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THE COMPANIES

COMPANY ACTIVITY EMPLOYEES
PayCo Software solutions for card payments, mostly for banks and schemes 244
PostCo Software solutions for postal, treasury functions and bi-spoke provider of mission-critical software 90
AirCo Software solutions for airport non-aeronautical revenue (retail) 47
HRCo Specialist recruitment, selection and resourcing for the ICT and financial servicesindustry 50
FundCo Fund administration and support services 49
SnackCo Manufacturer of snacks, biscuits of own products as well as under private label 149

LearnCo Language schools 800



THE DATA

Interviews
Firmm Documents
External Documents

Performance Survey

YEAR ONE
PayCo
LearnCo
SnackCo
PostCo
AirCo
FundCo

HRCo

YEAR TWO
PayCo
LearnCo
SnackCo
PostCo
AirCo
FundCo

HRCo

JAN FEB MAR APR MAY JUN JUL AUG SIEP 0CT NOV

JAN

DEC

FEB

MAR

AUG

APR MAY JUN JUL SIEP 0CT NOV DEC




Deep Case Studies
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THE ANALYSIS

Cross-case Explanation
Pattern Coding Time Series Analysis
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Coding

Basic Data & Performance Survey

A A

v

Chronologies with structures, routines, offering, environment
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Member Check Chronologies
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Chronology of Opportunities
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Transcripts Salient Points

Interviews Documnetation
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PAYCO
KEY OPPORTUNITIES

& PROJECTS
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LEARNCO
KEY OPPORTUNITIES

& PROJECTS
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“The first big break being the acquisition of
the London school, after which we knew we

were on to something big”

CEO, LearnCo



S . . “The projectin the Netherlands tested our
This Scandinavian airport was known to be e .
capabilities, but made us realize that we can

aninnovative airport and it had complexities, N
: . : play inthis league, of large banks and card
efficiency and size which back then were
. N schemes that are complex, scalable and
very significant long-term”

CEOQO, AirCo
CEO, PayCo



High Uncertainty
Low Knowledge

OPPORTUNITY-BASED GROWTH
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Structured feedback and
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“We built a good pipeline of work now, all meant
toreplicate the firstimportant contract”

CEOQO,HrCo

“Swiss project model is the model to follow. |
guess the company has learned over the yearsre
what makes sense and what does not”,

CEQO, SnackCo

“The minute you have the breakthrough, you have
areference, you are playing inthat league and the
others will follow, from there its repetition”

CEO, PayCo

“Inthe case of the postal product, it was sold it to
7 countries, and each time replicating and
growing a bit more. But replication essentially”

CEO, PostCo
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Thank You

The ideasin this presentation were publishedin 2023 as Schemobiri, J., Fletcher, M., & Buck, T. (2023). To go or not to go?
Opportunities as triggers of commitment to internationalisation. Journal of World Business, 58, p.101388.
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The 4 Habits of Responsivenesss and Learning

Robert “Glenn” RICHEY, Jr.
Harbert Eminent Scholar in Supply Chain Management

Harbert College of Business
Auburn University

Editor-in-Chief
Journal of Business Logistics
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Thanks & Agenda

Introduction (Auburn and JBL)
Changing Your Strategic Perspective to Responsiveness
Responsiveness Habits from Research

Learning Habits from Research

ook e

The Related New Technology (Gen Al)
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The mission of the Journal of Business Logistics (JBL) is to
advance the logistics and supply chain management field by
publishing high-quality, scholarly research that enhances both
the theoretical and practical understanding of logistics. JBL aims
to serve as a bridge between academic theory and business
practice, addressing issues of relevance to practitioners,
policymakers, and researchers in areas like logistics strategy,
supply chain management, transportation, distribution,
warehousing, and emerging technologies.

The journal focuses on disseminating research that provides
actionable insights for improving supply chain efficiency,
effectiveness, and innovation, contributing to the broader field
of business logistics and supply chain management.
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Turbulence Extends to All Supply Chains

’ . Please rank the following factors based on what you perceive as the biggest threats to
Today’s supply chains are under enormous stress. Our global supply chains.

industry has seen major impact from the pandemic, port

40%
crises, severe weather events, and supply and labor o
shortages—all adding to shipping delays. 0%
KPMG .
20% 19%
16%
10% 10%
RISKS Supply Risks . = 6% 6%
) H m m -
Pandemicand  Raw material

Geopolitical Cybersecurity Natural Transportation Regulatory ~ Demand-supply

Demand Risks Operation al Risks tensions attacks disasters disruptions changes imbalances health crises shortages

Shippers and carriers alike are contending with a turbulent global economy

that features a combination of stubborn inflation and still-spotty demand.
Kearney, State of Logistics 2024
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Changing Your Strategic View from Optimization to Responsiveness
— Habits we will discuss:

Responsiveness
1. Adaptability
2. Flexibility

3. Agility

4. |mprovisation

Organizational Learning
1. Prospective

2. Retrospective
3. Gradual
4. Steep

HARBERT |cuéineds



Optimized Systems and Structures can Restrict Organizational
Adjustment when things go wrong!

And now the customer can see it!

CORONAVIRUS HITS GLOBAL SUPPLY CHAINS Hilt ~ 2 Ajmbg | e
us )y Seaspan’Adonis

Share of all imports of intermediate products coming from China
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Maybe have become too attracted to single-variable thinking?

ECONOMY POLITY
STRUCTURE STRUCTURE
ENVIRONMENTAL
FACTORS
PROCESS PROCESS

INTERNAL POLITICAL ECONOMY

EXTERNAL POLITICAL ECONOMY

What is the problem?
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How Different Are Things Today?
JIT and Lean as SC Philosophy

(A management philosophy to promote elimination of waste
and continuous improvement of productivity)

. 1960’s: Developed as Toyota Production System
by Taiichi Ohno and his colleagues

. 1970’s: U.S. and European auto makers began to
apply JIT to improve quality and productivity

. 1990’s: Expanded the JIT concept to streamline all
types of operations

e 2020’s and beyond: Disruption turns existing logic
on its head!
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Global Complexity

TARIFFS

JUST AHEAD

The E.U. Al Act:
| 1 x | ' A Risk-Based Policy
o : \ SO O N | Approach to Al

ko “ERIDAY. | A P N\ | Applications
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JIT and Lean v. Responsiveness

LOGISTICS ACTIVITY V. INTEGRATED NETWORK?
RESTRICTIVE COST FOCUS V. RESPONSIVE STRATEGY FOCUS?

Stakeholder Universe:

Board of Directors

| ‘ Distributors
RGANIZATION

Elected Officials & Staffs . m
Policymakers/Regulators Neighbors
Associations Community Leaders
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Building 4 Responsiveness Habits

Responsiveness is the process and outcome of organizational adjustments achieved as individual organizations within a supply chain
alter behaviors, norms, and/or policies to help place a supply chain and its members in a favorable position to achieve customer value
under dynamic environmental conditions.

Adaptability
Definition: the firm and supply chain’s
willingness and ability to strategically

Flexibility

Definition: is the firm and supply chain’s
willingness and ability to adjust policy
in the midterm based upon their
understanding of and interaction with
externalities.

adjust or reconfigure structurally
based upon the understanding and
expectations of externalities.

Improvisation

Definition: the firm and supply chain’s
willingness and ability to adjust
managecrial actions to address
immediate needs without prior
planning as a onec-time emergency
response based upon reaction to
externalitics.

Agility

Definition: the firm and supply chain’s
willingness and ability to make
immediate process-level changes
based upon the understanding and
rcaction to externalitics.

Resilience
A responsiveness view of logistics and supply chain Definition: the amount of disturbance
management
RG Richey, AS Roath, FG Adams, A Wieland

Journal of Business Logistics 43 (1), 62-91

that can be sustained by a firm or
supply chain before a change in its
control and structure occur.
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https://scholar.google.com/citations?view_op=view_citation&hl=en&user=d48S7hMAAAAJ&sortby=pubdate&citation_for_view=d48S7hMAAAAJ:uc_IGeMz5qoC
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=d48S7hMAAAAJ&sortby=pubdate&citation_for_view=d48S7hMAAAAJ:uc_IGeMz5qoC

The Critical SC Sourcing Constraints

What challenges have impacted your ability to meet business/operational goals in the past
year? Rank your top three choices in order of impact.

84%

75%

We have faced

component delays in our factors have
shortages, limited production complicated our
materials, or delivery, or time-  supply chain and
other sourcing to-market procurement
issues. processes

Source: Jabil's 2024 Supply Chain Resilience Survey * Created with Datawrapper
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Are you prepared to adjust for Disruption or Opportunity?

How might your company become more
responsive...

Adapt — Change the Structure? (Long-term)

Agile — Change the Process? (Mid-term)

Flexible — Change the Policy? (Short-term)

Improvisation — Change the Mistake? (Immediate)
SC Adjustment = B* Adaptability + B*

Agility + B* Flexibility +/- B*
Improvisation

HARBERT |cuéineds

Journal of Business Research
Volume 158, March 2023, 113641
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How risk, transparency, and knowledge
influence the adaptability and flexibility
dimensions of the responsiveness view

Tyler R. Morgan ° =, Anthony S. Roath © =, Robert Glenn Richey °® o =

Show more v

+ Add to Mendeley <« Share 99 Cite

https://doi.org/10.1016/j.jbusres.2022.113641 A Get rights and content

Abstract

Supply chain transparency is an underdeveloped area in the literature. Accordingly, this
manuscript explores supply chain transparency, its relationship to risk management and
knowledge creation, and its value chain application from a Responsiveness View of
logistics and supply chain management. Specifically, we examine supply chain
transparency as an important antecedent to responsiveness, considering strategic
dimensions of adaptability (structural adjustment) and flexibility (policy adjustment).
Drawing on the responsiveness and knowledge-based views, a model is proposed and
evaluated using data collected from supply chain professionals. The results reveal that
supply chain transparency drives knowledge creation and mediates the relationship
between a firm’'s risk management and responsiveness. Specifically, transparency and
knowledge creation partially mediate the relationship between flexibility and risk
management.




How risk, transparency, and knowledge influence the adaptability and flexibility
dimensions of the responsiveness view

Responsiveness

Hla=0.722, p<0.001 Transparency H2a=0.325,p<0.001 H3a=0.208, p=0.034

Traceability

Joint
Knowledge
Creation

Risk
Management

Transparency
Visibility

H1b=0.516, p < 0.001 H2a=0.154, p = 0.046 H3a=0.244, p = 0.041 Adaptability

Strategic
Habits
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The SC adjustment cycle
Understanding the relationship between responsiveness and resilience

Knowledge dimensions from responsiveness to resilience (connectedness)

» Strategic
* Logistics/operations

Deceleration

Retrospective learning

T

State of responsiveness Supply Chain Governance State of resilience

|

Prospective learning

Acceleration

Adjustment dimensions from responsiveness to resilience

Adaptability = structure

Agility = process

Flexibility = policy (contractual)
* Improvement - event

Adjustment complexity

HARBERT |suéiness




_The: Supply Chain: Adjustment Cycle

Adj Jstmert capablll ies fr\,m re;ponar-eness to resluence

R e R
e —

Improved state of

Retrospective Iearn}'h»g};\

—

——

—
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Retrospective fearning
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resilience,

Supply Chain Governance

:Prospective learning

State ofiresponsiveness | @ T -

Prospectivé learning :

Adaptive capabilities frormm responsiveness to fesilience :
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4 Habits of Internationalization Leaning

Four Habits or Types:

Fletcher, M., Harris, S., &

Gradual Retrospective Learning Richey, R. G. (2021).
. . Retrospective and prospective
Steep PFOSpECtIVE Learnmg learning: Accelerating the
. . internationalization process.
Steep Retrospectlve I—earmng Journal of World Business,
56(3), 101191.

Gradual Prospective Learning

HARBERT |suéiniess




s Aggregate Learning The
Lesrning Themes Dimensions Constructs Concept

PIM — Trial & error process of experriential learning 1o fix
oroblerms.
Response to
PLD — Experiential, trial & error learning 1o unocower problems by
oroblems. engesiry & y Gradual
PI1D — Grafting 1o internalize related expert knowledase. adjustment Retrospective
dimensions Learnins
PLE — Experiential learmning by having managers wisit A
owerseas markets. /
PL1E — Trial & error approach to relationship management Fei
weithin-rmarkets. - S
Capabilities
P2 — Vicariowus learning from external consultants. noted
deficiencfes
P2 — Learndang from inmmernationalization programm.
P20 — Vicariows learning from external advisors. I
Steep
Vicarfous =
P20 — Grafting capabilities to address problemrms. op— Sfroes - Prospective
Learnins
- rs
P2E — Learning from managerial education prograns.
P2E — Vicarious learning from external advisosrs and
consultants Accelerated
Plapning < bined
P2E — Learning from prewvious mistakes with capablility caphbility ombine
development planned. a - Retro-
& sposstive &
P3P — Active trial & esror learning froom rmistakes/faillings. for amn ipated Pro <tF
<i Fuitlies Learming
P3IM — Learning from obsesvation of swuwoocess.
P30 — Grafting capabidlities where defickency is Blas —
e—xperierncec. = .
P30 — Enmhanced focus on internal learming and specdy dew J Steep
change. from takes = Retrospective
P30 — Cross-functional teams fooused on problems. Learnins
P3E — Leadership training for future knowledge \
acqguisition. =
P3IE — Grafting additional managerment capability through Mmanag
recrultment. experien ]
P3E — Organizational restructuring and processes for fearning
nowledge flows.
PEM — inmternal Learning and project tearmnms for planning \
d rmars . V
PAn — Drawing on skills frorm across the business for Gradual
plannine and managerment. Planned team-—
e P Prospective
based arming -—
P20 — Opportunity fooused cross-functional tearmms Learnins
developed to amnticipate produwct chamnges to fit market
P2E — Task teams of inmternal knowiledge experts
connecting sendor Mmanageament and directors o marikces

Note: PL —Period 1 P2 — Period 2 P3 — Period 3 P32 — Period =
M — Maaket entry & developiment D — RED, maonufacturing S SOCM
E — Imternational emerprise development




Internationalization Leaning from Our Research

Four Types of Leaning:

Introduction/Entry - Gradual Retrospective Learning

(Trial and error, experiential understanding, problem response)

Growth - Steep Prospective Learning

(Aligning capabilities with weaknesses, seeking expert opinion, contingency planning)
Expansion - Steep Retrospective Learning

(Targeted experiential understanding, building environmental understanding of mistakes)
Opportunity - Gradual Prospective Learning

(Cross functional team based learning, opportunity analysis, internal experts)

HARBERT |cuéineds




So, strategizing in this new age of business requires:

1. Choosing a responsiveness adjustment approach by limiting the current 1980s style
optimized time and cost thinking.

2. Building out your Responsiveness Strategy by:
o Developing an Adaptable network structure,
o Creating Flexible policy (contracts) between partners,
o Fostering Agile processes across the extended enterprise,
o Employing Improvisation sparingly when structure, policy and process fail you.

3. Continually improving as a Learning Organization by:
o Retrospectively learning from the recent past,

o Prospectively learning during active implementation,
o Being Patient, as gradual learning is required in early and late stages,
o Being Prudent, as steep learning will be required in growth and expansion stages.
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How Can GenAl Technology
Influence the Responsiveness and Learning?

Generative artificial intelligence (hereafter referred to as Al) is high on
the Gartner hype cycle concerning logistics and supply chain
management (L&SCM)-related technologies. Various Al manifestations,
including robotic process automation (e.g., collaborative robots or
“cobots”), techniques in computer vision, speech recognition, machine
and deep learning, and natural language processing, have opened new
pathways to efficiently and effectively manage complex decision-making
and operations (Pessot et al., 2023) ' |
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https://doi.org/10.1111/jbl.12364

Stakeholder Universe: Economic

L

Political

Board of Directors
ORGANIZATION
Elected Officials & Staffs m
Policymakers/Regulators Neighbors

Technological
Community Leaders echnologica

Environmental

PROFESSIONAL
ACADEMY

FIRM
STRATEGY,
STRUCTURE
AND RIVALRY

Responsiveness is the process and outcome of organizational adjustments achieved as individual organizations within a supply chain
alter behaviors, norms, and/or policies to help place a supply chain and its members in a favorable position to achieve customer value
under dynamic environmental conditions.

Adaptability

Definition: the firm and supply chain’s
willingness and ability to strategically
adjust or reconfigure structurally
based upon the understanding and
cxpectations of externalitics.

Flexibility

Definition: is the firm and supply chain's
willingness and ability to adjust policy
in the midterm based upon their
understanding of and interaction with
externalities.

FACTOR A DEVIAND
CONDITIONS \' CONDITIONS

Improvisation

Definition: the firm and supply chain's
willingness and ability to adjust
managerial actions to address
immediate needs without prior

Agility
Definition: the firm and supply chain's
willingness and ability to make

4

- + ! immediate process-level changes planning as a one-time emergency
H based upon the understanding and response based upon reaction to
: reaction to externalitics. externalitics.
i

OE| N AN 1

RELATED AND N H

SUPPORTING

\IDUSTRIES FRNMEN
INDUSTRIES GOVERNMENT
== Definition: the amount of disturbance

that can be sustained by a firm or
supply chain before a change in its
control and structure occur.

Figure 1: Porter's Diamond Model of National Competitive Advantage
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= & Simulating scenarios s
§ g to evaluate potential s E
:E ‘= solution. E.g., cyber = g
2 = security assessment g e
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= © x E
Supervised
Using Al generated machine learning
insights for innovation
E.g., service
innovation
\ Supervised and
il ¢ unsupervised machine
ule-bases system :
E.g., online chatbots it
for answering
customer queries.
Artificial intelligence in
Natural language
logistics and supply chain Recommendation prjesssiusrand Speoch
. . system E.g., predictive reCOERITOR
management A prlmer and maintenance of
machines =
roadmap for research 8
<
. < )
RG Richey Jr, S Chowdhury, _ P Deep learming =
. & = decision-making. E £
B Davis-Sramek, M S 2 B, g bt N _ , s £
. . . . < 3 Vision Processing and Deep learning E =
s £
Giannakis, YK Dwivedi 2 E
3

Journal of Business Contets Context-
Logistics 44 (4), 532-549 know. unknown.
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Hype Cycle for Supply Chain Strategy, 2023

Supply Chain as a Service
Customer Experience Management —
Artificial Intelligence
Digital Supply Chain Twin

Ecosystem Partnerships —
Data Literacy —
Agile Teams

Circular Supply Chain

Generative Al

Machine Customer

EXPECTATIONS

Digital Twin of
a Customer

vatior

Inno

Supply Chain Cybersecurity
Hybrid Work
Supply Chain Resilience

)

Supply Chain Blockchain

Diversity, Equity and Inclusion

Center of Excellence

- Product-as-a-Service Supply Chains

) Network Design
)/ Performance Metrics
‘./Cost-to-Serve Analysis

Supply Chain Segmentation
—Digital Supply Chain Strategy

Supply Chain
Cost Optimization

Machine Learning
Sustainable

Supply Chain

|
Advanced Analytics
Supply Chain Risk Management —

r

Peak o

I inflated Trough of Slope of Plateau of
rrigger xpectations Disillusionment Enlightenment roductivity
TIME
Plateau will be reached: <2 yrs. 2-5 yrs. ® 5-10yrs. >10 yrs. & Obsolete before plateau

Source: Gartner (August 2023)

inspiring
BUSINESS

HARBERT




The Readiness Quandary

Problem 1
“We're still running on Excel and
phone calls...”

Problem 2

As rivals adopt Al solutions,
companies feel compelled to follow
suit, regardless of their abilities.
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The Talent Issues

Limited Availability, Expertise, and Flexibility Hamper Progress

What obstacles stand in the way of implementing your supply chain digital
transformation plans?

w
w

People skills/deficits

Data quality/lack of data

w
o

® s
30 o® o°

Fear of change/risk aversion

COVID-related uncertainty

N
a1
o°

N

Disconnect between IT and the business

Lack of digital transformation roadmap

Lack of investment

N
N

4 )
& £
° X 7 <
of o° o° o°

Cannot prove the business case (ROI)

L)

-

=
5

3

Nothing is holding our organization back

Figures add to more than 100% due to multiple responses.

HARBERT |cuéineds

The adverse effects of quiet
quitting and quiet firing

= — ®
(9 &3 o

Burnout and Damaged “Quietly fired”
disengagement company image employees may be
a future detriment

® @ 2 I~

Workplace High
trauma turnover

Low morale Lower
and teamwork performance

Many organizations find that as
they grow supply chain

operations, they need senior-level

talent to help ensure all supply
chain processes run smoothly.

4 »

4 REASONS FOR SUPPLY CHAIN

TALENT SHORTAGES

EMPLOYEE TURNOVER

Employees leave their jobs for career
development, to improve their work-life
balance, because of poor management, for

better compensation, and more

(s INDUSTRIAL GROWTH
M Growth in top industrial fields has
A 0P increased competition for employees and

the shortage of supply chain talent.

INSUFFICIENT TALENT TO MEET DEMAND

There are currently more job openings
than available people to fill the jobs. This 0
situation exacerbates the supply chain

talent gap.

CHANGING TECHNOLOGIES

Companies are investing in new supply chain

technologies at a fast rate, disrupting traditional
\.‘3 - ® supply chain technologies, and creating a gap

between available and required skills.



Al in the Supply Chain

Global Al in Supply Chain Market M\ market.us
Share, by Application, 2023 (%)

W Inventory Management

4.5

Total Market Size
(usp Billion), 2023

B Demand Forecasting

@ Fleet Management 42.7%

CAGR
@ Supplier Management 2024-2033

b

Bl Other Applications

HARBERT |cuéineds

In the supply chain today, Al is
used primarily for augmented
decision-making. It sifts
through data from a wide
variety of sources to
determine possible solutions,
then presents the best options
to humans for further
evaluation and final selection.




. . JOURNAL OF
QueSth_ﬂS, Comments, & /2. BUSINESS LOGISTICS
Suggestions? g JBL

Journal of Business Logistics A
G Ie nn Rich ey Ph D Providing a forum for original thoughts, research, and best practices within logistics and supply chain.
) . . Periodical Publishing - Auburn, Alabama - 2,611 followers - 10 employees
Au b u rn U n ive rSity e Jessica L. & 8 other connections follow this page
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World Trends

Latest World Economic

Outlook Growth Projections Projections
Real GDP, Annual % Change 2021 2022 2023
World Output 6.0 3.2 27
Advanced Economies 5.2 24 11
United States 57 1.6 1.0
Euro Area 52 31 0.5
Germany 26 15 -0.3
France 6.8 25 0.7
Italy 6.7 32 -0.2
Spain 51 43 1.2
Japan 17 17 1.6
United Kingdom 7.4 3.6 0.3
Canada 45 33 15
Other Advanced Economies 5.3 28 23
Emerging Market and Developing Economies 6.6 3.7 3.7
Emerging and Developing Asia 7.2 4.4 4.9
China 81 32 4.4
India 87 6.8 6.1
ASEAN-5 3.4 5.3 4.9
Emerging and Developing Europe 6.8 0.0 0.6
Russia 47 -34 -23
Latin America and the Caribbean 6.9 35 17
Brazil 4.6 28 1.0
Mexico 48 21 12
Middle east and Central Asia 45 5.0 3.6
Saudi Arabia 32 7.6 37
Sub-Saharan Africa 47 3.6 37
Nigeria 3.6 32 3.0
South Africa 49 21 11
Memorandum
Emerging Market and Middle Income Economies 6.8 3.6 3.6
Low-Income Developing Countries 41 4.8 4.9

Source: IMF, World Economic Outlook 2022

NB: For India, data and forecasts are presented on a fiscal year basis, with FY, 2021/2022

Starting in April 2021. For the October 2022 WEOQ, India’s growth projections are 6.9% in 2022

and 5,4% in 2023 based on calendar year.

Baby bust

In over half of the world’s countries and areas, which account for about
two thirds of the global population, fertility rates are now below 2.1
children per woman on average.

Total Fertility @ - 2025 population

Rate, 2023
In a few countries in Africa such as Somalia,
. ( 1) Chad, Niger, the Democratic Republic of the
6— Congo (DRC) and the Central African Republic
‘women are still having more than six children

on average
Y g

The majority of other countries with high
fertility rates are in Africa with some also in
the Middle East and Asia

With high fertility rates and already large
population bases, Nigeria and Pakistan are
expected to become the world’s fourth and
third most populous countries sometime after
mid century.

The replacement rate is he level at which a
population replaces itself from one generation
to the next, without migration. The rate is
generally considered to be .1 live births per
woman

© REPLACEMENT RATE

For more than half of the world’s

countries and areas, the fertility

rate is now below the

replacement level. This means
that, over time and without
immigration, these populations

0— will decline, with some already
beginning to recede

Source: United Nations, World Population Prospects (2024)
NB: Not all countries and areas included in the dataset are visible due to small population
sizes

Demographic Waves

By 2050, the working-age population will be
expanding in sub-Saharan Africa, but
contracting in the rest of the world.

Annual Change to Global working —age population
(millions of people per year, ages 15-64)

60

Projections

40

20
Sub-Saharan
Africa
0
Rest of the
-20 World
1950 2000 2050 2100

Source: UN World Population and IMF Staff Calculations



Driver of Change/Enablers/Outcomers

Those influences to which companies and
sectors must / will respond. They impact
globalisation; shifting geopolitical power;
access to knowledge; consumer consumption;
health evolutions and generational events.

> Enablers of Change:
These are the generic influences that will have
different effects on each sector (singularly and
in combination) affecting the degree to which
they can respond to the drivers and develop.
They are: automation; business integration;
commodity availability; individual mobility;
security; and technology convergence.

Business Integration
Individual mobility
Technology Convergence
Climate Change
Cultural Evolution
Demographics
Individual Mobility
Individualism
Urbanisation

Work methods

Overall Average/Score

Access to knowledge
Consumer Consumption
Security

Health Evolution
Generational Events
Geo-Political Power
Automation
Commodity Availability

Political Power
Globalisation

Automotive
Aerospace

Defence
Chemicals

Lifescience " n
» "Outcomers™:

Those trends that are a result of other mega-
trends but are likely to generate significant
transformational impact in their own right.
These are imposed on existing companies and
markets and change how the companies will
need to view trade and investment globally.
These will define the new operational
environment in which each sector will have to
function. They are identified as: individualism;
cultural evolution; work methods; urbanisation;
demographics and climate change.

Creative
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Construction

Environment & Water
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Learning is the key Lubricant alongside the independent
evaluation of truth. The Search for authentic intelligence is

“The illiterate of
the 21st century will
not be those who
cannot read and
write, but those

who cannot learn,
unlearn and

relearn.”
Alvin Toffler
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The Trends Break Down into Global Integration
vs. National Differentiation

Benefits of Global Integration

Healthcare

Benefits of National Differentiation
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And a Recognition that Somethings are Global and
Somethings are Local

International Trade

High
TRADING SECTORS

Aerospace Automotive

Agri-Food Creative Industries

Chemicals Energy

Education/skills/Training Finance

Industrial Biotech ICT
- Pharma and Healthcare Manufacturing
C M
1) o)
j= o,
n «Q
o) >
Z low High )
+ )
g > 2
a DOMESTIC SECTORS MULTIDOMESTIC SECTORS 2
c ®
-% Consumer and Leisure Construction %
o Environment and Water Retail and logistics o)
- Security Services =1

Transport
Low

v
International Trade



This Means that Business is Now a Learning,
Unlearning and Relearning Experience

Competitive
Intelligence

* Investments

« Organization
Changes

- Corporate
Strategy

« Acquisitions

« Key Executive
Profiles

COMPETITIVE
INSIGHT

Product
Intelligence

« Pricing

« Product
Introductions

+ Specification
Comparisons

« Cost Structure

MARKET
RESEARCH

MARKET
INSIGHT

Market Customer
Understanding Insight

* Market Size « Brand Preference
* Market Forecasts « Loyalty Rates
« Technology Trends  « Purchase
« Segmentation Dynamics
+ Brand Awareness
« Brand
Consideration
* Key Product
Concerns
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That requires a shift in our thinking — moving
from zero sum to competitiveness

OUTSIDE IN / INSIDE OUT

“I want what | want. If it
bankrupts you its your problem”

YOUR
ORGANISATION

67
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And a True Understanding of Where and How We Can

Operate

MARKET Joiok
ATTRACTIVENESS

WHAT SHOULD INFLUENCE
OUR CHOICE?

COMPANY'’S
CAPABILITIES

COMPETITIVE
STRENGTH BEE

BEE BB [ tc>51

15-11 10-6




How to Pick Markets

KA K MaRKeT XXX KKK yapker FXK

ATTRACTIVENESS ATTRACTIVENESS

ECONOMIC & POLITICAL Elﬁgl [MA]

STABILITY *
DISTANCE ’ 15-21 ;
PSYCHIC DISTANCE i

(XS TRENDS 'ﬁ\l_ 8"‘*:

="

MARKET SIZE

At MARKET GROWTH
07

4= MARKET PROFITABILITY € >

EBEE BB 5 i

15-11 10-6
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How to Pick Markets

(55 (%

FACTORS:
. MARKET SHARE ‘.
[ )

€ FINANCIAL RESULTS

ACCESS TO 2
DISTRIBUTION CHANNELS

@ PRODUCT FIT

COUNTRY-SPECIFIC

KNOW-HOW n

BEE BE

15-11

10-6

2
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A short exercise

Global Megatrends for you to albsorb

GLOBAL
MEGATRENDS

STATUS
QuUO

INNOVATIONS &
VALIDATIONS

"%
- .

&

Market changes challenge s
existing business models and, 7
operations and create new ,
opportunities. /

»
— A

N

| 4

Current status quo is iteratively
stable on evolutionary path with
separated individual change
processes in motion.

\

Science and
deep technology

—F

Y

v
A/
v
developments. Y /V /‘ /‘

NEW
MEGATRENDS
New normal starts to
impact the market
dynamics creating new
megatrends.
- »
- » THE NEW
! N NORMAL
. e+
Market validated + .60 .
innovations and operating * _° +
+
models become the new
normal.

New innovations include multiple interconnected
dimensions (technology, business models, behavior,
user expectations etc.)

> TIME
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Understanding Markets Mean We Can Understand Value

Every company should
have a value
proposition, and it
should be customized
and unique to that
company, its offerings

and its target audience.

There are different
pieces of information
you can include in it.
Author Michael Treacy
explains in this book.
The Discipline of Market
Leaders, that there are
four different elements
often included within
value proposition.

One element is Lower prices.
Everyone loves saving money,
so providing a financial
benefit for the customer is not
only appreciated, but its often
easier to quantify than many
other benefits

T

QUALITY

Another element is Better
Quality. If you can create
something that has great
appeal to your target
market, it will set itself apart
from similar products and
services. Quality isn't about
price: It's about how well
you understand your
customers their needs, and
the problems they're trying
to solve. Can you design a
product that not only meets
their needs, but satisfies
and delights them as well?
And if so how can you
communicate this in your
value proposition

£

&

EXPERIENCE

Better experience is another
common value proposition
element. If you can perfect a
function or service that makes
something easier for a
customer, you're improving
their experience, and it's a
benefit worth sharing.

CUSTOMER RESULTS

OWNERSHIP

Lastly, there’s Customer
Results Ownership. This is
primarily seen in B2B value
propositions. Some
companies have elevated

© 1 themselves beyond a simple

provider of goods and

services. They've become an
essential part of the success
of their customers’ business.

' Without these companies,
- o their companies, their

customers would have to face
immense challenges. Whether

: you're a shipping provider, a

supplier of goods, or some
other service, you can do it all

: - for your customers and your
- . value proposition should

communicate that.
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And Understanding Value Changes Everything

EXCLUSIVE DESCRIPTION

How well does it highlight your competitive A description or your services
advantage & set you apart? and passions.

PAIN-FOCUSED \ INFORMATION
How will your product fix the customer’s ® o Information about your company,
problem or improve their life? product and service.

SPECIFIC SLOGAN
What are the specific benefits o Write some slogan or catchy
our target customer will receive? o hrase for your brand.
y g p y
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Because it Creates Value Transfer

VALUE PERCEPTION GAP

VALUABLE

“I want” & “l need ”

SELLER

Value Proposition

CUSTOMER
Value Perception

DIFFERENTIATED

“No alternatives are as good” ..’~

&\
O ™

%

SUBSTANTIATED
“l trust” & “I believe” , DECISIO#ELI. ISION TOBUY

b
:




And Counteracts Competition

COMPONENTS OF
A STRONG VALUE
PROPOSITION

TAKE
ONE WAY

C

“l want” & “l need ” + “The best option?” -+

e M 2
Difficult to
substitute

\_ J Y,

( A A

Easy to

substitute

\_ J Y,

( ) A
Difficult to
substitute

\_ J J

“I trust” & “I believe”

Able to
substantiate

Able to
substantiate

Not able to
substantiate

Lead generation success
new client wins/loyalty
premium pricing

) DIFFERENTIATED SUBSTANTIATED CREATES FOUNDATION FOR...

WHAT BUYERS SAY...

s

“I don't need”
“Not important enough”

~N

“What's your best price?”
“I can do without you”

“I'm skeptical”
“Can't risk it”
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Value Pyramid

CO- LEVEL 4

C\'}iﬂED A Customised solution, co-created with the client.

LEVEL 3
Solutions that drive business processes. Often groupings of offers that provide a solution to

a problem. Must be able to measure the improvement made by implementing the solution.
LEVEL 2
Components combined or bundled to fulfil a specific operational function.

LEVEL1
Individual commodities for sale often priced for usage, utility pricing or
day/hour rates.
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The Puzzle — From the Qutside

o Pricing strategy
o Cost management
o Efficiency

o Debt
o Equity
o Foreignexchange

o Strategy
o Purpose
o Costs

o Talent resilience
o Value of talent
o Productivity

o Logistics
o Globalisation

o Geopolitics

Drivers of economic activity
previously taken as a given will
now warrant much more
attention from businesses,
investors and consumers
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Integrating the Puzzle — From the Inside

Imensions

Analytic D

ision-Making

Dec

o Profitability
Transports Costs
Tariffs
Taxes
Production Costs

o Channel Costs

> Transfer Pricing
Foreign Currencies
Parallel Imports/Grey Markets
Export Price Escalation

o Global Pricing Strategies

o Income Levels o Foreign Exchange Rates

o Competition Inflation Rates
o Customers' Culture Price Controls

o Government Policy o Regulations

, Subsidies

INTERNATIONAL

PRICING STRATEGIES

Risks o Commercial Banks
Customer-Arranged vs.
o Governments

Supplier-Arranged
o Non-cash Transactions:
— Counter-trading
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Pricing Strategies Overview

COST-PLUS PRICING

o5

+
e
)

Simple In Use
External data is not needed

Can't be used for a long time

Competition and demand are disregarded

PENETRATION PRICING STRATEGY

+

+
)
e

Perfect for Market Entry
Helps to build customer base quickly
Limited or no profit for a long time

Risk of losing customer after price increase

VALUE-BASED PRICING

4L

+
e
)

Helps to maximize profit margin
Little Dependence on competition
Difficult to evaluate “Willingness to pay” Precisely

Risk of undermining price perception

COMPETITION BASED PRICING

o5

+
e
e

Helps to increase Market Share
Control and Flexibility with Smart Rules
High Quality Data is needed

Can't be used for certain SKU types

DYNAMIC PRICING

+  Perfect for certain types of SKU (e.g. New Entries)
+ Helps to increase profit sustainably

@ Limited capacity under force majeure fluctuations
@ Required substantial operation and tech maturity
BUNDLE PRICING

+ Helps to sell products with a low demand

+ Adds extra value to a buying experience

@ Might discourage some groups of buyers

@ Works only in combination with other strategies

PREMIUM PRICING

+  Helps to Capitalize on Brand
+  Relies on wealthy customer group
e Difficult to increase market share

Can't be used for certain SKU Types

HIGH-LOW PRICING

+ Helps to capitalize on seasonal trends
+ Little dependence on competition
@ Diluted margin with traditional markdown

Can't be used for certain SKU Types

PSYCHOLOGICAL PRICING

+

+
e
e

Helps to capitalize on consumer emotions
Reinforces customer base with price anchoring
Limited scope of use

Works only in combination with other strategies
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Pricing Management Process

\ (™ C ) E 9 | ‘: v ’w&o« “’gup‘l;

r'.r1 ™

PRICING STRATEGY PRICING EXECUTION

STEP1 STEP 2 STEP 3

STEP 4 STEP 5 STEP 6

Identify Scope Determin Identify Gather Data & Determine Price Execute Price
of Pricing Strategy, Required Analyses & Verify Decision &
Change in Analyses Strategy Monitor Impact
Strategy

Company/Environment Enables Influe
o Organizational Structure and

Control Co
o Internal Incentives Cos
o Information Technology Legis

o Communication Systems
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Cost-Basedvs.Value Based Pricing

COST-BASED PRICING

Setting prices based on the costs for producing, distributing, and selling the product plus a fair rate of return for effort and risk

®

ONE
Design a
good product

TWO THREE
Determine Set price based
product costs on cost

VALUE-BASED PRICING

Setting price based on buyer’s perception of value rather than on seller’'s cost

@

FOUR

Convince buyers of
product’s value

ONE

Assess customer needs
& value perceptions

TWO THREE

Set target price to match Determine costs that
customer perceived value can be incurred

FOUR

Design product to deliver
desired value at target
price
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Unlearning and Relearning experience )
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