STRATEGIC POSITIONING



Core Concepts

Unique Value: Offering distinct benefits or lower costs than
rivals.

Trade-offs: Choosing what not to do to avoid being stuck in the
middle.

Activity System: Aligning hundreds of daily operational choices
to support the position.



Core Elements

Target market: A specific group of customers you choose to
serve while deliberately ignoring others.

Value proposition: A clear reason why customers should choose
you instead of your competitors.

Differentiation: Unique skills or assets that rivals cannot easily

copy.

System of activities: Daily operational choices that all support

the same market position.

Resource allocation: Money, time, and staff focused entirely on
your chosen strategy



Main Types of Strategies

Cost Leadership: Becoming the lowest-cost producer while
keeping acceptable quality.

Differentiation: Offering unique features or high quality that
justify higher prices.

Focus / Niche: Serving a specific customer segment better than
broad-market rivals.



Why It Matters

Avoids the middle: Trying to be everything to everyone leaves
a company 'stuck in the middle" with no real advantage.

Drives decisions: A clear position guides choices in pricing,
marketing, and product development.

Creates trade-offs: Strategy requires deciding what not to do,
making your advantage sustainable against imitators.



Common Pitfalls

No Trade-offs: Trying to be everything to everyone, which
dilutes the brand.

Operational Drift: Confusing daily efficiency with a true
strategic edge.

Misalignment: Letting different departments send mixed signals
to customers.



Further Exploration

S =
o Explore foundational concepts from the Harvard Business
School.

o Review a detailed breakdown on Vioconcamp.

o Read market placement insights from Simon-Kucher,



https://www.isc.hbs.edu/strategy/business-strategy/Pages/strategic-positioning.aspx
https://mooncamp.com/glossary/strategic-positioning
https://www.simon-kucher.com/en/insights/unlocking-success-power-strategic-positioning
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