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Lessons Learned from Day 1
Overview of Day 2: Forces & Strategy

Introduction to new key principles and concepts

= Competitive Forces Model

= Scope of Learning from the Leaders

= Qutperform across every financial metric

= Key Findings on Innovation and Transformation
= Qutperformers VS. Underperformers

= CxO Blind-spot

= Effective Execution

* Business Model Domains

* The Winding Road

* Oil & Gas Value Chain
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* Review of Day 1
»What did you learn?

» Anything questions and/or anything missing?
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= QOverview of Day 2: Forces & Strategy




Strategy

Understand emerging &
disruptive trends

From emerging & disruptive
trends to leading strategies

Develop Differentiating and
competitive strategies

Explore new alternatives
(innovation thinking)

Develop Customer centric
strategies

Develop enhanced situational
and strategic thinking

Redefining the core
differentiation aspects

Develop Lower Risk Strategies

Develop Operational Excellence
strategies

Learn problem-solving
techniques

Tools & Techniques

Personal

Development

Understand how to develop a
Strategy Map

Develop a personal leadership
plan

Create an individual leadership
philosophy

Individual
Performance
Coaching



Advanced Cross-Culture Leadership Program (Module 1 @ Chateau Du Grand Perray)

Monday
Strategy

8:30 AM >> Lessons Leﬂr;ad - Program Manager

Joshua Michael

== Technigues & tools that will be used

today: Forces Map & Strategy Map

10:00 AM Break

10:15 AM Advanced Leadership Theory: Strategy,
which components does it include and
what doesn't it include. Presenter by the
international speaker, researcher,
publisher and thought leader Professor

Simon Polovina (an authority on Business
Ontology)

12:00 AM Lunch

12:45 PM Strategy Design (with Prof. Simon
Polovina and Prof. Mark von Rosing): The
forces and drivers

>> Understand emerging & disruptive trend
Group Exercise: specify your specific
trends, drivers and forces

Individual Exercise: Populate the Force &
dAriver man

2:00 PM Pray time: 02:03 PM

Break

2:30 PM Strategy Design (with Prof. Simon
Polovina)- Relationship between forces,
drivers and strategy

>> Define relevant Strategies to the forces
>> Drive Strategy Design

>> Evaluate existing strategies and give

Break

4:00 PM |Strategy Design Exercise (with Prof.
Simen Polovina and Prof. Mark von
Rosing):

>> Relate the forces and drivers to your
best suited strategy

>> Specify which strategy fits to which area
(of your business)

3:30 PM

5:30 PM Evening Activities: Strategy Game (with
Marianne Fonseca)
6:00 PM Pray time: 18:12 PM

Mentoring & Coaching 20%
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= Introduction to Forces & Drivers key principles
= Study: Learning from the Leaders

= Lessons Learned: CxO’s have a Blind-spot




Where do we take our principles from
(Learning from the Leaders)

Focus on company and public sector leaders

= 1765 CEQ'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
= QOrganization 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

Industrial Sector Public Sector
23% 22%

Communications | Financial Sector
Sector 10% 17%

Distribution Sector

22%
Asia Pacific, Americas,
26% 29%
EMEA,
42%



Learning from the Leaders:
Consistently outperform across every financial metric

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

» Efficiency and Effective business insight contributes to Outperformance.

0,
X 14 18.2% | 1906 peter
better

14,7%

—

50% better

.Outperformers . Underperformers

EBITDA Revenue Growth ROIC

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

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



Learning from the Leaders:
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Lessons Learned: CxO’s have a Blind-spot
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Low Time High
— Change in environment

Innovation and transformation in organization

Inspired by:
1) The danish physicist NMiels Bohr and the changes that come when we meet a paradox.
2) “Exploring Corporate Strategy” by Gerry Johnson, Kevan Scholes and Dr. Richard Whittington.



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

Competitive Forces

@ Source: Prof. Dr. Mark ven Resing and Maria Hove




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

Competitive Forces

Complementors

Complementors

@ Source: Prof. Dr. Mark ven Resing and Maria Hove




Competitive Forces Model — Resources, Competencies, Capabilities

Competitive Forces

................................................................................................................................................

Complementors

Competitive and Cooperative Forces

Resources

Business Factors

Suppliers [ Competencies
Capabilities
Business Factors
—p | Complementors
............................................. Competitive and Cooperative FOICeS | i crrerrcr e ceeeeaac
ettt ettt r e re e a e eeaas Macra Environment e |

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Potential New Entrants

Competitive Forces

................................................................................................................................................

Competitive and Cooperative Forces

Complementors =

Potantial
MNew Entrants

Resources

Business Factors

Suppliers M| Competencies
Capabilities
Business Factors
Potential
—p | Complementors - New Entrants
............................................. Competitive and Cooperative Forees L el
S Maero BNt e !

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Activities

Competitive Forces

................................................................................................................................................

Competitive and Cooperative Forces

Complementors

—»

Potantial
MNew Entrants

!

!

Business Factors
Resources

Supp"ers i
Capabilities
Business Factors
Potential
—p | Complementors - New Entrants
............................................. Competitive and Cooperative Forees L el
S Maero BNt e !

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Rivals

Competitive Forces

...............................................................................................................................................

Competitive and Cooperative Forces

————————| Complementors

—»

Potantial _
New Entrants [ Rivals

]

!

' Business Factors
Resources

1 |

1 H

;| Suppliers M Competencies Activities

1 |

— Rivals

Capabilities

: Business Factors
Potential

i : —*| Complementors [=*| o Entrants
Macro Environment

.............................................................................................................................................. ]

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Positions

Competitive Forces

................................................................................................................................................

Competitive and Cooperative Forces

Fotential
————| Complementors [~*| waow Entrants [ Rivals

! |

Business Factors

m

Business Factors

I I

Potential
New Entrants

Supp"ers i

—p | Complementors - — Rivals

T T e e o R T V. i

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Business Service

Competitive Forces

................................................................................................................................................

Competitive and Cooperative Forces

Fotential
————| Complementors [~*| waow Entrants [ Rivals

! |

Business Factors

_ . Business
Suppliers Competencies Service

Business Factors

I I

Potential
New Entrants

—p | Complementors - — Rivals

T T e e o R T V. i

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



Competitive Forces Model — Retailers, Whole-sellers, Customers

Competitive Forces

................................................................................................................................................

Competitive and Cooperative Forces

Potantial
—————| Complementors = New Entrants [ Rivals
1 1 1 v
Business Factors
Retailers
> +
) . . Business -
Supp“ers i gervl;e:’ | 22."":;';
Business Factors
T T T -
Potential

—p | Complementors - — Rivals

New Entrants

T T e e o R T V. i

@ Source: Prof. Dr. Mark von Rosing and Maria Hove



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

EXTERNAL FACTORS FOR COMPETITIVE FORCES

= T |

: BUSINESS FACTORS CUSTOMERS
COMPETENCY { POSITION i

INTERNAL FACTORS FOR COMPETITIVE
AND/OR COOPERATE FORCES
—

‘i

Resources Retailers

Suppliers Business Function m—b

Capabilities

Channel

Services

I’I

i

|

Rivals

| g
) |

+ + Financial Institutes |+

WALEAD ing Proctice Business Model Reference Framewerk Source: www.LEADimgPractice.com

L




General concepts around Forces/Trends

Long-lasting, global phenomena that

influence all areas of daily life, across
politics, culture, economy.

22



General concepts around Forces/Trends

Long-lasting, global phenomena that
influence all areas of daily life, across

politics, culture, economy.

All
23 Ecosystem



General concepts around Forces/Trends

Long-lasting, global phenomena that

influence all areas of daily life, across

politics, culture, economy.

All
24 Ecosystem



General concepts around Forces/Trends

Long-lasting, global phenomena that

influence all areas of daily life, across
politics, culture, economy.

Cause and effect Iinkagn:—:s>

All Industry
25 Ecosystem System to System
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General concepts around Forces/Trends

Long-lasting, global phenomena that
influence all areas of daily life, across
politics, culture, economy.

Cause and effect Iinkages>

All Industry
27 Ecosystem System to System



General concepts around Forces/Trends

Long-lasting, global phenomena that
influence all areas of daily life, across
politics, culture, economy.

Cause and effect linkages

All Industry Closed
28 Ecosystem System to System System
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General concepts around Forces/Trends

Long-lasting, global phenomena that
influence all areas of daily life, across
politics, culture, economy.

Cause and effect linkages

All Industry Closed
30 Ecosystem System to System System



Example: Forces/Trends



Discussion: use the Model to specify relevant Forces & Trends for you

Long-lasting, global phenomena that
influence all areas of daily life, across
politics, culture, economy.

Cause and effect linkages

All Industry Closed
32 Ecosystem System to System System



Terms of Use, copyright and privacy policy terms and conditions

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
“LEADiIng 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.



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?

LEADing Practice

Henrik von Scheel
Chief Executive Offices

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

For more information:
www.LEADingPractice.com

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
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Competitive market forces

Number of f
Degree o providers One big anl? Many Commodity
preference some sma

Homogenous market . : - Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly =
Heterogenous market Differentiated Differentiated, ﬁﬁ‘m if?gpgrnia?g& Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopoly competition rivalry

WSILEADiIng Practice M. i Content [LEAD-ES10001PG|




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

Number of .
Degree of ~Rroviders One big anlcli Many Commodity
preference some sma

Homogenous market : : - Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly e
Heterogenous market Differentiated Differentiated “%ﬁ_‘m iggp:rﬁiaqgh Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopoly competition rivalry

Organization's market| | Swong |  Robust | Secure |  Fragie | Weakest |
e g Strongest | Wost robust Vulnerable

EILEADIng Practice M s Content [LEAD-ES10001PG]




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

Number of .
Degree o providers 1 One big aI"IICIi Many Commodity
preference some sma

Homogenous market
(no preference)

Duopoly Partial monopoly Oligopoly Competition wm';gltliti on

Monopoly o
Heterogenous market Differentiated Differentiated “%ﬁ_.m if?gp:raia?gh Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopoly competition rivalry

Tl m—
i G " 4 Strongest Most robust Vulnerable

lementors

Industry exposure to
external forces e.g.
macro-economics
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Organization's geographic exposure to recession/crisis e.g.
demographics, environment, etc.

Number of .
Degree o providers 1 One big aI"IICIi Many Commodity
preference some sma

Homogenous market . : . Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly o7
Heterogenous market Differentiated Differentiated “%ﬁ_.m if?gp:raia?gh Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopoly competition rivalry

Tl m—
i G " 4 Strongest Most robust Vulnerable

lementors

Industry exposure to
external forces e.g.
macro-economics

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

WEILEADIng Practice M. i Content [LEAD-ES10001PG|




Strategic situation

Number of .
Degree o providers 1 One big aI"IICIi Many Commodity
preference some sma

Homogenous market . : . Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly o7
Heterogenous market Differentiated Differentiated “%ﬁ_.m if?gp:raia?gh Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopoly competition rivalry

] E——
" ompieniors|__"" Strongest | Wost robust Vuinerable

Industry exposure to
external forces e.g. High
macro-economics —

Organization’s
geographic exposure
to recession/crisis Low Low
e.g. demographics,
environment

Differentiation

WEILEADIng Practice A i Content [LEAD-ES10001PG|




Chosen strategy

Number of f
Degree of ~Rroviders One big a“ﬁ’ Many Commodity
preference some sma

Homogenous market . : - Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly —
Heterogenous market Differentiated Differentiated, ~ Gompetition, but, Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopaly competition rivalry

Organizatiomsmarket| .~ | Swong | Robust | Secure |  Fragile | Weakest |
P lomentors - Strongest Most robust Vulnerable

Industry exposure to
external forces e.g.
macro-economics

Organization’s
geographic exposure
to recession/crisis Low Low
e.g. demographics,
environment

Increase the revenue model by creating Compete in existing market space, but

uncontested market space stand out via services and performance Compete in same market space
With value make the competition Differentiate yourself from the
(i competition Beat the competition
Exploit current customer base to reduce L
Chosen strategy Create and capture new demand attrition, drive Io&a{l\%&rﬁd promote word Exploit existing demand
Break the transactional market econom
Break the value-cost trade-off mindset, add service to exceed y Make the operational-cost trade-off
expecations
Align the whole system of a company’s  Align the whole system of a company's ~ Align the whole system of a company's
competencies in pursuit of differentiafion actvities in pursuit of differentiation actvities with its strategic choice o
and value through added services and performance low cost

WSILEADIng Practice L 1 Content [LEAD-ES10001PG)




Business competencies

Number of f
Degree of ~Rroviders One big a“ﬁ’ Many Commodity
preference some sma

Homogenous market . : - Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly —
Heterogenous market Differentiated Differentiated, ~ Gompetition, but, Monopolistic Head-2-head
(some preference) duopoly partial monopoly oligopaly competition rivalry

Organizatiomsmarket| .~ | Swong | Robust | Secure |  Fragile | Weakest |
P lomentors - Strongest Most robust Vulnerable

Industry exposure to
external forces e.g.
macro-economics

Organization’s
geographic exposure
to recession/crisis Low Low
e.g. demographics,
environment

Increase the revenue model by creating Compete in existing market space, but

uncontested market space stand out via services and performance Compete in same market space
With value make the competition Differentiate yourself from the
irrelevant competition Beat the competition
Exploit current customer base to reduce L
Chosen strategy Create and capture new demand attrition, drive Io&a{l\%&rﬁd promote word Exploit existing demand
Break the transactional market econom
Break the value-cost trade-off mindset, add service to exceed y Make the operational-cost trade-off
expecations
Align the whole system of a company's ~ Align the whole system of a company's ~ Align the whole system of a company's
competencies in pursuit of differentiafion actvities in pursuit of differentiation actvities with its strategic choice o
and value through added services and performance low cost

Core Differentiating Competencies Core Competitive Competencies Non-Core Competencies

WSILEADIng Practice L 1 Content [LEAD-ES10001PG)




Business modelling discipline chosen

Number of f

Degree of ~Rroviders One big a"I‘I’ Many Commodity
preference some sma

Homogenous market . . - Full

(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly —
Heterogenous market Differentiated Differentiated, ~ Gompetition, but Monopolistic Head-2-head
(some preference)

duopoly partial monopoly Wit differentiated competition rivalry
Organization’s market

oligopoly
osition e.g. rivals, -
P omplementors [ Strongest | Mot robust Vulnerable

Industry exposure to
external forces e.g.
macro-economics

Organization’s
geographic exposure
to recession/crisis Low Low
e.g. demographics,
environment

Increase the revenue model by creating Compete in existing market space, but Compete in same market space

uncontested market space stand out via services and performance
With value make the competition Differentiate yourself from the i
(i competition Beat the competition
Craate and caph d d Exploit current customer base to reduce .
Chosen strategy reate and capture new deman attrition, drive Io&a{l\%g{;‘d promote word Exploit existing demand
Break the transactional market econom
Break the value-cost trade-off mindset, add service to exceed y Make the operational-cost trade-off
expecations
Align the whole system of a company’s  Align the whole system of a company's  Align the whole system of a company's
competencies in pursuit of differentiafion actvities in pursuit of differentiation actvities with its strategic choice o
and value through added services and performance

low cost

Core Differentiating Competencies Core Competitive Competencies Non-Core Competencies
Business modelling - .
discipline chosen Revenue Model Value Model Service Model |Performance Model| Operating Model Cost Model
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Standards used

Number of .
Degree of ~Rroviders One big anlcll Many Commodity
preference some sma

Homogenous market . : - Full
(no preference) y | Duopoly Partial monopoly Oligopoly Competition competition
onopoly
Heterogenous market Differentiated Differentiated, Com eilllon but Monopolistic Head-2-head

duopoly partial monopoly 0I|gopoly competition rivalry

Organiationsmarket| U1 Suong | Robust | Secwe | Fragie | Weakest
P ompieniors | Strongest | Wost robust Vunerable

Industry exposure to
external forces e.g.
macro-economics

Organization’s
geographic exposure
to recession/crisis Low Low
e.g. demographics,
environment

Increase the revenue model by creatin Compete in existing market space, but :
uncontested market spayce e dp Bl vin eoctics o per?ormanoe Compete in same market space

With value make the competition Differentiate yourself from the :
R competition Beat the competition
Exploit current customer base to reduce R
Chosen strategy Create and capture new demand attrition, drive Iogfarint)égt?]d promote word Exploit existing demand
Break the transactional market econom
Break the value-cost trade-off mindset, add service to exceed 1 Make the operational-cost trade-off
expecations
Align the whole system of a company’s ~ Align the whole system of a company’'s  Align the whole system of a mmpanys
competencies in pursun of differentiafion actvities in pursuit of differentiation actvities with llS strateglc choi
and value through added services and performance low cost

Core Differentiating Competencies Core Competitive Competencies Non-Core Competencies
Business modelling
discipline chosen Revenue Model Value Model Service Model Performance Model| Operating Model Cost Model

Standards used 1 y Best Practice Best Practices

EILEADIng Practice M f Content [LEAD-ES10001PG|
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