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AAR. See After-action review (AAR)
Adaptive enterprise, application of

strategic learning to create

alignment, 41, 43, 109-133 (See also
Alignment for detailed
treatment)

complexity theory, 39

execution, 41, 43, 171-179 (S~ wiso
Execution for detailed
treatment)

Five Forces model, 37

focus, 4041, 43, 21-107
(See also Fecus for detailed
treatment)

insight, 40

key steps, 33-45

killer competencies, 40-41

leadership message, 157-170

learning, 43, 47-80 (See also
Learning for detailed treatment)

learning organizations, 39-40

natural selection, 37-38

new mission of strategy, 40

ongoing adaptation, 36

practice, deliberate, 43-45

renewal, cycle of, 41

resistance v change, overcoming,
13:-155 (See also Resistance to
charge, overcoming for detailed
vreatment)

cetention, 38

robust method, 34-35

selection, 38

strategic learning cycle, 41-42

thought processes, 35-37

variation, 38

Adler, Deborah, 57-59

After-action review (AAR), 177-179
Airbus, 8-10, 67

Air France, 9

Airline industry. See also specific

airline
competitive advantage, 19-20

Alignment, 41, 43, 109-133
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business ecosystem, 119-125

business ecosystem and skills,
124-125

gap, closing, 113-119

golden rules for successful
execution, 112-113

implementation, keys to successful,
113
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Alignment (continued )
key priorities, 114
leadership, 110-111

MTI (managing things in isolation),

119
organizational culture, business
ecosystem, 124
organizational culture, changing,
125-131
R&D, 122-123
self, application of strategic
learning to, 208
and successful execution,
112-113
values trap, avoiding, 131-133
ALPO, 169
Analyzing Customer Needs, 51
Apartheid, 154-155, 204-205
Aristotle, 43, 171
Arithmetic of business, 92
Army, U.S. See United States Army
Army War College, 162-163
Arthur Andersen, 55
Atomic bomb, 75-76, 84-85
Auschwitz, 205-206

Bannister, Roger, 114
Bechtel, 179
Beers, Charlotte, 145
Behavior
business ecosystem, 124-125
and leadership message, 161
Benchmarks, performance trends,
94-95
Big Four accounting firms, 54-56
Big Three (Detroit), 133
Binary thinking, 62
Bobbitt, Philip, 84
Boeing, 8-10, 67
Boston Consulting Group, 71
Bottom lines, 93-95
British Airways, 9
British Petroleum, 179

INDEX

Broader environment, guiding
questions, 68-69
Brown, Tim, 177
Buffett, Warren, 21
Business ecosystem, 119-125
adjustments, 123-124
and attitudes, 124-125
and behaviors, 124-125
competency model, 124
culture, 124
efficiency versus innovation
organization, 122
measures and rewards, 123
people, 124
R&D, 122-123
and skills, 124-125
structure ard process, 123-124
Business Weer, 191

CAL:. See Center for Army Lessons
Iearned (CALL)

Cainus, Albert, 3, 201

Cantalupo, James, 144

Cash flow, 93-95

Cathedral building example,
leadership message, 161-162

Cemex, 20

Center for Army Lessons Learned
(CALL), 178

Change, 214

resistance to (See Resistance to

change, overcoming)

Change by Design (Brown), 177

Changing Minds: The Art and
Science of Changing Our Own
and Other People’s Minds
(Gardner), 141

China Mobile, 69

Choice-making, 8-12

Choices, 213

Citrus Hill, 64-65

Clarity, 213-214

Clarke, Boyd, 201
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Clear Rx, 57-59 Core values, 132
Clinton, Bill, 155 Costs, value and, 23
Cloninger, Kathy, 99-102, 127, 143, elastic band analogy, 19
170 Courage, 214-215
Coca-Cola, 68, 86, 133 Covey, Stephen, 4
Columbia Business School, 27-28, Crisis, leading through, 183-193

162, 167
Executive education program, 89
Executive MBA program, 195
lifeline exercise, 202-206
Columbia University, 77
Global Leader Forum, 190
“Command and control,” 212

human dimension, 191-193

learning way out of, 186-188

opportunities, seizing during crisis,
190-191

readiness, building, 188-190

speed learning, 187

unexpected, dealing with, 184-186

Commander’s intent concept, Crossland, Ron, 201
162-163 Cuban missile crisis; 76-76
Commitment versus consensus, Culture. See Organzational culture
148-149 Customers
Communication, clarity, 213-214 guiding cuessions, 51
Compassion, 215 hierar: hy of needs, 55

Competencies naderstanding, 56-59
business ecosystem, competency
model, 124 Sarwin, Charles, 33, 37, 38

killer competencies, 40-41
Competitive advantage, defining,

de Geus, Arie, 39
Deficiency needs, 54

15-29 Deliberate practice, 43—45
achieving competitive advancage, Deloitte, 54, 56

17 Deming, W. Edwards, 42-43, 96
elastic band analcgy, 18-21 Disaggregation, 72

gap, 16-18 map, 71
“showdown’ n.cetings, 27-29 Diversity and situation analysis, 49
value and costs, 19, 23 Documentation of strategy, 159-160
Winning Proposition of Doing/excelling gap, closing, 14
organization, 15, 24-29, 42 Dreamliner, 9
Competitors Drucker, Peter, 37, 47, 48, 104
analyzing, 63-66 Durant, Will, 15
guiding questions, 63-66
Complexity, 34, 39
Concorde, 9
Confucius, 215

EBIT, 95

Efficiency versus innovation
organization, 122

Confusion, 34 80/20 rule, 96-97, 114

Consensus, commitment versus, Einstein, Albert, 106-107, 205
148-149 Elastic band analogy, competitive

Consumer Health Group, 135-136 advantage, 18-21
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Enrico, Roger, 83
Enron scandal, 55, 139
Ericsson (company), 56, 58, 123
Ericsson, K. Anders, 44
E. Snell & Co., 72
Essence of strategy, 12
Execution, 41, 43, 171-179
after-action review (AAR), 177-179
experiential learning, 177-179
experimentation, learning through,
172-175
mistakes, learning from, 176-177
others, learning from, 175-176
self, application of strategic
learning to, 208
Experiential learning, 177-179
Experimentation, learning through,
172-175
ExxonMobil, 139
Leadership Framework, 189-190
Safety Protocol, 34, 107

Faulkner, William, 195

gearbox parable, 97-98

geranium story, 103-106

Girl Scouts of the USA (GSUSA),
99-102, 127, 143

key priorities, 82, 83, 95-99

Parmenides Fallacy, 83-87, 105

performance trends, 94-95

profits, delivering superior, 90-93

return on assets (ROA), 93-95

return on equity (ROE), 95

return on invested capital (ROIC),
95

return on sales (ROS), 93-95

self, application of strategic
learning to, 208

strategic choic®s, 61-83

subtracting and‘multiplying, 106-107

unequal.aist 1oution principle, 96-97

Value roposition versus Winning
Creposition, 87-89

wision, 90

‘Winning Proposition, 82, 93-95

The Fog of War (documentary), 75

Fayol, Henri, 36-37

Federal Home Loan Bank (FHLB) of
Atlanta, 184-187

Feeling and leadership 1message, 160

FHLB. See Federal Home Loan Bank

Ford, Henry, 53

Fortune 1000 companies, 4-5
Fortune Top 20, 139
Four-minute mile, 113-114
Frankl, Viktor, 205-206

(FHLB) of Atlantx Fujimoto, Takahiro, 174-175
Five Cs, 213-21%
Five Forces model, 37 Gap
Five Minds for the future (Gardner), closing, through alignment, 113-119
160 competitive advantage, defining,
“Five Ps,” 145 16-18

Florida State University, 44

Focus, 4041, 43, 81-107
arithmetic of business, 92
bottom lines, 93-95
cash flow, 93-95
competitive focus, 82
deciding what not to do, 103-107
EBIT, 95
80/20 rule, 96-97

defining, 115

doing/excelling gap, closing, 14
Gardner, Howard, 141, 160
GE. See General Electric
Gearbox parable, 97-98
General Electric, 139

AAR, 179

England factory, 20

values, 130, 132
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General Motors
decline of, 21-24, 26, 126, 139, 143
and energy-efficient cars, 76
Geranium story, 103-106
Gerstner, Lou, 126-128, 131
Gibson, William, 53
Girl Scouts of the USA (GSUSA), 99—
102, 127, 143
in immigrant communities, 164-165
key priorities, 116-119
leadership message, 170
organizational culture, 128
strategic priorities, 102
Winning Proposition, 100, 102
Gladwell, Malcolm, 99
Globalization, 175
Global Leader Forum, 190
GM. See General Motors
Golden rules for successful execution,
112-113, 136
Golfers, 44
Good Housekeeping Institute, 58
Google, 26
Great Depression, 190
Greene, Brian, 77
Greer, Kyle, 136, 137
Grove, Andy, 85-86
GSUSA. See Girl Sceuts of the USA
(GSUSA)
Guiding questions
broader environment, 68—69
competitors, 63—66
customers, 51-59
industry dynamics, 66—68
own realities, facing, 69-73
situation analysis, 49-56, 50-56
stakeholders, 59-63

Hallmark Cards, Inc., 26
Hamel, Gary, 183

Harvard Business Review, 175
Healthcare industry, 60-61
Henry Schein, Inc., 123

229

Hewlett-Packard, 141

Hierarchy of needs, 53-55

Hiroshima, 84-85

Hitachi, 20

Hitler, Adolph, 203

Honda, 22-23

Honesty, 192

The how, 166

The how much, 167

Human dimension in crisis,
191-193

Huston, Larry, 175-176

IBM, 86, 123, 126-128 (101
IDEO, 34, 177
Immigrant comrawiities
Girl Scouts of the USA (GSUSA),
164-155
Implerae~tation
aisnment, 113
ctrategic learning process,
illustration, 217
Industry dynamics, 6668
Information and insight, differences,
73
Insight, 40, 75-78
and information, differences, 73
synthesis, 76-78
Institute for Safe Medicine Practices,
58
Institute for the Future, 26
Instrumental values, 132
Integrating leadership and strategy
becoming integrated leader, 195-209
crisis, leading through, 183-193
Intel, 85-86
International oil companies (I0Cs), 60
Internet, 69, 175
Interpersonal leadership, 198-199
Intrapersonal leadership, 196-198
IOCs. See International oil companies
(I0Cs)
Ionesco, Eugene, 51
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Japanese companies, 84-86

Jobs, Steve, 166

Jomini, Antoine, 8

Jones, Bobby, 201

Julius Caesar (Shakespeare), 164
Juran, Joseph, 96

Key priorities, 95-99
alignment, 114
80/20 rule, 114
focus, 82, 83
Girl Scouts of the USA (GSUSA),
101-102, 116-119
leadership message, 164
Killer competencies, 40-41
Koch, Richard, 96

Landy, John, 114-115
Leadership. See also Leadership

message

and alignment, 110-111

becoming integrated leader, 195—
209

and change, 111

and courage, 214-215

and crisis (See Crisis, leading
through)

defined, 160-161

domains of, 19¢-192

focus, 82, 208

interpersonal leadership, 198-199

intrapersonal leadership, 196-198

leadership credo, articulating,
199-200

and learning, 207-208

lifeline exercise, 202-206

lifeline exercise, learning from
example of others, 205-206

organization, leading, 198

self, application of strategic
learning to, 206-209, 208

self-knowledge, quest for, 201-202

and strategic learning cycle, 82

and strategic learning cycle,
situation analysis, 48
and strategy, illustrated, 197

Leadership and strategic learning

cycle
adaptive enterprise, 42
alignment, 110
execution, 172
leadership message, 158
resistance to change, 137
self, application of strategic
learning to, 207

Leadership message, 157-170

behavior, 161

cathedral building c:zample,
161-162

commander s intent, 162—-163

definiticon ot leadership, 160-161

develoring 165-167

docizmentation of strategy, 159-160

2ad employees’ questions, 165

feeling, 160

the how, 166

the how much, 167

key priorities, 164

and repetition, 169-170

and storytelling, 167-169

thinking, 160

the what, 166

the why, 166, 214

The Leader’s Voice (Clarke and

Crossland), 201

Lean Enterprise Institute, 22
Learning, 43, 47-80

Analyzing Customer Needs, 51
broader environment, 68—-69
competitors, analyzing, 63—-66
crisis, learning way out of, 186-188
customer hierarchy of needs, 55
deficiency needs, 54

and diversity, 49

guiding questions, 50-56

hierarchy of needs, 53-55
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importance of learning, 211
industry dynamics, 66—68
insight, 73, 75-78, 76-78
and leadership, 42, 48, 82
process, 50
pulling together, 73-74
realities, facing, 69-73
reinvesting learning, 107
self, application of strategic
learning to, 207-208
“sense and respond” imperative,
48-49
situation analysis, 48-56
society as ultimate stakeholder,
61-63
and stakeholders, 59-63, 61-63
successful, 78-80
understanding customers, 56-59
Learning organizations, 39-40
Lego, 26
Lifeline exercise, 202-206
example of others, learning from,
205-206
The Living Company (de Geus), 28

Mandela, Nelson, 154-155

Man'’s Search for Mearing Frankl),
205-206

Martin, Andrew, 145

Maslow, Abranamn:, 53-55

McDonald’s, 144-146

McKinsey, 48

McNamara, Robert, 75

Mistakes, learning from, 176-177

Moynihan, Daniel Patrick, 188

MTI (managing things in isolation),
119

Murphy, Julie, 116-119

Museum of Modern Art, 58

National oil companies (NOCs), 60
National Training Center, 178
Natural selection, 37-38

Index 231

New York Times, 145

NGOs, 62

Nietzsche, Friedrich, 157, 163, 214

Nike, 86

NOCs. See National oil companies
(NOCs)

NSA. See U.S. National Security
Agency (NSA)

NUMM]I, 133

Ogilvy and Mather, 146
Oil industry, 60
Ongoing adaptation, 36
Only the Paranoid Sireive (Grove),
85
Opportunities, s=izuig during crisis,
190-191
Organization:l capabilities, 37
Organiz=‘ional culture
aisnment, 124-131
husiness ecosystem, 124
changing, 125-131
culture-building, 126
high-performance culture, defined,
129-131
measuring, 128-129
Organization, leading, 198
Others, learning from, 175-176
execution, 175-176
lifeline exercise, 205-206
Own realities, facing, 69-73

Pareto, Vilfredo, 96, 114

Parmenides Fallacy, 83-87, 105, 142

Participation, maximizing, 146-149

commitment versus consensus,

148-149

PepsiCo, 68, 83, 133

Performance trends, 94-95

PGA Tour, 44

Planning, difference from strategy,
12-14, 34

“Plan to Win” (McDonald’s), 145
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Platt, Lew, 141

Porter, Michael, 37

Portfolio Probability Map, 71

Practice, deliberate, 4345

Prescription drugs, 57-59

Proctor & Gamble, 64-65, 139, 175
experimentation, Tide Basic, 173

Proust, Marcel, 47

Questions, guiding. See Guiding
questions

R&D, 104, 122-123, 175-176
Readiness in crisis, building, 188-190
Renewal, cycle of, 41
Repetition, 169-170
Resistance to change, overcoming,
135-155
commitment versus consensus,
148-149
dealing directly with resisters,
150-154
example, setting, 154-155
growth and discovery, 139
incrementalism, focus on, 142
inward-looking organizations, 141
maturity, 139-140
mental models, frozen. 140-141
participation, ma.riiizing, 146-149
and politics, 141
risk-aversive organizations, 142
second curve, launching, 142-146,
143
short-term wins, generating, 149—
150
sigmoid curve, 138-139, 143
sources of resistance, dealing with,
137-138
and success, 139-142
Retention, 38
Return on assets (ROA), 93-95
Return on equity (ROE), 95
Return on invested capital (ROIC), 95

INDEX

Return on sales (ROS), 93-95

Right Management Consultants, 4

ROA. See Return on assets (ROA)

Robust method of strategy creation,
34-35

ROE. See Return on equity (ROE)

ROIC. See Return on invested capital
(ROIC)

ROS. See Return on sales (ROS)

Sakkab, Nabil, 175
SAP, 18
Shechtman, Steve, 64—65
Seagram USA, 150-153
Second curve, launcicng, 142-146
Selection, 38
Self-knowledge, quest for, 201-202
Seneca, 81
“Sense ar-! respond” imperative,
G
Shakespeare, William, 164
Srell Oil, 39
Short-term wins, generating, 149-150
“Showdown” meetings, 27-29
Sigmoid curve, 138-139
second curve, launching, 143
Singapore Airlines, 19-20, 20
Situation analysis, 48-56
customer hierarchy of needs, 55
deficiency needs, 54
and diversity, 49
and Girls Scouts of the USA,
99-100
guiding questions, 49-56, 50-56
hierarchy of needs, 53-55
process, 50
pulling together, 73-74
successful, 78-80
Skinner, James, 144, 145
Snead, Sam, 44
Social organizations, 138
Society as ultimate stakeholder, 61-63
Socrates, 51
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Software industry, evolution of, 52-53
South Africa
Apartheid, 154-155, 204-205
Southey, Robert, 89
Speed learning, 187
Stakeholders, 59-63
guiding questions, 59-63
society as ultimate stakeholder,
61-63
Storytelling and leadership message,
167-169
Strategic choices, 81-83
Strategic learning cycle, 41-42
Strategic Learning Model, 85
Strategic learning process,
illustration, 217
implementation, 218
Strategic planning, 34
Strategy, defined, 5-6, 14
Strategy, overview, 3—14
choice-making, 8-12
definition of strategy, 5-6, 14
doing/excelling gap, closing, 14
essence of strategy, 12
key questions, 6-8
planning, difference from stiategy,
12-14, 34
Subtracting and multinlying, 106-107
Success
and alignment, 112-113
situation analysis, 78-80
Sun Tzu, 49, 63
Synthesis, 76-78
Sysco, 88-89, 123
Szent-Gyorgyi, Albert, 76

Target, 58

Taylor, Frederick Winslow, 36-37
Telecommunications, 56

Tewari, Ash, 80, 170

Texas, University of, 84

Thatcher, Margaret, 148

Thinking and leadership message, 160

233

Thought processes, 35-37
Tokyo University, 174
Transparency, 62
Tropicana, 64, 67-68
Truman, Harry, 84-85
Truth and Reconciliation
Commission, 155
Twain, Mark, 70, 105, 135

Understanding customers, 56-59
Unequal distribution principle, 96-97
Unexpected, dealing with, 184-186
United States Army, 177-179
Center for Army Lessans Learned
(CALL), 178
U.S. National Securicy Agency (NSA),
75

Value ar:! costs, 23
eiastic band analogy, 19
Vale Proposition versus Winning
Proposition, 87-89
Values
core values, 132
instrumental values, 132
Values trap, avoiding, 131-133
Variation, 38
Virgin Atlantic, 19-20, 20
Vital Few, 96
VUCA (volatile, uncertain, complex
and ambiguous), 36
and change, 144
demands of, 211
and effective strategic leadership,
14
success in, 4

Wall Street Journal, 65
Wal-Mart
crisis, during, 190-191
supply chain management, 34
Watson, Tom, Jr., 191-192
Welch, Jack, 144
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The what, 166

Wheatley, Margaret, 202

White, Marco Pierre, 33-34, 97, 107,
215

Who Says Elephants Can’t Dance?
Inside IBM’s Historic

Turnaround (Gerstner), 126-127

The why, 166, 214
Windex, 25
Winning, importance of, 7
Winning Proposition
bottom lines, 93-95
defined, 87, 212
focus, 82, 87-93

INDEX

Girl Scouts of the USA (GSUSA),
100, 102
of organization, 15, 24-29, 42
and profits, delivering superior,
90-93
and storytelling, 169
Value Proposition versus Winning
Proposition, 87-89
Winthrop, Sterling, 135-136
Womack, James, 22
Woods, Tiger, 107
“The World as I See It” (Einstein),
205
World War II, 84-85, 205,.205-206



