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WHITEPAPER: The Cost of Ignoring Foresight

A Strategic Case File on Market Prediction & Financial Pitfalls

Below are three instances where I suggested companies take a certain path and those
paths were not taken.

I: Antiques and More

The most recent case involved RH, (nee Restoration Hardware) and 1stDibs. The former
is a high-end furniture retailer and more recently a purveyor of upscale hospitality
offerings such as restaurants, hotels and travel. The latter is an online marketplace
utilized by over 7,000 antique dealers around the world selling everything from 18t
century French furniture to jewelry to modern art and beyond.

1stDibs went public in 2021 and with a share price of $34, and a market cap of $1.2
billion. A consistent money-losing endeavor, the shares quickly declined and by
November of 2024 the share price had collapsed to $3.80, giving the company a market
cap of just over $130 million.

The company nonetheless became and remains
the 800 Ib. gorilla in the online antiques space
and has millions of visitors and tens of thousands
of buyers each month. At the same time
however, it burns through millions of dollars
each year and has something of a love hate
relationship with its antique dealer partners. One
of the key points of friction between 1stDibs and
its dealers is shipping, a critical component of the
company’s business model. The reality is
however, that the fragmented nature of the
shipping industry — particularly for larger pieces
L4 — makes it something of a Gordian Knot for the
industry.

Which is where RH comes into the picture.
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In 2019 the company hired shipping guru Fernando Garcia to take charge of its Home
Delivery unit and later gave him responsibility for the company's Distribution Centers,
Logistics and Transportation services. He had the exact skills necessary to address one of
1stDibs most challenging problems.

While RH has the expertise to help 1stDibs address its critical issue, 1stDibs offered RH a
relatively inexpensive way of connecting with millions of customers who were willing to
spend on high end furniture and experiences, exactly the customers RH targets. There
were other potential synergies as well, from marketing to building relationships with
antique dealers to providing a potential resource for mitigating somewhat the tariffs then
being discussed.

My M&A analysis concluded that RH should purchase 1stDibs. At the time 1stDibs had a
market cap of approximately $130 million and a cash reserve close to $100 million. It was
clear to me that with a $6.5 billion market cap and access to half a billion dollars in debt
financing, RH could have easily found the resources to make this purchase, even without
looking under the seat cushions.

So I put together the attached PowerPoint and emailed a number of RH email addresses
which were purportedly used by the billionaire entrepreneur CEO, Gary Friedman.

It can’t be confirmed that he actually ever received the email or saw the PowerPoint, but
people accessed the private link from two different locations. I never received a response.

Ten months later, at the beginning of October 2025, 1stDibs’ stock had collapsed even
further, to $2.58 with a market cap under $100 million. I sent another email, including
some updated numbers. Still crickets, but again, my presentation was looked at from two
different locations.

The Cost of Inaction: As of November 17, 2025, RH’s market cap has declined by 41%
since the initial analysis, while 1stDibs’ stock has risen 31% from that same point. While
no single acquisition guarantees market stability, this strategic path would likely have
provided RH an immediate tool to address existing headwinds and accelerate its stated
global expansion goals.

The strategic lesson remains absolute: When opportunities for immediate synergy and
brand acceleration are ignored, the market punishes inaction. The analysis that identified
this strategic path—combining logistics expertise with high-value customer acquisition—is
the same predictive methodology applied in my Market Expansion Audit.
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http://strategypartnersgroup.com/wp-content/uploads/2025/11/RH-DIBS.pdf

II CPG Brand Disconnection

In 2013 I started a company, BrandScanned, with the goal of building a brand agnostic
mobile loyalty app that would allow consumers to benefit from consuming their favorite
CPG brands without having to register a new account for each product or brand.

The problem I was addressing was that large consumer packaged goods companies were
losing touch with customers as niche brands and private label offerings gained traction.

Loyalty, going back to S&H Green Stamps and Campbell’s Soup label school drives, had

always had a draw for consumers, but few large companies were utilizing it.

Of the few who were, Kellogg’s, Mars, & Nestle were doing a terrible job with it. Each
required customers to register on their websites and then type in by hand strings of
numbers to earn rewards. Needless to say, those loyalty programs were abysmal failures.

In a world where mobile was rapidly becoming the vehicle
of choice for interactions of every sort, CPG companies
were relying on traditional advertising and clunky websites
to try and connect with consumers. And it wasn’t working.

My offering allowed brands to build relationships with
customers and gain significant amounts of data via a
centralized, consumer-friendly tool. I had discussions with
major incumbents, including Coca-Cola (whose failed "My
Coke Rewards" program was shuttered in 2017),
Campbell’s, and Frito Lay—and none chose to engage with
the loyalty opportunity presented.

The Cost of Strategic Inaction is Measurable. The failure of the CPG industry to
adapt to this core consumer data mechanism directly preceded a wave of multi-billion
dollar write-downs and bankruptcies. This cascade of financial consequence — from
Kraft's $3.6 billion write-off in 2015, to Hostess’s bankruptcy in 2017 to General Mills’
and Kellogg’s billion dollar write downs in 2018 — proves that when executives rely on
outdated models, the penalty is severe.

My Market Expansion Audit identifies these structural vulnerabilities and charts an
executable path to secure new revenue streams before the market forces the write-down.
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III Yellow Page Collapse

In 2008, I started a company with the late Marshall Brain called TownFlow. Our goal was
to use high-quality mailers and CDs to market restaurants to homes in specific
neighborhoods in our test market, Cary, North Carolina.

During initial market research, I made a critical observation: local restaurants were still
spending hundreds or thousands of dollars on the Yellow Pages every year, despite
admitting the phone books brought them no business.

There were three major players in the Yellow Pages
space: Idearc, R.H. Donnelley, and YellowBook.
Together they did $7 billion in revenue in 2007.
However, the critical issue was, they were basically
sl skating on their histories, doing relatively little in
the way of developing new offerings for customers
beyond trying to drive traffic to their own sites. This,
while Google was making its biggest acquisition to
date, paying $3.1 billion for DoubleClick and

com revolutionizing the online advertising universe.

Town FI ° w It became clear to me that these companies were

squandering their relationships with millions of
paying customers around the country. They had businesses already paying them, yet were
doing virtually nothing to keep them and help them succeed.

I reached out to Donnelley and Idearc with a pitch to utilize the TownFlow model as a
bridge to the time when online video would become viable and as a demonstration of
value to their paying customers.

Neither responded to my proposals and they continued to squander the legacy
relationships they took for granted. In 2009 both Idearc and Donnelley filed for
bankruptcy for the first time, something each would do twice more within the decade.

The strategic lesson remains absolute: When businesses take established customer
relationships for granted and refuse to evolve their core offering, the consequence is not
just declining sales—it is structural collapse.

My Market Expansion Audit identifies these structural vulnerabilities and charts an
executable path to secure new revenue streams before market forces drive the write-down.
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The Market Expansion Audit: Definition and Scope

The Market Expansion Audit is a fixed-fee, low-risk, high-value strategic consulting
engagement designed to directly address the challenge of growth stagnation. It applies my
Strategic Predictor methodology to your business to identify unseen opportunities and
structural vulnerabilities and delivers actionable growth plans, using the method that
forecasted the CPG financial crises and the RH market opportunity.

Core Deliverables: The Audit focuses on actionable, executive-level strategy, typically
providing one or both of the following:

New Market Identification: A detailed assessment of 2-3 vetted, high-potential new
customer segments or geographic regions where your existing core products can be
successfully launched with minimal operational change.

Product/Service Ideation: A strategic roadmap detailing 3-5 executable new product
or service ideas tailored specifically for your current customer base, designed to secure
immediate revenue growth and improve consumer connection.

Audit Tier Data Gathering Method Pricing Structure
Tier 1: Remote Audit All analysis conducted via | Fixed Fee (Base Cost)
virtual meetings, provided
internal documents, and
public market research.
Tier 2: On-Site Audit Includes the fixed fee Fixed Fee + Per
PLUS a paid physical visit | Diem/Travel Costs
to their site for in-person
observation, interviews,
and deep operational
understanding.

Contact us today: Info@StrategyPartnersGroup.com

(770) 363-0867
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