
PLAYING TO WIN
Strategy Framework



An action plan for success in business that A.G. Lafley and 
Roger Martin developed while working together as the CEO 
of and a consultant at Proctor and Gamble (P&G) between 
2000 and 2009.

The cascade strategy.

PLAYING TO WIN STRATEGY



What does it mean to win? What is our key metrics? Who are we winning against? 
• Always start with the user and/or customers. 

What is our 
winning 
aspiration?

Where do we compete? 
Which customer segments, channels, product categories, and geographies do we serve? 
This is also about where NOT to play

Where will we 
play?

What is our competitive advantage? Do we compete on low cost or differentiation? 
• Low cost: Seek systemic understanding of cost drivers, drive costs down, etc
• Differentiation: deep understanding of customers’ needs, products customers adore, etc

How will we 
win?

What specific capabilities support our competitive advantage? What do we need to be 
really great at doing? 
Capabilities are the activities that enable our organization to bring the where-to-play 
and how-to-win choices to life. 

What 
capabilities 
must we 
have?

What systems support our capabilities? How do we measure the success of our strategy? 
Management systems are the processes, structures, and rules that build our capabilities 
and that reinforce and measure our organization’s strategic choices. 

What 
management 
systems do we 
need? 

 Playing to Win Strategy Framework Explained



This is Pennock’s Playing to WIN details for 2022.

Example Inputs.

PLAYING TO WIN EXAMPLE



• Deal sizes >$8K monthly retainer minimum
• Bespoke integrated partnerships, act as extension of clients team
• Analytics prowess with rich insights 
• Deep expertise in DTC & CPG, primarily targeting a diverse group of women

• Customers: Brands marketing products / services to women as their core audience.
• Channel: Brands with +$20M DTC Rev (80% of our time); less than 20% of our time spent on pre-launch companies. 
• Product:  Paid Media, SEO, Affiliate, Analytics
• Geography: Marketing their goods/service to to North America 

• Win new clients convincingly in the ‘better for you’ emerging DTC segment and challenger CPGs 
• Double Gross Revenue from 2021 to 2022 
• Build portfolio of clients who see meaningful business growth through their partnership with Pennock (+20% YoY growth)

• Client Service Precision - Outstanding client management skills 
• Team Bench Strength - Expert level of execution and performance, agency level knowledge
• Always Be Testing - Strategic, innovative, replicable, Test & Learn program.
• Bespoke Solutions - Our 1:1 client relationship as unique to each client! Creative problem solving & 

partnership solutions. 

• Strategy-lead, researched programs
• Executive sponsorship and alignment (within Pennock team) 

 The WIN Strategy
Vision: To push digital boundaries and test the limits of our success

What is our 
winning 
aspiration?

Where will we 
play?

How will we 
win?

What 
capabilities 
must we 
have?

What 
management 
systems do 
we need?



Template



• ...
• ...
• ...
• ...

• Customers: ...
• Channel: ...
• Product: ...
• Geography: ...

• …
• …
• ...

• ...
• ...
• ...
• ...

• ...
• ...
• ...

 The WIN Strategy Template
Vision: [Insert your vision here]

What is our 
winning 
aspiration?

Where will we 
play?

How will we 
win?

What 
capabilities 
must we 
have?

What 
management 
systems do 
we need?


