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Source by : R.S Kaplan The Balanced Scorecard Translatlng Strategy into Actlon (Harvard Business School Press, 1996)
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Vertical Strategy Intensive Program

. . VSI I VSI
subject Topic Date Time Date Time Speaker
1. Overview Strategy Map Intensive 1 day 1 day psanand (iaewidlaed
- Strategic management for long-term growth
- Why strategy plan fails
2. Marketing & Branding Strategy | Customer Research & Market Analysis 1 day 1 day Aalsessy sinlaand
- Research's Role in Customer Retention
- The Qualitative Phase in Customer Satisfaction Research
- Constructing the Questionnaire for Satisfaction Measurement
- Choosing a Sample and Administering the Survey
Customer 1 day 1 day Aalseasy siutaend
- Sale & Customer Analysis
- Revenue Projection & Sale Target Setting
- Business Objective
- Strategy Formulation
Brand Vision & Customer Value Creation 1 day 1 day Aalsesay siuluend
- Brand Management
Present : Marketing & Branding Strategy 0.5 day 0.5 day Avinenns
3. Financial Strategy Financial Management 1 day 1 day AT e U eEAN
- Financial Ratio
- Financial & Business Risk
Cost 2 day 2 day AaLuI ey e AN A edén
- Supply Chain Management Cost
- The Operational Risk Management Framework
Present : Financial Strategy 0.5 day 0.5 day Auinenns
4. Operation Strategy Operation Management 2 day 2 day A3, N audlune
- Logistics and Supply Chain Management
Put Strategy to Action 1 day 1 day 3. NAa auITuny
-CRM
- CEM
Present : Operation Strategy 0.5 day 0.5 day Avinenns
5. Organization Strategy HR Diagnosis & Audit 1 day 1 day ALNTIUY navAaen
- Making Human Capital Readiness
Org. Capital 1 day 1 day AMLNTHUY navdae
- Leadership
- Culture
Create HR Strategy Align with the Company Strategy to Create Value
Strategy Camp Workshop 2 day 2 day Ainensuaziin TMA
Certification 1 day 1 day Auinennsuaziiu TMA
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Schedule TMA-VSI

Subjective Date/Time Speaker

, Strateqy Map Intensive 26 April 2010 | ©5.1ananE ( aenndlud

1. Overview : Strategic Management for Long-term 09.00-16.00 Usssruiuinfiudms 1BEv fafus
growth s aaaaud nda

Why Strategy not Successful?

Marketing Research

Market Trend & Competitive Survey 29 April 2010
Research Design & Methodology 09.00-16.00
. Customer Satisfaction Survey aadsyialg sidluand
2. Marketmg STPGTCQY Module Customer & Market Focus niqiumsvgﬁ”mm:i knowedge Co. Ltd.
Customer Segmentation 30 April 2010
Marketing Channels 09.00-16.00

Marketing Communications




Brand & Customer Value Creation

3. Financial Strategy Module

Brand Vision & Strategy 6 May 2010
Brand Management 09.00-16.00
Customer Value Development
Customer Management 7 May 2010
. ay
Customer Relah?n Management 09.00-16.00
Customer Experience Management
. . 13 May 2010 o a
Presentation Marketing Strategy Module 09.00-16.00 nuInenns
Financial Management
inancial Rati
E{ e Cf“l Ra ° 14 May 2010
inancial Ratio 09.00-16.00

- WACC, Capital budjeting&Strategy Dividend
Policy

Cost Management
The Operation Risk Management Framework
Cost Measurement System

20-21 May 2010
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Activity Based Cost Measurement (ABCM) 09.00-16.00
Describe the Synergy between TQM, JIT,
BPR, EVAGABM
. . . 27 May 2010 o a
Presentation Financial Strategy Module 09.00-16.00 NuInenng

4. Operation Strategy Module

Operation Management

Logistics and Supply Chain Manament

Related Quatitative
Business Excellence

3-4 June 2010
09.00-16.00

A3. MNG ANITUNLE
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Corperation




Presentation Operation Strategy Module

10 June 2010
09.00-16.00

oI

nenng

=

u

5. Organization Strategy
Module

HR Diagnosis & Audit
Identify Strategic Job Family
Assess Human Capital Readiness

16 June 2010
09.00-16.00

Organization Capital

Leadership

Culture

Create HR Strategy Align with the Company
Strategy to Create Value

19 June 2010
09.00-16.00

AULITUUN Nadiren
N55UN15HIANTT Human Resources
Shared Services Thailand Co., Ltd.

Strategy Camp
Workshop

24-26 June 2010

ANINeNnsLazin TMA

6. Strategy Camp 09.00-16.00
Present Strategy Plan
.p: 2 201 o o
7. Wrap Upé&Certificate Ong(I)y_IZOOg Nuinennsuasiin TMA

Total

19 day




