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The Number of Strategy Frameworks has

Skyrocketed Over Time R ————

CUMULATIVE NUMBER OF FRAMEWORKS / TYPE / YEAR / NAME
1 | 1958 |Ansoff Matrix |

2 [l 1959 Industrial Organization
3 Il 1962 Diffusion of Innovations
4 Il 1962 Scenario Planning

5 IIll 1962 Strategy and Structure
6 Il 1965 Gap Analysis

7 WM 1965| Product Lifecycle
8 Il 1967| PEST |

9 170 1968 Experience Curve
10 1IN 1969 SWOT Analysis)|
11 11NN 1970 BCG Portfolio Matrix |

12 100000000 1971 Andrews’s Strategy Framework

13 [N 1973 Red Queen Effect

14 1IN 1974 PIMS (Profit Impact of Market Strategies)
15 JEININNENNNN 1976 Real Options

16 11 0000IRRRRNINE 1976 Rule of Three and Four

17 [CANRRNNNNNNNN 1978 Deliberate and Emergent Strategies

18 [Innnnmm 1979| 5 Forces |

19 JIENNNNINNNNNNNNN 1980 4 Phases of Strategy

20 IIIINNNNNNININ 1980 Logical Incrementalism

@ RADBERTHHODERS
@ 13 experience
TYPE OF FRAMEWORK

I Classical | Shaping
Visionary | Renewal
I Adaptive
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o1 INIIRINNIRININ 1981 BCG Advantage Matrix

22 NN 1982
23 HNIRHANHRRNNANNERNNY 1982 7s
o4 [INNNNRNNANIININII 1982 Diversification Strategy and Profitability

25 HNNRNNARRRNRANRRRNHANN 1982 |Niche Strategy
96 11 I00NNANNNANANNANIIE 1982 Technological Paradigms and Technological Trajectories
27 IR 1982 TQM

og [N 1984 |Resource-Based View|

20 ININANNRRRUNNARNNRNNNNDINNN 1986 Fishbone Diagram

30 IHANARARNNARNRANNRRNARINNND 1986 S-Curve

31 I nnmnm 1986 six sigma

32 NI 1987 Mintzberg’s 5 Ps

33 NN AN 1988 First Mover Advantage

34 JUCHRRRRRURRRRRMNCIRRIRRRENINNI 1988 Time-Based Competition

35 NNNRNANRR NN M 1989 Benchmarking

36 HNNRNNNURNARNURNRANRNUETURN I 1989 [Core Competencies
37 IHRER NN 1990 Diamond Model
38 NN 1990 Re-Engineering
39 HNATHRAARA N R RU R U ARV ANUNOINIIY 1991 Commitment
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AO I NIRRIRRR R i 1991 Transformational Change
A1 ORI 1992 capabilities Competition
A2 INMEmEmNmmm 1992 Mass Customization

A3 (NIRRT IS NN 1993 Ecosystem Strategy

A4 JNRERURNER TN IR 1994 competing for the Future

AS NN nEIm MmN 1994 Hypercompetition

A6 ICIRIRNER DRI TAN TN ANNOANERYINNE 1995 Disruptive Innovation

A7 I NN NN 1995 Return on Quality

Ag NIRRT AN 1995 Value Migration

AQ NIRRT TN 1996 Bowman's Strategy Clock
SO NN 1996 Co-opetition

ST NNy 1996 Leading Change

52 NIy 1996 paranoid Company

53 (NN TNy YNy 1997 Dynamic Capabilities
S4 NN AN 1997 Triple Bottom Line

55 NIRRT 1998 3 Generic Strategies
56 I e 1998 | value chain

S7 I 1998 value chain Deconstruction
58 I Enrnnmmn 1999 Continuous Strategy Process

SO TNy 1999  delta Model
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6O I 1999 Digjtal strategy

o1 NN iy mnNE 1999 pynamic Strategies
o2 NNy 1999 Profit patterns

63 IR YA I 1999 Temporary Advantage

64 Iy 2000 Tipping Point

65 NI eI 2001 strategy as simple Rules

66 NIy "en 2002 Bottom of the Pyramid

67 NI NNy 2002 serrial Temporal Advantage
68 NN ey 20083 |open Innovation
6O IR En MmN 2004 Hardball

70 NIy me iy 2004 strategy Maps

70 Iy N 2004 value Innovation
72 I rn Ny 2005 Blue ocean strategy
73 I e 2005  strategic Intent

74 IRy 2006 shared value

75 IR i 2008 pistinctive Capabilities

@
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76 IRy 2009 Business Model Innovation

77 e nmnrnmNp 2009  strategy Without Design

78 IR i 2010 Adaptive Advantage

RADEZRTHHOPERS

13 experience

79 IR Py 201 Competitive Strategy: Options and Games

SO I nm; 2013 Algorithmic strategy
81 II!IIIIIII!IIIIIIII!IIIIIIIIIIIIIIIII!IIIIIIIIIIIIIIIIIIIIIIIII!IIIIIIIIIIIII!III 2013 Transient Competitive Advantage

1960 70 80 90 2000 10
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FIGURE 1-3

Proliferation of strategy frameworks

Number of salient strategic frameworks

-
~ Shared Value

Centinuous Strategy Process = Open Innovation
Dynamic Strategies ®jue Ocean
Temporary Advantage Strategy
ofipping
Point

Co-opetition

Val (S
Value Innovation pe Strategy as

Competing for the Future N\ - '
D,nam?c Capabilities [ - : Simple Rules Aﬁ&pﬂvo
Change Management ;] ' Serial Temporal " vantage

Disruptive Innovation {J \ + . Advantage Business
Strategic Inflection Points e ! New Economics Model ! o ®

Value Migration 1 ofInfor ticg Innovatiof
Ecosystem Strategy - "? Competitive

Hypercompetiton - . Strategy: Options

Mass Customization A and Games

Re-engineering - - ! Algorithmic

Transformational Change - H

. 1 Strategy
Mintzberg's 5Ps Time-based Competition € ]
Resource-based View - First Mover Advantagg ol ] :
(Dis)continuous Innovation - S-curve ~ga Return Strategic Intént
Diversification Stra tegy and Profitability . ) e ® > i Capabilities 2" O““""\Y_ LAY Bottom of the Pyramid
Niche Strateay - :Compemloc\ S&rB:‘m an's Hardball :
{BCG) Advantage Matrix 2 & Core Gommitment 185y Clock hout Debign
3 Generic Strategies v, Compe- | Sustainability B
Red Queen Effect Benchmarking - fencies | Strategy
Deliberate Corporate Strategy Emergent Strategy | 3Cs Six Sigma Djamond
Experience Curve Logicd Incrementalism e Value Chain & ndel e
Fishbone Diagram PIMS (Profit Impact of < F Value Chain Decor !"ucnon

BCG Portfolio Matrix Market Strategies) Distinctive Capabilitie

PEST g— 5 Forces
Scenario Planning
SWOTAnalysie b Real Optio
Gap Analysis . Rule of Three and Four

Innovation Adoption Curves
Strategy and Structure
Barriers to Entry

Ansoff Matrix . Product Lifecycle

1950 1960 1970 1980 1990 2000 2010 2014
- Classical approach i Adaptive approach Renewal approach Visionary approach Shaping approach

Source: Pankaj Ghemawat, “Competition and Business Strategy in Historical Perspective,” Business History Review 76 (Spring 2002): 37-74; Law-
rence Freedman, Strategy: A History (New York: Oxford University Press, 2013); research by The Boston Consulting Group Strategy Institute.

Note: 3Cs, Customer, Competitors, Corporation; 5Ps, Plan, Ploy, Pattern, Position, Perspective; 7Ss, Strategy, Structure, Systems, Shared Values, Skills, Staff,
Style; PEST, Political, Economic, Social, Technological; SWOT, Strengths, Weaknesses, Opportunities, Threats; TQM, total quality management.
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SUPPLIER POWER

Factors determining power of suppliers
relative to producers; same as those
determining power of producers relative
to buyers — see “Buyer Power” box.

!

THREAT OF ENTRY

Economies of scale

Absolute cost
advantages

Capital requirements
Product differentiation
Access to distribution
channeils
Government and legal
barriers

Retaliation by
established producers

INDUSTRY RIVALRY

Concentration

Diversity of competitors
Product differentiation
Excess capacity and
exit barriers

Cost conditions

THREAT OF
SUBSTITUTES

m Buyer propensity to
substitute

m Relative prices and
performance of
substitutes

A

BUYER POWER

Price Sensitivity Bargaining Power

m Cost of product m Size and concentration
relative to total cost of buyers relative to producers

m Product m Buyers' switching costs
differentiation m Buyers' information

m Competition m Buyers' ability to
between buyers backward integrate

https://magazine.conepla.com/282
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What’s going on outside your business

I

Porters 5 forces
STEEP

. 3C

Blue ocean Strategy

. PEST

Scenario planning

. ANSOFF Matrix

K 53 A7

What's going on with your business

6.

S N S

. SWOT

Value chain analysis

Balanced Scorecard

. VRIO

Resources based
view

Kotter Change Model

http://www.smestrategy.net/blog/business-strategy-frameworks-for-strategic-planning 23 12 /EL
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Porter bForce

SUPPLIER POWER

Factors determining power of suppliers
relative to producers; same as those
determining power of producers relative
to buyers — see “"Buyer Power” box.

Y

THREAT OF ENTRY

Economies of scale

Absolute cost

advantages

Capital requirements

Product differentiation

Access to distribution

channels

m Government and legal
barriers

m Retaliation by

established producers

INDUSTRY RIVALRY

Concentration

Diversity of competitors
Product differentiation
Excess capacity and
exit barriers

Cost conditions

A

THREAT OF
SUBSTITUTES

m Buyer propensity to
substitute

m Relative prices and
performance of
substitutes .

Price Sensitivity

BUYER POWER

Bargaining Power

m Cost of product
relative to total cost

m Product
differentiation

m Competition
between buyers

Size and concentration

of buyers relative to producers
Buyers' switching costs
Buyers' information

Buyers' ability to

backward integrate
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Tiba-IiEgHEE WP EfRTSRE T -20 (Bfii: F ki)

1999.3 | 2000.3 | 2001.3 | 2002.3 | 2003.3 | 2004.3 | 2005.3 | 2006.3 | 2007.3 [2008.3 | 99 =Lk
B 1,052 1,030 377 433 889 826 746 713 633 B64 | B3.13
et 683 721 734 792 833 921 983 999 | 1,000 | 1,005 | 145.8%
E—J | 5,857 5,508 | 5,185 | 4,622 | 4,136 | 3,783 3,617 | 3,408 | 3,305 | 3,215 54.93
A 426 1,278 | 1,574 2,157 | 2,475 | 2,403 | 2,213 | 1,679 1,516 1,473 | 159.1%
B 13 17 16 15 15 43 232 8498 [ 1,032 884 | 4655.08
i b 313 293 282 266 271 247 234 247 238 2339 76.53%
Y42l 262 344 381 447 543 580 632 736 745 945 | 360.9%
zjx 166 157 124 1186 106 48 89 83 al 76 45.73%
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