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Creating New Marketspace

D Unexploited
0 i
Customer
Needs

Unarticulated

b
Articulated 4’

Served Unserved
Customer Types

Source : G. Hamel, Competing for the Funure, 1994,




PROGRAMS

Existing Modified New

S 1. Market Penetration 4. Program Modification 7. Program Innovation

5. Modification for

Dispersed Markets 8. Geographic Innovation

L]\l 2. Geographical Expansion

MARKETS

6. Service Modification

for New Markets 9. Total Innovation

ZYEE 3. Market Development

BCG Program/Market opportunity matrix
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