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VIZIJA ORGANIZACIJE

IZJAVA O VIZIJI je osnovni poslovni dokument koji se bavi onim Sto organizacija tezi
da bude.

Njena svrha je da odredi pogled u buduénost kako bi organizacija stekla posvecenost
i ostvarila performanse.

Kroz viziju se sagledava, na velikoj slici okruzenja, pozicija organizacije kroz
vremenski horizont u buduc¢nosti.

Koliko god se od misije zahteva potpuna preciznost, kod vizije se dopusta i
,mastanje” menadzmenta, Sta bi oni zeleli da bude. U prilog tome govori da je izjava
o viziji definisana od strane najvisSeg rukovodstva organizacije u cilju definisanja
buduceg stanja, Sto moze biti i san rukovodstva.

Bududi da je izjava o viziji temeljni dokument kojom se postavljaju ciljevi koji se Zele
postic¢i u narednom periodu, ona predstavlja smernice organizacije u godinama koje
dolaze.

Da bi vizija mogla da usmerava, motiviSe i koordinira promenu transformacionog
karaktera, potrebne su strategije, planovi i budzeti.

\\



Nasa vizija postavija okvir za aktivnosti i usmerava svaki aspekt naseg poslovanja. Definise i pomaze
postepenom postizanju odrzivog, kvalitativnog rasta.

* Ljudi: Zelimo da nasa kompanija sjajno radno mesto koje inspirise ljude da maksimalno iskoriste svoj
potencijal.

+ Portfolio proizvoda: Zelimo da ponudimo brendove visokog kvaliteta pica koja zadovoljavaju Zelje i potrebe
ljudi.

» Partneri: zelimo da gradimo trajne vrednosti stalnim razvijanjem, unapredivanjem i odrzavanjem mreze
kupaca i dobavjaca.

+ Planeta: zelimo da budemo odgovorna kompanija koja se bavi izgradnjom i podrskom lokalnih zajednica.

+ Profit; Zelimo da maksimiziramo dugorocni profit nasih akcionara, istovremeno postupajuci u skladu sa
cilievima na koje smo se obavezali.

+ Efikasnost: zelimo da budemo visoko efikasna, fleksibilna i brzo rastuca organizacija.



<" () Hemofarm

STADA GRUPA

. Celokupan pristup poslovanju, baziran je na cetiri kljucne
‘ \ vrednosti koje, ujedno, odreduju i nas korporativni identitet.
C/. i AGILITY - fleksibilno i odluéno smo nosioci promena na nasem
( \ &% zajedni¢kom putu i usvom liénom razvoju.
( \ ' ENTREPRENEURSHIP - razvijamo nove ideje i inicijative, ¢cime stvaramo
' bududi rast i vrednost.

@ INTEGRITET - otvoreno iskazujemo misijenje i uzajamno se po3tujemo u

svemu 3$to radimo.

ONE STADA - postupamo u najboljem interesu kompanije, a ne samo
svoje poslovne jedinice ili funkcije.
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Misija organizacije

Misija organizacije predstavlja listu teznji uticajnih stejkoldera koji organizaciji sluzi
i/ili koje organizacija opsluzuje.

Obim misije je najviSe 1 do 2 strane, a naj¢esc¢e nekoliko recenica.

Kriterijumi koji bi trebalo da budu uklju¢eni u samu formulaciju misije organizacije
su: osnovna definicija proizvoda ili usluge, definicija kupaca i trzista, zatim tehnologija
rast i profitabilnost, filozofija preduzeca, odgovornost prema drustvu i javni imidz.
Osnove misije mogu se jednostavno izraziti:

1. Definisanjem posla. Koji proizvod i usluge i za koja trzista i kupce Ce izgraditi uspeh
preduzeca.

2. Strategijom: Kako i koju strategiju primeniti?
3. Ciljevima: Za koje rezultate?

4. Merama performansi: Kako su merene i pracene?

Cije interese i time se
5. Vrednostima: Vrsta preduzeca koja jesmo i kojoj teZimo. |  #htee ( Misia organizaciie ) organizacia
organizacija bavi?

ispunjava?
Koje su asnovne vrednosti
organizacije?




MESSERe

Gases for Life

NASA MISLJA

Zi5tima. Svoje iskustva | struénost koristimo za

Kaa parodifno preduzece bogate tradicile kojim upravija viasnik, fokusirani smo na buduénos!, uzimajuéi u obzir raziiite uslove na nadim pos!
[zgradnju pozicija na novim trZistima

U rasponis od acetiiena da ksenana, nudima svojim kupcima Sirok spekiar tehnickih, medicinskin, specijainih gasova, kao | gasova 2a prehrambenu industriju. Nas proizvodni asortiman |e upotpunjen

[zvanrednim usliugama | tehniékom opremom najnovije generacije

U visoko modernizovanim tehnalogkim centrima kojima raspolaZemo, u saradnji sa nasim kupcima, radimo na razvoju tehnologiia primena za upotrebu gasova u gotovo svakoj grani industrije, u
prolzvednji hrane, medicinl, nau i istraZivackom radu.

Predanost nasih zaposlenih, fleksibilnost | bliskost koju osecamo sa nasim kupcima na lokalnom tristu, &ine nas njihovim pricritetnim partnerom.

Kroz preduzeinicki dub, dalekosedno razmislianje | neprekidno unapredivanje nadih procesa rada, krelramo dodatnu vrednast nasim kupcima i na ta] nadin osiquravamo dugorotan zajedniéki uspeh

Jaka finansijska pofitika | umerena profitna slopa nam garantuju nezavisnost | odrdiv rast. /
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OSIGURANJE

Misija
Kroz Sirok spektar proizvoda, pruZamo nadim klijentima osecaj sigurnosti koji se zasniva na dugorotnom poverenju u ,DDOR Novi Sad.” Bitna nam je

dobit nadih akcionara, dobrobit nasih zaposienih, kao i zajednice u kojoj delujemo.

Na3i prioriteti su:

vijamo | osavremenjujemo oblike pokrica

Ja osiguranicima obezbedimo punu sigurnost za preuzete rizike, kao | da neprestano r:

itnu edukaciju | posiovno 1 fiéno unapreden;e

¢a zaposienima ohezbedimo ekonomsku sigurnost, al

da akaonarima obezhedimo sigurnost nji

laganje u zajednicu 1 unapredenje sopstvene brige o okruzenju.

da aktivno ucestvujemo u unapredenju lokalne sredi
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STADA GRUPA @

Jos od 1960. Zelimo vam svako dobro, jer znamo da je dobro zdravlje najvece
bogatstvo.

Uspeh u poslovanju tezimo da ostvarimo kroz tri strateska pravea - rast, inovativni pristup | organizacionu izvrsnost. Rast baziramo na kontinuiranom
plasiranju savremenih i dostupnih farmaceutskih proizvoda, kao i na osvajanju novih, perspektivnih trdista. Inovativnim pristupom, unapredujemo i
razvijamo kompaniju u novim pravcima, Uz sinergiju sa oshovnom defatno3¢y, <ilj nam je da se na najbolii mogudi natin pobrinemo o zdraviju nacije.
Organizacionu izvrsnost nase kompanije ini set alata i tehnika 2a bolju efikasnost | efektivnost kompanije, poput racionalizacije i smanjenja trodkova,
savremenih HR metoda i kontinuiranog unapredenja proizvodnih procesa.

Tehnologije, procesi i brojke, iako veoma znacajni 2a pasiovanje, nisu nam jedini fokus. Hemofarm je kompanija koja svakoga dana ulazi u domove ljudi
- 2ato nam je veoma vaZno vase poverenje.



(il
.. Osveti svet. Napravi razliku.

e °® Nasa misija nam neprestano pokazuje u kom pravcu idemo. Opisuje svrhu nase kompanije i referentnu tacku za

nase akcije i odluke.
» Zelimo da osvezimo svet.
» Zelimo da inspirisemo i donesemo radost.
+ Zelimo da se istaknemo izgradnjom trajnih vrednosti.



SMART ciljevi

<SpecifiD Dobri ciljevi izrazavaju ta&no ono &to se Zeli ostvariti.

[ J
e <Measu rable Postojanje odredenosti pomaze da ciljevi budu merljivi.
. Action- Kada se postavljaju ciljevi, treba Koristiti iskaze koji imaju
®e T - lagole akcije i koji ine re€enice.
. e Oriented giag |€ 1K0)

o
.o Geaj iStiD Dobri ciljevi moraju biti dostizni i predstavljati izazov.
-_I_I me' Treba odrediti vreme u kojem ce ciljevi biti ostvareni.
Limited




Primeri loSe definisanih ciljeva:

1. Povedati proizvodnju

2. Povecdatiudeo na trzistu

3. Smanijiti zagadenje

Primeri dobro definisanih ciljeva:

1. Povecati obim proizvodnje u
2021. godini za 6,3% u odnosu na
2020.

2. U periodu od 5 godina dostici
udeo na domacem trzistu od 120%
u odnosu na 2020.

3. U 2021. godini smanijiti emisiju
Stetnih gasova za 10% u odnosu na
2020.



PEST analiza

Daje okvir za sagledavanje situacije,
a moze da se koristi i za kreiranje
mogucih strategija.

PEST analiza se koristi za: poslovno i
stratesko planiranje, marketing
planiranje, razvoj proizvoda i
istrazivanja. Ona se bavi
proucavanjem okruzenja kroz
analizu politickih, ekonomskih,
socio-kultoroloskih i tehnoloskih
faktora.

cal Factors

omic Factors

-cultural Factors

nological Factors



oty PEST

Coca Cola is a famous soft drink producer. It offers different

products to its large number of customers worldwide. It uses the

finest technology In production. A N A I_ Y S I S
Its products meet customers’ expectation it Is a renowned soft

drink production company in the world.

POLITICAL FACTOR

e Coca Cola products are at the mercy of the FDA. They must meet
regulations, given by the government, to put products on store shelves.

e Changes in established laws may prevent Coca Cola from distributing
drinks. Accounting, taxes, internal marketings, and changes in labor laws
can affect Coca Cola in this way.

ECONOMIC FACTOR

e Coca Cola products are distributed to hundreds of countries with different
customs, cultures, tastes, and desires. Coca Cola has changed and updated
how it handles its products by creating new flavors to accommodate these
customers.

SOCIAL FACTOR

e Coca Cola distributes the majority of its products in cultured countries. And
they meet the demands of these customers. In Japan, they created 30
alternative flavors to appeal to Japanese consumers. In China, they are
making similar efforts.

TECHNOLOGICAL FACTOR

e Coca Cola has factories in Britain with top of the name machinery to ensure fast
delivery times and quality product development.

e Coca Cola has used sodal media technology to connect with audiences. When
they launched their name campaign, customers lined up to take photos of
bottles with their name on it. These photos trended on social media sites like
Facebook, providing social proof and encouraging Coca Cola sales.

L




McDonalds

Legal

The governments of operating countries have
different taxation and tariffs, which the company
must take care of to sustain in the market. They
should follow the trade laws to avoid legal
consequences,

Economy 7 PO - - - - - Environment
After the 2008 recession, the business "~~~ 7~ > Some McDonald's outfits still use plastic straws, cups, and
of McDonaid’s received a blow during wrappers for packaging.
the pandemic, Like most other
businesses, the fast food chain had to
slow down due to the lack of customers
visiting the stores due to the lockdown,

Politics

The political relationship between two
countries can impact the business of
the companies that serve on multiple
continents..

Technology
2 Mcdonald’s already has a strong brand
Social image, However, they use muitiple social
The number of health-conscious people media platforms to garner the attention
is increasing. Therefore, there is a of their customers.

tendency to avoid sugary and oily
foods.




® Apple operates in China

Political e Political rift between US and china may affect its
Factor operations.

o Opweating in any other country may be expensive
Economic e Manufacturing cost will increase if China incroases laboe costs
Factor ®  Decline in the middle-class income may decrease Apple's market
Social e Need to taste succes in the areas like Africa
Factor ® Inthe US, black people are also against it as it expensive

Tech ® Increasing use of ph and tablets may dectease the
Fact > demand of Apple products
1S *  Apple device may seem less secure

Legal o Apple may start automobile manufacturing. It may increase
Factor insurance, regulatory costs and legal proceedings for Apple.

Environ * Disposal of nonworking electronic devices is the biggest
Fact enviromental issue Apple has
BCLON. * Disposal of the lithium batteries costs high

PESTLE ANALYSIS OF APPLE




ZARA PESTLE ANALYSIS

« The European Union's free-trade policies favor Zara's business. Zara is a Spanish brand, and this agreement has allowed them to
POLITICAL get the supply of raw materials and export their products worldwide smoaothly.
*Recently expanding its business in multiple countries, it needs to consider the government policies of those regions. For
example, for Zara, doing business in China and India can be difficult due to red tapism.

= As Spain is a country that has a high unemployment rate, Zara can get cheap labor for its production processes. The low labor
ECONOMIC cost and raw materials have helped Zara in business expansion.
* Zara |5 one of the brands that sell trendy clothes at a competitive price, which brings in more customers. They have already
established a loyal customer base, and their strong brand image is helping them to get new customers.

#The brand is well aware of the communities they serve, which results in its affordable price range and high demand. The
SOCIAL connection that Zara has wi lh_ its cuslnmers fa\.ror_s their business, : . ) ) _ .
=In recent years, the popularity of online shopping has been going up. Zara is putting effort into offering a seamless online
shopping experience.

*They have a well-designed website that can help create a robust online presence to grab the attention of potential customers. They
can target the communities for online marketing, eventually increasing their sales.
TECHNOLOGICAL * Using advanced technology and worldwide reach, Zara does thorough market research to learn the demand of their customers. It gives
them ideas about the sectors they need to improve.

« The trade and labor laws can impact the company's supply chain and production. Zara enjoys a smooth supply of raw materials and
exports because of the EU Free trade policies. Similarly, the laws of the countries where the company operates can impact the

LEGAL business,
* The brand caters to offering clothes of the latest trend for their customers, and this is when they may get penalized due to copyright
issues and trademarks. There can be accusations of stealing designs or concepts on them.

* Zara comes under the parent company Inditex. They have already decided to take up several sustainable goals. Practices like
having an energy-efficient store and increasing the use of recyclable items for packaging can be considered environment-friendly
ENVIRONMENTAL approaches.
» The brand is a fast-fashion store. Hence, there are chances for a lot of wastage. Zara is aiming to streamline the manufacturing
process to reduce wastage,
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Kvantitativna PEST analiza

e Kako bi se kvantifikovala PEST analiza, ocenjujemo sve faktore pojedinacno
| to u dve kategorije:

Snaga delovanja (od -5 do 5)

Znacaj za preduzece (od 1 do 5)

=, - e Ocenu svakog faktora predstavlja proizvod snage delovanja i znacaja za

‘e preduzece.

e Nakon toga potrebno je izraCunati ocenu svake grupe faktora i tada se
dobija koja od grupa je najznacajnija. Ova ocena predstavlja sumu svih
pojedinacnih faktora.

e Na kraju sabiramo ocene svih grupa faktora i dobijamo konacnu ocenu

PEST analize. g 7 8 ? /




Faktor Snaga delovanja (-5 do 5) | Znaéaj za preduzece (1 do 5)

Ukupna
ocena

Povecanje poreza 3 -9

°® Novi propisi ekoloske zastite -1 2 -2
Subvencije vlade 3 4 12

Ukupna ocena -1 9 1

Jacanje konkurencije

Pad kamatne stope 4 3 12 y 3
Porast dohotka stanovnika 2 2 4 ° ° °
; 0 : Kvantitativni

Porast broja stanovnika

primer

Novi trendovi medu mladima -2 4 -8
[ )
Porast stepena obrazovanja 2 2 4 PES I a n a I I z e
Ukupna ocena 4 8 4

° Nova otkric¢a 3 4
Nove ICT tehnologije 4 4 16
Steta kompljuterskih virusa -2 3 -6
Ukupna ocena 5 11 22

Ukupna ocena za okruZzenje 11 38 28




SWOT analiza

SWOT analiza je alat za razumevanje i donosenje odluka u
najrazlicitijim situacijama u radu kompanije ili organizacije.

SWOT analiza se zasniva na pretpostavci da ¢e organizacija postici
najveci strateski uspeh maksimiziranjem sopstvenih snaga i prilika u
okolini uz istovremeno minimiziranje pretnji i slabosti, odnosno
najboljom upotrebom unutrasnjih snaga u koris¢enju mogucnosti iz
okoline.

Sta znaci SWOT?

Strengths — snage

Weaknesses — slabosti

Opportunities — mogucénosti (Sanse, prilike)
Threats — pretnje (opasnosti)




SNAGE -8

kvalitetni proizvodi/usluge
visoka kompetentnost
zaposlenih

odlican menadZzment

odli¢na tehnologija

dobra organizacija i upravljanje
dobra organizaciona kultura
visoka efikasnost

niski froskovi poslovanja
poznavanje prilika na trzistu

SLABOSTI-W

niska efikasnost

lo§ kwvalitet proizvoda/usluga
visak zaposlenih

losa radna klima i niska
motivacija

niska obrazovanost

slab menadZzment

nerazvijen marketing
zapostavljena inovativnost i R&D
neprilagodavanje trzistu

PRILIKE - O

porast traznje

nove mogucnosti zvoza
stimulative mere ekonomske
politike

nove tehnoloske mogucnosti
pojave novih segmenata kupaca
difersifikacija proizvodnog
programa

lobiranje

povoljna investiciona klima
slabljenje konkurencije
drzavni podsticaji

PRETNJE - T

pad traznje

agresivni nastup konkurencije
superiorna tehnologija kod
konkurenata

pojava supstituta

recesija. inflacija i drugi problemi
nepovoljni zakoni i privredni
propisi

povecanje poreza, carina i
doprinosa

nedostatak kvalitetne radne snage
nepovoljne promene u zahtevima
kupaca




» Dominant Brand Value

« Strong Investments and Acquisitions
« Remarkable Legistics and Operations
« Diverse Product Portfolio

WEAKNESSES

+ Environmental Waste Production
+ Health Issues-and Regulations

OPPORTUNITIES

« Include Health Beverages Or Alternatives
« Minimize Plastic Waste Production
+ Expand Business In Other Beverages

« Stiff Competition From Competitors
Country-Wise Government Regulations




STRENGTH

Most Valuable Brand
Globally kkonic

Top Technology
Proficient Research
Expansion in
Services

WEAKNESS

Product Cost

Limited Promotions
Entering non-
competency area
Limitations with other
software

A

SWOT Analysis of Apple &

OPPORTUNITIES

Qualified
Professionals

Lack of Green
Yechnology

Smart Wearable Tech
Utlize Al

A

THREATS

Counterfeits
Increasing
Competition
Market Penetration
Different Lawsuits

)

4% & L
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strengths

weaknesses

The largest fast food market share in the world with over 36,000
outiets in 119 countries

Makes over $27 bllion a year (more than the combined revenue
of Burger King and Wendy's)

Locally adapted food menus to match diver se cultures beyond
US and Eurcpe.

Partnerships with the best brands Coca Cola, Dannon Yogurt
Heinz ketchup and others.

Negative publicity: heavily criticized for offering unhealthy food
10 s customers

Unhealthy food menu: the menu is largely formed of unheal thy
meals and drinks

Mostiow-level Mac employees are under paid and are seen as
low skilled

Introduce healthier food chokes to supply the increasing demand
for healthier food.

Remodel all the restaurants and adopt the best practices.
Change customer habits and find new customer groups.

Use mobile techinology to be trendier (mobile purchase, coupons
and dedicated app)

Saturated fast food markets n developed econom

Trend towards healthy ¢ating and the increasing rejeciion of
fast food

Emergence of local fast food restourant chains represent
local tastes,

Expensive lawsuits against McDonald’s.




Valued brand image

Strong financial performance
Extensive international supply chain
Quality, Taste, and Standardization

High prices

Easily pirated products
Procurement Practices
Tax avoidance

Expansion in developing markets
Introducing new products

Adopt price differentiation
Colffee subscription

Competition with big brands
Independent coffeehouse movements
Coronavirus

Rising prices ol raw colfee beans




o Zadatak za studente:

Studenti, u okviru istih grupa — formiranih na prethodnim zadacima, nakon
primera koji su uradeni na veZzbama, razmisljaju o misiji, viziji i ciljevima
poslovnog poduhvata/poslovne ideje koju su analizirali u okviru Business Model
Canvas-a

Potom, sprovode kvantitativhu PEST analizu za navedenu poslovnu ideju, na
osnovu instrukcija dobijenih na vezbama.

Nakon toga, studenti sprovode SWOT/kvantitativhu SWOT analizu svoje poslovne
ideje, na osnovu instrukcija dobijenih na vezbama.



Informacije

Website : http://ie.mas.bq.ac.rs/
Saradnik : Ermina Cosovic¢
Kabinet: 406

Email : cosovicermina2309@gmail.com
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