CHAPTER SIX e

Creating Advantage: Customer
Value Leadership

Price is what you pay. Value is what you get
—Warren Buffett :

StraFegy 101 is about choices: You can’t be all things to all people
—Michael Porter, HBS professor, founder of The Monitor Group ;

Ever since I‘tl\l/ll(l)lri'tson’shput :.l li;ltle igllr(l1 in a yellow slicker and declared, “When it rains, it pours,” no advertising
person wo or her salt has had any excuse to think of a product as havi ity wi gthi
—Malcolm MacDougal, Jordan Case McGrath & Taylor B

Our attention now shifts from strategic market analysis to the development of strategy. What
value will the firm offer and in what product markets will it compete? How will it compete, and
what assets and competencies will be important to its sustained competitive advantage? Will it

lead or follow? How will it develop strong customers and brands, and how will these assets be

leveraged over time to grow the business? What investments and disinvestments should be made

to improve company success over time?
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