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Product line profit centers, 18
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Product planning: portfolio planning and,
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planning and, 165–167; solutions
development process and, 167–169
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Chipco, 155; customer, 39; geographic,
56, 97, 106. See also Accounting
systems

Profit centers: Citibank’s customer,
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uct-centered versus customer-centric
organizations, 18; product line, 18
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customer-centricity, 1–2, 7–8
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Ready Centers, 168–169
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Replicable solutions, 20, 116, 168–169
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Resource allocation processes, 169–172
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Retention, 171, 172
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55–56; at IBank, 79, 81, 82, 85; at
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versus customer-centric organizations,
10, 20–22; in star model, 15, 20–22
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157
Russia, 48

S

SalesLink, IBM’s, 100, 116
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SAP, 90, 103, 171
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30–32; in strategy locator, 32–33, 34
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Selden, L., 1, 7, 26
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Degussa, 57; at IBM, 109, 113, 114; at
Nokia, 127; talent allocation process
and, 169–172
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Seybold, P., 1, 5–6, 7
Siebel Systems, 20, 103
Siemens, 120, 122, 146, 148–149
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122, 149
Slater, S. F., 7
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tions strategies of, 29
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40–41; organization design for delivery
of, 145–161; reconciling strategies for,
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167–169

Solutions marketing unit, 153
Sony, 18, 22, 27
South Africa, Degussa in, 45, 47, 48, 49,

52
Soviet Union, collapse of, 120
Spreadsheet planning, 166–167
Stand-alone products and services, 1;

solutions versus, 13–14, 27–28
Standards, open, 29, 88, 90
Star model: for Chipco, 158–159; compre-

hensive change and, 164; dimensions,
14–23; for IBank, 80–81; for IBM,
113–114; overview of, 14–15. See also
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Processes; Rewards; Strategy; Structure

Star Network, 122
Status quo, 6
Stock options or grants, at IBM, 111–112,
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Strategic change leadership, 163–164. See
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on, 44; IBank on, 61–62; IBM on, 88;
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Target, 128
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Teams. See Customer teams; Formal teams
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120. See also Chipco; Nokia Networks;
Wireless communications industry
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3M, 22
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Total Quality Management (TQM), at

Degussa, 53–54, 58, 59

Toyota, 27, 29–30
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Turnkey projects, 28
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UDA 6.1 certification, 56
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Urgency, sense of, 163
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Vandermerve, S., 26
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Variable compensation, 111–112, 113
Vertical organization, in wireless industry,

148–149
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Videoconferencing, at Degussa, 56
Virgin Mobile, 149
Virtuous circle, 7, 26
Vodafone, 122, 123, 124, 125, 149
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50, 55, 56–57
Vons, 131
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Wal-Mart, 27, 35, 44; Procter & Gamble
and, 37–38, 128, 133

Websphere (IBM), 29
Wiersema, F., 26
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Chipco and, 148–150, 151–152, 159;
Nokia and, 122–125, 167–168. See also
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Work preferences, 171, 172
World Corporations Group, 140
World Management Council (WMC),

109–111
World Trade Corporation, 95
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