


Little Brown Business Books 

Page 1

Volume 1 Strategic Wisdom

Publisher’s Notice and Rights

Little Brown Business Books

Publisher:

© 2025 Little Brown Business Books. All rights reserved.

Copyright Notice:

No part of this publication may be reproduced, stored in a

retrieval system, or transmitted in any form or by any

means — electronic, mechanical, photocopying, recording,

or otherwise — without the prior written permission of

the publisher, except in the case of brief quotations

embodied in critical reviews and certain other

noncommercial uses permitted by copyright law.

For permissions requests, please contact:

info@littlebrownbusinessbooks.com

mailto:permissions@littlebrownbusinessbooks.com


Little Brown Business Books 

Page 2

Volume 1 Strategic Wisdom

This book is intended for informational and educational

purposes only. It is not intended to constitute professional

advice, whether legal, �nancial, or otherwise. Readers

should consult appropriate professionals before making

strategic, �nancial, or business decisions. While every e�ort

has been made to ensure accuracy, the publisher and

author make no representations or warranties of any kind

and assume no liability for errors, omissions, or outcomes

resulting from the use of this material.

Disclaimer:

All brand names, product names, and trademarks

mentioned are the property of their respective owners. Use

of these names does not imply endorsement or a�liation.

Trademark Notice:

This book is part of the Little Brown Business Books

series:

time-tested thinking for entrepreneurs, founders, and

builders — presented with clarity, brevity, and enduring

relevance.

Design Philosophy:

First edition.

Printed and bound in the United States of America.



Little Brown Business Books 

Page 3

Volume 1 Strategic Wisdom



Little Brown Business Books 

Page 4

Volume 1 Strategic Wisdom

Dedication

whose steady faith, wisdom, and encouragement make

every journey possible.

Your love is the foundation beneath every good thing I

build.

To Karis,

who �rst taught me the value of persistence, discipline, and

quiet excellence.

Your example shaped more than words ever could.

And to my mother,



Little Brown Business Books 

Page 5

Volume 1 Strategic Wisdom

Table Of Contents

Preface 6

Introduction 7

The Core Idea 9

CHAPTER ONE: SIMPLICITY 11

CHAPTER TWO: LEVERAGE 16

CHAPTER THREE: SIGNALING 22

CHAPTER FOUR: COMMITMENT 28

CHAPTER FIVE: POSITIONING 35

CHAPTER SIX: TIMING 43

CHAPTER SEVEN: DETERRENCE 50

CHAPTER EIGHT: COMPOUNDING 58

CHAPTER NINE: CREDIBILITY 67



Little Brown Business Books 

Page 6

Volume 1 Strategic Wisdom

Preface

Welcome to Little Brown Business Books.

This book is part of a growing library of short, sharp

guides designed to give you strategic clarity—without

wasting your time.

In each volume, you’ll �nd principles, not just tactics.

You’ll �nd models, not just methods. Most of all, you’ll

�nd ideas that stand up over time, drawn from decades of

proven business experience and adapted for today's

entrepreneurs.

Each book has multiple chapters designed to be read in

about 10 minutes, but we hope the thinking stays with you

much longer.

Use this book however you need—read one chapter a day,

one lesson a week, or revisit it when you need perspective.

Thank you for thinking with us.
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Introduction

In an age of rapid innovation and startup hype, strategy

remains the quiet compass guiding entrepreneurs through

uncertainty. This book is a re�ective journey into timeless

principles of strategy, distilled for the modern

entrepreneur. Rather than chase the latest trend or

buzzword, we will explore enduring concepts that never go

out of style – ideas that have guided generals, economists,

and business pioneers for generations. The goal is not to

provide quick �xes, but to cultivate a way of thinking that

grounds your decision-making in wisdom and clarity.

You’ll �nd that each chapter in this �eld guide centers on a

core strategic principle – simplicity, leverage, signaling, and

others – recast in an entrepreneurial light. These principles

come from the bedrock of game theory, classic strategy,

and hard-earned business lessons. They have stood the test

of time because they speak to fundamental truths about

human behavior, competition, and decision-making.
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Each chapter is designed to be read in about ten minutes,

o�ering a focused meditation on only one idea. The

structure is deliberate and consistent: we begin with a

quote to set a contemplative tone, then articulate the core

idea in plain terms, delve into a deeper strategic insight

with real-world implications, tell an illustrative story and

�nally outline practical steps to put that idea into action. A

brief  caps o� each chapter – a single

takeaway to carry with you.

Summary Thought

This minimalist format re�ects an aesthetic akin to a classic

�eld guide or a volume from the Harvard Classics. It

encourages you to pause and re�ect. Read a chapter,

ponder its meaning, and consider how it relates to your

venture. Strategy, after all, is not a one-time plan but a

continuous practice of thinking ahead and aligning actions

with principles. By the end of this book, you’ll have not

just a collection of ideas, but a cohesive strategic mindset to

navigate the entrepreneurial journey with calm con�dence.
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The Core Idea

At its heart, this book is about intentional

entrepreneurship. The core idea is simple: 

. While passion and hard work

get you started, it’s strategic insight that keeps you on

course when challenges arise.

successful

entrepreneurship is more than just hustle or luck – it is

rooted in strategic thinking

Strategy, in the entrepreneurial context, means making

deliberate choices: choosing what to pursue and what to

let go, deciding how to allocate limited resources, and

anticipating the moves of customers, competitors, and

partners. It’s about seeing the bigger picture and the long

game. This doesn’t require an MBA or a complex

spreadsheet; it requires a mindset that values clarity,

foresight, and adaptability over �re�ghting and whim.

The timeless principles we’ll explore – from the power of

keeping things simple to the art of signaling your

intentions – form a toolkit for this mindset. 
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The core idea, then, is empowerment through

understanding. When you understand  certain

strategies work, you can apply them creatively to 

situation. Think of each chapter as a lens that brings a

strategic aspect of your business into focus. Individually,

these lenses clarify speci�c issues; together, they form a

coherent perspective on how to build and grow a venture

with purpose and wisdom. In the fast-paced world of

startups, fads fade and tactics change, but a solid strategic

foundation will always anchor you. This book invites you

to build that foundation one principle at a time.

why

your

These ideas originate from diverse domains: military

strategy teaches us about commitment and deterrence,

economics and game theory illuminate signaling and

credibility, and business pioneers illustrate leverage,

positioning, and timing. By translating these foundations

into practical insights, we bridge the gap between theory

and practice.
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CHAPTER ONE: SIMPLICITY

“Simple can be harder than complex: you
have to work hard to get your thinking
clean to make it simple. But it’s worth it
in the end because once you get there,
you can move mountains.”

— Steve Jobs

 is the art of focusing on what truly

matters and eliminating the rest. In business, simplicity

means stripping down your strategy, product, or

operations to the essential elements that deliver value. This

doesn’t mean being simplistic or ignoring complexity;

rather, it’s about managing complexity by not adding

unnecessary layers. Things should only be as simple as

necessary to accomplish the task and no simpler. For an

entrepreneur, a simple plan is often more actionable and

clear than a convoluted one. 

Core Idea:Simplicity
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 In a startup’s journey, there is constant

pressure to add more – more features to your product,

more goals to your roadmap, more metrics to track.

Ironically, this pursuit of “more” can dilute your impact.

Strategic simplicity is about choosing less to achieve more.

Consider a new SaaS entrepreneur who initially o�ers a

broad suite of features to please every potential user.

Customers, however, �nd the product confusing and the

value proposition unclear. By  – focusing on

the top two features that solve a real problem – the

entrepreneur not only makes the product easier to use but

also communicates its value more clearly. The result is

often a better user experience and a stronger market �t.

Strategic Insight:

simplifying

By pursuing simplicity, you clarify your priorities – for

yourself, your team, and your customers. When everything

extraneous is peeled away, what remains is purposeful,

clear, and strong. Simplicity is powerful because it directs

all your energy and resources toward a singular vision

without distraction.
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Simplicity extends to how you articulate your business

strategy. A concise strategy can be communicated and

understood by your team without endless explanation. It

provides a clear north star for decision-making. When

faced with tough choices, referring to a simple core strategy

(e.g., “We only build tools that improve business

outcomes”) can guide what to do and what to decline.

Moreover, simplicity in operations – such as streamlined

processes or a “less is more” approach to meetings and

reports – frees up time and reduces friction. This creates

an organizational culture where people can act with clarity

and speed.

In the noise of modern entrepreneurship, simplicity also

signals con�dence and focus. It suggests you 

 and aren’t distracted by every

opportunity that comes along. Legendary strategists often

emphasize that if you have too many priorities, you have

none. By committing to simplicity, you send a message: we

know our core value and we deliver it exceptionally well.

Over time, a simple, focused strategy can compound

advantages – it leads to a better product, cohesive

branding, and loyal customers who appreciate the clarity

of what you o�er. In sum, simplicity isn’t a lack of

ambition; it’s a clarity of purpose that ampli�es your

e�ectiveness as a founder.

know exactly

what you’re doing
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Cutting the Knot

In a distant age, a young leader arrived at a city known for

an impossible challenge. At the center of a dusty square

stood an ancient oxcart, its yoke bound by a massive knot

of bark and leather. The tangle was so complex that no one

remembered how it was tied. Prophecy whispered that

whoever could untie the knot would conquer the world

beyond. Many had tried laboring for hours to �nd a loose

end or secret twist, but the knot held fast, defying every

conventional e�ort.

The young leader paced around the oxcart quietly,

�ngertips tracing the rough, weathered cord. Bystanders

and rival contenders watched in smug anticipation; certain

this would end like all the rest – in frustrated failure. But

the leader’s mind was calm as a still lake. Rather than lose

himself in the knot’s endless loops, he paused and

considered the problem from afar. Why, he wondered,

must the knot be untied in the usual way at all?
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Suddenly resolved, he drew his sword in one smooth

motion. With a single decisive stroke, he cut clean through

the knot. The ropes fell loose to the ground, the impossible

tangle solved in an instant. Onlookers fell into stunned

silence, then erupted in awe. The young leader simply

wiped his blade and gave a modest shrug.

His solution was bold and unconventional, yet profoundly

simple. Where others saw complexity to be painstakingly

unraveled, he saw an opportunity to remove complexity

altogether. This clear-minded action freed him from the

trap of overthinking. In the end, what mattered was not

following the expected process, but achieving the desired

result. By slicing through the knot, he demonstrated that a

simple, direct approach can sometimes overcome even the

most convoluted of challenges.
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   Identify the one or two things

your business does best or the primary value it

provides. Focus your e�orts there.

De�ne your core:

   Review your features, services, or

tasks this week. Eliminate one that isn’t clearly

contributing to your main goals.

Trim the excess:

   Describe your business in a

single sentence. Ensure your website and pitch

re�ect this simple message without jargon.

Clarify your message:

   Simplify one process (e.g.

onboarding, customer support) by removing

unnecessary steps. Make it easier for your team to

execute.

Streamline operations:

   Start each day by listing the top

three tasks that matter most. Commit to completing

those before anything else.

Practice daily focus:

 Summary Thought: Simplicity isn’t about doing less for its

own sake – it’s about doing more of what matters most,

with greater clarity and impact.

Take Action:
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CHAPTER TWO: LEVERAGE

  in entrepreneurship is the strategic use

of resources to achieve outsized results. It’s the principle of

getting more output from a given input – doing more with

less. Resources can be tangible (like money, technology,

tools) or intangible (like your network, knowledge, or

reputation). An entrepreneur skilled in leverage �nds ways

to amplify e�ort: a small investment that yields a big

payo�, or one action that produces multiple bene�ts. At

its heart, leverage is about working smarter, not just

harder. It recognizes that not all e�orts are equal – some

have a multiplier e�ect. By identifying and using these

multipliers, you can dramatically accelerate growth

without proportionally increasing workload or costs.

Core Idea: Leverage

“Give me a place to stand, and a lever long
enough, and I will move the world.”

— Archimedes
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 In the early stages of a venture,

entrepreneurs often feel they must personally do

everything. But smart strategy means asking, 

 This is

where leverage comes into play. Consider an entrepreneur

who partners with an established distributor instead of

trying to build a sales network from scratch. By leveraging

the partner’s existing infrastructure and relationships, the

startup gains nationwide reach quickly – something that

would have taken years if they attempted it alone. The

lever here is the partner’s platform: it multiplies the

startup’s access to customers without the startup

shouldering massive cost or delay.

Strategic Insight:

“How can I

achieve my goal with far fewer steps or resources?”

Leverage can take many forms. Technology is a common

lever – for example, automating routine tasks (like using

software to handle customer inquiries) allows a small team

to serve a large customer base. A strong personal network is

another form of leverage: one introduction from a mentor

to a key investor or client can unlock opportunities that

cold calls never would. Even intellectual property or

unique expertise can serve as leverage, creating advantages

that competitors with greater �nances might struggle to

replicate.
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Financial leverage (such as borrowing or investor capital) is

a classic way to amplify growth, but it must be used

judiciously – it can magnify losses as well as gains. The

essence of leverage is e�ciency and impact. Every

entrepreneur has limited time and resources; leverage asks,

“Where can these limited resources make the biggest

impact?” Often, the answer lies in focusing on your

strengths and �nding external means to handle the rest.

For example, if you have a talent for product design but

lack marketing experience, leveraging an agency or

consultant can yield far better results than trying to master

it all yourself. The intellectually con�dent entrepreneur

isn’t the one who goes it alone – it’s the one who

multiplies their force by creatively marshaling all available

assets. Over time, leveraging wisely can mean the di�erence

between linear growth and exponential success.

Beyond the Village

In a small town, a talented weaver named Mira crafted the

�nest rugs anyone had ever seen. Merchants from nearby

villages occasionally passed through and bought a few

pieces, but Mira’s work largely remained a local treasure.

She could only sell to those who happened upon her tiny

shop. Despite her skill, her earnings were meager, and her

business grew slowly.
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One summer, a traveling merchant named Tomas stopped

in the town. Tomas drove a large wagon loaded with goods

from far-�ung markets. He admired Mira’s beautiful rugs

and realized they would fetch a high price in the distant

cities he visited. He proposed a partnership: if Mira would

give him a stock of rugs to take on his route, he would sell

them on her behalf in every city along the way. In return,

they would share the pro�ts.

At �rst, Mira hesitated – she had never sold beyond her

village and feared the risk of sending her precious wares far

away. But she saw an opportunity. Rather than waiting for

customers to come to her, she could reach many more by

piggybacking on Tomas’s established trade route. Trusting

her instincts, Mira agreed.

Over the following months, Tomas carried Mira’s rugs

from one market to the next. In each city, the vibrant

patterns and �ne craftsmanship caught the attention of

wealthy buyers. The rugs sold quickly at prices many times

what local villagers could a�ord. With each sale, Tomas

returned a fair share of coin to Mira. Soon, Mira’s modest

workshop bustled with activity as she hired two

apprentices to help meet the growing demand from far

beyond the town.
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By leveraging Tomas’s wider reach, Mira transformed her

one-shop operation into a thriving enterprise. Her talent

stayed the same, but its impact was magni�ed by the

merchant’s network. What had once been limited to a

trickle of local sales became a steady stream of income from

many markets. Mira learned �rsthand how a partnership or

platform can multiply one’s e�orts. Through a single

collaboration, her small business tapped into a vast world –

a clear example of leverage in action.

   List your activities and

rank them by impact. Double down on tasks or

projects where a small e�ort could produce

disproportionately large results.

Identify high-impact areas:

   Find one task (e.g. social

media posting, invoicing) to automate or simplify

using software, so you free up time for strategic

work.

Use tools and automation:

 Leverage other’s expertise:This week, reach out to

an expert or mentor for advice in an area you’re less

skilled in. Use their knowledge as a springboard

instead of reinventing the wheel.

Take Action:
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 Summary Thought: Strategic entrepreneurs must always

be willing to work harder and smarter – they position the

lever in the right place. With the right leverage, small moves

can produce monumental outcomes.

   Think of a person or

organization that already has what you need

(customers, technology, know-how). Explore a

collaboration that bene�ts both sides.

Form a strategic partnership:

   Acquire a skill or insight that will

continually pay o�. For instance, learning basic AI

manipulation now could save you from hiring help

for many minor projects later – a form of personal

leverage.

Invest in learning:

If you're serious about building, you're

already one of us. Join The Cheddar

Chase — a free community for

entrepreneurs who move di�erently.

https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
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CHAPTER THREE: SIGNALING

“What you do speaks so loudly that I
cannot hear what you say.”

— Ralph Waldo Emerson

  is the art of communicating value or

intent through your actions, choices, and cues – often

more powerfully than through words. In a world of

imperfect information, entrepreneurs constantly send and

receive signals. Every aspect of your business – your

pricing, branding, how you handle customer issues, how

you talk about your competition – sends a message.

Strategic signaling means deliberately shaping those

messages to in�uence how others perceive your venture. A

credible signal can build trust, deter competitors, or attract

partners by showing them what you stand for 

explicitly spelling it out. In essence, signaling is about

aligning actions and image so that they consistently convey

your strengths and intentions to the market and

stakeholders.

Core Idea: Signaling

without
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 New businesses often struggle with

credibility because stakeholders have little information to

go on. This is where smart signaling can make a di�erence.

Imagine two startups o�ering similar new services. One

o�ers a no-questions-asked refund policy and openly

showcases customer success stories; the other has a more

restrictive policy and keeps things under wraps. 

Strategic Insight:

The �rst startup is  in its product

quality (through the generous refund o�er) and

transparency (through testimonials). These signals reassure

customers, even if the customers know little else about the

company. They also put competitors on notice that this

newcomer is serious about building trust.

signaling con�dence

In strategic terms, e�ective signals often have a cost or

commitment behind them – something that implies 

 For example, o�ering an industry-leading

warranty might cost more in the short term, but it signals

durability and reliability that can set you apart. 

“we

mean it.”

Likewise, how you price your product signals its market

position: a premium price can signal high quality or

exclusivity (provided you back it up with a great product),

whereas an extremely low price might signal a bare-bones

approach or even raise doubts about quality. 
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The key insight is that signals must be consistent and

backed by reality. Empty signals (“cheap talk”) like

claiming you’re the best without evidence, or copying a

competitor’s messaging insincerely, will be transparent.

But when used authentically, signals are a subtle yet

powerful strategic tool: they shape perceptions, which in

turn shape the behavior of customers, competitors, and

investors in your favor.

Entrepreneurs need to be aware that everything sends a

signal – even silence. Not responding publicly to a

competitor’s aggressive move, for instance, could signal

con�dence (“we’re unfazed”), or if misinterpreted,

weakness. Therefore, it’s better to craft the narrative

through deliberate action.

Another dimension of signaling is towards investors and

partners. A startup that consistently hits its milestones is

signaling strong execution capability. Showing up prepared

and on time to meetings signals professionalism and

respect. Even the culture you build signals what kind of

company you are – for instance, a culture that celebrates

customer satisfaction above all, signals to future hires and

investors that you’re truly customer-centric, not just saying

so. 
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The Shop That Never Negotiated

In the coastal city of Merinport, nestled between two

winding stone alleys, stood a small watchmaker’s shop. No

advertisements. No “50% O�” banners. Just a single brass

placard on the door that read:

“Each piece priced once. Each repaired once. Each

guaranteed forever.”

Herrin didn’t answer right away. Instead, he opened a

drawer and pulled out a worn ledger. He �ipped to a page

from nearly �fteen years ago. A single entry: a marine

chronometer sold to a naval o�cer. He tapped the name.

“That man sent me two of his nephews last year. I never

asked him to.”

Inside, the air smelled faintly of oil and cedar. The

counters gleamed, but nothing sparkled. The watches were

understated—no gold, no diamonds, just quiet weight and

solid craft. Tourists often walked in expecting bartering.

Locals knew better.

A young entrepreneur once visited, curious. “Why don’t

you run promotions?” he asked the owner, an older man

named Herrin.
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He pointed to another, a local innkeeper. “He refers every

couple celebrating an anniversary. Never asked him either.”

Then Herrin said, “Discounts signal that you’re �exible.

Guarantees signal that you’re certain.”

People came to Herrin’s shop because it didn’t feel like a

place that chased sales. It felt like a place that didn’t need

to.

And that, more than branding or slogans, created gravity.

Herrin didn’t talk about trust. He built it by behaving like

someone who already had it.

Signaling isn’t decoration. It’s posture. A quiet, repeated

message that tells the market:

“This is who we are. Watch how we behave.”
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  List the �rst impressions

someone would get from your website, pricing, and

marketing. Do these align with the quality and

values of your product? Adjust any element that

sends a mixed message.

Audit your signals:

   Little things (response time to

emails, punctuality in meetings, preparedness) signal

professionalism. Pick one aspect this week to

intentionally demonstrate reliability to stakeholders.

Mind your presence:

  Summary Thought: In business, actions are messages.

Every choice you make is signaling something – so send the

signals of trust and strength that you intend to send.

   Consider o�ering a

strong guarantee or free trial if you truly believe in

your product. Let your con�dence speak through

this gesture.

Signal quality proactively:

   Ensure your actions match your

words. If you claim customer service is a priority,

respond quickly and helpfully to inquiries –

consistency builds trust.

Be consistent:

   Encourage happy customers

to leave reviews or testimonials. This signals to

others that real people trust and value your o�ering.

Leverage social proof:

Take Action:
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CHAPTER FOUR: COMMITMENT

  in strategy is the act of binding

yourself to a course of action to shape future outcomes.

For entrepreneurs, this means deciding on a direction and

sticking to it – at least long enough to see it bear fruit.

Commitment transforms strategy from abstract ideas into

concrete reality. It sends a powerful message that you’re

not just interested in an outcome, but all-in to achieve it.

Committing often involves investing resources, making

public promises, or setting constraints on yourself that are

costly to break. This can be scary, but it also creates

credibility and momentum. At its core, commitment is

about focus and resolve: it narrows your options in the

short term to strengthen your position in the long term.

Core Idea: Commitment

“Unless commitment is made, there are
only promises and hopes; but no plans.”

— Peter F. Drucker
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 In the world of entrepreneurship, we

often hear advice about being �exible and pivoting.

Flexibility is indeed valuable, but so is knowing when to

commit. A company that changes course at every new

trend ends up going nowhere. Strategic commitment is

about choosing a path after careful deliberation, and then

, which forces you and

others to move forward with full e�ort. 

Strategic Insight:

making it di�cult to turn back

For instance, consider an entrepreneur who commits to a

speci�c customer segment rather than trying to serve

everyone. By publicly de�ning their niche and tailoring

their product to it, they might lose some potential

customers (and that’s the cost of commitment), but they

gain a loyal core audience and a clear identity. They’ve

e�ectively said, “This is who we are for, and we’re going to

be the best for them.” 

This principle has roots in classic strategy: history gives us

vivid examples like explorers burning their ships upon

reaching new land – a dramatic commitment leaving no

option but to succeed in the new environment. In

business, you need not be so extreme, but the underlying

lesson holds: when you remove the easy escape routes, you

push yourself to solve problems creatively and diligently on

the path you’ve chosen.
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Strategic commitments, to be e�ective, should be credible.

Making a commitment you can’t or won’t keep is worse

than making none at all; it erodes trust (as we’ll explore in

the chapter on credibility). So, commit wisely. Choose

areas where you have conviction and then solidify that

conviction with actions that lock in your course – sign a

contract, invest funds, announce your stance.

Commitment also means sticking through di�culties.

When challenges arise (and they will), remembering your

commitment can provide the resolve to innovate rather

than abandon ship at the �rst sign of trouble. In sum,

commitment turns strategy into destiny – by choosing

your path and reducing your wiggle room, you marshal

both yourself and your stakeholders to wholeheartedly

back a shared goal.

That commitment can deter larger competitors who aren’t

willing to specialize, and it rallies supporters who identify

with the mission. Another example: committing to a major

project deadline by announcing it to your customers. Once

it’s announced (“Version 2.0 launches on June 1”), you

and your team are under strong pressure to deliver. The act

of commitment – making a promise with reputational

stakes – can galvanize action and resources internally, and

signal reliability externally (provided you follow through).
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The Bridge Without a Middle

On the western edge of a mountainous village, two

brothers stood over a rushing river. Their family owned

land on both sides — one with a bustling market, the other

with acres of fallow farmland that could be developed.

“We’ll build a bridge �rst,” the younger said, “and then

decide what to do with the land.”

But the elder brother shook his head. “No, not until we

know exactly what we are going to do.”

For weeks, they debated. One wanted to lease the land to

others. The other wanted to build a mill and process local

grain. The ideas piled up. So did the delays.

Then, one morning, the elder brother woke early. He sold

the oxen, took the coin, and hired a team of builders. By

evening, the �rst stones of the bridge’s foundation were

laid—not on the far bank, but directly beneath the site of

the future mill.

The younger brother was furious. “You didn’t even ask!”
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“I didn’t need to,” the elder said. “We’re not going to rent

the land. We’re going to develop it.”

The oxen were gone. The bridge was half-built. The

decision couldn’t be reversed cheaply.

That’s when the real work began.

Within a year, the mill stood. The grain �owed. The

brothers never argued again—not because they stopped

having ideas, but because they had something  to guide

their e�orts.

real

Commitment feels risky because it costs you options.

But without that cost, there is no signal.

No shift.

No strategy.

Just open space—and too many ways to hesitate.
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   Identify one strategic

decision you’ve been wavering on (a target market, a

business model, etc.). Make a �rm choice and

communicate it to your team or customers,

committing to that direction for a reasonable trial

period.

Set a stake in the ground:

   Publicly announce a launch

date or milestone for your project. Use the external

commitment to motivate completion and

demonstrate reliability when you meet it.

Establish a deadline:

   Put resources behind

your chosen strategy – whether it’s budget, time, or

manpower. For example, if you commit to

improving customer support, hire that extra

support rep or allocate hours each day for it.

Invest to signal commitment:

   If you tend to get distracted by

new ideas, create a simple rule (e.g. “We only

reconsider our product strategy quarterly, not every

week”) to prevent constant detours.

Limit escape routes:

   Think of a core value (quality,

integrity, etc.) and commit never to compromise it.

Write it down and share it. This personal

commitment will guide you when pressured to take

easier, low-road solutions.

Stand by your values:

Take Action:
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 Summary Thought: When you commit, you do more than

plan – you decide what you will stand for and pursue it

with full intent, giving your strategy the weight of action

behind it.

Surround yourself with others who are

moving quietly, wisely, and relentlessly.

The Cheddar Chase is open — join us

today. Free. Serious. Built for builders.

https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
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CHAPTER FIVE: POSITIONING

“Positioning is not what you do to a
product. Positioning is what you do to
the mind of the prospect.”

— Al Ries (with Jack Trout)

  is about de�ning the unique space

your business occupies in the market and in the customer’s

mind. It’s the answer to why a customer should choose

your product or service over another. Strategic positioning

means you deliberately craft your o�ering and message to

stand for something distinctive – whether it’s the highest

quality, the best value, a specialized focus, or a novel

approach. For entrepreneurs, positioning is crucial: it

shapes your brand, guides your marketing, and often

determines your competitive advantage. A strong position

is one that is  to your

target audience, ideally in a way competitors either can’t or

haven’t claimed. In essence, positioning is how you make

your mark in a crowded world, ensuring you’re not just

another face in the crowd.

Core Idea: Positioning

clear, memorable, and appealing
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 Many startups falter by trying to be a bit

of everything for everyone. The result is a muddled

position – customers can’t tell what sets them apart.

E�ective positioning requires trade-o�s. If you decide to be

the a�ordable option, you might not also be the most

luxurious. If you choose to serve a niche market deeply,

you might not appeal to the masses – and that’s okay. In

fact, that’s the point. By choosing a speci�c position, you

automatically choose not to occupy others. 

Strategic Insight:

Positioning isn’t only about marketing slogans; it should

in�uence your actual strategic choices. If your position is

“the simplest project management app for freelancers,”

every feature you add (or decide  to add) should

reinforce simplicity and the needs of freelancers. 

not

This focus is what gives a young company a �ghting

chance against broader incumbents. For example, a small

co�ee shop could try to compete with big chains on

convenience and price (a tough battle to win), or it could

position itself di�erently – perhaps as the community

artisan café known for the best single-origin espresso in

town. That position, once established, carves out loyal

customers who value what the shop uniquely o�ers.
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The strategic aspect of positioning also involves

recognizing white space and competition. If the territory

you want to occupy is already heavily claimed by a

dominant player, you may need to re�ne your position

further to avoid a head-on war. Often, startups succeed by

identifying an underserved segment or a new angle that the

big players overlooked – in other words, by positioning

themselves where competition is weak or non-existent.

This is sometimes called �nding a “blue ocean” instead of

battling in a “red ocean” of rivals. 

If your position is “eco-friendly home goods for conscious

consumers,” that will dictate everything from the materials

you use, to packaging, to the partners you work with. In

doing so, you create coherence between what you say and

what you do (tying back to Signaling and Credibility).

Over time, a strong position builds a brand in consumers’

minds: when they think of a category or a need,  name

comes up for that speci�c value.

your

An entrepreneur with an intellectually con�dent approach

will analyze the market landscape and intentionally choose

a position that aligns with their strengths and the

audience’s unmet needs. 
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In a crowded bazaar, a small shopkeeper named Adeel

struggled to attract customers. Across the way, a large

general store sold almost everything under the sun – grain,

cloth, cookware, and spices – all at prices Adeel could

hardly match. Day after day, Adeel watched throngs of

shoppers visit the big store, while only a trickle browsed his

modest stall. He tried shouting about his wares louder and

even lowering his prices, but he couldn’t outshout or

undercut the large merchant.

One evening, after another slow day, Adeel sought advice

from his wise uncle. The old man stroked his beard and

observed the market. He pointed out that the big store

might have  everything, but not .almost everything

The Spice Merchant

The payo� is di�erentiation: you’re not just another

option, but the option for a certain group of customers.

And as your reputation grows, that position becomes an

invaluable asset that continues to draw business almost

automatically.
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There were rare, high-quality spices and blends that the

general store didn’t bother with – too costly and

specialized for their broad inventory. Adeel realized there

lay his opportunity. Instead of competing head-on with

common goods, he would o�er something unique.

Over the next week, Adeel transformed his stall into a spice

lover’s haven. He sourced fragrant sa�ron, rich vanilla

pods, and special curry blends from distant lands – items

the big store didn’t carry. He arranged them in small glass

jars that caught the eye and let passersby inhale the exotic

aromas. He put up a simple sign: “Rare Spices and

Custom Blends – Only Here.”

Soon, curious customers began to gather. Cooks from near

and far came seeking the distinctive ingredients only Adeel

sold. They lingered at his stall to talk recipes and sni� the

array of spices. Word spread quickly through the town’s

kitchens about the little shop with treasures no one else

o�ered. Even though some of Adeel’s spices were

expensive, people were willing to pay for their quality and

rarity.
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By the end of the month, Adeel’s sales had grown beyond

anything he’d achieved before. The large general store still

sold more by volume, but Adeel had carved out his own

loyal customer base. In the shadow of a giant competitor,

his business thrived by being di�erent rather than bigger.

Adeel learned that in business, as on a busy street, �nding

the right position can make all the di�erence. By choosing

a unique spot in the market – o�ering something others

didn’t – he turned competition into customers, proving

the power of strategic positioning.
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   Write down a one-sentence

value proposition: “We are the ____ that ____.”

Ensure it highlights what makes you di�erent.

Clarify your promise:

   Identify a speci�c customer

segment or need that you serve best. Focus your

messaging and product features to delight that

audience, even if it means ignoring other groups for

now.

Know your niche:

   List your top competitors and

what they are known for. Find a gap where none (or

few) have claimed a strength. Position your business

to �ll that gap rather than copying their approach.

Analyze competitors:

   Before making a

decision (feature, partnership, marketing campaign),

ask: “Does this reinforce the position we want in the

customer’s mind?” Only proceed if it’s consistent.

Align decisions with position:

   Try explaining your unique

position to a friend or mentor in a couple of

sentences. If they don’t quickly grasp what makes

you di�erent, re�ne your positioning statement and

try again.

Test your message:

Take Action:
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 Summary Thought: In the landscape of business, where

you stand and what you stand for determines whether

you’ll be noticed. Position yourself with purpose, or risk

blending into the noise.

Business is built in solitude. Wisdom is

built in community. Step inside The

Cheddar Chase — free, and focused on

growth.

https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
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CHAPTER SIX: TIMING

  is the strategic element of when you

take action. For entrepreneurs,  you do is critical, but

 you do it can be just as important. A brilliant idea

launched at the wrong moment can �zzle out, while a

modest idea at the perfect time can catch �re. Strategic

timing means being attuned to the rhythms of your

industry, customer readiness, and even broader trends or

seasons. It involves patience to wait for the right

opportunity, and decisiveness to act when it arrives.

Timing is about seizing the moment – neither rushing in

unprepared nor hesitating until an opportunity passes. In

essence, it’s the ability to align your actions with the

window of maximum impact.

Core Idea: Timing

what

when

“Take time to deliberate, but when the
time for action comes, stop thinking and
go in.”

— Napoleon Bonaparte
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 In business lore, there’s a saying that

.

Many entrepreneurs have felt the sting of o�ering a

product before the market was ready – customers found it

intriguing but not necessary, or enabling technologies

weren’t mature yet. Conversely, entering a market too late

means you face established competitors and saturated

customer attention. The sweet spot of timing lies in

between: launching when you can solve a real problem that

people are . For instance, an

entrepreneur might have a concept for a remote work tool

a decade ago (ahead of its time for most), but if they

launched it in the year when remote work suddenly

became the norm, the same idea could achieve massive

adoption. Part of strategic timing is recognizing external

signals – changes in technology, the economy, regulation,

or culture – that indicate an opening for your idea.

Strategic Insight:

being too early is indistinguishable from being wrong

starting to feel acutely

But timing isn’t only about market entry. It also applies to

everyday decisions: when to scale up hiring, when to seek

funding, when to pivot, when to launch a marketing

campaign. 
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One cannot talk about timing without acknowledging

happenstance – being in the right place at the right time.

While happenstance can never be guaranteed, a strategic

thinker “creates” coincidence by being prepared and

vigilant. If you continuously develop good products and

maintain readiness, you can jump on an opportunity as

soon as it appears. In practice, this means building some

�exibility into your plans to accommodate unexpected

chance and cultivating a sense of urgency without panic. 

Each has a timing aspect that can in�uence success. For

example, choosing the right time to raise capital might

depend on market conditions or traction milestones; doing

it too early might undervalue your company, too late and

you might run out of cash. Good timing often comes from

listening and observing. Are customers frequently

requesting a new feature? That might be the time to build

it. Are you getting signals that a competitor is faltering? It

might be time to push your advantage or enter their space.

Also, internally, entrepreneurs must balance deliberation

with action as Napoleon’s quote advises: take the time you

need to think through a decision, but once you see the

timing is ripe, commit fully and swiftly.
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Two mice crept into an old farmhouse kitchen one night,

drawn by the rich smell of cheese. On the counter sat a

wooden trap holding a tempting morsel of cheddar. The

brash younger mouse, starving and impatient, scampered

right up to the bait and grabbed at it without a second

thought. In a split second, the trap’s bar snapped down

with a harsh thwack. The �rst mouse’s haste had sprung

the mechanism – leaving him stunned and caught beneath

the bar, the prize still wedged in the trap.

The Second Mouse

Timing is also about pace: knowing when to accelerate and

when to pause. A wise entrepreneur might delay a product

launch by a month to align with a big industry event or to

avoid clashing with a competitor’s news – that patience

can yield a more impactful debut. In summary, timing is

an invisible thread in strategy: it weaves through all your

plans and actions. Mastering it means watching the clock

of the market and syncing your strikes to the moments

that matter most.
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The older mouse, who had hung back in the shadows,

watched silently. Once the trap had sprung and fallen still,

he cautiously approached. With a few gentle tugs, he freed

the chunk of cheddar from the disabled trap and dragged it

away. The greedy snap of the device had already done its

damage and spent its force. Now the cheese was his for the

taking, and he enjoyed it safely under the moonlight.

In the morning, the farmer found an empty, sprung trap

and no cheese in sight. The �rst mouse’s rash attempt

ended in misfortune, while the second mouse’s patience

earned a tasty reward. Sometimes, the spoils of an endeavor

go not to the swiftest out of the gate, but to the one who

waits for the right moment. The second mouse, as the

saying goes, gets the cheese – a simple lesson in the second-

mover advantage.
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   Identify one external trend

(technology, consumer behavior, etc.) that impacts

your business. Consider how you can time a

decision (launch or campaign) to ride that wave

rather than �ght against it.

Study the landscape:

   For your next major goal, map out

key milestones and what conditions would make it

ideal to hit them. For example, “By Q2, if we have

1,000 users, that’s the time to seek partnerships.”

Create a timeline:

   Is there an

upcoming event, season, or deadline that could

amplify your message (e.g., the yearly tax deadline)?

Plan at least one initiative around an external

“window” to maximize attention.

Embrace windows of opportunity:

   Identify something

you might be rushing – would waiting a bit improve

its chance of success (like re�ning a prototype before

a demo day)? Conversely, �nd one thing you’ve

delayed and take one decisive step on it today.

Practice patience and urgency:

Take Action:
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   Re�ect on a time you launched

or acted too early or too late. Write down one lesson

from it and how you’ll adjust your timing strategy

in the future (e.g., “I’ll test audience interest more

thoroughly before launching” or “Next time, I

won’t wait for perfect conditions if momentum is

building”).

Learn from the past:

 Summary Thought: Strategic minds know that success is

not just what you do, but when you do it – aligning

decisions with opportunity transforms timing into a

competitive advantage.
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CHAPTER SEVEN: DETERRENCE

“The supreme art of war is to subdue the
enemy without �ghting.”

— Sun Tzu

  is the strategy of discouraging

unwanted actions by others through the implicit or explicit

threat of consequences. In entrepreneurship, it’s about

building a position of strength that dissuades competitors

from encroaching, stakeholders from betraying trust, or

even customers from leaving. At �rst glance, deterrence

might sound combative, but in practice it often means

creating conditions where direct con�ict becomes

unnecessary because others choose to avoid challenging

you. For a new business, deterrence could be as simple as

establishing a reputation for excellence or loyal customer

service that makes potential competitors think twice about

going head-to-head. The core idea is to 

 (like competitive wars or price slashing battles)

by signaling that such moves won’t pay o� for the other

party.

Core Idea: Deterrence

proactively prevent

problems
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 Large companies often use deterrence

strategy with patents, aggressive pricing, or public

statements of intent (“we will match any competitor’s

price”). Entrepreneurs may not wield the same scale of

weapons, but they can still practice deterrence in clever

ways. One key is building a moat around your business –

unique assets or circumstances that make it hard for others

to duplicate your success. This could be a strong brand

community, exclusive partnerships, proprietary

technology, or deep expertise. For example, if you’ve spent

time cultivating a passionate user community, a newcomer

will realize that even if they copy your product, they can’t

easily steal the loyalty you’ve earned. That loyalty is a

deterrent: competitors see that attacking your base would

require enormous e�ort and might back�re by galvanizing

your community even more.

Strategic Insight:
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Another aspect of deterrence is demonstrating resolve. If a

competitor undercuts your price, a deterring response

might be to hold your ground on price but double down

on quality and customer engagement, showing you won’t

be easily pushed out of the market. Or perhaps you

preemptively secure key contracts with suppliers, so any

rival �nds the resources they need are already committed to

you – a subtle way of saying “there’s no easy way to

compete here.” The Emerson quote in the Signaling

chapter (“what you do speaks so loudly…”) resonates here

too: often,  is

enough to deter others, meaning you hopefully 

. 

the mere capability and readiness to act

never have

to act in aggression at all

Entrepreneurs should also consider deterrence in

relationships with larger players. A startup might deter a

big company from copying its product outright by being

prepared legally (patents, trademarks) or by moving so

quickly and innovatively that the big �rm expects only

diminishing returns from chasing you. 

This is like having a security system in your home; its

presence deters break-ins without you ever needing to use

it.
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In the end, deterrence is a quiet con�dence: you prepare

your defenses so that you rarely need to use them.

Sometimes forming an alliance with a big player can deter

others (e.g., if you have an agreement with a major

distributor, another competitor knows you have a

powerful friend). Importantly, deterrence in business

should stay ethical and customer-friendly; it’s not about

dirty tricks, but about strength and smart positioning. You

want a reputation: whether it’s “we always defend our

turf” or “we respond to customer needs so well that trying

to lure them away is futile.” When done right, deterrence

saves you resources in the long run – battles not fought

because adversaries chose not to engage. It allows you to

focus on serving customers and growing, rather than

constantly looking over your shoulder.
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In an ancient border town, a famous strategist found

himself with only a handful of soldiers to defend a city. His

formidable enemy, a general leading thousands, was fast

approaching the gates. Instead of panic, the strategist

ordered a curious plan. He had his few men hide out of

sight, and he �ung the city gates wide open. Then the

strategist himself climbed to the ramparts above the gate,

dressed in simple robes, and began calmly sweeping the

ground and playing a lute.

When the enemy’s vanguard arrived, they were astonished

to see the gates unbarred and an old man serenely playing

music on the wall. Not a single armed guard was visible. It

looked like a trap – surely the wily strategist had an

ambush prepared, lying in wait for any invader foolish

enough to march in. The enemy general, arriving shortly

after, halted his troops. He peered at the tranquil �gure on

the ramparts and the quiet, open gate. Unease gnawed at

him. This enemy commander was known for clever tricks;

the scene was too perfect, too inviting.

The Empty Fort
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Fearing a hidden army lurking just out of sight, the general

lost his nerve. Rather than risk a trap, he ordered a hasty

retreat. The massive army turned back, leaving the town

untouched. Once the dust of the retreating forces settled,

the handful of defenders emerged, amazed at the success of

the ruse.

The strategist’s bold display of nonchalance – signaling

supreme con�dence – had sent a clear message to his

opponent, one powerful enough to override what the

enemy saw with his own eyes. By projecting strength when

he actually had none, he tricked the opposing general into

doubting himself. The open gates and calm music spoke

louder than any battle cry. In the end, a psychological

signal won the day, demonstrating how perception can be

shaped as a strategic weapon.



Little Brown Business Books 

Page 64

Volume 1 Strategic Wisdom

   Identify one aspect of your

business you can make uniquely strong (a special

feature, an exclusive deal, a community forum).

Invest in it so that it becomes a protective moat

that’s hard for competitors to cross.

Build your moat:

   If a competitor is

encroaching (copying features or targeting your

clients), respond in a way that shows resolve. For

instance, personally reach out to your key customers

to reinforce your commitment to them – showing

competitors you won’t surrender relationships

easily.

Show strength (professionally):

   Think about any resource

your business relies on (supplier, distribution

channel, talent). Take steps to lock in favorable

terms or loyalty with them now, making it harder

for a rival to swoop in later.

Secure key resources:

Take Action:
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   If appropriate, communicate to

competitors or the market what you will not

tolerate. This could be as simple as stating, “We will

always match prices in region X,” so they know

aggressive tactics won’t succeed easily.

Set expectations:

   Happy employees

and partners are less likely to be enticed away. Do

something this week to appreciate your team or

partners. Their loyalty to you is a deterrent to

anyone who might try to poach them or undermine

your operations.

Strengthen stakeholder loyalty:

  Summary Thought: The wise entrepreneur prepares for

battle so they rarely have to �ght. By quietly building

strength and signaling resolve, you discourage threats

before they materialize – letting you progress with

con�dence.
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CHAPTER EIGHT: COMPOUNDING

“Life is like a snowball. The important
thing is �nding wet snow and a really
long hill.”

— Warren Bu�ett

  is the principle that small,

consistent gains can grow into monumental results over

time. In �nance, it’s the magic of interest-on-interest; in

entrepreneurship, it’s the payo� of persistent e�ort and

continuous improvement. The core idea is that the e�ects

of your actions can multiply: a small advantage, reinvested

and accumulated, becomes a big advantage. Whether it’s

knowledge, customer base, reputation, or revenue –

nurturing steady growth instead of seeking quick wins

leads to exponential curves rather than linear ones.

Compounding requires patience and faith in the process;

it’s a long-term strategy that focuses on building

momentum incrementally. For entrepreneurs, embracing

compounding means valuing each minor improvement,

each customer added, each lesson learned, as building

blocks of something much larger down the line.

Core Idea: Compounding
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 We live in a culture that often celebrates

explosive growth and overnight success. But the truth

behind many “overnight” successes is years of

compounding behind the scenes. Take an entrepreneur

who writes a blog post every week, even when few people

are reading at �rst. After a year or two, this habit can result

in a large library of content that draws in customers via

search engines, essentially creating a self-sustaining funnel.

Each article alone might seem insigni�cant, but together

they compound into major visibility. 

Strategic Insight:

In practice, compounding for startups can mean

reinvesting early pro�ts back into the business to fuel

growth. It can mean steadily building a user community,

where each new user increases the value of the product for

the next (a network e�ect, which is compounding utility). 

Similarly, consider product improvements: making your

product just 1% better every week doesn’t sound like

much, but over a year, those tiny improvements (if

compounded) can make it roughly 67% better than it was

at the start of the year. Compounding is often

underestimated in the short run and overwhelming in the

long run.
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The key to unlocking compounding is consistency. Just as

money left to compound needs time and consistent

returns, your e�orts need steady repetition and nurturing.

It’s not a �ashy process; it’s akin to watching a tree grow. In

the early stages, progress may seem slow or invisible, but

then suddenly the growth becomes undeniable and even

self-accelerating. Many strategic principles we discussed –

like Simplicity (making it easier to keep improving) or

Credibility (trust that grows with each kept promise) –

actually feed into compounding. If you keep customers

happy one by one, their word-of-mouth accumulates. If

you continuously re�ne your product, it gets harder for a

competitor to catch up as you’ve compounded a series of

improvements.

It also relates to personal development: the skills you learn,

the relationships you build, and the insights you gain as

you run your business tend to accumulate. An

entrepreneur who reads a bit about their industry every

day or re�ects on each week’s experiences will, over years,

develop a depth of wisdom that competitors cannot

quickly replicate. That knowledge compounds into better

decision-making and foresight.
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Bu�ett’s quote encapsulates it: �nd “wet snow” (a fertile

opportunity or a model that works) and a “long hill” (a

long-term horizon and runway to keep rolling). As the

snowball of your venture rolls, it picks up more snow,

growing bigger on its own. The strategic entrepreneur is

patient enough to start small and persistent enough to

keep rolling forward. Over time, compounding rewards

them with an enterprise that is far greater than the sum of

each individual step would have indicated.

The Bucket and the Well

In a dry border town where water was drawn from deep

underground, a young man named Arin inherited an old

well.

It wasn’t much. The rope frayed. The bucket leaked

slightly. His neighbors laughed. “You’ll never keep up,”

they said, pointing to the new vendor with a steel tanker

and a pump.

But Arin didn’t try to keep up. He set a rhythm.
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Each morning, he drew two buckets. One to sell. One to

store. He patched the bucket slowly. Reinforced the rope.

When he had enough, he bought a second bucket. Then a

pulley.

Months passed.

The tanker vendor made a splash with early low prices,

shiny branding, constant re�lls. But he never stored water.

When a drought hit and the pump failed, his tanks ran dry

in only three days.

Arin kept drawing, steady and quiet. By then, he had a

cistern full beneath his home. His pace never changed—

but now, his buckets sold at �ve times the price.

A merchant once asked him how he predicted the drought.

“I didn’t,” Arin replied. “I just kept storing while it was

easy.”
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Compounding doesn’t feel brilliant.

It feels boring. Repetitive. Unimpressive.

But it makes you ready when others are caught o� guard.

And in the long arc of strategy, readiness is what turns

small e�orts into lasting advantage.

The Tea House Ledger

In a narrow district near the foot of the capital, there was a

tea house with no menu.

The host, a quiet man named Dael, simply asked new

guests: “What kind of day did you have?”

He would listen for less than a minute. Then bring a tea,

but never the same tea twice. People thought it was

uncanny.

It wasn’t.
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Each evening, after closing, Dael opened a thin black

ledger and recorded every guest’s answer alongside the tea

he’d served. What mood? What weather? What pairing?

Whether they �nished the cup. Whether they lingered.

He did this for ten years.

Eventually, his regulars noticed something strange: he

always seemed to have the  tea for their return—

before they even spoke. Not because he remembered their

preferences. But because his system had taught him

patterns of human behavior so subtle that others couldn’t

see them.

perfect

One traveler called him a genius. Dael just smiled.

“I’m not a genius,” he said. “I’m just patient.”

Compounding isn’t just �nancial.

It’s emotional. Observational. Operational.

And when you stack attention over time, it becomes

indistinguishable from insight.



Little Brown Business Books 

Page 74

Volume 1 Strategic Wisdom

   Identify one small positive

action you can take daily or weekly (writing a blog,

reaching out to a customer, improving one feature).

Schedule it and stick to it for the next month to start

building momentum.

Commit to a habit:

   If you make a pro�t, decide on a

percentage to reinvest in growth (marketing, R&D,

team training). Plow it back in so today’s gains fuel

tomorrow’s larger gains.

Reinvest wisely:

   Keep a log of minor

improvements or milestones (e.g., “5 new users this

week,” “improved page load time by 0.2s”). Review

it monthly to see how these might be adding up – it

will motivate you to continue the trend.

Track small wins:

   Find something you already

have and see how it can be used again for more

bene�t. For instance, if you wrote a good tutorial

for one client, polish it into a resource on your

website for all to use. Let each e�ort have multiple

outputs.

Leverage existing assets:

Take Action:
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   When faced with a decision,

consider the long game. Will option A or B

contribute more to the business a year from now?

Choose the path that plants a seed for future

compounding, even if it’s not the quickest win

today.

Think long-term:

 Summary Thought: Small steps, taken consistently,

become giant leaps. Compound your gains by nurturing

every inch of progress – with time, the trajectory of your

success will turn exponential.

Start building with serious minds. Join

The Cheddar Chase — our free

community for thoughtful

entrepreneurs.

https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
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CHAPTER NINE: CREDIBILITY

“It takes 20 years to build a reputation
and �ve minutes to ruin it.”

— Warren Bu�ett

  is the currency of trust and

believability in business. For entrepreneurs, credibility

means that customers, investors, and partners  in

you – in your integrity, your capabilities, and your word.

It’s earned through consistent honesty, quality, and

reliability. A credible entrepreneur inspires con�dence:

people feel that promises will be kept, claims are real, and

commitments will be honored. In strategic terms,

credibility ampli�es all your other e�orts – your signals are

trusted, your commitments are believed, your brand

position is taken seriously. Conversely, a lack of credibility

undermines even the best strategies. It is a timeless asset

that can be hard to build and frighteningly easy to lose,

making it one of the most precious principles to uphold in

entrepreneurial strategy.

Core Idea: Credibility

believe
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 Credibility doesn’t come from grand

gestures; it is usually built (or destroyed) in the small

moments. Delivering your product by the deadline you set,

following up when you say you will, and admitting what

you don’t know – these little actions accumulate into a

reputation. If you consistently do what you say, people

start to give you the bene�t of the doubt. For a startup,

early credibility might come from a few key endorsements

or testimonials. But those will only carry you so far if your

everyday customer experience falters. Many a new

company has landed a big client or investor on high hopes,

only to falter because they over-promised and under-

delivered, denting their credibility. The strategically wise

entrepreneur under-promises and over-delivers, especially

in the beginning. It’s better to surprise people by doing a

bit more than expected than to disappoint by not meeting

expectations.

Strategic Insight:
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Credibility also means owning your mistakes.

Paradoxically, admitting a failure and �xing it can 

trust, because it signals honesty and commitment to

improvement. For example, if a software release has bugs

that impact clients, an entrepreneur builds credibility by

communicating transparently: “We encountered an issue,

here’s what happened, and here’s how we are addressing

it,” possibly even o�ering a token of apology like a free

month of service. This level of openness shows that your

relationship with stakeholders isn’t just transactional – it’s

built on respect. Over time, a pattern of ethical behavior

and putting customers �rst will set you apart. Customers

will stick with you even if hiccups occur, because they trust

your character and competence. Investors similarly will

give you more leeway in tough times if you’ve always been

forthright and met commitments when it was in your

power to do so.

increase
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Credibility extends to your personal brand as a founder. In

the age of social media and instant reviews, your

reputation follows you closely. A single ill-considered

public comment, a mislead in marketing, or a partnership

with a dubious entity can erode credibility. Hence,

entrepreneurs must be vigilant that every facet of their

operation aligns with the values they espouse. If you

market your company as environmentally conscious,

ensure your supply chain truly re�ects that standard;

otherwise, you’ll justly be called out. One helpful way to

view credibility is as a bank account: every good deed, kept

promise, and positive experience is a deposit; every failure

or breach of trust is a withdrawal. Your goal is to keep a

positive balance and ideally grow it. Then, even if a mistake

withdraws some goodwill, you’re not bankrupt in trust.

Ultimately, credibility is a : with it,

doors open and negotiations are smoother – people want

to work with those they trust. Without it, even stellar

opportunities can collapse as doubt creeps in.

silent force multiplier

Therefore, treat your credibility as sacrosanct in every

strategic decision you make.
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In a port city known for speed, a small freight company

run by a man named Omar operated without �ash. He had

two trucks, no website, and one rule: never promise what

you can’t deliver.

His bids weren’t the cheapest. His trucks weren’t the

newest. But clients returned—again and again. Because

Omar didn’t miss. Not deadlines. Not pickups. Not

details. If he said the crate would arrive by Thursday at

noon, it arrived at 11:52 AM.

One day, a large distributor o�ered him a lucrative deal:

triple his usual load, tight turnaround, all under a new

expediting brand. They said, “You can subcontract.

Everyone does.”

Omar declined.

A week later, another operator took the job—and missed

the delivery window by nine hours. The distributor,

furious, pulled out of two pending contracts and quietly

added a new internal rule: only work with carriers who

quote conservatively and deliver precisely.

The Freight That Didn’t Move
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Omar’s name rose to the top of the list.

Later, an assistant asked why he didn’t “stretch a little” to

win the bigger deal.

He pointed at the side of his truck.

No slogan.

Just the company name and a phone number.

“That number rings because people know it doesn’t lie.”

Credibility isn’t about perfection.

It’s about alignment between promise and performance—

again and again, until it speaks louder than any pitch.

One broken commitment can undo years of trust.

But one kept promise, repeated over time, becomes a

brand no one questions.
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   Write down all the promises or

deadlines you make this week (to clients, team

members and yourself). Check each o� when

ful�lled. This makes you conscious of your word

and ensures nothing slips through the cracks,

bolstering your reliability.

Keep a promise log:

   Ask a trusted customer or mentor,

“Is there any area where I’m not meeting

expectations or could improve trust?” Honest

feedback can highlight blind spots a�ecting your

credibility.

Solicit feedback:

   Next time you hit a snag (a delay, a

mistake), communicate proactively with those

a�ected. Explain honestly and outline steps to

resolve it. Transparency in tough times shows

integrity.

Be transparent:

   Identify one company

value (e.g., sustainability, customer-centricity,

security). Do a quick audit: are you truly living up

to it in practice? If not, take one corrective action

(like updating a policy or practice) to close the gap.

Align values with actions:

Take Action:
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   Acknowledge a team

member or co-founder when they uphold the

company’s credibility, such as going above and

beyond to help a customer. Reinforcing these

behaviors internally helps cement a culture of

trustworthiness.

Celebrate consistency:

 Summary Thought: Credibility is a strategic asset forged

over time – every action is a chance to either build it or

break it. Guard it �ercely, and it will become the

foundation of long-lasting success for your venture.
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Final Thoughts on Strategy

In the end, entrepreneurial strategy is about clarity of

thought and consistency of action. Technologies and

markets will evolve, but the timeless principles – simplicity,

leverage, signaling, commitment, positioning, timing,

deterrence, compounding, and credibility – remain your

steadfast guides.

 

A wise entrepreneur keeps these principles not as rigid

rules, but as trusted companions, adapting them to each

new challenge while staying true to their essence.



Little Brown Business Books 

Page 86

Volume 1 Strategic Wisdom

  : Set aside an hour to

examine your business through each of the

principles in this book. Where are you keeping

things simple, and where could you simplify

further? What leverage points are you using, and

which are you missing? Go through the list of

chapters and jot down one insight or opportunity

for each principle as it applies to your venture.

Re�ect on your strategy

  : Choose the strategic

principle that you feel is most urgent or promising

for your business right now. Make a focused plan to

implement changes around that principle in the

coming weeks. (For example, if it’s positioning,

work on sharpening your value proposition and

adjusting your marketing to match.)

Prioritize one principle

  : Establish a routine (perhaps

monthly or quarterly) where you step back from

day-to-day operations and 

Create a strategy ritual

think strategically. Use

the chapter formats as a guide – start your session

with a relevant quote or idea, revisit your core idea,

assess insights, recall events from the business and

list actions. Regular strategic re�ection will keep you

aligned with timeless principles even as you adapt to

new conditions.

Take Action
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  : Share your strategic commitments

with someone you trust – a co-founder, advisor, or

peer. Let them know what actions you plan to take

from this guide and ask them to check in on your

progress. Accountability will reinforce your

commitment and help turn these principles into

sustained practice.

Stay accountable

  : In addition to

this book, identify a classic book or a mentor who

exempli�es strategic thinking (it could be 

 or biographies of business leaders you

admire). Dedicate some time to learning from them.

This will deepen your understanding of principles

and inspire new ways to apply them.

Seek wisdom, not just information

Thinking

Strategically
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True strategic advantage comes not from one-time

brilliance, but from steadily applying timeless principles.

Arm yourself with wisdom, act with purpose, and your

entrepreneurial journey will become its own enduring

classic.

The Last Word

Every serious journey is easier with the

right company. Join The Cheddar Chase

— a free community for builders shaping

their future with intention.

https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
https://www.skool.com/thecheddarchase/about
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Little Brown Business Books

Time-Tested Thinking in Only 10 Minutes

In a world of business noise, these books o�er calm clarity.

Each volume in the Little Brown Business Books series

distills enduring business wisdom into a focused, 10-

minute read. Designed for builders, founders, and

entrepreneurs who value substance over sizzle, these

compact guides deliver insights that last longer than trends.

No hype.

No jargon.

Just proven thinking—re�ned for the modern enterprise.

Whether you’re sharpening your strategy, tightening your

cash �ow, or building customer relationships that last, this

book meets you where you are—with depth, not

distraction.

Start smart. Stay wise. Read slow, or fast—but never

shallow.
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Other Little Brown Business Books in this series:

Volume One – Strategic Wisdom

Volume Two – Customer Gravity

Volume Three – Cash

Volume Four – Returns

Volume Five – Growth

 

Visit  for more information.https://littlebbb.com

https://littlebbb.com/



