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Pointing you to articles of interest to strategists in leading publications 

 
In this edition: business models for social distancing, distinguishing fleeting behavioural adaptation 
from lasting change, reacting quickly to slow trends, and systematically reviewing your business 
partnerships for strategic alignment and contribution 
 
Reviving High-Touch Business Models for the Social Distancing Era 
Matt Josefy. MIT Sloan Management Review 
Several business models that were much more common in the 1950s and 1960s are either 
coming back or receiving a surge of consumer interest, says the author of this MIT Sloan 
Management Review article. Why? Partly for health reasons (for example, full-service petrol 
stations reduce the perceived risk of catching COVID at the pump); partly, too, because 
customers are looking for a “higher degree of hand-holding” about what’s open and safe to visit, 
and may simply want more reassurance in general than was the case before the pandemic. So 
travel bookings are going through call centres, rather than being made online; even in the stock 
market, brokers report an upsurge in calls. To respond, the author says, strategists should ask 
themselves four questions: (1) What value propositions become attractive when customers are 
willing to pay more for full-service transactions? (2) What new products or services can be 
introduced to meet customers’ preferences for home-based and contactless transactions? 
(Netflix, for example, has introduced a Party extension to meet the demand for shared 
experiences.) (3) What markets can you now reach by freeing yourself from your company’s 
physical location? (Some health providers, for example, have begun offering a hybrid model in 
which they visit patients at their homes to complement their telehealth capacity.) Finally, (4) 
How can you use technology to underpin your offering? (Some hotels have introduced robots to 
handle in-room delivery; other businesses use AI to enrich the information a call centre agent 
can offer a client, since clients expect more from full-service businesses.) More 
 
 
Hunting for Novelty 
Alexandra Slepova, Martin Reeves, and Kevin Whitaker. BCG Henderson Institute 
If you’re trying to tweak your strategy to be fit for purpose in these times of COVID, don’t stop 
at looking for changed behaviours, which by themselves don’t accurately predict future 
demand. Instead, say these authors, you should look deeper, for a shift in the beliefs 
underpinning those changed behaviours. Bear in mind that one belief modification can drive 
multiple behavioural changes: gaining insight during lockdown into the precious nature family 
can change cooking habits, home-based entertaining, and sports habits, for example. When 
consumers form new beliefs, there’s an opportunity for companies to target the drivers of 
“behavioural stickiness”, by increasing the enjoyment consumers get from the behaviours to 
which new beliefs give rise, and by reducing frictions and increasing the resources necessary to 
continue new habits. (Think of home cooking kits, which have become popular while people 
have been working from home. These kits reduce the friction associated with buying groceries, 
and they help create an enjoyable habit, while addressing behaviour arising from the belief that 
going to the supermarket can be unhealthy because it brings you into contact with others.) 
More 
 

https://sloanreview.mit.edu/article/reviving-high-touch-business-models-for-the-social-distancing-era/
https://bcghendersoninstitute.com/hunting-for-novelty-b862e3fde264


The Challenge of Slow 
Martin Reeves, Ryoji Kimura, Hiroaki Sugita, Saumeet Nanda, and James Yuji Grosvenor.  
BCG Perspectives. 
It’s true that business environments around the world have been changing faster than ever 
before, and outperformance, even before the pandemic, has been fading faster than it used to. 
Nonetheless, in the haste to react, companies need to be sure not to overlook several slow-
moving trends – ones that will persist into the post-crisis future. An example: population 
growth, which is slowing around the world. Since economic growth is driven by growth in the 
labour force and growth in labour productivity, fewer people is bad news for business. 
Economists forecast a decline in world GDP growth from about 3.6% in 2018 to 2.4% in the next 
30 years, with a concomitant long-term decline in shareholder returns. Japan, which has been 
facing slow population growth for more than 30 years, is ahead of the curve. Its corporations 
have done well where they have circumvented low domestic consumption by moving into 
higher-growth international markets, and where they have zeroed in on niche growth segments 
domestically. (For example, personal hygiene products manufacturer Unicharm has found new 
growth in adult incontinence products, with so much success that it has driven Procter and 
Gamble out of the Japanese market.) Slow changes, the authors caution, can tempt strategists 
into thinking that there is plenty of time to react. But this is an illusion: everyone else in the 
market, after all, has as much time to plan and prepare as you do. Scenario planning, resource 
alignment and a bias for action – well ahead of time – can ensure future success. More 
 
Checking the health of your business partnerships 
Ankur Agrawal, Kenneth Bonheure, and Eileen Kelly Rinaudo. McKinsey Quarterly 
Business partnerships are a key piece in a corporation’s armoury when it comes to achieving 
strategic goals. But, once in place, partnerships aren’t always reviewed to ensure that they are 
on track – and to ensure that they are still feeding into your organisation’s overall strategic 
goals. That’s a mistake, say the authors of this McKinsey Quarterly article: the health and 
performance of partnerships need to be regularly monitored. The authors advocate a 
“partnership health check” in which the goals and guiding frameworks for the partnership are 
reviewed, interviews with leaders are conducted, and performance against jointly defined 
health metrics is measured. Health-check protocols should be put in place from the outset of 
the relationship – if possible, during negotiations to establish the partnership. Partner 
companies should outline the frequency, processes, tools and language they will use to assess 
the business relationship. Ideally, the health check should be conducted by the manager of the 
alliance or JV, with support from important stakeholders within each partner organisation.  The 
health check should start with an articulation and confirmation of the core tenets of the 
partnership – how and why it started, and how it has evolved. Next, a series of leadership 
interviews to get a sense of how senior executives perceive the status of the partnership, and a 
series of qualitative and quantitative insights should be generated to show on how the 
partnership is performing along key measures of success. (The authors note that, while initial 
discussions may reveal strong hypotheses from executives about why the partnership is 
underperforming, the deep-dive assessment often shows that the root cause of a problem is 
something quite different.) The team designing and overseeing the health-check process should 
build a dashboard for leaders on both sides of the relationship to access, reflecting the metrics 
most relevant to evaluating the partnership’s ability to fulfil its objectives. The results are 
typically shared with the partnership’s steering committee or JV board as well. More 
 
You’re receiving this Journal Retrospective because your company is a member of our 
Collaborative Strategy Network. However, if you’d prefer not to receive the Retrospective in 
future, just email SMC’s Angela Scutts.  
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