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Strategic Planning T̳he Tellusant Synthesis  
Tellusant is streamlining strategic planning by creating a cloud-based SaaS 

platform that automates many of the quantitative parts of a strategic plan (and some 

qualitative parts). The platform allows executives and analysts to work more 

quickly and more collaboratively, with higher precision and less rework. This 

generates both quality and efficiency benefits. 

The Tellusant platform called TelluPlan  does not replace decision making. The 

goal is to augment some of the quantitative aspects of strategic planning so that 

executives can spend more time on high-value added tasks. 

To make the platform useful, we need a strategy framework that anchors the 

various components of the platform. This article describes this framework and how 

it links back to strategic thinking authorities. 

The following chapters discuss:  

¶ Strategy definitions and history 

¶ Tellusantôs strategic planning 

framework 

¶ Tellusantôs strategi planning 

process 

The right-hand ñstrategy cubeò will 

gradually be filled in as the strategy 

concepts are explored. 

 

1. STRATEGY DEFINITIONS 

The starting point is a review of what strategy is and how it has evolved since the 

early 1960s. Any new framework must take the various historical strategy concepts 

into account to be credible. 

  

Strategy Versus Operations and Tactics  

What is strategy? Having a correct definition is crucial to any strategist. The U.S. 

Marine Corps' definition in manual #1, 'Warfighting' is instructive.1 

   

  

 

Tellusant is dedicated to 
building  new, scientifically 
based, decision platforms 
for executives in consumer 
goods and other industries.  

The starting point is to 
streamline the strategic 
planning process  by lever-
aging a software -as-a-ser-
vice (SaaS) solution . 

The companyͻs work is in-
formed by decades of expe-
rience. It builds on a deep 
knowledge of how deci-
sions are made during an-
nual planning cycles, and 
how to create the support-
ing materials that are the 
foundation for decisions.  

This knowledge is codified 
in TelluPlan  and Tellu-
Base , the companyͻs in-
terlinked SaaS offerings.  
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The Marine Corps definition is therefore adapted to a corporate setting. Corporate 

activities thus take place at three interrelated levels: 

¶ Strategy has the longest time horizon and the broadest scope. It covers all 

functions and geographies for the business unit or company at hand. 

¶ Operations bridge the strategy into tactics. Operations are conducted in 

campaigns (for example, brand renovation or entering a new market). 

¶ Tactics are the practical implementation of the operational campaigns. 

 

Sometimes strategy and operations are part of the same plan. This is called a stra-

tegic plan, 3-year plan, or similar. It has both strategic and operational elements. 
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Differences Between Planning Processes  

Many executives are unclear about the differences between strategy (develop-

ment), strategic planning, and financial budgeting. The graph below shows these 

differences. 

 

  

A few observations: 

¶ Strategy development and strategic planning are often seen as the same 

thing. They are not. Strategy development is a truly intellectual exercise 

performed on an ad hoc basis. It seeks high level answers for where the 

company should be heading. 

¶ Strategic planning is somewhere between strategy development and budg-

eting. It is programmatic (annual, templates) and defines what line man-

agers should achieve over the next few years. 

¶ Strategic plans are not extended financial budgets. They focus on the op-

erating realities that in turn feed into budgets. 
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Strategy Evolution  

How has the definition of strategy evolved over the years? 

There are four strands of thinking, depicted in the graph below, that today form the 

core of strategy thinking. 

 

 

Any strategy framework must incorporate most elements from the four frame-

works. The next chapter reconciles them, starting with an overview of each. 
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2. TELLUSANT'S STRATEGIC PLANNING  
FRAMEWORK 

In contrast to the classical static frameworks, Tellusant has developed a dynamic 

framework where important trends are switched in and out over time. This is then 

overlaid on our synthesis of the classical frameworks. In a way, the framework 

makes itself obsolete occasionally and is then refreshed. 

This is arguably a revolutionary idea: a dynamic, ever-changing framework of its 

time. Apart from being practical, it is also interesting since humans like novelty. 

This approach will always feel fresh. Thus, the framework is divided into two com-

ponents: 

1. A static component called EMIO that is anchored in the micro-economic 

frameworks discussed below. 

2. A dynamic, trends-based, component that captures the issues of the day. 

This is discussed in the rest of the chapter. 

 

Overview of Classical Strategy Frameworks  

Strategy frameworks were first introduced in the late 1950s and have been en-

hanced and expanded on till this day. Tellusant's framework aims to incorporate 

these frameworks. 

 

Structure C̳onduct P̳erformance (SCP) 

Strategy as a distinct discipline arguably started with Prof. Joseph Bain's1  book 

Industrial Organization. In it he described the SCP paradigm. Even today, it is the 

dominant strategic framework in academia, and thousands of companies have ap-

plied it over the years. 

The graph below shows the elements of SCP.2

  

 
1 No relation to Bain & Company 
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McKinsey & Co updated the framework in the 1980s with a dynamic component.3 

Industries tend to experience shocks such as a pandemic, recessions, inflation, 

technology shifts, and more. Such shocks lead to changes in market structures, 

impacting player conduct in those markets, and resulting in altered performance 

levels. 

Strategies are revised to adjust to these new conditions, leading to continuous re-

newal for those that are quick to recognize changes. 

 

Five Forces and Value Chain 

Porter's Five Forces framework4 is a direct outgrowth from SCP. Its main value 

added is that it explains the concepts of SCP in a more accessible way. Like SCP, 

it is mainly concerned with the external world although the application of the 

framework also touches on what companies could do strategically. An example is 

the pursuit of scale versus the pursuit of differentiation, and how hard it is to do 

both. 
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The Value Chain concept5 takes an internal view of strategy. Where in the ele-

ments of the value chain and their combination lie a company's competitive ad-

vantage? This perspective transcends SCP. 

The Five Forces together with the Value Chain create a somewhat complete stra-

tegic framework. But not fully. This is where the resource-based view adds to 

strategic thinking. 

 

Resource-based View (RBV) 

Prof. Wernerfelt took a radically different view of what makes companies distinct. 

His RBV framework6 focuses on the resources a company can marshal rather than 

what the external environment looks like. 
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The underlying thesis is that companies succeed when they focus on what they do 

best, rather than trying to adapt to the environment in a reactive fashion. 

Key to the framework are resources that are valuable, rare, inimitable, and orga-

nized (VRIO). Such resources can be tangible like a warehouse in an optimal lo-

cation where no competitor can find space, or intangible such as industry leader-

ship through intellectual prowess. 

It is important that the resources are heterogeneous (such that the mix of resources 

cannot be replicated), and they are not easily moved to other companies (e.g., pa-

tents). 

Prof. Prahalad and Hamel further enhanced RBV and made it more accessible to a 

broader audience with the Core Competence framework.7 

 

Cascade of Choices 

Martin developed the Cascade of Choices framework8 while at the strategy con-

sulting Monitor Company and refined it while Dean of the Rothman School of 

Management. 

Most executives are familiar with where to play and how to win paradigm but may 

not know the origin of it. 

 

  

 

Cascade of Choices is as much about process as it is about substance. It is a process 

through which executives in several steps move from aspiration to what is required 

to succeed. 
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EMIO Framework 

Based on the classical frameworks a new synthesis is created: the Environmentð

MarketðInitiativesðOutcomes (EMIO) framework shown in the graph below. 

 

 

Behind each topic is a method for quantitatively or qualitatively analyzing it. 

The goal is to have a framework that fits strategic planning rather than strategy 

development (see distinction earlier): 

¶ Explicitly covers the external environment and the resource side. 

¶ Spells out the required initiatives so that implementation plans (operations 

and tactics) can be built. 

¶ Highlights the outcomes in a multi-faceted way including and beyond fi-

nancial results. 
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The graph below shows how the elements of the four classical frameworks are 

incorporated in EMIO. As intended, the classical frameworks are exhaustively 

covered in EMIO. 


