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Accelerate!

(20-min read)

The 8-Step Process for Leading Change, which we
consider a “bible” for change, was cultivated from
over four decades of Dr. Kotter's observations.
Countless organizations trying to fransform contributed
and resulted in this step-by-step process to drive
change. Click here fo read.

The Change Management Review - series
(20-60 min listen)

Theresa Moulion is the editor-in-chief of Change
Management Review and has over 25 years of
experience in consulting, executive coaching, and
business building. She hosts The Change Management
Review Podcast, which features topics like coaching
employees through organizational change and
reimagining change management. Explore the series

The SCARF model

(5 min read)

The SCARF model, infroduced by Dr. David Rock in
2008, offers a straightforward psychological theory of
motivation that's easy to remember, inspired by
neuroscience. Put simply, Rock argues we have strong
drives to seek ouf five key things: status, certainty,
autonomy, relatedness and faimess. Read more about
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STEP 8

STEP 7

STEP 6

Institute change
STEP 5

Create a sense of urgency




1. Create Urgen

« Leverage energy- never waste a Crisis
 Make it outside in & personal
« Educate- one version of the fruth




« Power of volunteerism
* Diverse many — not a limited few
« No egos —invite in the lions

Natura &co



« Start with the business strategy
« Paint a picture that appeals to hearts
« Integrate into strategic planning

YCVS
Health.



4. Enlist Volunieer

OLLY

SUPPLEMENTS

* Find your supporters

» Unify behind the common goal
 Make it a movement, not a project




5. Enable Broad A

 Lead by example at the top
« Equip the coalition- new capabilities
* Inspire bottom-up ideas




6. Generate S

» Pilot, find and celebrate wins
* Provide ‘proof’'- and iterate strategy
« Work with lead markets and brands



7. Sustain

* Be patient but maintain momentum
Do not celebrate too early
* Neuroplasticity




8. Institute C

« Cascade horizontally and vertically
« Create an ecosystem with influencers
« Foster a growth-mindset

MARS
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Impact Planning
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Impact Planning
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The energy transitionis the
greatest challenge of all time



Sparring Sessic

v Thursday April 10" @ 5om CET

If you can’t make it
and want to spar one-
on-one, email me!

 Wednesday April 23"9@ 2pm CET
« Friday May 9" @ 2pm CET




IRG IRG Impact Plan

Humsoond (ol rpose & Ambitions

Name:
Organization:

PERSONAL Personal Purpose franscends he plan,
and even your work role, it speaks to you
PURPOSE as o persan. what moves and motivates
you in life
| T———

The 3 ambitions are connected

Personal Ambition is your leadership ambition af work, how you

waont to show up.

* Thought-starter: What would you answer if your coach asked
PERSONAL you how do you wan! 1o make more impac! as o leader?
AMBITION Business Ambition is what you want to achieve in your business,
that will result in more humanized growth
« Thought-starter: What would you onswer If your CEO asks you
BUSINESS how you do you want fo moke more business impact?
AMBITION Societal ambition is how that business ambifion, in turn, will
serve a higher-order good in society.
» Thought-starter: What would you answer if your friend at an
SOCIETAL NGO asked you how you are making o greafer social

AMBITION inpoct?

TP 1: it you ore struggling fo define a personal ambition. fry and start with the business
ambition - what do you want to achieve in the business? And then exirapolate, whaf
do you need to do / deveiop [ nurture ol ¢ personal level 1o achieve that?

TIP 2: In order to avoid just sharing what your business is aready doing. really think
abaoul what's different from Business As Usual. What do you want this program fo deliver
for yowself and your business that will make both you and your business more impactul
in driving stokehoider value in the future?

TiP 3: Look back at youwr personal and organizational benchmark from the kickoff for
Inspiration. Whaot ore the areas you/ your organization is underperiorming in, and would
you fike to shift that?

ol Drivers 1-4 focus on your BUSINESS AMBITION - they are the process
thraugh which you con create Humanized Growth in your business

Driver 5 l= where you note down the actions around your PERSONAL
AMBITION, it s about unleashing yourself

The Soclelal amblfion flows o3 o resull of this plan
1. GROUND

L Questions lo osk yourself:
2 To achieve your BUSINESS ambifion do you need fo...

= Ravil! your company / brand roots & herfage for

4, guidance or inspiration’

« Connecl with new and/or differant stakeholder
groups. infemally or extamally®

2. REIMAGINE

1

| Quaestions fo ask yoursel:
To achieve your BUSINESS ambilion do you need fo...

r s
k « Raimogine a fulura for your erganization®
i Engage in visioning exercises with your lecdership,
or with new stokeholder groups?
= Revisit your corporate or brand purposa to refine
your aspirational role in society?
3. FOCUS

1

Questions o ask yourselt
L Te achieve your BUSINESS ambifion do you need lo...

» Integrate more explicitly new and/or different
stakeholder groups in your corporote [/ markeling

4 strofegy®

Redefine KPI's to ensura fhat stokeholder valusis

maosuned and reporieds

Connect with leadership on shrotegy and how you

wiould ke fo evolve it io be more humanized?

s IRG IRG Impact Plan

Houmariond (st Actfions & KPI's

4. ORGANIZE

_ Questions to ask yourself:

! To achieve your BUSINESS ambition do you need fo...
2.

= Rethink crganizational structures, culture. ways of
3 working?
Connec! more deeply with other functional
leaders to drive collaboration and
interdependency?
Seek new partnerships extemally?
Invest in capabiity development for your team or
the wider organization (e.g. Al capabilities}?

5. UNLEASH Questions to ask yourself:

W To achieve your PERSONAL ambition do you need fo...

I « Engage in conversations with leadership about your

role?
z * Explore new areas for capabliity development for
3 yourself?
A « Connec! with your teom around your purpose and
ombitions?
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