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Threats

New Competitors Financial Pressures Disruptive Innovation
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Recognition
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Leaders
Alberto Culver m
NP MOTOROLA
Inside General Corp. Outside
Media Wisconsin
Company Industrial, Inc. N Marshfield

DOORSYSTEMS

Leaders from inside and outside began to transform the firms
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Challenge

Once the need for change is clear, for many,
demands action
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General Corp .

Change the players

Their plan was to bring in marketing people class
trained nat other <co
people e. We contint

out si deét hey ¢ on ©Dorthaye

get fired. o
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Change

Successful efforts began when a leader
assembled a team to change the
organization
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Change Teams

Unsuccessful Characteristics Successful
External Members Insiders
Varied Values Shared
Isolated Structure Integrated
Functional Influence Cross functional
Projects Focus People & Culture
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General Corp.

Market -focused versus marketing
N[ The 1 niti al change effort]
| i ke, OWe have a sore throat
t hat sore throat, 06 not r ea
representative of something really bad in your lungs. So we pt
our energy I nto the sore thr
ourselves externall
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Recognition

See the threat
Assemble a team

Even after recognition, the future remains very unclear
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Challenges

Hierarchical Noncollaborative

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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WA Marshfield:

DOORSYSTEMS

Alberto Culver

Going Public

Companwide meeting, a first, to announce

~y

Annew train Iin towno

Companwi de meeting to
profito

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

Members of the coalition for change
demonstrated their commitment to the n
vision and culture
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M

MOTOROLA

NThere I s a history of
platforms that we have in PCS, because we create
entrepreneurial spintut nobody wol
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M

MOTOROLA

Executive Review Board

NEngli newting megber?mmean, imagine that in
Mot orol a! The engineers d
t he portfoli o! Huge shi f
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Openness

nlf youore really 1 n trou
helping hand, whoever that may be, you damn well bette
honest with them. The way
up the books; and sharing management responsibility, wc
with the uni on, | ooki ng a
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Reconnecting

A more markitcused culture creates
an appetite for deeper connections witl
the market
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AN Marshfield®

DOORSYSTEMS

Customer Interviews
NWe spent the better part
out and talking to architects, distributors and a few gene
contractors. Theyweredrogsn ct 1 onal t ea
how you can ask one quesaod three different people can
hear three differeni
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Leac | 1 the Customer-Centered Ol Ygalnlcatioll

Commonalities

Engﬁgtnce Ac'éé%%‘gnce Ceremonies Sharing Retelling

These activities create a shared market understanding
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Am th shared
market understanding, produces a mor
collaborative strategy




