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We will be known for the relevance of our ideas, th e 
practical impact of our contributions, the 
collaborative spirit of our people, and the 
intrinsically global nature of our firm.

We aim to be the people called upon by leading 
businesses, governments and other institutions to 
help deal with their toughest challenges.

We will succeed by being integral and essential to 
our clients’ success--a company that people want 
to work with and work for.
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Agree

60%

Disagree

14%

Neutral

26%

10%

24%

66%

DisagreeNeutralAgree

“My company’s senior leadership has defined a credi ble plan
for navigating through the crisis”

All respondents CEO & CXO level 
respondents only

40% of all respondents 
express doubts about 
their company’s plan

Even among CEO/CXO 
who presumably created 
the plan, 34% express 
doubt in plan’s credibility
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Competitive Advantage

Financial 
strength

High

Low

High
(Perform better on 

3 or more dimensions)

Low
(Perform better on 
2 or fewer dimensions)

What actions would one expect companies to be taking?

� Invest in capabilities 
that secure and 
expand strengths

� Be careful with cash

� Conserve cash and 
hold on for better 
times

� Consider merger with 
“Strong” or “Stable”
company

� Increase strengths 
with focused 
capability investments

� Be careful with cash

� Conserve cash to buy 
time to find right 
buyer

� Polish and look for 
exit

StrongStable

Failing Struggling

Financial strength Based on response to “My company is financially strong today and is not in immediate need of external financial 
support”; High includes respondents who agreed; Low includes respondents who neither agreed nor disagreed.
Competitive advantage Five competitive dimensions tested: 1.Cost, 2.Product / positioning, 3.Technology / capabilities, 4.Leadership / 
management, 5.Ability to influence / collaborate with regulatory authorities
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StrongStable

Failing

28%

72%

24%

76%

38%
62%

Struggling
67%

33%

Accelerating growthDecelerating growth

Financial 
strength

High

Low

Competitive Advantage HighLow

Evaluation of Actions by Cluster

Decelerating growth
Preserving cash

Accelerating growth
Burning cash

Accelerating growthDecelerating growth

Decelerating growth
Preserving cash

Accelerating growth
Burning cash

Inappropriate
actions

Appropriate
actions

Inappropriate
actions

Appropriate
actions

Inappropriate
actions

Appropriate
actions

Inappropriate
actions

Appropriate
actions

Total across all 
clusters 

performing 
inappropriate 

actions =
36%

Source: Global survey on senior manager response to economic crisis - Booz & Company December 2008
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� Industry logic

� Portfolio choices

� Investment 
decisions

� SG&A costs

� Materials and 
sourcing

� Rightsizing

� Reducing 
complexity

?
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III. Get Strategically 
Strong

II. Improve Operational 
Fitness

I. Secure Liquidity

Q 4 and beyondQ 3Q 2Q 1Activities

Reduce Capital ExpendituresL1

Reduce Working CapitalL4

Secure Funding/ Credit Line/
Government Support

L2

Adjust Staffing Levels/
Labor Cost

L3

Manage Pricing/ 
Currency Risk

L5

SECURE LIQUIDITY

Sell Assets/ BusinessesL6

I
IMPROVE OPERATIONAL FITNESS

P2

P3

P5

Purchasing/sourcing: safeguard 
suppliers, reduce material cost, 
cut non-product costs 

P1

P4

Improve sales/aftersales
efficiency; realize prices

II

Improve Engineering/ Manufac-
turing Efficiency

Improve IT performance, adjust
In/Outsourcing mix

Reduce Overhead to 5%

GET STRATEGICALLY STRONG

Review Product/ Brand 
Portfolio

S3

Anticipate Future Industry 
Structure

S2

Consider Strategic Acqui-
sitions/ Business Build-up

S1

III

Restructure Supply Base

S4

Analyze Capabilities to 
Establish Right to Win

S5

Build Capability Coherence

S6
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� A 1% drag on global GDP means …

� Internalizing the cost of carbon means…

� Increasing risk of calamitous events (floods, 
etc.) means…

� Effect of climate change on asset prices 
means…

� Effect on risk premium / cost of capital will be 
…

� Effect on government relations will be …
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� Effect on NGO relations will be …

� Impact on corporate culture will be …

� Opportunity to turn gadflies into allies 
means …

� Impact on each of our customer segments 
will be …

� Opportunity for new products will be …

� Effect on current product / service lines 
will be …
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Forms in which carbon constraint could 
manifest itself

� Change in energy costs 
– Price increases
– Price volatility

� Change in energy mix (electrification, 
renewables, etc)

� Change in regulatory environment 
– Carbon taxes
– Market mechanisms (cap & trade)
– Regulations (emissions standards, green 

building laws, etc.)
– Customer requirements

Impact on income statement and growth 
potential

� Macroeconomic
– Global
– Regional
– National
– Local

� Industry and Sector

� Market segments

� Product lines
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Balance sheet risks Nonfinancial risks

� Reputational risk

� Political risk

� Operational risk: stability of key 
customers or suppliers

� etc

� Does the value of our assets change
– That ski resort in Vail? 
– Our air-conditioning patent?

� In a carbon-trading scheme, are we a buyer or a 
seller?

� Are we affected by increasing risk of calamitous 
events?

Has our risk premium changed?
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In 2003, World Resources Institute and Sustainable 
Asset Management presciently forecast the impact 
of carbon constraint on automakers 

Revenues from GE’s ecomagination initiative were 
$14 billion in 2007
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� Employers and recruiting

� Investors

– Second level
– Second level
– Second level

Investors

Customers

Communities

NGOs

Stake-
holders

Employees
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Reduce carbon use in our operations
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Develop  designs and new materials that are 
inherently carbon-neutral or sustainable, 
following “Biosphere Rules”

– Use a parsimonious palette

– Recycle and cycle UP

– Exploit platforms



International, regional, and national 
regulations; transparency;carbon markets; 
exposure to negative effects from climate 
change (e.g. floods); effect of carbon price on 
asset values

Changes in customer 
behavior driven by 
green values, local 
regulations, price 
elasticity; presence of 
rivals or substitutes

Availability of human 
resources, access to research 
and changes in technology; 
cost of carbon

Presence of sophisticated 
suppliers, access to related 
technology, effects of low-carbon 
on value chain: emergence of “a 
low-carbon cluster”?
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Source: www.worldmapper.org
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Source: www.worldmapper.org
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Source: www.worldmapper.org

Global cell phone sales, 

1990 and 2002
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Market Perspectives - Importance of Diversity

1  Global talent pool is defined as all those individuals around the world who have at least a BA degree
Source: The Economist; Corporate Executive Board; The Athena Factor, SAHewlett Assoc.; Booz & Company analysis

83%

17%

White Men

Multicultural 
Individuals

Global Talent Pool Characteristics 1

Only 17% of the 
Global Talent 
Pool is white 

men; more than 
ever, companies 
need to develop 

strategies to 
manage diversity 
in the workplace

Aging 
workforces, new 

generations’
imperatives, 
reverse brain 

drain, and 
shortage of skills 
force companies 
to look at talent 

globally

US
� 76m potential boomer retirees
� Only 51m Gen X to fill gap
� Gen Y ~73m, enters in 2016
� 10m gap estimated in 2010
� 3.3m jobs offshored by 2015

Europe
� By 2050, 1 in 3 will be retired
� Push on building labor pools

– Internationalize education
– Attract skilled foreigners

� 1.2m jobs offshored by 2015

Globalization & Generations
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What do we sell that is unique and valuable?

Uniqueness

Value

WHAT DO CUSTOMERS PAY US FOR?
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Criterion Priority “Right to Win”

Consumer Value 
from Product 
Superiority

3 � Performance superior to competitor #1 in the value segment, but competitor #1 has perception of 
superiority due to brand reputation

� Competitor #2 superior in the premium category and is looking to enter the value segment with a 
likely superior or at par product to the client

Innovation
5 � There is no technology applied in the market that cannot be matched with global support

Consumer Value 
from Brand 
Superiority

1 � Competitor #1’s brand is the heritage brand in this market.  Competitor #1’s price / promotion 
strategy combined with its brand equity has maintained the status quo despite increased ad spend

Customer / Channel 
Management

4 � Our local partnership offers very broad, cost effective distribution.  Partnership also offers 
opportunity for door-to-door distribution

� The only weakness in the partner’s distribution coverage is in the Chemist channel, where the 
partner’s product offering is not as applicable. While this is currently the largest channel, it is 
declining as other channels grow.  If a better brand value existed for the Client, distribution through 
chemists would increase.

Relative Cost 
Structure

2 � Lowest cost structure relative to competitors
� Partner distribution costs are lower and cannot easily be easily emulated
� Media costs are lower due to partner purchasing power

� Other cost advantages are more easily replicated

Summary
� Outside the distribution network, we are currently challenged or on-par with competitors in the 

market.
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Prepared for client name
5challenges;meltdownv1.ppt
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� Known

� Knowable 

(complicated)

� Non-existent 

(chaotic)

� Emergent 

(complex)
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� Known Rules (best practices)

� Knowable 
(complicated) Experts (research)

� Non-existent First movers (actions)

(chaotic)

� Emergent Leaders (nurture or

(complex) repress)


