
Simplifying Strategy  
 
Tudog often simplifies strategic choices by boiling the options down to the bare 
minimum. For example, in marketing the choices are only two; selling more to existing 
customers and finding new customers to sell to. This is not an oversimplification, but 
rather a statement of fact that allows companies to understand their options. The rest is 
strictly tactical, a question of how as opposed to what. In this article Tudog does for 
strategy what it did for marketing – simplify it to the core choices.  

 
In selecting a strategy a company determines not only its course of action but also 
where it plans to fit in within the competitive landscape and how it will appeal to the 
same customers these competitors are seeking to appeal to. The strategic choices then, 
are only as successful as their execution and the manner in which the operations of the 
company are consistent and supportive of the stated strategic policy. 
 
Under widely accepted business theory, first pioneered by Harvard Business School 
professor Michael Porter, a company essentially has three strategic choices. Like 
marketing simplified, these three choices engulf a great deal of grey area and offer a 
wide range of tactical alternatives for implementation. The three options are: 
 
Pricing 
 
Pricing is a strategy that allows a company to pursue its position in the market through 
the cost of its products. Often associated with low cost, some companies manage to 
utilize pricing as a high end position. Each end of the spectrum offers risk. On the high 
end it is essential for the company to establish its value proposition and brand to radiate 
the reasoning behind the higher cost. Whether through quality or image (or a 
combination of the two) the higher the price is, the higher the customer expectation will 
be. On the low end, the low price strategy needs to be supported by efficiencies that 
enable the company to operate profitably even with low prices. These efficiencies need 
to run across the company’s operations and need to remain constant in order to 
safeguard against the need to raise prices. Once a company is defined as low price, it 
will most likely be unable to move away from that position. 
 
Point of Difference 
 
A company can select Point of Difference as its strategy and essentially seek to create a 
position that is distinctive from other players in its category. Whether through product 
quality, added value features, style and color, methods of preparation or assembly, 
purpose and application, or direct benefit, a company seeking to differentiate itself must 
determine and communicate how it is different that the others. Once it has arrived at this 
understanding it must also, and perhaps more critically, communicate why its differences 
translate into better and how they provide additional benefit or value. Sometimes these 
benefits can be intrinsic, such as better quality, and sometimes they can be abstract, like 
the sense of style it provides. Whatever the point of difference, it will only be effective if it 
has meaning to the customers it is targeting. 
 
Niche 
 
The notion behind this strategy is that the company selects a targeted group and 
focuses its products to the needs and wants of that group. Regardless of the 



opportunities that may be identified beyond the niche group, the company elects to build 
its reputation, credibility and excellence in serving a more narrow market. The payoff is 
that once the company becomes identified as devoted to the niche group, the group may 
repay the company with its loyalty. By directing its efforts toward one niche market, the 
company also has the opportunity to narrow its marketing focus and center its products 
on very specific needs. The risk to niche is limited growth potential and the possibility of 
your niche being a fad that will fad away. 
 
These generic strategies are at the heart of any strategy and are effective so long as a 
company does not try to dabble in a bit of everything. It is most crucial that the company 
select one strategy and stick with it, perfecting it and benefiting from it to the extent that 
the strategy permits. Any attempt to mix and match strategic options will most likely 
prevent the company from realizing any benefit, as the focus will be diluted and the 
execution negatively affected. 
 
With this in mind, it is also essential that a company keep in mind the resources it has to 
execute the strategy, its capabilities, and its infrastructure.  
 
With regard to resources, there are several that need to be in place prior to the 
launching of a strategy. These are: 
 

� Capital or access to capital 
� Tangible assets 
� Human capital and skills 
� Intellectual capital and depth 
� Technology or efficiencies 
� Solid management with clear vision and excellent execution skills 
� The right product for the strategy 

 
Capabilities are also subject to a number of criteria that are important to consider. These 
are the ability to: 
 

� Innovate 
� Produce product 
� Manage risk 
� Sell 
� Deliver on promises 

 
A company’s infrastructure, organization and culture must also be considered when 
calculating its capacity to execute a strategy. The elements to consider include: 
 

� Teamwork 
� Motivation 
� Speed of execution 
� Internal decision making structure 
� Strength of leadership at all levels 

 
Once you have identified your strategy and you have insured that you have the 
resources, capabilities and infrastructure to successfully execute, you must align these 
three critical components so that all your efforts are pointed in the same direction.  
 



Once these analytical functions have been achieved you can revert to the most critical of 
strategic questions, which is “how”. How you execute your strategy will serve to expand 
your strategic options beyond the three core strategies discussed above. In fact, the 
tactical options that are born of these fundamentals, including joint ventures, 
diversification, market development, product development, and divestiture. These 
options can be integrated or pursued alone, each supported by integrated 
comprehensive marketing strategies and focused sales efforts. 
 
The development of a strategy is step one for every business. Even those businesses up 
and running, profitable and happy need to revisit their strategy from time to time to make 
sure that it is helping them reach their maximum potential in terms of market presence 
and sales.  
 
The strategic options outlined in this article are not the only ones available, but they are 
the essence of the choices a company has. As with marketing, Tudog seeks to provide 
companies with the fundamentals upon which they can build their success. We see our 
ability to simplify as one of our assets. It’s a fundamental element of our strategy of Point 
of Difference. Gee, maybe I’ve said too much. 
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