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VUCA - WORLD OUTSIDE
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WHAT´S GOING ON OUTSIDE?



IMPLICATION – „COMMODITY TRAP“
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In the near future our high-tech welding systems will be…

/ a necessary,

/ but not at the same time a sufficient condition for our business success.

The driving value of our business strategy has to be reviewed.



VALUE DISCIPLINES (TREACY / WIERSEMA, 1993) 
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Product Leadership

• continous stream of leading edge products

• Research & Development is crucial

Operational Excellence

• low cost operations

• production processes, logistics and 

business operations are crucial

Customer Intimacy 

• taylored solutions to precisely 

segmented markets and customers

• customer relationship is crucial



STRATEGIC QUESTIONS
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/ How is our strategic business model configured at the moment?

/ Is our our current strategic business model aligned with Customer
Intimacy?

/ Where are the leverage points of digitization?

/ Where to invest money and resources?
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MANAGEMENT APPROACHES

experimental / inductive

analytical / deductive

opinion knowledge

• concepts

• evidence



BUSINESS MODEL CONCEPT
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Economic Level

Logic of organising revenue 
streams

Operational Level

Internal structure and processes

Strategic Level

Logic of generating value for customers 
and the corporation
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STRATEGIC BUSINESS MODEL

Where is our focus to invest money and resources?
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„MANAGEMENT MYOPIA“

Industry 4.0



EMPIRICAL STUDY (WERANI ET AL., 2016)
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/ How should successful business models be configured?
/ 230 largest (by revenue) Business-to-Business corporations in Austria

/ Input conditions: Effort (investment, human resources,…) to each dimension: less intensive / intensive

/ Outcome: „Return on Sales“: average or below average / above average

/ Configuration analytics with Qualitative Comparative Analysis (QCA)

/ 14 different configurations of intensive effort show „Above average Return

on Sales“
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CONFIGURATION P4 – CUSTOMER INTIMACY 
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DIGITIZATION - STRATEGY
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WHY?

Management of

customer
relationships

Management 

of customer 
benefits

„WHAT things are done by
the customer?“

Fronius International GmbH  /  Strategiekonforme Digitalisierung

„WHY things are done by the
customer?“

Data

Data

Generate Customer 
Benefits

Products/Services/Solutions

Understand
Customer Benefits 

Analytics

Analytics

Communication
management



KEY TAKE AWAY´S
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/ Be aware of „Management Myopia“

/ Understand the driving value of your existing Strategic Business Model 

/ Align your Strategic Business Model with your intended Business Strategy

/ Align your Digitization Strategy with your intended Strategic Business Model
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Thank you for attention - enjoy VUCA!
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