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O’Bryne, Paul, 309

O’Byrne, Paul (legacy), 176
Offerings, innovation, 236

INDEX

Ogilvy, David, 146, 153
Onboarding, maximization, 301
One-and-done services, firm
engagement, 171
One-firm business model, 103—-104
One-off engagements, 222-232
Ongoing relationship, 63
Only the Paranoid Survive
(Grove), 120
On-purpose company, employees
(involvement), 58
Opportunity cost, 53, 241
Opportunity risk, 193
Organizational charts, 65f
Organizations, transformation, 93
Outcome-driven approach, 44
Outcomes, 7, 303, 304
achievement, 230
change, 11
guarantee, absence, 330
production, 18
Outside-in pricing, 233
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Reoccurring revenue, 115, 307
Results
guarantee, absence, 330
influence, measurability (impos-
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Smile Curve. See Stan Shih
Smile Curve
Smith, Adam, 127
Smith, Bernie, 262
Social capital, 125, 128
Social/environmental performance,
demonstration, 29
Social good, embedding, 91
Social impact, 28
Social labour, crystallisation, 181
Social risk, 193
Society, leadership/stability, 15
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Standing for, 31, 33f, 35f
Standing Team Huddle, 59
Stan Shih Smile Curve,

209-215, 210f

CAS usage, 211, 212f
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