CONTENTS

CONLENDES ...0sssniinsanssinesvinssapssbasghehiasdbesseiauunatisssses 3004 evkeassntFpansaprisasssalsivassssansints iii
List of figur®s: .. niiiadanllul Qi i s R AR GRS vii
B O O e oot i suussessttreisasrassersuencansdnantsssrasanntessovrntnantesssusnienhersaty X
A O B I e e sshs s isantagnnssnssassesiatsostpossisnsnpesssasivusaspusressi Xi
BRI ARIBR o i (g siiins iontininsnsvesibessassianoresssnss TR EIIRAE AH LR AR P TS AR o LAARRD Xii
The Uncertain Future of the Quality Profession.........cccecvcnuennannencnnneiiiniinscncsannas 1
IBtroductiBme. 5 aanil Lanaiiiie Laniis et snatailabnbl seanaia.. i
The Realityof-imperfaction ciscilnisiiabaliimeaulidnaniaidiigi.aad 10
Personalisation of Customer Experience versus Innovation Commoditisation.18
I PUrSUIE Of PRIIOCHION ... i uiiiiiiciiiincinaseaansonsorssnssssssnsanssssnsansasessasasavassnsas 23
1o 00 [0 0 e R T A o PR i R A 23
25,1100 64,0 oA 1 {201 (6] 0P S P P s iy el e S B o e ARt 26
Towards the Fourth Industrial Revolution ..........ccccceccinniiniicinnnnniiinsnneieeecssnenane 34
LT 1 o P A T s S A e e e B e T S R T D B o S 34
The Birth of the Third Industrial Revolution .........ccceeceeiiivininniiinnnicieens 36
Enter the Information Age: the Third Industrial Revolution...........ccceeeiiennens 37
The Power of Digitisation in Driving the Fourth Industrial Revolution.............. 47
T ol sat O O N A Y i L e it resisaisonnin msrninnas cas e 49
Facingup to the Challenge afad ol S opnaiiailmaninbadilingiBngad 51
The Quality Of Paradigms ......ociiiiieiserieicasmnasonisasescissnstossnssssanasiossansssssassnssasssas 58
O O o L SRR N 58
What is Making These Paradigm Shifts Viable?............ccovvinininininiiniiiinns 63
The MabHe REVOIUUON . o1 sinsassiasisnissiisssssssiastgsrss Gasiissansoioat s ragesnssansashpey 80
Tl 181 o] 1 PR el N e R s S e 80
The Quality of INNOVALION ....cunceisissssnsassasssssssasssassannsssssnssssassassnnsassssssanasasissssasins 92
Inoduction oo sansmsssd bt s Qamalailousd adl audanid 92
Putting Innovation at the Core of Business Operations ..........c.ceveeveeseesessninnane 99
From Product Orientation to Experience Orientation.........ccccueeeirivinnnsiinnnn, 101
QUAHTY IBNOVATION IVIBEK 110 i i v iassssomss vt baneaphs i st A b S s 102
The Role of Digital Accelerators for Fuelling Innovation Mark Il..................... 105
The Quality of Perfection — 3D Printing .......ccccussssiissnerssesssssisanessansnsssssnnsssnnsnns 110
Iroduction:: ciss il bimasmnniitaimiiisstabibatl et b ais i ad 110
3D and the Shrinking of Product Development Cycles.........ccoccvnvviiniinnriinenns 111
Design for Perfection Equals Design to Disruption.........ccecevieeeiinienieninnesnnens 114
Tiee Oy OF COPCIORtION (i oi st i b b ik Avs desshimrmsRaS A TEr RIS NG BB T 120
IOt et ol s it sssins SRR S b s b TR TR Sl 120
The CO-Croation REVOIULION «aiss:orissssisiii s usanssssutssimmmns shaaaaishssss sxssassssennss 121



The Power of Online Co-Creation COmMmMUNILIES........eeeiirererirveeerinreeiueeesinneens 124

The Complete Meaning of the Co-Creation Revolution ..........c.cceeevvervrieriennnns 125
The Critical Elements of the Co-Creation ContinUum........ccccccveerevreeiiuneesineenns 127
The Limitless Benefits of the Co-Creation Revolution ..........ccceeevinveiiiiveninennn, 128

How to Widen the Involvement of Stakeholders in the Co-Creation Process.130
Unleashing the Power of the Customer through the Co-Creation Revolution 134

The Quality of Business Model INNOVAtioN ......ccoccceriiieriiiisenisisnnsssansssssssssnensnns 137
e L b e S e e et ORIk g {8 e S Biok s SR 137
U S B IO S Ol T i sehiess i ersortrrnissiieuatsrsoatesntae orbrsens it 138
The Development of Critical Capabilities in the Context of Building an Effective
Business Model Innovation. ... ciitm vusirsssssrissssissssnssasasssassissss SN 0ani I3 143
The Significance of Business Model Innovation in Today’s World .................. 147
What to Avoid in the Context of Business Model Innovation .........ccccceeeeeane 150
Who Should be Concerned with Establishing a Capability for Business Model
IABVAUOA & e T B T T s iinvanerssasiusniniessnononddnssidinsnty 151
Value Creation and Value Capture .........ccocuvveiiiiniiniinneniinesninememenesne 152

The Quality of Value Orlentation........ssissiteeistsssshsisssosenssibsars assssnsadssnssbsssbasnsy 158
e T e B e e s e 158
What is This Thing Called Customer Value? .........cccccvvmiereiinininniinnnnsasiinns 159
Economics of Quality: A Redundant CONCEPL.......eervrrissersinsessaesssnsssnsrsnessnnsas 161
Defining Value at the EQRe . .ocuiumitressimusseiasiniibassosnpsiiesssirtanseissssassassraits tand 165
The Cancept of Value ConsSumMpPION ... . asiamisisnduioh hoessinsvassinssiint s oo 172

The Quality of Prediction — The Upsurge of Big Data ........cccceersunrsesssinnnnssssnnns 179
INEEOBUCHONG vt s i it ot v s et v iy Fease s Gusr el e 179
What are the Likely Benefits from using Big Data..........ccocevrvvinninnnisnnsisinnnns 183
The Significance of ANGIVLICS ...uimarssiiiiimprasbrevsssissss ssediFopesiviseistoam spssb 185
Big'Data: A Transformational JOUNBY v iciiimsemiionisiosvons vassspsissiiaisisp sioanss 188

Critical Requirements for the Institutionalisation of Big Data Management..190
A Model of Total Big Data Management: Making Quality of Prediction a Viable

(85747 -T o ANURERGERRISBMBIRE O o RN RS SR RS R RRLSth (L e e I AR v L 193
Creating the New Business DNA with Big Data Management..........ccccceeeenna, 196
The Rise of the Inspired CUSTOMET .......cccvntririrasnerinssssssnesnissssnnensssssssessssansannse 203
1asael [F el (o s R tee s s il e dodia s on i bR e 203
THE el ROVOIIIGI . o iraseiiovssis vievs e sUasaskssngsraTerssss seng ubrigintzonsoy 208
THE EXDOHBHEE ECONOIAY .. iviiissrivesissneisisiinsssrsvisessussovasssnssvissvitessssssassnsssassion 215
Introducing the Inspired CUSTOMEBT vuus. cv cibifte il i s iR Ll LG 219
The Millennials and the Indulgent Attitude.......cccooveivierinveniinniiniiccineieeee, 220
What Creates the Identity of the Inspired Customer ........cc.cccuvviveniivininininis 224
THE OIANLY Of EXPEIIBACE ... .o s riiasissaniatissmassrsssssrsaatsnsinasnarssnessansorantusonn 226
INtrOdUGHION: st rirmavvsnisssimasmisvasssmmiiaivsres ssssssssr b HIORa s LAt Ve SRR o b obadl 226
Factors that Affect CuStOmMer EXPeri@NCe.......ovvervriiiiiineneeniiiniisnisiesesesansesies 230



From Aspirations to Reality: The Driveability of Customer Experience with

Quality of FulfilfientinMind coaaMBniasaaianaitbaiianlsaigsna., 234
Developing a Compelling Customer EXperience.......ccvuiiverieiirensinenniinesenns 239
e PoWer OFIGBITE i ol i b s onsn okl Lo shvs s A b et R e i s 241
Will The Virtuality Become the new Reality .........ccoocevvieeiieiiiiiiinisncnnessieninans 245
The Critical Keys 10 DIBHALTRUSY il it s sint s sessibioincornies b s 248
The Pillars of the Corporate CUUre Shift..........cc.eivirrverrrmrsesserssssssssseessssssns 250
Moving from Analog to Digital Culture Change...........c.oceviriiiinnisisussisnsisinions 252
Thé Qualityof Emotions. il & i il aniinanshinniiail bl saauiaiil 255
Tk b e R A R R S S o T A S R e 255
Can Emotions Predict Consumer DeCISIONS? ........ccccevivervesinsinssesssesssessesssnens 257
The Shortcomings of Engineered Quality ........ccocevnirirniinmninsnsmsisosiseieness 264
Reviving Customer Emotions through Artificial Intelligence (Al) .......ccocveeuenens 268
Emotions and intrinsic MOUNVAHION . ..o imrd dusinsgisinis vessvoniri onsris fummspeas s0bsorsd 275
The Power of PersonalisSation........ccuvcriiinsenmcssnicsssnnssnsssmscssssessnsssssssssssansenss 281
IEOdUCHION st sl bR R B s aal il s 281
Personalisation: The Retail EXPErience .......ccccrveivviivniniineniniinienininie s 283
Personalisation and the Life of the Digital Natives.........c.cccccoovniiinnniniinnan 286
Gazing Through the Crystal Ball: The Future of Customer Experience............ 292
Excellence in Customer EXPerieNnCe.....cuiiimrsvessscssusisnesivsssineressrmssssrsnssanssananns 296
The Quality of HapPINGSSs .i.iiiiiiiiiivivivesssriinseioecserssivsvisiansinisissossivsinsesnsrissess 303
155 e e (Vi [o T RERETR TRt s B B W T RO P SRS R o 1 By 1 7 R 303
i RUrsuit of HEpPIeES e S R R s R G Rl 307
An Extension of the Definition of Happiness in the Context of Customers and
CONBUMPRIOIG G i i iinrsinsin it ataimiiirnsiveinaenda i el 309
Happinass of Aesthietits i R RERBALARR . RWRIRII asa a3 313
The Hedonic Treadmill and Digital Natives...........ccevvnniiiiniinnnniennn, 315
The Concept of Quality of INdUIZENCE ....covciviiiiiciiiiirciree e 318
The
ORI Y L0 8 L L GBI i B e as i sei sl s vt idd i pAR A s B 319
A Model'of Total CUstomer HappiNess /. i b it veitsessis s sorinmenssiss ol 324
The Total Customer Happiness Model ..........cococciviminieinssneiiesnmininsine 327
The QUBHITY OF AN ... cciessannnsdoiniivarinsios bhakorbodidsva st isitissasaan sivsasivbnswbvriessbbas sold 338
T 8 Twd (o] oA R e e I i S e e 338
What s BUSIRBES ARIIY o i e vsedisiiiivimssatonvisininssttom s iy 340
Agility — the Identity of the New Business ECO-System .........ccccevvvrvenreserinens 342
PIIVers Of ERTerpriSE BEHIIY i . i o iirerets ieas rivsssssrsassnssastrsrnassshesszosraens 343
ALY NIGLUrEV ISSEREIIONT (i Liiihe i ivaiishrossnssbasinsos ias israessavieivi fras redin 347
The Major Impediments to Creating Agile Enterprises in a Digital Age........... 349
The Building Blocks of Strategic Agility.......cc.coocvrievvireneiininininsiisiinenesicnnens 353
The Leadership of Disruption ......ccceeevscssssesnsnenes I SRR I e L 363
MO CUBTIONG ccoios- s i racsisssasinierstomeann i dR s i v ireians A s o sebssessims brsshis Sinbmnsanksosbhn 363



Transformational Change: a Lifecycle Perspective .........ccccoviiiiieiiiinieennniiie, 366

Is Adaptive Leadership the Answer for Managing Disruption? ..........ccccevuenine 371
The Leadership of Disruption: A Proposed Model...........ccciiiiiinniiiniinniiinen 382
Managing Disruption through the Power of Engagement .......c..ccccceueiinnnnnnen 389
9 ate 1) R e ey ot ol s pa e Sy R S bl s dene b Sl 389
The Modern Millennials and the Concept of Loyalty ......ccccovvveviineniiecinnnene. 391
The Real Meaning of Employee Engagement..........cccucvieenininnnieninnnineennene 397
Why Bother with Employee Engagement?.........ccocveciiiieienennnicnncnneinennnnnes 401
A Proposed Model for Employee Engagement in a Digital Enterprise ............ 406
The Digital Enterprise CUItUre .........ccccccreisisinrincisssnnniississnnesesssssnanssesssnsessssane 413
L0 L e A B 0 s S s UM MBI R e A o A 413
Why DoesEnterprise Cllttre Matters . oo il dilaind et 414
Assessing Enterprise Culture through Organisational Health Assessment......417
The Start of the End for Brick and Mortar Based Enterprise Cultures............. 420
Boogie's Digal CUBULe ... i it sens S S B sl R S aanesl) 424
Digital Enterprise Culture — Born or Made? .........cccvevivenmninennniinennnnsininenns 426
The Hyper Connected Virtual Enterprise Culture ..........ccciviniiniiviininnniiiinn 429
Digital Enterprise Culture — An Operating Model for Permeability ............o.cu. 431

A Proposed Model for a Connected Open-System Digital Enterprise Culture 434
Process Management of a Different Kind — The Emergence of Adaptive Systems

...................................................................................................................... 439
(10 (e | O R s b B kT SR b e i NIl i o 439
The Level of Readiness of Enterprises to Face the Digital Future............c...c... 445
Re-engineering Business Process Management -~ The Role of Digital
Sollabotations | o g D it RS it s snmrpssersisssas ST AL BTHS 447
The Adaptive Imperative — Creating a New Competitive Advantage through
BigitabEdRE simninn miaiimas nniamuitall sulinil posilannnn S oaieabali.on 457
Creating the:Bigital Edge i s s s amaninaisimi il daaanonaiin 463

Out of the Deep Crisis — The New Quality DNA ........cccccvniinmniiinneiisnnissnneiisnnnnes 466
Htfadtietions o macam et tan e L et 466
The Tweaking and Tinkering Malaise ........c..ccocvvriiniiiiininninini e, 469
The Digital World and New Management Theories ........cc.ccovvvnviinccniennnen, 475
The Nucleotides of the New Quality ReVoIULion .......ccoccevveeiiiniisiiniiinniininenins 478

RO O IO . o o o T T B T Ve TSR i s bn e ansesasesanis 490

Ve [ S D P D SR AR 500

Vi



