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Features

When Growth Stalls
Matthew S. Oson, Derek van Bever, and Seth Verry

Of the companies hated an the Forfune 100 since s incepticn,

B7% have expenanced an abrupt and lasting drop in revenue
growih. The causes of thase stalls are known, and managess
on The fockout can leam o orevent most of them.

Transforming Strategy One Customer ata Time
Fizhard J. Harringtan and Anthony K. Tjan

Taking & page from consumer products makers, B2E giant
Thomson Corporation bagan systemalically scrutinizing the
people who used its products, YWhat 1 learmad would radically
changa the entirg campany.

Talent Management for the Twenty-First
Century

Peter Cappell:

Every 1alent management system 1hat seems navel 1oday -
from exéculiva coaching to job rotatien 1o high-poential
programs —was developed in the 1950s. It's tme (o dook
alsewhere lor a modet better suited 12 mesting demand in
uncenam envirenmens: supply chain management.

How Local Companies Keep Multinationals

at Bay

Arindam K. Bnhattacharya and David C. Michael

Dornestic COMmOaniss in Bmerging markens arg beahng lramns-
naticnal rivals by adopling mast er all of the edemeanis i a six-
part strategy. Laarn hiow thase Lttle-known local campetitarns
have become homegrown champons

A More Rational Approach to New-Product
Development

Eric Bonabeau, Neil Bodick, and Robert W, Armstrong

By deviding daveldgment into 1we S1ages, companias Can
evaluate potenial products much mara quickly and cheaply
1han they da now. EN Lilty shows yow how.
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Withen a company's growth stalls out,
axaculives musl go everything in their
poowver [0 rastart 1t3 angines —ar tace
grave and laatng consegquances

18 FDRETHOUGHT

The world 15n't just flat —i1"s zlsa spiky .
Wiara informaticn is oetler than less on
g-cammerca sites... Mimne the unconscious
wisdom ¢f growds.. Even the mere thaught
ot rudenass s destructive. . Why retaillars
should not cut staft when sales slio.. The 118
pawer of encouragemant... Product racalls
are highly praventable.. What if you made
evary day your last?... Start-ups that offer
hope lor cutuing health care cos1s.

33 HER CASESTUDY
Authenticity: Is [t Real or
Is It Marketing?
Davic Weinberger
A maotoroycls maker’s new head of 126
markeling says it's not enough to project
authemicily 1o custormnens - amployess
migs1 parsenglly subscnbe 12 the brand's
values. His campaign shaws promisea, butis
hiz taking thungs teo tar? With commeaniary 136
by Bruce Weaindruch, Gillian Amald, James
H. Gilmgre, B. Joseph Pme |, ang Glgnn
Brackett

130

45 DIFFEREMT YOICE
Timeless Leadership
A Conversation with David McCullough
The demands ugon leaders may changa
from era 10 era and from culture o cullure,
but cenam lundamental qualities of great
leadarship andura. Thay inelude aptirmsm,
hard vork, a2 nese tor lalent, persussve-
ness, 1he anility to listen, and - perhaps
mast important — strangth of characiar
and high siardargs of canduct
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STRATEGIC HUWMOR

TAOL KIT
Is Yours a Learning Organization?

Davitt A. Garvin, Amy C. Edmondson, and
Francesca Gino
To enable your orgamzation 10 axcel a1 creat-
ing, 2cquinng. and transternng kndvdsdge,
you must first understand how learming
takes place thara A new survey toal allows
YOU 1 SCrUtimze your nsululion’s learning

sirengths and weaknesses and to comparg
them agains1 oenchmarks from a baseling
group al companmes.

BEST PRACTICE

Radically Simple IT

David M. Upton and Hradlzy R. Staats
Japer's Shinsa bank used a path-based
approach 12 buld an emarprise 1T systam
1hat met only provides a low-coss, etficient
platfarm far running the company’s exsting
business but also 15 {lexibie encugh 4o sup-
Q0r1 growth into new areas

LETTERS TO THE EDITOR
EXECUTIVE SUMMARIES
PAMNEL DISCUSSION

Zero Risk

Don Moyar
VWhy we faar (frunfull falure.




