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THE SUMMARY IN BRIEF

A forecastis aplausble, interndly congstentview of wha might happen.
It is designed to be provocative. At the Institute for the Future (IFTF), theword
prediction isn’t used becauseit is a statement thatsomething will happenanda
prediction is almostalwayswrong. Fortundell erspredict the future forecasters
don'. A forecast does't needto “cometrue’ to be worthwhile. It shoutl pro-
voke newthought:newinsights,new possble actionsor newwaysof thinking
aboutthe present.You don’t needto agree with aforecad to find it useful

The ultimate paradox for busnessleaderstoday is theinability to forecast
thefuture yetthe neessity to make senseof it in orderto thrive. To be suc
cessful, leadersmustdevie strateges rooted in their own point of view and
thenget there aheal of the crowd. Howeve, many leaders are contentwith get
ting therein time, and someareevenwilling to sdtle for geting therefashion
ably late. Thosebehindthe curvefocus on quick-fix problans, awiding the
kind of long-tem dilemmas tha will characterize the future.But asthe IFTF's
10-Yea Forecast ddineates, today’s corporde chieftains face more andmore
dilemmas recurring, complex,messy and puzzling situations.

In this summary, Bob Johanse — former president andCEO of the IFTF —
sharestechniquesrefinedby the Insttute to hdp you navigde your organization's
roadto the future. Employing fascinaing ca<e studies like tha of the Apple
iPod, he shows how gettingthereearly meansfinding new markets, newcus
tomersandnew productsahead of your compeitors. Throughthesestories,
Johansnshows how gettingthereearly hdps you seebeyondtodays problens
andremgnizepossble futuresbefore othas do.

IN THIS SUMMARY, YOU WILL LEARN:

 Sevendirectionsof changein the nextdecade.

 Coredilemmasof the five driving forcesin IFTF’s 10-Year Forecast.
 Thedifferene betweena problem anda dilemma.

* Why smart networkingis critical to marketing.

» How to conductan effective After Action Review.

Publishedby SoundviewExecutiveBook SummariesP.O.Box 1053,Concordville,PA 19331USA
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THE COMPLETE SUMMARY: GET THERE EARLY

by Bob Johansen

Thinking 10YearsAhead
to Benefit Today

Foreasting is a kind of menal fithesspradice, com-
parableto physical fitness Here are the coremethodole
giesusel at IFTF to developforecasts

» Expert Opinion Aggregation — defineswho is
mostproficientin understandig a possible future.

» Expert Workshops— areusudly composef
groupsof about 12 to 25 diverse expets.

» Content Synthesis— drawstogehertheforecasts
of others

* Historical Analog — drawslessonsfrom the past.

e Scerarios — bring forecass to life throughstories
to bring peopleinto the dally life of future worlds.

» Survey Research— usesguegionnaires or inter-
views to elicit attitudes aboutthe future

» Ethnography — is derivedfrom anthropologyto
exploreunderlyingculture andvalues.

« Visualization — bringsaforecad to life through
pictures, humananddigital art, and othermeans

« Artifacts from the Future — are hybrids of archae-
ology anddesignthatuseimaginel objeds to bring a
forecast to life.

Althoughforecasing metodologyis importantand
usdul, it is wise nat to takeany methodobgy too sert
ously Each leademeeddo decide what approah he or
shewill take toward the future m

Institut e for the Future’s
10-Year Forecas

Beforediscussng the 10-YearForecad, it is important
to highlight the underlyingdirectionsof changebehindit.
Think of theseashistorical contextsfor thefuturetha is
to follow. Thefollowing statementsdicae diredion, not
destinaton; we are movingin the diredion indicated,but
may newer actially getto the end point towardwhich we
are moving. We aremovingtoward:

» Everyday awarenessof vulnerability and risk —
bothin the develogd andundeelopeal worlds.

» An hourglasspopulation distribution whereold
ageisthenewfrontier, butkids will be head.

» Deep diversity that is“beyondethnidty,” in the
workplace and sodety.

* Bottom-up everything in which peopleinteract
with the produds and sevices they consime.

 Continuous connectivity in which network connee
tionsare always on.

* A booming health economy in which heath is an
importantfilter for many purdasing decisions— and
hedlth risksare on everyonés mind.

» Mainstreambusiness strategythat indudesenvi
ronmental stewardship combined with profitability —
doing goodwhile doing well.

Within the 10-Yea Forecast, there are five driving
forces, or “storylines”™ personhempowermert, grassrats
economics, smart networking, polarizing extreme and
heath insecurity. Thesestorylines hdp to expand on the
extemal forces that will shapethe next 10 years.

Soryline 1. Personal Empovement

Theword consume is obsolée, but there is no betier
word to replaceit yet. The word consumeaneanso
destroy. But consuners are not justdestroyers or passive
redpient of mass messayes, andincreasingly, peopk
reentbeng treated as sud. Conaimers areempowvered
people whosepowe's are anplified by theinteractive
media they are rapidly learning how to use.

For very laige organizations this persona empower
(continuedon page3)
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Summary: GET THERE EARLY

Institute for the Future’s 10-Year Forecast
(continued from page 2)

mentcreatesa dilemma: How can they engageconstrue
tively with theincreasingy powerful individud and net
works of peoplewho buy their produds andservices?

IFTF's reseach suggest that engagel consumes are
charaterizedby threebellwetherbehaviors:

1. Self-agency: acing with indep@&denceon onés
own behdf, butwith closelynetworked links to others,
sothatindividual decsionsare magnified butinfluenced
by othes.

2. Sdf-cugomization: adapthg and appling coreprod-
ucts or savicesto ther own individualneedswith expee
tation that productswill becusbmizabk to their needs

3. Self-organization: orgarizing responsesandinitia-
tivesin waysthat aredifficult to anticipate

Engaged consumersarea forceto bereckonedwith.
They caninjectabrandwith incrediblebuzz, as did early
iPod uses. Apple got thereearlywith awell-designedand
compelling product promotedmodly by word of mouth,
although Apple fueledthefire. Engagd employes have
the same kinds of power,butit is applied to work. Many
work pradices(eg., time andtask mana@gementjarebeing
brought hame, but influencegoesback and forth asthe
line betveenhome andwork bemmeblurred.

Pele are shifting theiridentitiesfrom consumptiorto
creation— including customizatiorand do-it-yourself
(D1Y). The shift impliesa mowe toward moreopeneco-
nomc exchange, with anemphais on external innovaion.

Pesonalempowermenwil| be shapedby the aging
baby boomersThe word retirement will probablybe
replacal by a boomer-typdaermlik e redirection, regen
erationor refinement Boomerswill rethink and re-form
thenotion of careerdor the 50-plusin severalways:

» Working older: Don't expect themto stopworking,
unlessthey getbored.

» Mor e health expensesand invegments in health:
Chronicdiseasaneetslongerlife.

* Lower levelsof government support: Socid
Searity will notbe enough.

» Expanding, not narrowing horizons: Empoweral
boomes hawe a big-picture view, sotheywill continue
to reachoutandgrow.

The next gereraton of workersis really different,with
skill sandperspectivestheir elde's do not shae — or in
sane cases evenunderstandThey will likely bemore
comfortalde improvising their way out of dilemmas. Many
hawe learnedheir kills in videogamingworldsthatare
notasdifferert from busines@ssomemay think.

Soundview Executive Book Summaries®

Storyline 2: Grasgoots Economics

Ecanomies of scde — where biggeris almaost always
better — are giving way to economes of orgarizaion,
where you are what you can organize. Think of it as eBay
on steroids. Everyone can bea seller and everyone canbe
abuyer. All organizations havethe potential to take on a
grassroots character. Think personamedia, persordlized
products and savices, and masscugomization.

The grasgootsecononics dilemma facing very large
corpordionsis how to grow finandal performancein an
econorric environment in which scale is a mixed bless
ing, andyou mustgive the feeling of being both large
and small simultaneously;

Storyline 3: Smart Networking

We are moving toward a globd fishne of connedivi-
ty, wheresmart neworkers live at the leading edgeof
market trends, making distinctive and influential choices
aboutentertsinment health, home, policy issuesand
elections Increasingly, brandsare selling not justto an
individual butto a sodal network.

The smart networking dilemmato be consderedis
how to engagein posiive ways with smart networks
and networkers tha cannotbe contolled and only rarely
can beinfluenced in straghtforward ways

IFTF hasidenified thes six factors as being most
important to networking 1Q:

1. Group participation: how you use networksto
engage with othersin effective ways.

2. Referral behavior: how you use networks to link
to otherresources avdlable throughthe network.

3. Online lifestyle: how the network fits the context
of therest of your life.

4. Personal mobile commuting: how you usethe
network as you move about

5. Locative adtivity: how you use the nework to
drawlinks to spedfic geographic locations

6. Computer connectivity: how you use your skills
to link to compuer-basal resoures.

If leaders are nat skilled or atleag conversantwith
blogs, wikis and other networked meda, it will be hard
for themto lead Youngerworkersareleaming to create
ard share knowledge in a mixed physical andvirtual land-
scape. The explosion of sccial softwarewill challerge tra-
ditiond notions of focus workflow andprodudivity.

Storyline 4: Polarizing Extremes

Everything, andespeially the proliferation of
extreme views is anplified on the Internet. Extreme

(continuedon page4)
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Institute for the Future’s 10-Year Forecast
(continued from page 3)

groupsseem moresophsticated at networking than do
moremodeateones. A dilemmaof polarizing extremes
is figuring out how to engageextremegroupswhen you
cannotpleaseall of them

Worldwide, it appearghatfundametalist perspecties
(religious, political andsocial) are increasingin popu
larity. Strongopinionswill becomemoremobile. For
thefirst timein history duringthe courseof this decade
morethanhalf theworld’s populaion will live in cities.
The shift will be greatestn devdoping countries.
Megadties (over 10 million people) will consitute a
newkind of wildemess resenbling the mostextreme
ecologies in natureandeliciting adaptive survival strate
gies.At the sametime, smal citieswith populaions of
50,0000r lesswill be amongthe fastest growingin both
deweloping anddewelopedworlds

Storyline 5: Health Inseaurity

Boomerswill fund andfuel whathealth researbersat
IFTF call the“health economy. The hedlth inseairity
dilemmais how to grow a culture-of-halth marketplae
in the shadow of looming global hedth crises. How
manywill beableto afford to be healthy?

Essentally, the next 10 yeais will seenewapproabes
to extendingwhatthe body cando in ways thatwere
difficult to imagine before.IFTF has identified these
styles of creatingan extendedsdf:

* |dentity switchers: thosewho strive to changetheir
identity throughmentl andsocid disciplines.

» Medica modifiers: thosewho usemedicé or surgical
methodsto charge their bodiesin waystheyfind positive.

* Body builders: thosewho use exergse andother
disciplinesto altertheir physigue.

» Death defiers: thosewho strech thelimits of what
is possible and whatis safe.

» Super connecors: thosewho use networksto
amplify their senseof sef andessenially developa
moreconnetive definition of “self.” =

The VUCA World

There areboth nagy challerges andintriguing oppor
tunitiesin theVUCA World. Thesedangersarecharae
terized by volatility, uncertanty, comgdexity andambigu
ity. But thee same danges crede leadershp opportuni
tiesin termsof vision, understandhg, clarity andagility .

TheVUCA world is sparking newways of thinking
andacting. The mostsuccessfuleadaship straegyis to

4 Soundview Executive Book Summaries®

flip the danger like anaikido movein martial arts
where you absorb the attack but redirect the enegy of
the attack in a postive direction. The negaive VUCA
world can beturned aroundwith a combination of
vision, undersanding, clarity and agility. The challenge
isfinding away to engage honestly and create awin-
ning strategy within the chaosthat you encounter Here
are some emerging prindples:

* Volatility Yieldsto Vision —Vision means havinga
clearintent, a clear diredion for your actions.Vision is
much more imporint than foresightsince it seekgo
create a future not jug study the future With clear
vision, cregtive space opensfor innovdion within the
parameters you speify. A bold vision sees beyond
volatility, with a calm persective not trapped by
assunptions of the preent

* Uncertainty Yields to Under standing— Listening
leadsto undestanding, which is the basis for trust You
mustlearnto listen cardully withoutjudging too soon.
TheVUCA world creates an urgency to act quickly, but
sonetimes it is afalse senseof urgency. Thebestlead
ers havethe presence and calm to listen before talking.

» Complexity Yieldsto Clarity — Leaders musthelp
othersmake senseof conmplexity. TheVUCA world
rewards clarity becausepeople areso confusedthey
grag atanything tha helpsthem make sense out of the
chaos. Thethoughful leade’s questis to be both clear
and accurae, simple but not simplistic.

* Ambiguity Yieldsto Agility — Lealers cant sur
rende to ambiguity; tha would lead to pardysisand
confuson. Rather, they mustlean how to be agie and
regpondto attack. TheVUCA world rewards networks
because they are agile, while it punishes therigidity and
brittlenessof hierarchies. m

What’s Different About
Dilemmas?

Thebiggest chalengefor leadersis learning to live
with — even embrace — thetensionsinhaent in dilem-
mas How can you prepae your mind to win when
faced with dilemmas, to win wha appear to be no-win
ganes?Dilemmas disguisel as problems are particular-
ly dangerouslf you engagea dilemma asif it werea
problem, you may get there early, butyou are not likely
towin.

Most of today’s leaders weretaughtto solveprob
lems, andproblem solvershavespeificdly beentaught
to move fast. Winning when faced with dilemmas,how-
eva, requires an ability to hold complexity in your mind

(continuedon pageb)
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What's Different About Dilemmas?
(continued from page 4)

without knowing too soonandwithout takingwordsor
datatoo seriously.If you getthere early, you've got
time to sort out a situation. Somelealersshootfrom the
hip becawsethey gettherelateand don't havetime to do
arything else.

CanYou Tdl a DilemmaFrom a Problem?

Modern dilemmashaveevolved beyondthe traditiond
definition of dilemma, which focused on an either/or
choicebeween two badoptions. In today’scomplex
world, choicesaremary (we facetrilemma andmulti-
lemma3 — even asthe conext within which dilemmas
arearisgng is beaming moreintradable Considerthe
following charactesticsof modernstrategt dilemmas:

» Unsolable

* Recurent

e Complex andoften messy
 Threatening

* Enigmatic andconfusing

* PuzZing, with two or morechoices — and dedsions
arestill required

* Possibly positive (dilemmaswith attracive but com-
peting optionsarepossble).

A problemis “a queston or puzle thatneealsto be
solved.” Typically, in currentthinking, a problem hasa
binary (either/or)soluion or at leag a clear solution. In
aworld of dilemmas we still havemanyoptonsfor
respong, but usudly the optionsaren’t simple andusu

ally theydon’t comein pairs.Yegno will notbe enough.

Whatmight be a third way, or fourth or fifth? Expecting
a binary solution cangetyou in big troublein theworld
of dilemmas.

Dilemmas as a Souce of Inspiration

Thefirst disdpline is to resig jumping to premdure
conclusons.Unlessyou're in an extreme situaion
whereyou absolutey haveto regpondimmedidely,
reflection is usuallymore usefulthanreadion.

There arestll many problems with binary solutions
ard it is very importantthatsonmeonesolvethem.
Looking ahead, hawever,it canbe see thatmostprob
lemswith binary solutionswill tendto betactical, impor-
tantfor suacessful executionbut moreappropriatdor the
operational peoge within afirm. Strategic thinking will
be dominated by dilemmas. m

For additional information on dilemmas,
go to: http://my.summary.com
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It Takes a Story to Understand

a Dilemma

Storytelling is only part of theleade’s challenge.
Listening for stories is just asimporiant, to untangle
dilemmas,reach somekind of “Ahal” and devebp win-
ning strategies. Someimes the best stories abouta
dilemmawill arisewhere you least expect them.

A Story About Silicon Valley

Silicon Valley works asa hotbed of innovaton based
on the dilemmabetween the “culture of ideas” ard “cul-
ture of money” in thevalley. The“culture-of-ideas” peo-
ple love ideasand love to exdhangethem to seeideas mix
and grow. They are willi ng to give anay ideas, trusing
they will get badk even better ideasin return. Subgroups
of the culture-of-ideaspeopk are intent on changing the
world, and convinced ther ideas canhaveanimpect.

Meanwhie, the culture-of-moneypeopk in Silicon
Valley arefocused on making asmuch moneyasposst
ble, throughcommerciali zaion of technologyandideas.
Subsés of this groupare driven by greed.

Howeve, thesesodal networks need each other The
culture-of-idea people need moneyto bring theirideas
to life. The culture-of-moneypeople need ideasand
innowvation to inspire new businesses and attract
invedors Neither of thesetwo dominant cultureslikes
the other — even thoughtheyrecogniz tha theyneed
each othe. Thetensgon between the poles of this dilem-
ma— ideas and money— provides energy for Silicon
Valley innovation. If this dilemma were “solved” the
creative enggy of theValley would dwindle. m

| mmersion

Immersionisthe bes way to leam in aVUCA world.
Immersion experierncesallow leadergo leam rapidly ard
viscemally, andhelp at every stage of the Foresght to
Insight to Action Cycle (seediagramon page6) by pro-
viding away to getthere early before commiting to go
there atdl. Immergon canhelpleadersexperierce a pos
sible world of the future to get afeelingfor whatit might
belike, to seethings from diff erentpoints of view to pro-
voke insight. Immersion helps you try out diff erert ways
of being so you can develop your own agility.

Constde a spectrum of immergon experencesjn
orderfrom mostto least involvement for the learners:

» Simulations of reality: where sonre aspect of the
red world is being modded soit can be experenced.

* Alternate-reality games: where individuals, smal

(continuedon page6)
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Immersion
(continued from page 5)

Foresght to Insight to
Action Cycle
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groupsor hugenumbersof playe's engagein hypothei-
cal worlds, either digital or red.

« 3-D immersive environmerts: where peoplerole-
play analterndive idenity in an online setting. Thereis
no story or “game’ otherthanwha the playes create.

* Role-play simulation games whereleanersplay a
role in aninteractive simulation tha drawsfrom real-
world expeience.

» Scerarios: wherea storyis broughtto life, through
text or physically via artifacts

» Mentoring, reversementoring or shadowing:
wherelearnersareimmersedor a period of time in the
life of anothempersonfrom whomtheywantto learn.

» Ad hocimmersive expeaiences: where thegoalis
helping someme seetheworld from anotherpoint of view.

« Theatrical improvisation: where actorsbring a future
possbility to life in avivid way while learnes watch.

 Casestudies: whereared-world situaton is
desaibedin athird-persorbut engaghg way sotha
learnerscan bemmeinvolvedwith the case. m

Sensing and Sensemaking

To ge thereearly andcompete both senseandsense
making skills areneededFirst, you sen® what'sgoing
6

Soundview Executive Book Summaries®

on arourd you ard what might be possible in the future.
Being able to idertify whats mog importart or influen
tial requiresanahlity to serse and make serseof bath
conaete information and qualitative experience. Think
of sensng as listening: to theworld around you, to the
signds you think areimportart for your organization and
to your inner voice of innovation. Sersing is listening for
thefuture, heaing something that others don't yet hear.

Foresght to I nsght to Action Workshops

Moving from foresightto insightis anintuitive search
for “Ahal” It isanonlinea creative processbestdonein
a small-workshopseting. Smdl groupsare good at lis-
tening for the futurein creative waysto generate
insights and seedinnovation. In an interective workshop
sdting, seven to 25 people can be amezingly producive
— if theycan learn to engageconstudtively with each
other In planning oneof theseworkshopsyou needto
assesswhere you'd like to focus A typical workshop
will hawe thefollowing enphasis

* 40 perent on foresight that is provocdive for the
organizaion

* 40 perent on insightprovoked by the foresight

* 20 perent on possble actions =

From Insight to Action

Thetrandgtion from indghtto action is more straght-
forward than the transtion from foresght to insight
Actionisaimed at results, at making a difference But
action does't necessrily mean final adion. Action
unfolds. The ultimate basisfor evduation of a forecast
is notwha you gotright in the forecast but whetherthe
forecaad hdped leaders make better dedsionsthatledto
action tha made a difference.

Beware of the Operational Problem Sdver

Actionis great, unlessit isthewrongaction. Those
who are problem solvers alsowant to getthere early,
but are morelikely to get there early with an answer
thatiswrong— even if it is right in the shott run.
Actionis the home court of the problan solver.

Modern strategic dilemmas requre newkinds of lead
ership ard newkinds of leadership devdopment. Even
solvable problems can be embedded in dilemmas,and
dilenmascan be nonlinear — like globd warming —
with real potential for large-scde sudde or long-term
impacs that can rearangeentire sysems.

Thekey here — in themidst of action — isto recog
nize the difference between a problem and a dilemmaas

(continuedon page7)
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From Insight to Action
(continued from page 6)

Components for a Foresight to
Insight to Action Workshop

Foresight to Insight to Action workshops work
best when they have the following ingredients:

1. A meeting owner. This person may need to
make real-time decisions during the workshop
regarding next steps.

2. A target outcome. Having a clear outcome, a
mantra for the meeting, gives everyone focus.

3. A diverse group. You need diverse people who
will play well together. Generational mixes and mixes
of thought styles are particularly helpful.

4. A content facilitator. He or she must possess
both content and group process skills to assist par-
ticipants in drawing links between foresights,
insights and possible actions.

5. A chunk of provocative foresight. A big picture
forecast can be a wonderful stimulant, but it’s also
important to think through the message track you
want to use to stimulate the discussion.

earlyin the processaspossble. If in doubt,assumeyou
arededing with adilenma.lf, as the situation unfolds
it turnsout thatyou aredealingwith a solvable prob-
lem, all you needto dois solveit and moveon. Onthe
other hand,if you mistakea dilemmafor a problem,
you candig yoursef in deeplybefore you realize wha's
goingon— andbeforeyou figure out thatno solution
is possible. By this time, theremay be no way out, or at
leag no face-savingway out.

Wad-Mart's Sustanability Strategy
Foresight: Long-termfinancial performane won’t be
possible withoutchangesn environmatal pradices.
Insight: Wal-Mart neededa newapproah.
Action: Crede theWal-Mart Sustinability Strategy.

Wal-Mart has always beenaboutgrowth and“everyday
low prices” But in 2005,CEO Lee Swtt enterednto
newterritory with his focuson “bushes sugainability,”
which he ddfined asincluding the goak of environmental
sugainabiity and robustbusnessperformance.This
straeqy has three coreelenents, eachof whichinvolve
dilemmastha Wal-Mart will try to overcome:

1. Climateandrenevable eneggy

2. Zerowaste

3. Sudainableproducs.

Wal-Mart is aiming to do good while doingwell, thatis,

Soundview Executive Book Summaries®

without compromising its finarcial goals PerhapsWal-
Mart's yearsof bad press — a dilemma— influercedits
decision to dealwith the envdronmental dilemma. m

For information on the Foresight to Insight to Action Cycles of Wikipedia
and the Omidyar Network, go to: http://my.summary.com

Flexing and Flexibility

The organizational form of thefuturewill bemore like
anetwork thana hierarcy, although hierarchies won't
disgppear. There is no single center in nework orgariza:
tions; there are asmany possble cenersasthere are ne-
work nodes. The action is at theintersectionsand edges
Sweh a structure is just right for dealing with dilemmas.
Nobody controls organizationsthatfunction like net-
works, but the organizationscan be woven into varied
paterns and flexed without losing strength.

Leade's musthavethe ability to flex, the wherewithal
to maintain a clear direction and the vision to decide
where, when and how to work. Fortunaely, the next
generation of workers wants even morefl exibility and
more choice— and they are realy to navigate the
work/private life dilemmas implied by thisincreasingy
networked world.

Devdoping Your Ability to Flex

Flexingis like the freedomtha a musidan hasto
improvise within the rhythmic structure of a song.
Howewer, in mostorganizations,there are distinct values
and legalrequirements tha mustbe met. Organizatonal
structuresand regponsbilitiesare both explicit and
implicit. The outside world, howeve, is not necessarit
governel by the same principles. Organizations cannot
assurre tha thar ways of working will be followed by
others Flexing skill s neal to be temperel by anorgant
zation’s sene of direction.

The IFTF hasidenified seven“tuning levers” to desgn
ard evaluate organizational structures:

1. Structure — Like the cord on a fishné, network
structuresare strong but flexible. The numbe andpat
ternof the nodes on the netare critical to its strengh
and flexibility.

2. Rules — Flexible firms work best with only a few
rules, butthosemustbe followed religiously; principles,
rather than rules, work bestin the context of network
organizaions.

3. Resources — Thekey resour@ need in network
organizaional structures is to make communicationpos
sible aaossthe nework.

(continuedon page8)
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Flexing and Flexibilit y
(continued from page 7)

4. Thresholds — Scale thresholdsarecritical in the
life of network organizatons,since small groupsare
typically morecohesivethanlargeones

5. Fealback — This oftencomes informally by word
of mouth.

6. Memory — Memory in networkorganizationsis
often decentralized andformal methodsof organizaion-
al memoy (like databases)ften do not cgpturethe
vitality of the knowledgebeing stored.

7. ldentity — Network menbersmay or may not
have sharedcollecive idenities; someareformal while
others are informal with dispergdidentities. m

Flexible Firms

Firmsthat hawe incorporatedlexibility havebegunto
emergebutthereis siill roomfor moreflexible firms to
cometo the forefront.

An Open Souce Flexing Story

While IBM still supportshardwae and software busk
nesses it makesmoneyoff of services. Opensourcefor
IBM includes:

e Co-producton of value between competitors ard
users

e Cdebrationandincorpordion of user-generated
innovation

» Discovery of communtiies of interestandeffi cien-
ciesamongusers prodwcers distributors,pariers
andenployees.

IBM has beenableto createor partidpate in open
sourceor free zoneswhereit givesawaysoftwae in
orde to createa higher-valuecompettive zonewhereit
canoffer serviceslt is cooperat/e andopen in hard-
wareandsoftware,but competitve in services.

A GeowelFlexibility Story

The geavebis the mixing of virtual andphysical
media to extendboth our experienceof the physical
world andour acces to onlineresour@s.Walt Disneyis
alreadymixing the physicalexperierce of the parkwith
virtud linksandis focusingattention on boththetech
nology andhuman efforts to work with technologyto
provide greatexperencesfor guests.ConsiderPal
Mickey — asmdl Mickey Mousestuffed animalwith a
rado frequeng readelin its nose and an ability to “talk”
to the personholding him. As a gues goesaroundwalt
DisneyWorld, PalMickey givesupdaeson wherelines
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READING LIST

If you liked Get There
Early, you'll also like:

FO res g ht F ro m 1. Thq Starfish fmd the
H in d Si g ht Spider by Ori Brafman

and Rod A. Beckstrom.
On the Foresight to Ins'ght to The authors provide a look
. L at the decentralized com-
Action Cycle, the activities panies that are taking the
beween acion and foresght are business world by storm.
obsavaton, measirementjnduc 2 E’"’M"Z’;“’A"’ ellfag:l: 'g rf?e';':n
tion and learnng from expei- to develop your influence
erce.Whatcanwe learnfromour ~ from Wht?re;{er yt?u ;re in
. an organization by becom-
acionsto idenify new apgoach ing a 360-degree leader.
esfor_the future?Thoug m_‘ul 3. A Leader’s Legacy by
foresight should include hind- il;lmesZ M,& Kouze§r ﬁ"d
H . A H arry £. Posner. [ne
sight At IFTF it is said thatyou authors stiow how:a lega-
should look at leasttwice asfar cy is more than a link to a
back as you are looking forward.
For exanmple, the Ingtitute’s 10-
yearforecass usudly include a 20-yearlook back

position or place in an
organization.

After Action Revews

Oneof the most effective disciplinesfor leaming from
experierceis the After Action Revew (AAR). Theamy
ard other military sevicesandthe fire and police agerties
us AARs asaregular discipline for delriefing and docu-
mening les®ns from every significantevent. The amy
keefs a databag of AAR lessons but the primary value is
nat in the database but in the peronal discipline of lean-
ingtha is ingrainedin daily life. Lessansfrom AARs are
fleeting andbeg undestood in real-life context.

A big chdlengefor busnessis to distinguish perfor
mane evduation from learning. At many companks,
manayerstalk boldly about“l earning from failure; but
common wisdomamongenployees is thatthereis a
strong, usudly unspoka, presaureto produe andnot
admit failure.

After Action Reviewsare an example of contentsyn
thess, which is atool for foresight Thekeyto AAR, as
well asany other form of expeiene synthesis,isto
lean from what has hgppened and apply that learningto
onés undestanding of future possbilities.

Often, the bestforedght happensin real time, in the
midg of theacion. Thebestleaders developaninstinct
for response, adiscipline of readness nat justaplan
Thebeg strategy emergesfrom theflow of expeiience
andevens. Thedeepest insights arise in the field, ard
oftenan initial insight suggeds afirst adion; but asthe
adion unfolds, the insight gets deeper. That's whatpro-
totypingisall about, akind of lean-asyou-go style for
strategic action. m




