Achieving exponential growth

Changing the game — from commaoditised to branded

February 2023

spur Development Advisory
We help you develop



Questions that companies grapple with in a ‘commoditized’
market

1. What is our future growth potential?

2. What will be the contribution of existing and new business in future growth?
3. Which growth levers can we use, in existing, and in new business?

4. How do we compete and grow profitably?

5. Which enablers are required for future growth?
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Market characteristics

Business model

Growth framework | Visualizing your growth journey

Two modules — [A] (Extend) existing scope, [B] (Enter) adjacent/ new areas

[A] Extend existing
business scope

= Unorganised
= Commoditised
= |oses its unique features or value
proposition
= customers base their purchase
decisions solely on price

\ = Price sensitive customers J

~N

Less margin

Volume play

Low cost

Low branding expenditure

‘& loyalty

Offer discounts, promotions, or bundle
products to drive sales and customer

S

¥ 4

f

[ = Organised

[B] Enter adjacent/ new
areas

20x

= Presence of large brands; Scalable
= Value of differentiation; command premium prices
= unique features or attributes provide additional value to

customers; customers willing to pay more if products meets their

specific needs and preferences

k Customer loyalty possible

~N

o

Maximize profitability while remaining competitive

Talent Management

Collaborations

Continuous innovation and product development
Comprehensive and integrated marketing strategy
Differentiation (product design, quality, performance, customer

\ service)

\

4
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Growth framework | [A] (Extend) existing business scope

Within existing business using current business model

Xyz Growth levers*

Regulations

knowhow

Raw material

prices

Brand acquisition

Operational

Brand audience
acquisition

Ease of selling

Competition

Inorganic
(M&A)

& Channel

Channel productivity

Network expansion

—————

\“

# Company X

Value S
proposition

-

(illustrative)

Channel diversification

Product =

Affordability theme
Health theme

Technological
advancements

Sustainability

D

Intensity

Customer experience

Marketing =

Effectiveness
Brand attributes

Positioning

Segment expansion (within

household) Customer

expectation

Range expansion
Innovation

Continuous development

.
S

Target customer trends/ theme
Key differentiators, positioning

Strategy (is focused on competing)

= Target business orientation
= Customer centricity/ Agility/

and USPs Flexibility/ Continuous improvement
< | Process Resources: Technology: Finance: Collaborations:
n E = Customer journeys = Productivity = Data driven decision =  Working capital = 3PL
o S improvement = Skill enhancement making * Financing from * Product designing
o) ad | Supply chain = People capacity = Demand forecasting earnings = Manufacturing
© % optimization = Qutsourcing = Customer = Performance
Lﬁ < | = Customer service engagement marketing
S | ® Quality control = Effective use of ERP
b and business tools
Notes:
(*) lllustrative for a plastic consumer product company .. .
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Growth framework | [B] (Enter) adjacent/ new areas

New growth opportunities

Xyz Growth levers*
PET Ceramic
_ = Glass Silicone
" - Material 2 . stainless Steel Wood Technological
egulations Competition Triton advancements
N
= Household
Unrelated area ~ End user 2 _
(TBD) = segment Commercial
Medical
Raw material Diversified & Business e Application > Storage
prices model Aesthetics
D2C first - Customer
: # Company X Utility expectation
Manufacturing . . . > - Exports
share illustrative) Geographies
\ o DomeStiC
Strate is focused on capturing new growth areas
p g g
= Mega and emerging trends/ theme = Target customers
= Target segments = 4Ps, USPs
= Target categories = Organic vs. inorganic
£ | Process Resources: Technology: Finance: ‘Collaborative’ M&A:
0 E = Re-engineered = Talent acquisition and = Digital transformation = Growth capital Buy-out options in:
o o processes development = Technology-led = New investors = 3PL
re) D «  New processes = Mix of insourcing and business model = Product designing
3 5 outsourcing * Manufacturing
- = = Performance
= marketing
e
Notes:

(*) lllustrative for a plastic consumer product company

Page 5

Achieving exponential growth

7



Thank you

Email:
connect@aspur.in
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