the game changer ag lafley

The Game Changer AG Lafley: Revolutionizing Business Leadership and Strategy

the game changer ag lafley is a name that resonates deeply within the realms of business
innovation and leadership. Known for his transformative impact on Procter & Gamble (P&G) and his
pioneering management philosophies, A.G. Lafley has redefined what it means to lead a global
corporation in a rapidly changing marketplace. His ability to blend strategic vision with customer-
centric innovation has made him a true game changer, inspiring leaders and entrepreneurs
worldwide.

Who Is The Game Changer AG Lafley?

AG Lafley, or Alan George Lafley, served as the CEO of Procter & Gamble during two distinct
periods, first from 2000 to 2009 and then again from 2013 to 2015. His leadership is widely credited
with revitalizing P&G, one of the world’s largest consumer goods companies, through bold strategic
shifts and a relentless focus on innovation. Lafley’s approach centered on understanding consumer
needs deeply and aligning the company’s resources to meet those needs in creative ways.

A Visionary Leader with a Customer-First Mindset

At the core of Lafley’s philosophy is the belief that companies must obsess over their customers. He
famously emphasized, “The consumer is boss,” underscoring the importance of listening to
customers to drive product development and marketing strategies. This customer-first mentality
propelled P&G to launch some of its most successful brands and products under his guidance.

Driving Innovation Through Strategic Focus

One of the key game-changing elements Lafley introduced was focusing innovation on a few “big
bets” rather than spreading resources thin across many projects. This approach ensured that P&G
invested heavily in high-potential initiatives, resulting in breakthrough products and market
leadership. His leadership also encouraged a culture of collaboration, both internally and with
external partners, fostering an environment where innovation could thrive.

How The Game Changer AG Lafley Transformed P&G

Before Lafley’s tenure, P&G was experiencing stagnation and a loss of market share in several
categories. His return as CEO brought a clear strategic direction that reinvigorated the company’s
growth trajectory.



Portfolio Simplification and Focus

Lafley implemented a rigorous review of P&G’s product portfolio, divesting underperforming brands
and doubling down on core categories where the company could lead. This portfolio simplification
allowed P&G to allocate resources more effectively and innovate in areas with the highest consumer
demand.

The Power of “Playing to Win” Strategy

Co-authored by Lafley and Roger Martin, “Playing to Win” is a strategic framework that became
synonymous with Lafley’s leadership style. It’s a practical guide that helps organizations make clear
choices about where to compete and how to win. The framework encourages companies to:

» Define winning aspirations

e Choose where to compete

e Decide how to win

» Identify critical capabilities

¢ Develop required management systems

This approach provided clarity and focus, ensuring every part of the organization worked toward
common, measurable goals.

Embedding Innovation Into the Corporate DNA

Lafley championed innovation not just as a function but as a core value embedded throughout P&G.
He created innovation platforms that encouraged cross-functional collaboration and leveraged open
innovation by partnering with external inventors and entrepreneurs. This openness expanded P&G’s
innovation pipeline and accelerated time-to-market for new products.

The Lasting Impact of The Game Changer AG Lafley on
Modern Business

AG Lafley’s influence extends beyond P&G’s walls. His ideas on leadership, strategy, and innovation
have shaped contemporary business thinking globally.



Lessons in Adaptive Leadership

Lafley demonstrated how adaptive leadership is crucial in today’s fast-evolving markets. By
continuously reassessing consumer trends and competitive landscapes, he maintained P&G’s
relevance and agility. His leadership style is a case study in balancing long-term vision with short-
term execution.

Customer-Centric Innovation as a Growth Engine

One of Lafley’s key contributions is illustrating how customer insights can fuel breakthrough
innovation. Businesses across industries now prioritize customer feedback loops and co-creation,
strategies that Lafley helped popularize. His work highlights that innovation is most successful when
it directly addresses real customer pain points and desires.

Strategic Clarity with “Playing to Win”

The “Playing to Win” strategy framework has become a staple in business schools and corporate
boardrooms. Its practical, decision-focused methodology empowers leaders to cut through
complexity and make strategic moves that create competitive advantage.

What Entrepreneurs and Leaders Can Learn from The
Game Changer AG Lafley

For anyone aiming to lead a business or innovate effectively, AG Lafley’s career offers several
valuable takeaways.

Focus on the Consumer Above All Else

Understanding your audience isn’t just about market research; it’s about empathizing and
anticipating their needs. Lafley’s relentless consumer focus teaches that successful products and
services stem from truly knowing who you serve.

Prioritize Strategic Choices

Trying to be everything to everyone often dilutes impact. Lafley’s “Playing to Win” approach reminds
leaders to make tough choices about where to compete and how to differentiate. This focus drives
resource efficiency and sharper execution.



Foster a Culture That Embraces Innovation

Innovation requires more than ideas; it needs a culture that encourages risk-taking, collaboration,
and external partnerships. Lafley showed that embedding innovation into the organizational DNA
can transform even legacy companies.

Be Willing to Reinvent and Simplify

Sometimes growth means saying no and shedding what no longer works. Lafley’s portfolio
simplification at P&G is a powerful example of how trimming excess enables renewed focus and
agility.

The Game Changer AG Lafley’s Enduring Legacy

Looking back on AG Lafley’s contributions, it’s clear why he is regarded as a transformative figure in
business leadership. His blend of customer obsession, strategic discipline, and innovation has helped
shape how companies compete and grow in the 21st century. Whether you’'re a CEO, entrepreneur,
or aspiring leader, understanding Lafley’s principles offers a roadmap for navigating complexity and
driving meaningful results.

In a world where markets shift rapidly and consumer preferences evolve constantly, the game
changer AG Lafley remains a beacon of how thoughtful leadership and strategic clarity can turn
challenges into opportunities. His story is not just about corporate success but about inspiring a
mindset that embraces change, focuses relentlessly on customers, and dares to play to win.

Frequently Asked Questions

Who is A.G. Lafley and why is he called a game changer?

A.G. Lafley is the former CEO of Procter & Gamble, credited as a game changer for his innovative
leadership and strategies that significantly transformed the company and the consumer goods
industry.

What are the key principles of A.G. Lafley's leadership style?

A.G. Lafley's leadership is characterized by customer focus, innovation, strategic clarity, and
empowering employees to drive growth and create value.

How did A.G. Lafley impact Procter & Gamble during his
tenure?

During his tenure, Lafley revitalized P&G by focusing on innovation, expanding the product
portfolio, and making strategic acquisitions, leading to increased market share and profitability.



What book did A.G. Lafley co-author that outlines his business
philosophy?

A.G. Lafley co-authored the book 'Playing to Win: How Strategy Really Works,' which details his
approach to business strategy and competitive advantage.

What is the 'Playing to Win' strategy framework introduced by
A.G. Lafley?

The 'Playing to Win' framework involves making clear strategic choices about where to compete and
how to win, focusing on delivering unique value to customers.

How has A.G. Lafley's approach influenced modern business
strategy?

Lafley's approach has influenced businesses to prioritize clear strategic decision-making, customer-
centric innovation, and disciplined execution to achieve sustainable growth.

What role did innovation play in A.G. Lafley's tenure at P&G?

Innovation was central to Lafley’s strategy, driving product development and revitalizing brands,
which helped P&G maintain a competitive edge.

Can A.G. Lafley’s leadership principles be applied to small
businesses?

Yes, Lafley’s emphasis on customer focus, clear strategy, and innovation can be adapted by small
businesses to enhance growth and competitiveness.

What lessons can entrepreneurs learn from A.G. Lafley’s
career?

Entrepreneurs can learn the importance of strategic clarity, relentless customer focus, fostering
innovation, and building strong teams from Lafley’s career.

Additional Resources
The Game Changer AG Lafley: Redefining Corporate Leadership and Innovation

the game changer ag lafley is a phrase that has become synonymous with transformative
leadership in the corporate world. A.G. Lafley, the former CEO of Procter & Gamble (P&G), is widely
regarded as one of the most influential business leaders of the 21st century. His tenure at P&G
witnessed a remarkable turnaround, driven by a visionary approach to innovation, customer-
centricity, and strategic reinvention. This article delves into how A.G. Lafley revolutionized
leadership practices and corporate growth strategies, earning him the reputation of a true game
changer.



The Strategic Vision Behind A.G. Lafley’s Leadership

When A.G. Lafley first took the helm at P&G in 2000, the company was facing stagnation amid fierce
global competition and rapidly changing consumer preferences. Lafley’s leadership style was
grounded in a clear strategic vision that emphasized innovation and putting the consumer at the
center of every decision. Unlike many CEOs who focus on short-term financial gains, Lafley
prioritized long-term sustainable growth by harnessing the power of innovation pipelines and brand
revitalization.

One of the hallmark strategies under Lafley’s leadership was the “Consumer is Boss” philosophy,
which reshaped the company’s approach to product development and marketing. This consumer-
centric mindset allowed P&G to identify unmet needs and rapidly respond with innovative products,
such as the launch of Swiffer and the reinvigoration of established brands like Tide. By aligning
strategic initiatives with real consumer insights, Lafley ensured that P&G remained relevant in an
evolving marketplace.

Driving Innovation Through Open Collaboration

A key element that made A.G. Lafley a game changer was his embrace of open innovation. Instead of
relying solely on internal R&D, Lafley expanded P&G’s innovation model to include partnerships
with external entities such as universities, startups, and other corporations. This approach, later
formalized as the “Connect + Develop” strategy, significantly accelerated product development
cycles and diversified P&G’s innovation sources.

The impact of this open innovation model is measurable. During Lafley’s first tenure, P&G
introduced more than 10 billion dollars worth of new products, a testament to the effectiveness of
leveraging external expertise and collaboration. This strategy not only broadened the company’s
innovation horizon but also reduced costs and risks associated with traditional R&D.

Transformational Leadership and Corporate Culture

Beyond strategic maneuvers, A.G. Lafley’s leadership style was transformative in shaping P&G’s
corporate culture. He advocated for a culture that encouraged risk-taking, accountability, and a
relentless focus on delivering consumer value. Lafley’s transparent communication and
empowerment of front-line employees fostered an environment where ideas could flourish, and
decisions could be made swiftly.

Lafley’s influence extended to the top-tier management approach as well. He implemented a
streamlined organizational structure that reduced bureaucratic layers, enabling faster decision-
making and more agile responses to market dynamics. This restructuring was crucial in reviving
P&G’s operational efficiency and maintaining competitive advantage.



Balancing Innovation with Operational Excellence

A distinctive aspect of Lafley’s leadership was his ability to balance innovation with operational
rigor. While aggressively pursuing new product development and market expansion, he also focused
on operational excellence by improving supply chain efficiency and cost management. This dual
focus ensured that innovations were not only groundbreaking but also commercially viable and
scalable.

For example, Lafley’s strategy involved pruning underperforming brands and reallocating resources
to high-potential areas. This selective investment approach optimized P&G’s portfolio, driving
profitability without compromising innovation momentum. The ability to integrate creative ambition
with disciplined execution differentiated Lafley from many of his contemporaries.

The Legacy and Lessons from A.G. Lafley’s Tenure

A.G. Lafley’s leadership legacy offers valuable lessons for current and future business leaders
seeking to navigate complex and competitive markets. His success underscores the importance of:

e Consumer-centric innovation: Prioritizing real customer needs to drive product relevance
and loyalty.

e Open innovation: Collaborating beyond organizational boundaries to accelerate growth and
diversify ideas.

¢ Agile organizational design: Simplifying structures to enable rapid decision-making and
responsiveness.

e Balanced focus: Combining creativity with operational discipline to ensure sustainable
profitability.

Moreover, Lafley’s approach highlights the critical role of visionary leadership in transforming
legacy companies into dynamic market leaders. His ability to inspire and mobilize teams around a
shared purpose remains a benchmark for leadership excellence.

Comparative Insights: Lafley vs. Other Business Leaders

When compared to other influential CEOs of his era, Lafley stands out for his integrated approach to
innovation and leadership. Unlike leaders who emphasized cost-cutting or aggressive mergers and
acquisitions, Lafley’s strategy was growth-oriented and innovation-driven. For example, while some
contemporaries pursued rapid expansion through acquisitions, Lafley focused on organic growth
fueled by consumer insights and product innovation.

Additionally, his commitment to open innovation predated and arguably influenced the broader



adoption of collaborative innovation models in the corporate world. This foresight differentiated
P&G from competitors who remained insular and slower to adapt.

Impact on Modern Corporate Leadership Paradigms

The principles and practices introduced by A.G. Lafley continue to resonate in today’s business
environment. In an era marked by digital transformation and heightened consumer expectations, the
emphasis on customer-centricity and innovation ecosystems is more relevant than ever. Companies
across sectors are adopting open innovation platforms, agile management structures, and consumer-
driven strategies inspired by Lafley’s successful playbook.

Furthermore, Lafley’s leadership reaffirms the value of purpose-driven management—where the
mission to create consumer value aligns with business objectives. This alignment fosters sustainable
growth and builds resilient brands capable of weathering market disruptions.

In reviewing the career and impact of the game changer AG Lafley, it becomes clear that his blend
of strategic foresight, cultural transformation, and innovation leadership has left an indelible mark
on corporate governance. His story offers a blueprint for leaders aiming not just to manage but to
lead transformative change in their organizations.

The Game Changer Ag Lafley
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the game changer ag lafley: The Game-Changer Lafley, A.G. & Charan, Ram, 2008
&Lsquo;A.G. Lafley Has Made Procter And Gamble Great Again&Rsquo;&Mdash;Economist
&Lsquo;Ram Charan Is The Most Influential Consultant Alive&Rsquo;&Mdash;Fortune Magazine
How To Increase And Sustain Organic Revenue And Profit Growth&Mdash;Whether You&Rsquo;Re
Running An Entire Company Or In Your First Management Job. Over The Past Seven Years, Procter
&Amp; Gamble Has Tripled Profits; Hugely Improved Organic Revenue Growth, Cash Flow, And
Operating Margins; And Significantly Boosted Dividends. How? A. G. Lafley And His Leadership
Team Have Integrated Innovation Into Everything Procter &Amp; Gamble Does&Mdash;Creating
New Customers And New Markets. Through Eye-Opening Stories A. G. Lafley And Ram Charan
Show How P&Amp;G And Companies Such As Nokia, Lego, And Ge Have Become Game-Changers.
Their Inspiring Lessons Will Help You Achieve Higher Growth And Higher Margins, Tap In To
Abundant Creativity Outside Your Business, Manage Risk And Integrate Innovation Into Your
Decision-Making. In A World Of Unprecedented Change And Competitiveness, Innovation Is The
Best&Mdash;And Arguably The Only&Mdash;Way To Win. Innovation Is Not A Separate Activity, But
The Job Of Everyone In A Leadership Position And The Integral Driving Force For Any Business That
Wants To Grow And Succeed. This Is A Game-Changing Book That Helps You Redefine Your
Leadership.
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by making innovation an intimate, intentional part of the business that A. G. Lafley - the Jack Welch
of the 21st century - has recently transformed Procter & Gamble from a $39 into a $76 billion dollar
company that touches more than 3 billion people around the world. On the brink of collapse when he
joined in 2000, it became a model for growth and innovation. In this inspiring and practical book
Lafley explains how making innovation more than just a stand-alone activity enabled him to turn
around growth, productivity and the bottom line. As this book shows, innovation can become a
reliable and repeatable game-changer for any business in all areas of the organisation, from the
CEOQ's desk to the everyday activities of each employee. By using new insights and easy-to-relate-to
stories from P&G and other companies - describing, for example, the best way to brainstorm, and
the innovation portfolio - this book is destined to become as influential as Good to Great and as
Charan's own bestseller, Execution.

the game changer ag lafley: The Game-changer Alan G. Lafley, Ram Charan, 2008 It is by
making innovation an intimate, intentional part of the business that A. G. Lafley - the Jack Welch of
the 21st century - has recently transformed Procter & Gamble from a $39 into a $76 billion dollar
company that touches more than 3 billion people around the world. On the brink of collapse when he
joined in 2000, it became a model for growth and innovation. In this inspiring and practical book
Lafley explains how making innovation more than just a stand-alone activity enabled him to turn
around growth, productivity and the bottom line. As this book shows, innovation can become a
reliable and repeatable game-changer for any business in all areas of the organisation, from the
CEO's desk to the everyday activities of each employee. By using new insights and easy-to-relate-to
stories from P&G and other companies - describing, for example, the best way to brainstorm, and
the innovation portfolio - this book is destined to become as influential as Good to Great and as
Charan's own bestseller, Execution.

the game changer ag lafley: Summary: The Game-Changer BusinessNews Publishing,,
2014-11-12 The must-read summary of A. G. Lafley and Ram Charan's book: The Game-Changer:
How You Can Drive Revenue and Profit Growth with Innovation. This complete summary of the ideas
from A. G. Lafley and Ram Charan's book The Game-Changer shows how every good business owner
understands that innovation is the driver to future success. However, not all manage to incorporate
innovation into their core business processes, rather than a stand-alone department. Those that do
will gain the largest payoffs. In their book, the authors explain that there are eight elements that
companies need in order to make innovation a priority. This summary demonstrates each element,
analysing its requirements and effectiveness for your company. Added-value of this summary: * Save
time * Understand key concepts * Expand your knowledge To learn more, read The Game-Changer
and take simple measures to ensure that your company is reaching its full potential.

the game changer ag lafley: Summary: The Game-Changer BusinessNews Publishing,
2014-11-12 The must-read summary of A. G. Lafley and Ram Charan's book: The Game-Changer:
How You Can Drive Revenue and Profit Growth with Innovation. This complete summary of the ideas
from A. G. Lafley and Ram Charan's book The Game-Changer shows how every good business owner
understands that innovation is the driver to future success. However, not all manage to incorporate
innovation into their core business processes, rather than a stand-alone department. Those that do
will gain the largest payoffs. In their book, the authors explain that there are eight elements that
companies need in order to make innovation a priority. This summary demonstrates each element,
analysing its requirements and effectiveness for your company. Added-value of this summary: ¢ Save
time ¢ Understand key concepts ¢ Expand your knowledge To learn more, read The Game-Changer
and take simple measures to ensure that your company is reaching its full potential.

the game changer ag lafley: Breakthrough Food Product Innovation Through Emotions
Research David Lundahl, 2011-10-19 More than 95% of all consumer product launched in the
packaged goods sector fail to achieve their goals for success. Breakthrough Food Product Innovation
Through Emotions Research gives a clear answer for innovation teams seeking to increase product
success rates by breaking through the clutter in an otherwise undifferentiated, commoditized
marketplace. Through case studies, it lays out a practical approach for applying emotions research



throughout the food innovation and product development process. The basic premise is that
emotions are the chief motivation for why consumers sense, select, seek and share their food
product experiences. With this novel framework, the science of consumer behavior is made
operational for innovation teams. Emotions insight inspires innovation teams to create and helps
guide decision making as they design sensory cues and other behavior drivers into products that
make consumers want to consume. This book has implications for the whole innovation team -
innovators such as product developers, designers, creative chiefs, and marketers; strategists such as
line managers; and researchers such as sensory and marketing researchers. - Presents a
behaviour-driven approach to innovation for the development of breakthrough food products -
[llustrates a collaborative framework to inspire creativity and guide decision making through
emotions insights - Explores a research framework that gets to the whys of consumer behavior by
distilling the science of emotions into research insights - Defines design and development methods
to build sensory cues into packaging and packaged foods that deliver emotional impact - Explains
research methods that get to the so whats of insights through emotions research - Provides case
studies and examples proving the value of the behavior-driven approach to food product innovation

the game changer ag lafley: Waking the Giant Peter Steidl, 2012-01-30 Brand maturity is
not inevitable. Waking the Giant challenges current thinking and practice when it comes to
achieving growth with mature brands. This book convincingly demonstrates that the challenge of
revitalising a mature brand is just as exciting -- and requires just as much ingenuity and innovation --
as launching a new brand. While major mature brands still dominate many categories, margins and
growth opportunities are often less than exciting. The critical question is: milk the brand, or
revitalise? And, just as important: is your organisation fully committed to, and able to deliver on,
your chosen strategy? Inside you'll discover: the merits of revitalisation and milking strategies, and
how to choose between them how to renew positive differentiation for a mature brand how to
implement a revitalisation strategy and eliminate outdated work practices that could ruin your plan
how to align your revitalisation strategy with the consumers' and industry sector's evolutionary
trends.

the game changer ag lafley: The Future of Nonprofits David ]J. Neff, Randal C. Moss,
2011-05-03 Ever heard of an internal entrepreneur? You might know the type. They're kind of
employee who pushes mercilessly towards the trends of the future. Often looked at as a little bit
outside the mainstream, more often than not the decisions this internal entrepreneur makes on
behalf of an organization pay off in spades. So what makes an internal entrepreneur? How can you,
as a nonprofit, create a culture that rewards futuring, internal entrepreneurs and innovation and
doesn’t shut it down? The book “The Future of Nonprofits: Thrive and Innovate in the Digital Age”
helps organizations do those very things. Better predicting future trends helps to reshape culture,
creating the kind of environment ripe for positive growth in this fast changing world we work in
today. Designed for nonprofit employees on all levels, the book will become a go to handbook for
those interested in adapting in the modern world, not looking to be left behind. The Future of
Nonprofits helps organizations capitalize on internal innovation. Innovative nonprofits are able to
better predict future trends to remake and reshape their culture, structure, and staff to be a more
nimble and lean. By applying the strategies laid out in this book, nonprofit professionals of all levels
can prepare their organizations to take advantage of future trends and develop innovative “internal
entrepreneurs” that will grow revenue and drive their mission. Provides nonprofits with a
comprehensive playbook on how to create a new, more flexible, innovative organization Provides
nonprofits a look at the future of fundraising and communications trends into 2016 Case studies
highlight successes and failures Highlights the power and strength of Social Media Hightlights how
to hire, train, manage and inspire “internal entrepreneurial” employees Features actionable advice
on creating an organization that is primed to grow and thrive in the immediate and long-term future
This game-changing book reveals how every nonprofit can put technology, innovation and future
trends to work to reach their mission and grow revenue.

the game changer ag lafley: It’'S Business, It'S Personal Saad Amanullah Khan, 2015-11-20 Its




Business, Its Personal is an appropriate reminder that building a successful and sustainable business
depends on many interdependent factors, not just one latest flavor of the month practice. Saad also
reminds us of the vital importance of foundational values and principles guiding an organization. The
book goes beyond the theory of business success but also provides very practical how to guidance.
Werner Geissler, Vice Chairman of Global Operations, Procter & Gamble Mr. Saad brilliantly
demonstrates the need for consumer-centric purpose as a basis for enduring business success.
Equally important is his conviction that good organizational practice is rooted in a strong value
system. Equipped with twenty-five years of hard-earned business experience at Procter & Gamble,
the author goes beyond lofty principles and provides time-honored advice on how to turn a vision
into a winning in-market execution. Peter Corijn, Vice President for the Regional Business Unit of
Gillette, Procter & Gamble I was proud to have worked with Saad and found him an effective leadera
most honest and dependable associate. A person I would like to work with in any assignment. Fouad
Kraytem, President Middle East Africa and General Export (MEAGE), Procter & Gamble Saad has
captured a treasure trove of insights from his long career at P&G. Insights that contributed to the
outstanding success of the subsidiaries he was an important part of. It is almost criminal that
non-P&Gers are offered the opportunity to read and learn from this book! Philippe Bovay, Vice
President/General Manager , Procter & Gamble Pakistan Excellent synopsis of the entire business
exercise of vision setting and its associated processes. Saad captures in tremendous detail the entire
process and goes into great depth on how to drive organizational excellence without which the vision
would be powerless. The key to executing this process with excellence is what I call BOF i.e. Brutal
Obsession with Fundamentals. Al Rajwani, Vice President Arabian Peninsula and Pakistan, Procter &
Gamble

the game changer ag lafley: Beyond the Familiar Patrick Barwise, Sean Meehan,
2011-09-19 Strong customer-focused companies have a clear, relevant promise which they
obsessively deliver day-in, day-out. At the same time, they relentlessly drive the market by evolving
the offer in the face of market developments and opportunities. Because they meet customer needs
better than the competition, again and again, they are able to generate sustainable, profitable,
market-leading organic growth. The problem the book addresses is how to achieve this. The authors
identify five key steps using their framework for success: Offer a clear, relevant customer promise
Build customer trust by reliably delivering that promise Continuously improve the promise, while
still reliably delivering it Drive the market by innovating beyond the familiar Support all this with an
open organization that promotes frank discussion based on clear facts and market feedback. Above
all the book runs counter to the fashionable claim that the starting-point for business success should
be to find a 'blue-sky', 'out-of-the-box' breakthrough innovation. Barwise and Meehan use many
compelling cases to illustrate how managers can find ways within their existing network and
organization to achieve long term growth.

the game changer ag lafley: The Growth Drivers Andy Bird, Mhairi McEwan, 2011-11-09 The
Growth Drivers is a practical guide to building marketing capabilities. It explains why it is critical
that organizations invest in the capabilities needed to excel at customer-centric marketing to drive
growth. The authors explain what world-class marketing means in practice and reveal the power of
strategic marketing as a dynamic propeller of growth. Each chapter includes a summary, a separate
in-depth case study, a range of illustrative real-life examples and some practical tools based on the
work of leading practitioners in this pioneering field, as well as relevant diagrams and pictures.

the game changer ag lafley: The Ways to New Jean-Marie Dru, 2015-12-07 Break free and
lead the market with the roadmap to Disruption The Ways to New gives you a blueprint for
innovation, helping you dig your organization out of the quicksand and get on the fast track to
growth. Author Jean-Marie Dru is the originator the Disruption methodology, which he shares here;
he is also an international authority on breaking the mold and leading the market, and this book is
his guide to making it happen. Too many companies are too slow with innovation. They lag behind,
creating at a snail's pace, and thus miss out on any kind of organic growth. They approach new ideas
too conservatively, and focus innovation on products only—when there is a whole world out there



waiting to be disrupted. This book shows you how to steer your organization toward continued
innovation, creation, growth, and success, with 15 proven paths to disruption. Each is illustrated
with case studies from companies like L'oreal, Procter & Gamble, and Salesforce.com, to show you
the glaring differences between disruption and stagnation. We like to think that we live in a world
where innovation happens at a staggering pace. The reality is that we don't, but that leaves an
opening that your organization can fill if you're willing to break from the herd. This book shows you
how start turning in a new direction, toward sustained, forward-thinking growth. Foster organic
growth within your organization Become more proactive about innovation Understand the famous
Disruption methodology Learn the specific, proven paths to disruption Everyone loves to cite Apple,
Google, and Amazon as proof of high-speed innovation. But companies like this represent only 20%
of companies worldwide—the other 80% are still floundering and failing to move forward. The Ways
to New gives you a roadmap to innovation, and the tools to make it work.

the game changer ag lafley: Brand Relevance David A. Aaker, 2011-01-25 Branding guru
Aaker shows how to eliminate the competition and become the lead brand in your market This
ground-breaking book defines the concept of brand relevance using dozens of case studies-Prius,
Whole Foods, Westin, iPad and more-and explains how brand relevance drives market dynamics,
which generates opportunities for your brand and threats for the competition. Aaker reveals how
these companies have made other brands in their categories irrelevant. Key points: When managing
a new category of product, treat it as if it were a brand; By failing to produce what customers want
or losing momentum and visibility, your brand becomes irrelevant; and create barriers to
competitors by supporting innovation at every level of the organization. Using dozens of case
studies, shows how to create or dominate new categories or subcategories, making competitors
irrelevant Shows how to manage the new category or subcategory as if it were a brand and how to
create barriers to competitors Describes the threat of becoming irrelevant by failing to make what
customer are buying or losing energy David Aaker, the author of four brand books, has been called
the father of branding This book offers insight for creating and/or owning a new business arena.
Instead of being the best, the goal is to be the only brand around-making competitors irrelevant.

the game changer ag lafley: IT-Driven Business Models Henning Kagermann, Hubert Osterle,
John M. Jordan, 2010-10-26 A look at business model innovation's crucial role in today's global
business environment. Showing organizations how business model innovation should be a key focus
area in today's global economy, this book features cases from businesses around the globe that have
developed customized business models and achieved spectacular levels of performance. Case
examples from well-known innovation leaders IKEA, Apple, Tata, SHARP, Saudi Aramco, De Beers,
Telefonica, Valero Energy, LEGO, and Proctor & Gamble Shows businesses how to get beyond
traditional business models to take better advantage of emerging opportunities Coauthored by
former CEO of SAP AG, the world's largest provider of enterprise software Filled with interviews
with key executives, this book reveals the role of technology in driving and enabling changes to
fundamental facets of a business. Companies around the world are innovating their business models
with tremendous results. IT-Driven Business Models shows interested organizations how they can
start the process.

the game changer ag lafley: Crowdstorm Shaun Abrahamson, Peter Ryder, Bastian Unterberg,
2013-01-30 A practical guide to tapping into the abundant ideas and talent outside your organization
Successful organizations are constantly searching for new ideas. Historically, organizations have
looked to their employees and select partners. They have used techniques like brainstorming to
gather and evaluate ideas. However, in today’s market, talent and new ideas can be found
everywhere. The Internet has enabled organizations to greatly expand their searches far beyond
their four walls. Instead of ten or one hundred people, organizations from startups to Fortunate 500
firms can work with thousands or tens of thousands to discover and assess many, many more ideas
(as well as prototypes, partners and people). We call this Crowdstorming. But how do you organize
so many people and ideas to get the best results? Our goal is to help our readers make
Crowdstorming work; to help more organizations engage with people far beyond their organizational



borders, to find better ideas, solutions, talent and partners so we can address some of our most
challenging problems -- not just for the sake of business, but for our society, too. Shaun Abrahamson
has spent more than a decade as an early stage investor and advisor partnering with leading
startups and global organizations to identify, create and launch new businesses enabled by newly
possible relationships with customers and experts. Peter Ryder is the former President of jovoto and
has broad experience as a consultant helping organizations improve their business through the use
of new technologies. Bastian Unterberg is the founder and CEO of jovoto, a Berlin and NYC based
firms that organizes a 40,000 person strong creative community to work with global brands on
problems ranging from new product design to sustainable architecture.

the game changer ag lafley: Jumping the S-Curve Paul F. Nunes, Tim Breene, 2011-02-24
Recently, some bestselling management books have focused on providing a recipe for greatness,
while others have sought to unlock the secrets of long-term success. But a detailed analysis at the
intersection of the two, one that explains how some companies manage to achieve repeated peaks of
business performance, has been missing--until now. Accenture’s Paul Nunes and Tim Breene have
found that what matters is not just climbing your current S-curve, which is what you do to reach the
top of a single successful business. Instead, they emphasize the equal importance of the moves you
must make on the way to your next business; that is, making the jump to your future S-curve.
Jumping the S-Curve reveals crucial insights for making such transitions, including: Why traditional
strategic planning won't allow you to find the big-enough market insights that are critical to superior
performance Why your top team must be refreshed before performance starts to wane Why you need
much more talent than you think, especially serious talent that will find you worthy of their time
Filled with original practical advice, Jumping the S-Curve demystifies how companies can thrive with
one successful business after another, through both good times and bad.

the game changer ag lafley: Innovation as Usual Paddy Miller, Thomas Wedell-Wedellsborg,
2013-02-26 Turn team members into innovators Most organizations approach innovation as if it were
a sideline activity. Every so often employees are sent to “Brainstorm Island”: an off-site replete with
trendy lectures, creative workshops, and overenthusiastic facilitators. But once they return, it’s back
to business as usual. Innovation experts Paddy Miller and Thomas Wedell-Wedellsborg suggest a
better approach. They recommend that leaders at all levels become “innovation architects,” creating
an ecosystem in which people engage in key innovation behaviors as part of their daily work. In
short, this book is about getting to a state of “innovation as usual,” where regular employees—in
jobs like finance, marketing, sales, or operations—make innovation happen in a way that’s both
systemic and sustainable. Instead of organizing brainstorming sessions, idea jams, and off-sites that
rarely result in success, leaders should guide their people in what the authors call the “5 + 1
keystone behaviors” of innovation: focus, connect, tweak, select, stealthstorm, (and the + 1) persist:
* Focus beats freedom: Direct people to look only for ideas that matter to the business ¢ Insight
comes from the outside: Urge people to connect to new worlds ¢ First ideas are flawed: Challenge
people to tweak and reframe their initial ideas * Most ideas are bad ideas: Guide people to select the
best ideas and discard the rest  Stealthstorming rules: Help people navigate the politics of
innovation ¢ Creativity is a choice: Motivate everyone to persist in the five keystone behaviors Using
examples from a wide range of companies such as Pfizer, Index Ventures, Lonza, Go Travel, Prehype,
DSM, and others, Innovation as Usual lights the way toward embedding creativity in the DNA of the
workplace. So cancel that off-site. Instead, read Innovation as Usual—and put innovation at the core
of your business.

the game changer ag lafley: Beyond Performance Scott Keller, Colin Price, 2011-06-21 The
secret of achieving and sustaining organizational excellence revealed In an ever-changing world
where only a third of excellent organizations stay that way over the long term, and where even fewer
are able to implement successful change programs, leaders are in need of big ideas and new tools to
thrive. In Beyond Performance, McKinsey & Company's Scott Keller and Colin Price give you
everything you need to build an organization that can execute in the short run and has the vitality to
prosper over the long term. Drawing on the most exhaustive research effort of its kind on




organizational effectiveness and change management, Keller and Price put hard science behind their
big idea: that the health of an organization is equally as important as its performance. In the book's
foreword, management guru Gary Hamel refers to this notion as a new manifesto for thinking about
organizations. The authors illustrate why copying management best practices from other companies
is more dangerous than helpful Clearly explains how to determine the mutually reinforcing
combination of management practices that best fits your organization's context Provides practical
tools to achieve superior levels of performance and health through a staged change process: aspire,
assess, architect, act, and advance. Among these are new techniques for dealing with those aspects
of human behavior that are seemingly irrational (and therefore confound even the smartest leaders),
yet entirely predictable Ultimately, building a healthy organization is an intangible asset that
competitors copy at their peril and that enables you to skillfully adapt to and shape your
environment faster than others—giving you the ultimate competitive advantage.

the game changer ag lafley: The New Know Thornton May, 2009-08-28 Learn to manage and
grow successful analytical teams within your business Examining analytics-one of the hottest
business topics today-The New KNOW argues that analytics is needed by all enterprises in order to
be successful. Until now, enterprises have been required to know what happened in the past, but in
today's environment, your organization is expected to have a good knowledge of what happens next.
This innovative book covers Where analytics live in the enterprise The value of analytics
Relationships betwixt and between Technologies of analytics Markets and marketers of analytics The
New KNOW is a timely, essential resource to staying competitive in your field.

the game changer ag lafley: Leading at the Strategic Level in an Uncertain World James
William Browning, 2013 The fundamental nature of a leader's work changes at the strategic level.
Leaders currently working as strategic leaders or those aspiring to become strategic leaders must
gain a fine appreciation for the effort and skills required at the strategic level. Moreover, they need
to develop and hone their personal dimensions (including conceptual, social, and behavioral
capacities; individual traits, attitudes and characteristics; and technical skills and business acumen),
and acquire the new knowledge essential for success at the strategic level. This book is intended to
help develop strategic leaders in each of these personal dimensions.
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