Strategic Management
- the pathway to a successful company

St. Gallen
Management

Source: Christian Abegglen, Unternehmen neu erfinden




What's it all about?

Rerum cognoscere causas et valorem (CUE)

Challenging what is and Inspiring what could be (imd)

Entrance of
UEK
University
Cracow




INTEGRATED. MANAGEMENT: ROADMAP

II
Leap into the

I
Current
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Opportunities

Iterative Process ®

External Y

eaknesses Vision & Directions
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Implementation:
Tasks today
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Rerum cognoscere causas et valorem (UEK)
Recognize what is and what could be PLUS: ACT & TRANSFORM

Jump into the
future

Implementation ,,Outer “

Implementation ,, Inner*
I m p I eme nta ~ 13 UMSETZUNG GEGEN AUSSEN per—
! * I AT
on E 1 . 1 @
\ ~ } @ i@
| 2019 2021 204 | >

Source: Abegglen: Unternehmen neu erfinden



Analysing - Rerum cognoscere causas




ITERATIVE CIRCULAR PROCESSES — DECISION FUNNELS
BONUM
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Source: see Schwaninger, Intelligent Organizations DECISION




Your Sweet Spot?




Quick solutions vs. WHAT REALLY MATTERS
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Source: compare with Ray Dalio (Principles)



How to — think, communicate and learn with Acronyms

The ,,5W1H1V" -
for Business & Management Models

S-T-P:
The famous 72

Kt = Ko*(1+i) ??

What is missing?




Acronyms and Visuals — Memory aids

STP / 4F/9F Communicate with visuals
SIIEEECC How to communicate

CCSMWB Developing the future

N-S-0 Perspectives

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




GROUP WORK - HVAC

CEESIM




Solutions
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g Belimo Holding . .
. Ubersicht Vergleichen Finanzen
SWX: BEAN :

Marktbericht > Belimo Holding

551,50 o

+122,50 (28,55 %) 4 im letzten Jahr
2. Apr., 17:31 MESZ - Haftungsausschluss

1T 5T. 1M 6 M. YTD 1J. 5J. Max.

800
700
600
500
400 T T
Juni 2024 Okt. 2024
Er6ffnung 549,00 Marktkap. 6,78 Mrd. 52-Wo-Hoch
Hoch 554,00 KGV 46,21 52-Wo-Tief
Tief 545,50 Rendite 1,72 %

lies in the existing building population, as it

represent ~98% of buildings globally.

y /4
BELIMO =

- 55%
-41%
-29%

fg o \ HVAC energy
21/ usage (100%)

HVAC energy usage by as much as 55%.

Belimo Capital Markets Day 2023




SBWTI;'E‘:LO HOIdIng Vergleichen

Finanzen

Marktbericht > Belimo Holding
551,50 cir
+122,50 (28,55 %) 4 im letzten Jahr
2. Apr., 17:31 MESZ - Haftungsausschluss
1T 5T. 1 M. 6 M. YTD 1J. 54J. Max.
800
700
600
500
400 T T T

Juni 2024 Okt. 2024 Mérz 2025
Eréffnung 549,00 Marktkap. 6,78 Mrd. 52-Wo-Hoch 721,50
Hoch 554,00 KGV 46,21 52-Wo-Tief 403,60

Tief 545,50 Rendite 1,72 %

BELIMO




How to — build a structure / a process / methodology |

MARKET + PRODUCTS

centers and offices throughout Europe.

METHODOLOGY

ouEEaT FUNDAMENTAL
FIND OUT WHETHER ITS
WORTH INVESTING IN

PEPCO GROUP'S
BUSINESS MODEL

PEPCO GROUP

PEPCO GROUP'S
SUFCONEIUSION MANAGEMENT MODEL
ISIT ENOUGH FOR
PEPCO GROUP’'S
STRATEGY?

FINANCES '+ RESOURCES

The Pepco Group currently has employing 47,487 people. The vast
majority (nearly 90%) work in stores, and the rest in our distribution

MANAGEMENT MODEL

CONSTITUTION

+ BOARD OF DIRECTORS OVERSEES
STRATEGY IMPLEMENTATION AND

VISION

+ BECOMING BIGGEST AND BEST
DISCOUNT VARIETY BUSINESS IN

CULTURE

+ CUSTOMER FOCUS
+ TEAMWORK AND

REGULATIONS EUROPE COLLABORATION
+ INTEGRITY AND RESPECT
ORGANIZATION STRATEGY LEADERSHIP

* 4 BRANDS WITH DIFFERENT
LEADERSHIP BUT THE SAME
STRATEGIC FRAMEWORK
* VERTICAL INTEGRATION
« FLAT HIERARCHY

« EXPANDING STORE NETWORK,
ENHANCING THE CUSTOMER
OFFER, DRIVING COST AND
OPERATIONAL EFFICIENCY,
INVESTING IN INFRASTRUCTURE

* SUPPORTIVE LEADERSHIP
+ DECENTRALIZED DECISION-
MAKING
* WHISTLEBLOWER

PROCESSES

+ ESTABLISHED PROCEDURES
* PROCESSES OFTEN CONTROLLED
AND MEASURED BY DIGITAL
TECHNOLOGIES
* SIMILAR THROUGHOUT THE
WHOLE GROUP

TASKS

* ALLOCATE RESOURCES FOR
FURTHER DEVELOPMENT
» CONTINUOUS IMPROVEMENT OF
CUSTOMER SERVICE
* SUPPLIER RELATIONSHIP

ACTIONS

+ OPEN COMMUNICATION
« EMPLOYEE ASSISTANCE
PROGRAMS
* GRIEVANCE MECHANISMS




How to — build a structure / a process / methodology Il

KEY PARTNERS

AGENDA

General information

Concerts
Group
comebacks/debutes

Shareholders
Subsidiaries

Marketing
Data analysis

- =

YALUE
PROPOSITIONS

CUSTOMER
RELATIONSHIP

CUSTOMER
SEGMENTS

Personal (with artists)
Online

Good music
Content (ex. Run BTS)

VIP package (for fandom Everyone

b d l Distributors (ex. Universal members) Mainly: Teens, Young
|Ce erg modae Music Group, hello82, KEY %\ Fanmeetings CHANNELS, ﬂ\ adults
] makestar) RESOURCES Albums erse
Porter’s five forces Entertaiment YouTube
. Artists (k-pop groups) Instagram
Business model Stk kToR

Online shops
Streaming aps

i -

1.
2.
3.
4,
5.
6.
7.

COST STRUCTURE

Business problems
Invest?

8.

Buying shares
Comeback cost
Artist

Concert

Competitive Rivalry

N

ENTERTAINMENT

W

B

Supplier Power Buyer Power

Threat of Substitution

Threat of New Entry

Debuting new group (training, marketing, ect.)

recognition with albums: Wings
(2016: Spring Day, Blood Sweat &
Tears etc) & Love Yourself: Her
(2017: DNA, Mic Drop)

REVENUE STREAM

Concerts

Album sales
Streaming
Merchanise

Timeline

Bang Si- Hyuk founded
Bighit Entertainment

? bar

[ 2005 |

Bighit on the
verge of Bankruptcy

Auditions to assemble the
group that would be called ‘BTS'

« BTS's first major world tour
e GLAM (co-managed group under Bighit) disbands

TS starts getting international

Joint venture with CJ Entertainment
& Media, under the name Belift Labs

* Jan: Naver's investment and
transfer of V Live to
Weverse Inc. (formerly beNX);
Investment in YG+,a YG
Entertainment subsidiary
® Mar: Rebranding as
Hybe Corporation
* Apr: Acquisition of America
based Ithaca Holdings
® May: BTS releases its second
English song ‘Butter’ that
claimed 5 Guinness World
Records

Launch of Weverse
Bighit's second group

TXT debuts

Acquisition of Source Music

« May: Acquisition of Pledis Entertainment
o Aug: BTS releases Ist English song ‘Dynamite’ most viewed video on Youtube in 24 hours

® Oct:IPO Source : BusinessBar Research




St. Gallen Knowledge Navigator |
AWaArenessl D/m@ noSLS, AwaLgse!

nitiate 2 Causes Create!
Clarity Options
1 =2 Cholces
Select §
dectoe!
5 4

optimize Commit, Lmplement!

Source: Abegglen: Unternehmen neu erfinden



St. Gallen Knowledge Navigator Il

How to develop a strategy

cla rlﬂd

” l S PROCESS COMPETENCE
) PYDbL& Synthetic & Analytic St. Galler Thought & Knowledge Navigator
aheaol? h
’ Int ted y _
- Sustain / Coporate 211 AwaLg se

Development <

Normative , N
Ve Strategic S
CURRENT .
CONFIGURATION ™~

e)q:Lo'Lt or
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P pe
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TOPIC
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[Le#) into the future
CONFIGURATION /
/OF, THE FUTURE I'

\

opt’u mize | TN

POWER TO POWERTO
IMPLEMENT PERSUADE

(mptemewt -
Commit

Source: Abegglen: Unternehmen neu erfinden



Step 1: Awareness - ICEBERG — MISSILE AHEAD?

sichtbare -
Ergebnisse|
xS E »”

A

NORMATIV

Source: Abegglen: Unternehmen neu erfinden



What is the situation in
your company?

op o
tcobeorg

Effective
assignment of tasks




AWARENESS: THE BIG PICTURE

Leap into the future: What options does Hawnsel have?




WEAK SIGNALS

Opportunity or danger?
Do tree fellers want to poison us
or tourists with money ahead?

Source: Abegglen: Unternehmen neu erfinden




Step 2: Diagnosis

a Snake!

Source: compare with Mintzberg, Bed time stories for managers



Current situation: What is going on, inside - outside

s it worth conducting an tn-depth anaysis?
what is my role in the game?

Source: Abegglen: Unternehmen neu erfinden



Criterias to analyse

- A framework for quick analysis

Always start with the most important questions:
In what business are we in (Ted Levitt)? What are the driving forces?

S

SOCIAL

TECHNOLOGICAL

ENVIRONMENTAL POLITICAL

>Tedmologlcllm : > Weather > Government policy >-Bflbvery_.‘

> New innovation > Climate change > Taxation > Intellectual property
>8ldlbdneaoumu > Environmental policy > Political stability >Reputatibq

> Automation > Atmospheric emissions > Foreign trade > Business ethics

> Tech. Awareness > Trade restrictions > Confidentiality

> Research

...and apply tools like BCG matrix, Porter curve etc.

https://www.amberry.co.uk/marketin g-services/marketin g-analysis /marketing-audit-steeple-analysis /



Step 3: Create — Options - Choices - Select —
Vision - Mission




Create — Vision - Mission




But — a Vision without a plan... so we need
A Vision without a Plan is a Hallucination

~ A Plan without Resources is a Delusion
Source: Chris Stern



SWOT as Strategic Option Generator

Future
Competitive
Position

Market Attractiveness

Sales Current
Performance Competitive
Position

Operative
Anchors

Source: Chris Stern Own Competencies



Options — Example Ansoff

Examples:
1) Starbucks wants to sell more coffee in the U.S. and opens more coffee shops at airports
2) Starbucks intents to conquer the eastern European markets with coffee shops

3) Starbucks develops ice cream and sells it in its coffee shops in the U.S.
4) Starbucks would want to sell coffee shop furniture in China Source: Ansoff




Step 4: Commit - Implement




Communication / understanding is Key

BEISST

IR IHUND? )

ICH DACHTE, DAS IST

SIE SAGTEN NICHT

IR HUND . MEIN HUND!
BEISST '

NICHT?




Step 5: Optimize

swissairgy

!

olcim B

=

V / 4
BELIMO




How to build a framework, a model




Business Model vs.
Management Model?




StGallen Business Model — Oliver Gassmann

Market Product
Who? what?

What do we offer
to the customer?

(Custonner
PKP
( FI / L s " revenue Source: Q. Gassmann HDW
LWANCLALS People/Partner,
Kwnowledge, Power
(va LM@) (Brand, Key suecess
factors, Abilities,

capabilites ete.)




StGallen Management Model —
Knut Bleicher

HORIZONTAL INTEGRATION

Corporate Corporate

Constitution Corporate Culture
Policy

Normative
Management

Leadership

Organization Style

Strategic

Strategic
Management

Directions

Processes Actions

Operational
Management

VERTICAL INTEGRATION

Structures Behaviour

Activities



StGallen Concept — Knut Bleicher

Market Proouct
Who? what?
(Customer)
e Resources
, , How
(Financials People, Partner, Kinow
(Value) croccet frotoe o




Regular review process:

Road Map - Framework Screening: .
. . explore vs. exploit
What is going on? renew vs. optimize
Iceberg ahead? 1

l

Adaption/Development & Implementation of a Strategy

@etailed Analysis How to build options: Options

Normative Framework/Owner/Ethics

- Portfolio ma'nagement Option 1
Inside-out: Outside-in: - ,:/lnsof;rr;at‘rlx "
- Performance/ - Market definition - orphological box .
offerings - Market data - Business model mplemgntatloh
- Processes - Competition analysis frameworks : Implementation controlling
- Organisation/ - 5Forces - Scenario management Option 2
structures - Portercurve External
- Capabilities/ - Trends/potentials Marketing mix (market
employees - Lifecycle : : positioning, market
- Cost position - Customer needs Iteration Option ... entry)
- Experience curve - Substitution
- Complexity curve @
Evaluation Internal

- SWOT analysis Planning/measures for

processes, structures,

Decision systems, human &
financial resources

(vn)




Examples: Research boot camp
- Creativity tool: St. Gallen Tablau -

Market:

Customers Customer Needs Prod ucts/Oferings Channels Capabilities, Success
Factors (internal)




Examples: Research boot camp
- Creativity tool: Customer needs -

Customer needs: rating Over/under achievement
(If {-) Difference): New competitive advantage?
2 3 4 5 (If {(+)Difference): Cost savings potential?
(customer expectation) Importance for sale:

(purchasing criteria)
(relation criteria)

Customer point of view
Own performance

1=unimportant 3=important

1=weak

d=sufficient

S5=very important
S=excellent




Strategy — Definition

,»Art of troop leader” — The art to creat longterm VALUE

(from greek ,,strategia“, strategos = troop leader)

,Strategy is the determination of the basic long-term goals of an enterprise, and the
adoption of courses of action and the allocation of resources necessary for carrying out

these goals”
A.Chandler

,»...broad formula for how a business is going to compete, what its goals should be, and

what policies will be needed to carry out those goals”, "...combination of the ends
(goals) for which the firm is striving and the means (policies) by which it is seeking to

get there.”

M.Porter




©® N O Uk wWNRE

Some Principles

Clarity, simplicity and focus on the future
Concentration of forces

Differentiation, efficiency and accurate timing
Capitalise strenghts and weaknesses
Capitalise opportunities and threats

Multiply successful operations

Successful management of risks

,Unité de doctrine”




StGallen Business & Management Model —in

Mam?tn utshell

W ho?
(Customeer) @ e

Product




StGallen Concept - Process View |

1 Normative View - Eco-System

Stake-
holder
2 The Business We Are In

Markets - Products

Resources - Value

Current Strateg

Constitution - Governance
Culture
Leadership - Actions




StGallen Concept - Process View i

MEASURES
A

Analysis of

current
Position

[y
N

Future Portfolio

Market Growth

= T0r®

declining

retreat maint.  expansion

Competitive strategy =

stagnation “

Formulation
of the
Future

13 Implementation - Outside
b
g & S5
g 2 g =
2 s &g
<: @ 23 ®
2 3 £
3
E: L s
low med high = low medium high
Service Position Demand
A 4
14 Value

increase
sales

reduce inc.reas e
costs

A4

15 (Human-) Resources

knowledge

ASVAIN

SHA




ETHICS - VISION
Road Map - Framework ‘ Shareholder
Stakeholder

Regular review process:

explore vs. exploit

BTnum renew vs. optimize

Adaption/Development & Implementation of a Strategy
2

Detailled Analysis How to build options: Options
Normative Framework/Owner/Ethics

- Portfolio ma'nagement Option 1
Inside-out: Outside-in: - ,:/lnsof;rr;at‘rlx "
- Performance/ - Market definition - orphological box .
offerings - Market data - Business model mplemgntatloh
- Processes - Competition analysis frameworks : Implementation controlling
- Organisation/ - 5Forces - Scenario management Option 2
structures - Portercurve External
- Capabilities/ - Trends/potentials Marketing mix (market
employees - Lifecycle : : positioning, market
- Cost position - Customer needs Iteration Option ... entry)
- Experience curve - Substitution
- Complexity curve @
Evaluation Internal

- SWOT analysis Planning/measures for

processes, structures,

Decision systems, human &
financial resources

(vn)




Analysis — Normative Framework

Shareholder

Owner Strategy




VISION - ETHICS Regular review process:
Road Map - Framework ‘ Shareholder oloreve. expl
O Sta keholder renew vs. optimize

BTnum
Adaption/Development & Implementation of a Strategy

‘)etailled Analysis How to build options: Options

Normative Framework/Owner/Ethics

- Portfolio ma'nagement Option 1
Inside-out: Outside-in: - ,:/lnsof;rr;at‘rlx "
- Performance/ - Market definition - orphological box .
offerings - Market data - Business model mplem_entatloh
- Processes - Competition analysis frameworks : Implementation controlling
- Organisation/ - 5Forces - Scenario management Option 2
structures - Portercurve External
- Capabilities/ - Trends/potentials Marketing mix (market
employees - Lifecycle : : positioning, market
- Cost position - Customer needs Iteration Option ... entry)
- Experience curve - Substitution
- Complexity curve @
Evaluation Internal

- SWOT analysis Planning/measures for

processes, structures,

Decision systems, human &
financial resources

(wn)




Analysis — Business Modelling: Outside-in vs. Inside-out

:




Analysis — Outside-in: Market Definition/Market Data

Classification of a market by:

. Content

(need, object, matter, market offering)
e Space

e Time

Market share

Market volume

Market potential
(realistic)

Market capacity
(maximum capacity)




Analysis — Outside-in: Competitor analysis




Analysis — Outside-in: 5-Forces

Threat by substitution
(products, services)

s ——

Bargaining power
Forewardintegration

< [ o]

Bargaining power
Backward integration

Threat by new competitors

by M. Porter




Analysis — Outside-in: 5-Forces

by M. Porter




Analysis — Outside-in: Porter Curve

Specialist

Cost Leader

Profitability

Niche Player

Efficiency Leader
@ Market

profitability

>

Small Medium Big '
rel. Size
by M. Porter




Excursus: Differentiation - Blue vs. Red Ocean

“Best Practice”

“New Practice”

Red Ocean Strategy

Blue Ocean Strategy

Compete in existing market space

Compete in existing market space

Beat the competition

Beat the competition

Exploit existing demand

Exploit existing demand




Excursus: Differentiation - Blue vs. Red Ocean

Which factors should be
raised well above the
industry’s standard?

Which factors should be
reduced well below the
industry’s standard?

Blue Ocean

Strategies

Which factors should be
raised well above the
industry’s standard?

Which factors should
be created that the

industry has never
offered?

by W. C. Kim/R. Mauborgne




Analysis — Outside-in: Life Cycle

adapted from T.Levitt




Analysis — Outside-in: Trend Analysis

What relevant trends by future stakeholders can be infered to our businessand our
market (e.g. next 5 years):

low probability

strong impact on core business

A

A'4

low impact on core business

> high probability

Trend Colour

9000000009




Analysis — Outside-in: Customer Needs Analysis

The customer wants today: Ranking: Over/under performance/achievement

1 2 3 4 5

Importance for purchase decision: 1 = not important 3 = important 5 = very important

Degree of fulfillment: 1 =very low 3 =satisfying 5 = very high




Analysis — Outside-in: Substitution

100%

Degree of Substitution

10 % Substitution

Technology/product/service OLD Technology/product/service NEW

Substitution factors:

Cost/unit-ratio of the substitute
Special case: disruptive substitution
Innovators‘s concept (innovators,
early adopters)
Rogers factors as drivers:

- Rel. advantage ofthe

substitute

- Complexity

- Compatibility

- Observability

- Trialability

appr. 40% of substitution time

Timet




Analysis — Outside-in: Innovator‘s Concept
(Diffusion of Innovation)

A

Early Majority Late Majority
30-35% 30-35%

Laggards
10-20%

Innovators Early Adopters
2-5% 5-15%

Diffusion phases: Success factors:

by E.Rogers




Analysis — Inside-out: Competences/Employees

Code: 3 =crucial Code: 5 = muchbetter
2 =very important 4 = better
1 =important 3 =same
2 =worse

1 = muchworse




Analysis — Inside-out: Organisation - Greiner’s Curve

The evolution of a company (organisation/system)

Age ofthe
company

3

Size of the company

.

by L. Greiner




Analysis — Inside-out: Experience Curve

Potential for cost reduction
20-30% per unit

Learning effects
Purchase effects
Operational effects
Fixed cost degression

Cost/Unit

!

4

3

[

Units

by B. Henderson




Analyse — Inside-out: Complexity Curve

Raising cost of complexity

Unigue direct costs of complexity
(development, construction,
additional parts, new tools, testing)
Lasting direct costs of complexity
(customer service, quality
measures, inventory,
documentation, trainings)
Opportunity cost of complexity
(lost margins becaus of
suboptimal use of resources,
cannibalisation)

Cost/Unit

y

b

Number of types/versions

by C. Homburg/H. Krohmer
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Road Map - Framework

Screening:

What is going on?

Iceberg ahead?

l

Regular review process:

explore vs. exploit
renew vs. optimize

Adaption/Development & Implementation of a Strategy

Detailled Analysis

Normative Framework/Owner/Ethics

How to build options:

- Portfolio management

Inside-out:

- Performance/
offerings

- Processes

- Organisation/
structures

- Capabilities/
employees

- Cost position

- Experience curve

- Complexity curve

Outside-in:

- Market definition

- Market data

- Competition analysis
- 5 Forces

- Portercurve

- Trends/potentials

- Life cycle

- Customer needs

- Substitution

- Ansoff matrix

- Business model
frameworks

Evaluation
- SWOT analysis

- Morphological box

- Scenario management

Iteration

®

Options
Option 1
@mplementation
Implementation controlling
Option 2
External
Marketing mix (market
positioning, market
Option ... entry)
Internal
Planning/measures for
\5_ processes, structures,
Decision systems, human &
financial resources




St. Gallen Business Model

What do we offer
to the customer?

Value
Proposition

Who is our target

i ?
customer? How to build value~

Revenue
Model

Financial Viability: Costs
and revenue

Source: O.Gassmann




How to build options — Portfolio
Management

4 Field Portfolio/BCG-Matrix

(external)
Market Growth

High

(even negative)

Low

Low high (internal)

Rel. Market Share
by B. Henderson




How to build options — Portfolio Management

_

\
x\

Low




How to build options — Portfolio Management: Market Attractiveness

0.2 6 1.2

Rivalry e.g:
High intensity of competition: 1
Medium intensity of competition: 5
Low intensity of competition: 9

Supplier power
Customer power

Threat by new rivals

Threat by substitution

Total 1.0




How to build options — Portfolio Management: Rel. Competitive Advantage

Financial perspective
ngh cash flow: 9
Medium cash flow: 5
Low cash flow: 1

Customer perspective
Process perspective

Employee perspective

Total 1.0




How to build options — Portfolio Management: Options for Growth

Turnover/

Revenue/ Key Elements
Margin

Totally new product lines

Options for future growth needing significant R&D

New products currently in final

Innovation stage of development

(Build new business)

Evolution of Current Portfolio

Modifications to existin
(Expand existing business) &

product lines and continuous
product development

Existing Portfolio
(Defend existing business)

Today +1 +2 +3 +4 +5 +6 Years




How to build options — Ansoff-Matrix: Options for Growth

1) Market Penetration

2) Market Development

Probability of Ratio of Probability of Ratio of
success in%: resources: success in%: resources:
50 1 30-40 4-6
3) Product Development 4) Diversification
Probability of Ratio of Probability of Ratio of
success in%: resources: success in%: resources:
20-30 6-8 2-5 12-16

by I. Ansoff




How to build options — Morphological Box

Market:

Customers

Customer Needs

Products/Offerings

Channels

Capabilities, Success
Factors (internal)




How to build options — Business Model Canvas

by A. Osterwalder




2

Road Map - Framework

Screening:

What is going on?

Iceberg ahead?

l

Regular review process:

explore vs. exploit
renew vs. optimize

Adaption/Development & Implementation of a Strategy

Detailled Analysis

Normative Framework/Owner/Ethics

How to build options:

- Portfolio management

Inside-out:

- Performance/
offerings

- Processes

- Organisation/
structures

- Capabilities/
employees

- Cost position

- Experience curve

- Complexity curve

Outside-in:

- Market definition

- Market data

- Competition analysis
- 5 Forces

- Portercurve

- Trends/potentials

- Life cycle

- Customer needs

- Substitution

- Ansoff matrix

- Business model
frameworks

Evaluation
- SWOT analysis

- Morphological box

- Scenario management

Iteration

Options
Option 1
@mplementation
Implementation controlling
Option 2
External
Marketing mix (market
positioning, market
Option ... entry)
Internal
Planning/measures for
processes, structures,
Decision systems, human &
financial resources




Evaluation — Discussing Options

__ __
~

- /’\_




Evaluation — SWOT-Analysis

+ -

internal

external




Decision — Strategy Cockpit

Assumptions/Trends: Optional BusinessIdea/
Strategy:

Strenghts: Weaknesses:

Opportunities: Threats:

First Approaches for Implementation

Goals, Results Resources,
Measures

T=Time
R = Responsibility
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Road Map - Framework

Screening:

What is going on?

Iceberg ahead?

l

Regular review process:

explore vs. exploit
renew vs. optimize

Adaption/Development & Implementation of a Strategy

Detailled Analysis

Normative Framework/Owner/Ethics

How to build options:

- Portfolio management

Inside-out:

- Performance/
offerings

- Processes

- Organisation/
structures

- Capabilities/
employees

- Cost position

- Experience curve

- Complexity curve

Outside-in:

- Market definition

- Market data

- Competition analysis
- 5 Forces

- Portercurve

- Trends/potentials

- Life cycle

- Customer needs

- Substitution

- Ansoff matrix

- Business model
frameworks

Evaluation
- SWOT analysis

- Morphological box

- Scenario management

Iteration

Options
Option 1
‘mplementation
Implementation controlling
Option 2
External
Marketing mix (market
positioning, market
Option ... entry)
Internal
Planning/measures for
\5_ processes, structures,
Decision systems, human &
financial resources




Strategy Controlling — Balanced Scorecard

Financial

- Objective

- Measure/KPI
- Target

- Initiatives

Internal Business
Vision Processes
& - Objective
- Measure/KPI
- Target
- Initiatives

Strategy

Learning & Growth

- Objective

- Measure/KPI
- Target

- Initiatives

by D.P.Kaplan/R.S.Norton




External Implementation — Marketing Mix/Marketing
Portfolio
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Internal Implementation — Measures/Action Plan (Example)
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