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Welcome to Dawgen Global and our September 2020 edition of our Monthly Newsletter-Dawgen 
Global Insights. 

This Newsletter has been produced to provide you with an overview of our firm and the wide range 
of services offered by Dawgen Global entities; whether audit, accounting, tax or advisory services.

Over the past 18 years, I can proudly say that Dawgen has significant experience and expertise that 
we draw upon, day after day, helping our clients to progress. 

Our Monthly Newsletter will demonstrate the strength of our firm and the unique and innovative 
approach we engender. This is communicated through client case studies on how our team have 
collaborated to help our clients succeed.

This issue of Dawgen Global Insights explores several topics of interest including Cybersecurity 
Strategy. Cybersecurity is a growing threat and should be at the forefront in any IT Risk Management 
Strategy.  As role of digitization in company’s operation grows, vulnerability to data theft, leakage 
of intellectual property, and denial-of–service attacks are growing apace. Most organizations are 
significantly underprepared.

We also examine strategic pricing capability. Pricing isn’t just a matter of a good Pricing Strategy and 
tactics.  By investing in specific areas of organizational capital—specifically, Pricing Capital—we can 
foster a Strategic Pricing Capability.  This article breaks down the 3 forms of Pricing Capital.

The COVID–19 war is still on and we provide critical recovery information in our article - COVID–19: 
Supply Chain Recovery. COVID-19 has wreaked havoc on the global economy.  Thousands of 
companies have been forced to throttle down or temporarily shut down assembly and manufacturing 
plants. 

Manufacturing companies in the European Union and North America are going offline. And even if 
China is recovering, its capacity is diminishing.

Significantly, the pandemic has strongly affected the worldwide demand and supply. With this level 
of uncertainty, companies are forced to find their way through these tough supply and demand 
challenges.  At the same time, companies need to prepare for the recovery that may arrive in a 
not-too distant future.  With these uncertainties, the question now is how companies can fashion 
a recovery plan. This article provides companies globally with the strategic headway in managing 
uncertainties and plan out for Supply Chain Recovery. 

I hope that you will find the information we provide in this Newsletter helpful. STAY SAFE.

INTRODUCTION TO OUR  
NEW MONTHLY NEWSLETTER - 
DAWGEN GLOBAL INSIGHTS

Dawkins Brown
Chairman
Dawgen Global
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CYBERSECURITY 
STRATEGY

Confidentiality
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Strengthening our company defense against 
cyberattacks is critical to Risk Management, this 
article discusses Cybersecurity Strategy

A cohesive IT risk management 

plan remains robust when 

Cybersecurity is viewed 

as an integral part.

Article Overview

Cybersecurity is a growing threat and 
should be at the forefront in any IT Risk 
Management Strategy. As role of digitization 

in company’s operation grows, vulnerability to data 
theft, leakage of intellectual property, and denial-of-
service attacks is growing apace. Most organizations 
are significantly underprepared.

Who are at risk of an attack?

Businesses whose information drives a large 
portion of value generation and information passes 
through many interconnected systems.

Companies with complex applications and systems 
landscapes.

Companies driven heavily by mobile transactions 
are at risk.

Achieving an effective security for  company’s 
information requires a number of critical 
elements.  These are:

1   Confidentiality

2   Integrity

3   Availability

4   Accountability

5   Provenance of the information

Cybersecurity should be viewed as a component 
of the company’s overall IT Risk-Management 
Program.   That means developing a unified, 
cohesive plan to identify and address potential 
risks, determine the correct strategy for each risk, 
and incorporate those strategies into the corporate 
fabric.
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Cybersecurity – Who is at Risk

As digitization of company’s operations grows, 
increased vulnerability is expected

As digitization of company’s operation continues to grow, we become more vulnerable 
to cyber attacks.

Your company is at risk of an attack when there is:

  A large portion of value generation that passes 
through many interconnected systems.

  Use of complex application and system landscapes, 
as well as complex or meshed networks.

  A large degree of mobile transaction.  Rapidly 
growing mobile transaction translates into swelling 
revenues leading to greater likelihood of a breach 
and data theft.

Elevated risk is faced when 
your business processes 
large amounts of customer 
and financial information. If 
you  lack the budget and skill 
necessary to properly safeguard 
your online or point-of-sales 
environment.  This makes your 
company a popular target.

Understanding your 

company’s risk potential 

can lead to sound 

management decisions 

to deter cyberattacks.
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Concerns about the security of our 
digital assets face our businesses today

Cybersecurity – An Increasing Concern of Business
Concern on security of company’s digital assets has increased. As value creation becomes 
increasingly digitized across the corporate landscape, your company becomes more 
vulnerable.  As cyber attacks balloon, IT security becomes increasingly top of mind.

Hackers and data thieves do not target the systems. They target the information you store and process 
- information that (illegitimate) beholders deem valuable. These can be your strategic plans, your 
company’s market, production, and pricing strategies. It can also include information that you find less 
important but is of utmost interest to competitors, criminals, or the public.

Securing digital assets is a strategic and tactical move 

towards safeguarding business and investment.
Source: Cybersecurity Meets IT Risk Management, BCG, October 2014

As cyberattacks balloon…

Acknowledged major cyberattacks

Related articles in leading publications

Mentions in key agency reports

References in top broker research

Worldwide spending on IT security ($ billions)

+ 126%

+ 152%

+ 34%

+ 83%

+ 9%

1,81,000

35,883

622

459

66

4,06,000

90,519

833

839

72

…IT security is increasingly top of mind

Media are reporting

Regulators are investigating

Investors are worrying

IT leaders are spending

2013 2014
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Cybersecurity Strategy – 5 Critical Elements
A program can effectively secure your company’s information and the technology used to 
store and process it if it addresses 5 critical elements. These critical elements are: 

The 5 Critical Elements of 
Cybersecurity ensures effective 
security of company’s information 
and  the technology used to process it

Confidentiality

Information is accessible only to those who 
have either a right or a need to view it.

Integrity

Information is accurate, valid, and reliable.

Availability

Information, resources, and services 
are available when needed.

Accountability

Each action can be attributed to an accountable 
individual. 

Provenance

The origin and history of each piece of information are 
known and well defined.

The program must provide clarity and reasonable 
assurance regarding the reliability of controls and the 
validity of the assumptions underpinning the effort.

The priority associated with each of 

these elements will vary depending 

on the type of your company and 

industry.

Source: IT Advantage: Demonstrating Leadership, BCG, 2009
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Cybersecurity Strategy – 
Technology, Cost, and Potential 
Negative Impact of Risk

To ensure that your security campaign is sufficiently 
robust, your company must view the effort through 
a number of lenses.

Right Technology

The following steps are necessary 
to ensure that you have the right 
technology:

1  Understand and quantify the 
value of the risks your company is 
trying to mitigate.

2  Understand the use of these 
technologies in light of industry and 
national regulations. 

3  Identify the technologies that 
are available for dealing with the 
risks of greatest concern: 

  The mix of firewalls.

  The intrusion detection and 
prevention systems.

  The data protection that will be 
most effective.

Cost

A totally secure environment is 
impossible to create. As such, 
your company must:

  Determine the base level 
of security your company 
needs and the maximum 
risk your company is willing 
to live with.

  Gauge the marginal value 
of any additional security to 
be gained through further 
spending.

  Then, decide what level of 
spending is optimal given 
your company’s business 
strategy, tolerance for brand 
and operational risk.

Potential Negative 
Impact of Risk

It is essential to take into 
account the potential negative 
impact of both unmanaged 
risk and any risk-mitigation 
measures on your business: 
its negative impact on your 
company’s culture, flexibility, 
ability to innovate, and speed 
of innovation.

Development of a robust security campaign 
requires use of Technology, Cost, and Risk 
potential parameters and lenses

Factoring in the right measure 

of technology, cost, and 

risk ensures development 

of effective Cybersecurity 

program for your business. 
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Technology, Cost, and Risk must be balanced 
without hampering the efficacy of security 
measures against established norms

Cybersecurity Strategy – Balancing Technology, Cost, Risk

In balancing Technology, Cost, and Risk, it should not hamper the efficacy of security measures 
against established norms.  In balancing the efficacy of security measures against established 
norms, your company should aim “to do no harm.”

EXAMPLES OF INEFFECTIVE DECISIONS

Company A

Objective:  Minimize the risk of data theft 
and espionage

Policy:  Disallow employees to bring their 
laptop computers and Mobile devices to 
countries it deems high risk.

Work efficiency affected when travel involves 
regional, multi-country business trip call.

Company B

Objective:  Elevate IT and information 
security

Policy:  Employees should only store 
company data on company-issued 
computers.  Wireless local-access networks 
within its office not allowed.  Visitors from 
satellite offices not allowed to bring their 
company-issued notebook computers into 
office headquarters.

Execution of standard work tasks has 
become very challenging.

A good balance of Technology, Cost, and Risk 
requires identifying your company’s “sweet spot.”  In 
business terms, the sweet spot is where your target 
customers’ needs fit with what’s special about your 
product or service.  The proverbial 80:20 rule applies 
where 20 per cent of customers deliver 80 percent 
of the profit. That 20 per cent is the sweet spot.  
Finding your sweet spot provides the right balance 
of Technology, Cost, and Risk. 

Executing your Cybersecurity program before 
identifying your company’s sweet spot will result to 
waste of time and valuable resources. 

Like a golfer continually hacking out in the 
rough, you will expend a lot of energy but 
makes little or no progress when no balance 
in Technology, Cost and Risk is achieved.

Source: Hitting the Sweet Spot, Select Strategies, 2018
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IT Security is a necessary cost of doing business

Components of Overall Risk Management
IT security is a necessary cost of doing business.  As technology grows, security vulnerabilities 
grow. The damage from cyberattack can affect your company’s viability, as data breaches cost 
millions of dollars.

To fight back, Cybersecurity should be a major component of your company’s overall risk 
management program. A unified, cohesive plan is essential in identifying and addressing 
potential risks, determining the correct strategy for each risk, and incorporating those 
strategies into the corporate fabric.

An Overall IT Risk Management 
Plan shall contain the following:

1  Information Lifecycle Management 
and Security

2   Risk Management

3   IT Delivery and Security

4   Cybersecurity

Cybersecurity, as a vital component of Overall IT Risk Management, 
strengthens your company’s protection against security vulnerabilities.

Source: Cybersecurity Meets IT Risk Management, BCG, October 2014

Cyber-
security

IT delivery 
and security

Risk 
management

Information 
lifecycle 

management 
and security
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Information Lifecycle Management and Security
Information Lifecycle Management and Security is one of the vital components of 
Overall IT Risk Management.

Understanding data management as a vital 
component of overall IT Risk Management

The world’s data store doubles every two years, which means your business 
data is growing just as quickly.  To manage and secure large volumes of 
critical business data, you have to understand the following:

1   What data we have

2   What data we need to have

3   What data we no longer need

4   What is the value of data to us

5   How to categorize and classify data

6   How to store and archive data

7   Who owns and inherits the data

8   What can be purged

Effective and appropriate management of data strengthens our 
company’s ability to control data breaches.
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Risk Management 

The company must know what risk its data pose.

Assessing risks and stakes is fundamental in 
ensuring Cybersecurity of data and technology

Each data should be evaluated as to the following:

1   The information’s business value to others

2   The business impact of information leaks

3   The business impact of the unavailability of our 
information to legitimate users

4   The other consequences of leaks for financial 
performance and branding image

5   The possibility of risk to materialize

6   How to handle risk - avoid, mitigate, transfer, 
accept

7   How to treat accepted risk -  ignore, budget, 
insure

8   Who owns risk - formally, process wise, 
financially

Understanding risk potential and impact of data 
to consumers and business prepares companies 
to counter data breaches and cyber attacks.
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Six Broad Categories of IT Risk
The Six Broad Categories of IT Risk should be put in proper context in the development of 
the overall risk management program.  These are:

The Risk Related to IT Security in the Narrowest Sense

Risks of an inappropriate or poorly enforced password policy or 
out-of-date software and firmware patches.

The Risk Related to IT Operations and Business Community

Risks to a bank if its core banking and payment systems do not 
perform as expected, become unavailable, or simply break down and 
remain unreliable for days or even weeks.

The Risk Related to IT Projects and Investments

Risk a company face if an IT project undertaken to meet a regulatory 
deadline is not delivered on time or if a project designed to seize a 
new market stalls for a year because the underlying IT systems do 
not perform as required.

The Risk Related to Outsourced IT Activities

Risks to a company if a vendor’s data center is flooded or if the 
owner of the source code for one of its key applications goes out of 
business.

The Risk to a Company’s Reputation

Risk to the reputation of a bank or telecommunications company 
from a major, IT-driven gaffe in customers’ billing statements or from 
repeated website crashes?

The Risk to Data Protection and Privacy

Risk a health care company faces if hackers make its customers’ 
records public.

Development of the Overall Corporate Risk 
Management should take into context the Six 
Broad Categories of IT Risk

A good 
understanding 
of Risks prepares 
your company to 
come up with an 
effective defense 
system against 
cyberattacks.
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Six Broad Categories of IT Risk – 
Risk Management Program

Bearing these categories of IT Risk in mind, a unified, cohesive plan for addressing these risks 
should be developed.  This can be done following a 3 phase approach:

Understanding the effect of risk to OS IT activities, 
reputation, data protection, and privacy ensures a 
robust IT Risk Management Program

No Cybersecurity effort is completely effective—
but, cost of risk is minimized with a cohesive IT 
Risk Management plan.

The Risk Related 
to IT Security in 
the Narrowest 

Sense The Risk Related 
to IT Operations 

and Business 
Community

The Risk 
Related to IT 
Projects and 
Investments

The Risk Related 
to Outsourced 

IT Activities

The Risk to 
a Company’s 
Reputation

The Risk to Data 
Protection and 

Privacy

Identify Risks

Decide Implementation
Approach

Determine Strategy

Identify the specific risks 
that your company faces in 
each of the 6 categories. 

Decide how best to 
incorporate those strategies 
in a most effective way.

Determine which of the 
four strategies—avoidance, 
transfer, mitigation, or 
absorption—best apply to 
each specific risk and risk 
category and how best to 
handle any remaining risk.
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STRATEGIC PRICING 
CAPABILITY

Systems 
Capital

Human 
Capital

Social 
Capital



How to build a Strategic Pricing Capability by 
investing in the 3 forms of Pricing Capital

Article Overview

Pricing isn’t just a matter of a good Pricing Strategy and tactics.  By investing in specific areas of 
organizational capital—specifically, Pricing Capital—we can foster a Strategic Pricing Capability.  

This article breaks down the 3 forms of Pricing Capital:

1   Human Capital

 Human Capital refers to the Pricing professionals who have deep understanding of all elements and 
implications of the organization’s Pricing Strategy.  

2   Systems Capital

 Systems Capital refers to the software and hardware infrastructure needed to perform Pricing 
analyses and implement our resultant Pricing Strategy.

3   Social Capital

 Social Capital is the internal, organizational “glue” that coordinates and holds together the many 
participants and stakeholders in the Pricing process.

To develop Pricing as a strategic capability, we must make appropriate investments across all 3 forms of 
Pricing Capital.

This article also discusses the 3-phase process to build Pricing as a strategic capability.   This process starts 
at the high level of overall capital budgeting decisions; and ends with us making Pricing decisions and 
taking Pricing actions.

Having Pricing has a strategic 
capability is a source of sustainable 
Competitive Advantage.
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Pricing is more than tactics: for effective Pricing, 
we must develop a Strategic Pricing Capability

Strategic Pricing Capability – Overview 
Pricing isn’t just a matter of a good Pricing Strategy and tactics.  By investing in specific areas of 
organizational capital—specifically, Pricing Capital—we can foster a Strategic Pricing Capability.  This 
strategic capability can act as a source of sustainable Competitive Advantage.

As a strategic capability, Pricing contributes directly to our ability to develop and deploy our Corporate 
Strategy.  In fact, with the proper Pricing infrastructure and investments in place, we can achieve the 
following:

  Respond to market changes faster the competitors.

  Offer additional Pricing options that others can’t.

  Perform better competitive and Pricing analyses.

  Make better Pricing decisions.

  Implement more complex Pricing models.

For many industries, having robust Pricing capabilities has become increasingly critical to the successful 
implementation of strategies.  In fact, it has shifted from a nice-to-have to must-have.  Therefore, proper 
investment in Pricing Capital is required to remain competitive.

Just as Pricing can be capability 
through proper investment, 
it can also become a liability 
through lack of investment. 
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To develop a Strategic Pricing Capability, we must 
invest in the 3 capitals of Pricing: 
Human, Systems, and Social

Strategic Pricing Capability – 3 Capitals of Pricing

For an organization to build a Strategic Pricing Capability, 
it must invest in the capitals of Pricing. 

The 3 capitals of Pricing are as follows:

  Human Capital refers to 
the Pricing professionals 
who have deep 
understanding of all 
elements and implications 
of the organization’s Pricing 
Strategy.  

  The people also understand 
your Corporate Strategy, 
range of products and 
services, customers, 
suppliers, and competitors.

  These people make the 
strategic Pricing decisions.

  For Pricing Strategy to be 
effectively implemented, 
there must be the proper 
systems in place to support 
the strategy.

  Systems include both 
software and hardware 
infrastructure.  These 
components not 
only support the 
implementation, but also 
the collection, sharing, and 
analysis of relevant data 
needed to make Pricing 
decisions.

  Social Capital is the 
internal, organizational 
“glue” that coordinates 
and holds together the 
many participants and 
stakeholders in the Pricing 
process.

  Social Capital is critical to 
successful implementation.  
Pricing is a very strategic 
decision and often 
requires buy-in from 
multiple stakeholders with 
competing agendas.

  Social Capital also extends 
beyond the organization to 
the customers.

Human Capital Systems Capital Social Capital

Developing a Strategic Pricing Capability can be a difficult process—
it requires full commitment from management.

Source: Pricing as a Strategic Capability, MIT Sloan Management Review, 2002; The Three Capitals of Pricing, Ritson, 2005
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The first form is Human Capital—this is the 
investment in people to develop the Pricing 
know-how to make strategic Pricing decisions
3 Capitals of Pricing – Human Capital
Human Capital

Pricing professionals who have deep understanding of all elements and implications of the organization’s 
Pricing Strategy. 

Details

Key Considerations Building Capital

These Pricing professionals people also understand our 
Corporate Strategy, range of products and services, customers, 
suppliers, and competitors.

Pricing professionals must know the theoretical and practical 
realities of the Pricing task and Pricing-related programs.  This 
type of knowledge includes, but is not limited to the following:

  Analysis of break-even consequences of price changes

  Financial analyses of price changes that involves estimates of 
Pricing sensitivity of customers

  Dynamic estimates of project cost changes

  Growth and lifetime value of customers

These people make the strategic Pricing decisions.

It is also important for field sales people to be trained in relevant, 
fundamental Pricing knowledge.

In making Pricing decisions, we should also gather benchmark 
Pricing data against competitive offerings.

  Accurately assessing such benchmarks may require assistance 
from engineering and product design to assess the functional 
equivalence of our products vs. that the competitors’ products 
(if it is not immediately obvious). 

There are 3 core methods to 
building Human Capital in Pricing:

1   Investments through hiring.

2   Investments through training 
existing employees.

3   Investments through expanding 
the Pricing experience of 
existing employees.

We should be 
familiar with 
different Pricing 
theories—even if 
they are not being 
currently applied to 
our Pricing Strategy.
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For Pricing Strategy to be effectively implemented, 
we must have the proper Systems Capital invested 
and in place to support the strategy

3 Capitals of Pricing – Systems Capital
Systems Capital

The software and hardware infrastructure needed to perform Pricing analyses and implement our resultant 
Pricing Strategy.

Details Key Considerations Building Capital

For Pricing Strategy to be effectively 
implemented, there must be the 
proper systems in place to support 
the strategy.

The Pricing systems not only support 
the implementation, but also the 
collection, sharing, and analysis of 
relevant data needed to make Pricing 
decisions.

Critical capabilities of the system 
include, but not limited to the 
following:

  Customer transaction history

  Integrated Pricing data 
from different parts of the 
organization 

 This is to take into account 
complex sales with discounts, 
bundling, subsidies, usage-based 
Pricing, promotional Pricing, etc.

  Attribution data to capture 
the multi-channel shopping 
experience (e.g. online, mobile, 
retail, etc.)

These Pricing systems also allow 
us to assess customer lifetime 
value (LTV).

The system also needs to be 
flexible, so we respond quickly 
and appropriately to competitive 
Pricing actions.

We can gain incredibly valuable 
insights if we layer our system 
with Business Intelligent and 
Analytics tools.  

  Such insights include price 
sensitivity by channel.  This 
allows us to tailor Pricing, 
upsell options, and discounts 
by channel and segment.

Building these systems 
requires investment in 
relevant software and 
hardware technologies.

Typically, the final system is a 
combination of both 3rd party 
tools and in-house developed 
technologies.  IT integration, 
thus, is key, to ensure relevant 
Pricing and other data is 
properly shared across the 
systems.

These systems will also 
integrate to other critical 
enterprise systems (e.g. CRM, 
ERP, etc.).

Attribution data is particularly important 
in determining the effectiveness of online 
marketing, so Marketing can properly 
optimize marketing campaigns.
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Lastly, we need Social Capital: this is the “glue” 
that ensures the Pricing process is successful

3 Capitals of Pricing – Social Capital

Social Capital

The internal, organizational “glue” that coordinates and holds together the many participants and 
stakeholders in the Pricing process.

Details

Key Considerations

Building Capital

Social Capital is critical to successful implementation.  Pricing is 
a very strategic decision and often requires buy-in from multiple 
stakeholders from different parts of the organization, sometimes 
with competing agendas.

Social Capital also extends beyond the organization to the 
customers. 

Disagreements often arise in the price setting process.  With 
proper Social Capital, this would result in delays to Pricing 
decisions and possibly also reversals of Pricing decisions.

An example of a common disagreement would be between Sales 
and Marketing.  Sales may advocate lower prices to keep their 
customers happy and generate more sales.  Marketing may want 
to increase prices if they feel per their market research that the 
market will bear such prices.

The customer must be willing to accept certain types of Pricing 
changes.

Often times, existing customers receive “Grandfather Pricing.”  
Grandfather Pricing allows existing customers to continue paying 
the same price for a product, while we increase Pricing for new 
customers.

One way to build Social Capital is by 
setting guidelines and processes that 
increase the potential for cooperation 
among all relevant stakeholders 
involved in the Pricing process.

Another method is for management 
to establish processes that increase 
interaction among different functions 
that take part in the Pricing process.  
E.g., create a cross-functional Pricing 
team.

Developing Social 
Capital is critical, 
because Pricing 
is not an isolated 
decision—Pricing 
involves a complex 
web of organizational 
interactions.
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Lastly, we need Social Capital: this is the “glue” 
that ensures the Pricing process is successful

Building a Strategic Pricing Capability – Overview 
To properly develop a Strategic Pricing Capability, we must navigate through a 3-phase 
process.  This process starts at the high level of overall capital budgeting decisions.

Making Capital Investment Decisions

Managing the Pricing Capital Portfolio

Taking Pricing Actions

At the onset, Pricing Capital must compete with other 
functionals for capital investment—e.g. plant or equipment.

Once we secure our Pricing Capital, the next phase is to 
determine the allocation across our 3 forms of Pricing 
Capital—Human, Systems, and Social.

The final phase is to make the actual Pricing decisions take 
the Pricing actions.

A Strategic Pricing Capability is tantamount to 
the long-term health of our organization.
Source: The Three Capitals of Pricing, Ritson, 2005
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To first phase is at the management level: 
leadership must make the Capital Investment 
decision
Building a Strategic Pricing Capability 
– Capital Investment Decision

Capital Investment Decision 

Investing in Pricing Capital vs. Other Capital Investments

Senior management must first make the capital investment decision to develop in Pricing Capital.

As with any capital budgeting decision, this involves developing a Business Case. In this Business Case, 
we should qualify and quantify the benefits of developing a Strategic Pricing Capability.  

A Strategic Pricing Capability can be a source of Competitive Advantage.  It ties to the following 
positive outcomes directly:

  Sustainable growth

  Customer experience

  Competitive intelligence
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In the second phase, we balance the capital 
budget across the 3 capitals of Pricing

Building a Strategic Pricing Capability 
– Capital Investment Decision
Pricing Capital Portfolio  
Managing the Pricing Capital Portfolio

In the second phase or level, we now balance 
investment across the 3 forms of Pricing Capital, as 
discussed in detail in the previous section of this 
framework.

The balance across these 3 forms of Pricing Capital 
is driven by the industry, size of organization, 
complexity of offerings, Corporate Culture, 
Corporate Strategy, Enterprise Architecture, Digital 
Maturity, among other factors.  

There are a number of activities in this phase, 
including:

  Assessing our current Pricing Capital structure.

  Conducting Gap Analysis to see which area 

needs most attention in order to enhance 
Pricing effectiveness.

  Benchmarking against competition to discern 
areas of Competitive Advantage, as well as 
weaknesses.

Remember, through these investments, we can to 
develop a Strategic Pricing Capability that forms 
a sustainable Competitive Advantage for our 
organization.

Dawgen Global 25

Regardless of the balance of the Pricing 
Capital Portfolio, it is important to invest in 
all 3 forms of Pricing Capital.



Finally, it’s time to make Pricing decisions and 
take corresponding Pricing actions

In the second phase, we balance the capital 
budget across the 3 capitals of Pricing

Building a Strategic Pricing Capability – Pricing Actions

Pricing Actions 

Taking Pricing Actions

  This final phase encompasses the Pricing 
decisions and Pricing actions that are 
undertaken.

  The 3 capitals of Pricing act as the foundation 
upon which Pricing actions take place.  
Therefore, our Pricing actions are limited by 
or enabled by the extent of investment in the 
3 forms of Pricing Capital.

  If we lack the appropriate Pricing Capital, 
our ability to take effective Pricing actions in 
the short term is severely hindered.  As an 
example, if our sales team lacked the Human 
Capital component (e.g. Pricing know-how) 
to properly assess customer profitability and 
LTV, this would result in deals that were not 
profitable in the long run.

  Again, if we sufficiently invested in Pricing 
Capital, we may have a Competitive 
Advantage when it comes to Pricing decisions 
and actions.  For instance, we may be able to 
react to market changes and adjust Pricing 
faster than our competitors.
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offering—e.g. a usage-based offering with 
dynamic Pricing.



SUPPLY 
CHAIN RECOVERY

WORST CASE 
Multi-year 
Recovery

MOST LIKELY 
CASEPost-Q2 

Recovery

BEST CASE 
Q2 Recovery

COVID-19: 



The call for Supply Chain Recovery is highly 
emphasized more than ever even if the business 
climate still remains unpredictable

Article Overview
COVID-19 has wreaked havoc on the global 
economy.  Thousands of companies have been 
forced to throttle down or temporarily shut 
down assembly and manufacturing plants.  
Manufacturing companies in the European Union 
and North America are going offline. And even 
if China is recovering, its capacity is diminishing. 
Significantly, the pandemic has strongly affected 
the worldwide demand and supply.

With this level of uncertainty, companies are 
forced to find their way through these tough 
supply and demand challenges.  At the same time, 
companies need to prepare for the recovery that 
may arrive in a not-too distant future.  With these 
uncertainties, the question now is how companies 
can fashion a recovery plan.

This article provides companies globally with the 
strategic headway in managing uncertainties and 
plan out for Supply Chain Recovery. There are 3 
Scenarios that companies must focus on to be 
able to develop practical insights into the range of 
outcomes.

Scenario 1   : Worst Case - Multi-year Recovery

Scenario 2   : Best Case - Q2 Recovery

Scenario 3   : Most Likely Case - Post-Q2 Recovery

These scenarios represent 3 different realizations 
of the recovery length and magnitude: the 
pessimistic, the more optimistic, and the most 
likely scenario.

Achieving Supply Chain Recovery 
requires improving resiliency 
of the Supply Chains to handle 
global and local disruptions.

Dawgen Global 28



COVID-19 has forced thousands of companies to 
throttle down or temporarily shut down assembly 
and manufacturing plants
COVID-19 Impact on Global Supply Chains

Unfortunately, Supply Chain systems and 
processes employed are designed for normal 
operations, not for a once-in-a-lifetime 
disruption and recovery.

The COVID-19 global healthcare crisis has 
wreaked havoc on Global Supply Chains.

  Manufacturing activities in the 
European Union and North 
America are going offline.

  China is slowly recovering, but 
at a diminishing capacity.

  Demand and worldwide supply 
have been strongly affected.

  The Automobile industry, 
known for its Global Supply 
Chain, is experiencing 17-18% 
decline in vehicle sales.

  In parallel to the ongoing 
pandemic onslaught, 
companies must prepare for 
the recovery that will arrive in 
the not-too-distant future.

  At the same time, rather than 
await a return to business 
as usual, with offshored 
manufacturing activities, 
advanced organizations 
are shifting their focus to 
technological alternatives like 
robots, which are the lowest 
wage workers of all.
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Companies must fashion a recovery plan given 
the huge uncertainties that now exist on both the 
demand and supply side

Supply Chain Recovery – Overview
Given the level of uncertainty, many scenarios are possible. Yet, it is 
instructive for companies to focus on 3 key scenarios to develop practical 
insights into the range of outcomes.
The 3 key scenarios represent 3 different realizations of the recovery length and magnitude.

WORST CASE 
Multi-year 
Recovery

MOST LIKELY 
CASEPost-Q2 

Recovery

BEST CASE 
Q2 Recovery

The pessimistic, 
worst-case scenario

The more optimistic, 
best case scenario

The most likely to 
happen scenario

Given that a shock of exceptional magnitude is already happening to the 
worldwide Supply Chains, it is crucial for companies to prepare for each 
recovery scenario.
Source: Three Scenarios to Guide Your Global Supply Chain Recovery, MIT Sloan Management Review, 2020
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The 3 key scenarios will have an impact both on 
supply and demand; a situation companies must 
prepare for
Supply Chain Recovery – Scenarios (Details)

Due to variability in timing, companies must utilize resources by moving 
capacity allocations from highly affected regions to minimally affected ones.

WORST CASE Multi-year Recovery

Best Case – Q2 Recovery

Most Likely Case – Post-Q2 Recovery

Situation

No vaccine or cure is available for a long time.

Prolonged need to maintain social distancing measures.

Significant impact on demand and on productivity of the 
manufacturing and transportation sectors.

Situation

Control and reduction of the pandemic through testing 
and social distancing.

Life back to normal at the end of Q2.

Situation

Pandemic peaks in various regions differing in time and 
magnitude.

There could be second outbreaks.

Impact on Supply Chain

Growing number of bankruptcies of 
essential air and freight transportation 
companies, small and midsize suppliers, and 
manufacturers.

Impact on Supply Chain

Significant pressure on logistics capacity, from 
transportation to warehousing.

Probable bottlenecks in logistics capacity that 
will be pegged at a premium.

Impact on Supply Chain

Supplier’s factory running on one time period 
and then close for the next period.

There is variability in timing.
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Companies can ride out a storm such as COVID-19 
by focusingon 3 critical objectives

Supply Chain Recovery – Scenario 3 (Objectives)
A shock of exceptional magnitude is happening to the worldwide Supply 
Chains, both on the supply and demand side. 
To better manage this storm, companies must focus on 3 critical objectives.

Risk Exposure 
Minimization 

Risk 
Mitigation 

Resource 
Prioritization 

Identify and minimize 
exposure to risk 

associated with parts 
and suppliers.

Invest in mitigation 
strategies, such as 

booking logistics capacity.

Prioritize and allocate 
resources and capital 

effectively. 

Focusing on the 3 objectives will prepare companies for recovery scenario.

Dawgen Global 32



Recovery and Risk are 2 strategic concepts 
essential in achieving the 3 critical objectives

Supply Chain Recovery – Scenario 3 (Recovery and Risk)
Time to Recover and Risk Exposure are concepts that can strongly support 
companies in riding out a storm such as COVID-19.

By combining suppliers’ TTR information 
with the details of the Supply Chain, the 
risk exposure associated with a disruption 
in each site of the network is identified.

Time to Recover (TTR)

Risk Exposure 

The time it would take for a particular 
node—a supplier facility, a distribution 
center, or a transportation hub—to 
be restored to full functionality after a 
disruption.

Scenario dependent.

Allows the Supply Chain to identify what 
is likely to happen in each scenario.

An assessment of exposure to risk 
based on a model that applies to 
suppliers’ TTR. 

Estimates the performance impact, 
including operational (lost production) 
and financial (lost revenue and profit).
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A 5-step process is essential to achieve Supply 
Chain Recovery

Supply Chain Recovery Process – Overview 
The current pandemic has blocked Supply Chain Risk Mitigation. 
Downstream Supply Chain facilities may stop upstream suppliers from delivering products.  With the 
pandemic’s prolonged impact on economy and the Supply Chain, a 5-step process must be taken.

1

2

3

4

5

Identify suppliers in affected regions 
and estimate TTR by scenario.

For each scenario, estimate demand 
and assess which products and 
assembly facilities will be affected by 
these suppliers and for how long.

Use the insight from the previous step 
to determine when and for how long 
you should shut down, or significantly 
reduce, manufacturing activities.

Determine how to ramp up capacity 
by focusing on sales and operational 
planning. Allocate the available capacity 
and inventory only to products that 
allow you to achieve your specific 
objectives during the recovery period.

Book logistics capacity as soon as 
possible.

Supply Chain executives should take the 5-step process to be able to 
develop an effective recovery plan for the business.
Source: Three Scenarios to Guide Your Global Supply Chain Recovery, MIT Sloan Management Review, 2020
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Our initial step emphasizes that it is not enough 
to focus on strategic suppliers: 
next, we need to asses risk exposure

Supply Chain Recovery Process – Steps 1 and 2
The current pandemic has blocked Supply Chain Risk Mitigation. 
Downstream Supply Chain facilities may stop upstream suppliers from delivering products.  With the 
pandemic’s prolonged impact on economy and the Supply Chain, a 5-step process must be taken.

1 2
Identify suppliers in affected 
regions and estimate TTR by 
scenario.

For each scenario, estimate demand and assess 
which products and assembly facilities will be 
affected by these suppliers and for how long.

The risk exposure model must highlight previously hidden or overlooked areas 
of high risk.

REQUIREMENTS

  Undertake Supply Chain mapping.

  Connect with tier-one suppliers.

  Identify the suppliers and their 
suppliers’ suppliers.

  There are technology companies 
that can assist with this step (e.g. 
Interos, Resilinc).

  This step is high urgency and 
should be completed immediately.

  In this step, the team should come 
up with various scenarios  
to analyze.

  Apply the risk exposure model to identify which 
suppliers/ regions in the network create the 
greater risk exposure. 

  This process may also uncover previously hidden 
risk areas.

  Estimate demand and assess risk exposure.

  To estimate demand, apply statistical forecasting 
techniques and use of external data, in particular, 
recovery information from South Korea; Hubei, 
China; and Henan, China.

  To assess risk exposure, evaluate each scenario by 
applying the risk exposure model to understand the 
impact of disruptions in various regions on products 
and assembly facilities.
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Steps 3 and 4 apply the same Risk Exposure Model 
to determine the best response to 1 or more 
nodes, being disrupted during the TTR
Supply Chain Recovery Process – Steps 3, 4, 5

3 4 5
Use the insight from the 
previous step to determine 
when and for how long 
you should shut down, 
or significantly reduce, 
manufacturing activities.

Determine how to ramp up 
capacity by focusing on sales 
and operational planning. 
Allocate the available capacity 
and inventory only to products 
that allow you to achieve your 
specific objectives during the 
recovery period.

Book logistics 
capacity as soon 
as possible.

REQUIREMENTS

Compare the costs and benefits of 
various alternatives for mitigating 
impact and identify the best 
allocation of available resources to 
finished goods.

  Determine which finished goods 
to eliminate from the offerings 
for the time being.

  Determine what portfolio of 
products to focus on right now.

  Once all the analysis 
is complete, we 
should book 
logistics capacity 
immediately.

  For critical 
components and 
suppliers, we may 
need to resort to 
creative solutions 
to obtain these 
resources.

There shall be peaks and valleys; the company just need to run the Risk 
Exposure model on a weekly or monthly basis to best move capacity around.  
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CONSUMERS

INDUSTRY

With the impact on the industry, companies will be forced 
to implement significant cost-cutting measures everywhere.

As creative solutions are considered, there are 
expected implications

Additional Considerations – Implications 
Companies may take on creative solutions to critical components and 
suppliers identified. 

There will be implications to both 
consumers and industry.The impact of the analysis 

may be a clear plan that 
provide necessary details.

  When and how long 
Supply Chain facilities will 
be down.

 How fast to build capacity.

 Where and how much 
logistics capacity to 
reserve.

 What products to focus on.

  Shortages and longer delivery time for 
many products.

  Smaller product variety.

  Expected decline in sales and revenue

  Anticipate significant Supply Chain 
restructuring.

  Need to improve resiliency of the 
Supply Chains to handle global and 
local disruptions.
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Supply Chain Resiliency must be improved to 
handle both global and local disruptions

Additional Considerations – Supply Chain Resilience
Recent study by Aon Risk Solutions showed that the percentage of global 
companies reporting a loss of income due to a Supply Chain disruption 
increased from 28% in 2011 to 42% in 2013. 

The MIT Scale Network study then 
showed that many large companies 
are unable to create contingency rules 
and procedures for operations during a 
complex, high risk event.

 Approximately 60% of surveyed 
managers either do not actively 
work on Supply Chain Risk 
Management or do not consider 
their company’s Risk Management 
practices effective.

 Managers lack a framework that 
will guide in the deployment of Risk 
Management practices.

 There is little understanding of 
risks resulting to lack of knowledge 
of what kind of framework fits a 
particular Supply Chain dynamics.

A number of companies have more advanced Risk 
Management systems. The companies have good 
understanding and measurement of the operational 
and financial vulnerabilities that could threaten smooth 
operation of Supply Chain.

Cisco Systems, Inc.

Coca-Cola

Whirlpool

Procter & Gamble

The resiliency of the 
Supply Chain has not kept 
pace with the continually 
rising level of logistical 
complexity.
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We can follow a 5: phase approach to reconfigure 
our Supply Chain and build it to become more 
resilient
Additional Considerations – 
Supply Chain Resilience (Approach)
Understanding and planning of increased risks of disruption can improve 
Supply Chain Resiliency.
A 5-step approach can be used to reconfigure the Supply Chain.

1

2

3

4

5

Identify Strategic Objectives

Identification of competitive priorities to 
match Supply Chain capabilities.

Map Supply Chain Vulnerabilities

Map Supply Chain Vulnerabilities.

Integrate Risk Awareness into 
Supply Chain Design

Balancing of proactive Risk Management 
capabilities.

Monitor Supply Chain Resiliency

Use of objective and comparable metrics.

Track Risk Management Warning 
Signs

Track Risk Management Warning Signs.

Source: Creating More Resilient Supply Chains, MIT Sloan Management Review, 2014

Dawgen Global 39



BUSINESS MODEL 
INNOVATION (BMI):  

SCALABLE BUSINESS 
MODELS

Operate with 
multiple distribution 

channels.

Allow customers and 
partners assume multiple 

roles in the business.

Create platform models.

Eliminate 
typical capacity 

limitations.

Outsource capital 
investments to 

partners.



To compete with new, nimble organizations, 
incumbents can redesign their Business Models 
to achieve scalability and accelerating growth

Article Overview

Scalability is the capability of a system to enhance 
productivity with resource augmentation.  
Scalability provides the organization the capabilities 
to develop compelling Value Propositions—that are 
hard to imitate by the rivals—and achieve profitable 
growth even in the wake of external threats, 
cut-throat rivalry, amended laws, or financial 
downturns.  

Business Model Scalability offers to the executives 
the means to evaluate business prospects, which 
effects an organization’s staffing and resources’ 
capacity development.  

This presentation deliberates on 5 key patterns 
of Business Model Scalability that are typical for 
successful organizations:  

 1   Operate with multiple distribution channels

 2   Eliminate typical capacity limitations

 3   Outsource capital investments to partners

 4   Allow customers and partners assume multiple   
        roles in  the business

 5   Create platform models

The Article  also discusses the 3 potential levers to 
achieve Business Model Scalability that provide a 
roadmap to implement a new or revised Business 
Model. 

While devising Corporate 
Strategies, executives should look 
for Business Models that allow 
for profitability and scalability.
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Business models do not stay competitive for long 
in today’s demanding business environment

Business Model Innovation (BMI) – Overview
This age of disruption and volatile business environment necessitates 
Business Model Innovation (BMI) as a key lever in driving growth.  BMI is a 
method of changing customer value and its delivery mechanism to seize new 
business opportunities.  It helps companies manage waning competitiveness 
and grab new profit sources. 

Implementing BMI is not that 
easy as one would think.  As per 
BCG’s 2014 annual survey of 1,500 
business leaders in their research 
on most innovative companies, 94% 
of the respondents declared that 
their firms were engaged in BMI to 
some extent, but only 27% of them 
were actively into it.

Driving growth through BMI 
requires pondering over the 
following critical factors:

   The scope of the BMI effort.

  Appropriate level of risk taking. 

  One time effort or ongoing 
activity.

   Applicability of a suitable 
business model. 

   Identification of differentiators 
to assess  business model 
makeover. In most organizations, 

BMI is often an underleveraged tool.
Source: BCG Annual Research Survey, 2014 
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Growing the core is difficult: BMI is a powerful 
tool to drive growth within our organization’s 
core business

Business Model Innovation (BMI) – Core Growth
Business Model Innovation (BMI) is a powerful tool that can drive breakout 
growth within an organization’s core business.

Source: Doing Something New with Something Old, BCG, 2014

  Growing the core is a critical driver to 
performance.

  However, Core Growth is difficult.  In fact, the 
average growth rate in core business and 
regions is often less than half of the noncore 
areas.

  The reason for the slowdown of the core 
over time is because core markets have 
become saturated.  As new competitors enter, 
traditional approaches that have successfully 
driven growth historically are also reaching 
points of diminishing returns.

Companies thus must change 
and innovate upon their existing 
business model to achieve Core 
Growth.  To do this, we should 
examine a few critical questions:
1   Are there signs that the conventional levers 

that worked historically are no longer as 
effective?

2   What other solutions can increase 
performance?

3   How can leadership successfully implement 
these solutions?
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Scalability is a term used to indicate possible 
meaningful changes in magnitude or capacity

Scalability – Overview
Scalability is the capability of a system to enhance productivity upon resource 
augmentation.  Business Model scalability offers to the executives the means 
to evaluate business prospects, which effects an organization’s staffing and 
resources’ capacity development. 

Scalability provides the 
organization the capabilities 
to develop compelling Value 
Propositions—that are hard to 
imitate by the rivals—and achieve 
profitable growth even in the wake 
of external threats, cut-throat 
rivalry, amended laws, or financial 
downturns.  

Today’s challenging business 
ecosystems and economic outlook 
demand from the enterprises 
to develop novel and scalable 
Business Models that are able 
to leverage positive returns on 
investments.  To accomplish 
this, leaders need to identify and 
eradicate any capacity issues, 
enhance collaboration with existing 
partners, build new partnerships, 
or develop platforms to work with 
the opponents.

1

2

Increased outputs proportionate to inputs

The ability to yield enhanced productivity by increasing 
the input.

Acceleration of returns 

The proficiency of the Business Model to accelerate 
earnings on additional investment.

Executives should invest in scaling options when they are sure to 
boost returns—they have to be quick to exit a business when returns 
on investment to scale backfire.
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Scalable Business Models safeguard companies from being outpaced by the rivals.

Here we have outlined 5 key patterns of Business 
Model Scalability that are typical for successful 
organizations
Scalability – 5 Patterns of Business Model Scalability
Scalable Business Models are flexible and have the potential to bring 
enhanced revenue by adding additional resources to them.

Benchmarking a number of successful organizations reveals that their Business Models were flexible 
enough to compete with internal and external pressures.  Their Business Model Scalability hinges on 
aligning the strategic partners and Value Propositions to serve the customers.

Successful companies are not inhibited in any way by physical or material constraints – including 
deficiencies related to manpower, capital, warehousing, systems, technology, or capacity. 

Source: Building Scalable Business Models, MIT Sloan Management Review, 2018

Operate with 
multiple distribution 

channels.

Create platform models.

Eliminate 
typical capacity 

limitations.

Outsource capital 
investments to 

partners.

Allow customers and 
partners assume multiple 

roles in the business.
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One of the common attribute of scalable 
businesses is to have several distribution 
channels
Patterns of Business Model Scalability – Pattern 1

Operate with 
multiple distribution 

channels.

DEFINITION

Successful businesses achieve scalability by selling through 
multiple distribution channels.

DETAILS

Well-known businesses—e.g., Google and Apple—have extensively 
studied and implemented adding additional distribution channels.  

By avoiding cannibalization of sales through existing channels, 
this has allowed them to spread overhead costs and profit from 
increased sales.

EXAMPLE

Copenhagen Seafood A/S, a Danish supplier of fresh fish, was long 
engaged in selling only to high-end restaurants.  They experimented 
by adding an additional retail sale channel that provided fresh 
seafood directly to individuals at reasonable rates.  This additional 
channel leveraged Copenhagen Seafood to curtail waste—as 
restaurants demand specific fish parts—and develop a new customer 
base with folks who were keen to buy from someone supplying to 
some of the neighborhood’s top restaurants.

Additional channels help businesses expand clientele 
and uncover new opportunities.
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Another common feature of companies achieving 
scalability is their ability to remove any capacity 
issues
Patterns of Business Model Scalability – Pattern 2

Eliminate 
typical capacity 

limitations.

DEFINITION

Well-known companies achieve scalability by overpowering any limitations 
that constrain various businesses. 

DETAILS

Scalability necessitates finding ways to overcome capacity limitations that 
hamper various industries.

For example, costs related to creating R&D facilities and innovating new 
products often impedes the pharmaceutical industry.

EXAMPLE

Private banks should concentrate on Customer Experience Management, 
Customer Relationship Management initiatives, and outsourcing 
infrastructure management activities to evade capacity constraints.

Much like other constraints, Business Model Innovation 
constraints should be promptly dealt with to avoid being 
trampled over by rivals.
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Another common element of successful 
organizations is their strategy to outsource cash 
requirements to their partners

Patterns of Business Model Scalability – Pattern 3

DEFINITION

Top businesses achieve scalability by transferring or sharing cash 
flow and working capital requirements with the partners.

DETAILS

Leading organizations optimize their capital and cash flow 
limitations and prioritize their crucial investments.  

They are adopting Business Models that focus on creating open 
platforms that allow them to shifting these expenditures to their 
strategic partners.

EXAMPLE

Sky-Watch A/S, a Danish outfit that manufactures a variety 
of industrial drones, has a Business Model that affords the 
organization to avoid any untoward cash and liquidity limitations 
successfully.  Sky-Watch’s Business Model encompasses a core 
platform that is open for its customers and strategic partners.  
Their partners leverage the open platform and add their own 
hardware and software to it thereby sharing capital costs.

A costs sharing business model is a win-win for 
both the organization and its strategic partners.

Allow customers and 
partners assume multiple 

roles in the business.
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Scalable businesses work in conjunction with 
their strategic partners and customers

Patterns of Business Model Scalability – Pattern 4

DEFINITION

Successful organizations offer multiple roles to their partners and 
customers.  They leverage mutual resources for growth of their 
businesses. 

DETAILS

Leading organizations collaborate with their partners through joint 
ventures or through informal mechanisms—e.g., core platforms.  

These leading organizations have a “laser” focus on the factors that are 
of value to their customers and partners, and develop (and enrich) their 
Value Propositions and offerings based on that.  

Their Business Models allow them to share distribution methods, 
customer loyalty programs, and resources with their strategic partners.

EXAMPLE

Groupon Inc. incentivize their clients and develop them into partners to 
promote their brand.

Scalable business models demand greater collaboration 
and shared resources from all stakeholders.

Outsource capital 
investments to 

partners.
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Platform-based Business Models allow for more 
collaboration and scalability
Patterns of Business Model Scalability – Pattern 5

DEFINITION

Top businesses build platform-based Business Models that work 
on the principles of partnership. 

DETAILS

Leading organizations work on fostering relationships with their 
competitors.  

They use their platform-based Business Models to convert their 
rivals into partners.  Many leading brands employ software 
platforms to attain scalability.  

They share their platforms with competitors that affords them 
to generate incremental revenue for their organizations—e.g., 
through benchmarking data and “ease of use” sales. 

EXAMPLE

PrintConnect.com, a German printing and packaging concern, 
collaborate with their partners across the Value Chain through 
their web-based workflow platform. 

Visa Inc. is an example of how businesses connect with shoppers using their credit 
card platform.

Create platform models.
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The potential levers help the executives identify new business ecosystem 
partners and enhanced roles for them.

Organizations can revisit their Business Models 
to become scalable: these levers serve as the first 
step to scalable Business Models
Potential Levers to Achieve Business Model Scalability – 
Overview
Scalable Business Models are more likely to generate rapid returns. 

However, these Business 
Models demand utilization 
and alignment of capabilities 
that the organization, its 
strategic partners, and 
customers possess.  In 
addition, this necessitates 
increased collaboration, 
resource sharing, and 
devotion between all 
stakeholders. 

Execution of the patterns of 
Business Model Scalability 
involves categorizing key 
resources and initiatives 
required to enable synergistic 
collaboration and superior 
product / service offerings. 

Executives can make use of these 3 potential levers to achieve 
Business Model Scalability that provide an implementation 
roadmap for both novel or revamped Business Models:

Determine 
potential 
strategic 
partners

Select viable 
and scalable 

Business 
Model options

Brainstorm 
a scalability 

plan

Source: Building Scalable Business Models, MIT Sloan Management Review, 2018
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The approach to scalability necessitates 
concentrating on 3 critical levers: the first focuses 
on identifying potential strategic partners

Potential Levers to Achieve Business Model Scalability – 
Lever 1

Determine 
potential 
strategic 
partners

DEFINITION

Determining and collaborating with strategic partners to add value to 
the organization’s Value Proposition, through resource sharing and 
combined activities is of immense value to the scalability efforts. 

DETAILS

Scalability demands going beyond sharing expenses.  

Executives need to analyze the industry to try to find potential strategic 
partners who could supplement an organization’s Value Proposition by 
working within their Business Model and assigning resources to it. 

An important step towards achieving Business Model 
scalability is to find potential strategic partners who are 
able to enhance our product or service portfolio.
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The second lever to achieve model scalability 
involves coming up with ideas to revisit a 
Business Model

Potential Levers to Achieve Business Model Scalability – 
Lever 2

DEFINITION

Brainstorming helps in analyzing existing Business Models, 
generating creative ideas to doing business, and revising Business 
Models to make them scalable. 

DETAILS

Brainstorming ideas on revamping a Business Model and adopting 
innovative ways of doing business necessitates analyzing how these 
novel ways of doing business will perform in the organization.  

This warrants evaluating the following: 

The agility of the organization to manage new entrants and new 
technologies.

The impact of new methods of doing business on the workforce’s 
mindsets.

Any gaps in implementing the new ways of doing business.

Benchmarks or relevant examples to learn from.

Key value-driving factors.

Scalability.

Strategic partners that enhance our offerings (at marginal costs), 
and get value in return.

Existing roles and responsibilities.

Alternatives to remove existing capacity issues.

The scalability plan 
needs to also analyze 
the feasibility of 
creating platforms 
for competitors to 
participate in and 
generate additional 
revenue.

Brainstorm 
a scalability 

plan
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The third lever necessary to attain model 
scalability entails evaluating the ideas generated 
through brainstorming

Potential Levers to Achieve Business Model Scalability – 
Lever 3

DEFINITION

The brainstorming sessions produce enough creative ideas for the 
senior leadership to sit together and plan, gauge the feasibility of 
options, and select the most viable Business Model(s).

DETAILS

The brainstorming exercise leads to the stage where leadership needs 
to thoroughly assess the elements associated with the Business 
Models options—including scalability—and deliberate on the most 
feasible best model option.  

Leadership then needs to ponder over the mechanisms to devise a 
scalable Business Model that maximizes returns both in the near and 
long term. 

This entails thinking about downsizing a unit if returns are diminishing, 
investing in other profitable businesses if returns are constant, or 
improving the Business Model using the 5 patterns of Business Model 
Scalability. 

A Business Model Scalability Plan is of great assistance 
for the executives in innovating a Business Model or 
reforming their existing Business Models.

Select viable 
and scalable 

Business 
Model options
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Article Overview

3D printing is a Digital 
Fabrication technology 
that serves as a catalyst for 
efficiency.

This article provides an introduction to the Digital 
Fabrication process and key Digital Fabrication 
tools

The Fourth Industrial Revolution or Industry 4.0 is the 
ongoing transformation of traditional manufacturing 
and industrial practices combined with the latest 
smart technology. Companies across aerospace, 
automotive, defense, consumer goods, medical, and 
more are adopting Digital Fabrication tools towards 
Industry 4.0.  Digital Fabrication has become the road 
to overcoming challenges and optimizing workflows.

Digital Fabrication is a design and manufacturing 
workflow where digital data directly drives 
manufacturing equipment to form various part 
geometries. A wide variety of Digital Fabrication 
tools exist, from hobbyist-level machines to large-
scale, specialized industrial equipment used in 
manufacturing. Accessible Digital Fabrication tools can 
bridge the gap between design and manufacturing. 
Achieving this requires undertaking a 3-step approach.

This article provides every company across various 
industries a definitive guide to conquering Industry 
4.0.  This includes the 3-step approach, as well as 
in and outs of Digital Fabrication from workflows to 
Digital Fabrication tools.

1   Design

2   Prepare

3   Fabricate

The effective and efficient use of Digital Fabrication 
can provide production engineers to machinist the 
tools to tighten Supply Chains, improve production, 
and get to market faster.
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Fourth Industrial Revolution (4IR) and Industry 4.0

The Fourth Industrial Revolution (4IR) is now 
underway: Industry 4.0 is the Manufacturing 
component of 4IR

Coined by the World Economic Forum (WEF) in 
2016, the Fourth Industrial Revolution (4IR) is 
the fourth major industrial era, since the initial 
Industrial Revolution of the 18th century.  4IR is 
often also referred to as Industry 4.0, although 
Industry 4.0 really refers to the manufacturing-
oriented advancements, similar to how 
Service 4.0 refers to the Service organization 
advancements.

The Fourth Industrial Revolution can be 
described as a range of new technologies 
that are fusing the physical, digital and 
biological worlds, and impacting all disciplines, 
economies, and industries.  Major drivers to the 
Fourth Industrial Revolution include robotics, 
automation, and AI.

First Industrial 

Revolution

Second 

Industrial 

Revolution

Third Industrial 

Revolution

Fourth Industrial 

Revolution

We are here"Mastering the Fourth Industrial 
Revolution" was the theme of the 
World Economic Forum (WEF) Annual 
Meeting in 2016.
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4IR – Industrial Revolution Overviews 

First Industrial Revolution

Third Industrial Revolution

Second Industrial Revolution

Fourth Industrial Revolution

Each revolution destroys and creates new jobs, 
industries, and ways of life

The First Industrial Revolution took place 
from the 18-19th centuries in Europe 
and America. It was a period that saw 
the transition from mostly agrarian, rural 
societies became industrial and urban.  
Notable developments include the iron and 
textile industries and the steam engine.

The Third Industrial Revolution, or the Digital 
Revolution, refers to the advancement of 
technology from analog electronic and 
mechanical devices to the digital technology 
available today. The era started to during the 
1980s and is ongoing.  This era was triggered 
by the rise of the personal computer, 
Internet, and mobile communications.

The Second Industrial Revolution took place 
between 1870 and 1914, just before World War 
I.  Triggered by the advent of electric power 
to create mass production, this was a growth 
period for pre-existing industries and expansion 
of new ones, such as the steel, oil, and electricity 
fields.

The Fourth Industrial Revolution builds on the 
Digital Revolution, representing new ways in 
which technology becomes embedded within 
societies and even the human body.
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US manufacturers believe the biggest impact 
of Industry 4.0 will come from reducing 
manufacturing costs and improving product 
quality

4IR – Impact of Industry 4.0

Respondents (%)

47
43 42

37
33

31
28 28

13

Manufacturing 
Costs

Product 
quality

Operations 
agility

Supply 
chain cost

Product 
innovation

Time to 
market 

Improved 
client 

service

Revenue 
increase

New 
revenue 
model

Respondents expect cost improvements to create more value than revenue 
growth.
Source: Sprinting to Value in Industry 4.0, BCG, 2016
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Digital Fabrication – Overview 

Digital Fabrication

DESCRIPTION
A design and manufacturing 
workflow where digital data 
directly drives manufacturing 
equipment to from various part 
geometries.

A design and production 
process that combines 3D 
modeling or Computer-Aided 
Design with additive and 
subtractive manufacturing.

Also known as rapid 
prototyping, a type of 
manufacturing process where 
the machine used is controlled 
by the computer.

Output
Data that directs a specific machine, like a 3D printer or CNC milling 
machine.

Numerical controls and computers transform digital information into 
real physical products.

Use of Digital Fabrication Tools
A wide variety of Digital Fabrication tools exist (3D Printers and CNC 
Tools).

Bridge the gap between design and manufacturing.

Digital Fabrication is the catalyst to overcoming 
challenges and optimizing workflows

Process
Digital data comes from CAD (computer-aided design), which is then 
transferred to CAM (computer-aided manufacturing software).

Manufacturing process make use of 2D and 3D digital files and design 
software to create objects.

Digital Fabrication tools 
empowers engineers, product 
designers, and businesses of all 
sizes to produce anything from 
prototypes to final products.
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Digital Fabrication – Approach 

Design Prepare Fabricate

Digital Fabrication is undertaken using 
the 3-phase approach

Fabricated parts may require some form of finishing to achieve its final 
properties and look before they are ready to use.

Digital Fabrication takes on a systematic approach to product development 
and manufacturing. 
The process follows a 3-phase approach.

Create a virtual model of a design 
using CAD software.

The 3D Model serves as input for 
the fabrication tool.

It is exported as a triangulated 
mesh, which uniformly describes 
the geometry in terms of points 
on the surface or vertices, the 
faces between those vertices, the 
edges of those faces, the normal 
vectors and color information 
pertaining to the faces.

Print preparation software or 
slicer software serves as the 
intermediate between the virtual 
mesh and the fabricated model 
for 3D printing.

Manufacturing parameters and 
settings specific to the fabrication 
are added to provide a list of 
instructions for the machine to 
follow.

This will result in a CAM file that 
is sent to the machine.

In machine operations, software 
simulation is combined with user 
input to generate toolpaths.

The toolpaths will guide the 
cutting tool through the part 
geometry, taking into account 
speed of the cutting tool and 
feed rate of the material.

Parts are manufactured by 
fabrication tools based on the 
CAM data with little or no human 
assistance or interaction.

Source: Digital Fabrication 101, FormLabs, 2019
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Digital Fabrication – Design & Prepare
The virtual model has emerged as the preeminent method of design, 
representation, ad documentation for product and even stage design and 
architecture. 

Starting with Digital Fabrication includes 4 core components.

There are 4 core components to converting a 
design idea to a virtual model

CAD

Mesh 
Preparation

Vectors
Design 

for Digital 
Fabrication 

Computer-aided Design

Use of computers to aid in the creation, 
modification, analysis, or optimization 
of a design.

Use of Digital 
Fabrication 
tools to ensure 
efficient 
production.

Development of a mesh model that is 
already suitable for 3D printing.

Software tools that offer 
support in the entire 
development process 
from system design and 
integration to testing, 
calibration and diagnostics 
or single components or 
the entire system.

The advent of Digital Fabrication has paved the way for the creation 
of a Digital Fabrication Laboratory, a Fab Lab designed for learning 
and innovation.
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Digital Fabrication – Design & Prepare (Components 1 of 2)

The CAD is one of the core components that 
make use of computer in design development

DESCRIPTION
Use of computer to 
aid in the creation, 

modification, analysis, 
or optimization of a 

design.

CAD

3D scanning provides great balance between speed, accuracy, and cost even if 
it requires extensive posting-editing with mesh editing software.

Approaches/Features

Solid modeling
Traditional way of creating 3D objects.

Geared towards linear motions to translate design intent into geometries.

Solid are combined and finished with transitions to make it suitable for 
manufacturing.

Advanced features include drafted extrusions, curvature, fillets, and 
patterning operations.

Surface modeling
Performed in most contemporary solid modeling software such as Autodesk 
Fusion 360, Solidworks, Catia, Rhinoceros, and SolidEdge.

All outside surfaces of the geometry are individually defined, enabling 
more advanced geometries such as transitions between multiple adjoining 
surfaces.

3D Scanning
An accessible route to obtaining a 3D printable model.

Affordable solutions and new apps that work with camera-based 
photogrammetry technology.

Dawgen Global 63



Digital Fabrication – Design & Prepare (Components 2 of 2)

DESCRIPTION
Software tools that 
support the entire 

design process.

DESCRIPTION
A mesh model 
suitable for 3D 

printing.

DESCRIPTION
Use of Digital 

Fabrication tools 
to ensure efficient 

production and high-
quality parts.

Vectors

Mesh 
Preparation

Design 
for Digital 

Fabrication

Approaches/Features

2-dimensional systems such as CNC routers and laser 
cutter can be driven by files exported from vector 
software such as Adobe Illustrator.

Require familiarity with the pen tool, patterning, live 
trace, Pathfinder, and a plugin to create rounded 
corners.

A mesh model can be a 3D model leaving a CAD 
software package ready for 3D printing.

The key is having a watertight mesh where all triangles 
are connected and non-overlapping with normal facing 
the same direction.

Use of solid modeling results into a watertight mesh.

Surface modeling and generative design require 
checking the absence of double surfaces and volume 
collisions.

Meshlab, Meshmixer, and Blender are tools to repair 
and optimize meshes.

Requires a bit of time spent on optimizing part 
geometries.

Requires comprehensive study of the possibilities and 
limitations of the machine, material, software, and 
fabrication process that are to be used.

Vectors, Mesh preparation, and design for Digital 
Fabrication are the 3 other key components

In undertaking Digital Fabrication, it is essential to find the time to extensively 
experiment towards goals that you want to achieve before diving in head-first.

Source: Digital Fabrication 101, FormLabs, 2019
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Digital Fabrication requires the use of specific 
technologies designed for personal workspaces, 
machine shops, and workshops

Digital Fabrication – Fabricate (Digital Fabrication Tools)
Undertaking Digital Fabrication requires the use of 3D Printers and CNC Tools. 

3D Printers

CNC Tools

3D printing or additive 
manufacturing 
(AM) technologies 
that create parts by 
successively adding 
material layer by layer 
until a physical part is 
created.

Computer Numerical 
Control (CNC) that 
drive tools essential to 
undertake subtractive 
processes.

Subtractive processes 
start with solid blocks, 
bars, or rods of plastic, 
metal, or other materials 
that are shaped by 
removing material 
through cutting, boring, 
drilling, and grinding.

Fused Deposition 

Modeling (FDM)

CNC Machining

Stereolithography 

(SLA)

LaserCutters

Selective Laser 

Sintering (SLS)

Water Jet 

Cutters
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Digital Fabrication Tools – Fused Deposition Modeling (FDM)

Fused Deposition Modeling (FDM)

The Fused Deposition Modeling (FDM) is the most 
affordable 3D printing technology with entry: 
level hobbyist machines

Features
3D printers that melt and extrude thermoplastic 
filament, which a print nozzle then deposits 
layer by layer in the build area.

Material
Standard thermoplastics, such as ABS, PLA, and 
their various blends.

Applications
Low-cost rapid prototyping

Basic proof-of-concept models

Investment
Entry-level hobbyist machines starting below 
$1,000 and mid-range machines starting at 
$2,500.

Process
Object created start as CAD files.

CAD file is converted into a .STL format, a formula 
that a 3D printer can understand.

2 kinds of materials are used: a modeling material 
that constitutes the finished object and the support 
material, a scaffolding to support the object being 
printed.

During printing, the materials take the form of a 
plastic threads which are unwound from a coil and 
fed through an extrusion nozzle.

The nozzle melts the filaments and extrudes them 
onto a base or table.

The  nozzle moves over the build platform 
horizontally and vertically, drawing a cross section 
of an object unto the platform.

Once a layer is completed, the base is lowered to 
make room for the next layer of plastic.

Fused Deposition Modeling has the lowest resolution and accuracy 
compared to other plastic 3D printers.

Source: Fused Deposition Modeling, Live Science, 2013
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Digital Fabrication Tools – Stereolithography (SLA)

Stereolithography (SLA)

SLA printers are highly versatile tools that 
converts liquid plastic into solid objects

Features
Uses a laser to cure liquid resin into hardened 
plastic in a process called photopolymerization.

SLA parts are highly accurate, have fine details, 
smooth surface finish, and isotropic material 
properties.

Material
Varieties of resin (thermosetting plastics).

Standard, engineering (ABS-like, PP-like, flexible, 
heat resistant).

Castable, dental, and medical (biocompatible).

Applications
Functional prototyping

Patterns, molds, and tooling

Dental applications

Jewelry prototyping and casting

Modelmaking

Investment
Starting around $3,500.

Process
Start with a CAD file.

CAD file is converted into a .STL format, a formula 
that a 3D printer can understand.

A thin layer of photopolymer is exposed above the 
perforated platform.

The UV laser hits the perforated platform, painting 
the pattern of the object being printed.

The UV-curable liquid hardens instantly once the 
UV laser touches it, forming the first layers of the 
3D-printed object.

Once the initial layer has hardened, the platform 
is lowered, exposing a new surface layer of liquid 
polymer.

The laser again traces a cross section of the object 
being printed.

This instantly bonds to the hardened section 
beneath it.

The process is repeated until the entire object has 
been formed.

SLA 3D Printing is ideal for complex designs, functional prototypes, 
manufacturing tooling, and casting patterns.
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Digital Fabrication Tools – Selective Laser Sintering (SLS)

Selective Laser Sintering (SLS)

Features
Use a high-powered laser to fuse small particles 
of polymer powder.

The unfused powder supports the part during 
printing and eliminates the need for dedicated 
support structures.

With benchtop systems.

Material
Engineering thermoplastics, such as nylon and 
its composites.

Applications
Functional prototyping

Short-run, bridge, or custom manufacturing

Investment
Starting around $10,000.

Process
Start with a CAD file.

CAD file is converted into a .STL format, a formula 
that a 3D printer can understand.

Objects printed with SLS are made with powder 
materials which are dispersed in a thin layer on top 
of the build platform inside an SLS machine.

A laser pulses down on the platform, tracing a 
cross-section of the object onto the powder.

The laser heats the powder which fuses the 
particles in the powder together into a solid form.

Once the initial layer is formed, the platform of the 
SLS machine drops by less than 0.1 mm exposing a 
new layer of powder for the laser to trace and fuse 
together.

The process continues until the entire object has 
been printed.

Parts produced with SLS printing have excellent mechanical characteristics, 
with strength comparable to injection-molded parts.

Source: What Is Selective Laster Sintering, Live Science, 2013

SLS is the latest plastic 3D printing technology 
that creates objects from powders using atomic 
diffusion
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Digital Fabrication Tools – CNC Machining

CNC (Computer Numerical Control) Machining

Features
Removes material by either a spinning tool and 
fixed part (milling) or a spinning part with a 
fixed tool (lathe).

Material
Hard thermoplastics

Soft thermoset plastics (limited)

Soft metals

Hard metals (industrial machines)

Applications
Functional prototyping

Manufacturing tooling

Custom or low-volume end-use parts

Investment
Starts around $2,000.

Process
A 2D OR 3D CAD drawing is conceived and then 
translated to computer code for the CNC system to 
execute.

Desired cuts are programmed when a CNC system 
is activated.

The code generated within the numerical system 
will assume that mechanism are flawless despite 
possibility of errors.

Programs for CNC machines are fed to computers 
through small keyboards.

CNC programming is retained in the computer’s 
memory.

The code is written and edited by the programmers.

With CNC Machining, 3D cutting tasks can be accomplished in a single set of 
prompts.

CNC Machining is a manufacturing process 
in which preprogrammed computer software 
dictates the movement of factory tools and 
machinery
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Digital Fabrication Tools – Laser Cutters

Laser Cutters

Features
Use a laser to engrave or cut through a wide 
range of materials with high precision.

Coined from the words “Light Amplification by 
Stimulated Emission of Radiation”. 

Material
Thermoplastics

Wood

Acrylic

Fabrics

Metals (industrial machines)

Applications
Engraving

Prototyping

Flat mechanical and structural parts

Investment
From basic engraver costing less than $500 
to mid-range machines that can cut multiple 
materials at around $3,500.

Process
A co-axial gas jet is used to eject the molten 
material and create a kerf.

A continuous cut is produced by moving the laser 
beam or workpiece under CNC control.

Laser Cutters are used in thermal process in 
which a focused laser beam is used to melt 
materials in a localized area

Laser Cutters have been a byword 
for efficiency and quality in 
materials processing.

Source: Laser Cutting: Cutting Processes, TWI Global, 2016



Digital Fabrication Tools – Water Jet Cutters

Water Jet Cutters

Features
Use water mixed with abrasive and high 
pressure to cut through practically any material.

Material
Plastics

Hard and soft metals

Stone

Glass

Composites

Applications
Prototyping

Flat mechanical and structural parts

Investment
From $10,000 to $20,000.

Process
Starts with an intensifier pump, which creates the 
ultra-high water pressure required for cutting hard 
materials.

The intensifier pump uses a hydraulic pressure over 
water system.

A large horsepower motor drives a hydraulic pump, 
creating hydraulic pressure which powers a piston 
in a cylinder.

After the water stream exist the orifice, an abrasive 
can be added to the water stream to allow it to cut 
hard materials.

Water Jet Cutters can cut thick sheets than laser cutters and work with hard 
materials that are difficult to cut to the precise shapes using other processes.

Water Jet Cutters are the latest CNC process that 
is capable of cutting a wide variety of materials 
using a very high-pressure jet of water.

Source: Waterjet Cutting Process Basics, ESAB
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