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Concept : 

 

 

      

   Strategy =  

    Positioning  

   For Future  

                          Competitive Advantage 
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Concept : Methodology : Exploration 

ωWhere are we now? 

ωWhere are we going? 

ωWhy are we going there? 

ωHow are we going to get there? 

ωIƻǿ ǿƛƭƭ ǿŜ ƪƴƻǿ ǿŜΩǊŜ ǘƘŜǊŜΚ 

ωWho is going with us? 
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Concept : Methodology : Visual Thinking 

ωKeeping people focused on the same bucket at the same 
time is key to facilitating a cohesive atmosphere and 
eliciting outcomes. 

ωPeople work best when accessing their visual, kinetic, 
intellectual, and intuitive skills. 

ωUsing template posters, sticky notes and markers keeps 
the team moving, brainstorming and thinking together 
while accessing all above skills. 
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Concept : Methodology : Visual Thinking 

Grove templates licensed by Mardig and Company, Inc. 
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Concept : Methodology : Results 

ω²Ƙŀǘ ǿŜΩƭƭ ǎŜƭƭ ŀƴŘ ǘƻ ǿƘƻƳ 

ωIƻǿ ǿŜΩƭƭ ōŜŀǘ ƻǊ ŀǾƻƛŘ ǘƘŜ ŎƻƳǇŜǘƛǘƛƻƴ 

ω²Ƙŀǘ ŜƳŜǊƎƛƴƎ ƻǊ ƴŜǿ ƳŀǊƪŜǘǇƭŀŎŜ ǿŜΩƭƭ Ŧƛƭƭ ƻǊ ŎǊŜŀǘŜ 

ωIƻǿ ǿŜΩƭƭ ƳŀƪŜ ƳƻƴŜȅ 
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Strategy : 

                                             

 

 

 

                                            Positioning  

                                            For Future  

                                            Competitive Advantage 
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Strategy : Positioning For Future Competitive Advantage 

ωPositioning is relative to the current and potential 
influences of a complex environment 
Á Information about your business 

ÁYour industry 

ÁBig picture influences 

ÅForces (economic, political, social and technological) 

ÅPlayers (customers, competitors, suppliers, strategic 
partners, etc.) 
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Strategy : Positioning For Future Competitive Advantage 

ωStrategy is based on 

ÁAssumptions about the future 

ÁBig Bets on what customers will pay for 
 

     

    

 ά¢Ƙƛǎ ƛǎ ǘƘŜ ŜǎǎŜƴŎŜ ƻŦ ǎǘǊŀǘŜƎȅτto move us to that edge and face the 

future that we can never know for certain, that requires our 
willingness to take risk as we make decisions with consequences 
ǘƘŀǘ ǿŜ Ŏŀƴ ǘǊȅ ǘƻ ǇǊŜŘƛŎǘ ōǳǘ ƴŜǾŜǊ ƪƴƻǿΦέ 
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Strategy : Positioning For Future Competitive Advantage 

ωParadigms challenged and reconstructed 
ωFind alternative solutions for customers to achieve the value 

they are seeking 

ωSurface current value while generating future advantage 

ωCreate a distinctive value proposition upon which all 
bold step tactics will be based 
ÁVisible distinctiveness 

ÁMarket-relevant dimension 

ÁSuperiority must make a difference to customers 

    ά²Ŝ Ŏŀƴƴƻǘ ǳƴŘŜǊǎǘŀƴŘ ŎƻƳǇŜǘƛǘƛƻƴ ǎƛƳǇƭȅ ōȅ ƭƻƻƪƛƴƎ ŀǘ 
the other team on the field; we need to understand the 
changing nature of the field itselfΦέ 
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Strategy : Summation 

ωPositioning = Scope 
ÁGeography, product or service, target customers 

ωThe Future = Vision 
ÁFuture state of the company 

ωCompetitive Advantage = Mission 
ÁWhat your business will do differently or better than others 
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Process : Current State 

 

 

 

Current State 
ÁAnalyze the external and 

internal environments 

Future State 
ÁVision/Aspirations/Mission 

Action Plan 
ÁStrategic Initiatives 
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Process : Current State : Internal Environment 

ωWhat do you offer, how do you do that, and how do you 
make customers aware of what you have to sell? 

ωWhat is your current distinguishing value proposition? 

ωWhat is the protective moat around your business? 
Á Is it technology, IP, expertise or something else? 

ÁWhat are the barriers to entry? To exit? 

ÁWho can cannibalize your business? 

ÁWhat competitor can threaten your business model               
(e.g., by giving it away)? 
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Process : Current State : External Environment 

ωWhat is the big picture view of your industry? 

ωWhat is the value chain? 
ÁHow does your organization fit? 

ÁWhat are the key forces? 

ÅWho are the key players affecting market share? 

ÅCompetitive analysis of major players 

 

     ά5ŜŦƛƴƛƴƎ ǘƘŜ ŜȄǘŜǊƴŀƭ ŜƴǾƛǊƻƴƳŜƴǘ ƻŦ ȅƻǳǊ ƛƴŘǳǎǘǊȅ  
grounds you for thinking about where and how you are 
impacted by the contextΦέ 
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Process : Current State : External Environment : Context  

Context Map 

   άLƴ ǘƘŜ ŎƻƴǘŜȄǘ ƻŦ ȅƻǳǊ ƛƴŘǳǎǘǊȅΥ ǘƘŜ ŜŎƻƴƻƳȅΣ 
technology, political influences, social environment & 
understand the factors, trends and forces at work and 
their implications for the future of your businessΦέ  
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Process : Future State 

 

 

 

Current State 
ÁAnalyze the external and internal 

environments 

Future State 
ÁVision/Aspirations/Mission 

Action Plan 
ÁStrategic Initiatives 
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Process : Future State : Assumptions and Big Bets 

ωWhat assumptions will you draw from the context 
ȅƻǳΩǾŜ ŜȄŀƳƛƴŜŘΚ 

ωWhat big bets are you willing to make? 
ÁBig bets are the opportunities to position for future competitive 

advantage 
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Process : Future State : Assumptions and Big Bets 

Examples of Big Bets: 

ωMicrosoft: Customers will pay for a business application 
software suite (Office) 

ωApple: Customers will pay a premium price and change 
cell service providers for a device with multiple 
technologies and functionalities (iPhone) 

ωFEDEX: Customers will pay for fast, reliable delivery 
service 

ωSouthwest Airlines: Customers will give up cars, buses, 
trains and industry standard amenities to fly point to 
point  
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Process : Future State : Assumptions and Big Bets 

Big Bet Filters 

ωStrengths 
ÁWhere is the sweet spot? 

ωProblems 
ÁHow will you capitalize? 

ÁWhere are the gaps to fill? 

ωThreats 
ÁWhat will you have to overcome in order to win? 
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Process : Future State : Risks 

ωThere is no information about the future, the terrain of 
strategy. 

ωIf you are going to wait to act until you have complete or 
perfect information, the time to act will have passed you 
by. 
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Process : Future State : Summation 

ω Aspirations 

Á A picture of how you want your business to look in 3-5 years or less 

ω Vision 

Á A brief declarative statement that encapsulates your aspirations, 
informing every decision and focusing everyone in your organization 
on the desired future state 

ω Mission 

Á How you are going to win and achieve your Aspirations and Vision 

ω Scope 

Á The business landscape, customer, and product/service definedτ
ƛƴŎƭǳŘƛƴƎ ǿƘŀǘ ȅƻǳ ǿƻƴΩǘ Řƻ 

ω Values and Guiding Principle 

Á How you will do business with integrity and performance 
accountability 
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Process : Action Plan 

 

 

 

Current State 
ÁAnalyze the external and internal 

environments 

Future State 
ÁVision/Aspirations/Mission 

Action Plan 
ÁStrategic Initiatives 
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Process : Action Plan 

ωBold Steps 
ÁThe highest yielding action initiatives to kick off immediately to 

achieve your strategy 

ωGraphic Gameplans 
ÁThe over-arching bold steps architecture upon which you will 

build your road maps for execution 

ωRoad Maps 
ÁWho is doing what by when and how it all fits together in an 

execution plan 
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Results :  

ωClarity  
ÁKnowing how you will win in your business 

ωInspiration 
ÁPeople aligned on strategy and ready to give their highest and 

best 

ωSense of urgency 
ÁBold initiatives for immediate results 

ωPriorities 
ÁLaunch everyone into go-forward mode with clear milestones, 

deliverables and accountability for results  
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Results : Strategy 

ωScope = Positioning 
ÁGeography, product or service, target customers 

ωVision = The Future 
ÁCustomer focused outcomes with time frame and end point 

ωMission = Competitive Advantage 
ÁWhat your business will do differently or better than others 

 

                                       Strategy =  

                                             Positioning  

                                             For Future  

                                             Competitive Advantage 
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Testimonials : Maveron Venture 

      

 

 

    άaŀǊŘƛƎ successfully engaged each executive in our 
company to define our aspirations and to reach 
agreement on how to achieve our most important 
objectives. His process made a dramatic and powerful 
impact on our company. He aligned our management 
team ƻƴ ǘƘŜ ǊƛƎƘǘ ƻōƧŜŎǘƛǾŜǎΦέ τClayton Lewis, Partner 
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Testimonials : Microsoft Corporation 

 

 

    άaŀǊŘƛƎ {ƘŜǊƛŘŀƴΩǎ relentless engagement to understand 
my organization and our needs gave me full confidence 
he would create a solution that would have tremendous 
impact. The final design was relevant and targeted, with 
objectives that would have immediate business value to 
the organization. His integrity, flexibility, and 
determination to have an impact has made him a joy to 
work withΦέ τTim Rowe, Director 
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Testimonials : Remer Inc. 

   άaŀǊŘƛƎ ƛǎ ŀ terrific process guy ǿƘƻΩǎ ŦŀŎƛƭƛǘŀǘŜŘ 
strategic focus for several big names. A defenseless 
styleτno egoτno agenda. We just had a session and 
Ƙƛǎ ǇǊƻŎŜǎǎ ƛǎ ǘƘŜ Ƴƻǎǘ ƭƻƎƛŎŀƭ ŀƴŘ ƭŜŀǎǘ ΨŀŦŦŜŎǘŜŘΩ of any 
LΩǾŜ ǎŜŜƴΦ IŜ Ŏŀƴ ŜƴǎǳǊŜ powerful results taking a team 
to a unified placeΦ IŜΩǎ ōŜŎƻƳŜ ŀ ŦǊƛŜƴŘ ŀƴŘ L ǘǊǳǎǘ ƘƛƳ 
completely with people I care about. He has a wonderful 
knack for getting buy-in while helping a group really 
define its strategic directionΦέ τDave Remer, CEO 
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Testimonials : MarketLeader.com 

    άCƛǊǎǘ ŀƴŘ ŦƻǊŜƳƻǎǘΣ aŀǊŘƛƎ ƛǎ business savvy and takes the time to 
understand the context of our business. Specifically, I would 
describe his facilitation skills as: Focused on outcome rather than 
process; thereby keeping the group engaged, on task and focused 
on solutions. Pushing back where appropriate, pushing forward 
when needed and ǇǳǎƘƛƴƎ ŦƻǊ ŜǾŜǊȅƻƴŜΩǎ ƘƛƎƘŜǎǘ ŀƴŘ ōŜǎǘ 
contribution. 

      A genuine desire to partner with us to insure that we are successful. 
He shares ownership in the outcome and is tenacious about insuring 
the organization has a clear forward path. 

      IŜΩǎ ŎƻƳŦƻǊǘŀōƭŜ ǿƛǘƘ ŀƴŘ willing to challenge executives, adds 
humor and lightness as needed and leads the process without 
getting in the way of decision makers. I recommend him for 
companies looking for a facilitator focused on driving business 
ǊŜǎǳƭǘǎΦέ τIan Morris, CEO & President 
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Testimonials : Seattle Public Utilities 

     

    άL ŀƳ very enthusiastic with the results ƻŦ aŀǊŘƛƎΩǎ ǿƻǊƪ 
with my Leadership Team in helping us develop a vision, 
mission and an implementation strategy. LΩǾŜ ƴŜǾŜǊ ǎŜŜƴ 
my Leadership Team so optimistic about change and so 
engaged and proactive in achieving our planned 
outcomes! The new attitude is catching on throughout 
my Construction Management Division and the staff are 
volunteering to participate in our Bold Implementation 
Steps in addition to their regular work dutiesΦέ τGlynda 
Steiner, RE, CCM Director, Construction Management 
Division 
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Testimonials : Maveron 

     

     

 

    άaŀǊŘƛƎ ŘƛŘ ŀ ƎǊŜŀǘ Ƨƻō ƻŦ ƭŜŀŘƛƴƎ ǘƘŜ ǘŜŀƳ ƻŦ ƻƴŜ ƻŦ ƻǳǊ 
portfolio companies to a very clear vision, mission and 
values. I found his approach to be highly efficient and 
effective. I recommend him to organizations that are 
looking for a clear strategy planning processΦέ τRon 
Graves, CEO Pinkberry; Former Partner Maveron 
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Testimonials : MSN 

    άΧ¸ƻǳ ƘŀǾŜ ōŜŜƴ instrumental in helping us create the 
long term strategy ǘƘŀǘ ǘƘƛǎ ǘŜŀƳ ƴŜŜŘǎΦέ τMark 
Schnitzer, GM, MSN Money 

    άaŀǊŘƛƎΣ ǘƘŀƴƪǎ ǎƻ ƳǳŎƘ ŦƻǊ ƘŜƭǇƛƴƎ ǘƘŜ a{b IŜŀƭǘƘ ϧ 
Lifestyle team clarify our strategy and establish a clear 
vision and mission as well as define our bold steps. We 
leveraged the work we did with you all year long and it 
greatly helped the team understand how to focus their 
time and prioritize their work. We followed the plan we 
created with you and had clear, positive business 
resultsΦέ τSandy Henson, Sr. Director, MSN Vertical 
Programming 
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Testimonials : MSN.com 

      

 

 

    άaŀǊŘƛƎ ǿŀǎ ŀōƭŜ ǘƻ ŜƴƎŀƎŜ ŜŦŦŜŎǘƛǾŜƭȅ ŀƴŘ ƛƴǎǇƛǊŜ ƻǳǊ 
cross disciplinary team to think big about the future.   
Together we were successful in developing a vision, 
Ƴƛǎǎƛƻƴ ŀƴŘ ǇŀǘƘ ǘƻ ƎŜǘ ǳǎ ǘƘŜǊŜΦ  !ƴŘ ǿŜ Ǝƻǘ ǊŜǎǳƭǘǎΗέ 
τScott Ehlers, Director and Executive Producer 
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Testimonials : One Reel & Teatro Zinzanni 

      

 

    άaŀǊŘƛƎΩǎ ǎǘǊŀǘŜƎƛŎ ŜƴǾƛǎƛƻƴƛƴƎ ǇǊƻŎŜǎǎ Ƙŀǎ transformed 
One Reel. We have learned to think beyond tactical and 
determine our strategy for the future. Now our daily 
business practices are pointed with purpose toward a 
deliberate destination. A forty year old company that 
was stalling is now renewed and on a clear go forward 
pathΦέτToni Aspin, CEO 
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Testimonials : QVD Seafood 

    άaŀǊŘƛƎ Ƙŀǎ ōŜŜƴ ƛƴǎǘǊǳƳŜƴǘŀƭ ƛƴ ŘƛǊŜŎǘƛƴƎ ǘƘŜ 
ŘŜǾŜƭƻǇƳŜƴǘ ǇǊƻŎŜǎǎ ƻŦ v±5Ωǎ ŎƻƳǇŀƴȅ ǎǘǊŀǘŜƎƛŜǎΦ Iƛǎ 
methodology and guidance have been essential in 
formulating key elements of our go-forward plans, 
including finessing our Vision and Mission statements, 
identifying areas to develop, and directing our strategic 
thinking processes. We feel that he has set us up with 
the skills to excel in the marketplace and grow towards 
the company we want to be. 

     Mardig is clearly at the top of his field, a consummate 
professional, organized and prepared for every possible 
discussion and question. Charismatic and approachable, 
aŀǊŘƛƎΩǎ ƭŜŀŘŜǊǎƘƛǇ ǎǘȅƭŜ ƛǎ supportive and nurturingΦέτ
Chris December, CEO 
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Thank You : Contact 

      

      

    206-283-4252 

 

    mardig@mardig.com 

 

 


