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The three strategies of
Michael Porter (1980)

Cost leadership:
having the lowest costs

Product differentiation:
having a better product

Focus strategy:
targeting on a niche

The three directions of
Treacy & Wiersema (1995)

Operational excellence:
having the lowest total costs,
including costs of your client

Product leadership:
continuously introducing new
products

Customer intimacy:
having a complete offering
for specific customer groups

What happened in the
internet age? Current validity

Cost advantage is easily
copied or leveled down. No sustainable strategy
Scale can be bought

The enormous diversity of
products makes it hard to
stand out

(Continuously) having
unique products

There are many suppli
with a broad offering
Customers can choos
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