
Source: Christian Abegglen, Unternehmen neu erfinden

St. Gallen

Management  

HOUSE

Strategic Management
- the pathway to a successful company



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?



I N T E G R A T E D.   M A N A G E M E N T :   R O A D M A P

Was wollen wir

im Jahre 2005+ sein?
•Market

• Products - Services

• HR

• Finance
Tasks today

2019 2021 2024+

Vision & Directions 

Option 1    Option 2    Option 3 

      Flight – Confrontation -

Diversification - Cooperation etc.

           Decision

II 

Leap into the

          Future

I 

Current

Situation

III 

Implementation:

Opportunities

Strenghts

Weaknesses

Threats

External

Internal

Implementation „Outer “
Implementation „ Inner“ 

t

Iterative Process



Rerum cognoscere causas et valorem (UEK)
Recognize what is and what could be PLUS: ACT & TRANSFORM

Source: Abegglen: Unternehmen neu erfinden

What is going 
on?

Jump into the 
future

Implementati
on



WO STEHENWIR?

WO WOLLEN WIR HIN?

WAS IST ZU TUN?

• 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



ITERATIVE CIRCULAR PROCESSES – DECISION FUNNELS

Ideas

IdeasIdeas

abilities

talents/skills

USP

experience
cleverness

power
resilience

feasibility

practicability

allowed

FINAL 
DECISION

VALUES INTERESTS

BONUM

Source: see Schwaninger, Intelligent Organizations



Your Sweet Spot?



Quick solutions vs. WHAT REALLY MATTERS

Source: compare with Ray Dalio (Principles)



How to – think, communicate and learn with Acronyms

S – T – P:
The famous 72

Kt = Ko*(1+i) ??
What is missing?

The „5W1H1V“ –
for Business & Management Models



Acronyms and Visuals – Memory aids

STP / 4F/9F

SIIEEECC

CCSMWB

N – S – O

HILF

Communicate with visuals 

How to communicate

Developing the future

Perspectives

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



GROUP WORK - HVAC

CEESIM









How  to – build a structure / a process / methodology I



How  to – build a structure / a process / methodology II



St. Gallen Knowledge Navigator I

Diagnosis, Analyse! 
2 Causes

AwarenessI
nitiate
Clarify
1

Create!
Options 
3 Choices
Select & 
decide!

     4 
Commit, implement!

Source: Abegglen: Unternehmen neu erfinden

     5 
optimize



St. Gallen Knowledge Navigator II

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?



Step 1: Awareness - ICEBERG – MISSILE AHEAD? 

Source: Abegglen: Unternehmen neu erfinden



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

SPRUNGIN DIE ZUKUNFT

• Option 1

• Option 2

• Option 3

UMSETZUNG

• NachAussen

• Nach Innen
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Möglichkeitsraum

Komplizierungsgrad

Strategie-Dreiklang

AWARENESS: 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



Step 2: Diagnosis

Source: compare with Mintzberg, Bed time stories for managers



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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h
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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



Criterias to analyse
- A framework for quick analysis

https://www.amberry.co.uk/marketing-services/marketing-analys is/marketing-audit-steeple-analys is /

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

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



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



Create – Vision - Mission



But – a Vision without a plan... so we need

Source: Chris Stern

A Vision without a Plan is a Hallucination

A Plan without Resources is a Delusion



Source: Chris Stern

Current
Competitive

Position

Sales
Performance

Operative 
Anchors

Future 
Competitive

Position

OxS TxS

OxW TxW

Own Competencies

M
ar

ke
t 

A
tt
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ct

iv
en

es
s Suptimistic

SWOT as Strategic Option Generator



Old New

New

Old

Product

Market

1) Market penetration

3) Related diversification 
(Product Development)

4) Unrelated diversification

2) Market Development

Probability of
success in %:

50

Probability of
success in %:

20-30

Probability of
success in  %:

20-30

Probability of
success in %:

5

Ratio of
resources:

1

Ratio of
resources:

4-6

Ratio of
resources:

6-8

Ratio of
resources:

12-16

Source: 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

Options – Example Ansoff



Step 4: Commit - Implement



Communication / understanding is Key



Step 5: Optimize



How to build a framework, a model



Business Model vs. 
Management 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.)



. 
StGallen Management Model – 

Knut Bleicher



StGallen Concept – Knut Bleicher

(Financials

(Value)

Market
Who?

(Customer)

Product

What?

Resources
How
People, Partner, Know 
how, Brand, Key 
success factors etc.



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

Screening:

What is going on?

Iceberg ahead?

2 Detailed Analysis H o w  t o  b u i l d  o p t i o n s : 3 Options

4

5

6 Implementation

Iteration

1



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



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



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



1. Clarity, simplicity and focus on the future

2. Concentration of forces

3. Differentiation, efficiency and accurate timing

4. Capitalise strenghts and weaknesses

5. Capitalise opportunities and threats

6. Multiply successful operations

7. Successful management of risks

8. „Unité de doctrine“

Some Principles



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 Business & Management Model – in 
a nutshell

Market
Who?

(Customer)

Product

What?

(Financials

(Value)

PKP -How
People, Partner,, Key 
success factors



Normative View - Eco-System

Stake-

holder

ethics

owner

1

The Business We Are In

opportunities

vision

abilities

2

Markets - Products3

Market-

attract-

ivity

Success positions

Resources - Value 4

low
small medium

high

Profitability 

relative

corporate sizelarge

ø profitability of business

specialised

niche

eff iciency

cost leadership

growth

stagnation

declining

M
a

rk
et

 g
ro

w
th

retreat maint . expansion

Competit ive strategy

Current Strategy5

Situation

today

 

Situation

future

6 7

Constitution - Governance
Culture

Leadership - Actions
Organization - Strategic Business Fields - Business Processes

11
10

9
8

StGallen Concept - Process View I



growth
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Future Portfolio12
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StGallen Concept - Process View II



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

ETHICS - VISION

Shareholder
Stakeholder

Bonum 

2 Detailled Analysis H o w  t o  b u i l d  o p t i o n s : 3 Options

4

5

6 Implementation

Iteration

1



Analysis – Normative Framework

Ethical  
Framework

Stakeholder
-

Social Values

Shareholder
-

Owner Strategy



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

VISION – ETHICS 

Shareholder
Stakeholder

Bonum 

2 Detailled Analysis H o w  t o  b u i l d  o p t i o n s : 3 Options

4

5

6 Implementation

Iteration

1



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

Inside-out

Competence driven view
„technology push“

C.K. Prahalad, Gary Hamel

Outside-in

Market driven view
„market pull“

M. Porter

Vision

competence-driven

market-driven

MP

t



Analysis – Outside-in: Market Definition/Market Data

Classification of a market by:

• Content

(need, object, matter, market offering)

• Space

• Time

Market share

Market volume

Market potential  
(realistic)

Market capacity  
(maximum capacity)



Analysis – Outside-in: Competitor analysis

Competitors Main competitors today Future potential  competitors 
from within the  industrial
sector

Main competitors  
(name)

•

•
•

•

•
•

Future potential  
competitors from  
outside the industrial  
sector

•

•

•

Strengths of the  
competitors:

Weaknesses of the  
competitors:

What could we learn  
from our competitor?

Where ist the
„Achilles‘ heel“ of the  
competition (and
ourselves)?



Analysis – Outside-in: 5-Forces

Rivalry resp. existing  
competition

CustomersSuppliers

Bargaining power  
Forewardintegration

Bargaining power  
Backward integration

Substitution

New Rivals

Threat by substitution  
(products, services)

Threat by new competitors

by M. Porter



Analysis – Outside-in: 5-Forces

Rivalry resp.  
existing competition

- Industry lifecycle
- Segmented competitors (size)

- Fixed cost
- Barriers to exit
- Perishable products

Suppliers
- Supplier concentration
- Difficult to substitute
- Costs to switch supplier
- Minor customer

- Forward integration

Substitution
- Better price-performance ratio
- Higher margins

- New solutions for customer needs
- Switching cost (cost per unit)

New Rivals
- Scale economies
- Little product/brand

differentiation
- Small capital investments
- Distribution channels
- Regulations

Customers
- Customer concentration
- Easy to substitute
- Costs to switch supplier
- Price sensitiveness
- Quality sensitiveness
- Backward integration

by M. Porter



Analysis – Outside-in: Porter Curve

ø Market  
profitability

Small Medium Big

P
ro

fit
ab

ili
ty Specialist

Niche Player

Efficiency Leader

Cost Leader

rel. Size
by M. Porter



Excursus: Differentiation - Blue vs. Red Ocean

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

“Best Practice” “New Practice”



Excursus: Differentiation - Blue vs. Red Ocean

Reduce

Which factors should  be 
reduced well below  the 

industry’s standard?

Eliminate

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

Create

Which factors should  
be created that the  
industry has never  

offered?

Raise

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

Blue Ocean  
Strategies

by W. C. Kim/R. Mauborgne



Analysis – Outside-in: Life Cycle

Introduction Growth Repositioning Rebirth

Introduction Growth Maturity Decline & Death

Time to Market  
Educate market and  
build brand identity

Refine product and  
build brand preference

Augment and differentiate 
product and build brand  

reputation

Phase out weak models,  
reduce costs and milk the  
brand – get out & transfer  

the brand

?

adapted from T.Levitt



Analysis – Outside-in: Trend Analysis

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

strong impact on corebusiness

low probability

Trend Colour

high probability

low impact on corebusiness



Analysis – Outside-in: Customer Needs Analysis

Market: Target Group: Product:

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
D

e
gr

e
e

 o
fS

u
bs

ti
tu

ti
on

100%

Time t

10
 %

Su
bs

ti
tu

ti
on

appr. 40% of substitution time

Substitution factors:
- Cost/unit-ratio of the substitute
- Special case: disruptive substitution
- Innovators‘s concept (innovators,  

early adopters)
- Rogers factors as drivers:

- Rel. advantage of the  
substitute

- Complexity
- Compatibility
- Observability
- Trialability

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



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

by E. Rogers

Innovators  
2-5%

Early Adopters  
5 – 15 %

Early Majority  
30 – 35 %

Late Majority  
30 – 35 %

Laggards  
10 – 20 %

Diffusion phases:

- Rel. Advantage
- Complexity
- Compatibility
- Observability
- Trialability

Implementation  
Decision

Persuasion
Knowledge

Confirmation

Success factors:



Analysis – Inside-out: Competences/Employees

Core competences, capabilites Importance for success Comparison to  
competition

1 2 3 1 2 3 4 5

Code: 3 = crucial
2 = very important  
1 = important

Code: 5 = much better  
4 = better
3 = same
2 = worse
1 = much worse



Analysis – Inside-out: Organisation - Greiner‘s Curve

The evolution of a company (organisation/system)

Phase 1:
Growth through creativity

Phase 2:
Growth through direction

Phase 3:
Growth through delegation

Phase 4:
Growth through co-ordination

Phase 5:
Growth through collaboration

Size of the company

Age of the  
company

Leadership Crisis

Competence Crisis

Control Crisis

Red Tape Crisis

Growth Crisis

by L. Greiner

Phase 6:  Growth
through  alliances



Analysis – Inside-out: Experience Curve

Cost/Unit

Potential for cost reduction  
20-30% per unit
- Learning effects
- Purchase effects
- Operational effects

- Fixed cost degression

Units

by B. Henderson



Analyse – Inside-out: Complexity Curve

Number of types/versions

Raising cost of complexity

- Unique 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

by C. Homburg/H. Krohmer



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

Screening:

What is going on?

Iceberg ahead?

2 Detailled Analysis H o w  t o  b u i l d  o p t i o n s :     3 Options

4

5

6 Implementation

Iteration

1



St. Gallen Business Model

What?

How?Who?

Value

Source: O. Gassmann

Value  
Proposition

Value  
Chain

Revenue  
Model

What do we offer  
to the customer?

How to build value?

Financial Viability: Costs 
and revenue

Who is our target  
customer?



How to build options – Portfolio
Management

4 Field Portfolio/BCG-Matrix

(external)  
Market Growth

(internal)
Rel. Market Share

by B. Henderson

H
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w
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Low high

Question Marks ? Stars

Cash CowsPoor Dogs



How to build options – Portfolio Management

9 Field Portfolio/McKinsey-Matrix

(external)  
Market  
Attractiveness

(internal)

from McKinsey

H
ig

h
Lo

w

Low High Rel. Competitive Advantage/Strength



How to build options – Portfolio Management: Market Attractiveness

Criteria Evaluation Scale (e.g. 1-9) Weighting Evaluation Sum

Rivalry e.g:

High intensity of competition: 1  

Medium intensity of competition: 5

Low intensity of competition: 9

0.2 6 1.2

Supplier power

Customer power

Threat by new rivals

Threat by substitution

...

...

...

...

Total 1.0



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

Criteria Evaluation Scale (e.g. 1-9) Weighting Evaluation Sum

Financial perspective e.g:

High cash flow: 9  

Medium cash flow: 5

Low cash flow: 1

0.2 6 1.2

Customer perspective

Process perspective

Employee perspective

...

...

...

...

...

Total 1.0



How to build options – Portfolio Management: Options for Growth

Key Elements

Totally new product lines  
needing significant R&D

New products currently in final  
stage of development

Modifications to existing  
product lines and continuous  
product development

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

Evolution of Current Portfolio  
(Expand existing business)

Innovation
(Build new business)

Existing Portfolio
(Defend existing business)

Options for future growth

Turnover/
Revenue/
Margin



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

Market

Product
Old New

Old

1) Market Penetration 2) Market Development

Probability of  
success in%:  

50

Ratio of  
resources:  

1

Probability of  
success in%:  

30-40

Ratio of  
resources:  

4-6

New

3) Product Development 4) Diversification

Probability of  
success in%:  

20-30

Ratio of  
resources:  

6-8

Probability of  
success in%:  

2-5

Ratio of  
resources:  

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

Key Partners
- Suppliers
- Key resources from

partners

- Key activities
performed by
partners

Key Activities
- For our value  

propositions
- Distribution

- Customer  
relationship

- Revenue streams

Value Propositions
- Offerings/bundles
- Customer problems

- Value/price

Customer  
Relationships
- Relationshipmodels

- Cost of customer  
relation

- Basis of customer
relationship

- Alternatives

Customer Segments
- Target group
- Customer valuation

(importance, ABC  
analysis)

- Role of a customer  
(innovator, early  
adopter etc.)

Key Resources
- Critical resources
- Supply chain

management
- Criticalcompetences

Channels
- Distribution
- Communication
- Logistics

- Cost efficiency of  
channels

- Customer  
integration

Cost Structure
- Fixed/direct cost
- Main cost drivers?
- Main costly resources?
- Main costly activities?
- Origins and structure of assets

Revenue Streams
- Pricing models
- Payment models
- What does a customer pay today?
- What would a customer be willing to pay (value based pricing)?



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

Screening:

What is going on?

Iceberg ahead?

2 Detailled Analysis H o w  t o  b u i l d  o p t i o n s :     3 Options

4

5

6 Implementation

Iteration

1



Evaluation – Discussing Options

Strategy as before:

Alternative 3: Alternative 2:

Alternative 1:

?



Evaluation – SWOT-Analysis

WeaknessesStrenghts

Opportunities Threats

internal

external

+ -



Decision – Strategy Cockpit

Assumptions/Trends: Optional Business Idea/  
Strategy:

Strenghts: Weaknesses:

Opportunities: Threats:

First Approaches for Implementation

Goals, Results Resources,  
Measures

T R

T = Time
R = Responsibility



Road Map - Framework

Normative Framework/Owner/Ethics
- Portfolio management
- Ansoff matrix
- Morphological box

- Business model 
frameworks

- Scenario management

Evaluation
- SWOT analysis

Implementation controlling

Internal
Planning/measures for  
processes, structures,  
systems, human &  
financial resources

External
Marketing mix (market  
positioning, market  
entry)

Option 1

Option 2

Option ...

Adaption/Development & Implementation of a Strategy

Inside-out:

- Performance/  
offerings

- Processes
- Organisation/

structures
- Capabilities/  

employees
- Cost position
- Experience curve
- Complexity curve

Decision

Outside-in:
- Market definition
- Market data
- Competition analysis
- 5 Forces
- Porter curve
- Trends/potentials
- Life cycle
- Customer needs
- Substitution

Regular review process:

explore vs. exploit

renew vs. optimize

Screening:

What is going on?

Iceberg ahead?

2 Detailled Analysis H o w  t o  b u i l d  o p t i o n s :     3 Options

4

5

6 Implementation

Iteration

1



Strategy Controlling – Balanced Scorecard

Financial

- Objective
- Measure/KPI
- Target

- Initiatives

Vision  
&

Strategy

Internal Business  
Processes

- Objective
- Measure/KPI
- Target

- Initiatives

Learning & Growth

- Objective
- Measure/KPI
- Target

- Initiatives

Customer

- Objective
- Measure/KPI
- Target
- Initiatives

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



External Implementation – Marketing Mix/Marketing  
Portfolio

e
xp

e
n

si
v

e

Price/Performance Position

P
ri

ce
P

o
si

ti
o

n

ch
ea

pe
r

sa
m

e
m

or
e

worse same better unique

Performance Position

Marketing Power/Intensity of  
Needs

M
ar

ke
ti

n
g

P
ow

er

hi
gh

m
ed

iu
m

lo
w

low medium high

Intensity of Needs

Option:

... ... ... ...



Internal Implementation – Measures/Action Plan (Example)

Implementation Actions

Goals, Results: Resources, Measures: Time: Responsible: Obstacles:
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