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19-20
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Smith, Adam, 1, 20
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organizations, 162
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204, 208

strategic conversation mapping, 203-208

determining the strength of strategic
conversations, 208

strategic conversations
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2-3
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bridging generation gaps, 149-151

concern about producing chaos, 19-20

concern about small-thinking, 19-20

concern about time and effort involved,
20-21

concern that strategy is not the role of
employees, 20

contradictory messages from
management, 136

definition, 2

demands on corporate cultures, 22

effects on the strategy development
process, 22

employee contributions, 2

espoused theory versus theory-in-use,
136

ethical burden, 97

importance of conversational health,
140-146

informing leadership decisions, 13

making sure all voices are heard, 143-146

management aesthetic, 18

managing role of leaders, 127-128

nature of good conversations, 127-128

not brainstorming, 61-62

objections to involving employees in
strategy, 19-22

potential benefits for organizations, 2

potential risk to organizational secrets,
21

productive inquiry, 141-143

resisting anonymity among participants,
145-146
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134-135

scaling up, 55-56

shaping of conversations by leaders,
62-64

shutting down by management,
135-136

social nature, 69-70

social networking approach, 156-162
social rewards, 137
starting in your organization, 46-47
techniques to span geographies,
generations, and cultures, 153-154
technology-free, 148-149
See also conversations
strategic conversations typology, 23-24
challenges, 28-30
chaordic strategic conversations, 37-41
combining different types, 42-46
comparison of levels of inclusivity, 42
competitions, 27-28
impact on business growth, 42
innovation communities, 41-42
innovation days, 24-27
sensing and operationalizing platforms,
30-31
strategy reviews, 34-37
T-shaped strategic conversations, 32-34
strategic planning approach, 81-82
strategic tools, 80
strategizing modes, 86-94
Discovery mode, 87-89
Judgment mode, 89-90
Learning mode, 93
Persuasion mode, 90-92
Practice mode, 92-93
strategizing process, 86-97
decision-making, 76
Discovery mode, 87-89
effects of strategic conversations, 22
employee disconnection from, 49
ethical burden, 97
fostering knowledge exchanges, 128-129
influence of the leader’s values, 85
Judgment mode, 89-90
lack of employee involvement, 93-95
leadership under strategic conversations,
95-97
Learning mode, 93
limitations of big data, 85-86
Persuasion mode, 90-92
Practice mode, 92-93
questions leaders need to address, 97-98
relation to conversation, 133
role of strategic conversations, 95-97
strategizing modes, 86-94
supporting roles of conversation,
128-133
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talent management
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200-203
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Todd, Steve, 36-37, 167, 198, 204
social network analysis, 200-203
Toyota, 101
NUMMI joint venture with GM, 172
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134-135
transactional leadership style, 72-73
Tucci, Joe, 51, 182-184
Twitter, 162, 191

uncertainty
and business opportunities, 15
decision-making under, 2, 84-85, 90
in business model innovation, 196
link with profit, 84-85
value-seeking under, 182

United States Army
after action reviews (AARs), 137-139
managing failure, 137-139

value creation. See Five Iron Laws of Value
Creation

value-seeking under uncertainty, 182

Van Riper, Paul, 183-184, 186

vertical integration, 78

Vidovich, Nick, 109-111, 137, 190
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