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The true secret to success might surprise you.

"How do y‘c pa cipate in marl ke ruptions which threaten your current leadershi
status? In book Adan mH g hows the kind of thinkin gneeded o de almuth
the creative dest; that underlies global capitalism today.”

—Geoffrey Moore, Au Pu:»r Deamg wrth Darwm How Grear Co'ﬂpanies Innovate i
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HOW TO STAY AHEAD OF THE COMPETITION

Leadership

Overcoming Lock-in
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Long ago...
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Innovation created change.




More innovation was developed.
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Yet the change agent didn’t follow the market.

VS THIS
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Success creates repetition, which creates lock-in.
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Why Is it so hard to sustain success?
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Percentage Fortune 500 remaining on
Fortune 1000 Ten Years
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Why Is it so hard to sustain success?
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Chapter 11 Filings - All Companies 1985-2003
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Why Is it so hard to sustain success?

2001 to 2003 105

17/50%
Increase

1985 to 1987 6

Bankruptcies of companies with assets over $1billion
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This has been a long series...

6.00% - Globa_l GDP 6.00%- [ Profit Margins
5.00%1 Growth 5 0006 1 1993-2003
4.00%7 4.00%1
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O'00%19603 1980s 0.00%* 993 1998 2003

Source: The Conference Board
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With worrisome results.

Top Quartile in 2000 Drop Out Pert. 2005

1/3 dropped out Only 10% returned
during the 2001 Recession to the top quartile

Source: Harvard Business Review 3/09
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And the business impact surrounds us.




15% of current market leaders gained
their position since 2005.

Environment change
means opportunity

>
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By attacking Lock-in, you can become anything.
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"I think wou should be more
explicit here 1n step two."
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Success comes from somewhat surprising practices.
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Be future-oriented.
Obsess about competitors.
Disrupt yourself.

Create and maintain white space.
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Step 1 - Plan for the future, not from the past.

SPYGLASS
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Step 2 - Attack competitors’ lock In.

Industry Lock-in:
Customers care
about the quality
of the pizza
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All competitors are vulnerable when markets shift.
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Recognize that successful new
products disrupt old behaviors.

(Chicago Tribune
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Step 3 - Utilize disruption to change thinking.
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Step 3 - Utilize disruption to change thinking.
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Step 4 - Disruptions open White Space.

On the cutting edge of sustainable energy...

" o ——
-

We're there
A global boom in wind turbine

constructon has re-enangized the
wind power markeiplace. A

number of ITW's polymers & fluids
businesses are providing solutions
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Step 4 - Disruptions open White Space.
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Overcoming Lock-in to the past is the key to success.

X
Plan for the future, not frdm the past.

P o

Focus on competitors.

Be disruptive.

Use White Space to innovate.
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Contact Information.

/7" J ADAM HARTUNG.
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Market Shifts and Lifecycles - Playboy,
Oprah and Skype

Ona of the hardest things for leders to do |s recognize market shifis, The
tendency to remain focused on Defending & Extending what was always does is
53 groal that market shifts which demnnd change are overlacked In the urge

lways don - evan as resulis lade,

to improve what w

An obvious example is Playboy enterprises, "Flayboy den

Chioago Craln's hoadling, i rums

s thal tha compuny (now

publicly valued at only SB0M) was being shopped for a new owner, Playboy was
founded as a "lifestyle” media company Imandad to mast the amarging neads
acdull males in the 19805 To

of *noph

af miny publshors
and govemment leaders, Playboy became a huge success. |ts magazines
outscld expectations. The company grew by opening clubs in major cities where

busines: atinnd.

As tha company axpandad it moved its haadquanans from Chicago, whire

government officials disliked the hometown anomaly, 1o LA. And the comparry
acquired & 727 as the corporate jet. As revenues and profits expanded, the
comparny want public. As recently as 2000 the comparny was worth nearly

$1.2bilkon | rel

But, the market changed. Woman entered tha workiorce as ona prhimary
contributor 1o the clubs becoming passe, leading 1o their close. Likewise, the

resorts clased as competitors - chubs

aiboring bo young men and coupl:

a5 Club Mad - did & better job of menting their needs. Thi magazing becam
less and bss viable as market shifts led to a split betwean pornography
magazines for those who wanted photos and serious mens journals ranging

from Stereophile and Auloweek to GO. Market shifts ranging from Amesica's

udes about how 10 treat women, 1o what was needed in & sefious current
events or hoblyis

it journal, left the company’s products less and less
Intereating. As the foundar aged, the company kst track of its primary tanget
and faiked to identi'y & new target market. And the new CEQ, the founder's
daughter, was unable to develop future scenarios iiemifying a viable
direction - or products - 1o keep the company growing

At this point, Playboy has no clear market, has sufleved from decades of daclining

revenue and profits, and investors have no reason to expect an improved

return on Investment. W o buy the e

iy,
a8 wa observe that all print journalism is sheinking dramatically, is unclear.

Playboy is at the vanguard again - but this time of demonsatrating the end of
print media and the losses capable from ignoring market shifts. Had
Playboy long ago dropped the salatious pictures and moved itsall toward &
growing readership - providing insigl

men's litestyle issues i

or any numbar of fopics - it had a chanos of mai
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