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Craving for certainty in uncertain times 

• Yearning to know the  unknown 
 

• Trying to see the unseen 
 

• In normal times, businesses face many 
uncertainties 
 

• Covid-19 times uncertainties are 
unprecedented – Duration & Complexity  
 

• Businesses operating in crisis mode for 
extended period 



 We are looking answers to 

1. When will this pandemic be over? 

2. When will our life be “normal again/ “new normal” stabilize? 

3. How do we get more certainty in this unchartered world? 

4. How do we secure future of businesses?  

5. How do we build resilient and agile businesses? 

6. What are new emerging customer needs and expectations?  

7. Will existing management frameworks, techniques be still 

relevant for securing the future of organizations?  

8. And…and….and… 



Strategies for securing future in uncertain & complex world 

A. What customers need & why? 

B. External business environment  

C. People and culture  

D. Producing and delivering with excellence 

(easy, fast, low cost, consistently etc. ) 



Strategies for securing future in uncertain & complex world 
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Customer Focus    Understand External Business Environment 

1. Anticipate changes /Connect the dots 
2. Scenario planning  
3. Connect & collaborate globally.   
4. Comply applicable regulations – Cover value 

chain. 

Understand what customers need  & why  
1. Go back & listen to your customers 
2. Redesign  products/ service offerings 
3. Revisit customer experience 

   People and Organization Culture Operational Excellence  

1. Encourage dissent and tolerance for 
ambiguity 

2. Build people capabilities for future  

1. Manage with Agility & Speed 
2. Go Digital / accelerate digitization 
3. Innovate & redefine industry  
4. Identify emerging risks 

Note: Initiatives listed above are not in any particular order or priority. There are strong linkages 
among them and are interconnected. 

A B 

D C 



A. Understand what customers  need & why ? – Jobs To Be Done Theory   
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1. What “job” are they trying to accomplish in 
the given circumstances?  

2. What “problem” are they trying to solve in 
the given circumstances? 

3. What causes What (Why customers buy our 
products / services in the given 
circumstances?) 

4. What are the major drivers of customer 
satisfaction and customer experience?   

Customer Focus 

1. Go back & listen to your Customers 
2. Redesign  products/ service offerings 
3. Revisit customer experience 

A 

Prof. Clayton M. Christensen,  

Harvard Business School.  

“Jobs To Be Done” theory  



B. Sensing  the environment. Connecting the dots 

   Understand External Business 
Environment 

1. Anticipate changes /Connect the 
dots 

2. Use Scenario planning  
3. Connect & collaborate globally.  
4. Comply applicable regulations 

across value chain. 

B 



B. Shift from Annual fixed forecasts to Scenario planning  

Traditional Forecasting 

• 3 - 5 year forecasts  
• Multi year budgets  
• Annual business plans 

Scenario Planning  
(Knowns & Uncertainties Imagined)  

a. Pessimist business scenario 
b. Normal business scenario  
c. Optimist business scenario 



B. Connect & collaborate  globally  in  borderless interconnected world  
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Critical success factors for successful & 
sustainable collaboration 

a. Ensure alignment of strategic objectives 
between collaborators 

b. Establish communication protocols 
between collaborators and within each 
collaborating company 

c. Clearly defined roles and responsibilities of 
both /all collaborators 

d. Establish applicable and meaningful 
measures of performance measures (KPIs) Adopt ISO:44001 

Collaborative Business Relationship Management 
Systems Standards for developing and managing 

strategic partnerships. 



C. People and culture – Encouraging dissent 

“Sir, if you and I had exactly the same ideas on all 
subjects, it would not be necessary for both of us to be 
in this company. It is precisely because you and I have 
different ideas that this company will run a smaller 
risk of making mistakes”. –  Conversation between Mr. Michiji 

Tajima, Chairman of the Board  & Mr. Akio Morita, as Dy. President, 
Sony, Corporation, Japan. on differing ideas.  

“ It’s a myth that you ever will have all the 
information you need “. Whatever you do, 
when you make a decision, your knowledge is 
incomplete” -  Lady Eliza Manningham Buller, ex 

Director General, British Internal Secret Service MI-5 (The 
Unchartered by Dr. Margaret Heffernen) 



C. People & culture.  Building  people capabilities for future. 

a. Critical thinking 

b. Collaborative working 

c. Self learning 

d. Problem solving 

e. Creative thinking 

f. Mathematics/ Writing algorithms  

g. Risk management & Business continuity  

h. Scanning and sensing external 
environments  

i. Managing change in uncertain times 



D. Operational excellence 

Operational Excellence  

1. Manage with agility & speed 

2. Go digital / accelerate digitization 

3. Innovate & redefine Industry  

4. Identify emerging risks & mitigate 

D 



 
D. Manage with Agility – Covid thrust agility on organizations  
 

Agility explained as per EFQM 2013  
 
“ Organization’s ability to identify and respond 
effectively and efficiently to changes to 
opportunities and threats”;  
 
“ Use mechanisms to identify changes in their 
external environment and translate these into 
potential future scenarios for the organization etc.“ 

Covid-19 crises has created urgency and importance of building agility at  an enterprise 
level - processes, structures, people, technology, decision making etc. 



Using Agility to improve speed, delivery, productivity, CEX etc. 

Mind sets, behaviours are critical to create agile organizations. 

Source: Doing Vs. Being : Practical Lessons on 
building agile culture, Mckinsey & Co. 



D. Disruptive innovation 

Professor Clayton M. Christensen of HBS 
explain disruptive innovation:  
 
“Transformation of an existing market or 
sector by introducing simplicity, 
convenience, accessibility and affordability 
where complication and high cost have 
become the status quo – eventually 
completely redefining the industry”. 

 



Market creating innovations for lasting prosperity. 

• Africa –1 billion people. Full of challenges. 

• Out of 800 million who lived in Africa had less than 20 million mobile 
phones. (year 2000) 

• Mr. Mo Ibrahim saw huge opportunity. Established Celtel with 5 people 
in 1990s. 

• Created market targeting  “Non consumption”  

• Built cell towers, power supply, logistics, training & health care for his 
staff, built road / used helicopters to move equipment,  

• In just 6 years  Celtel  operations in 13 African countries. Gained  5.3 
million consumers. 2004 revenues of USD 614 million with profit of 
USD 147 million. 

 

 

 



Market creating innovations for lasting prosperity. 

Prosperity Paradox : Enduring prosperity will not come from fixing 
poverty. It will come from market creating innovations. 

MicroEnsure: Affordable 
insurance for millions living 

on 3 USD / day 

200 million get malaria/ yr.  

Fyodor: Malaria test . Costs $2.  
Result in 20 min. Noninvasive 

Azucar: Diabetes - # 1 cause of death & 
amputations in Mexico. 
Affordable & easy diabetes treatment 
Reduced cost of treatment form USD 1000 to 
250/yr..60% less diabetes related complications. 



Recap & Concluding Thoughts   

1. Preparedness for uncertainties  

2. Continuous learning 

3. Quickly adapting to changes  

4. Remain flexible 

5. Go digital 

6. Compliance to regulations 
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