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Welcome to Dawgen Global and our April 2020 edition of our Monthly Newsletter-
Dawgen Global Insights. 

This Newsletter has been produced to provide you with an overview of our firm 
and the wide range of services offered by Dawgen Global entities; whether audit, 
accounting, tax or advisory services.

Over the past 17 years, I can proudly say that Dawgen has significant experience 
and expertise that we draw upon, day after day, helping our clients to progress. 

Our Monthly Newsletter will demonstrate the strength of our firm and the unique 
and innovative approach we engender. This is communicated through client case 
studies on how our team have collaborated to help our clients succeed.

This issue of Dawgen Global Insights explores several management tools and 
strategies including Value Creation and Total Shareholder Return (TSR) and 
Workplace Productivity. The most comprehensive measure of Value Creation is 
Total Shareholder Return (TSR).  TSR measures the change in a public company’s 
stock price, in addition to its dividend yield, over a period. We discuss the 3 core 
drivers to TSR in this article.

In reviewing Workplace Productivity, we provide a comprehensive guide to 
promoting Workplace Productivity and the 4 key productivity practices that must 
be learned.

This Edition also explore The BCG Growth-Share Matrix. This is a classic Strategy 
framework, developed by BCG’s founder, Bruce Henderson, in the 1970s.  This 
framework is designed to help with long-term Strategic Planning, to help a 
business consider growth opportunities by reviewing its portfolio of products to 
decide where to invest, to discontinue or develop products. 

In this Information Age, safeguarding the confidentiality and security of data is 
becoming increasingly strenuous for many organizations.  Globalization, outdated 
data repositories, susceptibility of knowledge workers to disclose vital information, 
cybersecurity vulnerabilities, and social media platforms are all avenues of data 
exposure and breaches. We explore Data Privacy in this Edition.

I hope that you will find the information we provide in this Newsletter helpful.

INTRODUCTION TO OUR  
MONTHLY NEWSLETTER - 
DAWGEN GLOBAL INSIGHTS

Dawkins Brown
Executive Chairman                                                                                                                                         
Dawgen Global
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D awgen Global is an integrated multidisciplinary 

professional service firm. We are integrated 

as one Regional firm and provide several 

professional services including: audit, accounting, tax, 

Information Technology, Risk, HR Solution, Performance, 

M&A, corporate finance and other advisory services. 

Our regional network covers Jamaica, Trinidad and 
Tobago, Bahamas, Bermuda, the Cayman Islands, 
the Eastern Caribbean (Barbados, Antigua, St Lucia, 
Grenada, and St Kitts & Nevis), the Netherlands 
Antilles (Bonaire, Curacao, and St Maarten), Aruba, 
Turks and Caicos Islands, Guyana, Puerto Rico, and 
USA.

Our regional focus is to improve services to local, 
regional and international clients. Through our 
affiliation and membership in other Global Networks 
and Associations, we offer a global perspective 
while maintaining our regional insight by seeking 
alternatives for you – we tap the power of both.

Our multidisciplinary teams of professionals leverage 
a wealth of industry-tailored, practical approaches to 
help you discover opportunities for your business. 
Whether your organization is strong and healthy, 
under stress or facing difficult choices, we work 
with you to find financial, strategic and operational 
solutions that improve your liquidity, financial 
flexibility and stakeholder returns. We are here to 
help you build a sustainable business – in the short 
and long-term.

About 
Dawgen 
Global

CONTACT INFORMATION:

Regional Head Office : Dawgen Towers, 47-49 Trinidad 

Terrace, Kingston 5 | Jamaica

Telephone              

(Caribbean)

 (876) 929-2518| (876) 926-5210| 

(876) 630-2011| Fax: (876) 929-1300

Email: info@dawgen.global

USA: 786-456-5990
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The Article provides an overview to Value Creation 
and Total Shareholder Return (TSR)—and discusses 
the 3 drivers to TSR

OVERVIEW

The most comprehensive measure of  Value Creation is Total Shareholder Return (TSR).  TSR 
measures the change in a public company’s stock price, in addition to its dividend yield, over a 
period of time.

We will be  discussing the 3 core drivers to TSR in this article:

1

2

3

Changes in Fundamental Value

Fundamental Value represents the discounted 
value of the future cash flows of our business—
based on its margins, asset productivity, cost of 
capital, and growth.

Changes in Investor Expectations

Investor expectations can change our short-term 
valuation.  Investor expectations are measured by 
a company’s expectation premium, which is the 
difference between its actual stock price and the 
price derived from an analysis of its underlying 
fundamentals.

Distribution of Free Cash Flow

This represents changes in the distribution of free 
cash flow to investors.  The distribution must be 
decided among dividend yield, share buybacks, 
and debt repayment.

Additional topics discussed include Value Creation 
Strategy, TSR questions for the CEO, Long-term 
vs. Short-term Value, Dividends, Revenue Growth, 
Value Multiple, among others.  

A successful Value 
Creation Strategy 
coordinates the 
3 drivers to TSR 
and manages the 
tradeoffs among 
them.
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VALUE CREATION

Value Creation is both an art and a science.  It is also independent of industry.  In every industry, 
there are companies that substantially beat the industry average—and those that lag it.

Across all industries, we have winners and losers—
thus, Value Creation is possible in all industries
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We can conclude there is no such thing as a 
disadvantaged industry, as every industry 
has top performers that significantly beat 
the competition.

However, for the same company, it is 
incredibly difficult to outperform the 
market year-after-year.

High

Low

Industry weighted average

Capital markets are 
always incorporating 
investor expectations 
of future performance 
into the company’s 
stock price—therefore, 
we must find new 
ways to beat investor 
expectations.

Source: Thomson Financial Datastream, 2005
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TOTAL SHAREHOLDER RETURN (TSR)

The most comprehensive measure of Value Creation is Total Shareholder Return (TSR).  
TSR measures the change in a public stock price, in addition to its dividend yield, over a 
period of time.

The best measure of Value Creation is 
Total Shareholder Return (TSR)

THERE ARE 3 CORE DRIVERS TO TSR

Changes in 
Fundamental Value

Changes in Investor 
Expectations

Distribution of Free 
Cash Flow

Fundamental Value 
represents the discounted 

value of the future cash 
flows of our business—

based on its margins, asset 
productivity, cost of capital, 

and growth.

Investor expectations 
can change our short-

term valuation.  Investor 
expectations are 

measured by a company’s 
expectation premium, 
which is the difference 

between its actual stock 
price and the price derived 

from an analysis of its 
underlying fundamentals.

This represents changes 
in the distribution of free 

cash flow to investors.  
The distribution must be 
decided among dividend 

yield, share buybacks, and 
debt repayment.

TSR is also the most widely accepted measure of Value Creation.

Source: Value Creators Report, BCG, 2005
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Below is how TSR is calculated—the 3 core drivers 
to TSR are Changes to Fundamental Yield, Changes 
to Investor Expectations, and FCF Yield

TSR – FORMULA

We can depict how the 3 core drivers combine to calculate TSR with the diagram below.

TSR

Capital gain
Free cash 
flow yield

Change in 
Fundamental value

Change in Investor 
expectations

Dividend yield

Share buybacks

Debt repayment

The basic 
challenge 
in Value 
Creation is to 
understand the 
interlinkages 
among the 3 
core drivers 
and manage 
the tradeoffs 
across them.
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The Value Creation Process involves managing all 3 
dimensions that drive TSR in an integrated way

VALUE CREATION PROCESS

Value Creation is a multidimensional challenge.  
We must manage all 3 dimensions that drive TSR.

Manage 
Fundamental Value 
for Long-term Value

Manage Investor 
Expectations for 
Short-term Value

Manage Free Cash 
Flow Yield

First, management must 
develop a detailed plan for 

improving Fundamental 
Value in such a way that it is 

sustainable over the long term.

Secondly, we must understand 
how investors are likely to 
perceive the value of our 

organization’s performance in 
the short-term.

Lastly, we need to define 
clear priorities for using the 
cash we generate—i.e., what 
portion to hold as cash, what 
portion to reinvest, and what 
portion to return to investors 

or debt holders.

All 3 of these steps must be done 
in a coordinated manner—we 
must anticipate the dynamics 
and tradeoffs of how changes in 
one area can affect the others.

1 2 3
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CHANGES IN FUNDAMENTAL VALUE

REVENUE GROWTH

  Of all contributing factors to Fundamental 
Value, the most impactful is revenue growth, 
as one may expect.

  It may be important to clarify that in order 
for growth to deliver improved TSR, it must 
be profitable growth.  Many startups, for 
instance, are focused on revenue growth, but 
not profitable growth, falsely assuming that 
the positive economics will work themselves 
out eventually.

 Investors must also believe that the growth is 
sustainable.

TO ENSURE GROWTH IS PROFITABLE 
GROWTH, WE SHOULD ASK THE 
FOLLOWING PROBING QUESTIONS 

ABOUT TRADEOFFS:

  Should we pursue additional growth 
opportunities even if they come at the price 
of lowering our margins of ROI?

  Should we opt for organic growth or more 
aggressive growth through M&A and 
alliances?

  Should we settle for lower growth in order 
to sustain higher margins?

At the core of Value Creation is Fundamental Value.  In other words, improvements to 
Fundamental Value has the greatest impact to generating value.  Research have consistently 
shown Fundamental Value drives an organization’s TSR over the long term—accounting for 
about 60% of TSR.

Fundamental Value is at the core of Value Creation—
it drives long-term value

Source: The Next Frontier: Building and Integrated 
Strategy for Value Creation, BCG, 2004

Management is constantly 
debating the tradeoffs 
related to growth vs. 
margins or organic vs. 
inorganic growth (i.e. M&A).
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Investor Expectations is the key driver to short-term value—
it directly impacts our moment-to-moment valuation

CHANGES IN INVESTOR EXPECTATIONS

In the short term, changes in how the market values our fundamental performance 
at any given moment in time will change our TSR—i.e. our valuation.  These changes 
in valuation are reflected in our Valuation Multiple.

VALUATION MULTIPLE

  A company’s Valuation Multiple is 
typically expressed as a financial 
ratio.  Common examples include 
the price-to-earnings multiple 
(i.e. P/E multiple) or the ratio of 
market value to earnings before 
interest, taxes, depreciation, 
and amortization (i.e. EBITDA 
multiple).

  Our Valuation Multiple reflects the 
impact of investor expectations 
on our TSR.

  For top-quartile companies, 
improvements in the Valuation 
Multiple are the important 
contributor to near-term TSR.

TO HELP GAUGE HOW THE MARKET WILL RESPOND 
TO OUR VALUATION MULTIPLE, WE SHOULD 

CAREFULLY EVALUATE THE FOLLOWING QUESTIONS:

  How does our current market value compare with what our 
Fundamental Value suggests it should be?  Do we feel we are 
fairly valued?

  What factors determine relative valuation multiples in our 
industry?  Which of these factors can we influence?  How should 
they affect our strategy?

  What are the priorities of our current investor mix?  Does our 
corporate strategy align with these priorities?  If not, what 
changes can we make?  Should we consider changing our 
strategy or migrating to a different type of investor?

Our Valuation Multiple 
is a critical component 
of our long-term Value 
Creation Strategy.
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RISK AND SUSTAIN-ABILITY ARE KEY

TRACK RECORD MATTERS

NOT ALL INVESTORS ARE ALIKE

CHANGES IN INVESTOR EXPECTATIONS – 
VALUATION MULTIPLE PRINCIPLES

Our Valuation Multiple is an influential signal of how investors evaluate factors, such as growth 
potential, risk, quality of earnings, and sustainability of competitive advantage.  There are 3 
main principles to understanding what drives the Valuation Multiple.

There are 3 main principles we must think about to 
understand what drives our Valuation Multiple

Investors typically evaluate management actions and company performance in terms of their impact on risk 
and on the sustainability of the organization’s results.

Consistent performance is rewarded in the minds of investors.  If a company has consistently exceeded 
investors’ expectations and delivered above-average performance, this will create a premium in the Valuation 
Multiple.  The opposite is also true.

Depending on their investment style, different investors value specific strategic decisions, operational 
tradeoffs, and financial policies differently.  Therefore, our Value Creation Strategy should be aligned with 
the priorities of our most dominant investor group.

A below average multiple can raise our cost of capital—
it can also put us at a disadvantage when it comes to 

acquisitions and make us a target for acquisition.
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CHANGES IN THE DISTRIBUTION OF FREE CASH FLOW

With our cash, we are faced with the choice of reinvesting that cash (through internal investments 
of acquisitions) or distributing it to debt holders and stockholders (e.g. via debt repayment, 
share buy-backs, dividends).  These distributions contribute directly and indirectly to TSR.

DIVIDENDS

  Dividends returned to 
investors is an integral part 
of the calculation of TSR.

  Investors have 
preconceived expectations 
to how much free cash 
flow a company should 
distribute.  Therefore, 
whether or not a company 
pays dividends—and at 
what level—has a tangible 
effect on its Valuation 
Multiple.

  A meaningful dividend 
payout (or other payment, 
e.g. share repurchase, 
debt retirement) can also 
discipline our strategy for 
Fundamental Value.  For 
instance, it can create 
competition for cash, 
increase the pressure to 
improve profitability, and 
make it more likely that 
only the most promising 
investment projects go 
forward.

TO DETERMINE OUR BEST USE OF FREE CASH FLOW, WE 
SHOULD CONSIDER THE FOLLOWING QUESTIONS:

  How much cash should we reinvest in the business?  How much 
should we pay out to investors and debt holders?  How will the 
choice affect our Valuation Multiple, growth prospects, and TSR?

  What are our priorities for cash payout—i.e. debt reduction, share 
repurchase, or dividend payment?

  How do investors and credit rating agencies value the excess cash 
on our balance sheet?  How does it affect TSR?

  Are investors giving us full value today for our expected generation 
of free cash flow in the future?

The distribution of Free Cash Flow affects both long-term 
and short-term value—either directly or indirectly

Free cash flow 
distribution can 
improve near-
term and (assure 
consistency of) long-
term TSR—however, 
it’s not a good end-
game Value Creation 
Strategy.
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Do you understand the historical sources of your company’s TSR? 

How has the way you create value evolved over time?

What fundamental value will your current plans generate in the future? 
Is that performance really defensible given the competitive dynamics of your 
industry? Is it enough to meet your TSR objectives?

What are the current market expectations embedded in your stock price?  
Is there a gap between what you can deliver and what your investors expect? If so , 
do you have a plan for closing it?

What drives valuation multiples in your industry?   
Why is your multiple as its current level relative to industry peers?

What are the key tradeoffs for your company between improving fundamental 
value, optimizing your valuation multiple, and distributing free cash flow? 
Do you have a plan for managing those tradeoffs?

TSR QUESTIONS FOR THE CEO (1/2)
Here are 10 questions about Value Creation Strategy that every CEO should be able to address.

To develop a comprehensive Value Creation Strategy, 
management should address the following probing 
questions

1
2
3
4
5
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How will you close the gap between the TSR your current plans are likely to 
generate and the TSR targets that you have set? 
What are the implications for your business strategy and financial strategy?

What are the consequences of your company’s value-creation strategy for line 
managers and their business units? 
Do they know what they must deliver to achieve your TSR target? Have you translated that 
target into operational metrics and goals that they can actually influence? Are they genuinely 
accountable for reaching these targets?

Are management processes such as planning and budgeting, resource allocation, 
and incentive compensation aligned with your value-creation strategy? 
Do they surface the right tradeoffs for management discussion? Do they appropriately 
balance short-term and long-term priorities?

What is an appropriate TSR target given your company’s situation? 
What is the appropriate trade-off between risk and returns given your starting point, 
investors mix, capabilities, and opportunities? Is your target ambitious enough to focus 
and stretch your organization over the next three to five years?

Who are the dominant investors in your company and what are their 
priorities? 
Are your plans in sync with their investment goals? Do they find your value-creation 
strategy credible?

6

7

8

9

10





18 DAWGEN GLOBAL INSIGHTS I APRIL 2020

Workplace 
Productivity 

END WITH NEXT STEPS

CAPTURE COMMITMENTS

DEDICATE TIME TO EACH WORK MODE

SAY “NO” WHEN NEEDED

1

2

3

4
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ARTICLE OVERVIEW

A successful Value 
Creation Strategy 
coordinates the 
3 drivers to TSR 
and manages the 
tradeoffs among 
them.

This Article provides a framework to promoting 
Workplace Productivity 

A company can have a team of skilled, talented, and 
educated professionals where each team member has 
relevant training and experience, a good attitude, and 
a solid work ethic.  Members of the team get along well 
with each other. When you put all these together, you get 
to achieve results. The team gets to deliver high quality 
projects on time and to spec.

However, the problem is the pieces do not always fall into 
place.

One teammate promises to deliver and then doesn’t. 
Deadlines are forgotten, meetings are being missed, and 
important communications being misplaced. We even lose 
track of our to-dos. As a result, when one person fumbles, 
the whole team scrambles. This leads to failed projects, 
frustrated teammates, and financial losses.

People come to the workplace with various skillsets and 
backgrounds. They know how to navigate application, 
develop programs, oversee communications, manage 
resources, devise strategies, or lead people. Yet, only a few 
are well verse in workflow management or even had formal 
training on it. Yet, nobody gets a degree in productivity.

This article provides a comprehensive guide to 
promoting Workplace Productivity and the 4 key 
productivity practices that must be learned.
1    End with Next Steps

2    Capture Commitments

3    Dedicate Time to Each Work Mode

4    Say “No” When Necessary

Incorporating the 4 crucial productivity practices in our 
organization’s DNA can prevent the decline of morale, 
trust, productivity, quality, customer services, and more 
importantly, our profitability.
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Poor performance has a great impact on the team 
and the organization as a whole

PRODUCTIVITY – IMPACT OF POOR PERFORMANCE

A total of 1,160 professionals were interviewed on how individual performance affects team 
productivity within the organization. 

94% say at least one teammate 
frequently misses deadlines.

53% say their manager does this.

91% say at least one teammate 
forgets tasks and appointments.

48% say their manager does this.

85% say at least one teammate 
appears busy but fails to complete 
tasks on time.

40% say their manager does this.

91% say at least one teammate 
spend too much time on 
unimportant tasks.

42% say their manager does this.

Poor performance 
can gravely affect 
morale, trust, 
productivity, 
quality, customer 
service, and 
profitability.

And 9 out of 10 says that when one team commits any of 
these blunders, the team and organization suffer. 

Source: The Leader’s Guide to Team Productivity, Vital Smarts, 2019
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EXPERTISE EFFECTIVENESS

PRODUCTIVITY – EXPERTISE VS. EFFECTIVENESS

The McKinsey Research showed that knowledge and skills cannot make up for low poor 
productivity practices that can affect morale and results. 

There is a key difference between how people work (Expertise) and what they can 
do (Effectiveness).

In how work is done, even small 
fumbles have huge impact.

One major challenge organizations face is the 
tendency to conflate expertise with effectiveness

People have good intentions 
and rich technical backgrounds.

The ability to manage 
workload.

   Based on the research, as a person’s 
roles and responsibilities increase, 
productivity begins to fall. 

   To thrive in a world of endless tasks 
and inputs, key productivity practices 
must be developed.



22 DAWGEN GLOBAL INSIGHTS I APRIL 2020

Key productivity practices are essential to sustain 
high productivity level despite multiple roles and 
responsibilities

TEAM PRODUCTIVITY – PRODUCTIVITY PRACTICES

Productivity practices are high leverage behaviors or keystone habits. 

Productivity practices 
include the following 
attributes:

  Have sweeping effect 
on a person’s work and 
homelife, either good or 
bad.

  Have dramatic impact 
on whether a team 
flounders, stalls, 
stagnates, collaborates, 
innovates, and executes.

  Can determine how 
well a person apply his 
or her expertise and by 
extension, how well a 
team function.

END WITH NEXT STEPS

CAPTURE COMMITMENTS

DEDICATE TIME TO EACH WORK MODE

SAY “NO” WHEN NEEDED

1
2

3

4

For effective Workplace Productivity, there are 4 key 

productivity practices that must be learned.

Learning to effectively execute these 4 productivity practices 
enable teams to inoculate themselves from mishaps and bungles.

Source: The Leader’s Guide to Team Productivity, Vital Smarts, 2019
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1

2

Ending with Next 
Steps and Capturing 
Commitments 
result to clarity 
of purpose 
and increased 
dedication to work.

TEAM PRODUCTIVITY – PRODUCTIVITY PRACTICES 

Through these productivity practices, we can elevate 
organizations from one that is distracted and 
disorganized to one that is smart and strategic

End with Next Steps
  Identify a clear next action and a plan for follow-up.

  Never settle for a vague course of action, such as “Let me work with this for a bit.”

  Identify concrete next actions by specifying who will do what by when and who will 
follow up.

IMPACT

 Projects move forward seamlessly and reduces the need for future meetings.

Capture Commitments
  Capture tasks, assignments, and ideas in a trusted tool such as notepad, calendar, or app.

IMPACT

 Team members are more apt to get work done on time and foster trust.

 A sense of care is communicated to teammates resulting to increased confidence.
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3

4

It is okay to say “No”—a Yes Mentality will backfire the minute 
you have too much on your plate.

TEAM PRODUCTIVITY – PRODUCTIVITY PRACTICES

Dedicating blocks of time for doing work and knowing 
when to say “No” are 2 such practices essential to 
workplace productivity

Dedicate Time to Each Work Mode
  Dedicate time for each 3 modes of work.

  Mode 1: Define work – process inboxes, in-trays, or other requests and clarify inputs into 
next actions.

  Mode 2: Do predefined work – complete clarified tasks from calendars or to-do lists.

  Model 3: Do undefined work – work on unplanned, irregular, or emergency tasks as 
necessary.

IMPACT

 Critical projects and tasks are completed.

 Team members become more effective to the degree time is demarcated for each work. 

Say “No” When Needed 
  Avoid dropped balls and missed deadlines by making it ok to renegotiate tasks or decline 

requests.

  Frame negotiations not as a complainer craving less but as a contributor craving focus.

  Communicate your desire to focus on the right priorities.

  Foster a culture where teammates seek real solutions rather than agree to every request 
out of a sense of obligations.

  Praise this behavior to spur focus and engagement.

IMPACT

 Better focus on higher impact activities.

 Reduces risk of burn out.

 Increases personal Employee Satisfaction.
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The results of the 
study emphasized on 
the need to improve 
both communication 
and productivity 
practices.

PERSONAL PRODUCTIVITY – TOP PERFORMERS

CATEGORY

A study of 1,332 managers and peers was conducted to capture what differentiates top 
performers from average performers.  An online tool that identifies word phrases was used. 
Every phrase was counted to be between 2 to 8 words long.  The counts reveal the most 
commonly cited work habits.

Top performers work harder and smarter 
than average performers

The work habits fall under either Communication Practices or Productivity Practices.

MOST COMMON PHRASES

COMMUNICATION PRACTICES

PRODUCTIVITY PRACTICES

Top Performers

   They ask for help.

   Not afraid to ask questions.

   Know who to go to.

   Not afraid to ask for.

   Know when to ask for.

Average Performers

   Lack of communication.

   Slow to respond.

   They don’t respond.

  I don’t hear.

  They don’t listen.

  They complain about.

Average Performers

   Not enough time.

   Lack of attention.

   No follow through.

   Lack of focus.

   Don’t follow through.

   Too busy.

   Not organized.

   They are late.

   They are disorganized.

   Don’t meet deadlines.

   Not on task.

Top Performers

  They are organized.

  Good time management.

  Attention to detail.

  Very well organized.

  Time management skills.

  To do lists.

  Keep track of.

 They block off time on 
their calendar.

 Keep track of what needs 
to be done.

 They keep lists.

 Organized punctual.

 Stay focused on.

 Know how to prioritize.

 Stay on top of their work.
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Here are 5 practices of personal productivity that separate 
top performers from average performers

PERSONAL PRODUCTIVITY – PRODUCTIVITY PRACTICES

The Get Things Done or GTD Approach of David Allen breaks personal productivity into 5 discrete 
practices.

CAPTURE

ENGAGE

REVIEW

CLARIFY

ORGANIZE

Collect everything that 
owns a piece of you.

Pause to reflect before 
you engage.

Review weekly to get 
perspective.

Decide what your stuff 
means to you.

Park your stuff to 
make doing easier.

The GTD Approach uses scales to measure each productivity practice within the 
system and to give an overall Getting Things Done score.

The GTD Approach showed that top performers share 2 sets of best 
practices: Communication and Task Behaviors.
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Capturing is a 
productivity practice 
that enhances top 
performers capability 
to use capture tools 
to better undertake 
essential tasks and to-
dos.

“Capture” is the first productivity practice focused 
on collecting everything that owns a piece of you

PERSONAL PRODUCTIVITY PRACTICES – CAPTURE (DETAILS)

PRODUCTIVITY PRACTICE  I  Capture

PROBLEM

SOLUTION

PERSONAL WORKFLOW ASSESSMENT

   Tasks, assignments, and to do’s are not reliably captured.

   There are just too many capture tools or capture tools 
that require too much effort.

   Capture tools are not consistently used.

   Capture everything in and out of your head using just a 
few, easy to use, capture tools.

   I sometimes lost track of things I need to do, because I 
failed to write them down or record them.

   When assignments come in, I don’t always capture them 
on paper, on my calendar, or anywhere.

   I don’t always document my to-dos and tasks, and this 
causes me to forget that I need to do them.

   At times, I feel stressed because I know there are things I 
need to do, but I can’t remember what they are.
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“Clarify” is the second practice focused on 
deciding what your stuff means to you 

PERSONAL PRODUCTIVITY PRACTICES – CLARIFY (DETAILS)

PRODUCTIVITY PRACTICE  I  Clarify

PROBLEM

SOLUTION

PERSONAL WORKFLOW ASSESSMENT

   Decisive action is not taken on tasks, assignments, and to dos.

   Email inboxes, physical in baskets, and refrigerators doors become 
storage bins instead of places where things are quickly resolved.

   Massive backlog of emails leading to giving attention to items when 
they blow up rather than when they show up.

   Clarify the very next action to take, who should take it, 
and when it needs to be done.

   Get your inboxes to zero every 24-48 hours.

  Sometimes I glance at an email, feel a bit overwhelmed, and leave 
it for later.

  It’s not uncommon for me to revisit an email multiple times 
because I haven’t taken the time to fully decide what to do with it.

  I often scan through all my emails looking for the ones that seem 
urgent or important, and leave the others for later.

  My inbox has become more of a storage bin than a place where 
things come and are quickly resolved.

Clarify is a 
productivity 
practice that 
moves teams 
into action.
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“Organize” is the third practice focused on 
parking your stuff to making doing easier

PERSONAL PRODUCTIVITY PRACTICES – ORGANIZE (DETAILS)

PRODUCTIVITY PRACTICE  I  Organize

PROBLEM

SOLUTION

PERSONAL WORKFLOW ASSESSMENT

   Too much reliance on the brain to remember and remind.

   Common errors are misused calendars, group tasks by topic, 
and leave projects as unanalyzed black holes.

   Only use calendars for time specific and day specific actions 
and information.

  Group tasks by context.

  Keep an active list of project outcomes and associated 
actions.

   Sometimes I am startled by my calendar notifications, because they 
pop up when I am doing other things.

 At home, I find myself worrying about the things I need to remember 
to do the next day at work.

 I have trouble letting go of the to do’s, because I am not fully confident 
that I’ll remember them or be reminded of them at the right time.

 I regularly stress over remembering important tasks or events.
Organizing is 
a productivity 
practice that 
facilitates 
efficient 
performance of 
tasks.
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“Engage” is the fourth productivity practice focused 
on making no regrets about choices made

PERSONAL PRODUCTIVITY PRACTICES – ENGAGE (DETAILS)

PRODUCTIVITY PRACTICE  I  Engage 

PROBLEM

SOLUTION

PERSONAL WORKFLOW ASSESSMENT

   A bias for action exists.

   Too focus on tasks resulting to failure to judge whether the 
right actions are made.

   Pause to reflect before you engage.

  Check your calendar first then next actions list.

  Choose your next action based on your context (location and 
resources), time available, energy available, and priority.

  I often feel as if I am working really hard, but not getting the 
important jobs completed.

  It’s common for me to feel overly busy, and yet uneasy about 
whether I’m getting the right stuff done.

  I often worry about the priorities I’m not working on, even 
though I’m putting in a lot of hours and getting a lot done.

  I’m working as hard as I can, but there are times when I’m 
troubled that I might not be working on the right priorities. Engage is a 

productivity 
practice that 
ensures that 
the right 
choices are 
made.
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Review is a productivity 
practices that ensures 
that personal productivity 
systems are aligned with 
the rapid changing world.

Finally, “review” is the fifth productivity practice that 
focuses on doing a review weekly and gaining perspective

PERSONAL PRODUCTIVITY PRACTICES – REVIEW (DETAILS)

PRODUCTIVITY PRACTICE  I  Review

PROBLEM

SOLUTION

PERSONAL WORKFLOW ASSESSMENT

   Reviews are skipped and when life gets chaotic, 
 you revert back to using your head as your system.

   Review is a productivity practices that ensures that 
personal productivity systems are aligned with the 
rapid changing world.

  At least once a week, I take time to pause, clear my 
mind, update my accomplishments, and take stock of 
where I stand.

  I regularly review the connection (or lack of 
connection) between my daily tasks and my high-level 
priorities.

  Every few days, I step back and evaluate the 
connection between my actions and my long-term 
goals.

  I don’t regularly take time to consider my longer-term 
goals.
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BCG Growth-Share 
Matrix

STARS

CASH COWS

QUESTION MARKS

DOGS

High market share & High 
market growth

you’re well-established, 
and these are fantastic 

opportunities.

High market share & Low 
market growth

you’re well-established. 
However, the market 

isn’t growing and your 
opportunities are limited.

Low market share & High 
market growth

The opportunities no one 
knows what to do with. 

These opportunities need 
serious thought as to whether 

increased investment is 
warranted.

Low market share & Low 
market growth

your market presence is weak., 
it’s going to be difficult to make 

a profit.

remainder 
divested

invest

select a 
few

liquidate
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Note that in 
today’s rapidly 
changing Digital 
Age, market share 
is no longer as 
direct a predictor 
to business 
performance.

The BCG Growth-Share Matrix is a classic Strategy 
framework used for Portfolio Management

The BCG Growth-Share Matrix is a classic Strategy 
framework, developed by BCG’s founder, Bruce 
Henderson, in the 1970s.  This framework is 
designed to help with long-term Strategic Planning, 
to help a business consider growth opportunities by 
reviewing its portfolio of products to decide where 
to invest, to discontinue or develop products.

The BCG Matrix is extremely popular for Portfolio 
Management.  In fact, in the 70s and 80s, 
approximately half of the Fortune 500 used this 
framework when making business investment 
decisions.

The framework is depicted as a 2x2 matrix, where 
the 2 axes represent Market Growth and Market 
Share.  On this 2x2, we map the position of each 
business of a company’s portfolio or compare the 
position of players in one industry.

There are 4 quadrants in the BCG Matrix, 
each with distinct cash flow characteristics 
and implications:
1    Cash Cow

2    Dog

3    Question Mark

4    Star

The BCG Matrix helps us assess the competitive 
position of each business, determine possible 
cash requirements, and focus our attention on key 
issues.
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The BCG Growth-Share Matrix is a classic Strategy 
framework used for Portfolio Analysis and Management

BCG GROWTH-SHARE MATRIX – OVERVIEW

The BCG Growth-Share Matrix is a classic Strategy framework, developed by BCG’s founder, 
Bruce Henderson.

  Specifically, the BCG 
Matrix is a Portfolio 
Management 
framework that helps 
companies decide how to 
prioritize their different 
businesses.  Likewise, this 
framework guides us in 
the kind of investment 
strategy to follow for each 
business.

  It displays graphically in 
a 2x2 matrix the position 
of each business of a 
company’s portfolio or 
compares the position of 
players in one industry.

  The growth-share matrix 
is based on the use of 
industry growth and 
relative market share 
(RMS) as proxies for:

  The competitive 
position of a firm in its 
industry (RMS).

  The attractiveness of 
the segment (growth).

STARS

CASH COWS

QUESTION MARKS

DOGS

High market share & High 
market growth

you’re well-established, 
and these are fantastic 

opportunities.

High market share & Low 
market growth

you’re well-established. 
However, the market 

isn’t growing and your 
opportunities are limited.

Low market share & High 
market growth

The opportunities no one 
knows what to do with. 

These opportunities need 
serious thought as to whether 

increased investment is 
warranted.

Low market share & Low 
market growth

your market presence is weak., 
it’s going to be difficult to make 

a profit.

remainder 
divested

invest

select a 
few

liquidate

H
ig

h
Lo

w
M

ar
ke

t 
g

ro
w

th

HighLow Market growth

The key idea is that business units located in each of the 
quadrants will be in fundamentally different cash flow 

positions and should be managed differently.

The BCG Matrix helps us assess the 
competitive position of each business, 
determine possible cash requirements, 
and focus attention on key issues.
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To be successful, an organization should own a portfolio of 
products with different growth rates and different market 

shares.  This portfolio composition is a function of the 
balance between cash flows.All products eventually 

become either Cash 
Cows or Dogs.

1

2

3

4

BCG GROWTH-SHARE MATRIX – FOUNDATIONAL PRINCIPLES

The thinking behind BCG Matrix is founded upon 4 
general rules of product cash flow

Margins and cash generated are a function of market share.

  High margins and high market share go together. 

  This is a matter of common observation, which is explained by the 
Experience Curve Effect.

Growth requires cash input to finance added assets. 

  The added cash required to hold share is a function of growth rates.

High market share must be earned or bought (typically through M&A).

  Buying market share requires an additional increment of investment. 

No product market can grow indefinitely.

  The payoff from growth must come when the growth slows, or it never will. 

 The payoff is cash that cannot be reinvested in that product.

There are 4 general rules that determine cash flow of a product, which also govern the 
thinking behind the BCG Growth-Share Matrix.

Source: The Product Portfolio, BCG, 1970
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BCG GROWTH-SHARE MATRIX – QUADRANTS)

Value Creation is a multidimensional challenge.  
We must manage all 3 dimensions that drive TSR.

Cash cows are units with 
high market share in a 
slow-growing industry. 

Dogs, or more charitably 
called Pets, are units 

with low market share in 
a mature, slow-growing 

industry. 

CASH COW

DOG

We begin by looking at the 2 quadrants both with low 
market growth—Cash Cows and Dogs

Relative share - High
Market growth - Low

Relative share - High
Market growth - Low

  These units typically generate cash in excess of the amount of 
cash needed to maintain the business. 

 They are regarded as staid and boring, in a “mature” market, and 
every corporation would be thrilled to own as many as possible. 

 They are to be “milked” continuously with as little investment as 
possible, since such investment would be wasted in an industry 
with low growth.

  These units typically “break even,” generating barely enough cash 
to maintain the business’s market share. 

  Though owning a break-even unit provides the social benefit of 
providing jobs and possible synergies that assist other business 
units, from an accounting point of view such a unit is worthless, 
not generating cash for the company. 

  They depress a profitable company’s return on assets ratio, 
used by many investors to judge how well a company is being 
managed. Dogs, it is thought, should be sold off.

We should “milk” our cash cows for cash to reinvest—but liquidate, 
divest, or reposition our “dogs.”
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Question Marks (also 
known as Problem Child) 
are growing rapidly and 

thus consume large 
amounts of cash, but 

because they have low 
market shares they do not 

generate much cash. 

Stars are units with a high 
market share in a fast-

growing industry.

QUESTION MARK

STAR

Relative share - High
Market growth - Low

Relative share - High
Market growth - Low

  The result is a large net cash consumption. A Question Mark has the 
potential to gain market share and become a Star, and eventually 
a Cash Cow when the market growth slows. 

  If the Question Mark does not succeed in becoming the market 
leader, then after perhaps years of cash consumption it will 
degenerate into a Dog when the market growth declines. 

  Question marks must be analyzed carefully in order to determine 
whether they are worth the investment required to grow market 
share. 

  The hope is that Stars become the next Cash Cows. Sustaining the 
business unit’s market leadership may require extra cash, but this 
is worthwhile if that’s what it takes for the unit to remain a leader. 

  When growth slows, Stars become Cash Cows if they have been 
able to maintain their category leadership, or they move from brief 
stardom to dogdom.

The BCG Matrix is a coherent 
and simple framework—
and a great starting 
point for analysing an 
organization’s portfolio.
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In the Optimum Cash Flow strategy, we are shifting our 
businesses or products to the upper right quadrant

In the Success Sequence, we see how we develop 
Question Marks into Stars

SCENARIOS – OPTIMUM CASH FLOW

SCENARIOS – SUCCESS SEQUENCE

In the Optimum Cash Flow situation, we are 
reinvesting into the Question Mark businesses.

In the Success Sequence, we are milking our 
Cash Cows to invest in promising Question 
Marks, so they make it into Stars.

Modest cash flow

Large cash flow

Large cash flow

Modest cash flow

+ or -

Positive

Negative

+ or -

H
ig

h
Lo

w
G

ro
w

th

HighLow Market share

Remember that no market 
can grow indefinitely—
that’s why we need to be 
constantly investing in 
Question Mark businesses.

With the proper market analysis 
and business acumen, we can 
invest in the right Question Mark 
businesses that become Stars.

Star

Question mark

Cash cow

Pet

Source: BCG Analysis

Source: BCG Analysis

Modest cash flow

Large cash flow

Large cash flow

Modest cash flow

+ or -

Positive

Negative

+ or -

H
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w
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HighLow Market share
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The is our final scenario, we see a Disaster Sequence, 
where money is being drained by the failing businesses, 
the Dogs

SCENARIOS – DISASTER SEQUENCE

In the Disaster Sequence, Stars are funding Question Marks; and both Question Marks and 
Cash Cows lose out to Dogs.

Modest cash flow

Large cash flow

Large cash flow

Modest cash flow

+ or -

Positive

Negative

+ or -

H
ig

h
Lo

w
G

ro
w

th

HighLow Market share

Dogs are disastrous--they 
are evidence of failure 
either to obtain a leadership 
position during the growth 
phase, or to get out and cut 
the losses.

Star

Question mark

Cash cow

Pet

Source: BCG Analysis
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We can perform BCG Matrix 
Analysis to evaluate our portfolio 
following a 6-step approach

BCG MATRIX ANALYSIS – APPROACH

BCG Matrix Analysis can be performed 
following 6-step process.

Dollar scale

Market shares 
of the business 

and of its biggest 
competitors.

Growth rate 
of the market 
in which the 

business 
operates.

In the Digital Age, businesses move 
through BCG Matrix much faster—
spending half the time as in the 70s 
and 80s—so we need to re-evaluate 
our portfolio more frequently.

Isolate business by defining the 
appropriate business segments.1

2

3

4

5

6

For each business, determine the 
elements listed below.

For each business, calculate its 
relative market share (RMS).

Draw the matrix, with a log scale 
on the horizontal axis and a 
regular scale on the vertical axis.

Place each business in the matrix.

If you wish to understand any 
trend, repeat steps 1 to 5 with 
data from previous years.

Company 
market share

RMS
Market share 

of biggest 
competitors

  Divide into quadrants, with the vertical 
line at 1.0 relative market share and 
the horizontal line at nominal GNP 
growth.

 The center of the circle is at the 
intersection of the business’s relative 
share and its industry growth rate.

  The area of the circle is proportional to 
the business’s size.
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BCG MATRIX ANALYSIS – ILLUSTRATIVE OUTPUT

In this example, the company has 8 businesses mapped to the BCG Matrix, 
covering all 4 quadrants.

Here, we can look at an illustrative output to 
the BCG Matrix Analysis

Major Business 
Area

2018 
Reve-
nues$

3-Year 
Business 
Growth%

3-Year 
Industry 
Growth%

2018 
Revenues 
of Largest 

Competitor$

Relative 
Share

Industrial Group:

  Tubular steel and 

ingot moulds

  Component parts:

    Connecting devices

     Lamp Ballasts

    Chemical Group:

    Consumer Group:

  Manufactured 

    con-sumer 

     products:

     Apparel

    Batteries

  Beverages

986.8

375.3

227.8

147.5

193.2

866.9

605.0

261.9

454.2

16.7

4.7

9.2

-1.6

13.3

7.1

59.7

13

9

5

6

15

11

14

825

275

125

400

250

225

500

1.20

0.83

1.18

0.48

2.42

1.16

0.91

Total 2,876.4 - - - -

The company should look into ways to divest, liquidate, or possible 
re-position its Chemicals and Connecting Devices businesses.
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Growth/Share Matrix

Relative Share

In
du

st
ry

 G
ro

w
th

 (%
)

30%

25%

20%

15%

10%

5%

4   1.5  1.0  5  25

Apparel
Beverages

Batteries

Chemicals
Lamp Ballasts

Connecting
Devices

Tubular
Steel
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Here is another example where we leverage 
the BCG Matrix to evaluate what marketing channels to 
invest in

BCG MATRIX ANALYSIS – MARKETING CHANNELS

This applies the same concept of the BCG Matrix for a more tactical purpose—instead of 
rebalancing budget across businesses, we are rebalancing our marketing budget.

SEO
Programmatic ads

SnapChat

reddit
Instagram

twitter

Linked in

RadioVine
TV

Outdoor

Email

AdWords

Facebook

Current ROI of channel

C
u

rr
en

t 
R

O
I o

f c
h

an
n

el

The concept of BCG Matrix—growth vs. a metric linked to 
profitability—can be applied to a number of different use cases 
(e.g. competitive positioning).
Source: Smart Insights, How to Use the BCG Matrix Model, 2019
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Data Privacy

Preventive 
not 

Corrective

Ensure 
Privacy as a 

Default 

Embed 
Privacy into 

Design

Maintain 
Full 

Functionality  

Ensure 
Security 

throughout 
the Data 
Lifecycle 

Maintain 
Visibility 

and 
Transparency

Respect 
User 

Privacy
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ARTICLE OVERVIEW

More and more 
organizations are 
now appreciative 
of the need to 
safeguard their 
personal and 
confidential data.

Increasing sophistication in the IT and data domains 
present challenges and advantages—this article discusses 
the importance of Data Privacy 

In this Information Age, safeguarding the confidentiality 
and security of data is becoming increasingly strenuous 
for many organizations.  Globalization, outdated data 
repositories, susceptibility of knowledge workers to 
disclose vital information, cybersecurity vulnerabilities, 
and social media platforms are all avenues of data 
exposure and breaches.

Old data compliance models offer little security in 
this technologically complex business environment.  
Safeguarding confidentiality and ensuring compliance 
with global data safety regulations is becoming an 
increasingly challenging task.  

This article deliberates on the importance of 
implementing a comprehensive risk-based 
methodology to recognize data vulnerabilities and 
plugging the security gaps.  The methodology entails 
proactively implementing all the relevant controls, 
anticipating globally defined risks, and incorporating 
countermeasures into the systems and operations by 
default. 

Other topics covered in the article include: 
1    7 Principles of Data Privacy

2    Benefits of Protecting Privacy

3    Proactive vs. Reactive Approach to 

         Privacy Protection

4    The 4-phase Data Privacy Assessment  

Incorporating the 4 crucial productivity practices in 
our organization’s DNA can prevent the decline of 
morale, trust, productivity, quality, customer services, 
and more importantly, our profitability.
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IMPORTANCE OF DATA PRIVACY

In this age of “Big Data,” protecting the confidentiality and security of data pertaining to customers, 
employees, and business partners is becoming increasingly arduous for the organizations. 

Protecting digital data is a key capability that 
leverages significant competitive advantage

Worldwide integration has created an 
atmosphere where knowledge workers are 
readily inclined to share information, increasing 
the odds of information security breaches. 

There are fluid organizational frontiers where 
it is challenging to know how, where, and who 
accumulate, manage, and access information.

Although social networking platforms unlock 
new opportunities, but if not proactively 
managed pose a high risk of data exposure 
and breaches.

Ensuring data security 
and privacy is vital to 
protect against costly 
breaches.

Archaic data compliance models offer little 
security in this technologically complex 
business environment.  Safeguarding 
confidentiality and ensuring compliance 
with global data safety regulations 
and cybersecurity risks is becoming an 
increasingly challenging task.  

It is high time to implement a comprehensive 
risk-based methodology to recognize data 
vulnerabilities and plugging any security 
gaps.  

This necessitates proactively implementing 
all the relevant controls—where globally 
defined risks are anticipated and 
countermeasures are built into the systems 
and operations by design—essential to 
maintain the security of data. 

Source: Privacy by Design, Deloitte, 2018
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7 PRINCIPLES OF DATA PRIVACY – OVERVIEW

Organizations need to build privacy into the design, operation, and management of their 
operational systems, business processes, or design specifications. 

They can leverage this by adhering to the 7 key principles of data privacy:

Adopting the 7 principles of data privacy is critical for 
innovation, product development, and organic growth

Organizations 
launching 
new offerings, 
innovative 
technologies, 
or growing 
into new 
geographies, 
can benefit 
immensely 
from the 
principles of 
data privacy.

Source: Privacy by 
Design, Deloitte, 2018

Preventive 
not 

Corrective

Ensure 
Privacy as a 

Default 

Embed 
Privacy into 

Design

Maintain 
Full 

Functionality  

Ensure 
Security 

throughout 
the Data 
Lifecycle Maintain 

Visibility 
and 

Transparency

Respect 
User 

Privacy
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7 PRINCIPLES OF DATA PRIVACY – DETAILS

Leading companies are mindful of these data 
privacy standards and put them to practice 

Preventive 
not 

Corrective

Ensure 
Privacy as a 

Default 

Embed 
Privacy into 

Design

Maintain 
Full 

Functionality  

Anticipate, identify, and prevent any 
insidious events before their occurrence.  
Always be proactive in the approach 
towards the security of systems and data.

Ensure data is routinely secured in all 
IT systems or business practices—by 
design—with no action required by 
anyone.

Data security features are fully-embedded 
elements of the system, and should not be 
add-ons.

Both privacy and security should be 
important considerations while designing 
IT systems, and there shouldn’t be any 
unnecessary compromises made to achieve 
both.
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Ensure 
Security 

throughout 
the Data 
Lifecycle 

Maintain 
Visibility 

and 
Transparency 

Respect 
User 

Privacy

All data should be securely maintained so long as it is 
needed and destroyed when no longer needed.

Stakeholders should be assured that business practices 
and technologies are functioning as per the data security 
objectives and are bound by independent assessments 
and audits.

Adopt a user-centric mindset; individual privacy interests 
must be reinforced by default confidentiality measures, 
appropriate announcements and notifications, and user-
friendly options.

These principles must be adhered to in order 
to maintain organizational and individual data 
confidentially and security. 
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PRIVACY PROTECTION – BENEFITS

Organizations eying to create a competitive advantage must ensure confidentiality and safety 
of data throughout the entire data lifecycle (i.e., from the data gathering phase to data usage, 
retention, storage till the disposal phase). 

Privacy of data throughout the data lifecycle is 
essential to stay ahead of the curve

Avoid any legal liability

Maintain regulatory compliance

Protect the brand and company

Preserve customer confidence

Data Privacy is more than just 
acceptable information security, 
cybersecurity, and privacy 
standards—it also necessitates 
regulatory compliance from 
virtually anywhere.

This holds especially true for organizations 
that are progressively more subject to 
reinforced scrutiny measures both internally 
by their boards and externally by their 
regulators and business partners. 

These measures are absolutely critical to: 
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PRIVACY PROTECTION – BENEFITS

Privacy of data throughout the data lifecycle is 
essential to stay ahead of the curve

Proactive

A proactive approach to privacy protection 

renders organizations the capabilities to:

  Minimize compliance risks, ensure accordance, 

and stay clear of any statutory issues. 

  Minimize chances of any penalties, financial 

losses, or liabilities linked with security 

breaches. 

  Win trust of the customers, positive branding, 

and gain a sustainable competitive advantage. 

  Manage post-violation events and redeem 

customer trust and confidence.

  Embed best practices by following independent 

audits of privacy and security controls rather 

than internal reporting and testing. 

Reactive

Whereas, a reactive approach to privacy may 

cause: 

  Class-action lawsuits.

  Damage to brand reputation.

  Loss of trust of the customers.

A reactive approach to 
data security triggers 
serious untoward 
consequences 
including fines and 
financial losses.
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DATA PRIVACY ASSESSMENT – OVERVIEW

Leading companies conduct regular internal as well as independent assessments of their data, 
IT systems, applications, and infrastructure.

Undergoing 3rd party data security assessments help 
in identifying and diminishing any risks and meeting 
regulatory standards

A dynamic data privacy assessment should incorporate a robust 4-phase approach: 

1

3

2

4

Scope

The first phase requires 
identification and finalization of the 
scope of the privacy assessment. 

Report

The third phase delivers results in a 
detailed privacy scorecard report.

Test

This phase entails the actual review 
and evaluation of security metrics, 
controls, and data. 

Certify

There are many organizations 
that are undergoing data privacy 
certifications to stand out from the rest. 

A formal data privacy 
assessment sets an 
organization apart from 
its competition.

Source: Privacy by Design, Deloitte, 2018
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DATA PRIVACY ASSESSMENT – SCOPE AND TEST

Scope

Test

Defining the absolute scope and getting a buy-in from 
the stakeholders is the first critical step in the Data Privacy 
Assessment

The data privacy assessment commences 
by identifying and locking the  scope of the 
evaluation.  The scope of the assessment can 
include: 

  All types of personal information holdings 
and related business processes, including 
medical and employee information.  

  A defined part of the organization, line of 
business, function, system, or initiative

The test phase marks the actual review and 
evaluation of the data confidentiality and 
safety practices of an organization.  The phase 
necessitates the following key activities: 

  Use a combination of manual reviews, sampling, 
and scorecard metrics to assess your current 
design controls and related information-handling 
practices.

  Conduct company interviews, on-site visits (where 
required), and data discovery (where requested) 
to identify data collection and residency issues. 

  Evaluate whether a privacy or security control 
exists, and whether the privacy activities or 
controls have been properly designed. 

  Compare your solution architecture, related 
information-handling practices, and operational 
processes against control activities.

The test phase 
– carried out 
by certified 
data security 
professionals—
entails a thorough 
evaluation of the 
existing systems, 
data, controls, 
architecture, and 
practices. 
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DATA PRIVACY ASSESSMENT – REPORT AND CERTIFY

Report

Certify

The reporting phase results in present gap analysis, 
regulatory compliance, policies reviews, and 
recommendations 

After the conclusion of the test phase, a 
detailed privacy scorecard report is prepared 
and presented to  the leadership of  the 
organization that encompasses: 

  Identification of any deficiencies or gaps in 
information system design, policies, and 
practices.

 An analysis of personal information and 
related privacy gaps across the data lifecycle.

 Analyses of conformance to all relevant 
policies, practices, laws, codes, and 
contracts.

 Analyses of the organization’s privacy 
program, policies, and procedures.

 A gap analysis highlighting the gap between 
desired state of risk management and the 
current state.

 Detailed observations and recommendations 
to management for closing identified privacy 
gaps.

This phase is optional: 

  Nowadays, organizations have started undergoing 
data privacy certifications.

  There are many organizations that offer 
certification programs to organizations that meet 
the necessary privacy criteria. 

  A comprehensive certification program leverages 
international security standards, cybersecurity 
best practices, and privacy laws to the selected 
departments and teams in an organization, and 
provide them with insights and trainings on how 
best data protection practices work during the 
entire data lifecycle.

Data privacy 
certifications help 
organizations around 
the world bolster their 
compliance and risk 
mitigation practices.
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New Economy 
Leadership Mindsets

The 
Producer

The 
Investor

The 
Connector

The 
Explorer
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ARTICLE OVERVIEW

Building a collective 
Leadership 
capability is a great 
source of gaining 
a Competitive 
Advantage in today’s 
fast paced market. 

Innovation has transformed the laws of economics—
this article outlines the Leadership mindsets imperative to 
win in today’s new economy 

Fostering Leadership with new mindsets is what’s 
driving today’s successful enterprises.  It is high 
time for organizations to reconsider what they 
are about and the meaning of Leadership for 
them.  It’s not about one person or even those 
residing at the top anymore.  

But how difficult is it to change the Corporate 
Culture of an organization?  Leaders have the 
capacity to set a new mindset in their companies.  
To bring about change, organizations need to 
challenge their leaders to adopt a new tone to 
produce tangible results.  Leadership mindsets 
that are fueling the new economy are a highly-
networked group of leaders driven by customer 
centricity, sense of purpose, and curiosity. 

This article provides a detailed overview of 
the 4 types of mindsets that are critical for 
success in this era of new economy: 
1    The Producer

2    The Investor

3    The Connector

4    The Explorer



60 DAWGEN GLOBAL INSIGHTS I APRIL 2020

In today’s world, everyone has to adopt a Leadership 
mindset as a member of a larger Leadership community

LEADERSHIP MINDSET AND CULTURE

Fostering Leadership with new mindsets is what’s driving today’s successful enterprises.  
It is high time for organizations to reconsider what they are about and the meaning of 
Leadership for them.  It’s not about one person or even those residing at the top anymore. 

But, how difficult is it to change the Corporate 
Culture of an organization? 

Leaders have the capacity to set a new mindset in their 
companies.  To bring about change organizations 
need to challenge their leaders to adopt a new tone 
to produce tangible results.  Leadership mindsets 
that are fueling the new economy are a highly-
networked group of leaders driven by customer 
centricity, sense of purpose, and curiosity.  

MIT Sloan Management Review conducted a study 
of 4,000 executives from 120 geographies around 
the world to understand what defines a great leader 
in this changing world.  The study revealed most 
executives to believe their leaders lacked the mindset 
needed to produce the strategic and cultural changes 
essential for leading the Digital Economy.  Just about 
12% of the study participants believed their leaders 
were ready to lead their organizations ahead.  

Although most leaders emphasize the significance 
of adopting new behaviors, yet enterprise-level 
transformation is what majority of leaders fear to 
embark on.  They are typically not certain which new 
mindsets they need to adopt to lead in the Digital 
Economy. 

A majority of leaders 
today are unclear 
of the Leadership 
behaviors essential 
for the future and 
want to understand 
the approaches that 
are able to cement 
those behaviors. 
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THE NEW ECONOMY – OVERVIEW

The New 
Economy is 
propelling 
forward the 
Fourth Industrial 
Revolution.

Innovation has transformed the laws of economics—
this article outlines the Leadership mindsets imperative to 
win in today’s new economy 

The “New Economy” is a term economists started using in the 1990s.  The buzzword describes 
new, high-tech, high-growth industries that have been the driving force of economic growth 
since that period. 

The New Economy generated by Information 
Technology, Internet, advanced tech 
firms, and globalization has encouraged 
substantially higher productivity and growth 
rates.  It’s a shift from a manufacturing- and 
commodity-based economy to a technology-
based economy.  

The New Economy is also heralded as the 
knowledge economy, the data economy, the 
e-commerce economy—and most widely, 
the Digital Economy.  Some economists fit the 
Sharing Economy, the Streaming Economy, 
the Gig Economy, Cloud Computing, Big 
Data, and Artificial Intelligence in the 
description.  Top technology enterprises—
including Google, Facebook and Apple—have 
overtaken most traditional firms around the 
globe with regards to market capitalization.    

Technology, Internet, growth, and 
globalization have metamorphosed the 
way we work, play, and live.  They have 
even changed the fundamental laws 
of economics.  Fewer people are now 
employed in the manufacturing sector, who 
are anxious about the prospects of being 
replaced by machines soon.  Automation has 
drastically shifted the employment outlook 
of our work, shopping patterns, even taxi 
hailing method. 
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THE NEW ECONOMY – 4 LEADERSHIP MINDSETS

Mindsets are deeply embedded in people—they persist 
with adopting or accepting prior habits and choices under 
a mindset

A mindset can be described as the established set of attitudes held by someone.  It shapes 
how a person interprets and responds to experiences and orients the way we handle 
situations. 

Mindsets are the assumptions, methods, or 
notations possessed by people or groups of 
people.  A mindset arises out of a person’s 
view of the world or philosophy of life.  It 
signals how people operate. 

It is of utmost importance for most 
organizations today to know about the 
Leadership mindsets that are critical to 
survive in this new economy. 

MIT Sloan Management Review identifies 4 critical 
mindsets to succeed in the Digital Economy—based 
on in-depth interviews from executives worldwide 
and detailed analysis of data: 

Leaders who possess these new 
mindsets are passionate about 
building an amazing community 
of leaders at every level in their 
organizations.

Source: Leadership Mindsets for the New Economy, Ready, MIT Sloan Management Review, 2019

The 
Producer

The 
Investor

The 
Connector

The 
Explorer
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NEW ECONOMY LEADERSHIP MINDSETS – THE PRODUCER

To surpass competition, leaders with a producer mindset 
evaluate each of their customer touch points painstakingly

After a thorough 
analysis of customer 
touch points, 
the Producers 
work towards 
implementing 
methods to create 
all the customer 
journeys enjoyable.

MINDSET

The 
Producer

DESCRIPTION

The producers’ mindset exhibits a passion for producing customer value.  
Producers concentrate on analytics, digital know-how, implementation, 
results, and customer satisfaction. 

EMPHASIS

The Producers focus on analytics to fast-track 
creativity.  The resultant innovation helps tackle 
shifting customer preferences and enhances 
customer experiences.

DETAILS 

A decade or so ago, business schools used to spread 
the message that our product needs to be 10 times 
better than the competitors’ to compete in the 
market.  However, today, the new tenet is that our 
customer experience needs to be 10 times superior 
to our rivals. 
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NEW ECONOMY LEADERSHIP MINDSETS – THE INVESTOR 

Investor leaders make people appreciate the higher 
purpose they serve by their work and instill motivation & 
teamwork in their teams

The sense of achieving a higher purpose 
that leaders with an investors’ mindset 
inculcate in their people automatically 
lead them to achieve their revenue/
growth targets.

MINDSET

The 
Investor

DESCRIPTION

Executives with an investor mindset strive hard to achieve their organizational 
purpose.  They look ahead of increasing shareholder returns and are devoted 
to realizing sustainable growth.

EMPHASIS

The leaders with an investor 
mindset are concerned about the 
communities that surround them.  
They look after the wellbeing and 
constant advancement of their 
employees, and devote their efforts 
to improve value for their customers.

DETAILS 

Executives often find it hard to align 
organizational objectives with the 
vision, beliefs, and returns—in terms 
of growth rate and cost reduction.  
This makes encouraging people to 
achieve these goals an arduous task.  
Leaders with investors’ mentality 
motivate their teams by making 
them think about the ways they can 
bring value to their customers.  They 
collaborate with their customers 
to drive positive change for their 
communities and the economy. 
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NEW ECONOMY LEADERSHIP MINDSETS – THE CONNECTOR 

The leaders with connector’s mentality are constantly in 
touchwith internal and external organizational stakeholders 

The Connectors are well aware of the importance of networking, 
collaboration, and human touch in today’s cut-throat environment.

MINDSET

The 
Connector 

DESCRIPTION

Leaders with a connectors’ mindset are the master of creating and nurturing 
affiliations with people and customers.  The importance of forming relationships 
in enhancing productivity is always at the center of their attention. 

EMPHASIS

The Connectors have a strong focus 
on building long-term associations 
with people. 

DETAILS 

In the wake of virtual settings fast 
becoming a major part of corporate 
enterprises and flourishing 
digital businesses, leaders with a 
connectors’ mindset understand 
that the key to long-term success 
is the usefulness of networks and 
partnerships—even more so than 
the power of a company’s algorithms.  
They strive to find common grounds 
with others and build a sense of 
community. 
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NEW ECONOMY LEADERSHIP MINDSETS – THE EXPLORER 

In this age of disruption, leaders with explorers’ mindset 
are valuable because of their curiosity and creativity

The explorer 
mindset keeps 
an eye on new 
market entrants 
and forces shaping 
the competitive 
landscape.

MINDSET

The 
Explorer

DESCRIPTION

The explorers are inquisitive and innovative individuals.  These leaders 
operate well under uncertainties and are good listeners. 

EMPHASIS

The leaders with explorers’ mentality pay due 
attention to others’ opinion and put efforts to 
continuously experiment. 

DETAILS 

The explorers’ mindsets never fail to make efforts to 
understand the world around them.  These leaders 
establish environments that encourage taking risks, 
tolerating failures, and learning from peers—even 
from subordinates. 
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