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Who We Are

A second decade learning organization. We create relevant, rigorous
learning solutions built to instill real change. We are model agnostic
and believe great learning comes from focusing on the four pillars (our
areas of passion) below:

Context is King
Design matters

Embrace integration
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There is Wisdom In and Out of the Room

We are focusing on our fourth pillar here.
Wisdom out of the room.
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The Problem to Be Solved

* Inference and decision-making machines

* These decisions, over-time, create brain patterns
(habits)

* Much of this activity involves making decisions in a
manner have the following qualities:

Are expedient

Meet the decision makers immediate need
Reduce tension

Solve the presenting problem

* This brain activity is automatic

* The mind is an “unreliable narrator” leading to self-
limiting thoughts
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How the Problem is Presented to L & D

"We need strategic thinking.”

* “We need to overcome cognitive biases” (System One and Two)

?
N
n-

* “Personal vision or leadership legacy work.”
* “People need to be more mindful.”
* "We need transformational leadership”

And on and on.
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About Habitual Decisions

* Leaders make decisions all day long. These decisions are made on a
low ground/transactional path.

* Low Ground (Warning Center, Habit Center, Reactive Self Referencing)

* Transactional thinking is not bad per se, since the focus is:

- Solving problems

- Making yourself and others happy (win/win)

- Expedient - and identifies simple solutions and obvious rewards
- Provides a sense of accomplishment/promotion

* The problem? - Highly subjective valuations (think biases) that fail to
tap into our higher-level brain capability.

* Also many of the messages are self/organizationally defeating.
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Self-Defeating Messages
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1. All or Nothing Thinking:
_ Making polarized assessments that
_ - things are either perfect or terrible.

Example: The meeting didn’t go as
well as it could have—it was
A a failure.

3. Discounting the Positive:
Undervaluing your positive qualities,
attributes or contributions. Failing to
notice the positive reactions a manager
or colleague has given you.

Example: I could have done more to
support Arjun in the meeting. He
seemed grateful, but I know I didn't
do enough.

5. Mind Reading:

Assuming you know what someone
% thinks, feels or believes about
your actions or words.

Example: When I said it was good
to see him again, he looked away.
7 He must not like seeing me.

7. Faulty Comparisons:
Seeing yourself as inferior to someone else.
In making such comparisons, you often

disregard the positive and lean on “should”
statements.

Example: She has a PhD.; I won't be
able to add anything of value to
the discussion...

Taking a black-or-white perspective.

2. Catastrophizing:
Taking an event as evidence that disaster
is about to strike. Worst-case scenario or
“impending doom” thinking.

Example: The customer is going to catch
hat mistake I made yesterday and fire
us—in reality, the customer is happy with
your work.

4. Emotional Reasoning:
Criticizing yourself because you're g
having uncomfortable responses,
emotional or physical, to your ¢
self-defeating brain messages.

Example: If I feel like this, I must
really be doing something wrong.

6. “Should” Statements:

Indicating your belief that there are particular ways to
behave. “Must” or “ought to”
statements set up false
expectations and— whether
you're telling others or they're
telling you—often cause anger,
resentment or frustration.

Example: I should offer to help
Tina, or I'm really not a good boss.

\ /
8. False Expectations: :*\
Letting your desire for a certain ' O

outcome weaken your ability to see
what happened. Often involve

“should” statements but come from
any of the thinking errors.

Example: I thought they'd be
happy with the result. Why
aren‘t they grateful?
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One Answer - Tapping into your Wise Advocate

* The Greeks and Antigone . ..
* Christianity and Conscience
e Judaism “still small voice”

e Buddhists and Mindful
Awareness

 Adam Smith and the Impartial
Spectator

These all speak to an inner voice
that when we seek it out - we
can be our true best selves - we
call this inner voice a Wise
Advocate
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High Ground Thinking

Warning Center, Executive Center, Deliberative Self Referencing

This circuit is invoked by mentalizing, applied mindfulness and meta-
cognition

The focus here is long-term value and a broad perspective

Typical questions include:

- What are all the consequences 9
of this decision?

- Is this decision consistent with
my true self - for example, the
leader | aspire to be?

Good News: Self-Directed Neuroplasticity

JMReid Group ©
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Knowledge and Skills

* Mindfulness - Not the western version - but more the traditional
approach of seeking Wise Action and compassion for self and others

* Mentalizing - The ability to understand the mental state of ourselves
and others

* Metacognition - Thinking about how we think - asking ourselves high

gain questions o .

JMReid Group © b4
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The 4 R’s: One Tool
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The Learning Challenge

Most leaders are good and even successful, but they are just being
good. They don’t know they aren’t operating at “great.”

You want to really put them in a situation of choice for this learning. You
want to get them to practice their high-ground and self-discover.




Design Principles

e Contextis king

* Powerful learning encourages risk-
taking

 Emotion is the seat of attention

* People remember what they say not
what you say

e Use movement
 Engage the eye

* Take them on a journey

JMReid Group ©
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The Edge: Art and Science of Relationship

Building

Day one: Building blocks of
relationships

* Immersion activity

e Session introduction

* Choose a station |

* Cross-station discussion

* Choose a station |l

* Cross-station discussion
* Day one roll-up

JMReid Group ©

Day two: Senior decision-maker
relationships

e Apply day one to SDMs

e Day two introduction
 SDM station: Time apart
e Lean on the full firm

 SDM station: Time together
* Time apart strategies

e Session summary
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The Edge: Five Stations

Relationship Context

Headline

Lead Thinker

Being Fully Present in
Relationships & Meetings

The precursor and foundation of strong relationships is being
fully present. My full presence elicits that in others. Presence
communicates confidence.

Dr. Jon Kabat-Zinn
University of
Massachusetts

Allowing Feelings into
Relationships & Meetings

We used to believe we were thinking beings who happen to
feel. The research clearly shows we are feeling beings who
think.

Dr. Antonio Damasio
MD, USC

Deepening Relationships
through Vulnerability

Vulnerability sounds like truth and feels like courage.
Vulnerability is the last thing | want you to see in me, yet the
first thing you look for.

Dr. Brene Brown
University of Houston

Overcoming Self-Defeating
Thoughts in Relationships

Self-Directed Neuro Plasticity. The brain is not “fixed.” We can
change deep-seated anxieties and fears. The four steps to
manage self-defeating thoughts in relationships.

Dr. Jeffrey Schwartz,
MD, UCLA

Dr. Norman Doidge
MD, Cornell

The Upside & Downside of
My Expertise

JMReid Group ©

System One (Intuition) and System Two (Thoughtful) are in
competition. As experts we unconsciously rely on system one
which can negatively impact relationships.

Daniel Kahnemann
USA
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Overcoming Self- Defeatlng Thoughts in Relatlonshlps Tactics
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@mStrong Floors, Walls, and Ceilings

‘authorized buiding disiributors, who resall these prog- | - However itfaces sirong compatiion in al ines of its
ucts o installers and retalers. bus 5 from domestic and intemational manufacturers.
+ Armatrong nas a subsiantal amount of dabt * I 30kiion, enviroAmantal rsguition oM

- The campany has the opporturity for expansion heea and abroad ' 3 growing concam.

‘across emerging markats, including China.

Senior Decision Maker Relationships

The Company
« Tha cOmpany Nas 8 Srong Precance 4cf05s Ta word
wmaumsﬂmpmmmmwpmnx

WHAT SDM CONCERNS WILL YOU PURSUE?

THE CONVERSATION GAP

‘Be a Person . br
of Interest.” i

&
faftmmi

“Add Value for Time.”

Do You Have An Expert Mindset or

Focus: The SDM Conversation A Relationship Mindsst?

In designing a conversation with a Senior Decision Maker (SDM),
|partners should leverage Miller Heiman question types.
However, great questions are not enough . . . you have fo

bring great insights. More than a Whitepaper or a timely trade
article, these are insights that the client's own resources and
network have not uncovered.

Armed with these insights, the: goal is to challenge the SDM's
thinking in a collabarative way. The ultimate objective is to
Ibecome a trusted thinking partner for the SDM.

M=Market A= Account Insight | will bring

I ct. See Workbook for:
a Ics + Expert Mindset/Relationship Mindset Continuum « MAI2

« Adding Value for Time » Gaining Access Checklist 1 & 2 - Relationship Opportunities
- Time Apart Strategy - Relationship Principles

Power Questions
= AMlmmwﬁmﬂm Information,

tor Basic lsaua

-mmumnmnmmy
engagad and think bafore reepanding

- Provide information that you might hear f you
wera incida the clent organization

 Creats the potential for rger and more
maaningful relationahipe

* “Hmm, mmm}ammfnrsmlma
Power questiars:
» Cauza SDM to think, evalusts, or speculate
Confirmation Questions
‘Quastions that validate your data or point out inaccuracies in what you
had thought was trus.
I'ilt

we last gpoke you Mwumaﬁdfumam
mmhﬂuwddhmﬂxkﬂdﬂh

mmwmymmmmmwmmm.mm
Have any compaling events impactsd

wmﬁ.mm:-

New Information Questions

A question that forcse you ta listen and sceept the reality of

the cuent aituation.

ootk

What s the one singls thing thaf would heve the grestest impact on

your businsss?

Power

et in your shoss,  would bs forn bafwesn sxpsns contiol and

growth, Which would have the greatsst impsct on the recults shars-

haldars axpect nght naw?

Goot:
How have tfs currant soanomic canclifons affsctad your profitabiity?
Powei:

Which of the recent perfict storm of economic factors have pryed
upan your profitabilty the moat?

Questions that idantify the DM pereonsl needs,
valssa, and attitudes, and thus the urgency that
the SDM foeks sbout meting hiz or her naeds.
G00d:
In your opinion, what impact has the latest fs-
mmraammwapmw

#rmmwmmmm
Mo sy st e elctig?

anmmmm.mmb
Oenir Vo Preciga?

{wa tinking about M. Bigs ramction fo VP
What concerns do you heve sbaut this move?

Commitment Questions

A question that helps you locate your eument levsl or poaition snd
at the sams tims makes it pozsibis for you to move toward the next
h;ﬁvbni

m“mwmunmma-@pxmnhnms
dis when we can
Power.

‘Besed on whers we &t in the process, axperisnce shows thet e
‘et logical atep s fo arrangs a dats when we can

How doas that aond?

Baslo Issue Questions

quI\MMHHp u to undarstand your SDMs reasans for
e stustion b a s e uncovr what 6 e o

btmlommﬂ\emnﬂoamn

600d:

s thers any part of our approach that you think might bs

& problem?

POweS:
Whatis the *pebbl in your shos” tet i lesding fo you not
mmy

mmmumm our proposal would nat be acospled?

memmhmmdm,ﬁ;ﬂdm
whers might ws b & s waaker?

- The company principay Gall its products fhrough

Snapshot

At s aleader in the design and manuéactes
offloors and ceilings: its nncvative residetial anct
‘commthercia procuct designes, soktions and services
‘anaible ts custormers 0 delfver the xceptional ntar-
o spaces they ornision for theeheslves ind their
cliite. 10 2013, Arnatronyg's conealidated net sales
o ccriing operaions tobed sppriisly
$2.7 billion. Based in Lancaster, P, Armstrong
pstates 35 planks i § counties with approsaiely
8,700 emnplopees and sels prackcts in more than
0 countries.

Our oy end ous brand are 150 years il Wa bk

0 Of the reasons we hine stood the et of tme s our
divoition tn our operating peinciies and our com
mikment to.acting resporeibly and wih ntegry.

fttens e i the "belanced best nterests of customers,
stacknaldses, eenpiayees, suppliens, communily neighiars,
‘governiment and the gernecal pubiic."

Pianeering Moder Business

Erand of .
114 1800, Ao v 8 1 wor et cek
‘company and was incorporated in 1891

Matthew Espe

Prosient, Chinf Executtve Officer, Directer of Aem-
‘strong Werkd indusries Inc, M. Espe has been CEQ
‘and Presidnt sinca h fined o Campeny n by
2010, Praviousty, Mr. Expe was Chaiman and (20 of
ich Americas Carporafion, a sbsidiay of Aol
Company, LTD, aprovidor of doument manogeroest
‘salutions and sences.
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than incheum floors. A ness factory e from & cormfied o e edie of
Laaster, Permsyhveria, anc n 1608, & yoar aftr Thotrias Amneirong died,
the coenpary stated aking and selrg lincieum, he firs n & ribust foor-

Station Agenda

Time Apart MAI"

» Market and Account

* |ndividual
* Insight

* Gaining Access

Return to Group Discussion

Lunch

Senior Decision Maker Conversation

* Power Questions

* Preparing for the Conversation

* Application

Return to Plenary



Thank you!

We hope this was helpful and sparked your interest in the Wise
Advocate and JMReid Group.

For more information please contact us:

John Reid

President and CEO, JMReid Group
John@jmreidgroup.com

Phone: (856) 397-6157
www.jmreidgroup.com
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