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“However

beautiful the strategy,
you should occasionally look at
the results”
Winston Churchill
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A global economy under extreme transformation – and with the
CFO in the middle of it
The United States
share of World GDP
will fall from
23,2% in 2001
to
17,8% in 2030

Share of World GDP 2030
2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014

United States

17,80%
18,34%
18,73%
23,52%
19,11%
19,42%
19,68%
20,11%
20,69%
21,15%
21,74%
22,21%
22,47%
22,72%
22,94%
23,20%

Euro area
Japan
Russia
India

11,70%
13,40%
13,73%
18,50%
14,07%
14,45%
14,85%
15,26%
15,73%
16,13%
16,46%
16,79%
17,20%
17,69%
18,16%
18,46%
4,20%
5,48%
5,65%
7,68%
5,82%
5,94%
6,07%
6,23%
6,37%
6,58%
6,76%
6,93%
7,05%
7,20%
7,35%
7,53%
2,68%
3,44%
3,42%
2,76%
2,82%
2,92%
2,98%
3,04%
3,11%
3,20%
3,30%
3,34%
3,37%
3,38%
3,40%
3,64%
3,70%
3,77%
3,89%
4,03%
4,21%
4,40%
4,59%
4,77%
4,97%
5,12%
5,25%
5,40%
5,57%
5,74%

China
0,00%
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Chinas
share of World GDP
will rise from
7,6% in 2001
to
27,8% in 2030

11,10%

7,20%
7,64%
8,11%
8,62%
9,03%
9,50%
10,10%
10,78%
11,40%
12,10%
12,78%
13,42%
14,08%
14,79%
15,52%
5,00%

10,00%

15,00%

20,00%

27,8%

25,00%

The CFOs see room for improvement in all phases of the strategy
process

Strategic
analysis

Strategy
development

Execution
planning

Execution
monitoring
intensively

How much do CFOs
get involved?
little

66%

Where do CFOs see
room for improvement?

63%

66%

46%

The CFOs of successful companies display distinctly
more enthusiasm not only in the development of the
strategy but already at the stage of strategic analysis.
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The business invites the CFO to take a more active role in the
strategy process from development through to execution

Strategic
analysis

Strategy
development

Execution
planning

Execution
monitoring
intensively

Does the commitment
of CFOs meet the
expectations of the
others?
Involvement
of CFOs

little
CEO

CEOs’ expectations
of CFOs

Strategist

CEO

Strategist

CEO

Strategist

CEO

Strategist

Strategists’
expectations of CFOs

A Deloitte study shows that successful companies profit
from a higher quality of the strategy process as well as from
greater enthusiasm on the part of the main actors.
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A real example

Vision 2020
In 2020, 50% of the company’s revenue
is generated from products that are not
on the market today.
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An obvious indicator is to measure revenue from existing and new
products, however, this is retrospective and has limited information
about the future

Example of a recurrent result indicator
Revenue generated from new versus existing products
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Use the Value Map to break strategy into tangible business actions
and performance measures

Shareholder Value
Operating Margin

Revenue Growth
Price
Realization

Volume

Asset Efficiency

(after taxes)

SG&A

COGS

Income
Taxes

PP&E

Receivables
Inventory & Payables

Expectations
Company
Strengths

External
Factors

Acquire New
Customers

Retain and
Grow Current
Customers

Leverage
IncomeGenerating
Assets

Strengthen
Pricing

Improve
Customer
Interaction
Efficiency

Improve
Corporate/
Shared Service
Efficiency

Improve
Development &
Production
Efficiency

Improve
Logistics &
Service Provision
Efficiency

Improve
Income Tax
Efficiency

Improve
PP&E
Efficiency

Improve
Inventory
Efficiency

Improve
Receivables &
Payables
Efficiency

Improve
Managerial &
Governance
Effectiveness

Improve
Execution
Capabilities

Product &
Service
Innovation

Product &
Service
Innovation

Cash / Asset
Management

Demand &
Supply
Management

Marketing &
Advertising

IT, Telecom &
Networking

Product
Development

Logistics &
Distribution

Income Tax
Management

Real Estate &
Infrastructure

Finished
Goods

Accounts, Notes
& Interest
Receivable

Governance

Operational
Excellence

Marketing &
Sales

Account
Management

Price
Optimization

Sales

Real Estate

Materials

Merchandising

Equipment &
Systems

Work in
Process &
Raw Materials

Accounts, Notes
& Interest
Payable

Business
Planning

Partnership &
Collaboration

Retention

Customer
Service &
Support

Human
Resources

Production

Service
Delivery

Program
Delivery

Relationship
Strength

Cross-Sell/
Up-Sell

Order
Fulfillment &
Billing

Business
Performance
Management

Agility&
Flexibility

Procurement
(Excluding
Production Materials
& Merchandise)

Business
Management

Strategic
Assets

Financial
Management

Vision 2020
In 2020, 50% of the company’s revenue is generated
from products that are not on the market today.
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The art is to measure performance throughout the development
phase, and be able to act on issues instantly
The different phases of new product development require different indicators.
- Define the right indicators and measure them.

Timeline for development of new products
1. Build
foundation
• Hire new engineers with
required expertise
• Up-skill current
employees
• Create environment for
innovation across the
company
• Implement compensation
for idea generation.
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2. Development
•
•
•
•
•

Generate new product ideas
Develop concepts
Prioritize among product concepts
Perform business analysis
Develop prototype and perform tests.

3. Launch

4. Post-launch

• Develop launch plan
• Develop product
promotion activities, press
release etc.
• Train sales force
• Set new product sales
targets.

• Continue marketing effort
• Perform customer support
• Monitor product
performance
• Acquire new customers
• Cross-sell to existing
customers.
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Measurement of strategy
Identification of value drivers, improvement levers and business actions
Change What You Do

Do What You Do Better

- Broaden product
and service
offerings

- Increase utilization
of modular, reusable
designs

- Evolve product and
service features,
functionality and value

- Increase focus on
R&D, product
innovation, and
product leadership

- Improve
collaboration with
design, development
and production
partners

- Remove barriers to
switching

- Increase emphasis
on design for
configurability/custo
mization
- Improve platform
and portfolio
strategies for
products and
services
- Increase emphasis
on time-to-market
and time-toproduction-volume
- Increase number
and quality of
products and
service launches

- Improve reuse of
product and service
components
- Acquire new product
and service offerings
- Improve
product/service R&D
and deployment
capabilities
- Adapt current
products and
services for new
segments/channels

- Pursue joint-venture,
partnership and
OEM arrangements
- Improve
management of
product lifecycles
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- Apply brand to new
and unbranded
products
- Improve product- and
service-innovation
skills of staff
- Improve incentives for
product development
and innovation
- Acquire companies
aligned with product
strategies
- Improve methods and
tools for managing
innovation
performance
- Improve profitability of
R&D efforts through
utilization of tax and
economic
development
incentives
© 2014 Deloitte

Phase 1: Build foundation, i.e. strengthen competences
and create environment for innovation
Actions in phase 1
• Hire new engineers with required expertise
• Up-skill current employees
• Create environment for innovation across
the company
• Implement compensation for idea
generation.
Example of KPIs
• Number of engineers with a certain level of
relevant expertise
• Number of dedicated product development
FTEs
• Percentage of time allocated to product
development vs. other functional duties.
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Phase 2: Development of new products
Actions in phase 2
• Generate new product ideas
• Develop concepts
• Prioritize among product concepts
• Perform business analysis
• Develop prototype and perform tests.

Example of KPIs
• Number of product ideas chosen for further
development
• Percentage of concepts chosen for further
development as a ratio of total concepts
explored over the past year
• Time to market: Average time from concept
phase to launch.
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Phase 3: Launch of new product
Actions in phase 3
• Develop launch plan
• Develop product promotion activities, press
release etc.
• Train sales force
• Set new product sales targets.

Example of KPIs
• Percentage of sales personnel completed
formal training prior to launch
• Percentage of timely completion of
activities within the launch plan
• Number of planned promotion activities.
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Phase 4: First year after launch
Actions in phase 4
• Continue marketing effort
• Perform customer service
• Monitor product performance
• Acquire new customers
• Cross-sell to existing customers.

Example of KPIs
• Revenue generated from new product
• Number of new customers
• Percentage revenue from new products as
a ratio of total revenue
• Level of customer satisfaction
• Level of product performance
• Market share.
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The CFOs of successful companies are more active in
every aspect
Potentials and fields of action for CFOs
Strategic
analysis

Strategy
development

Execution
planning

Execution
monitoring

Analyse
market and
competition

Develop
options
and
scenarios

Accompany
specification of
strategy

Regularly
verify target
achievement

Analyse
strengths and
weaknesses

Evaluate and
prioritise
strategies

Determine
measurement
indicators and
milestones

Initiate
strategy
adjustments

Formulate and
resolve
strategy

Set goals and
provide
incentives

Communicate
strategy
and priorities

Heavier involvement
of the CFOs of
successful companies

15

No difference
between successful
and less successful
companies

Recommendations for action

• Participate actively. Finance has
insight that will make the strategy
process better and improve the
likelihood of success.
• Help to shape. Finance can put fact
and data behind ambitions.
• Lend a hand in the execution
process. Finance should work
intensively with the organisation to
ensure that financial and non-financial
measures are established upfront and
monitored throughout.

Slighter involvement
of the CFOs of
successful companies
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