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MAKING CULTURE YOUR UNIQUE COMPETITIVE ADVANTAGE

A design framework to activate passion and purpose

BEONE




WRAT IS COMPETITIVE ADVANTAGE




STRATEGIC ASSETS (SA) ENTRY REQUIREMENTS

SA are assets that are unique
to you and give you ‘revenue’
and ‘profits’. Uniqgue means no
one else in the industry gets
revenue from such assets,
except you.

Once SA are emulated, they
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Comes from Strategic Assets l
| become mere entry
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I that are unigue to you.
| requirements, even if they still
[ continue to be profitable. They
| are not unique and so do not
: provide any CA.
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But Competitive Advantages Are Only
Available for Short Periods
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THE RED QUEEN EFFECT

‘Now! Now!’ cried the queen. ‘Faster! Faster!” And they
went so fast at last they seemed to skim through the air,
hardly touching the ground with their feet till, suddenly,
just as Alice was getting quite exhausted, they stopped,
and she found herself sitting on the ground, breathless
and giddy.

The queen popped her up against a tree, and said
kindly,"You may rest a little now.

Alice looked round her in great surprise. ‘Why, | do
believe we’ve been under this tree the whole time!
Everything’s just as it was!’

‘Of course it is,” said the Queen. ‘What would you have
it?’

‘Well, in our country,” said Alice, still panting a little,
‘vou’d generally get to somewhere else—if you ran fast

for a long time, as we’ve been doing/ There may be no sustainable CA that can be acquired, or in other words, CA is only
‘A slow sort of country!” said the Queen. ‘Now, here, . . : - .
ot serm, el all i i e e deie fesm i e available for short periods of time. This is dubbed as

same place. If you want to get somewhere else, you must
run at least twice as fast as that!’

reference to Alice, ‘It takes all the running you can do to keep in the same place’

* Carroll, L.(1946). Through the Looking Glass and What Alice Found There.
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COMPETITIVE ADVANTAGES ERODE

TOP 100 firms in the Fortune 500 as of 1955, except for one, all were manufacturing. TOP 100 firms in the
Fortune 500 as of 2010, only 39 make something. The manufacturers are Apple, Google, & Cisco.

Only 6 of the 18 companies that were singled out as visionary by Collins and Porras (1994) in their best-seller
Built to Last, managed to outperform the Dow Jones Industrial Average.

Only 9 out of 500 companies in S&P 500 managed to consistently deliver total shareholder returns (TSR) in the
top quartile for more than 5 years.

FTSE 100 in London churns 15% of its index each year. This means that a new firm is added and one removed
every two weeks

A survey of 500 CEOs by MIT, has concluded that the primary concern of business, is that all firms have become
more and more alike.
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ITS ARACE IN WHICH ONLY LOSERS REMAIN IN THE END

“Today’s winners “At any given time,

are tomorrows Microsoft is a year away
from wipeout”

~Bill Gates

losers”
~Warren Buffet
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KNOWLEDGE ASSIMILATED IN YOUR CULTURE

IS THE ONLY SUSTAINED CA. EVERYTHING
ELSE IS IMITABLE AND WILL BE IMITATED




WHAT IS CULTURE?
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CULTURE

INTERACTION OF BELIEFS,

ASSUMPTIONS, VALUES, AND
KNOWLEDGE IN YOUR BEHAVIOURS PERFORMANCE

ENVIRONMENT
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CAN YOU ANSWER THESE QUESTIONS?

What is our

current
culture?

] DISCOVER P~

Probability is that you are in an industry where you don’t see any unique Competitive Advantage.

96% of 500 CEOs in Top 1000 Firms (world) interviewed in our research expressed one concern in unison.

SEONE

What is our

desired
culture?

— DEFINE

How do we

evolve
culture?

— CREATE

How do we

sustain
culture?

CA

Chances are that you can’t answer these questions.

‘Businesses are becoming more alike than unique’

Success requires the
will of the people

We instil the will
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WHAT IS OUR CULTURE?

How do we
process
information
and make
decisions?

~ DECISIONS P~

What
influences
our decision
making
behaviour?

— STRATEGY P~

Does our
mindsets
allow
discovery of
the
unknown?

— CREATIVITY P

What stories,
rituals,
symbols,
traditions,
are we
rooted in?

~ ROOTS P

~— THOUGHT P

Which
thought
world
dominates
feelings, and
why?

FIVE CRITICAL ELEMENTS OF CULTURE THAT CAN GIVE YOU A UNIQUE COMPETITIVE ADVANTAGE

SEOMEe

Your culture is the way
people perceive reality
and the way they
behave as a result.

This is regardless of
what you have pasted
on the walls of your
offices.
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WHAT ANNOYS YOU MOST ABOUT YOUR PEOPLE?

SPEED?

EXECUTION?

BUSINESS SENSE?

The Top-5 List Generated By Business Leaders

-IVE ATTITUDE & BELIEFS?

FEAR?

Your Choice Is Your Culture

That’s how people are behaving.
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YOUR CULTURE IS YOUR BRAND

BRAND

| EXPERIENCE

SUPPLIER
U = Z 7 2 =

= = =
= = é = —_—

Organisational Culture
= % =
i 4

il

REGIONS FUNCTIONS ~ DEPARTMENTS ~ LEADERS

BELIEFS INTERACTIONS RELATIONS DIRECTION

é [ 1 [] [ 1 [ 1

PEOPLE CREATE AND COMMUNICATE THE RULES

BEONE

_ﬁ_ Your brand is a collection

CUSTOMER of beliefs, based on

behaviours of your
ecosystem, and value
that your employees
communicate to the
society.
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CULTURE EMERGES THROUGH THE DIFFUSION OF INNOVATION

. Senior Middle Employee Cross :
. Leadership : Management Acceptance Functional De-Railers
' : : ' Alignment :

. NEW IDEA
EINTRODUCEDE

ACCEPTANCE

START POINT

BELIEF

Middle Managers can be your greatest enablers or biggest resisters. The choice is not determined by the merit of the idea.
It is determined by relationships, communication, alignment, and engagement — in other words CULTURE
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CHANGE OCCURS WHEN PASSION MEETS PURPOSE

= Analyze market . = Circumvent obstacles = Increase growth
. = Develop a vision . . _
= Analyze competition Develop strategies t = Improve and modify = Revive old processes with new,
= Develop strategies to .
= Identify possible crises realise E)/ision & structures success-oriented structures
and opportunities = Increase risk-taking = Support successful processes

CREATE SENSE OF URGENCY ESTABLISH A CLEAR VISION ASS'SBENS%‘\’[ELRECSUM'NG SUPPORT AND MAINTAIN PROGRESS
S N N |
|
1 2 3 | 4 [ s | 6 | 7T | 8

1l » CREATE A COALITION SHARE VISION ESTABLISH
Form. ] : . Com.municate and
- group o share vision and

= Plan performance
influential and » Establish and announce

= Focus on customers and
productivity to improve

improvements
strategy performance

responsible individuals = Determine leaders from profits , = Improve management
= Enforce teamwork L = Reward responsible :
coalition Seies effectiveness
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BUT, YOU ARE HELPLESS AT THE HANDS OF CULTURE

Organisations Collapse (Kodak, Nokia, Jet Airways,
Woolsworth), in attempting to change, BUT, are
unable to change culture.

WHY?
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BECAUSE

Because There
NEW ADOPTERS

= ==

Is Nothing

Unique About
Your
Knowledge
That Can’t Be

Imitated

NUMBER OF NEW ADOPTERS
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STATIC PARADIGM

Same

knowledge that

created the
culture, tries to
change it. How

canit?

It can’t and it

doesn’t
succeed.

¢ ]

BEHAVIOUR

Period.

KNOWLEDGE
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BUT WHAT HAPPENS WHEN NEW INSIGHT OCCURS

No One Resists Scientific Insight.

We don’t question Gravity, do we?
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BUT WHAT HAPPENS WHEN NEW INSIGHT OCCURS
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BUT WHAT HAPPENS WHEN NEW INSIGHT OCCURS

Rather we embrace ‘change’ that appears to be cool.
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CAN YOUR BUSINESS CREATE NEW KNOWLEDGE ?

SHAKE THE PARADIGM
THE ROQT CAUSE OF A STATIC CULTURE

INSIGHTS is Static Knowledge. Change in

perception, realisation, or a shake
up of a paradigm, is instant
behavioural change. And then an
instant cultural transformation.

SCIENTIFICALLY
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THE QUESTION REALLY IS

Q1 Can a business know something that others don’t?

Q2 Can this happen continuously?

Q3 Can this knowledge be instantly applied?
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IF YOU DO, HERE'S WHAT HAPPENS

KNOWLEDGE CONSISTENTLY KNOW SOMETHING THAT OTHERS DON'T
; : ,©‘ v 2\ THE ONLY SUSTAINABLE UNIQUE
CA, BASED ON STUDIES OF 10X
ORGANISATIONS SUCH AS
GOOGLE, APPLE, NETFLIX,
APPLICATION Do Something That Others Don’t SUUTHWEiTLﬁ!ELINES' AND

COMPETITVE
COMPETITY CREATE LEVERAGE OR STRATEGIC ASSETS UNIQUE TO YOU CONTINUOUSLY
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DON'T TRY TO CHANGE CULTURE.

People fool themselves, but rarely anyone
ever succeeds. It’s a slow process.

INSTEAD, MAKE A'DENT, IN THE KNOWLEDGE
THAT CREATES THE GULTURE.

Change is Instant & Incidental




UNIQUE KNOWLEDGE = UNIQUE CULTURE = UNIQUE CA = 10X $

CUSTOMERS:

WHO0?

What do you know or can know,
that other can’t or don’t?

A SIMPLE WAY

HERE'S
A START PARADIGM:

|l o I WHAT?

BUT

What static paradigms you NOT EASY
need to challenge to be
able to figure that out?

TECHNOLOGIES:

How can you fill that gap
now, and continuously?
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