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160—1
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163-5
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160—1
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integrative framework for leading
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managing change 248—50

framework as a whole and its
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leadership capabilities 250, 251
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theoretical concepts/frameworks for
managing change 247—8

Jobs, Steven 49—50
Johnson & Johnson 7, 13
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59-60
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future research 250, 251
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57—-60
technical knowledge and
expertise 59
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consequences of lack of 61-2, 63
nature of 60
need for 60
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60-2, 63
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systems 53—35
VCSO theory 50, 51
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“leadership molecule” 60
need for 60
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leading change lessons from case
studies (cont.)
focus on management systems
242-3
investment of resources in the change
process 245
maximize employee involvement
245-6
multiple roles in leading change
240-2
resources required for change 245
single leader versus leadership team
240-2
stay the course 246
use of outside expertise 245
use “symbols” to help understanding
of change 244
leading strategic and organizational
change, integrative framework
Lewin, Kurt, model of the change
process 19-20
Lowy, Frank see Westfield
Lowy, Peter see Westfield

magnitude (scale) of change 11-13
major change 11-12
management/leadership development
33
management systems development
32—-4
case studies 242—3
control/performance management
system 33—4
management development 33
organizational structure 33
planning system 32
Management Systems model 19,
20-2
phase 1 — planning 20—1
phase 2 — getting started 21
phase 3 — letting go 21
phase 4 — completion 21
managing change theory, future
research 2478
market niche 29
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McGee, Michael see Pardee Homes
measuring the results of
change 23-5
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studies 231-2
operational change 13—14
operational planning 32
operational systems development 312
operations, driver of change 55—6,
59-60
organizational change 6—11
barriers to change 6—9, 10
definitions of change 6
group- and individual-level
resistance §—9
inertia caused by extended success 7
influence of groupthink 9
influence of historical values and
norms 7
influence of organizational culture
7,8
proactive change 9—10
reactive change 10—11
resistance caused by costs and risks
7-8
resistance caused by culture of
blame 8
transformational change 6
why it is resisted 6—9, 10
organizational culture, influence on
organizational change 7, 8 see also
culture; corporate culture
Organizational Effectiveness
Survey© 25
IndyMac Bank 141, 144-5
organizational level of change 14
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catalyst for change (2000) 176—7 planning, importance in leading
change process and initiatives change 66
(2000—4) 177—84 planning and implementing change
changes in department head roles model

181-2
changes in team leader roles 182
company description and history
168-9
culture management and leadership
style 178—80
development of professional
management systems 169—72
development of supporting systems
182
divisional structure 184, 185
expanding the senior leadership team
177-8
functional structure 173—4
growth and transition (1992—6)
172
growth and transition (1996—2000)
172—6
leadership of change 177
lessons from the change process 186
limitations on the change process
186
matrix organization structure 174,
175—-6
McGee, Michael 176, 177—-80, 183,
184, 186
organizational assessment 169—70
proposed changes and company
response 170—2
regional cross-functional teams
structure 174—6
regionalization of project teams
180—-1
results of change 185—6
Struck, Hal 176, 177—9, 180, 186
structural change (2000—4) 176,
180—4
structural change (2005) 184, 185
team incentive compensation 183
team participation in planning
183—4
participation, role of in change 63—4
PepsiCo 13—-14
performance management system
33-4
Perry, Michael see IndyMac Bank

business foundation 27—8
empirical support for the model 36,

future research on actionable model
248-50
implications for organizational
competition 36—8
key components 26—34
model as a whole 34—6
practical application 38—46
Pyramid of Organizational
Development™ 34—6
six key strategic building blocks
28-34, 36, 37
see also Pyramid of Organizational
Development™ analysis
planning system 32
PowerBar 38
proactive change 9—10
productization 30
“pseudo-participation” 64
purpose of the change process, case
studies 2312
Pyramid of Organizational
Development™
assessing/identifying the need for
change 3940
barriers to change 45
business foundation 27—8
change management plan
development 40—35
change planning matrix 42—35
empirical support for 36, 37
implementation of the plan 45
implications for organizational
competition 36—8
key components 26—34
model as a whole 34—6
monitoring progress against the
plan 46
preparing for resistance to
change 45
strategic building blocks 28—34,
36, 37
use in planning and managing
change 38—46
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Pyramid of Organizational
Development™ analysis
Countrywide Financial Corporation
72-3, 768
IndyMac Bank 141
Infogix 161
Stan Tashman and Associates 128—9
Starbucks Coffee Company 92—7

reactive change 10—11
research on leading change
creating buy-in 62—6
data-based change 64—5
importance of planning 66
risks of “pseudo-participation” 64
role of participation in change 63—4
research on the integrative framework
actionable model for planning and
managing change 248—50
framework as a whole and its
components 250—1
leadership capabilities 250, 251
taking the model forward 247-51
theoretical concepts/frameworks for
managing change 247—8
resistance to change 6—9, 10
group- and individual-level 8—9
preparing for 45
risk 7—38
see also barriers to change
resources required by an
organization 31
resources required for change 245
Reuters 38
risk, and resistance to organizational
change 7-8

Saunders, John see Westfield
Schultz, Howard 9—-10, 49—-50
Starbucks leadership team 60—1, 62
see also Starbucks Coffee Company
single leader versus leadership team,
case studies 2402
Stan Tashman and Associates 10—11
Stan Tashman and Associates (case
study) 12335
accountability for performance
133-5
adding a servicing function 125
changes in industry dynamics 127—8
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company background 123-35
creation of the leadership molecule
1267
expanding the management team
1267
future challenges and opportunities
135
impact of “Big Box” retailers 125—6
investing in people 1312
investing in technology and systems
132-3
meeting and exceeding customer
expectations 133—5
organizational response to industry
changes 128—9
Pyramid of Organizational
Development™ analysis 128—9
raising performance to a new level
129-35
reset business 135
Tashman, Rich 124, 126—7, 128,
134
Tashman, Stan 123—4, 125, 126—7
Starbucks Coffee Company 9—10, 28,
38
Starbucks Coffee Company (case study)
86-98
building the leadership team 89—90
building the organizational
infrastructure 91-2
business foundation 92—4
company origins 87
crisis period during development
90-1
culture and culture management
95—-6
deconstructing Starbucks’ success
92-7
growth in size and revenues
(1998-2006) 97—-8
guiding principles 95—6
Howard Schultz’s beliefs 96—7
Howard Schultz’s vision 88—9,
92—4
identification of the market 94
identification of the product 94
key events and phases in
development 88—92
leadership team 89—90
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94-5
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95
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vision for Starbucks’ transformation
88-9,92-4
strategic building blocks 28—34, 36, 37
acquiring resources 31
corporate culture development and
management 34
development of products and
services 30
empirical support for 36, 37
identification of market segment and
niche 29-30
management systems development
324
operational systems development
31-2
productization 30
strategic change 13—14
strategic change insights from case
studies 229—40
barriers to change 238—40
catalysts for change 229-31
drivers of change 229-31
duration of change 233—8
nature of change 229—40
objectives of the change process
231-2
purposes of the change process
231-2
timescale for the change process
233-8
types of change 232-3, 234
strategic mission 28
strategic planning 32
Struck, Hal see Pardee Homes
success, and organizational
change 7
systems, driver of change 53—35, 59

Taco Bell 13—-14
Tashman, Rich see Stan Tashman and
Associates
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Tashman, Stan see Stan Tashman and
Associates
Tata Steel 10—11
Tata Steel (case study) 188—204
approach to downsizing 194—6
business concept 189—90
communicating the new vision/
culture 198-201
company history 189-91
crafting the new cultural vision
197-8
employee separation schemes
193-7
employment practices and
technological change 191-3
environmental change (1990s)
191-3
growth of Tata Steel 190
new core values 198
new operational systems 201—2
new strategic vision for change
203—4
organizational and systems changes
201-3
organizational responses to
environmental change 193—7
producer’s or seller’s market
(pre-1990s) 190—1
quality circles 202—3
results of changes (the Tata miracle)
203—4
results of separation schemes
196-7
role of the individual in the new
cultural vision 200—1
technological change and
employment practices 1913
total operational performance
initiative 202
transformation to lowest-cost
producer 203
vision and culture changes
197-201
timescale for the change process, case
studies 233-8
transformational change 6, 12—13
types of change, case studies 2323,
234
typology for change 1118
change typology matrix 15, 16
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typology for change (cont.)

change typology matrix example
(American Express — AMEX)
15-18

compound change 16, 18

focus of change 13—14

incremental change 11

magnitude (scale) of change
11-13

major change 11—12

operational change 13—14

organizational level of change 14

strategic change 13—14

transformational change 12—13

values and norms, influence on
organizational change 7

VCSO theory 50, 51

vision, driver of change 50-2, 58

Wal-Mart 7, 36—8
Welch, Jack 49-50
Westfield 13—14
Westfield (case study) 205—-25
avoiding financial complacency 225
avoiding “the Midas syndrome” 225
becoming a global company
(2001 —present) 219-21
change in ownership (1984) 210
company history and background
206—-8
diversification outside the industry
(1985-9) 211-15
educational value of going it alone
225
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entry into the European market 221

entry into the UK market 221

entry into the US market 208—11

expansion and diversification
(1972 —present) 208—-21

extreme due diligence formula
217-19, 225

financial restructuring (1979) 210

future global strategy 221

growth and expansion (1961—71)
208

incremental approach to growth and
investment 222—3, 224—5

industry consolidation (1989—-2000)
216—-19

lessons from Channel Ten failure
213-15

lessons from experience in
diversification 222—5

Lowy, Frank 205, 206—10, 211-17,
219, 223, 225

Lowy, Peter 205, 209, 210, 211-20,
221,222, 223, 224, 225

managing failure 214—15

personal involvement in strategic due
diligence 223—4

planning growth and strategic
change 224

purchase of Channel Ten network
21115

restructuring as a global business 220

Saunders, John 2068, 210

shares performance 210—-11

shopping center industry pioneers
(1956—60) 206—7
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