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Digital  Darwinism

Just as flocking pro-
tects starlings from 
airborne predators, 
collaborations and 
partnerships can 
ensure the survival  
of businesses. 
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Darwin’s theory of evolution centers on one key 
principle: survival of the fittest. In the business 
world, this concept seems just as relevant, though 
the pace is significantly different. In nature, it 
can take centuries or millennia for traits to im-
pact a species’ prospects positively or negatively. 
In the fast-paced economy of the Anthropocene, 
companies often have mere months or years to 
adapt in order to secure their survival.
The mechanisms behind this dynamic are studied in 
evolutionary economics, a field of economic research 
that emerged in the 1980s. It posits that markets – 
and therefore businesses – are never in a state of 
equilibrium. Instead, they are characterized by con-
stant competition among companies, products, and 
systems. As in Darwin’s observations in nature, only 
those that adapt to their environment emerge victo-
rious. Companies must navigate this challenge daily, 
adapting to new regulations, shifting consumer pref-
erences, demographic changes, and long-term trends 
like climate change. But the most transformative and 
rapid force shaping today’s business landscape is dig-
italization. Companies not only need to keep pace 
with it but, ideally, drive it to remain competitive and 
ensure their survival.

Swallowed by evolution
There’s another parallel to Darwin and his ideas: vi-
sionaries, like the naturalist himself, are often met 
with skepticism. Modern business leaders such as 
Steve Jobs or Mark Zuckerberg were also viewed with 
suspicion. When Apple launched the iPhone in 2007, 
Microsoft’s then-CEO Steve Ballmer famously mocked 
the device as too expensive and impractical due to its 
lack of buttons. Yet the iPhone revolutionized the mo-
bile phone market, while Microsoft exited the smart-
phone arena within a few years.

The business world is rife with examples of 
companies that failed to evolve. Nokia resisted the 
transition from push-button cell phones to smart-
phones. Kodak missed the digital camera revolution. 
The US video rental company Blockbuster declined to 
acquire Netflix before the streaming service sealed its 
demise. These companies might have avoided being 
casualties of natural selection – a main principle of 
Darwin’s theory – if they had embraced traits critical 
to survival. 

Today, critics suggest that German carmakers 
have been too slow to adapt to the shift toward elec-
tric vehicles. Whether that judgment holds will only 
become clear with time. Evolution, after all, is neither 
linear nor entirely predictable. It operates according 
to several principles, both in the wild and in business.
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innovate Digital  Darwinism

Companies must 
navigate various 

challenges, adapt-
ing to new regula-
tions, shifting con-
sumer preferences, 

demographic chang-
es, long-term trends 
like climate change, 

and above all: 
digitalization.
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Essay

Technological innovation, rapidly shifting 
customer demands, and the ecological chal-
lenges of the 21st century present many ob-
stacles to businesses: those that do not react 
quickly enough through product and process 
innovation fall behind and lose customers to 
competitors. But how can business models 
be made future-proof? Which new business 
models are viable as technology progresses? 
And how can the development of business 
models be done in a structured way? 
At Siemens GBS Global Marketing Services 
(GMS) Marketing & Sales Consulting (MSC), we 
specialize in answering these questions hands-
on. Around 40 experts worldwide support clients 
from all global Siemens companies as an internal 
consultancy for strategy, transformation, and 
customer centricity. No matter if we are talking 
about the development of a new marketing and 
sales strategy, new forms of communication, 
support with transforming business models, or 
improved customer centricity: together with our 
clients, we establish and implement new, mostly 
digital, business and sales models. 

A holistic approach:  
DNA Consulting Framework
The results often take the shape of platforms or 
software-as-a-service (SaaS) applications. But 
there are no one-size-fits-all solutions. Every proj-
ect is different. Our own consultancy framework 
ensures an efficient approach to many complex re-
quirements. It enables us to support business mod-
el innovations from start to finish or only in spe-
cific phases of a project, depending on ist specific 
needs. We call this framework the DNA Consulting 
Framework, because it innovates the business from 
its core and also changes the mindsets of people. 
Together with the client, we identify the status 
quo, explore trends, and assess their existing busi-
ness model. New ideas for future use cases, new 
business models, as well as new options for mone-
tization are then co-developed in workshops. Sub-
sequently, we implement the new business model 
and execute the jointly created sales strategy.

Our main distinction: as “Siemens insiders”, 
we know the Siemens world with its key programs 
as well as rules, regulations, and tools from nu-
merous projects. As a result, we get up to speed 
fast and can communicate with customers on an 
equal footing.

Real-world example:  
decarbonization through data
The development of the business model and the 
market launch of the emissions management 
tool SiGREEN in collaboration with colleagues 
from Siemens Digital Factory Automation is 
a recent real-world example of our work. We 
went through all four major steps of our DNA 
Consulting Framework:

Biography
Christian Drotleff is Head of Marketing and 
Sales Strategy at Siemens Global Marketing 
Services (GMS), Marketing & Sales Consulting 
(MSC). The MSC team consists of around 40 
employees. They support their clients during 
transformation using digital, data-data driven, 
and AI-enabled consulting, solutions, and 
implementation services along the entire cus-
tomer journey.
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innovate FlexLync Pay

Managing payments  
independently, intuitively, 
and on a modern interface 
seems too good to be true? 
Not with FlexLync Pay, the 
Customer Payment Portal 
by Siemens Global Business 
Services.

What is it? 
FlexLync Pay is part of GBS’ Opportunity-
to-Cash (O2C) portfolio. In this Customer 
Payment Portal, customers can manage 
their payments to Siemens autonomously. 
The system displays open invoices and 
payment options, and offers the possibility 
to receive and download invoice copies. 

Overall, the platform features: 
• �A single, dedicated channel to manage 

their account payables 
• �Access to multiple payment options 

including ACH (automated clearing 
house) and credit card

•� �Enhanced credit card transaction secu-
rity by eliminating the need to gather 
and process card credentials manually

•� Largely automized and digitalized pay-
ment process including cash application

What is the customer  
benefit?  
Customers benefit from a fully automated 
process that enables significant savings 
through credit card surcharging. More-
over, customers can work on their invoic-
es independently and do not have to rely 
on the availability of their contact person 
within Siemens. This makes it a highly 
efficient and cost- as well as time-saving 
tool, so customers can focus more on 
sales and less on administrative work. 

What makes it unique?  
FlexLync Pay makes doing business with 
Siemens easier. Through enabling flexibil-
ity, autonomy, and usability, FlexLync Pay 
offers significant value-add to customers. 
At the same time, the portal also adapts 
to a new generation of buying customers, 
bringing B2C payment processes to B2B 
scenarios.  

What is next? 
Discussions are underway to make the ser-
vice available for even more customers in 
the Americas, offering FlexLync Pay in ad-
ditional countries across North and South 
America. To offer best-in-class service, the 
team is working on including additional 
payment methods. Furthermore, future 
collaboration opportunities with Siemens 
Financial Services in terms of extended 
payment term options are being investi-
gated at the moment. 

FlexLync Pay in three words?  
Intuitive, modern, reliable.

�c�•�ˆ�}�Š�Œ�� 
Nikolas Barth,  

Head of GBS Digital 
Solutions Americas

FlexLync 
Pay  at a 

glance

�r�}�•�Œ��Laura Donnemiller

�c�•�ˆ�}�Š�Œ�� 
Wolfgang Satori,  

Head of GBS 
 Opportunity-to-Cash 

Services Americas

Click here to get in touch with GBS
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Logist ic Services
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Innovating���Œ�Š�y�†�‹�ˆ�‡�Š�Œ

�r�}�•�Œ��Laura Donnemiller
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With many Siemens Businesses among its cus-
tomers, Logistic Services manages, for example, 
freight clearing for eleven million shipments per 
year. In eight logistic centers, over 240 employ-
ees coordinate transports, provide freight man-
agement services or co-create innovative solu-
tions with clients to meet their specific business 
needs. The portfolio ranges from logistics opera-
tions and freight services to expert advisory and 
digital solutions. Whether you need support with 
operative transport management, automizing 
your logistic processes or introducing an opti-
mized logistic network design, Logistic Services 
serves customers in supply chain strategy, tactics 
and operations.

The team enables transformation towards 
a sustainably and digitally optimized supply 
chain, harnessing the power to co-create value.

Value creation in action:  
save on transport costs with 
freight clearing services   
In today’s highly competitive economy, GBS Lo-
gistic Services is committed to creating custom-
er value with professional and cost-effective 
services to provide a critical cost advantage for 
our customers. They are continuously enhanc-
ing one of their cost-saving offerings, a self-bill-
ing process named LP2, which collects, virtually 
bundles and pays transports, all highly automat-
ed based on Electronic Data Interchange (EDI) 
carrier connections. The solution masterfully 
handles tariffs with various structures from dif -
ferent service providers and carriers, variable 
cost factors, surcharges and special conditions, 
always making sure that the customers pay the 
most cost-effective option. Thanks to the bun-
dling effect, all customers using this service 
are able to save costs as the shipments are not 
paid separately by each Siemens Business. In-
stead they are consolidated for Siemens AG as a 
whole if the transpor ts characteristics allow for 
a virtually bundled payment. This way, Logistic 
Services creates substantial value for their cus-
tomers. What this example greatly represents is 
that Logistic Services not only impr oves quality 
and drives automation of processes, but also 
puts a strong focus on additional customer val-
ue creation.  
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