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design principle on active, 24; executive sponsor roles of, 194;
guardian role of, 125; matrix of structure of, 123–125;
organizational capabilities identified by, 8; responsibility
chart of, 17, 123, 124fig. See also Management; Relationships

Lenovo (China), 69
Lepper, M., 35



P1: RPU/... P2: RPU

JWSF009-Index JWSF009-Kates August 10, 2007 20:55 Char Count= 0

252 I n d e x

Leverage benefit, 155
Lin, N., 126
Locus of measure, 21–22
Lohse, P. A., 191, 192
Lorsch, J. W., 4

M

Mail Boxes Etc., 146
Management: carefully selecting lead, 137–138; customer

relationship, 30; decentralization and talent development of,
158; desired competencies modeled by, 22–23; developing
teamwork skills of, 138–139; example of HR account, 51fig–56;
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reward system of, 196–198; structure of, 184–190

Medical Device Company transnational organization, 105fig
Meetings: efficient and effective, 133–134; face-to-face, 130
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Multinational network reward systems, 100–101fig
Multinational network structure: Black & Decker’s regional,

91fig; Cemex (Mexico), 76–83; consistency of markets, 93;
customer buying patterns, 93; distributing power between
geographic and business units, 92fig–93; moving along
spectrum from geographic to business, 94–95; portfolio
diversity, 91–93; role of host government in, 94;
transportability, 93–94
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centralization—decentralization balance, 171;
customer-centric intensive, 67; customer-centric light, 47–48;
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consider when designing, 21–22; geographic, 87;
product-centric versus customer-centric, 31fig; transnational,
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centralization—decentralization balance using, 164fig;
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application, 42–43fig; for customer-centric medium
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geographic international organization application of,
74–75fig; matrix design using the, 116fig; for the multinational
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purpose of, 5–6; corporate center, 143–152; customer-centric
intensive, 58–60; customer-centric light, 43; customer-centric
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Capabilities, 6–8, 9fig; transnational, 104
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Degussa customer-centric light use of, 44; to determine level
of change, 68; HR customer-centric medium use of, 50–51;
Northwest Guaranty, 59
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Structural dimensions, 10
Structural Options tool, 16
Structure: Black & Decker regional, 90–91fig; breakthrough

innovation, 184–190; centralization—decentralization balance,
165–167fig; in context of Capabilities, 9–10; customer-centric,
15–16fig, 29–30; customer-centric intensive, 60–64;
customer-centric light, 44–46; customer-centric medium,
60–64, 61fig; described, 8–9; functional, 10–11fig; geographic,
13–14, 76–83; lateral connections to overcome barriers of,
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product-centric versus customer-centric, 31fig; silos created
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