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WORLD OUT OF BALANCE

The First Driver: Globalization
The Second Driver: Demographics
The Third Driver: The New Consumers

The Fourth Driver: Natural Resources and the
Environment

The Fifth Driver: Regulation and Activism
The Wild Cards

*Global epidemic

*Major wars
*Country Disintegration

*Terrorist Resurgence
*Hacker Hell
Quantum Leap

Open Boarders, Lingerinc

most likely scenario

NAVIGATING GLOBAL RISKS TO
SEIZE COMPETITIVE ADVANTAGE

PAUL A. LAUDICINA




VETERANS
(1920-1945)

* Respect Authority
* Disciplined ,
« anutiluszday i
- siauauily |
Uniformity |
- #alu Logic i
(Uncomfortable w talk of
Feelings & Too Personal
Info.)

* Past Oriented (Future!
is a product of History) !
e Believe in Law & !
Order

» Conservative
Spending

Inter-Generational Values
MHeNVDIAUIAATENTNE

BABY-BOOMERS
(1946-1965)

* Believe in Growth &
Expansion

* Learned about
Teamwork

* Health and Wellness
* Youth

* Work

+ Job Stability

* Involvement .

* MafiAuan “aau”
Aaflugruniivuas
Work Package

- aanulinau dniu
iy Juaagtsnazun

* Fight for Principle

Generation X
(1966-1980)

* Diversity
* Balance

« Technoliteracy (Haug !

AMUEIUIEYNIY
WMATUIRE)

 Fun (“Work to Live” not !

“Live to Work”)

* Informality (A ulaidlu |

RS RERORFIESTRIINS Y
WaInTav)
« Pragmatism (U616

usilsssu)

- Self-Reliance (9ftay |

way ludaunisldigu
&a)

» Skeptical/Cautious

* ADUANMUNIATHU

» Systematic (daunlINu
(Huszuu)

Generation Y
(1981-2000)

* Optimism

» Confidence

* Achievement

« Sociability
 Morality

* Diversity
(Multiculturalism)
 Street smarts

» Convenience-
oriented

* wau'lEauNIINTEEU
Tauahula
(Stimulation Junkies)
- Immediate
Gratification (Happy
WUN)

» Image-Driven
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COVID-19 Pandemic

The :Da nce

&0

40

MNB Active Cases

20

The
Hammer

Company Logo
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The past few months during COVID-19

Rapid acceleration of three major forces:
» Deglobalization

 Digitization

» Corporate consolidation

« COVID-19 Pandemic forced businesses to rapidly train
workers with digital skills to cope with remote working

« Consumer habits shifting rapidly to online consumption,
businesses have had to respond quickly with “digital
transformation” plans in months instead of years

« COVID-19 has accelerated the digital transformation of
higher education
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OPPORTUNITY IDENTIFICATION

RESEARCH DIRECTION

O FOCUS MORE ON EXTERNAL
FUNDING

O FOCUS ON 4.0 INDUSTRY

0 FOCUS ON APPLED AND
INTERDISCIPLINARY RESEARCH

EDUCATION SYSTEM

O HYBRID SYSTEM

0 CHANGE BUSINESS MODEL TO
ATTRACT NON-AGED GROUP

U CLEAR AND UNIQUE COMPETENCY

ACADEMIC SERVICES gUPPORTIVE
O DIRECTION TO ANDRAGOGY HIGH DIGITAL SKILL

O AGILE LEADERSHIP
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Higher Education in Post COVID-19 Era
Infrastructure Workflow Personnel

Re-design of Education .

Digital Solutions .

COVID-
19
Situation

Digital Resource- University
Connectivity data Dashboard
/ Platform management monitoring

system



Social Distancing

Digital/Online Platform
Transdisciplinary Curricula

Self-directed Learner

Entrepreneurial Thinker

Lifelong Learner

Digital Skills

New Technology and Business Model Skills
Global Thai Citizen
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. g@svriinn1slaauunilas (Change Leader)

 Blended Learning (on-line and off-line interactive
platform)

» Co-operative and Work Integrated Education
(CWIE)

. HanlavAuniatanzu ANAaAFINATIU
WanauTlandaianisudn anani1susnisaaln
dosiaunis - maluladin

- Delivery Platform
- Digital Transformation
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Essential components:

AaNustdvtmaia (Hard Skills)
21st Century Skills (Soft Skills)

ANUsuarin¥sidanaaasdugarunisailuilaaiiu
(Hyper-Relevant Skills)

Professional Skills

Life Skills

Digital Skills

English Proficiency Skill
Attitude & Value
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- Speed

* Flexibility

- Adaptability
 Resilience
 Agile

Data & Insight & Leadership




Hyper-Relevant Skills
for Thailand 4.0

&

SMART
- INNOVATIVE
IS ENTREPRENEUR

inuw=dSuaasnssuy
MSUUSSUDIHIS

FOOD FOR
e PUTORE » CREATIVE

&= INDUSTRY - .im CONTENT
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(Achievement)
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| Timing Report
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AsAvuatidszgvauazeardia

lihssaea - fanagia / aginaz'ls / What to
measure?
Auim - aginacne'ls / How to measure?

I
a

Aaletihdszgaduaazidsznis az'lsfasaia
Fzuan lanarnTaussatihdsegyfnana?

AAIn &1usaRTaulalund Usuaa /
ALATIN / AUNU / L1IAN

869 KPIs = 2C1T (content-criteria-target)
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® Stretch Target
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® Small Step Target
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® Baseline Target
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Vision

Mission
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SWOT
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Evidence Based-
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Scenario Based
Analysis
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*%* 14U Core Value
" Agility
" Focus on the Future

® Managing for Innovation




21°" Gentury, Skill
1 - ASEAN
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Strategic

improvement planning
ANLaBLS A ANETH:

NstnAlnlan Total Quality

Management
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21°* Century Skill

Jszneuale 3 93U Ao
‘:‘ Life & Career SKkills
‘:’Learning & Innovation SKills

*2* Information Media & Technology Skills




a AY = v
adNnNaNLIEH

Tag 21 Century SKkill

Uszneunie
<3 Rs-Reading,’Riting,”Rithmetics

*$* 7Cs-Critical thinking & Problem solving-Creativity
&innovation-Collaboration teamwork & leadership-Cross-
cultural understanding-Communication information &
media literacy-Computing &information & media literacy-

Career

‘ ° .
%* L-Learning self-reliance
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WORLD OUT OF BALANCE

ne First Driver: Globalization
ne Second Driver: Demographics
ne Third Driver: The New Consumers

The Wild Cards

*Global epidemic
*Major wars

Country
Disintegration
*Terrorist Resurgence
*Hacker Hell
Quantum Leap
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"You can either take action or wait for a miracle to
happen. Miracles are great but they are unpredlctable

PERFORMANCE ME'ASUREMENT SYSTEM
—PROJECT PLAN — B
- Tisr SUCCES: §

A
]
L)
]
&
e

~ Good work, but I
think we need a little

more detail right here.
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“Public value” — “Is what the public values: what it is
prepared to give time, money and
freedom for....”

Characteristics

= Public value helps define value in the public realm
not just the private market.

= Public value focuses attention on what the public
values and not just what the producers value.

= Public value highlights longer term outcomes not
just short term inputs and outputs.

= Public value highlights the process of ‘co-creation
or effective network governance.

} Yy

J

£
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v PEST

v  Five Forces Analysis

>
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< Political: local, national and international
political developments — how will they
affect the organisation and in what way/s?

< Economic: what are the main economic
issues - both nationally and internationally
— that might affect the organisation?

< Social: what are the developing social
trends that may impact on how the
organisation operates and what will they
mean for future planning?

< Technological: changing technology can
impact on competitive advantage very

quickly!




Five-Forces

< Developed by Michael Porter: forces that shape and
influence the industry or market the organisation
operates in.
Strength of Barriers to Entry - how easy is it
for new rivals to enter the industry?

Extent of rivalry between firms — how competitive
IS the existing market?

Supplier power — the greater the power, the less control the
organisation has on the supply of its inputs.

Buyer power — how much power do customers
in the industry have?

Threat from substitutes — what alternative products
and services are there and what is the extent
of the threat they pose?




2 ANSAILAIIZHNIWNYINSTNIIATG
USK’15 4M

‘0‘ a od
" A1FILAINSHKRYAAITMNHATINTISA

Qs o
wanydadasdAns (Core
Capability)

% A1ILATIEA 7S




7-S Frame Work. Me Kinsey

Structure

Stratey

Shared
Values




Competitive Strategy

-4 / Michael E. Porter's

Five generic Competitive Strategy

NAagNSNIILAITU



Competitive Strategy

A competitive strategy consists of moves to
% Attract customers
" Withstand competitive pressures
" Strengthen an organization’s market position

o
%* The objective of a competitive strategy is to generate a competitive
advantage, increase the loyalty of customers and beat competitors

** A competitive strategy i i than a busi trat
pe 1t1ve stra egy 1S Narrower 1in SCOpe an a pusiness stra egy

*3* Five competitive strategies are
Overall low-cost leadership strategy
Best cost provider strategy
Broad differentiation strategy
Focused low-cost strategy

Focused differentiation strategy




Cost focus.
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Best-Cost Provider Strategy

’ 3 L3 L3 L3 o
%* Striving to give customers more value for the money by combining an

emphasis on low cost with an emphasis on upscale differentiation
%  Combines low-cost and differentiation
*%* The objective is to create superior value by meeting or beating customer
expectation on product attributes and beating their price expectations
X Keys to success

" Match close competitors on key product attributes and beat them on cost
¥ Expertise at incorporating upscale product attributes at a lower cost than competitors

¥ Contain costs by providing customers a better product




Advantages of Best-Cost Provider
Strategy

\Z
%* Competitive advantage comes from matching close competitors on

key product attributes and beating them on price

\/
*s* Most successful best-cost providers have skills to simultaneously

manage costs down and product quality up

-
** Best-cost provider can often beat an overall low-cost strategy and a

broad differentiation strategy where
" Customer diversity makes product differentiation the norm

® Many customers are price and value sensitive
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naauuulni (Value Creation) \Wamnudiiu (Sustainability)
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imeANNAINIAlUNMIRYION (Survivability) (Competitive Advantage)
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< Outside-in change management: n15u5115aA714
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