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    Every organization, from the 
smallest family business to the big-
gest global corporation, has its own 
unique culture. This culture refl ects 
the accumulated wisdom of the or-
ganization’s people over its entire 
history, and is central to its identity 
in the present — even though it is 
unavoidably rooted in lessons learnt 
in the past.

The challenge for today’s orga-
nizational leaders, then, is to de-
cide how much of the past should 
be preserved for the future. How 
should these principles be adapted 
to address the problems of the fu-
ture? How should they go about 
the delicate task of placing the obso-
lete practices of the past in the cor-
porate museum so that they don’t 
become obstacles holding back their 
best practices — and their best cus-
tomers?

Some leaders try to ignore the 
question entirely, and concentrate 
instead on expense ratios, analyst 
reports, discounted cash fl ows and 
their next acquisition. Bad idea. As 

Arthur F. Carmazzi

In Part I, we learned that social 
media is fi lling many of the emo-
tional gaps that used to be fi lled by 
organizations. 

Now, we go through the six steps 
a leader can take to evolve to a more 
practical leadership style in today’s 
connected society to a more orga-
nizational development-focused 
process.
1. While social networks provide 

a platform for personal growth 
through various groups, it is made 
up of the combined knowledge of 
people who may not be experts or 
just don’t have so much time to 
share. In this capacity, we look to 
our leaders to make us better. As 
a leader, do you give structured 
guidance and learning that will 
build your people to higher lev-
els of greatness? Are you using 
your people at their minimum 
capacity, or helping them evolve 
in their competence and ability? 
And while we’re at it, let’s look at 
“good” online marketers. These 
are the people who are constantly 
providing good, usable content 
to us at no cost (which takes lots 
of time); they enrich us with the 
hopes that out of reciprocity, we 
will indeed buy something they 
sell. So they help us to be bet-
ter because the fastest way to be 
trusted is still through aiding us 
with our achievements and com-
petence (or at least the perception 
that we will have it soon).

2. Social networks give a sense of 
security through instant access to 
people you know or believe you 
can get help from, yet offl ine fac-
tors of security and stability can-
not be simulated. As a leader, how 
secure do you make your people 
feel? Are you predictable enough 
so others aren’t left wondering 
how you are going to react? Are 
you making others feel like part of 
a greater purpose or do you make 
them feel incompetent?

3. Trust. And it really does go both 
ways. We need to trust our lead-
ers and in turn need to be trusted. 
There is a limit to how much trust 
can be generated through the 
online veil of a computer, but at 
work trust is a primary factor in 
leadership and now, more than 
ever, it must be cultivated in our 
organizations. Trust infl uences 
our self-worth, our passion and 
most importantly our commit-
ment. If we trust and feel trusted, 
we tend to be more excited and 
interested in our work, we extend 
ourselves to take more calculated 
risks and we are more committed 
to our job and the outcomes. As a 
leader, how well are you trusted? 
Why? Do you trust others to do 
their job? Or do you judge their 
process? Do you help others to 
feel valued and successful? Or do 
you criticize them for doing things 
differently than you would?

4. Supportive environments, the 
community at work: Do your 
people trust each other? Do they 
share their ideas and excitement? 
Do they help each other be better 
and more successful? Do they see 
their job as an important part of a 
greater purpose? Are they cooper-
ative and eager to help each other? 
Or are they out for themselves? If 
they are constantly blaming each 

former IBM chairman Lou Gerstner 
says, “Culture isn’t just one aspect 
of the game – it IS the game. In the 
end, an organization is no more than 
the collective capacity of its people 
to create value.” It can be easy for 
senior executives to focus so single-
mindedly on strategy that they for-
get that it’s people who implement 
plans, who create the organization’s 
technology, and who develop its 
markets. Without people, all you 
have is an idea. Wells Fargo CEO 
John Stumpf puts it well: “It’s about 
the culture. I could leave our strat-
egy on an airplane seat and have a 
competitor read it and it would not 

make any difference.”
One of the most powerful things 

that companies can do is to create a 
unique character or personality that 
is well-suited to the business envi-
ronment, and distinct from the com-
petition. But where do you start? Re-
search shows that an organization’s 
culture affects its business perfor-
mance in four main ways: through 
its sense of mission; through its level 
of adaptability; through the involve-
ment of its people; and through the 
consistency provided by the founda-
tion of beliefs and core values. 

These are the areas that most 
clearly impact business perfor-
mance, so this is where the journey 
must begin.

Mission. Successful organiza-
tions have a clear sense of purpose 
that allows them to defi ne their 
goals and strategies and to create a 
persuasive vision of their future. A 
clear mission provides purpose and 
meaning by defi ning a compelling 
social role and a set of goals for the 
organization. Leaders play a critical 

How is the culture in your company?

other, you as a leader may be cul-
tivating a “Blame Culture”. As a 
leader, how are you at building a 
community that supports your 
vision and the people in the orga-
nization? Do you cross train and 
develop them? Does your work 
environment support personal as-
pirations? Do you allow play and 
set structures for employees to 
help each other in their efforts? 
Are you an “untouchable” leader, 
or do your employees see you as a 
real human being they can relate 
to? As a leader, support both the 
maintenance of existing social ties 
and the formation of new connec-
tions, and most importantly, be 
real.

5. Structure — while we all have a 
need to succeed, we are not all 
endowed with the ability to direct 
our efforts in a clear, structured 
manner. When we visit Facebook 
(most of us), we interact with 
what is available, and while we 
may enter with a task in mind, 
we do not set out with a specifi c 
plan of interaction. We see what 
is there and act accordingly. Yet, 
most of us recognize the need 
for structure to achieve our goals 
... enter the leader. We seek this 
structure and clarity from our 
leaders. But in today’s society it’s 
not just the structure and clarity 
for work. The leaders that make 
the biggest impact are those who 
give us clarity for our future and 
show us what is possible for our 
greater lives. While career plan-
ning and succession planning are 
all part of the picture, it is a strong 
leader that will cultivate the group 
environment for people to see be-
yond what they are now! And see 
what they could become, and yes, 
provide a clear path and structure 
to achieve it, in and out of work. 

6. Guidance — all of us look to some-
thing higher to seek refuge from 
the unknown. While this has al-
ways been a leader’s role, we also 
do this in social networks. And 
so the benchmark has changed. 
Why? Because your people are 
less dependent and if there is the 
slightest distrust, you, the lead-
er, will lose out to Facebook or 
MySpace. Guidance has always 
been a platform for leaders to 
build trust. Now trust must be in 
hand before anything begins. But 
all is not lost. When a leader de-
velops the group, guides them to 
become successful in their tasks 
and teaches them to be more ef-
fective, the leader sets a track re-
cord for guidance. 
Rather than fi nish this article off 

with some profound words of wis-
dom, I would like to leave you with 
a question:

Who are the greatest infl uencers 
in your life? Did they show you how 
great they were, or assist you to be-
come greater? And ... (I know, so it’s 
three questions) how did you treat, 
trust and respect them? 

 The writer is founder of 
the Directive Communication 

Methodology and ranked as one of 
the Global Top 10 most infl uential 

leadership gurus by Gurus 
International. He specializes in 

psychological approaches to 
leadership and corporate culture 

transformation. 

PART 2

Today’s leadership 
and the impact of 
social media on 
leadership style

Dan Denison

role in defi ning mission, but a mis-
sion can only succeed if it is well un-
derstood top to bottom.

Adaptability. A strong sense 
of purpose and direction must be 
complemented by a high degree of 
fl exibility and responsiveness to 
the business environment. Adapt-
able organizations quickly translate 
the demands of the organizational 
environment into action. However, 
organizations with a strong sense of 
purpose and direction are often the 
least adaptive and the most diffi cult 
to change.

Involvement. Effective organi-
zations empower and engage their 
people, build their organization 
around teams, and develop human 
capability at all levels. Organization-
al members are highly committed to 
their work, and feel a strong sense of 
engagement and ownership. People 
at all levels feel that they have input 
into the decisions that affect their 
work and feel that their work is di-
rectly connected to the goals of the 
organization.

Consistency. Organizations are 
most effective when they are consis-
tent and well integrated. Behavior 
must be rooted in a set of core val-
ues, and people must be skilled at 
putting these values into action by 
reaching agreement while incorpo-
rating diverse points of view. 

Consistent organizations have 
highly committed employees, a dis-
tinct method of doing business, a 
tendency to promote from within, 
and clear behavioral guidelines. 
This type of consistency is a power-
ful source of stability and internal 
integration.

This model provides an effective 
and useful approach for considering 
and shaping organizational culture. 
However, as is often the case, it also 
contains tensions and contradic-
tions that executives must under-
stand and manage if they are to be 
successful.

Effective cultures always need to 
solve two problems at the same time: 
external adaptation and internal in-
tegration. This means that there is 

an underlying trade-off between 
stability and fl exibility, and between 
internal and external focus. In addi-
tion, there will be tension between 
internal consistency and external 
adaptability, as well as between mis-
sion and involvement.

For each of these dynamic con-
tradictions it is relatively easy to do 
thing one or the other, but very dif-
fi cult to do both. For example, orga-
nizations that are market-focused 
and aggressive in pursuing every 
opportunity often have a diffi cult 
time with internal integration, while 
those that are extremely well inte-
grated often have the hardest time 
focusing on the customer. Effective 
organizations fi nd a way to resolve 
these dynamics contradictions with-
out relying on a simple trade-off.

Dan Denison is professor of 
management and organization at 

IMD (www.imd.ch). He teaches on 
IMD’s  Orchestrating Winning 

Performance program.
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Metered taxis are available at 
all tourist areas in Bali. When you 
commence your journey make sure 
the meter is on. We recommend blue 
taxis… 

This tip in a travel brochure re-
fers to Blue Bird taxis. In New York, 
most people are familiar with the 
Yellow Cab taxi company, and here 
in Jakarta and other major Indo-
nesian cities, including Denpasar, 
people usually identify reliable taxis 
with the color blue. 

The reputation of Blue Bird as a 
reliable and trustworthy taxi com-
pany has indeed been tested by time. 
The blue color of its taxis has been 
the brand image of Blue Bird, which 
was established in 1972. Unsurpris-
ingly, a number of its competitors 
have tried to cash in on the compa-
ny’s reputation by painting their tax-
is the exact same color, while others 
use a similar color.

“It is the foreign tour-
ists who have better 
purchasing power, but 
they cannot become 
loyal customers 
because they come 
and go, 

   ”Business competition is natural 
and unavoidable, but what creates a 
sense of helplessness for Agus Sub-
roto, general manager of the Blue 
Bird Group for Bali and Lombok, is 
blatantly unhealthy competition. In 
Bali, where Blue Bird has been pres-
ent since the early 1990s, the com-
pany’s operation has been objected 
to by the Association of Bali Tour-
ism Services, which has been push-
ing for the revocation of Blue Bird’s 
operation permit. 

According to Agus, revoking the 
permit would be counterproductive 
to the tourist industry because Blue 
Bird has become a transportation 
icon in Bali not only among resi-
dents but also foreign tourists due 
to its reliable service. There is also 
no valid reason to take Blue Birds 
off Bali’s roads because according to 
Udayana University research, Bali, 
which has a population of 2.5 mil-
lion, needs 3,500 taxis. “Currently, 
no more than 2,450 taxis are avail-
able,” he said.

Agus, who was born in Jakarta 
in 1967, said that initially Blue Bird 
was “invited” by the Bali admin-
istration and a few public fi gures. 
That Bali has developed rapidly and 
its popularity as a tourist destina-
tion increases by the year also mean 
the island needs a professional taxi 
company.

Some time ago the Blue Bird 
Group realized the potential the is-
land offered in the transportation 
business, which is why it started 
operating there in 1994 through its 
subsidiary PT Praja Bali Transpor-
tasi. Starting with 80 taxis, the com-
pany now operates 750 cabs all over 
the island. Its taxi pools are in Jim-
baran and Sesetan. Besides metered 
taxis, the Blue Bird Group also rents 
out other vehicles. The Golden Bird 
division has limousines and cars, 
namely two Mercedes-Benz S-Class, 
three Mercedes-Benz ML 350, six 

Mercedes-Benz, 11 Toyota Camry, 17 
Toyota Alphard, 25 KIA Travello and 
more than 50 Toyota Innova, while 
the Big Bird division has seven Bravo 
buses.  

Agus said that although the com-
pany has been successful in Jakarta, 
it has not found it easy to conquer 
Bali. In Jakarta, the company has 
many loyal domestic customers, but 
in Bali it is diffi cult to depend solely 
on local residents. “It is the foreign 
tourists who have better purchasing 
power, but they cannot become loyal 
customers because they come and 
go,” he explained. 

Therefore, the Blue Bird Group 
in Bali collaborates with a number 
of star-rated hotels, leading travel 
agents and a few established com-
panies in Denpasar that require cars 
for their staff. This is similar to long-
term car rental.

Some of the hotels that cooperate 
with Blue Bird are The Aryaduta, 
Bali Hyatt, Bvlgari, Discovery Kar-
tika Plaza, Hard Rock and Banyan 
Tree. Other venues also use Blue 
Bird taxis, such as Musro Disco-
theque, Tiara Department Store, 
Seminyak Square and so forth. 

Its well-known brand and reputa-
tion indeed help a lot in marketing, 
and as the market leader, Blue Bird 
has positioned itself as a solid brand. 
Undeniably, other taxi operators 
see this as a serious threat to their 
business.

The Blue Bird logo is “Service 

full of greetings, smiles and friendli-
ness”. What is equally important is 
passengers’ trust in the drivers, who 
are known for their kindness and 
honesty. 

“If you leave anything behind, a 
laptop for example, you can be rest 
assured that you won’t lose it,” said 
Agus, who started working for Blue 
Bird in Jakarta in 1988. Two impor-
tant locations have been entrusted to 
him: Bali with 750 cabs and Lombok 
with 200 cabs plus 5,000 employees. 

The success of Blue Bird is also 
due to its sophisticated technology. 
Blue Bird, which was the fi rst Indo-
nesian taxi company to use meters 
and radio communication, fi rst in-
stalled GPS devices in its cabs fi ve 
years ago.

Besides tracking the position of 
the cars, GPS is also used to commu-
nicate with the Blue Bird Call Cen-
ter. Different from the conventional 
radio communication equipment 
used in other taxis, GPS technology 
makes it easy for the operator to lo-
cate each taxi, making the service 
faster for passengers ordering cabs 
by phone.

“Another plus point of the GPS is 
that passengers aren’t disturbed by 
the sound of the radio when orders 
come in for the driver,” he said.

Agus added that Blue Bird’s strat-
egy in adopting new technology was 
effective in attracting more custom-
ers and increasing brand awareness. 
It also created a perception that 

Blue Bird is the pioneer and market 
leader in the taxi business.

As the market leader it is not easy 
to maintain the reputation of the 
“Reliable transportation partner”. 
To maintain brand loyalty, Blue Bird 
applies quality control in all divi-
sions, from technical support to cus-
tomer service. 

“We created Blue Bird as a safe, 
comfortable, convenient transporta-
tion mode that is personalized,” said 
Agus, who studied at Moestopo Uni-
versity’s School of Social and Politi-
cal Sciences but did not graduate.

PROFILE 

Agus Subroto : Meets challenges of 
managing cab company in tourist area

JP/Burhanuddin Abe

BACKGROUND:

Name: Agus Subroto
Date/place of birth: Jakarta, Dec. 5, 1967
Status: Married

Education
1986: SMAN 29 state high school
Moestopo University, School of Social and 
Political Sciences (enrolled in 1986, did not 
graduate)

Experience 
2009-present: General manager for Bali and 
Lombok, Blue Bird Group.
1997-2009: General manager, 
Blue Bird Group.
1992-1997: Head of operations division, 
Blue Bird Group.
1990-1992: Head of operations sub-division, 
Blue Bird Group.
1988-1990: Operational staff, 
Blue Bird Group.
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