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STRATEGIA AZIENDALE
Business model e strategia competitiva



“Ci sono tre modi di fare le cose 
qui: il modo giusto, il modo 
sbagliato e il modo in cui le 

faccio io” (Casinò).
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WHAT IS STRATEGY?
Claudio Demattè

I. Operational Effectiveness Is Not Strategy
II. Strategy Rests on Unique Activities
III. A Sustainable Strategic Position Requires

Trade-offs
IV. Fit Drives Both Competitive Advantage

and Sustainability
V. Rediscovering Strategy: The Failure to 

Choose

Michael E. Porter



STRATEGIA

La strategia è il sistema di scelte 
e azioni che determinano 
simultaneamente e 
dinamicamente l’equilibrio 
strutturale dell’impresa con tutti 
i suoi mercati di riferimento

Claudio Demattè

LA POSTURA STRATEGICA
Il modello di Fernando Alberti

reattivo proattivo

esplorativo

creativo

Crafting strategy
Henry Mintzberg



LE 5P DELLA STRATEGIA
Il modello di Henry Mintzberg

rifare Kaplan

Siete una squadra in cui 
l’85% dei giocatori dedica 

meno di 1 ora al mese a 
definire la strategia, solo il 

10% delle strategie può 
essere realizzato, solo il 5% 
le capisce e oltre il 92% non 

tiene traccia dei risultati 
portati dalla strategia

Robert S. Kaplan

Avere una 
strategia è 
difficile
Mantenere 
una strategia 
è ancora più 
difficile

Michael E. Porter

STRATEGIC INTENT (OSF)
Definire la mission e la vision dell’impresa

COMEDOVE PERCHÉ

MISSION
oggi

Quali sono le ragioni per le quali 
l’azienda ha successo oggi?

VISION
domani
Quali sono le ipotesi sul futuro? 
Terrà l’attuale mission in futuro?

«walk the talk»



WALK THE TALK

STRATEGIC INTENT
MISSION | VISION

I LIVELLI DELLA STRATEGIA

In quali business operare e come allocare 
le risorse aziendali tra tali business

Come competere all’interno del 
singolo business

Come declinare la strategia sulle 
singole funzioni aziendali

Managing with dual 
strategies: 
mastering the 
present, preempting 
the future

Derek Abell

Defining the 
business is the 
starting point of 
strategic
management
Derek Abell



A business model 
describes the rAtionAle 
of how An orgAnizAtion 

crEATES, DELIVErS,
AND cApTUrES VALUE.

Alexander Osterwalder
Business Model Generation

IL MODELLO DI BUSINESS È LA RAPPRESENTAZIONE DI 
COME UN’IMPRESA CREA, CONSEGNA E CATTURA VALORE.

Who is your customer, 
what does the customer 
value, and how do you 
deliver value at an 
appropriate cost.

- Peter Drucker

value = opportunities



The customer rarely buys 
what the company thinks it’s selling 

- Peter Drucker

CIRCUMSTANCES 
ARE MORE IMPORTANT THAN 
CUSTOMER CHARACTERISTICS. 



HOW TO 
SELL MORE 
MILK 
SHAKES

JOB TO BE DONE
The progress a customer is trying to make in a particular 
circumstance.



value = opportunities
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JOBS AREN’T JUST TASKS —
tHeY involve experiences. 

When your customers try to perform or complete 
E�WTIGMǻG�XEWO�SV�WSPZI�E�WTIGMǻG�TVSFPIQ��JSV�
example, mow the lawn, eat healthy as a consumer 
or write a report.

When your customers want to look good or 
gain power or status. These jobs describe how 
customers want to be perceived by others, 
for example, look trendy as a consumer or be 
perceived as competent as a professional.

;LIR�]SYV�GYWXSQIVW�WIIO�E�WTIGMǻG�IQSXMSREP�
state, such as feeling good or secure, for example, 
seeking peace of mind regarding one’s investments 
as a consumer or achieving the feeling of job 
security at one’s workplace.

Functional social emotional

GET CLOSER THAN 
EVER TO YOUR 

CUSTOMERS. SO 
CLOSE THAT YOU TELL 

THEM WHAT THEY 
NEED WELL BEFORE 

THEY REALIZE IT 
THEMSELVES. 

- Steve Jobs

ARE THE FUNDAMENTAL ATTRIBUTES THAT MEET CUSTOMERS’ 
FUNCTIONAL, EMOTIONAL, SOCIAL NEEDS AND THAT, WHEN 
OPTIMALLY COMBINED, INCREASE CUSTOMER LOYALTY AND 
REVENUE GROWTH. 

ELEMENTS OF VALUE



Companies that can deliver at least 
four of the elements reap big gains in 
customer loyalty and revenue.

5IVGIMZIH�UYEPMX]�EǺIGXW�GYWXSQIV�
advocacy more than any other 
element.

GLI ELEMENTI DI VALORE

THE B2B ELEMENTS
OF VALUE

VALUE PROPOSITION
IS THE REASON WHY CUSTOMERS TURN TO ONE COMPANY 
OVER ANOTHER. IT SOLVES A CUSTOMER PROBLEM OR 
SATISFIES A CUSTOMER NEED.

VALUE PROPOSITION
IS AN AGGREGATION, OR BUNDLE, OF BENEFITS THAT A 

COMPANY OFFERS CUSTOMERS. 
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CRITICAL SUCCESS FACTORS 
ARE THE KEY ELEMENTS OF VALUE NECESSARY FOR 

ENSURING THE SUCCESS 
OF YOUR BUSINESS IN THE MARKET

CRITICAL SUCCESS FACTORS ARE ALWAYS 
A LIMITED NUMBER OF MARKET NEEDS THAT ARE CRITICAL FOR YOU 

TO FULLY SATISFY YOUR MARKET 
AND SURPASS YOUR COMPETITORS.



WHAT IS A BUSINESS MODEL?

Rivals

Market

Product Org. structure

External environment

Internal environment

C.S.F.

Competitive 
advantage

Resources
and 

competencies



CUMULATIVE ADVANTAGE

The theory of cumulative advantage makes a 
lot of sense in a classical strategic setting – one
in which industry boundaries are clearly
delineated, the basis of competition is stable, 
the environment experiences no major 
distruptions and a strong competitive position, 
once created, can be sustained.

But, there might be inflection points, i.e. a time 
in the life of a business when its fundamentals
are about to change.

OLD 
HABITS 
DIE HARD,
BUT THEY 
DO DIE!

IL CICLO DI VITA DI UN SETTORE

Ve
nd

ite

McGrath, 2019

INDUSTRY LIFE CYCLE

Sa
le
s

Time



ROMPERE LE CONVENZIONI DI SETTORE

tecnologia prodotto mercato distribuzione

GAMES RULES DIE HARD, BUT THEY DO DIE

technology product market distribution

BUSINESS MODEL AND INDUSTRY 
AFFECT COMPETITIVENESS

MIN 0 MAX

BUSINESS MODEL

INDUSTRY ROI RANGE

COSA IMPATTA SULLA COMPETITIVITA’
Il modello di business e il settore

BUT ALSO OTHER FACTORS…
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BUT ALSO OTHER FACTORS…

19%INDUSTRY 

32%BUSINESS MODEL

4%PARENT 

2%AGE 

57%

43%BOH!

COSA IMPATTA SULLA COMPETITIVITA’
…ma anche altri fattori

HOW TO COMPETE?
Le strategie delle imprese top performer

• analisi delle imprese manifatturiere italiane (377.698) 24 settori
• analisi delle imprese di servizi italiane (112.600) 19 settori
• dal 2011 al 2020 (10 anni)
• filtro sui top performer 
• 2 casi per settore
• interviste ai CEO
• analisi tematica

[ROI = media di settore +50% anno su anno sui 10 anni]

foto mia con porter

COMPETE
La «ricetta» strategica delle imprese più competitive

• focus sul core business
• no diversificazione
• iperspecializzazione
• base locale e focus globale
• marcata internazionalizzazione
• controllo della filiera
• innovazione continua di prodotto e processo
• innovazione aperta e collaborativa
• condivisione di conoscenza 
• trend-driven innovation



MODELLI DI BUSINESS #FUTUREREADY
Per la competitività

scarica il libro

bit.ly/Benzoni50

strategique.us
falberti@strategique.us

Thanks

falberti@strategique.us

linkedin.com/in/falberti
@fredalberti

Grazie

we design your future, today.


