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by Guido Quelle

A team is a small group of people who work together
toward a shared goal, often for a fixed period of time,
and who support one another in reaching that goal. That
may not be an absolutely precise or detailed definition of
the word “team,” but let’s take it as a working definition.
Now you could argue that above all young companies
that were founded by two or three people tend to have a
highly team-like Senior Management. The founding of a
company is often based on private ties and friendships,
and especially during the initial phase of these start-ups
the Senior Management very often truly is a team.
So much for the exception, now let’s talk about the rule:
in most cases, the Senior Management is something that
has grown and evolved over years, and the CEO often

Neither should CEOs go to any great lengths to ensure
the Senior Management becomes a team, nor should the
remaining members waste too much energy on making
it happen. It’s much more important that the members
of the Senior Management agree on a way of working
together, actively live out shared leadership principles
within the company, and ensure that agreed-upon results are actually delivered. If these actions are based on
a shared foundation of values, then there’s nothing to
keep the Senior Management from successfully cooperating as a “work group.” If a CEO can successfully keep
the animosities often found in the Senior Management
in check, if they also succeed in increasing members’ interest in the success of their counterparts, and if by so
doing they manage to channel energies in the right direction, namely growth, then they’ve done a good job. Generally speaking, at the Senior Management level classic
team-building is neither necessary nor helpful.
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Now for the long version: the word “team” is likely one of
the most overused terms there are when it comes to collaboration, projects and interaction. The strategy team,
the accounting team, the project team—everybody’s
on the same team, and we’re all one big, happy family.
Besides the fact that the constant inflation of the word
“team” isn’t remotely helpful, the idea of a team can be
extremely out of place at the Senior Management level.
For example, some management authors claim the Senior Management should be a team, and should present
itself as one. The question that remains unanswered here
is: why?

only works with the other members for a few years—in
some cases, because the CEO him- or herself switches
companies. The top level of companies is usually populated by self-assured personalities who already have successful career paths behind them and who have very clear
notions about what they want to shape in the company
and how. Needless to say, the members of the Senior
Management very often have to come to an agreement,
and of course it can’t hurt if individual members have
an interest in the success of their fellow members. But in
most cases these concerns about their fellow members’
success definitely have their limits—just as they should.
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Let’s get right to the point: the answer to the question
above is an unequivocal “no!” That was the short version of this month’s article.

Strategy & Leadership

The Senior Management as a
Team—Is It Really Necessary
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Very often, the root of miserable meetings can be found
in the attitudes of those in attendance, which are reflected in the language they use. “That’s an interesting topic,
let’s sit down and talk about it sometime.”—a catastrophic start for a meeting. I personally start looking for an
escape route whenever someone tells me they want to “sit
down and talk about something.” And if I can’t avoid
these “friendly chat” meetings being scheduled, I still do
my best to make sure I don’t have to be there for them; in
my experience, they almost never produce results.

And that leads us to one of the first causes of “meetingitis”: the lack of priorities or insufficiently communicated priorities on the part of a company. Needless to say,
this is clearly a job for the Senior Management. It’s simply not enough to have the priorities clear in your own
mind; nor is it enough to have precisely agreed upon and
defined them among the members of the Senior Management. It isn’t even enough to have communicated
those priorities to the staff, because they could easily be
misunderstood. The question is whether your employees
have truly grasped the priorities, and whether they can
also implement them in their own work. If this aspect
isn’t given due attention, a rising number of meetings
can be the result.
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Moreover, not every interesting topic is automatically important. All too often, meetings are scheduled because

an interesting idea (which actually is very much worth
contemplating) is meant to be discussed. But the question that arises on a regular basis is to what extent the
idea or concept is compatible with the company’s declared priorities. Is it just an interesting concept, or is it something worth pursuing by investing our most valuable
commodity—our time? Of course, if a company has no
declared priorities, it can’t complain if every interesting
idea is also considered potentially important; it has nothing to guide it.
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If we take a look at our calendars we can very often see
that a great deal of our time is wasted on meetings, some
of which have quite doubtful outcomes. Or, more accurately: it is doubtful whether the results of the meeting
will justify the time invested in attending it. Plenty has
already been written on the inefficiency of meetings, the
inordinately high number of meetings, and about how
to make meetings more efficient and hopefully more effective. But less thought has been given to the reasons
for meetings, or to the question why—despite all the warnings—the number of meetings continues to grow.
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“Let’s Sit Down and Talk About
It Sometime”—No, Thanks.
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oo Everyone involved has a clear understanding of the
goal.
oo Since everyone involved was given the chance to contribute, there’s no need for further efforts to motivate them.
oo You now have a decision-making aid with regard to
what the most direct route is between the company’s
current status and target status.
If we leave Einstein and Heisenberg out of the picture,
then the shortest distance between two points is still a
straight line. Once the target status you’re pursuing has
been defined, you can also determine the shortest way
to get from here to there, and that also cuts down on the
number of meetings.

If not: Is the goal so important that it merits
deviating from our agreed-upon priorities?
. If not: Cancel the meeting

–
		
		

If so: Is the meeting truly necessary, or is there
some other form of collaboration that would be
more suitable?
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–
		
		

oo If the meeting is truly necessary: Do I need to attend?
oo If I do need to attend: How can I contribute most efficiently and safeguard my own time?
Even if the topic is so important that it warrants working
together in the form of a meeting, you should still consider alternatives: would a teleconference or videoconference be a good idea? Are there certain aspects that could
be worked on separately? Do we really need to involve
such a large group? Could we prepare certain points in
advance, making the meeting much shorter than planned? Is it an informational, discussion or decision-making meeting? This distinction determines not only the
necessary degree of preparation, but also who needs to
be invited.
Especially the alternatives to meetings offered by today’s
technologies should be kept in mind. People often complain about ineffective teleconferences, or about how videoconferences just don’t measure up. But in my experience the real root of the problem is most often a lack of
familiarity with the technology and/or lack of discipline.
A well-organized teleconference is every bit as valuable
as a well-organized meeting—after all, there’s a time and
a place for all things.
But what you should be sure to remember: the next time
you hear the words “let’s sit down and talk about it sometime,” turn and run!
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As such, a lack of vision is yet another key reason for superfluous meetings. The question isn’t so much “What
do we hope to accomplish with this meeting?” and instead more: “What exactly does this meeting contribute
in terms of reaching our target status?”. In order to answer this question, the necessary first step is to describe
the status you’re trying to reach and to ensure everyone involved is in agreement. Once this is done, you will
have accomplished three important objectives:

oo Is that goal compatible with our declared priorities?
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Another reason for the flood of meetings is the lack of
a clear goal. I’m not (just) talking about the goal of a
meeting, which should of course be defined in advance, but much more about a vision of the desirable target status the meeting is supposed to help the company
attain. After all, a meeting is nothing more than something that helps you to get where you want to go. Even
though in the meantime many companies are doing a
better job of giving intensive thought to the purpose or
reason for a meeting, and even though at good meetings
a list of goals is sent to the participants in advance, there
still seems to be little planning with regard to the ultimate target status the company is trying to reach.

Here is a quick guide to help you boost the effectiveness
and efficiency of collaboration. Ask yourself:
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oo Which goal will the meeting help us to reach?

© 2014 Mandat Managementberatung GmbH, Emil-Figge-Straße 80, 44227 Dortmund, info@mandat-group.com

Mandat Growthletter ®, No. 88, April 2014

׀

4

Professor Dr. Guido Quelle, “The Growth Driver,” is one
of the rare people worldwide who focuses on creating
profitable and sustainable growth as an entrepreneur,
consultant, author and speaker for more than 20 years.
His clients are active CEOs, general managers, senior executives, and entrepreneurs who are committed to consistent growth. With his consulting firm, Mandat GmbH of
Dortmund, Germany, he successfully conducted more
than 350 projects with 120+ renowned private and listed
companies. More than 5,000 people were involved just in
those projects that he himself managed. Prof. Quelle is
always in demand when companies are seeking the support that will enable them to continue on a course of sustained profitable growth.
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Content
oo Innovations as Motors of Growth
oo Is Your Organization Ready for Growth?
oo Conceptual Expertise of Marketing
oo The Growth-Driving Sales
oo R&D as an Innovation Plattform
oo How Strategic is Your Purchasing Department?
oo The Role of Support Departments in the Growth Process
oo Non-Profit Organizations
oo The Most Effective Strategies for Blocking Growth
oo The Motor of Growth
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Almost every company wants to grow—at least officially.
Shareholders are demanding further growth and no management team would deny that the growth of their
company is one of the top issues they are working on
every single day. However, there are barriers to growth,
and these are not only external barriers. Most often it is
not the economy, not the market and not the customer
who just “hasn’t got it.” The main barriers can be discovered inside every company, because growth always
comes from within. If the organization is not ready to
grow, initiatives to increase market share, to enter new
markets, and/or to increase profitability are destined to
fail. This book systematically addresses the main internal
barriers to growth and provides practical guidance not
only for discovering these barriers, but to systematically
overcoming them.
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Profitable Growth—Release Internal Growth
Brakes and Bring Your Company to the Next Level

Get your personal copy at amazon.com:
www.amazon.com/Profitable-GrowthInternal-Management-Professionals/
dp/3642327869
Imprint

www.springer.com

oo Springer 2012
oo 184 Pages
oo ISBN 978-3-6423-2786-5

“The nuance that distinguishes this book is the orientation that growth is measured, planned, and pursued in an orderly fashion, never growth for growth‘s sake. Guido wisely takes the reader through a strategic
approach which leads to intelligent tactics, not a frenzied tactical charge that undermines strategy.“
Alan Weiss, PhD, President Summit Consulting Group, Inc., Author Million Dollar Consulting and The Consulting Bible

© 2013
2014 Mandat Managementberatung GmbH,
GmbH Emil-Figge-Straße 80, 44227 Dortmund, info@mandat-group.com

Mandat Growthletter ®, No. 88, April 2014

׀

5

Editor Mandat Growthletter®:

Copyright Notice Pictures:

Mandat
Managementberatung GmbH
Emil-Figge-Straße 80
44227 Dortmund
Germany
Phone: +49 231 9742-390
Fax: +49 231 9742-389
info@mandat.de
www.mandat.de

Prof. Dr. Guido Quelle
guido.quelle@mandat-group.com

www.fotolia.com
© Title: bigy9950
© p. 2: MAXFX,
Karin Hildebrand Lau
© p. 3: haveseen,
Karin Hildebrand Lau
© p. 5, 6: Mandat
(Prof. Dr. Guido Quelle)

Mandat Consulting Group
Level 17, Dashwood House
69 Old Broad Street
London EC2M 1QS
United Kingdom
Phone: +44 207 256 4257
info@mandat-group.com
www.mandat-group.com
New York:
Mandat Consulting Group
The Seagram Building
375 Park Avenue, Suite 2607
New York, NY 10152
United States of America
Phone: +1 212 634 7466
info@mandat-group.com
www.mandat-group.com

Nadine Müller
nadine.mueller@mandat-group.com
Copyrights:
All content and functionality in this
newsletter, including text, graphics,
logos, icons, and images and the
selection and arrangement thereof, is
the exclusive property of Mandat or
its licensors and is protected by international copyright laws. All rights
not expressly granted are reserved.
Legal Disclaimer:
Mandat Managementberatung
GmbH shall not be held responsible
for the contents of a page accessed
via such a link. Mandat Managementberatung GmbH reserves the
right to amend or supplement the
information supplied without prior
notice.

Book Information

London:

Assistance Mandat Growthletter®:

Strategy & Leadership

Dortmund:

CEO-TIPP

Imprint

Managing Partner:
Prof. Dr. Guido Quelle
Commercial Register:
District Court of Dortmund HRB 8803

Imprint

VAT NO.:
DE 124727551

© 2014 Mandat Managementberatung GmbH

