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Strategic direction

of healthy companies

is unclear to 25% of
the employees;
almost 60% in
unhealthy ones.

itive strategy —g
competitive OMpanjee . . I Co Iy
that is capable of effect,, SWith g, | -Ommunication
beating the competition develq ': Strateg,, ‘1 Wl:hba clear story
a lot of €Nt place ‘ contributes the most
Macy, trlue on the | to a successful |
Scengayi ends (= | execution of
e p’anning) “ company strategy

*McKinsey survey among > 2,000 decision-makers (2011)
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Strateqgy Execution:
the Classic Top-Down Approach in 3 steps

Just like children’s Telephone Game:

Market distorted message down the line
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Where to win?

STRATEGY COMPASS
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Company Strategy versus n] WM
Supply Chains

‘A lot of companies have a mismatch between product type and supply chain strategy’,
according to professor David Simchi-Levi of MIT in Boston, USA.

A successful Company Strategy demands a corresponding Supply Chain Strategy:

BEST PRACTICES
Customer value proposition example Supply Chain Strategy
* High fashion Zara speed to market
e Customer experience Dell Direct gers e?nse by configure to
* Product innovation Apple efficiency by outsourcing
manufacturing & logistics
* Every day low prices Wal-Mart cost efficiency
* Available product selection Amazon efficient & reliable fulfillment

Source : Prof. David Simchi-Levi of MIT in Boston, USA (2010)
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Which strategy direction?
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The DNA of the Company
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Exercise: SC[E]EEE%T&Y

Choose for the two PepsiCo category below the Critical Success
Factors, the Order Winners according to the customer.

2 PEPSICO

& P : g w
Critical Succes Factors

Low price

Fast delivery

Reliable delivery

Quality compliance

Quality level

Mix flexibility

Product flexibility

Volume flexibility

Product innovation

Service
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° SUPPLY
Result exercise: aC[Y]:n
Critical Success Factors

Result exercise by complete Management & Leadership Team of
PepsiCo Benelux, in 4 teams.

@ PEPSICO = i
Critical Succes Factors i
Low price Order Winner
Fast delivery Qualifier

Reliable delivery Order Qualifier

Quality compliance Order Qualifier

Quality level Order Winner

Mix flexibility Order Winner
Product flexibility Non issue

Volume flexibility Qualifier

Product innovation Order Winner

Service

© Martijn Lofvers, 2018



Company Strategy: =] M i
Critical Success Factors

Three possible competitive strategies:

. ‘ ) “Threshold"” Product

* Product Leadership (‘best product’) Apple Sy |

* Operational Excellence (‘best total costs’) Wal-Mart 4 Product %,

e Customer Intimacy (‘best total solution’) Cisco | competonee . ustomer Needs

Source : Treacy & Wiersema ::::::,}‘
Operational Customer
Excellence [ ... “1  Intimacy

Competitive strategy depends on Critical Success Factors:

Critical Succes Factors Operational Excellence Customer Intimacy Product Leadership

Low price

|Fast delivery

|Re|iab|e delivery Order Qualifier

Order Qualifier

|Qua|ity compliance Order Qualifier Order Qualifier

Order Winner

Quality level
|Mix flexibility
Product flexibility

Order Winner

Order Winner

Volume flexibility Order Winner

Order Winner Order Winner

Order Winner

Product innovation

Service
Source : Alex & Terry Hill (1995), ..
PwWC (2012) © Martijn Lofvers, 2018
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The accompanying Supply Chains

Volatile Demand,
Volatile Supply

Volatile Demand,
Stable Supply

SUPPLY CHAIN:

SUPPLY CHAIN:

Fast, continuous Long

portfolio renewal

development,
rapid deployment
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SUPPLY CHAIN:
Custom-configured
Stable Demand, STRATEGY COMPASS Stable Demand,
Stable Supply © Martijn Lofvers, 2018 SC[YJ&# Volatile Supply
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Supply Chain Strategy =] M M
per Category

One Supply Chain doesn’t fit all: differentiated Supply Chain per (Product) Category

EXAMPLES
Company category Strategy Supply Chain
Movie DVD  ETHMF gig Operational Efficient, lowest costs
PdB?sNEP L O Excellence
Infinity Product Long development,
Leadership rapid deployment
Customer Custom-configured
Intimacy
Operational Continuous flow,
Excellence building synergies
Quaker Product Fast, continuous
2 PEPSICO Leadership portfolio renewal
Lay’s Operational Efficient, lowest costs
Excellence
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The organizational

Volatile Demand,
Stable Supply

Stable Demand,
Stable Supply

SUPPLY CHAIN:

Fast, continuous
portfolio renewal
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rapid deployment
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SUPPLY CHAIN:

Custom-configured
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Processes & Systems

Volatile Demand,

Volatile Demand,
Stable Supply

Volatile Supply

SUPPLY CHAIN: SUPPLY CHAIN:

Fast, continuous QROCESSES & SYSTEMS song
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SUPPLY CHAIN: SUPPLY CHAIN:
Continuous-flow,
building synergies

Custom-configured

Stable Demand, STRATEGY COM PASS Stable Demand,
Stable Supply
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Behavior & KPIs

Volatile Demand,
Stable Supply

SUPPLY CHAIN:

Fast, continuous
portfolio renewal
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Stable Demand,
Stable Supply
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SUPPLY CHAIN:

Long
development,
rapid deployment
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Volatile Demand,
Volatile Supply

SUPPLY CHAIN:
Agile & flexible,

focussed on
customer problems
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Stable Demand,
Volatile Supply
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One Supply Chain doesn’t fit all

SUPPLY CHAIN: _ .y SUPPLY CHAIN:

Fast, continuous ' \O1 =l ,_':: X " Llong :
portfolio renewal BAS evelopment,
rapid deployment

U, NOVARTIS
of» ASML
DIAGEO oRODUCT LEADERS,, -

@ PEPSICO

stock

STRATEGY

afraln
cisco

. 3
pwe

SUPPLY CHAIN:
Customer

=
°
needs =

a10HS3®

Agile & flexible,
focussed on
customer problems

o
S
<
S | e
<t
o
}_
=
i
(&)

'S
3 NoryzveIN3d0

<
O\%”
(&3 60
&procyremet®

X
N
N4

KPI: .
End-to-End Cost
per Stock
.+ Keeping Unit

- KPI:
Lifetime Profit
per individual

Customer

SUPPLY CHAIN:

Custom-configured

SUPPLY
CHAIN

—— MEDIA

© Martijn Lofvers, 2018



Thank you =] M M B
for listening

Martijn Lofvers

CEO & Chief Trendwatcher
Supply Chain Media

Mobile: +31 (0) 6 - 54 76 13 83

E-mail: martijn.lofvers@supplychainmedia.nl

LinkedIn: www.linkedin.com/in/supplychaineurope

www.supplychainmovement.com
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