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“Go beyond the data”

Report onthe Virtual Strategic Performance and Analytics Roundtable, November 10,2020

Strategy managersand C-level executives have definitely learnt how to deal with uncertaintyin
the year 2020. Our latest roundtable sessionled by Jan Brannmark, Head of Corporatesfor
Europe at S&P Global Market Intelligence, and Karel Leeflang, Chief Executive Officer at
Strat2Align, provided an opportunity for business leadersto share experiences and gain
insights. “How do you plan for the future if many things around you are uncertainand change so
quickly and so often?” was the central questiondebated among panelists from a number of
Fortune 500 companies.

If strategic planning can be defined as driving growth and managing risks, then these past
months have challenged leaders who are responsible for navigating the direction of a company of
any size.Panelists discussed current market realitiesand how they have adjusted their
strategiesin response. One large multinational is establishing longer-term operational planning
cycles and changing timeframes for reviewing performance to smooth out the peaks and valleys.
Another is moving away from more traditional financial-calendar planning to event-driven
thinking in an effort to identify important drivers of change as they happen and determine if a
business can weather the storm or not. In all cases, having large businesses brokeninto
segmentsis supporting more relevant discussions based on differing market dynamics and
expectations for growth and profitability. That said, there will always be certain similarities
across an organizationand points of integration that need to be recognized, requiringa common
framework for strategic planning — evenif the emphasis is different unit-to-unit.

Don’t getlostin data

There’sbeena sea change when it comes to data. We’ve gone from having a scarcity of
information not that long ago to beingin the midst of a data avalanche, all hyped with
discussions about artificialintelligence (Al), machine learning, and more. Instead of chasing data
at all cost, companies need to define the business problem first and then look for the “right” data
to uncoverinsights. Figuratively speaking, we need to know where to swim before we jump into
data lakes. Thisis even more important in volatile times to effectively evaluate new markets,
inform oversight,and measure progress.

Let storytelling inspire action

While data scientists are often fascinated by detail, it’s important for decision makersto move to
a higherleveland find action-inspiring stories withinthe data in order to engage businessunits.
Strategists and C-level managers should also look for a “hero” data point — one compelling piece
of information that captures the essence of a problem and the rationale for a strategic direction
to help communicate a visionand induce change withinan organization. Identifying a hero data
point may not be simple, but can become an important elementof a successful strategy.

Get people-centered for meaningful cultural change
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The culture of an organizationwill ultimately determine the success of a strategy. Since scale
can be the enemy of change, segmentation can create more manageable parts of a large
organizationto help bring about a transformation. Of course, top-down mandates won’tchange
beliefsand behaviors. People at all levels need to understand “what’sin it for me” to wintheir
hearts and minds. Effective two-way communicationis also crucial to alignthinking across an
organizationand eliminate any tensions that may exist between corporate headquarters and the
field.

Partner with customersto help co-create success

The disruption caused by the COVID-19 pandemic has created a situation where historical
experiences may no longerbe validto project a future outcome. A close collaboration with
customers can provide additional perspectives on how a business may evolve. Inaddition,
looking atseveral possible outlooks can help prepare acompany for different situations. Internal
and external viewpoints can be combined to putissues into one ofthree buckets: (1) those you
need to guessat (e.g., raw material requirements), (2) those you can observe (e.g., market
dynamics), (3) and, those you can take a leadership position on (e.g., this is what we confidently
believe and how we will proceed). Thisinput can provide a platform for scenario analysisto
evaluate a range of potential outcomes.

Spend time where it matters most

Put efforts behind areas where the underlying assumptions and results are being challengedto
determine if the situationis temporary or permanent. Ask additional questions about how things
might look post-pandemic to take action now. Even growth businesses today, such as
manufacturers of personal protective equipment (PPE), may not be sustainable longerterm.
What does that mean for the supply chain, is it a rescaling event, oris a new business model
needed?Dig deep for answersto be prepared.

When concluding, Jan Brannmark and Karel Leeflang summarized the key messages: “Solid
data, your hero data point,and a relatable story can make your strategy become realityand help
deliver results quickly. Keeping an ongoing eye on assumptions and performance for individual
business units during this challenging time can help you stayon track.”

On behalf of Strat2Align and S+P Global Market Intelligence, we want to thank all the panelists
and participantsfor actively being part of these discussions. Our intentionis to build and
nurture aCommunity of Practice to share ideas and learnfromeach other and share. The next
Roundtable is foreseento be held in the spring of 2021.

About S&P Global Market Intelligence:

S&P Global Market Intelligence is a division of S&P Global (NYSE: SPGI), headquartered in New York with
offices inall major global financial centers. We understand the importance of accurate, deep, and insightful
information. We integrate financial and industry data, research, and news into tools that help track
performance, generate alpha, identify investment ideas, perform valuations, and assess credit risk.
Investment professionals, government agencies, corporations, and universities around the world use this
essential intelligence to make business and financial decisions with conviction.
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About Strat2Align:
We’re a boutique strategic planning, implementation, and analytics advisory firm with 45 staff based in

offices in Geneva, Zug, London, New York, Philadelphia, and San Francisco. We support you indelivering
results fast —also, orespecially, when it gets complicated.
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Copyright © 2020 by S&P Global Market Intelligence, a division of S&P Global Inc. All rights reserved.

These materials have been prepared solely for information purposes based upon information generally
available to the public and from sources believed to be reliable. No content (including index data, ratings,
credit-related analyses and data, research, model, software or other application or output therefrom) or any part
thereof (Content) may be modified, reverse engineered, reproduced or distributed in any form by any means, or
stored in a database or retrieval system, without the prior written permission of S&P Global Market Intelligence
or its affiliates (collectively, S&P Global). The Content shall not be used for any unlawful or unauthorized
purposes. S&P Global and any third-party providers, (collectively S&P Global Parties) do not guarantee the
accuracy, completeness, timeliness or availability of the Content. S&P Global Parties are not responsible for
any errors or omissions, regardless of the cause, for the results obtained from the use of the Content. THE
CONTENT IS PROVIDED ON “AS IS” BASIS. S&P GLOBAL PARTIES DISCLAIM ANY AND ALL EXPRESS
OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS,
SOFTWARE ERRORS OR DEFECTS, THAT THE CONTENTS FUNCTIONING WILL BE UNINTERRUPTED
OR THAT THE CONTENT WILL OPERATE WITH ANY SOFTWARE OR HARDWARE CONFIGURATION. In
no event shall S&P Global Parties be liable to any p arty for any direct, indirect, incidental, exemplary,
compensatory, punitive, special or consequential damages, costs, expenses, legal fees, or losses (including,
without limitation, lost income or lost profits and opportunity costs or losses caused by negligence) in
connectionwith any use of the Content even if advised of the possibility of such damages.

S&P Global Market Intelligence’s opinions, quotes and credit-related and other analyses are statements of
opinion as of the date they are expressed and not statements of fact or recommendations to purchase, hold, or
sell any securities or to make any investment decisions, and do not address the suitability of any security. S&P
Global Market Intelligence may provide index data. Direct investment in an index is not possible. Exposure to
an asset class represented by an index is available through investable instruments based on that index. S&P
Global Market Intelligence assumes no obligation to update the Content following publication in any form or
format. The Content should not be relied on and is not a substitute for the skill, judgment and experience of the
user, its management, employees, advisors and/or clients when making investment and other business
decisions. S&P Global keeps certain activities of its divisions separate from each other in order to preserve the
independence and objectivity of their respective activities. As a result, certain divisions of S&P Global may
have information that is not available to other S&P Global divisions. S&P Global has established policies and
procedures to maintain the confidentiality of certain non-public information received in connection with each
analytical process.

S&P Global may receive compensation for its ratings and certain analyses, normally from issuers or
underwriters of securities or from obligors. S&P Global reserves the right to disseminate its opinions and
analyses. S&P Global's public ratings and analyses are made available on its Web sites,
www.standardandpoors.com (free of charge) and www. ratingsdirect.com (subscription), and may be distributed
through other means, including via S&P Global publications and third-party redistributors. Additional information
about our ratings fees is available at www.standardandpoors.com/usratingsfees.
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