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Why GOOGLE ?
1. https://www.youtube.com/watch?v=rRuiln1Sjd8 

USA Head office

2. https://www.youtube.com/watch?v=Q6e0ebDmw4c
Google in Singapore

3.  https://www.youtube.com/watch?v=K7ocSXyOS7o
Google in Thailand



Google Facts



BUILT TO LAST
Preserve the Core
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Google’s Strategy in 
2008

Y L X X X X X X X X X X X



Discuss competition in the search Google. Which of the five competitive
forces seem strongest? weakest? What is your assessment of overall industry
attractiveness?



CAGR
(2008 - 2015)

Revenues 83%

Costs and expenses:

Cost of revenues 81%

Research and development 120%

Sales and marketing 87%

General and administrative 64%

Stock-based compensation 40%

Non-recurring portion of settlement of disputes with Yahoo 

Total costs and expenses 79%

Income (loss) from operations 96%

Interest income (expense) and other, net 244%

Income (loss) before income taxes 101%

Provision for income taxes 57%

Net income (loss) 151%

Net income (loss) per share:

Basic 105%

Diluted 139%

Table 1  Compound Annual Growth Rates For Items Included In Google’s
Consolidated Statement Of Operations, Fiscal 2008-2015
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Recommendation: Analysis
 6 Forces Analysis

 Industry Competitors
 Suppliers/Vendors
 Customers/Clients
 Potential New Entrants
 Substitutes
 Other Stakeholders

 Role of Tomorrow leaders



Recommendation: New Entrants 
and Entry Barriers
 Absolute cost advantages
 Access to inputs
 Government policy
 Economies of scale
 Capital requirements
 Brand identity
 Switching costs
 Access to distribution
 Proprietary products



Recommendation:Strategic 
Management Model

 Where do we want to be?
 Vision
 Mission
 Values
 Goals
 Objectives



Recommendation

 Strategy Implementation
 Everyone is Responsible
 Few Guidelines
 No Easy the Steps Checklist to Follow



Recommendation

 Strategy Implementation
 Most open-ended part of Strategic Mgmt
 People implement strategies not 

Organization



Recommendation:7-S 
Framework

 Shared Values
 Strategy
 Structure
 Systems
 Skills
 Style
 Staff



Recommendation : Human 
Resource Rule

 Hire Smart
 Train Hard
 Manage Easy



Implementation Strategies

 GOOM
 Implementation Conference
 CEO involvement
 Situation Strategies?



GOOM  

 Goals
 Outcomes
 Objectives
 Measures



 Work Action Plan Template 
 

Sponsor:   Completion Date 
Organization:  
  
 
n.n Goal  

 
 Outcome  

 
n.n Objective  

 
 Measure  

 
 Task Description Team Lead Staff Hours Completion 

Date 
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Why Measure?
Proactive Reasons
 Makes us more responsive to public needs
 Provides feedback on mission 

accomplishment
 Creates blueprint for linking budget to 

outcomes
 Good management and good public policy



Measurement / Performance
 How do we measure our progress?
 5 Types of Measures

 Input
 Output
 Outcome
 Quality
 Efficiency



INPUT Measure
Amount of resources needed to provide a 

particular product or service.
Examples:
 Number of eligible clients
 Number of customers requesting service
 Number of applications received
 Number of sales orders received



OUTCOME Measure
Reflect the actual results achieved and/or their 

impact or benefit. 
Examples:
 Reduction in people errors
 Percent of increase in customers
 Percent of monthly programmed sales orders 

filled on time



QUALITY Measure
Reflect the effectiveness in meeting the 

expectations of customers and stakeholders
Examples:
 Number of defect products compared to 

number of products produced
 Number of course ratings in highest category 

related to total number of course ratings



EFFICIENCY Measure
Also known as productivity measures. 

Reflect the cost of providing products or 
services.

Examples:
 Output/Input
 Output/Time
 Output/Cost
 Outcome/Cost



Keeping Plans Off The Shelf

 All Staff Meeting
 Announce Phases
 Review and Assess Plans at Quarterly 

Sessions
 Sponsors and Team Leads for Strategic 

Goals and Strategic Objectives
 Company’s Philosophy



Developing Bench Strength

 “Drill Down” Application
 Team Leads, and Team Members
 Work Action Plan
 “Project” Champion
 Leadership Training
 Leadership Conference Presentations



Establishing Organizational 
Permanence

 Training Emphasis
 Certification
 Awards & Recognitions
 “Caught-Ya”
 Celebrations
 Walk the Walk



Top 7 Strategic Technology Trends 
for 2017 (Panetta, 2016)
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