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 Review of Day 1

What did you learn?

Anything questions and/or anything missing?

Day 1 Lessons Learned
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Day 2 Lessons to Learn
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Focus on company and public sector leaders
 1765 CEO’s, 906 CFO´s and 2936 business and public 

sector leaders representing 63 countries across 17 
industries

 Leaders from the private (78%) and public (22%) sectors

 20% of the CXOs are from countries with emerging 
economies, 80% from established economies

 33% Asia, 36% EMEA and 31% Americas

 Organization size

 Companies of +$500 M (established economies) and 
$250M (emerging economies) in annual revenue

 Public sector organizations with + 1,000 employees

Quantitative and qualitative analysis

 Analysis of respondents’ current behaviour, investment 
performance, patterns and future intent 

 Analysis of choices being made by financial outperformers 

Asia Pacific, 
26%

EMEA, 
42%

Americas, 
29%

Distribution Sector  
22%

Industrial Sector  
23%

Financial Sector  
17%

Public Sector  
22%

Communications 
Sector 10%

Where do we take our principles from 
(Learning from the Leaders)
Global University Alliance study 2014-2016



Consistently outperforming across every financial metric, top and bottom line, 
balance sheet and operational efficiency measures. 

Efficiency and Effective business insight contributes to Outperformance.

X 14  
better

49% better

50% better

5-year CAGR, 2008-2013 5-year CAGR, 2008-2013 5-year average, 2008-2013

Outperformers Underperformers

Learning from the Leaders:
Consistently outperform across every financial metric
Global University Alliance study 2014-2016

EBITDA: Earnings Before Interest, Taxes, Depreciation and Amortization
ROIC: Return On Invested Capital
Source: Learning from the Leaders: Global University Alliance CEO Study 2014-2016
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Lessons Learned: CxO’s have a Blind-spot
Global University Alliance study 2014-2016



Competitive Forces Model – Suppliers
Introduction to new key principles & concepts



Competitive Forces Model – Complementors
Introduction to new key principles & concepts



Competitive Forces Model – Resources, Competencies, Capabilities
Introduction to new key principles & concepts



Competitive Forces Model – Potential New Entrants
Introduction to new key principles & concepts



Competitive Forces Model – Activities
Introduction to new key principles & concepts



Competitive Forces Model – Rivals
Introduction to new key principles & concepts



Competitive Forces Model – Positions
Introduction to new key principles & concepts



Competitive Forces Model – Business Service
Introduction to new key principles & concepts



Competitive Forces Model – Retailers, Whole-sellers, Customers
Introduction to new key principles & concepts



General Model (concept): Competitive Forces Model
Introduction: key concepts



22

General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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General concepts around Forces/Trends
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Example: Forces/Trends
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Discussion: use the Model to specify relevant Forces & Trends for you  



By opening this presentation, you agree to accept the terms and conditions outlined in our Terms of Use, Copyright
Policy, Privacy Policy on the LEADing Practice webpage: www.leadingpractice.com

Important note:
Unauthorized use, disclosure, appropriation, reproduction or misuse of “LEADing Practice Material” (LPM) and/or
“LEADing Practice Service” (LPS) in any form whatsoever, whether in absence of contract or outside the use
permitted by contract, may result in invoicing issued to You and/or to the relevant person(s) based on the applicable
LEADING Practice Standard Fees at the time of such unauthorized use or misuse, in addition to any other such
fees, rights and remedies as may be available to LEADING Practice.

You fully acknowledge and agree that such Invoicing as per this Policy and any such additional remedy shall be
deemed by You to be appropriate and reasonable in the circumstances.

You also acknowledge and agree that You have read and understood the Terms of Use, Privacy
Policy and Copyright Policy.

Terms of Use, copyright and privacy policy terms and conditions
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http://www.leadingpractice.com/terms-of-use/
http://www.leadingpractice.com/copyright-policy/
http://www.leadingpractice.com/privacy/
http://www.leadingpractice.com
http://www.leadingpractice.com/terms-of-use/
http://www.leadingpractice.com/privacy/
http://www.leadingpractice.com/copyright/


QUESTIONS?

Global University Alliance

Professor Mark von Rosing
Chairman of Global University Alliance

Mobile +33 (0)640194034
E-Mail: Mvr@GlobalUniversityAlliance.net

For more information:
www.globaluniversityalliance.net

LEADing Practice 

Henrik von Scheel
Chief Executive Offices

Mobile +1 605 963 9193
E-Mail: Hvs@LEADingPractice.com

For more information:
www.LEADingPractice.com
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Competitive market forces



Organization's market position e.g. rivals, complementors, etc.



Industry exposure to external force, e.g. macro-economics, etc.



Organization's geographic exposure to recession/crisis e.g. 
demographics, environment, etc.



Strategic situation



Chosen strategy



Business competencies



Business modelling discipline chosen



Standards used
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