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Richard III

1452 –1485

Reigned for two years

as last Plantagenet King

Murdered his nephews?

Died at Battle of 

Bosworth Field

Found in a car park 

in Leicester in 2012



Philosophy:

Why do we do this for a living?

What are our assumptions?

Economics:

What do we value and measure?

Why? And How best do we do that?

Politics:

Where does power lie?

How to influence people?



Simon Sinek, TED Talk

Start with Why

https://www.youtube.com/watch?v=u4ZoJKF_VuA
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Making a difference in the world, bringing 

about a stronger, heathier community, 

making best use of scarce resources 

Mission, 

Society

Being the best organisation we can be 

(e.g., best outcomes and experience, strong 

reputation, financially viable)
Organisation

Ensuring patients receive the best possible 

care in all circumstances, regardless of their 

clinician or care setting

Patient, 

Customer

Fulfilling my own potential, in a role and a 

place where I can provide high quality care, 

and learn, grow and develop as a person
Me personally

5 sources of meaning

Building a strong team who trust each other and 

are able to do amazing things together, and 

learn from and be accountable to each other

Team 

experience



Pierre Bourdieu on Doxa



Reinventing Organisations

Frederic Laloux argues that organisations are ‘evolving’ 

from the guiding metaphor of functioning as a machine 

to functioning as an organism, or living system.

The book describes a number of organisations working 

to a new paradigm, with three common characteristics;

 Listening to evolutionary purpose: replacing 

competition as the over-arching context with a 

profound understanding of the work we are here 

to do, and why we do it

 Self-management: radical delegation of 

responsibility to frontline teams, so that much of 

the managerial ‘work’ and activity previously 

carried out by support functions disappears 

completely

 Striving for wholeness: dropping our professional 

masks, to be open with each other and to 

learning based on trust and honesty

https://vimeo.com/user22829990/review/142657836/ed186a1f47

http://www.vimeo.com/user22829990/review/142657836/ed186a1f4
http://www.vimeo.com/user22829990/review/142657836/ed186a1f4




Philosophy:

Why do we do this for a living?

What are our assumptions?

Economics:

What do we value and measure?
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How to influence people?



How can you tell if you’ve had a good day?
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All in the mind?

../../../AppData/AppData/Local/Temp/AppData/AppData/AppData/Local/Temp/notes57C816/AppData/Local/AppData/Local/Temp/Documents/1aaUSE/aaT&C Leadership/2012/CLF/Japan CLF/Forum 3/Frame 2 - Breaking the Four Minute Mile.wmv
../../../AppData/AppData/Local/Temp/AppData/AppData/AppData/Local/Temp/notes57C816/AppData/Local/AppData/Local/Temp/Documents/1aaUSE/aaT&C Leadership/2012/CLF/Japan CLF/Forum 3/Frame 2 - Breaking the Four Minute Mile.wmv
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Setting goals

Oxford 10k 

15/5/2016

41:34
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Gathering and analysing data

For $100 I have access to all of 

my running data including;

 GPS watch

 Maps of my route

 Split times for every km, 

adjusted for altitude

 Trace of speed throughout 

the run

 Comparison of my time 

versus other runners for 

hundreds of user-defined 

‘segments’

 A social media platform to 

interact with other runners

Source: Strava
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The power of community

Source: Parkrun website
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03:46 04:12 03:57 04:16 03:5030 April

19:44

03:58 04:17 04:05 04:16 03:54

23 April

19:57

2 April

20:07

03:56 04:19 04:09 04:18 03:59

BridgeBend BridgeBendBadger Hill Badger Hill  Six specific opportunities 

identified from detailed 

analysis of the data

 5/6 achieved within 2 

attempts

 20 second improvement 

in PB

 It mattered enough to 

me to want to do the 

analysis (as well as the 

running)

 It was as much about 

psychology as 

physiology
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rising 

above the 

sea of data



Dimensions of performance

Quality

Patient safety, clinical 

outcomes and patient 

experience including links 

to operational metrics and 

underlying drivers

Finance

Key financial metrics, from 

both a historical perspective 

and future scenarios as well 

as assessment of coding, 

procurement and overheads

Operations

Key clinical operational 

areas, with a focus on 

patient flow through 

specialties, utilisation in 

theatres, outpatients and 

diagnostics, and staff 

productivity

Workforce

Staff satisfaction and 

morale including 

effectiveness of 

management practice, staff 

receiving training or given 

updated development plan, 

HR processes.



Dimensions of performance
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Patient experience versus 

staff productivity

Correlation = -0.4234

R2 = 0.1685

Correlation = 0.2415

R2 = 0.0687

Consultant productivity (Spells/ consultant WTE) Nurse productivity (Bed days/ nurse WTE)

Overall IP experience (Rating) Overall IP experience (Rating)

2009/10

Area of best practice

National median

Your Trust

Peers Non Peer Trusts



The devil is in the detail





Understanding variation: control charts



Understanding variation: process capability



24
Source: FTN Benchmarking of Orthopaedics

ALOS

Bed cost/day (£)

Prosthetics cost (£)

Other consumables 

cost (£)

Hours used

Theatre cost/

hours used

Medical cost/

spell (£)

Theatre cost/

case  (£)

Consumables 

cost/spell  (£)

Bed cost/

spell (£)

Diagnostic 

cost/spell  (£)

Therapy cost/

spell  (£)

Drug cost/

spell  (£)

Indirect cost/

spell  (£)

Market Size 

(FCEs) 

Market share 

(%)

Number 

of FCEs

Spell/FCE 

conversion 

rate

Surplus (£k)

Volume 

(spells)

Income/spell 

(£)

Cost/spell  (£)

Surplus/

spell (£)

Breakdown of HRG costs Major cost drivers

Cost Driver Tree

What would be your 

‘change story’ to 

reduce costs, 

addressing the 5 

sources of meaning?
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Hierarchies



1. Get in order of 

perceived power

2. Move along the other ‘axis’ based on % 

time spent caring directly for patients
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Role

Resources

Information

Network

Reputation

Sources of power

Knowledge

Expressiveness

Attraction

Character

History



Sources of organisational power

SOURCE: Interpersonal and Interactive Skills, Lore International Institute, Inc., 1996

▪ Status, position, or authority

▪ Ability to make decisions affecting others’ work or careers and to control 

assignments or workflow

▪ Power to reward or punish

▪ Ability to give or withhold recognition, promotions, or favours

Role

▪ Control of important resources (people, space, equipment, tools, budget, etc.)

▪ Ability to give or withhold resources, thereby affecting someone else’s chances 

of success

Resources

▪ Access to, control of, and ability to disseminate information or data

▪ Possession of information that others need to do their jobs

▪ Possession of privileged information

▪ Ability to help or hurt others with information 

Information

▪ Access to information, resources, etc., through inside or outside contacts

▪ Committee/task force assignments, professional associations, political contacts

▪ Ability to get things done (possibly sidestepping processes) through connections

Network

▪ Others’ awareness of your knowledge, expertise, talents, abilities, or personal 

attributes

▪ Renown, respect, recognition, or acclaim within an organization or industry

Reputation



▪ Expertise in a particular subject

▪ Knowing how to get things done or how things work in an organization

▪ Ability to apply knowledge or share it with others to solve a problem or to help others do 

their jobs

Knowledge

▪ Ability to persuade by being articulate, expressive, enthusiastic, motivational, or 

inspirational

▪ Presentation or public speaking skills

▪ Ability to present information in a novel or interesting way

▪ Ability to communicate effectively

▪ Ability to facilitate, to promote dialogue, to bring people in, or to bring them together

Expressive-

ness

▪ Others’ sense of affinity with or similarity to you

▪ Friendliness, genuineness, openness, and willingness to disclose information about 

yourself

▪ Interest in others

▪ Ability to listen and empathize

▪ Charisma

Attraction

▪ Trustworthiness, honesty, and integrity

▪ Dependability

▪ Loyalty to and respect for others

▪ Personal ideals and values

Character

▪ How well you know the person you want to influence

▪ How often you’ve worked together 

▪ How comfortable you are with each other

▪ Your willingness to work together, work things out, do favours, etc.

History

SOURCE: Interpersonal and Interactive Skills, Lore International Institute, Inc., 1996

Sources of personal power



Overview of influencing techniques

Logical persuading: using logic,

facts, data and rational arguments “You 

should implement our recommendations 

as they will generate XX in revenues”

Legitimising: using authority

to influence “The President says you 

need to collaborate with us”

Exchanging: trading something 
of value for the influencee’s 
cooperation “In return for helping us
design our implementation plan, we’ll
help you with this piece of analysis”

Socialising: behaving 

in a friendly manner to 

encourage cooperation 

Appealing to values: using 
people’s values, feelings and
emotions to influence them
“I believe this work is essential
for the survival of R&D …”

Modelling: demonstrating 

to or showing people what 

you want

Alliance building: the influence of an alliance is greater 

than the sum of the influence of the individual allies

Stating: saying what you want or think – “Please implement my team’s recommendations”

Collaborating: influencing 

through collaboration – “Think this 

through with me - who is the

natural owner of implementation

for this initiative?

Appealing to friendship: 

using friendship to obtain assistance

“I’m sorry to impose but I need 

help with this, mate - I owe you one”



How can influencing skills can be applied (and misused)

SOURCE: “Influencing with Integrity.” LORE International Institute. 

Influencing skills are …

Mastered when tailored to 

your audience’s individual 

preferences

A process that involves listen-

ing, negotiation, and patience

A fundamental step during a 

change process

Not an innate skill but rather a 

learned capacity

Influencing skills are not …

Manipulative, for example:

▪ Deceiving others

▪ Avoiding others – doing 

nothing when you are 

expected to do something, 

thus forcing others to do 

something for you

▪ Intimidating others


