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Believe nothing, no matter
where you read it, nor who
said it, unless it agrees with

your own reason, your own
context and your own
common sense.

Strategy QReality




PMI Session Objectives

1.

Why are we even talking about Executing Strategy?

As a Project Manager, what do | need to know about my company’s
strategy? [Initiation Phase]

What does “strategic thinking” look like for a Project Manager
during planning? [Planning Phase]

. What do you really need to pay attention to during implementation

of the project plan in terms of strategy? [Execution Phase]

How can you make a difference with the company’s strategy when
you have no authority? [Close-out] =
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a* Or put more simply, if you
"..» don’t peddle fast enough
' to keep moving while
keeping the bike straight,
you fall over.
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complexity

Characteristics: The situation has many
interconnected parts and variables.
Some information is available or can be
predicted, but the volume or nature of it
can be overwhelming to process.

Example: You are doing business in many
countries, all with unique regulatory
environments, tariffs, and cultural values.

Approach: Restructure, bring on or
develop specialists, and build up
resources adequate to address the
complexity.

ambiguity

Characteristics: Causal relationships are
completely unclear. No precedents exist;
you face “unknown unknowns.”

Example: You decide to move into
immature or emerging markets or to
launch products outside your core
competencies.

Approach: Experiment. Understanding
cause and effect requires generating
hypotheses and testing them. Design your
experiments so that lessons learned can
be broadly applied.

William Malek -- Strategy2Reality International Co Ltd 2015

HOW MUCH DO YOU KNOW ABOUT THE SITUATION? +

volatility

Characteristics: The challenge is
unexpected or unstable and may be of
unknown duration, but it’s not necessarily
hard to understand; knowledge about it
is often available.

Example: Prices fluctuate after a natural
disaster takes a supplier off-line.

Approach: Build in slack and devote
resources to preparedness—for instance,
stockpile inventory or overbuy talent.
These steps are typically expensive; your
investment should match the risk.

uncertainty

Characteristics: Despite a lack of other
information, the event’s basic cause and
effect are known. Change is possible but
not a given.

Example: A competitor’s pending product
launch muddies the future of the business
and the market.

Approach: Invest in information—collect,
interpret, and share it. This works best in
conjunction with structural changes, such
as adding information analysis networks,

that can reduce ongoing uncertainty.
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In a VUCA world strategy execution is difficult

Vision-Goal

Current
Situation

e
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A lot of perspectives in the market place!

Wiley Corporate F&A
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Strategy Execution is Trending
Search Google Trends “

Worldwide ~ 2004 - present v Business & Industrial Web Search ~

Compare Search terms v

Strategy execution

Search term +Add term
|nteres~t over “me Compare to category Forecast
2005 2007 2009 2011 2013 2015

<hH
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Satisfaction rates of strategies

Expectations: C-Suite n Management

Exceeds all
Exceeds some
Meets all

Fails to deliver on some

Fails broadly 1% 1%

C-suite satisfaction 81%  Only 52% of management agrees

Source: A.T. Kearney Strategy Study, 2014; sample size: 2,010 global executives

e
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Strategy Formulation — What goes wrong?

 Lack of Understanding of Future Trends (88%) = VUCA
e Little Understanding of Internal Capabilities (87%)
* Too Much Top-Down Approach (84%)

* Not Enough Logical Thinking (84%)

2,010 Global Executives A.T. Kearney -- Strategy Study -- 2014

e
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Path-Goal Leadership Theory (Robert House, 1971)

Strategy
Execution
Hi Clarity
Actual path y
Goal Clarity
(Why and What)
“The Strategy”
Lo
Lo Means Clarity Hi

(How, Who, When)
“The Execution”
William Malek -- Strategy2Reality International Co Ltd 2015
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Path-Goal Leadership Theory
(House 1971, Malek 2007)

Strategy
Execution

Hi Clarity

Actual path
Goal Clarity Hi
(Why and What)
“The Strategy” s 2 4
Jss*"  ProjectPortfolio
Decision
Governance
Lo Clarity

Lo Hi

Means Clarity (How, Who, When)
“The Execution”

William Malek -- Strategy2Reality International Co Ltd 2015
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Strategy Deployment: What goes wrong?

 Lack of Internal Understanding of Strategy (90%)

 Lack of Internal Capabilities to Execute the Strategy (90%)

“This makes for bewildered, disenfranchised, overwhelmed, and under-
supported deployments. As one manager admits, “We underestimate
the combined effects of overlapping initiatives on the same group of
people.”

2,010 Global Executives A.T. Kearney -- Strategy Study -- 2014
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The Strategic Execution Framework

EXECUTING
*STRATEGY

HARVARD
BUSINESS
SCHOOL
PRESS

William Malek -- Strat Strategy QReality



1. As a project manager, what do | need
to know about my company’s strategy?
[Initiation Phase]



Let’s start by defining strategy

“Strategy is neither mind nor matter, but
a third entity independent of the two ...
even though strateqgy cannot be defined,

you know what it is.”

Zen and the Art of Motorcycle Maintenance

“As a definition that is a little devious maybe; but strategy,
like quality, has that characteristic of meaning so many
different things to so many different people.”

William Malek -- Strategy2Reality International Co Ltd 2015 Strategy QReality



“What is strategy?”

“Strategy is the pattern of decisions that determines and
reveals its objectives, purposes, or goals...”

Kenneth Andrews,
The Concept of Corporate Strategy

“Strategy is about adding value through a mix of activities
different from those used by competitors.”

Michael Porter, strategy guru

Strategy QReality
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The Number of Strategy Frameworks has TYPE OF FRAMEWORK

Skyrocketed Over Time . I classical | Shaping
B | Visionary | Renewal
CUMULATIVE NUMBER OF FRAMEWORKS / TYPE / YEAR / NAME 1 Adaptive

1 11958 Ansoff Matrix

2 1 1959 Industrial Organization
3 Il 1962 Diffusion of Innovations
4 |11 1962 Scenario Planning

5 |1l 1962 Strategy and Structure
6 11111 1965 Gap Analysis

70 1965 Product Lifecycle

8 [l 1967 PEST

1 1968 Experience Curve
1969 SWOT Analysis

| 1970 BCG Portfolio Matrix

1973 Red Queen Effect

Il 1974 PIMS (Profit Impact of Market Strategies)
Il 1976 Real Options

16 NN 1976 Rule of Three and Four

171 1 1978 Deliberate and Emergent Strategies
1979  Forces

19 [NINNIIANINNINT 1980 4 Phases of Strategy

I 1980 Logical Incrementalism

1981 BCG Advantage Matrix

1982 3Cs

23 I 082 7s

1982 Diversification Strategy and Profitability
1982 Niche Strategy

I 1982 jcal Paradigms and
27 NN 1982 QM

1984 Resource-Based View

Il 1986 Fishbone Diagram

1986 S-Curve

31 I 1986 six sigma

1987 Mintzberg’s 5 Ps

1988 First Mover Advantage

34 1988 Time-Based Competition
35 IR 1989 Benchmarking

1989 Core Competencies
1990 Diamond Model

401l 1991 Transformational Change
Ml 992 Capabilities Competition
421 1992 Mass Customization

NI 1993 Ecosystem Strategy

1994 Competing for the Future
1994 Hypercompetition

46 I 1995 Disruptive Innovation

A7 AR 1995 Return on Quality.

1995 Value Migration

1996 Bowman's Strategy Clock
11996 Co-opetition

1996 Leading Change

1996 Paranoid Company

53 1997 Dynamic
Il 1997 Triple Bottom Line

55 I8 1998 3 Generic Strategies
56l 1998 Value Chain
571l 1998 Value Chain Deconstruction

1999 Continuous Strategy Process
1999 Delta Model

1999 Digital Strategy

1999 Dynamic Strategies

1999 Profit Patterns

1999 Temporary Advantage
2000 Tipping Point

2001 Strategy as Simple Rules
111l 2002 Bottom of the Pyramid

67 2002 Serial Temporal Advantage
68 2003 Open Innovation

69 2004 Hardball

70 NI Il 2004 Strategy Maps

n 2004 Value Innovation

7 2005 Blue Ocean Strategy

73 2005 S(ra(egic Intent.
74 TR I 2006 shared value
75 2008 Distinctive Capabilities
76 2009 Business Model Innovation
77 I Il 2009 strategy Without Design
LT Il 2010 Adaptive Advantage
79 20m
80 2013 Algorithmic Strategy
o &1 IR Il 2013 Transient Competitive Advantage . St[‘a yaRea ]fty
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'SOURCE “COMPETITION AND BUSINESS STRATEGY IN HISTORICAL PERSPECTIVE,” BY PANKAJ GHEMAWAT,

Strategy: Opti d Games




YOUR
STRATEGY
NEEDS A
STRATEGY

How to
Choose and Execute
the Right Approach

MARTIN REEVES : KNUT HAANAES : JANMEJAYA SINHA

HARVARD BUSINESS REVIEW PRESS

Comyrightng Matrial

Five Approaches to Strategy

5 Approaches to Strategy

And the business environment in which you might use each one.

High

" | ADAPTIVE

I can’t predict
it, and I can’t
change it.

- UNPREDICTABILITY -vevvveveeone

CLASSICAL
I can predict
it, but I can’t
change it.

v

Low

LOW G-overereeeenenes MALLEABILITY «--+++---> High

SOURCE BCG

I can’t predict
it, but | can

VISIONARY
I can predict
it, and I can

RENEWAL
My resources
are severely
constrained.

High
A
ég)
Q?
[2)
Q.
\23'

(o)

Low

© HBR.ORG
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Cogyeightod Matarial

YOUR
STRATEGY
NEEDS A
STRATEGY

How to
Choose and Execute
the Right Approach

MARTIN REEVES : KNUT HAANLES : JANMEJAYA SINHA

HARVARD BUSINESS REVIEW PRESS

Comyrighind Matmial

Comparing When, Where, and How to Use the Different

Approaches to Strategy

cuassicas | avaerive | visiowamy | swapma | mepwas

Core iglea, or « Be big « Be fast « Be first « Be the « Be viable
what it takes orchestrator
Type of « Predictable, < Unpredictable, e Predictable, Unpredictable,  Harsh
environment nonmalleable  nonmalleable  malleable malleable
Industries « Utility * Semi- e Notindustry e« Some « Financial
where hi » Automobile conductors specific (create software institutions in
approach is .o . o : - . -
most visibly Oiland gas Textile retail ne.w,.d|srupt Smartphone thfe ?008 09
applicable existing) apps crisis
Indicators o Lowgrowth  « Volatile « High growth  « Fragmentation e Low growth,
of the h « High growth potential « Nodominant  decline, crisis
approac concentration e Limited « White space,  player, « Restricted
« Mature concentration  nodirect platform financing
industry « Young competition e Shapable « Negative cash
« Stable industry « Limited regulation flows
regulation « High regulation
technological
change
How « Analyze, plan, e« Vary, select, -« Envisage, « Engage, « React
execute scale up build, persist  orchestrate, (or anticipate),
evolve economize,
grow
Measures « Scale « Cycle time « First to market e« Ecosystem « Cost savings
of success « Market share « New product « New user growth and « Cash flow
vitality index customer profitability
(NPVI) satisfaction * NPVI
Related « Experience « Time-based < Blue Ocean « Networks « Transformation
approaches curve competition e Innovator’s « Ecosystems  « Turnaround
« BCG Matrix « Temporary dilemma « Platforms
« Five Forces advantage
« Capabilities  « Adaptive
advantage
Key examples  « P&G under o Tata Consul-  « Amazon.com e« Appleunder «Amex under
Lafley tancy Services under Bezos Jobs Chenault
« Mars under under Chan-  « Quintiles « Novo Nordisk « AIG under
Michaels drasekaran under Gillings  under Benmosche
« 3M under Serensen
McKnight
Key traps « Overappli- « Planning the  « Wrongvision e Overmanaged e No second
cation unplannable ecosystem phase
;
SOURCE BCG SYNTHESIS © HBR.ORG

Strategy QReality



The Delta Model — MIT 2009

System Lock-In

Dominant
Exchange
eBay, Yellow Pages

Proprietary Standard
Microsoft, Intel

Exclusive
Channel
Walls
2 | Enabled e
orizonta ow Cost
Breadth EﬁTh';?ugB Southwest
Fidelity ective use Airlines, Nucor
of
Total Technology
Customer
G =l @ ) Best Product

Redefining the Customer Differentiation
Customer Relationship Integration Sony Wega

Satum EDS
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\
What value Customer Travel time Get there on E?Z;;:g:::o Low ticket price
. time
do we brlng? outcomes business
J
\
Where and ——
spt Frequent High aircraft
how do we Con.1pet.|t|ve reliable flights utilization passenger
compete? objectives services
s J
£ h
=14
How dowe = — ( i
. . o takeoff or Route selection (short, point-to- Direct ticket
sustain Core tl(.llrt::::(oguar::s landing delays point, to secondary airports in sales 2'-
Unique Va Iue? objectives mid-sized cities) 2
4
Critical
What activities Fast, simple ENESE S(:\icro r:::sry ticﬁ:tti(:\m:tstim
resource boarding available P sy
Execution gvallable
Capa bilities capabilities — . Lean productive One tvbe of Internal high-
do we use to Key e on crews e quality
execute? v resources N maintenance

Strategy and Execution Map for Southwest Airlines

Adapted from: Chatterjee, Sayan. “Core Objectives: Clarity in Designing Strategy.” California Management Review (Winter 2005)47(2): 33-49.

- . . Strategy QReality
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EXAMPLE

Walmart’s Customer Value Proposition

CUSTOMER PURCHASE CRITERIA
Low prices

Selection across categories

Rural convenience

Reliable prices

In-stock merchandise

Merchandise quality

Suburban convenience

Selection within categories

Sales help

Ambience

a2 oo s

-

OBJECTIVE Slede /88 COMPETITIVE ADVANTAGE

Mom & Pop
Stores Sears Walmart
Poor Excellent

DELIVERY ON CRITERIA

e
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Revenue growth

The Planning Landscape:

The market maturity life cycle

Indefinitely elastic
middle period

A

’

Technology adoption

life cycle

William Malek

\
C

Mature
Main Street

Time

-- Strategy2Reality International Co Ltd 2015

Dealing With Darwin © 2005

AN INAL
PATHOLOGY

Life and Death of Organiza’rions

i >
- ¢ s

?‘ ;
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Cisco Systems and
The Category Maturity Life Cycle

Internet Routers

» Core
+ Edge
Advanced * Access
Technologies Internet Switches Non-Internet
- VOIP * Modular Protocol Support
. Security » Stackable « SNA
* Wireless  ATM Frame Relay

» SAN switches
Home Networking

* Wireless networks
* VOIP adapters

* Novell Netware
» Etc.

Sector Futures Problem Children

» Data Center Virtualization * Optical network equipment

» Service Provider Triple Play » Service Provider access —aga.
¢ The Networked Home ?“ 2
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CYNEFIN Framework

complex
unknown

chaotic
unknowable

William Malek -- Strategy2Reality Int

complicated
knowable

simple
known

ernational Co Ltd 2015
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The Myth of Best Practices

Tacit
— Knowledge

Complex

the relationship between cause
and effect can only be perceived
in retrospect

probe - sense - respond

emergent practice

novel practice

© no relationship between cause
and effect at systems level

act - sense -respond

Chaotic
(=] >
ts

At the edge

Explicit & Tacit
Knowledge

Complicated

the relationship between cause and
effect requires analysis or some other
form of investigation and/or the

appication of expert knowledge
sense - analyze - respond

good practice

best practice

the relationship between cause
and effect is obvious to all

sense - categorize - respond
. Hierarchy
Simple
Explicit
Knowledge

At the center

Add Learning ]
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You Must Know What Project Methodology is a Better Fit

The Cynefin-Model
comp 'ex ‘ comp licated Situational

Agreement
(static Structure) B S
ic Probe Sense A KANBAN
p SCRUM Sense Analyze SCRUM,
7 Complex Respond Respond ' HYBRID
Emergent Good Practice

Chaotic simple
Respond g:ggg; 'je @ WATERFALL
Predictable Novel Best Practice
(Behaviour) }
e SEue——
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Different initiatives and projects require different levels of rigor

Level of Overall Project Planning Complexity

Characteristics for Determining

Level of Planning Required Tier1 Tier2 Tier 3
Level of Risk Low Medium High
Strategicimportance Low Medium High
Customer-facing No Yes, atlowlevel Yes, at high level
Complexity Low Medium High
# People involved <5 5-8 >7
# External Resources involved 0 1-2 >2
# Physical locations involved 1-2 2-3 >3
# Interfaces with other parts of the organization Low Medium High
Importance of speed to execution Low Medium High
Estimated $$ involved <$25k $25k -$75k >$75k -$100k
Estimated length <3 months >3 months > 6 months
Involves technologies new to the organization No Yes Yes
Involves technologies new to the team No Yes Yes
Scope / requirements definition High Medium Low
Level of Upward Management Interfaces Director / Manager VP - SVP SVP-CEO
SponsorLevel Director / Manager VP - SVP SVP - CEO
% of Project Manager's Time Required to Very low Medium High

manage project itself

NOTE: This is not an averaging exercise. If “Strategic Importance”is HIGH, and the “Speed of Execution”is HIGH, then the project

may need to be managed as a Tier 3 project.

e
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Summary #1 --- As a PM, You Must Know:

1. Your Strategy “Story” and the Answer to the Four Questions
How Your Value Proposition is Doing Against The Competition

3. Where Your Company is in the Market/Product Maturity Lifecycle;
A-B-C-D-E

4. What Domain Your Company/Productis Operating In; Simple,
Complicated, Complex, Chaotic

5. What Project Methodology Best Fits Your Situation; Plan it
Accordingly to the Level of Rigor Required

Strategy QReality



2. What does “strategic thinking” look like for a
Project Manager during planning?
[Planning Phase]

William Malek -- Strategy2Reality International Co Ltd 2015 Strategy @Reality



Strategic Thinking

Strategic thinking is a process used to broaden an
individual’s perspective to achieve innovation,
competitive edge or more successful outcomes.

Project managers are positioned within an
organization to promote strategic thinking from all
levels rather than the traditional top-down model
most often employed in strategic planning.

http://thepersimmongroup.com/wp-content/uploads/2013/11/Strategic-Thinking-for-Todays-Project-Managers-white-paper-Final.pdf

William Malek -- Strategy2Reality International Co Ltd 2015 Strategy @Reality



You Must Know Your Strategic Planning Development Phases

Corporate Level

Function Level
/BUs/Subsidiaries,
some divisionallevels

Internal & External Analysis, Operating performance/Strategic project review

Vision, Mission, Strategic context

<

Organizational Goals

.

— Phase 1

~— Phase 2

Strategic Theme, Strategic Objectives
Strategic KPIs & Strategic Goals
5 year-target: 3
Initiatives _
~
& goals
Action Plans
v .
Projects Routine
‘ \ r Operations |
Pet Strategic Improvement . Value Regular Working
Project Project Project Chain Processes Processes

Measure/Metric KPI Measure/Metric KPI Measure/Metric ,

A iﬁ'.’éﬁﬁﬁaf%ﬁ'i)s ategy2Reality International Co Lt eratlonal Ll
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Strategic
portfolio <
“In” the
business

You Must Know Your Internal Capabilities

| Functional group N
| Business unit
Company
Strategy execution maps
/
/
_/
o S Management syst
S 3 S ] )
=4 (o]
S g
o S
- o Obstacles

Programs &
projects

SUCCESSFUL OUTCOMES

VV daim viale

Proj Al

Project C

Proj A2

Strategy
execution

mapping

> Strategy execution
risk assessment on
Internal Capabilities

Strategy exegution
> improvement
portfolio “On” the

- -~

business

7
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You Must Know Who Makes What Decisions

Strategic Thinking
Generating Options
What might happen?

Options

Strategic Planning
Taking Action
How will we do it?




The 17 Fundamental Traits of Organizational Effectiveness

Strength Index
m. Organization Trait

Everyone has agood idea of the decisions and actions for which heor sheis
responsible.

Importantinformation about the competitive environment gets to

2 . 68

headquarters quickly.
3 . Once made, decisions are rarely second-guessed. 58
4 Information flows freely across organizationalboundaries. 58
5 Field and line employees usually have the information they need to 55

understand the bottom-line impact of their day-to-day choices.
6 Line managers have access to the metrics they need to measure the key 48

drivers of their business.
7 . Managers up theline getinvolved in operating decisions. 32

Building Blocks . Decision Rights Information . Motivators . Structure
Source: Harvard Business Review, June 2008 39
3
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Strategy Execution Process Flow in a Structured Hierarchy

Executive
Management

Set Strategy
Set Budget
Set Target

Set Goals

Set Prioritisation
Criteria

Cancel
F No —ip= Hold l: No =“

Present Re-submit
Business — (exceptions to
Value Case value case

only) Quarterly Portfolio

Review

General Manager
(Strategic Portfolio)

v

Identify Needs
and Ideas

EPMO L Conduct . b Project Status
H Execution xecute Projects Review
(Operat|_onal Planning (fortnightly EPMO)
Portfolio) (type 1, 2, 3)
Organization

Deliver Output l

Strategy QReality



Sample Capital Project Decision Process Flow

Set Strategy
Corporate Set Budget (mega-projects)
Board & SLT Set Targets
Set Calendar
\Z
Regional SLT
and . Authorlze
. rojects and—> | 5 o emi-Annua
Functl'onal Optimize No Project Review
VP’s Portfollo (Stage-
' -GateReviews)™ - Yes T —
Site SLT, Set Site Pre-Screening
Functional Priorities, (small projects) (small projects)
and General Responsibilities, | (5!!19" projects) 'T‘
Managers and Calendar
Corporate,
Regional, or Constr.
Site Project 1
Teams
|
Organization Leleiling e Deliver Output
and Ideas
Preparation Planning Execution Performance Management § ;
St QReali
William Malek -- Strategy2Reality International Co Ltd 2015 ey v




Decision Rights Template

Strategy Execution Decision Governance

Decision- . .
Type of Decisions
Governance
Addressed
Level
Executive Leadership - Cross-Bio Unit Impacts
- Managing Directors - Resource (S and people)
allocation at Biz Unit Level
- Change Instrategy
- Major change in scope
- Changes in Strategic Risk
- Escalation from Active
Managing Sponsor
- Organizational change
Active Managing - Scope change within current
Sponsor strategic direction
- Senior staff person - Resource allocation within
to beidentified Program
and appointed - Strategic program level

issues and risks
- Escalation from Senior
Managing Leader(s)

o0 Initial Phase
Decision Roles (Biz Commit)
g & 8 ¥

> o (] o

- Identify Active Managing
Sponsor
- Appoint additional
leadership as required
- Approve major capital I A A I
expenditures
- Provide Enterprise-level
strategy and direction

- Recommend
organizational change
- Champion the initiative
across
Biz Units

- Load collaboration
across Biz Units

- Plan appropriate
resources for the
program

- Implement and support
policies

- Load implementation of
the Strategic Plan

3 uoispag

Short-Term Program

Interim Phase

(Concept Commit)
§ & & § ®
o, o, o, o, o,
) ) o o o
S =1 =] =] =]
> ® (o] o m

Final Phase
(Execution Commit)

Vv uoisipag
g uoispag
3 uoispag
a uoispag
3 uoispag

e

Strategy QReality



Chevron’s Decision Analysis Process

PHASE 2 ;
Generate and

Select > ;
Alternative(s) \

Deliverable: Work team’s Decision: Management decisions Primary Operations: Key
recommended plan for next phase 10 proceed, exit or recycle activities peoducing information

(Fig 3) Chevron Project Development & Execution Process

http://static1.1.sgspcdn.com/static/f/896940/14471837/1317750300410/SDP_Chevron_30Nov2010.pdf

William Malek -- Strategy2Reality International Co Ltd 2015
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Key Principles of
Strategic Project Manager Decisiveness:

You must know the Mission and the Goal(s)

You must know your Sponsor and ask a lot of “why” questions

You must know what your Planning and Execution Process RACI

You must know how the project outcomes contribute to creating value
for the strategy and stakeholders

You must know the priorities that define the strategy to define the
priority of your project(s) (e.g., Safety, Market Growth, etc)

You must know what execution capabilities you have that differentiate
your business!

You must know the risk (collateral damage) if you miss one of the big 3
(scope, schedule, cost)

You must know your talent resource pool availability and capacity

You must know the Rules of Execution Engagement (Values, Principles,
Policies, Standards, plus the Unwritten Rules/Assumptions) m

Strategy QReality



Summary #2---- As a PM, You Must Know:

1. Your Strategic Planning Development Phases

2. Your Internal Capabilities and Capacity (especially about
Project Management and Portfolio Resource Planning)

3. Who Makes What Decisions (and Where Do You Fit In)

4. What Contributes to Strategic Project Management
Decisiveness

Strategy QReality



3. What do you really need to pay attention to during
implementation of the project plan in terms of
strategy? [Execution Phase]

{Z mg[C +—+ —[1+ T }]+ 0.5C,Ap C,+C, 2}
7]msch Z m

Where,

W=

W = power (w)

£ = speed of the bicycle (m/s)

mmeech = mechanical efficiency of the bicycle
>m  =mass of rider and machine (kg)

g = acceleration due to gravity (m/s°)

€ = coefficient of rolling resistance

) = gradient (%)

a = acceleration of the bicycle (m/s" %)

1, = effective rotational mass of the wheels and the tyres (kg)
Cp = aerodynamic drag coefficient

A = frontal area of rider and machine (m 2)
p = density of air (k%/m3 )

C.  =headwind (m/s).”

ity International Co Ltd 2015 St ategngeahty



The Reality = Team Effort Required Get Anything Done

And a Lot

of Baggage

You Need
to Carry
Around

y‘ ;

Strategy QReality
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Strategy (Project) Execution Risk =

f (interface management)

Complexity factors (VUCA) of initiatives
plus interface management drives up
strategy execution risk
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The Key Management Systems = Many Interfaces

Ideation systems
1. Brand management (J

Vision systems
2. Strategydevelopment OJ
3. Goalsetting O

4. Performance management (J

ture systems
Human resource management (J
Organizational development (J
Communication management OJ

t systems
ymanagement (J
o prioritization (J
ce allocation (J
nagement OJ

al management O

Management systems (def.): The integrated and coherent
system of people, processes, tools, policies, and beliefs
leveraged by the organization to enable the achievement
of its goals.

Synthesis systems

13. Programand project management (J
14. Customer relationship management (J
15. Procurement management (J

16. Scope management (J

17. Knowledge management OJ

18. Change management (J

nsition systems
Operations management (J
Information technology management (J
Process improvement systems (J
Product quality management (J
Metrics collection systems (J
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The Integrated Execution Process =
The Missing Link Between Strategy and Execution

Strategy . Strategy
Formulation Strategy Execution Management
Execution Portfolio . . Project Operations
Strategy Mapping Memt Integrated Execution Planning Memt Memt

Strategic
Initiatives

)

nitigtives
Programs
Projects

A-
A-
A

Performance Measurement

Leadership Development/ Talent Management
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The Integrated Execution Process

INITIATE EFINE THE INTERFACE DETAILED PROJECT PLANS
Strategic Initial Scope Integration
Initiatives Portfolio
Planning

2
~/\"

Validate Program Individual Scope Detailed Integrated
Strategy, Level Definition Project Integration Project Execution
One Definitions and / Planning Plans

Objectives, Validation

Outcomes and Organization Interface
crens Project Detailed WBS
Capabilities Outcome Objectives Major Reconciliation
Parameters Interfaces Detailed
Stakeholder Deliverables Schedule Integrated

HiLevel Deliverabl
Targets Interdepen- Based

dencies

Issues Schedule

Optimization

Obstacles

7
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The IEP Facilitated Process

Sponsor Introduction

Next Steps
) Program Overview
Final Planning . 10. Closing 1. Opening Charter Review
Documents

Cascade Clear OQutcomes from
strategy

9. Change Mgmt Planning

Customer Acceptance Criteria
2. Clarity & & Measurement

Alignment / Scope Integration & Validation

I”'J!;.: Decision Flow Chart
T~ Request Process

S~ Tracking

Define Major Deliverables

8. Program Risk

Risk Assessment

3. Roles & Responsibilities

Risk Management Plan

Team Competency Map /|

Contingency RACI Chart

Issues Mgmt & Lessons Learned

7. Resource Optimization

( Estimate Detailed Requirements

4. Communications Strategy
Spending Estimate

By Deliverable

Authorize Project Resources

Vehicle, Audience, Timing, Sender, Purpose |

Deliverable-Based

6. Integrated
Duration Estimates Scheduling

Dependancy Integration'.
P Y 9 l' Identification
~— Gritical Path Optimization ) Mapping

5. Interface Reconciliation
(Internal & external)
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Strategy Evolves Through Iterations

Customer/stakeholder outcomes, key performance
Strategy criteria, strategic objectives

Mission-critical success factors, key working
assumptions

Understanding the
business value

Obstacles, system risks, issues, etc

Integrated Execution Planning
Workshops

Resource acquisition

d Project integration

N
| Deploy
4 Project execution Manage Execute &_
Re-baseline | deploy the projects
l Deliverables and activities Straty @Roality
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Summary

3—Asa PM, You Must Know:

1. What Interfaces to Define & Manage and Who Owns
those Interfaces

2. How to Facilitate Integrated Execution Planning —
BEFORE Detailed Project Planning!

3. That Planning Iterations From Strategy-to-Execution
are Required
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4. How can you make a difference with the
company’s strategy when you have no authority?
[Close-out]}



“Why Good Strategies Fail” — The Economist-2013

How would you rate your organisation’s success in performing the following activities

over the last three years?
(% respondents)
Bt lent I Good Wi l

Formulatmi stﬂ appropriate for chaninﬁ market conditions

Prioritising and funding the appropriate initiatives/projects
11 44 33 10

Successfully executing initiatives/ projects in order to deliver strategic results

Feeding lessons from successful strate gy implementation back into strateqy formulation

Feeding lessons from failed strategy implementation back into strategy formulation
28

Figures do not total 100% because “don’t know” responses are not included. Source: Economist Intelligence Unit survey, March 2013.
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The Icarus Paradox

* It is the root of competitive
failure

* A company can become so
specialized and inner-directed
that it loses sight of market
realities and the fundamental
requirements for achieving
competitive advantage

* Understand why Microsoft
needed to buy Nokia

?‘ ;

Strategy QReality



Share the learning and share the love!

Cross-enterprise quarterly strategic review sessions are needed to focus on

critical questions:

1. Are we really winning at our strategy by completing this project?

2. Isthe management team sure about this?

3. How do we really know?

4. What are the opportunitiesrelated to unmet stakeholder/customer needs?

5. What are the most promising innovation/improvement ideas emerging out
of the project team?

6. What current organizational issues have emerged since the initiation of the
project?

7. What is the performance of our core capabilities to plan and execute

strategy (the total project portfolio)?
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Why Do We Succeed? The Majority are PM Skills!

r
' When strategic initiatives do succeed at your organisation, what are the main reasons?
Please select up to three.
(% respondents)

Leadership buy-in and support

Skilled implementation

A good fit between spedfic initiative and general strate

Good plannin

)

The initiative obtains skilled personnel

Good communication

Ability to manage organisational change

The initiative receives sufficient funding

Figures do not total 100% because “don’t knows” and NA are not listed.
Source: Economist Intelligence Unit survey, March 2013,
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The average
tenure of
Fortune 500
CEOs is only
4.6 years!
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Every single choice
you have ever made
in your life has brought
you to this exact moment,
reading this exact
sentence.

Have a good day.
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