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And after the COVID-19 tsunami has finally passed, we’ll have 
to deal with the untold devastation it has left behind. The scale 
of the threats, risks and dangers posed by this situation have 
never been greater in our own lifetimes (the global economic 
meltdown of 2008 pales in comparison – and we thought that was 
Armageddon!). But, despite our understandable anxiety, we also 
know that every single threat opens up new opportunities – that’s 
just a fact. Which means there’s still hope. Lots of it.

So here we are, coping with a 
global crisis that threatens not just 
our health and our lives but our 
societies, our businesses and our 
economies in unprecedented ways. 
We’re stuck with it, at least for now.

Introduction
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That way, we can continue to create value for our customers 
– and for our companies and societies – by meeting needs 
that have become suddenly urgent today and that may be 
harbingers of tomorrow’s needs in a post-crisis world.

When we look back on the global COVID-19 pandemic, we will 
realize in retrospect that while it unleashed a deadly wave of 
disease, death and despair, it was also – like the two world wars 
of the last century – a powerful catalyst for rapid and radical 
new thinking that unleashed a whole new era of innovation. 

Our primary job as innovators, 
now more than ever, is to find 
those potential opportunities 
and turn them into realities.

Introduction
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One of the ways we are responding to the crisis at TLN is by running an online initiative we call The Innovation War Room. 

It’s based on the OBEYA principle, one of the tenets of our training programmes, which is about setting up a central ‘room’ – or in this case a virtual 
meeting space – where innovators from a range of different companies and industries can come together and work collaboratively to find new 
solutions to today’s most pressing problems, turning even the most difficult threats into opportunities for innovation. 

Here are some of the questions we’re asking: 

The Innovation War Room

→ How do we rapidly rethink our products, services, processes (like supply chain, production, 
distribution etc.), cost structures, marketing strategies, business models, and so on, for a 
world where ‘business as usual’ no longer makes sense?

→ How do we innovate in human resources, in finance, in operations, in sales and marketing, 
in strategy – in everything! – when our companies have been upended by this crisis and 
shaken to their very core?

→ How are our peers across different industries facing up to and attempting to solve the very 
same issues? What can we learn from each other? How can we collaborate on innovative 
solutions to these momentous problems?
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→ How do we maintain some form of 
continuity during these months of chaos?

→ How do we drive rapid and radical change 
so that we can adapt to new realities?

In essence, all of these questions come down to two major challenges;

There is only one answer to both questions, and that answer is innovation 
– the ability to come up with and introduce new and very different ways of 
doing things that create and sustain value.

The Innovation 
War Room
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Challenge Orthodoxies – question your deepest and most fundamental 
assumptions about ‘how things are supposed to be done’

Harness Trends – recognize how the forces of change are impacting (or going to 
impact) your industry and your organization, and take action accordingly

Leverage Resources – repurpose, redeploy and recombine core competencies and 
strategic assets in order to create new opportunities

Understand Needs – see things from the customer’s perspective, identify unmet 
needs and pain points, and design solutions from the customer backwards

The 4 Lenses of Innovation 

As I teach in my TLN masterclasses 
– Innovation Excellence and Leading 
Digital Transformation – the most 
effective way to generate new 
insights and ideas for addressing any 
issue is to look at it through 4 proven 
lenses of innovation:  

01

02

03

04
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Back in the 1990s, I wrote a bestselling book called ‘Rethinking the Future’. That title 
has never seemed more appropriate (in fact, perhaps it’s time for a new, updated 
version!). For me, the entire book can be summed up in one key sentence: ‘Linear 
thinking is useless in a non-linear world’.

Once we accept and understand that principle – that we live in a 
world of nonlinear, discontinuous and often disruptive change – 
then we can see the need for regularly challenging the traditional 
orthodoxies and assumptions upon which our businesses are built. 
This is the first lens of innovation. It’s something we should be 
using all the time, but right now – during the crisis – it has become 
hypercritical.

The COVID-19 pandemic forces us to take a completely new look 
at our businesses, our world, and our lives because it upends every 
single ‘linear’ expectation we had about 2020 and beyond.

As organizations, it’s very rare that we take time to sit down and 
fundamentally question our deepest assumptions about who we are 
serving, what our customers actually need or want, what we should 
be providing, how we provide it, how we make money, and how we 
differentiate from the competition. 

Yet now it’s imperative that we question the entire business model all at 
once and, if necessary, make radical changes to it almost overnight.

That might mean shifting from what you have traditionally been doing 
as a company to (at least temporarily) providing products and services 
that directly address the current health crisis – i.e. by manufacturing 
facemasks, surgical gowns, gloves, ventilators, testing kits, sanitizers, 
and so forth. Notable examples here would be Zara, H&M, LVMH, 
Dyson, Tesla, GM, HP, Nestle, among others.

Alternatively, it might mean instantly pivoting from being a traditional 
restaurant, bar, sandwich service or coffee shop to being an online 
ordering and home delivery (or drive-through) company. Some have 
even moved beyond offering takeaway food or drinks by reinventing 
themselves as delicatessens that sell food hampers, meal-kits, middle-
class ‘self-isolation survival kits’ of cheese and wine, or even online 
cookery courses. 

Time to rethink the future
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Some of the world’s most successful 
bricks-and-mortar retail companies are 
now suddenly faced with a situation 
where all their stores are closed. 

Consider IKEA, which is best-known for its ‘big box’ retail concept and ‘flat-
packed’ furniture. With all store locations closed in many markets, IKEA has now 
repositioned itself as an e-commerce company. Interestingly, with most of its 
customers confined to their homes (and perhaps working there, too), IKEA has 
seen a surge in demand for its home improvement products and especially its 
home office offerings. Today, customers can simply sit at home and order what 
they need on IKEA’s website – including, for example, a kitchen they can design 
themselves – and have all the boxes delivered to their doorstep.

Firms that have always been in the business of organising live events – whether 
for business, sports, entertainment, or other sectors – may have very quickly 
switched to running virtual events instead. Likewise, many other players across 
all kinds of industries will now be redefining themselves increasingly as online 
rather than offline businesses.

Time to rethink 
the future



9The Leadership Network Q2, 2020

There are, of course, orthodoxies in every part of an organization. Take HR, for 
example. One of the core assumptions inside a company is that, by definition, 
‘our employees only work for us’. But one phenomenon in this time of crisis is 
that some companies – like airlines, hotels, restaurants, and cinemas – are laying 
off tens of thousands of people, while others – like grocery delivery, logistics, 
and take-away food services – now need thousands of additional workers to 
help them cope with dramatically increased demand.

Why not take inspiration from the key players of the ‘sharing economy’ – 
companies like Uber, Airbnb, JustPark, TaskRabbit (for handymen), or Rover 
(for pet-sharing) – and think about how your company might (again, at least 
temporarily) share your employees with other firms? It’s not such a crazy 
idea. In China, a group of 40 different companies created an exchange where 
staff could be shared between them, offsetting the need for some to urgently 
downsize with the need for others to rapidly increase capacity.

Another orthodoxy that HR people – and corporate real estate people, too – are 
challenging at this time of enforced social distancing and temporary lockdown 
is the idea that employees have to come to the office to work. Several of our 
TLN members have told us that their companies have already been positively 
surprised by the effectiveness of home working during the crisis. 

In many cases, they have seen the productivity of their people actually increase. 
What if we shifted away from the convention of a daily commute and an office 
full of desks where people are supposed to go and work or meet all day? What 
impact would that have on employee satisfaction and overall productivity, not to 
mention all the potential cost savings?

Time to rethink 
the future
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→ What are some of the traditional beliefs, 
conventional assumptions or orthodoxies that 
NOW need to be completely challenged inside 
our company or across our industry?

→ What things might we need to do radically 
differently on the short-term in order to 
maintain the continuity of our business in 
these desperate times?

→ What things might we need to do radically 
differently in the mid-term and long-term in 
order to adapt to a post-crisis world?

Ask yourself: 

Time to rethink 
the future



Innovating in a Time of Crisis11The Leadership Network Q2, 2020

Harnessing the Winds of Change

Right now, the new ‘Virus Economy’ is changing everything. How should we respond? 
Here’s some advice from Jeff Bezos:

”

“What we need to do is always lean into the future. When the 
world changes around you, and 
against you, you have to lean into 
that and figure out what to do. 
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Easy to say, of course. Not so easy to do. But 
nevertheless, very true. The ability to harness 
trends, to turn discontinuity into opportunity, has 
always been a hallmark of great innovators. They 
seem to have a knack for figuring out how to make 
change work for them, rather than against them. 
This is the second lens of innovation.

The first step is to develop a clear vision of what the 
future currently looks like – short-term (now), mid-
term (next), and longer-term (beyond) – and to try to 
understand the possible transformational impact of 
change over those three distinct time horizons. 

Then, we need to develop a strategy that defines 
exactly what we intend to do about those changes. 

Experienced sailors know how to quickly adapt to 
changing wind conditions and to harness any given 
wind direction to their own advantage. Innovators 
must figuratively do the same.

““So, how can we lean into the future?

Harnessing the 
Winds of Change
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Companies of all stripes are now shifting their strategic priorities towards the things 
that matter most to their customers during this time of crisis. 

Whereas, prior to the pandemic, these organizations may have 
been chiefly focused on other important long-term issues like 
environmental responsibility or digital transformation, many have 
become aware that their customers now have more urgently trending 
considerations related to health, hygiene, daily provisions, and 
financial security. And they are responding accordingly. 

Marketing departments have also been challenged to rethink their 
strategies in view of current trends. Hershey had to quickly pull a 
series of ads showing people hugging each other and shaking hands. 
Axe cancelled an ad campaign that featured airplane-type oxygen 
masks, because it was deemed inappropriate. KFC realized that 
their 60-year old ‘finger-lickin’ good’ slogan was the completely 
wrong message to communicate at a time when people are being 
encouraged not to eat with their fingers. 

Saul Colt, founder of The Idea Integration Co., has suggested that 
KFC might want to switch tack and use humour by changing their 
slogan to ‘Finger Washing Good’. 

That would be ‘leaning into’ the trend, rather than evading it. Another 
important consideration has come to light. At a recent Innovation War 
Room session, one TLN member remarked that the notion of making 
five-year marketing plans – with bi-annual budget controls – now 
seems ridiculous. How can we effectively plan and budget today for 
a world that is five years away? We’re finding out that anything can 
happen in between now and then. Indeed, linear thinking is useless in 
a non-linear world!

Sometimes, a crisis can take an existing trend and dramatically 
amplify it. Think about e-sports and online gaming. These have 
been around for a while already. But today we’re seeing everything 
from a virtual Formula-1 Grand Prix to a virtual Grand National horse 
race. Since e-sports now represent one of the only sources of live 
entertainment available, these events are attracting a whole new 
audience that may have previously overlooked or ignored them. Big 
brands are finally sitting up and taking notice, and we can expect big 
advertising and sponsorship deals to follow.
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There’s also certainly nothing 
new about e-commerce and 
online grocery shopping. 

For years, a trend in Asia has been 
the responsible use of face masks in 
public to avoid spreading illnesses.

But, over the last couple of months, that trend has gone 
through the roof. 

French retailer Carrefour has seen its online ordering and delivery 
business increase by 600% year over year. Over the same 
period, China’s largest online retailer JD.com has seen its sales of 
everyday groceries and household items quadruple. As consumers 
become accustomed to the convenience of e-commerce, and 
more wary of crowded public places, how many of them will make 
it their preferred way of shopping in the future? 

We need to be thinking now about the aftermath of the crisis, and 
how this experience may affect consumer shopping trends on the 
mid-to long-term.

This is just one of many sanitary trends in the region that the West 
has generally looked upon with a smile or a frown. 

But now the tables are turned. In the wake of the COVID-19 crisis, 
Asia’s sanitary trends are coming to Western countries and may 
become part of our own everyday lives. 

This opens up innovation opportunities for companies that already 
have one foot in the future. Some fashion brands, for example, are 
looking at facemasks as the new ‘must-have accessory’ – literally 
– because their use is officially mandated by many governments. 
So they are creating ‘designer face masks’ in fashionable colours, 
some selling for as much as $60, offering an haute couture 
alternative to the sterility and anonymity of standard masks.
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I mentioned the ‘sharing economy’ earlier. Think about Airbnb. In 
the future, will we really be so enthusiastic about sharing other 
people’s houses or apartments as we used to be? Or, instead, once 
we are travelling again, will we trust the big global hotel chains to do 
a better job of caring for hygiene? What about Uber? Will we really 
want to share a car with dozens of other people? Or will we prefer 
to use our own? How will Uber – and regular taxi owners, for that 
matter – respond to our new health and hygiene concerns? What 
about coworking spaces? Bike sharing services? Or other examples 
of collaborative consumption? Looks like they may not be anywhere 
near as popular as they were before the crisis.

Before the crisis, there were other 
trends whose advance might have 
seemed obvious and inevitable but 
that now might have gone into reverse. 

Harnessing the 
Winds of Change
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Perhaps many of the sharing economy’s B2C business models 
are now under threat, but the collaborative principle of this trend 
might be just what we need in today’s B2B world. In an example 
above, I referred to a group of 40 companies in China who are 
‘sharing’ or ‘pooling’ some of their employees, allowing for more 
flexible adaptation to changes in their capacity needs. 

What if you have functional experts inside your organization who 
are currently underutilised but that some other firm could put to 
good use? And what else might we be able to ‘share’ between 
different organisations? Are there some parts of your company 
that are temporarily redundant? Perhaps manufacturing lines? 
Equipment? Storage facilities? Unused parts or raw materials? 
A fleet of trucks? What if these are the very things some other 
company out there desperately needs at the moment? 
Might you consider sharing? 

There is a twist here, though. 

Harnessing the 
Winds of Change
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→ What are some of the trends that could 
significantly change customer expectations 
and behaviors, or industry economics, or the 
basis for competitive advantage? 
How could we harness them?

→ Which of these trends might represent an 
oncoming ‘tsunami’? How can we ride that 
wave instead of being washed away it?

When you think about what is changing right now in the midst of the crisis, 
and how things might change tomorrow after it has left its mark, ask yourself: 

Harnessing the 
Winds of Change



Q2, 2020The Leadership Network 18

Every company has a set of core competencies and strategic 
assets that could potentially be repurposed, redeployed or 
recombined to generate innovative growth opportunities. 

Repurpose, redeploy 
and recombine

Now is the time to create an inventory 
of these resources and to figure out 
how to leverage them in new ways.

One of the most interesting books I’ve read in recent years was sent to 
me by Shigetaka Komori, Chairman & CEO of Fujifilm. The book is called 
Innovating Out of Crisis: How Fujifilm Survived (and Thrived) as its Core 
Business was Vanishing’. It’s a book I highly recommend you read. 
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Like Kodak, Fujifilm’s core business 
was traditionally photographic film. 
But starting in the year 2000, global 
sales of 35mm film fell off a cliff due 
to the exponential adoption of digital 
photography. Kodak died as a result. 
Fujifilm is still a $21 billion company. 
What accounts for the difference?
Kodak narrowly defined itself as a 
company that made photographic 
film, first and foremost, and that 
dabbled with digital photography at 
the edges. 

Fujifilm, on the other hand, was able 
to see itself as a collection of core 
competencies and strategic assets 
that could potentially be stretched 
into alternative growth opportunities. 
While Kodak went the way of 
traditional photography, Fujifilm 
innovated its way out of crisis by 
leveraging its resources in a variety 
of new ways to diversify its business.

After making a detailed inventory 
of Fujifilm’s capabilities and plotting 
them on a quadrant map, Shigetaka 
Komori and his team sat down 
and asked themselves how they 
might grow these ‘seeds’ into new 
business activities by repurposing, 
redeploying and recombining them. 

This kicked off a transformation 
that drove the company into a wide 
range of fields such as Healthcare, 
Highly Functional Materials, 
Recording Media, Graphic Systems, 
Inkjet, Optical Devices, Electronic 
Imaging and Photo Imaging. 

In healthcare alone, Fujifilm is 
active in life sciences, 
medical systems, bio CDMO, 
pharmaceuticals, regenerative 
medicine, and other businesses.

Repurpose, redeploy 
and recombine
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→ What core competencies and 
strategic assets do we have as an 
organisation that could be leveraged 
to address today’s urgent innovation 
challenges, or stretched into new 
growth opportunities?

→ What skills and assets can we 
identify in the external environment 
that we could possibly leverage to 
create new solutions?

Ask yourself: One great example from life sciences is the company’s range 
of anti-aging skincare cosmetics, based on technological 
competencies and assets that Fujifilm developed decades ago 
while seeking anti-aging solutions for photographic film. More 
importantly, in just the last few weeks, Fujifilm has emerged as a 
possible savior in the fight against COVID-19. 

The company’s antiviral drug Avigan (also known as favipiravir) – 
which is usually used to treat flu – has already shown promise in 
Japanese trials involving coronavirus patients, and at least thirty 
other countries are eager to test its effectiveness on their own 
sick citizens. 

Based on this news, shares in Fujifilm are up a whopping 17% since 
the start of the year, with their value now the highest on record 
(going back to 1974). Not bad for a company that, like Kodak, 
could easily have become a footnote in the history books.

The lesson here is that, even when faced with an existential crisis, 
companies can potentially reinvent themselves by thinking about 
how to leverage their resources in novel ways. This is the third 
lens of innovation.

The companies mentioned earlier that have reconfigured their 
production lines to make hand sanitizer instead of perfume, 
facemasks instead of T-shirts, or ventilators instead of cars, are 
clearly doing just that.

Repurpose, redeploy 
and recombine
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Stop selling what you have. 
Start selling what they need.

Now is definitely 
the moment to start.

Back in 2008, at the height of the global economic crisis, I was 
asked to deliver a keynote speech to an audience of the world’s 
leading companies at a big event organised by BusinessWeek. 
When I walked out on stage, my key message, which was 
expressed in a single slide, was based on a print advertisement 
that IBM had run one or two years earlier. The headline was:

I considered that the best advice I could offer 
those companies at the time, and it’s exactly 
the same fundamental shift of mindset I would 
recommend today. If you’re not already thinking 
intensely from the customer backward – and 
designing solutions based on current needs, 
frustrations and pain points due to the crisis –

Designing solutions from 
the customer backward 
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The company partnered with celebrity chef Jamie Oliver to launch 
an initiative called ‘Feed your Family for a Fiver’, offering complete 
meal kits for just £5 or less. Another was Hyundai, the Korean car 
maker. In the USA, the company ran an ad campaign promising 
that if customers bought one of their new cars and then lost their 
employment, they could simply return the vehicle, with no strings 
attached. 

This played directly to the biggest pain point of the time – financial 
insecurity. Within a short time, Hyundai was the only car company in 
America making any money, and the brand doubled its market share.

Designing solution from 
customer backward

A couple of cases of excellent 
innovation strategy I used during that 
speech in 2008 are just as relevant for 
the ‘Virus Economy’ of 2020. One was 
Sainsbury’s, the UK supermarket chain. 
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His company has responded very responsibly to new customer 
needs by launching temporary pop-up shops to serve hospitals, 
contacting 168,000 vulnerable people (living alone without friends 
or family on hand) to help them procure provisions, putting a stop to 
panic buying (mostly by affluent customers) to protect people with 
less money to spare, enforcing strict social distancing measures, 
changing its opening hours, introducing screens for checkout staff, 
and implementing a one-in-one-out policy and a one-way system 
round the aisles.

One of Tesco’s very valuable assets is its online grocery service – 
the biggest in Europe – which is now working at maximum capacity 
to deliver food to people’s homes. Other supermarket chains, 
including Walmart, Kroger, Whole Foods, and Carrefour, have also 
now introduced or ramped up grocery pickup and delivery services 
to serve customers’ new needs.

Designing solution from 
customer backward

In recent weeks, the UK’s big supermarket chains have once 
again stepped up to help feed the country during a crisis. 
Tesco’s CEO Dave Lewis says

““We have changed more in the last three or four weeks than in the 
whole of the last decade.
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Meanwhile, even upscale restaurants, as I mentioned earlier, have had to shift from 
selling what they have (the eat-out dining experience) to selling what their customers 
now need (prepared meals and groceries for cooking at home).

Earls Kitchen and Bar, a family-owned premium casual dining chain 
in Canada and the US, closed all its restaurant locations in response 
to the crisis but opened up a grocery delivery and pick up service 
instead. Earls offers fully prepared meals, DIY packages for home 
cooking, as well as grocery collections like the Produce Pack (fresh 
fruits and vegetables) and the Pantry Pack (with kitchen essentials 
like olive oil and dried pasta).

Other kinds of firms are also adjusting their offerings to reflect 
current needs. Audible is an Amazon company that sells spoken audio 
entertainment, information, and educational programming such as 
digital audiobooks, radio programs, and audio versions of magazines 
and newspapers. 

Knowing that parents are challenged to keep their children entertained 
at a time when they can’t take them to the cinema or the park, the 
company has launched Audible stories, offering over 200 children’s 
stories for free – a great alternative to leaving the kids in front of the 
television for hours on end!

For industries like banking, the pandemic has simply accelerated 
the shift toward a digital business model. South Africa’s Nedbank, 
for example, is rapidly rolling out its digital strategy across Africa, 
understanding that digital access to banking services is a must when 
customer’s face a health risk visiting a branch. This strategy is going to 
define the bank’s future, far beyond the crisis, as it expects at least 75% 
of its business to be conducted via digital channels in the coming years.
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NOW: What do customers need right now in the midst of the crisis?

NEXT: What will they need as soon as this crisis is over? For example, will 
people who have been stuck in their homes for a couple of months rush to go 
out again with relief when they are finally allowed back in public? Will they have 
very different attitudes towards particular things? Will they be more health- and 
hygiene-conscious, at least temporarily? Or will things just spring back to normal?

BEYOND: How might customer expectations and behaviors be permanently 
impacted by the crisis over the longer term?

This is a very important point. 
Like our work with the trend lens, 
as outlined above, the fourth lens 
of innovation – Understanding 
Needs – is not static by any means. 

Customers’ needs and wants 
dynamically change, evolve 
and sometimes shift quite 
dramatically over time. 

We must therefore have three 
specific time frames (or lens 
focus settings) in mind: 

01

02

03

Designing solution from 
customer backward
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If people are feeling acute fear of human contact today, 
we tend to assume that in future they will be equally fearful. 
But that might not be so. In fact, people might quite naturally 
yearn for human contact again as soon as it becomes possible. 
If people in Western societies feel the very real need to wear a 
facemask today, will they still be so inclined – like Asian cultures – 
to use hygienic facemasks in future? Only time will tell.

Usually, we leave it to our marketing departments to try to get 
insights into current and future customer needs. But an expert 
on marketing tools and techniques may not necessarily be an 
expert on human behaviour. I believe that what our marketing 
and strategy departments require today is more help from 
professional psychologists as we try to predict the possible 
evolution of customer needs.

It’s tempting to try to anticipate future 
customer needs and behaviors by 
looking through the lens of NOW. 

Designing solution from 
customer backward
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Some general views have already been postulated. We know for certain that 
the pandemic has produced a sense of fear, risk and uncertainty across entire 
populations. Many have lost loved ones.

Others have lost their employment or their retirement money or 
their business. How will today’s negative emotions impact future 
behaviour? Will people tend to be more risk-averse tomorrow? More 
afraid of losing what they have? Less inclined to spend money and 
more inclined to save? More health and hygiene conscious? Less 
trusting? More comfortable with the familiar and less with the new or 
unknown? Less likely to start a new business? Less inclined to travel? 
More fearful of the future? More nostalgic for the past? 

These should be the kinds of questions that frame our innovation 
thinking as we try to anticipate changes to customer habits, 
attitudes and behaviors. We have seen massive changes over the 
last few weeks, but how many of them will stick once the crisis is 
over? On the longer term, do we envisage a world where those of 
us who can work effectively from home do so most of the time? 

Where companies no longer need huge offices? Where most people 
don’t need to commute to work? Where less people want to live in 
or near big cities? Where municipalities need less public transport? 
Where people are more interested in e-sports and virtual events and 
streaming media than they are in visiting sports arenas, theatres, and 
cinemas? Where most of their shopping is done conveniently from 
home or via the phone rather than in physical stores and shopping 
malls? Where many kinds of entertainment and education – and 
perhaps even vacations – become VR experiences?  
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→ What urgent customer needs and pain points 
do we have to recognize right NOW in view of 
the current crisis?

→ How might customer habits and behaviors be 
impacted over the mid-term (NEXT) and long-
term (BEYOND)?

→ How might we start to address these needs 
with radical new solutions designed from the 
customer backwards?

Ask yourself: 

Designing solution from 
customer backward
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I look forward to seeing you at of one of our next 
Innovation War Room sessions, where you can 
join us to discuss critical issues like these and to 
work with the 4 Lenses of Innovation in a ‘virtual 
setting – and of course ‘live and in-person’ at one 
of our next TLN Masterclasses once we can all 
travel and meet again in a physical location!

Join us at your 
next opportunity

https://theleadershipnetwork.com/masterclasses



