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Adolescence stage of lifecycle IT 76
AES company 236−7
Ahold (retail group), and followers 212
Airbus 34
Aligning IT see IT, Aligning IT; Planning; Strategy 

maps/mapping
Analyzers, supporters, conductors and promoters 

318−20
Argos 240
Audi 34
Audible (audio books) 255−6

BAA Plc 235
Balanced business scorecard 123, 125, 167−8
BCG Growth-Share Matrix 172−4
Benchmarking 170−1
Big impact project issues 292
Bloomberg’s, as a knowledge source 14
Board relationships 102
The board, and IT 72
Boeing 34
Brand building 36, 48−9

see also IT department brand building
Burger King 239−40
Business awareness issues 291−2
Business excellence model 124−6
Business strategy 41, 42−51

about business unit strategy 41, 42−3
applying to your own business 61−5

approach determination 61−2
exploring 62−3
outcomes 64−5
testing thinking 64

brand building 48−9
capabilities required 49−50
culture issues 50

customer issues 44−7
customer perception 47
effi ciency and effectiveness 44, 47−9
fl exibility and responsiveness 45
and IT strategy 97−9, 103−4
looking at your business strategy 105−6
price issues 46
relating to customers 46
revenue growth strategy and targets 43−4
risk issues 44
services offered 46−7
stakeholder issues 43
strategic results required 43−4

systems, processes and technology, roll of 
50−1

see also Competitive advantage basics

Call centres 96
Capability and desire 247–8
Career development essentials 291
Carphone Warehouse 258–9
Cash cows 173–4
CEOs (Chief Executive Offi cers)

and strategy 7
see also Change, and the CEO

Change basics 354–60
about change 354–5
clarity, need for 355–7
clear direction, need for 357–8
doing 398–405

getting commitment 402–3
implementation options 400–1
initiating the change 401–2
maintaining momentum 403–5
taking the pulse 398–400

downward communication issues 358
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Change basics (continued)
failure reasons 355–60
implementation quality 358
implementing change 286–7
looking 396–7
desire to change 396–7
maintaining momentum 394–5, 403–5

Change, and the CEO 392–4
believing CEOs 392–3
living CEOs 393
practicing CEOs 393
types of 392

Change, fi tness for (taking the pulse) 360–68, 
398–400

about fi tness for 360–1
culture issues 365
group responses 362
implementation options 370–1
individual skill issues 364–5
individuals responses 362, 363–4
leadership and management 366–7
organizational capabilities/competences 

367–9
people issues 361–65
society responses 363
SOGI (Society/Organization/Group/Individual) 

362–3
Change, route map building 371–82

adaption type changes 372–3
anxieties and opportunities 377–8
change team 378
delivering impact 380
evolution type changes 372–3
goal clarifi cation 378
implementation options 372, 400–1
minimizing fear 380
organization alignment 379–80
reconstruction type changes 372, 374
reinforcing the change (reward/recognition/

promotion) 381–2
revolution type changes 372–4
staff roles

front line staff 376
middle managers 376
senior managers 376

staging posts 376–7
start point 374–5, 401–2
style of changes 375
targets and interventions 375
team engaging/energizing 379

Change, stakeholder management 387–91
directing effort wisely 390–1
identifying key players 387, 389
power indicators 388–9
power sources 388–9

Change, telling the story 382–7
emotional commitment 386
getting commitment 383, 386–7, 402–3
learning through experiences 385
with personal triggers 385
why/where/how 384

Charities, and IT 73–4
Childhood stage of lifecycle 76
CIOs

confi dence in 307–8
leadership issues 266–7

Cisco, strategy of 21
Closing comments 435–6
Coca Cola 412
Competitive advantage basics 32–40

about Competitive advantage 32–4
creating advantage 33
doing 61–5

determine own approach 61–2
explore own business strategy 62–3
summarize fi ndings 64
test thinking 64

looking 52–60
competitive companies reviewed 52–60

position of advantage 37–40
delivering greater value 37–40
emotional engagement 38–40
lower costs 37
profi t 38
simplicity 38

from superior capabilities 34–5
from superior resources 35–6

advertising and promotion 35
competitor acquisition 35
customer relationships 36
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lower prices 35
premium prices 36
superior brand 36

see also Business strategy
Competitive advantage and IT 89–93

about IT and competitive advantage 89–90
information, for adding value 91–2, 106–7
linking 89–90
providing innovation and new technologies 

92–3
reducing competitive pressures 90

Confused customers don’t buy 7
Container Store 55–6
Continental (tire and braking systems) 211–12
Cost management, and strategy 21
Culture 407–33

about culture 408–11
an exercise examining culture 416–17
analyzing culture 415–22
attitudes and behaviours 413
care/support/trust 424
changing artifacts 424
changing behaviours 424–5
changing culture 422–7
consequences of existing culture 414–15
coping capabilities 426–7
core values 413
culture web 419–22
desire creation 426
doing 429–33

examining your culture 429–30
examining your objectives 431
steps for the journey 431–33

emotional issues 417–19
espoused values 413
exploring culture 411–14
fi t, importance of 409–11
layers of culture 412–13
looking 428
reward systems 425–6
route map building 423–7, 431–33
sense of direction 423
sharing issues 418–19

Customer knowledge 18–20

Desire and capability 247–8
Disney-ABC Television Group 256
Emotional engagement 38–40
Enabling 219–44

about enabling 221–4
agility and fl exibility 232–3
for business leaders 223–4
doing 242–4
investment issues 229
IT capability building 230–1
IT lifecycle 221–2, 226–9
knowledge management 231–2
legacy systems 221–3
looking 235–41

government and public sector technology 
237–9

integrating physical and virtual worlds 
239–41

maximizing business performance 235–9
making it happen 225–34
management lifecycle issues 226–30
personal role 223
personal strategies 242–4
results of enabling 224–5
role issues 225–6
structure implementation 225–6
surveys

CEOs 220
CIOs 221

team roles 223
trust issues 233
`winning the race’ 228, 230
see also Following/enabling/leading

Enterprise wide ERP systems 233
Executive teams 272–4

three dimensions of 273
your role with 272–4

Faith in IT 246–7
Ferrari 39–40
Finance department, and IT 70
Fit, and culture 409–11
Following 193–218

about following 195–7
deploying technology and architecture 201–2
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Following (continued)
doing 215–18
and governance 207
and improving productivity 200–1
looking 211–14

example organizations 211–14
and ongoing IT costs and performance 205–6
an operational focus 197–201
outsourcing/supplier relationships 208–10
presenting investment decision data 202–5
and project management 206–7
required skills and capabilities 200
and risk management 208

Following/enabling/leading 99–103, 194
for an IT department brand 310–11
board relationships 102
delivering the strategy 103
fi t for the business? 101–2
power and infl uence 103
where do we want to be? 100–3
see also Enabling; Following; IT doing; IT 

looking; Leading

Gibson Guitars 59
Global networks, and IT 75
Google 34
Governance, and followers 207
Government technology investment 237–8
Green Hills Supermarket, New York 258

Harley-Davidson 58–9
Heroic leadership 296–8
How

and leadership 268–9
and Strategy 13–15, 28–9

Human resources (HR) department, and IT 70–1

IBM 238–9
Improving performance see performance 

management
Individual users 68–9
Information, for adding value 91–2, 106–7

transforming the organization 95–7
Innovation

can you be an enabler? 247–9

enabling innovation 250–2
experimental innovation 249, 258
marketing innovation 249, 258–9
process innovation 249–50, 256–7
product/service innovation 249, 257–8

Investment decisions, presenting data for 202–5
IT, faith in 246–7
IT, aligning IT 135–41

cascading the strategy 138–41
doing

delivering the plan 154–5
immersion and preparation 149–50
launch workshop 150–1
playback and check 151–2
revising the plan 153–4
testing with business 152

issues 135–6
looking 142–8
some checks and balances 140–1
strategy building 137–8
who to involve 136–7
see also Planning; Strategy maps/mapping

IT department brand building 305–20
about an IT department brand 306–8, 340
are you an analyzer, supporter, conductor or 

promoter? 318–20
attributes 315
being effi cient and effective 311
benefi ts 315–16
brand explanation 314–15
confi dence in the CIO 307–8
consistency 336
consistent delivery 317
culture 316
customer needs 313–14
delight creation 313
dependability 337
doing 345–50

brand building 347–8
context setting 345–6
proposition making 346–7
using relationship managers 348–9

following/enabling/leading issues 310–11
IT team 335–8
listening, learning and leading 312
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looking 341–4
dancing with the enemy 341
fl exible and innovative organizations 343
positioning the brand 342–3
understanding the market place 342
vigorous line management and 

implementation 344
making it happen 338–40
personality 316
predictability 337
proposition for 309–13
seen as a centre of excellence 339–40
strategy issues 309
trust 337
user issues 316–17
value creation 312
values 316
see also Relationship managers

IT doing 109–16
identifying strategic imperatives 109–10
investigating competitive advantage and 

growth 111–12
investigating competitive productivity gains 

112–13
looking at transforming the business 113–14
looking at your role 114
seeking business aims 110–11
seeking out strategic thrusts 110

IT health check 115–16
IT lifecycle 175–6, 221–2, 226–9
IT looking 105–8

linking your activities 106
understanding business 105–6
using information 106–7

IT ongoing costs and performance 205–6
IT, potential value of 87–116

adding value through information 91–2, 106–7
improving productivity 93–5
looking 105–8
providing competitive advantage 89–90
providing innovation and new technologies 

92–3
reducing competitive pressures 90–1
and strategy 15
transforming the organization 95–7

see also Competitive advantage and IT; 
Following/enabling/leading; IT doing

IT strategy versus business strategy 97–9, 103–4
strategy hierarchy 98

IT teams, setting direction of 274–7
communication issues 275–7

Just–in–time manufacturing 197–8

Kerry, John, and fundraising 19
Knowledge workers 68–9
Kodak 19–20, 59

Leadership and management 265–303
big impact project issues 292
business awareness issues 291–2
career development essentials 291
and change 366–7
creating context 270
doing 299–303

being an effective leader 301–2
creating long–term performance 301
implementing strategy 300
personal development plan 302

engaging leadership 288
fi ve levels of leadership 290
focusing delivery 269–70
how 268–9
implementing change 286–7
leader development 289–93
looking 294–8

getting the organization into shape 294–6
heroic leadership 296–8

maximizing capability 270
objectives 269
performance leaders 285–6
quiet leadership 297–8
skills and behaviours 287–9
what 267–8
who 266–7
working/relating/thinking model 289
your challenge 294–5
your role see Executive teams; IT teams, 

setting direction of; Performance 
management; Setting direction
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Leading 245–61
capability and desire 247–8
creating business innovation teams 251
creating performance measurement systems 

252
creating value generating processes 251–2
doing 260–1

leading the debate 261
leveraging emerging technologies 260–1

enabling innovation 250–2
establishing a supportive environment 250–1
experimental innovation 249, 258
faith in IT 246–7
innovation

about innovation 248–50
can you be an enabler? 247–8

leading the debate 252–4, 261
leveraging emerging technologies 246–8, 

260–1
looking 255–9

audio books 255–6
experimental innovation 258
fi rst mover or follower? 255
marketing innovation 258–9
process innovation 256–7
product and service innovation 257–8
video downloads 256

process innovation 249–50
product and service innovation 249
see also Following/enabling/leading

Legacy systems 221–3
LG 36
Li& Fung Ltd (Hong Kong), strategy of 21
Lifecycles, living with 75–6
Linking, with IT 89–90

3M company 35
McKinsey’s 34
Management see Leadership and management; 

Performance management
Market oriented strategy 10
Market share 32–3
Marketing department, and IT 71–2
Marks & Spencer 162, 240
Measuring enabling 182–4

Measuring performance see Performance 
measurement

Middle age stage of lifecycle 76
Motivation

and performance management 281–2
with performance measurement 162–4

Multinational corporations, and IT 75

National Health Service, and followers 211
Nordea 256–7
Norwich and Peterborough Building Society 

257–8

Organizational objectives, looking at your 
company 106

Organizational transform, with IT 95–7
Organizations

types of, and IT 72–4
your place in your own 82–4

Outcomes see Performance measurement
Outsourcing 90

and supplier relationships 208–10

Partnerships, professional, and IT 73
Performance leaders 285–6
Performance management 278–85

ability to be innovative and agile 285
about performance management 278–9
developing the culture 284–5
developing talent 285
motivation 281–2
peak performance issues 282
planning performance 280–1
public sector problems 80
reviewing performance 282–4
supporting performance 281–2
see also Leadership and management

Performance measurement 159–76
aims/principles 159–61
balanced business score card 167–8
BCG Growth-Share Matrix 172–4
and behaviour reinforcement 161–2
benchmarking 170–1
creating clarity 160
doing, measuring success 186–9








