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Dynamic planning and high performance 
at Siemens Switzerland 

Helen Kelly 
 

In many companies, business strategy is all but pro forma - a ritualistic activity rather than real work 
for a group of thoughtful top managers and business analysts. 

 
Dr. Markus Elmiger 
Head of Strategy, 
Siemens Switzerland 

“A typical strategy document,” Dr. Markus Elmiger, Strategy Director at 
Siemens Switzerland suggests, ”is a collection of steadily climbing number 
lines - projections that are ambitious enough to satisfy top management 
yet conservative enough to allow for things to develop less favourably. 

“This isn’t intent to be politic or even a conscious act. Rather, it’s a 
practice governed by unwritten rules about the right way to create an 
organisation’s public face. It is problematic, though, because the numbers 
become an end in themselves; so what one produces is actually a static 
picture rather than a dynamic plan, and the strategy is neither useful nor 
used." 

Siemens contend that a dynamic strategy process is preferable. 

 

Robert Winkler, 
Assistant to CEO Hubert Keiber 

“Instead of a fixed, finished document,” Robert Winkler, Assistant to CEO 
Hubert Keiber comments, “companies need a vibrant, supple action plan 
to improve the business. We want a dynamic process that invites creative 
approaches and insight, and is a fair and transparent assessment of 
pertinent information. Yes, it isn’t quick or easy and it involves a lot of 
people in the process. And, yes, it doesn’t produce a simple, pretty 
picture. Yet it's realistic. That helps us stay close to the business, so small 
things don't go unnoticed and we make the changes that matter in a timely 
way.” 

That’s the theory; but how does this work for a Regional company? And 
what does the practice look like in action? 

 

Function, not form 
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“We discuss markets, competitors, products and environmental analysis, much as strategists typically 
do. Yet the process is different in several important ways. 

 

 

1. Managers, financial heads and business unit strategic planners contribute ideas, proposals, 
insights and recommendations via DSPS. 

2. The business unit heads, supported by the strategy team, do the analysis and create the strategy 
for their respective markets 

3. The CEO with his top executive team, the business unit heads and the strategy team discuss the 
strategies in all relevant facets, draw the appropriate conclusions and approve or dismiss. 

 

“As we work together,” Dr. Elmiger says, “top managers and strategists develop a common picture of 
possibilities and common understanding about what we can realistically expect. And, we are able to 
deal with arguably the hardest part of strategic planning: deciding what we will not pursue any more.” 
 

Why this matters 

 
Dr. Hubert Keiber, CEO 
Siemens Switzerland 
 

This is extraordinary. Most people aren’t asked to contribute directly with ideas, 
proposals, and creative suggestions to the company’s strategic planning 
process. ‘Lateral thinking welcome here’ is usually lip service, and a company-
wide strategic planning effort led by the CEO and Head of Strategy that 
welcomes lateral thinking is virtually unheard of.  

I asked Dr. Keiber why he leads the way. 

 “Our target is to keep the customer, so we must differentiate products and services in a very 
competitive marketplace,” CEO Hubert Keiber comments. “Whether we consider sales, marketing, 
product development, business unit management, and the other roles that comprise a regional 
company, each of us has a lifetime of the customer yet from different points of view. With DSPS and 
the joint effort for strategic planning, we bring these points of view together in a coordinated effort to 
inform a well-rounded picture of the customer. That way, as we exchange ideas, run the analyses and 
consider possible routes, we are working toward the same goal and customer needs remain the 
focus.” 
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Time to think – a sea change for many company cultures 
“Several things are important here,” Dr. Keiber says. “We are a regional company, so it is essential 
that we accommodate the way customers think and buy in Switzerland. With our strategy process, and 
DSPS as the toolkit, we’ve substantially improved chances of achieving what we set out to achieve. 

“Yes, it is a culture change – a sea change. We ask people to take the time to think, exchange ideas, 
raise questions, identify and test assumptions, pursue analyses and make recommendations based on 
judgment. Then we take time to consider the implications of each proposal – what might be the result. 
We make a thorough, fair, objective assessment that accounts for intuition and evidence. Of course, 
this way of thinking and working takes time to introduce, yet it earns tremendous return.” 

“However, if you want to achieve a change, you must be in front of it. So together, Markus [Elmiger] 
and I lead Strategy Development workshops, working right across the company. In the first year I 
spoke to everyone. Writing it down and sending out motivational missives just doesn’t work when you 
want to convince people that taking time to think is an important part of the job.” 

“Before we started with DSPS, we produced mere projections,” Iwan Zwick, a 
member of Siemens Switzerland’s strategy team says. “Now, my job is to ask 
myself – and help others ask themselves - ‘what do I think, how do I know 
that’s right, and does the assessment suggest subtle changes to the proposed 
plan?’ This process engages our ideas - helps us learn and develop as 
strategists, and that’s very motivating. 

 
Iwan Zwick, 

Siemens Switzerland 
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