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Flywheel Effect
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Culture is a consequence of the experiences, beliefs, and behaviors
that leaders foster ...

RESULTS
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... which ultimately leads to results.
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Leading Boldl
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DELIGHT CUSTOMERS

INSPIRE PEOPLE

BOLDLY INNOVATE
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Leading Boldly Informs All Talent Processes
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Reinforcement Tools
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$ Effective Feedback

% FEEDBACK
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Effective Storytelling

FSTORYTELLING  “"RECOGNITION

Effective Recognition
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“Criticism, like rain, should be gentle enough to nourish a
man’s growth without destroying his roots.”
— Frank A. Clark

SBI MODEL (CENTER FOR CREATIVE LEADERS)

SITUATION: Anchor feedback in time, place, and circumstances
helping receiver remember and/or understand the context.
(e.g. During the status update meeting... )

BEHAVIOR: Observable actions allowing receiver to lnow
exactly what he or she did that had impact. (e.g. ...you didn’t
share that your portion of the project was falling behind schedule.)

IMPACT: Feelings and thoughts the feedback giver or
others had as a result of the said behavior. (e.g. This delayed
the remainder of the project timeline and we fell short on our
commitment.)

BE A COACH, NOT A CRITIC

Focus on Behavior and
facts to determine
the cause of the situation.

Be Specific and use

examples about the DID YOU KNOW...
behavior you are
discussing.

According to one study,
the inability to give
employees feedback can
cost the business up to
$8000 a day!

MORE ABOUT S8BI

LEARN MORE

“The human mind is a story processor, not a logic processor. *
— Jonathan Haidt

Storytelling is a powerful tool that connects people with
experiences to change beliefs and behaviors.

1. BRAINSTORMING - Start by determining the goal,
picking one central point, engaging your audience, and
consider in what ways you plan to share your story.

. DECIDE WHAT KIND OF STORY - Once you've finished
brainstorming, determine what type of story you want
to tell.

. TELL YOUR STORY - By focusing your message around
the correct audience your associates will see the value

in changing their beliefs and behaviors to achieve the
desired results.

TOOLS & ?

°
DID YOU KNOW...

LEARN MORE Stories are up to 22 times
more memorable than
facts alone. Include facts

e 1
will engage your audience

RESOURCES

both intellectually and
STORYTELLING GUIDE emotionally.

“Leaders don't look for recognition from others. Leaders look
for others to recognize.” — Simon Sinek

RECOGNITION - SIMPLE AND EASY

1. Make a list of important people in your life
(professional and personal).

. Look at the list two times per week. Has anyone on
this list done something that you should recognize?

. If so, send a note or thank them in person. Be specific
about why you're recognizing them. Marshall Goldsmith

?

TOOLS & DID YOU KNOW...

RESOURCES Organizations that double the

number of employees who
receive recognition experience

TION R 2 24% improvement in quality
el
in absenteeism.
LEARN MORE
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Reinforcement Tools
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Which key belief best describes the way you think
- and act? Take this 6-question quiz to find out!

The Rules;
Read e sifisation and think of how you would respond. Then scroll down and pick the

aod il bbby s g =_

e

— A pbe corotit ]

= /> [ nan s

€€ vy ~, \ » 9
Y ‘)\l

(Quickly ocall o that | dan't bother amy

e

When | gm to work the first
I'd like to dois...

T

en someone else ea

od out of the refriger:
k..

Lock myself in my office and solve all aur problems
i bt e ok 878 Rid oot who 81
Make an extra funch each tday ol il Have something to ext s B

il . oks like a Jackson Pollack

Leave a letter expl a the importance of honesty and tespect inting I.. é

(Capuure dhues 10 who it might be on a spreadsheet each day ‘

Arswer Aty emalls (ve 111 e Jast 8 minubes on the way L0 work

Make iy 1 do 88 o | ean start ehecking tiings off, including maksng that st

Cloan it mysell without saying 2 woed 10 amyons

Send an email challenging everyone 10 treat i as they would their awit microwave

Croate  weekly cleaning schedule sa sweryeno doos their part

Theow it away ais by 4 v i, 1 00T WASTIOG DY T Tying 10 chean that

KOHLER




{RERFNE KOHLER Culture Wall (0 X | + WV

& & 2 Microsoh Edge Tips. & EE-T. ean KOHLER Cukure Wall @ X | &

O &

—wnure Wall (0 X | 4+ WV

Mission
fsuemet Kohler
Core

Join the Culture

'ﬁ.v:)l tion compe_
: B s, tencies

o

2 KOHLER Culture Wan

Guiding  Kohler
Join the Culture PnnCIpIes core
v&y:lyhon compe_
e tencies

Set High Standards Drive Continuous
Build Trust of Performance Improvement

SRR RS A SO ERIR

I m pa Ct : . Innovation

| For Good *

NFFE L] MBAERitiER, X, ImHEa, RIE

Iconic Destination

Engines &
Experiences

Generators



=
LT

SCAGAE IR DL AT - EER AL,

Pialyy

Embrace a High .
Accountability Culture

that Delivers Extraordinary
Results

Check out the K&B Gilobal
Culture Evolution Campaign

November 15, 2019 to
December 14, 2019

9 ubmit you e ideas to drive culture change
ke su”'g“ on https: J/kmde h bpsop!ocan com
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