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A ROLE PLAYING
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A ROLE PLAYING
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American economist
and statistician
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STRATEGY IS DIFFERENT THAN ASPIRATION

- "OUR STRATEGY IS TO BE #1 OR #2 ...
- OUR STRATEGY IS TO GROW ...

I MAHAN BUSINESS SCHOOL I



STRATEGY IS MORE THAN PARTICULAR ACTIONS

- "OUR STRATEGY IS TO MERGE ...

- OUR STRATEGY IS TO CUR COSTS ...
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STRATEGY IS NOT THE SAME As MISSION/VISION

- "OUR STRATEGY IS TO SERVE OUR CUSTOMERS AND

COMMUNITIES WHILE MEETING THE HIGHEST
STANDARDS OF INTEGRITY ...
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¥ _ STRATEGY IS NOT AN ASPIRATION
- STRATEGY IS NOT A MISSION
- STRATEGY IS NOT A VISION
- STRATEGY. IS NOT A TACTIC
- STRATEGY IS NOT A GOAL
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IN STRATEGY ...

THE MANY THINGS WE THE KEY THING WE DON'T
CONTROL
(Independent Variables) (Dependent Variables)

# of employees
Sgm of office spaces
# of factories

# of branches

§ of inventories

# of engineers

AN NI NN NN
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IN STRATEGY ...

THE MANY THINGS WE THE KEY THING WE DON'T
CONTROL
(Independent Variables) (Dependent Variables)

# of employees

Sgm of office spaces

# of factorl[es ‘/ CU S TO M E R S
# of branches

§ of inventories
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So, what happens?
Instead of creating a strateqy, Leaders default to comfort of
planning:

v -greenlight 5 new plants, . we can't "order" the
market to fill the capacity.

hire 500 new employees, . we don't know if
demand will be stable.

-hike prices up 10%, . we can't dictate the
e

v
rceived value.
v _SX the marketing budget, . we can't force people
to care.

v
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Most leaders spend 90% of their time
tweaking internal dials in plans that are
masquerading strategy. But, real
strategy doesn't start with the certainty
of your resources, it starts with the
uncertainty of your customer.

If you feel totally comfortable with
your strategy, you probably don't have
a strategy, you just have list of
resources you can control.
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Steve Jobs reveals
where strategy
should start

¥/
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) GOOD TIP

ES Harvard
Business
Review

Se pte mber 1 1 Many organizations confuse operational plans with strategy. Creating a

2024 strategy (s an outward-looking, relatively high-level exercise that's about
identifying how to meet your stakeholders’ needs. Once you've done that, you
can figure out the specific steps you need to take to get there. Here's how to

build a strategy that avoids fragmented efforts and missed opportunities.
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) GOOD TIP

EXT=IHarvard Separate strategy from action.

Business
Review Strategy is about positioning your business in the marketplace - it's not a list

S eptember 11, of tasks for each function to execute. When you confuse strategy with action,

2024 you and your team will lose sight of the overall direction. Keep strategy
focused on big-picture positioning instead and let specific decisions and
deliverables follow.

DIVERSIFICATION
STRATEGY

Strategic
Planning ..

Graham K. Kenny
Australia's #1 strategy
Author and Speaker
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Debclup and Measure
2 Winning Strategy
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10 Trends to

https://hbswk.hbs.edu/item/10-trends-to-watch-in-2024

sl | Harvard
VTTI Business

Y | School
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https://hbswk.hbs.edu/item/10-trends-to-watch-in-2024
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REPORT
—Set boundaries to ease “WORKISM”
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\"4 gg;gg;gs 2 Hybrid work will keep evolving
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3 Caregiving policies will help retain talent
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s 2024 will be the year of emerging leaders
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— DEI will remain crucial to success
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8 More companies may return to in-person work
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O Labor conditions will require strategic staffing
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e O A new way to think about ‘work-life balance’
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iy Harvard
_ Business
Review

7

—_ 9 Trends That Will
e Shape Work in
- 2025 and Beyond

https://}vbn org/2025/01/9-trends-that-will-shape-work-in-2025-and-beyond
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A REPORT

Harvard
Business
Review
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AR o N T
10 sustainability trends impacting business

e _,’ e | S

https://www.erm.com/insights/10-sustainability-trends-likely-to-shape-the-business-landscape-in-2024-and-beyond/
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https://www.erm.com/insights/10-sustainability-trends-likely-to-shape-the-business-landscape-in-2024-and-beyond/
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) REPORT

Responding to climate change: Getting real about decarbonization

Valuing human capital: Farewell to back to normal

Integrating ESG: Cutting through the noise

Safequarding natural systems: Nature gets a seat at the table

Streamlining sustainability disclosures: A new paradigm

Building sustainable and resilient supply chains: Striving for transparency and action
Enabling sustainable consumption and production: The end of waste?

Applying technology to sustainability: Taking Al for a test drive

© © N O L AN L Db =

Respecting fundamental rights: From checkbox to core strategy

10. Navigating the evolving political landscape: Another volatile year ahead

I MAHAN BUSINESS SCHOOL I



A REPORT
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% SUSTAINABILITY
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., 2025 ANNUAL TRENDS REPORT

. The Path Forward
“ for Sustainable
Business

=% January 2025

https://www.erm.com/qlobalassets/documents/insights/ermsi annual-trends-report-2025-4.pdf
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https://www.erm.com/globalassets/documents/insights/ermsi_annual-trends-report-2025-4.pdf

Responding
to Climate
Change

Safeguarding
Natural
Systems

Sustainable &
Resilience
Supply Chain

Enabling
Sustainable
Production & L/
Consumption

Respecting
Fundamental

Applying
Technology to
Sustainability
Navigating
the Evolving
Political
Landscape
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REPORT
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REPORT
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CAPITALIST

THE WORLD'S 10

ost Vel
(mpanies

NOVEMBER 2024 EDITION

Musk’s affiliation with President-elect
Donald Trump has sent Tesla shares
soaring, pushing the company back
into the trillion-dollar club.

As of Nov. 8, 2024, Figures rounded.
Source: Companiesmarketcap.com

(@) VISUAL CAPITALIST

$4T pumy

©) @ NVIDIA
o550 of
<481 2* Microsoft

S [ amazon
S W Alphabet |

' saudi aramco |
S50 00 Meta

S$18B Min. market cap required

'_/ for S&P 500 inclusion

- BEerksHIRE HATHAWAY ixc.
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LARGEST COMPANIES
IN THE WORLD

)

D,
VISUAL

CAPITALIST

ES

&= Netherlands

Along with Nvidia, Apple, Microsoft,
Amazon, Alphabet, and Saudi Aramco
have all been the world’s most valuable
company at some point in time

50 )
‘ Saudi
Arabia
$290B
3 Q

~ & Cermany
-'— Denmark

nded. As of July 18, 2025

Companiesmarketcap.com
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inistry
of Defence

https://assets.publishing.service.qov.uk/media

/66fd3b10080bdf716392ec91/GST 7 Final
WEB compressed updated.pdf

.

Ministry

of Defence .

Global Strategic Trends

Out 10 2055

" Seventh Edition
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https://assets.publishing.service.gov.uk/media/66fd3b10080bdf716392ec91/GST_7_Final_WEB_compressed__updated.pdf

Global Power Technological

Competition ’\ Advances &
i Connectivity

; Economic
Global drivers Transformation &

of change ‘ . Energy Transition

Climate Change &
Pressure on the
Environment

Inequality & Pressure
on Governance
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NEW REPORT

»  Global power competition
1. Regional and global power competition will become increasingly prevalent.
2. The democratization of space will enable commercial entities and non-state actors to become the forefront of space
exploration.
3. The capability of violent extremist organizations and organized crime groups to do harm will increase.
»  Climate change and pressure on the environment
4. Climate change will cause more extreme weather events and rising sea levels globally.
5. The pollution and degradation of the environment will increase.
6. Food and water insecurity will become increasingly prevalent.
7. Climate change and technological advances will open up access to new regions, domains, and resources.
»  Technological advances and connectivity
8. Societies and economies will become increasingly automated and artificial intelligence-dependent.
9. The competition for technological edge between companies as well as between states will be increasingly evident and intense.
10. Global digital connectivity will continue to increase along with the rising value of data.
»  Economic transformation and energy transition
11. The relative economic influence of Asia will grow.
12. Geopolitical competition will lead to a slowdown in global trade.
13. The power and influence of big corporations will continue to grow.
14. The global demand for energy and natural resources will increase.
15. The world will become less reliant on fossil fuel energy.
>  Inequality and pressure on governance
16. The number of migrants will increase globally.
17. Political and social polarization will increase.
18. A growing number of parallel stress factors will increase pressure on traditional governance structures.
PAS 2 19. Socio-economic inequalities will increase.
1 ' »  Demographic pressure
20. Global population growth will slow down, with some regions experiencing a decline.

MiniS‘try 21. The average age of the world population will increase.
22. The Asian middle class will continue to grow significantly.

of Defence JL_MAHAN BUSINESS SCHOOL g




A NEW REPORT

Parallel and contradictory trends of:

. Growing : o
el Cooperation and Innovation and auhorioriansm B WS o
df e y confrontation stagnation and demand for : fg e 9
and fragmentation transparency roies or siaies
g9l Bl g ) SESSAYGLILY 4 9) hS)lis) 221 0l i s
) Ridlail Olojpdd Lyguody 395 9 (52 ] R g0 ut ool phy o
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A NEW REPORT
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) STRATEGIC CHALLENGES

5 trategic Challenges refer to the major obstacles or difficulties that organizations face

when trying to achieve their long-term goals and objectives. These challenges can arise due to

various internal and external factors and require careful planning and decision-making to overcome.

(=Y
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(§77) STRATEGIC CHALLENGES
& DRIVERS
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VOLATILATY COMPLEXITY
VU C A eed

UNCERTAWNTY DMBIGUITY
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Drivers Impact

Change Nature

Instability

oge Change Dynamics Loss of Control
VOIatI I Ity Change Speed Increased Risk
Change Rate
Unpredictability Indecisiveness
. Potential Surprises Increased Analysis
U ncertail “ty Unknown Impacts Delayed Action
Unknown Outcomes
Task Correlation Data Overload
. Interdependencies Decline in Productivity
CO m p I eXIty Interrelationships Mistakes
Interoperability Learning of the Fly
Unclear Cause Doubs
. . Unclear Action Distrust
Am b ! 9 u Ity Unclear Aims Lack of Confidence
Unclear Effects Delays
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VOLATILITY
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1
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AMBIGUITY
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Drivers Impact Needs
Change Nature Instability
oge Change Dynamics Loss of Control o o
VOIatI I Ity Change Speed Increased Risk VISIO n
Change Rate
Unpredictability Indecisiveness
. Potential Surprises Increased Analysis .
U ncertail “ty Unknown Impacts Delayed Action U n d ersta nd In 9
Unknown Outcomes
Task Correlation Data Overload
. Interdependencies Decline in Productivity .
C om p I eXIty Interrelationships Mistakes c I aril ty
Interoperability Learning of the Fly
Unclear Cause Doubs
. . Unclear Action Distrust oge
Am b ! g u Ity Unclear Aims Lack of Confidence Ag ! I Ity
Unclear Effects Delays
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) PORTER'S 5 FORCE

Competitive

L Threat

of new

Threat of Porter' [y 5 gntrants

substitute

products Forces

Bargaining
power of

customer
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) PORTER'S 5 FORCE

BARGAINING BARGAINING POWER OF BUYERS:
POWER OF * Number of customers
BUYERS = Size of each customer order

= Differences between competitors
= Price sensitivity
= Buyer’s ability to substitute
= Buyer’s information availability
= Switching costs

I MAHAN BUSINESS SCHOOL I



P} PORTER'S 5 FORCE

BARGAINING BARGAINING POWER OF SUPPLIERS:
e kel * Number and size of suppliers
SUPPLIERS . .y

®* Uniqueness of each supplier’s product
®* Focal company’s ability to substitute

I MAHAN BUSINESS SCHOOL I



) PORTER'S 5 FORCE

THREAT OF NEW ENTRANTS:

= Barriers to entry

* Economies of scale

* Brand loyalty

» (Capital requirements

= Cumulative experience

= Government policies

=  Access to distribution channels
=  Switching costs

THREAT OF NEW
ENTRANTS
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P} PORTER'S 5 FORCE

THREAT OF SUBSTITUTE PRODUCTS:

THREAT OF * Number of substitute products available
SUBSTITUTE * Buyer propensity to substitute

PRODUCTS = Relative price performance of substitute
» Perceived level of product differentiation
* Switching costs

I MAHAN BUSINESS SCHOOL I



P} PORTER'S 5 FORCE

RIVALRY
AMONG

EXISTING
COMPETITORS

RIVALRY AMONG
EXISTING COMPETITORS:

* Number of competitors
* Diversity of competitors
* |ndustry concentration
* |ndustry growth

= Quality differences

* Brand loyalty

= Barriers to exit

=  Switching costs
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RIVALRY AMONG THREAT OF NEW ENTRANTS:
EXISTING COMPETITORS: THREAT OF NEW * Barriers to entry

=  Number of competitors ;
R _ ENTRANTS = Economies of scale
Diversity of competitors « Brand loyalty

]

* Industry concentration s Capital requirements

- Indu?.try grOWth = Cumulative experience
" Quality differences =  Government policies

" Brand loyalty = Access to distribution channels

= Barriers to exit »  Switching costs
= Switching costs

RIVALRY

BARGAINING

BARGAINING

POWER OF &"I’;‘T)":I% POWER OF
SUPPLIERS BUYERS
COMPETITORS

BARGAINING POWER OF BUYERS:

= Number of customers

= Size of each customer order

= Differences between competitors
= Price sensitivity

= Buyer’s ability to substitute

BARGAINING POWER OF SUPPLIERS:

= Number and size of suppliers

= Uniqueness of each supplier’s product
= Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

* Number of substitute products available THREAT OF = Buyer}? information availability
= Buyer propensity to substitute = Switching costs

= Relative price performance of substitute SUBSTITUTE

= Perceived level of product differentiation PRODUCTS

= Switching costs
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RIVALRY AMONG THREAT OF NEW ENTRANTS:

EXISTING COMPETITORS: THREAT OF NEW « Barriers to entry
ENTRANTS

= Number of competitors
= Diversity of competitors
= Industry concentration
.

= Economies of scale

= Brand loyalty

= (Capital requirements
.

.

Industry growth

Quality differences
= Brand loyalty

Barriers to exit

Cumulative experience
Government policies

= Access to distribution channels
= Switching costs

= Switching costs

RIVALRY

AMONG

EXISTING
COMPETITORS

BARGAINING
POWER OF
SUPPLIERS

BARGAINING
POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

BARGAINING POWER OF SUPPLIERS:
. = Number of customers

Number and size of suppliers

= Uniqueness of each supplier’s product = Size of each customer order
= Focal company’s ability to substitute = Differences between competitors
*  Price sensitivity
THREAT OF SUBSTITUTE PRODUCTS: = Buyer’s ability to substitute
= Number of substitute products available THREAT OF * Buyer’s information availability
= Buyer propensity to substitute = Switching costs
= Relative price performance of substitute SUBSTITUTE
= Perceived level of product differentiation PRODUCTS

Switching costs
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A FRAMEWORK USED TO EVALUATE A COMPANY'S COMPETITIVE

POSITION AND TO DEVELOP STRATEGIC PLANNING.
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OPPORTUNITIES THREATS

STRENGTHS

WEAKNESSES
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OPPORTUNITIES THREATS

/ 4 E - . ' ) \

| STRENGTHSH ‘ STRENGTHS+
STRENGTHS | OPPORTUNITIES THREATS

| — ]
WEAKNESSES WEAKNESSESH WEAKNESSES+

OPPORTUNITIES THREATS

\_ J
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SWOT

Analysis

y
;@ Apple
‘ 2015
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In F25, we expect Services to contribute a higher percent of annual gross profit dollars vs. iPhone (42% vs 41%). We expect this to continue in F26 & F27 with the

Figure 1: Percent of annual gross profit dollars from iPhones, Services and Other
contribution from other staying ¢. 17%

120.0%

m iPhone = Services m Other

100.0%
800% ——
60.0%

40.0%

Apple =
o]e
F2024 F2025 F2026 F2027

Source: Company reports, BofA Global Research estimates
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McKinsey
& Company

Technology Trends
utlook 2025 . ..

Jul

Fifth edition

McKinsey
Technology Trends Outlook 2025
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Next-Gen
Generative Al J . ; Cyber-
T/ / Security

Technology Trends
Outlook 2025

Next-Gen
Software
Development

Next-Gen
Engineering

Advanced 2 R Sustainability
Bio-Tech s N Tech
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A PORTER VALUE CHAIN

( FIRM INFRASTRUCTURE
| 3
suppoRT )  HUMAN RESOURCE MANAGEMENT
ACTIVITIES TECHNOLOGY DEVELOPMENT
. - T )
L PROCUREMENT
INBOUND 5 pepaTIONS [OUTE
LOGISTICS
A\

PRIMARY ACTIVITIES
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A PORTER VALUE CHAIN

’ COST DRIVERS
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A STRATEGIC CASE

%STARBUCKSW
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P} STRATEGIC CASE

%STARBUCKS“
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Howard
Schultz

Former CEO of Starbucks
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%STARBUCKSW
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P} STRATEGIC CASE

%STARBUCKSW

19)5 )1)8 )18 jgiwd jo wig)S g pue #Voo 215

I MAHAN BUSINESS SCHOOL I



) STRATEGIC CASE
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A STRATEGIC CASE

%STARBUCKSW
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A STRATEGIC CASE

%STARBUCKSW
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%STARBUCKSW
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STRATEGIC CASE

%STARBUCKSW

Starbucks | Starbucks in Fortune Rankings

SBUX 17
STARBUCKS CORPORATION A ica's Most World's Most Admired
5 Fortune 500 Fortune Global 500 [yl "mereasost oridsMostAdmire
85.40 +0.06% (0.05) Innovative Companies Companies

Track all markets on TradingView

ABOUT EARNINGS REPORTS

Starbucks is the world's largest coffee chain, with 21,000 company-operated stores and 19,000 licensed
locations worldwide as of late 2024. Nearly half of its company-owned outlets are in the U.S. Its cafés
serve hot and iced coffee, espresso drinks, tea, and specialty beverages, along with breakfast items,
sandwiches, and baked goods. Starbucks is also a major coffee roaster and wholesaler, selling
packaged coffee and tea in its cafés and through grocery and retail channels. The company recently
launched a turnaround plan, “Back to Starbucks,” focused on improving the in-store experience and
encouraging customers to spend more time at its locations.
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Two years after generative artificial intelligence staked
its claim as the free space on everyone’s buzzword-bingo
cards, you'd be forgiven for imagining thart the furure of
technology is simply ... more AL That’s only part of the
story, though. We propose that the future of technology
isn’t so much about more Al as it is about ubiguitous
Al We expect that, going forward, Al will become so
fundamentally woven into the fabric of our lives that it’s
everywhere, and so foundational that we stop noticing it.

Take electricity, for example. When was the last time you
actually thought abour clectrons? We no longer marvel
that the lights tum on—we simply expect them to work.
The same goes for HTTP, the unseen thread that holds
the internet together. We use it every day, but I'd bet
most of us haven't thought about (let alone uttered) the
word “hypertext”™ in quite some time.

AT will eventually follow a similar path, becoming so
ubiquitous that it will be a part of the unseen substruc-
ture of everything we do, and we eventually won't even
know it’s there. It will quietly hum along in the back-
ground, optimizing traffic in our citics, personalizing our
health care, and creating adaptative and accessible learn-
ing paths in education. We won't “use” AL We'll just
experience a world where things work smarter, faster,
and more intuitively—like magic, but grounded in algo-
rithms. We expect that it will provide a foundation for
business and personal growth while also adapting and
sustaining itself over time.

REPORT

Nowhere is this Al-infused furure more evident than in
this year’s Tech Trends report, which each year explores
emerging trends across the six macro forces of informa-
tion technology (figure 1 in the executive summary).
Half of the trends that we've chronicled are clevating
forces—interaction, information, and computation—that
underpin innovation and growth. The other half—the
grounding forces of the business of technology, cyber
and trust, and core modernization—help enterprises
seamlessly operate while they grow.

As our team put the finishing touches on this years
report, we realized that this sublimation and diffu-
sion of Al is already afoot. Not the “only trend” nor
“every trend,” Al is the scaffolding and common thread
buttressing nearly every trend. {For those keeping a close
eye at home, “The new math: Solving cryptography in
an age of quantum”—about the cybersecurity implica-
tions of another game-changing technology, quantum
computing—is the only one in which Al does not have
a foundational role. Yet behind the scenes, Al advance-
ments are accelerating advances in quantum.)

® Spatial computing takes center stage: Future Al
advancements will enhance spatial-computing simu-
lations, eventually leading to seamless spatial-com-
puting experiences integrated with Al apents.

®  Whar's next for Al As Al evolves, the enterprise
focus on large language models is giving way
to small language models, multimodal models,
Al-based simulations, and agents that can execute
discrete tasks.

Deloitte

Hardware is eating the world: After years of soft-
ware dominance, hardware is reclaiming the spot-
light, largely due to AT's impact on computing chips
and its integration into end-user devices, the Internet
of Things, and robotics.

IT, amplified: AT elevates the reach (and remit) of
tech talent: ATs applicability to writing code, testing
software, and augmenting tech talent is transform-
ing IT and sparking a shift away from virtualizaton
and austere budgets.

‘The intelligent core: Al changes everything for
core modernization: Core systems providers have
invested heavily in AL which may simplify the user
expetience and data-sharing across applications
but will make these systems more complex at an
architectural level,

Because we expect Al to become part of tomorrow’s
foundational core—like electricity, HT TP, and so many
other technologies—it’s exciting to think about how Al
might evolve in the next few years as it marches toward
ubiquity, and how we as humans may benefit. We here at
Tech Trends will be chronicling every step of the journey.

Until next time,

ey £

Kelly Raskovich
Office of the CTO
Executive editor, Tech Trends

Kelly
Raskovich

Senior Manager,
Deloitte Consulting
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P STRATEGY CANVAS

High

Blue Ocean Strategic Move

Offering Level

Industry Value Curve

Low

Competing Factors
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P} STRATEGY CANVAS

IDENTIFY YOUR TOP COMPETITORS
CLARIFY KEY COMPETITION FACTORS
RANK COMPETITORS IN EACH FACTOR

MAP A VALUE CURVE BY CONNECTING EACH FACTOR
CHART YOUR CURVE

TAKE ACTION

1.
2.
3.
4.
5.
6.
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High

Offering level

Low

STRATEGY CANVAS

O iPhone

Féature phone

S:martphone

|
Customization

| 1
Price ) rFf’C-like Style & Fun | ! 1
. of : performance : through App
Variety of physical Business Mobile Ease of Store
models buttons  applications internet Use
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BLUE OCEAN STRATEGY

|\
(7
- C7

Blue ocean

Create New market

Red Ocean

Compete in existing
market.
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BLUE OCEAN STRATEGY

Red Ocean

Compete in existing
market.

1- Beat competition
2- Bring additional existing demands.
3- Value/Cost tradeoff

Blue ocean

Create New market

1- Irrelevant to competition.
2- Make fresh demands
3- No value/cost trade-off
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BLUE OCEAN STRATEGY

RED OCEAN

BLUE OCEAN @\

INNOVATION TO CREATE A NEW
MARKET WITH LITTLE TO NO
COMPETITION

v" UNKNOWN DEMAND

v' NO COMPETITION (YET)
v" FOCUS ON INNOVATION
v DEVELOP NEW PRODUCT

v CREATING AND CAPTURING NEW
VALUES FOR CUSTOMERS

v' FOCUS ON R&D

v" HIGH RISK/HIGH REWARD

v" FUTURE AND GROWTH ORIENTED
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y BLUE OCEAN STRATEGY
/ TOOLS AND KEY RULES
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industry's standard?
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SURVEY

Harvard
Business
Review

If Strategy Is So
Important, Why Don’t We
Make Time for It?

Almost every leader wants to make more time for strategic thinking. In
one survey of 10,000 senior leaders, 97% of them said that being
strategic was the leadership behavior most important to their

organization’s success.

And yet in another study, a full 96% of the leaders surveyed said they

lacked the time for strategic thinking.

What could account for such a massive misalignment between their

stated goals and their actions?
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SCALLING-UP TRANSFORMATIONAL

VATIONS

gl Harvard
Business
Review

https://hbr.org/2024/11/scalin
g-up-transformational-
innovations
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A ROLE PLAYING
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WHY SOME
START-UPS

CHANGE THE
FUTURE

Breakers

Mike Maples Jr. & Peter Ziebelman

“The most important start-up book of the last ten years,”
—STEVE BLANK, cocreator of the Lean Startup movement

39

~
| % {‘I‘/$Q$‘$\ %\

(53

Mike
Maples Jr

Peter
Ziebelman

their efforts to change the future.”

"Pattern Breakers shows why the only path to breakthrough results is to
break the mold and be non-consensus, not just right.

Maples and Ziebelman offer concrete examples from some of the most

impactful start-ups of our time and practical advice that founders can use in
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Power and Progress

Our Thousand-Year Struggle Daron

Over Technology and Prosperity Ac emo glu
Simon
Johnson
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EMAIL | EMADSAEBI@YAHOO.COM

PHONE NUMBER | +98 912 302 6066

SOCIAL | Linkedin.com/in/EmadSaebi




