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eaders need to find a way to gain honest feedback. The
closer you get to the top, the less feedback you will
get.” So explains leadership guru Rob Goffee, profes-
sor of organisational behaviour and faculty director for
executive education at London Business School. Without the mental
preparation or the ability to reflect, people can find leadership a very
lonely place to be, so Goffee suggests that executives “find a third place
— somewhere away from family and away from work that allows you
time to think, reflect and gain perspective”.

If you are a senior manager looking to progress to boardroom level,
then you're probably a suitable candidate for the flagship of executive
education, the general manager programme, otherwise referred to as
ﬂIL‘ ild\fl!]lc(fd 1‘1‘1;t1121g(.'n‘1(ml PI'()gI'E!I'I"JITIC (AMP} or S(?I]i()l’ (:X(T(‘.llti\«"(‘
programme (SEP). These programmes guide high-potential senior
managers through the transition required to take on a strategic leader-
ship role for their business. Participants have at least 10, but often 15
or more years, ufmanagmnerlt experience, often spanning public and
private sector roles.

Tim Morris, COO of Oxford Executive Education describes the
typical participant in their four-week AMP: “The typical Oxford AMP
participant is a senior executive. We often see functional or technical
experts joining a company in their twenties and then following the
AMP as an alternative to the executive MBA. If you have been selected
for an AMP, it is a clear signal from the company that they are going
to invest in you to build your human capital. Companies want to hold
on to top talent, and are looking for ways to build loyalty. To achieve
this, companies need to offer a suite of programmes through your
twenties, thirties and forties.” This carefully selected peer group will
spend from two to nine weeks engaged in an interactive, intensive
and truly international programme.

Demand for such programmes is showing signs of an increase.
Ethan Hanabury, associate dean at the Columbia Business School,
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en senior execs can benefit from training to cope with the modern business
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reports that applications for the most recent Columbia SEP was up
by over 30% on last year and had a waiting list. He says: “They [the
participants] can get out of the day-to-day, away from the urgent, and
focus on what's important.”

Though it sounds too good to be true, the testimonial from worldly
wise programme participants is resounding. For Steve Quinn, the ben-
efits of the month spent on the SEP at the London Business School
were clearly dramatic, both personally and professionally. “T came away
with unbelievably good information and insight and 1 returned to work
with a much greater understanding of all the subjects covered, particu-
larly leadership. In the four months since I attended the programme I
have probably referred to my materials about 30 times.”

Certainly the current emphasis on leadership training and concerns
about ensuring the succession of the organisation is filling business
school classrooms. Many programmes are booked several months in
advance, and a number of schools have even taken their AMP course
on the road to satisfy demand in developing markets. The investment is
not insignificant (see table opposite), ranging from €15,000 to €45,000
for a month or two of learning. So what are participants and institu-
tions getting for their money?

For Alan Kingsley, a partner at KPMG in London and alumnus of
the AMP at the Wharton School, it was invaluable to be away from
the workplace and think about how to meet the challenges of increas-
ing complexity and organisational transformation. “It is important to
have a five-week spell to step out of the office. The programme is very
broadly based and genuinely international. It has given me the confi-
dence and knowledge to discuss issues at a higher level with clients.”

The pragmatic approach to learning combines the theory of the
business school with the practice of the company’s future agenda. The
learning style is resolutely interactive, including debate and shared
experience with a group of high achievers, and involving the leading
faculty and business leaders. Students are engaged for up to 14 hours a
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day, five or six days a week. Even lunch can provide the opportunity to
share the perspective of prominent business professionals who lead an
exchange of ideas with participants.

As with all executive education, organisations want to see tangible
results and a return on the training investment. Participants are com-
pelled to analyse their own performance, making the learning proc-
ess more relevant and applicable to sponsors. At Ashridge in the UK,
participants begin discussing their learning needs with their superior
two months before the programme begins, prepare a presentation on
their changing work situation (personally and for the organisation),
and experience 360° feedback from their work colleagues, fed back to
them individually by an Ashridge coach to help them focus on personal
strengths and development needs.

Participants return to the work environment mentally refreshed, with
enhanced leadership skills to motivate teams and lead people to ambi-
tious goals. They have also had the chance to challenge conventional
wisdom, to take risks in an experiential learning environment and try
out new ideas in confidential discussions with their peer group. They
are not only thinking, they’re also thinking about how they are thinking.
In weeks they will have acquired the equivalent of years of experience.

Fitness sessions often make up part of the sched-
ule, as schools emphasise the importance of physical
wellbeing, which underlies professional performance.
Many schools include sessions on work-life balance,

“Selection for an AMP is a clear signal
the company is going to invest in you”

while INSEAD offers a health management module
that includes counselling on stress management.

Many AMP and SEP alumni refer to their time on the
programme as a life-changing experience. As a partici-
pant at the Oxford AMP explains: “It's the extra bits, all
taken together, that make the difference. The discussions
outside the class have been as valuable as the formal ses-
sions.” Alumni are often wistful. They see the AMP as the
last formal executive education they are likely to experi-
ence. After that, they have to educate themselves.
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é 4 7 Business psychology has valuable benefits in revealing the mental traits that will dictate an

individual’s performance in a new situation, says RICHARD LOFTHOUSE
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he couldn’t find a western hairdresser in Hong Kong.

Business success is always down to the messy reality of
human beings, as any victim of a failed merger or acqui-
sition will readily testify to. Business psychologists argue
that beneath radical differences in culture and language,
humans share a fundamental, universal psychology that
can be explored and trained to facilitate success and avoid
costly disasters in everything from staff recruitment to per-
sonnel relocation.

No one can say where universal psychology ends and
the particularities of cultural nuance begin, but both fac-
tor heavily in leadership training of the sort offered by Kai-
sen Consulting. Gwyn Rogers, a founding partner, says he
often screens individuals for their leadership potential, and
also for their ability to adapt to foreign cultures.

Getting such decisions right can make or lose millions of
euros for the client company, which explains why business
psychology is such a rapidly growing sub-category of busi-
ness consulting in Europe. What makes for leadership suc-
cess in one culture can lead to disaster abroad, says Rogers,
who considers himself to be in the business of “hard-nosed
risk assessment”. Where cross-border placement of individ-
uals is concerned, he studies individual motivation, what's
called “locus of control”, and emotional resilience.

“The firstis particularly risky,” he says. A classic example
is the individual who goes off to Dubai for purely financial
reasons. “They get there but the proper risk assessments
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western ones — seeing that foreign is different, not worse.

Rogers describes business psychology as a sector finally coming of
age, not because it ever lacked good ideas for business improvement, but
because its exponents tended to be so embarrassed by the many pseudo-
psychologists and quacks operating in the same space that they failed to
sell themselves properly. “It was rather like a cabinet maker coming to
your home and only boasting about his chisel. What about the cabinet?”

Leadership studies and the rise of the human resource department have
been Trojan horses that have helped business psychology break through,
admits Rogers, who describes business psychology as the “missing piece
of the jigsaw puzzle”. He and four other directors founded Kaisen in 1991
with the intention of applying psychology to business needs. Today a fully
fledged consultancy able to implement projects for SMEs and large mul-
tinationals alike, its consultants all have experience in business and not
just in psychology.

Kaisen treated CNBCEB to a battery of leadership potential tests and
they showed up strengths and weaknesses with the same brutal efficiency
that allows an incoming tide to scour a beach. Proving that this process
makes or saves money for the client is harder, but any prospective client
only has to reflect on one significant mistake to see the value.

Rogers says: “It's down to measurement in the end. Kaisen demon-
strating that the application of psychology to people has demonstrable
business benefits. Our problem in the west and Europe is probably that
we're too driven by the head - it's the heart that matters most in business
decisions, viewed globally.”

www. kaisen.co.uk



