MenKus & Associates — Breakfast — 13 October 2011

This is a very condensed set of points from what was a rich and wide-ranging
discussion.
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From the discussion

What do companies that are good at strategy today seem to have in common?

* Listen to people in the business.

* Vision at the top: “bright spark”.

* (lear idea of what they stand for and are good at.

* Need to be good at executing the business model.

* Need to fit with values.

* Change the way we think and talk about strategy to match the reality of chaos.
* Ifyou have growth, it’s easier to experiment and make change.

What about all of this hits home?
* Decide what’s worthwhile. If there’s a thing we want to do, what do we have
to change to make that happen?

* Companies who do a good job with strategy know how to use their business
model.
* You have to be congruent with knowing what you want and then doing it well.



Alot of companies get stuck when people from previous generations come in
because they try to implement old models that don’t work.

Companies that do a good job with strategy have employees who are clear on
what they do well and are proud to say they work there.

There should be an alignment between company and personal values. You
either fit or you're out. Do you share the company values?

a. Example: John Lewis - You're either there for three months or for life.
They are clear about what they want for their people.

b. Virgin Airlines - They are still a “record shop stuck on the side of an
airplane” but their employees intimately feel that strategy is
happening and that they are a part of something.

Start with the excitement and then try to get people on board.

Some degree of chaos/uncertainty is necessary for change within an
organization.

“Even if you're not always CERTAIN, you should always be really CLEAR. “



