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This constitutes a continuation of the copyright page.

In Chapters One and Eight, excerpts from Dave Snowden’s workshop are

cited with permission.

In Chapter Two, excerpts from Lou Gerstner’s speech at the Lotus Press

Conference, New York, N.Y., June 5, 1995, are reprinted with permission

from the IBM Corporate Archives.

In Chapter Three, Adrian Hosford’s story about British Telecom is

quoted with permission.

In Chapter Four, the excerpt from John Edwards’s speech at the 2004

Democratic National Convention, July 27, 2004, Boston, Mass., is

reprinted with permission from Kim Rubey, John Edwards’s Press

Secretary.

In Chapter Five, material from an interview with Mark Morris is quoted

with permission.

In Chapter Six, unpublished material from Karen Dietz is used with

permission.

In Chapter Six, excerpts from Evelyn Clark’s Around the Corporate

Campfire (Sevierville, Tenn.: Insight Publishing Company, 2004) are 

used with permission.

In Chapter Six, excerpts from Innovation Chronicles are reprinted with

permission from 3M Company.

In Chapter Six, Seth Kahan’s story is used with permission.

In Chapter Seven, the excerpt from Lou Gerstner’s speech at COMDEX

’95, Las Vegas, Nev., November 13, 1995, is reprinted with permission

from the IBM Corporate Archives.

In Chapter Seven, the Valdis Krebs story is used with permission.

In Chapter Eight, the excerpt from Gary Klein’s Sources of Power

(Cambridge, Mass.: MIT Press, 1998) is used with permission.
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In Chapter Eight, the excerpt from Martine Haas’s dissertation is used

with permission.

In Chapters Nine and Eleven, excerpts from J. S. Brown, S. Denning,

K. Groh, and L. Prusak, Storytelling in Organizations: Why Storytelling 

Is Transforming 21st Century Organizations and Management (Boston:

Elsevier, 2004) is reprinted with permission of the publisher.

In Chapter Nine, excerpts from Case and Piñeiro’s study of a computer

programming community are used with permission.

In Chapter Ten, the excerpt from Lou Gerstner’s speech at the Lotus

Press Conference, New York, N.Y., June 5, 1995, is reprinted with per-

mission from the IBM Corporate Archives.

In Chapter Ten, the excerpt from Winston Churchill’s speech, “We Shall

Fight on the Beaches,” presented to The House of Commons, June 4,

1940, is reproduced with permission of Curtis Brown Ltd., London, on

behalf of The Estate of Sir Winston S. Churchill.

In Chapter Ten, excerpts from “I Have a Dream” are reprinted by

arrangement with the Estate of Martin Luther King, Jr., c/o Writers

House as agent for the proprietor, New York, N.Y. Copyright © 1963

Martin Luther King, Jr., copyright renewed 1991 by Coretta Scott King.

In Chapter Ten, information from an interview with Melinda Bickerstaff

is used with permission.

In Chapter Eleven, the excerpt from Lou Gerstner’s speech at Fall Internet

World ’96, New York, N.Y., December 11, 1996, is reprinted with permission

from the IBM Corporate Archives.
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