
e l tlng more 
go den egg 
WI hout kll Ing 

the goose 

I 
n Aesop 's fable abo u t t he goose t ha t laid th e gol de n egg, the 

go ose's o w n er be came unpan ent wa itmg for eac h go lde n egg to 

be lard so h e kill ed h is goose, an nc ipan ug that her msides held 

so lid go ld. In st ead , h e fo u nd o n ly he r Inte rn al organs.T he m an 's 

unpulsiven ess ended hrs abi lity to ge t marc' go lde n eggs and ruui ed 
lns life . 

For ce r ram business o rga mzano ns. t he goose an d th e go lden egg IS ;l 

meta p ho r tor a ma rke n ng rear. Compa rnes w hose suc ce ss IS based o n 

,1 SIngle brand Me wo rri ed that <Iny attempt to lm e--e xt e ud th at brand 

- ge t 111 0re eggs o u t o r it - w ill ca n n iba lize. dirnmrsh o r eve n e nd 

its go lde n life cycl e .Th e ir ap proac h. defined b y R.lCky W. G u ffi n III 

th e Fundameruals of td "lUrga ni'n! as ,I SIngle-product strategy. ca n so me

run es be effe cnve , Co nve rse ly, It holds sigrnficanr ri sk s, es pecially If 

cus to me r n eeds cha nge o r th e co mpeti tion IS m ore agg ressive III t h e 

m ar ket place . It ca n al so sru n r rhe g rowth o f 3 bran d that ru srom crs 

wou ld be 11I ghJ y re ce pn ve to purchase III o t her fo r ms .T he ques t io n 

fo r apprehe nsive c o m paJlles co nsid e rmg m OVIng awa y from a sin g le 

pro duct st rat egy IS h ow to d o so wrr ho ut killIng th e br and th at has 

Yie lded so much g o ld o ver t h e yea rs . 

To innovate or not 
A m aj or m anufa c ture r of"glo b al co nsu m er and househ old pro ducts 

t~1 ce d rh « p ro ble m . For d ecad es, clus 

co mpa ny m ark e ted a we ll- recog

ni zed brand n.un e w it h str o ng cus 

torner awa re ness and c hose not to 

lm e-c xr end th at b rand . 

ugges ions on 
efocuslnq M an agem e n t was ror n. T h ey wac 

conce r ne d abo u t dilu tin g cus tomeri nov t 0 ~ perceptions o f thi S" icon " bl-and bu t 

th ey w ere f;Ked w ith co rupe rito rs 

m cre asui gl y eu cro achm g upon rherr 

te rI"lwry and th e produc t lin e \V ,IS 

lo s: ng sha re o f m ar ker. Should they mn o vare and ex pa n d the br.md 

name to ne w d o m ain s o r ,OntH1Ut' th ei r sin gle pr odu ct st rate gy and 

hope th eir br and rer ams Its marker share? In rh e p,lSL the sa le c ho ice 

seemed [Q be ,I hol dm g parre r n : now th e loss o f eq \llry W ,IS beronu ng 

tOO g rea t a threat. U ln rna re ly, rnan ageme n r c on c luded rh at th ey wan t 

ed to be tter understand c us to me r percepno ns o fr he ir brand and 

identify w ha t, Ir al1Y, new pro d u cts co u ld be introduce d un der th e 

brand umbrell a. 
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In order to break th eir pa rulvsrs, 

m;)n ,1 ~cm e nt c ho xc ;1 two- piJ:hl' 

process co m b in iug re ,> e;)rc h nnd ne w 

prod net ide at io n .The r<;'st':l I'd ) phase 

drew UpOll t he te c h nique o f appl ie d 

e th noJ.;L1j ' !Jy.\V 'lc ": ap r 1i nl W 111 :11

ker re sc.irc h , n hllOgrnp hy inv ol ves 

<.:nl t: rin g i nto th e e nd- use r 's 1l ,1I11r:ll 

e nviro n m e n t - h orn«, sho pping se t

ting, or place of em ployment - to 

g,n n a m o re re.il isnc u uder- t.ui d ing 

o f rherr .rrricud cs. beb .ivio rs and 

needs. and to be tte r co m pre he nd the 

co n tex t of pr odu ct use. l nnova rio n 

Focus In c. was aske d ro ticld :111 

e t hnog ra p h ic study t ha t hel pe d th i, 

o rgn n iz:ltion 's m an agem en t g]";) ~ p 

their c usromerv' perception o f th e 

icon b ran d . Ph ase I! o f th e proj ect 

would use rhis uuders r.rnd iug as a 

spri ngboa rd to d evel op po renrial 
new pro du cts th at would m crea se 

thei r brand's ma rker pe ne tra tion . 

Innovatro u Focus wor K1ng closely 

w ith l11ar keting and :ldvn ti,i ng 

m embers o f th e tea m, d esign ed ,I 

process th at w o u ld allow th e o rga ni 

za no n to participate in the e th no 

g rap hic rese arch, tak e own ership o f 

th e in sighrs and d evel op potenti al 

It C,V produ ct id eas. 

Show the reality 
Th e value o f ethnogra p hy was it s 

abr liry to show th e o rg an iza tio n cu ~

remer reality ra ther th an c us tom er 

reco ns truc tio n fro m memory via a 

fo c us g ro u p o r survey. Si tes we re 

se lec ted through an intensive pr o ce ss 

o f a recruiting screeuer. pre-sit e visit 

homework and a p hone in ter v ie w. 

R esearch teams were d esi gn ed to be 

cross-fu nctio na l a nd ex pe ri enrial , 

with team m embers from th e spo n

so ri ng o rga nizat io n and its ad vertis

in g age ncy parti cip,lting act ive ly in 

the site visit w h ile a tr ain ed e th nog

rap her led the respondent inter view. 

This approach pr o vided the organi

za t io n w ith real-life e xp erienc e w ith 

the ir c us to mers and made th e field 

t eam m ore co nnec te d to , and 

responsibl e for . representin g th e ir 

c us tomers' nee ds . 

O n -s ite obse rva tio ns produ ced 

illSights th at co uld n ot have been 

ge ne ra te d o the rw ise. For e xam pl e , 

durin g o ne si te visi t, th e field team 

visited a c usto m p r in te r and 

observed th at his technici an , w ho 

had a variety o f similar produ ct s at 

hi s di sp osal , cho se th e brand tha i w as 

closest to hi m .When aske d why, the 

technici an e xp la ine d t ha t this b rand 

was m ost co nve n ie n t and that h e did 

n ot wan t to take the t ime to walk 

across the roo m to ge t anot he r 

brand , even if' it mi ght yie ld a better 

rcsulc.Th is sim ple com men t was an 

eye-ope ne r to th e marketi n g te am; 

th eir icon brand wa s not wo rth ta k

ing th e time to walk 10 extra ste p s! 

Data analysis 
Th e goa) foll owin g th e resear ch was 

to a mass recurrin g the mes and key 

in sights, ;1I1d th en determine w h ic h 

o f th e t he mes an d insi ghts were 

w i[hin the com pa ny's strat egic 

fo cu s.Them es from rh e res earch 

w ere d et ermined throu gh cluste r ing 

th e resear ch data a nd th en defining 

th e top c usto m e r needs , drivers a nd 

m ori va tors, from the eth no gra p hy, 

th e o rgan iza tio n recei ve d resound 

in g permi ssion from th e cons u me rs 

to ex te nd th e bra nd line . Indeed , 

c usto me rs ex presse d an ex pe cta tion 

o f th e com pa ny co expand th e brand 

an d we re su r p r ised th at it h ad no t 

ye t d one so, Based o n this findin g , 

th e organizati on d etermined tha t 

ne w p ro duct ex pa ns io n was esse n tia l 

to avo id lo ng-term sh are- of-use ero 

sio n .T he o rga n iza tio n recei ved the 

needed assu rance tha t the re w as an 

o pportu n ity, and a sa fe o ne, to 

e xpand its go ld en b ran d beyo nd it s 

cu rren t single product line . 

Insights into action: the 
innovation session 

T he ne x t step in the pr o cess was to 

c rea te ne w p ro d ucts and marketi ng 

stra tegies fro m th e resea rch insights 

v ia an inn ovati on se ssio n. A c ro ss

functi onal team w as brought toge th 

er to p arti cipat e in th e b ra instor m 

ing proc ess. Thi s tea m in cluded th e 

field research ers. e xte rna l m ark ete rs , 



/ 

co nvc lr.m cs. 11C\\' pr od uct develo p 

mcnr professio l1Jb from 11 0n-C0ll1

pet in ~~ !Id U slT J ~" ,111<1 crv nr ivc pt''' l' k 
lrorn w rtlnn rhe o r~ ,1 11 1z dtio n Ic'plT '

st'nri ng mu h ipl « ru nn lo ns,T h o «. 

invol ved 111 rh r sessio n \~ e ll' comk

t entl y re-m i nd ecl to tl l C US o n chc ClI\ 

torn r r t111'<11l gh rhc u se or cu- t omcr 

profile <hecrv, w ln ch " llc';,q' \nLH l' d 

t',\cll <i re VIsit i nto ~1 Ol1 e- jJ , l ~.c' 

overv ie w of findi ngs, Ad~ li(Jo ll:.l l y, 

til e sessic» : ce nte re d UI1 idc,,, w lu rh 

wo u ld be co nvi- ten r w it h the' CO I1l 

pJny o bj c.rivcs wh ile :llsn pr' )[ C ft ; I I ~ : 

\ )1 c :-; [cn d ln::; th e IU1I1 b l '.lHcI\ e''lu i t )', 

Th e sc -sio n wa , drvid cd nno I W o 

pa r rs. Th e first segm en t CIl{J llcd ,I 

brgc gro up exerc ise ( 0 brai nst orm 

begll1nl ng 1(1<; ,1 5 Jno (OII(T I1tS fo r 

p rod uc ts. T he second IYl rt 01 the ' t:\
sion co nSisted o f J <m nllc r «o re re am 

fro m th ,- sp ullS o r i ng COlll p,lny to 

SOrt rh ro l1~h the id t'J\ tl l cr c.irc ,I 

portfo lio o f p lar fo rr u ,Jr\', I <; J I1d 
,1 pp ro p1'l ,l{C' ll l: x t '1 " )' ", T h,: L,r;.<e' 

C:l'O Up , eS '1 0 11 p ro d l1 c '~ c ! h Ul\ l l re ~ " o f 

,, \' ,:d id c~ s an d co nc ep tS \' n,lb l i ll ~ rh l' 

' 1l1:1 11 l'(lI'C te' ,111 1 to iso l.uc I I key 
p btt~Jr JJ1 :nl' :t, to 1I10" t ' to th e u c x r 

' L t ' ,' ()f d l'\' \·tnp n ll' llt , 

[ II': il H lI ' I ' , j( ' 1l' 11 _c'$, IOn IV;I\ 111 H l' 

pr.u.rt d " l i d pI' «Iuc ri ,c' b u ,l ll ';c 

l' ti ll I0 1,: 1 lphy W8' ( Oll lp !e {e'd b ,' (H , '

IH IHi ,TIl<: t' t h I Hl 1,~ nphy pwvickd rh,' 
nri~\: [ LJ th em es uir] i Jl, i ~ l l t , \11' 1111 

WIHCh n e w ~)l ( I ' ! lI c< t rd e.i s l' L1 (li d ,I l l' 

btl i i l Adtlltillll:i1 ly, the ' p OIl,l lI in ~ 

COn l !),\pv\ P;\rtiC l }', lt lon i ll th e 

rl' \ l' ,\lT h .uid : lI\ ~ J1 ySIS It'd to O\VIlCI-, 

sln p o f rhe r t' , c 3J(:11 iIJ\i ght, ,1 1111 J 

IC ' J1 () n , j h i l l ~ Y I i) r epl I' '' ' l l t re l l c m 

tom cr Ile'n "-

Th e outcome 

SlIl('e rh « m u ov.itr on , e,,\ I) Il , rh e 

l'()nl]) a ny', 1 1 1:\ I I.l ~I' llle IH h:t s Sh ')\YIl 

in ren ve j IH t'I'<: ' { i n ex pJ ll d l ll ~ the 

br ,llH.1.The scssio n's platfo rm ;lre,lS 

.irc n o w i ll ' ~I ; J'thC I te, tlll g .m d d cvel

c ) 1.1111<:' 1)( , 

hom th e bCf.' Il111i ng to {h e en d <)1' 

rhe proj ect , th l' o r ~iI1 i 2.l t il) l l j l,",l.l' n t:d 

;1 llt ll\lb c: r ot V,dU,l bk k\'O IH , T ile 
te ,1 11 \ di Se ()\' I: n: c1 th t' va llie o f h:\\' ill g: 

,\ w cl l-clov n uu- u rcd . .u-ri o n.ib lc 

p ro cc«, f~ l1' I l1l p l l'l lll'lltlll~ r C' c' :l f l h 

1'< '\ l l l r, h di l l'l' ru t c : II \ ~ illl,' rht' 
ti dd ,T !ll' 'l ,c\' ,b ) - , IC]) pl'<)(t' " g ,\Ve 

[ 1l' l ll t It' f r l' cd ol n [ I) 1'1'<:11' op rhc 

unpo rt .u I' i, lhl' C\ bc'l\\'Cl' 1l th,: 

h l':: il1 l l i n~ 8nd l'lld pro clll" t rarh cr 
rh .: 1 rly ing to J ollII1), li l i l l ll' , h. l l l' h ' to 

th e' e ll d p ru d uc r . C, ' 1 lIb lll l ll ~ l' th l l~) 

g r,\p hi c' re' , e' ;lrc h \\' rh th e i,!e,ltiOIl 

.m d c o nccp r Sl' lIn ,IfIOIl p it H t '." pl'll

duccd .tn ('lid rc-ulr of ,,:rc',lr n 

brc ud.h :\l ld v. i lu c IW ' ,llI \ C n hl lOf,::

L\p h) yi"ldcd " 1\10 1l ' m lorui cd IV:\Y 

ro be I ll l . l~ i Il J t i\il' 11 1 p ro . Iu ct id e' ,\ 

gCl1L..' L l n O ll. 

T1H' I: \, ',ho ll t rh c projc cr . r l.; 1',' :1111 

lear nvd the v.i lu r II I , : ' : l't \l r lJ1 ~ [he' 

procc: r.uhcr ihan [( )l' I I, ing o n tht' 

en c! I l.' \ l il t. MO\l imp or t.un lv, the p ro

Je'et helped <lve ICI Jll l e' ell l f' o r:tte' f),ILJi 

V\h ,11\,1 re.issund rh c "1,,'11., 0 1' that 

theil' bt'lm c'd f;th'''.' co ukl L\\' 1\ 1-111Y 

~ old c' )1 ('):g, ,1I lci t h.r l)\1t11 ch ei l lO I\ \

p:\ I1\ :1:111 th " l l' :'.',ld,'11 [' l' l i l ..1 I'll, ',,1 

hI.' <", '", 11'0 111 h ,m ll rJ 
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