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Study "Missing Link" 
- How companies find and realize their values. 

Management Abstract 

Companies present their values internally and publicly. With values, they signal what they stand 
for and what priorities they give to internal and external action. People often experience these 
values as mere statements, but not as lived values: communication and practice have to be con-
gruent to avoid a lack of credibility.  

This risk of credibility will threaten the community, staying consistent, and so being able to cre-
ate value: The integrity of corporate management becomes doubtful; dwindling trust under-
mines loyalty to the company and can become an occasion for cynicism and purely selfish behav-
ior. 

How do companies ensure a real "walk the talk" throughout the company?  

The study "Missing Link" examines the process of value practice in the following steps  

 Value Determination and Value Definition 

 value communication 

 Adaptation of business practice 

Without claiming representativeness, this report describes the results of interviews, procedures, 
and activities in a broad range. The implicit ways of thinking are reflected and interpreted based 
on an explicit understanding of the authors' values. Options for action are proposed to make bet-
ter use of the value of the values. 
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