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We got it BACKWARDS Tip #1

HR/Traditional The Way Leaders
View of LEARNING REALLY Learn
A
High - High

Formal Learning Experience
On-the-Job Learning

A y_____________________________4

:é. Learning ‘_é_ Learning

from Others from Others

A | A
Experience | Formal
On"the"JOb Learning
Learning
ol 10% 20% 70% Low  RETI 20% 70%
Total Time Spent For Development Total Time Spent For Development

Source: Morgan McCall, Robert Eichinger and Michael Lombardo Center for Creative Leadership CCL
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The Cone of Learning

After 2 weelks,
I'see and I forget. we tene t@ rRMEMBER oo
L hear and I remember. / \
I do and I understand. /' \ * 10% of what we READ

— Confucius '
/ %g{éﬂsﬁl \ « 20% of what we HEAR

\ * 30% of what we SEE

\

* 50% of what

we SEE & HEAR
Participating in a Discussion * 70% of what
Giving a Talk we SAY

* 90% of what
| we SAY & DO

Source: Edgar Dale (1969)
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Tip #2

The older you get the more like
yourself you become.

Source: DDI, 2010



b
“Yesterday I was clever, so

I wanted to change the world.

Today I am wise, SO
I am changing myself.”

AS IRON SHARPENS
IRON, SO ONE

PERSON SHARPENS
ANOTHER-

Frev. 27:17
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DDI Leadership Profile

Performance (Output)

1

1 What | am capable of

What | have done

2 ) (Skill) EXPERIENCE (Behavioral
¢ 3 Capability)
ATTRIBUTES
ORGANIZATION h
KNOWLEDGE 4) Wholam
(Mind Set)

1 ) What | know
(Knowledge)

10



@ e
Leadership Profile:

T Competency = Behavioral Capability
= ANIIOBLBINGANIIN (36, W&8)

% Personal Attributes =  Mind Set
= @aan (30 lad1in, dan)

§ 1§
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Competency (Behavioral Capability): Template

SUSTAULLAINOANSSU
6 Clusters, 19 Competencies
4 . N - ™
Achievement Cluster Managerial Cluster
1. yusfugmiudsa 11. sufiauazdszanunisvinouciuiuy
2. fdeduaassidaunazinonis 12. Wanngaduauanuatinuasusazau
3. dfficinisediesn 13. 1iniu
L 4. dimngadiefiaandn U H4anilgiowdegmsanand )
e . . N . . - N
Helping/Service Cluster Cognitive Thinking Cluster
5. 1wnlaAu 15. nuamdauIg
6. wofursnisanen 16. ﬁmmjoﬁtiﬁwﬁ
J 17. AaLonannig
4 N\ J
Influence Cluster p N
7. @guansgnuuazliuinialacduy Personal Effectiveness cluster
8. saujluasens ) 18. \ifasfulunuiay
9. JAnnsliAuLIAIAUTLAAUAUTUKUNTA 19. fimudtanse
10. ihnstdRauniasluavans
N J J

@ prr
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Competency: Brain Map

Problem Solving m‘mﬁym
Logical ﬂ]ﬁﬂﬂ!‘lﬁx‘l!‘}‘iﬂﬂﬁ
Analytical MIIAATIST
Technical Aspect AR/
IBINMI

Financial M381/a0

Left Cerebral

Organize N13IANI
Planning N133194NU
Implementation fﬂﬂﬂﬁﬂg]‘ﬂ
Q1u!@ﬂﬁ1§/ﬁ1ﬂf§§ﬂ1§
Organizing/Administrative
Supervisory M3UIAVUYH

Left Limbic

Organize

Source: ‘The whole brain business book’ by Ned Herrmann

Strategize

Integrative M3Uszaunnuna

Ay o Jd

Visionary msa3193aemi

Innovative MIUINIINI
=

ilasunas

a [
Creative ﬂ31uﬂﬂﬁ%1ﬁﬁ§§ﬂ

ntegrative NFLANIANNAR
Communication N1SARAS
Service minded N15U3N1S
Harmonizing nnsdszanula
Teamwork N1V ULLIUNH

Personalize

Flexible A21NAADIAILIATIEIM
StratI:gize

Right Limbic

Right Cerebral

13



Example: GE's Leadership Traits (Competencies)

Growth Generation

... defines success in market terms

... simplify strategy into specific actions

... take risks on both people and ideas
... energizes teams to build loyalty & commitment

... uses deep domain expertise as a source of
confidence to drive change

14



Example: GE's Growth Generation Leaders . . .

always executing with integrity

15



Yo
Personal Attributes (Mind Set) (1)

Enneagram of Personality

Enneagram is a model of the human psyche which is principally understood and taught as a typology of
nine interconnected personality types.

The nine spaces create three triads that also have distinct characteristics, with Eight, Nine, and One
forming what’s often called “The Gut Triad,” Two, Three, and Four forming “The Heart Triad,” and
Five, Six, and Seven forming “The Head Triad”.

THE REFORMER : The Rational, Idealistic Type: Principled, Purposeful, Self-Controlled, and Perfectionistic

. THE HELPER : The Caring, Interpersonal Type: Demonstrative, Generous, People-Pleasing, and Possessive

. THE ACHIEVER : The Success-Oriented, Pragmatic Type: Adaptive, Excelling, Driven, and Image-Conscious

THE INDIVIDUALIST : The Sensitive, Withdrawn Type: Expressive, Dramatic, Self-Absorbed, and Temperamental
. THE INVESTIGATOR : The Intense, Cerebral Type: Perceptive, Innovative, Secretive, and Isolated

. THE LOYALIST : The Committed, Security-Oriented Type: Engaging, Responsible, Anxious, and Suspicious

. THE ENTHUSIAST : The Busy, Fun-Loving Type: Spontaneous, Versatile, Distractible, and Scattered

. THE CHALLENGER : The Powerful, Dominating Type: Self-Confident, Decisive, Willful, and Confrontational

. THE PEACEMAKER : The Easygoing, Self-Effacing Type: Receptive, Reassuring, Agreeable, and Complacent

O 00 N O U1l A WIN =

Source: https://en.m.wikipedia.org/wiki/Enneagram_of_Personality | https://intervarsity.org/blog/welcome-enneagram-tool-transformation ] 6



® pre
Personal Attributes (Mind Set) (2)

Peacemaler The Enneagram Personality Test....
SRS conflct https://www.truity.com/test/enneagram-personality-test
,77 Maverick ™ 9 Perfectionist
I Challenger Reformer
\ Leader 8 1 Judge HEART HEAD GUT
Mo weakness Critic

~—-=-=--7 anger Image Strategies Resistance
MOTIVATED BY What will others think? How can | solve this? What is wrong here?

Adventurer
Enthusiast

pain [

FOCUS OF Looks out to what Looks within to Digs in to my

2 Helper ATTENTION others want what | think own opinion

Connector

Manipulator LIFE PERSPECTIVE Life is a task Life is a problam Life is a battla
Nurturer
own needs Control [
ntrol people
WANTS TO Fix the problem Understand the issue and circumstances

Loyalist 3Achiever INSTINCTIVE "Yes, I'll do that *| don't know about that. N
Skeptic Performer RESPONSE if you want me to.” I’ll have to think about it.” e
Questioner Status-Seeker
deviance worthlessness
failure Toward people Away from people Against people
_ 4 Arist
OT:'" ker Romantic
server Individualist UNDERLYING
Investigator ordinaniness FEELING Shame Fear Anger
uselessness
italics above are the avoidance Stg;::a:ﬁz n{LTzﬁ['lit:ﬁL:;gfeT Stack) Attention Security Autonomy
B Social

Self-Preservation
With Arrow — Disintegration (stress)

Against Arrow — Integration (growth)

17

Source: https://fen.m.wikipedia.org/wiki/Enneagram_of_Personality | https://intervarsity.org/blog/welcomesenneAgcsGrplitradsfomatan cam



% Field Marshal Moltke’s 4 Officer Attribute Matrix

SMART

Intelligence

DUMB

LAZY Initiative ENERGETIC
Commanders General Staff Officers
Make the right things Direct the right things
happen but in the easiest to happen
possible manner
- [ Discover ] - - [ Capture ] -

Menial Tasks

Follow orders to perform
routine tasks that must be
done by an officer

- [ Maintain ] -

Will make things happen
But the wrong things

- [ Destroy ] -

® prt
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A1 “Lead” wiansse) @a

6l 9596) MIAUNIYFINEAI1VD I3

Ad step ahead and across the threshold
158 NSNUINNIULAAING LA

A9 Lead L bassneds 6 WULUY Hierarchy
mﬁmmﬂﬂnu‘luaaﬂnﬁmq Ta)
meﬂﬂ%l,ﬂ% Leaders b
“Everyone can be a Leader”

| “The Fifth Discipline” by Peter Senge

\ WL 19



To Step Ahead, across Threshold...
Leaders need Passion and Purpose...!!

PI.EAS“BE ( PASSION ?

“rock star happiness”

What things do you like to do ?

What is something that gets your blood pumping ?

What keeps you up at night ?

What makes you want to get up in the morning ?

What is something that causes you to lose track of time ?
When you close your eyes and imagine your greatest moment,
what are you doing ?

What would you do if you knew you couldn’t fail ?

“flow & engagement”

PURPOSE ?

What do you want your legacy to be ?

How do you want to be remembered ?

P““PﬂSE What would you change if you could ?

“feeling part of something How can you make this world a better place ?

bigger than you™” . v What'’s the greatest or craziest thing that you can imagine doing ?
What’s something that you’ve wanted to try ?

What’s on you list of things to accomplish in this lifetime ?

Who can you help ?

Source: Stock Photos & Royalty Free Photos by Dreamstime and http://www.seedstraining.com/ 20



The Passion 4 (ansuin 4)

% 7‘, }
2

Aspiration Perseverance  Dedicationw

U/ A a
RUNS g 13k 11919 b+
ANUWD 1D AN ANNAA anulasnsos

The difference between a successful person and others is not lack of strength
not a lack of knowledge but rather a lack of will.

21
The way we wovlk fogelher
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% The Legitimacy Principles of Leader

Legitimacy
(Leadership)
I |
Authority (Boss) Validity (Leader)
Election ‘
Appointment

Synergetic Relationship

TRTT Balance of Emotional
Trust Credibility standing
|
I
Synergetic Relationship
I
I I | I I
Employees Customers Vendqrs . Investors Exiernc.tl.
Suppliers Communities

Source: Timothy F. Bednarz
22



Leadership is Not about Titles, Positions or Flowcharts.
It is about One Life Influencing Another.

By John C Maxwell

Of the Fortune 500 companies,
163 CEO's are Marines...
Most were enlisted Marines...
The list goes on and on of MARINES who left the Marine Corps and
went on to do amazing things because of
I the LEADERSHIP and DISCIPLINE instilled in every Marine
from day one that could be today for you !
I GOOGLE - Feb 3, 2019

23



: m’w@y‘l«h 5 5¥¢U (The 5 Levels of Leadership) By John C. Mazwell

Source

® m'azgﬁ:ﬁw 5 520U (The 5 Levels of Leadership)

AN L‘iQ‘ll%ﬁﬂﬁﬂ‘llﬂﬂﬂ’l’J"N%’]
Aa ﬂ'l‘ii‘w@J%ﬂ%&l%‘lﬁ)%‘ﬂ%ﬁdﬁl%ﬂ%’i“ﬂﬂﬂ 4

AAFIT A
9q U 9q

el et

WU AW

MIHIIA%
LY o 1 a o ¥
HAKEBNMAINIWGIEIN ﬁenqm‘lﬂm‘fmmnm

N198519N A9

X
N19gadsl
AARNNUS
KAULasyeawg1z31 aennvin

A1 bb U b 9
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Pfizer CEO hails ‘obsessive’ Netanyahu Ll

for calling 30 times to seal vaccine deal

Speaking with Israeli TV, Albert Bourla says kids under 16 likely to soon Pfizer CEO Albert Bourla on Thursday praised Prime

get okay for vaccines, younger children to be vaccinated by year’s end Minister Benjamin Netanyahu ’'s “obsessive” efforts to

By TOI STAFF 0000 328  Secure a coronavirus vaccine deal for Israel and predicted
11 March 2021, 9:48 pm | ™4 3 -

saes— that children younger than 16 will soon begin receiving his
company’s vaccine. “He called me 30 times,”
Bouria said of Netanyahu. . . ..

He also cited Israel’s “extraordinary healthcare system...
very high degree of economic data” and experience in
dealing with crises.

Asked about Netanyahu’s frequent claim ahead of the
March 23 elections that only he can bring vaccines to
Israel, Bourla stressed his company signs supply contracts
with states, not individual leaders.

“We are not contracting with individual companies or
organizations... The vaccines will be sold to every
country, irrespective of who is the leader,” he said.

Source: https://www.timesofisrael.com/pfizer-ceo-obsessive-netanyahu-called-30-times-in-effort-to-seal-vaccine-deal/ 25



% Hard v.s. Soft Power

HARD

VERSUS

Uses military force to Uses culture to
coerce. influence others.

($)

Utilises economic Demonstrates good
means. governance and
principles.

/AN | &

Imposes sanctions to Engages with other
achieve goals. states in a positive way.
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% The Leadership and Charisma

Position Personal
Power Power

(611—“%) (Wiglﬂ‘”) (wsgﬂm) (!Nﬂﬂ1/ﬂ§ﬂﬂ)

Authority
. @) -

Position™. _“Personal
Power . Power

Wszay) 7 N (WIzRy)

" Mercy ™
\_ (HnAny/ngan)

.
4
7’
’

.

27



® prt
% Symbolic Leadership : Lady Justice

Indiscrimination

Authority

28



® Good Leadership Model

“

n—.r\ A

PURPOSIVE EFFECTIVE
Strive for Perform now
goals that and build for

society deems the future

fitting
GOOD
LEADERSHIP
STATISFYING ETHICAL
Make others do the right
and you feel things in the
good right way

.

Ny

® prr
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% Leaders’ Ultimate Responsibilities

To lead the organization by:

» Accountable for bottom line
» Create vision

> HRM owner

“The only purpose of being a leader is to lead.”

® prt

30



® prt

% Leader doing WHAT else?

» Having firm standing/believe on
a certain principle

> Being Visible (as figure Head)

» Ensure Execution

» Crisis Resolution

» Delivering next

generation executives

31



% Tips for New Leaders ! (1)

* Leaderx Leadership

Leader with Charisma = “Great Leader”

* Always walk the talk
* There is no free lunch in real world.
* One can always find opportunity in every crisis.

Y @
WAL W AL

® prr

32



“Never Iet ‘good

/)

crisis go to Waste.

Sir Winston Churchill
Former Prime Minister of the United Kingdom

33



® prr

Tips for New Leaders ! (2)

* Work smart not work hard.

* Hear more, talk less.

* Solve problem by not being a part of it.

* Leader’s lowest morale standard is the highest

standard for subordinates.

34
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% Tips for New Leaders ! (3)

On Corruption :

"Power corrupts,
" d 1
Power tends to corrupt and Z;‘,m“;z o PoleT
absolute power corrupts absolutely. absolutely."
Great men are almost always bad men,
Lord Acton

even when they exercise influence and
not authority; still more when you
superadd the tendency of the certainty of |org Acton, 1870
corruption by authority.”

"Unlimited power is apt to corrupt the minds of those who possess it."
William Pitt the Elder, Earl of Chatham and British Prime Minister, 1770

"A Fish Rots From The Head Down."
English proverb

35



“Domg the right thing is more lmportant than domg the thmg rlght ?

‘i T'ps for New I.eaders ' 16)

Peter Drucker, Father of Management.

ANTVASSINISNE

DOING THE RIGHT THINGS

X

BADLY
DOING THE WRONG 'DOING THE WRONG
THINGS BADLY THINGS WELL

m

OPERATIONAL EXCELLENCE

23
“ L — & W
14 2% &

»
N

HOW YOU DO IT

_

Right Things

Wrong

Right Things
Right

Wrong Things § Wrong Things

" 3
=

Od NOA LVYHM

® prt

% 2}
== i}
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Do you understand your responsibility as a Leader ?
By JACK WELCH

According to JACK WELCH, the CEO of all CEOS . ..
6 Rules for leadership:

1. Control your destiny; or someone else will

2. Face reality as it is, not as it was or as you wish
it were

Be candid with everyone

Don’t manage; lead

Change before you have to

If you don’t have a competitive advantage,

o Ul AW

don’t compete

37



Yo g ® ptt
" WINNYNSFAIEAT © George S. Patton (1885-1945)

He was an American general and army officer. He is best known for
his leadership as a general during WWII. His eccentric character and
frankness has also made him quite prominent.

« “A pint of sweat will save a gallon of blood.”

 “Agood plan, violently executed now, is better than a perfect plan next
week.”

+ “Lead me, follow me, or get out of my way.”

+ “Do everything you ask of those you command.”

« “Say what you mean and mean what you say.”

« “Many soldiers are led to faulty ideas of war by knowing too much about
too little.”

+  “Never tell people how to do things. Tell them what to do and they will
surprise you with their ingenuity.”

+ “If everybody is thinking alike, then somebody isn’t thinking.”

* “Do more than is required of you.”

* “Moral courage is the most valuable and usually the most absent
characteristic in men.”

« “l am a soldier, | fight where | am told, and | win where | fight.”

GENERAL PATTON SAYS: BUY MORE BONDS!
The Timken Roller Tearing Company, Canton 6, Ohio

38

Soure: https://www.businessinsider.com/11-quotes-that-show-the-great-leadership-of-general-george-patton-2015-11#1-a-pint-of-sweat-will-save-a-gallon-of-blood-1



% Tips for New Leaders ! (4)

Like Attracts Like —
The Principle Behind As you know like
the Law of Attraction attracts like, 1f you
want better people
in your life, you
must work on
being a better
person yourself.

- Sesw Broww

LIVELIFEHAPPY.COM

‘LIKE ATTRACTS LIKE' A
THE PRINCIPLE BEHIND THE | ¢
LAW OF ATTRACTION ?

39



STRATEGY LEADERSHIP :

»»> Strategic Planning Process

40



® prt

% Strategic Leadership

Tactics is the art of using
troops in battles,

Strategy is the artm
battles to win wars /

ﬂwmﬁlﬂaﬂwﬁ Aa dadznisiy
A1aINHIS L ERINTL

, \ ﬂﬂﬁﬁ'\am fa dadznisly
ER NN ﬂmmfu ol laTusnsitialass

41



® prt
QStrategy & Tools : The Golden Circle

WHY ila

Very few organizations know WHY
they do what they do. WHY is not
about making money. That’s a result.
WHY is a purpose, cause or belief it's
the very reason your organization
exists.

WHY How WHAT

—| You KNOW
that

KNOW Sy -
You Don’t KNOW

HOW 2799

Some organization know HOW they
do it. These are the things that make
them special or set them apart from
their competitions.

I_ You KNOW
Don’t KNOoW_fhat |\ —————————— {

4..... EEEEER

The Purpose You Don't KNOW

What is your cause ?
What do you believe?

WHAT W)

‘IIIIIIIIIIIIIIIIIIIIIII

Every organization on the planet v
knows WHAT they do. These are
products they sell or the services. The Process The Result
Specific actions taken to What do you do ? The result
realize the Why. of Why. Proof.

Note: The Golden Circle by Simon Sinek 42
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@ Strategy & Tools : Comfort Zone

Find ;
P THE 2% MINDSET
Deal with P R AR
challenges and i ph/ OF‘THE POPULATION
GOINw FOS . EMBRACING THE UNKNOWN

problem

YOUR DREAMS - 2z
4 9% % OF THE

Lack of

self-confidence
PYOPULATION EXCITEMENT

CONFIDENCE B  BEING LIKE EVERYONE ELSE %,
%  LIKING CHANGE

AECURE SURVIVING

COMFORT Wi7.8 LEARNING

LIVING WITHOUT

ZONE ZONE ZONE

Fﬁ:'m;‘d Find EXPLORING § 7
con ~ LIMIT
excuses Set new NEw B FEAR JUST GETTING BY ? el

Be affected Acquire goals A DULL LIFE  PLAY IT SAFE &

by others’ opinions new skills ’ onp
HAPPINESS #
Extend your SETTLING FOR LESS ACZFI:;ES:;TE
comfort zone (llaonquer COLen LRENT e
objectives .
GETTING THE MOST OUT OF LIFE

43



@ There are only two ways to formulate
Vision and Strategic Plan...

1. By leader (owner) e.g. Owner's guidance or directives, etc...
Can be moderate or very aggressive and risk taking...

2. By group effort e.g. via annual Strategic Planning Session (STS)...
Usually less aggressive but more thorough...

44



® The Contrasts between ® prt

the Finite Game and Infinite Game

Finite game

Infinite game

The purpose is to win

Improves through survival of fittest
Winners exclude losers

Winner takes all

Aims are identical

Relative simplicity

Rules fixed in advance

Rules resemble a debating contest
Compete for mature markets

Short-term decisive contests

The purpose is to improve the game
Improves through evolving the game
Winners teach losers better plays
Winnings widely shared

Aims are diverse

Relative complexity

Rules changed by agreement

Rules shape language like grammar
Grow new markets

Long-term enduring processes

45



% The Infinite Game

1. Advance a Just Cause

2. Build Trusting Teams

3. Study Worthy Rivals

4. Prepare for Existential Flexibility

5. Demonstrate the Courage to Lead

Source: The Infinite Game by Simon Sinek

Intangible/ difficult to measure
Value based decisions
Idea is to perpetuate the game

Finite Player

Infinite Player

Results tangible/ easy to measure
Compete to win

46



'& Demin

<= g e

What else is there to
be done ?

Identify room for
improvement

What was achieved ?
Check the

achievement of
objectives

g Cycle for QC

lﬂt}

What should it be
like?
Define objectives;

action planning

What should we do

and how should we
do it?
Implement actions

- h’ By == M i x t,..-i' r 2AL

Find and note
down opportunities

C- AR A

Imﬂlglg;l;ﬂ or GYC |~E |mme[f]noen! the

lm:rrnugeestsﬂe solution

CHECK
study your findings and
gbsefvations from your
“testing” phase

47



% Strategic Planning Cycle

(" Strategic Foresight,

Scenario Analysis

Range of possible futures Present statistics derived from
(due to external drivers)
A | B C D reanalysis data | observations
(no adaptation) BJseIine Scenarios %] 9]
I |
3
F Alternative
rnative
K I Future Sc io Reference Scenarios
.
2
n
v
K @ [ | |

. KE

Key Performance Indicators

{Imm‘

OBJECTIVE  MEASUREMENT  OPTIMIZATION STRATEGY PERFORMANCE  EVALUATION

7 R
END WAY

N

Why? Where? When? What ? How ?
1 > -

2
3

(Strategic Objective)
WhlszaafiFinagns

(Strategic Initiative)
nagns, 35ms

(Critical Success Factors)
pansznouveImmduTe

End + Way + Mean = SOLID ACHIEVEMENT

Objective + Key Results

Andy Grove I@iuauuafiaiisniéd Intel
/4 John Doerr Y932y Andy Grove & Anw1i30s OKRs |
1999 John Doerr %1197 Google

bjective

Key Results:

_ia @NAMUIINMISUANGaIWLTUINOGA: 5%
_ SasymsgatuRuduIn 12% Wy 20%
_a Net Promoter Score 91 6 10u 9

0 5051n1snauuum§:ﬁua'm 1uni
“OKRs have helped lead us to 10x growth, may times over.” |[Li il il Wuchn 30 5w

- Larry Page, Co-founder -

Google

WudasuwAlieuuay Objective
31950 9 uddHLeiva:ls aladuAlHuta:SanadsmR:Isi
rrnnALtufiviAdesAuItHELIN 9 ua:uavlvtuiAMVIGEdAU

ETDA =

\s J

L

® prr
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® ptt
® Military Approach to Strategic Planning : “End-Way-Mean”

@ END WAY MEAN

/ Why? Where? When? What ?
V : 1
2
! 3
NATIONAL : ‘ *

SECURITY /
mm

PIEY o 5(6(7/8( »

Y STRATES!

W
[ ¢
I
5,
4
3
2
1

(Strategic Objective)
inlszaafFanagns

(Strategic Initiative)
nagns, 15mMs

(Critical Success Factors)
99AY 3z nouveInIWE T

-TmmMOECOO

| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
! |
| |
| |
| |
| |
| |
| |
| |

,

End + Way + Mean = SOLID ACHIEVEMENT

Source: PTTSTS TTS1 workshop March 2012 49



1968 Andy Grove bath1b0 6 4IAAHNN 197 Intel
1974 John Doerr ¥N14398NU Andy Grove & @n®11589 OKRs

1999 John Doerr ﬁwuw‘lﬁ'ﬁ Google

Key Results

Anruadadauanidudgnis

bjective

AnlH aJAnsUs=aunou
dsa

“OKRs have helped lead us to 10x growth, may times over.”
- Larry Page, Co-founder -

Google

® prt

‘ Start Up Approach to Strategic Planning : “OKRs (Objective and Key Results)”

OKRs gou1on Objective + Key Results domsaothrunenteuts
DegNuuWSHaeiu Tech Company duthuavlanagno Google, Linkedin,
Spotify, Intel, Twitter 4a4 fRuUSUNWINGIaS LN

OKRs IWnanlmnmuswmsmalwsw UKL 1 uHsamDnmuuu1u1nuIU
uomsmssnotuUoouuumsMaauuUa\Jlsa Judaviimsusuua-s3ohkuigAuauINdU

llhHl.l"ltlnnnJSlUULU'\naw'lsn
mausSslatunsaudad 90 :)u )

Key Results:

_ra gNALIDINAISUDNGRIWUTUDINOEA: 5%
Ohiacit i 01T UWLTUIN 12% 10U 20%
jective: —a Net Promoter Score 910 6 Wu 9
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1% Key Performance Indicators

KPI Stand for Key Performance Indicator - a measurable value that
indicates progress towards a project outcome or result.

Metrics

AlL KPIs are Metrics All Metrics are not KPls

KPls give a holistic view of the Metrics give you a picture of how

performance of different functions different individual activities rolled

in your organization out within the functions are
progressing

KPIs tell you where exactly your Individual Metrics do not give any
teams stand with respect to the insights on their own
overall business goals

Examples: Pre-sales KPls, Email Examples: Open Rate,
Marketing KPls, Customer Conversations in the last 2 weeks,
Success KPIs Deals lost last quarter

- What is not measureable is not manageable ? -
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% Strategic Planning Cycle in Actions

VUCA .
| 1 year
3-5 years ¢ |

f ......................... * ......
Geopolitics Vﬁ |




STRATEGY LEADERSHIP :

»> Decision Making
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® The Rules of Decision Making for Highly Effective Leader

Pailin’s Rules of Decision Making:

Don’t make decision without all necessary

and sufficient information
Tudaaule Srdeyalinsy

With all information at hand don’t hesitate to make decision
iiedoyansy fodliduaiazdadule

e NOT making a decision is a kind of decision making
maluaaaule e madaaulanvumii

Leader has to make decisions and accept
the ultimate responsibility of those decisions

dinaesnainaaule seasunazSuiaveunemnaauloliu

e There is only good or bad decisions,
There is no such thing like “fair decision”.

N3ims “aagulannesvla” Juamsaaaulan «a” msaagulan <1ua”
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“ The BUCK STOPS Aere /
WITH ME ”

By Harry S. Truman
33 President of
the United States
(1945-1953)
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You are free to choose,
but you are not free
from the consequences of your choice
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Fools learn from experience.
| prefer to learn from the
experience of others.

Otto von Bismarck

www.idlehearts.com




© Lead By Examplemikq
@ Passion Wuusvuumala
(lulsusvnalkkuaia) A\
€ Be Organized das:10gU ( ( B ,r\\
O Delegate uuvvulKIKUI:EY (7™
© Communicate Effectively

asivs:uumsdoaisnious:ansnin e \ .
(® Take Ownership and Responsibility \\/ A\
LUVAIIWSURQBDULLA:AIUIUULIDIUDY %

@) Be Brave and Honest
naKIyuasisadad (a5vl)
€ Great Listener L E A D E R
W Wv Wy ua: W (IKwa:9) F
© Know Your People
SO Uav9 NnAUlUdVANSAd® /3 " )
aghnisaldanizauiusa & AR A
() Be a Follower lUuwmuncﬂn
unaridavaiu

#ovansuumala uAaruluksSaasvlaasv i Inensuannaiao/ Trainer backpacker
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Daily practices that foster well-being can help

leaders’ performance in an era of constant change.

Body

Sleep

* Aim to sleep for 7+ hours at the
same time each day

» Have a cutoff time for
work/screens

* Create a ritual to aid in tuning
out for the day (light reading
before sleep)

Exercise

* Maintain or increase weekly
exercise goals (flexibility,
strength, aerobics)

* Use spontaneous opportunities
(such as a last-minute meeting
cancellation) to get out and move

Nutrition

« Start with a small goal and build
your way up

» Modulate daily caloric intake with
a sustainable level of activity

Note: Not an exhaustive list.

McKinsey
& Company

Mind Spirit
Meditation Purpose
* Commit to a habit of daily * Regularly reflect on your work
meditation contributions and how they
* Build in 2 to 3 one-minute connect to your purpose,
mindful breathing breaks especially in moments of low
throughout the day energy
: * Get more involved in your
nfraspection local community
* Consider journaling or other
ways to express/process your Renewal
inner thoughts * Block time for your hobbies in
* Tune into yourself; hone ability advance and on a recurring
to not be distracted and to basis—solo or in groups
disconnect (including from * Place yourself deliberately in
technologies) joyful activities with no

. attachment to outcomes
Perspective

* Begin each day with Connection

positive affirmations * Spend quality time daily with at
* Express gratitude least one person who is
* Reframe negative/unhelpful important to you

mindsets to ones that serve +» Find ways to spend time in

you better nature

* Perform an act of kindness
each day
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Amir Levy Ph.D
Managementand Leadership
Change and Innovation

Handbook for Students
and Managers

Chinedu Ngene
Umer Ghauri

The Role of Effective
Leadership_in Manaqing
Innovation and Change

Managing Innovation and Change in Projects: The
Role of Effective Leadership

A
P LAMBERT
\s&#® Academic Publishing
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Every great dream begins with a dreamer.

Always remember, you have within you the strength,
the patience, and the passion to reach for the stars
to ch_ang—e— the world.

Harriet Tubman

o i o g i o o
& /DarkKinsonp
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"Technology is valuable in a
world with diminishing
resources in terms of
lowering waste and
facilitating mass production,
but we can never lose sight
of the power of the touch of
human hands."

Issey Miyake



BACK UP

STRATEGY PLANNING : TOOLS

CRITICAL

SUCCESS STRATEGIES THE llTTlE
e BOOK OF

AT ALL LEVELS

Key Management

Models

The Decision Book

ANAGENENT
THEORIE

THE 88 MAST BEEFRL MANASENENT
TRIBRES AND NOW 10 EIE THEM

et vae Annae, Gartom o2 300 Borg
P Ptorrona

and the Making of the
MoDERN WORLD

MICHAEL WATKINS

Jack WEATHERFORD

THEBIG

FIVE TIMELESS LESSONS FROM
BILL GATES, ANDY GROVE,
& AND STEVE JOBS
w

9080068
@® © JEREMY KOURDI
09000 OGOGES
THE 100 BUSINESS
TOOLS YOU NEED
TO SUCCEED

STRATEGY
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The First 90 Days by Michael Watkins

Critical Success Strategies

SUCCESS STRATEGIES

for New Leaders at All Levels

AT ALL LEVELS

A road map for taking charge in your first 90
days in a management job.

The first days in a new position are critical
because small differences in your actions can
have a huge impact on long-term results.

i ! Leaders at all levels are very vulnerable in

Chataee oy their first few months in a new job because
. challenges they'll face and what it will take to
'U' succeed with their new company.

Failure to create momentum in the first 90

days virtually guarantees an uphill battle for
the rest of an executive’s tenure.

65



Tips for New Leaders !

First 3 Months :

» Understand the business model

» Get hold of the big picture

» Find out strength and competency

» ldentify immediate threat

» Formulate medium and long term sirategies

gnsdLTa 90 U
wunAulua
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SunTzu or SunZi: 544 - 4946 BC

“%/ Y Y < a ”
cul;?.l']?;l;i'] AUIVEAIT NNY

“ AIIINTFIATINYDILWY
“ RFE;

“Sun ZiBing Fa”

“The Art of War ”

o 6 {aAa A
(AT 1LNBAEAINWNUT NABNDNA

=
N1NVaIUITLINAIN)
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The Art of War by Sun Zi

13 chapters of Art of War written on bamboo strips
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Genghis Khan : 1162 -1227 AC & et

| and the Making of the Modern World
RINETIW AWy TERLRawlan
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and the Making of the
MoOoDERN WORLD

2 2
Jack WEATHERFORD

By Jack Weatherford uila : 1589758 sn@3anss
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1. Key Management Models
by Marcel Van Assen

60+ Models divided into 3 Groups:

s Strategic models

Key Management s
Models Tactical models
© Operational models

Aacw vt Ansar. Garter i o0 By
1 Paut Poserwa

“If you want to be a model manager,
keep this book close at hand.”

* International Bestseller
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Why do we need Models ?

When we encounter chaos, we seek ways o
structure it, to see through it, or at least to gain
an overview of If.

Models help us to reduce the complexity of a
situation by enabling us to suppress most of it
and concentrate on what is important.

Critics like to point out that models do not
reflect reality. That is true, but it is wrong to
claim fthat they compel us to think In a
prescribed way. Models do not define what or
how we should think; they are the result of an
active thought process.

Source: The Decision Book by Mikael Krogerus & Roman Tschappeler 71
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Modeling : American vs. European

( (=3

Do Someihing___—A Fail - Learn - Acquire Theories - Try Again

Trial and
error
approach

How to
understand
yourself
better
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Modeling . . ... Present
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Functional Areas & Levels of Management
Decision Making (1/3)

% Strategic Models

Ansoff’s product market grid.
The BCG matrix.
Blue ocean strategy.

Competitive analysis: Porter’s five forces.

Core competencies.
Greiner’s growth model
Kay’s distinctive capabilities.
Market-driven organisation.
Off-shoring / outsourcing.
Road-mapping.

Scenario planning.

Strategic dialogue.

Strategic HRM model
Strategic human capital planning.
SWOT analysis.

The value chain.
Value-based management

The value disciplines of Treacy &
Wierseman.

X

X X X X

Sales

Operations,

management &

procurement

Strategy& Flnance& Marketlng &' Supply chain glnnovatlon

.organization Governance!

&

Technology

HRM,

: Leadership & |

Change

® prr
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Functional Areas & Levels of Management Decision Making (2/3) ® et

Operations,

‘ * Strategy & Finance & Marketing & Supply chain Innovation & éHRM,Leadershipé
i TaCt'Ical MOdelS organization Governance Sales émanagement&g Technology & Change

: procurement i LT
The 7-S framework. X

Activity-based costing. X : : : : :

Beer & Nohria - E & O theories. «
Benchmarking. X

Business process redesign. X ; ,
Competing values of organisational effectiveness. X
Core quadrants.
Covey’s seven habits of highly effective people. X
Curry’s pyramid X : : :

DuPont analysis. X _ .

Factory gate pricing. L X ,

Henderson & Venkatraman’s strategic alignment X

Hofstede’s cultural dimensions. : : : L/ :

House of purchasing & supply.

The innovation circle. : : :

Kotler’'s 4Ps of marketing. X
Kotters’ eight phases of change. : : :

Kraljic’s purchasing model

Lean thinking / just-in-time. 5 5 :

MABA analysis. X : L
Milkovich’s compensation model X
Mintzberg’s configurations. X : .y
Monczka’s purchasing model X

Overhead value analysis. X

Quick response manufacturing. X : s

Senge — The fifth discipline. .
Six Sigma. X

The EFQM model X f f L

The theory of constraints. X : :
Vendor managed inventory. ; ; ; ., X 74
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Functional Areas & Levels of Management
! Decision Making (3/3)

Operations, | vation.  HRM,

s . Strategy & Finance & ;Marketing & Supply chain : .
Operatlonal MOdelS -organization : Governance: Sales :management & & Leadership &
g g : - ‘Technology: Change

procurement :
The balanced scorecard (BSC) X
Belbin’s team roles. .
Brand pentagram. X 5 :
Change quadrants. N
Discounted cashflow (DCF) X E 5 : 5
Kaizen / Gemba house X
Mintzberg’s management roles. X
Risk reward analysis. X | ; L 5 5
Root cause analysis / Pareto analysis. X
The six thinking hats of De Bono. -
The Deming cycle: plan-do-check-act % : :

Value stream mapping. X
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2. The Decision Book

by Mikael Krogerus

What do | want? And how can | get it ?
How can | live more happily
and work more efficiently ?

Mikael Krogerus and

Roman Tsch

The Decisi

The Decision Book

Fifty models for strategic thinking

How to improve yourself

How to understand yourself better
How to understand other better
How to improve others

P PPP

Mikoel Krogerus and

Romon Tschappeler

* International Bestseller

** A European Bestseller
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3. The lLitlle Book of BIG Management Theories

and How to use them
by James McGrath & Bob Bates

As a busy manager, you need solutions to

THE LITTLE everyday work problems fast. It gives you
BOOK OF access to the very best theories and models
and be able o use.
It divided into 10 sections The first to nine deal
with specific areas of management such as

MANAG contains a miscellany of great theories.
IH["RI[S s Quickly resolve a wide range of practical
R —— management problems

that every manager should know
motivation or team building. Final section
[RIRBES AND WO 10 IE THEM

% Be a better, more decisive manager who
gets the job done

% Better motivate and influence your staff,
colleagues and stakeholders
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4. THE BIG 100
by Jeremy Kourdi

TH E | B I G The world is full of business ideas.
But how do you know which the best ones are?

And how do you find time to read them?

THE BIG 100 is a little book,
crammed full of big ideas.
This book offers you the best business
fools, concepts and strategies from the

@O top business brains on the planet. Each
® ® JERE one is expertly summarized, so that you
900 @¢ can quickly discover the insights which
THE 100 BUSINESS are driving the most successful people in
TOOLS YOU NEED all walks of life. The Big 100 — all the ideas
TO SUCCEED you need to know, in one book.

® prr
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5. Strategy Rules
by David B. Yoffie and Michael A. Cusumano

FIVE Timeless Lessons from
STRATEGY Gates, Grove, and Jobs's

Keys to Success

1. Look Forward, Reason Back

FIVE TIMELESS LESSONS FROM ) . )
BILL GATES. ANDY GROVE 2. Make Big Bets, Without Betting

AND STEVE JOBS the Company

3. Build Plafforms and Ecosystems—
Not Just Products

4. Exploit Leverage and Power—
Play Judo and Sumo

5. Shape the Organization around
Your Personal Anchor

81



§ Strategy Rules @ oK
- by David B. Yoffie and Michael A. Cusumano

1. Look forward, Reason back: They determined where they want their
companies to be in the future and could “reason back” to identify the
moves that would take them there.

2. Make Big Bets, Without Betting the Company: All three men made
enormous strategic bets but rarely took gambles that put the financial
viability of their companies at undue risk.

3. Build Platforms and Ecosystems: Technology leaders have to create
industry platforms that enable other firms to create complementary
products and services that make the platforms increasingly valuable.

4. Exploit Leverage and Power: Gates, Grove, and Jobs often turned
opponents’ strengths into weaknesses and used enormous resources
(once they had them) to dominate competitors.

5. Shape the Company around Your Personal Anchor: From Gates'
understanding of software to Grove's devotion to process discipline and
Jobs' obsession with design, all three built their companies around their

personal strengths while compensating for their weaknesses.
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