDAM SCHOOL OF MAMAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF FINAMCE

COURSE OUTLINE

Essantials of Finance 1§ an introduciony course that explaing how finandal gata |s reported and now It s usad for
decslon-making, perfoimance measursment, bUsMess Improvements and valuaton. it wil help you understand e
financia impact of gecisions and how to mondtor fnanclal performanca, enabling you fo communicate and work
eMectively alongside inanclal speciaisis. This colrse wil provise you with 3 wide mnge of e most commonly usad
fhancial tooks,

Participants In the REM Essenbals of Finance' wil:

= Unosmiand melr contribution o the fnanctal performancs of 2 company
s Beequipped to Interpret and evaluate fnancdat data

»  Be a0l to communicate more eMectvely witn nancial speclatsts

s« Unsarstand tools baing used by inancial epecialists

=  Broaden thalr knowlenge a8 a specialistin another discipine

ThiE COWES I2qUETSE EOME PrE-COLTSE praparations. We expect that this will take you less than two hours. The pre-
waork matenats, Inciuding instnucilons, are avafabile at:

S IEM. Nie Ne cuiv E-ed eath En raim re-warkn

\We wse the book “Financa for Executives™ oy Hawawinl and Viallel The pook will be used a5 baskiground materiais.
Tne bodk wil b2 handed out to you in class. Note thal the book is compiementary fo the course; that is, we will
discuss some Essues In mare detall than those provided in e ook whlle obher iopics In the ook may be fouched

upon.

During ihe course we will go Into more Setall on the selected iopics and uss the concepts presented o discuss real
IIf=2 exampies and cases. OUT goal 15 10 provide you with 3 good understanting of both financa and accounting theory
and their applications.

We refer b the cowrse schedule 1o see whnen which chapies will b2 Esoussen

Hawawini, Gaodel, and Viallet, Clawde (2011) "Finance for Executives”, 47 adition, Masom, OH: Soutn-
WestemiCengage Leaming.

The business schoal that thinks z e{u'l-'l--ﬁl
and lives in the future HE
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF FINANCE

PROGRAMME SCHETHT

=

0o0one  Infoduckon fo Financlal Management: welcome fo the warld of finance and
E - Franclal statements: Recap of the pIe-CoUrss Work, and futher discussion of the balance shest, ncome
S statement, and cash fow statement.

» Application: Harvard case study (Mara Hemandez)

Literature; Hawawin: & Vialiet chagters 1-3, 15

1200 ws  Lunch

13.00 s Putting Financla Statements Info pracice:
- « Application [Tnalising the case study): Harvard case study (Marta Hemanoez)
Jegons Tnancial Statement Analysls

« Infroduction Into financial statement anatysis

« Applization o Masmioft Irfemational

Lierature: Hawawini & Vialiet chapters 38 4

1630 e SNack Break

1630 s Applcation: Financial Statement Analysis n practice
2 « Analysing ratios for reaHie cags {Accor annual rEport)
1630 hrg. * DMSCUBSIIN and rEcap of he

Lieratre; Hawaainl & WViallet chaplers 3-5

0200 s Wauabon in Corporaie Finance (1§
; . Pregent and Fuurs Valise anaysls
1200hmE - * Emclent market hypomesis

= Flnandal Markzte & Valaton

Lherature: Hawawini & VialleL chaplars &, B, 3

1200hre-  Lunch

1200 hrs. Valustion in Corporate Fnance (21
- «  Portfoko theory
1E.00 s = Risk, redum, and ihe CAPW
« (Cagha soctura and the costof
Lieratre; Hawasini & Vialer chaplars 10 £ 11

1E30hs  Snack Broak

1530 s Appiication: Capiti budgeting

¥ «  Waluing and sefecting Invesiment projects

1E30nE  Lierature: Hawanini & Viallet chapler7 & 12
Capital Buogeting Case

RSM -
The business school that thinks o her - F‘I"Fv"-“-?
and lives.in the future ERASMUS

UNITEREITY
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF LEADERSHIP

COURSE OUTLINE

This two day course will help you dewelop the skills you need to become a successiul manager and keader of
pecple. The many skills you must master molude bulding trust, managing conflict and using posibve
emotions for better and faster decisicn making: phes motivating, coaching. and measuring the work of others.
Furthermone, you are expecied o develop your own personal. authentic leadership style and heip people to
cope with chanpe. By looking at the importance of good communication skills and developing your ability to
realise, mobise and nurture the many talents of indviduals and teams the course will help you become an
outstanding leader and a role model for ofers.

Participants in the course on "Essentals of Leadership” wilk:

= Understand and develop the critical skills. fime applications and work values essential for success in their
leadership role

» Bald the foundabons for creating a broad and diverse network and growing their ‘social’ capital

» Develop the abdity to mobilise and nuriure the many talents of individuals and feams

RSM
The business school that thinks 2 -A{M

and lives in the future
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF LEADERSHIP

FROGRAMME SCHEDLLE

00 s CpEmising the ieaming experiance
= = The Sundameninis of personal deveiopment
1Z30hrs Efective commumnicaton

Thee powver of active Estening and efective quesSoning

1230 Lamveiy

1230 hrs & fmmewort for enderslanding Leadership
= *  Lookng through the Leaders window
130 R

1E30 b Engck Broai

1700 hrs

17 00N The parormance maragement procsss

= How to motvets peopie

1500 brs

DSO0hrs ¢ Buliding trust

- ¢ Coacking for periormance

1230 hrs * Delegaton and empowsmnent

+  Managing your e and your fe
¢ Ehing and recehing feecack

* Cresting high performing beams

1230 hrs Lunch

1330 hrs ¢ caining and wsing metnce and power
- ¢ Buihdieg trust
97.00 hrs « D pEna FOUT Eutrent

¢ The stoet bo 30 SUCCESS

RSM
The business school that thinks - Z afriang

and lives.in the future ERASMUS

URIYEREITY
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF MARKETING

COURSE OUTLINE

This course provides you wih 3 comprehensive understanding of the basic concepis. practces and
development in modem marketing.

In two intensive days you will leam to understand and apply the basic technigues of marketing, ncheding
branding, postioning, pricing, segmenting and targeting customers. The cowrse deals with conswumer as well
as business-to-business issues,

Participants in the course 'Essentials of Marketing will:

Uinderstand the customer and the role of marketing throughout the organisation
Uinderstand the vocabulary and tools of modem marketing

Leam how to create value through products, brands and senvices

Leam how to bring products and senices o the market and create retums
Leam how technology afiects the markebing and busness emaronment

RSM
The business school that thinks 2 a{uwg
and lives in the future ﬁ‘t:i‘r I:.I 5:
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

EXECUTIVE EDUCATION

ESSENTIALS OF MARKETING

PROGRAMME SCHEDULE

0200 hrs Introduction bo Marketing

Marketing Strategy Fundameniais
1200 hrs

1200 hrs Lunci

1300 hrs Marks & SpEncer Videsozse
- The marseting dashboand

180 b Imzmal marketing and purpcsetul stabegy

15.00 hrs Snack Sroak

18.30 hrs Dasanl Videccase
15.00 hrs
05.00 hrs The Changing Mari=fing Emvirenment

& What's the pew compatiion and how do we respond?
How doss, B role of e conneched customer svohe?

Cymamics In So-io-Market 3aiegies

12.00 hrs

12.00 hrs Luach

13.00 hrs Case Discussion: Cloo 3ysiers, Managing The Go-To-Market Evclubion, HEE S0SD0E-FDFENG

- Bea REvergs Mogels amd Fricing
16.30 hrs

Concuding remarks: Your marketing challenges
The business schoal that thinks e 2 JM
and lives in the future - uE_ I.IE.!S“':JE
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ROTTERDAM SCHOOL OF MANAGEMENT
ERASMUS UNIVERSITY

BUSINESS IMPROVEMENT PLAN WORKSHOP
REQUIREMENTS

Format of the Business Improvement Plan

The businass |I'I'|PI'H'I'E|"I1EI11'I’GI'I FI|3I1 showid be In PowenPoint format and shiould contain no more han 12 siges
{exciuging iz slide and agenda slide{s}).

The language may b= English of Duich.

Each slide may be accompanied by one (1) ‘note page’ to make the presentation self-explanatory (no more than
one note page per shde).

The slides should Include the following Rems:

Clear statement of the caniral lssue

Y our analysls of the sifuation

Geveral options (at least three) to address e Es0e

Data sowces and analysls mathods to iest each option
Research-sased, preliminary Insighis on he seleclion process

Sumit an edectronlc vershon of your final work plan to Jemen Thams:

Email: [thomsgrsm.nl

SUBMISSION DEADLINE OF YOUR FINAL BUSINESS IMPROVEMENT PLAN: DECEMBER 14, 2015

The business schoal that thinks -~ 2 afm-g
and lives in the future ERASMUS

URIVERRITY
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& ¥z % 3+ F (Business Improvement Plan, BIP) Workshop
S S

Assessment of the Work Plan

The asesesment will solely be basad on e final work plan [not on ntermedats producis). The folowing grading
criterta will be apglie

Fimal work plan elamants szssasmant criteria Orverall Welght
Central guestion Comphexity
Creabity 3%
Redevance
Anaysis Lagle
Action enentation %
Graniganty
Cpfions developmeant and Aelevance
SEERESMENT
Sinactune 40 %
Feasipity

Tha Fesdback Process
fou wil recaie teedback {elihar viz emall ar In person)

1, Feedback on your proposal {during the workshop on Ociober 18, 2015)
2. 2 x Feedback o0 draft business Mmprovement plan {oy emal)
3. IMBIF ks approved you wil D2 invited to pressnt § on e presentaton s=ssion on December 18, 2015

Conlact Detalis Marc Gaal)
Emai: mbaallgprsm.nl
Tel: +31 {0)10 433 1809

Contact Detalls Patrick Reinmosller
Emaii- pairickreinmoslisnipgmall.com.
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