
Choices to be made in a good strategy
(Michael Porter)

1. Create a unique value proposition Compared to competition

2. Choose the BM and position in the value chain Different from competition

3. Select what to STOP Choosing what not to do

4. Ensure the fit with Core Competence Activities should reinforce each other

5. Continuous development Invest to improve

Conclusions:

• If all of the above mirrors your competition, all is left is competition on price….

• Strategic Marketing Planning is about choosing what to do but also what not to do!



Strategy Building Blocks

Analyzing the external environment
• Customers and their (changing) needs 
• Competition and the space to play

Analyzing the internal environment
• Our strengths and (core) competencies 
• Our ambition and goals

Formulating your strategy
• Growth direction(s)
• Differentiation

Implementing the strategy
It is not important where you start, but that 

your choices are coherent and consistent. 
(Arthur Simonetti)



The Strategy Process
Dialogue Common 
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Choice
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Action
Plan

STEP 1
Starting
Position

• What is my business 
challenge?

• Where & how to grow?
• How to stay ahead of 

the curve?
• How to deal with 

disruption?

OUTPUT
Strategic Challenge

• Where are the 
opportunity spaces?

• What do our customers 
value and truly need?

• How to do we 
differentiate from 
competition?

OUTPUT
Customer Needs

Competitive Space

• What are our true 
strengths?

• What makes us unique in 
the eyes of the 
customer?

• How can we beat 
competition?

• Where we will grow and 
win!

• How we will out beat 
competition!

• Which creative BM we will 
implement!

• Which capability gaps to 
close!

OUTPUT
Ambition

Strategic Pillars

• Must-win battles

• Product roadmap
• Resource requirements
• Risk mitigation

• KPIs & Monitoring

OUTPUT
Focus & Tactics

OUTPUT
Positioning and 

competitive Edge


