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Media 

Company  

General  Benefits  Corp.  

Wisconsin 
Industrial, Inc.  



Threats  

Financial Pressures Disruptive Innovation New Competitors 



Recognition 
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Leaders  

Leaders from inside and outside began to transform the firms 

Media 

Company  

General  Benefits  Corp.  

Wisconsin 
Industrial, Inc.  

Outside  Inside  
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Challenge  

Once the need for change is clear, for many, it 

demands action 



Change the players  

Their plan was to bring in marketing people classically 

trained ñat other companieséthey hired tons of 

people é. We continue to hire people from 

outsideéthey continue to leave on their ownðor they 

get fired.ò 

General  Benefits  Corp . 
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Change  

Successful efforts began when a leader 

assembled a team to change the 

organization 
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Change Teams  

Characteristics 
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Insiders 

Shared 

Integrated 

Cross functional 

People & Culture 
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Market -focused versus marketing  

ñ[The initial change effort] was a very compartmentalized one. A little bit 

like, óWe have a sore throat, letôs do everything we need to get rid of 

that sore throat,ô not realizing, that maybe, that sore throat is 

representative of something really bad in your lungs. So we put all of 

our energy into the sore throat. That energy was óthe way we present 

ourselves externally.ôò  

General  Benefits  Corp.  



Recognition Reinvent 

See the threat 
Assemble a team 

Even after recognition, the future remains very unclear 
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Challenges  

Distinct Silos Hierarchical Non-collaborative 

Communication was poor, trust was limited, and few focused on 
the market 
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New Vision  

Reinvention begins with rethinking the firm 

and its culture, creating a concept of 

something new 
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Trust 

Openness 

Collaboration 

Empathy 

Respect 

Market as raison 
dôetre 

MARKET 

FOCUSED 

VALUES 



Going Public  

Company-wide meeting, a first, to announce a 
ñnew train in townò 

Company-wide meeting to discuss ñpennies of 
profitò 

Ride from York, Pennsylvania, to Milwaukee 
by the new owners 
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Commitment  

Members of the coalition for change 
demonstrated their commitment to the new 

vision and culture 
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ñThere is a history of one hundred and forty different 

platforms that we have in PCS, because we created that 

entrepreneurial spiritðbut nobody worked together.ò  
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Executive Review Board 

ñEngineering, non-voting member? I mean, imagine that in 

Motorola! The engineers donôt get to vote on what goes into 

the portfolio! Huge shift. Theyôre still screaming about it.ò 
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Openness  

ñIf youôre really in trouble and you need someone to extend a 

helping hand, whoever that may be, you damn well better be 

honest with them. The way youôre honest with them is opening 

up the books; and sharing management responsibility, working 

with the union, looking at the union as a fellow stakeholder.ò 
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Reconnecting  

A more market-focused culture creates 
an appetite for deeper connections with 

the market  



Customer Interviews 
ñWe spent the better part of [a year] with interview teams going 

out and talking to architects, distributors and a few general 
contractors.  They were cross-functional teamséItôs amazing 

how you can ask one questionðand three different people can 
hear three different answers.ò 



22 

Retelling 

Commonalities  

Direct  
Experience 

Broad 
Acceptance Sharing Ceremonies 

These activities create a shared market understanding  
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Collaboration  

A market-focused culture, with shared 
market understanding, produces a more 

collaborative strategy  


