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EACH CELL: NUMBER, INFLUENCE PIPS, BLOCK CODE, THEN SYMBOL, CONSTRUCT, AND ANCHOR WORKS

FC Formulation, content FP Formulation, process IC Implementation, content

IP Implementation, process IN Inputs: resources and assets OUT Outputs: performance

ENV Environment and context TH Imported theory

landmark major emerging or specialized open frontier position

I · STRATEGIC CHOICE II · RESOURCES AND ORIENTATION III · ORGANIZATION &
PROGRAMS

IV · CUSTOMER AND BRAND ASSETS V · INTERFIRM NETWORKS VI · CONTEXT VII · OUTCOMES

1
Strategy and
Positioning

2
Competition and
Timing

3
Resources and
Capabilities

4
Market Orientation

5
Learning and
Knowledge

6
Innovation and
New Products

7
Organization and
Implementation

8
Marketing
Programs

9
Satisfaction and
Loyalty

10
Service, Value, and
Experience

11
Relationships and
Customer Equity

12
Brand and Market-
Based Assets

13
Channels and
Governance

14
Supply Chain and
Networks

15
Global Marketing
Strategy

16
Digital, Data, and
Technology

17
Stakeholders and
Sustainability

18
Marketing-Finance
and Performance

PERIOD

1
Foundations

to  1969

PERIOD

2
Planning

1970s

PERIOD

3
Competitive

Advantage

1980s

PERIOD

4
Orientation and

Relationships

1990s

PERIOD

5
Assets and
Accountability

2000s

PERIOD

6
Engagement and

Networks

2010s

PERIOD

7
Frontier

2020s

DETACHED SERIES · THEORIES IMPORTED FROM ADJACENT FIELDS, EACH SET NEAR THE FAMILIES IT FEEDS

SERIES

T
Imported
Theories

How to read. Down a column follows one research stream through time. Across a row shows what the field studied in an era. Color marks the strategy

domain, after Morgan et al. (2019). Pips give an influence tier. Numbers run by era, then family. Placements, anchors, and tiers are editorial judgments,

and anchors are entry points rather than a complete record of any stream. Anyone who uses or adapts this table is responsible for verifying its contents

against the original works.

1 FC

Sg
Market Segmen-

tation

Smith, 1956

2 FC

Lc
Product Life

Cycle

Levitt, 1965

3 IN

Da
Differential-

Advantage

Alderson, 1957

4 FP

Mc
Marketing

Concept

Drucker, 1954;
Levitt, 1960

5 ENV

Df
Innovation

Diffusion

Bass, 1969; Rogers,
1962

6 IC

Mx
Marketing Mix

Borden, 1964;
McCarthy, 1960

7 OUT

Es
Early Satis-

faction

Cardozo, 1965

8 IN

Bi
Brand Image

Gardner and Levy,
1955

9 IP

Cb
Channel

Behavior

Stern, 1969

10 FC

Sz
Standardization-

Question

Buzzell, 1968

11 ENV

Bm
Broadened

Marketing

Kotler and Levy,
1969

12 OUT

Pd
Marketing

Productivity

Sevin, 1965

13 FC

Pp
Portfolio

Planning

Day, 1977

14 FC

Pk
Product-Market

Definition

Day, Shocker, and
Srivastava, 1979

15 IC

Ns
New Product

Success

Cooper, 1979

16 FP

Dk
Decision

Calculus

Little, 1970

17 FC

Sx
Services

Marketing

Shostack, 1977

18 IP

Xc
Marketing as

Exchange

Bagozzi, 1975

19 IP

Pw
Channel Power

El-Ansary and Stern,

1972; Hunt and
Nevin, 1974

20 FP

Up
Uppsala Process

Model

Johanson and
Vahlne, 1977

21 IC

So
Social Marketing

Kotler and Zaltman,
1971

22 OUT

Ms
Market Share

Effect

Buzzell, Gale, and
Sultan, 1975

23 FC

Ps
Competitive

Positioning

Porter, 1980; Ries
and Trout, 1981

24 FC

Fm
Pioneer

Advantage

Robinson and
Fornell, 1985

25 IN

Pa
Positional

Advantage

Day and Wensley,
1988

26 FP

Oc
Marketing

Culture

Deshpandé and
Webster, 1989

27 FP

Iu
Market

Information Use

Deshpandé and
Zaltman, 1982

28 FP

Lu
Lead Users

von Hippel, 1986

29 IP

Im
Strategy

Implementation

Bonoma, 1984;

Walker and Ruekert,
1987

30 IC

Pr
Pricing Strategy

Tellis, 1986

31 OUT

Ed
Expectancy

Disconfirmation

Oliver, 1980

32 OUT

Sq
Service Quality

Parasuraman,

Zeithaml, and Berry,
1988

33 IP

Br
Buyer-Seller

Relationships

Dwyer, Schurr, and
Oh, 1987

34 IP

Pe
Channel Political

Economy

Stern and Reve,
1980

35 IP

Ia
Interaction

Approach

Håkansson, 1982

36 FC

Gl
Globalization of

Markets

Levitt, 1983

37 IP

Et
Marketing Ethics

Hunt and Vitell, 1986

38 FP

Sm
Strategy Making

Menon et al., 1999

39 IN

Ra
Resource-

Advantage
Theory

Hunt and Morgan,
1995

40 IN

Cp
Market-Driven

Capabilities

Day, 1994

41 FP

Mo
Market

Orientation

Kohli and Jaworski,

1990; Narver and
Slater, 1990

42 FP

Lo
Learning

Orientation

Sinkula, 1994; Slater
and Narver, 1995

43 IN

Iv
Innovativeness

Han, Kim, and

Srivastava, 1998;

Hurley and Hult,
1998

44 IP

Rm
Role of

Marketing

Moorman and Rust,
1999; Webster, 1992

45 IC

Lt
Long-Term Mix

Effects

Dekimpe and

Hanssens, 1995;

Mela, Gupta, and
Lehmann, 1997

46 OUT

Ci
Satisfaction-

Index (ACSI)

Fornell, 1992;
Fornell et al., 1996

47 OUT

Cv
Customer Value

Woodruff, 1997

48 IP

Ct
Commitment-

Trust

Morgan and Hunt,
1994

49 IN

Be
Brand Equity

Aaker, 1991; Keller,
1993

50 IP

Rg
Relational

Governance

Heide, 1994; Heide
and John, 1992

51 ENV

Bn
Business

Networks

Anderson,

Håkansson, and
Johanson, 1994

52 FC

Xp
Export Marketing

Strategy

Cavusgil and Zou,
1994

53 ENV

Hy
Computer-

Mediated
Markets

Hoffman and Novak,
1996

54 FC

Ev
Enviropren-

eurial Marketing

Menon and Menon,
1997

55 IN

Ma
Market-Based

Assets

Srivastava, Shervani,
and Fahey, 1998

56 FC

St
Strategic
Marketing Types

Slater and Olson,

2001

57 FC

Md
Market Driving

Jaworski, Kohli, and

Sahay, 2000

58 IN

Mk
Marketing
Capabilities

Vorhies and Morgan,

2005

59 FP

Pm
Proactive Market
Orientation

Narver, Slater, and

MacLachlan, 2004

60 FP

Xx
Exploration-
Exploitation

Kyriakopoulos and

Moorman, 2004

61 FC

Ri
Radical
Innovation

Chandy and Tellis,

2000

62 IP

Fi
Strategy-
Structure Fit

Olson, Slater, and
Hult, 2005; Vorhies

and Morgan, 2003

63 IC

Sy
Mix Synergy

Naik and Raman,

2003

64 OUT

Sv
Satisfaction and
Firm Value

Anderson, Fornell,

and Mazvancheryl,
2004; Fornell et al.,

2006

65 FC

Sd
Service-
Dominant Logic

Vargo and Lusch,

2004

66 IN

Cq
Customer Equity
and CLV

Gupta, Lehmann,

and Stuart, 2004;
Rust, Lemon, and

Zeithaml, 2004

67 FC

Bp
Brand Portfolio

Morgan and Rego,

2009

68 IP

Op
Opportunism
Management

Wathne and Heide,

2000

69 IP

Sc
Supply Chain
Orientation

Mentzer et al., 2001;
Mentzer, Flint, and

Hult, 2001

70 FC

Gm
Global Marketing
Strategy

Zou and Cavusgil,

2002

71 IP

Cr
CRM Process

Payne and Frow,

2005; Reinartz,
Krafft, and Hoyer,

2004

72 OUT

Cs
CSR and Market
Value

Luo and

Bhattacharya, 2006;
Maignan and Ferrell,

2004

73 OUT

Mp
Productivity
Chain

Rust et al., 2004

74 FC

Dm
Strategy Domain

Varadarajan, 2010

75 FC

Mh
Market Shaping

Nenonen,

Storbacka, and

Windahl, 2019

76 IN

Ad
Adaptive Capab-
ilities

Day, 2011

77 FP

Sa
Sustained MO
Advantage

Kumar et al., 2011

78 FP

Dc
Marketing
Doctrine

Challagalla, Murtha,

and Jaworski, 2014

79 FP

Cn
Customer
Cocreation

Hoyer et al., 2010

80 IP

Cm
CMO and
Marketing Power

Feng, Morgan, and
Rego, 2015;

Germann, Ebbes,

and Grewal, 2015

81 IC

Ae
Advertising
Elasticity

Sethuraman, Tellis,

and Briesch, 2011

82 OUT

Pg
Manager-
Customer Gap

Hult et al., 2017

83 OUT

Cx
Customer
Experience

Lemon and Verhoef,

2016

84 IN

En
Customer
Engagement

Brodie et al., 2011;

van Doorn et al.,

2010

85 IN

Bc
Brand-Customer
Asset Link

Stahl et al., 2012

86 IC

Om
Omnichannel

Verhoef, Kannan,

and Inman, 2015

87 IP

Mz
Marketing-
Supply Chain

Interface

Kozlenkova et al.,

2015

88 ENV

Em
Emerging Market
Strategy

Sheth, 2011

89 IN

An
Marketing
Analytics

Wedel and Kannan,

2016

90 FP

Fs
Market-Focused
Sustainability

Crittenden et al.,

2011; Hult, 2011

91 OUT

Po
Performance
Outcomes

Katsikeas et al.,

2016

open position

?
Strategy for
algorithm-
mediated markets

open position

?
Platform and
ecosystem rivalry

92 IN

Ex
Marketing

Excellence

Homburg, Theel, and

Hohenberg, 2020

open position

?
Market
orientation
toward AI agents
as buyers

open position

?
Human-AI market
learning

open position

?
Generative AI in
new product
development

93 IP

Ag
Marketing Agility

Kalaignanam et al.,

2021

open position

?
Mix response
under privacy
limits

94 OUT

Sp
Satisfaction-

Payoff

Otto, Szymanski, and

Varadarajan, 2020

open position

?
Experience
across human
and AI
touchpoints

open position

?
Customer-based
firm valuation

95 FC

Ba
Brand Activism

Moorman, 2020;

Vredenburg et al.,

2020

open position

?
Platform and
direct-to-
consumer
governance

open position

?
Resilient and
sustainable value
networks

open position

?
Strategy under
geopolitical-
fragmentation

96 ENV

Ai
AI in Marketing

Davenport et al.,

2020; Huang and

Rust, 2021

97 OUT

Bw
Better World

Marketing

Chandy et al., 2021

98 OUT

Fv
Firm-Value

Integration

Edeling, Srinivasan,

and Hanssens, 2021

T1 TH

Gv
Growth Vectors

Ansoff, 1957

T2 TH

Io
Industrial Organ-

ization

Bain, 1956

T3 TH

Rb
Resource-Based

View

Barney, 1991;

Wernerfelt, 1984

T4 TH

Dy
Dynamic Capab-

ilities

Teece, Pisano, and

Shuen, 1997

T5 TH

Ol
Organizational

Learning

Argyris and Schön,

1978; March, 1991

T6 TH

Di
Disruptive

Innovation

Christensen, 1997

T7 TH

Cy
Contingency

Theory

Lawrence and

Lorsch, 1967

T8 TH

Cf
Strategic Config-

urations

Miles and Snow,

1978

T9 TH

Vl
Exit, Voice, and

Loyalty

Hirschman, 1970

T10 TH

Ay
Agency Theory

Jensen and

Meckling, 1976

T11 TH

Se
Social Exchange

Blau, 1964; Thibaut

and Kelley, 1959

T12 TH

Sn
Signaling Theory

Spence, 1973

T13 TH

Tc
Transaction Cost

Economics

Williamson, 1975

T14 TH

Rd
Resource

Dependence

Pfeffer and Salancik,

1978

T15 TH

In
Institutional

Theory

DiMaggio and

Powell, 1983

T16 TH

Ne
Network Effects

Katz and Shapiro,

1985

T17 TH

Sh
Stakeholder

Theory

Freeman, 1984

T18 TH

Ef
Efficient Markets

Fama, 1970
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