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Designing a Business Strategy

The Top Risks for Business in 2025

Red Line Geopolitics

Escalation thresholds are
increasingly opaque. Companies
must know which geopolitical red
lines to watch, when they are being
crossed and how to respond.

Rising Political Violence

Political violence is likely to
increase in 2025. Companies
should prepare for more diverse
and less predictable threats.

Uncertain States of
America

Its global role is changing. Its
domestic environment is
increasingly complex. Uncertainty
surrounds the United States in
2025.

Digital Concentration Risk

Brace for global system failures in

2025. The resilient will manage the
impact. The rest will face repeated
operational downtime.
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Designing a Business Strategy

Strategic
Foresight
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Designing a Business Strategy

Scenario Planning

PREDICTION

X %

+X%

Planning for

MULTIPLE Futures

What we know today

ESIGHT

Scenario Planning

Scenario 1 Scenario 2
Scenario 4

Scenario 3

Uncertainties/Unknowns

What we know today
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Designing a Business Strategy

Scenario Planning

[ 1]
Inputs
]
1
7y . a
Nnalysis Tl what seems to be happening*
Analy a1 | what to be h ing?”
=
. @
Interpretatlon 28 “what's really happening?”
Q
 Prospection =
“what might happen?”
______ \ I I /
Outputs “what might we need to do?
“‘what will we do?”
‘ Strategy ‘ “how will we do it?”
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Designing a Business Strategy

Finding a driving force

Political Economic Social Technological Environmental Legal
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The Driving Force

Scenario Planning
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The Driving Force

Political

P

Economic
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The Driving Force
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Sociocultural

Technological
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The Driving Force

E

Environment

Legal
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Designing a Business Strategy

Building Blocks
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Building Blocks

High

Impact

Low

Low

Uncertainty

High
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Building Blocks

Potential Potential
Outcome Outcome
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The Building Block 2/2

Scenario Planning
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Building Blocks

Potential
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Outcome
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Building Blocks

Potential

Outcome

Potential
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Option 1
Designing a Business Strategy

Scenario

Framework

Critical Uncertainty 2

Scenario B
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Scenario

Critical Uncertainty 2

y 3

Scenario A
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Scenario B

Scenario C

Scenario C
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Scenario

Business Reaches
New Heights

Scenario and

Inflection Point

Inflection Point

Business Declines

andy grove
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Designing a Business Strategy

Trend Assessment
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Trend Assessment
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Designing a Business Strategy

The Cornerstone

|

Core Challenge to solve (Context) The Real Problem (Seriously)

The Critical Issue?

The Right Target?



The Cornerstone

Finding The Right Target
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The Cornerstone

1. Core Challenge to solve (Context)

2. The Real Problem (Seriously) ?
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The Cornerstone

3. The Critical Issue?

4. The Right Target?
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The Right Playing Field:

®  Where We Will Compete:Our Geographies, Product Categories, Consumer

What is our winning Segments, Channels, Vertical Stages of Production
aspiration?
X
N
~
~ ~

The Purpose of The ~ == - Where will we play?

Enterprise:

*  Our Guiding The Set of Capabilities Require to Win:

Aspirations *\ . ®  Our Reinforcing Activities
Ss o ¢ Our Specific Configuration

- How will we win?

\
N ~

The Unique Right to Win: S~o _ _ What capabilities must
®  Our Value Proposition be in place?

®  Our Competitive Advantage

\
N
~
~

~ What management

systems are required?

The Support Systems:
®  Systems, Structures, and Measures required to

Support Our Choices

41



DrToy Akkarin Tepprasit

Corporate-Level Cascade

Strategic Group Cascade

Individual Business

Cascade

winning
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Se o Where
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L3 T Capabilities
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What is our winning aspiration?
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Strategy Cascading

What is our winning aspiration?
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Strategy Cascading
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Strategy Cascading

Where will we play? fRu#aNTaUNUNNTLUID
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Strategy Cascading

naaanathuanzdiag wian ldnaluwilh

Where will we play? fRu#aNTaUNUNNTLUID

48




DrToy Akkarin Tepprasit

Strategy Cascading

=

1 o o 1 -~ Ao o ~ o =&
BBINIMIVANKIIY N3anaaNd1an wialnnaluili

Where will we play? fRu#aNTaUNUNNTLUID

49




DrToy Akkarin Tepprasit

Strategy Cascading
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Strategy Cascading

How will we win?
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Strategy Cascading

What capabilities must be in place?
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Strategy Cascading

What management systems are required?
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What is our winning

aspiration?

Become Leading Skin-Care Brand
Help Establish a Key Pillar in The

P&G Beauty-Care Business, Along
with Hair Care

Win Convincingly in Our Chosen

Channels and Markets

° Move Upmarket (in “Masstige” Channel) with Existing Mass Retailers

® Target Younger Women in Their 30s and 40s Who are Beginning to Want and Need

Anti-Aging Products

® Sell in Major Geographies (North America and UK)

Where will we play?

- How will we win?

2

Better Anti-Aging Skin-Care Products S
Winning Marketing Campaign Connected to
Consumer Insights (“Fight the Seven Sings of
Aging’)

Establish a “Masstige” Segment to Compete
Directly Against Prestige Brands in Department

and Speciality Stores

® Leverage P&G Capabilities to The Company’'s Context in
Consumer Understanding, Brand Building, Innovation, Going
to Market, and Scale

® Partner to Build Full Range of Beauty, Design, Innovation,
and Marketing Capabilities Needed to Win with Consumers,

Channels, and Influencers

What capabilities must

be in place?

SS What management

systems are required?

® Leverage P&G Systems
® Channel and Partner Systems

b Love th Jobb You're in
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