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IS not:

Is: about re-imagining marketing and
the idea of a truly/no-bull customer-
centric enterprise

(Might be: abouto Gaswor t hy ¢
game-changing breakthroughs)
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The I ncredible, W I d, Whacky, Sc
Why Wedore Not Even Remotely Pre
Do About It, for the Sake of of Our Careers, Work and
Organizations: A Musing on Strategies, Tactics, Attitudes,
Tips, and General Observations, Such as Why a CFO Should
Never Be Promoted to CEO, Why All MBA Programs Should
Be Closed and Shuttered, How t h
Beljing) Became the Co-capitols of the Universe, Why Only
Freaks Get Things Done (in Freaky Times), Why Outrageously
Audacious Devotion to Game-changing Innovation Is the
PSR/Primary Survival Requisite (Duh), Why Women Are So
Much Better Leaders Than Men (Duh Il) (and They Also Buy
Everything, Though Just Try Tel
Advertising nGeniuseso), Why I
Fields, o and How UPS & GE & | BNM

Love! (WeWiIITotaIIyCoverAIIThisandMorein6Fé or 180 Minut e:
Language. 0)
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Re-imagine!
Not Your

\

Fat her O0s






60,000*

*New factories in China opened by foreigners/2000-2003/

Edward Gresser, Progressive Policy Institute/Wall Street Journal 09.27.04



941,000

IRSIZA0[0N0]0]0



NThe Ul t |
Luxury Iltem Is Now
Made 1 n C

0 Headline/p1/The New York Times/
07.13.2004/Topic: Luxury Yachts made In
Zhongshan



NnVaun®&eeran
Engineers Face
Competition From
Chil mnaue 01/WSJ/07.15.2004






International Herald Tribune

1090.13.2004: P1/600
foreign R&D labs
IN China, 200 new

per year




NChil naos
EXport.
l nnov at

0 McKinsey Quarterly (Cover Story)






2003: 98% U.S.
2005: U.S. 150;
Shanghail 500



168/
18,500/
51,000



NWhen t he SiI | k RCc
Pav ekbihés Global/09.04

Express highways: 1 6 8
18, 500 1 n 003 (eush 1,

Implications: $200M Intel plant in
Chengdu (pop. 9.9M); 1/3"9 Shanghal
wage rate



1 Houston/
Month



Worst in 7Q:

Steel &
Plastic



Chi nads share of
consumption/2005:

Cement
Cott on
Coal e 3 0%
St eel e 26 %

Source: BusinessWeek/08.05



Savings, Internal
Investment,
external investment

> 50% GDP



2.0M vs /.1M
40/40






Level 5 (top) certification/
Carnegie Mellon Software

Engineering Institute: 35 o]}

70 companies in world are
from India

Source: Wired/02.04



NTeenagers
have big ambitionso
and the confidence to

ma t Cshaderortuneor.os
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n OMADE | N
From Cheap

Manufacturing to
Chi ¢c Br anc

0 Headline/Advertising Age/06.05



BEATING HURDLES,
SCIENTISTS CLONE
A DOG FOR A
FIRST: Feat for South
KOTrI e as rllaadS1e/|®/NYT/O8.04.05



NSouth Kor e
worl dos mos
and wirelesso

nati ono

0 headline, BW, 07.05



NThe economi c r I
glants Is the most important
story of our age. It heralds the
end, In the not too distant
future, of as much as five
centuries of domination by the
Europeans and their colonial
Of f s h 0s®atin Soir/F@2.23.2005



NThe worl d has arrived
Inflection point where nearly half its
populationd living in China, India and Russiad
have been integrated into the global market
economy, many of them highly educated
workers, who can do

justaboutanyjobintheworld.We O1I ¢

talking about three billion
QeO Q I e(\) 0 Craig Barrett/Intel/01.08.2004



THREE BILLION
NEW
CAPITALISTS

0 Clyde Prestowitz
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sof-ebruary 12, 2001,

anyone with access to
Could suddenly | ook at

one containing the whole
human genome.

Source: Juan Enriquez, As The Future Catches You
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oThere 1| s
t hat | s Ame
God - given right
aANY Mo I &ayriokdare

01.08.2004



NWhen | was growil ng

used to say to me:
dinneropeopl e 1 n Chi na
|, by contrast, find myself wanting to

say to my daughters: d/n/sh your
homework i people in
China and Indla are
starving for your job . 00

0 Thomas Friedman/06.24.2004




olt used to be t
tell me what country

yvouore from, 1|10d
you were rich or poor. Now
| say, OTell me

Professi osbpabad8 . O



India

350,000 engineering grads per year

>50% F500 outsource software work
to India

GE: 48% of software developed In India
(Sign in GE India office:n Tr espassers wi) |

Source: Dan Pink, A Whole New Mind



NProduct
Outsourcing Set
For Bi1 g |

0 Headline/FT/06.05



ol n a gl obal eco
government  cannot _ give
anybody a guaranteed
success story, but you can
glve people the tools to
make the most of their own
/ i V & \ASC, from éilip Bobbitt, The Shield of Achilles: War,

Peace, and the Course of History




+

People skills & emotional intelligence (financial service
sales, 78%/248K; RNs, 28%/512K; lawyers, 24%/182K)

Imagination & creativity (architects, 44%/60K;
designers, 43%/230K; photographers, 38%/50K)

Analytic reasoning (legal assts, 66%/159K; electronic
engs, 28%/147K)

Sour ce: ANWhere the Jobs Ar e0OANYT



Formulaic intelligence

Manual dexterity

Muscle power

Sour ce: NWhere the Jobs Ar e@O0OANY T



NOver the | ast decade th
gains came in occupations that rely on people

skills and emotional intelligence and among
jobs that require imagination and creativity. é
rying to preserve existing jobs will prove
futiled trade and technology will transform the
economy whether we like it or not. Americans

will be better off if they strive to move up the

hi erarchy of human tal er

future lies. ® Michael Cox, Richard Alm and Nigel
Hol mes/ AWhere the Jobs Areo/




Re-imagine!

NOt YouUur
WieldleRIID



NA f oc us -cottnng and sfficiency has
helped many organizations weather the
downturn, but this approach will ultimately

render them obsolete. On[y the
constant pursuit of
[nnovaltion can ensure

fong -term success . Obaie

Muzyka, Dean, Sauder School of Business, Univ of British
Columbia (FT/09.17.04)




n Wa l | Street
to penalize stocks for
anything but organic
gr ow 5 Ahlxer.tisir@Age/O?.os
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Franchise Lost

mO0 How many
you 0 really

crave a new

Chevy?o

NYC/IIR/061205




NA DI ffere
Toyota Raises Prices
While Detroit Cuts
D e e p bHyader

NYT/07.26.05



Re-imagine!

NOt YouUur
World V.



SuccessStrated



SuccessStrateqgy.2005

Rule #1: Never compete
against China on cost or
Wal*Mart on price.

Rule #2: See Rule #1



Guliding Tenets/Daily Fare

Innovate!
Re-imagine!
Adapt!
Prepare!



olt s not the
of the species that
survives, nor the most
Intelligent, but the one
most responsive to
C hang @cueuwn coutesy )



Tom Peters
Re-Ima gine!

Business

Opp ortunities

iIn a Disru__ptive A ge




OAnalysts said we donot
revenue, just give us the bottom line. They
preferred cost cutting, as long as they
could see two or three years of EPS growth.
| preached revenue and tFl
would glaze over. Now
because so many got caught, and
earnings went to hell.

0 Dick Kovacevich,
Wells Fargo (in ABA Banking Journal)



NWeodOre now entering a ne

where the group will be a franchisi NQo and

management company where
brand managementi s ce b al

Webster, Chairman, InterContinental Hotels Group

Nl nter Conti nent al wi | | N

with Drand ownership than hotel
owner S I&inmepDawsE\Dw of Charles Stanley (brokerage)

Source: International Herald Tribune, 09.16, on the sacking of CEO Richard North,
whose entire background is in finance



NYahoo I s dol
different things that it
may have neglected to

figure out what it wants
I O 408 eBonomistios.os



NMI I | er LI te
for anything; It was
trying to be a me-too to
Budwel Ss@nhacky O

CEO/SABMiller/08.05



Top Line, Anyone?

Point (Advertising Age), to Phil Kotler: 0 Wh o
should the CMO [Chief Marketing Officer]
report to?6

Kotler: ® Ma y b e Ca/ef Revenue

Officer # the cost side has been
squeezed, now companies have to focus

ontop -line growth fi or maybe a Chief

Customer Officer . ir: or maybe bothy)




nNHow we f eel about t he evol

are as individuals and as a civilization: Do we search
for stasisd a regulated, engineered world?

Do we value stability and
control? Do we think that
progress requires a central blueprint?

Do we see
mistakes as permanent disasters?
Do we crave

predictability? These two poles,
stasis and dynamism, increasingly define our political,
|l ntell ect ual and WilgihiaiRosardl,

The Future and Its Enemies

\



Rule #1: When the world goes flatd and you are feeling flattenedd reach for a shovel
and dig inside yourself. Dondét try to buil d
Rule#2: And the small shall act big. € One way
world is by learning to act really big. And the key to being small and acting big is

being quick to take advantage of all the new tools for collaboration to reach farther,
faster, wider and deeper.

Rule#3: And t he big shall act small. e One way
the flat world is by learning how to act really small by enabling their customers to act
really big.

Rule #4: The best companies are the best collaborators. In the flat world, more and
more business will be done through collaborations within and between companies, for
a very simple reason: The next layers of value creationd whether in technology,
marketing, biomedicine or manufacturingd are becoming so complex that no single
firm or department is going to be able to master them alone.

Rule #5: In a flat world, the best companies stay healthy by getting regular chest X-
rays and then selling the results to their clients.

Rule #6: The best companies outsource to win, not to shrink. They outsource to
innovate faster and more cheaply in order to grow larger, gain market share and hire
more and different specialistsd not to save money by firing more people.
Rule#7:OQut sourcing iIsno6t just for Benedict Arn

Source: Tom Friedman/The World Is Flat



Creativity Index:

The 3 TOoO
TeC h n O I O g y (HT Index/firms & $$3$,

Innovation Index/patent growth)

Tal ent (% with bachelors degrees+)

TO I eran C e (Melting Pot Index/foreigners,

Bohemian Index/artists et al., Gay Index/rel. #s)

Source: Richard Florida, The Rise of the Creative Class

f A



The Memphis Manifesto*: Building a Community of ldeas

. Cultivate & reward creativity.
. Invest in the creative ecosystem.
. Embrace diversity.
. Nurture the creatives.
. Value risk-taking.
. Be authentic (emphasize uniqueness)
. Invest in and build on quality of place.
. Remove barriers to creativity.
. Take responsibility for change. Development as D.I.Y.
10. Ensure that every person, especially children, has the right
to creativity.Become a nSteward of cr e:

OO ~NO Ok~ WNE

*2003/The Creative 100/Memphis
Source: Richard Florida, The Rise of the Creative Class



oThe Crea
Age /s a wide -
open gaime.

Florida, The Rise of the Creative Class




The Gen:
St()ry. (And the

Admi ral 0s.



ol f you don
change, Yyou
going to like

/rrelevance even

| @ S SiuciOuuicneioiunvsnm



Nel sonds O‘Sé'CQJth e
aamirals more
frightened of
losing than
anx/ ous o



Characteri sti cs ©Of
NMI ni mi ze r

NRespect t he
commando

NSupport t he
NMake budge

*Fortune, article on AMost Admired



Crossing the Unknown Sea: Work as a Pilgrimage of
ldentity, by David Whyte

oOoYou have set sa
another ocean
owl t hout star or
0goil ng where the a
leads
oshattering the ce
of centuri es. O

Janet Kalven, NnNRespectabl



My Story.



OoBest o
Good enough

*Suggests a linear measurement rod



Point of
View!/Point
of Difference!




TomResolution2005 (full year): Every project, small or large,
this year wi | | have to answer
change the worl d?0 HP ran a b:

CHANGED CI VILI ZATI ON TODAY?0 1| 0O

last question | ask myself each day!

TomResolution2005 (within the next 10 minutes): | will be
nhall monitoro for my attitude
human contact | have this year,
Do | exude Passion & Optimism & Connection of the sort
that invariably engages others? (Hint: This applies as much
to the 30-second exchange | have with a checkout clerk at
Shawos gr Manehester VIl a&s it does in a speech to
very senior execs in Zurich on January 11.)



QO u

esti on #1 é

nNHOW WI LL
CUSTOMER EXPE

THI' S PROJECT
RIENCE IN A WAY THAT

wiLL IMPLEMENT GDRAMATIC
DI FFERENCHESESH:

COMPETITORS SO THAT WE CAN CAPTURE
NEW CUSTOMERS, RETAIN OLD
CUSTOMERS & GROW THEIR BUSINESS,

BUILD OUR BRAND INTO A LOVEMARK &
AND KICK-START THEOTOP LINE 07 o




ol n Tomés wor/l
always better to try a swan
dive and deliver a
colossal belly flop than to
step timidly off the
board while holding your
1 O S 6 Easté)mpany /October2003
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