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in, 133-134; distinctive nrand positioning
of China’s, 124-125; innovation of China’s
market for the, 123-120; as one of the
leading global enterurises, 7s; success of
the Renault-Nissarn Alliance, 115-120

Avi’s sales team story, 86

B

B-Corps movement, 156-157

Bartlett, Christopher, 142

Baseline integrity, 157-159
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diagram on cross-border M&A and factor
of, 104fig; issues of concern related
to, 106-107; Renault-Nissan Alliance’s
successful reading of the, 116. See also
National culture

“Cradle to grave” product
responsibilities, 163

Crimean War (1853-1855), 46

Cross-border relationships: five dimensions
of cultural self-awareness for, 37;
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p.ractice, 53-54. See also Leader
competencies

Cultural competency: embracing nuance
approaches: Charlie the Chinese-Dane’s
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ing Kenya and the Netherlands, 4Qiy.
overview of the, 37, 38fig

Disruptive innovation, 133-13%

Diverse workforce: diversity anc inclusion
(D&I) initiatives to increace a, 74-82;
diversity of thinking sty'es among
a, 87-89; functichaidiferences as
challenge to achicving a, 82, 86-89;
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trends
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ruption Perceptions Index on violations
of, 159; ecological ethics, 163; ethical
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legalistic context of ethics, 160-161fig; Mr.
and Mrs. Feng buy a car story on, 149; our
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cycle ethics, 163; relationship-based con-
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line idea for, 162-163; what you can do to
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story, 95
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Ghosn, Carlos, 6, 115-119
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Gladwell, Malcolm, 135
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of, 9-10; Huang Shiguang’s failed assign-
ment story on, 11-13, 27, 39
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Indian economic power;1-2, 3s; factors
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slow-growth markeis.in, 8¢; implications
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personal ccnsequences and implications
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ethnicity, 78-79
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for success in, 9-13; increasing number of
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ing global enterprises in the, 7s; one-size-
fits-all mindset problem as barrier to, 9.
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tant), 68s; general findings of, 64, 65-66;
global team elements ranked from highest
to lowest scoring, 64, 65s; highest-rated
survey items (strongly agree), 64, 65s;
lowest-rated survey items (strongly
agree), 66s; matrix elements that impact
teamwork, 67fig

Global matrix team leaders: enabling
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of, 59-61; the data on, 64-67, 67fig;
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Seven Key Questions, 61s; GlobeSmart
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zational alignment and foundations of
the, 67-69; performance of, 61-64; per-
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a, 66-67; a software development, 57-59,
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cessful leadership and, 53; cultural
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world driving growth of, 6; population x
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projected growth of, 6
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I

IBM, 102, 137
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inclusion, 89, 90, 92; drive accountabil-
ity, 89, 97-99; Gabriella’s aha moment
story on, 95; overcoming unconscious
bias, 92-95; saying the unsaid, 95-97;
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Netherlands, 40fig; overview of the, 37,
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in, 159; economic expansion of, 2; Globe-
Smart Profile of software development
team and averages of team members
from, 60fig-61; Haier restructuring for
local market in, 128-130fig; iPad’s launch
in, 127-128, 129fig; negative associations
of BPO (business process outsourcing)
in, 17-18; as one of the BRIC countries,
5; personal leadership journey of leader
based in, 179-181; pharmaceutical man-
ufacturers in, 134, 135; shifting world
center of China and, 3s; strong growth
potential of local markets in, 19-20;
“Talking About Whose Generation” report
findings on, 84fig
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Industrial sector: automotive indus-
try, 115-120, 123-125, 133-134; leading
major industries and leading global
enterprises, 7s
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central issue in economic prosperity, 123;
of China’s automotive market, 123-125;
global scale product, 126-127; global sur
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to, 130-133; Haier India restructures
example of, 128-130fig; iPad’s In'la
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leader strategy for, 144--115; aew roles by
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story, 132; 3M Caiia o success-
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egy, 116fig-117; challenge strategy, 116
fig, 117-118; co-create strategy, 116fig,
118-119; infuse strategy, 116fig, 119;
leverage strategy, 116fig, 117; limit strat-
egy, 116fig, 118; the six strategies
for, 116fig

Integrity: baseline, 157-159; ethical conduct
commonly defined in terms of, 148; “rules
of the game,” 157. See also Ethical conduct
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John’s local sav 'y tilent story, 28
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ships, 71-72; globalizing, 168-169,
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Leaders: activities and competencies corre-
lated with successful global, 53; enabling
new global matrix team, 69-70, 73; global
agility mindset required of new, 9-13;
implications of global economic trends
for, 7-8; influencing skills of, 72; organi-
zational savvy of, 72; reaching the next
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Global matrix team leaders
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for, 181-182; Eastern roots of, 179-181;
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Leadership future: globalizing leadership
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present, and, 177-182; Steven Chen’s
catch-22 story on reaching the, 166; sys-
temic changes that need to be made to
reach, 168-176; what you can do to reach
the desired, 182; what’s missing in order
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Leadership tasks: review of common, 13-14
t; a roadmap on the context of individ-
ual, 14¢; what you can do to facilitate global
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Leading across new borders stories: Alan’s
air filters, 9, 13; Alvaro’s recruiting
frenzy, 29; Alvin Wong on leading diver-
sity, 74-76; Andrea Robbins on fast fol-
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strategy, 144-145; Avi’s story on fixing the
sales team, 86; Charlie the Chinese-
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model on accountability, 98-99; Derrick’s
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foot 2-inch candidate, 32; Fabian’s supply
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moment, 95; Huang Shiguang’s failed
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India’s, 127-128, 129fig; Haier restruc-
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national Solution (Bartlett and
Ghoshal), 142

Marchionne, Sergio, 113

Market observer innovation role, 142-143fig

Matrix organizational structures: challenges
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gence for, 103-104; success stories on
integrating cultures during, 115-120;
understanding the cultural factors involved
in, 104-115; what you can do to lead
during, 122

Mergers & acquisitions cuitural factors: cul-
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nomic star status of, 11; Samsung of, 7s,
136; “Talking About Whose Generation”
report findings on, 84fig

Sport utility vehicles brand positioning
(China market), 125

Steel industry, 7s

Stories. See Leading across new borders
stories

Strategic planning team diversity, 88-89

Subsidiary operations: innovation
by, 135-137; new innovation roles being
taken by, 142-146; 7-Eleven
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purchased by Bharti Airtel
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