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The biggest test that rising leaders face is aggressively championing a
business unit while looking out for the enterprise as a whole. Helping
them meet that challenge demands a new approach to leadership

development.

How to Grow Great

Leaders

by Douglas A. Ready

While it may be true that “all politics is local,”
as the late Speaker of the U.S. House of Repre-
sentatives Tip O'Meill famously said, leader-
ship is another story. Ground-level execution
and networking are essential leadership skills,
but so are framing and communicating broad,
sweeping issues of national importance, Chris
Matthews, the host of the television talk show
Hardball, has dubbed these two sets of skills
“retail” and “wholesale,” respectively. Very few
political leaders—only the most effective, like
Franklin D. Roosevelt and Lee Kuan Yew—
excel at both.

The same can be said of business leaders.
But the structure of modemn corporations and
the nature of modern markets have begun to
call for leaders of the Rooseveltian sort, men
and women who can run business units, func-
tions, or regions (in other words, are retail
savvy) and have the vision to work well at the
enterprise {or wholesale) level. Many compa-
nies have a sufficient pipeline of strong retail
leaders yet lack wholesale leaders. The chal-
lenge is not to teach the former to focus on the
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enterprise agenda alone; it's to develop leaders
who can manage the inherent tensions be-
tween unit and enterprise priorities.

In some ways, this problem is as old as the
modermn corporation. It has confounded the
likes of DuPont, GM, Philips Electronics, and
Unilever over the past century. As soon as a
company becomes large enough to offer mul-
tiple lines of business in various regions, it be-
gins to face tensions regarding how to go to
market, who has primary accountability for
which customers, and how to factor revenue
and profitability into performance measure-
ment. What has changed in the past few years
is that companies must synchronize the ac-
tions of business units and the goals of the en-
terprise as a whole more tightly than ever.
This is because customers increasingly de-
mand integrated or global solutions, which re-
quire the collaboration of multiple business
units or locations.

Look at what happened when PriceWater-
house merged with Coopers & Lybrand in the
late 19905 to create PricewaterhouseCoopers.
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