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@ UNLEARNING OLD @ ONE SIZE FITS ALL MASS TRAINING 2. RUTHLESS' = B MOVE FROM SAFETY Greater agi llty IS proven to prowde the followi ale benefits:
BEHAVIOURS Taking a one-size-fits-all textbook of agile methods, with the expectation RE- I?EEQ;RITISATION % PROJECTS TO —
approach to change methodology that the organisation will become agile : @ 8 OUTCOMES {EREATE SLACK - CULTURAL BENEFITS
@ ALIGNING ON AND le% SELF-ORGANISING UNSTRUCTURED |
ok g OPERATION 71/ INGORRECT MEASURES COMEPNITIES . peRlenes TIME TO'FOCUS ON @ > TrQwT > > EX > »»_i
N . r : \
Changing titles and structures but § § Measures and KPIs in the organisation MAKING LREALL A ' PSYCHOLOGICAL STRUCTQGRE
not roles, skills, ways of working, N NN are not aligned to the company’s e
and career paths SIS purpose or business outcomes ‘\ i N SAFETY DEPENDABILITY AND CLARITY MEANING IMPACT
\ ; Team members feel safe Team members get things  Clear roles, plans and goals Work is personally Belief that one’s
Tight/loose 5 'I to take risks done to a high standard important, driving purpose work matters
. €(There is a recognised i e
. ual S OPERATIONAL BENEFITS »
€€Many concepts start as great a5 operating decision- need for orgamsatrens - : ( ks both
. . “ 4‘.’. 2 ;. galelelc SIX making tO be A |le bUt man fG'l to TI’USt WOIKS Ot WGyS.
ideas and improvement % g y
! 1 : : ../ FACTORS translate this into a necessar Just as leaders need
drivers, but over time, they get "\ concing )/ smal y + to place greater trust in their
o . : | tal
75% of organisations ...but less than 5% eroded - either by their users or s s OrgGHISOtIOHGl CC]pC]blllty, e l h | d
have agility in their ~ have achieved an : . l ilit \ people, T €y diSO nee to earn
i S bv the turbulent environments Flexible namety agiti y. INCREASED ENHANCED  COSTOF  INCREASE :
top three strategic enterprise-wide y resource th l ) t t )
e 3 : . by o e SPEED TO . EMPLOYEE = CHANGE  IN OUTPUT elir employees trust.
priorities... transformation around them. —_—  MARKET ENGAGEMENT QUALITY
J 1.‘ . ege °
: ': \ | agility@baringa.com



