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Welcome to Strategy Seekho! 

Thank you for showing interest in the Strategy Seekho series. I’m glad you are here—because strong business growth 

does not come only from working harder; it comes from choosing the right strategy at the right time. 

This document brings together 15 powerful Strategies for Business Growth and Expansion used by some of the world’s 

most successful businesses—and adapted in a practical way for business owners. 

As you read, do not try to apply every strategy. Look for the one that solves your next growth challenge:  

How can we grow faster?  

How can we expand safely?  

How can we become more profitable?  

How can we build a business that grows beyond the owner? 

Which one of these can create the biggest positive change in my business right now? 

Pick one strategy that feels relevant, understand it deeply, and start taking small action around it. One well-executed 

strategy can improve revenue, profitability, customer loyalty, repeat business, and long-term growth. 

And this is only the beginning. Stay tuned to Strategy Seekho series for practical strategies on sales growth, marketing 

and branding, productivity, operational efficiency, profitability, customer retention, team performance, leadership, cash-

flow management, expansion, and building a business that can grow without depending on the owner every day. 

Keep this document with you, revisit it whenever you are planning your next move, and most importantly—keep 

watching Strategy Seekho every day for more practical business ideas, examples, and strategies. 

Let’s not just run a business. 

Let’s build a smarter, stronger, and more profitable one. 

Warm regards, 

 

 

Dr. Vivek Bindra 

(On behalf of the entire Strategy Seekho Series Team) 
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15 Masterstroke Strategies for  

Business Growth & Expansion 

S.No Strategy Page No. 

1 Infrastructure Control Strategy – AMUL 5 

2 Asset Multiplication Strategy – Walt Disney 12 

3 Strategic Scarcity Strategy – Rolls Royce 21 

4 Become the Default Strategy – Microsoft 29 

5 Land and Expand Strategy – Salesforce 38 

6 Low End Disruption Strategy – Xiaomi 47 

7 High End Disruption Strategy – Tesla 56 

8 Share of Wallet Strategy – ICICI Bank 65 

9 Attention Monopoly Strategy – TikTok 74 

10 Hib and Spoke Strategy – FedEx  83 

11 Bottom of Pyramid Strategy – Hindustan Unilever (HUL) 92 

12 Community Led Business Model – Harley Davidson  102 

13 Ecosystem Ownership Strategy – Apple  112 

14 Frugal Innovation Strategy – Aravind Eye Care 122 

15 Process Excellence Strategy – Dominos  132 
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Every business owner wants growth.  

More customers, more revenue, more profit, more markets, 

more impact.  

But real growth is not just about increasing sales this month. 

A business can grow quickly and still become more chaotic, 

more dependent on the owner, less profitable,  

and harder to manage. 

Sustainable growth happens when you choose the right 

path. It may mean reaching a new customer segment, 

expanding into a new geography, increasing repeat 

purchases, building a stronger brand, creating new 

revenue streams, improving delivery, or turning one 

successful product into an entire ecosystem.  

The right strategy helps you grow with clarity instead of 

simply becoming busier. 

- Dr. Vivek Bindra -   
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Strategy 1: Infrastructure Control Strategy 

“Control the engine that delivers your promise.”  

-Dr. Vivek Bindra-  

Most businesses focus on selling more. They work on marketing, salespeople, offers, social media, 

and new customers. All of that is important. 

But here is a question worth asking: 

What happens when demand grows faster than your ability to deliver consistently? 

✓ A restaurant gets famous but every outlet serves a different taste. 

✓ A skincare brand gets orders but its third-party manufacturer keeps changing batches. 

✓ A builder sells aggressively but loses buyers because site execution is delayed. 

✓ A pickle brand gets into retail stores but customers complain that one jar is excellent and 

the next is too oily, too salty, or spoilt. 

Growth then becomes a problem instead of an opportunity. 

This is where the Infrastructure Control Strategy becomes powerful. 

It means taking ownership—or creating tight control—over the critical infrastructure that decides 

your quality, speed, cost, customer experience, and future growth. 

Infrastructure can mean a factory, a warehouse, a cold chain, technology platform, delivery 

network, supply chain, distribution system, data, equipment, training system, or even a standard 

operating process. 

The key is simple: 

“Do not control everything. Control the few things that can destroy your customer promise.” 

 

What Is Infrastructure Control Strategy? 

Infrastructure Control Strategy is a business approach where you build, own, or tightly manage the 

important parts of your operating system instead of leaving them completely in someone else’s 

hands. 

It is not about becoming obsessed with ownership. 

It is about identifying the parts of your business where one mistake can cost you customers, 

margins, reputation, or growth—and making sure those parts are firmly under your control. 

For example: 

• A cloud kitchen may outsource delivery, but control recipes, raw-material quality, kitchen 

processes, and packaging. 

• A fashion brand may outsource stitching, but control fabric selection, designs, quality 

checks, and final customer experience. 

• A real-estate developer may outsource construction work, but control project planning, 

vendor selection, quality inspections, legal approvals, and customer communication. 

• A food brand may outsource secondary packaging or logistics, but keep its recipe, spice 

mix, production process, and quality checks in-house. 
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The strategy is not asking, “What can we own?” 

The better question is: 

“What must we control if we want customers to trust us again and again?” 

 

Why This Strategy Creates Revenue 

At first, infrastructure control may look like an operations strategy. But it has a direct connection 

with revenue. 

When you control the right infrastructure, you improve five important things: 

1. You deliver a consistent experience 

Customers come back when they know what to expect. 

If your product or service is excellent only on some days, customers do not build trust. They may 

buy once, but they do not become repeat customers. Consistency is what turns a first-time buyer 

into a loyal customer. 

2. You protect your margins 

When critical work is completely dependent on outside vendors, they can increase prices, delay 

supplies, reduce quality, or prioritize another client. 

You may be selling well but still lose money because your cost structure is not in your control. 

3. You grow without damaging the brand 

Many businesses can handle 100 orders. The real test comes at 1,000 orders. 

Without strong infrastructure, growth exposes every weakness: late delivery, stock-outs, quality 

issues, customer complaints, staff confusion, and cash-flow pressure. 

Good infrastructure allows you to grow without disappointing the customer. 

4. You create a barrier for competitors 

Anyone can copy your advertisement. Anyone can copy your packaging. Anyone can even copy your 

product idea. 

But it is much harder to copy a strong operating system built over years: supplier relationships, 

quality systems, technology, training, distribution, production know-how, and customer data. 

That becomes your invisible competitive advantage. 

5. You stop being dependent on the owner 

In many small businesses, the owner is the quality-control department, purchasing manager, sales 

head, crisis manager, and customer-service desk—all at once. 

That may work when the business is small. But it cannot work forever. 

Infrastructure control means building systems so the business performs well even when the owner is 

not personally standing there every day. 

“A business becomes scalable when the system becomes stronger than the individual.” 
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The Amul Story: Controlling the Cold Chain, Not Just Selling Milk 

A powerful Indian example of this strategy is Amul. 

Milk is a difficult product to manage. It is highly perishable. If it is not collected, 

chilled, transported, processed, and distributed properly, it can spoil quickly. 

Quality drops, wastage rises, and customer trust disappears. 

Imagine trying to build a large dairy brand while depending on an 

unreliable collection and supply system. 

One day milk arrives on time; the next 

day it does not. One batch is fresh; 

another is poor quality. One city gets 

enough stock; another faces shortages. 

You cannot build a trusted national 

dairy brand like that. 

Amul understood something very important: its real strength would not come only from advertising 

butter or cheese. Its strength would come from controlling the system that moves milk from 

farmers to consumers. 

Amul created an integrated network involving: 

• Village-level milk collection 

• Quality testing at the point of collection 

• Chilling centres to protect freshness 

• Dairy processing plants 

• A large distribution network 
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• Strong brand standards 

• Systems connecting millions of farmers with the market 

The result was not merely better milk handling. It created a dependable business model. 

Farmers had an assured market for their milk. Amul had a more reliable supply base. Consumers 

received products with consistent quality. Retailers could trust availability. The brand became part 

of daily life across India. 

This is infrastructure control in action. 

Amul did not become powerful only because it sold milk, butter, cheese, ice cream, and paneer. 

It became powerful because it built control over the journey behind every product. 

The business lesson from Amul 

If you are in a business where freshness, quality, speed, availability, or trust matters, your backend 

is not a support function. 

Your backend is your brand. 

For Amul, the cold chain and collection network were not boring operational details. They were 

growth infrastructure. 

Without them, the famous “Amul” name would not have carried the same trust. 

 

How to Use This Strategy in Your Own Business 

You do not need to build a massive factory or spend crores to use this strategy. 

Start by identifying your critical control points. 

Ask yourself: 

• At which stage do we lose the most money? 

• At which stage do customers complain the most? 

• Which vendor can seriously disrupt our business? 

• What affects product or service quality the most? 

• What do customers value but we currently do not control? 

• Which process depends too much on the owner? 

• If our sales doubled tomorrow, where would the business break first? 

Once you identify the weak point, decide whether you need to: 

• Own it 

• Standardise it 

• Automate it 

• Train people for it 

• Create strong SOPs for it 
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• Audit it regularly 

• Build a backup supplier or backup capacity 

• Bring only that critical part in-house 

For example, if you run a food business, you may not need to own every delivery vehicle. But you 

may need tight control over recipes, raw-material sourcing, kitchen hygiene, quality checks, and 

packaging standards. 

If you run a furniture business, you may outsource carpentry work. But you may need control over 

design drawings, material quality, finishing standards, delivery timelines, and installation checks. 

If you run a service business, your infrastructure may not be machines or warehouses. It may be 

your CRM, response-time system, training process, sales scripts, service checklist, and customer 

database. 

 

Common Mistakes While Implementing This Strategy 

Mistake 1: Trying to own everything 

Some business owners hear “control” and immediately decide to build a factory, buy vehicles, hire 

too many people, or bring every function in-house. 

That can create a heavy fixed-cost structure and drain cash. Control the critical part. Do not 

collect assets just to feel bigger. 

Mistake 2: Outsourcing the heart of the business 

The opposite mistake is equally dangerous. 

If the most important part of your customer promise is completely outsourced, you are building 

your business on someone else’s capability. 

For example, a food brand that has no control over recipe execution and quality is not really 

building a food brand. It is only building a label. 

Mistake 3: Building infrastructure before demand exists 

Do not build capacity only because it looks impressive. 

First validate demand. Then build the next layer of infrastructure based on a real bottleneck. 

Start simple. Learn. Improve. Level up. 

Mistake 4: Confusing infrastructure with buildings and machines 

Your best infrastructure may be an SOP, a dashboard, a CRM, a training academy, a vendor-

management process, or a robust quality-check system. 

A business can have a beautiful office and still have weak infrastructure. 

Mistake 5: No review rhythm 

Infrastructure slowly weakens when nobody reviews it. 

A vendor becomes careless. A process gets skipped. Staff start taking shortcuts. Customer 

complaints get ignored. 

Control is not a one-time project. It is a management rhythm. 
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The Infrastructure Control Checklist 

Before moving ahead, ask yourself: 

1. What is the one promise customers expect from us every time? 

2. Which part of our delivery system can damage that promise? 

3. Are we dependent on one supplier, one employee, or one outside partner? 

4. Which critical process has no written SOP? 

5. Where do customer complaints repeat? 

6. What would break first if our sales doubled in the next six months? 

7. What should we bring under tighter control this year? 

8. What can we safely outsource without losing our unique strength? 

 

Final Thought 

Most businesses do not lose customers because their marketing is weak. 

They lose customers because their operations fail to deliver what marketing promised. 

Infrastructure Control Strategy helps you close that gap. 

It helps you build a business where quality is repeatable, growth is manageable, costs are visible, 

and customers receive the same confidence every time they buy from you. 

Build the engine before you press the accelerator. 

Because when demand finally comes, the question will not be, “Can we sell more?” 

The real question will be: 

“Can we deliver more without losing what made customers choose us in the first place?” 
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Strategy 2: Asset Multiplication Strategy 

“Create once. Earn many times.” -Dr. Vivek Bindra-  

Most business owners think growth means doing more work. 

More sales calls. 

More branches. 

More employees. 

More products. 

More advertising. 

But some of the strongest businesses grow in a different way. 

They create one valuable asset—and then find many ways to earn from it. 

That asset could be a brand, a character, a design, a recipe, a customer database, a product 

formula, a process, a piece of content, a distribution network, a technology platform, or even the 

trust customers already have in you. 

This is called the Asset Multiplication Strategy. 

“The smartest businesses do not keep creating from zero. They keep finding new ways to use what 

they have already created.” 

 

What Is Asset Multiplication Strategy? 

Asset Multiplication Strategy means taking an existing business asset and using it across multiple 

revenue streams, customer segments, products, channels, or markets. 

In simple words: 

Instead of creating a new engine for every new business opportunity, you use the same engine 

to power many vehicles. 

For example: 

• A trusted bakery brand starts packaged cookies, gift hampers, cake workshops, and 

corporate gifting. 

• A successful coaching institute turns its teaching method into books, online courses, 

franchise centres, certification programmes, and corporate training. 

• A fashion designer uses one signature design language across clothing, accessories, 

perfumes, home décor, and collaborations. 

• A restaurant turns its popular sauces, spice mixes, or desserts into packaged retail 

products. 

• A consultant converts expertise into workshops, templates, online programmes, books, 

advisory retainers, and licensing. 

The original asset remains the same. But its earning power multiplies. 

This is not random diversification. 

It is not about launching ten unrelated businesses because one business is doing well. 
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It is about asking one very intelligent question: 

“What do we already own that can create more value for more people?” 

 

The Disney Story: One Character, Many Businesses 

The best example of Asset Multiplication Strategy is Walt Disney. 

Disney did not merely create cartoons. It 

created characters, stories, emotions, 

worlds, and memories that people wanted 

to experience again and again. 

Take one character such as Mickey Mouse. 

Mickey began as an animated character. 

But Disney did not stop after making one 

film and earning ticket revenue. 

It used the same character across multiple 

business lines: 

• Films and television shows 

• Merchandise such as toys, clothing, stationery, and home products 

• Theme parks and live experiences 

• Books and comics 

• Games and digital content 

• Licensing partnerships 

• Food products and collectibles 

• Cruises, hotels, and entertainment experiences 

One creative asset became a revenue machine. 

This is why Disney is far more than a movie company. 

A film may introduce a character to the world. But then toys allow children to bring the character 

home. Theme parks allow families to enter that world. Merchandise keeps the memory alive. New 

shows introduce the same character to the next generation. 

Every part strengthens the other. 

✓ A child watches a Disney film. 

✓ Then wants the toy. 

✓ Then visits the theme park. 

✓ Then remembers the experience for years. 

✓ Then later introduces the same characters to their own children. 

That is asset multiplication at its best. 
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Diney’s real asset was not the film 

The movie was only the starting point. 

Disney’s real asset was intellectual property: its characters, stories, brands, music, visual style, 

and emotional connection with audiences. 

The company understood that a great character is not a one-time product. It can become a long-

term business platform. 

“A powerful asset keeps earning even after the original work is done.” 

 

Why This Strategy Is So Powerful 

1. It increases revenue without starting from zero 

Creating something new takes time, money, experimentation, and risk. 

But when you build around an existing asset, customers already know you. The market already has 

some trust. Your team already understands the asset. 

For example, if your bakery is known for premium brownies, selling brownie gift boxes during 

festivals may be easier than launching an unrelated clothing line. 

You are building on existing demand instead of creating demand from scratch. 

2. It improves profitability 
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The first investment in an asset is often the most expensive. 

A chef spends time perfecting a recipe. A trainer spends months building a programme. A business 

spends years creating brand trust. A company invests heavily in developing a product. 

Once the asset is ready, using it in additional formats can improve returns on that original 

investment. 

For instance, a recorded programme can be sold to many learners. A recipe can be used across 

retail packs, cafés, hampers, and subscription boxes. A brand can be extended into adjacent 

categories. 

3. It increases customer lifetime value 

Customers who already trust you are more likely to buy more from you—provided the new offering 

makes sense. 

A customer who buys your home furniture may also buy your modular kitchen, décor accessories, 

maintenance service, or interior consultation. 

The relationship becomes deeper. Revenue per customer increases. 

4. It strengthens the brand 

When done well, every new use of the asset makes the original brand stronger. 

Disney merchandise reminds people of Disney films. Disney parks deepen attachment to Disney 

stories. Disney streaming keeps audiences connected between movie releases. 

The asset does not become weaker because it appears in more places. It becomes more familiar, 

more valuable, and more difficult to ignore. 

5. It creates a competitive advantage 

A competitor may copy one product. But copying a whole ecosystem is difficult. 

They would need the same brand trust, customer base, content library, supplier network, product 

quality, distribution, licensing relationships, and emotional connection. That takes years. 

What Assets Can Your Business Multiply? 

Many business owners say, “We do not have a Disney character or a famous brand.” 

You may not have one yet. But you probably have more assets than you realise. 

Look carefully at your business. 

Asset you may already have Ways it can create more revenue 

A trusted brand name New related products, premium range, franchise, licensing 

A popular product Bundles, subscriptions, refill packs, gifting, variants 

A strong recipe or formula Retail packs, B2B supply, white labelling, workshops 

Expert knowledge Courses, books, consulting, certification, templates 

Customer database Repeat sales, cross-selling, memberships, referrals 
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Asset you may already have Ways it can create more revenue 

Distribution network New products, partner products, private labels 

A proven process Franchising, licensing, training, consulting 

Content or intellectual property Digital products, events, merchandise, sponsorships 

Community trust Memberships, events, premium services, partner offers 

The question is not whether you have an asset. 

The question is whether you have recognised it as an asset. 

 

How to Apply Asset Multiplication Strategy 

Step 1: Identify your strongest existing asset 

Ask yourself: 

• What are we known for? 

• What do customers repeatedly praise? 

• What do people trust us for? 

• What have we built over years that others cannot easily copy? 

• What does our team do exceptionally well? 

• Which product, process, or relationship gives us an edge? 

Choose one asset first. Do not try to multiply everything together. 
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Step 2: Identify adjacent opportunities 

The word here is adjacent. 

Your next offering should feel like a natural extension of what you already do. 

For example: 

• A salon can add haircare products, membership plans, bridal packages, and training 

academies. 

• A pickle brand can add chutneys, masalas, gift boxes, snack accompaniments, and 

regional food products. 

• A diagnostic centre can add preventive health packages, corporate health check-ups, 

home collection, and wellness subscriptions. 

• A business trainer can add books, workbooks, online modules, coaching, templates, and 

certification programmes. 

The customer should be able to say: 

“Yes, it makes sense that this business would offer this.” 

Step 3: Use the asset in a new format 

You do not always need a new product. 

Sometimes you only need a new format. 

For example, one successful programme can become: 

• A live workshop 

• A self-paced course 

• A workbook 

• A video series 

• A corporate training module 

• A certification programme 

• A consulting service 

• A franchise model 

The knowledge remains similar. The format changes according to the customer and price point. 

Step 4: Build a revenue ladder 

Offer customers different ways to engage with the same core asset. 

For a food brand, this could be: 

Small trial pack → Regular family pack → Premium gift hamper → Monthly subscription → 

Corporate gifting order. 

For a training business, it could be: 

Free content → Workshop → Full programme → Coaching → Corporate consulting. 

This gives customers a reason to grow with you. 
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Step 5: Protect quality as you expand 

The more places your asset appears, the more important consistency becomes. 

Disney would lose value if its characters were used in poor-quality products that damaged the 

brand. Similarly, your business cannot extend into new categories carelessly. 

Every extension should protect the customer’s trust. 

 

Common Mistakes People Make 

Mistake 1: Launching unrelated products 

A successful restaurant suddenly starts selling clothing. A coaching business starts a café. A 

furniture brand enters cosmetics. 

There is nothing wrong with new businesses. But that is not asset multiplication. 

Asset multiplication has a logical connection with the core asset. 

If customers cannot understand why you are offering it, you may be stretching the brand too far. 

Mistake 2: Multiplying before strengthening the original asset 

Some businesses try to expand when their core product is still weak. 

First, make the original asset genuinely valuable. Get repeat customers. Build trust. Improve 

quality. Create a clear reputation. 

Only then multiply. 

A weak asset multiplied in five directions only creates five weak businesses. 

Mistake 3: Copying Disney at a scale you cannot manage 

You do not need a theme park, a licensing empire, or fifty products. 

A small business can begin with one adjacent offer. 

For example, a bakery can start with corporate gifting. A consultant can start with one workbook. A 

restaurant can start with one packaged signature sauce. 

Start small. Learn. Improve. Then scale. 

Mistake 4: Ignoring brand fit 

Every new offering affects how customers see you. 

If your brand stands for premium quality, do not launch a low-quality, discount-driven product just 

to increase sales. It may earn revenue today but weaken the main brand tomorrow. 

Mistake 5: Creating more complexity than profit 

More products mean more inventory, suppliers, training, decisions, marketing, and working capital. 

Before expanding, ask: 

“Will this new use of our asset create meaningful profit—or only more work?” 
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Your Asset Multiplication Questions 

Before you move ahead, write your answers: 

1. What is the one asset our business has built over time? 

2. Why do customers choose us over others? 

3. Which customer need can we serve using the same asset? 

4. Can we offer this asset in a lower-priced, premium, recurring, or B2B format? 

5. What adjacent product or service would feel natural to our customers? 

6. What should we never do because it would dilute our brand? 

7. What is one small experiment we can launch in the next 90 days? 

 

Final Thought 

Most businesses keep asking, “What new thing should we create?” 

A better question is: 

“How can we make the valuable thing we have already created work harder for us?” 

Disney did not build its empire by creating a completely new business every time. It built stories 

and characters people loved—and then allowed those assets to travel into films, toys, parks, hotels, 

games, products, and experiences. 

Your business may not have Mickey Mouse. 

But it may have a trusted recipe, a loyal customer base, a respected name, a proven process, a 

special product, or expertise that people value. 

Find that asset. 

Strengthen it. 

Then multiply it. 

Because the most profitable asset in your business may not be something you need to buy. It may be 

something you have already built. 
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Strategy 3: Strategic Scarcity Strategy 

“Make it valuable enough to be desired—and limited enough to be worth waiting for.” 

-Dr. Vivek Bindra-  

 

Most businesses are trained to think in one direction: 

Make more. 

Sell more. 

Be available everywhere. 

Serve everyone. 

That approach works when your strategy is volume. 

But there is another route to revenue growth—one that sounds almost counter-intuitive: 

Create less availability, but create far greater desire. 

This is the Strategic Scarcity Strategy. 

It means deliberately limiting supply, access, time slots, editions, capacity, or availability in a way 

that makes customers value the offering more. 

The key word is strategic. 

It is not artificial drama. It is not telling customers, “Only two left!” every day when the warehouse 

is full. 

Real scarcity is built on something meaningful: limited craftsmanship, limited capacity, rare 

expertise, a carefully selected clientele, a special edition, or an experience that cannot be mass-

produced without losing its value. 

“When everyone can have it immediately, it becomes a product. When only a few can have it, it 

can become a symbol.” 

 

What Is Strategic Scarcity? 

Strategic scarcity means consciously deciding that your business will not serve unlimited demand in 

the same way, at the same time, or at the same price. 

Instead, you create a boundary around what you offer. 

That boundary may be: 

• Limited units 

• Limited appointments 

• Limited memberships 

• Limited editions 

• Limited geographical access 

• Limited seats in a programme 

• Limited production capacity 
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• A waiting period 

• Invitation-only access 

• A carefully controlled customer base 

Scarcity changes the customer’s thought process. 

When something is freely and endlessly available, the customer asks: 

“Do I need this?” 

When something valuable is limited, the customer begins to ask: 

“Will I get the chance to have this?” 

That shift is powerful. 

But it works only when the offering has genuine value. No one wants to wait for an average 

product. 

 

The Rolls-Royce Story: Why Waiting Becomes Part of the Luxury 

A Rolls-Royce is not scarce because the company cannot make more cars. 

It is scarce because making too many cars would weaken the very reason people want one. 

Rolls-Royce understands that its customer is not buying only transport. A buyer is purchasing 

craftsmanship, privacy, status, personal expression, heritage, and the feeling of owning something 

that cannot be casually found everywhere. 

That is why Rolls-Royce does not behave like a mass-market car company. 

A customer does not simply walk into a dealership, choose from a large stockyard, and drive away 

with exactly the same car as hundreds of other people. 

The process is more like commissioning a piece of art. 

The customer chooses colours, materials, interior details, personalised features, and bespoke 

elements. This takes time. The car takes time. The final product is built around the client rather 

than merely selected from a shelf. 

And that waiting period is not treated as an embarrassment. 

It becomes part of the experience. 

The customer is not told, “Sorry, we cannot give it to you today.” 

The message is closer to this: 

“Your car is being created for you.” 

That is a completely different story. 

The Boat Tail incident: three cars, three clients 

A striking example is the Rolls-Royce Boat Tail, a coachbuilt model produced for only three clients. 

Rather than make hundreds of units and call it “exclusive,” Rolls-Royce created an extremely 

limited commission. Each car was built around the personality and preferences of its owner. 
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This was not a discount-led launch. It was not meant for maximum volume. 

It was designed to make the brand feel rarer, more personal, and more extraordinary. 

The Boat Tail became a global conversation because people could not simply decide to buy one 

tomorrow. It represented a level of access that money alone could not instantly guarantee. 

This is strategic scarcity at the highest level. 

The company limits availability. 

It increases personalisation. 

It makes time part of the purchase. 

And it protects the pride of ownership for existing customers. 

In luxury, producing more can sometimes make you earn less in the long run—because it damages 

the meaning of the brand. 

“Rolls-Royce does not sell a car to every person who can afford one. It protects the feeling of being 

one of the few.” 

 

How Rolls-Royce Creates Scarcity 

Rolls-Royce uses several forms of scarcity together. 

1. Scarcity of production 

Each car requires deep attention to detail, skilled craftsmanship, and personalisation. 

The company does not flood the road with identical vehicles just because demand is high. Limited 

production protects quality and exclusivity. 

2. Scarcity of time 

A waiting period creates anticipation. 

In many businesses, owners panic when customers need to wait. But a wait is not always bad. 

If the customer understands why they are waiting—and believes the result will be worth it—the wait 

can increase desire. 

Think about a popular fine-dining restaurant. People may wait weeks for a table. But instead of 

reducing demand, that wait can make the experience feel more valuable. 

3. Scarcity through bespoke design 

When customers personalise an offering, it becomes difficult to compare it with something else. 

A Rolls-Royce buyer is not merely comparing engine size, mileage, or features. The car reflects 

their choices. 

The more personal the offering becomes, the less it behaves like a commodity. 

4. Scarcity through ultra-limited editions 

A limited edition tells customers: this opportunity will not remain open forever. 

That creates urgency—but only because the limitation is real. 

A special product, signature collection, annual batch, festive drop, or invitation-only edition can 

create strong demand when it carries a genuine story. 
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5. Scarcity of access 

At the highest level, some offerings are available only to a carefully selected group of customers. 

This is common in premium clubs, private communities, luxury experiences, high-end services, and 

certain investment or collector categories. 

The lesson is not to become arrogant. 

The lesson is to understand that people often value access more when it is earned, invited, or 

limited. 

 

Scarcity Is Not the Same as Shortage 

This difference is very important. 

Strategic scarcity Poor availability 

Created deliberately Happens because of weak planning 

Supported by value and quality Caused by stock-outs or operational failure 

Makes customers feel selected Makes customers feel ignored 

Builds anticipation Creates frustration 

Protects premium pricing Loses sales and trust 

If your product is unavailable because you cannot manage inventory, that is not scarcity. 

If your customer is waiting because your team is disorganised, that is not scarcity. 

If you create a waiting list but cannot communicate clearly, that is not scarcity. 

Strategic scarcity says: “This is limited because it is special.” 

Poor availability says: “We are not prepared.” 

Customers can immediately feel the difference. 

 

How an SME Can Use This Strategy 

You do not need to sell luxury cars to use scarcity. A business owner can apply it in many practical 

ways. 

A premium bakery 

Instead of making every cake available at all times, launch a signature festive collection with 

limited pre-order slots. 

For example: only 100 customised Diwali hampers, with advance booking and a clear order closure 

date. The limitation helps the bakery plan better, protects quality, reduces wastage, and creates 

urgency among customers. 

A real-estate developer 
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Instead of offering endless discounts to fill a project, create a genuinely limited premium floor, a 

small number of larger terrace apartments, or an early-access phase for a carefully designed 

customer segment. 

The product must be meaningfully different—not just renamed. 

A consultant or trainer 

Rather than selling unlimited low-value sessions, limit a high-touch CEO advisory programme to ten 

businesses at a time. 

The scarcity is real because personal attention is limited. The entrepreneur receives more value, 

and the consultant protects quality, time, and premium positioning. 

A fashion brand 

Create small collections, limited runs, or made-to-order pieces. 

This can reduce unsold inventory while making customers feel they are buying something special—

not something every second person will wear. 

 

How to Implement Strategic Scarcity 

Step 1: First create genuine value 

Scarcity cannot rescue a weak product. 

Before limiting supply, ask: 

• Is our product or service genuinely good? 

• Do customers already value it? 

• Is there a clear reason to choose us? 

• Would people feel disappointed if they missed it? 

If the answer is no, improve the offering first. 

Step 2: Choose what to limit 

Do not limit everything. 

Choose one meaningful boundary: 

• Number of units 

• Number of customers 

• Number of appointments 

• Number of locations 

• Time window for ordering 

• Special-edition availability 

• Personalised capacity 
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For example, a premium interior designer may take only five complete-home projects at a time. 

This allows the founder to remain involved and protects execution quality. 

Step 3: Give customers a reason 

Never create scarcity without explanation. 

Tell the customer why the offering is limited: 

• “Each piece is made by hand.” 

• “We accept only ten projects to ensure founder-led design attention.” 

• “This festive batch uses a special seasonal ingredient.” 

• “We close bookings early to ensure on-time delivery.” 

• “Each client receives a customised implementation plan.” 

The reason makes the limitation credible. 

Step 4: Build anticipation, not pressure 

Use pre-launch previews, advance-access lists, appointment windows, countdowns, stories from 

behind the scenes, and early booking for existing customers. 

But do not manipulate. 

The objective is to help customers appreciate the opportunity—not make them feel trapped. 

Step 5: Deliver an experience worthy of the wait 

If customers wait, the final delivery must feel worth it. 

The packaging, communication, service, quality, and follow-up should reassure them that they 

made the right decision. 

That is why Rolls-Royce can use a waiting period. The customer expects an extraordinary result. 

 

Common Mistakes While Using Scarcity 

Mistake 1: Fake urgency 

“Last day!” 

“Only two pieces left!” 

“Offer ending tonight!” 

If customers see the same message every week, they stop believing it. 

False scarcity may bring a few quick sales, but it destroys trust. 

Mistake 2: Limiting an ordinary product 

A normal product does not become premium simply because you call it “limited edition.” 

The product needs a reason to feel special: better quality, a distinct design, a meaningful story, 

added personalisation, or a unique experience. 

Mistake 3: Making people wait without communication 

A customer will tolerate a wait when they receive clarity. 
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Share milestones. Give honest dates. Send updates. Make them feel included. 

Silence turns anticipation into irritation. 

Mistake 4: Becoming inaccessible and arrogant 

Scarcity should make customers feel privileged, not insulted. 

A premium business can be selective without being rude. The experience should remain warm, 

respectful, and aspirational. 

Mistake 5: Reducing revenue unnecessarily 

Do not cut supply blindly. 

If your business has strong demand but excess capacity, you may be leaving money on the table. 

Scarcity works when it protects quality, positioning, and long-term profitability—not when it is used 

to hide weak operations. 

 

Your Strategic Scarcity Questions 

1. What do customers already value most about our business? 

2. What can we genuinely limit without hurting trust? 

3. Is our limitation based on real quality, capacity, craft, or personal attention? 

4. Can we create a premium edition, special batch, membership, or appointment-based offer? 

5. What would make the customer feel that the wait was worthwhile? 

6. Are we creating anticipation—or simply causing frustration? 

7. How will we ensure our scarcity is honest and sustainable? 

 

Final Thought 

Businesses often believe that the way to grow is to become available to everyone, everywhere, all 

the time. 

But some offerings become more valuable because they are not endlessly available. 

Rolls-Royce does not turn waiting into a weakness. It turns waiting into part of the story. The 

customer is not buying something pulled from a shelf. They are waiting for something made for 

them. 

That is the essence of Strategic Scarcity. 

Do not create shortage. Create significance. 

Make your offering valuable enough that people want it—and distinct enough that they are proud to 

have secured it. 
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Strategy 4: Become the Default Strategy 

“Make choosing you feel like the obvious decision.” 

-Dr. Vivek Bindra-  

 

Think about what happens when someone asks you to “send a document.” 

Most people do not say, “Please send a word-processing file.” 

They say, “Send me a Word file.” 

When someone needs a presentation, they often say, “Make a PowerPoint.” When they need a 

spreadsheet, they say, “Put it in Excel.” 

That is the power of becoming the default. 

A default is not necessarily the only option. There may be many alternatives. But it is the option 

that people choose without spending much time comparing, debating, or convincing themselves. 

This is the Become the Default Strategy. 

It means building such strong familiarity, convenience, trust, availability, and ecosystem fit that 

your business becomes the natural first choice in a customer’s mind. 

“The strongest position in the market is not always being the best-known brand. It is being the 

brand people choose before they start searching.” 

 

What Does “Become the Default” Really Mean? 

Becoming the default does not mean forcing customers to buy from you. 

It means making your business the easiest, safest, most familiar, and most convenient option. 

The customer thinks: 

• “Everyone uses them.” 

• “They are available everywhere.” 

• “I already know how this works.” 

• “My team is comfortable with it.” 

• “My customers expect it.” 

• “Why take the risk of changing?” 

• “This is simply what we use.” 

That is a very powerful position. 

A default business does not need to persuade customers from zero every time. Much of the decision 

has already been made through habit, trust, and familiarity. 

Microsoft built this position brilliantly. 
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The Microsoft Story: From a Product to a Workplace Habit 

Microsoft did not become powerful only because it made software. 

It became powerful because it became part of how people worked. 

In the early personal-computer era, Microsoft saw a very important opportunity. If its operating 

system could be present on the computers people bought, millions of users would begin their digital 

life with Microsoft. 

Over time, Microsoft products became deeply familiar to offices, schools, homes, and institutions. 

Windows became the environment people saw when they started their computers. Then Microsoft 

Office became the environment in which they wrote documents, made presentations, prepared 

reports, created budgets, and communicated with colleagues. 

This created a powerful loop. 

A company used Word, Excel, and PowerPoint internally. 

Its employees became comfortable using them. 

They sent files to clients and vendors in those formats. 

Those clients and vendors needed compatible software. 

New employees already knew the tools from earlier jobs or college. 

The next company adopted the same tools because everyone already understood them. 

Soon, Microsoft was not merely selling software. 

It was selling familiarity. 

It had become the default workplace language. 

The hidden genius: reducing the effort of choosing 

Imagine you are setting up a new office. 

You need computers, email, documents, spreadsheets, presentations, collaboration, storage, and a 

system your team can start using quickly. 

You could compare dozens of tools. But that takes time. It requires training. It creates uncertainty. 

You have to worry whether your files will open correctly, whether clients can use them, and 

whether your employees will resist the change. 

Or you can choose the system that most people already know. 

That is why becoming the default is so valuable. 

The customer may not believe you are perfect. But they trust that choosing you will be easy, 

accepted, and low-risk. 

“People do not always choose the most impressive option. They often choose the option that 

creates the fewest complications.” 

 

How Microsoft Became the Default 

Microsoft’s strategy was not one single action. It was a combination of several moves that 

reinforced each other. 

1. It solved common, everyday problems 
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Windows helped people operate computers. Word helped them write. Excel helped them calculate 

and analyse. PowerPoint helped them present ideas. 

These were not occasional needs. They were everyday work needs. 

The more frequently customers use a product, the greater the chance it can become a habit. 

2. It became widely available 

Microsoft products became available across a huge number of computers, offices, schools, and 

homes. 

Availability matters. 

A business cannot become the default if customers have to struggle to find it, install it, understand 

it, or access it. 

3. It created familiarity through repeated use 

People learned Microsoft tools in college, used them in their first job, then carried that habit into 

the next job. 

Familiarity reduced fear. 

A manager setting up a new business did not need to explain what Excel was. Employees already 

knew. Clients already accepted the format. The market had already been trained. 

4. It fit into the customer’s workflow 

Microsoft did not offer isolated products. The products worked together. 

A report could be written in Word. Data could come from Excel. A presentation could be created in 

PowerPoint. Communication could happen through Outlook or Teams. Files could be shared through 

cloud tools. 

The more of the workflow it supported, the harder it became to replace. 

5. It benefited from compatibility 

When thousands of people exchange Word documents, Excel sheets, and PowerPoint presentations 

every day, compatibility becomes important. 

If you use something completely different, you may create extra work for yourself and everyone 

around you. 

This is one reason default businesses become stronger over time. Every new user increases the 

convenience for other users. 

 

The Default Loop 

More people use the business 

            ↓ 

The brand becomes more familiar 

            ↓ 

Customers, employees and partners become comfortable with it 

            ↓ 
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Choosing an alternative feels harder or riskier 

            ↓ 

More people choose the familiar option 

            ↓ 

The business becomes even more default 

Microsoft did not need every person to love every feature. 

It needed enough people, companies, schools, partners, and employees to use the system so widely 

that switching away required effort. 

That is a far stronger advantage than a one-time advertising campaign. 

 

Why Becoming the Default Increases Revenue 

1. You spend less energy convincing customers 

When customers already know your name and trust your process, the sales conversation becomes 

easier. 

Instead of explaining who you are, you can focus on which solution is right for them. 

2. Customers return automatically 

Defaults create repeat behaviour. 

A customer who has had a good experience with your pharmacy, clinic, caterer, supplier, or 

consultant often returns because choosing again feels easier than starting a fresh search. 

3. Referrals become natural 
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People recommend what feels safe. 

If you become the known, reliable option in a category, customers and partners start referring you 

without needing much persuasion. 

4. You can introduce more offerings 

Once Microsoft had become a familiar workplace name, it could add more services around the same 

work environment. 

The same principle applies to an SME. Once customers trust you for one important need, you can 

offer related products and services more easily. 

5. Competitors have to work harder to displace you 

A competitor may offer a cheaper option or even a better feature. 

But if customers are used to your systems, your staff, your formats, your communication, and your 

service style, changing can feel like a risk. 

That gives you staying power. 

 

How Can an SME Become the Default? 

You do not have to become Microsoft in order to become the default in your area. 

✓ You may become the default bakery for corporate gifting in your city. 

✓ The default supplier for a particular type of retailer. 

✓ The default clinic for families in a locality. 

✓ The default interior designer for premium apartments. 

✓ The default vendor for fast, reliable packaging. 

✓ The default trainer for business owners in your network. 

The goal is not to be everything to everyone. 

The goal is to become the first remembered and easiest trusted choice for a specific customer 

group and need. 

Example: A B2B packaging supplier 

Suppose you sell packaging material to local manufacturers. 

Most suppliers compete only on price. 

But you decide to become the default supplier for growing food brands by offering: 

• Reliable quality standards 

• On-time delivery 

• Small-batch flexibility 

• Quick repeat ordering through WhatsApp or a customer portal 

• Design support for new launches 

• Inventory planning support 

• Clear replacement policy for defects 
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Now, instead of being “one more packaging supplier,” you become part of the customer’s operating 

system. 

When they launch a product, run low on stock, need urgent help, or plan new packaging, they think 

of you first. 

That is the beginning of default status. 

 

Five Ways to Become the Default Choice 

1. Own one important customer need 

Do not begin by trying to be known for everything. 

Choose one clear promise. 

For example: 

• “The fastest and most dependable home-maintenance service in this area.” 

• “The go-to premium gifting brand for corporate clients.” 

• “The most trusted accountant for SME compliance.” 

• “The easiest furniture supplier for new offices.” 

A default position begins with clarity. 

2. Make the experience easy 

Customers stay with businesses that reduce effort. 

Ask yourself: 

• Can customers order easily? 

• Do they receive quick responses? 

• Are prices and timelines clear? 

• Can they repeat an earlier order without starting again? 

• Is the service consistent? 

• Do we solve problems without making them chase us? 

Convenience is often more powerful than fancy marketing. 

3. Be consistently visible 

You cannot become the default if customers forget you exist. 

Stay present through regular follow-up, useful content, customer reviews, referrals, local 

partnerships, service reminders, and strong branding. 

The idea is not to shout loudly. 

It is to remain familiar. 

4. Become part of the customer’s workflow 
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The strongest businesses become useful before, during, and after the sale. 

For example, a B2B supplier can help with forecasting, design support, reordering, stock planning, 

and problem resolution. 

The more deeply you fit into the customer’s routine, the less likely they are to switch. 

5. Build trust through predictable delivery 

A default choice must be dependable. 

Customers may forgive one error. But they will not make an unreliable business their regular 

choice. 

Your quality, communication, delivery, billing, and service recovery must be predictable. 

“A default brand is built when customers stop hoping that you will deliver—and start expecting that 

you will.” 

 

Common Mistakes While Using This Strategy 

Mistake 1: Trying to become the default for everyone 

You cannot become the preferred choice for every customer, every product, and every market at 

once. 

Start narrow. Become the default for one specific customer segment or one important use case. 

Then expand. 

Mistake 2: Becoming familiar but not valuable 

Visibility alone is not enough. 

Customers may know your name, but they will not keep choosing you if the experience is poor. 

Familiarity must be supported by quality and reliability. 

Mistake 3: Making switching easy for competitors 

If you have no customer history, no repeat-order system, no relationship, no after-sales support, 

and no workflow connection, customers can leave you overnight. 

Build useful reasons for customers to stay—not through traps, but through genuine convenience and 

value. 

Mistake 4: Ignoring your existing customers 

A default position is won through repeat behaviour. 

If you focus only on new leads and neglect old customers, you lose the very people who can make 

you the natural choice in the market. 

Mistake 5: Becoming complacent 

Microsoft became a default through years of relevance and continuous improvement. Default status 

is powerful, but it is not permanent. 

A business that stops improving can eventually be replaced by a more convenient, faster, or more 

customer-friendly alternative. 
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Your “Become the Default” Questions 

1. For which customer group do we want to become the first choice? 

2. What one need do we want to be known for? 

3. Why should customers choose us without comparing five alternatives? 

4. What makes us easier to buy from, work with, and return to? 

5. How can we become part of the customer’s daily, weekly, or monthly workflow? 

6. What would make switching away from us inconvenient—not because of a contract, but 

because we are genuinely useful? 

7. What must we improve so that customers can trust us without hesitation? 

 

Final Thought 

Microsoft became powerful because it became familiar. 

Its products became part of how people wrote, calculated, presented, communicated, and worked 

together. Over time, using Microsoft stopped feeling like a major decision. It became the natural 

choice. 

That is the lesson for every business owner. 

Do not aim only to be noticed. 

Aim to be remembered. 

Do not aim only to make one sale. 

Aim to become part of the customer’s routine. 

Because when customers stop asking, “Who should we choose?” and start saying, “Let’s go with 

them,” you are no longer just competing. 

You are becoming the default. 
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Strategy 5: Land and Expand Strategy 

“Win a small place in the customer’s world. Then earn a larger one.” 

-Dr. Vivek Bindra-  

 

Many businesses lose big clients before the relationship even begins. 

They meet a large company and immediately try to sell everything: 

“Our full range.” 

“Our biggest package.” 

“Our annual contract.” 

“Our complete solution.” 

The client feels the pressure, the risk, the cost, and the effort required to change. The answer 

becomes: “We’ll think about it.” 

And “we’ll think about it” often means no. 

The Land and Expand Strategy takes a smarter route. 

Instead of trying to win the entire customer relationship on day one, you begin with one small but 

meaningful problem. You make the first decision easy. You deliver a visible result. Then you grow 

from one team to another, from one product to another, and from one location to another. 

That is how Salesforce built many of its customer relationships. 

“Do not ask for the whole building on your first meeting. Ask for one room—and make that room 

impossible to ignore.” 

 

What Is Land and Expand Strategy? 

Land and Expand means: 

1. Land — enter a customer account through a smaller, lower-risk offering. 

2. Prove value — solve the problem so clearly that the customer trusts you. 

3. Expand — offer related products, services, users, locations, or solutions over time. 

The first sale is not the finish line. 

It is the permission slip for the next sale. 

Imagine a company that sells software for managing leads. Instead of asking a large business to 

transform every department immediately, it starts with the sales team in one region. 

Once that team begins closing leads faster and managers gain better visibility, the customer 

naturally asks: 

“Can we use this for the other regions too?” 

“Can the service team use it?” 

“Can it connect with marketing?” 

“Can we bring the entire customer journey onto the same platform?” 

That is expansion. 
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The relationship grows because the supplier has already earned trust inside the customer’s 

business. 

The Salesforce Story: From One Team to the Whole Customer Journey 

Salesforce began by solving a specific business problem: helping sales teams manage customer 

information, leads, opportunities, and follow-up 

more effectively. 

For a sales manager, this was a very practical 

need. 

Instead of relying on scattered spreadsheets, 

diaries, visiting cards, and personal memory, the 

team could see leads, track opportunities, review 

sales activity, and understand what was happening 

in the pipeline. 

That gave Salesforce a powerful entry point. 

It did not need to walk into every organisation and 

say, “Give us control of your entire technology system.” 

It could begin with a more manageable conversation: 

“Let us help your sales team sell better.” 

Once Salesforce was used by the sales team, it had a foothold inside the company. 

But Salesforce did not stop there. 

It expanded into related needs across the customer journey: 

• Sales 

• Customer service 

• Marketing 

• Commerce 

• Analytics 

• Collaboration 

• Integration 

• Data management 

• Industry-specific solutions 

Today, Salesforce positions Customer 360 as an integrated set of applications that connects sales, 

service, marketing, commerce, IT, partners, and more around a shared view of the customer. 

This is a classic Land and Expand model. 

First, it solves one urgent problem. 

Then, it becomes trusted. 

Then, it connects more teams. 

Then, it becomes harder to replace because it is helping many parts of the organisation work 

together. 
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Why the expansion became easier 

Once a company uses Salesforce for sales, Salesforce already has useful customer information, sales 

history, employee familiarity, and internal champions. 

Now imagine the service team needs a better view of customer complaints. Or the marketing team 

needs better campaign targeting. Or leadership wants stronger dashboards. 

Salesforce can say: 

“We already understand your customer data. We already work with your sales team. Let us help you 

solve this next problem too.” 

The second sale is easier than the first because the relationship, credibility, and system are already 

in place. 

“The first sale creates revenue. The second and third sale create customer lifetime value.” 

 

Why This Strategy Works 

1. It reduces the customer’s risk 

A large customer may hesitate to make a major change. They worry about cost, disruption, 

training, and whether the supplier can actually deliver. 

A smaller first engagement feels safer. 

The customer can test you without betting the entire business on you. 

2. It gives you proof, not just promises 

Every business says, “We will improve your results.” 

But after you deliver an actual result, you do not need to rely only on claims. 

You can say: 

“Your sales team is now responding to leads faster.” 

“Your stock-outs have reduced.” 

“Your customer complaints are being resolved in half the time.” 

“Your branch has improved profitability.” 

Proof is the best sales pitch for expansion. 

3. It creates internal champions 

When one department benefits from your product or service, somebody inside the customer’s 

company starts supporting you. 

That person may introduce you to another manager, recommend you to leadership, or ask you to 

solve another problem. 

A happy customer becomes your internal salesperson. 

4. It increases revenue per customer 

Instead of constantly searching for new customers, you grow revenue from customers you already 

have. 
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This is often more profitable because trust has already been built. You know their business. They 

know your delivery quality. 

5. It creates deeper relationships 

The more relevant problems you solve, the more valuable you become. 

You move from being “a vendor” to being “a partner who understands our business.” 

That is a much stronger position. 

 

The Land and Expand Journey 

Start with one urgent problem 

↓ 

Deliver a quick, visible win 

↓ 

Build trust with the first team or location 

↓ 

Expand to more users, sites, or departments 

↓ 

Offer related solutions that solve the next problem 

↓ 

Become a long-term strategic partner 

The crucial point is this: 

Expansion should be earned, not forced. 

Do not expand just because you want to sell more.Expand because the customer has experienced 

real value and now has another related problem you can solve. 

How an SME Can Use Land and Expand 

This strategy is not limited to technology companies. 

It is highly useful for manufacturers, consultants, agencies, service providers, training firms, 

distributors, and B2B businesses. 

Example: A corporate training company 

Suppose a training company wants to work with a large organisation. 

Instead of pitching a huge annual learning contract immediately, it begins with a programme for 

one sales team. 

The programme improves conversion, confidence, and follow-up discipline. The sales head sees a 

visible improvement. 

Now the training company can expand: 
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• From one sales team to all sales teams 

• From sales training to leadership training 

• From workshops to manager coaching 

• From one location to multiple branches 

• From training to performance dashboards and review systems 

The first workshop “landed” the account. 

The results created the right to expand. 

Example: A packaging supplier 

A supplier may first provide packaging for one product line of a food company. 

After proving quality, reliability, and delivery discipline, it can expand into: 

• Other product categories 

• Printed labels 

• Festive packaging 

• New product launches 

• Inventory planning 

• Packaging design support 

The customer begins to see the supplier as more than a vendor. 
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How to Implement This Strategy 

Step 1: Identify a small but painful entry problem 

Your first offering should solve a problem that matters to the customer. 

It should not be so small that nobody cares. But it should be small enough that saying yes feels 

safe. 

Ask: 

• What urgent problem can we solve quickly? 

• Which team or location can become our starting point? 

• What can the customer try without a huge commitment? 

• Where can we create a visible result in the first 30 to 90 days? 

Step 2: Make the first offer easy to buy 

Reduce the fear around the first decision. 

You can do this through: 

• A pilot project 

• A limited engagement 

• One branch or one department 

• A starter package 

• A defined project with a clear outcome 

• A trial order 

• A small initial product range 

The first offer should not feel like marriage. 

It should feel like a sensible first step. 

Step 3: Define success before starting 

Never begin a pilot without agreeing on what success looks like. 

For example: 

• Reduce customer response time from 24 hours to 6 hours 

• Improve lead follow-up rate from 50% to 85% 

• Reduce packaging defects by 30% 

• Improve workshop attendance and application 

• Increase repeat orders from one branch 

When results are clear, expansion conversations become much easier. 

Step 4: Build a champion inside the customer organisation 
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Find the person who benefits most from your success. 

Keep them informed. Help them look good internally. Share results they can present to their 

leadership. 

Your champion can help you understand the next opportunity and introduce you to the right people. 

Step 5: Expand sideways before expanding wildly 

Move into the next most logical area. 

If you serve one branch, expand to other branches. 

If you solve one product problem, solve a related product problem. 

If you help sales, then explore service or customer retention. 

Stay close to the value you have already proven. 

 

Common Mistakes While Using Land and Expand 

Mistake 1: Landing with a low price but no real value 

Some businesses enter accounts by giving huge discounts. Then they cannot maintain quality or 

make profit. The first offer may be smaller, but it must still show your real capability and protect 

your margins. 

Mistake 2: Trying to expand before the first win is complete 

Do not begin cross-selling while the customer is still struggling with the first engagement. 

First make them successful. Then ask for the next opportunity. 

Mistake 3: Selling unrelated offerings 

Expansion works best when the next product or service is naturally connected to the first one. 

If a client buys packaging from you, offering inventory support makes sense. Suddenly offering 

recruitment services does not. 

Mistake 4: Ignoring the actual user 

The decision-maker may sign the contract, but users experience the product or service every day. 

If the users are unhappy, your expansion will stop. Make the first users your strongest advocates. 

Mistake 5: Having no account-growth plan 

Many businesses deliver the first order and then wait for the customer to call again. 

Do not leave expansion to chance. 

Create an account plan: 

• What problem did we solve? 

• What result did we create? 

• Who else may need this? 

• What adjacent need can we solve next? 

• When should we review the next opportunity? 
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Your Land and Expand Questions 

1. Which large or high-potential customer account do we want to enter? 

2. What is the smallest meaningful problem we can solve for them? 

3. What result can we deliver in the first 30 to 90 days? 

4. Who inside the customer’s organisation will benefit most from our success? 

5. What is the most natural second product, service, team, or location to expand into? 

6. How will we measure and present the first win? 

7. What would make the customer see us as a partner, not just a vendor? 

 

Final Thought 

The biggest mistake in B2B selling is trying to win everything at once. 

Salesforce shows a better way. 

Start with one useful solution. Become trusted by one team. Deliver a result. Then expand into the 

next department, the next requirement, and the next opportunity. 

A small first yes can become a large, long-term relationship. 

Land with value. Expand with proof. 
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Strategy 6: Low End Disruption Strategy 

“Give overlooked customers far more value than the market expects at that price.” 

-Dr. Vivek Bindra-  

 

In many industries, established companies keep moving upward. 

✓ They launch more premium versions. 

✓ They add more features. 

✓ They improve packaging. 

✓ They build fancier outlets. 

✓ They add layers of service. 

✓ And, slowly, their prices rise. 

There is nothing wrong with premiumisation. In fact, it can be an excellent strategy. 

But while large companies chase customers who want more, they sometimes ignore a huge group of 

people who simply want something good, reliable, and affordable. 

That is where disruption begins. 

The Low-End Disruption Strategy is about serving customers who are priced out, ignored, or 

overserved by the existing market. 

It does not mean making a poor-quality product cheaply. 

It means asking: 

“Can we remove the expensive extras customers do not truly need—and give them the core 

value at a dramatically better price?” 

Xiaomi used this strategy to shake up the smartphone market. 

“Disruption begins when a business stops asking, ‘How can we add more?’ and starts asking, ‘What 

can we remove without reducing what truly matters?’” 

 

What Is Low-End Disruption Strategy? 

Low-End Disruption is a strategy where a business offers a simpler, more affordable, but still useful 

solution to customers who do not need—or cannot afford—the expensive offerings already available 

in the market. 

The product may initially be seen as “good enough” rather than the most premium option. 

But over time, it improves. 

It gains trust. 

It adds features. 

It builds scale. 

It moves upward. 

And eventually, it begins taking customers from established players. 

The strategy has three important elements: 

1. A large group of customers is paying too much for more than they need. 
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2. You redesign the product or business model to lower cost. 

3. You keep improving until customers no longer see you as a compromise. 

That final point matters. 

A disruption strategy should not remain “cheap forever.” It should become smart value. 

 

Xiaomi: The Smartphone Brand That Changed the Value Equation 

When Xiaomi entered the smartphone market, well-known brands had already created a clear 

hierarchy. 

At the top were premium phones with premium prices. At the lower end, many customers had to 

settle for devices that were slow, poorly designed, 

or had disappointing features. 

There was a gap in the middle. 

A large group of customers wanted: 

• A good camera 

• Strong performance 

• A modern design 

• Useful software 

• A respectable brand 

• And, most importantly, an affordable price 

Xiaomi saw that these customers were not asking for 

a cheap phone. 

They were asking for a better deal. 

Its proposition was simple: 

“Why should a customer pay a premium price just to get features that should be standard?” 

Xiaomi offered smartphones with specifications and experiences that felt strong for their price 

range. It focused heavily on online selling, community feedback, fast product cycles, and lower 

operating costs than traditional brands with large retail networks. 

Instead of spending heavily on the old model of expensive showrooms, huge inventory, and 

traditional marketing alone, Xiaomi used digital channels and fan communities to create awareness 

and demand. 

The company’s MIUI software community also played an important role. Users gave feedback, 

discussed features, and felt connected to the brand. Xiaomi did not only sell to customers; it 

listened to them. 

This made the brand feel less like a distant electronics company and more like a smart, responsive 

challenger. 

Xiaomi was not selling “cheap phones” 

This is the most important lesson. 
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Xiaomi was selling the feeling of making a smart purchase. 

Customers could say: 

“I did not compromise.” 

“I got great features.” 

“I saved money.” 

“I chose value, not low quality.” 

That mindset allowed Xiaomi to attract customers who were tired of paying premium prices simply 

because of a famous logo. 

 

How Xiaomi Disrupted the Market 

Premium brands add features and raise prices 

                ↓ 

Many customers feel the category is 

too expensive 

                ↓ 

Xiaomi offers strong core features at 

a better price 

                ↓ 

Online selling and leaner operations 

help protect margins 

                ↓ 

Customers adopt the brand and 

spread the word 

                ↓ 

Xiaomi improves products and moves into more categories 

The company combined several smart choices. 

1. It focused on value, not only price 

A low price alone is easy to copy. 

But high value at a low price is much harder to copy. 

Xiaomi focused on giving customers features and performance they would normally expect at a 

higher price point. 

2. It used a leaner route to market 

Traditional phone brands often depended heavily on offline retail, large inventories, and expensive 

distribution layers. 

Xiaomi initially leaned strongly on online channels and demand-led sales. This helped reduce some 

costs and allowed the company to pass value to customers. 

3. It built a fan community 
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Xiaomi created strong engagement with users through software communities, feedback loops, 

product discussions, and digital interaction. 

When customers feel heard, they become more than buyers. They become advocates. 

4. It improved continuously 

A disruption strategy cannot stand still. 

The early product may win customers because of price and value. But to keep them, the company 

must improve quality, reliability, design, service, and brand trust. 

Xiaomi kept expanding from smartphones into a broader ecosystem of connected products, 

accessories, and devices. 

That is how a low-end entrant becomes a serious competitor. 

 

Low-End Disruption Is Not a Discount Strategy 

This distinction is critical. 

Low-End Disruption Simple discounting 

Redesigns the value proposition Cuts the price temporarily 

Removes unnecessary cost Reduces margin without changing the model 

Serves overlooked customers Chases every customer 

Builds a new cost advantage Depends on offers and schemes 

Improves over time Often weakens perceived value 

Can create a large new market Can start a price war 

If you simply reduce your price while keeping the same costs, you are not disrupting. 
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You are only earning less. 

A true low-end disruptor changes the economics of the business. 

For example: 

• A diagnostic centre may offer focused, affordable health packages instead of expensive, 

confusing test bundles. 

• A furniture company may offer standardised modular designs instead of costly, fully 

customised work for every buyer. 

• A training company may turn a high-cost one-to-one programme into a group programme, 

digital course, or blended model. 

• A restaurant may create a limited, high-quality menu instead of maintaining a huge menu 

with high wastage. 

The question is not, “How can we sell cheaper?” 

The question is: 

“How can we make the right value accessible to more people?” 

 

How an SME Can Use This Strategy 

Example: A modular furniture business 

Suppose premium interior designers offer beautiful homes, but their pricing is out of reach for 

many middle-income families. 

A modular furniture company can identify the customer who wants a good-looking, reliable home 

interior but does not need every design to be completely customised. 

It can create: 

• Standard kitchen modules 

• Limited but attractive material options 

• Fixed package prices 

• Faster installation 

• Digital design previews 

• Clear warranties 

• Fewer design changes and lower wastage 

The customer receives a good solution at a more 

accessible price. 

The company does not “cheaply copy” a luxury interior 

designer. 

It creates a different business model for a different 

customer need. 
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Example: A professional service business 

A consultant may offer expensive one-to-one advisory services. But thousands of small business 

owners may need the same guidance and cannot afford that level of personal attention. 

The consultant can create a structured group programme with templates, recorded lessons, live 

doubt-clearing sessions, and peer learning. 

The owner receives useful guidance at a far lower price. The consultant reaches more people 

without reducing quality. That is low-end disruption. 

How to Implement the Strategy 

Step 1: Find customers who are overserved or priced out 

Look for people who are saying: 

• “This is too expensive for what I need.” 

• “I do not need all these features.” 

• “There is no simple option.” 

• “I want quality, but I cannot justify this price.” 

• “The existing brands are making things too complicated.” 

These customers are often ignored because they are not the most profitable segment today. But 

they may be the largest growth opportunity tomorrow. 

Step 2: Identify the non-negotiable value 

Do not remove the things customers truly care about. 

For a smartphone, it may be performance, battery, camera, and design. 

For your business, ask: 

• What must remain excellent? 

• What do customers actually use? 

• Which features are adding cost but not meaningful value? 

• Which parts can be simplified or standardised? 

Step 3: Redesign the cost structure 

Low-end disruption cannot survive if your operating cost remains the same as a premium 

competitor. 

You may need to change: 

• Product design 

• Number of variants 

• Distribution channel 

• Packaging 

• Sales process 
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• Delivery model 

• Technology use 

• Inventory levels 

• Marketing approach 

• Degree of customisation 

This is where the real work lies. 

Step 4: Create pride, not embarrassment 

Your customer should not feel that they bought the “inferior option.” 

They should feel that they made a smart decision. 

That is why branding, design, communication, and customer experience matter so much. 

Xiaomi’s customers did not want to say, “I bought this because I could not afford anything else.” 

They wanted to say, “I got better value than people who paid much more.” 

Step 5: Keep improving 

Once you gain a customer base, use feedback to improve the product. 

Better quality. 

Better service. 

Better design. 

Better trust. 

Better ecosystem. 

The goal is to begin at the accessible end of the market and then grow upward without losing your 

value advantage. 

 

Common Mistakes While Using Low-End Disruption 

Mistake 1: Confusing low price with low value 

If your product looks poor, performs badly, and creates customer complaints, the strategy will fail. 

Customers may forgive fewer features. They will not forgive unreliability. 

Mistake 2: Cutting the wrong things 

Do not remove what customers value most. 

A restaurant can simplify its menu. But it cannot compromise on taste and hygiene. 

A budget hotel can reduce unnecessary luxury. But it cannot compromise on cleanliness and safety. 

Mistake 3: Starting a price war 

If your only idea is to be cheaper than everyone else, competitors can respond with discounts. 

Your advantage must come from a better business model, not a temporary lower price. 

Mistake 4: Ignoring after-sales service 
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Many low-cost businesses win the first sale and lose the customer later because service is weak. 

A disruption strategy must create trust. Otherwise customers move back to established brands once 

they can afford to. 

Mistake 5: Never moving up 

A business may enter with accessible pricing, but it must continue improving. 

If you stay stagnant, another company will eventually offer the same low price with a better 

experience. 

Your Low-End Disruption Questions 

1. Which customers are being ignored or priced out in our industry? 

2. What are they paying for that they do not actually need? 

3. What is the core value we must never compromise on? 

4. Which costs can we redesign, remove, automate, or standardise? 

5. Can we create a simpler offering that customers would still feel proud to buy? 

6. What will stop competitors from copying only our lower price? 

7. How will we improve over time and move up in the market? 

 

Final Thought 

Xiaomi did not win because it made the cheapest phone. 

It won because it challenged an old belief: that customers had to pay premium prices to get a 

modern, capable smartphone experience. 

That is what low-end disruption does. 

It finds people the market has overlooked. 

It removes unnecessary cost. 

It protects the value that matters. 

And it gives customers a smarter alternative. 

Do not aim to be the cheapest business in the market. Aim to be the business that makes 

customers wonder why they were paying so much before. 
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Strategy 7: High End Disruption Strategy 

“Start where customers will pay for a breakthrough, then use that strength to change the 

whole market.” 

-Dr. Vivek Bindra-  

 

Most people think disruption begins at the low-price end of the market. 

A new business enters cheaply. It serves ignored customers. It improves over time. And slowly, it 

challenges bigger players. 

That is one path. 

But there is another powerful path: High-End Disruption. 

Here, a company enters at the premium end with a product or experience so different, so 

desirable, or so advanced that a small group of customers is willing to pay a high price for it. 

The company then uses that premium revenue to improve technology, build infrastructure, learn 

faster, reduce costs, and eventually bring the innovation to a wider market. 

Tesla followed this route. 

It did not begin by trying to sell the cheapest electric car in the world. 

It began by proving that an electric car could be fast, beautiful, exciting, and aspirational. 

“Sometimes the fastest way to change the mass market is to first win the people who are willing to 

pay for the future.” 

 

What Is High-End Disruption Strategy? 

High-End Disruption means introducing a breakthrough product or experience at the premium end 

of the market, where customers are willing to pay more for innovation, performance, design, 

status, convenience, or exclusivity. 

The premium price gives the business something extremely valuable: room to learn. 

New technology is usually expensive in the beginning. 

✓ It may need more research. 

✓ It may require specialised talent. 

✓ It may involve small production volumes. 

✓ It may need new infrastructure. 

✓ It may not yet be efficient enough for mass-market pricing. 

If you try to sell it cheaply from day one, you may run out of money before the product becomes 

strong enough. 

A high-end strategy allows you to serve early adopters first. These are customers who want the 

newest, best, most advanced version—and are willing to pay for it. 

Then, as the company gains experience and scale, it can lower costs and reach a broader audience. 

This is not merely “selling premium.” 



 
58 

15 Masterstroke Strategies for Growth & Expansion 
   Content Contained within is the Sole Proprietary of Dr. Vivek Bindra | Bada Business Pvt. Ltd. All Rights Reserved. 2026 

A premium strategy may be about luxury, status, or high margins. 

A High-End Disruption Strategy is about using the premium end as a launchpad for transformation. 

The Tesla Story: Making Electric Cars Desirable 

Before Tesla, electric cars were often seen as sensible but uninspiring. 

Many people associated them with compromise: 

Less excitement. 

Less power. 

Less style. 

Less range. 

More inconvenience. 

Tesla understood that it could not change the automobile industry by asking 

customers to make sacrifices for the environment. 

It needed to make electric driving 

desirable. 

So Tesla began at the 

high end. 

Its early 

Roadster was 

not positioned 

as a basic, 

low-cost 

electric vehicle. It 

was a premium sports car. It showed that an electric car 

could offer quick acceleration, strong performance, exciting design, and a completely different 

driving experience. 

This changed the conversation. 

Tesla was no longer saying: 

“Buy this because it is electric.” 

It was saying: 

“Buy this because it is extraordinary—and it also happens to be electric.” 

That was a much stronger proposition. 

Tesla’s ladder of disruption 

Tesla’s early master plan was famously simple in principle: 

1. Build a premium sports car. 

2. Use the money and learning to build a more affordable premium car. 

3. Use that progress to build an even more affordable car. 

4. Continue improving clean-energy technology and supporting infrastructure. 

This pathway can be seen in Tesla’s product journey: 
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• Roadster — a high-performance, premium proof of concept 

• Model S and Model X — premium vehicles that established technology and brand 

credibility 

• Model 3 and Model Y — offerings designed for a much broader market 

• Charging network, software, batteries, and energy products — infrastructure that made 

the entire experience stronger 

Tesla did not begin by fighting every mass-market automobile company on price. 

It first created a category of customer who wanted to be early, different, and ahead of the curve. 

That premium demand helped fund development, build visibility, attract talent, and create trust in 

electric vehicles. 

“Tesla did not first sell affordability. It first sold belief.” 

 

Why High-End Disruption Works 

1. Premium customers fund early innovation 

New ideas are expensive. 

A business may need to improve technology, design, processes, service, training, or infrastructure 

before it can serve a large market efficiently. 

Premium buyers make this possible. 

They are willing to pay for novelty, superior performance, personalisation, or being among the first. 

2. It creates strong brand aspiration 

When a product starts at the premium end, it can create a “halo effect.” 

People may not buy the top product immediately, but they begin to admire the brand. They notice 

it. They talk about it. They want to be associated with it. 

Tesla’s early cars made electric vehicles feel exciting. This created aspiration long before many 

customers could afford one. 

3. It gives the business time to improve 

Early customers are often more forgiving of new technology if they believe in the vision and see 

real value. 

Their feedback helps the company improve product quality, service, design, and usability before 

scaling more widely. 

4. It changes the customer’s expectations 

Tesla made many customers ask a new question: 

“Why should an electric car feel slow, boring, or difficult to own?” 

Once customer expectations change, established companies have to respond. 

That is disruption. 
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5. It creates a path from premium to scale 

A high-end disruptor does not remain dependent only on a small group of wealthy customers. 

It uses learning, scale, standardisation, and better technology to gradually bring the core value to 

more people. 

 

The High-End Disruption Path 

Create a breakthrough premium product 

                ↓ 

Win customers who want the future first 

                ↓ 

Use premium margins to improve technology and experience 

                ↓ 

Build the infrastructure needed for adoption 

                ↓ 

Standardise, scale, and lower cost 

                ↓ 

Bring the innovation to a wider market 

The journey from premium to mass market is important. 

If Tesla had only built expensive sports cars, it would have remained a niche luxury company. 

Its larger ambition was to make electric mobility more widely accepted and more accessible over 

time. 
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How an SME Can Use This Strategy 

You do not need to manufacture electric cars to use High-End Disruption. 

You can use it whenever you have an innovative idea that is initially expensive, difficult, or new for 

the market. 

Example: A premium interior-design company 

Imagine an interior-design business that introduces a highly advanced, technology-led home-design 

experience. 

It may include: 

• Detailed 3D walkthroughs before execution 

• Smart-home integration 

• Premium modular systems 

• Fixed project timelines 

• Site-progress dashboards for customers 

• Transparent material tracking 

• High-quality finishing and after-sales 

support 

Initially, this offering may be expensive. It requires 

good technology, trained teams, processes, and 

premium suppliers. 

The company starts with high-end clients who value 

convenience, design, and certainty. 

It learns how to deliver efficiently. It standardises parts of the process. It builds supplier 

relationships. It creates templates. 

Over time, it can bring parts of the same experience—such as 3D design, fixed timelines, and 

transparent tracking—to a larger middle-income segment at a more accessible price. 

That is high-end disruption. 

Example: A premium food brand 

A food entrepreneur may begin with a premium, healthier, high-quality version of a common 

product. 

The product uses better ingredients, better packaging, stronger quality control, and a compelling 

story. 

The first customers may be urban, health-conscious buyers willing to pay more. 

As volumes increase and supply improves, the business can introduce smaller packs, family packs, 

subscriptions, or more accessible variants—without losing the quality that built the brand. 
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How to Implement High-End Disruption 

Step 1: Identify an old rule worth breaking 

Every industry has assumptions people no longer question. 

For example: 

• “Premium furniture always takes months.” 

• “Healthy food cannot taste indulgent.” 

• “High-quality training must be one-to-one.” 

• “Professional financial advice is only for large companies.” 

• “Premium customer service is only for luxury buyers.” 

Ask: 

What customer frustration has everyone accepted as normal? 

Tesla challenged the assumption that electric cars had to be boring or compromised. 

Step 2: Create a breakthrough, not a minor upgrade 

Your premium offering must feel meaningfully different. 

It cannot be the same product with gold packaging and a higher price. 

The customer should be able to clearly say: 

“This is not just more expensive. This is better in a way that matters.” 

Step 3: Choose the right early adopters 

Your first customers should be people who: 

• Value innovation 

• Want better performance or convenience 

• Care about status or early access 

• Are willing to give feedback 

• Can afford the premium price 

• Influence other buyers in the market 

They are not merely customers. They are your first believers. 

Step 4: Reinvest the premium margin 

This is where many businesses fail. 

They launch a premium product, earn a high margin, and treat the extra money as profit alone. 

A true high-end disruptor reinvests it into: 

• Better technology 

• Better systems 
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• Stronger team capability 

• Improved supply chain 

• Customer support 

• Quality control 

• New infrastructure 

• Product development 

Tesla did not just sell cars. It invested in batteries, manufacturing, charging, software, and the 

broader experience of owning an electric vehicle. 

Step 5: Create the path to broader adoption 

From the first day, ask: 

“How will we make this more accessible after we learn and scale?” 

This may involve: 

• Standardising parts of the offering 

• Creating smaller versions 

• Introducing multiple price points 

• Improving production efficiency 

• Reducing wastage 

• Building better supplier relationships 

• Using technology to deliver at scale 

Your premium product should be the beginning of the journey, not the final destination. 

 

Common Mistakes While Using High-End Disruption 

Mistake 1: Calling something premium without making it better 

Customers are smart. 

If your higher price is only based on branding, fancy décor, or exaggerated claims, the market will 

eventually reject it. 

Premium must be backed by visible value. 

Mistake 2: Launching without a long-term plan 

A high-end product can attract attention. But attention is not a strategy. 

You need to know what you will learn, what you will improve, and how you will eventually expand. 

Mistake 3: Ignoring the supporting infrastructure 

Tesla’s journey was not only about cars. It also involved charging, software, batteries, servicing, 

and manufacturing capability. 
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In the same way, your premium offering may need stronger delivery systems, training, technology, 

or after-sales service. 

A good product without the right support system can disappoint customers. 

Mistake 4: Moving downmarket too quickly 

Do not lower prices before you have built quality, trust, and operational strength. 

If you expand too fast, you may dilute the brand and damage the customer experience that made 

you special. 

Mistake 5: Staying premium forever 

The purpose of High-End Disruption is not always to remain exclusive. 

For many businesses, the real opportunity is to use premium learning and margins to create a 

stronger, more scalable version for a wider market. 

 

Your High-End Disruption Questions 

1. What frustrating industry rule can our business challenge? 

2. What breakthrough experience can we offer that customers would willingly pay more for? 

3. Who are our early adopters? 

4. Why would they choose us beyond status or novelty? 

5. What will we learn from these first customers? 

6. Where will we reinvest the premium margin? 

7. How can we eventually make this value available to a broader market? 

Final Thought 

Tesla did not begin by trying to convince everyone to buy an electric car. 

It began by creating an electric car that a small group of people actively wanted to own. 

That premium beginning gave Tesla the space to learn, improve, invest, and scale. 

That is the lesson behind High-End Disruption. 

Start with a breakthrough. 

Win the customers who value it first. 

Use their trust and premium spending to build something stronger. 

Then bring that new value to the wider market. 

Sometimes, you do not begin by making your innovation affordable. You begin by making it 

irresistible. 
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Strategy 8: Share of Wallet Strategy 

“Do not chase every customer’s money. Earn a larger place in the money they already spend.” 

-Dr. Vivek Bindra-  

 

A customer may like your business and still spend most of their money elsewhere. 

They may buy one product from you, one service from a competitor, and another solution from a 

third company. 

For example, a person may have: 

• A salary account with one bank 

• A credit card from another 

• A home loan from a third 

• Investments through a fourth 

• Insurance bought from somewhere else 

• Business banking handled by yet another provider 

From the customer’s point of view, these are separate decisions. 

From the business’s point of view, this is an opportunity. 

The Share of Wallet Strategy means increasing the proportion of a customer’s total spending in 

your category that comes to your business. 

It is not about aggressively selling more products. 

It is about becoming so useful, trusted, and relevant that the customer naturally chooses you for 

more of their related needs. 

ICICI Bank is a strong example because banking is not one need. It is a series of financial needs 

across a customer’s life. 

“The first sale earns revenue. The second relevant sale earns a relationship.” 

 

What Is Share of Wallet? 

Every customer has a limited wallet for a category. 

✓ A family has a monthly food wallet. 

✓ A business has a yearly marketing wallet. 

✓ A homeowner has an interior-design wallet. 

✓ A company has a packaging wallet. 

✓ An individual has a financial-services wallet. 

The question is not only: “How many customers do we have?” 

It is also: “How much of their relevant spending do we currently receive?” 

Imagine you supply packaging material to a food company. They spend ₹20 lakh a year on 

packaging, but they buy only ₹3 lakh worth from you. 
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You have a customer—but your share of their wallet is small. 

Now suppose you become reliable enough to also provide labels, festive packaging, design support, 

inventory planning, and packaging for new product launches. 

Your revenue from that same customer may rise from ₹3 lakh to ₹10 lakh or more. 

You did not need to acquire a new customer. 

You simply became more useful to an existing one. 

That is Share of Wallet. 

 

The ICICI Bank Example: Becoming Part of a Customer’s Financial Life 

A bank can be only a place where a customer keeps money. 

Or it can become a financial partner across many stages of life. 

ICICI Bank has built a broad banking ecosystem that allows customers to access services such as 

savings and current accounts, cards, payments, digital banking, loans, wealth and investment-

related offerings, and business banking solutions. 

The strategy behind this is easy to understand. 

A customer may first enter through one simple product—perhaps a savings account, salary account, 

current account, credit card, or digital-payment experience. 

That first product creates trust and data. 

The bank begins to understand the customer’s financial life: 

• Their income pattern 
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• Their spending behaviour 

• Their payment habits 

• Their business transactions 

• Their borrowing needs 

• Their stage of life 

• Their preferred digital channel 

Over time, new needs arise. 

A young professional may need a credit card. 

Later, they may need a car loan. 

✓ Then a home loan. 

✓ Then investment support. 

✓ Then insurance-related support. 

✓ Then family banking services. 

A business owner may begin with a current account. 

✓ Then need payment collection. 

✓ Then working-capital support. 

✓ Then a business credit card. 

✓ Then payroll services. 

✓ Then trade or foreign-exchange solutions. 

If the bank has already delivered a good experience, the customer is more likely to say: 

“Let me check with my existing bank first.” 

That one sentence is the reward of Share of Wallet Strategy. 

The role of digital banking 

Digital tools make this strategy far stronger. 

When a customer uses the bank’s mobile app, net 

banking, payment tools, ATM network, cards, or 

branch services regularly, the bank stays present in 

the customer’s routine. 

This gives the bank more opportunities to understand 

needs and offer relevant help at the right moment. 

But the key word is relevant. 

A customer applying for a home loan may need a 

different kind of support than a student opening their 

first account. A business owner managing cash flow 

has different needs from a salaried employee planning 

a holiday. 

Good share-of-wallet strategy is not random cross-

selling. 

It is customer understanding turned into useful solutions. 
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“The goal is not to sell a customer everything. The goal is to become the business they trust for the 

things that matter next.” 

 

How Share of Wallet Grows 

First purchase or first relationship 

                ↓ 

Customer has a good experience 

                ↓ 

Business understands the customer’s needs better 

                ↓ 

A related need appears 

                ↓ 

Business offers a relevant solution 

                ↓ 

Customer buys again and trusts more 

                ↓ 

Share of wallet and customer lifetime value increase 

This is why existing customers are often a business’s biggest growth opportunity. 

They already know you. 

They have already taken the first risk. 

You already understand something about them. 

And if you have delivered well, you already have a base of trust. 

 

Why This Strategy Is So Powerful 

1. It is more cost-effective than finding new customers 

Winning a new customer requires marketing, sales effort, meetings, follow-up, and trust-building. 

Selling a relevant second or third offering to an existing customer is often easier because the 

relationship already exists. 

2. It increases customer lifetime value 

A customer who buys once may be profitable. 

A customer who buys repeatedly across several relevant needs can become extremely valuable over 

years. 

3. It improves retention 

When customers use you for multiple needs, they are less likely to leave easily. 
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A person using one bank only for a savings account may switch without much thought. But a person 

using the same bank for salary, cards, loans, payments, and digital services has a deeper 

relationship. 

4. It helps you understand customers better 

Each interaction gives you more insight into what the customer values. 

That enables better service, better recommendations, and more meaningful offers. 

5. It creates a stronger business ecosystem 

When a customer uses several parts of your business, your offerings support each other. 

One service creates demand for another. One positive experience makes the next purchase easier. 

 

How an SME Can Use Share of Wallet Strategy 

This strategy works beautifully for small and mid-sized businesses too. 

Example: A salon 

A customer may visit a salon only for a 

haircut. 

But that same person may also need: 

• Hair colour 

• Hair spa 

• Skincare 

• Bridal services 

• Membership plans 

• Haircare products 

• Festival packages 

• Family services 

The salon should not push every service 

during the first visit. 

Instead, it should understand the customer. 

If someone regularly colours their hair, recommending a colour-protection product or maintenance 

plan is relevant. If someone is getting married, a bridal package may be useful. 

The more needs the salon serves well, the larger its share of that customer’s beauty and grooming 

wallet becomes. 

Example: A B2B marketing agency 

An agency may begin by managing a client’s social media. 

After delivering results, it may discover that the client also needs: 

• Performance advertising 
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• Website conversion improvement 

• Brand positioning 

• Product-launch campaigns 

• Content creation 

• Sales collateral 

• Email marketing 

• Marketing dashboards 

If the agency can solve these needs well, it becomes more valuable to the same client. 

The client spends less time coordinating multiple agencies. The agency earns more from a 

relationship it has already built. 

 

How to Implement Share of Wallet Strategy 

Step 1: Map the customer’s full journey 

Do not look only at the product they currently buy. 

Ask: 

• What happens before they buy from us? 

• What do they need after buying from us? 

• What related needs appear next? 

• What problems are they solving with other providers? 

• What changes as their business or life grows? 

For example, a customer buying a new office chair may later need workstations, storage, 

conference tables, installation, maintenance, and office-layout advice. 

Step 2: Identify adjacent offerings 

Your next offering should have a natural connection with the first one. 

First purchase Relevant next need 

Savings account Card, payment, loan, investment support 

Modular kitchen Wardrobes, appliances, maintenance 

Digital marketing Website, content, paid ads, dashboards 

Corporate training Manager coaching, systems, reviews 

Packaging material Labels, design, inventory planning 

Salon haircut Haircare, colour, membership 

The best cross-sell feels like a helpful next step—not a sales pitch. 
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Step 3: Use customer data and conversations wisely 

Data can show patterns. Conversations reveal context. 

Your CRM, purchase history, service records, feedback, and customer interactions can help you 

understand what customers may need next. 

But never use data to become intrusive. 

Use it to become more helpful. 

Step 4: Offer at the right moment 

Timing matters. 

A furniture customer may need maintenance after purchase—not a random offer the next day. 

A business customer may need working capital before the busy season—not after the opportunity 

has passed. 

An employee may need a home loan after a salary increase—not while they are still settling into 

their first job. 

The right offer at the wrong time still feels irrelevant. 

Step 5: Measure relationship depth 

Do not only track total sales. 

Track: 

• Number of products or services used per customer 

• Revenue per customer 

• Repeat purchase rate 

• Customer lifetime value 

• Retention rate 

• Percentage of customers buying a second offering 

• Referral rate from multi-product customers 

These numbers show whether your customer relationships are becoming deeper or staying shallow. 

 

Common Mistakes While Using Share of Wallet Strategy 

Mistake 1: Treating every customer like a sales target 

Customers can sense when a business cares only about extracting more money. 

The strategy must begin with understanding and service—not pressure. 

Mistake 2: Offering unrelated products 

If a customer buys one thing from you, do not suddenly sell something that has no logical 

connection. 

Relevance is the foundation of trust. 
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Mistake 3: Cross-selling before delivering the first promise 

Do not offer the second product when the first product or service is still causing problems. 

First, make the customer happy. Then expand the relationship. 

Mistake 4: Ignoring customer affordability 

Just because a customer can buy more does not mean they should be pushed to buy more. 

Offer solutions that fit the customer’s actual needs and ability to pay. 

This is particularly important in financial services. 

Mistake 5: Not training the team 

Your sales and service teams must learn to listen. 

A team that only chases targets may recommend the wrong offering. A team that understands 

customers can create long-term value. 

 

Your Share of Wallet Questions 

1. What does a typical customer spend on our entire category each year? 

2. How much of that spending currently comes to us? 

3. What related need does the customer have before or after buying from us? 

4. Which adjacent offering would genuinely make the customer’s life easier? 

5. What customer information do we need to understand their next need better? 

6. When is the right moment to make the offer? 

7. How will we make sure our cross-selling remains helpful and ethical? 

 

Final Thought 

ICICI Bank’s broad range of services illustrates a simple but powerful idea: a customer’s financial 

life is not made up of one transaction. 

It is made up of many moments—earning, saving, spending, borrowing, investing, protecting, and 

growing. 

The businesses that win the largest share of wallet do not force themselves into every moment. 

They become useful in the moments that matter. 

That is the real lesson. 

Do not ask, “What else can we sell this customer?” 

Ask, “What else can we help this customer achieve?” 

When you answer that question well, revenue grows naturally—and the relationship grows with it. 
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Strategy 9: Attention Monopoly Strategy 

“When customers repeatedly give you their attention, revenue has a place to grow.” 

-Dr. Vivek Bindra- 

Every business wants customers. 

But before a customer buys, they must first notice you. 

And today, attention is one of the scarcest resources in the world. 

Your customer is surrounded by WhatsApp messages, Instagram posts, YouTube videos, emails, 

offers, advertisements, meetings, and endless notifications. Even if your product is excellent, it 

can remain invisible if you do not earn a place in their mind. 

This is where the Attention Monopoly Strategy matters. 

It does not mean literally owning all of a customer’s attention. That is neither realistic nor 

desirable. 

It means becoming the business, platform, creator, or brand that customers repeatedly choose 

when they want a particular type of information, entertainment, inspiration, learning, or solution. 

TikTok built this kind of attention power. 

“The business that wins attention regularly gets the first chance to win trust, influence, and 

eventually revenue.” 

 

What Is Attention Monopoly Strategy? 

Attention Monopoly Strategy is the ability to become the most compelling and habitual destination 

for a particular type of customer attention. 

For example: 

• When someone wants quick entertainment, they may open TikTok. 

• When someone wants a professional connection, they may open LinkedIn. 

• When someone wants to search for information, they may use Google. 

• When someone wants short business learning, they may follow a particular creator or 

platform. 

• When someone wants festival gifting ideas, they may think of one brand’s Instagram page 

or WhatsApp catalogue. 

The goal is not merely to get one view, one click, or one customer visit. 

The goal is to create a reason for people to return. 

Again. And again. And again. 

The more often you earn attention, the more familiar you become. 

The more familiar you become, the more likely customers are to trust you. 

And trust is where sales begin. 
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The TikTok Story: Turning Discovery into a Habit 

TikTok understood something very important about human behaviour. 

People do not always know what they want to watch. 

On many older social platforms, users largely had to choose: follow specific people, search for 

content, or depend on what their existing network posted. 

TikTok changed the experience. 

Instead of saying, “Tell us whom you follow, and we will show you their content,” it made discovery 

the centre of the product. 

Its For You feed continuously recommends videos based on signals such as what people watch, skip, 

like, share, save, and engage with. 

This means a new creator can reach viewers even if they have very few followers. If the content is 

interesting and relevant, it can be shown to more people. 

For the user, the experience feels simple: 

Open the app. 

Swipe. 

Find something interesting. 

Swipe again. 

Find something even more relevant. 

There is very little friction. 

No need to search. 

No need to build a large network first. 

No need to decide what to watch. 

TikTok made discovery effortless. 

Why people stayed 

TikTok’s power was not only short videos. 

Short videos existed before. 

Its real strength was the combination of: 

• Quick, easy-to-consume content 

• A highly personalised discovery feed 

• An endless stream of fresh creators and ideas 

• Strong trend culture 

• Easy creation tools 

• Music, effects, formats, and templates 

• Rapid feedback for creators 

• Communities built around almost every interest 
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A person could open TikTok for comedy and discover recipes. They could open it for dance and find 

business tips. They could watch one skincare video and discover a whole community of creators, 

products, reviews, and trends. 

This created a habit loop. 

The user received something relevant. 

The user watched longer or engaged. 

TikTok learned more. 

The next recommendation improved. 

The user returned because the platform had become more interesting to them. 

“TikTok did not wait for users to find content. It made content find the user.” 

 

The Attention Loop 

Create or curate something people care about 

                ↓ 

Make it easy to discover and consume 

                ↓ 

Learn from what people watch, ignore, save, and share 

                ↓ 

Deliver more relevant experiences 

                ↓ 

Customers return more often 

                ↓ 

Habit, community, trust, and commercial opportunity grow 

This is the engine behind an Attention Monopoly. 

It is not built through one viral post. 

It is built through repeated relevance. 

 

Why Attention Creates Revenue Power 

1. Attention creates familiarity 

Customers rarely buy from a business they have never noticed. 

When they repeatedly see useful, enjoyable, or inspiring content from you, your name becomes 

familiar. Familiarity reduces hesitation. 

2. Attention builds trust before the sales conversation 

A business owner who consistently shares practical management insights earns credibility before 

offering a programme. 
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A skin-care brand that teaches customers about ingredients and routines earns trust before selling a 

product. 

A real-estate company that gives useful local market updates earns attention before asking people 

to visit a project. 

3. Attention reduces dependence on paid advertising 

Paid advertising can bring visibility, but it stops the moment you stop spending. 

Earned attention is different. 

When people willingly follow, save, share, revisit, or recommend your content, you are building an 

asset that continues to work for you. 

4. Attention creates a customer community 

Customers who engage repeatedly can begin talking to one another, sharing experiences, and 

creating word of mouth. 

That is much stronger than a one-way advertisement. 

5. Attention reveals customer insight 

Every question, comment, search, share, and repeat visit tells you something. 

✓ What are customers curious about? 

✓ What do they misunderstand? 

✓ What problems are they trying to solve? 

✓ What language do they use? 

✓ What product objections do they have? 

This insight can improve your content, products, service, and sales process. 
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How an SME Can Use This Strategy 

You do not need millions of followers to win attention. 

You need a clear reason for the right people to pay attention. 

Example: A local premium bakery 

A bakery may think its job is only to post photos of cakes. 

But it can become far more interesting by consistently sharing: 

• Behind-the-scenes cake decoration 

• Short celebration ideas 

• Birthday-planning tips 

• Customer surprise stories 

• Festival gifting inspiration 

• Ingredient-quality stories 

• Quick dessert hacks 

• Limited-edition product launches 

Over time, people in that locality may begin to 

think: 

“When I need a celebration idea, let me check their page.” 

That is attention ownership in a small but valuable market. 

When the customer needs a birthday cake, anniversary hamper, office gift, or festive order, the 

bakery is already in their mind. 

 

How to Build an Attention Monopoly 

Step 1: Decide what you want to be remembered for 

Do not create random content. 

Choose a clear space in the customer’s mind. 

For example: 

• “The most practical growth advice for local business owners.” 

• “The easiest celebration ideas for families in our city.” 

• “The go-to source for home-interior guidance.” 

• “The simplest financial education for first-time investors.” 

• “The most useful packaging ideas for growing food brands.” 

A clear promise helps people understand why they should return. 

Step 2: Create a repeatable content or experience format 
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People return more easily when they know what to expect. 

You might create: 

• A weekly business tip 

• A daily short video 

• A monthly market update 

• A customer transformation story 

• A product-comparison series 

• A problem-and-solution format 

• A founder’s behind-the-scenes series 

• A local guide or recommendation series 

Consistency does not mean repeating the same message. 

It means repeatedly delivering value in a recognisable way. 

Step 3: Remove friction 

TikTok made discovery almost effortless. 

Your business should ask: 

• Can customers find our content easily? 

• Is it simple to understand? 

• Can they get value quickly? 

• Can they ask questions without difficulty? 

• Can they enquire, order, or book with minimal effort? 

• Is our website, WhatsApp, or social-media experience easy to use? 

The easier you are to engage with, the more likely customers are to return. 

Step 4: Learn from attention signals 

Look at what customers actually respond to. 

Do not guess. 

Track: 

• What content gets watched till the end 

• What posts are saved or shared 

• What questions customers ask 

• Which topics bring enquiries 

• What customers ignore 

• Which products people keep revisiting 
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• Which messages create replies 

Then improve. 

Attention grows when you listen. 

Step 5: Convert attention into a relationship 

Attention without a next step can become vanity. 

Give interested people a useful path: 

• Join a WhatsApp list 

• Download a guide 

• Book a consultation 

• Visit the store 

• Attend a workshop 

• Get a sample 

• Subscribe for updates 

• Request a quotation 

The purpose is not to force a sale immediately. 

It is to turn casual attention into a permission-based relationship. 

 

Common Mistakes While Using Attention Monopoly Strategy 

Mistake 1: Chasing viral content without relevance 

A funny or trendy post may get views, but if it does not connect with your customer, offering, or 

brand, it may not create business value. 

Attention from the wrong audience is distraction. 

Mistake 2: Posting only promotional content 

Customers do not return to a page that only says: 

“Buy now.” 

“Offer ends today.” 

“Best quality.” 

“Call us.” 

Give them a reason to care even before they are ready to buy. 

Mistake 3: Copying TikTok’s style without understanding the audience 

Not every business needs dance trends, humour reels, or rapid-cut videos. 

Choose a format that fits your customer and your brand. 

A law firm, hospital, luxury interior brand, and youth-fashion label may all use short videos—but the 

tone and content should be completely different. 
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Mistake 4: Building attention through manipulation 

Do not rely on fear, misinformation, false urgency, or deliberately harmful addictive tactics. 

Attention built by manipulation may grow quickly, but trust eventually collapses. 

The strongest attention is earned through usefulness, honesty, delight, and relevance. 

Mistake 5: Not being ready when attention arrives 

A viral post can create hundreds of enquiries. 

If nobody responds, stock is unavailable, or your booking process is confusing, the opportunity 

disappears. 

Build the operating system behind the attention. 

 

Your Attention Monopoly Questions 

1. What topic, problem, or experience do we want customers to remember us for? 

2. Why should they give us attention repeatedly? 

3. What format can we deliver consistently? 

4. Where does our target customer already spend time? 

5. What attention signals can help us understand customer needs? 

6. What is the next useful step after someone engages with us? 

7. How will we make sure attention strengthens trust rather than becoming noise? 

 

Final Thought 

TikTok became powerful because it made each moment of attention feel personal, fast, and 

endlessly discoverable. 

The lesson for business owners is not, “Make short videos.” 

The lesson is deeper: 

Make every interaction worth returning to. 

If customers repeatedly learn from you, enjoy you, trust you, or find useful ideas through you, you 

stop being just another business trying to interrupt them. 

You become part of their routine. 

And when you earn a place in a customer’s routine, you earn the opportunity to grow revenue for 

years. 
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Strategy 10: Hub and Spoke Model 

“Build one strong centre that can serve many locations.” 

-Dr. Vivek Bindra- 

 

Imagine you run a courier business with shipments moving between ten cities. 

If you create a direct route from every city to every other city, your network becomes complicated 

very quickly. 

✓ You need more vehicles. 

✓ More routes. 

✓ More people. 

✓ More coordination. 

✓ More chances of delay. 

✓ More empty capacity. 

Now imagine a different model. 

All shipments first move to one well-organised central hub. At that hub, they are sorted, grouped, 

and sent to their final destinations. 

Instead of building dozens of separate routes, you build one powerful centre. 

That is the Hub and Spoke Strategy. 

FedEx made this model famous in logistics. But the principle applies far beyond delivery businesses. 

It can be used in restaurants, healthcare, education, distribution, retail, manufacturing, service 

networks, and even business management. 

“When many small points need to connect, a strong centre can create speed, control, and scale.” 

 

What Is Hub and Spoke Strategy? 

Hub and Spoke Strategy is a model in which many smaller locations, customers, branches, 

collection points, or service points connect through one central hub. 

The hub is the main centre. 

It may handle: 

• Sorting 

• Quality control 

• Decision-making 

• Inventory 

• Production 

• Training 

• Technology 

• Data 

HUB 
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• Central purchasing 

• Customer support 

• Distribution 

The spokes are the smaller points connected to the centre. 

They may be: 

• Branches 

• Retail outlets  

• Delivery points 

• Franchise locations 

• Clinics 

• Collection centres 

• Dealers 

• Sales territories 

• Service teams 

• Local warehouses 

The hub creates control and efficiency. The 

spokes create reach and local access. 

The model is powerful because it allows a business to scale without recreating the entire backend 

at every location. 

 

The FedEx Story: Connecting the World Through a Central System 

FedEx faced a difficult logistics problem. 

Customers wanted to send parcels from one place to another quickly and reliably. But building 

direct routes between every possible origin and destination would have been extremely expensive 

and operationally complex. 

So FedEx built a hub-and-spoke network. 

Packages collected from many locations travel to a central sorting hub. There, they are scanned, 

sorted, and grouped according to destination. Then they move out again to local delivery points. 

A package travelling from one small city to another may not move directly between those two 

cities. It may first move into the central network, get sorted at a hub, and then travel out on the 

most efficient route. 

This allows FedEx to combine many shipments together instead of sending separate vehicles or 

aircraft for every city-to-city connection. 

Why Memphis became important 

FedEx developed Memphis, Tennessee, as a major hub because its location made it possible to 

connect a large number of destinations efficiently. 
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The principle was simple: 

➢ Bring shipments in from many places. 

➢ Sort them quickly through the night. 

➢ Send them back out to many destinations. 

By morning, packages could be moving towards their final delivery points. 

This transformed the speed and reliability of express shipping. 

FedEx was not merely moving parcels. 

It was building a system for moving time. 

The hidden advantage: network efficiency 

Suppose you have five cities. 

If each city must directly connect with every other city, you need many separate routes. 

But if all five cities connect to one hub, you need far fewer core connections. 

That creates several advantages: 

• Better utilisation of vehicles and aircraft 

• More predictable schedules 

• Stronger tracking and control 

• Centralised sorting technology 

• Lower complexity 

• Easier expansion into new locations 

• Consistent customer experience 

FedEx Ground describes its linehaul model as a hub-and-spoke network, using hubs and local 

pickup-and-delivery stations to move large daily package volumes efficiently. 

“The real innovation was not the delivery truck. It was the network behind the delivery truck.” 

 

How the Model Works 

Many pickup locations 

        ↓ 

Central hub receives all shipments 

        ↓ 

Hub sorts, groups, and routes them 

        ↓ 

Shipments move to destination spokes 

        ↓ 

Local teams complete final delivery 
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The hub is not just a physical building. 

It is the brain of the network. 

The spokes are not weak. 

They are the arms and legs that bring the business close to the customer. 

 

Why Hub and Spoke Strategy Works 

1. It reduces complexity 

Without a hub, every location may need to coordinate directly with many other locations. 

This becomes difficult as the business grows. 

A central hub simplifies the system. 

2. It improves capacity utilisation 

A business can consolidate volume at the hub. 

Instead of several half-empty vehicles going in different directions, it can combine shipments, 

inventory, people, or work before sending them onward. 

This improves efficiency and protects margins. 

3. It improves control and consistency 

The hub can standardise processes. 

It can handle quality checks, inventory planning, technology, training, customer data, pricing 

controls, and reporting. 

This means customers receive a more consistent experience across multiple locations. 

4. It makes expansion easier 
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When the central system is strong, adding a new spoke becomes easier. 

You do not need to recreate the entire backend from zero. The new location simply connects to the 

existing hub. 

5. It creates local reach without losing central strength 

Customers want local access. Businesses need central control. 

Hub and spoke gives both. 

The customer interacts with a nearby branch, dealer, clinic, outlet, or delivery point. But the 

business benefits from centralised systems and expertise. 

 

How an SME Can Use This Strategy 

Hub and Spoke is not only for large logistics companies. 

Example: A cloud kitchen business 

A food entrepreneur may open multiple small delivery kitchens across a city. But if every location 

has its own purchasing, recipe development, quality control, inventory planning, and food 

preparation system, costs can become very high. 

Instead, the business can create a central production kitchen—the hub. 

The hub can manage: 

• Recipe standardisation 

• Bulk purchasing 

• Ingredient preparation 

• Quality control 

• Packaging standards 

• Inventory planning 

• Training 

• Brand consistency 

Smaller satellite kitchens—the spokes—

can focus on final cooking, quick delivery, and local customer service. 

This allows the business to serve multiple neighbourhoods while controlling taste, cost, and quality 

from one central point. 

Example: A diagnostic or healthcare network 

A diagnostic company may have small sample-collection centres in many localities. 

These collection centres are the spokes. 

Samples move to one central laboratory—the hub—where expensive machines, expert technicians, 

quality-control systems, and reporting processes are concentrated. 
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The customer gets local convenience. The business gets central expertise and better utilisation of 

expensive equipment. 

Example: A retail distributor 

A distributor can use one central warehouse for purchasing and inventory management, then supply 

multiple retail outlets, dealers, or franchise points. 

The hub controls stock and pricing. The spokes create local presence and customer access. 

 

How to Implement Hub and Spoke Strategy 

Step 1: Identify what should be centralised 

Not every activity should be done at every location. 

Ask: 

• What is expensive to duplicate? 

• What requires specialist capability? 

• What affects quality the most? 

• What needs strong control? 

• What can gain from larger volume? 

• What can be done more efficiently in one place? 

For example, a chain of salons may centralise training, marketing, product procurement, payroll, 

and customer data—while keeping service delivery local. 

Step 2: Choose your hub carefully 

Your hub should be selected based on the needs of your network. 

Consider: 

• Geographic location 

• Access to transport 

• Talent availability 

• Cost 

• Technology 

• Capacity 

• Proximity to suppliers 

• Ability to serve future locations 

A weak hub will slow the entire system. 

Step 3: Define the role of each spoke 

Every spoke must know what it owns. 
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For example, a franchise outlet may own customer service, local sales, and delivery. The hub may 

own brand standards, procurement, technology, training, and quality checks. 

Confusion between hub and spoke roles creates conflict and delays. 

Step 4: Build strong information flow 

The hub needs visibility. 

It should know: 

• Sales at each spoke 

• Inventory levels 

• Customer complaints 

• Delivery status 

• Capacity utilisation 

• Staff performance 

• Local market demand 

• Financial performance 

Without data, the hub becomes distant and disconnected. 

Step 5: Create backup plans 

The hub is powerful—but it can also become a single point of failure. 

✓ What happens if the central kitchen has a breakdown? 

✓ What if the warehouse faces disruption? 

✓ What if the technology system goes down? 

✓ What if the main laboratory has a capacity problem? 

Strong hub-and-spoke businesses build backup capacity, alternate routes, and contingency plans. 

 

Common Mistakes While Using Hub and Spoke Strategy 

Mistake 1: Centralising everything 

The hub should control what needs central control. 

If every small decision must go through headquarters, the spokes become slow and frustrated. 

Give local teams enough freedom to respond to customers quickly. 

Mistake 2: Choosing a hub for convenience instead of strategy 

The hub should not be chosen only because it is near the owner’s office or existing home base. 

It must make sense for the network. 

Mistake 3: Weak last-mile execution 

A brilliant hub cannot save a poor final customer experience. 
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FedEx may sort parcels centrally, but the customer remembers whether the package arrived on 

time and in good condition. 

Your spokes must be strong at customer-facing execution. 

Mistake 4: No standardisation 

If every spoke follows a different process, uses different systems, or reports differently, the hub 

loses control. 

Standardise the essentials. 

Mistake 5: Ignoring hub capacity 

As you add spokes, pressure on the hub increases. 

If the hub is not designed for growth, it eventually becomes the bottleneck. 

Plan capacity before expansion becomes painful. 

 

Your Hub and Spoke Questions 

1. Which activities in our business are costly or risky to duplicate? 

2. What should become our central hub? 

3. What will each spoke own locally? 

4. How will we ensure consistent quality across every spoke? 

5. What information must flow from spokes back to the hub? 

6. How many new spokes can our current hub support? 

7. What is our backup plan if the hub fails temporarily? 

 

Final Thought 

FedEx proved that scale does not always come from building more direct connections. 

Sometimes it comes from building one strong centre that can coordinate many connections 

intelligently. 

That is the essence of Hub and Spoke Strategy. 

Centralise what needs expertise, scale, and control. 

Decentralise what needs speed, local presence, and customer closeness. 

When the hub is strong and the spokes are well connected, your business can grow wider without 

becoming harder to manage. 
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Strategy 11: Bottom of Pyramid Strategy 

“Serve the largest overlooked market with affordability, access, and dignity.” 

-Dr. Vivek Bindra- 

 

A common business mistake is to look at low-income customers and see only low purchasing power. 

But that is incomplete. 

Low-income and underserved consumers may buy in smaller quantities. They may have different 

income cycles. They may live far from organised retail. They may be highly careful with every 

rupee they spend. 

But they are not low-value customers. 

They are often a very large market with real needs, strong aspirations, and a deep preference for 

products that offer dependable value. 

This is the idea behind the Bottom of the Pyramid Strategy. 

It means designing products, pricing, distribution, communication, and service for customers who 

are often underserved by mainstream businesses. 

Hindustan Unilever Limited—HUL—has used this approach in India for decades. 

“The bottom of the pyramid is not a market of people who need less. It is a market of people who 

need better value at a price and access point that works for their daily reality.” 

 

What Is Bottom of the Pyramid Strategy? 

The Bottom of the Pyramid, often called BoP, focuses on serving a large number of price-sensitive 

or underserved customers through solutions that are: 

• Affordable 

• Accessible 

• Reliable 

• Easy to understand 

• Easy to use 

• Available close to where customers live 

• Designed around real local needs 

The business earns through scale. 

One sale may be small. 

But many repeat sales can create a large and sustainable 

business. 

The strategy is not simply about selling the cheapest product. 

It is about redesigning the business model so a good product becomes reachable for people who are 

currently excluded, ignored, or poorly served. 
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For example: 

• Smaller product packs for customers who cannot buy large packs at once 

• Affordable healthcare access in local communities 

• Low-cost but reliable financial services 

• Standardised educational programmes at lower price points 

• Affordable home-improvement solutions for middle-income families 

• Small-ticket credit or insurance products 

• Local distribution for remote areas 

The real question is: 

“How can we make this valuable product or service work within the customer’s daily financial 

reality?” 

 

The HUL Story: Understanding India Beyond Big Cities 

HUL understood early that India is not one market. 

A customer in a metro city may buy large monthly packs from a supermarket. They may have easy 

access to brands, stores, digital payments, and many product choices. 

But a customer in a small town or village may shop differently. 

✓ They may buy in smaller quantities. 

✓ They may shop more frequently. 

✓ They may rely on a nearby kirana store. 

✓ They may prefer a product they have tried and trust. 

✓ They may not travel far for a particular brand. 

If a company only sells large packs through modern retail, it may completely miss this customer. 

HUL’s approach was to make everyday products more accessible through smaller pack sizes, wider 

distribution, and local last-mile reach. 

Small sachets and low-unit-price packs became important because they reduced the immediate 

cash needed to buy a product. 

A customer may not be able to spend ₹200 on a large bottle or pack in one visit. But they may be 

able to spend a small amount today for a product they need now. 

This is not merely packaging. 

It is an understanding of cash flow. 

The sachet lesson 

A sachet is a small pack. But strategically, it can solve a very large problem. 

It allows the customer to: 

• Buy according to today’s available cash 

• Try a product before committing to a larger pack 



 
95 

15 Masterstroke Strategies for Growth & Expansion 
   Content Contained within is the Sole Proprietary of Dr. Vivek Bindra | Bada Business Pvt. Ltd. All Rights Reserved. 2026 

• Access branded quality without a large upfront expense 

• Purchase conveniently from a nearby shop 

• Use a product in smaller, manageable quantities 

For the company, sachets create: 

• Wider customer reach 

• Frequent product trial 

• Higher brand familiarity 

• Repeat buying opportunities 

• Entry into new markets 

• A route from small packs to larger packs as 

income rises 

The product may be small. 

The market opportunity is not. 

“A small pack is not a small strategy when it opens the door to millions of customers.” 

 

Project Shakti: Access Is as Important as Affordability 

Affordable products are useful only if people can actually access them. 

This is where HUL’s Project Shakti became significant. 

In many rural areas, traditional distribution systems could not easily reach every village. Long 

distances, smaller order sizes, and scattered populations made last-mile access difficultHUL built 

Project Shakti around rural women entrepreneurs—often known as Shakti Ammas—who were trained 

and supported to build local businesses and bring products closer to their communities. 

This created value on both sides. 

For HUL: 

• Wider rural reach 

• Better local presence 

• Stronger trust in communities 

• A more effective last-mile network 

• Better understanding of local customer needs 

For the entrepreneurs: 

• Livelihood opportunities 

• Training 

• Greater confidence 

• Financial independence 
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• A role as trusted local businesswomen 

HUL reports that its Shakti network includes more than 200,000 women entrepreneurs. The model 

shows that distribution does not always have to mean trucks, warehouses, and large retailers. 

Sometimes distribution means building a human network that customers already trust. 

This is a powerful lesson. 

A product can be affordable. 

A brand can be well known. 

Advertising can be strong. 

But if the customer cannot find the product conveniently, the business still loses. 

 

The Bottom of the Pyramid Model 

Understand the customer’s daily reality 

                ↓ 

Design a useful and reliable solution 

                ↓ 

Create a price point they can manage today 
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                ↓ 

Build local access and trusted distribution 

                ↓ 

Deliver quality consistently 

                ↓ 

Earn repeat purchases from a large customer base 

                ↓ 

Create scale, trust, and sustainable growth 

The strategy works only when all parts come together. 

Affordable price without quality creates disappointment. 

Good product without local access creates low sales. 

Strong distribution without trust creates weak adoption. 

The real strength comes from combining value, affordability, and availability. 

 

Why This Strategy Works 

1. It opens a large, underserved market 

Many businesses compete aggressively for the same premium customers. 

Meanwhile, a much larger group may be waiting for a product that fits their needs and budget. 

2. It creates repeat demand 

Everyday products and services—food, hygiene, healthcare, education, financial services, household 

essentials—can create repeat usage when they are affordable and trustworthy. 

3. It builds loyalty through accessibility 

For a customer with limited money, a bad purchase is costly. 

When a brand delivers consistent quality at an accessible price, customers can become highly loyal. 

4. It creates social and business value together 

A well-designed BoP strategy does not treat lower-income customers as a charity case. 

It creates a sustainable commercial model while improving access, convenience, livelihood, health, 

or financial inclusion. 

5. It can become a long-term growth engine 

As incomes rise, customers often continue with brands they already know and trust. 

The small sachet customer of today may become the family-pack customer of tomorrow. 
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How an SME Can Use Bottom of the Pyramid Strategy 

Example: A diagnostic centre 

A diagnostic centre may offer expensive health packages designed for urban, premium customers. 

But many families may avoid preventive testing because the package is too costly, too complicated, 

or too far away. 

A BoP-focused model could create: 

• Focused low-cost test packages 

• Small, clear health checks instead of 

oversized bundles 

• Collection points in localities or villages 

• Home sample collection on fixed days 

• Easy vernacular communication 

• Digital reports through WhatsApp 

• Local health-awareness camps 

• Partnerships with community clinics 

The centre is not lowering quality. 

It is redesigning access. 

Example: A learning business 

A training company may offer premium, one-to-one coaching for business owners. 

But thousands of small entrepreneurs may need practical guidance and cannot afford individual 

consulting. 

The company can build: 

• Affordable group programmes 

• Small monthly payment options 

• Local-language modules 

• WhatsApp support groups 

• Practical templates 

• Recorded lessons 

• Community learning sessions 

The core value remains strong. The delivery model 

becomes accessible. 
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How to Implement Bottom of the Pyramid Strategy 

Step 1: Spend time understanding the customer’s reality 

Do not design from your office. 

Talk to customers. Visit their local markets. Observe how they buy, what they use, where they 

shop, and what they avoid. 

Ask: 

• How often do they buy? 

• How much cash do they usually have available at one time? 

• What stops them from using existing products? 

• What do they value most? 

• Which language and communication style do they trust? 

• How far do they travel to access the product or service? 

• Who influences their buying decision? 

The answer may surprise you. 

Step 2: Design for affordability, not poor quality 

The purpose is not to make an inferior version. 

It is to make a smart version. 

You may reduce cost through: 

• Smaller pack sizes 

• Fewer unnecessary features 

• Standardised product options 

• Simplified packaging 

• Local sourcing 

• Shared infrastructure 

• Digital service delivery 

• Group-based models 

• Better distribution efficiency 

Never compromise on safety, core quality, or customer dignity. 

Step 3: Build the right unit price 

A product can be affordable in total but still inaccessible in the moment. 

For example, a ₹500 pack may be good value per gram—but impossible for a customer who can 

spend only ₹20 today. 

This is why small units, low-ticket services, pay-per-use models, or flexible instalments can matter. 
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Step 4: Solve the last-mile problem 

Think beyond your product. 

How will customers find you? 

How will they receive the product? 

Who will explain it? 

How will they trust it? 

How will they reorder? 

HUL’s Project Shakti reminds us that local people can become the strongest bridge between a brand 

and an underserved market. 

Step 5: Build trust through consistency 

Price-sensitive customers are not careless customers. 

They are often extremely careful buyers. 

Your quality must be consistent. Your pricing must be transparent. Your service must be respectful. 

Trust is your most important asset. 

 

Common Mistakes While Using Bottom of the Pyramid Strategy 

Mistake 1: Treating affordability as low quality 

Customers do not want poor products. They want fair value. 

Never assume that lower-income customers will accept bad quality, weak service, or disrespectful 

treatment. 

Mistake 2: Reducing price without redesigning the business model 

If your cost structure remains high and you simply reduce prices, profits will disappear. 

You need a smarter model—not just a lower price tag. 
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Mistake 3: Ignoring local distribution 

A product does not serve a customer if it is available only in distant markets or difficult channels. 

Access is part of the product. 

Mistake 4: Using communication that does not connect 

Complex English brochures, city-focused advertising, or unclear instructions may not work in every 

market. 

Use familiar language, relatable stories, and trusted local channels. 

Mistake 5: Focusing only on volume 

Large numbers can be exciting, but the business must remain sustainable. 

Track margins, repeat purchase, distribution cost, customer satisfaction, and working capital—not 

only unit sales. 

 

Your Bottom of the Pyramid Questions 

1. Which customer group in our industry is currently underserved or priced out? 

2. What daily reality are we failing to understand about them? 

3. What core value must remain non-negotiable? 

4. Can we create a smaller pack, lower-ticket service, or pay-per-use option? 

5. How will customers access us close to where they live or work? 

6. Who do they already trust locally? 

7. How will we make the model profitable at scale while treating customers with dignity? 

 

Final Thought 

HUL’s approach shows that serving the Bottom of the Pyramid is not about lowering your ambition. 

It is about raising your understanding. 

A small sachet, a local entrepreneur, a village-level distribution point, or a low-ticket service can 

look simple from the outside. But each one can unlock access for customers who were previously 

left out of the market. 

The opportunity is enormous when you stop seeing affordability as a limitation. 

Instead, see it as an invitation to innovate. 

Build for the customer’s reality. Deliver with dignity. Grow through trust and scale. 
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Strategy 12: Community Led Business Model 

“Turn customers into members, and members into advocates.” 

-Dr. Vivek Bindra- 

 

A customer may like your product. 

But a community member feels connected to your brand. 

That is a much deeper relationship. 

A customer buys a motorcycle. 

A Harley rider becomes part of a tribe. 

A customer attends one workshop. 

A community member identifies as someone who is growing with other business owners. 

A customer buys coffee. 

A community member knows the baristas, attends events, shares recommendations, and brings 

friends along. 

This is the power of a Community-Led Business Model. 

Instead of building a business only around transactions, you build it around shared identity, shared 

experiences, shared language, and a sense of belonging. 

Harley-Davidson is one of the strongest examples in the world. 

“A product can be copied. A community that makes people feel they belong cannot.” 

 

What Is a Community-Led Business Model? 

A Community-Led Business Model is a strategy where customers are brought together around 

something bigger than the product itself. 

That “something” may be: 

• A shared passion 

• A lifestyle 

• A purpose 

• A profession 

• A challenge 

• An aspiration 

• A cause 

• A common identity 

• A learning journey 

• A local connection 
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The business becomes a platform for people to meet, learn, celebrate, share stories, and support 

one another. 

The product is still important. 

But it is no longer the whole story. 

For example: 

• A fitness brand may build a community around discipline and transformation. 

• A business-learning company may build a community of entrepreneurs helping one 

another grow. 

• A skin-care brand may build a community around confidence and informed self-care. 

• A cycling brand may build weekend rides, local groups, challenges, and events. 

• A café may become a meeting point for artists, founders, readers, or creators. 

• A food brand may build a community around regional culture, family recipes, or healthy 

living. 

The strongest communities give people something they want to say about themselves: 

“I am one of them.” 

 

The Harley-Davidson Story: Selling Belonging, Not Just Motorcycles 

Harley-Davidson does not sell only 

motorcycles. 

It sells a feeling. 

Freedom. 

Adventure. 

Rebellion. 

Brotherhood. 

Pride. 

The open road. 

For many Harley riders, buying a 

motorcycle is not simply a transportation 

decision. It is a statement of identity. 

The customer is saying: 

“I am someone who rides.” 

“I value the journey.” 

“I belong to this world.” 

Harley-Davidson understood that this feeling becomes far stronger when riders meet each other. 

That is why the company built and supported the Harley Owners Group—commonly known as H.O.G. 

H.O.G. brings riders together through local chapters, group rides, rallies, events, road trips, and 

shared experiences. A new Harley owner does not have to ride alone. They can meet people who 

already understand the culture, language, and excitement of owning the bike. 
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This changes the customer relationship completely. 

A person may buy a motorcycle from a dealership once. 

But through the community, they may continue to engage with the brand for years: 

• Joining rides 

• Attending events 

• Buying apparel and accessories 

• Sharing stories 

• Meeting fellow riders 

• Bringing friends into the brand 

• Upgrading to another motorcycle 

• Becoming a visible advocate in the local community 

The motorcycle starts the relationship. 

The community keeps it alive. 

Why this model is so powerful 

Imagine two motorcycle brands offering similar performance and price. 

One offers a product. 

The other offers a product, a lifestyle, friends, road trips, pride, rituals, stories, and a community 

that recognises you. 

Which one is harder to leave? 

This is why community-led businesses often create extraordinary loyalty. 

The customer is no longer attached only to the product’s features. 

They are attached to the people and identity that come with it. 

“Harley riders do not merely own a product. They carry a badge of belonging.” 
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The Community Flywheel 

Create a shared identity 

                ↓ 

Help members connect with one another 

                ↓ 

Build shared rituals, events, and experiences 

                ↓ 

Members create stories and spread pride 

                ↓ 

New people want to join 

                ↓ 

The community grows stronger 

                ↓ 

Trust, repeat buying, and advocacy increase 

This is the difference between customer loyalty and community loyalty. 

Customer loyalty says: 

“I like this brand.” 

Community loyalty says: 

“This brand is part of who I am.” 

 

Why Community-Led Businesses Grow Faster 

1. They create emotional loyalty 

Discounts can bring customers in. 

But discounts rarely create belonging. 

When customers feel emotionally connected, they are less likely to switch simply because another 

brand offers a lower price. 

2. Members become marketers 

A proud community member naturally shares stories. 

They post pictures. 

They invite friends. 

They recommend the brand. 

They wear the merchandise. 

They speak about their experiences. 

This creates word of mouth that feels more authentic than advertising. 

3. Communities create repeat engagement 
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A customer may buy once every few months. 

But a community member can engage every week through events, chats, content, challenges, 

meetups, or shared learning. 

More engagement creates more familiarity. More familiarity creates more trust. 

4. Communities provide insight 

When customers talk openly with each other and with the brand, the business learns faster. 

What do members love? 

What frustrates them? 

What do they want next? 

What language do they use? 

What problems are they facing? 

A strong community becomes an informal research and innovation engine. 

5. Communities reduce customer-acquisition cost 

When existing members attract new members, the business becomes less dependent on paid 

advertising. 

The brand does not have to shout constantly. Its customers start telling the story. 

 

How an SME Can Use This Strategy 

You do not need thousands of members or expensive rallies to build a community. 

You need a real reason for customers to connect. 

Example: A business-learning company 

A training company may run one programme, collect fees, distribute certificates, and say goodbye. 

Or it can build a founder community. 

It can create: 

• Monthly business-owner meetups 

• Peer-learning circles 

• Accountability groups 

• Success-story sessions 

• WhatsApp or online discussion groups 

• Access to experts 

• Member-only resources 

• Annual gatherings 

• Recognition for business progress 

• Opportunities for members to collaborate 

with each other 



 
108 

15 Masterstroke Strategies for Growth & Expansion 
   Content Contained within is the Sole Proprietary of Dr. Vivek Bindra | Bada Business Pvt. Ltd. All Rights Reserved. 2026 

Now the participant is not simply attending a course. 

They are joining a network of people facing similar business challenges. 

This creates much deeper loyalty and repeat engagement. 

Example: A fitness studio 

A gym can sell memberships. 

Or it can build a community through: 

• Transformation challenges 

• Morning running groups 

• Member celebrations 

• Nutrition sessions 

• Leaderboards 

• Group goals 

• Fitness events 

• Member stories 

• Friend referral programmes 

The customer no longer comes only to exercise. 

They come because people notice if they do not show up. 

That sense of belonging can be more powerful than motivation alone. 

Example: A local food brand 

A regional-food or pickle brand can create a community around nostalgia, family recipes, food 

culture, and cooking stories. 

Customers can share recipes, festival memories, serving ideas, and family traditions. 

The brand becomes part of culture—not merely part of a grocery shelf. 

 

How to Build a Community-Led Business 

Step 1: Find the identity behind your product 

Ask: 

• What do our best customers have in common? 

• What do they care about beyond the product? 

• What aspiration, belief, or passion connects them? 

• What would they be proud to say about themselves? 

For Harley-Davidson, the identity was not “people who own motorcycles.” 

It was people who value freedom, adventure, and the rider lifestyle. 
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Step 2: Give members a place to connect 

A community needs a home. 

It may be: 

• A WhatsApp group 

• A private online community 

• Local meetups 

• A member club 

• A regular webinar 

• A physical store or café 

• A monthly founder circle 

• A Facebook or LinkedIn group 

• A customer event 

Do not create a group merely to broadcast offers. 

Create a space where members can interact with one another. 

Step 3: Create rituals and shared experiences 

Communities grow through repeated moments. 

You can create: 

• Monthly meetings 

• Friday rides 

• Festival events 

• Weekly challenges 

• Member spotlights 

• Annual awards 

• Shared learning sessions 

• Community service activities 

• Product-launch previews 

• Celebration milestones 

Rituals give people something to look forward to. 

Step 4: Let members contribute 

Do not make the community entirely brand-led. 

Invite customers to share their stories, ideas, achievements, questions, and feedback. 

The more members contribute, the more ownership they feel. 
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A community becomes real when members start talking to one another—not only to the company. 

Step 5: Recognise and reward participation 

Recognition is powerful. 

Highlight member success stories. Celebrate milestones. Give people a platform. Invite active 

members to lead sessions, host groups, or mentor newcomers. 

Harley riders do not need to be told that their identity matters. The community itself keeps 

reinforcing it. 

 

Common Mistakes While Building a Community 

Mistake 1: Treating the community like a sales broadcast group 

If every message says “Buy now,” customers will mute the group. 

A community must create value even when nobody is buying anything that day. 

Mistake 2: Creating a group without a shared purpose 

People will not remain active simply because you created a WhatsApp group. 

They need a reason to return. 

Shared learning, common goals, local connection, passion, access, or recognition can create that 

reason. 

Mistake 3: Controlling every conversation 

The brand should guide the community—but not suffocate it. 

Allow members to speak, ask questions, share feedback, and connect naturally. 

Mistake 4: Ignoring negative feedback 

A community will not always praise you. 

That is not a problem. 

If members raise genuine concerns, listen and respond. Honest response builds more trust than 

pretending everything is perfect. 

Mistake 5: Confusing followers with a community 

Followers watch. 

Community members participate. 

A large social-media following is useful, but it does not automatically mean you have a community. 

The real test is whether people connect, contribute, return, and bring others along. 

 

Your Community-Led Business Questions 

1. What shared identity or aspiration connects our best customers? 

2. What would make them proud to belong to our brand? 
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3. Where can they connect with one another? 

4. What rituals, events, or experiences can we create regularly? 

5. How can members contribute instead of only consuming content? 

6. What recognition can we give active members? 

7. How will the community create value even when we are not selling? 

 

 

Final Thought 

Harley-Davidson’s great strength is not only the motorcycle. 

It is the feeling a rider gets when they meet another Harley rider, join a group ride, wear the 

brand, and become part of a shared story. 

That is what a community-led business can do. 

It turns a product into a symbol. 

A customer into a member. 

A member into an advocate. 

And advocacy into long-term growth. 

Do not ask only, “How can customers buy from us again?” 

Ask, “How can customers feel that they belong with us?” 
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Strategy 13: Ecosystem Ownership Strategy 

“Make every product more valuable because it works with the rest.” 

-Dr. Vivek Bindra- 

 

Selling one great product is good business. 

But selling a group of products and services that become better when used together is even 

stronger. 

That is the idea behind Ecosystem Ownership Strategy. 

An ecosystem is not simply a long list of products. 

It is a connected world in which every new purchase makes the customer’s existing purchases more 

useful, more convenient, and more difficult to replace. 

Apple is one of the clearest examples. 

An iPhone is useful on its own. 

But when a customer adds AirPods, Apple Watch, Mac, iPad, iCloud, Apple Music, Apple Pay, and the 

App Store, the value of the whole experience increases. 

The customer is no longer buying separate products. 

They are buying a connected way of living and working. 

“The strongest ecosystem is not one that traps customers. It is one that makes customers genuinely 

feel that life is easier inside it.” 

 

What Is Ecosystem Ownership Strategy? 

Ecosystem Ownership Strategy means building an interconnected set of products, services, data, 

partners, and customer experiences around one core customer need. 

Each part of the ecosystem should make the other parts better. 

For example: 

• A phone works better with the customer’s laptop, watch, headphones, cloud storage, and 

apps. 

• A restaurant brand works better when customers can dine in, order online, buy packaged 

products, join a loyalty programme, and use a subscription or catering service. 

• A business-learning company works better when workshops connect with templates, peer 

groups, coaching, dashboards, reviews, and implementation support. 

• A furniture company works better when design, products, installation, maintenance, 

financing, and upgrades work together. 

• A clinic works better when consultations, diagnostics, pharmacy, digital records, 

preventive health plans, and follow-up care are connected. 

The key idea is simple: 
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The customer should not feel that they are buying many unrelated things. They should feel that 

one part makes the next part easier. 

 

 

 

 

 

 

  

 

 

 

The Apple Story: A Product Company That Built a Connected World 

Apple is often described as a technology company. 

But strategically, it is much more than that. 

Apple has built an ecosystem around a customer’s digital life. 

For many customers, the iPhone is the entry point. 

It is the device they use every day for communication, photos, payments, work, entertainment, 

navigation, health, and personal organisation. 

Once the customer enters through the iPhone, Apple makes it easy to add other parts of the 

ecosystem. 

The Apple ecosystem in action 

A customer buys an iPhone. 

Then they may add AirPods because pairing is simple and switching between devices feels easy. 

They may add an Apple Watch because calls, notifications, activity tracking, payments, and health 

features work closely with the phone. 

They may buy a Mac because their messages, photos, notes, files, passwords, contacts, and work 

can continue across devices. 

They may use iCloud because it keeps information available across their Apple products. 

They may use Apple Music, Apple TV, Apple Pay, the App Store, or other services because those 

experiences are already connected to their account and devices. 

Each new purchase does more than generate another sale. 

It makes the earlier purchases more useful. 

A simple example: moving from iPhone to Mac 
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Imagine a customer is writing an email on their iPhone. They open their Mac and continue the work 

there. 

They take photos on their iPhone and see them on their Mac. 

They receive a call on their iPhone and answer it through another Apple device. 

They use the same passwords, messages, notes, files, payments, and applications across devices. 

None of these moments may seem dramatic on their own. 

But together, they create a feeling of seamlessness. 

The customer begins to think: 

“Everything just works together.” 

That sentence is the heart of ecosystem ownership. 

Apple does not need to sell every product at once 

This is important. 

Apple does not need every customer to buy every device on day one. 

It only needs the customer to enter the ecosystem through one valuable product. 

Then, over time, each additional product becomes easier to buy because the customer already sees 

how it will connect with what they own. 

That is why ecosystems are so powerful. 

They turn one-time sales into a growing customer relationship. 

“The first Apple device is a product purchase. The next few are often ecosystem purchases.” 
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How the Ecosystem Creates Strength 

Customer enters through one useful product 

                ↓ 

The product creates trust and a shared account or data layer 

                ↓ 

Related products and services work together seamlessly 

                ↓ 

Each additional purchase increases convenience and value 

                ↓ 

Customer uses the ecosystem more often 

                ↓ 

Loyalty, repeat revenue, and customer lifetime value grow 

The value does not come from any one device alone. 

It comes from the connections between devices. 

That is why ecosystem ownership can be more powerful than product ownership. 

 

Why Ecosystem Ownership Increases Revenue 

1. It increases customer lifetime value 

Instead of earning from one product once, the business earns through multiple connected purchases 

over time. 

A customer may begin with one offering and gradually use many others. 

2. It reduces customer switching 

When a customer uses several connected products, moving away can feel inconvenient. 

They may have to move data, learn new systems, replace accessories, change habits, or lose the 

simplicity of an integrated experience. 

But the best ecosystems should retain customers through value—not through unnecessary obstacles. 

3. It creates natural cross-selling 

A customer who already uses one part of the ecosystem is more likely to consider a related product. 

Apple does not need to explain from zero why AirPods may be useful to an iPhone customer. The 

connection is obvious. 

4. It improves the customer experience 

A good ecosystem reduces friction. 

The customer should not have to enter the same details repeatedly, explain their history to 

different teams, manage several logins, or struggle to connect different products. 
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5. It creates a competitive moat 

A competitor may copy one product. 

But copying an entire ecosystem—devices, services, data, partners, customer habits, developer 

support, and brand trust—is much harder. 

 

The Four Building Blocks of an Ecosystem 

1. A strong core product 

Every ecosystem needs an entry point. 

For Apple, the iPhone is a major entry point. 

For your business, it may be: 

• A flagship product 

• A core training programme 

• A main service 

• A membership 

• A popular retail product 

• A primary B2B offering 

The core product must be valuable on its own. It cannot exist only to push other products. 

2. Connected adjacent offerings 

The next offerings should solve related needs. 

For example, a premium interior business may connect: 

• Home design 

• Modular furniture 

• Appliances 

• Installation 

• Smart-home features 

• Maintenance 

• Financing 

• Upgrade services 

Each offering should feel like a natural continuation of the customer’s journey. 

3. A shared customer experience 

Apple connects devices through a shared account, data, software, design language, and customer 

experience. 

Your business may connect offerings through: 
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• One customer account 

• One loyalty programme 

• One mobile app or WhatsApp channel 

• One CRM 

• One service team 

• One dashboard 

• One payment experience 

• One brand promise 

The customer should feel they are dealing with one connected business—not separate departments 

that do not know each other. 

4. Partner value 

You do not need to own every part of the ecosystem. 

Apple’s App Store became stronger because developers created useful applications. Apple’s devices 

became more valuable because of the wider world of apps, accessories, services, and compatible 

products. 

Similarly, an SME can use partners. 

A clinic can work with diagnostic and pharmacy partners. 

An interior business can work with financing and appliance partners. 

A training company can work with software, mentors, and industry experts. 

A restaurant can work with delivery, event, and corporate-gifting partners. 

The key is to curate partners carefully so they improve the customer experience. 

 

How an SME Can Use This Strategy 

Example: An interior-design and furniture business 

Imagine a company that only sells modular kitchens. 

It wins one sale and then waits for the next customer. 

Now imagine the same business builds an ecosystem around the homeowner’s complete journey: 

• Design consultation 

• Space planning 

• Modular kitchen 

• Wardrobes and storage 

• Appliances 

• Lighting solutions 

• Installation 
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• Project tracking 

• Maintenance support 

• Home upgrades 

• Financing support 

• Referral rewards 

The customer does not have to coordinate ten vendors. 

The business becomes the central partner for the project. 

Each service makes the next service easier. 

That is ecosystem ownership. 

Example: A business-learning company 

A business-learning programme can become an ecosystem by connecting: 

• Workshops 

• Manuals and templates 

• Strategy tools 

• Peer community 

• Monthly business reviews 

• Coaching 

• Implementation support 

• Digital learning 

• Dashboards 

• Annual planning events 

A participant does not simply attend a programme and leave. 

They continue to use the ecosystem to grow their business. 

How to Implement Ecosystem Ownership Strategy 

Step 1: Start with the customer journey, not your product list 

Ask: 

• What does the customer need before buying from us? 

• What do they need during the experience? 

• What do they need after the purchase? 

• Which problems are they currently solving through other providers? 

• Where are they facing friction, confusion, or delays? 

This helps you identify connected opportunities. 
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Step 2: Choose one strong entry point 

Do not try to launch an ecosystem with ten products at once. 

Choose the core product or service that earns customer trust first. 

Then build outward. 

Step 3: Add only relevant connections 

Every new product, service, or partner should make the customer’s life easier. 

If it does not add real value, it creates confusion instead of ecosystem strength. 

Step 4: Connect the customer experience 

Your team must be able to see the whole customer relationship. 

The customer should not have to repeat information every time they interact with you. 

Use shared data, consistent communication, and clear ownership of the relationship. 

Step 5: Measure ecosystem depth Track: 

• Number of offerings used per customer 

• Revenue per customer 

• Repeat purchase rate 

• Cross-sell rate 

• Retention rate 

• Customer satisfaction across the journey 

• Referrals from multi-product customers 

These numbers show whether you are building an ecosystem or merely adding products. 

 

Common Mistakes While Building an Ecosystem 

Mistake 1: Adding unrelated products 

An ecosystem should feel connected. 

Do not launch unrelated offerings simply because you want more revenue. 

Customers should understand why each new part belongs in the same world. 

Mistake 2: Building complexity instead of convenience 

If customers need five logins, multiple teams, repeated forms, and endless coordination, you do not 

have an ecosystem. 

You have a complicated catalogue. 

Mistake 3: Forcing customers to stay 

Artificial lock-ins, hidden barriers, and poor exit experiences may hold customers temporarily, but 

they damage trust. 
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The customer should stay because the ecosystem is useful—not because leaving is painful. 

Mistake 4: Ignoring quality in one part of the ecosystem 

A weak service can damage the entire brand. 

If the installation is poor, the customer may blame the furniture brand. If customer support is 

weak, the customer may lose trust in the complete experience. 

Every connected part must meet the same promise. 

Mistake 5: Trying to own everything 

Apple is powerful, but even Apple depends on developers, accessory makers, payment partners, 

and other contributors. 

You do not have to own every piece. Own the customer relationship and the critical experience. 

Your Ecosystem Ownership Questions 

1. What is our strongest entry product or service? 

2. What related needs arise before, during, and after the customer buys from us? 

3. Which adjacent offerings would genuinely make the customer’s life easier? 

4. How can we create one shared customer experience across them? 

5. Which parts should we own, and which parts can trusted partners provide? 

6. How will each new offering make the earlier offering more valuable? 

7. What would make customers stay because they love the experience—not because they 

feel trapped? 

 

Final Thought 

Apple’s ecosystem works because each device and service feels more useful in the presence of the 

others. 

The iPhone makes the Watch more useful. 

The Watch makes the iPhone more useful. 

The Mac makes the phone more useful. 

iCloud connects them all. 

Services deepen the relationship. 

Developers add more value around the edges. 

That is ecosystem ownership. 

Do not think only about your next product. 

Think about the connected world you can build around your customer. 

When every part of your business makes the other parts stronger, growth becomes easier, 

loyalty becomes deeper, and competitors become harder to replace. 
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Strategy 14: Frugal Innovation Strategy 

“Do not reduce quality to reduce cost. Redesign the system so quality becomes affordable.” 

-Dr. Vivek Bindra- 

When business owners hear the word frugal, they often think of cutting expenses. 

✓ Cheaper materials. 

✓ Fewer people. 

✓ Lower service. 

✓ Less time. 

✓ Compromised quality. 

That is not frugal innovation. That is cost-cutting. 

Frugal Innovation is much smarter. 

It means finding a way to deliver the outcome customers truly need while removing waste, 

unnecessary complexity, avoidable cost, and inefficient use of resources. 

The question is not: 

“How can we make this cheaper?” 

The better question is: 

“How can we deliver the same—or better—outcome with a radically better system?” 

Aravind Eye Care is one of India’s most powerful examples. 

“Frugal innovation is not doing less for the customer. It is wasting less before the customer receives 

value.” 

 

What Is Frugal Innovation? 

Frugal Innovation is the practice of creating high-value, affordable solutions by simplifying and 

redesigning the way a product or service is delivered. 

It often involves: 

• Removing non-essential cost 

• Standardising repetitive processes 

• Improving capacity utilisation 

• Training people for specialised roles 

• Using technology wisely 

• Building local supply capability 

• Reducing wastage 

• Designing for scale 

• Focusing on the one outcome that matters 

most 
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The word frugal does not mean cheap. 

It means resourceful. 

A frugal innovator asks: 

• What is the customer really paying for? 

• Which parts of the process add cost but not value? 

• What can be standardised? 

• What can be done faster without reducing quality? 

• Where is expert time being wasted? 

• Can we create a better model instead of merely negotiating lower prices? 

Aravind Eye Care asked these questions in the field of eye care—and changed what was possible. 

 

The Aravind Eye Care Story: High Quality, High Volume, Lower Cost 

Aravind Eye Care began in Madurai in 1976 with a mission that was both simple and ambitious: 

reduce needless blindness by making quality eye care available to far more people. 

The challenge was enormous. 

Cataract surgery could restore sight, but many people could not access it because of cost, distance, 

lack of awareness, or limited hospital capacity. 

A traditional hospital model was not enough. 

If Aravind treated patients slowly, with expensive systems and low volume, it would reach only a 

small number of people. 

So Aravind redesigned the operating model. 

It borrowed the discipline of a production system—not to make healthcare mechanical, but to make 

the delivery of care more efficient. 
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The high-volume model 

At Aravind, tasks are carefully organised. 

Doctors focus intensely on the work that requires their highest expertise. Other trained team 

members handle preparation, patient flow, equipment readiness, counselling, and many support 

activities. 

This reduces the non-clinical time taken from surgeons. 

The result is that skilled doctors can focus on more procedures, while the support team ensures the 

system keeps moving smoothly. 

Think of it like a well-run kitchen. 

The head chef should not spend most of the day searching for ingredients, washing dishes, or 

chasing orders. Their time should be used where their skill creates the greatest value. 

In the same way, Aravind’s model aimed to use scarce expert time where it mattered most. 

Standardisation without loss of care 

Aravind created highly disciplined processes for: 

• Patient registration 

• Screening 

• Pre-surgery preparation 

• Surgery support 

• Equipment readiness 

• Counselling 

• Follow-up 

• Quality control 

This made the system faster and more predictable. 

But the goal was never speed for its own sake. 

The goal was to make good eye care accessible to more people. 

Cross-subsidy: different payment choices, one quality-focused system 

Aravind also developed a model in which patients could choose paid or free/subsidised options 

based on their circumstances. 

The patient’s ability to pay did not have to decide whether they could access care. 

Revenue from paying patients helped support the wider mission, while the high-volume model 

helped keep costs lower across the system. 

This is an important business lesson: 

A business can serve multiple price segments without delivering a careless experience to one group 

and a premium experience to another. 

The core outcome must remain strong. 
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Aurolab: Solving the Cost Problem at Its Source 

Aravind realised that even an efficient hospital system would not be enough if important supplies 

remained unaffordable. 

In cataract surgery, intraocular lenses are critical. If these lenses are expensive, the final treatment 

remains expensive. 

So the Aravind ecosystem created Aurolab, which manufactures ophthalmic products and lenses at 

lower cost. 

This was a major frugal-innovation move. 

Instead of accepting a costly input as fixed, Aravind asked: 

“Can we solve the cost barrier itself?” 

This is what great innovators do. 

They do not only improve the final customer experience. They go backward into the value chain 

and redesign the source of the problem. 

Aravind’s model therefore combined: 

• Efficient service delivery 

• High-volume operations 

• Task specialisation 

• Standardised processes 

• Tiered payment options 

• Training systems 

• Affordable supply capability 

• Outreach through eye camps and community links 

Together, these created a system that could reach far more patients than a conventional model. 

“The breakthrough was not one machine, one doctor, or one cost-saving idea. The breakthrough 

was the entire system.” 

 

 

The Frugal Innovation Model 

Identify the real cost or access barrier 

                ↓ 

Protect the outcome that cannot be compromised 

                ↓ 

Remove waste and redesign the process 
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                ↓ 

Standardise work and train specialised roles 

                ↓ 

Increase capacity and lower cost per customer 

                ↓ 

Reinvest the savings into wider access and better quality 

This is why frugal innovation is a growth strategy, not merely a cost strategy. 

✓ It makes your business more affordable. 

✓ It allows you to serve more customers. 

✓ It improves utilisation. 

✓ It protects margins through efficiency. 

✓ And it creates an advantage that competitors may find difficult to copy. 

 

Why Frugal Innovation Works 

1. It focuses on the customer’s true need 

Customers do not always need every feature, process, or luxury layer built into an old system. 

They need the core outcome. 

A patient wants safe, effective care. 

A business owner wants useful learning and growth. 

A restaurant customer wants tasty food delivered reliably. 

A furniture buyer wants good design, quality, and timely installation. 

When you focus on the real outcome, you can identify unnecessary cost. 
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2. It improves capacity utilisation 

Many businesses have expensive resources sitting idle. 

A doctor’s time. 

A machine. 

A trainer. 

A delivery vehicle. 

A kitchen. 

A warehouse. 

A sales team. 

Frugal innovation asks: How can we use this valuable resource better? 

3. It allows quality to reach more people 

The best frugal innovations do not make a luxury available to fewer people. 

They make a valuable solution available to more people. 

4. It creates a stronger operating model 

A competitor may copy your price. 

But copying your processes, training, supply chain, role clarity, systems, and discipline is much 

harder. 

5. It supports both social impact and profitability 

Aravind shows that serving more people affordably can still be built on a sustainable operating 

system. 

This is especially powerful in sectors such as healthcare, education, food, housing, financial 

services, and essential products. 

 

How an SME Can Use Frugal Innovation 

Example: A training and consulting business 

A consultant may offer only expensive one-to-one advisory sessions. 

The quality may be high, but only a few customers can afford it. The consultant’s own time 

becomes the bottleneck. 

A frugal-innovation approach could redesign the model: 

• Record common teaching modules once 

• Use workshops for shared learning 

• Create standard templates 

• Build peer-learning groups 

• Use trained facilitators for support 

• Reserve the founder’s time for high-value 

decisions 
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• Provide digital check-ins and dashboards 

• Offer advanced one-to-one support only where it is truly needed 

Now the core outcome—practical business improvement—can reach more entrepreneurs at a lower 

price. 

The quality is not reduced. 

The delivery system is improved. 

Example: A restaurant or cloud kitchen 

A restaurant may have a huge menu, high wastage, too many ingredients, and inconsistent 

preparation. 

A frugal-innovation approach may involve: 

• A smaller, high-demand menu 

• Standardised recipes 

• Centralised ingredient preparation 

• Better portion control 

• Forecasting based on demand 

• Faster kitchen layout 

• Clear quality checks 

• Delivery-focused packaging 

The customer still gets tasty food. 

But the business reduces waste, increases speed, and improves margins. 

 

How to Implement Frugal Innovation 

Step 1: Identify the real barrier 

Ask: 

• Why is our product or service expensive? 

• Why is it difficult for customers to access? 

• Where do we waste time, material, money, or expert capability? 

• What creates delays? 

• Which activity adds little customer value? 

• What are customers paying for without realising it? 

Do not assume the current process is necessary just because it has always been done that way. 

Step 2: Define the non-negotiable outcome 

Before reducing anything, decide what must never be compromised. 
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For a hospital, it is safety and patient outcomes. 

For a food business, it is taste, hygiene, and reliability. 

For a training business, it is learning quality and implementation. 

For a manufacturer, it is product performance and safety. 

Frugal innovation removes waste—not the core promise. 

Step 3: Break the work into roles 

Look at every major process. 

✓ Which tasks require the highest expertise? 

✓ Which tasks can be standardised? 

✓ Which tasks can be supported by trained team members? 

✓ Which tasks can be automated? 

✓ Which tasks can be eliminated? 

This is where efficiency begins. 

Step 4: Standardise the repeatable parts 

Create SOPs, checklists, visual standards, templates, and training systems. 

The more repeatable the process, the less you depend on individual heroics. 

Step 5: Measure cost and quality together 

Never track cost reduction alone. 

Track both: 

• Cost per customer 

• Time per customer 

• Error rate 

• Customer satisfaction 

• Repeat purchase 

• Rework 

• Quality outcomes 

• Capacity utilisation 

If cost falls but complaints rise, you have not innovated. You have only damaged the service. 

Common Mistakes While Using Frugal Innovation 

Mistake 1: Cutting corners instead of removing waste 

Reducing quality, training, safety, or customer support is not innovation. 

It is short-term savings with long-term damage. 

Mistake 2: Standardising before understanding the process 

Do not turn a bad process into a faster bad process. 

First understand the bottlenecks. Then redesign. Then standardise. 
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Mistake 3: Overloading employees 

Task specialisation should make work clearer and more efficient—not turn people into exhausted 

machines. 

Build humane workloads, training, and ownership. 

Mistake 4: Ignoring customer experience 

A lean process that feels cold, confusing, or disrespectful can damage trust. 

Efficiency must make the customer’s experience better, not worse. 

Mistake 5: Keeping the savings instead of reinvesting 

Use some of the gains to improve capacity, quality, technology, reach, and affordability. 

That is how a frugal innovation model becomes stronger over time. 

 

Your Frugal Innovation Questions 

1. What makes our product or service costly or difficult to access today? 

2. What outcome can we never compromise? 

3. Which steps create waste but not customer value? 

4. Where is expert time being used for routine work? 

5. What can be standardised, automated, simplified, or delegated? 

6. How will we measure quality while reducing cost? 

7. How can we use the savings to serve more customers or improve access? 

 

Final Thought 

Aravind Eye Care did not make eye care affordable by lowering standards. 

It made eye care more accessible by redesigning the system around efficiency, specialisation, 

discipline, and scale. 

That is the true spirit of frugal innovation. 

Do not ask only, “Where can we spend less?” 

Ask: 

“How can we create far more value from every rupee, every hour, every person, and every 

process?” 

When you find that answer, you do not merely reduce cost. 

You create a better business. 
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Strategy 15: Process Excellence 

“Make great performance repeatable—not dependent on one great person.” 

-Dr. Vivek Bindra- 

Most businesses can deliver a good customer experience once. 

The real challenge is delivering it every day. 

✓ When the owner is present. 

✓ When the owner is absent. 

✓ During a busy season. 

✓ When a new employee joins. 

✓ When demand suddenly doubles. 

✓ When there is pressure, confusion, or a customer complaint. 

That is where Process Excellence matters. 

Process excellence means designing the business so that quality, speed, cost control, and customer 

experience are not left to luck, memory, or individual heroics. 

Domino’s became famous not merely because it sold pizza. 

It built a system to deliver pizza quickly, consistently, and predictably. 

“Customers do not fall in love with your internal effort. They fall in love with a reliable 

experience.” 

 

What Is Process Excellence? 

Process Excellence is the disciplined practice of making every important business process simpler, 

faster, more consistent, measurable, and continuously better. 

It means looking at the journey from the customer’s point of view. 

For example, in a restaurant: 

Order received → ingredients prepared → food made → quality checked → packed → delivered → 

feedback captured. 

In a real-estate business: 

Lead generated → site visit booked → customer follow-up → booking → documentation → 

construction updates → handover → post-possession support. 

In a training company: 

Enquiry received → registration → participant onboarding → workshop delivery → tools and 

templates → follow-up → implementation review. 

At every step, ask: 

• Who owns this step? 

• What is the expected standard? 

• How long should it take? 

• What can go wrong? 
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• How will we know if it went wrong? 

• How will we improve it next time? 

Process excellence does not mean creating thick SOP manuals that nobody reads. 

It means making the right way of working so clear, simple, and visible that people can follow it 

even under pressure. 

 

The Domino’s Story: Selling Reliability Along with Pizza 

When people think of Domino’s, they often think of pizza and delivery. 

But the deeper business lesson is this: 

Domino’s is an operations company that happens 

to sell pizza. 

A pizza-delivery business has many moving parts. 

✓ The customer must be able to order easily. 

✓ The order must reach the right store. 

✓ The kitchen must prepare it correctly. 

✓ The ingredients must be available. 

✓ The pizza must be baked consistently. 

✓ The order must be packed accurately. 

✓ A delivery partner must be ready. 

✓ The route must be efficient. 

✓ The customer must receive the right 

product at the right time. 

If even one link fails, the customer experience suffers. 

✓ The pizza may be tasty—but late. 

✓ The order may be quick—but wrong. 

✓ The delivery may be on time—but cold. 

✓ The customer may receive the product—but have no visibility or support. 

Domino’s built its brand by paying attention to the whole process, not only the recipe. 

The historical delivery promise 

Domino’s became widely associated with fast delivery through its famous historical “30 minutes or 

free” promise. 

The exact promise is no longer the point. The strategy behind it is. 

When a company makes speed part of its public promise, it cannot depend on motivation alone. 

It needs a process. 

It needs standardised kitchens. 

✓ Clear roles. 

✓ Prepared ingredients. 

✓ Consistent recipes. 

✓ Efficient store layouts. 

✓ Defined delivery zones. 
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✓ Order tracking. 

✓ Training. 

✓ Technology. 

✓ Performance reviews. 

The promise forced the organisation to think like a system. 

That is what process excellence does. 

It turns a customer promise into an operating discipline. 

The Domino’s kitchen is designed for flow 

In a process-led pizza business, every person knows what happens next. 

The order is received. 

The dough is ready. 

Ingredients are placed in a standard sequence. 

The product moves through a controlled baking process. 

The order is checked, packed, and handed off for delivery. 

This reduces wasted movement, confusion, rework, and delay. 

A high-performing Domino’s store cannot rely on one exceptionally talented employee. 

It must work as a team, even when the store is busy. 

That is process excellence in action. 

“Speed is not created by rushing. Speed is created when nobody has to stop and ask what to do 

next.” 
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The Process Excellence Loop 

Customer order is captured correctly 

                ↓ 

Work follows a clear sequence 

                ↓ 

Quality is checked before delivery 

                ↓ 

Customer receives a predictable experience 

                ↓ 

Delays, errors, and complaints are reviewed 

                ↓ 

The process is improved for the next customer 

The final step is what many businesses forget. 

A process is never “finished.” 

Every complaint, delay, error, cancellation, or customer question is data. 

It tells you where the process needs improvement. 

Why Process Excellence Creates Revenue 

1. It improves customer trust 

Customers return when they know what to expect. 

A customer may forgive one delayed order. But they will not make an unreliable business their 

regular choice. 

Consistency creates repeat business. 

2. It reduces rework and wastage 

Every incorrect order, customer complaint, product return, missed follow-up, delivery delay, or 

production defect costs money. 

Process excellence reduces these invisible leaks. 

3. It increases capacity 

When work is organised well, the same team can serve more customers without becoming chaotic. 

This means revenue can grow without costs growing at the same speed. 

4. It reduces owner dependency 

In many SMEs, the owner is the process. 

Employees call the owner for approvals. Customers call the owner for updates. Problems wait until 

the owner arrives. 

A strong process frees the owner to focus on growth, strategy, and important decisions. 
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5. It makes scaling safer 

A business cannot confidently open a second outlet, hire new people, enter a new city, or serve 

bigger clients if its existing operations are based only on memory and informal habits. 

Process excellence creates a repeatable model. 

 

Process Excellence Is Not the Same as SOPs 

SOPs alone Process excellence 

Documents how work should happen Makes work actually happen consistently 

Often stored in a file Visible in daily operations 

May be created once Reviewed and improved continuously 

Focuses on instructions Focuses on outcomes, time, quality, and accountability 

Can become paperwork Becomes a management system 

An SOP tells the team how to make a pizza. 

Process excellence ensures the ingredients are available, the order is clear, the kitchen is ready, 

the oven works, the delivery person is available, the customer receives the pizza on time, and 

mistakes are reviewed. 

That is a much bigger discipline. 

How an SME Can Use Process Excellence 

Example: A bakery 

A bakery may make excellent cakes when the founder is present. 

But when several orders come together, problems begin: 

• Wrong names on cakes 

• Missed delivery times 

• Ingredients unavailable 

• Inconsistent decoration 

• Customer changes not recorded 

• Staff confusion 

• Last-minute panic 

A process-excellence approach would create: 

• A standard order form 

• Clear order confirmation 

• A production calendar 

• Ingredient checklist 
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• Standard recipes and portion sizes 

• Visual design references 

• Quality check before dispatch 

• Delivery checklist 

• Customer feedback process 

• A review of every complaint or rework case 

The bakery becomes more reliable without losing creativity. 

Example: A real-estate company 

A real-estate developer can get leads through 

advertising. 

But revenue is lost when the process is weak: 

• Leads are not called quickly 

• Site visits are not confirmed 

• Follow-ups are inconsistent 

• Documents are delayed 

• Customers receive no construction updates 

• Handover becomes chaotic 

A process-led developer creates clear systems for lead 

response, site visits, booking, documentation, 

construction communication, handover, and post-

possession support. 

That improves conversion, customer satisfaction, 

referrals, and brand trust. 

 

How to Build Process Excellence 

Step 1: Choose one important customer journey 

Do not try to fix the whole business in one week. 

Choose one process that directly affects revenue, quality, or customer experience. 

For example: 

• Lead-to-sale process 

• Order-to-delivery process 

• Complaint-resolution process 

• Production process 

• Recruitment and onboarding process 
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• Customer-retention process 

Step 2: Map every step 

Write the process exactly as it happens today. 

Do not write the ideal version. Write the real version. 

Then ask: 

• Where do delays happen? 

• Where do mistakes happen? 

• Where do customers get confused? 

• Where does the owner get involved unnecessarily? 

• Where do employees wait for information? 

• Where does rework happen? 

• Which step creates the most cost? 

Step 3: Define the standard 

For each important step, define: 

• Process Owner 

• Expected time 

• Quality standard 

• Required tools or information 

• Escalation point 

• Measurement 

For example: 

Step Standard 

New lead response Contact within 15 minutes during business hours 

Customer order confirmation Confirmed in writing before production begins 

Final quality check Completed before packing or dispatch 

Complaint response Customer contacted within two working hours 

Daily review Delays and errors reviewed before closing 
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Step 4: Make the process visual 

People follow what they can see. 

Use: 

• Checklists/ Simple scorecards 

• Dashboards 

• Templates/ Colour-coded status tracking 

• Flowcharts 

• Role cards 

Do not hide the process in a long manual. 

Step 5: Review and improve every week 

Ask your team: 

• What delayed us this week? 

• What error repeated? 

• What did customers complain about? 

• What took too much time? 

• Which step needs to be simplified? 

• What should become a standard from next week? 

This is how process excellence becomes a habit. 

 

Common Mistakes While Building Process Excellence 

Mistake 1: Writing complex SOPs nobody uses 

If your process document is too long, too technical, or too difficult to access, people will ignore it. 

Keep it simple enough to use during real work. 

Mistake 2: Standardising everything 

Not every part of the business needs the same level of standardisation. Standardise the repetitive, 

high-risk, customer-facing, and quality-critical parts. Keep room for judgment where it is needed. 

Mistake 3: Measuring only speed 

Fast delivery with poor quality is not excellence. 

Measure speed, quality, accuracy, cost, customer satisfaction, and rework together. 

Mistake 4: Blaming people instead of fixing processes 

When the same error happens repeatedly, do not only ask, “Who made the mistake?” 

Ask: “What in the process allowed this mistake to happen again?” 

Mistake 5: Treating improvement as a one-time project 
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Processes slowly become weak when nobody reviews them. 

Excellence comes from continuous improvement, not one workshop. 

 

Your Process Excellence Questions 

1. Which customer journey causes the most complaints, delays, or revenue leakage? 

2. What does the process actually look like today? 

3. Where do mistakes, confusion, or rework happen most often? 

4. Which steps depend too much on the owner? 

5. What standards of time, quality, and accountability should we define? 

6. What can we make visible through checklists, dashboards, or flowcharts? 

7. How will we review and improve the process every week? 

 

Final Thought 

Domino’s did not become known for speed because its people ran faster. 

It became known for speed because its operation was designed for flow. 

Orders, ingredients, kitchen roles, baking, packaging, dispatch, delivery, and customer 

communication were all connected to one promise. 

That is process excellence. 

Build your business so good results are not occasional. 

Build it so good results are the normal outcome of the way work gets done. 

Because a great business is not one that performs brilliantly once. It is one that can deliver 

brilliantly again tomorrow. 
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