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o MECE (Mutually Exclusive, Collectively Exhaustive)
o lIssue Tree 714

o Hypothesis-driven approach

o Porter's 5 Forces
o SWOT &z 24M
o Value Chain Analysis

o Blue Ocean Strategy Canvas
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o DCF Z&z
o Sensitivity Analysis
o Scenario Planning

o Economic Profit Analysis
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o TAM/SAM/SOM

o Customer Segmentation

o Competitive Benchmarking
o Market Dynamics
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o Process Mining
o Root Cause Analysis
o Capability Assessment

o Resource Optimization
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Executive Summary (1-2 slides)

— Key Findings (3-5 bullet points)

— Strategic Recommendations (3-5 actions)



L— Expected Impact (M2 Zx})

Situation Analysis (2-4 slides)
F— Current State Assessment
— Market Context & Trends

L— Key Challenges Identified

Strategic Options (3-5 slides)
— Option 1: [F2FH]
— Option 2: [X2FH
— Option 3: [X2FH]

L— Comparative Analysis

Recommended Approach (2-3 slides)
— Preferred Strategy Rationale
— Implementation Roadmap

L— Success Metrics & KPIs

Financial Impact (1-2 slides)
— Investment Requirements
— Expected Returns

L— Risk Assessment

Next Steps (1 slide)
F— Immediate Actions (30 days)

F— Medium-term Milestones (90 days)



L— Long-term Objectives (12 months)
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Key Messages (1 slide)

L— 3-574 sHAl HIAIX] (So What S4!)

Context Setting (1-2 slides)
F— Industry Landscape

L— Company Situation

Analysis Deep Dive (4-6 slides)
— Market Analysis
F— Competitive Position
F— Internal Capabilities

L— Strategic Options

Strategic Recommendation (2-3 slides)
F— Recommended Path Forward
— Implementation Approach

L— Expected Outcomes

Risk Mitigation (1 slide)

L— Key Risks & Mitigation Strategies
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Bottom Line Up Front (1 slide)
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Supporting Analysis (5-7 slides)
F— Market Opportunity Sizing
— Customer Insights
F— Competitive Dynamics
— Capability Assessment

L— Financial Business Case

Action Plan (2-3 slides)
— Detailed Implementation Steps
— Resource Requirements

L— Timeline & Milestones

Appendix

L— Supporting Data & Methodology
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