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Rusiness Perfarmance Superchanger

The three things you can do to get
the best performance and profit
gains for your business




mﬁ% Starting point

This seminar introduces three
strategies that you can adopt, that,
based on extensive research and
practical experience, will provide
the greatest productivity,
competitiveness and profit gains
for your investments of time,
energy and money.
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ﬁ; GDP/Capita & business productivity
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New Zealand’s GDP/Capita (PRODUCTIVITY) global ranking - 1914 to 2009
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“...all the running you can do to keep in the same place.”

Queen of Hearts — Lewis Carrol
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mﬁ‘ Something unsustainable is
happening in our businesses

Annual percentage change in New Zealand’s labour productivity 1989 - 2009
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Reference: Statistics NZ
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alk about being
different and unique (and it’s true in
some important ways), it is
remarkable that it never occurs to us
 that might affect the way we manage, [t

need to manage and need to be
managed.

Instead we continue to apply
management theory, practices &
strategies designed for other, mainly
American, cultures.
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\ The role & importance of
national culture

How national culture influences economic performance

INITIATION -
NATIONAL IMPLEMENTATION
NATIONAL “MINDSET” BIAS
CULTURE OR
“SOFTWARE OF “ENTREPRENEURIAL
THE MIND” ORIENTATION”

INTERPRETATION OF DESIGN &

C:l\?GsiGZl:VII-;:\IJ:‘S\-L & RESPONSETO WANAGEMENT OF :IORI\IINII’:TT:cEONNEASLS
ENVIRONMENTAL ORGANISATIONS
UNDERSTANDING & PROSPERITY
FACTORS & PEOPLE

&) Forté vanacement © Forte Business Group Ltd 2011
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%  As Kiwis we think in our own
special way

Intensely self reliant, inventive, practical & resourceful.
DIY everything - “Jack of all trades”.
Driven by adventure & discovery — doing new “stuff.

Try to get ahead by working longer and harder. Work 2" longest hours
in developed world.

Respect practical things & achievements.
Low assertiveness - 61/62

Avoid appearing “big headed” or causing offense & suffer intense
feedback reluctance.

Understate, self deprecate and communicate in strange double negatives
and under-statements.
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Despite working hard, we manage in a
way that lets a surprising amount of
value slip through our fingers — and at
the same time increases our
transaction costs!

Conversely, if you are an immigrant
you have to operate in a “system”
where the people exhibit thinking and
behaviour that you may find unusual
and frustrating.

suisng suo4 ©
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THAT’S WHY WE HAVE TO DO THINGS
DIFFERENTLY AND DO DIFFERENT
THINGS IF-WE-WANT BETTER RESULTS!




We cannot change our culture but we
can adopt strategies that change how
we perceive and tackle our challenges
and opportunities and how we
overcome or take advantage of them.
It’s a very low cost — low risk business
intervention.

Let’s illustrate ...

aulsng 8U104 ©
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= Almost every business would benefit
from more capital.

The usual way to get it is to mortgage
the family home, find an equity
partner or venture investor ....

But what if there was another way — a
low risk low cost way of achieving the
same end?

aulsng 8U104 ©
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Management
Matters in New
Zealand
Manufacturing

16t of 16
nations studied

People management score /5
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The authors’ proposed strategy for
improvement however is problematic!

% change
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BUSINESS HABITAT
political, economic, social,
technological, environmental, legal

OPTIMISED OPTIMISED
BUSINESS FINANCIAL
PROCESSES MANAGEMENT

COMPANY
ENVIRONMENT

MANAGE
STRENGTHS

WEAKNESSES

OPTIMISED OPTIMISED
STRATEGIC STAKEHOLDER
INNOVATION RELATIONS

ponioses s 11w 010z P1] dnoip sssuisng 104 ©




,‘ﬁ% Strategy framework

ACTION
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mﬁ‘:} “Conventional wisdom” limits us to doing what we
have always done!

It can take many forms!

Is a benchmark a target or a minimum standard of
performance?

We have built our business models on trading with
people reasonably similar to ourselves. That is now
increasingly invalid.

Worse — most of our management theory and
teaching is based on a US model with immense
internal market and huge critical mass.

Presented by
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1.

Build a
“Complete Customer
Experience”

suisng suo4 ©
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mﬁh Complete Customer Experience
The diagnosis

e We have a remarkable tendency to think
for our customers — engagement/ design/
communications/ negotiations.

e We take for granted what we are really
good at & generally under-sell ourselves.

e We consider the customer’s needs from a
very “down-to-earth” perspective.

suisng su04 ©

e We misalign our value propositions and
communications.
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Complete Customer Experience
Amex study

In the USA customers are prepared
to pay up to 13% more if good
service is provided. India was the
highest at 22%. Customers in other
countries including Australia were
prepared to pay 7 — 12% more.
Many reported terminating
purchases altogether because of
poor service.

suisng suo4 ©
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Complete Customer Experience
Indians pay up to 22% more for
quality customer experience!

Even Kiwis are likely to pay at
least 7% more.

suisng su04 ©

But ... we do not deliver a
complete quality customer
experience!
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How we know we don’t deliver a
quality customer experience

NZTE research - Indian business people
perceive Kiwis as:

e preferring short-term transactional relationships.
e highly risk averse.
¢ weak negotiators.

¢ reluctant to understand Indian culture and
consumer needs.

¢ inflexible with a “take-it-or-leave-it” attitude.

¢ |ess fun to do business with than Australians!

aulsng 8U104 ©
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Complete customer experience is much
more than a firm handshake, a friendly
smile and a glass of SB - mate.
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wﬁ;‘; Complete Customer Experience

For example - Indians place a great
deal of emphasis on TRUST.

It’s not that we can’t be trusted — and
in fact we are very quick to trust - it’s
that our “norm” is to substitute
contracts for trust and that sends all
the wrong signals.

suisng suo4 ©
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The danger is that we have built
our business practises and
models on trading with people
who are reasonably similar to us.

The people we increasingly do
business with have entirely
different mental models, values,
conventions and perceptions.

suisng su04 ©
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Even at home there are big gaps
— and those gaps cost businesses
sales and profit opportunities.

suisng suo4 ©
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The Real Value Proposition

When we “think for our
customers” we don’t
understand how our own value
proposition offer can align with
their value proposition demand
to create optimum value in the
short and long term.

suisng su04 ©
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Building the
Complete Customer Experience

LS ]
DELIVER
COMPLETE £
EXPERIENCE ANALVEE

CUSTOMER
VALUES

Forté Management
Complete Customer

Experience Plan

DESIGN/REDESIGN
PRODULCT &
. PRESENTATION

suisng suo4 ©
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Step 1

Analyse and understand
customer values and
conventions — what is

“normal” — what is valued and
how much it is valued.

suisng su04 ©
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What’s valued is not always
what we think!

www.waitrose.com “Waitrose works with dedicated British and New
Zealand farmers to provide tender, naturally-reared lamb, all year round.”

Understanding what’s important
— language is helpful

I'E I_"!I'ilful:!.lflf1 DEVOMS
A
HOME FARM

PRI POCARTIE

Oaan 250155 . 0TEIT 214750
hx il
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Mﬁ; Understanding what’s important
— language is helpful

Presented by

@) Forté mancenent

onsored b
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Mﬁ; They won 't say so if it 's
not important

“Farm assured British beef.”

“Outdoor bred pork.”

“100% British beef.”

“Dolphin friendly tuna.” x2

“We use only 100% Rainforest Alliance certified coff ee.”

“We are committed to sourcing the best ingredients, where

possible from the UK.”

“We are proudly able to say that we are able totrac e the

origin of our food to its growers and farms.”

“Our cod is sourced from recognised sustainable

fisheries.”

“We are proud to use only 100% British potatoes for our

chips.”

“JD Wetherspoon supports the charity CLIC Sargent. We

have raised over £2 million to date. Registered cha  rity no.
S 1107328."

@) Forté mancenent

‘Sponsored by

Wetherspoons menu

pansasas siubu 1y 0102 P17 dno.g ssauisng 9U0d4 ©
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Beginning to understand

| *_ ‘!'_Ti'-_i- —— :g

What we can see is
important ... but it’s =
only the beginning!

‘ E i
I
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Delving deeper into
understanding national cultures

Kiwi National Culture Dimensions - rankings and comparators

LOW HIGH
i i FRANCE UNIVERSALISM i

INDONESIA  INDIVIDUALISM
POWER DISTANCE INDEX | KOREA

ASERTIVNESS

SHOW EMOTION @ WORK | RUSSIA

SINGAPORE AFFECTIVE AUTONOMY

" TIME ORIENTATION

Kiwi “dimensions” align strongly in favour of the
cognition & behaviour associated with initiation.
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Curiously — understanding
ourselves is an even bigger
challenge than understanding
other people — and it’s the
foundation of the whole process
because we see the world
through the lens that is “us”.

suisng suo4 ©
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Step 2

Align the firm’s value proposition
offer with the customers’ value
proposition demands.

suisng su04 ©
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Can Kiwi firms match these
propositions? Dowe —and do
we tell our customers about it?

“Farm assured British beef.”

“Outdoor bred pork.”

“100% British beef.”

“Dolphin friendly tuna.” x2

“We use only 100% Rainforest Alliance certified coff  ee.”
“We are committed to sourcing the best ingredients, where
possible from the UK.”

“We are proudly able to say that we are able totrac e the
origin of our food to its growers and farms.”

“Our cod is sourced from recognised sustainable

fisheries.”

“We are proud to use only 100% British potatoes for our
chips.”

“JD Wetherspoon supports the charity CLIC Sargent. We
have raised over £2 million to date. Registered cha  rity no.
1107328."
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Step 3

Design/redesign/customise
product-service, packaging
and presentation.

pansasas siubu 1y 0102 P17 dno.g ssauisng 9U0d4 ©
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Could a typical Kiwi business
match this concept?

suisng suo4 ©
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Step 4

Design customer
engagement strategies

Customer relationship
management.

Distribution channels — reach out
as close to the consumer as
possible.

suisng su04 ©
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We are inclined to think that
doing the right thing is enough!

“There is only one thing
more important than
doing the right thing
and that’s telling people
about it.”

John D Rockefella 1839 - 1937
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Communication styles

Under & Over stating receiver/sender matrix
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What can happen when you don’t
control your distribution channel

Step 5

Action

Implement the cohesive and
coordinated plan to ensure every facet
of the business (business processes, financial
management, strategic innovation & stakeholder relations)
is aligned with and contributes to
building the customer experience in
order to optimise value creation and
harvest.

suisng su04 ©
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Manage people
performance...

mﬁ{‘, Managing people performance...
The diagnosis

e We DIY people management and lack
sophistication — especially metrics.

¢ We do not enjoy being “managed” and
we do not like “managing” other people.

e Our low assertiveness & feedback
reluctance get in the road of us being
good people performance managers.

suisng su04 ©

e We have poor employee “engagement”.
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Squeezing harder§sXounter

producti

Stress hurts
productivity, erodes
people’s cognitive
abilities, lessens short
and long term memory
and reduces language
(AKA communication &
comprehension) skills.

Ref: HBR Medina/Coutu

Yet it seems to be the
strategy of choice for
many managers!

A
Ny, W

Squeezing harder is counter
productive!

In Australia, research shows 10-15% of
employees are clinically depressed and
another 10-15% are “languishers”.

Problems range from absenteeism to
“presenteeism” (that is the most
destructive) to deliberate sabotage.

suisng su04 ©

Managers have to transition from
“controllers” to facilitators of meaningful
work.

baniasas sybL |1V 0L0Z P17 dNoJO Ss:
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Gallup Research
cost of disengagement (in N2)

STAFF A B C
1 $12000?| $25000?| $37000?
2 $75 000
3 $112 000
4 $149 000
5 $187 000
10 $373 000
25 $933 000
50 $1 867 000
100 $3 733 000
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MAMAGERS" CONTINUOUS
PROFESSHOMAL
DEVELOPMENT

-

€

Forté Monagement ANALYSE
: & PLAN

People Performance
Management Plan

APPRAISE &
FEEDBACK
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26



%
eNZ e W

Professional Development

Managers’ professional development is the
#1 priority!

To create a positive, engaged workforce
managers must be able to combine people
management competence and confidence
along with a very clear strategy to optimise

everyone’s performance in every facet of the
business.

aulsng 8U104 ©

This is definitely not an inherent Kiwi DIY
competence even if we think it is!
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Non-linear Management
Development

Only achieve incremental gains by
building on strengths. Exponential gains
come from non-linear development of
complementary skills. Eg build a
technical manager’s communication,
negotiation and assertiveness skills.

aulsng 8U104 ©

Think of it like “cross-training”.

baniasas sybL |1V 0L0Z P17 dNoJO Ss:
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About engaged employees ...

Are committed to making the business a
success.

Are enthusiastic about, involved in and
satisfied with their job.

Want to stay with the business.

Are willing to talk positively about the
business.

Are willing to go the ‘extra mile’.

Engagement is the degree of employee-
employer alignment. Employees have a

choice about the level of engagement they
offer their employer.

suisng suo4 ©
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mﬁﬁ Why engagement is so important

There are correlations with:

Performance/efficiency/productivity
Safety

Attendance and retention

Customer service and satisfaction
Customer loyalty and retention
Profitability

Return on Assets

suisng su04 ©
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@ﬁ The 4 drivers of engagement

The company

Leadership
People systems

Stakeholders

Requires all of these elements to be present.

suisng suo4 ©
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Manage and develop the firm’s
Intellectual Assets

suisng su04 ©

baniasas sybL |1V 0L0Z P17 dNoJO Ss:

29



Intellectual assets —
What are they?

Intellectual (or intangible) assets are the
drivers of business productivity,
competitiveness and profitability.

They exist as difficult to replicate
combinations unique to each business.
They are the “magic” ingredient that
makes the difference between ordinary
and exceptional — given similar plant and
machinery etc.

aulsng 8U104 ©
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Intellectual assets —
What are they?

Include all the business’s inventions,
ideas, institutional knowledge &
expertise, know-how, designs & design
capability, plans, customer databases
and relationships, production processes
and quality systems, brands and
reputation, as well as registered IP like
patents and trademarks.

aulsng 8U104 ©
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Intellectual assets...
The diagnosis

¢ Kiwi firms are distinguished by not
identifying managing and developing
intellectual assets.

¢ We often embed high value intellectual
assets in the comparatively low value
products and services that we sell.

e We struggle to recognise and extract the
value from things we can’t touch and see.

suisng suo4 ©
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Here’s why that’s so
important!

suisng su04 ©
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“A funny thing happened on the
way to the 215t Century”e

. Tangible Assets Intangible Assets

Reference: Standard and Poor’s 500 stock index and IAM
Magazine, March 2006.

suisng suo4 ©
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Intellectual Asset Management
The goal ...

e Optimise performance & profit.

¢ Minimise risk of loss, theft, no

FTO etc.

e |dentify new products/services

and value proposition fits.

¢ |dentify new revenue and profit

streams and shareholder value.

suisng su04 ©
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mﬁ\ Which particular assets are most

> important varies between sectors
F&B Brands
Finance Customer relationships

High Tech R&D capability

Media Creative individuals

Software Creative teams

Engineering Accumulated insight &
understanding that is
transferable from project to
project = expertise & experience

Wﬁ-‘a Defining an “Asset”

"An asset is a resource controlled
by the enterprise as a result of
past events and from which future
economic benefits are expected to
flow to the enterprise."

The International Accounting Standards Board

Intellectual assets are no
different!

aulsng 8U104 ©
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The 6 step IAM process

L5 4
STRATEGY Fortd AMomogoment

Intelloctual Assit
mManagement Plan e

RECORD

o

PROTECT

suisng suo4 ©

baniasas spybL |1V 0L0Z P11 dNoJO Ss:i

Step 1: Identify

e Application of a structured,

facilitated process to identify

the full range of intangibles.

suisng su04 ©
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, nﬁ; Why it’s so hard to
DIY... FAMILIARITY

suisng su04 ©
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Nﬁh Step 2: Catalogue
Record under these headings:
e Brand, Image & Reputation based.
¢ Intellectual Property based.
¢ Product & Design based.
e Contracts based.
e Customer & Supplier based.
e Organisation & Operations based.

e Workforce based (Human Capital).

nnnnn

e Other ‘Stuff’ including “at risk”.

suisng su04 ©
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Step 4: Protection options —
securing against loss & theft

Vary from country to country.
International treaties (PCT).

Registered and unregistered. ®,TM,
©, patents, design rights, registered
design, PVR, trade secrets, etc.

Buying time with provisional patents. :

Why patent? An alternative
perspective.

21 spubu |1V 0102 P17 dn:

Step 4: Protection options —
securing against loss & theft

Recording & securing passwords,
supplier lists, customer records &
relationships, etc.

Controlling access & release.

Constraints of trade, confidentiality
agreements (NDA) etc.

Avoiding premature disclosure.

sa4 suBL IV 0102 P1] dnoig sseuisng
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Step 4: Protection options

Happiness is the return of a stolen computer,
with data intact
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5. Strategise and plan

Integrate management of intellectual assets
into every aspect of the business strategy and
plan to drive the productivity and profitability

of every product, service, process, etc.
OPTIMISED OPTIMISED

BUSINESS FINANCIAL
PROCESSES MANAGEMENT

OPTIMISED OPTIMISED
STRATEGIC STAKEHOLDER
INNOVATION RELATIONS
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Leap to new profit &

performance &
with eﬂﬁ“

Business Perfoemuance Supenchargper
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Rusiness Perfarmance Superchanger

Supercharging your business
performance and profit with three
strategy tools specially designed
for Kiwi businesses

cHE‘fh':e’hu
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