Introduction

Standing at a Hinge
of History

T imelines and chronologies are a big part of knowing. We know
from physicists that 13 billion years ago, our universe started
expanding. We know from cosmologists that 4.6 billion years ago,
our planet, the rotating rock we call home, was formed. We know from
paleo-anthropologists that it was approximately 250,000 years ago that
our hominid ancestors first developed the capability of language, which
enabled the all-important and species-preserving trait: collective learning.
[ knew from friends, colleagues, and thought leaders' that the time had
come to write a book” about a phenomenon and set of practices I came
to call The New Know. The New Know encompasses and celebrates the
tools, processes, people, and practices of business analytics (statistics, fore-
casting, operations research, and data mining).

Most readers are semi-aware (i.e., they do not know) that every
day—every day—there is more to know, more ways to know, and height-
ened expectations on the parts of customers, citizens, investors, and
regulators that you will do something efticacious with what you know.
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2 INTRODUCTION

The intersection of more to know, more tools to help us know, and
expectations that we do something with what we know provides the
environmental backdrop for The New Know. The New Know is a book,
a time period, and a societal reality.

As we move forward from this point in time, unaugmented human
cognition (the old know) is not sufticient. In every vertical market and just
about every field of human endeavor, the magical carbon-chemo-electro
processes known as thinking and the heretofore unaudited mysterious arts
of decision making have to be linked with the tools, processes, and prac-
tices of business analytics if we are to expeditiously understand and then
efficaciously act on the physical and virtual worlds we simultaneously
inhabit. The mantra of the New Know age 1s to expeditiously understand
and then efficaciously act.

The days of showing up, of attendance-based compensation, are over.
The backlash associated with the bonuses paid to financial service
executives involved in destabilizing the global financial infrastructure
have created an atmosphere of measurement vigilantism. The desire to
know will define the next quarter century. In the not-so-distant future,
guessing/making things up, not having the right data, or employing
the wrong algorithms to data will come to be viewed as termination
offenses and egregious social taboos.” Your success—personal and
professional—will increasingly come to depend on your ability to col-
lect, organize, analyze, and act on the exponentially increasing mass of
information that defines the first moments of the twenty-first century.

The global media, business school professors, and your children
agree that most organizations are but passively engaged in managing the
information swirling around and through them. A phrase increasingly
heard in common parlance is “clueless.” Many organizations don’t even
know what they know. Historically, plausible deniability (i.e., statements
to the effect of “I didn’t know”) has been viewed as an acceptable excuse
for poor performance. No more.

The big contemporary headline-grabbing news today is the after-
the-fact shock and postmeltdown anguish regarding what senior exec-
utives did not know—about their employees, about their risk, about
their cash flow, about their carbon footprint, and about their customers.
The next big story, the headlines you and your team will be writing
after reading The New Know, focuses on what can be known, what must
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The New Know 3

be known, and most important what actions you will take because you
know. This is the power of business analytics.

The new law of the new jungle stated simply is: Know and prosper;
not know: Whither and die. You are standing at a hinge of history. The
choice is yours.

Chapter 1 documents what can be known, what must be known,
and how you come to know what (the various people, processes, and
technologies whereby an enterprise migrates data to information,
information to knowledge, knowledge to insight, and insight to action)
has changed.

Chapter 2 documents how the rapid rise in data, the rapid expan-
sion of tools, and maturation of information management processes are
changing various vertical markets. I examine the advertising, agricul-
ture, finance, government, grocery, healthcare, logistics, media, military,
politics, retailing, science, technology, and transportation industries.

The New Know is changing how we do science, how we design
and sell products, how we diagnose and medicate illnesses, how we run
businesses, how we govern ourselves, how we fight, and how we relate
to one another. What is “not knowable” and the permissible time frame
for not knowing are undergoing a fundamental transformation.

Chapter 3 shines a much-needed spotlight on the professionals at
the beating heart of business analytics. Analysts, you will soon discover,
are very smart, interesting, and engaging people, doing very important
things. These are people you should know and know about. I hope
this book will serve as a wake-up call, similar to Rachel Carson’s Silent
Spring or Upton Sinclair’s The Jungle.

The driving reason behind why I decided to write The New
Know is because I really like analysts: the professionals who collect
and organize the data; create the models and conduct the analysis
that creates the insight that stimulates the action that leads to value.
Over the course of the last year, I have immersed myself in the world
of the analyst. This is a world little covered by the business or trade
press and virtually unknown to many of the key decision makers at
the top of the world’s organizations—despite the fact that “statistics”
and “analysis” surround us constantly.

Americans today are accustomed to a seemingly endless
stream of questions from survey researchers, political pollsters,
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4 INTRODUCTION

marketers, and census takers. They are equally familiar with the
battery of results lowing from scientific investigation, of know-
ing that the majority of the nation supports the death penalty
or that half of all marriages end in divorce. Public life is awash
in statistics documenting phenomena as diverse as consumer
confidence and religious faith.*

What is a bit surprising is that the people who crunch the numbers,
create the models, and do the analysis have never really turned a social
science or analytical lens on themselves. Socrates spoke of the power of
the “examined life.” The lives of analysts, for the most part, have never
been systematically examined. The New Know is a humble attempt to at
least partially fill that void. The New Know provides a map to the uni-
verse of analytics. No business book has really examined or celebrated
these folks. This book will be the first vernacular ethnographic and
anthropological study of the analytic community (patterned on anthro-
pologist Ruth Benedict’s Chrysanthemum and the Sword).

Being studied, and being privy to the results, is increasingly an
understood and unexceptional feature of modern life. This book ana-
lyzes the analyzers. The New Know hopes to remove ignorance of the
substantive and courageous work analysts do to make our world a bet-
ter place. When possible, I attempted to use the tools of new journalism
to bring the realities of The New Know front of mind.>

Most of the very fine books written to date about analytics or busi-
ness intelligence tend to focus on ideas, methodologies, or technologies.
This is a book about the people who conduct the analysis that makes life
in these complex times possible. Business analytics is a critically impor-
tant discipline that is tragically underfunded in most enterprises today.

Chapter 4 examines the habitat of the analyst. My research probed
where analysts have been, where they are now, and where they are
going. How do analysts live their lives? How do their minds work?
What are some broadly held misconceptions about this very impor-
tant subset of the working population? The data on analyst ethno-
graphics is based on fieldwork—semistructured and conversational
interviewing, individual and group observation, and the collection of
documentation.
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The New Know 5

Every age has its heroes. During the mid-Industrial Age, Harvard
scholar Joseph Schumpeter favored the word “entrepreneur”—the person
who is willing and able to convert a new idea or invention into a suc-
cessful innovation. Peter Drucker celebrated “knowledge workers.”” During
the Internet boom, Bob Reich, Clinton’s first-term secretary of labor,
thought “symbol manipulators” would come to dominate society. I have
no doubt that the new hero of the next age will be the analyst. This fore-
cast 1s subject to one major contingency. Will the analytic community be
able to master relationship management? Chapter 5 examines the day-to-
day work of the analyst in context of the portfolio of relationships they
manage and/or are managed by. What is working and what is not working,
relationship-wise is highlighted.

Technology choice is an important success driver. Business history
is full of stories of organizations that, upon making the right technol-
ogy choice, moved on to greatness. The commercial fossil record also
showcases the skeletal remains of entities guilty of “technological over-
sight”—of strategic missteps resulting from failure to notice or act on
a technological opportunity. I believe that not stepping up to the value
opportunities inherent to business analytics is a error similar in severity
to choosing not to use fire. Chapter 6 utilizes three important frame-
works to assess where business analytics sits in its life cycle and in its
ability to add value to your enterprise.

Decision making has changed. Information systems used to be
designed to move information to the top of the house. Senior managers
were the ones who made decisions. In that world, technology tools for
assisting decision making were designed for senior executives and man-
agers. This is no longer the case. If you are not a decision maker, you
probably won’t have your job for long. The business analytics industry
will continue to make tools for rocket scientist brainiacs. However, the
market has expanded to include the rest of us mortals.

Chapter 7 examines how business analytics creates measurable
value. I think evangelical enthusiasm is warranted in support of analyt-
ics. This surprisingly aftordable, accessible, and powerful set of tools and
practices is available to all and yet—inexplicably—many are still living
in the analytical dark ages. Research surfaced that some organizations,
although fully aware just how powerful analytics is and what a source
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6 INTRODUCTION

of sustainable competitive advantage it can be, actively seek to keep it a
secret. An executive at a prominent financial services firm in charge of
customer analytics for one of the business groups told me:

What we did was so critical I was not allowed to go out. I was
asked many times to go out and talk about how we built this
customer information management platform that joined U.S.
consumer behavior and [our| business marketplace behavior.
They found that so valuable that I was not allowed to talk about
it outside because they didn’t want competitors knowing what
we had. It transformed [our] ability to look at share of wallet.

Organizations getting full value from their investments in business
analytics ask themselves: Do we know stuft that nobody else knows?
Do we see how the pieces fit together? Can we make connections
nobody else can make?

This chapter also examines the facts of how innovation happens
in complex organizations today. Most of the stories you read about
innovation are false. James G. March, emeritus professor at Stanford
University who is known for his groundbreaking research on real-
world organizational decision making, explains:

Changes in technologies, practices, and products are character-
istically described in terms of the triumph of the new over the
old. Initially a new idea, institution or practice is introduced into
a small part of the system. Ultimately it becomes pervasive. The
stories use the power of retrospection to identify individual and
organizational genius in this triumph of good over evil.®

We humans like stories which feature humans as heroes.

Innovation is a crap shoot. As such, it is subject to probabilities and
chance. As such, innovation performance can be materially improved
by the enlightened use of business analytics. Oil companies know this.
Pharmaceutical companies know this. Consumer packaged goods behe-
moths know this. Globe-spanning quick-service restaurants know this.
Shouldn’t you? To innovate without the assistance of business analytics
1s madness.

Chapter 8 puts a stake in the ground regarding what we will
know and how we will come to know it in the future. The “future” is
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not out there waiting to be discovered. What China’s gross domestic
product will be in five years has not already been determined. Whether
the North American auto industry will continue to decline is not pre-
ordained. Right now a particular probability for each of a broad range
of possible futures is calculable. The question becomes: Is what we can
know (probabilistically) efficaciously actionable?

Setting up a process to examine the future rigorously and seriously
1s not easy.

The future is uncertain. Attempts to predict it have a checkered
history—from declarations that humans would never fly, to the
doom-and-gloom economic and environmental forecasts of
the 1970s, to claims that the “New Economy” would do away
with economic ups and downs. Not surprisingly, those who
make decisions tend to stay focused on the next fiscal quarter,
the next year, the next election. Feeling unsure of their com-
pass, they hug the familiar shore.”

Peter Drucker, the patron saint of management, claimed that
“forecasting is not a respectable human activity, and not worthwhile
beyond the shortest periods.”® Furthermore, in the spirit of full disclo-
sure, it is worth noting that forecasters’ track records historically have
been pretty poor. For example, in 1984, European journalists asked
four finance ministers, four chairmen of multinational companies, four
Oxford economics students, and four London garbage collectors to
generate 10-year forecasts on a number of key economic variables.” In
1994, they assessed the results and found that company chairmen had
managed to tie with the garbage collectors, with the finance ministers
finishing last.

You will have to read further for me to prove that business analyt-
ics has materially improved. One thing remains constant: We want to
know the probabilities of what is likely to happen so that we can do
something about it.

We know that people get to the future at difterent times (i.e., there
are people who are ahead of the curve, in the middle of the curve,
behind the curve, and those who don’t even know there is a curve).

We know that organizations and individuals who embrace busi-
ness analytics will operate at a competitive advantage over those
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who do not. Bruce Sterling, the science fiction writer and social
commentator, speaking at the 2006 PopTech Conference told a pow-
erful story detailing the folly of trying to compete without the tools
at hand:

An engineering professor at Harvey Mudd split his students
into two groups. The John Henry group had to hit the library,
the encyclopedias and were forbidden to use the net. The Baby
Hueys were forbidden to access ink on paper, and had to use
Wikipedia and “bizarre blogger blither.” He had to end the
experiment because “the Baby Hueys were wiping the floor
with the John Henrys.”

We know that business analytics can expand our capacity for
foresight. What cannot be known with any confidence, however, is
how people actually will use this technology. A reporter once asked
Theodore Roosevelt if he knew what the American people thought—
that is, what their immediate desires were. “I don’t know what the
American people think,” Roosevelt groused. “I only know what they
should think” The New Know puts a stake in the ground and states une-
quivocally that executives should think much more analytically in the
future. The true magic is to figure out how to make that happen.

Can Futurists Be Trusted?

I am a futurist. As a futurist, I am required to expose myself to a whole
lot of thinking from a whole lot of people in a whole lot of places. For
that reason, I am very well traveled. I am on the road about 250 days a
year. | am a promiscuous networker. I go through about 1,000 business
cards every five to six weeks. The purpose of all this movement is not
to serve as a lab experiment for the commercial airline industry. The
purpose is to place myself inside a flow of human experience with an
eye toward understanding what people are thinking about, worrying
about, and spending money and time working on.

Futurists love and live for hinges of history. An analysis of the past
quarter millennium reveals that historical hinges have tended to occur once
every 50 years or so in the early Industrial Age, once every 20 years in the
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later Industrial Age, and once every five years in the Meso-Information
Age."”We know that change happens and that it is accelerating.

We futurists are pretty good at the rough timing of change. Sadly,
we are not terribly accurate about what shape the change will mani-
fest. From the “Overture” of George Friedman’s very provocative The
Next 100 Years: A Forecast for the 21st Century'' we learn just how wrong
futurists have been:

If you were a European living in London in 1900 contemplat-
ing the future you would be convinced that war was impossible
and European dominance of the globe assured. In the Spring of
1914, economically, politically, culturally, educationally, every-
thing was getting better in every way in most places. And then
World War I happened. . ..

If you were living in London in 1920, there would be many
questions on your mind but one thing was certain—the peace
treaty that had been imposed on Germany guaranteed that it
would not soon emerge. And then World War II happened. . ..

In 1940, Germany had not only reemerged but conquered
France and dominated Europe. From the point of view of most
reasonable people, the war was over. Futurists might question
the thousand-year Reich, but conventional wisdom thought
Europe’s fate had been decided for a century. Germany would
dominate Europe. . . .

In 1960, the United States had the Soviet Union surrounded
and, with an overwhelming arsenal of nuclear weapons, could
annihilate it in hours. The United States had emerged as the
global superpower. It dominated all the worlds oceans, and
with its nuclear force could dictate terms to anyone in the
world. Stalemate was the best the Soviets could hope for—
unless the Soviets invaded Germany and conquered Europe.
That was the war everyone was preparing for.

In 1980, the United States was seen, and saw itself, as being in
retreat. Expelled from Vietnam, it was then expelled from Iran
as well. To contain the Soviet Union, the United States had
formed an alliance with Maoist China.
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In 2000, the Soviet Union had completely collapsed. China was
still communist in name but capitalist in practice. NATO had
advanced into Eastern Europe and even into the former Soviet
Union. The world was prosperous and peaceful. Everyone
knew that geopolitical considerations had become secondary to
economic considerations, and the only problems were regional
ones in basket cases like Haiti or Kosovo. And then September

11th happened.

Every 20 years, a new bit of conventional wisdom. Every 20 years,
a new surprise to render the conventional wisdom not only wrong
but dysfunctional. This being the case, it is understandable that readers
would look with justifiable skepticism at anyone claiming that a new
age was upon us. Authors who pen business books with the adjective
“new” in the title frequently overstate the novelty of the age, method,
technology, and/or phenomenon they are examining. They mistake
or misinterpret a contingent thing as a new eternal. Recognizing this
danger on the front end, I undertook to make sure that The New Know
was in fact something new, not just a fad or short-lived blip on the
cognitive radar.

In addition to an extensive literature search, I conducted numerous
in-the-field interviews with practitioners, C-suite executives, industry
analysts, and journalists. I buttonholed a select group of people who,
in my opinion, over the years had demonstrated a unique and uncanny
ability to know when something big was going on. Most of my magi
agreed wholeheartedly with my hinge of history hypothesis.'> All this
nosing about and amateur ethnography indicates unambiguously that
we stand at a hinge of history that requires commentary, sensemaking,
and, most important, executive action.

What Exactly Is a Hinge of History?

A door hinge separates two distinct zones of physical space. For exam-
ple, the hinge swings between outside and inside of a room and the
hallway. In a similar fashion, a historical hinge is something that sepa-
rates two distinct temporal spaces. Prior to 1492, the North American
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continent was viewed one way. After 1492 and the visit of Christopher
Columbus, the New World was viewed quite differently.

Students of basic history, perhaps for mnemonic purposes, por-
tray the historical landscape as featuring abrupt ruptures between one
chunk of history, era, or epoch and the next. These historical Rubicons
place significant importance and emphasis on hinge dates—the dividing
line between one era and another. Such hinges of history are a natural
part of how humans make sense of the world. “Chunking” information
in this way is not a learned strategy but is instead a fundamental aspect
of the human mind. Indeed, if you don’t think in hinges, you are a little
unhinged.

The more literary among you will recall that Shakespeare had his
tragic period (the years 1601 through 1608, when he wrote Macbeth,
King Lear, Hamlet, and Othello). Art lovers among us know that Picasso
had his “blue period” (1901 to 1904). Less sympathetic observers of the
IT scene would have you believe that we are only now emerging from
the “We suck less” era of IT leadership."> Mark Twain, a close chroni-
cler of how Americans thought, viewed the American Civil War as a
hinge of history, observing that, in the South:

The war is what A.D. is elsewhere: they date from it. All day long
you hear things “placed” as having happened since the waw;
or du’'in the waw; or befo’ the waw; or right aftah the waw; or
‘bout two yeahs or five yeahs or ten yeahs befo’ the waw or aftah
the waw.'*

I believe we are currently standing at a hinge of history. It may
not be as significant as the hinge that swung between living in trees
and walking erect, having fire and not having fire, and hunting/
gathering and agriculture, but I am convinced and the rest of the book
will attempt to convince you that in these last years of the first decade
of the twenty-first century, the changes we are living through are as
momentous and life changing as the dropping of the atomic bomb
over Hiroshima on August 6, 1945, and the fall of the Berlin Wall on
November 9, 1989.

Hinges divide the world into “before” and “after” Big hinges
require major rethinking. Alan Webber, close personal friend, mentor,
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former editorial director at the Harvard Business Review, cofounder of
Fast Company Magazine, author of Rules of Thumb: 52 'Tiends for Winning
at Business Without Losing Yourself, and the craftsman of the magnificent
afterword that concludes this humble tome, agrees with my hinge of his-
tory hypothesis, “The time has come to rethink, reimagine, and recali-
brate what is possible, what is desirable, and what is sustainable,” he says.

Bernard Brodie, a brilliant new addition to the Yale University
political science faculty, was an important player on the national intel-
lectual scene. The Naval War College had assigned his book Guide to
Naval Strategy as a standard text for officers. Brodie had established a
solid reputation as one of the nation’s foremost naval strategists. On
August 7, 1945, he went to buy the New York Times at a drugstore in
the neighboring village of Woodbridge. The banner headline captured
his attention: “First Atomic Bomb Dropped on Japan: Missile Is Equal
to 20,000 Tons of TNT; Truman Warns Foe of a Rain of Ruin.” Brodie
read just two paragraphs of the story that followed, looked up for a few
seconds, turned to his wife and said, “Everything that I have written is
obsolete.”"> The atomic bomb had changed the world.

The New Know has changed our world too. The combination of
massive computing power, massive expansion in data management tools
and practices, and exponentialized increases in customer expectations
have created a world so complex and a customer so demanding that
unaugmented human cognition—by this I mean making decisions
without the assistance of a robust business analytic tool set—is no
longer good enough. What you need to know, whom you need to
know, how you come to know and the very abbreviated time window
available for making efficacious use of knowledge are transforming.

Lawrence Summers, director of the White House’s National
Economic Council and Charles W. Eliot Professor at Harvard University’s
Kennedy School of Government, senses that we stand at a hinge of
history. “I suspect that when the history is written 200 years from now;, it
will emerge that something very important happened in human thinking
during the time when we were alive, and that is that we are becoming
rational, analytical and data-driven in a far wider range of activity than

we ever have been before”’'®

Business, government, and society are mov-
ing from a faith-based mode of operation to a fact-based way of working.

Is your organization ready for this fundamental transformation?
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Hinges of history are important moments. They are filled with
opportunity and risk. One of the biggest risks is not being aware that
one is living in such a moment. Margaret Lavinia Anderson, who
teaches “History 5: The Making of Modern Europe, 1453 to the
Present, at Berkeley” likes to share with her students a cartoon from
the New Yorker that portrays a town crier progressing through a
European city center declaring “The Middle Ages are over, the
Renaissance has begun. The Middle Ages are over, the Renaissance
has begun.” The joke of course is that typically—at least historically—
people in a given age or epoch are not savvy to the labels later gen-
erations will use to describe the world they live in. People in the Dark
Ages probably didn’t know they were living in the Dark Ages.

The term “Renaissance” was first prominently used by the French
historian Jules Michelet in 1858, and it was set in bronze two years later
by Jacob Burckhardt when he published his great book, The Civilization
of the Renaissance in Italy.'” The usage stuck because it turned out to be
a convenient way of describing the period of transition between the
medieval epoch, when Europe was “Christendom,” and the beginning
of the modern age.'®

One of the reasons I wrote this book is to make sure that readers
know we are standing at a hinge of history, on the cusp of entering a
new age—the age of the New Know, an age when just showing up is
not enough.

An age is made more memorable and easy to grasp if it can be
labeled by a word that epitomizes its spirit. I thought I would throw
“New Know” into the ring to give people a cognitive buoy to float on
until a better phrase comes along.

When we were astride another major change point—the fall of the
Berlin Wall—the New York Times held a contest for readers to name the
new age.

[T]the majority of respondents were male and extremely pes-
simistic. Popular labels included the “Age of Anxiety,” “Age
of Uncertainty,” “Age of Fragmentation,” “Age of [Great and
Failed] Expectations,” and “Age of Disillusion [and Dissolution].”
One reader from NY suggested the “Cold War Lite Era” . . .
From Greenwich High School in Connecticut came the “Era of
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the New Meanies.” And one wag from Santa Monica oftered the

“Age That Even Historians from Harvard Can’t Name.”"

The historian David Halberstam called the epoch “a time of triv-
ial pursuits.” When it came to foreign policy, there was one phrase that
the Clinton administration could not seem to escape: “post—cold war
era.” The president hated the phrase. “What kind of message does that
send? It defines where we are in terms of where we’ve been rather
than where were going. I'm tomorrow’s boy, and I don’t like being

seen as doing yesterday’s business.”?

During the Clinton administra-
tion, Strobe Talbott was ambassador at large and special advisor to the
secretary of state on the New Independent States. When he visited
Stanford University in September 1997, Condoleezza Rice, provost
of the university, slipped in one dig: The namelessness of the 1990s,
she said, spoke volumes about the aimlessness of the administration.
Talbott reported back to Clinton, “She’s wrong about us not hav-
ing a sense of direction, but she’s right about our doing a lousy job
of explaining it.””*' The New Know is my attempt to make sure that
very important patch of time we are currently traversing does not
go nameless.

Foreign policy mavens will recall that the age prior to the fall of
the Berlin Wall was called the cold war. The person responsible for that
name and the strategy for it was George Kennan. Kennan continu-
ally counseled national leaders that they should stop trying to come up
with a clever name for the era and concentrate rather on what should
be done about the emerging challenges of the age. He advised mem-
bers of President Clinton’s foreign policy team to embrace the world’s
complexities and compose “a thoughtful paragraph or more, rather
than trying to come up with a bumper sticker.”*

Executives need to be very mindful of what is happening in the
world—the whole world. Leaders need to recognize that we are liv-
ing in a moment when decisions really matter; a time when the buttons
they push, the systems they deploy, the employees they hire, and the
relationships they create will materially impact their personal and insti-
tutional success trajectories. One of the most important things leaders
can do is understand and master the realities of the New Know.

The primary purpose of The New Know is not just to make you
aware of the information explosion that exceeds the human brain’s
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capacity to process and the litigational implications of ignorance in the
world just around the corner. This is an awareness and action book. This
book celebrates human agency—the capacity of humans to make and
impose choices; the ability of an actor to organize future situations
and distribute resources.

Observers of the business book publishing scene contend that the
typical best-selling business book confirms or caters to what people
already know. Many publishers use the metaphor of business execu-
tives in bookstores as owners of TV sets where the “picture is not
right.” Buying the book is a bit like banging on a television set. You
know something is oft. You don’t know how to fix it. So you just take
a whack. Empirical evidence seems to indicate that reading the book
will not fix the problem. Awareness alone does not solve problems. As
such, awareness-only business titles can be very frustrating. The purpose
of great business writing is to open up the set, learning how the parts
work, and developing the tools to fix the pieces that might be broken.

Upon reading The New Know, 1 hope executives will come to
understand what is broken, who might be available to fix it, and the
various paths other organizations, in a variety of vertical markets, have
taken in their analytic journey to the New Know.

Notes

1. Longitudinal studies of executive behaviors conducted over 30 years at
UCLA’s Anderson Graduate School of Management’s “Managing the
Information Resource” Program; executive education classes taught at
University of California Berkeley, Haas School of Business; E-MBA programs
at the Fisher College of Business at Ohio State University and the W. P. Carey
School of Business at Arizona State University; the CIO Lyceum Research
Series sponsored by Cambridge Technology Partners; the CIO Leadership
Network and CIO Executive Summit Series orchestrated by Evanta; and the
IT Leadership Academy at Florida State College at Jacksonville.

2. My closest associates will tell you that I am not really a book-writing kind of
guy. I love books. Some of my favorite people in the whole wide world are
the hardworking librarians at MacArthur Library in Biddeford, Maine. I hugely
admire writers. I write a book review column for the prestigious and exclusive
CIO Leadership Network that seeks to induce some of the world’s busiest peo-
ple to take time to pause, reflect, and read. However, personally I prefer more
intimate, less formal, more carbon-centric forms of information exchange.
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Historically when called upon to put something in print, I have preferred the
path of writing prefaces. Preface writing places one on the cover, allows one to
set the tone for the work that follows and is a whole lot less time consuming.
In my career I have written prefaces for four very successful books: Marc Farley,
Building Storage Networks; George T. Geis, Digital Deals: Strategies for Selecting and
Structuring Partnerships; Stuart Robbins, Lessons in GRID Computing: The System
Is a Mirror; and Jim Davis, Information Revolution: Using the Information Evolution
Model to Grow Your Business.

3. Gary Loveman, thought by some to be “the most successful Harvard Business
professor in the history of the school—is the CEO at Harrah’s, says there
are two ways to get fired at Harrah’s: stealing from the company or doing
an experiment without a control group.” Michael Schrage, a fellow with the
MIT Sloan Schools Center for Digital Business speaking at the CIO 100
Conference, Colorado Springs, August 2008.

4. Sarah E. Igo, The Averaged American: Surveys, Citizens and the Making of a Mass
Public (Cambridge, MA: Harvard University Press, 2007).

5. Clay Felker, the founding editor of New York Magazine, popularized a
form of journalism known as new journalism. New journalism uses liter-
ary techniques typically found in novels (storytelling, drama, characteriza-
tion, and location) to render nonfiction in a more accessible and interesting
manner. New journalism tells a story. In Felker’s words, “Don’t tell me about
the Holocaust, tell me about Anne Frank.” The New Know intends to tell the
story about the people—the analysts, the people who collect, organize, man-
age, manipulate, and extract insight from the data that surrounds us.

6. James G. March writing in the foreword of Raghu Garud, Praveen Rattan
Nayyar, and Zur Baruch Shapira, eds., Technological Innovation: Oversights and
Foresights (New York: Cambridge University Press, 1997), x.

7. David Rejeski and Robert L. Olson, “Has Futurism Failed?” Wilson Quarterly
(Winter 2006): 14.

8. Quoted from the audio book version of Jeffrey A. Krames, Inside Drucker’s
Brain (New York: Penguin, 2008).

9. Peter J. Williamson, “Strategy as Options on the Future,” Sloan Management
Review, April 15, 1999.

10. Carlotta Perez at the University of Sussex asserts that, starting with the onset
of the Industrial Revolution in Britain in 1770, an industrial transforma-
tion has occurred roughly every half century. See Technological Revolutions and
Financial Capital: The Dynamics of Bubbles and Golden Ages. [Northampton, MA:
Edward Elgar Publishing, Inc., 2002]. The research of Clayton Christensen,
Geoffrey Moore, and Ray Kurweil roughly substantiates the “every five years,
a new era’” hypothesis.

11. George Friedman, The Next 100 Years: A Forecast for the 21st Century (New
York: Doubleday, 2009), 2-3.

cintro.indd 16 @ 8/4/09 10:03:24 AM



The New Know 17

12. Ramén Baez, CIO at Kimberly-Clark; Bruce Barnes, former CIO at
Nationwide Financial Services; Colonel Curtis Carver, vice dean for resources
at the United States Military Academy; John Chickering, chairman of the
Association of Information and Image Management; Keith Collins, CTO at
the SAS Institute; Barbra Cooper, CIO at Toyota Motor Sales; Alan Cullop,
CIO at Net Jets; Bob Dethlef, CEO at Evanta; Dr. Richard Dietrich, chair-
man of the Accounting Department, Fisher College of Business, the Ohio
State University; Malcolm Frank, SVP and chief strategy officer at Cognizant;
Paul Gaffney, COO at Desktone, formerly director of supply chain at Staples;
Seth Godin, top marketing consultant in the world; Louis Gutierrez, former
CIO of the Commonwealth of Massachusetts; Joanne Kossuth, CIO at Olin
College of Engineering; John Lever, deputy CIO at Naval Meteorology and
Oceanography Command; Ben Levitan, managing director In-Q-Tel; Ashwin
Rangan, former CIO at Walmart.com; Dr. Robert Rennie, CIO at Florida
State College, Jacksonville; Moshe Rubinstein, professor emeritus of engi-
neering at UCLA; and Alan Webber, former editorial director at the Harvard
Business Review.

13. It has been argued in certain circles that IT, rather than focusing on truly
delighting end customers with exactly what they want and need, tends to
point to infamous cases of IT nonperformance claiming, “See, we aren’t as
bad as those guys.” This mode of benchmarking has been labeled by snarkier
elements of the analyst community as the “We Suck Less” strategy.

14. Mark Twain, Life on the Mississippi quoted in Eviatar Zerubavel, Time Maps:
Collective Memory and the Social Shape of the Past (Chicago: University of
Chicago Press, 2003), 90.

15. Quoted in Fred Kaplan, The Wizards of Armageddon (New York: Simon and
Schuster, 1983), 9-10.

16. www.president.harvard.edu/speeches/summers_2003/hsph_deans_council
-php

17. Jacob Burckhardt, The Civilization of the Renaissance in Italy (New York:
Penguin, 1990).

18. Paul Johnson, Renaissance: A Short History (New York: Modern Library, 2000), 4.

19. James Atlas, “Name that Era: Pinpointing a Moment on the Map of History,”
New York Times, March 19, 1995.

20. Quoted in Strobe Talbott, The Great Experiment: the Story of Ancient Empires,
Modern States, and the Quest for a Global Nation (New York: Simon & Schuster,
2008). 326.

21. Ibid., 329.

22. Derek Choller and James Goldgeier, America Between the Wars From 11/9 to

9/11: The Misunderstood Years Between the Fall of the Berlin Wall and the Start of
the War on Terror (New York: Public Affairs, 2008), 13.
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