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Planning

Corporate planning

|

Division planning

f

Implementing

Business planning

|

Product planning

Organizing

|

Implementing

i AN AR

Controlling

Measuring results

|

Diagnosing results

|

Taking corrective
action
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Amazon.com
Bang & Olufsen
Barnes & Noble
Best Buy

BMW

Canon

Club Med
Costco

Disney

eBay
Electrolux
Enterprise Rent-A-Car
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Google

Honda

IKEA

LEGO

McDonald'’s

Nike

Nokia

Nordstrom
Procter & Gamble
Progressive Insurance
Ritz-Carlton
Samsung
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sony

Southwest Airlines
Starbucks

Target

Tesco

Toyota

Virgin

Walmart
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A

To build total brand value by innovating to deliver ~ Google Mission
customer value and customer leadership faster, To organize the world'’s information and make it
better, and more completely than our competition.  universally accessible and useful.

We build brands and make the world a little Google Philosophy

happier by bringing our best to you. Never settle for the best.

Focus on the user and all else will follow.
It's best to do one thing really, really well.
Fast is better than slow.

Democracy on the Web works.

You don’t need to be at your desk to need
an answer.

You can make money without doing evil.
There is always more information out there.
The need for information crosses all borders.
You can be serious without a suit.

Great just isn’t good enough.“’

AR N
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7 Desired N s ]
| | ~ piversfication growth
______. | Strategic-planning
~ Integrative growth Gap
5 T
E Intensive growth
- — - N #
E ¢ Current
& \_ Dportfolio _/
| I ' : :
0 1 2 3 4 ’

Time (years)
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External
— environment —

(opportunity &
threat analysis)

Feedback
— | Implementation — and
control

Goal Strategy Program
SWOT analysis " formulaion  formulation fonnglaﬁon
Internal
environment
— (strengths/ -
weaknesses analysis)

t
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(a) Opportunity Matrix

Success Probability
High

High

Aftractiveness

Low

Low

=

&a

~

. Company develops more powerful

lighting system

Company develops device to
measure energy efficiency

of any lighting system

Company develops device to
measure illumination level

Company develops software program
to teach lighting fundamentals to

TV studio personnel

(b) Threat Matrix

Probability of Occurrence

High

Seriousness

Low

Copyright © 2012 Pearson Education

High

Low

N

~w

. Competitor develops superior

lighting system

Major prolonged economic
depression

Higher costs

Legislation to reduce number
of TV studio licenses
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