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Practical Orientation – Christian Abegglen Prof.;  Dr. oec. HSG



Scientific and pragmatical fundaments

Source: Bleicher / Abegglen: St. Galler Management Konzept



Rerum cognoscere causas et valorem (CUE)

Challenging what is and Inspiring what could be (imd)

Entrance of
UEK 

University 
Cracow

What̀ s it all about?



Why are you on the payroll of your company?



Lessons learnt – short speech



Lessons learnt – ask a consultant



Lessons learnt: Build your team



Your Objectives concerning this lecture  

W-take vs. L-take



Value Objectives: Individuals – Company - Society



How to – think, communicate and learn with Acronyms

72

Kt = Ko*(1+i) ??



Acronyms and Visuals – Memory aids

STP / 4F/9F

SIIEEEC

CCSMWB

N – S – O

HILF

Communicate with visuals

How to communicate

Memory Aid donkey bridge

Perspectives

H/L-Frequency vs. H/-L-Impact



How  to – build a structure I



How  to – build a structure II



Build your pyramid – what you need to achieve your goals

Work

Skill

System

Content

Process – How to

Persuade – Comm.

Implement



Individual working techniques – Personal “Zettelkasten”



Strategy and Black Swans

Snoozed on the exchange news, 
woke up to a crypto freeze

FOMO’d in at the peak, now holding bags

Just aped into the wrong liquidity pool, fml

Shilled by a moonboy YouTuber, took the L.

That darn bridge got rugged, bruh.



Management means creating the future: 
Current situation? Our future? what needs to be done today?

Source: Abegglen: Unternehmen neu erfinden



ICEBERG AHEAD? 

Source: Abegglen: Unternehmen neu erfinden



MISSILE AHEAD?

Source: Abegglen: Unternehmen neu erfinden



Checking Dashboard:

Iceberg / Missile ahead? 

OR:

Business as usual and

optimization?

Check your Dashboard / Clarify



Do we have to

Reinvent or is

Optimizing enough?

Explore vs. Exploit

Check your Dashboard – Our future



Rerum cognoscere causas et valorem (CUE)

Challenging what is and Inspiring what could be (imd)

Entrance of
UEK 

University 
Cracow

What̀ s it all about?



Iterative Thinking

Ideas

IdeasIdeas

abilities

talents/skills

USP

experience

cleverness

power
resilience

feasibility

practicabilit
y

allowed

FINAL 

DECISION

VALUES INTERESTS

BONUM

Source: see Schwaninger, Intelligent Organizations



Create your own framework

Source: Abegglen: Unternehmen neu erfinden



WO STEHENWIR?

WO WOLLEN WIR HIN?

WAS IST ZUTUN?

• Märkte, Kunden, Bedarf

• Lösungen, Technologie,Produkte

• Strukturen, Prozesse, Operations

• Menschen

• Finanzen

SPRUNG IN DIE ZUKUNFT

• Option 1

• Option 2

• Option 3

UMSETZUNG
• NachAussen

• Nach Innen
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Möglichkeitsraum

Komplizierungsgrad

Strategie-Dreiklang

Analysing - Rerum cognoscere causas

Source: Abegglen: Unternehmen neu erfinden



The need of a framework/concept for a holistic view

Source: compare with Mintzberg, Bed time stories for managers



What is going on? What is visible? 



»Um Sinnhaftigkeiten, Leitideen, Ziele und Lösungen im übergeordneten  

Kontext erkennen und einordnen zu können, braucht es oft den Blick  von 

weit oben. Das heißt allerdings noch lange nicht, dass sich der erste  

Eindruck bei genauerem Hinsehen als richtig erweist. Man sollte stets  

davon ausgehen, dass man sich geradeauch täuschen kann.«

Strategie-Dreiklang

Dr. Manfred Wittenstein

Aufsichtsratsvorsitzender

WITTENSTEIN SE

St. Galler  

Management  

HAUS

«BONUM»

Viability

Survive -Prosper

Whatisgoing

on in the

world

outside?

CurrentPosition?

Position in Future?



IS THERE A SECRET SAUCE?
Is there a receipt for success?

Source: Abegglen: Unternehmen neu erfinden



How we learn & think – Knowledge Navigator

Circular – Iterative processes

Analyse
2

Initiate
1

Strategic 
Option –

select
3

implement
4

Source: Abegglen: Unternehmen neu erfinden



How we learn & think – Denk & Wissensnavigator

St. Galler Thought & Knowledge Navigator
PROCESS COMPETENCE

Synthetic & Analytic

POWER TO  

PERSUADE

POWER TO  

IMPLEMENT

POWER TO  

PERFOM

TOPIC  

COMPETENCE
FORESIGHT

PERFORMANCE

OPTIMIZATION

IMPLEMENTATION 

– INTERNAL

- EXTERNAL

CURRENT 
CONFIGURATION

Integrated  
Corporate  

Development

Normative

Strategic  

Operational

Leap into the future

CONFIGURATION

OF THE FUTURE
Options

How to develop a strategy

Source: Abegglen: Unternehmen neu erfinden

Analyse -

Diagnosis Causes

Create – choose -

Options

optimize

Implement -

Commit

Clarify
- problems

ahead?
- Sustain / 

exploit or 
explore/renew?



StGallen Concept – Knut Bleicher

Source: Abegglen/Bleicher Konzept Integriertes Management, 10. Aufl. 2021

The StGaller Concept helps to renew and optimize continually your business



StGallen Concept – Knut Bleicher

(Financials

(Value)

Market
Who?

(Customer)

Product

What?

PKP
How

People/Partner, 
Knowledge, Power (Brand, 

Key success factors, 
Abilities, capabilites etc.)

The StGaller Concept helps to renew and optimize continually your business (business model)



StGallen Business Model – Oliver Gassmann

(Financials

(Value)

Market
Who?

(Customer)

Product

What?

PKP
How

People/Partner, 
Knowledge, Power 

(Brand, Key success
factors, Abilities, 
capabilites etc.)



Business Model vs. Management Model
Business  vs. Management Mecanics



market

positioning
market-

attractivitynormative
management

values culture

structur +
systems

living 
structures

avoid complex
structures

abilities

management of 
abilities

develop
new abilities

strategic
options

defending cur-
rent position

developing of 
new business

innovation
management

for current
businesses

for future
businesses

market position

strengths
weeknesses

potentials

Integrated Network
of Corporate
Development

knowledge

machines

people

capabilities Resources

(Human-) Resources

increase 
sales

increase
yield

optimize
capital

reduce
cost

cash
flow

ValueResults

Measures

Objectives Resources

StGallen Concept – in a nutshell

Market
Who?

(Customer)

Product

What?

(Financials

(Value)

Resources -
How

People, Partner,, Key 
success factors



Onion-Skin Principle

Market

Product

Finance

HR



Many models and concepts



MANAGEMENT VALLEY ST.GALLEN



OVERVIEW SWITZERLAND

ST.GALLEN



KNOWLEDGE EXPERTS 1400 AGO  - SCRIPTORIUM 

Famous

Monastery library
-

World heritage



1898 START OF HANDELSHOCHSCHULE ST.GALLEN

... Managers were

already in demand
100 years ago...



Change ahead? SUBSTITUTION / 

VOLATILITY AS THE NEW NORMAL?

IDEAS BEHIND ST.GALLEN MODELS IN THE 1970s



SCIENTIFIC AND PRAGMATICAL FUNDAMENTS

Source: Rüegg-Stürm: St. Gallen Management Model



BASED ON: HANS ULRICH - KNUT BLEICHER



BASED ON: HANS ULRICH - KNUT BLEICHER



time

Start-up

organization

Growth

organization

Matured

organization

Turnaround

organization
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Enterprise value

Why all this? Companies stumble in their evolution
from one crisis to the next...

- or: the organizational life cycle

constant changes from phase to phase



Conclusion: you need Concepts and Instruments 



Tools are not enough – practical application is necessary



Visible problems of your company vs. effective tasks



What is the situation in your company?



WO STEHENWIR?

WO WOLLEN WIR HIN?

WAS IST ZU TUN?

AUSGANGSLAGE
• Märkte, Kunden, Bedarf

• Lösungen, Technologie,Produkte

• Strukturen, Prozesse, Operations

• Menschen

• Finanzen

SPRUNG IN DIE ZUKUNFT

• Option 1

• Option 2

• Option 3

UMSETZUNG

• NachAussen

• Nach Innen
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Möglichkeitsraum

Komplizierungsgrad

Strategie-Dreiklang

Current situation: What is going on, inside - outside

Is it worth conducting an in-depth anaysis?

What is my role in the game?

Source: Abegglen: Unternehmen neu erfinden



How do we quickly get an overview?



WO STEHENWIR?

WO WOLLEN WIR HIN?

WAS IST ZU TUN?

AUSGANGSLAGE
• Märkte, Kunden, Bedarf

• Lösungen, Technologie,Produkte

• Strukturen, Prozesse, Operations

• Menschen

• Finanzen

SPRUNGIN DIE ZUKUNFT

• Option 1

• Option 2

• Option 3

UMSETZUNG

• NachAussen

• Nach Innen
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Möglichkeitsraum

Komplizierungsgrad

Strategie-Dreiklang

THE BIG PICTURE

Leap into the future: What options does Hansel have?



MEGATRENDS

WEAK SIGNALS

What's going on in the jungle?

Opportunity or danger?
Do tree fellers want to poison us or 

tourists with money ahead?

Source: Abegglen: Unternehmen neu erfinden



Rerum cognoscere causas et valorem (UEK)
Recognize what is and what could be

Challenging what is and in inspiring what could be (IMD)

Source: Abegglen: Unternehmen neu erfinden

What is going

on?

Jump into the

future

Implementation



Communication / understanding: 

Do we both have the same understanding about the situation?



Switzerland – A Success Story ?

Why? Success Factors?

SWITZERLAND AS AN EXAMPLE



• START OF TEXTILE PRODUCTION – 825 

(KLOSTERPLAN)

• LINEN - 1580

• COTTON - 1721

• SPINNING MACHINE - 1800

• HAND-EMBROIDERY MACHINE - 1828

• FAST EMBROIDERY MACHINE  - 1883

• 6380  EMBROIDERY MACHINES - 1872

• 19`000 EMBR. MACHINES - 1890

• TEXTILE EXPORT 500 Mio. - 1918

• TEXTILE EXPORT 12 Mio. . 1935

• Tourism 1914: -90%

• Permanent Crisis -1945

Has management become more difficult today than it 

used to be? Substitutions in textile industry



WHERE IS THE STARTING POINT? Zurich – St.Gallen?



ECONOMIC DEVELOPMENT



THE IMPACT OF ONE IDEA: GOTTHARD I



THE IMPACT OF ONE IDEA: GOTTHARD  II 

TUNNEL I



PRACTICAL ORIENTATION



Your role in this game?



WAYS TO PRAGMATIC MANAGEMENT

”Put your individual colour” the more experienced you are! 

Find your own way!



SO LET`S ENTER THE ST. GALLEN HOUSE

Source: Abegglen: Unternehmen neu erfinden



SO LET`S ENTER THE ST. GALLEN HOUSE

Institutsgebäude 2 der StGallen Integrated imt Business School

Tellstrasse 18 in St. Gallen
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Case Study Tooth brush - Situation



Case Study Tooth brush - Question
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