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Today strategy has mostly “disappeared” – absorbed in the 
frantic efforts to pursue or fix competitive advantage 
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How do you perceive strategy formulation today compared to 
the level of difficulty ten years ago? 

Level of difficulty  
in formulating strategy over the last decade 
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Source: CARI ABC Forum in Singapore, May 2015, n=61 
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How much time do you spend for strategy formulation today 
relative to time consumption ten years ago? 

Time spent  
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Source: CARI ABC Forum in Singapore, May 2015, n=56 
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Across the board, companies feel that strategy formulation has 
become more challenging and time consuming 
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How long is the strategy cycle of your company? 

Length of strategy cycles 
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Source: CARI ABC Forum in Singapore, May 2015, n=54 
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How has the strategy cycle of your company changed over the 
last ten years? 

Evolvement of strategy cycles in the last decade 
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Source: CARI ABC Forum in Singapore, May 2015, n=45 
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Despite these efforts, strategy cycles have shortened and 
typically now span less than two years 

N=2,010 

Strategy cycles are short… …and they are becoming even shorter 
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How satisfied are you with your company strategy overall? 

Satisfaction rates of strategies 
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Source: CARI ABC Forum in Singapore, May 2015, n=38 
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Despite these efforts, strategy increasingly fails to win where it 
matters most: in the organization 
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Many smart “ersatz” strategies promise relief – but none of 
them provides a true substitute for strategy 
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From outside-in and 
inside-out analyses to 

From cascading 
strategies down to 

From single linear 
strategy to managing 

FutureProof methodology centers on three principles, building 
on our experience and the latest strategy trends 
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Source: A.T. Kearney FutureProof 
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Source: A.T. Kearney FutureProof 
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Future focused approaches such as Scenario Planning and 
Foresighting provide the starting point for strategy formulation 
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Technology-enabled inclusion allows for new levels of 
organizational and even customer engagement 
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Source: A.T. Kearney FutureProof 
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Which FutureProof Pillar is most relevant for your organization? 

B. Organizationally  
Inclusive 
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Source: CARI ABC Forum in Singapore, May 2015, n=31 
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Writing a new chapter in the history of strategy 
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What are your thoughts on FutureProof? 
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For further information on FutureProof, please do not hesitate to 
contact Martin 

Dr. Martin Fabel 
 
E-Mail: martin.fabel@atkearney.com 
Mobile: +971 55 412 0007 
LinkedIn: Martin’s LinkedIn profile 
 
Web: https://www.atkearney.com/strategy/futureproof-strategy 
 
 

http://linkd.in/1FyL1Bs
http://linkd.in/1FyL1Bs
http://bit.ly/1SyjQ0r
http://bit.ly/1SyjQ0r
http://bit.ly/1SyjQ0r
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A.T. Kearney is a global team of forward-thinking partners that delivers immediate impact and growing  

advantage for its clients. We are passionate problem solvers who excel in collaborating across borders to  

co-create and realize elegantly simple, practical, and sustainable results. Since 1926, we have been trusted  

advisors on the most mission-critical issues to the world’s leading organizations across all major industries  

and service sectors. A.T. Kearney has 58 offices located in major business centers across 40 countries. 


