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Strategy Reviews & Actions
Office of Strategy Mgmt.
Performance Reporting
Assessments (SFO, ESG, OHI)
Al Explorer

fruiSCE®

Planning & Optimization (Al)

» Al Driven Forecasting

* Demand Planning (with External
Factors)

* Network Design & Optimization

* Inventory Optimization

» Container Optimization

* Production Scheduling

fruiSCE®
Business Networks (Custom Built)
* Multi-Level Order Fulfilment
e Multi-Tier Inventory Management
+ Demand Sensing & Response
» Supply Chain Visibility
* Orders & Inventory
» Capacity
* ESG & Supply Chain Risk
* Close Loop Supply Chain
* Supplier Portal
* RFP, RFP, & PO
+ ASN
* Performance Management

fruiSCE®

Enterprise Resource Planning

» Purchasing & Inventory

» Sales & Distribution

* Marketing & CRM

* Manufacturing & Quality

» Accounting & Human Resources

* Projects, Facilities, & e-
Commerce
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Build resilient, data-driven supply chains that reduce
costs, boost agility, and deliver measurable business
value.

Digital Enterprise Integrations

Transform your business with smart technologies, Al
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scalable growth.
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What Is Strategy?

Classic Definitions:

Michael Porter: "Strategy is about being different. It means deliberately choosing a unique set of
activities to deliver value."

Henry Mintzberg: "Strategy is a pattern in a stream of decisions, not just a plan."
Richard Rumelt: "Good strategy has a diagnosis, guiding policy, and coherent actions."

Strategy answers:

Where are we? (Analysis)

Where do we want to go? (Vision)
How will we get there? (Execution)

Strategy Formulation www.fruistrategy.com



Why Strategy Is Important

Strategy Help you to:

v’ Clarifies purpose and long-term goals
v Aligns people and resources

v Helps navigate uncertainty and change
v’ Builds competitive advantage

v Improves decision-making at all levels

Strategy Formulation

Without Strategy:

» Reactivity (e.g., Kodak ignoring digital
cameras).

« Resource waste (e.g., Quibi’'s $1.75B

failure due to misaligned market needs).

With Strategy:

» Competitive advantage (e.g., Tesla’s
ecosystem strategy).

» Long-term resilience (e.g., Amazon’s
customer obsession).

"The essence of strategy is choosing what
not to do." — Michael Porter.

Strategy vs. Planning vs. Execution
Strategy: What we will do to win.
Planning: How we organize resources and timelines.

Execution: How we implement and monitor results.

www.fruistrategy.com



Good Strategy, Bad Strategy (richard Rumel)

What is Good Strategy

1. The Kernel: A good strategy always
contains three core elements:

« Diagnosis: Clear-sighted definition of
the challenge.

* Guiding Policy: An overall approach for
dealing with the challenge.

« Coherent Actions: Coordinated steps to
implement the guiding policy.

2. Focus: Good strategy concentrates resources
on a few critical areas. It accepts trade-offs and
avoids distractions.

3. Leverage: Uses insight into situations to
amplify effort — small, focused actions can
produce big results.

4. Anticipation & Design: Understand
competitors’ moves and build a plan that shapes
the game.

Strategy Formulation

What is Bad Strategy

Characteristics of Bad Strategy:

1.

Fluff: Fan_c% words that disgiuise the absence
of real insight (e.g., empty slogans).

Failure to Face the Problem: Many leaders
avoid the hard work of defining and addressing
the real obstacles.

Mistaking Goals for Strategy: Ambitious
targets are not strategy; they are outcomes.

Bad Objectives: When objectives are
impractical or unrelated to overcoming the key
challenge.

Root Causes of Bad Strategy:

Template-style planning: Filling in mission,
vision, and values without rigor.

Wishful Thinking: Hoping instead of analyzing
and acting.

Avoidance of Difficult Choices: Good strategy
requires prioritization, which means saying “no.

Thought Leaders

Real-World lllustrations:

Nvidia: Focused its strategy on 3D graphics for PCs,
leveraged deep technical expertise, and built barriers
to entry — a classic case of a clear kernel.

Iraq War: Rumelt criticizes the lack of clear guiding
policy and coherent actions — a cautionary tale of bad
strategy.

Steve Jobs (Apple): Example of ruthless focus —
dropping product lines to concentrate on what
mattered most.

Key Takeaways:
Clarity is Power: Diagnose first, don’t jump to goals.

Focus Energy: Use leverage and coordinated
actions.

Face Reality: Tackle tough issues head-on.

Strategy is a Design Problem: Craft it to align
strengths with opportunities while overcoming
challenges.

www.fruistrategy.com



The Crux (richard Rumelt)

Core Idea

Core Premise: Strategy is not about big visions
or long wish lists — it's about solving the
hardest knotty problem at the heart of a
challenge — what Rumelt calls “the crux.”

A strategist’s main job:

Identify the crux and concentrate efforts there.

Strategy is not planning — it's problem-solving
under conditions of uncertainty.

Strategy Formulation

What is the Crux?
«/ Definition:

The crux is the critical issue at the center of a
complex challenge — the hard part that stands in
the way of progress.

Solving the crux unlocks momentum.

7 Why It Matters:

Organizations often waste time on wishful goals
and broad initiatives.

By tackling the crux, leaders focus limited
resources where they have the greatest impact.

</ Finding the Crux:

The strategist’s first task is to define the problem
well — not to jump to solutions.

It's the intersection of importance, difficulty,
and opportunity.

Thought Leaders

The Strategist’s Role
Thinking like a Strategist
(The Crux version):

1. Diagnose Clearly: Cut through complexity —
what is the real barrier?2

2. Isolate the Crux: Find the pivotal sub-problem
where you can gain traction.3

3. Use Judgment: There’s no perfect data —
strategists rely on insight, experience, and critical
guestioning.

4. Focus Energy: Commit resources to solving the
crux — ignore distractions.

5. Iterate: Be flexible — keep testing assumptions
and adapt as you learn.

Key Quote:

“A good strategist hunts for cruxes — and refuses to
get lost in the noise.”

www.fruistrategy.com



Innovator’s Dilemma (ciayton M. christensen)

Thought Leaders

Core ldea

* Well-managed, successful companies can fail not
because they do things wrong, but because they
do everything “right.”

» Disruptive innovations — simpler, cheaper
technologies that start at the low end — can
unseat market leaders who focus only on
sustaining innovations for their best customers.

* The Dilemma: Listening to current customers and
focusing on today’s profit can blind firms to
game-changing innovations.

Sustaining vs. Disruptive Innovation

Sustaining Innovation:

* Improves existing products for existing
customers.

* Involves better performance, more
features, or higher margins.

* Most big companies excel at this.
Disruptive Innovation:

+ Offers new performance measures (often
simpler, cheaper, more convenient).

* Initially underperforms on traditional
metrics, so incumbents ignore it.

« Attracts new or less-demanding customers.

» Over time, improves and moves upmarket,
displacing incumbents.

Classic Examples:

» Disk drives: Smaller drives displaced large
ones.

+ Steel mini-mills: Took low-end market first,
then improved.

* Retail: Discount stores disrupted traditional
department stores.

Why Great Companies Fail

Key Reasons Successful Firms Miss
Disruption:

+ Listening Too Closely: They focus on current
customers who don’t want the low-end version
— yet.

* Profit Margins: Disruptive innovations often
start with lower margins, unattractive to big
players.

* Resource Allocation: Established firms
allocate resources to sustaining innovations
that promise bigger returns.

* Organizational Inertia: Processes and values
resist low-end, risky bets.

Outcome:
By the time disruptive technology matures, it's too

late — nimble new entrants have gained market
share and momentum.

Strategy Formulation
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Your Strategy Needs a Strategy (Martin Reeves, Knut Haanaes, and Janmejaya Sinha)

Core Idea

There is no one-size-fits-all strategy
— different environments demand
different strategic approaches.

Many companies fail because they use
the wrong approach for the situation
they’re in.

The book introduces the Strategy Palette
— a practical framework to match your
strategy to your environment.

Renewal
Be Viable
Adaptive Shaping
Be Fast Be the
Orchestrator

Classical Visionary
Be Big Be First (‘@o‘

Is it predictable?

=
Y
%,
K

to Do we shape our industry? Hi w0

Source: Reeves, Haanaes & Sinha. Your Strategy Needs a Strategy, HBP 2015

Strategy Formulation

The Strategy Palette

Five Strategic Environments:

The authors classify business environments by
predictability, malleability, and harshness — and
propose five distinct strategy styles:

1. Classical (Be Big): Predictable, non-
malleable. Win through scale and planning.

2. Adaptive (Be Fast): Unpredictable, non-
malleable. Win through experimentation and
rapid response.

3. Visionary (Be First): Predictable, malleable.

Win by creating entirely new markets.

4. Shaping (Be the Orchestrator):
Unpredictable, malleable. Win by shaping an
ecosystem or playing field.

5. Renewal (Be Viable): Harsh, declining
environments. Focus on survival,
restructuring, and revitalization.

Thought Leaders

How to Diagnose Your Environment

Key Variables:.
To choose the right approach, leaders
must analyze:

* Predictability: Can you forecast the
future with confidence?

. Malle_abilitY: Can you or your company
meaningfully shape the environment?

* Harshness: Is your business
threatened by crisis or decline?

Examples:
Classical: Consumer goods giants like P&G.

Adaptive: Tech startups in fast-moving
sectors.

Visionary: Tesla creating new markets.
Shaping: Alibaba building an ecosystem.

Renewal: Companies in crisis (e.g., during
recession).

"Don’t default to classic planning—diagnose your environment first."

www.fruistrategy.com
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Playlng to WiIn (A.G. Lafley and Roger Martin)

Thought Leaders

Winning companies make clear, deliberate
choices about where to compete and
how to win — instead of vague aspirations
or generic plans.

Strategy is about making hard choices to
position a business to win — not just to
compete.

Developed and proven during Lafley’s
leadership at Procter & Gamble (P&G).

Strategy Formulation

The Five Essential Choices

The 5 Key Questions for Winning Strategy:

What is our winning aspiration?

» Define the purpose — not just survive, but win.

« Example: P&G’s goal was to be the leader in every market it chose.
Where will we play?

» Pick specific markets, customers, geographies, and segments.

» Focus resources — don’t try to be everything to everyone.

How will we win?

» Define the unique value proposition and competitive advantage.

«  Will you win on cost, differentiation, service, or innovation?

What capabilities must be in place?

 ldentify the unique skills, systems, and strengths needed to deliver the strategy.
What management systems are required?

« Putin place the structures, metrics, and processes to support, track, and
reinforce strategic choices.

www.fruistrategy.com 11



WTP/HTW - Example

Winning Aspiration:

What is our ultimate goal or definition of success?

Where to Play

Which markets, customers, channels,
geographies, and product categories will we
focus on?

How to Win
What will be our source of competitive
advantage in the selected playing field?

Example:

“Become the most trusted and

sustainable copper producer in Latin America

by 2030.”

Customer
Segments

Geographies

Product/Service
S

Channels

Value Chain
Focus

(e.q., industrial buyers, governments,
B2B)

(e.g., Southeast Asia, Sub-Saharan
Africa)

(e.g., thermal coal, renewable energy
solutions)

(e.g., direct, partners, digital platforms)

(e.g., upstream mining, refining,
distribution)

Advantage Type Example Choices

Cost Leadership

Differentiation

Innovation
Speed/Agility

Customer Intimacy

Operate with the lowest production
cost per unit

Offer highest quality or most eco-
friendly solutions

First to market with green extraction
tech

Fastest turnaround or delivery

Deep relationships with local
stakeholders

Capability Area Specific Examples

Mining automation, water
recycling systems

Capabilities Needed
Technical Expertise

What internal capabilities must we

develop or enhance to support Operational Systems Real-time tracking, ESG
our choices? compliance tools

Skilled geologists, ESG

Talent officers, data analysts

Local governments, logistics

Strategic Partnerships firms

panagement ystemns [

What systems and structures are = yp|s Cost per ton, ESG score, time-to-
needed to monitor, support, and a permit
2
our strategy Performance Monthly executive dashboards,
Reviews quarterly reviews

Gantt charts, initiative KPIs in

Initiative Tracking fruiStrategy

After-action reviews, feedback

Learning Loops . .
from operating units

Area Examples




’ i i Thought Lead
Porter’s Generic Strategies ought Leaders

Porter’s Generic Strategies provide three primary ways a company can achieve
competitive advantage:

1. Cost Leadership: .
ost Leadership Competitive Advantage

- Aim to become the lowest-cost producer in the industry Gost Differentiation

- Key enablers: economies of scale, efficient operations

- ldeal in price-sensitive industries with standard products. 3 Codl
S 0s ; BT
2. Differentiation: % Leadership Differentiation
- Offer unique products or services that provide superior value S
)
- Key enablers: innovation, brand, quality, customer service 8—
o . : - O
- Suits industries where customers value uniqueness and are willing to pay »
more. e
© ML~ . e
3. Focus Strategy: S _C( St Differentiation
2 Focus Focus
- Target a specific market niche S

- Can be cost focus or differentiation focus

- Key enablers: deep understanding of niche needs

- Effective in serving a specific customer segment better than broader
competitors.

Strategy Formulation www.fruistrategy.com



Blue Ocean Strategy — Concept & Red vs. Blue Ocean

Blue Ocean Strategy is a strategic approach
introduced by W. Chan Kim and Renée Mauborgne
in their book Blue Ocean Strategy. It is about creating
new, uncontested market space instead of competing
in saturated markets.

Key Characteristics:

* Focuses on value innovation (simultaneously
increasing value and reducing cost)

» Shifts from competing to creating
» Aims to make the competition irrelevant

* Breaks the trade-off between differentiation and
cost leadership

Strategy Formulation

Red Ocean vs. Blue Ocean

Thought Leaders

Feature Red Ocean Blue Ocean
(Traditional Strategy) (Value Innovation)
Market Space Existing, known industry Uncontested, new market
space
Competition Fierce competition Irrelevant competition

Strategic Focus

Beat the competition

Create new demand

Value Proposition

Either low cost or
differentiation

Low cost and
differentiation (value
innovation)

Outcome

Shrinking profit and
growth

Opportunity for rapid
growth and dominance

www.fruistrategy.com

14



Execution Premium > XPP Approach; Dr. Kaplan & Dr. Norton fhougntteaders

Example of Strategy Map

>>Translate Strategy

Productivity Strategy Long_Tem‘]' :

Growth Strategy

Fi ial ‘ - Execution Premium (XPP) — Balanced Scorecard Approach
Inanciat > Shareholder Value "+
Perspective Syl : STAGE 2. STAGE 1:
c == e = — p— e > -3 TRANSLATE THE STRATEGY DEVELOP THE STRATEGY
Improve Cost Increase Asset ¢ Expand Revenue Enhance SRSt [ Hmon Ve ues, Vien
Structure -~ Utilization - Opportunities Customer Value * Initiative Portfolios - Strategy Formuation
.................................................... . TR S S—. S—— e | SeemererEmne
Customer Value Proposition |
S \\ y R
y T B % SR > B : . i STAGE 3: STAGE 6
CUStome_r Price Quality " Availability Selection | Functionality | Service = ( Partnership {  Brand ALIGN THE ORGANIZATION 4 [ stategic Plan | h 1EST & ADART
Perspective B _ ) : : S _ , . Bisnesslii - Strategy Map . Proftabilty Analysis
Product / Service Attributes Relationship Image R L : Balanced Scorccard - Strategy/ Correlations
....................................................... AAAA pruient);s,e\;ep'n:hing e I Stratex P BTy GiEEg D
+ Innovation
Operations Customer Management  Innovation Regulatory & Sodial ~ S —
Management | |\ sl Processes . [ ...Progesses... | | ... Processes... ! Retoce !
......... “0C . 1. . PLAN OPERATIONS Requirements MONITOR & LEARN
Process Suplglr)?cesses Select Customers Identify New Opportunitidsnvironment ———— : g:h:;m _
=) i Produce Acquire New CustomeBelect the R&D Portfolip Safety & Health e o : SrutagyRedews
erspective Distribute Retain Existing Custon®esign and Develop Employment + Risk & Compliances \ /* + Communication & Actions
Manage R-lsk Grow Business with | | Launch Community ) B
- EXECUTION
[ Human Capital J
Learning & : :
Growth [ Information Capital ]
Perspective — :
G __Organization Capital =0
Culture Leadership - Alignment Teamwork’

Strategy Formulation www.fruistrategy.com 15



Mihai's Strategy Clockwise

CAPABILITIES
cyeTEM POSITIONING COHEREMNCE
GAPS GAPS
ACTIVITIES
SYSTEM 3 4
- : CAUSALITY &
BOARD : . BREAKDOWN
- ED
O A
BUSINESS
PORTFOLIO RESOURCES
STRATEGY CONSTRAINTS
STRATEGIC FORMULATION .
CHOICES TYPES 2
. . ASIB BUSINESS
BUSINESS REFER BOARD STRATEGIC : MODEL
ARCHITECTURE ’ HORIZON ADAPTATION
1 10
PARAMOUNT ¥ D -
CHALLEMNGES N
SCENARIDS RESILIENCE
& SCEMARIO
SIGNPOSTS
| n @ PLA ER
I-n—1n OBIECTIVES pisg  STRATEGY
Prerequisite SCENARID MEASURES EXECUTION
Processes CROSSROADS INITIATIVES
CRITICAL
4 i UNCERTAINTIES
: STRATEGY : I FUNCTIONAL 7
IDENTIFY EXPERIMENTATION ALIGNMENT
MAIN JTBD : :
TYPES ONCERTO
s ssnn EE NN NN EEEEEEEEEEEEEEEEENEENEEENNENEEEEEE INDIVIDUAL
TEST : ALIGNMENT .
POSSIBLE OFFICE OF :
SOLUTIONS STRATEGY STRATEGY OFFICE OF
TEST STRATEGIC COMMUNICATION STRATEGY
MANAGEM ENT
CHOICES TYPES EXECUTION

'
"
" "
A AN AN NS ENEEEEEEE R A AR

The Strategy
Clockwork

EARLY-WARNING

SYSTEM
CORRECTIVE
ACTIONS
PROGRESS
L) REVIEW
D
-
INITIATIVES
REALIZATION
BUDGET
8
CONTINUOUS
i IMPROVEMENT
OPS5 PLANS
& READINESS
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Summary

The Strategy Process

* Analyze external & internal environment
 ldentify strategic options

» Make choices & focus (The Crux)

« Design coherent actions

» Execute & adapt

Strategy Formulation

Who is Responsible?

» Senior leadership owns strategy

« Middle managers align and
communicate

» Teams execute and adapt

» Success = everyone knows their part

Core Ideas to Remember

« Strategy is about choices
* There is no perfect framework
» Use tools wisely, adapt to context

+ Keep it simple and actionable

www.fruistrategy.com
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The Strategy Process

fruiStrategy

Enterprise Strategy Management

Diagnosis  >>

Guiding Policies

>> Coherent Actions

>>

Strategy Analysis

Formulate Strategy

l } Align Organization

Execute Strategy & Adopt

Transform

+ External Analysis

* Internal Analysis

» Organizational
Assessments

* Scenario planning

Strategic Choices
Value proposition
Capabilities Required
Market Segmentation

Strategy Plan

* Projects/Initiatives & PMO
» Business Processes

* People

» Systems & Technology

* Culture

* Risk & Compliance

* Budgeting

Translate Strategy through

BSC or OKR

Performance Management

Strategy Reviews & Actions
Manage Change

Adopt Emerging Strategies

* Org Results & Scores

* Organization Readiness
» Leadership Pipeline

* Dashboards & Reports
+ Sustainability

Your Strategy, Your Way.

www.fruistrategy.com




Strategy Formulation

Strategy Analysis & Tools

www.fruistrategy.com
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Why External Analysis Matters

Seeing the Chessboard Before You Move

The Brutal Reality

*  "60% of Fortune 500 companies from 2000 no longer exist" (Harvard Study)
* Primary reason: Failure to adapt to external changes

Three Strategic Imperatives
* Spot Opportunities (Blue Ocean markets, tech disruptions)
« Example: Netflix seeing broadband penetration as enabler
* Anticipate Threats (New competitors, regulation shifts)
« Example: Blockbuster ignoring streaming signals
* Understand Rules of the Game (Industry profit structures)
+ Example: Airlines vs. SaaS gross margins Summary

The Cost of Neglect

+ Case Contrast:
* Nokia (Missed smartphone revolution despite internal R&D)
* Microsoft (Saved by Nadella's cloud-first external focus)

Key Frameworks = Strategic Lenses
+ PESTEL (Macro shock preparedness)
+ Porter's 5 Forces (Profitability diagnosis)
+ Strategic Groups (Real competitive mapping)

CEO Perspective

+  “We spend 80% of strategy time on internal issues... while 80% of risks/rewards come from external
factors™*-- Former IBM Strategy Chief

— Understand market trends and shifts
— |dentify threats and opportunities
— Find sources of competitive advantage

Strategy Formulation www.fruistrategy.com 20



PESTEL Analysis

PESTEL is a strategic tool used to analyze and monitor the external

macro-environmental factors that might impact an organization’s
performance. The acronym stands for Political, Economic, Social,

Technological, Environmental, and Legal factors.

Political: Government stability, regulations
Economic: Growth, inflation, interest rates
Social: Demographics, lifestyle trends
Technological: Innovation, R&D, disruption
Environmental: Sustainability, climate impact

Legal: Laws, compliance, labor rules

Strategy Formulation

PESTEL Example: Tesla

Political: Emission regulations, subsidies
Economic: Battery costs, global economy
Social: EV adoption trends

Technological: Battery innovation, self-driving
Environmental: Climate focus

Legal: Safety standards, global trade

www.fruistrategy.com
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PESTEL Analysis

Definition

Why Use PESTEL?

Components

Benefits

Typical Scenarios

t

PESTEL is a strategic tool used
to analyze and monitor the
external macro-environmental
factors that might impact an
organization’s performance.
The acronym stands for
Political, Economic, Social,
Technological, Environmental,
and Legal factors.

PESTEL Analysis Example :

Helps identify trends
and influences that
affect the industry or
business environment.
Aids in recognizing
potential opportunities
and threats.

Supports strategic
decision-making by
providing insights into
external factors.

Scenario: Launching a feed milling company in Saudi Arabia.

Political:

o Positive: Government initiatives to promote food security and self- reliance in

agriculture.

o Negative: Regulatory requirements for feed quality and safety can increase

compliance costs.

Economic:

o Positive: Growing GDP and increasing investments in agriculture.
o Negative: Fluctuating feed raw material prices due to dependency on imports.

Social:

Political: Government policies, regulations, political
stability, tax policies, trade restrictions.

Economic: Economic growth, inflation rates, exchange
rates, interest rates, income levels.

Social: Demographic changes, cultural trends, lifestyle
shifts, education levels, health consciousness.
Technological: Innovation, automation, R&D, technological
advancements, digital disruption.

Environmental: Climate change, sustainability concerns,
environmental regulations, natural resource availability.
Legal: Employment laws, consumer protection laws, health
and safety regulations, intellectual property laws.

Technological:

Helps organizations
anticipate market shifts.

Provides a framework for

understanding external
forces.

Enhances strategic
foresight and long-term
planning.

Entering new markets by evaluating
political, economic, and cultural
factors. Adapting strategies to
industry shifts like technological
advancements or sustainability
trends. Ensuring regulatory
compliance with legal and
environmental standards. Planning
investments in R&D by analyzing
technological trends. Responding to
macroeconomic factors like inflation
or trade policies.

Positive: Availability of advanced milling equipment and digital monitoring systems. Negative: High
initial investment required for state-of-the-art technology.

Environmental:

o Positive: Opportunities to implement eco-friendly production processes to align with

sustainability goals. Negative: Rising concerns about water and energy usage in the milling

process.

Legal:

Strategic Use:

o Positive: Increasing awareness about animal nutrition among livestock farmers.

o Negative: Resistance to change among traditional farmers regarding new feed

formulations.

o Align with government policies to secure subsidies and incentives.

o Positive: Government subsidies for local production under Vision 2030.
o Negative: Strict penalties for non-compliance with animal feed safety standards.

o Invest in advanced technology to reduce environmental impact and production costs.
o Develop a strong compliance framework to adhere to legal standards.



PESTEL Analysis

How fruiStrategy Supports PESTEL Analysis =

Framework for External Analysis: R [ONSCARGROR Y] totctGop (GG I -
Political and legal trackers for real-time updates on 0 2 e
regulations. s 9 : et fegen
Economic dashboards showing key metrics like GDP trends _ ol
and inflation rates. o . A — -
. . . . . altical nalysis [BCOMMENGED ACUIONS a
Social insights using data on demographics and cultural ECONOMCAL R — —
A Government Regulations on Trade Current trade requlations impact import/export Advo r policy changes to streamline trade
ShlftS. 0L processes, affecting supply chain efficiency. :-r u; ncing overall operational Clear
Technological analysis of emerging trends impacting i ’ '
. . TECHNOLOGICAL Honztinto. A
IndUStrIeS. . . . . - - Correlation Trend Contribution Quantity Attachment *
Environmental and sustainability reports with integrated KPIs. FRONEATAL i 1% Lot Doumers| B
ProceSS |n er“Strategy e Indicator Code Time Line Score
. . GRON High 4
External data inputs via APIs or manual entry. — e .
System-generated insights for each PESTEL category. Gaermer Regiorson L Colasonton porurtes
Action plan recommendations based on macro-environmental |
|nS|ghtS, Competitor Info A
Competitor '
SNO COMPETITORS SCORE TREND NOTE ACTION

1 Competitar A 6 Stable Note @




Porter’s Five Forces

Developed by Michael E. Porter, the Five Forces framework helps
organizations analyze the competitive pressures in their industry. It
explains how five key forces shape profitability and rivalry.

Understanding these forces helps companies find positions of

strength and make strategic choices.

Example: Airline Industry

Rivalry: Intensity of competition between existing players. * Rivalry: High — Many competitors compete aggressively on price and

routes.
New Entrants: How easy it is for new competitors to enter. _ _
* New Entrants: Moderate to High — Low-cost carriers frequently enter,

Substitutes: Availability of alternative products/services. although infrastructure and capital needs are barriers.

« Substitutes: Moderate — Alternatives like high-speed trains or virtual

Buyer Power: Customers’ ability to negotiate prices down. meetings exist, but are not always feasible.

Supplier Power: Suppliers’ control over prices and inpu14 * Buyer Power: High — Customers compare prices online and switch easily.

» Supplier Power: High — Limited aircraft manufacturers and fuel suppliers
exert strong influence.

Key Insight: Thin profit margins due to intense competition and limited control
over supplier costs.

Strategy Formulation www.fruistrategy.com 24



Porter’s Five Forces

Definition:

Porter's Five Forces
framework is used to
analyze the competitive
forces within an industry,
helping organizations
assess market
attractiveness and
competitive pressure.

Title: Porter’s Five Forces - Competitive Market Analysis

Why Use Porter’s Five
Forces?

Provides insight into the
factors influencing
competition. Assesses the
profitability potential of an
industry. Aids in strategic
positioning and competitive
advantage.

Components

Threat of New Entrants: Barriers to
entry, economies of scale, brand
loyalty. Bargaining Power of
Suppliers: Supplier concentration,
unigueness of inputs, availability of
substitute inputs. Bargaining Power
of Buyers: Buyer concentration, price
sensitivity, availability of alternatives.
Threat of Substitute Products or
Services: Availability of alternatives,
price-performance trade-off. Industry
Rivalry: Number of competitors, rate
of industry growth, product
differentiation.

Porter's Five Forces Example
Scenario: Flour Milling Industry Expansion

* Threat of New Entrants: Moderate due to high capital .
investment in milling equipment and distribution networks.

» Bargaining Power of Suppliers: Low, as raw material suppliers .
are numerous, though geopolitical risks could affect pricing.

« Bargaining Power of Buyers: High, with buyers having many

alternatives in the market.

Benefits

Identifies key drivers of
competitive intensity. Provides
a clearer picture of market
dynamics. Supports strategic
planning to gain a competitive
edge.

Typical Scenarios

Assessing competition before
entering a new industry or
market. Negotiating supplier
contracts to optimize costs and
ensure stability. Evaluating
buyer power to set effective
pricing strategies. Identifying
threats from substitutes to
improve product
differentiation. Analyzing
industry rivalry to position
competitively.

Strategic Use:

Threat of Substitutes: Moderate, as there are alternative

flours available in the market (e.g., gluten-free).

Industry Rivalry: High, with several established players and

increasing competition from local mills.

Mitigation of Entry Threats: Strengthen
brand value and establish cost advantages.

Supplier Power: Develop diversified

sourcing strategies.

Buyer Power: Offer loyalty programs and
value-added services.

Substitutes: Invest in R&D for innovative

feed products.

Rivalry: Focus on differentiation and
operational efficiency to gain market share.



Porter’s Five Forces

SwoT

How fruiStrategy Enhances Porter's Five Forces:
Organization Unit @ 5000--ABCFeed W Product Group Feed Facility/Plant/Resource ~ Plant-JOS

Competitor Insights: Real-time competitor analysis tools to 0 s Coone Goup A oot

track market Veion v WaeRgor | Nowd

rivals and their strategic movements. P

STRENGTHS

Strengths Analysis Recommended Actions Add
WEAKNESSES

Supplier and Buyer Dynamics: Monitor and analyze Hih procucion el of e part (4 M) i prodacionpoen

operational effic

SUpp“er and buyer OFPORTUNITIES competitive advantage in the industry.
bargaining power with real-time data integration. s sastiors o

+
Correlation Trend Contribution Quantity Attachment
High speed production; Suffic H 50% of production depends u Upload Documents| Browse
Scenario Simulation: Simulate different market scenarios to o Coe Tine e S
H H H H IN1001 Until reduce working speed a1 1
predict industry dynamics and inform strategy. : :
Indicator Name Nullifier Synergies
Indicator 01 Untill loss production speed a Collaborate with suppliers, dis
Production Potential (MT/hour)
10,000 metric tons per hour
Capacity Utilization
o
Market Expansien Plans:
field to outline strategies and
Maintenance Schedule:
schedule regular maintenance
Competitor Info A
Competitor N
SNO COMPETITORS SCORE TREND NOTE ACTION
! 1. ABC Feed PVT.LTD: providir 1 H Competitor with a similar pro @
2 ABC Manufacturing Co 2 L Competiter with a similar pro a
: XYZ Processing Lid. 3 H Key competitor known for eff @
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Industry Life Cycle Analysis

The 4 Life Cycle Stages and their Marketing Implications

Introduction : Growth | Maturity | Decline
| |
: | |
| | |
I I
: Shake-out : T I
! : Saturation :
8 : , :
© | 1 |
w | [ [
| |
Take-off : | I
' I l
\ I I
' } i
-
: : : Time
* Low sales '® Increasing sales » Peak sales :-Falingsal&s
* High cost per ' Cost per customer falls | * Cost per customer | ¢ Cost per customer low
customer . Profits rise | lowest 1 » Profits fall
» Financial losses ' = Increasing No. '» Profits high | * Customer base contracts
* [nnovative customers ,  of customers 1 Mass market 1 * Number of competitors
» Few (if any) competitors '« More competitors = Stable number L fall
I

| : of competitors
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Industry Life Cycle Analysis

1. The Fundamental Pattern
All industries evolve through predictable (but non-linear) phases:

a) Introduction (Emergence)
Characteristics: High R&D, low competition, early adopters
Example: Electric air taxis (2020s)
Strategic Focus: Product innovation, educating market

b) Growth (Takeoff)

Characteristics: Rapid sales increase, new entrants
Example: Smartphones (2007-2012)
Strategic Focus: Capacity building, branding

c) Maturity (Consolidation)
Characteristics: Slowing growth, price competition
Example: Automobiles (post-1950s)
Strategic Focus: Process optimization, M&A

d) Decline (Shakeout)

Characteristics: Market saturation, profit erosion
Example: Traditional cable TV (post-2015)
Strategic Focus: Harvesting or reinvention

e) Renewal (Optional phase)
Characteristics: Disruptive innovation rebirth
Example: Vinyl records — audiophile niche

Strategy Formulation

2. Strategic Implications

Where to play?
Early phases = High risk/reward (VC model)
Maturity = Cash cows (P&G's diaper business)

How to win?
Introduction: First-mover advantage
Maturity: Cost leadership or differentiation

3. Warning Signs

Growth — Maturity transition: When industry ROIC approaches WACC

Decline triggers: New tech (digital cameras — film), regulation (coal), or
demographics (baby products)

"The most dangerous moment is when growth slows but profits remain high
- that's when complacency kills"
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Competitive Mapping

Seeing Your True Battleground

1. What is Competitive Mapping? 3. Why It Matters
Avisual positioning tool that reveals:
Who your real competitors are (beyond direct rivals)

Untapped market spaces (white spots on the map) Predicts competitive moves (see natural expansion paths)
Strategic group dynamics (clusters of similar players)

2. Key Mapping Approaches

a) Strategic Group Analysis 4. Case Study: Peloton
Example: Automotive Industry _
Luxury (Mercedes, Tesla) 2012 Startup Map:

Avoids "me-too" positioning (identify uncontested spaces)

Focuses resources (know who to benchmark/ignore)

Mass Market (Toyota, VW) Traditional gyms (high commitment)
Value (Kia, Dacia) Home videos (low engagement)
How to build:

Choose 2 strategic variables (e.g., Price vs. Features) White space: Social-connected home fitness

Plot competitors
Analyze clusters and gaps
b) Perceptual Mapping
Shows customer perceptions instead of hard metrics
Example: Fast Food Brands
X-axis: Healthiness
Y-axis: Convenience
Reveals why Chipotle occupies a unique space
c) Value Curve (Blue Ocean)
Plots your offering vs. competitors across key purchase factors
Example: [Before/after] Southwest Airlines vs. traditional carriers

Strategy Formulation www.fruistrategy.com



Market Segmentation — Concept

Definition:

Market segmentation is the process of dividing a broad consumer or business market into sub-groups based on shared
characteristics. It enables organizations to tailor strategies effectively.

Purpose:
* Identify profitable customer groups
» Support value propositions and differentiation

» Optimize marketing and product development

Strategic Relevance:
Segmentation supports targeted execution, improves satisfaction, and enhances ROI.

Example Applications:

Product variants, pricing models, market entry, communication strategies.

Strategy Formulation www.fruistrategy.com
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Segmentation Methods

Demographic: Age, income, education | E.g., budget vs. premium users

Geographic: Country, region, climate | E.g., product preferences by region

Behavioural: Usage, loyalty, benefits sought | E.g., targeting loyal customers
Psychographic: Lifestyle, values, personality | E.g., targeting eco-conscious consumers

Technographic (B2B): Technology use & readiness | E.g., SaaS readiness in firms

S T o

Firmographic (B2B): Industry, size, revenue | E.g., SMBs vs. enterprises

Strategic Insight:

Use hybrid methods for more effective segmentation and targeting.

Strategy Formulation www.fruistrategy.com
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Market Segmentation Analysis

Definition:

Market Segmentation Analysis involves
dividing a broad market into smaller,
homogenous groups based on shared
characteristics.

uoniulyeQ

Purpose:

To identify and target specific customer
groups effectively.

To tailor marketing and product
strategies to different segments.

Title: Market Segmentation Analysis - Targeting the Right Customers

Demographic: Age, gender, income,
education.

Geographic: Location, climate,
urban/rural.

Behavioral: Buying behavior, usage
patterns.

Psychographic: Lifestyle, values, interests.

aspg uoipuswbag

Dimensions:

* Enhances customer satisfaction by
addressing specific needs.
Improves marketing efficiency and
ROIL.

Identifies untapped opportunities in

syjauag

niche markets

Market Segmentation

Demographics

Age

Artituce

Gender

nocome

Psychographics

ACTMLCS Values

Example of Market Segmentation Analysis

Scenario: Identifying customer segments for fortified flour.

. Young adults interested in nutrition and
Health-Conscious [
fitness.

Families with children, concerned about
nutrition.

Older adults focused on bone and heart
Elderly
health.
. Commercial buyers for baked goods
Bakeries .
production.

Geographics

Area ' Country Regon

Behavioral

Furchase Patterns Usage

Advertise benefits of fortified
flour on social media.

Promote benefits for children’s
health via influencers.

Highlight specific nutritional
benefits for seniors.

Offer bulk pricing and
customized solutions.




Segmentation Template

Segment Name Characteristics Needs & Preferences Value Potential Strategy

Urban Millennials Age 25-40, urban, tech-savvy  Innovation, digital access High Mobile-first design
Cost-focused across all o . .

Budget Seekers : Affordability Medium Value positioning
demographics

Enterprise Clients 00 C[leEeey, CUmpl: Integration, scalability High Solution selling
tech needs

Eco-Friendly Buyers Ethical, sustainable mindset Green products Growing Eco-branding




Market Share & Positioning — Share vs. Growth

Market share represents a company’s portion of total sales in a specific market. Growth indicates how fast the market or product category is
expanding.

« The Share vs. Growth matrix (also known as the BCG Matrix) evaluates business units or products based on these two dimensions.
« High share + high growth: STARS — Leaders in fast-growing industries.

» High share + low growth: CASH COWS — Dominant in mature markets, generate steady cash flow.

» Low share + high growth: QUESTION MARKS — Uncertain potential, may become stars with investment.

« Low share + low growth: DOGS — Weak position, often candidates for divestment.

» This framework helps managers prioritize resource allocation and assess long-term strategic fit.
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BCG Matrix

Developed by the Boston Consulting Group, the BCG Matrix is a strategic tool for portfolio analysis.

It categorizes business units or products based on Market Growth Rate (vertical axis) and Relative Market Share (horizontal
axis).

Matrix Quadrants:

« STARS: High market share in high-growth industries. Require heavy investment but generate strong returns.
« CASH COWS: High share in low-growth industries. Provide steady profits with little investment.

« QUESTION MARKS: Low share in high-growth markets. Require strategic decision-making—invest or divest.

 DOGS: Low share in low-growth areas. Limited prospects; may be phased ouit.

Use: Evaluate performance, guide investment decisions, manage product lifecycle.

Strategy Formulation www.fruistrategy.com
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BCG Matrix

The Bcg Matrix
j\ High ton

Stor Question Mark
’h’? o™
. X
‘\. ‘y-l | \
Cash Cow
Dog

Title:

BCG Matrix - Prioritizing
Products and Business
Units

Definition:

The BCG Matrix categorizes
products or business units
into Stars, Question Marks,
Cash Cows, and Dogs
based on market growth and
market share.

Strategy Formulation

Why Use?

Quadrants

Benefits

. To guide resource allocation by prioritizing high-performing products or units.

Stars: High growth, high market share. Invest to sustain growth.

. Cash Cows: Low growth, high market share. Maximize profitability.

. Question Marks: High growth, low market share. Evaluate for investment or divestment.
. Dogs: Low growth, low market share. Consider phasing out.

. Simplifies decision-making for portfolio management.

. Balances risk and reward across products or units.

Example of BCG Matrix

Scenario: Classifying milling business units.

Quadrant Example Action
Stars Specialty flour for niche markets. Invest in expanding production and marketing.
Cash Cows Standard flour in established markets.

Maintain efficiency and profitability.

Question Marks

Organic feed products for emerging markets.

Evaluate feasibility for growth or divestment.

Dogs

Low-demand feed additives.

Phase out or repurpose resources.

www.fruistrategy.com
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Scenario Planning

Title: Scenario Planning -
Preparing for the Future

Definition: Scenario Planning
is a strategic tool used to
identify and analyse potential
future scenarios and their
impact on an organization. It
enables decision-makers to
prepare for uncertainties and
adapt strategies to various
possible outcomes.

Strategy Formulation

Why Use? o  To improve organizational resilience by anticipating and preparing for different future conditions.

o  To create flexible strategies that perform well under various circumstances.

Components Step 1: Identify key drivers of change (e.qg., political, economic, technological factors).
Step 2: Explore uncertainties and define possible scenarios.
Step 3: Develop detailed narratives for each scenario.
Step 4: Assess the impact of scenarios on business operations and strategy.

Step 5: Design strategies to adapt or thrive in each scenario.

Benefits 0 Enhances strategic foresight and agility.
Q Prepares the organization to mitigate risks and seize opportunities.

Q Informs better decision-making by considering multiple perspectives.

Typical Scenarios »  Launching a new product in a volatile market.
>  Planning for geopolitical changes or economic crises.

>  Adapting to technological disruptions in an industry.

Scenario Planning e« Use scenario insights to build a resilient supply chain strategy.

Use
. Prioritize investments in areas that mitigate risks across multiple scenarios.

www.fruistrategy.com
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Scenario Planning Example

Scenario Planning Example:

swor

Scenario: Planning for supply chain disruptions in a flour milling company. Ozt et @ |BOCAICTeaB]  ProdxtGrop = FeciftyParifiemure |G
1. Key Drivers of Change: ' e GuomerGop  Animal foos

Global wheat price volatility. Veon* @ v v MeretRegon Nigera

Stricter environmental regulations.

Advancements in milling technology. STREVGTHS e
2. Scenarios: S Strengths Anaysis Recommended Actions Add
Scenario 1: Stable Market Conditions OPPORTUNTES el st e ecences o mainze utputand profaity..
Description: Wheat prices remain steady, and environmental regulations remain consistent. S actiona o A
Strategic Action: Focus on gradual technology upgrades and expanding customer base. coneston - Conttion Gty I *

High speed production; Suffic H 50% of production depends u Upload Documents  Browse
Scenario 2: Wheat Price Surge o ode Tine e e
Description: Significant increase in wheat prices due to geopolitical conflicts. Sl e
Strategic Action: Optimize raw material sourcing, explore alternative suppliers, and pass costs to customers selectively. Incicaor 01 Untlloss prockction speed a Colabarate withsuppler, s
Production Potential (MT/hour)

Scenario 3: Stricter Environmental Regulations e
Description: Government imposes strict sustainability standards. perie
Strategic Action: Invest in eco-friendly production processes and renewable energy sources. Meret Expansin P

field to outiine strategies and

Maintenance Schedule:

Scenario 4: Technological Disruption schece e amancs
Description: Rapid adoption of advanced milling technologies by competitors.
Strategic Action: Accelerate R&D and adopt industry-leading technologies.

Competitor info A

Competitor

How fruiStrategy Enhances Scenario Planning: e eaTon: seene e e e

! 1. ABC Feed PVT.LTD: providir 1 H Competitor with a similar pro o
« Data Integration: Uses real-time data and trends for scenario modeling.
» Visualization Tools: Interactive charts and dashboards to compare scenarios. P AsCHenuaduingCo 2 : Compattersitn sz g

+ Collaboration: Enables cross-functional teams to contribute insights and align on strategies.

XYZ Processing Lid. 3 H Key competitor known for eff @
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Internal Analysis & Capability Assessment
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SWOT Analysis

Title: SWOT Analysis - Strategic Insight

Definition:

SWOT Analysis is a structured
framework for identifying and
analysing the key factors
influencing an organization's
success and performance,
divided into internal
(Strengths, Weaknesses) and
external (Opportunities,
Threats) factors.

Why Use SWOT?

Provides a clear view of the
organization's position in the
market.

Helps identify core
competencies and areas for
improvement.

Facilitates proactive planning
to mitigate risks and leverage
opportunities.

SWOT Analysis Example

Components

Strengths: Unique resources,
capabilities, and advantages.
Weaknesses: Gaps in skills,
resources, or capabilities.
Opportunities: Emerging
market trends, regulatory
changes, or untapped
customer needs.

Threats: Competitor actions,
market saturation, or
economic downturns.

Scenario: Expanding a flour milling company into the Middle East market

Strengths (Internal):

* Opportunities (External):

Benefits

Benefits of SWOT Analysis:
Strategic Clarity: Helps align
actions with long-term goals.
Risk Management: Identifies
vulnerabilities and prepares
for challenges.

Decision Support: Aids in
evaluating potential initiatives
or projects.

Collaboration Tool: Engages
teams in meaningful
discussions about
organizational priorities.

Strategic Use:

Typical Scenarios
for Applying SWOT:

Launching a new product or
service.

Expanding into new markets.
Revising business strategies
in response to industry shifts.
Addressing organizational
challenges or crises.

Leverage strengths in advanced
technology to produce fortified flours.

Established brand reputation in existing markets.
Advanced milling technology and high production capacity.
Strong R&D capabilities for new product formulations.

Growing demand for specialty flours in the Middle East.
Favourable trade agreements with GCC countries.

Rising trends in health-conscious diets, increasing demand for
fortified flours.

Address weaknesses by partnering with
local distributors in the Middle East.

Exploit opportunities by launching a health-
focused product line.

Mitigate threats by establishing diversified
sourcing for raw materials.

* Weaknesses (Internal):
Limited experience in Middle East distribution networks. * Threats (External):
High dependence on imported raw materials. High competition from local and international players.
Weak online presence for marketing and sales. Volatility in raw material prices due to geopolitical factors.
Strict government regulations on food safety and labelling.
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SWOT Analysis

How fruiStrategy Enhances SWOT:

Dynamic Analysis: Auto-updated SWOT insights based on
real-time data integration.

Visualization Tools: Customizable dashboards for
presenting insights effectively.

Collaboration Features: Enables teams to contribute
insights and align on outcomes.

Actionable Insights: Links SWOT outcomes to actionable
strategic plans.

Key Points:

SWOT is not just a tool but a mindset for continuous
improvement.

fruiStrategy makes SWOT actionable, data-driven, and
collaborative.
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SWoT

Organization Unit * @

Year @

Version * @

STRENGTHS

WEAKNESSES

OPPORTUMITIES

THREATS

5000--ABCFeed ¥

SNoj 1

Strengths

High production potential of the piant 4 MT/hour]

Product Group

Customer Group

Market Region

Additional Info A

Correlation

High speed production; Suffic

Indicator Code
IN1001
Indicator Name

Indicator 01

Competitor Info A

Competitor

SNO

COMPETITORS

1. ABC Feed PVT.LTD: providir

ABC Manufacturi

ng Co

XYZ Processing Ltd.

Analysis

competitive advantage in the industry.

Trend

H
Time Line

Until reduce working speed ai
Nullifier

Untill loss production speed a

High production potential
operational efficien

Facility/Plant/Resource  Plant-J03

Recommended Actions Add

Optimize processes, invest in maintenance,
scale, and explore market expansion,

(4 MT/hour) signifies

efficiencies to maximize output and profitability.

+
Contribution Quantity Attachment
50% of production depends u Upload Documents|  Browse
Scare
Synergies
Collaborate with suppliers, dis
Production Potential (MT/hour}
10.000 metric tans per hour
Capacity Utilization
Market Expansion Plans.
Mai
+
TREND NOTE ACTION
H Competiter with a similar pro o
L Competitor with a similar pro o
H e, petitor kno i o
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Value Chain Analysis

Definition

Why Use?

Components

Benefits

Typical Scenarios

Strategy Formulation

» Value Chain Analysis involves identifying the primary and support activities within an
organization that create value for customers and contribute to its competitive advantage.

» Helps to identify areas for cost reduction and efficiency improvements.
» Provides insights into differentiating factors and sources of competitive advantage.
+ Enables alignment of business activities to achieve strategic goals.

Primary Activities:
sInbound Logistics: Receiving, warehousing, and inventory management of raw materials.
*Operations: Transformation of raw materials into finished products.
*Outbound Logistics: Distribution of products to customers.
*Marketing & Sales: Promoting and selling the product.
*Service: Post-sale support and services.
Support Activities:
*Firm Infrastructure: Management, planning, finance, and legal activities.

*Human Resources Management: Recruitment, training, development, and compensation.

*Technology Development: R&D, innovation, IT systems.
*Procurement: Sourcing raw materials, goods, and services.

» Pinpoints sources of competitive advantage.
* |dentifies cost-saving opportunities.
» Helps optimize processes to enhance customer value and satisfaction.

« Enhancing efficiency in operations and logistics to reduce costs.

« Differentiating products through R&D, marketing, or customer service.

* Improving procurement and HR practices to increase value.

+ Streamlining outbound logistics to enhance delivery speed and customer satisfaction.
+ Identifying inefficiencies across the chain to maximize profitability.

www.fruistrategy.com
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Value Chain Analysis Example

Value Chain Analysis Example:

Scenario: Flour Milling Industry

Inbound Logistics: Establish local supply chains for raw materials to reduce
dependency on imports.

Operations: Improve milling efficiency through advanced automation
technology.

Outbound Logistics: Partner with regional distributors in the Middle East for
faster delivery.

Marketing & Sales: Develop a health-focused product line and use digital
marketing for outreach.

Service: Offer after-sales support to build customer loyalty and brand trust.

Support Activities: Invest in R&D for new product development and enhance
HR practices for better workforce engagement.

How fruiStrategy Enhances Value Chain Analysis:

Activity Mapping: Helps map and optimize each stage of the value chain
for greater operational efficiency.

Data-Driven Insights: Uses real-time performance data to identify areas of
improvement within primary and support activities.

Strategic Alignment: Ensures that all business activities are aligned with
the overall organizational strategy and objectives.

Strategy Formulation www.fruistrategy.com
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Value Chain Visual Template

THE VALUE CHAIN

, INFRASTRUCTURE
Company overnead and management, Including financing and planning

HUMAN RESOURCES MANAGEMENT
Recrultment, hiring, training, development, retention, and compensation of employees

- - TECHNOLOGICAL DEVELOPMENT
- Research and development, Including product design, market research, and process development

SECONDARY ACTIVITIES

PROCUREMENT

The sourcing of raw materials, components, equipment, and services

- LOGISTICS processesimoved  LOGISTICS & SALES SERVIC

- andimentory peckagng sortig,  ancproagttey  qualty assumice,

PRIMARY ACTIVITIES

 MARGIN

CINBOUND  OPERATIONS ~ OUTBOUND  MARKETING  AFTER-SMES

VALUE
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Core Competence — Concept (Prahalad & Hamel)

Definition: Examples:

Core competencies are the collective learning, coordination of diverse Honda: Engine design
production skills, and integration of multiple technologies that enable a firm

to deliver unique value to customers and maintain competitive advantage. Apple: Integration & design

Introduced by C.K. Prahalad and Gary Hamel in their 1990 HBR article “The 3M: Innovation processes
Core Competence of the Corporation.” Strategic Implication:

Key Principles: Core competencies should drive business portfolio, resources, capability

Not products: Capabilities, not individual products building, and innovation.

"In the long run, competitiveness derives from an ability to build, at lower
cost and more speedily than competitors, the core competencies that spawn
Competitor differentiation: Hard to imitate unanticipated products." — Prahalad & Hamel

Customer value: Provides significant value

Platform for growth: Enables market access

Strategy Formulation www.fruistrategy.com
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Core Competence Checklist

Checklist to Identify Core Competence:

Access to a wide variety of markets?

Significant contribution to customer benefits?
Difficult for competitors to imitate?

Helps achieve cost advantage or premium pricing?
Embedded in culture and routines?

Evolves with continuous learning?

Supports development of core products?

AN NI NI N N NN

Relevant to future strategy and growth?

Guidance:

» Focus on capabilities, not products

» Usually 3-5 core competencies per firm

» Periodically reassess with market changes

"Use this checklist during strategic reviews to align initiatives with your enduring strengths."
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Putting it All Together — From Insights to Choices

This slide summarizes the journey from strategic analysis to decision-making.

1. Insights Gathered:

1. External Analysis: Market trends, competitor moves (PESTEL,
Porter's Five Forces)

2. Internal Analysis: Capabilities, resources (SWOT, VRIO)

3. Customer Understanding: Needs, gaps, segments

4, Crux Identification: The central challenge

Example: Battery costs are the biggest barrier to EV scaling in urban markets.

2. Options Explored

Outline the options generated:

1. Strategic Options: Diversification, cost leadership, market
development, innovation

2.  WTP/HTW: Where to Play and How to Win scenarios
3. Strategic Fit Evaluation: M&A, partnerships, organic growth

Example: Focus on mid-range electric delivery vehicles for B2B customers.

"Good strategy is not just analysis or ambition—it's the disciplined bridge from insight to action."

Strategy Formulation

3. Strategic Choice Made
Define the single most important strategic direction chosen based on your
analysis:
1. Chosen Where to Play / How to Win
2. Clear rationale (solves Crux, uses strengths, fits the environment)
3. Tied to capabilities and opportunity landscape
Example: Target fleet operators in metro cities with leasing model and full-
service plan.
4. Link to Coherent Actions

Set the foundation for action:
1. Align actions with the Crux
2. Group into strategic themes (e.g., Operations, Product, Partnerships)
3. Begin execution design (programs, KPIs, initiati

Flow

[ Insights ]
!
[ Options |

!
[ Strategic Choice ]

l

[Value Proposition &
Capabilities]
!
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The Strategy Process

fruiStrategy

Enterprise Strategy Management

Diagnosis  >>

Guiding Policies

>> Coherent Actions

>>

Strategy Analysis

Formulate Strategy

l } Align Organization

Execute Strategy & Adopt

Transform

+ External Analysis

* Internal Analysis

» Organizational
Assessments

* Scenario planning

Strategic Choices
Value proposition
Capabilities Required
Market Segmentation

Strategy Plan

* Projects/Initiatives & PMO
» Business Processes

* People

» Systems & Technology

* Culture

* Risk & Compliance

* Budgeting

Translate Strategy through

BSC or OKR

Performance Management

Strategy Reviews & Actions
Manage Change

Adopt Emerging Strategies

* Org Results & Scores

* Organization Readiness
» Leadership Pipeline

* Dashboards & Reports
+ Sustainability

Your Strategy, Your Way.
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How fruiStrategy Help You?
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fruiStrategy for Strategy Analysis

¢ Purpose:
Empower teams to conduct structured, multi-dimensional internal and external analysis to support data-driven strategic planning.

+ Key Functionalities:
- Maintain structured analysis using SWOT, PESTEL, Porter’s Five Forces, VRIO, etc.

- Perform comparative capability assessments across SBUSs, regions, or product lines
- Link core competencies and gaps directly to strategic objectives

- Use industry templates or customize per organization

® Example Use Cases:
- Capture SWOT & Five Forces across multiple divisions and compare at corporate level

- Record internal assessments linked to a particular business goal or SBU

- Maintain historical analysis and trends across years

Strategy Formulation www.fruistrategy.com
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fruiStrategy — SWOT Analysis

Purpose:

Identify Strengths, Weaknesses, Opportunities, and Threats.

Key Features:

Maintain SWOTs by Organization Unit, Product Group, Customer
Group, or Facility / Plant / Resource

Roll up multiple SWOT entries into a single, consolidated dashboard

Identify value gaps, recurring patterns, and strategic focus areas
across dimensions

Enable comparison of internal and external factors at both macro
and micro levels

fruiStrategy simplifies SWOT creation with guided input forms, allows
multi-dimensional analysis across business units, and integrates
findings directly into strategic planning and initiative design.

fruiStrategy

RS R

Strategy Formulation www.fruistrategy.com

52




fruiStrategy — PESTEL Analysis

Purpose:

Analyze macro-environmental factors: Political, Economic, Social, - e e
Technological, Environmental, and Legal. = o - [N €

Key Features:
- Capture detailed insights under each factor
- Link drivers to external risks and opportunities

- Use to support environmental scanning

fruiStrategy offers structured templates for PESTEL
analysis, enables comparison across units, and connects macro-
environmental insights to risk registers and strategic themes.
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fruiStrategy — Porter's Five Forces

EOPLEPERFORMANCE  BUSIMESSPROCESS  RISCACOMPLIANCE  BUDGETING  ORGANIZATIONALASSESSMENT  PERFORMANCE R

R

BSC  OKR  ENTERPRISEPMO

Purpose:

RING O

AUEFROPOSTION  CAPABILTY GAP  REVENUEGAP  SCENARIO PLANMING  MARKET SEGUENTATION

Evaluate industry competitiveness and attractiveness. |

Key Features: v = y - ==

- Analyze supplier power, buyer power, competition, substitution, _— | = | oo
neW entrants COMPETITIVE RIVALRY S : 9 o : ? | g—}uutesgr S Clear

- Scoring and visual analytics for insights o N

500 units Upload Document: ~ Browse
ndieator Code Time Line score
IND1 8

- Used for strategic positioning and market entry

Material Price Index Strategic partnerships

Competitor Info v

PORTER'S FIVE FORCE DETAILS

fruiStrategy enables consistent Five Forces analysis

across markets or SBUs and provides dashboards to visualize
H i M L 1 Supplier Power 1 Limited Raw Strong Strategic INo1 Raw Material Price  Introduction of 500 units. HIGH 5
industry threats and opportunities, supporting better competitive
7
Costs ! Waor diversification Dependency Rate development
switchi suppliersto
Suppliers chain optimization Concentration i
index
1 G101 Flour Mill Division 2025 w1 o
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fruiStrategy — Strategy Canvas

Purpose:

Visualize how your offerings compare across key industry factors.

Key Features:

- Define competitive factors on X-axis and performance on Y-
axis

- Plot value curves for organization vs competitors
- ldentify differentiation and innovation opportunities

fruiStrategy allows teams to build dynamic strategy
canvases that compare business offerings visually and guides
differentiation strategy using Blue Ocean principles.

Strategy Formulation

fruiStrategy

PORTER'S FIVE FORCE

HOSHIN KANRI BICG MATRIX

STRATEGY CANVAS
Organization Unit
]

Year = @

Version * @

COMPETITIVE FACTORS

STRATEGY CANVAS

SNO

ZONE TO WIN

1 Flour Mill Divisi v

Search '||_Eng\ish -:v‘C-D& of &

STRATEGY ANALYSIS BSC ~ OKR  ENTERPRISEPMO  PEOPLEPERFORMANCE  BUSINESSPROCESS — RISK&COMPLIANCE  BUDGETING — ORGANIZATIONAL ASSESSMENT  PERFORMAMCE REPORTING  OSM

ORGANIZATION  ANALYSIS  POSITIONING  VALUEPROPCSITION  CAPABILTY GAP  REVENUEGAP  SCENARIO PLANMING  MARKET SEGMENTATION

FOUR CORNER'S FORCE FIELD CAUSE AND EFFECT SCANNING TREE CAGRAM VALUE CHAIN/BUSINESS SYSTEM BUSINESS MODEL CANVAS

STRATEGY CAMVAS SUMMARY

S Cle: + Custom Field
Product Group Product Group Facility/Plant/Resource Facility/Plant/Resource
Customer Group Customer Group
Market Region Market Region
v
*+| sNe|1
Competitive Factors Name Rank Analysis Recommended Actions Clear
Add Competitive Factors Name Select Ranks hd Analysis Recommended Actions
4 #
Additional Info A~
+
Correlation Trend Contribution Quantity Attachment
Cormelation Trend Contribution Quantity Upload Documents | Browise
Indicator Code Time Line Score
I Time S
Nullifier Synergies
Nu 5
Competiter Info ~
ORGANIZATION YEAR VERSION DELETE

tems perpage: 10 =

www.fruistrategy.com

55



fruiStrategy — BCG Matrix

. Search vHEng\isn -~ O‘B,&
fruiStrategy :

ENTERPRISEPMO  PEOPLEPERFORMANCE  BUSINESSPROCESS  RISK & COMPLANCE  BUDX

Purpose:

Analyze product or business portfolio by market growth and market
S h are . 1 . Save Clear + Custom Field

Organization Unit G101--Flour Mill Divisi v Product Group Product Group Fadility/Plant/Resource Facility/Plant/Resource
o _om-rowmmovs v
Customer Grouy C
Year * @ 2025 "
Key Features
. version * @ V1 v

- Classify units into Stars, Cash Cows, Question Marks, and Dogs R

QUESTION MARKS

- Prioritize investment and divestment decisions R y

- Quadrant visuals and strategic guidance
fruiStrategy supports visual portfolio analysis with -

customizable BCG templates, real-time product mapping, and links to
performance metrics for decision-making. .

SNO COMPETITORS scoRs TREND NOTE ACTION

BCG MATRIX
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fruiStrategy — Al Explorer for Strategy Analysis

Purpose rustategy

Levera:ge integrated AI Capabilities to automate’ accelerate’ and eanCh Strategi( INTERVIEW BOT STRATEGY ANALYSIS AMALYSIS BY ESM ANALYSIS BY Al CONFIGURATIONS
analysis across frameworks like SWOT, PESTEL, Five Forces, BCG Matrix, PETEL PORTER  FOURCORNER  COSNINEMODEL  SWOT  FORCEFELD
VRIO, and more.

Input: Factors:
Key Featu res Organization Unit Flour Mill Division Paltical Select Al Model v
Vear 2025 Economical Select Al Model ~

» Perform Al-powered analysis using models like Gemini, and DeepSeek Version Enir Vesion Number SeictAModd

Product Group Flour Mill TeereEmE Setect Al Mode! o

° In put fle|dS ) . Customer Group Flour Environmental Select Al Model v
Organization Unit, Year, Product Group, Customer Group, Facility / Martet Regin Niger Leg
Plant / Resources, Market Region, and optional Instructional Felty/Pantesouce | i Fcity/Pnt esoure

Select Al Model hd

Constraints Other Consieraiont | Enter Ackftional Consiceraions

. . . . . Other Consideration2 Enter Additional Considerations
* Supports all major analysis frameworks available in fruiStrategy
PESTEL Report SEEEE

* Al-generated insights can be reviewed, edited, and converted into structurec .. —
anaIyS|S entl‘leS No Logs available. PESTEL_NAME: Government Stability

Analysis: Political stability in Nigeria influences policy continuity. Instability may disrupt supply chains
or alter regulations.

L4 @»

Use Case Examples

m Ssve

* Generate a complete SWOT for “Mining SBU — 2025” using historical and potyes epers SO COP——
contextual inputs k) T T

1 Use Ao scan masr rends (PESTEL) for & specs Reglon and ndsty . p e 7 M

. . . . . . Political stability in Nigeria influences policy  Stable government could enhance Regime changes or civil unrest
¢ Get Al recommendations for strategic portfoho adjustments via BCG Matrix poltcal SOt iy, bty my dsuptsupply  pr-agriulure olcies, bossing imay lead to sbrupt policy shifis or
2o chains or alter regulations, sector support. operational disruptions.

or Strategy Canvas

Impert/export tariffs on wheat affect

Reduced tariffs on wheat imports Higher impart duties or export

olitical 2 Trade Policies roduction costs, Trade agreements may 3 4
fruiStrategy’s Al Explorer dramatically reduces the time and effort ' T g, oo s e e s
needed for deep analysis. It empowers business users to generate structured, _ ey | COVCTMR requatonsonfood ssetyand L Stictenforcement ornew
contextual insights—without needing to be expert analysts—while retaining full P ’ Complance | 31 TSSI T DS SRNST moret reuttionart, ’ At I
control to review, fine-tune, and approve outputs before linking to strategy e . el Subsidies for ool wheat frmers mpact | Increased subsidies may reduce ) Subsid s coud s o .
Subsidies supply reliability and costs. dependence on expensive imports. wheat availability, raising prices.

elements or initiatives.

Strategy Formulation www.fruistrategy.com 57



fruiStrategy — Strategy Formulation -

& Purpose: q e =
Translate analysis and strategic insights into clear objectives, scorecards, and initiatives. -
= English I @« &
fruiStrategy || = 4 @ (1
f Key Features: SRESANAITE B Ok ENTERGEPMO  PEOPLEPEORMAMGE  DUSNESSPROCES  RSKACOVPLAMCE  BUDGETNG  GRGAMZATONALASSESMENT  PERFORMANCERBORTNG  OSM
- Define Strategic Objectives linked to Vision/Mission SEEEE | e
Save Clear + Custom Field
- Build Scorecards and link to KPIs and Initiatives S -
. . . . T Organization Unit =@ G101--Flour Mill Division v Product Group Wneat Flour ® Current O Future
- Assign Owners, Timelines, and Weights & g o R
. . Z Year @ 20 fruiStrategy . » ""‘ ‘_ ‘ &l
- Use templates or start from scratch per Business Unit ; — v e T I O
« Key Components in fruiStrategy: : R '
- [J Cognitive Model: Frame Problems to Solve and Solutions to Deliver (Where to Play / . 1 CURRBNTPOSTIONAX | Frari S y 2
HOW to Win) : CURRENT_POSITION_MIX Financial z
- @& Position Mix: Map market problems to solutions, ensuring strategic clarity A " e = B
- ® Value Proposition & Trade-offs: Define value delivery and strategic trade-offs for : SRRSO I | Fren e = x
consistency
- [ Capability Required: Identify the capabilities needed to support chosen strategy e fiy || Wntimies
- A Capability Gap: Highlight gaps between required and existing capabilities o
- ¥ Gap Closure Planning: Define timelines and percentages for bridging capability gaps
- [ Draft Strategy Map: Auto-generate a visual strategy map for linking objectives to :
KPIs and initiatives. .
How fruiStrategy Helps: :
fruiStrategy enables a seamless strategy formulation process that connects high- o

level thinking with operational planning. It supports end-to-end alignment between strategy,
capability development, and execution planning with traceable inputs from every module.
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fruiStrategy — Scenario Planning

¢ Purpose:
Prepare for uncertainty by modeling alternate strategic futures.

< Key Features:

- Create multiple scenarios (e.g., Best Case, Base Case, Worst
Case)

- Assign assumptions, drivers, and constraints per scenario
- Project revenue, cost, or value gap under each case

- Compare side-by-side outcomes and impacts on scorecards

1 How fruiStrategy Helps:

fruiStrategy provides a visual and data-driven environment to
design, run, and compare scenarios. It helps leaders stress-test
strategies, forecast risks, and optimize resource plans under

uncertainty.

Strategy Formulation

Strategy Anal

fruiStrategy

RGANIZATON  ANALYSIS ~ POSITIONING  VALUEPROPOSTICN  CAPABILTYGAP  REVENUEGAP

REPORTS

MASTERS SCENARIDS

Indicator Data  Scenario Plan  Scenario Story

SCENARIO STORY

vesr 2025 serod snuary v
Crganization G101--Fiour Mill Division v
Seenario ID $1001--Sustainable Milling Revolution v
Scenario Name Sustainable Milling Revolution
Owiner EMP15--Olivia Harris
Collabarator EMP16--Thomas Walker
Status Select Status v
Support Diocuments Upload Documents Browse
DRIVING FORCES
CRMHC START  END  UNCETAINTYINFOS  UNCETAINITYINFOS  UNCETAINITYINFC
FaRcE (3 DESCRIPTION  paTE  DaTE D NAME POLARTY
Environmental
G101 “aeguiations
ACTION PLAN
SNO  ACTION MEMID ACTION ITEM NAME DESCRIPTION

1 G10151001A1 mplement Green Energy Solutions Transition milling operations to renewzble energy
2 G10151001A2 Upgrade to Sustainable Packaging Develop eco-friendly packaging for fiour products
3 G10151001A3 Compliance Training for Employees Conduct workshops on new food safety standards
4 G10151001A4 Carbon Emission Reduction Strategy Optimize logistics to minimize carbon footprint

STRATEGY ANALYSIS ~ BSC ~ OKR  ENTERPRISEPMO  PECPLEPERFORMANCE  BUSINESS PROCESS

Search HEnish G

RISK&COMPLIANCE  BUDGETING  ORGAMIZATIONAL ASSESSMENT  PERFORMANCEREFORTING  OSM

NARIO PLANNING  MARKET SEGMENTATION

ANALYSIS

The flour milling industry is experiencing a significant shift toward sustainadility, driven by increasing consumer demand for
Key factors include the adoption of energy-eficient milling

r regulatory complias

eco-friendly products and

materials. Competitive advantage lies in

usage in operations, and sourcing sustainable ra
o the supply chain to meet environmental gaals while reducing oper

technologies, reduced wates

integrati

nal costs,

e pra

ices

RECOMMENDED ACTIONS

1. Implement Renewable Energy Solutions: Transition milling operations te solar or wind power to reduce carbon

emissions.

2. Optimize Water Usage: Install ad

3. Introduce Eco-Friendly Packagin

4. Enhance Supply Chain Transparency: Develop digital tools to track and report sustainable sourcing practices.

5. Engage Stakeholders Educate employees and suppliers sbout sustainable practices and encourage their adoption.

INDICATOR PROGRESS
DRMNE INDICATOR INDICATOR INDICATOR
ID’ D NAME uoMm POLARITY TARGET ACTUAL PERFORMANCE STATUS <
Compliance i
. with .. - . 1
IND1001 jionmental | % Hign a0 65 8125 4
Standards 3
n
iny
Waste s
" Mznagement §
Gt Nprooz  EEEERET % Low 80 67 83.75 o
Frograms o
START DATE END DATE OWNER STATUS ATTACHMENTS COMMENTS
EMP12--Peter Davis Active 2025-0 2025.06-30 Initiating partnership with vendors.
EMP14--Jzmes Morgan Active 20250201 | 20250501 Researching sustzinable materals.
EMP16--Thomas Walker Active 20050401 | 2025-05-23 Training schedule under development.
EMP27--iyo 2025-05-31 | 2025-07-31 Consulting experts for logistics.
Updzte Clear

www.fruistrategy.com

59



fruiStrategy — Scenario Planning

¢ Purpose:

Explore multiple future possibilities and prepare flexible strategies
in response to uncertainties and key external drivers.

< Key Features:

- » Driving Forces: Define major external forces that could impact
your future (e.g., economic, tech, regulations)

- M Indicators: Track and monitor key metrics linked to each
uncertainty or trend

- @ Scenarios: Develop detailed plausible futures (e.g., Best,
Base, Worst case)

- ©© Compare scenario impacts on strategies, scorecards, and
value gaps

1 How fruiStrategy Helps:

fruiStrategy enables structured scenario planning by allowing you
to model, manage, and visualize Driving Forces, Indicators, and
alternate Scenarios. This feature fosters strategic adaptability and
resilience by guiding organizations to anticipate and act upon

diverse future realities.
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fruiStrategy — Strategy Mapping & Balanced Scorecard

¢ Purpose:

Visually represent strategic objectives across perspectives and track
their alignment.

G101--Flour Mill Division v 2024

G101.501--Flour Mill Scorecard V1

ecember
Key Features: Srategi e R
curi ey e Generate Seve Cear

- Create strategy maps using Kaplan & Norton framework (Financial, =e
Customer, Internal, Learning) ot o sognct

- Link objectives to KPIs and Initiatives Fm—
- Use colors to show performance status (Green, Amber, Red) ansasan e | T >
- View alignment at Org Unit and Enterprise levels e | S
How fruiStrategy Helps: —"
fruiStrategy offers a dynamic strategy map builder integrated =t |
with Balanced Scorecard. It ensures alignment, performance tracking, ] - .
and enables cross-functional visibility to support execution. -
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