Part II
The Eight-Stage Process

Chapter 3

Establishing a Sense of Urgency

Down deep we underestimate the enormity of the task, especially the first step: establishing a sense of urgency.  The work requires great cooperation, initiative and willingness to make sacrifices from many people. Establishing a sense of urgency is crucial to gaining needed cooperation.  People will find a thousand ingenious ways to withhold cooperation from a process that they sincerely think is unnecessary or wrongheaded.

Exhibit 1

Sources of Complacency

· The absence of a major and visible crisis

· Too many visible resources

· Low overall performance standards

· Organizational structures that focus employees on narrow functional goals

· Internal measurement systems that focus on the wrong performance indexes

· A lack of sufficient performance feedback from external sources

· A kill-the-messenger-of-bad-news, low-candor, low-confrontation culture

· Human nature, with its capacity for denial, especially if people are already busy or stressed

· Too much happy talk from senior management

Big egos and arrogant cultures reinforce the nine sources of complacency, which, taken together, can keep the urgency rate low even in an organization faced with major challenges and managed by perfectly intelligent and reasonable people.  Never underestimate the magnitude of the forces that reinforce complacency and that help maintain the status quo.

Pushing Up the Urgency Level
Increasing urgency demands that you remove sources of complacency or minimize their impact.  Creating a strong sense of urgency usually demands bold or even risky actions that we normally associate with good leadership.
Exhibit 2

Ways to Raise the Urgency Level

1.
Create a crisis b y allowing a financial loss, exposing managers to major weaknesses vis-à-vis competitors, or allowing errors to blow up instead of being corrected at the last minute.


2.
Eliminate obvious examples of excess (e.g., company-owned country club facilities, a large air force, gourmet executive dining rooms).

3.
Set revenue, income, productivity, customer satisfaction, and cycle-time targets so high that they can’t be reached by conducting business as usual.
4.
Stop measuring subunit performance based only on narrow functional goals.  Insist that more people be held accountable for broader measures of business performance.

5.
Send more data about customer satisfaction and financial performance to more employees, especially information that demonstrates weaknesses vis-à-vis the competition.

6.
Insist that people talk regularly to unsatisfied customers, unhappy suppliers, and disgruntled shareholders.

7.
Use consultants and other means to force more relevant data and honest discussion into management meetings.

8.
Put more honest discussions of the firm’s problems in company newspapers and senior management speeches.  Stop senior management “happy talk”.

9.
Bombard people with information on future opportunities, on the wonderful rewards for capitalizing on those opportunities, and on the organization’s current inability to pursue those opportunities.

THE ROLE OF MIDDLE AND LOWER-LEVEL MANAGERS

If the target o change is a plant, sales office, or work unit at the bottom of a larger organization, the key players will be those middle or lower-level managers who are in charge of that unit.

A majority of employees, perhaps 75% of management overall, and virtually all of the top executives need to believe that considerable change is absolutely essential.  Because some initial movement is possible with low levels of urgency and because the assault on complacency may create anxiety, it can be tempting to skip stage 1 and begin the transformation process with a later step.

Chapter 4

Creating the Guiding Coalition

No one individual, even a monarch like CEO, is ever able to develop the right vision, communicate it to large numbers of people, eliminate all the key obstacles, generate short-term wins, lead and manage dozens of change projects, and anchor new approaches deep in the organization’s culture.  A strong guiding coalition is always needed – one with the right composition, level of trust, and shared objective.  Building such a team is always an essential part of the early stages of any effort to restructure, reengineer, or retool a set of strategies.
A guiding coalition that operates as an effective team can process more information, more quickly.  It can also speed the implementation of new approaches because powerful people are truly informed and committed to key decisions.

Exhibit 1

Decision Making in Today’s Business Environment\

Today’s Business Environment
· Demands more large-scale change via new strategies, reengineering, restructuring, mergers, acquisitions, downsizing, new product or market development, etc.


Decisions Made Inside the Firm Are

· Based on bigger, more complex, more emotionally charged issues

· Made more quickly

· Made in a less certain environment

· Require more sacrifice from those implementing the decisions


A New Decision-Making Process

· Is required because no one individual has the information needed to make all major decisions or the time and credibility needed to convince lots of people to implement the decisions

· Must be guided by a powerful coalition that can act as a team
Putting Together the Guiding Coalition

Four key characteristics seem to be essential to effective guiding coalitions.  They are:

1. Position power

2. Expertise

3. Credibility

4. Leadership

Building an Effective Team Based on Trust and a Common Goal
Teamwork on a guiding change coalition can be created in many different ways.  But regardless of the process used, one component is necessary: trust.  When trust is present, you will usually be able to create teamwork.  When it is missing, you won’t.

Beyond trust, the element crucial to teamwork seems to be a common goal.  Only when all the members of a guiding coalition deeply want to achieve the same objective does real teamwork become feasible.

The typical goal that binds individuals together on guiding change coalitions is a commitment to excellence, a real desire to make their organizations perform to the very highest levels possible.

Exhibit 3

Building a Coalition That Can Make Change Happen

Find the right people

· With strong position power, broad expertise, and high credibility

· With leadership and management skills, especially the former

Create Trust

· Through carefully planned off-site events

· With lots of talk and joint activities

Develop a Common Goal

· Sensible to the head

· Appealing to the heart

Chapter 5
Developing a Vision and Strategy

Why Vision is Essential

Vision refers to a picture of the future with some implicit or explicit commentary on why people should strive to create that future.  In a change process, a good vision serves three important purposes.  First, by clarifying the general direction for change, by saying the corporate equivalent of “we need to be south of here in a few years instead where we are today,” it simplifies hundreds of thousands of more detailed decisions.  Second, it motivates people to take action in the right direction, even if the initial steps are personally painful.  Third, it helps coordinate the actions of different people, even thousands and thousands of individuals, in a remarkably fast and efficient way.

An effective vision and backup strategies help resolve these issues.  They say: this is how our world is changing, and here are compelling reasons why we should set these goals and pursue these new products to accomplish the goals.  One simple question – is this in line with the vision? – can help eliminate hours, days, or even months of torturous discussion.

A second essential function vision serves is to facilitate major changes by motivating action that is not necessarily in people’s short-term self-interests.  A good vision acknowledges that sacrifices will be necessary but makes clear that these sacrifices will yield particular benefits and personal satisfactions that are far superior to those available today – or tomorrow – without attempting to change.

Third, vision helps align individuals, thus coordinating the actions of motivated people in a remarkably efficient way.  With clarity of vision, managers and employees can figure out for themselves what to do without constantly checking with a boss or their peers.  With a shared vision, they can work with some degree of autonomy and yet not trip over each other.

Exhibit 2
The Relationship of Vision, Strategies, Plans and Budgets

	LEADERSHIP CREATES
	Vision


Strategies
	A sensible and appealing picture of the future

A logic for how the  vision can be achieved



	MANAGEMENT CREATES
	Plans


Budgets
	Specific steps and timetables to implement the strategies

Plans converted into financial projections and goals

	
	
	


Effective visions seem to have at least six key characteristics.
Exhibit 3
Characteristics of an Effective Vision

· Imaginable: conveys a picture of what  the future will look like

· Desirable: appears to the long-term interests of employees, customers, stockholders, and others who have a stake in the enterprise

· Feasible: comprises realistic, attainable goals

· Focused: is clear enough to provide guidance in decision making

· Flexible: is general enough to allow individual initiative and alternative responses in light of changing conditions

· Communicable: is easy to communicate; can be successfully explained within five minutes

Corporate visions that aren’t deeply rooted in the reality of product or service markets are increasingly recipes for disaster.

Exhibit 4

Creating an Effective Vision

· First draft: the process often starts with an initial statement from a single individual, reflecting both his or her dreams and real marketplace needs.

· Role of the guiding coalition: the first draft is always modeled over time by the guiding coalition or an even larger group of people.

· Importance of teamwork: the group process never works well without a minimum of effective teamwork.

· Role of the head and the heart: both analytical thinking and a lot of dreaming are essential throughout the activity.

· Messiness of the process: vision creation is usually a process of two steps forward and one back, movement to the left and then to the right.

· Time frame: vision is never created in a single meeting.  The activity takes months, sometimes years.

· End product: the process results in a direction for the future that is desirable, feasible, focused, flexible, and is conveyable in five minutes or less.

Chapter 6

Communicating the Change Vision

The real power of a vision is unleashed only when most of these involved in an enterprise or activity have a common understanding of its goals and direction.  That shared sense of a desirable future can help motivate and coordinate the kinds of actions that create transformations.

The Magnitude of the Task

The development of a transformational vision often requires those on the guiding coalition to spend a few hundred hours collecting information, digesting it, considering alternatives, and eventually making choices.

The emotional work is even tougher: letting go of the status quo, letting go of other future options, coming to grips with the sacrifices, coming to trust others, etc.

Keep it Simple

The time and energy required for effective vision communication are directly related to the clarity and simplicity of the message.  Focused, jargon-free information can be disseminated to large groups of people at a fraction of the cost of clumsy, complicated communication.

Exhibit 2

Key Elements in the Effective Communication of Vision

· Simplicity: all jargon and technobabble must be eliminated.

· Metaphor, analogy and example: a verbal picture is worth a thousand words.

· Multiple forums: big meetings and small, memos and newspapers, formal and informal interaction – all are effective for spreading the word.

· Repetition: ideas sink in deeply only after they have been heard many times.

· Leadership by example: behavior from important people that is inconsistent with the vision overwhelms other forms of communication.

· Explanation of seeming inconsistencies: unaddressed inconsistencies undermine the credibility of all communication.
· Give-and-take: two-way communication is always more powerful than one-way communication.

Effective information transferal almost always relies on repetition.

All successful cases of major change seem to include tens of thousands of communications that help employees to grapple with difficult intellectual and emotional issues.

When they see top management acting out the vision, a whole set of troublesome questions about credibility and game playing tends to evaporate.

Nothing undermines the communication of a change vision more than behavior on the part of key players that seems inconsistent with the vision.

In successful transformations, important inconsistencies in the messages employees are getting are almost always addressed explicitly.  If mixed signals can’t be eliminated, they are usually explained, simply and honestly.

In highly successful change efforts, communication always becomes a two-way endeavor.  Even more fundamentally, two-way discussions are an essential method of helping people answer all the questions that occur to them in a transformation effort.

Chapter 7

Empowering Employees for Broad-Based Action

Environmental change demands organizational change.

Exhibit 1

Barriers to Empowerment

1. Employees understand the vision and want to make it a reality, but are boxed in.

2. Formal structures make it difficult to act.

3. A lack of needed skills undermines action.

4. Personnel and information systems make it difficult to act.

5. Bosses discourage actions aimed at implementing the new vision.

Major internal transformation rarely happens unless many people assist.  Employees generally won’t help, or can’t help, if they feel relatively powerless.

Empower a broad base of people to take action by removing as many barriers to the implementation of the change vision as possible at this point in the process.

Exhibit 2

How Structure Can Undermine Vision

	The Vision
	The Structure

	Focus on the customer
	But the organization fragments resources and responsibility for products and services

	Give more responsibility to lower-level employees
	But there are layers of middle-level managers who second-guess and criticize employees

	Increase productivity to become the low-cost producer
	But huge staff groups at corporate headquarters are expensive and constantly initiate costly procedures and programs

	Speed everything up
	But independent silos don’t communicate and thus slow everything down


There are two common reasons why we fall into this trap.  First, we often don’t think through carefully enough what new behavior, skills and attitudes will be needed when major changes are initiated.  As a result, we don’t recognize the kind and amount of training that will be required to help people learn those new behaviors, skills and attitudes.  Second, we sometimes do recognize correctly what is needed, but when we translate that into time and money, we are overwhelmed by the results.
Attitude training is often just as important as skills training.  New experiences are needed to erase corrosive beliefs, and some of that can be done efficiently with training.

The performance evaluation form has virtually nothing about customers on it, yet that is at the core of the new vision.

Exhibit 3

Empowering People to Effect Change

· Communicate a sensible vision to employees: if employees have a shared sense of purpose, it will be easier to initiate actions to achieve that purpose.

· Make structures compatible with the vision: unaligned structures block needed action.

· Provide the training employees need: without the right skills and attitudes, people feel disempowered.

· Align information and personnel systems to the vision: unaligned systems also block needed action.

· Confront supervisors who undercut needed change: nothing disempowers people the way a bad boss can.

Chapter 8
Generating Short-Term Wins

Nonbelievers have even higher standards of proof.  Running a transformation effort without serious attention to short-term wins is extremely risky.

A good short-term win has at least these three characteristics:

1.
It’s visible; large numbers of people can see for themselves whether the result is real or just 
hype.

2.
It’s unambiguous; there can be little argument over the call.

3.
It’s clearly related to the change effort.

Exhibit 2

The Role of Short-Term Wins

· Provide evidence that sacrifices are worth it: wins greatly help justify the short-term costs involved.

· Reward change agents with a pat on the back: after a lot of hard work, positive feedback builds morale and motivation.

· Help fine-tune vision and strategies: short-term wins give the guiding coalition concrete data on the viability of their ideas.

· Undermine cynics and self-serving resisters: clear improvements in performance make it difficult for people to block needed change.

· Keep bosses on board: provides those higher in the hierarchy with evidence that the transformation is on track.

· Build momentum: turns neutrals into supporters, reluctant supporters into active helpers, etc.

Targeting short-term wins during a transformation effort does increase the pressures on people.  Short-term pressure can be a useful way to keep up the urgency rate.
Systematically targeting objectives and budgeting for them, creating plans to achieve those objectives, organizing for implementation, and then controlling the process to keep it on track – this is the essence of management.  With that in mind, one can easily see that the need to create short-term wins in a successful change effort demonstrates an important principle: transformation is not a process involving leadership alone; good management is also essential.  A balance of the two is required, as show in Exhibit 3.

Exhibit 3

The Relationship of Leadership, Management, Short-Term Results, and Successful Transformation

	++
	
	

	
	Transformation efforts can be successful for a while, but often fail after short-term results become erratic.
	All highly successful transformation efforts combine good leadership with good management.

	+
	
	

	
	Transformation efforts go nowhere.
	Short-term results are possible, especially through cost cutting or mergers and acquisitions.  But real transformation programs have trouble getting started and major, long-term change is rarely achieved.
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MANAGEMENT

Chapter 9
Consolidating Gains and Producing More Change

Whenever you let up before the job is done, critical momentum can be lost and regression may follow.  Until changed practices attain a new equilibrium and have been driven into the culture, they can be very fragile.
Progress can slip quickly for two reasons.  One has to do with corporate culture, and the second is directly related to the kind of increased interdependence that is created by a fast-moving environment, interconnections that make it difficult to change anything without changing everything.

Changing highly interdependent settings is extremely difficult because, ultimately, you have to change nearly everything.

In successful transformations, executives lead the overall effort and leave most of the managerial work and the leadership of specific activities to their subordinates.

What Stage 7 Looks Like in a Successful, Major Change Effort:
· More change, not less: the guiding coalition uses the credibility afforded by short-term wins to tackle additional and bigger change projects.

· More help: additional people are brought in, promoted, and developed to help with all the changes.

· Leadership from senior management: senior people focus on maintaining clarity of shared purpose for the overall effort and keeping urgency levels up.

· Project management and leadership from below: lower ranks in the hierarchy both provide leadership for specific projects and manage those projects.

· Reduction of unnecessary interdependencies: to make change easier in both the short and long term, managers identify unnecessary interdependencies and eliminate them.

Outstanding leaders are willing to think long term.  Decades or even centuries can be meaningful time frames.  Driven by compelling visions that they find personally relevant, they are willing to stay the course to accomplish objectives that are often psychologically important to them.

Without sufficient leadership, change stalls, and excelling in a rapidly changing world becomes problematic.

Chapter 10

Anchoring New Approaches in the Culture

Culture refers to norms of behavior and shared values among a group of people.  Norms of behavior are common or pervasive ways of acting that are found in a group and that persist because group members tend to behave in ways that teach these practices to new members, rewarding those who fit in and sanctioning those who do not.  Shared values are important concerns and goals shared by most of the people in a group that tend to shape group behavior and that often persist over time even when group membership changes.
Regardless of level or location, culture is important because it can powerfully influence human behavior, because it can be difficult to change, and because its near invisibility makes it hard to address directly.  Generally, shared values, which are less apparent but more deeply ingrained in the culture, are most difficult to change than norms of behavior.

When the new practices made in a transformation effort are not compatible with the relevant cultures, they will always be subject to regression.

Components of Corporate Culture: Some Examples:

	Somewhat Invisible
	NORMS OF GROUP BEHAVIOR

· Employees respond quickly to customer requests.

· Managers involve lower-level employees in decision making.

· Managers work at least one hour past the official close of each work day.

SHARED VALUES

· Managers care about customers.

· Executives prefer long-term debt.

· Employees are concerned more with quality than quantity.
	Hard to Change

	Invisible
	
	Extremely Hard to Change


Culture is powerful for three primary reasons:
1.
Because individuals are selected and indoctrinated so well.

2.
Because the culture exerts itself through the actions of hundreds or thousands of people.

3.
Because all of this happens without much conscious intent and thus is difficult to challenge or even discuss.

If shared values are the product of many years of experience in a firm, years of a different kind of experience are often needed to create any change.  That is why cultural change comes at the end of a transformation, not the beginning.

Culture changes only after you have successfully altered people’s actions, after the new behavior produces some group benefit for a period of time, and after people see the connection between the new actions and the performance improvement.  This does not mean that a sensitivity to cultural issues isn’t essential in the first phases of a transformation.

Anchoring Change in a Culture:

· Comes last, not first: most alterations in norms and shared values come at the end of the transformation process.

· Depends on results: new approaches usually sink into a culture only after it’s very clear that they work and are superior to old methods.

· Requires a lot of talk: without verbal instruction and support, people are often reluctant to admit the validity of new practices.

· May involve turnover: sometimes the only way to change a culture is to change key people.

· Makes decisions on succession crucial: if promotion processes are not changed to be compatible with the new practices, the old culture will reassert itself.

Part III
Implications for the Twenty-first Century

Chapter 11

The Organization of the Future

The rate of change in the business world is not going to slow down anytime soon.

A Persistent Sense of Urgency
A high urgency rate helps enormously in completing all the stages of a transformation process.  It means a state in which complacency is virtually absent, in which people are always looking for both problems and opportunities, and in which the norm is “do it now”.
Keeping urgency up will require, first and foremost, performance information systems that are fare superior to what we generally see today.  More people, more often, will need data on customers, competitors, employees, suppliers, shareholders, technological developments, and financial results.

Information on customer satisfaction, in particular, is being collected more accurately, more often, and for more people.  To both create these systems and use their output productively, corporate cultures in the twenty-first century will have to value candid discussions far more than they do today.
The combination of valid data from a number of external sources, broad communication of that information inside an organization, and a willingness to deal honestly with the feedback will go a long way toward squashing complacency.

Teamwork at the Top

In an environment of constant change, individuals, even if supremely talented, won’t have enough time or expertise to absorb rapidly shifting competitor, customer, and technological information.  They won’t have enough time to communicate all the important decisions to hundreds or thousands of others.
People Who Can Create and Communicate Vision
Because management deals mostly with the status quo and leadership deals mostly with change, in the next century we will have to become much more skilled at creating leaders.  Without enough leaders, the vision, communication, and empowerment that are at the heart of transformation will simply not happen well enough or fast enough to satisfy our needs and expectations.  
Successful organizations in the twenty-first century will have to become more like incubators of leadership.  Developing that leadership will, in turn, demand flatter and leaner structures along with less controlling and more risk-taking cultures.

Broad-Based Empowerment

The hearts and minds of all members of the workforce are needed to cope with the fast-shifting realities of the business climate.  Without sufficient empowerment, critical information about quality sits unused in workers’ minds and energy to implement changes lies dormant.

Constant empowerment for a constantly changing world works best in organizations in which senior managers focus on leadership and in which they delegate most managerial responsibilities to lower levels.  The best-performing firms I know that operate in highly competitive industries have executives who spend most of their time leading, not managing, and employees who are empowered with the authority to manage their work groups.

Delegated Management for Excellent Short-Term Performance

Even in a rapidly changing world, someone has to make the current system perform to expectations.  Excellence in management means that the empowered employees handle this responsibility well.  That, in turn, means they must receive sufficient management training and be supported with the appropriate systems.

An organization with more delegation, which means a lean and flat hierarchy, is in a far superior position to maneuver than one with a big, change-resistant lump in the middle.

No Unnecessary Interdependence

In some firms, this useless interdependence is nearly overwhelming, making major change a hopelessly complicated affair.  Interdependencies left over from an earlier era that add no value will be less tolerable.  A process of continual cleaning will certainly be encouraged in a faster-moving environment.
An Adaptive Corporate Culture

All of the practices I’ve been describing here will help an organization adapt to a rapidly changing environment.  Creating those practices so they stick is an exercise in creating adaptive corporate cultures.
Cultures can facilitate adaptation if they value performing well for an organization’s constituencies, if they really support competent leadership and management, if they encourage teamwork at the top, and if they demand a minimum of layers, bureaucracy, and interdependencies.

Truly adaptive firms with adaptive cultures are awesome competitive machines.  Even when they have far fewer resources and patents or less market share, they compete and win again and again.  Changes occur to help make better and better products or services that serve real human needs at lower and lower costs.  Living and winning in that environment can be fun, because you feel like you’re doing something worthwhile.  After a period of adjustment, most people seem to like the dynamic quality of the environment.  It’s challenging.  It’s never boring.  Winning is fun.  And for most of us, making a real contribution is pleasing to the soul.

Getting from Here to There

The Twentieth and Twenty-first-Century Organization Compared

	Twentieth Century
	Twenty-First Century

	Structure
	Structure

	· Bureaucratic
· Multileveled

· Organized with the expectation that senior management will manage

· Characterized by policies and procedures that create many complicated internal interdependencies
	· Nonbureaucratic, with fewer rules and employees
· Limited to fewer levels

· Organized with the expectation that management will lead, lower-level employees will manage

· Characterized by policies and procedures that produce the minimal internal interdependence needed to serve customers

	Systems
	Systems

	· Depend on few performance information systems

· Distribute performance data to executives only

· Offer management training and support systems to senior people only
	· Depend on many performance information systems, providing data on customers especially
· Distribute performance data widely

· Offer management training and support systems to many people

	Culture
	Culture

	· Inwardly focused

· Centralized

· Slow to make decisions

· Political

· Risk averse
	· Externally oriented
· Empowering

· Quick to make decisions

· Open and candid

· More risk tolerant


Chapter 12
Leadership and Lifelong Learning

The key to creating and sustaining the kind of successful twenty-first century organization described in chapter 1 is leadership – not only at the top of the hierarchy, with a capital L, but also in a more modest sense (l) throughout the enterprise.  This means that over the next few decades, we will see both a new form of organization emerge to cope with faster-moving and more competitive environments and a new kind of employee, at least in successful firms.

The twenty-first-century employee will need to know more about both leadership and management than did his or her twentieth-century counterpart.

A prototype of the Twenty-First-Century Executive

In the twenty-first century, I think we will see more of these remarkable leaders who develop their skills through lifelong learning, because that pattern of growth is increasingly being rewarded by a rapidly changing environment.

As the rate of change increases, the willingness and ability to keep developing become central to career success for individuals and to economic success for organizations. They develop the capacity to handle a complex and changing business environment.  They  grow to become unusually competent in advancing organizational transformation.  They learn to be leaders.

The Value of Competitive Capacity

In attempting to explain why most were doing well in their careers despite the challenging economic climate that took shape at about the time they graduated, I found that two elements stood out: competitive drive and lifelong learning.  Competitive drive helped create lifelong learning, which kept increasing skill and knowledge levels, especially leadership skills, which in turn produced a prodigious ability to deal with an increasingly difficult and fast-moving global economy.



Habits of the Lifelong Learner

Lifelong learners take risks.  Much more than others, these men and women push themselves out of their comfort zones and try new ideas.  Lifelong learners humbly and honestly reflect on their experiences to educate themselves.  Lifelong  learners actively solicit opinions and ideas from others.

Much more than the average person, lifelong learners also listen carefully, and they do so with an open mind.  Careful listening will help give them accurate feedback on the effect of their actions.  And without honest feedback, learning becomes almost impossible.

Mental Habits that Support Lifelong Learning

· Risk taking: willingness to push oneself out of comfort zones

· Humble self-reflection: honest assessment of successes and failures, especially the latter

· Solicitation of opinions: aggressive collection of information and ideas from others

· Careful listening: propensity to listen to others

· Openness to new ideas: willingness to view life with an open mind

Lifelong learners overcome a natural human tendency to shy away from or abandon habits that produce short-term pain.  The very best lifelong learners and leaders I’ve known seem to have high standards, ambitious goals, and a real sense of mission in their lives.
LEADERSHIP





Personal History


Inborn capabilities


Childhood experiences


Job and educational experiences





Competitive Drive


Level of standards


Desire to do well


Self-confidence in competitive situations





Competitive Capacity


Capability of dealing with an increasingly competitive and fast-moving economic environment





Skills and Abilities


Knowledge


Leadership skills


Other skills





Lifelong Learning


Willingness to seek new challenges


Willingness to reflect honestly on successes and failures





The Relationship of Lifelong Learning, Leadership Skills, and the Capacity to Succeed in the Future
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