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Pointing you to articles of interest to strategists in leading publications 

 
In this edition: Planning for Brexit on one hand and a trade war on the other, rethinking the triple bottom 
line, turbocharging strategic planning, reflections on strategic challenges during Indra Nooyi’s time as CEO 
of Pepsi, and how Gwyneth Paltrow built Goop in to a $250 m company   

 
How Multinationals Should Be Planning for Brexit 
Mark McNamee and Athanasia Kokkinogeni. HBR 
Brexit is almost upon us, but few large firms are well prepared, say the authors of this excellent article. 
Many multinationals are making one of three mistakes: (1) adopting a wait and see attitude pending fuller 
information (unwise, say the authors, because both the EU and the UK are dragging out negotiations in 
order to maximise leverage, with the result that we may not have perfect information by next April, when 
Brexit is due), (2) relying on historical data to set post-Brexit targets (misleading, because consumer price 
sensitivity has increased, it has become harder to hire EU nationals, and operating costs have risen), and 
(3) failing to take into account Brexit spillover effects on currencies, regulations and cost increases when 
evaluating the expected impact on business. Instead, the authors say, companies should follow six steps 
to prepare for Brexit. First, they should evaluate their Brexit vulnerability along key dimensions of their 
exposure (exchange rate, supply chain, competition, demand dynamics, talent) and value chain (suppliers, 
logistics, customers, stakeholders). Secondly, they should create a dedicated cross-functional working 
group with responsibility for Brexit strategy. Thirdly, companies need to start iterating through possible 
scenarios, assigning each a likelihood of impact and assessing the implications of each for business. 
Fourthly, after identifying the most likely areas of impact, firms should take their analysis of impact a level 
of detail, examining the nature, level, and timing of the impact on operations. Fifthly, firms need to model 
how their sales and costs are likely to evolve in each scenario, incorporating the results of the modelling 
into the company’s strategic planning for the UK. Sixthly, looking at the long term, firms need to 
understand whether and how their value proposition will evolve as they adapt to Brexit disruptions. With 
those six things done, firms can begin to make decisions around pricing, product portfolios, supply chain 
management, channel management, and people. More 
 
How Much Will a Trade War Hurt Your Company? 
Christian Ketels and Martin Reeves. BCG Henderson Institute 
Politically, it’s not just Brexit preoccupying strategists at the moment: a glance across the Atlantic raises 
the prospect of the US becoming embroiled in a trade war. The Bank of England is bearish (predicting a 
reduction in global GDP of 5%); the World Bank expects global GDP to drop by only 1%, although it sees a 
10% reduction in trade. This article from BCG offers specific points to help strategists proceed in the face 
of these conflicting signals. Disaggregate predictions about global effects, the authors say: look for the 
effects on prices and margins in your particular industry along your value chain, as tariffs will impose a 
burden on some industries, but not others. Since tariffs shift value around, be alert to the possibility of 
capturing value. Look for market elasticities beyond the tariff itself – ask how much of the tariff can be 
pushed over to customers, how easily domestic producers can intervene and take market share, and 
whether third-country producers who are unaffected by the tariffs might be able to step in. Remember, 
when you analyse the effect on your industry, to be alive to non-tariff barriers, like local content 
requirements or health and safety standards. Count not only the cost of the tariffs, but the cost of 
adjusting to them. If your firm is one of those to benefit from tariffs, acknowledge that there is an 
expectation that you will invest, increase employment and ramp up production – but consider carefully 
whether this really makes economic sense for you. Finally, if you believe, as many do, that trade policy 
and its effects on the economy are becoming more important, ensure that your firm has the ability to 
analyse trade policy and to evaluate its impact on your strategy as a whole, not just on your bottom line. 
More 

https://hbr.org/2018/05/how-multinationals-should-be-planning-for-brexit
https://bcghendersoninstitute.com/how-much-will-a-trade-war-hurt-your-company-96b2926823af


 
25 Years Ago I Coined the Phrase “Triple Bottom Line.” Here’s Why It’s Time to Rethink It.  
John Elkington. HBR 
In 1994, John Elkington came up with the “triple bottom line” concept, which evaluates a company’s 
social, environmental, and economic impact. Now, he’s calling in HBR for a product recall – perhaps the 
first product recall ever for a management framework. The triple bottom line was a good idea 25 years 
ago, he says, but it was intended to be something much more ambitious than it’s become: from the very 
beginning, it was intended to transform capitalism, and that hasn’t happened. Rather, the concept has 
been “captured and diluted by accountants and reporting consultants,” with thousands of triple bottom 
line reports produced annually, but little thought given to aggregating the data in ways that help policy-
makers track and respond to the effect of corporate activity. And, finally, one of the three bottom lines – 
economic impact – has always overshadowed social and environmental impact. More. 
 
Eight shifts that will take your strategy into high gear 
Chris Bradley, Martin Hirt, and Sven Smit. McKinsey Quarterly. 
Leaving the annual strategic planning process behind may sound like the ultimate corporate heresy. But 
these McKinsey authors advocate it (in favour of a rolling plan that can be updated as needed), along with 
other measures to improve the quality of your strategy by proofing it against corporate politics, individual 
incentives, and human biases. Their other suggestions: not debating a single proposal at a time, but 
weighing multiple hard-to-reverse choices together, forcing the executive team to focus on choosing 
between them; focusing resources on the most promising projects, rather than spreading them evenly (an 
obvious point, this, but one that can get lost as executives jockey for attention for their own initiatives, so 
the article’s authors suggest some practical methods to focus senior management’s attention on selecting 
the most promising projects.) The authors also suggest developing a “momentum case” to go along with 
the standard base case when projecting forward. (A momentum case is a version of the future showing 
current performance continuing on the same course, to give decision-makers an idea of the impact 
initiatives to change their current trajectory will need). Finally, the authors recommend ensuring that 
enough resources are available for reallocation to have real impact (instead of zero-based budgeting, they 
propose “80%-based budgeting”, a process in which 20% of the overall pot is contestable each year). 
More. 
 
“I Wasn’t Stupid Enough to Say This Could Be Done Overnight” (Pepsi CEO Indra Nooyi) 
Freakonomics 
Stephen Dubner interviews Indra Nooyi, the CEO of Pepsi since 2006 who’s stepping down this October, 
about her tenure, and about the strategic decisions she’s led. It’s a fascinating, wide-ranging discussion 
that canvasses her experience dealing with activist investor Nelson Peltz (who wanted Pepsi to spin off 
Frito-Lay), her appointment, in an age where sugar is demonised, of a chief scientist with a specialty in 
diabetes, and her decision to reorient the brand, moving away from soft drink line extensions towards 
growing a “Good for You” business that focuses on fruits, vegetables, whole grains and nuts. Transcript 
and audio. 
 
How Goop’s Haters Made Gwyneth Paltrow’s Company Worth $250 Million 
Taffy Brodesser-Akner. New York Times 
Goop, Gwyneth Paltrow’s website-based lifestyle brand, is both famous (since its founding in 2008, it’s 
grown to a $US 250 m valuation) and infamous (the “wellness” ideas and accessories it touts so enrage 
medical professionals so much that there’s something of an anti-GOOP brigade in the popular media). 
This highly readable New York Times article looks at how Paltrow has systematically built her brand, 
adding verticals block by block and creating a highly effective marketing funnel. The article also looks at 
how Goop has grown, not despite media detractors, but because of them –a lesson on turning crisis 
management into opportunity capture. More. 
 
You’re receiving this Journal Retrospective because your company is a member of the Ashridge Collaborative Strategy 
Network. However, if you’d prefer not to receive the Retrospective in future, just email ASMC’s Angela Munro. 
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