Frameworks of Strategy:
Analysis and Development

Allan Gray, Purdue University



The Performance Gap

Goal =
Guiding Philosophy
(Objective)

Strategic
Coherent Actions = Gap =
Scope & Diagnosis

Advantage

Outcome

Current Path

TODAY Time



What is a Business Model?

* A business model describes the rationale of how an
organization creates, delivers and captures value
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Value Proposition

* Creates value for a customer segment
through a distinct mix of elements
catering to that segments needs.

* Some examples:
New offering meets previously unknown need
Improving product/service performance

Tailoring products/services to specific needs

Product leadership
Best product

“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability
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The Value Proposition Canvas
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Customer Needs and Competitor Delivery
Matter

Customer
purchase criteria*
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~ COMPETITIVE ANALYSIS —

Factors Impacting our Business Model

—FORESIGHT —

REGULATORY TRENDS

TECHNOLOGY TRENDS @&

SUPPLIERS & OTHER VALUE
CHAIN ACTORS @

STAKEHOLDERS @

COMPETITORS
(INCUMBENTS)

- INDUSTRY

FORCES

NEW ENTRANTS @
(INSURGENTS)

SUBSTITUTE PRODUCTS
& SERVICES

=
GLOBAL MARKET CONDITIONS

SOCIETAL & CULTURAL TRENDS

@ SOCIAL-ECONOMIC TRENDS

CR

cs

CH

MARKET

FORCES

MACRO

ECONOMIC
FORCES

®
CAPITAL MARKETS

®
ECONOMIC INFRASTRUCTURE

COMMODITIES & OTHER RESOURCES

— MACRO-ECONOMICS —

MARKET SEGMENTS

NEEDS & DEMAND

--@ MARKET ISSUES

= SWITCHING COSTS

REVENUE ATTRACTIVENESS

—SISATYNY LINYVYW —



SWOT Analysis of the 9 Blocks
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Confrontation Matrix




Blue Ocean Strategy and the
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Value innovation

Eliminate Raise

Which factors can be eliminated that the industry Which factors should be raised well above the
has long competied on? industry's standard?

Reduce Create

Which factors should be reduced well below the Which factors should be created that the industry
industry’'s standard? has never offered?

Source: Business Moodel Generation. Alexander Osterwalder and Yves Pigneur. 2010, businessmodeigenaration.com



The ERRC Matrix

Which factors that the industry Which factors should be
has long competed on should raised well above the

be eliminated ? industry’s standard?

Which factors should be Which factors should be
reduced well below the created that the industry

industry’s standard? has never offered?




Strategy Is the Answer to Five
Questions
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