


CONTENTS

Foreword xiii
James H. Gilmore and B. Joseph Pine II

Acknowledgments xvii

The Authors xix

Introduction 1

PART ONE: 2 �2 THINKING

1 The DNA of Great Problem Solving 9

2 Form, Method, and Mastery: 2 × 2 Thinking as Dialectical Process 24

3 The Eight Archetypal Dilemmas 37

PART TWO: 2 �2 PRACTICE

4 Designing 2 × 2 Matrices: Making Intuition Explicit 61

5 2 × 2 Thinking in Action: Fujitsu FTXS Tackles Level 2 Dilemmas 69

S S

ix

Lowy.ftoc  3/15/04  10:00 AM  Page ix

CO
PYRIG

HTED
 M

ATERIA
L



PART THREE: 2 �2 FRAMEWORKS INVENTORY

6 Strategic Frameworks 91
Beyond Customer Led 95

Discontinuity and the Life Cycle 99

Customer as Value Manager 105

Customer Value Analysis 107

Scenarios 115

Gartner Magic Quadrant 121

Portfolio Analysis 125

Problems and Solutions 127

Dialectical SWOT Analysis: Strengths, Weaknesses, 

Opportunities, and Threats 129

Market Tipping 131

Corporate Strategy 134

Generic Strategy 139

E-Business Opportunity Matrix 144

Global Product Planning 146

Generic Network Strategy 148

Mass Customization: The Four Approaches 151

Attentionscape 156

Managing Customer Loyalty 158

Likelihood to Buy 161

Revenue and Profitability 163

BCG: Product Portfolio Matrix 169

Impact-Uncertainty Matrix 173

Entrance and Exit Strategies 177

7 Organizational Frameworks 180
Good to Great Matrix of Creative Discipline 184

Employee Motivation 188

Alliance Drivers 190

Team Types 193

Situational Leadership 195

The Four Power Players in Knowledge Organizations 199

T-Group Leadership 202

SECI 204

Human Capital 210

Differentiation and Integration 215

Means and Ends 219

The Change Grid 221

Learning and Change 223

x CONTENTS

Lowy.ftoc  3/15/04  10:00 AM  Page x



Similarities and Differences 225

The Four Realms of Experience 228

Make versus Buy 233

Four Square Model 236

Product and Supply Chain Architecture 238

Telematics Framework 244

The Virtue Matrix 246

8 Individual Frameworks 250
Johari Window 255

Myers-Briggs Type Indicator 261

Learning Styles Inventory 267

I’m OK, You’re OK: The Four Life Positions 269

Conflict Mode 271

Social Styles 274

Getting It Right 279

Leadership Coaching 281

Career Transitioning 283

Prisoner’s Dilemma 286

Urgency and Importance 290

Influence and Concern 292

Notes 295

Index 303

CONTENTS xi

Lowy.ftoc  3/15/04  10:00 AM  Page xi



STRATEGIC OPTIONS FRAMEWORKS 

134 THE POWER OF THE 2 × 2 MATRIX

What are our main strategic options? How do we differentiate our offerings?
How do we tailor our offerings for different markets?

The core of strategy is design of the value proposition and how it is compet-
itively positioned and delivered. Debate about these points in organizations can
be extensive and heated, with many people convinced that they are right and
others are not. Ultimately, direction must be set, and unanimity of support and
understanding for the strategy can spell the difference between winning execu-
tion and lackluster performance.

Strategic Options frameworks offer criteria for generating and prioritizing
ideas. Paradoxically, limiting the field of focus spurs the imagination and
improves the richness of output. More than the other matrices in this book,
these frameworks support collaborative efforts where many views are aired in
a noncompetitive atmosphere, and the best ideas can be selected and built on
by interdependent members of teams and larger communities.

Corporate Strategy
H. Igor Ansoff

Of course much that is new and different has been added, but the rock on which
everything has been built was provided by Igor Ansoff.

—David Hussey23

Ansoff’s 1965 classic, Corporate Strategy, contains one of business’s most impor-
tant and enduring strategic formulations. Before becoming a distinguished aca-
demic, writer, and consultant in the mid-1960s, Ansoff progressed through a
series of planning positions at the Rand Corporation and Lockheed, ending this
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phase of his career as vice president and general manager of the Industrial Tech-
nology Division at Lockheed Electronics. Experience with diversification plan-
ning helped him formulate key issues and tensions that firms face in choosing
a growth strategy. The operating problem is akin to determining the best way
to milk a cow. The strategic challenge is of a different order: “But if our basic
interest is not the cow but in the most milk we can get for our investment, we
must make sure that we have the best cow money can buy.”24 In strategic terms,
this translates into product-market combinations that are most advantageous to
the firm. The Product-Market matrix (sometimes called the Corporate Strategy
matrix) defines the options for achieving this (Figure 6.21).

The Two Dimensions and Their Extremes. The Product-Market matrix
explores two key dimensions: Product and Market:

Product. Businesses are built around products and services that define
their value offering. Most offerings are limited in at least two ways: time, 
in that their relevance diminishes and redesign or renewal is usually
required, and transferability, in that they tend to work best under certain
market conditions. Ansoff noted that modifying the core offering is a key
strategic choice.

Market. Generally applied as Market options, this dimension distinguishes
between customer markets that are well established and known to the firm
versus all the rest that are not.
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Figure 6.21. Product-Market Matrix
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The Four Quadrants. In Ansoff’s terms, each of the four possible options
defines a core strategic response to a different set of internal and external con-
ditions. Careful assessment leads to better understanding and decision making:

• Upper left: Product Development. Marketers understand the enormous
value of a positive customer relationship and the goodwill and trust that go with
it. This relationship capital allows a company to make new product offers more
effectively and inexpensively to existing customers than to new ones. The
advantages of this must be weighed against the possible damage resulting from
negative spillover from the new to the existing product experience should it not
be entirely satisfactory. When Stihl, the maker of the world’s top chain saws
began to sell augurs, hedge trimmers, and complementary items such as cut-
retardant leg chaps, it was practicing Product Development. Heineken has
achieved great success by introducing over eighty brands around the world.

• Lower left: Market Penetration. This is the de facto strategy: change noth-
ing and sell more of the same to existing customers. When a business does not
consciously select a growth or diversification strategy, it is doing this. When
Stihl sells to the forestry industry, it is in this quadrant, as is Heineken when it
supplies beer to European drinkers. This is the preferred strategy when a com-
pany’s product is performing well and there is room to increase market share.

• Lower right: Market Development. A well-developed product can be intro-
duced into new markets to extend its value. This is ideal when little modifica-
tion is required and room for growth in the original market is restricted.
Products as diverse as food, pharmaceuticals, and automobiles fit this category.
When Stihl reached out to recreational users and North American buyers, it was
employing a Market Development strategy, as was Heineken when it began
exporting its beer outside Europe, with great success.

• Upper right: Diversification. Diversification represents a near total strate-
gic overhaul, simultaneously trading in both Product and Market. It is the most
challenging, costly, and risky of the options. New skills and relationships need
to be developed. Companies choose this strategy in conjunction with one or
more of the others or when they have recognized a crisis. Ideally, there is a grad-
ual migratory path leading from the known to the unknown. It would be easier
for Stihl to evolve into a retail hardware supplier, say, than a candy manufac-
turer or entertainment company. The recent misfortunes of Seagram’s Distillers’
and Vivendi’s (historically a water and utility company) painful transformation
into a communications, media, and entertainment company are a reminder of
the riskiness of Diversification.

Example: Green Mountain Coffee Roasters. Green Mountain Coffee Roasters
(GMCR) began as a house brand at a small café in Waitsfield, Vermont, in 1981.
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Brewed from high-quality beans roasted on the premises, the coffee quickly be-
came a favorite of locals and vacationers. Before long, it had expanded far
beyond the café walls to become one of the top specialty coffee companies in
America, generating annual revenues of $97 million with a growth rate close to
20 percent.25

It is hard to think of a more generic item than coffee, the second most highly
traded commodity in the world after oil. The $55 billion industry in the United
States is dominated by four global companies (Nestlé, Procter & Gamble, Sara
Lee, and Kraft) that buy almost 50 percent of the world’s coffee. The specialty
category of excellent brewed coffee took shape in the 1970s, with several brands
and retail chains gaining great popularity. Starbucks has emerged as the cate-
gory gorilla, growing from a single outlet in 1971 to almost six thousand loca-
tions worldwide today.

Green Mountain Coffee Roasters has followed a different path to success,
staying clear of the fiercely contested retail outlet market space, which coinci-
dentally would not have fit the company philosophy of matching quality prod-
uct and experience with ecological and ethical practices.

In Ansoff’s terms, GMCR started life as most start-ups do, with an attractive
value proposition that the originators were uniquely qualified to deliver (Fig-
ure 6.22). Their first expansion efforts took the form of Market Penetration.
The popular coffee almost sold itself: visitors bought bags to take home with
them and eventually began to order by mail. GMRC sold more of the core

STRATEGIC FRAMEWORKS 137

Figure 6.22. Green Mountain Coffee Roasters Strategy
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product to existing customers to max out its return on the original business
platform.

Success with the core business led to a second strategic phase, Market
Development. The demand for high-quality, ethically produced coffee was
expanding, and this demographic segment of the population was not opposed
to paying a premium to attain what they wanted. With excellent positioning
and word-of-mouth viral marketing in their favor, they expanded the customer
base through mail order sales, eventually producing an on-line and paper
catalogue.

The third strategic phase, Product Development, grew in conjunction with
catalogue-based sales, as customers welcomed a range of complementary item
offers, from cups to roasters.

Context. The Product-Market matrix is one of the most intuitive and flexible
strategic frameworks, applied by planners and decision makers in organi-
zations of all sorts and sizes. The ideal time to use the framework is at the start
of the planning cycle or to help in making tough decisions about business
focus.

Method. The Product-Market matrix presents a structured approach to investi-
gate and prioritize four basic strategic options for expanding a business. The
method typically starts with what is and ends with what is imaginable. Risk
increases as strategy moves further from the current situation:

• Step 1: Diagnose. Define the product-service focus for analysis. A company
with multiple offerings is advised to consider each separately at first.

• Step 2: Envision. Consider each of the four strategic options, beginning in
the lower left quadrant. The prime questions are, “Should the offering stay the
same or should it change?” and “Should we focus on current customers or new
ones?”

• Step 3: Decide. Assess the attractiveness of each of the four strategic
options. In most cases, pursue the easiest path as the top priority.

• Step 4: Design. Build a clear action plan to implement the chosen strategy.
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