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“Sales is merely the effect, the final leg of
the entire commercial engine.”

Vineet Trakroo, CEO & Chief Evolution Officer, Evolution Strategy Advisors LLP, on the first page of an

eleven-page conversation.

05 Sales Is the Last Number You See

The diagnosis, and why it starts upstream

08 When the Momentum Goes

Commodity driftand four moats under challenge

11 Growth or Leak

A strategy problem, or a struettiral one

15 Ten Percent Reaches the Top

Yoshida’s iceberg, priced in a quarter

17 Research Is Not an Offering

From a deck to a pipeline that ships

20 Through 2030

The few drivers that move an Indian B2C number

The September Issue. One conversation about growth, execution, consumer insight and future readiness, printed in the order it was answered, with the

working method drawn out around it.



A VISION THAT
OUTLASTS THE PLAN

. 4

ost companies do not stall because nobody wrote a strategy. They stall
because the strategy was the easy part. The document gets approved,
the deck is circulated, the quarter is named, and then the organisation
goes back to doing what it already knows how to do. That gap, between the plan

on the page and the behaviour on the floor, is the subject of this edition.

We look for leaders who work inside that gap. Vineet Trakroo has spent a career
there. As CEO and Chief Evolution Officer of Evolution Strategy Advisors LLP,

he is called in when a commercial number stops behaving, when a top line soft-

ens, when a category thins, when a sales force is visibly busy and the result is
stubbornly flat. His diagnosis rarely begins where the alarm was raised. Sales, he says, is merely the effect: the fi-

nal leg of a much longer engine.

That single sentence reorganises a great deal of thinking. If the number is an effect, then arguing about the num-
ber is a wasted quarter. The work sits upstream, in culture, in leadership ¢larity, in a strategic choice made three
years ago, in a delivery process nobody owns, in a customer experience that quietly costs more than it earns.
Across FMCG, automobiles, pharma, consumer products and building materials, and more than a hundred
brands, he keeps finding the same thing: the evidence was already in the file.. Somebody simply had to look

deeper.

With this September issue, PrimeCrest publishes leaders whose method is worth copying, not only their results.
Our cover subject makes an uncomfortable case: that strategy is ten percent of the effort and execution is the
other ninety; that deciding what not to do is the most important call a chief executive ever makes; and that today’s

revenue can be an illusion held up by yesterday’s distribution, a kind economy, or a weak competitor.

What makes the argument worth a whole edition is that it is falsifiable. Ask any commercial leader when their key
performance indicators were last rewritten, how much of the business now arrives through a digital channel, and
whether those two numbers agree. Ask how a dealer’s complaint travels from a counter in a tier-three town to a
slide in a quarterly review, and how much of it survives the journey. Neither question needs a consultant to an-

swer. Both tend to be answered badly.

We printed his answers in the order he gave them. What surrounds them here, the diagnostics, the ten and the
ninety, the iceberg, the road to 2030, is our reading of a working method, not a rewrite of it. Where he named an
example, we kept it. Where he declined to dress a failure up as a tragedy, we kept that too, because the sentence

he used instead is the better one: in business there are no pure mistakes, only learnings.

If your own number is short this quarter, the most useful page in this issue may be the one that tells you where to

stop looking.

Read it slowly. Then go and audit the ground.

[he Editors
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¢ THE SIGNATURE STORY - ONE

Sales Is the Last
Number You See

Vineet Trakroo on why a short top line is almost never a top-line problem, and what the data

already knows.

sales figure is the most public number a com-
pany owns and the least useful place to begin an
investigation. It is printed, circulated, compared
and defended, and by the time it comes in short, the de-
cisions that made it short are already months old. Vineet
Trakroo, CEO and Chief Evolution Officer of Evolution
Strategy Advisors LLP, treats it as the end of a chain
rather than the start of one. “Sales is merely the effect,

the final leg of the entire commercial engine.”

That framing changes what a review meeting is for. If
figures fall short of targets, the useful response is not a
marketing plan but a rigorous inquiry into underlying
root causes. Multiple functions contribute to.a commer-
cial result, which means the bottleneck rarely sits inside
a single department, and almost never inside the one

holding the number.

THE FRICTION
CHART

IS SOFTER THAN THE ©ORG

Underneath sluggish numbers he expects deeper organi-
sational friction rather than a single broken process step:
misaligned culture, leadership gaps, flawed strategic
choices, team competency deficits. Even delivery pro-
cesses and a poorly designed customer experience can
quietly derail top-line momentum for years without ever
appearing as a line item. Nobody signs off on losing a
buyer at the third touchpoint. It simply happens, repeat-

edly, in a place where no report is generated.

THE STORY IS ALREADY IN THE FILE

The compensation is that modern organisations generate
rich departmental data, which makes diagnostic discov-
ery far faster than it used to be. Operational friction
shows itself if you go looking, whether the drag comes
from supply chain inefficiency, customer satisfaction
drop-offs, or poor sales productivity. “The real story is
always in the data; leadership just needs to look

deeper.”
YESTERDAY'S METRICS, TODAY'S BUYER

The second failure is measurement. Many legacy, brick-
and-mortar companies still evaluate their teams on key
performance indicators designed for how business was
conducted two to three decades ago. Meanwhile a great
many enterprises now take thirty to fifty percent of their
business from digital channels, and digital is where the
incremental growth resides. When the scoreboard pre-
dates the market, effort concentrates in the wrong place
and the shortfall reads like a motivation problem. It is a
metrics problem. Departmental performance measures,
he argues, have to be comprehensively revamped to re-
flect the commercial reality the company is actually op-

erating in.

It also explains a boardroom pattern that reads, from
outside, as impatience. Established brands are increas-
ingly replacing chief executives; boards, in his account,
are trying to align an operating model with how younger

demographics buy, not swapping personalities.

Sales is merely the effect, the final leg of the entire commercial engine. If the figure is

short, the work is upstream. ’9

PRIMECREST - SEPTEMBER
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THE SUBJECT

Growth, strategy,
execution, {future
readiness.

Four watchwords, one brief. He has carried it
across FMCG, automobiles, pharma, consumer
products and building materials, and more than a
hundred brands.
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Where the questions get asked.

THE CONFERENCE CIRCUIT, WHERE THE ROOM HEARS IT THE PARTNERS, AT THE DESKS WHERE THE WORK 02 .
FIRST SITS 03

What are we selling, to whom, and has it become a commodity?

PRIMECREST - SEPTEMBER THE ROOMS OF THE WORK 07



When the Momentum Goes

The first diagnostic question is deliberately naive. The answers are rarely comfortable.

hen a large B2C business begins losing

growth momentum, the question he asks first

is foundational rather than clever: what are
we selling, to whom, and has it become a commodity? In
most cases the honest answer is that product differentia-
tion has eroded. Consumers today are highly informed.
They scrutinise ingredient decks and verify efficacy
claims, and even category-defining brands have lost sig-
nificant market share on that shift. Entire categories,
fairness creams among them, have faced massive correc-
tions driven by evolving consumer and social awareness,
not by a competitor out-advertising them. If the offering
no longer has a reason that survives a phone screen, no

amount of spend will put the number back.

Beyond the product itself he evaluates the operating en-
vironment for seismic shifts. Rapid technological ad-
vance, even before the full impact of AT is priced in, can
render an existing value proposition obsolete overnight.
Shifting trade barriers and supply-chain volatility can
close a core market and send a plan back to the drawing
board. Generations X, Y, Z and Alpha consume, evaluate
and purchase through entirely different journeys, reset-
ting expectations of distribution speed and convenience.
And demand generation itself, the traditional B2C ma-
chinery of advertising, media planning and creative mes-

saging, is navigating its own existential crossroads.

The real question for leadership, in his words, is organi-
sational agility: has the business adapted to these disrup-
tions, or is it executing a decade-old playbook? All four
traditional Ps of marketing are being redefined at once,
which is a harder problem than any single one of them

failing.

This is why established brands are increasingly replacing
chief executives. In his account the swap is not a person-
ality contest. Boards have recognised that the operating
model no longer matches how younger demographics
buy, and they are trying to buy that alignment in a chair.
It is a blunt instrument. It is also, often, the only one

they still trust.

The same logic runs in reverse for the digital-first chal-
lengers. Excellent online, they find that pushing the
same products through traditional offline channels intro-
duces severe margin and distribution challenges that of-
ten prove unprofitable without a strategic restructuring.
One house is living on a digital funnel. The other is liv-
ing on a van and a scheme. Neither playbook travels
cleanly across the aisle, which is why a company can look
healthy in one channel and already be leaking in the
other. Yesterday's moats, formulation, exclusive distribu-
tion, heavy spend, price, are all under active challenge at
once. That is the weather he wants a board to name be-

fore it names a new chief executive.

YESTERDAY'S MOATS, UNDER ACTIVE CHALLENGE

PRODUCT FORMULATION

A recipe is readable and a claim is checkable. Differentiation
that used to live in the lab now has to survive a phone screen
in the aisle.

ADVERTISING WEIGHT

Outspending the challenger stopped being a defence when
attention stopped being purchasable in bulk.

PRIMECREST - SEPTEMBER

EXCLUSIVE DISTRIBUTION

Shelf control matters less when the shelf is a search result and

the warehouse belongs to somebody else’s platform.

PRICING POWER

Informed buyers compare before they reach the counter. A
premium now needs a reason that survives the comparison.

WHEN THE MOMENTUM GOES 08



FORTIORA GROUP - APPLIED Al

Put an Al voice on the
revenue line.

Your commercial engine leaks where nobody is listening,
the call that rang out at 9:40 pm, the dealer who wanted
stock and got a voicemail, the quote that went cold over a
weekend. We build the layer that answers, qualifies and

books, in your brand’s voice, with the context intact.

01 Enterprise voice agents

Inbound and outbound, in your language and register. Human
handoff with the whole thread.

02 Always-on revenue desk

Missed calls, stalled quotes and dormant accounts worked on a
schedule, not a mood.

03  Channel copilots

Distributors, dealers and field teams get order status, scheme maths
and stock in seconds.
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¢ BUILT FOR THE COMMERCIAL ENGINE

Not a chatbot. A commercial system that
knows your channel, your SKUs, your maths.

Custom-built on your data, your telephony and your CRM, then measured on the only thing that matters:

recovered revenue per rupee of s .

01

Al Voice for Sales & Service

Agents that qualify a lead, quote from live price masters,
book the site visit and escalate cleanly. Every call

transcribed, scored and filed against the account.

Deployed in weeks - your numbers, your script

03

Custom Copilots & Automation

Not a generic assistant. Workflows built around your
operating model, collections, claims, onboarding, after-

sales, with approvals and audit trails where they belong:

Private deployment - your ci@e or ours

m L |

02

Channel & Dealer Copilot

The first customer in distribution-led B2C is the trade.
Give them instant answers on stock, schemes, credit and

dispatch, in the language the counter actually speaks.

WhatsApp - voice - dealer porta

04

Signal & Insight
Conversations\become structured data: objections, price

friection, churn tells, drop-off points. The analytics layer
that answers why a buyer left, not just that they did.

Board-ready dashboards, weekly

_I_

Hello@thefortiora.com
thefortiora.com - Sheridan, Wyoming
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A Growth Problem and a Leak
Are Not the Same Thing

10 -
STRATEGY

90 -

WHERE THE THINKING HAPPENS

he distinction he draws first is the one most re-
view meetings blur. A growth problem is strate-
gic: it is tied to market headroom, category
choices and positioning, and it can often be solved
through tactical pivots with fast turnarounds, followed
by a robust go-to-market that builds enduring value. Hit
fifty percent share in a mature segment and headroom
naturally diminishes; finding new growth then means
targeting entirely new customer segments rather than

pushing harder at the same ones.

An execution problem is systemic. It is a structural leak
in the bucket. If sales productivity is chronically low, the
issue is operational, and fixing it takes significantly
longer because it requires re-engineering infrastructure,
implementing new standard operating procedurés, and
driving genuine organisational adoption. The two are in-
terdependent, which is"why the diagnesis matters so
much: a brilliant strategic growth thesis will fail if the

execution engine cannot deliver.
WHAT REPEATS ACROSS FIVE INDUSTRIES

Having worked FMCG, automobiles, pharma, consumer
products and building materials, he finds the most uni-
versal commercial bottlenecks rooted in execution break-
downs. They stem from poor strategic guidance, a lack of
clear prioritisation, capability gaps, and the absence of
crisp operating frameworks, the same four, in categories

that otherwise share almost nothing.

the leak takes longer.”

PRIMECREST SEPTEMBER

EXECUTION

WHERE THE RESULT IS DECIDED

THE COMMUNICATION DISCONNECT

Internal communication is often surprisingly weak.
Frontline sales teams rarely have absolute clarity on pri-
orities, so they do their best with what they know. More
consequentially, on-the-ground market friction rarely
makes it up to executive leadership unfiltered, which
leaves boardroom decisions resting on assumptions that

expired two quarters ago.
TIMELY INF-MARKET DIAGNOSTICS

Practical execution friction/s inevitable. The differentia-
tor between winning-and losing companies is how fre-
quently leadership audits ground realities and imple-
ments timely corrections. Planning has to be anchored in
ground-level market realities, sales-force competencies
and channel partner incentives, not in the version of the

market that exists in the plan.
THE FIRST CUSTOMER IS THE TRADE

Consumer-centricity is vital, but distribution-led B2C
businesses must remember that the distributor, stockist,
dealer or retailer is the first customer to satisfy. If chan-
nel partners are not aligned, incentivised and supported,
the product will never reach the consumer effectively,

however good the consumer campaign.

“A growth problem is strategic. An execution problem is a structural leak in the bucket. Fixing

GROWTH OR LEAK 11



¢ PORTFOLIO - THE BALCONY

Above the Skyline, Off the Clock

Photographs supplied with the feature package, reproduced whole, the full frame, as shot, nothing trimmed to fit a grid.
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OFF THE RECORD LAST LIGHT
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As Given

NAME

DESIGNATION

ORGANISATION

WATCHWORDS

INDUSTRIES

SCALE OF WORK

INTERVIEW FOCUS

SUPPORTING MATERIAL

REFERENCES

THE TEN QUESTIONS,

Vineet Trakroo

CEO & Chief Evolution Officer

Evolution Strategy Advisors LLP

Growth - Strategy - Execution - Future readiness

FMCG, automobiles, pharma, consumer products, building materials
100+ brands

Growth strategy, execution, consumer insight, organisational agility, sustainable
growth

Professional photographs, recognition image, supplied logo

theevolutionconsulting.com/awards.php - linkedin.com/infvineettrakroo

IN THE ORDER THEY WERE ASKED

PRIMECREST -

What is usually hiding underneath a weak growth line.

The first thing to look for when a large B2C business loses
momentum.

How to tell a growth problem from anexecution problem.

The growth lesson that travels across FMCG, automobiles,

pharma, consumer products and building materials.

How a chief executive decides what to stop.

Turning consumer insight into growth rather than another

research report.
Why strong strategies fail during execution.

What separates a business growing today from one that is

genuinely future-ready.

The recurring mistake in established B2C businesses, after
100+ brands.

What Indian B2C leaders should start changing today to
build sustainable growth through 2030.

ST

EVOLUTION STRATEGY ADVISORS
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The Pléte, As Supplied

Reproduced from the feature package. The references below are the contributor’s own.
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RECOGNITION IMAGE - SUPPLIED WITH THE FEATURE

PRIMECREST SEPTEMBER

ON THE RECORD

PrimeCrest prints what it is given and says so. The
plate opposite arrived with the feature materials as
a single recognition image; the two references
beneath it were supplied by the contributor as the
place where the awards themselves are listed.
Individual honours have not been independently
verified for this edition, and we would rather write

that line than imply a check we did not run.

It is a small discipline, and it belongs in an issue
about execution. The subject’s own argument is
that leadership operates in a vacuum when
information thins on its way upstairs, that under a
tenth of what happens on the ground survives the

trip. A magazine is not exempt from its own cover

story.

REFERENCES

AWARDS theevolutionconsulting.com/awards.
php

HONOURS linkedin.com/in/vineettrakroo/detail
s/honors/

FIRM Evolution Strategy Advisors LLP

PACKAGE

Interview feature and supporting
visual portfolio

“In business, there are no pure mistakes,

only learnings.”

RECOGNITION 14



¢ WHY STRATEGIES FAIL

'Ten Percent Reaches the Top

Strategy is a tenth of the effort. The other ninety is a communication problem wearing an

operational disguise.

n terms of organisational effort, he puts the split at
ten and ninety. Strategy is ten percent; execution is
the rest. Even a sound strategy fails when execution
is neglected, and the failure modes are depressingly con-

sistent from company to company.
THE BUSINESS-AS-USUAL TRAP

Teams default to comfortable routines. Actions become
unthinking muscle memory rather than active responses
to a market that has moved. The plan is not abandoned;
it is simply overtaken by habit, one uneventful week at a

time.
ORGANISATIONAL BLIND SPOTS

Teams operating too close to daily operations frequently
miss the structural problem forming underneath them.
Proximity is not the same as visibility, and a busy quarter

is an excellent place to hide a developing category shift.
THE ICEBERG EFFECT

As the management theorist Sidney Yoshida pointed out,
less than ten percent of frontline operational problems
ever reach top management. Feedback from dealers and
frontline sales teams gets diluted like a game of tele-

phone on its way to headquarters, and leadership ends up

WHAT REACHES THE BOARD
Under ten percent of frontline operational problems

Dealer margin friction
Stock-outs at the wrong SKU
Where the buyer drops out

Service promises quietly missed

PRIMECREST - SEPTEMBER

operating in a vacuum, confident, well briefed, and

wrong.
DATA WITHOUT ACTIONABLE ANALYTICS

The failure is bidirectional by company size. Smaller
companies under-invest in understanding why their
products are chosen or rejected at all. Larger enterprises
drown in digitised sales data yet lack the analytical
rigour to identify where customers drop out of the pur-
chase journey. Both end up with a number and no

explanation.

Scheme maths nobody can explain
Sales productivity per call
Competency gaps in the field

Trade credit stretched thin

15 e St 2 ] S S S R ST 15
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THE NINETY

Feedback thins on the way
upstairs.

Dealer and sales-floor reality gets diluted like a game
of telephone on the route to headquarters. The
differentiator, he says, is how often leadership goes i

and audits the ground itself.




¢ CONSUMER INSIGHT

Research Is Not an Offering

Converting research into commercial growth requires an institutionalised, repeatable process, not a

better deck.

xpectations do not stand still while a product is
being used. As consumers live with a product or
service over time, their needs evolve from the pri-
mary functional job it was bought to do toward sec-
ondary conveniences: packaging functionality, dosage
precision, the way the thing fits into a life. Continuous
usage-and-attitude tracking is what keeps a company
aware of that drift, and it is the input that fine-tunes
marketing mix, product design and delivery formats be-

fore a competitor notices the same gap.
FROM A DECK TO A PIPELINE

The failure he names is organisational rather than ana-
lytical. Market research must not sit inside the market-
ing department as an academic deck. Leading enter-
prises maintain structured new-product-development
and innovation pipelines whose explicit job is to trans-
late customer feedback into packaging changes, SKU
variants, or entirely new offerings. The insight.is not the

asset; the pipeline that converts it is.
EXECUTING THE ADAPTATION

Where internal teams struggle to translate research data
into commercialised offerings, he argues that leveraging
external advisory frameworks can accelerate pipeline ex-
ecution and market launch. That is, in effect, a descrip-
tion of his own brief: not to produce another study, but
to move a finding through an organisation until it arrives

on a shelf as something a buyer can choose.

The test is unsentimental. If a quarter of research pro-

duced no pack change, no variant, no new format and no

retired SKU, the research did not happen, a report hap-
pened. The difference between the two is the whole of

this page.

INSIGHT TO OFFERING - THE REPEATABLE LOOP

01 02 03

Track Read

Usage and attitude, Why chosen, why

continuously, not rejected, where the

once a launch. buyer dropped out. finding.

PRIMECREST SEPTEMBER

Pipeline
A structured NPD

queue that owns the

04 05

Ship Feed back

Pack, dosage, SKU Result returns to the
variant, or a new line mix. The loop closes.

entirely.

CONSUMER INSIGHT 17



¢ PORTFOLIO - THE ROOMS

Where the Correction Happens

Boardroom, table, chair. The unglamorous geography of an in-market audit, and the rooms where a priority stack gets cut down to the

few drivers that move a number.

bt e itlan 8

THE BOARDROOM - WHERE ASSUMPTIONS GET AUDITED SUPPLIED
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THE TABLE THE PAUSE
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FORTIORA GROUP

ADVERTISEMENT

The call you did not answer
was the quarter.

*

_I_

Enterprises measure sales productivity and still lose the top line in the gaps between people,
after hours, at peak, on the third follow-up, in the language the customer actually speaks.

Fortiora builds custom Al voice and copilot systems that close those gaps and report what

they found. No generic assistant, no pilot that dies in procurement: a system wired into your

telephony, your price masters and your CRM, with an owner and a number attached.
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¢ FUTURE READINESS

The Few Drivers That
Move the Number

Current revenue growth does not equal future readiness. One of them can be borrowed.

urrent top-line growth, he warns, can easily be
an illusion sustained by historical distribution
moats, broad economic tailwinds, or weak com-
petitors. None of those three are capabilities. All three
can be withdrawn without notice, and a company that
mistook them for competence discovers the difference in

a single bad year.
THE AGILITY GAP

Consider legacy giants with near-monopolistic distribu-
tion and marketing muscle competing against new-age
players. A digital-native brand such as Mamaearth
achieved scale rapidly, outpacing long-standing legacy
brands in specific segments despite having none of the
legacy distribution infrastructure. One company is grow-
ing on historical momentum; the other was built for the
modern consumer journey. From a distance the growth

lines can look similar. They are not the same asset.
BORROWED CAPABILITHFS A STGNAL

When a global legacy FMCG powerhouse has to lean on
a D2C partner to manage digital marketing for its own
legacy personal-care portfolio, he reads it as a symptom
rather than a partnership: a deeper struggle to build in-
ternal, future-ready capability. The media plan is fine.

The capability gap is the story.
WHAT FUTURE-READY ACTUALLY MEANS

A future-ready organisation, in his account, is deeply
customer-centric. It systematically maps shifts in con-
sumer journeys and leverages modern technology and Al

to deliver hyper-personalised value propositions. That

agility, not a platform purchase, is the foundation of sus-

tainable long-term compounding.
THROUGH 2030

Building sustainable growth by 2030 requires one core
capability: the institutional agility to continuously sense
and respond to internal and external change. It shows up
as relentless focus, because sustainable success does not
come from doing everything; it comes from identifying
the few commercial drivers that truly move the needle
and executing them with extreme rigour. It shows up as
active environmental scanning, with leadership monitor-
ing market shifts, technological disruption and evolving
customer journeys, and willing to reshape the operating
model to drive customer delight. And it shows up as cus-
tomer obsession held as the north star. Restructuring hi-
erarchies, modifying culture and adopting advanced digi-
tal platforms are enablers. In an era where product fea-
tures commoditise rapidly, the ultimate source of enter-
prise value remains the customer’s end-to-end journey,

usage experience and overall satisfaction.

Sustainable success comes from identifying the few commercial drivers that truly

move the needle, and executing them with extreme rigour. ’0

PRIMECREST - SEPTEMBER
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¢ THE: CLOSE

No Pure Mistakes.
Only Learnings.

fter more than a hundred brands, he refuses to
dress a failure up as a tragedy. In business, he
says, there are no pure mistakes, only learnings.
That said, the single largest gap between sustained mar-
ket leadership and stagnation is a specific one: failing to
adapt offerings and go-to-market models as consumer
buying habits evolve. It is not a missing slogan. It is a file

that stayed still while the buyer did not.
ASSUMPTION VERSUS VALIDATION

Tweaking product formulations, packaging or customer
touchpoints without direct consumer validation is, in his
phrase, a recipe for value destruction. The change feels
productive inside the building and arrives in the market

asastranger.
FORCE-FITTING ACROSS SEGMENTS

Designing an offering for one niche and then force-fit-
ting it across divergent consumer segments leads to
brand dilution and weak sales. The initial success s real;

the extrapolation is what fails:
DILUTING STRATEGIC CAPACITY

Organisations frequently try to solve too many initiatives
at once, creating competing internal priorities. Real
transformation requires matching strategic ambition to
internal capability constraints and executing systemati-
cally, phase by phase, which brings the argument back to

the decision he rates above all others.

(44
Match the «

Vineet Trakroo

CEQ & CHIEF EVOLUTIONSOEFICER::
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DECIDING WHAT TO STOP

Deciding what not to do is the single most critical deci-
sion a CEO will ever make. It requires ruthless focus, be-
cause an organisation cannot pursue multiple high-
stakes objectives simultaneously without diluting the
quality of all of them. Four disciplines make that surviv-
able. Initiatives are prioritised on maximum impact to
core bottom-line outcomes, and the stack is recalibrated
quarterly as capabilities mature and bottlenecks clear.
Every department rallies around a single shared opera-
tional agenda, whieh is the only reliable cure for siloed
cross-purposes. Advanced analytics are used to surface
frontline sales friction, channel margin pain points and
strategic execution gaps. And internal capability is
benchmarked honestly against industry leaders, while re-
membering that sophisticated frameworks and analytics
are useless without a high-performance culture commit-

ted to accountability and delivery.

=t

EVOLUTION STRATEGY ADVISORS

EVOLUTION STRATEGY ADVISORS LLP

THE CLOSE 21



¢ PRIMECREST - HOUSE PAGE

The ez

Edition

PrimeCrest publishes leaders whose method is worth reading, not only their results. Every
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