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Managing People
& Working Together





Aims of the network

• To share
– Events

– Investors in People web site

• To signpost
– Books
– Intranet sites

• To inform
• Build share relationships



Aims of this set

• Engagement
• What motivates us

– How we think

• Practice with the Investors in People 
Framework

• Personality types
• Organisational types
• Strategic capabilities



How the four workshops fit together

WHAT TYPE OF ORGANISATION ARE YOU FROM?

PRODUCT LEADERSHIP 
“best product

OPERATIONAL EXCELLENCE
“best total cost”

CUSTOMER INTIMACY
“best total solution”

WHAT DRIVES YOUR BEHAVIOUR AND MOTIVATION?

How we think

How we see the world

Active

TheoristPragmatist

Reflector

How we like to learn

HOW DO YOU PLAN FOR YOUR ORGANISATION?

EMERGENT

•Adaptable
•Empowered
•Enabling
•Strategic themes

PLANNED

•Deliberate
•Top down
•Controlling
•SMART Objectives

Purpose
Vision

Strategies
Values

HOW DOES YOUR ORGANISATION 
LEARN?

Engaged

Aligned

HIGH PERFORMING TEAMS
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OR BOTH?

HOW DO YOU IMPLEMENT YOUR PLANS?

Mainly
Individual training
or coaching

We do individual
learning but we also
learn together
as an organisation

What are your leadership and 
management demands?

Leadership

Management

How do you identify the strategic 
capabilities of  your people?

External Environment
Vision

Strategic Themes
Values

Brand or Image

HOW DO YOU DEVELOP YOUR 
WORKFORCE?

HOW DO YOU VALUE YOUR PEOPLE?

AND SHARE SUCCESS?

Version 2: 25 October 09



Let’s Play Noughts and Crosses
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The difference a simple framework makes
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The Investors in People Framework
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REVIEWDOPLAN

THE STANDARD

YOUR CHOICE



Leadership & 
Management 
capabilities 
for now and 
the future

Review and 
support 
managers to 
acquire 
capabilities

Everyone 
encouraged to 
develop 
leadership 
capabilities

Structure 
makes the 
most of talents

Values at the 
heart of 
strategy

Your Choice

Involvement 
in decision 
making

Vision

Strategy 

Involving 
people

The Standard

Indicator 10Indicator 9Indicator 8Indicator 7Indicator 6Indicator 5Indicator 4Indicator 3Indicator 2Indicator 1

THEME 1 – DEVELOP FUTURE LEADERSHIP AND MANAGEMENT C APABILITIES TO SUPPORT GROWTH
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Great Aunt Matilda’s Bequest

You have just been informed that a great aunt in Bolivia whom you have 
never heard of has just died - which is sad.  However, she left you one 
million pounds to set up your own company – which is good.  All she asks is 
that you manage this company in such a way that you get engaged people 
who get great satisfaction from working with you.

You have a meeting with her lawyers in 20 minutes and they want to test 
you on your ideas for getting an engaged and motivated workforce.  You 
need to tell them.

– What your vision of an engaged workforce is 
– How you will achieve this in your new organisation
– What benefits you business will accrue if you have an engaged workforce 
– Would are the potential barriers to stop you doing this 

Use the flip chart paper provided to record your notes/pictures
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What is engagement?
It is an employee’s willingness to put extra effort into their 
work in the form of time, brainpower and energy above 
and beyond what is considered adequate.  

Engaged employees have a desire and commitment for 
always doing the best job. They grip any task with energy 
and enthusiasm, often going above and beyond to 
increase or influence quality, costs and customers 
service.  

They bring fresh ideas, infuse their teams with their own 
engagement and they are less likely to seek opportunities 
to work elsewhere. They believe in the purpose of their 
organisation and demonstrate that belief through their 
actions and attitudes

Source: The Extra Mile MacLeod & Brady



The benefits of an engaged workforce
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I can positively impact on quality

I can positively impact on customer service

I can positively impact on cost

84%

62%

31%

Highly engaged

Moderately engaged

Disengaged

68%

27%

50%

84%

42%

19%

Research source: Towers Perrin Global Workforce Study 2005



The benefits of an engaged workforce. 
Continued

1. More than 50% report improvements 
in employee retention and customer 
satisfaction

2. 33% report higher productivity

3. 28% report improvements in employee 
advocacy

4. 27% improved status as a "great place to work"

5. 27% report increased profitability
6. 25% report reduced absenteeism

13Source Melcrum Research



Percentage of UK workforce that describe 
themselves as engaged
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Engaged Moderately Engaged Disengaged

12%

65%

23%



What drives engagement in the UK

• Employees are treated 
with respect (this was the 
most important for the UK 
workforce)

• The top teams 
management style

• Senior management’s 
interest in their people

• Company has high ethical 
standards

• Employees respect 
management

• Core values (are defined) 
and are readily applicable

• Management seeks the 
opinions of employees

• Senior management 
interest in employee 
wellbeing

• Being proud of being part 
of the organisation

• Inspirational leadership
• Opportunity to learn and 

develop new skills
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An interesting by product of the 
research was that: 

People join companies, they
leave managers
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Engaged
(12%)

High Performing Teams

And Aligned (84%)

The Living Dead Weary travellers
They know where they 

should be going but have
no desire to get there

(Lethargic)

Headless chickens
Keenly running

around in all 
directions
(Chaotic)
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Effective use 
of internal and 
external 
resources

Sharing 
knowledge 
and 
information

A culture of 
continuous 
improvement

Culture of 
opennessand 
trust

Learning and 
development 
strategy to 
build 
capability

A culture of 
continuous 
learning

Involving 
people and
stakeholders

Your Choice

Involvement 
in decision 
making

Vision
Strategy 

The Standard

Indicator 10Indicator 9Indicator 8Indicator 7Indicator 6Indicator 5Indicator 4Indicator 3Indicator 2Indicator 1

THEME 2 – MAXIMISING LEARNING - KNOWLEDGE AND LEARNIN G SHARE
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Case study – Nifty Homes

Part 1 – Using the 
Investors in People
Framework



Communicating
beyond our 
differences

Understanding ourselves

Source: Susan Dellinger 1 800 762 3478





Understanding our organisations

Operationally 
Focussed

Supermarkets
Budget Airlines
Commodities

Standardisation
SMART Targets

Solutions
Focused
Consultancy firms

Facilities management
IiPS

Think like the client
Reward those who do

New Product 
Focussed
Sony, Apple, Honda

Skunk groups, informal
Reward the mavericks

Source: The Discipline of Market Leaders 0 201 40648 9 



Different capabilities?

· Loose knit and ad hoc structures
· Results driven but experimentation is 
encouraged 
· Decisive and risk orientated
· Do not control – enable
· Clever people but they also must 
have humility, creativity and versatility 
- Neyaka as the Japanese would say

· Loose structures built around key 
clients
· Flexibility 
· Range of superior services
· Manage the customer’s risks 
· Helping their clients through change
· Building customer relationships
· Solutions driven

· Conformance – “one size fits all”
· Focused on efficiency and cutting 
waste

oYour mother could not get 
you to clear the dishes but 
McDonald’s did

· Great supply chain management
· Growth driven

ORGANISATION 
& STRUCTURE

· Entrepreneurial 
· Continually innovating
· Able to respond quickly
· Love robust processes that support 
development – hate bureaucracy that 
hinders
· “They said it could not be done – well 
we did it”

· Client driven and adaptable
· If our clients do well – we do well
· Champion diversity
· Knowledge driven 
· Flexible and adaptable
· Enabling
· Reward based on client feedback
· Enabling

· Command and control
· Centralised functions
· High Skills at the core of the 
organisation
· Everybody understands their role
· Continual small step  improvements
· Controlling
· SMART Objectives

MANAGEMENT 
STYLE

· Concept, future driven
· Creative and able to commercialize 
ideas
· Encourages individual imagination 
and out of the box thinking
· Manage the mavericks

· Client and field driven
· Adaptable
· Variation “have it your way” mindset
· Entrepreneurial client teams
· High skills in the field and broad skills 
base

· Disciplined teamwork
· Conformity is essential
· Team before individual
· The heroes are the people who fit in
· Employee of the year
· Promotion from within

CULTURE

· Continually innovate their product
· It is not about price it is about product 
performance
· “Premium priced but worth it”

· Relationship based
· Aligned to specific customer needs
· Best solutions for you
· “Their services are exactly what I 
need”

· Convenience and time saving   
· No frills
· “Great prices and quality”
· “Consistency is their middle name”

VALUE 
OFFERING

PRODUCT LEADERSHIP
“Best product”

CUSTOMER INTIMACY
“Best total solution”

OPERATIONAL EXCELLENCE
“Best total cost”
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Case study – Nifty Homes

Part 2 – Strategic Capabilities

Use the handout and discuss
what Nifty Homes needs
less of and what it needs 
more of in to align workforce
capability with strategic 
direction



What are you going
to do differently as a 
result of this workshop?

Take a few minutes to 
reflect and capture your 
thoughts
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Dates for the Learning & Development
Workshops are:

Edinburgh 26 January 2010
Glasgow 28 January 2010
Aberdeen 2 February 2010
Inverness 4 February 2010 

Contact Sara Graham to make a booking
Sarah.graham@iipscotland.co.uk
0131 625 0155


