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Opportunity (+)

* Government subsidies for environmentally
friendly vehicles

(—)Threat

* Global instability
* China policy

* |ncreased demand in China, the U.S.
* Rise of emerging countries

* Slowing economic growth in developed
countries
e High fuel prices and Inflation

* Experience oriented
* Digital native

* Lower Car usage in young ages
e Sharing economy

* Advanced self-driving technology
* New production technology

* Collaboration with IT platform companies
required
* Increasing entrants with new technologies
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Headwinds ([R] AMU M EL)

Weakness

Internal limitations that may interfere with
the company’s ability to achieve its
objectives

Tailwinds (BLVJEL)

Threat

Current and emerging external factors
that may challenge the company’s
performance

External Internal

Copyright© Global BootCamp Program All Rights Reserved

fili 8%
)



SWOTS T : [l cBcTO4 S5 4]

o)

Internal

©
c
S
(O]
o+
x
L

g% gz gz
EEITD EEID EUHY

PEST/ 4T Gl Opportunity 1M D EETESEL .

-MBAERGZEET ADIEM

- HI TMBAZ(AER TESHIGMILY
“MBARSA TV ILEE

-BARTIES A—/NILEERAL DS
G O—NI)LAMDFEEIAZ A =T
FOTAVBBEDER
SJRFYT DHEE

Copyright© Global BootCamp Program All Rights Reserved

[ZIEFERTEL LM strength I BAERIMERA 2k,

-BELLASTHBAELND

DA NIV AN RS (THEH TR
- BREENRTINGZN
-REBO-OFREIAIID
TEESHEAD—FHHLL
-FEEO

-JSVRA

- KIREREAAELLY
"BERNAOTELRTIITEMNELL
AUTABEDRE

-SEEMME DR ENE (PR 1T S AT RETE)

g%
zzx%



i} R
&Y D

(e.g. STP/4P)

Copyright© Global BootCamp Program All Rights Reserved



STP##h

Copyright© Global BootCamp Program All Rights Reserved



HiB % P Wit HiE%
ST Pﬁ*ﬁ t ‘i vz IEEESS yus E23

STPo 1 & (3. *ﬁﬁﬁnn’?ﬂ' Xz icHT & =TI,
ZDHWNPHRIED T ZHEICTBH =T T4 ITD7v—LT7—7,

I A VT =g A B
Segmentation - I\ J
TR A RBED SEAMLT T L o o
W- XR—=T YT AT
Targeting
Wb L7cmm T, 80 74 — L EZ RO D [ C D
0 N o — N N (S
Koy azZvy
P Positioning o At
—[E] D A it JE— K
MmN TOBMHERDILBUEZ RD S cit T E.*ﬁg:.
i -z

Copyright© Global BootCamp Program All Rights Reserved



STPAF & 1%

STPZ D BERY
HHORONE-EFEZNENISTERALTESRRZI1TI T &,

< DLEICESTETOBEZNRICZEHELCESAXEZERT
Z & IXREE,

STPA#TZ#A L TELAZERNICHIZEZ FIFon2HiGeERE L.
ZDBEHNTED LD ICHFEMUEZRD., BRBZRLILENH D,

KELDIZ, HEEDHEOLGHIIC [BHEmOBESZA] 252 L

Copyright© Global BootCamp Program All Rights Reserved



NI
(I

T A

\l

Y IOAVT—2 3V
Segmentation

hmimE Mot (B X kM) §52 &

BT APER TIBEMAMETZCETHSDNAEREARELEYDC L ’

F—5v FOBRPEEEY

e he oo o
Pebdebe hoheie
B bebe b bobe
oo he oo ho
Podebe hohele
= e b b o ho

HMeE I —71t

A MA

) D

2

42 24 2214

72 MB

t7x-rC

2121 2
214 22
24 22

RULTLWRRROBE. ©IAPOEIDSEZ—FY FEREL.

TRV IMBLRFLBARMEERS -5 T 1 2 7DPIBICBITLTNLS

Copyright© Global BootCamp Program All Rights Reserved

hi5%
EETD

~

-
-

-

ETET D EYH9
1 =me=
AR | gy
VAN
=ms |
SUVAZ i

J

J
~

{fifE %
EZX%



K N — ~ o ?ﬁ%i%’& ﬁ%@'% {fE % (&%
o EHT S EHTS fEY T Ex%
tﬁmx/7u—/3,/

minZE, ML 3B —X2HODBTEICHITITEZID I L,
—ixEIIC 4 DDEHZYY OICEZ S,
@ o) ® @

AOBRERER HuIBRYZT 2L DERER ITEIRER

EER CSATREAN
I TAT=2 - B

Rile W7

= - i

- RIRKER. KT EHD - RS

IR Y bR, AP

ERICL-TERDH B Y O%ZEWG TSI &HKY

(B 1 A A4 HBICHIBRZHIZEZE LG, RE)

Copyright© Global BootCamp Program All Rights Reserved




STUDENTS

Copyright© Global BootCamp

WiTH A TAT—T &=

L IAYTF—=a3Y  TFEITSTT74v5
X&) L 7=

{ififi& %
EERT D

Example of Life stage segmentation categorization

YOUNG
‘ Less disposable income COUPLES
Fewer responsibilities A
& Freedominterms of time |
Experience led

Spontaneous, budget-sensitive,
experience-led vacation behaviour.

«” Solo travelling packages
«” Experience led packages
+«” Budget-friendly trips

YOUNG
CORPORAT

Less financial burden
New found disposable income
Looking for work-Llife balance

Looking to try something new, first-
time experiences and unwinding
from busy work schedules.

v Business-leisure trips
v/ Adventure/Experience led
«b o Neyv locations, Newfound

EMPTY
NESTER

Less responsibilities
Lessrisk averse

Rose-tinted glasses for
Travel, experience with a partner
more important than price.

v Honeymoon packages

v’ Romantic getaways

v/ Packages that include more than
just stay (F&B, bubbly etc.)

COUPLES
WITH KIDS

Financial burden

More income
Less responsibilities
Leisure, big ticket items

Looking for big ticket leisure items to enjoy
their new found freedom, version 2.0

v Cruise
v’ 5-star hotel packages
v’ Packages inclusive of F&B and spa

Savings may differ
Less responsibilities
Getaways with partner

More responsibilities
Risk-averse

Advanced planning for
comfortable family
vacations.

v Family packages
v Kids activities

v Price sensitive but
focusing on leisure

Looking for a necessary life break
to unwind

v Nursing packages/extra care
v Long termtrips
v/ Rejuvenation Packages

Examples: Packages based on
savings, Extra care packages,
advanced room service, group
activities
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FY17 | FY18 | FY19 | Fy20 | Fv21 FY23 | FY24 | FY25 | FY26 | FY27 | Fyas ;
A 36530 | 32163 | 30864 | 21799 | 36249 | 30964 | 39161 | 40214 | 39332 | 30784 | 39502 | 39596 Emerging brands takes up shares by offerin g affordable vehicle
B HB 110910 | 126895 | 115631 | 74810 | 84958 | ooos7 | 90192 | o0s66 | s9a17 | ssest | sssa2 | s7990 :
B MPV 6446 6235 7664 7710 | 13338 | 14134 | 14014 | 14014 | 13719 | 13563 | 13426 | 13199 :
BSD 17757 | 14021 | 14861 | 7648 | 11342 | 8091 9065 7587 7221 5998 5432 4400 :
B SUV 17410 | 14060 | 20351 | 28400 | 56750 | 86337 | 95645 | 102130 | 110390 | 117410 | 128074 | 136385 ;
B SUV + 14191 | 15679 | 19071 | 14300 | 14854 | 17311 | 19399 | 21438 | 23485 | 28650 | 28318 | 30797 :
CcHB 18110 | 12910 | 12197 | 6447 4152 4043 3859 3544 3237 2878 2563 2200 :
C WPV 357 68 162 72 778 839 1124 1221 1511 1635 1998 2200 ;
) 31477 | 20415 | 21119 | 13161 | 14005 | o230 | 10814 | 8814 8263 6623 5773 4400 : 54% 6.4%
Csw 24620 | 28761 | 20042 | 20620 | 34860 | ss072 | 38273 | 40707 | 43524 | ae0st | 49817 | 52704 ;
Csw+ 25191 | 25365 | 23638 | 15992 | 17902 | 19298 | 19817 | 20328 | 20613 | 21010 | 21605 | 21998 13.7% 12.7% . on  121% 11.6%
D 19366 | 13870 | 10848 | 5689 6483 8957 7754 7551 6533 5993 5089 4400 | 10.0% 11.9% 13.7% . 15.3% 6.4%
D swv 2491 | 20720 | 17507 | 13046 | 15485 | 10118 | 11568 | 12420 | 13743 | 14710 | 16378 | 17508 ; 153%  16.2% 6.8% g
E 2626 2308 1585 922 778 1242 1114 1397 1481 1776 2080 2200 : 14.0% 1.4%
E suv 7906 5049 5739 3894 5069 6874 6744 7809 8238 9288 9941 10999 146%  140%  151% 14.3% 6.7% 6.6%
F 650 437 419 249 251 263 688 580 1155 1644 2052 2200 ; .
F SWV 3372 2431 2251 2391 2420 3219 3414 3605 3770 3957 4195 4400 7.5% 7.1% o
S 1029 785 817 489 428 590 850 1028 1325 1530 1914 2200 : s
Total PV 360439 | 352072 | 343686 | 237738 | 321011 |355669.05| 373497 | 384951 | 306957 | 408480 | 427000 | 439950 ; 6.9% 7.2%
Fvi7 | Fv1s | Fv19 | Fv20 | Fv2r | BP22 | Fv2s | Fvaa | Fv2s | Fvze | Fy2r | Fvas :
0.5tPU 21494 | 20516 | 15495 | 11114 | 10706 | 16553 | 18262 | 18862 | 19492 | 20101 | 20087 | 20741 18.9% 19
1.0tPUDC 57001 | 59709 | 53850 | 46830 | 54468 | 58173 | 64553 | 67062 | 69700 | 72285 | 72640 | 75420 ; 9.4% 13.3%
1.0tPUKC 1950 | 12670 | 11161 | 8583 8749 7092 7625 7671 7716 7740 7519 7542 : % 1.1%
1.0tPUSC 46948 | 45745 | 40357 | 30531 | 30478 | 46180 | 51314 | 53379 | 55550 | s7esa | 58040 | 60336 ;
cov 5399 4885 4236 3099 1995 1793 1924 1933 1940 1943 1884 1886 ; B FELA el FélG FrL R P Frad PRl Bz A3
HVANSTRUCK | 7694 8207 7773 6299 7268 8191 8633 8502 8358 8181 7739 7542 ; June YTD
MVAN 22620 | 21992 | 23862 | 15583 | 21538 | 14448 | 15772 | 16117 | 16478 | 16810 | 16616 | 16970 i Btmerging (Haval, Chery, GWM, Mahindra and Suzuki) MTOYOTA MNISSAN  “HYUNDAI  WVOLKSWAGEN MFORD  MOthers
Total 173196 | 173724 | 156734 | 124039 | 144202 | 152430 | 167803 | 172049 | 178343 | 183520 | 183000 | 188550 :
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Navara Source Of Sales / Customer Demographics

Source Of Sales

EFirst Time Buyer ®Replaced vehicle ®Additional vehicle

% 68% 32%

<Current Vehicle>
C-Cross/ o
suv 1%

B-Upper
Hatch HH 13%

B-Sedan [l 13%
D-S:gan/ . 13%
1.0t PU I 64%

C-Cross/
sSuv

C-Hatch I 13%
B 12%

Replaced Vehicle

D-Sedan/ , ., aae
e 1 &% \
B-Lower | 5o,

Hatch

C-Hatch | 3%

<Previous Vehicle>

Customer Cross shop — Main Alt. vehicle
Current car — 27 car in household

64 NN ES S50\

MOTDR
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Consider Alternative Car %

5206

Retention

hi%% {ififi& % i %
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m Retention m Conquest

48%

Conquest Top3
Ranger 43%
Hilux 21%

PV 20%

Customer Demographics

Age (In Yrs.)
AVG: 46
17-25 | 2%
26-35 HHH 20%
36-45 [ 31%
46-55 [ 20%
55+ I 27%

Mindset

High driving position, distinctive

styling

Marital
Gender

Status

Male: 88%
“ Married: 84% Female: 12%
Average Monthly EtthIty
Household Income
&I ZAR 70,000 .

28% 67%

@ Pay more for safety tech, pay more for

environmental features

N

Source: NCBS 2019
Nissan Confidential C
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Company

e Fitbit: riding the fitness wave to glory

It was 2009. James Park and Eric Friedman were at a breaking
point. They’d been flitting around Asia for months, setting up
the supply chain for their company’s first product, the Fitbit
Tracker. Having raised capital to launch the product with nothing
more than a circuit board in a balsa wood box, they were

now on the verge of pushing the button to start the assembly
line. But with thousands of orders to fill, they discovered that
the antenna on the device wasn’t working properly. They stuck

a piece of foam on the circuit board and called it ‘good enough’.

Five thousand customers received shiny new Fitbit Trackers just
in time for the holidays.

Getting a start-up company off the ground is challenging.

Getting a hardware start-up to succeed is near impossible, especially
when you’re the pioneer. But with so many changes in

the marketing environment, Park and Friedman knew they had
something special. Pedometers had been selling for years, following
personal fitness and wellness trends. But those devices

were low-tech and limited in the information they provided
consumers. And with the seemingly endless demand for
high-tech gadgetry, Park and Friedman saw big potential for

using sensors in small, wearable devices.

The two entrepreneurs were correct. In just seven years, Fitbit
has marketed more than a dozen different products and sold
millions of units In 2015 alone, the company shipped 21 million
devices — almost double the previous year’s number — ringing up
$1.86 billion in revenues and $116 million in profits. Fitbit created
what is now a fast-growing segment — wearable tech. Amid its
best year to date, Fithit went public with an initial public offering
of $4.1 billion. How did the company go from a balsa wood box
to sitting atop an exploding industry? To hear Park tell it, ‘It was
the right product at the right time at the right price point.’
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A magical device
Although Park’s response may seem simplistic, it’s right on.

Coming up with a product that delivers the right benefits to consumers

at precisely the time they need them is the key to any

new product launch. In Fitbit’s case, consumers were hungry for
this small device that could not only track steps taken but calculate
distance walked, calories burned, floors climbed, and activity
duration and intensity, all from an unobtrusive spot — clipped on

a trouser pocket. What’s more, the Fitbit Tracker could track sleep
quality based on periods of restlessness, the amount of time
before falling asleep and the amount of time actually sleeping.
Even more enticing to consumers, the device could upload

data to a computer and make them available on the Fitbit website.
At the site, users could overview their physical activity, set

and track goals, and keep logs on food eaten and additional
activities not tracked by the device. To top things off, the explosion
of social media and sharing personal information went

hand in hand with what users were uploading. By design, Park

and Friedman put more into Fitbit’s software than its own hardware,
recognising that other hardware device companies like

Garmin had short-changed the software aspect.

But Fitbit’s success can also be attributed to new models.
Recognising that gadgets have a limited life span and that
competition would attempt to improve on its offerings, Fitbit

has made development a constant process. From the original
Tracker to its current Blaze smartwatch with GPS, heart-rate
monitor and the ability to display smartphone notifications for

calls, texts, calendar alerts, Fitbit has stayed ahead in giving consumers

what they want.

An unexpected opportunity

Still, Fitbit's path to success has been challenging. One big
challenge the company has faced from the start is customer
retention. Like many diets and pieces of exercise equipment,
users are drawn to the ‘wow’ factor of something that can
improve their health and wellness but quickly fizzle out. And if
users stop using a device, they are far less likely to purchase the
‘new-and-improved’ version, much less recommend it to anyone
else. But an interesting thing happened as Fitbit got things
rolling. The company received a flood of calls and messages



from corporate human resource departments. Perplexed as to
why businesses would want to buy Fitbit devices in bulk, the
company assigned a point person to find out.

It turned out that corporate America was going through a push
to enrol employees in wellness programmes. The reasons for this
push extended far beyond concerns about employee health and

well-being. Healthy employees provide major benefits for a company.

They call in sick less often and are generally more productive.
They also cost less in terms of health-care benefits. And although
diet and exercise can’t erase every poor health condition, they
can have a big effect on health factors such as blood pressure,
cholesterol levels and blood sugar levels — conditions related to
common diseases such as heart disease, stroke and diabetes. So
it’'s no wonder that companies have an incentive to do whatever
they can to motivate employees to take better care of themselves.
As Fitbit talked to companies, it discovered that most were
struggling to enrol even a small proportion of employees in their
workforce wellness programmes — many had less than 20 per
cent compliance. One problem was that — even as the latest
fitness wearables from Fitbit and its competitors were showing
up around offices everywhere — participation in corporate wellness
programmes often required the use of a bulky corporateissued
tracker, better known as an analogue pedometer. ‘Can

you imagine asking engineers to wear a janky old pedometer
and write down their steps?’ mused Amy McDonough, Fitbit’s
corporate point person. Fitbit, of course, offered a much more
high-tech option, letting individuals easily track more complex
data and letting HR departments easily compile and analyse the
data as well. Fitbit’s bulk sales to corporations started rolling in.
Much to Fitbit’s pleasant surprise, Fitbit products sold

through corporations versus those sold to individuals had
noticeably higher retention rates. Fitness trackers in corporate
wellness programmes were often used in wellness challenges —
maintain a minimum of 10,000 steps a day and get free annual
leave days or a discount on health insurance premiums. It might
seem logical that people would stop using their devices once

Copyright© Global BootCamp Program All Rights Reserved

a challenge ended. But when IBM gave out 40,000 Fitbits to
employees over a two-year period, it found not only that 96 per
cent of employees routinely logged their health data and eating
habits but that 63 per cent of employees continued to wear their
Fitbits months after the challenge concluded.

Other companies noted even greater tangible benefits.
Cloud-services start-up Appirio bought Fitbit devices for 400
employees. Armed with data from the wearables, Appirio

was able to convince its health insurance provider, Anthem,
that the increased health benefits were translating into lower
health-care costs. This gave Appirio the leverage to negotiate
lower premiums, shaving $280,000 off its annual bill.

Today, Fitbit’s well division offers tools specifically designed for
employers, such as dashboards, dedicated service support and
webinars. Corporate clients include BP America, Kimberly-Clark,
Time Warner and Barclays. Target offered Fitbit Zip trackers to
335,000 of its employees. Corporate sales currently account for
10 per cent of Fitbit revenues. But the corporate share of the
sales will increase, as adoption in that sector is growing at a
faster rate than in consumer markets. Founder Park claims that
the use of Fitbits in employee wellness programmes is having
an impact not only on health and well-being but on job safety as
well. Companies have also experienced improvements in office
cultures as a result of the unified effort among co-workers to
achieve fitness goals together — a factor that is also likely boosting
retention numbers in the corporate setting.

Encountering hurdles

With high growth rates and plenty of market potential, it would
seem that the sky is the limit for Fitbit. But Fitbit still faces numerous
obstacles. For starters, privacy issues have increased as
technology creates new ways to gather and share information.
In Fitbit’s early days, information logged by users was public by
default. That meant that as users integrated their information
into social networks, their fitness, eating, sleeping and, in some
cases, sexual activities were being posted for all to see. That
was easily remedied by making ‘private’ the default setting. But
general concerns about what happens with uploaded personal
data remain, even amid assurances from Fitbit that it does not
analyse individual data or sell or share consumer data.



But other privacy matters haven’t been so easily managed.
Fitness trackers and the data they generate are not regulated.
That means that any organisation bound by compliance with

the U.S. Health Insurance Portability and Accountability Act
(HIPAA) has had to tread lightly when adopting a digital tracking
device. Fitbit has always been proactive on privacy and information
security issues, leading the industry by working with Congress
on legislation in this area. Fitbit recently achieved HIPAA
compliance, which goes a long way toward putting employers’
fears about privacy and security to rest.

But other concerns remain on the part of both employers and
employees. Even as Fitbit and its corporate customers do all they
can to allay privacy concerns, many employees have expressed
concerns that companies will misuse the data. Concern about
what data are being collected and how they are being used

has led some employees to wonder whether their Fitbits could
be telling employers if they are recovering from a wild night of
partying, calling in sick when they really aren’t, feeling nervous
in a meeting or even if they become pregnant.

Although the overall benefits of integrating a Fitbit device

into wellness programmes and the associated challenges seem
clear, there are negative outcomes as well. Health experts point
to the potential for a cultural divide between the ‘dos’ and the
‘do nots’. Employees with disabilities, chronic ailments or even
unhealthy habits may opt out of such programmes. Particularly
in programmes that use leader boards and group incentives, the
result can be to celebrate the fit but demoralise those who are
not. And rewards given to those who participate as well as those
who succeed are viewed as penalties for those who opt out.
Cheaters are also a concern. Yes, some participants in wellness
programmes have found ways to fool their Fitbits. For example,
a dog can trigger 13,000 to 30,000 steps per day with a Fitbit
attached to its collar, easily exceeding the standard 10,000-step
goal. Social media sites have erupted with shared practices.
‘Want to cheat your Fitbit? Try a puppy or a power drill’, suggests
one tweet with a link to instructions. Other methods for logging
steps include putting it in the dryer, shaking the fist, attaching
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it to small children, playing the piano, conducting music and
whisking a bowl of chocolate-chip cookie batter. Even the vibrations
from riding a Harley or a lawnmower can do the trick.

Beyond these concerns that stand in the way of more widespread
acceptance and use, perhaps Fitbit’s greatest challenge

is competition. With a dominant market share in the rapidly
growing product category that it created, you might think the
Fitbit has it made. However, as digital technologies advance on
all fronts, it has become apparent that a fitness tracker is not a
product. It's a feature. That became painfully apparent when

the Apple Watch hit the market. The Apple Watch wowed the
public as a wrist-worn extension of the iPhone with practically
unlimited app potential. Its fitness tracking features seemed to
minimise those of Fitbit’s products. And if Apple can jump Fitbit’s
train as one simple addition to a far more robust product,

what other companies and devices might make their way into
Fitbit’s territory? And on the software and analytics side, Apple
Health and Google Fit seem poised to corner the market with
compatibility across mobile platforms.

But Fitbit is hard at work differentiating its wares and positioning
itself as more than just a maker of fitness trackers. It has

already introduced its own smartwatch. And its ‘next big leap’

is to move beyond fitness tracking into medical diagnosis. By
partnering with organisations that can link Fitbit’s products with
more detailed clinical research, Fitbit devices could soon replace
blood glucose meters and even alert users to dangerous health
conditions and disease. If Fitbit can successfully position itself

on strengths that competitors have a hard time replicating, the
sky may be the limit.

Questions for discussion

1 What microenvironmental factors have affected Fitbit since

it opened for business?

2 What macroenvironmental factors have affected Fitbit?
3 How should Fitbit overcome the threats and obstacles it faces?
4 What factors in the marketing environment not mentioned

in this case could affect Fitbit?
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