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Why enuring consumer brands build

capabilities that competitors cannot

easily replicate, rather than relying
solely on products, promotions or
market momentum
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VALUESCOPE™ is Cuma's thought leadership
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financial issues shaping
India's mid-market
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offers practical perspectives
designed to help business
leaders identify opportunities
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Creating Sustainable Competitive
Advantage

Many consumer brands experience periods of strong growth. A successful
product launch, an effective marketing campaign, a new distribution
partnership or changing consumer preferences can create momentum that
drives rapid expansion. The challenge is that momentum alone is rarely a
sustainable strategy.

o Markets evolve.

e Consumer preferences change.

o Competitors respond.

What differentiated a brand yesterday may become commonplace tomorrow.
As a result, one of the most important questions facing mid-sized consumer
brands is not how to grow, but how to remain competitive as they grow.

Many brands achieve growth by doing something better than competitors.
» Perhaps they offer a superior product.
» Perhaps they have a compelling brand story.
e Perhaps they identify an underserved customer segment.

These advantages can create early success. Over time, however, competitors
often replicate products, marketing approaches and pricing strategies.

What initially created differentiation becomes increasingly difficult to sustain.
This is where many brands begin to struggle. They continue investing in
growth while gradually losing the advantages that made growth possible in the
first place.

Sustainable competitive advantage is not created through a single product,
campaign or channel.
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Distinct today.
Resilient tomorrow.
Unstoppable always.
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It is created through a combination of capabilities that competitors find difficult to replicate. These capabilities may include:

Strong brand positioning
Deep customer understanding
Product innovation capability
Distribution strength
Customer loyalty

Supply chain effectiveness
Speed of execution

Data and consumer insights
Organisational agility

Individually, each capability can create value. Together, they create a system that strengthens the brand's long-term competitiveness

Large brands often benefit from scale, resources and market visibility. Emerging brands benefit from agility and innovation. Mid-sized
brands frequently operate between these two extremes. They face increasing competition from larger players while simultaneously
defending against newer, more agile entrants. This creates a unique challenge. They must continue growing while strengthening the
capabilities that support future growth. Without deliberate investment in these capabilities, competitive advantage can erode over time.

A Question

If your largest competitor launched a product identical to
yours tomorrow, what would still make customers choose
your brand?



cuma

Impact magnified

Many brands respond to competitive pressure through pricing.

e Discounts.

e Promaotions.

 Incentives.
While these approaches may drive short-term sales, they rarely create long-term
differentiation. In fact, excessive reliance on pricing often weakens profitability and brand
perception. The strongest consumer brands compete through value rather than price. They
create compelling customer experiences, trusted brand positioning, superior availability and
differentiated products that customers actively seek out.

Many leaders view competitive advantage as something visible in the marketplace. In reality, it
is often created inside the organisation.

Leadership quality.

Decision-making speed.

Innovation capability.

Cross-functional collaboration.

Operational discipline.

Customer insight.

These internal capabilities influence how effectively a brand can respond to opportunities and
threats. Over time, they become difficult for competitors to replicate. The Most Valuable
Brands Continuously Reinvent Their Advantage Competitive advantage should not be viewed
as a fixed asset. It is a capability that requires continuous renewal.

The brands that remain successful over long periods are not necessarily those with the best
products or the largest marketing budgets. They are the brands that continually evolve while
remaining relevant to customers. They build systems for learning, innovation and adaptation.
They treat competitive advantage as something to be developed, not defended.

CORE INSIGHT
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Sustainable advantage isn't about being b
better today. It's about being better for > é‘xggfg é‘i‘”“
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THE 5 PILLARS OF SUSTAINABLE COMPETITIVE ADVANTAGE
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1. CLEAR PURPOSE 2. UNIQUE & VALUABLE 3. OPERATIONAL 4. TALENT & CULTURE
& STRATEGY DIFFERENTIATION EXCELLENCE
A compelling purpose Be distinct in ways that Deliver consistent guality, Build a high-performing,
and well-defined strategy matter to customers and efficiency, and reliability adaptive culture that
guide decisions and are hard for others to at scale. attracts, develops, and
align the arganization. replicate. retains top talent.
= Know why you exist + Deep customer insight + Streamline processes « Hire for impact
+ Define where you win + Proprietary strengths + Drive efficiency + Empower your people
* Align every decision + Compelling brand « Continuous improvement + Foster ownership and
to strategy promise mindset aceountability

ENABLERS THAT STRENGTHEN ADVANTAGE
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5. LONG-TERM
VALUE CREATION

Make choices today
that strengthen your
business for tomorrow
and beyond.

+ Invest in future growth

+ Manage risks wisely

+ Think in decades,

not quarters
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DEEP CUSTOMER DATA & INSIGHTS INNOVATION STRATEGIC FINAMNCIAL
UNDERSTANDING PARTNERSHIPS DISCIPLINE
Stay close to customers. Use data to understand, Continuously create, Multiply your strengths, Strong unit economics.
Anticipate needs. decide, and act test, and scale Access capabilities Smart investments,
Solve real problems. faster and smarter. what's next, you don't have, Sustainable growth,

THE COMPOUNDING EFFECT

KEY TAKEAWAYS

@

SUSTAINABILITY

Operate responsibly.
Create value for people,
communities, and
the planet.

@ @ @ o Sustainable advantage comes from a system, not a single initiative.
o Focus on the few things that create the most differentiated value.

Purposeful Distinct Operational Strong Cultun I..ong =Term

Swrategy DA antaon | 8l . Soeteiol St o Excel consistently in the fundamentals—every single day.
Sets the Creates Builds Drives Creates lasting

direction. preference . reliabality. performance. advantage. o Invest in people, capabilities, and innovation for the future,

Reinforce. Improve, Repeat.
SUSTAINABLE ADVANTAGE I5 BUILT, NOT BOUGHT.
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° Make decisions that create value for the long term, not just the short term.
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The Value Lens

Sustainable competitive advantage is not created through isolated strengths. It is created

The strongest

through a combination of capabilities that consistently deliver greater value to customers than consumer
competitors can replicate.

brands are not
those that win
today's

Q

competition.
They are the
ones that
DISCOVER RECOVER CREATE continuou S[y
Understand the factors Address capability gaps, Build distinctive capabilities
t{‘ﬁ; Cbl#;:]edr‘tllgedé‘;{%rﬂ‘g;gae market positioning across brand, product, Ccrea te
: challenges and distribution, customer o
advantages are execution weaknesses experience and reasons tO win
Srgg;ag‘:sbelnae”gg\l’g'g that reduce organisational effectiveness tO mor rOWI S
e differentiation and limit that strengthen long-term .
competitive pressure. growth potential. competitiveness.
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EXECUTIVE REFLECTION

Creating

Sustainable
Competitive
Advantage

Sustainable advantage isn't about
being the best today.
It's about being the most relevant,

ey,
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resilient, and valuable for the long run.” == JCgy JONAL
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A SUSTAINABLE ADVANTAGE IS...
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HARD TO COPY  ROOTED IN SYSTEMS RESILIENT RELEVANT COMPOUNDING O
Built on unique Embecded in how you Swong enough to  Evolves with customer  Creates increasing
strengths, not easily  operate, not just what withstand change needs and market value over time,
replicated, you do, and disruption, shifts, not just once.

LEADERSHIP ACTIONS THAT DRIVE LASTING ADVANTAGE

@@.@{D

FOCUS THE DEEPEN CUSTOMER  BUILD SUPERIOR INVEST IN DRIVE CONTINUOUS  MANAGE FOR THE D
STRATEGY OBSESSION CAPABILITIES PEOPLE INNOVATION LONG TERM
Chaoode whih 1o pliry Busdl unmat ] I 0 SyEA0, Attract, develcg, and  Challenge ssrrprions, ake deciplined
il e 19 wins ingaght and sob processs, and ompowr taleed thay  experiment boldly, and  decisions today that
Sy ro hpwhat problo tchriogy that ceives performance  fumideas intoimpact.  protect and bulld
e it

Creaty scabe and and Innowation. future value.

THE SUSTAINABLE ADVANTAGE FLYWHEEL

(@)~

Flea Purpose \JAI
& Strategy

KEY TAKEAWAYS

When these elemants

, @

~ SUSTﬁJHABLE b ___ ° 5
Long Ta m | COMPETITIVE .' Uniegs nigue e g Resilience

Value Creation ﬁDVﬁNTﬁGE Differentia If‘ﬂ

’\ F o ._,/'_"«.\

(.e&a) (@_}“

R ‘:_____________’_/\ ey
Talent & Operational

Culture Excellence

KEY QUESTIONS FOR LEADERS

PURPOSE & STRATEGY

Is our purpose clear,
compelling, and aligned to
where we can uniguely win?

DIFFERENTIATION

What makes us distinct

in the eyes of our customers—
and hard to replicate by
cthers?

OPERATIONAL EXCELLENCE

Are our systems, processes, and
capabilities enabling consistent
quality, efficiency, and
scalability?

TALENT & CULTURE

Do we have the right people,
values, and culture to innovate,
adapt, and win—today and
tOMarrow?

LONG-TERM VALUE

Are we making strategic
choices that create
compounding value for
customers, stakeholders,
and the business?

° Sustainable advantage is earned, not assumed,

° It starts with clear choices an

° Differentiation, systems, and talent compound over time.

d relentless execution,

comes from building depth, not just speed.

Lead for the future your customers—and your
business—deserve.

Where Do You Go From Here

Competitive advantage is rarely created through a single product, campaign or channel. It is
built through a combination of capabilities that consistently deliver greater value to
customers and are difficult for competitors to replicate.

The strongest consumer brands continuously strengthen their market positioning, customer
understanding, innovation capability and execution effectiveness. In doing so, they create
businesses that can sustain growth even as markets evolve and competitive pressures

increase.

At Cuma, we help mid-sized consumer brands identify the capabilities that truly differentiate
their business, strengthen strategic positioning and build operating models that support long-
term competitiveness. The objective is not simply to outperform competitors today, but to
create a brand that remains relevant, resilient and valuable for years to come.

The next question isn't whether
your brand has a competitive
advantage today.



Cuma is a strategy and performance advisory firm helping India's mid-
market businesses create sustainable enterprise value through strategic
clarity, operational excellence, financial discipline and organisational

capability.
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