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implementng «ction, 145,
147, 148; inhibitors of, 174
moving from choice to, 145,
147; moving from insight to,
16, 189-198; requirement for,
172,174

Alignment, 34, 55, 70-71, 72,
76, 138, 140, 187

Alter, Adam, 80

Alzheimer’s disease, 176

Amabile, Teresa M., 161-162,
166

Ambiguity, 1, 9, 20, 75, 78, 79,
80, 81, 109, 112, 123, 172,

Adaptation, constant, 7 174, 175, 186
Advertising agency role vs. American Morning (I'V show),
consultant role, dilemma 51

over, 56, 57, 63. See also
Dividio (pseudonym)

American Symphony Orchestra,
153

211



212 | Index

Anger, 26, 28, 148, 184

Anheuser-Busch, 59

Anxiety and depression, 175

Anxiety and fear, 10, 27, 100,
101, 102, 112, 113, 116, 118,
134, 135, 145, 149, 153, 157,
158, 159, 197

Appeasement, problem with,
149-150

Apple Computer, 9, 17-20,
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27,30, 39

Carnegie Mellon University
(CMU), 93, 114

Index | 213

Carter, Jimmy, 59

Categorical imperative, 78;
described, 80-82; successful
deviations from the, 82-84

Categorical innovation, 81
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business, 96-98, 99, 100,
114-119

Index | 225

South by Southwest (SXSW)
event, 194-195

Southwest Airlines, 70-71, 72,
73, 84, 180-181

Specialist role vs. lead agency
role, dilemma over, 56, 58,
64-67, 103-104, 105. See also
Dividio (pseudonym)

Standard & Poor’s 500 list,
average tenure on the, 6

Starbucks, 8, 9

Status quo, maintiining the:
assessing-iisk: of upsetting the
status'quo vs., 129-130;
ciexrly distinguishing the
Jiternative from, 135; direct
challenge to, 144; duty to
contravene, 192; and
expanding the business, 91;
having a core purpose vs.,
73-74

Stern School of Business,
80

Stevenson, Seth, 71

Stewart, Jon, 51

Strategic change, bit-by-bit
approach to, problem with,
133

Strategic Options
Questionnaire, 57

Strategic planning, traditional,

abandoning, 7



226 | Index

Strategic plans, ambivalence
masked in, 123

Strategy: default, silence
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