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Navigating the Crisis &
Adapting to the New Normal

Strategy for Business Continuity:

White paper capturing the key thoughts emerging from the 2nd event of ‘Webinar
Series’, conducted during the Covid-19 crisis.
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Strategy: The agile business model

The current situation is unprecedented with no prior experience and no available playbook that businesses can refer to
for guidance. In this situation, the future needs to be mapped and formulated in completely new way. The exercise for
annual operating plans and strategy by businesses need to be approached in a different way, since the underlying
assumptions have changed considerably.

The key to surviving the Covid 19 and finally to thriving will depend on the speed and quantum of change a business can
manage. The situations are different for each industry but the two parameters that will determine business continuity
are availability of Cash and customer demand. Less than 10% of businesses will be in a comfortable situation with both,
perhaps technology and healthcare firms. Majority (more than 60%) will be vulnerable to pandemic, primarily due to
slower demand arising out of lockdown. Aimost one third of business will be in a critical state and will need to work hard,
not to fail.

The companies that are in a good situation with a faster turnaround should become more aggressive in acquiring new
businesses without stressing their balance sheet. The vulnerable group should look at defending market share while
augmenting capital and reducing debt. The businesses which are hit the hardest should look at partnership option to
weather the storm for next 12-24 months.

New Normal: Consumer, technology and innovation

Emerging out of crisis, businesses need to have a new outlook on customer behavior and how to deliver economic value.
This would require focus on 2 critical aspects: (i) understand shift in consumer behavior and (ii) technology adaption
with notonly incremental butan innovation led mindset.

For example, NCML (National Collateral Management Services Limited- country’s largest private sector agri-logistics
and services player) has completely changed the way farmers sell their produce to the markets. They have digitized the
process that has seen the least deployment of technology till date. The digitised process enables buyers to buy online
from farmer’s produce with the assurance of quality in a seamless way.

Leadership: Communicate with fact and transparency
The situation demands for a new form of leadership that is empathetic, agile and transparent. Communication is the key
to build a cohesive culture that can weather the storm. For example at SalesForce globally, the CEO and the leadership

team is communicating regularly with employees, customers and other stakeholders to update and reassure.

The method of communication is as important as the frequency. The message should always be built on “why”.
Communicating the reason and facts behind every decision brings out authenticity and builds camaraderie.

While communication is key, leading the way is equally critical. Whether it be HSE or paycuts, the leaders need to
manage afine balance between the action and communication.




Hunt Partners ran a survey with the business leaders across different industries to understand the impact of COVID-19
on their strategy and how are they changing it to adapt to the volatile environment. The data presented here shows that
more than 90% of the respondents will be re-evaluating their strategy, of which around 50% will change business model
(Consulting/Advisory) or upgrade technology (Healthcare) or both followed by change in cost structure and demand
planning.

Do you have to redesign your strategy?

B Maybe
B No
7 Yes

What is the key change to your strategy?

100% —

90% — B Change in demand planning
80% — B Changing cost structure
70% — [ Changing supply chains
60% — Implication of Technology
50% — I New business model
40% — B None of the above

30% — B Organisational restructuring
20% —

10% ——

0%

Agri/ Consulting/ Consumer Financial Healthcare Infrastructure Manufacturing Technology
Commodity Advisory Products/ Services
Services

Conclusion

» Scenario building should be quickly followed by execution, with 2/3rd of resources allocated to the most likely
outcome. This will help to course correct quickly if you have to move to another scenario.

*  Minimalism will dominate consumer behavior. Recreate your buyer’s personas to allocate for the shifts.

* For B2B companies it is important to communicate clearly with customers so that one can rebuild a responsive and
resilientsupply chain.

* Andfinally, leaders who communicate clearly while leading the way will be able to build a winning culture.
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Participants:
Awonderful mix of audience from diverse industries and sectors across the world. The majority were CEOs and Founders
making up for the majority followed by CFOs and CHROs of Indian and global businesses.




