If I'd had NATHAL® back then... Reflections of an entrepreneur
Karl G, 83 yrs.
I learned about the NATHAL® method through a presentation that I heard from my friend Hannes Schmid in December 2015. Intuitively tackling practical problems and finding unusual new solutions as a result was something I could not imagine. After all, we are used to always proceeding rationally. In response to this objection, Hannes argued that the NATHAL® method not only activates the mind, but also the emotions are activated during his exercises. And that is precisely what intuition is, which in turn leads to surprisingly new solutions to problems. None of this convinced me that evening. Nonetheless, I decided to give it a try because the claims had made me curious. I attended a 5-day course.
In 5 days in 10 intensive exercises, personal and factual problems are systematically approached from a wide variety of viewpoints. The trainer uses targeted questions to stimulate new thinking and bring to light practical answers and solutions. As a side effect comes a calm, relaxed and positive atmosphere that continues to have an effect after the seminar. This can then be cultivated and deepened through independent exercises. My youngest daughter - a physiotherapist - noticed this change in my mood during a chance visit after my 5-day seminar with Hannes. And I was actually able to help constructively solve an open family problem.
The head of a company, however, is only marginally interested in that. As a businessman and retired entrepreneur, I asked myself what this method could do for a company. I therefore drew on my experience in this field. In 1960 - I was 26 years old - I was offered the management of a Pelikan subsidiary (Gimborn in Emmerich, West Germany, 70 employees, one million DM annual turnover, 150 thousand DM profit) as the sole managing director. The company was a regional competitor in office and drawing supplies since the 1920s. In addition to office supplies, it also produced an extensive range of drugstore products, with which it was also established in the relevant specialized trade nationwide. However, it was a stepchild of the group management and was treated accordingly. My predecessor had therefore made the decision to expand the drugstore sector and advised me, when I took over the company, to think day and night about the development of new products, which of course I did diligently. After 3 years and successful launch of two new products, I realized that I wouldn’t get the advertising capital required for appropriate growth in the drugstore sector from the company management. Conclusion: I needed a different market segment. 
In this situation I was made aware of the pet sector by our advertising agency MacCann. This had just been launched through huge advertising campaigns for pet food brands Schappi and KitteKat, a subsidiary of General Foods (Representatives who ate Schappi out of the can in the store were the no. 1 topic of conversation among retailers at that time!). As a result, the German pet trade received a considerable attention and was urgently looking for supplementary ranges for dogs. We found relevant articles from an English company that produced around 30 articles, from dog drops and distemper protection to dog shampoo. For the exclusive distribution contract in Germany, which I wanted to conclude after intensive market research and negotiations with the English company, I needed the approval of the management in Hannover and the advisory board in Emmerich. For the motivation of the employees in the company and the sales force, I needed their acceptance and enthusiasm. The reactions to my presentation of the new business idea you cannot imagine today: in 1964, a manager from a prestigious company in the pharmacy and drugstore sector comes along and wants to sell something as ridiculous as dog shampoo and dog chocolate drops! The big boss was speechless and asked me to develop mosquito repellent to protect car windscreens in summer instead; the advisory board seriously discussed the "downfall of the West"; the senior employees were skeptical, except for the sales manager, with whom I had spent weeks exploring the market. I received a long letter from the sales force that ended with the accusation of ruining the reputation of a respected old company. The big boss half-heartedly gave his approval in the expectation of a big flop. But the most important decision-maker was won over and the rest waited spellbound and skeptical about the development. When I left Gimborn in 1976, the pet sector had grown from the original turnover of DM 100,000 into DM 7 million, which already accounted for 50% of the total turnover. The other business areas have now all been abandoned. Today, Gimborn only sells pet supplies and makes an annual turnover of over 60 million euros!
This was just one of many situations that I had to master in my 30 years as managing director of a GmbH. If I had known about the NATHAL® method in the example described here, I would have made faster and more creative progress in many areas. Above all, I would have had more open-minded employees, because I would have sent four employees from each team from the areas of product development, production, sales and advertising to the NATHAL® training. There is always competition in a market economy. My impression from conversations with active managers today is that it has become even tougher and is constantly forcing innovation in order to defend and maintain market positions. And I can only achieve this with open-minded, creative employees, who have the courage to break new ground. I have come to the conclusion that NATHAL® represents a great opportunity to find and promote just such.


