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3. Ansoff’s matrix
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(Goal setting)

2. UMILETUANTEIN 19N 1TRAN S
(Situation review)
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(Strategy formulation)
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monitoring)
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Financial
"To succeed § g, §
financially, how | 8 2 'Eij
should we 2le18E
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Customer 1 Internal Business
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vision, how | £/838| | «—and shar
should we O[S Strategy
appear to our .
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Growth el [l
“To achieve our |Z|E] ol
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we sustain our g El:
ability to
change and
Improve?”

mwﬁ 12 Balance Scorecard Model
#iu1 : Kaplan, R. S. and Norton, D. P. (1996:124-125)
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