The “Living” Company Outsurvives Competitors

“Like all organisms, the living company exists primarily for its own survival and
improvement: to fulfil its potential and to become as great as it can be.” (p.11)

The Facts (early death)

* Average life expectancy of a multinational corporation One Und erIy| ng C_au Se
(Fortune 500 or its equivalent) from birth to death is * Managers focus on economic activity of
between 40 and 50 years producing goods and services; forget

e Average life expectancy of all private sector their organizations’ true nature-- a

businesses, large or small, is 12.5 years community of humans

Some “Lifestyle Habits”

The Potentiall (longevity) Contributing to Longevity

Sensitivity to the environment
Based on studies of long-lived firms, the

> X Cohesion and identity
natural average lifespan of a corporation Tol f triciti d ! tati
roulh] B e ) A e G e olerance of eccentricities and experimentation
(decentralization)

Conservative financing

Source: A. DeGeus. (1997) The Living Company: Habits for Survival in a Turbulent
Business Environment, Boston: Harvard Business School Press.

An Enabling Environment is Key to Performance Success

Identity
(Vision, Values, Purpose)

Relationships
(pathways to intelligence)

Information
(nutrients)

A High 1.Q., Agile Organization

Source: M.J. Wheatley and M. Kellner-Rogers (July/August 1996). “The irresistible
future of organizing”, Strategy & Leadership.

The Many are Smarter than the Few

Ask a hundred people to answer a question or solve a problem, and the average
answer will often be as good as the smartest member. With most things, the average
IS mediocrity. With decision making, it's often excellence. You could say it's as if
we’'ve been programmed to be collectively smart.

Source: Surowiecki, J. (2004). The Wisdom of Crowds. New York: Doubleday, p. 11.
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Great Organizations Know Who They Are and Where They Are Going

The Dynamics of Future Direction
BHAG
Big Hairy Audacious Goal
(Heroic Achievement)
m A Stretch: What Intend to Achieve
m Compelling Vivid Description of Specific Outcomes H
m Manifestation of Purpose at a Point in Time In SWGdlSh,
m Inspiring Call to Action
m Specific Time Frame the O|deSt term
for “business”
. [} . .
IS narings liv
meaning
“nourishment
Clear Sense Missi val _Gmdmg for life”.
of Purpose ISSION CUYEED Philosophy
m Why we are all here m Core Values & Beliefs
m Ongoing reason for existence m Principles of Operation
m Always work toward but never fulfill m “Genetic Code”
m Benefits-oriented—if shut down, what
would be lost? ) .
Adapted from: J. Collins & J. Porras. (1994). Built to Last: Successful
Habits of Visionary Companies. New York: HarperBusiness.

Going From Good to Great

( Get the Right People on the Bus in the Right Seats

R

Momentum

Act Like a Hedgehog

® know one big thing (do best)

® know what drives economic performance
® know what we are deeply passionate about

Being Part of
a Winning
Team

s

Source: Collins, J. (October 2001). “Good to great.” Fast Company, pp. 90-104.

Turn the Flywheel

® gradual, consistent change
® accountability

® credibility

® authenticity

Getting Rid of Habitual Ways of Interpreting a Situation

When people who are actually creating a system start to see themselves as the source of
their problem, they invariably discover a new capacity to create results they truly desire.

Source: Senge, P. et al. (2004). Presence: Human Purpose and the Field of the

Future. Cambridge: Society for Organizational Learning, p. 45.
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