
࡯ࡵࡻࡾ = ݈ܽݐ�݌ܽܥ ݀݁ݐݏ݁ݒ݊ܫ ݈ܽݐ݋ܶݏ݁ݔܽܶ ݎ݁ݐ݂ܣ ݏݐ�݂݋ݎܲ ݃݊�ݐܽݎ݁݌ܱ ݐ݁ܰ  

= %ࡵ�ࡻࡾ × ݁ݑ݊݁ݒܴ݁ ݈ܽݐ݊݁݉݁ݎܿ݊ܫ  − % ݊�݃ݎܽܯ ݊݋�ݐݑܾ�ݎݐ݊݋ܥ  ݐ݊݁݉ݐݏ݁ݒ݊ܫ ݐ݊݁݉ݐݏ݁ݒ݊ܫ  = ݐ݊݁݉ݐݏ݁ݒ݊ܫ  × ݁ݑ݊݁ݒܴ݁ ݈ܽݐ݊݁݉݁ݎܿ݊ܫ  %ܫܯܱܴ%ܯܥ  + 1 = ݁ݑ݊݁ݒܴ݁ ݈ܽݐ݊݁݉݁ݎܿ݊ܫ     ሺܴܱܫܯ% + 1ሻ  × %ܯܥݐ݊݁݉ݐݏ݁ݒ݊ܫ  = % ࢔࢏ࢍ࢘ࢇ� ࢔࢕࢏࢚࢛࢈࢏࢚࢘࢔࢕࡯   ݁ܿ�ݎܲ  − ݁ܿ�ݎܲ ݐݏ݋ܥ ݈ܾ݁ܽ�ݎܸܽ  

= ࢋ࢓࢛࢒࢕࢜ ࢔ࢋ࢜ࢋ ࢑ࢇࢋ࢘࡮ ݁ܿ�ݎ݌ ݏݐݏ݋ܿ ݀݁ݔ�ܨ  −  ݏݐݏ݋ܿ ݈ܾ݁ܽ�ݎܽݒ ݐ�݊ݑ

= ࢋ࢛࢒ࢇࢂ ࢆ ࢊ࢔ࢇ࢘࡮ × ݏ݃݊�݊ݎܽܧ ݀݁݀݊ܽݎܤ  × ݈݁݌�ݐ݈ݑܯ ݀݊ܽݎܤ  = ࢙ࢍ࢔࢏࢔࢘ࢇࡱ ࢊࢋࢊ࢔ࢇ࢘࡮ ݊݋�ݐݑܾ�ݎݐ݊݋ܥ ݀݊ܽݎܤ  × ݏ݃݊�݊ݎܽܧ ݁ݐܽݎ݋݌ݎ݋ܥ  = ࢋ࢛࢒ࢇࢂ ࢒ࢇ࢏ࢉ࢔ࢇ࢔࢏ࡲ ݁ݐܴܽ ݊݋�ݐݑܾ�ݎݐݐܣ  × ݏ݃݊�݊ݎܽܧ ݀݁݀݊ܽݎܤ  = ࢋ࢛࢒ࢇࢂ ࢊ࢔ࢇ࢘࡮ ݈݁݌�ݐ݈ݑܯ ݀݊ܽݎܤ  × ݁ݑ݈ܸܽ ݈ܽ�ܿ݊ܽ݊�ܨ  = ࢞ࢋࢊ࢔ࡵ ࢚࢟࢏࢛ࢗࡱ ࢊ࢔ࢇ࢘࡮ ݊݋�ݐݑܾ�ݎݐ݊݋ܥ ݀݊ܽݎܤ  × ݁ݎℎܽܵ ݐ݁݇ݎܽܯ ݁ݒ�ݐ݂݂ܿ݁ܧ  × ݁ܿ�ݎܲ ݁ݒ�ݐ݈ܴܽ݁   ݕݐ�݈�ܾܽݎݑܦ 

= ࢋࢉ࢏࢘ࡼ ࢋ࢜࢏࢚ࢇ࢒ࢋࡾ   ݁ܿ�ݎܲ ݐ݁݇ݎܽܯ ݁݃ܽݎ݁ݒܣ݁ܿ�ݎܲ ݀݊ܽݎܤ 
= ࡵࡰ࡮ ݌ݑ݋ݎ݃ ݊� ݊݋�ݐ݈ܽݑ݌݋ܲ݌ݑ݋ݎ݃ ݊� ݏ݈݁ܽܵ ݀݊ܽݎܤ  ݏݎ݁݉ݑݏ݊݋ܥ ݈ܽݐ݋ܶ ݏ݈݁ܽܵ ݀݊ܽݎܤ ݈ܽݐ݋ܶ   

= ݌ݑ݋ݎ݃ ݊� ݊݋�ݐ݈ܽݑ݌݋ܲ × ܫܦܤ ݌ݑ݋ݎ݃ ݊� ݏ݈݁ܽܵ ݀݊ܽݎܤ  ݏݎ݁݉ݑݏ݊݋ܥ ݈ܽݐ݋ܶ ݏ݈݁ܽܵ ݀݊ܽݎܤ ݈ܽݐ݋ܶ  

= ݌ݑ݋ݎ݃ ݊� ݏ݈݁ܽܵ ݀݊ܽݎܤ × ܫܦܤ  × ݌ݑ݋ݎ݃ ݊� ݊݋�ݐ݈ܽݑ݌݋ܲ  ݏݎ݁݉ݑݏ݊݋ܥ ݈ܽݐ݋ܶݏ݈݁ܽܵ ݀݊ܽݎܤ ݈ܽݐ݋ܶ   
= ݏ݈݁ܽܵ ݀݊ܽݎܤ ݈ܽݐ݋ܶ × ܫܦܤ݌ݑ݋ݎ݃ ݊� ݊݋�ݐ݈ܽݑ݌݋ܲ݌ݑ฀ݎ݃ ݊� ݏ݈݁ܽܵ ݀݊ܽݎܤ  ݏݎ݁݉ݑݏ݊݋ܥ ݈ܽݐ݋ܶ     

= ݏݎ݁݉ݑݏ݊݋ܥ ݈ܽݐ݋ܶ ܫܦܤ݌ݑ݋ݎ݃ ݊� ݊݋�ݐ݈ܽݑ݌݋ܲ݌ݑ݋ݎ݃ ݊� ݏ݈݁ܽܵ ݀݊ܽݎܤݏ݈݁ܽܵ ݀݊ܽݎܤ ݈ܽݐ݋ܶ       

ሺ%ሻ ࢋ࢘ࢇࢎࡿ ࢔࢕࢏࢚ࢇ࢚࢘ࢋ࢔ࢋࡼ  
=   ሺ%ሻ ݁ݎℎܽܵ ݊݋�ݐܽݎݐ݁݊݁ܲ ݕݎ݋݃݁ݐܽܥ ℎ݁ݐ ݊� ݐܿݑ݀݋ݎܲ ܽ ݀݁ݏℎܽܿݎݑܲ ݁ݒℎܽ ݋ℎݓ ݏݎ݁݉݋ݐݏݑܥሺ#ሻ ݀݊ܽݎܤ ℎ݁ݐ ݀݁ݏℎܽܿݎݑܲ ݁ݒℎܽ ݋ℎݓ ݏݎ݁݉݋ݐݏݑܥ 

ሺ%ሻ ݁ݎℎܽܵ ݊݋�ݐܽݎݐ݁݊݁ܲ  =    ݊݋�ݐܽݎݐ݁݊݁ܲ ݐ݁݇ݎܽܯ݊݋�ݐܽݎݐ݁݊݁ܲ ݀݊ܽݎܤ 
ሻࡵሺ ࢞ࢋࢊ࢔ࡵ ࢋࢍࢇ࢙ࢁ ࢟࢜ࢇࢋࡴ  = × ݁ݎℎܽܵ ݊݋�ݐܽݎݐ݁݊݁ܲ݁݃ܽݐ݊݁ܿݎ݁ܲ ݁ݎℎܽܵ ݐ݁݇ݎܽܯ   ܵℎܽݐ݊݁݉݁ݎ�ݑݍܴ݁ ݂݋ ݁ݎ฀   

ܵℎܽݏݐ݊݁݉݁ݎ�ݑݍܴ݁ ݂݋ ݁ݎ = ሻܫሺ ݔ݁݀݊ܫ ݁݃ܽݏܷ ݕݒܽ݁ܪ݁݃ܽݐ݊݁ܿݎ݁ܲ ݁ݎℎܽܵ ݐ݁݇ݎܽܯ   ×   ݁ݎℎܽܵ ݊݋�ݐܽݎݐ݁݊݁ܲ 
= ࡵࢁࡴ   ݕݎ݋݃݁ݐܽܥ ݐℎܽݐ ݎ݋݂ ݏݎ݁݉݋ݐݏݑܥ ݈݈ܣ ݕܾ ݕݎ݋݃݁ݐܽܥ ݊� ݏ݁ݏℎܽܿݎݑܲ ݈ܽݐ݋ܶ ݃ݒܣ ݏݎ݁݉݋ݐݏݑܥ ݀݊ܽݎܤ ݕܾ ݕݎ݋݃݁ݐܽܥ ݊� ݏ݁ݏℎܽܿݎݑܲ ݈ܽݐ݋ܶ ݃ݒܣ 

= ࡯ࡵࡻࡾ − ݁݉݋ܿ݊ܫ ݐ݁ܰ  ݈ܽݐ�݌ܽܥ ݈ܽݐ݋ܶݏ݀݊݁݀�ݒ�ܦ   

(for ROIC we ignore short-term debt, and add together the long-term debt; then add stockholder’s 

equity to be the total capital) ܴܱܫ ሺܴ݁ݐ݊݁݉ݐݏ݁ݒ݊ܫ ݊݋ ݊ݎݑݐሻ  = ݐ݊݁݉ݐݏ݁ݒ݊ܫݐ�݂݋ݎܲ ݔܽݐ݁ݎܲ   

Compound Annual Growth Rate 

%ࡾࡳ࡭࡯ = ሺ ሻሺ݁ݑ݈ܸܽ ݃݊�݊݊�݃݁ܤ݁ݑ݈ܸܽ ݃݊�݀݊ܧ 1# �௙ �௘�௥௦ሻ − 1 

ࢋ࢚ࢇࡾ ࢔࢕࢏࢚ࢇࢠ࢏࢒ࢇ࢈࢏࢔࢔ࢇ࡯ = ,#ሺ ݏݐܿݑ݀݋ݎ݌ ݃݊�ݐݏ�ݔ݁ ݉݋ݎ݂ ݐݏ݋݈ ݏ݈݁ܽܵ $ሻ݈ܵܽ݁ݐܿݑ݀݋ݎ݌ ݓ݁݊ ݂݋ ݏሺ#, $ሻ  

ሺ࢚ሻ࢔࢕࢏࢚ࢇ࢚࢘ࢋ࢔ࢋࡼ = ݐሺ݊݋�ݐܽݎݐ݁݊݁ܲ] − 1ሻ × [ሻݐሺݐܽ݁݌ܴ݁  + ݐݏ�ݎܨ − =ሺ࢚ሻ࢔࢕࢏࢚ࢉࢋ࢐࢕࢘ࡼ ࢙ࢋ࢒ࢇࡿ ሻݐሺݏݎ݁�ݎܶ ݁݉�ݐ ሻݐሺ݊݋�ݐܽݎݐ݁݊݁ܲ × × ݁ݏℎܽܿݎݑܲ ݂݋ ݕܿ݊݁ݑݍ݁ݎܨ ݁݃ܽݎ݁ݒܣ   ݁ݏℎܽܿݎݑܲ ݂݋ ݏݐ�ܷ݊ ݁݃ܽݎ݁ݒܣ 
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Why products fail?  

-Sales below expectation: no differentiation advertisement, poor market definition, and lack of 

channel support 

-Profit below expectation: production costs underestimated, low sales volume, selling costs high 

Situation Analysis: 

5C’s: Customers (decision making process: problem recognition, info search, evaluate 

alternatives, purchase decision, post-purchase evaluate); Context (macro: demographic, economic 

conditions, socio-cultural environment, political/legal, technological, natural environment); 

Company (business model, competitive strategy); Collaborators & Complementors; Competitors 

5 Forces Model of Competition: 

-Rivalry among competitors 同行业竞争程度: equal-sized, growth rate, price-based competition, 

differentiation 

-Potential new entrants 潜在的新入行者：economies of scale, capital, government regulation 

-Bargaining Power of Buyers 买家的还价能力： indirect buyers, concentration, knowledge, 

switching costs, seller’s product unique 

-Bargaining Power of Suppliers 生产商的议价能力: (strong) unique inputs, labor unions, no 

substitutes, buyer group, information 

-Substitutes 替代品：the unanticipated competitor, technology, switching costs are low, cost vs. 

benefits 

SWOT: Strengths & Weaknesses; Opportunities & Threats 

SPESTLE: 社会文化˄Social-cultural: demographic, lifestyles, education, live conditions 、˅科

技˄Technological: research, inventions and innovation, IT, Internet, energy costs 、˅经济

˄Economic: interest rate, government spending, unemployment, taxation, exchange rate 、˅环境/

自然˄Environmental/Natural: resource availability, waste , by-products and environmental 

impact 、˅政治˄Political: employment laws, contract laws, trade union, consumer protection 、˅

法律˄ Legal: employment laws, contract laws, trade unions, consumer protection 、˅道德˄ Ethical: 

bribery, client confidentiality, transparency˅ 

Strategy:  

-Cost leadership: low cost, broad target 

-Cost focus: low cost, narrow target 

-Differentiation: different products, broad target 

-Differentiation focus: different products, narrow target 

Types of supply market: Oligopoly寡头垄断˄ 一种由少数卖方˄ 寡头 主˅导市场的市场状态 ,˅ 

perfect competition 完全竞争˄农产品市场˅, monopoly垄断, monopolistic competition垄断

竞争˄牙膏、洗发水、成都小吃店、鞋店、加油站˅ 

7P’s: Product, Price, Promotion, Distribution, Physical evidence, People, Process 

Brand Z top10 2016: Google, Apple, Microsoft, AT&T, Facebook, VISA, Amazon, Verizon, 

McDonald’s, IBM 

Branding: Brand name, URLs网址, Logos and symbols, Characters, Slogans, Jingles/Sounds 

Consumer Adoption Cycle: Innovators, Early Adopters, Early Majority, Late Majority, Laggards 

Red Ocean Strategy                              Blue Ocean Strategy 

Compete in existing market space Create uncontested market space 

Beat the competition Make the competition irrelevant 

Exploit existing demand Create and capture new demand 

Make the value-cost trade-off Break the value-cost trade-off 

Align the whole system of a firm’s activities 

with its strategic choice of differentiation or 

low cost. 

Align the whole system of a firm’s activities in 

pursuit of differentiation and low cost. 
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http://wiki.mbalib.com/wiki/%E7%BB%8F%E6%B5%8E
http://wiki.mbalib.com/wiki/%E7%BB%8F%E6%B5%8E
http://wiki.mbalib.com/wiki/%E5%B8%82%E5%9C%BA%E7%8A%B6%E6%80%81
http://wiki.mbalib.com/wiki/%E7%89%99%E8%86%8F
http://wiki.mbalib.com/wiki/%E6%B4%97%E5%8F%91%E6%B0%B4

