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It's no secret that we are living in the Digital Age. Technology companies make up seven of the world's ten largest firms
by market capitalization. And the key to their success is the key to all modern organizations. Jonathan Smart, business
agility practitioner, thought leader, and coach, reveals the patterns and antipatterns that will help organizations from
every industry deliver better value sooner, safer, and happier through high levels of engagement, inclusion, and
empowerment. Through his decades of experience in the technology world, Smart provides business leaders with a
blueprint for creating a world-class organization of the future. Through Agile and Lean ways of working, business leaders
can empower teams to improve production, grow together, and create better services for their customers. These better
ways of working have overflowed from the IT department to every corner of successful organizations, taking root in every
industry from aerospace to accounting, insurance to shipping. This book is not about software development. It is not a
book about the computer industry. This book is about applying agility across the entire organization. It's a book that will
put you at the front of change and ahead of the competition.
Are you just playing—or playing to win? Strategy is not complex. But it is hard. It’s hard because it forces people and
organizations to make specific choices about their future—something that doesn’t happen in most companies. Now two of
today’s best-known business thinkers get to the heart of strategy—explaining what it’s for, how to think about it, why you
need it, and how to get it done. And they use one of the most successful corporate turnarounds of the past century, which
they achieved together, to prove their point. A.G. Lafley, former CEO of Procter & Gamble, in close partnership with
strategic adviser Roger Martin, doubled P&G’s sales, quadrupled its profits, and increased its market value by more than
$100 billion in just ten years. Now, drawn from their years of experience at P&G and the Rotman School of Management,
where Martin is dean, this book shows how leaders in organizations of all sizes can guide everyday actions with larger
strategic goals built around the clear, essential elements that determine business success—where to play and how to win.
The result is a playbook for winning. Lafley and Martin have created a set of five essential strategic choices that, when
addressed in an integrated way, will move you ahead of your competitors. They are: • What is our winning aspiration? •
Where will we play? • How will we win? • What capabilities must we have in place to win? • What management systems
are required to support our choices? The stories of how P&G repeatedly won by applying this method to iconic brands
such as Olay, Bounty, Gillette, Swiffer, and Febreze clearly illustrate how deciding on a strategic approach—and then
making the right choices to support it—makes the difference between just playing the game and actually winning.
Why an organization's response to digital disruption should focus on people and processes and not necessarily on
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technology. Digital technologies are disrupting organizations of every size and shape, leaving managers scrambling to
find a technology fix that will help their organizations compete. This book offers managers and business leaders a guide
for surviving digital disruptions—but it is not a book about technology. It is about the organizational changes required to
harness the power of technology. The authors argue that digital disruption is primarily about people and that effective
digital transformation involves changes to organizational dynamics and how work gets done. A focus only on selecting
and implementing the right digital technologies is not likely to lead to success. The best way to respond to digital
disruption is by changing the company culture to be more agile, risk tolerant, and experimental. The authors draw on four
years of research, conducted in partnership with MIT Sloan Management Review and Deloitte, surveying more than
16,000 people and conducting interviews with managers at such companies as Walmart, Google, and Salesforce. They
introduce the concept of digital maturity—the ability to take advantage of opportunities offered by the new technology—and
address the specifics of digital transformation, including cultivating a digital environment, enabling intentional
collaboration, and fostering an experimental mindset. Every organization needs to understand its “digital DNA” in order
to stop “doing digital” and start “being digital.” Digital disruption won't end anytime soon; the average worker will
probably experience numerous waves of disruption during the course of a career. The insights offered by The
Technology Fallacy will hold true through them all. A book in the Management on the Cutting Edge series, published in
cooperation with MIT Sloan Management Review.
With the acceptance of CSR and Sustainability as important business performance indicators, it is timely now to assess
the impact that leadership has on the development of these processes. CSR, Sustainability, and Leadership seeks to
explore the integration of these three elements through an examination of concerns and trends in contemporary
organisations. The authors discuss empirical and theoretical studies which focus on processes and practices which
inform the field. Organisations wish not only to participate in responsible behaviour, but also actively lead within their
local environments. However, businesses are failing in their execution of CSR because of ineffective leadership.
Business leaders are central to an organisation’s purpose in the world and this book will inform a robust discussion
about social issues which are pressing to scholars, policymakers, not-for-profit organisations and students.
Two leading experts on "strategic conversation design" present creative methods for enabling teams to address issues
while minimizing resource-depleting workshops and meetings, providing diagnostic questions, best practices, and advice.
"AI will enable breakthrough advances in areas like healthcare, agriculture, education and transportation. It's already
happening in impressive ways. But as we've witnessed over the past 20 years, new technology also inevitably raises
complex questions and broad societal concerns." - Brad Smith and Harry Shum on The Future Computed. "As we look to
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a future powered by a partnership between computers and humans, it's important that we address these challenges head
on. How do we ensure that AI is designed and used responsibly? How do we establish ethical principles to protect
people? How should we govern its use? And how will AI impact employment and jobs?" - Brad Smith and Harry Shum on
The Future Computed. As Artificial Intelligence shows up in every aspect of our lives, Microsoft's top minds provide a
guide discussing how we should prepare for the future. Whether you're a government leader crafting new laws, an
entrepreneur looking to incorporate AI into your business, or a parent contemplating the future of education, this book
explains the trends driving the AI revolution, identifies the complex ethics and workforce issues we all need to think about
and suggests a path forward.Read more:The Future Computed: Artificial Intelligence and its role in society provides
Microsoft's perspective on where AI technology is going and the new societal issues it is raising - ensuring AI is designed
and used responsibly, establishing ethical principles to protect people, and how AI will impact employment and jobs. The
principles of fairness, reliability and safety, privacy and security, inclusiveness, transparency and accountability are
critical to addressing the societal impacts of AI and building trust as AI becomes more and more a part of the products
and services that people use at work and at home every day. A central theme in The Future Computed is that for AI to
deliver on its potential drive widespread economic and social progress, the technology needs to be human-centered combining the capabilities of computers with human capabilities to enable people to achieve more. But a human-centered
approach can only be realized if researchers, policymakers, and leaders from government, business and civil society
come together to develop a shared ethical framework for AI. This in turn will help foster responsible development of AI
systems that will engender trust. Because in an increasingly AI-driven world the question is not what computers can do, it
is what computers should do. The Future Computed also draws a few conclusions as we chart our path forward. First, the
companies and countries that will fare best in the AI era will be those that embrace these changes rapidly and effectively.
Second, while AI will help solve big societal problems, we must look to this future with a critical eye as there will be
challenges as well as opportunities. Third, we need to act with a sense of shared responsibility because AI won't be
created by the tech sector alone. Finally, skilling-up for an AI-powered world involves more than science, technology,
engineering and math. As computers behave more like humans, the social sciences and humanities will become grow in
importance.
The number one guide to corporate valuation is back and better than ever Thoroughly revised and expanded to reflect
business conditions in today's volatile global economy, Valuation, Fifth Edition continues the tradition of its bestselling
predecessors by providing up-to-date insights and practical advice on how to create, manage, and measure the value of
an organization. Along with all new case studies that illustrate how valuation techniques and principles are applied in realPage 3/14
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world situations, this comprehensive guide has been updated to reflect new developments in corporate finance, changes
in accounting rules, and an enhanced global perspective. Valuation, Fifth Edition is filled with expert guidance that
managers at all levels, investors, and students can use to enhance their understanding of this important discipline.
Contains strategies for multi-business valuation and valuation for corporate restructuring, mergers, and acquisitions
Addresses how you can interpret the results of a valuation in light of a company's competitive situation Also available: a
book plus CD-ROM package (978-0-470-42469-8) as well as a stand-alone CD-ROM (978-0-470-42457-7) containing an
interactive valuation DCF model Valuation, Fifth Edition stands alone in this field with its reputation of quality and
consistency. If you want to hone your valuation skills today and improve them for years to come, look no further than this
book.
How do strategists decide what they wish to achieve through war, and how they might accomplish it? And why does their
understanding of violence regularly turn out to be wrong? In seeking answers to these questions Kenneth Payne draws
on the study of psychology to examine strategic behaviour during the Vietnam War. He explores the ways in which
cognitive biases distort our sense of our own agency and our decision-making, arguing that much of the latter is
emotional, shaped by unconscious processing and driven by a prickly concern for social esteem. The Nixon and Johnson
administrations both proved susceptible to the processes that are familiar to students of modern neuroscience and
psychology, but perhaps less appreciated within strategic studies. US strategists in the Vietnam era miscalculated in
ways that would surprise rational theorists, but not evolutionary psychologists: they exaggerated the stakes, embraced
risky and overly optimistic solutions, and failed to appreciate the limits of force to shatter the enemy's resolve. Their
concern for reputation led to escalation, based on a flawed conception of what such escalation could achieve. The
Vietnam conflict provides an excellent illustration that war is an inherently psychological phenomenon. This challenges
abstract notions of rationality in strategic affairs, suggesting that the strategists -- much like the rest of us -- are strangers
to themselves.
A world of 9 billion people by mid-century will demand fundamental changes in our mindsets, behaviors, cultures, and overarching
paradigm. Just as our species broke the Sound Barrier during the 1940s and 1950s, a new breed of innovator, entrepreneur, and
investor is lining up to break the Sustainability Barrier. In this book, John Elkington introduces the Zeronauts – a new breed of
innovator, determined to drive problems such as carbon, waste, toxics, and poverty to zero – as well as creating the first Zeronaut
Roll of Honor, spotlighting 50 pioneers in the field of zero. Zeronauts are innovating in an astonishing range of areas, tackling
hugely diverse economic, social, environmental, and governance challenges. To give a sense of progress to date, we zero in on
five key challenges (the 5Ps): population growth, pandemics, poverty, pollution, and proliferation. The power of zero has been
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trumpeted, notably in relation to zero defects. This book spotlights key lessons learned in the field of total quality management –
and introduces a five-stage "Pathways to Zero" model, running through from the Eureka! discovery moment to the point where a
new way of doing things becomes endemic in the economy. In order to move from incremental to transformative change, we must
embrace wider framings, deeper insights, higher targets, and longer time scales. This book investigates some ways in which
leading Zeronauts are pushing change in relevant directions, with cases drawn from a spectrum of human activity – from water
profligacy to human genital mutilation. If we learn from these pioneers, the twenty-first century could be our best yet.
Market-proven strategies to generate competitive advantage by identifying and always taking care of your best customers The
Seven Keys to Managing Strategic Accounts provides decision makers with a proactive program for profitably managing their
largest, most critical customers--their strategic accounts. Drawing on the expertise of S4 Consulting, Inc., a leading-edge provider
of strategic account consulting, and Miller Heiman, a global sales training leader serving many Fortune 500companies, this how-to
book shows how many of today's market leaders have learned to focus on their most profitable customers, avoiding or overcoming
common errors before they become relationship-crippling disasters. Placing its total focus on the design and implementation of
cost-effective strategic account management programs, this hands on book provides: A world-class competency model for
strategic account managers Techniques for developing a program to manage and grow "co-destiny" relationships Examples and
cases from Honeywell, 3M,and other leading corporations
The world of work is going through an unprecedented revival driven by new technologies. The Digital Renaissance of Work:
Delivering Digital Workplaces Fit for the Future will take the reader on a journey into the emerging technology-led revival of work.
A unique combination of thought leadership and technical know-how, this book will bring the reader up-to-date with the latest
developments in the field, such as: freelancing the organisation/ work but no jobs, localisation/ work but not place, time travel and
death of the weekend, trust, privacy and the quantified employee, leadership in the hyper connected organisation, beyond the
office/ the mobile frontline, automation and the frontiers of work, as well as setting out how to lay down the roadmap for the digital
workplace: the human centred digital workplace, making the business case, setting up the digital workplace programme,
technology deployment, measuring the digital workplace. The book will draw on new case studies from major organisations with
which Paul Miller is in regular discussion, such as: Accenture - aligning the digital and physical workplaces; Barclays - innovating
in a regulated environment; Deutsche Post/ DHL - leading at the mobile frontline; Environment Agency - real time collaboration;
IBM - pushing the digital workplace frontiers; IKEA - measuring the digital workplace; SAP - gamifying the enterprise. Paul Miller’s
follow up to his critically acclaimed The Digital Workplace picks up the story to provide organisations with an understanding of the
structural and organizational implications the emerging technology has for the workplace. His insights, backed by the considerable
research of the Digital Workplace Forum, offer a lifeline to organizations needing to make better sense of a very uncertain future.
As the digital economy changes the rules of the game for enterprises, the role of software and IT architects is also transforming.
Rather than focus on technical decisions alone, architects and senior technologists need to combine organizational and technical
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knowledge to effect change in their company’s structure and processes. To accomplish that, they need to connect the IT engine
room to the penthouse, where the business strategy is defined. In this guide, author Gregor Hohpe shares real-world advice and
hard-learned lessons from actual IT transformations. His anecdotes help architects, senior developers, and other IT professionals
prepare for a more complex but rewarding role in the enterprise. This book is ideal for: Software architects and senior developers
looking to shape the company’s technology direction or assist in an organizational transformation Enterprise architects and senior
technologists searching for practical advice on how to navigate technical and organizational topics CTOs and senior technical
architects who are devising an IT strategy that impacts the way the organization works IT managers who want to learn what’s
worked and what hasn’t in large-scale transformation
If you only read one book on the future of work, Work Disrupted: Opportunity, Resilience, and Growth in the Accelerated Future of
Work should be that book. The future of work swept in sooner than expected, accelerated by Covid-19, creating an urgent need for
new maps, new mindsets, new strategies-- and most importantly, a trusted guide to take us on this journey. That guide is Jeff
Schwartz. A founding partner of Deloitte Consulting’s Future of Work practice, Schwartz brings clarity, humor, wisdom, and
practical advice to the future of work, a topic surrounded by misinformation, fear, and confusion. With a fundamental belief in the
power of human innovation and creativity, Schwartz presents the key issues, critical choices, and potential pitfalls that must be on
everyone’s radar. If you're anxious about robots taking away your job in the future, you will take comfort in the realistic
perspective, fact-based insights, and practical steps Schwartz offers. If you're not sure where to even begin to prepare, follow his
level-headed advice and easy-to-follow action plans. If you're a business leader caught between keeping up, while also being
thoughtful about the next moves, you will appreciate the playbook directed at you. If you're wondering how Covid-19 will change
how and where you will work, Work Disrupted has you covered. Written in a conversational style by Schwartz, with Suzanne Riss,
an award-winning journalist and book author, Work Disrupted offers a welcome alternative to books on the topic that lack a broad
perspective or dwell on the problems rather than offer solutions. Timely and insightful, the book includes the impact of Covid-19 on
our present and future work. Interviews with leading thinkers on the future of work offer additional perspectives and
guidance.Cartoons created for the book by leading business illustrator Tom Fishburne bring to life the reader’s journey and the
complex issues surrounding the topic. Told from the perspective of an economist, management advisor, and social commentator,
Work Disrupted offers hope--and practical advice--exploring such topics as: How we frame what lies ahead is a critical navigational
tool. Discover the signposts that can serve as practical guides for individuals who have families to support, mortgages to pay, and
want to stay gainfully employed no matter what the future holds. The importance of recognizing the rapidly evolving opportunities
in front of us. Learn how to build resilience—in careers, organizations, and leaders—for what lies ahead. Why exploring new mental
models helps us discover the steps we need to take to thrive. Individuals can decide how to protect their livelihood while
businesses and public institutions can consider how they can lead and support workforces to thrive in twenty-first-century careers
and work. "Jeff's marvelous book is a roadmap for the new world of work with clear signposts. His insights will help readers
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discover opportunities, take action, and find hope in uncertain times. The ideas are fresh, beautifully crafted, and immediately
applicable. This is not only a book to be read, but savored and used." —Dave Ulrich, Rensis Likert Professor, Ross School of
Business, University of Michigan; Partner, the RBL Group; Co-author Reinventing the Organization
A compelling vision. Bold leadership. Decisive action. Unfortunately, these prerequisites of success are almost always the
ingredients of failure, too. In fact, most managers seeking to maximize their chances for glory are often unwittingly setting
themselves up for ruin. The sad truth is that most companies have left their futures almost entirely to chance, and don’t even
realize it. The reason? Managers feel they must make choices with far-reaching consequences today, but must base those
choices on assumptions about a future they cannot predict. It is this collision between commitment and uncertainty that creates
THE STRATEGY PARADOX. This paradox sets up a ubiquitous but little-understood tradeoff. Because managers feel they must
base their strategies on assumptions about an unknown future, the more ambitious of them hope their guesses will be right – or
that they can somehow adapt to the turbulence that will arise. In fact, only a small number of lucky daredevils prosper, while many
more unfortunate, but no less capable managers find themselves at the helms of sinking ships. Realizing this, even if only
intuitively, most managers shy away from the bold commitments that success seems to demand, choosing instead timid,
unremarkable strategies, sacrificing any chance at greatness for a better chance at mere survival. Michael E. Raynor, coauthor of
the bestselling The Innovator's Solution, explains how leaders can break this tradeoff and achieve results historically reserved for
the fortunate few even as they reduce the risks they must accept in the pursuit of success. In the cutthroat world of competitive
strategy, this is as close as you can come to getting something for nothing. Drawing on leading-edge scholarship and extensive
original research, Raynor’s revolutionary principle of Requisite Uncertainty yields a clutch of critical, counter-intuitive findings.
Among them: -- The Board should not evaluate the CEO based on the company’s performance, but instead on the firm’s strategic
risk profile -- The CEO should not drive results, but manage uncertainty -- Business unit leaders should not focus on execution, but
on making strategic choices -- Line managers should not worry about strategic risk, but devote themselves to delivering on
commitments With detailed case studies of success and failure at Sony, Microsoft, Vivendi Universal, Johnson & Johnson, AT&T
and other major companies in industries from financial services to energy, Raynor presents a concrete framework for strategic
action that allows companies to seize today’s opportunities while simultaneously preparing for tomorrow’s promise.
Written by the Chief Examiner and Associate Examiner for employee relations for the CIPD, the new edition of this best-selling text
has been written specifically to cater for the CIPD's Employee Relations elective. Offering a highly practical and accessible
overview of the impact of the economic, corporate and legal environment on employee relations, it is also suitable for students
taking an employee/industrial relations module on an HR or business degree programme at undergraduate or postgraduate level.
TARGETED AT - Students studying CIPD Professional Qualifications and undergraduate and post graduate students on employee
relations modules on business and HRM courses
Playing to WinHow Strategy Really WorksHarvard Business Press
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Power your business culture with strong workplace relationships—and watch productivity and profitability soar For years, companies have
been implementing programs that promote social responsibility and improve employee health, both of which benefit the financial bottom line.
Now it’s time to focus on positive social interactions and relationships in the workplace. Why? Research shows that authentic, trust-based
relationships increase job satisfaction, engagement, productivity, and retention—and even decreased healthcare costs. In Work Better
Together, two experts from Deloitte explain how working remotely, over-relying on digital communication, and always being “on” is fastincreasing feelings of isolation and burnout—and how a work culture driven by quality relationships can reverse these trends. The authors
show how to cultivate positive relationships by: Focusing on self-care, such as physical health, quality sleep, and taking time off Tapping into
human skills, such as empathy, authenticity, and communication Using technology with intentionality to strengthen relationships, while
breaking the negative habits technology fosters Managing workplace relationships, whether you’re in the office every day or
telecommuting—or something in between Developing a culture of strong relationships that drive quality collaboration throughout the
organization Work Better Together walks you through the process of implementing change and fueling a much-needed corporate movement
towards humanity in the workplace. Based on the authors’ 40+ combined years of experience, it helps you meet today’s employees’ most
urgent needs, while benefitting your organization in real and measurable ways.
Fully updated and with new case studies throughout, this second edition reviews the way organizations use events to connect with their
visitors. It covers the development of the experience economy, the steps from strategy to concept, event design and touchpoints. It also
considers the areas of marketing within which experiences play a role, such as branding, relationship marketing and city marketing.
Concluding with a chapter on effect measurement and evaluation, and including a wealth of internationally relevant examples, the book gives
a thorough insight into the way events can help reach strategic marketing goals.
In The Three Rules, Michael E Raynor and Mumtaz Ahmed provide the answer to the ultimate business question: how do some companies
manage to keep excelling, year after year after year? 'The objective is to deliver the best possible performance and sustain it for as long as
possible' In every sector there's an outlier. An exceptional company that faces the same difficulties as competitors, but constantly delivers
superior results. What are they doing differently? And what can they teach us? Michael E. Raynor and Mumtaz Ahmed analysed 25,000
companies spanning forty-five years to find the answers. What they discovered were three clear rules that the most exceptional companies
follow when faced with the most difficult decisions. With a powerful combination of detailed case studies and rigorous data analysis, reading,
learning and applying The Three Rules will help your organization become truly exceptional. Michael E. Raynor is a director at Deloitte
Services LP, where he explores corporate strategy, innovation, and growth with clients in a variety of industries. He is the coauthor, with
Clayton Christensen, of The Innovator's Solution, and the author of the bestselling and critically acclaimed The Strategy Paradox and The
Innovator's Manifesto. Mumtaz Ahmed is a principal in Deloitte Consulting LLP and the chief strategy officer of Deloitte LLP, responsible for
the U.S. firm's strategy, corporate development, innovation, eminence, and brand.
The Internet is quickly becoming a commonly used tool for business-customer interaction. Social media platforms that were once typically
reserved for personal use are now becoming a vital part of a business’s strategy. Maximizing Commerce and Marketing Strategies through
Micro-Blogging examines the various methods and benefits of using micro-blogs within a business context, bringing together the best tools
and tactics necessary to properly incorporate this approach. Highlighting current empirical research and insights from various disciplines, this
book is an essential reference source for academics, graduate students, social media strategists, and business professionals interested in the
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positive use of social media in business environments.
Innovation principles to bring about meaningful and sustainablegrowth in your organization Using a list of more than 2,000 successful
innovations,including Cirque du Soleil, early IBM mainframes, the Ford Model-T,and many more, the authors applied a proprietary algorithm
anddetermined ten meaningful groupings—the Ten Types ofInnovation—that provided insight into innovation. The TenTypes of Innovation
explores these insights to diagnosepatterns of innovation within industries, to identify innovationopportunities, and to evaluate how firms are
performing againstcompetitors. The framework has proven to be one of the mostenduring and useful ways to start thinking
abouttransformation. Details how you can use these innovation principles to bringabout meaningful—and sustainable—growth within
yourorganization Author Larry Keeley is a world renowned speaker, innovationconsultant, and president and co-founder of Doblin, the
innovationpractice of Monitor Group; BusinessWeek named Keeley one of sevenInnovation Gurus who are changing the field The Ten Types
of Innovation concept has influenced thousands ofexecutives and companies around the world since its discovery in1998. The Ten Types of
Innovation is the first bookexplaining how to implement it.
A collection of the best thinking from one of the mostinnovative management consulting firms in the world For more than forty years, The
Boston Consulting Group has beenshaping strategic thinking in business. The Boston ConsultingGroup on Strategy offers a broad and up-todate selection ofthe firm's best ideas on strategy with fresh ideas, insights, andpractical lessons for managers, executives, and entrepreneurs
inevery industry. Here's a sampling of the provocative thinkingyou'll find inside: "You have to be the scientist of your own life and be
astonishedfour times:at what is, what always has been, what once was, andwhat could be." "The majority of products in most companies are
cash traps . . ..[They] are not only worthless, but a perpetual drain on corporateresources." "Use more debt than your competition or get out
of thebusiness." "When information flows freely, reputation, more thanreciprocity,becomes the basis for trust." "As a strategic weapon, time is
the equivalent of money,productivity,quality, even innovation." "When brands become business systems, brand management becomesfar too
important to leave to the marketing department." "The winning organization of the future will look more like acollection ofjazz ensembles than
a symphony orchestra." "Most of our organizations today derive from a model whoseoriginal purpose was to control creativity." "Rather than
being an obstacle, uncertainty is the very engineof transformation in a business, a continuous source of newopportunities." "IP assets lack
clear property lines. Every bit of intellectualproperty you can own comes with connections to other valuableinnovations."
Organizations are complex social systems that are not easy to understand, yet they must be managed if a company is to succeed. This book
explains networks and how managers and organizations can navigate them to produce successful strategic innovation outcomes. Although
managers are increasingly aware of the importance of social relations for the inner-workings of the organization, they often lack insights and
tools to analyze, influence or even create these networks. This book draws on insights from social network theory; insights sharpened by
research in a number of different empirical settings including production, engineering, financial services, consulting, food processing, and
R&D/hi-tech organizations and alternates between offering critical real business examples and more rigorous analysis. This concise book is
vital reading for students of business and management as well as managers and executives.
"Messrs. Gow and Kells have made an invaluable contribution, writing in an amused tone that nevertheless acknowledges the firms' immense
power and the seriousness of their neglect of traditional responsibilities. 'The Big Four' will appeal to all those interested in the future of the
profession--and of capitalism itself." —Jane Gleeson-White, Wall Street Journal With staffs that are collectively larger than the Russian army
and combined revenues of over $130 billion a year, the Big Four accounting firms—Deloitte, PricewaterhouseCoopers, Ernst & Young, and
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KPMG—are a keystone of global commerce. But leading scholar Ian Gow and award-winning author Stuart Kells warn that a house of cards
may be about to fall. Stretching back to the Medicis in Renaissance Florence, this book is a fascinating story of wealth, power, and luck. The
founders of the Big Four lived surprisingly colorful lives. Samuel Price, for example, married his own niece. Between the world wars, Nicholas
Waterhouse collected postage stamps while also hosting decadent parties in his fashionable London home. All four firms have endured major
calamities in recent decades. There have been hundreds of court cases and legal prosecutions for failed audits, tax scandals, and breaches
of independence. The firms have come so close to “extinction level events” that regulators have required them to prepare “living wills.” And
today, the Big Four face an uncertain future—thanks to their push into China, their vulnerability to digital disruption and competition, and the
hazards of providing traditional services in a new era of transparency. This account of the past, present, and likely future of the Big Four is
essential reading for anyone perplexed or fascinated by professional services, working or considering working in the industry, or simply
curious about the fate of the global economy.

As tech giants and startups disrupt every market, those who master large-scale software delivery will define the economic
landscape of the 21st century, just as the masters of mass production defined the landscape in the 20th. Unfortunately, business
and technology leaders are woefully ill-equipped to solve the problems posed by digital transformation. At the current rate of
disruption, half of S&P 500 companies will be replaced in the next ten years. A new approach is needed. In Project to Product,
Value Stream Network pioneer and technology business leader Dr. Mik Kersten introduces the Flow Framework—a new way of
seeing, measuring, and managing software delivery. The Flow Framework will enable your company’s evolution from projectoriented dinosaur to product-centric innovator that thrives in the Age of Software. If you’re driving your organization’s
transformation at any level, this is the book for you.
For trainers free additional material of this book is available. This can be found under the "Training Material" tab. Log in with your
trainer account to access the material.This book explains the Business Transformation Framework, BTF Version 2016, a structural
approach based on best practice. It is a practical approach that helps organizations to design, develop, plan and govern
organizational change. Obviously developing a solid and widely supported Change plan is the first step towards a successful
organizational change! Simply said: BTF helps to get control over organizational change! In the BTF coherence and collaboration
are essential. The BTF approach imposes the establishing of coherence between organizational setting, strategy, and business
transformation portfolio as well as between the four different aspects of running the business: Customer Treatment & Channels,
Processes & organizational culture, Information & applications and IT infrastructure & facilities. This is a complex process. The
BTF methodology helps to make this a manageable process by following a structured and step-by-step approach.Establishing
coherence is possible when all divisions in the organizations work together . .Coherence can only be achieved when all levels in
the organization and all divisions and employees work closely together. The methodology aims at making change tactile and
concrete, so that all stakeholders can be committed and contribute. In the BTF the design and development go hand in hand. That
is so, because people are willing to change, but do not like to get a change imposed upon themselves! This book is the official
manual of the Business Transformation Framework, BTF Version 2016. Primary target groups are: managers and professionals in
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the information-intensive firms and industries that are confronted with organizational change. The BTF has already been put into
use by: operations managers, CIOs, information managers, portfolio managers, change managers, programme managers and
consultants.
A guide to putting cognitive diversity to work Ever wonder what it is that makes two people click or clash? Or why some groups
excel while others fumble? Or how you, as a leader, can make or break team potential? Business Chemistry holds the answers.
Based on extensive research and analytics, plus years of proven success in the field, the Business Chemistry framework provides
a simple yet powerful way to identify meaningful differences between people’s working styles. Who seeks possibilities and who
seeks stability? Who values challenge and who values connection? Business Chemistry will help you grasp where others are
coming from, appreciate the value they bring, and determine what they need in order to excel. It offers practical ways to be more
effective as an individual and as a leader. Imagine you had a more in-depth understanding of yourself and why you thrive in some
work environments and flounder in others. Suppose you had a clearer view on what to do about it so that you could always
perform at your best. Imagine you had more insight into what makes people tick and what ticks them off, how some interactions
unlock potential while others shut people down. Suppose you could gain people’s trust, influence them, motivate them, and get
the very most out of your work relationships. Imagine you knew how to create a work environment where all types of people excel,
even if they have conflicting perspectives, preferences and needs. Suppose you could activate the potential benefits of diversity on
your teams and in your organizations, improving collaboration to achieve the group’s collective potential. Business Chemistry
offers all of this--you don’t have to leave it up to chance, and you shouldn’t. Let this book guide you in creating great chemistry!
As established markets become less profitable, companies increasingly need to find ways to create and capture new markets.
Despite much investment and commitment, most firms struggle to do this. What, exactly, is getting in their way? The authors of the
best-selling book Blue Ocean Strategy have spent over a decade exploring that question. They have seen that the trouble lies in
managers' mental models--ingrained assumptions and theories about the way the world works. Though these models may work
perfectly well in mature markets, they undermine executives' attempts to discover uncontested new spaces with ample potential
(blue oceans) and keep companies firmly anchored in existing spaces where competition is bloody (red oceans). This article
describes how to break free of these red ocean traps. To do that, managers need to: (1) Focus on attracting new customers, not
pleasing current customers; (2) Worry less about segmentation and more about what different segments have in common; (3)
Understand that market creation is not synonymous with either technological innovation or creative destruction; and (4) Stop
focusing on premium versus low-cost strategies. The Harvard Business Review Classics series offers you the opportunity to make
seminal Harvard Business Review articles a part of your permanent management library. Each highly readable volume contains a
groundbreaking idea that continues to shape best practices and inspire countless managers around the world--and will have a
direct impact on you today and for years to come.
“As an in-depth explanation of one organisation’s brand strategy, this guide is both fascinating and full of useful insights.” — The
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CA magazine (UK) Get tactical insight from the top business-to-business branding experts—and gain a global presence This
comprehensive manual lays out the steps necessary for creating an iconic global identity. It uses the lessons and inside
knowledge of Deloitte, the world's largest professional services organization, to help other business-to-business operations deliver
a high-impact, value-added brand experience. This book will illustrate all the components of an integrated brand identity system,
and how they can be crafted and implemented for optimal effect. Here, the speculative is replaced by the proven: a seamless
framework for global brand success, created and followed by an organization renowned for its consulting and advisory services.
Features essential up-to-date strategies for keeping your brand fresh and enduring Addresses the role of designers; the marketing
and communication function; human resources and talent teams; agencies and vendors; and more Considers the impact of digital
and social media, two massive forces requiring new thinking for B2B brands Incorporates best practices for emerging markets
With guidance that takes you on a clear, linear path toward achieving your brand objectives, this impressive single-source volume
is the one book no business marketing professional should be without.
How companies can adapt in an era of continuous disruption: a guide to responding to such acute crises as COVID-19. When
COVID-19 hit, businesses had to respond almost instantaneously--shifting employees to remote work, repairing broken supply
chains, keeping pace with dramatically fluctuating customer demand. They were forced to adapt to a confluence of multiple
disruptions inextricably linked to a longer-term, ongoing digital disruption. This book shows that companies that use disruption as
an opportunity for innovation emerge from it stronger. Companies that merely attempt to "weather the storm" until things go back
to normal (or the next normal), on the other hand, miss an opportunity to thrive. The authors, all experts on business and
technology strategy, show that transformation is not a one-and-done event, but a continuous process of adapting to a volatile and
uncertain environment. Drawing on five years of research into digital disruption--including a series of interviews with business
leaders conducted during the COVID-19 crisis--they offer a framework for understanding disruption and tools for navigating it.
They outline the leadership traits, business principles, technological infrastructure, and organizational building blocks essential for
adapting to disruption, with examples from real-world organizations. Technology, they remind readers, is not an end in itself, but
enables the capabilities essential for surviving an uncertain future: nimbleness, scalability, stability, and optionality.
The approach used on a given spend item should largely depend on the balance between supply power and demand power. That
is the logic behind the bestselling Purchasing Chessboard®, used by hundreds of corporations worldwide to reduce costs and
increase value with suppliers. The 64 squares in the Purchasing Chessboard provide a rich reservoir of methods that can be
applied either individually or combined. And because many of these methods are not customarily used by procurement, the
Purchasing Chessboard is also the perfect tool for helping buyers to think and act outside the box and find new solutions. A wellproven concept that works across all industries and all categories in any given situation, it is little wonder that business leaders
and procurement professionals alike are excited by, and enjoy strategizing around, the Purchasing Chessboard. This second
edition of The Purchasing Chessboard addresses the new realities of a highly volatile economic environment and describes the
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many—sometimes surprising—ways in which the Purchasing Chessboard is being used in today's business world. Yet despite all of
the great achievements of procurement executives and their teams, they do not always receive the recognition they deserve. In
response, the authors have developed and outlined within the book an unequivocal approach to measure procurement’s impact
on a company’s performance—Return on Supply Management Assets (ROSMA®).
Have you ever struggled to feel worthy at work? Do you know or lead people who do? When Amelia Dunlop first heard the phrase
"elevating the human experience" in a leadership team meeting with her boss, she thought, "He is crazy if he thinks we will ever
say those words out loud to each other much less to a potential client." We've been conditioned to separate our personal and
professional selves, but work is fundamental to our human experience. Love and worth have a place in work because our
humanity and authentic identities make our work better. The acknowledgement of our intrinsic worth as human beings and the
nurturing of our own or another's growth through love ultimately contribute to higher performance and organizational growth. Now
as the Chief Experience Officer at Deloitte Digital, a leading Experience Consultancy, Amelia Dunlop knows we must embrace
elevating the human experience for the advancement and success of ourselves and our organizations. This book integrates the
findings of a quantitative study to better understand feelings of love and worth in the workplace and introduces three paths that
allow individuals to create the professional experience they desire for themselves, their teams, and their clients. The first path
explores the path of the self, an inward path where we learn to love ourselves when we show up for work, and examines the
obstacles that hinder us. The second path centers around learning to love and recognize the worth of another in our lives, adding
to the worth we feel and providing a source of meaning to our lives. The third path considers the community of work and learning
to love and recognize the worth of those we meet every day at work, especially for those who may be systematically marginalized,
unseen, or unrepresented. Drawing on her own personal journey to find love and worth at work in her twenty-year career as a
management consultant, Amelia also weaves together insights from philosophers, theologians, and sociologists with the stories of
people from diverse backgrounds gathered during her research. Elevating the Human Experience: Three Paths to Love and Worth
at Work is for anyone who has felt the struggle to feel worthy at work, as well as for those who have no idea what it may feel like to
struggle every day just to feel loved and worthy, but love people and lead people who do. It’s a practical approach to elevating the
human experience that will lead to important conversations about values and purpose, and ultimately, meaningful change.

The American people are frustrated with their government-dismayed by a series of high-profile failures (Iraq, Katrina, the
financial meltdown) that seems to just keep getting longer. Yet our nation has a proud history of great achievements:
victory in World War II, our national highway system, welfare reform, the moon landing. We need more successes like
these to reclaim government's legacy of competence. In If We Can Put a Man on the Moon, William Eggers and John
O'Leary explain how to do it. The key? Understand-and avoid-the common pitfalls that trip up public-sector leaders during
the journey from idea to results. The authors identify pitfalls including: -The Partial Map Trap: Fumbling handoffs
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throughout project execution -The Tolstoy Syndrome: Seeing only the possibilities you want to see -Design-Free Design:
Designing policies for passage through the legislature, not for implementation -The Overconfidence Trap: Creating
unrealistic budgets and timelines -The Complacency Trap: Failing to recognize that a program needs change At a time of
unprecedented challenges, this book, with its abundant examples and hands-on advice, is the essential guide to making
our government work better. A must-read for every public official, this book will be of interest to anyone who cares about
the future of democracy.
In "The Federal Management Playbook," Goldstein draws on his decades of experience as a consulting executive and
federal government executive to coach how to effectively motivate government employees, pick the right technologies,
communicate and negotiate with powerful stakeholders, manage risks, get value from contractors, foster innovation, and
more. Additional tips describe how career civil servants and political appointees can get the most from one another,
advise consultants on providing value to government, and help everyone better manage ever-present oversight. This
book is a must-read for anyone working in the federal realm and for students who aspire to public service.
Explore a new and effective method for seizing opportunity in the face of uncertainty In Provoke: How Leaders Shape the
Future by Overcoming Fatal Human Flaws, renowned strategy consultants and best-selling authors Geoff Tuff and
Steven Goldbach deliver an insightful exploration of how people tend to act tentatively in the face of uncertainty and
provide the tools we need to do things differently. Tuff and Goldbach offer up a compelling argument for the proposition
that taking a "wait and see" approach is the exact opposite of what helps visionary leaders change the world. Drawing on
principles from business and behavioral economics, the book shows readers from all walks of life how to provoke action
as a mechanism to advance. In this book you’ll discover: An overview of the assortment of cognitive biases which tend to
restrain and distort leadership decision making in the face of uncertainty How to recognize the 'phase change' that occurs
when an uncertainty resolves from being a question of "if" to being a matter of "when" Five different models of
provocation which can be used alone or in combination to anticipate, drive through and exit that phase change in a way
that creates the future you desire How true "provocateurs" shake the foundations of their industries, firms, sectors, and
governments by overcoming their need for certainty before action Perfect for leaders or aspiring leaders in all walks of life
where uncertainty abounds—which is to say, almost everywhere —Provoke will become your go-to guide to overcoming
those natural human instincts that keep us frozen in place and prevent us from seizing our opportunities.
Shares the secret to sales success: don't just build relationships with customers. This title argues that classic relationshipbuilding is the wrong approach.
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