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Question

How effectively can we improve, and act on
Trust-building actions across relationshipse

#thetrustparadignlbook
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Welcome

WLL COME™
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Todays discussion

The Executive Forum has been in our sights for
some time, businesses, particularly in leadership need to navigate a
different course and see the global economy through a different lens,
change is speeding up, change is not a phase, change is constant.

This event is going to take trust across thought leadership in everything
we do. Covering: Business Design Thinking Innovation, Trust and the
Importance of Culture, we all need to arm ourselves with over the next
10 years to survive, to co-create a more sustainable future.

2.30-3.30pm: Thought leadership T 13
3.30-4.00pm: Fireside chat with the speakers U5 S Kl Sof)l PR

4.00-4.30pm: Freeths LLP discusses increased scrutiny
over business risk

4.30-5.30pm: Drinks, canapes and networking
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Dan llett

Tollejo*

Evolve Faster
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Douglas Lines
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DOUGLAS LINES - DESIGN THINKING LED BUSINESS MODEL INNOVATION AND
HOW CULTURE UNDERPINNED BY TRUST IS THE KEY DIFFERENTIATOR
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The ultimate guide to prove strategies and #businessmodels for =
driving #innovation and #digitaltransformation!
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;;;ﬁn F. Dieffenbacher, Caroline Hiittinger
Susanne M. Zaninelli, Douglas Lines, Andreas Rein

o enetred
60+ thought leaders from
around the world
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THE 3 HORIZONS OF GROWTH AND WHY THEY MATTER

The 3 Horizons of Growth
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an existing business
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HOW MUCH TIME DO YOU AND YOUR EXECUTIVE TEAM SPEND ACROSS THESE THREE HORIZONS? RECENT
GLOBAL SURVEYS INDICATE NEARLY 90% IS IN HORIZON 1

Incrementally IMPROVE
an existing business
(HORIZON 1)

Make a step-change to
TRANSFORM an existing
Business Model Radically INNOVATE

(HOR|ZON 2) a new Business Model
(HORIZON 3)

Existing business New business
Purpose: Execute & improve (H1) Purpose: Innovate a new Business Model (H3)

Transform the existing business (Joint Responsibility)
Purpose: Transforming & making a step-change improvement to an existing business (Horizon 2)




THE BUSINESS MODEL ENVIRONMENT CANVAS HELPS US APPRECIATE THE CONTEXTIAL OPERATING ENVIRONMENT

THAT SURROUNDS US AND ALLOWS FOR IDENTIFYING OPPORTUNITY SPACES

Augmented & artificial intelligence

Augmented & virtual reality

Blackchain

Internet of Things

Automation & Robotics

Additive ManuFacturing f 30 printing

Cloud Computing

EverythingZEverything Connection

Sacial Technologies

Sensors & Geo Spatial Technologies

Data rights & Privacy

Supply & Demand Situation

Market issues

Switching Costs

Revenue Attractiveness

Reimagining the playing Field through BMI

Globalisation / Deglobalisation

Individualization & Customer E ment

Cultural Evolution & Mindset change
Desire for New Experiences Refocus on Purpose
Accelerated Behavioural Influences Health & Well Being

Evalving Market Segments Migitalisation of everything

CUSTOMER
TRENDS

E‘,I\F_RGI NG TRENDS

TECHNOLOGY
TRENDS

NEW COMPETITORS

SUPPLIERS CUSTOMERS

| IN— S
Existing Competitors

+ 1 Industry
Rivalry

SUBSTITUTES

MARKET
FORCES

OIsRupriyE FORCE

INDUSTRY
FORCES

Stakehaolders & Partnerships Substitute Producks & Services

Supplier & other valus chain actars

Mew entrants {insurgents)

Competitors {incumbents)

Security & Cyber Risk

societal & Cultural Trends
Sustainability

Next Gen-Workforce

Concentration & distribution of Wealth
Gender & race equality

Social Stability, Mass migration & Terrarism

DYNAMIC
MEGA

{De-}Urbanisation
TRENDS

Climate Change

Enowledge-based society

Global Market & Trade Conditions
Regulatory Landscape

Demographic change

MACRO
ECONOMIC
FORCES

Matural disasters

Economic strength & business cycle
Shifting economic Power

Political Forces

Currency & Price Volatility

Capital Markets

Economic Infrastructure

Currency & Price Valatitity

Commodities & Resource Scarcity




THE BUSINESS MODEL CANVAS IS A SYSTEMATIC APPROACH TO UNDERTSANDING YOUR CURRENT BUSINESS
MODEL BUT MORE IMPORTANTLY A PLATFORM TO INNOVATE FROM

EXPERIENCE MODEL

Brand []
What Is your core brand promise that attracts buyers and conveys

a distinet identity? What do you ultimately stand for?

How are you perceived today vs. how you want to be perceived

in the fufure?

To what degree does your brand help you in the markelplace,

and how can you improve your brand equity?

v How can you implement yiour brand experience across all iouchpoints?

OPERATING MODEL

Value Chain

¢+ \WWhat are our values chains and key processes? ) )
What are our key value creating activities? v What value do we dellver to the customer?
Da we have several key valus chalns? » Does this Value Proposition solve their Jobs-to-be-Done? )

v Which activities in the value chaln are we responsitile for v Which products & services arewe offering to each
and which are our partners responsible for? Customer Segment? »

+ Canwe leverage the customer? Do we want them to carry Beyond this, what value do we propose to our stakeholders
GUL certain steps In the value chain by themsalves? & key partners?

Value Propaosition

What |s our value propositien (high-level)? = !

Customer Relationships
& -Engagement

What type of relationships could you have with your customers?

Key Resources Product System
+ What are the key resources we need to create v Which complementary products & services can you create?

our value proposition? ¥ How are your complementary products & services connected
Which asseis and capabilities do we need? or bundied Lo create arcbust and scalable system?

Which of these capabilities are non-core?

Which capabilities are core to our business?
Which capabilities truly support our differenfiation?
What should we Insource vs. cutsource?

v How ¢an you increase interoperability, modularity
and integration between your offerings?

v How can you bulld atrue ecosystems that captivates & delights
customers while defending against competitors?

How can you ensure that every interaction with your customer

makes them wan! Lo come back?

Based on your understanding of the JTBD of your customers, how can
you develop meaningful ‘connections between them and your company?
How can you ensure that your customers want to tell their friends

aboul your offering?

Key Partners

Whe are our key pariners?

Who are our key suppliers?

Which key rescurces are we acquiring from pariners?
Which key activities ouiside of our value chain

do partners perform?

Service Modal

Which differentiating, core and supporiing services could you deliver?

» How does your service madel help you differentiate in the market,
and can |t create barrlers to entry for other players/increase
switching costs for your customers?

+ Can your service model help you increase loyalty and Customer
Lifetime Value (CLV)?

Channels

» Through which channets do our customer segments
want to be reached?
How are we reaching them now?
How are cur Channels integrated?
Which ones wark besi?
Which ones are most cost-afficient

What are the most impaortant costsinherent in our business model?

Which key resources (assels & capabilities) and which key activities in our value chain are most expensive?

Whichof our costs are fixed vs. variable? Can we turn fixed into varlable costs?

How much money do we require to get going? Can we minimize that? What are the trade-offs?

How da we eam money? What are our revenue streams?

Ferwhat value are-our cusiomers really willing to pay?

How much are our customers currently paying to satisfying this JTBD?
What are the main subsfitutes for cur product?

How much does each revenue siream contribute to overal revenue?
What other benefits are we getting?




THE BUSINESS MODEL INNOVATION PATTERNS IS A FIRST IN WORLD VIEW OF A UNIQUE SET OF PATTERNS TO
EXPERIMENT WITH IN YOUR DESIGN THINKING BUSINESS MODEL INNOVATION

FINANCIAL MDDEL OPERATING MODEL
B [

Asset Add On Add on Financial Crewdsoureing Competency Affitiatian Added Cemplemaents Added Value Cantext-Speclfic  Augmented Autemated Brand
Standardization Senices Centar Functicnality Reality Services Architecture

Cast Leadership Advartising. Auction Flexlble Corparate Alliances Adjacent Jobs to Ecosysiem Play Automatic Cross Selling Community & Co-creation Brand
{No Frils) Based Manufacturing University be Done Adjusiment Belonging Development

Casts per Unit Broker Bundled Pricing Intellectual Decentralized Compatition Bespoke Extensiens or Cenciarge Digitization Customar Cammunites Brand Leverage
Property Management Piug-ins Autcnamy

Decresse Service Cash Up Front Disaggregsted Laean Praducticn Incentive Complementary Consersation Integrated Customization Diversification Cusiomar Long-Term Ce-Branding
Level Pricing Systams Partnering Cffering Sourcing

Economies of Flat Rate Dynamic Pricing Localization Innovation Consclidation Damand-Driven Lang Tail Guaranies ECommerce Direct Marketing  Persanal Camponent
Scale Teams Automation Assistance Branding

Econamies of Farcad Scarcity Frasmium Lack In IT Imegration Coopetitien Ease of Use Modular Systems  Lease ar Laan Flagship Stere Expanence Relationship Employer of
Scope Automatian Madal Choice

Fixed to Vanable Bait & Hook Lizensing Logistic Systems Knowledge Crowdfunding Engaging Product Loyalty Go Direct Expenance Self Senvice Increassd
Caosts Managemeant Functionafity Bundling Programs Enabfing Loyalty

Fractional Mambership Meterad Usa On-Darmand Laverage Franee hesang Enviranmental Praductize Mensged Senrice | |ndirect Expanence Singie Peint of Ingradisnt
Qwnership Production Customer Data Sensitivity Services Distribution Simpiification Contact (SPOC) | Branding

Locaticn - Pay per Use Predictive Maks More of it Harizontal Feature Praduct Lina Cn-Demand Low Cost Center Gamification Switching Costs Private Labsl
fnaltysis Integration Aggregation

Quisaurcing Pay What You Parformance: Pracess Qrganizational Marger & Focus Praduct/Service Parsonaiizabion Qutsaurced Mastery Transactional Umbrelia Brand
Want Based Autamation Design Acguesiion (MEA) Platfarms Sales

Physical = Digital Premicm Revenue Shaning Frocess DOutsourcing Open Business Market-Agnostic Product Realtima/ Nen-Traditional Personalization
Assels Efficiency Speciaization Smartification Schedulad Channsls

Pool Purchasing Subscrpton Pracess Reverse Open Innovation  Mass Sall-Senace OnDemand Reward
Powsr Standardisation innevatien Custemizaticn Engagemant

Ehared | Vertical éﬁtéﬁaﬁry‘ Opposites Supenor Semvice Fop-Up Presence  Staius &
Incantves Integratian Markets Attract Recognition

Virtual Office Supply Chain Safety Supplementary Pramium Use Data
Integratian Sanics Experiance

Simplification Taotal Experience
Marnagemen!

Superior Product Try Before You
Buy

User Suppon
Systems




A WORLD FIRST CULTURE CANVAS BUILT ON THE FOUNDATION OF TRUST

The key ingredients to cultural transformation

MEANING

Purpose

Values

really impaortant ta us?

PRINCIPLES & RULES

Formal & informal

LEADERSHIP

Leading

Hire for
culture fit

Communicating

MINDSET

Attitude

How do We perceive and frame

Aligning
the team

. - W

PEOPLE

Decision
Making

Recognizing
& Rewarding

Structures &
Processes

Working
Environment

ce the neadfar

LETTING GO
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aas he way we do ‘around here: é f Strategy
What Vo Ade iih it ma maa Alas i Mol D % |
sentation
Culture is reflected by the worst behaviour |
that you are ready to accept Shaimsrivs g
IO, e — £ Status
elements that make up u;%_' a:mﬁsgs
Qe personality of the organisation, & % an\;a:}'frfns

People’s fundamental
needs (e.g. for safety)




Creating a Common & Inclusive Language to Drive Open Dialogue dé’nison‘”’

ADAPTABILITY Innovation, Sales Growth, Market Share M|SS|0N
Pattern, Trends
& Market

Are we listening to the
marketplace ?

Direction, Purpose

& Blueprint

Do we know where we are
going ?

Creativity

Profitability
Customer Satisfaction

(ROI, ROS, ROE)

STABLE

INVOLVEMENT

Commitment, Ownership
& Responsibility

Ca a o5 :
Clo nt :
Are our people aligned and INTERNAL FOCUS
Sngaged 7 ‘ Quality, Employee Satisfaction

CONSISTENCY

System, Structures
& Processes




What is your best guess for the culture you have created today?

Adaptablllty
 High performing organisations go
beyond ‘responsiveness’ and
proactively look for new and
improved ways to do work.

* A psychologically safe environment
means that successes and failures
are considered learning
opportunities.

* Customer needs and expectations
are both understood and considered
as decisions are made.

Involvement
* The workforce must have the

against strategies and goals.

* Involved employees feel valued,
believe they can make a
difference and act with

Flexible

External Focus

BELIEFS &
ASSUMPTIONS

Ca
Og v p, ab!hry
er‘)ﬂmen!

Internal Focus

g
Today's leaders are not just responsible for culture, they are accountable for the culture they create. W

denison

Mission
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Employees need to know what
they are expected to do AND
why.

When Mission is clear and aligned
there is visible line-of-sight
between near-term and long-
term priorities.

Employees have a sense of
purpose combined with a results
orientation.

To maximize execution in the workplace
it is important to be able to coordinate
work across various boundaries and
eliminate silos.

An environment of respect allows for
constructive conflict so that problems
can be solved and agreement reached.
The Core Values set clear behavioral
expectations and supports consistent
decision making.
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Does Culture Really Matter - denison

Case Study

Your culture can change. That change can have an incredible impact on your business. Denison helped this retail organisation transform its
culture, and in turn its performance. Over four years, Denison helped the management team champion an uncompromising and relentless
focus on putting the customer first. In addition, the brand was refreshed with a better in-store customer experience, improved products,
innovative marketing campaigns, a revised Company logo, and a fleet of new delivery vehicles. The results can be seen in their survey
participation, culture scores, and profitability (as measured by EBITA).

2014 2015 2016 2017

Participation 51% Participation g0 Participation 93: Participation g7

EBITDA: - £3.6m EBITDA: E6.9m EBITDA: E21.8m EBITDA: E40m



Mission

PERCENTILE
0 25th 50th 75th 100th

I 52
[ 40
R 25
I 31

(SR 35
Leaders set goals that are ambitious, but realistic. _- 32
The leadership has clearly stated the objectives we are trying to meet. &2 _—- 65
We continuously track our progress against our stated goals. £ _—- 60
Vision
[ 25

We have a shared vision of what the organization will be like in the future.
[l 28

Our vision creates excitement and motivation for our employees. & - 10

In this organisation...

Strategic Direction & Intent
There is a long-term purpose and direction.

il Focus Our strategy leads other organizations to change the way they compete in the industry.
There is a clear mission that gives meaning and direction to our work.
There is a clear strategy for the future.

/o Goals & Objectives

4’ There is widespread agreement about goals.

woisth

NS

Leaders have a long-term viewpoint.

We are able to meet short-term demands without compromising our long-term vision. @ - 8

QUARTILE 1% ond 3rd 4t

Comments:

= Your overall strength appears in setting objectives for the short term and tracking progress against these.

= Are these objectives considered realistic? How much involvement is there in such business planning and are people aligned on the goals?

= Would you create more meaning for people if they were more involved and understood the longer-term purpose and difference you are trying
to make?



Involvement

PERCENTILE

In this organisation...
0 25th 50th 75th

100th

Empowerment
Decisions are usually made at the level where the best information is available.

[ 26
| —
22

Information is widely shared so that everyone can get the information he or she needs when it's needed.
Everyone believes that he or she can have a positive impact.

Business planning is ongoing and involves everyone in the process to some degree.

[ 41
Team Orientation

Cooperation across different parts of the organization is actively encouraged. _. 29
People work like they are part of a team. & [ 8

T 39
[ 34

Teamwork is used to get work done, rather than hierarchy.

Work is organized so that each person can see the relationship between his or her job and the goals of the organization.

C = w Capability Development
- %i Authority is delegated so that people can act on their own. _- 35
\ *2.% The "bench strength" (capability of people) is constantly improving. _ 25
o There is continuous investment in the skills of employees. _—. 54
/¢£- ' The capabilities of people are viewed as an important source of competitive advantage. __I 53
C)( N B, Comments: QUARTILE 1% 2n 31 4"
L@ N > = What decisions could be made further into the business, is there a connection to how authority is delegated and to
47@ W _?":f;fl:f?;, whom?
g = » What influence might a stronger short-term view have on people’s belief that they can have a positive impact, how

e might team focus connect to this and a more inspiring longer-term purpose?

= How could your strength in tracking progress create more individual/team motivation and energy?

» What type of information might be harder to share and why?

= What is working well in skill development, and why might this not automatically lead to a sense of enhanced
capability?



Adaptability

<ible

In this organisation...

Extern:

arizaton?!

@\\/ i om\_eﬂ mnd

Comments:

How does this flexibility work well for you? When might it be more of a challenge? How does your ability to flex align to co-ordination and

strategic priorities?

Would a stronger vision enable greater motivation to cooperate across the business, to achieve for the customer?

Creating Change

The way things are done is very flexible and easy to change.

We respond well to competitors and other changes in the business environment.
New and improved ways to do work are continually adopted.

Different parts of the organization often cooperate to create change.
Customer Focus

Customer comments and recommendations often lead to changes.
Customer input directly influences our decisions.

All members have a deep understanding of customer wants and needs.
We encourage direct contact with customers by our people.
Organizational Learning

We view failure as an opportunity for learning and improvement.

Innovation and risk taking are encouraged and rewarded.
Learning is an important objective in our day-to-day work.

We make certain that everyone is informed about what is going on across the organization.

What might change if you understood your customers more?
What happens if the innovation and risk does not work, how does this drive adoption of change?

PERCENTILE

0

25th

50th

75th

100th

< [ s

[ 31

[ 64
[ 19
[ 37
[ 25

[ 50
© I 60
| —

© N 70

[ 35
[ 50

QUARTILE

15(

2nd

3rd



Consistency

In this organisation...
Core Values

The leaders and managers "practice what they preach.”
There is a clear and consistent set of values that governs the way we do business.

When people ignore core values, they are held accountable.

. : =
Wé;g / 35 J There is an ethical code that guides our behavior and tells us right from wrong.
147 ‘ & Agreement
: s< When disagreements occur, we work hard to achieve "win-win" solutions.
/ A There is a clearly defined culture.
/eé'“ %Q It is easy to reach consensus, even on difficult issues.
v\"“&e &Q/ There is a clear agreement about the right way and the wrong way to do things.
e $6\63 Coordination & Integration
e GO Our approach to doing business is very consistent and predictable.
| Focus People from different parts of the organization share a common perspective.
It is easy to coordinate projects across different parts of the organization
There is good alignment of goals across levels.

Comments:

> [ ]13

QUARTILE

PERCENTILE
0 25th 50th 75th

100th

| | | 40
[ 23

[ 20
[t

[ 118
16
[ J20
|

|36

I
[ 25

[ T7

1 st 2nd 3rd

= Could the leadership declare the corporate core values, the guiding principles upon which decisions are made and evaluated?

= Would greater clarity on your values enhance how agreements are made and accounted for?

» Does your comfort in flexibility create pain in being more predictable and consistent?

4th
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The way things are done is very flexible and easy to change.

We respond well to competitors and other changes in the business environment,
New and improved ways to do work are continually adopted.

Different parts of the organization often cooperate to create change.
Customer Focus

Customer comments and recommendations often lead to changes.
Customer input directly influences our decisions.

All members have a deep understanding of customer wants and needs,
We encourage direct contact with customers by our people.
Organizational Learning

We view failure as an opportunity for leaming and improvement.
Innovation and risk taking are encouraged and rewarded.

Creating Change nN=

o
=
v
§ B
o
4

26 |5
B 4 EEE

Learning is an important objective in our day-to-day work. n 3z . 51
We make certain that everyone is informed about what is going on across the organization. 47 49 53
Empowerment N= 10 46 105 107
Decisions are usually made at the level where the best information is available. EKEE : El
Information is widely shared so that everyone can get the information he or she needs when it's needed. 36 53N 39
Everyone believes that he or she can have a positive impact. 44 34
Business planning is ongoing and involves everyone in the process to some degree. 27 3 50
Team Orientation
Cooperation across different parts of the organization is actively encouraged.
People work like they are part of a team.
Teamwork is used to get work done, rather than hierarchy. 29 26 30 EEE
Work is organized so that each person can see the relationship between his or her job and the goals of the organization. 88 | 23 e
Capability Development
Authority is delegated so that peaple can act on their own. 29 50
The "bench strength” (capability of people) is constantly improving. ENEREE s
There is continuous investment in the skills of employees.

The capabilities of people are viewed as an important source of competitive advantage.

B 45 131
| 590 41 [Teol

Strategic Direction & Intent N=

There is a long-term purpose and direction.

Qur strategy leads other organizations to change the way they compete in the industry.
There is a clear mission that gives meaning and direction to our work.

There is a clear strategy for the future.

Goals & Objectives

There is widespread agreement about goals.

Leaders set goals that are ambitious, but realistic.

The leadership has clearly stated the objectives we are trying to meet.

We continuously track our progress against our stated goals.

Vision

We have a shared vision of what the organization will be like in the future.

Leaders have a long-term viewpoint.

QOur vision creates excitement and motivation for our employees.

We are able to meet short-term demands without compromising our long-term vision.

Level - N1

=]
=z
]
H
]

(65T MEM 39

Core Values
The leaders and managers "practice what they preach."

There is a clear and consistent set of values that governs the way we do business.
When pecple ignore core values, they are held accountable.

There is an ethical code that guides our behavior and telis us right from wrong.
Agreement

When disagreements occur, we work hard to achieve "win-win" solutions.
There is a clearly defined culture.

It is easy to reach consensus, even on difficult issues.

There is a clear agreement about the right way and the wrong way to do things.
Coordination & Integration

Qur appreach to deing business is very consistent and predictable.

People from different parts of the organization share a common perspective,

It is easy to coordinate projects across different parts of the organization.
There is good alignment of goals across levels.
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Changing Culture — Changing Rituals, Routines & Habits dé’nison‘“

Good
HABITS

Unlearn Rethink
Bad and and

Leave Behind Try Again

Old HABITS New
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Cultural Drivers of Organisational Trust dé’nison"‘“

EXTERNAL FOCUS

Empowerment : Trust is high when information is \\/\ﬂ“( ; 0@3332;3“' Diecignedle ™, 4y,
0 widely shared, and people are involved in business Y v/ > S
planning. %
RS
€p is key to trust, as it helps people work
together to reach consensus and find win-win
solutions.

FLEXIBLE STABLE

Trust level is high when there is internal
Capability Development opportunities, as
competence is a key component of trust.

Trust is strongly related with Team Orientation; . . -_
relationship building, and teamwork helps build @44@ iy

y, Ca -l
Og, “Pabijipy,
Ve
trust. lopment

INTERNAL FOCUS
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The State of Corporate
Culture Today

*  Toxic workplace culture costs businesses billions in employee turnover: $223 billion over the last five
years.

*  Trustin leadership is at an all-time low, according to research by multiple sources. Yet, employees
attribute them with a high amount of power. The vast majority — 76% — say that their leaders set the
culture of their workplace.

* Leaders are the reason 60% of employees want to leave their organization.

“While Taylor's theories are viewed as harsh and impractical today, his work was still cited in every class |
attended that discussed the roots of modern management science. What's not often discussed is how little
Taylor thought of the people who actually produced products in the factories he studied.”

Dustin McKisson, Founder and CEO of McKisson and Company. The Rotten Core of Every MBA Program, INC.
Magazine




The Problem Isn’t
New!

* In 2015 the US Department of Labor estimated that
employee turnover costs the US economy $5 trillion annually

* They further estimate that “employee disengagement”,
which we now refer to as “quiet quitting” costs an additional
$200 billion per year.

These numbers are pre-pandemic.

Our leadership models are severely flawed. Studies reflect that
60% of aspiring leaders pursue those roles with the primary goal
of increasing their income.




Understanding “Job
Misery”

* Arecent study from the UK concluded that age 35 is the
point when employees feel disappointed and potentially
disengaged from their work. This is deeply concerning both
from a productivity and human cost considering the average
person will spend another 30 years in the workplace!

Patrick Lencioni in his book The Truth About Employee
Engagement identified three (3) primary causes of “job misery”-

* Anonymity

* lrrelevance

* Immeasurement

He also identified three (3) primary impediments to change
* Employee obstacles

* Organizational obstacles

* Emotional obstacles




Time for A New Leadership
model

Our leadership model is based on five (5) key attributes-

Technical competence
Understanding trust and congruency
Emotional and social intelligence
Emotional awareness

Emotional balance

Two challenges-

Aside from technical competence are we incorporating these
competencies into our recruitment, selection and leadership training?

Are we creating thick versus thin relationships in our organizations?
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The ROI of Investing in an Integrated Strategy

In his book The Employee Experience Advantage Jacob Morgan tracked the

performance of 250 companies. The organizations that utilized a model
Y ‘ , incorporating consideration for technology, physical environment, and
SlMPLE WA s = organizational culture experienced the following compared to the others-

1O BECOME A
BETTER LEADER

* Average profitability of 4.2 times the others
* Profit per employee of 4.0 times the others
* Revenue per employee of 2.8 times the others

* Average revenue of 2.1 times the others

These organizations also outperformed the S&P, Nasdaq, Fortune 100 Best
Companies, and Glassdoor’s top 100!

They enjoyed what Stephen MR Covey refers to as a “Trust dividend”
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Fireside chat

Fovest
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Questions and answers
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Drinks, canapes and networking
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