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Removing Barriers to Peak Performance

Class Length 1 Day
Prerequisites None

Course Outline

Overview
To understand performance, you must grasp the behavior structures that » Phases of Transition
underpin, support, and drive successful performance. When faced with a = Different Stages Require Different Strategies

barrier, people move through these four phases. Often you move through one

: ] » Dealing with Resistance
or more phases quickly only to get bogged down in another.

* Strategies for Managing Each Phase
e Conflict
* Evaluate Your Behaviors for Abrasiveness

Effective leadership can hd pindividuals and groups move through the phases
effectivd y and efficiently. The four phases are:

» Denial » Patterns of Difficult Behaviors
* Resistance » Effective Coping
* Exploration * Llistening

« Commitment

This program explores the danger and opportunityassociated with each phase. It
defines methodologies for movingindividuals and organizations through them

» Effectively Handling an Angry Employee
¢ (Creating Team Involvement
» Building a High Performance Team

effective y and efficiently.
* Reinforcement
Target Audience * The Case of Ellen Graner
Leaders and employees who are interested inincreasing their performance » Sexual Harassment
 Upstaging
The Problem « The OPM Agency
» Too often, employees get hung up onissues, changes, personalities, policies, * Working with Conflict

and procedures that prevent them, and consequently their organization, from

Lo e ToTdl the Truth
achieving peak performance

Our Solution
To Leamn to...

+ Define the barriers

* Recognize thesigns of each barrier
* |dentify the steps necessary to avoid, or reduce the impact of, each barrier

747 Oka3 0] 21 Cocasset St Suite #0, Foxbora, MA 02035
AT P Phone: (774) 15-0471 | Fac (774)215-5117 | Cell:(774) 225-8490 | Toll Free: (844) 747-2477
E info@747Fcg.com | www 747cg.com

A A EEEN




Making Change Irresistible

Class Length 1 Day
Prerequisites None

Overview

This program incorporates thoughts and solutions related to change from a
variety of sources including Dr. Ken Hultman's influential book, Making Change
Irresistible, Dr. William Marston’s work on behaviors, Daniel Goleman’s work on
emotional intelligence, and many other prominent experts.

You first explore the dynamics of change. Then move to handling resistance
and conflict. This is followed by an overview of ways to analyze perceptions and
handle people (including you) caughtin change.

We finish with several case studies for application and reinforcement of the
learning.

Target Audience

Managers responsible for implementing change or the employees experiencing
the change

The Problem

» Company going through an acquisition
* New Management

* New business processes and procedure

Our Solution
To Leam to...

* Understand how changeimpacts personal and organizational performance
+ |dentify what to do, and what not to do, when facing change
*» Understand the models of adaptation and conflict resolution
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Course Outline

The Dynamics of Change

e Dealing with Resistance

e QOvercoming Resistance

* Strategies for Managing Each Phase

* Conflict

» Evaluating Your Behavior for Abrasiveness
* Patterns of Difficult Behavior

» Effective Coping

¢ Listening

» Effectively Handing of Angry Personnd
* |ncreasing Team Involvement

Case Studi

Note: There are two versions of this program:
One for employees facing a change. The other for
those charged with leading others through
change.
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Self-Directed Learning

Class Length %2 - 1 Day, Keynote Prerequisites None

Overview Course Outline
Because most employees are products ofa passive educational system, they do
not know how to be proactive inident fying their training needs, or designing and
evaluating their ownleaming. This workshop fosters the sef-directive perspective
whil e building active learning skills.

Introduction to Self-Directed Learning
Identifying Your Learning Needs
Understanding Your Learning Style
Writing Learning Objectives
Identifying Learning Resources

All this is done froma career development pers pective to enable employees to
refine their knowl edge and skills in areas whereitis not feasible for their employer
to provide a training programrelevant to their needs.

Writing a Learning Contract

Evaluating Your Learning
Target Audience
Managers responsible for implementing a self-directive | earning skills

implementation or the employees now responsible for their activelearning
program

The Problem

» Self-directed learningis ineffective because employees don't have the skills and
aptitudes to learn this way

+ Employees have challenges identifyinga good self- directedlearning plan

* Learners often have to go through training they alreadyare familiar with

Our Solution
To Leam to...

Define theimportance of being sdf-directive
Define your own learning style

Identify different resources for leaming
Develop their ownlearning plan
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The Problem Solving Process

Class Length 1 - 2 Day(s) Prarequisites None

Overview

This workshop focuses on the use of experience, creativity and intuition to make the right decisions. Employees will learn to be more
decisive, confident, and creative. They will also be able to tap theskills of others to getresults.
A real work problem will be analyzed during the workshop.

Target Audience

Anyone that is responsible for problem solving and making recommendations for the best solutionandaction plan

The Problem

» Employees don’t understand the rootcauses of problems so often the wrongsolutions are applied
* Teams are not effectively creatingan entire plan to solve problems
* Problemsolving skills are notinnate to most people

Our Solution
To Leam to...

« Effectively problemsolve

* Generate new and innovative ideas
» Select useful solutions

* Gainsupportandinput from others

Course Outline

* Problem Solving Overview

* The Seven Steps of Problem Solving

¢ Define the Problem

* Label the Problem

* Analyze the Root Cause of the Problem

» Explore Optional Solutions to the Problem

* Make a Decision Based on the Best Solution to the Problem
* Create an Action and Contingency Plan

* Reuvisit the Problem
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Adaptive Decision Making

Class Length 2 Days
Prerequisites None

Overview

In today’s fast-flowing business environment, leaders usually don’t have theluxury of ime when making decisions. Leaders need tobeable
to quickly size up thesituation,identify the most workableand expedient course ofaction, and then act—often without having all thedata or
the time to consider every possible option.

This course helps leaders accelerate the decision-making process, yet still make quality decisions in fast-paced environments with limited
time and information. They also learn how to determine whenitis appropriate to use this approach and when to slow down the process
and apply a more traditional, anal ytical approach.

Target Audience
Leaders and executives that need to improve their ability to make more expedient decisions

The Problem

* Leaders don't have time to make decisions in today’s frenzied times

* Leaders don't have access to all theinformation they need to make quality decisions

* Leaders must be able to make solo decisions and group decisions

* Leaders don't have a guide for which decision making process to use

* leaders can’t depend on “traditional” solutions they have to find more “innovative” solutions

Our Solution
To Leam to...

» Define adaptive decision making

» |dentify personal and organizational roadblocks when using adaptive decision making

» Define when an adaptive decisionis appropriate and when a more analytical approach is needed
» Utilize various consistent approaches to accelerate the decision making process

» Develop creativestrategies to generate out of the box solutions
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Course Outline

* Introduction

* Define Adaptive Decision Making as “the ability tosize up a situation and to recognize the bestcourse of action”
» Differentiate between problems solving and decision making

» Understand and overcome personal “mental blocks” that preventyou from being “comfortable” with ADM approaches to decision making
» |dentify and strategize about circumventing organizational roadblocks to using ADM

* |dentify business drivers for ADM

» Compare traditional decision making to ADM

e Use the TRY method to testyour choice to use ADM

« Utilize a four-step approach for a quick decision

» Explorehow to usegroup dynamics and paralld thinking for a team decisionapproach

» Develop intuitive decision making for an on-the-s pot decision utilizing your expertise

* Cultivatecreative decision makingskills forinnovative decision making when the old ways just won't work
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Polarity Thinking Course Outiine

Class Length 1 - 2 Day(s) Prarequisites None

Defining Polarities
Introduction to Polarity Thinking

Overview « Applications of Polarity Thinking

This works hop addresses the problems in your organization thatjustdon’t seem to goaway. Itintroduces Barry Johnson’s Polarity Thinking as o Identified Folarities

a way to understand the sometimes hidden forces of opposing values at work in organizations and people. o |dentifying the Polariies atWork|n Your Sitimtion

You will learn how to surface these forces, map them graphically with a tool called the Polarity Map, and how to manage them. $Ls Foarity Map G:raph:c ‘I'-mt ;

The workshop also includes an overview of the online Polarity Assessment tool that helps organizations gauge and manage polarities in * Parts of the Polarity Map including: 747

alarge organization. Polarity Thinking he ps leaders and their organizations more efficiently and more sustainably reach ther goals. -- Your highest purposeand greatest fear Consulting
-- The upsides and downsides of polarity pairs fiainie

Target Audience -- Theinfinity loopas a measure of how well a polarity is managed

Leaders, managers,andsupervisors dealing with complexity and seemingly intractable issues; also appropriate for individual contributors in

-- Early warning signs of badly managed polarities
-- Action steps thatcan be taken to manage polarities well

The Problem * Managng Polarity Pairs
* Facilitatinga Polarity Discussion

knowl edge roles

Should we centralize or decentralize? Should we be tightly hierarchical or loosdy managed? Often, leaders view these issues as problems

to solve and decisions to be made, when, in reality, they are polarities to manage. In fact, organizations often go back and forth, * Getting “Unstuck” When the Normal Flow of Polarity Energy is Blocked
exha usting employees and wasting resources. * Practicein Applying Polarity Thinking to Your Own Situation
* The Polarity Assessment and Its Process
Our Solution
To Learn to...

* Recognize how values in organizations and individuals comein polarity pairs

« Approachintractable problems as polarities to manage rather than problems to solve

» |dentify particular polarities that need to be managed in your organization

* Usethe Polarity Mapas a way to visualize and diagnose current reality

» |dentify early warnings and action steps that can be managed through the Polarity Map
* Gain practice in using Polarity Thinking and the Polarity Map
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Social Media is Changing Everything — Including Your Business Course Outline

L ]

Social Media Basics

Using Social Media to Learn, Dialog, Supportand Innovate

Social Media Challenges: Real lifesocial media business case studies, what would you do
Acclimating to a Social Media Culture: What processes and tools should you use

Class Length %% - 1 Day, Keynote Prerequisites None

Overview
Social mediais becoming part of the fabric of corporatelife. Whether to reach customers, connect empl oyees, or coordinate with -
suppliers, American businesses appear to be embracingsocial media. Things are not always what they appear to be. While companies

may have blogs, Twitter accounts, and Facebook pages, thereis evidence thatmany companies struggl e with the fundamental changes

thatsocial mediais bringing to their business. Unhappy customers air their dissatisfaction on Twitter,

Employees wantexecutives toshare moreinformationandsuppliers may fed atrisk as companies look for digital

dirt. How do you respond? Social mediais creating a cultural shiftin how business gets done. This workshop looks at how social media’s C> Goal
impact onleadership and profitability. It explores social media trends, considers theleadership and cultural

implications,andidentifies best practices. -ﬂ %
Innovation .{4:;7 ‘%,, (@# C

The workshop includes casestudies and action plans to help begin the process of transformingsocial media activities into strategic ' he) r” R ' | '-
business initiatives. . D \g /{ |

Participants will learn thatbeingsuccessful in the social media arena is not so much about mastering new technologies, but using the
technol ogy to establishand sustain new types of relationshi ps with your customers, employees, and suppliers.

Target Audience I~ P _
Anyone who wants to understand how social media is changing business and how theycan develop strateg es to harmess its power : ~ T !a ﬂﬂf N g
The Problem : -

&

\ Techhology

* Social Media is seen as just another communication channel where executives can continue to control their market message
» Millennials don’t have the same filters as older generations and have very different attitudes towards privacyand sharing
* Social media has tipped the balance of power and one person with a social media following can negatively impact the bottomline

Our Solution
To Leam to...

* Deal with the new environment that requires dialog rather than broadcasting messages

* Better understand the new leadership mindset required in a social media erwironment

* Recognize that engaginginsocial mediais like working in a differentculturewith a new language, unknown expectations and
unfamiliar behaviors and values

+ Establish an openstrategy that will serve as a foundation for social media activities

www.747cg.com
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Strategic Thinking Course Outline

Class Length 1 - 2 Day(s) Prerequisites None *» Opening: Wecome, introductions, icebreaker (Herrmann’s Brain Dominance Modd )
Overview * Define Strategic Thinking: |dentify five habits of
Notso long ago, strategic thinking was all about creating a powerful positioning, and establishing brilliant tactics to defend that strategic thinkers, benefits of strategic thinkers to your organization, roadblocks to strategic thinking

position. The goal was to chart the course and not veer from it. Things have changed.
* |Improve Your Strategic Thinking: Question your own opinions, surround yourself with people who see your world differently,recharge

The world has changed. In today’s globalized world, the strategic thinker needs to possess intellectual agility. The strategic

thinker needs to understand and adapt to different competitivelandscapes, quickly. » Utilize the Four Elements of Strategy: Where doweintend to beinsome pointin the future, what are we going to focus our resources on
next, how will we execute the strategy, create a criterion thatlets you know when it's time to change astrategic approach

Thestrategic thinker is a nimble, disciplined thinker who is willing toapply different concepts to reachastute decisions. Itseems as though

traditional models of strategic management and decision making will notsufficeif an organization wants to thrive. Today's definition of » Communicate Strategy: Keep your messagesimple, usea framework discipline ins pire/educate/reinforce, put on your “real person” hat,

strategic thinking mustinclude exploringall possible organi zational futures by challenging conventional thinking, assessing both internal and tell a storyinclude the unexpected

and external impacts, and including imagination to redefine the rules of the competitive game.

Target Audience
Anyone who isinvolved and has responsibility for business planning

The Problem

Many employees do not:

* QOrganizations often confuse strategic thinking with strategic thinking. They are two separate activities.

+ Strategic thinking, unlike strategic planning should be a dailyactivity, nota once a year event.

» Strategic thinkers need to feel safein bringing up challenges to current beiefs and mind-sets. Thissense of safety doesn’t existin many
organizations.

Our Solution
To Learn to. ..

Identify opportunities through exposure to competitive analysis and other tools
Recognize the role of creative thinkingin building and evaluating a strategy

Practice methodologies for clarifying and magnifying rcadblocks to competitive advantage
* Examine ways to communicatestrategy that will garner support fromall stakeholders
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