
WADE
& C O MPA NY

Scenarios: 
A Different Way to Think 
about the Future

Woody Wade
Executives International

19 September 2012

Presenter
My job is to remind you of the immortal words of Hollywood movie mogul Samuel Goldwyn, who said “Predictions are always difficult… (especially about the future.)”



“Everybody 

has a plan… 

…till they get 

punched in the face.”

- Mike Tyson



Stupid?

I never think 
about the future; 

it will be here 
soon enough.

Just a bad CEOX
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Presenter
Can you imagine a CEO saying something like this?  Scientists live in the present; businesspeople have to live in the future – their entire focus is on maximizing future value.  These are not predictions!  Making predictions is fraught with peril.  For example….



Last year
This year

A few years 
from now
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Scenario Planning
to the rescue!
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So how does it work?
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Process
1. Identify driving forces

2. Most critical uncertainties

3. Scenario cross

4. Describing these 4 worlds





Relevant
Indirect

Presenter
And it requires an understanding of your value drivers.  For example, for many players in the hotel business, one of the value drivers may be travel trends, and these trends may in turn be influenced by energy costs.



“ PEST ”
1. Political

2. Economic

3. Societal

4. Technological



1. Hotel investment
2. Role of mobile phones
3. Importance of revenue management
4. Distribution channels/OTAs
5. Consolidation of brands
6. Role of social media
7. Environmental/green/sustainability practices
8. Societal awareness of green practices
9. CSR
10. In-room IT
11. Value for money
12. Loyalty programs
13. Medical tourism
14. Customization/personalization
15. Data protection
16. Privacy
17. Hotel security
18. Visas/freedom to travel
19. Automation (e.g. check-in/reception)
20. European financial crisis: future of Euro?
21. Retirement age
22. Strategic partnerships in emerging markets
23. China investing abroad
24. Re-segmentation of market 
25. Demographic changes . ageing workforce
26. Middle-class growth from BRICs
27. Creating demand
28. Middle East instability
29. Geopolitical tensions
30. Fresh water availability

31. Expansion: emerging markets vs Europe
32. Urbanization
33. Discretionary income + leisure time
34. Type of travel: adventure, educational, etc
35. Price sensitivity
36. Gen Y needs
37. Importance of boutique hotels
38. Importance of Trip Advisor etc.
39. Groupon + social buying sites
40. CRM
41. Meetings & incentives
42. Travel regulations
43. Increased globalization
44. Unemployment
45. Energy prices
46. Changing preferences
47. Health & fitness
48. Alcohol licensing
49. Trend toward low-cost airlines
50. Climate change
51. Travel becoming activity & experience based
52. Rising costs of food, labor, energy,,,
53. Self-service
54. Theme hotels
55. Robotics
56. Linguistic requirements for staff
57. Role of women in management
58. More education
59. Work-life balance
60. Increasingly young board members

Some driving forces for the global hotel industry
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2. Most critical uncertainties
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Secondary 
elements

Predetermined 
elements

Critical 
uncertainties



1. Hotel investment
2. Role of mobile phones
3. Importance of revenue management
4. Distribution channels/OTAs
5. Consolidation of brands
6. Role of social media
7. Environmental/green/sustainability practices
8. Societal awareness of green practices
9. CSR
10. In-room IT
11. Value for money
12. Loyalty programs
13. Medical tourism
14. Customization/personalization
15. Data protection
16. Privacy
17. Hotel security
18. Visas/freedom to travel
19. Automation (e.g. check-in/reception)
20. European financial crisis: future of Euro?
21. Retirement age
22. Strategic partnerships in emerging markets
23. China investing abroad
24. Re-segmentation of market 
25. Demographic changes . ageing workforce
26. Middle-class growth from BRICs
27. Creating demand
28. Middle East instability
29. Geopolitical tensions
30. Fresh water availability

31. Expansion: emerging markets vs Europe
32. Urbanization
33. Discretionary income + leisure time
34. Type of travel: adventure, educational, etc
35. Price sensitivity
36. Gen Y needs
37. Importance of boutique hotels
38. Importance of Trip Advisor etc.
39. Groupon + social buying sites
40. CRM
41. Meetings & incentives
42. Travel regulations
43. Increased globalization
44. Unemployment
45. Energy prices
46. Changing preferences
47. Health & fitness
48. Alcohol licensing
49. Trend toward low-cost airlines
50. Climate change
51. Travel becoming activity & experience based
52. Rising costs of food, labor, energy,,,
53. Self-service
54. Theme hotels
55. Robotics
56. Linguistic requirements for staff
57. Role of women in management
58. More education
59. Work-life balance
60. Increasingly young board members

Driving forces for the global hotel industry



Process
1. Identify driving forces

2. Most critical uncertainties

3. Scenario cross: “either… or”

4. Describing these 4 worlds
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Talent 

aplenty

Talent 

scarce

China strong

1

3

2

4
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China weak

Scenario

Scenario

Scenario

Scenario



Talent 

aplenty

Talent 

scarce

• Customer profile?

•Market opportunities?

• Pricing strategy?

• Key competitors?

• Recruitment challenges?

•Manufacturing costs?

• Factor 1

• Factor 2

• Factor 3

• Factor 4

• Factor 5

• Factor 6

• Factor 1

• Factor 2

• Factor 3

• Factor 4

• Factor 5

• Factor 6

• Factor 1

• Factor 2

• Factor 3

• Factor 4

• Factor 5

• Factor 6
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China strong

China weak



Talent 

aplenty

Talent 

scarce
WE WILL NEED TO:

1.

2.

3.
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1 in every garage



Choice!

Presenter
Choice is vital



WADE
& C O MPA NY

Individualism

Presenter
People want to feel individual – be appreciated for it.  As my dad told me, remember son, you are a completely unique individual… just like everybody else.



Your customers

Green 
initiatives

Tech-savvy
Sustainability

Fair trade

X



The 2 biggest world-shapers 
in the next decade

1.  Demographics

2.  China



Where have all the babies gone?
F e r t i l i t y  r a t e s

Country 1960

F 2.73
GB 2.70
D 2.49
I 2.40
E 2.90
CH 2.34
NL 3.12
Iran 7.0



Where have all the babies gone?
Fertility rate,  i.e. babies born per woman  

Country 1960 2010

F 2.73 1.97
GB 2.70 1.92
D 2.49 1.42
I 2.40 1.32
E 2.90 1.47
CH 2.34 1.46
NL 3.12 1.66
Iran 7.0 1.7



Italy (fertility = 1.32)

Today          100          (50 m / 50 f)

Next              66          (33 m / 33 f)

Next              44          (22 m / 22 f)

Last ?            29           (14 m / 15 f)



Presenter
At the same time that we have stopped having babies, we are also living longer than ever before.There are almost 60 countries in the world where life expectancy for a girl born today is more than 80 years.  Some experts think that in the developed world, half thze pipulation will live to the age of 100.





Old, yes.
But like this?

Presenter
Jay Leno said….
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Get-rich tip



Or this?

Presenter
It seems we’re living longer and healthier.  That’s good!



Everyone wants 
some excitement

Presenter
Everyone wants a thrill, no matter how old or incapacitated you may be.



Congratulations, Grandma!
You’ve been receiving
pension payments for 25 years!

(10 more 
to go!)



But can we afford it?



Where have all the babies gone?
F e r t i l i t y  r a t e s

Country 1960 2010

F 2.73 1.97
GB 2.70 1.92
D 2.49 1.42
I 2.40 1.32
E 2.90 1.47
CH 2.34 1.46
NL 3.12 1.66
Iran 7.0 1.7



Hooray for immigration!





Imagine you’re 30 years old…



Not exactly the land 
of opportunity, is it?

Schools & services

Unemployment
Personal security
Business environment

High taxes
Labor unrest

Political instability

Degraded currency





War for talent



You’ll be fighting over these guys

$ 135,000 p.a.

£ 139,000 p.a.
£ 117,000 p.a.EUR 128,000 p.a.

CHF 147,500 p.a.

€ 144,000 p.a.



Not enough 19 year-olds!



The pope can manage without you

Presenter
You aim redeploy all the talent that is at your disposal, even the talent that is currently being used elsewhere.



You’ll love 
the snow, 

lads

Presenter
You recruit in new markets



Swiss precision

Presenter
Strategic alliance



We still have the 
“can-do” spirit!

Presenter
You turn to older, more experienced recruits 



They seem 
perfectly capable 
to me

Presenter
Why would you limit yourself to only half the population?  Why not extend the requirement to the other 50%?



Merde!

Presenter
You change the rules, and double the length of time soldiers have to serve.  



The war for talent

ߛ Win it: Offer more attractive package 
than your competition

ߛ Choose a different battleground: 
Seek talent in new places

ߛ Strategic retreat: Recruit and train 
talent overlooked by the others

Or… lose the war 



The big grab



1 billion Coke drinkers!X



We’re off to the big city…



…so wish us luck























Let’s 
make 
a deal





INVOICE

Description Charge in €

Accommodation (1 night)                    220.00

Room service                                            34.50

Electricity                                              15.00

TOTAL 269.50

Adieu, cheap flights?



Empty soon?





Losing my appetite

+150%



Blame China



One-child policy 



It worked!



Missing



12 mn
12 mn

7 mn
5 mn

Surplus males



36 million boys too many



Social unrest?

Gangs & criminality?

Emigration?
Import brides?

Gay marriage?
Competition for wives!



Competition for wives!

Status



Impress her!



Go on, impress her!



Really impress her!



Or try not to think 
about it too much



Cherchez 
la femme



We’re off to grab 
some wives



The reason we need 
to think about 

the future



“You know what's weird? 

Day by day, nothing seems to change.

But pretty soon, everything's different.”



Thanks!

www.11changes.com
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