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Three key principles underlie represented a failyre m me
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1. Strategy is the creation of a
unique and valuable posi-
tion, involving a different set 3. Strategy involves crea
of activities. Strategic posi- “fit” among a compan
tion emerges from three tivities. Fit has to do w
distinct sources: ways a company’s actiy

teract and reinforce one 3

other. For example, Vangua

Group aligns all of its ac

with a low-cost strategy; it

» serving broad needs of few tributes funds dlrectlyto con
customers (Bessemer sumers and minimizes portfol
Trusttargetsonlyvery ~ turnover. Fit drives both
high-wealth clients) =~ = competitive advantage and

» serving few needs of many
customers (Jiffy Lube pro-
vides only auto lubricants)

~« serving broad needs of
many customers in a narrow
market (Carmike Cinemas
operates only in cities witha
- population under 200,000)
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- achieved only at the expense
- of another area. For exat_mple,d
~ Neutrogena soap is positione o
" more as a medicinal product ;trer;ﬁtl:te'n,n the pe r:() _

" than as a cleansing agent. The s activities, Thus o g
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