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Executive Summary

The Change of a CEO is one of the toughest chanllenges a firm can experience as this is the Leader who puts in place the vision, values and process guidelines for the business.

Not only the change itself crucial but also the circumstances in which the change has taken place. 

These circumstances can either be a ‘good’ change(over) or a ‘bad’ change(over).

 A ‘Good’ Change will involve a plan,  and  is as seamless as possible, the incoming CEO merely taking off where the old CEO left,in other words a painless change is down to good management.

A ‘Bad’ change will arise in circumstances where the CEO is either ousted internally with all the accompanying political machinations, poor culture and uncertain atmosphere , or there may be an external force, takeover or merger where the CEO  simply  becomes redundant.

So how is this Change best managed?

We draw on some practical examples and the relevant Management theory in the following areas:
Chapter 1 ‘Good’ Change and the success factors for a smooth transition. 
Chapter 2 ‘Bad’ Change and the downsides of when a CEO just simply has to go for the benefit of the organization.
Chapter 3 When Cultures collide- in other words what happens when the CEO does not change, but the organization changes around him. This chapter explores the process of change to build on the good points, eliminate the negatives and communicate strategy effectively
Chapter 4  When  a new CEO  eventually takes up residence the first period of time is usually spent reflecting on how to implement change while at the same time being keen to show results. He should not disturb the values and tacit knowledge that exists, which is probably one of the  reasons he took the job on in the first place, so how does he implement change, brutal or persuasive? What happens if he finds resistance?
The report concludes that, however the change comes about, the importance of the ‘Culture Web’  and some semblance of understanding it’s component parts and it’s underlying cultures underpin successful change management at the top. It also concludes that where the experiences, values and behaviours of CEOs become out of step with the prevailing culture and values of the business then there can be long term consequences .
Drawing on the works of Schein, Kotter and de Vries we explain how the cultural web interweaves with the planned and unplanned changes that can happen to the CEO and his position

Chapter 1: Good Change (over)

The circumstance surrounding the introduction of a CEO are many and varied; what is important is that there is some control in place and the pace of change is managed within the important balancing act of seeing the old CEO off (and out of the way) and creating conditions whereby the new CEO recognises his predecessors achievements and builds on them. The Management of the inter regnum therefore is crucial to  business continuity. 

Earlier this year Apple went through turbulent times as its CEO Steve Jobs took a six month leave of absence due to health reasons.  This left investors worried about what would happen to Apple if Jobs left the company.  Investors, analysts and the business media began to ask the question of what would happen when the visionary CEO leaves the organisation, and who would follow?

According to Schein(1) there are three aspects to organisational culture; Artefacts, Values and Beliefs and Basic assumptions.  The values and beliefs are what defines an organisation and these are often created and driven by the CEO.  This is the case for Apple which is known for leading “the industry in innovation with its award-winning Macintosh computers, OS X operating system, and consumer and professional applications software” (Apple.com).  It is widely believed that the innovation in the company is driven by Steve Jobs himself and that without him the organisation would not be as successful.  This is also true for companies that have been started by entrepreneurs or inventors such as Dyson and its CEO James Dyson.

It is very important that when CEOs of companies such as Apple and Dyson leave organisations they make sure that the values and beliefs they have created are taken on by the new CEO.  This would enable the organisation to carry on as a successful organisation with the original values and beliefs of the company  maintained.  By creating a succession plan the outgoing CEO can make sure that his vision and beliefs are maintained by his predecessor.   Also change in leadership as with all organisational change programmes can be very disruptive to an organisation and therefore having a clear succession plan can help the transition.  Succession plans also help settle investors and the market as they dislike uncertainty.   

Succession planning in business is a pre requisite to sustainability and ensuring that the business continues on the path of it’s founder, or if it changes direction, builds on the success of the predecessors vision.

“Every board should have  in place an emergency CEO plan, just in case the CEO is unexpectedly incapable of doing his or her job. If the board appears to make the plan up in the heat of firing a CEO, this highlights the board did not focus on CEO succession planning”  (2)

It is important for any Organisation to realize that a change in leadership is possibly one of the most important change initiatives an organisation may undergo, and it should treat it as such.  by Stephen A Miles (3) sets out 4 steps a CEO and board of directors should take when preparing for a change in leader.  What is interesting to note is how closely these steps match the steps set out by researchers in the field of organisational change such as John Kotter’s eight steps (4) and the five C’s of change, Kets De Vries (2001) (5)

Step 1: Fully identify and engage your stakeholders

This process should start by the CEO and the board of directors meeting and discussing what skills and experience are important for the job.  They should then put together a “forward-looking-skills-and-experience” profile for the new CEO.  At this point it is important to include the board of directors in the process of designing the succession plan as this creates buy-in and alignment in the “eyes of the jury who will select the new leader”.  The existing CEO at this point must set out what he believes is important to the organisation, the core values and beliefs, as well as his existing vision for the organisation (what he has been working towards).  The board and the CEO can then create a profile that will delve deeply into what experiences and competencies are important for the position.  

Step 2: Asses internal candidates

Once the criteria has been set out, the board and CEO should assess internal candidates.  This assessment should be “wide and deep” and should include all executives and the next layer of high potentials.  This process is better performed by an outside firm so that no favoritism can take place.

Over the last 40 years, Intel the computer hardware company has had 5 different CEOs but has also managed to continue a fast rate of growth and continue innovation.  Paul Otellini the current CEO worked at Intel for more than 30 years and all of his top executive team came from Intel.

Step 3: Conduct and stress test and simulation

Once the criteria has been set and a list of possible candidates formulated, it is important to test the candidates across two time frames: a short-term emergency situation and a medium to long term.  This will give the outgoing CEO and board a chance to see whether the candidate needs further investment, and also to see whether the organisation has developed a team strong enough to ease the transition of a new CEO.

At this point it will become clear to the team whether there is the required talent in the organisation, or whether they need to recruit a CEO from outside the company.  This stage is very important to the future of an organisation, as proven this year by Apple when they had to operate for six months without there CEO.  The company had planned for such an event since their CEO had been unwell for many years and proved that by using their succession plan they were able to carry on without  Jobs.  This six month period helped reassure investors and analysts that Apple had a plan for what to do when he left.

Step 4: On-board the successor

“Anyone named as a successor has learning to do and mistakes to recover from”.  As with all successful change programmes there must be a feedback stage to the process where people around the new CEO provide support and guidance. This support is crucial and there must be wise and experienced mentors, executive coaching  and a feedback rich environment.  

By creating a succession plan, the remaining Board and the outgoing CEO can ensure a smooth transition between himself and the new CEO.  This will also ensure that the core values and beliefs that exist in an organisation and that his vision is carried on.
As with all such changeovers, and none so more important than top level changeovers, the importance of good, rational communication will ensure that the transition process and the introduction of a new CEO will be as seamless as possible.

Chapter 2  ‘Bad ‘Change (over)

As with any organisational change, some decisions may prove unpopular but necessary. Where a CEO simply has to go, this can lead to downsides for the organization in the short term, but may lead to eventual good returns in the longer term. Balancing the temporal aspect is equally important.
Let us assume that a ‘bad leaver’ CEO can be defined as one that leaves at the request of the board of directors.  This definition therefore covers CEOs that are either fired for misconduct, or asked to leave to resolve performance, political, or presentational issues that the firm might be facing.
In the event that the board of directors asks a CEO to leave ‘for the benefit of the company’ it will, based on empirical observation, be related to either a lack of organisational performance or to preserve the reputation of the company.  Examples of the former might be the pursuit of inappropriate strategy, an inability to harness and motivate the management team or staff, or an inability to make sound operational decisions that then hamper the organisation’s ability to perform. Examples of the latter might include the need for the board to be seen to be taking decisive action in the event of damaging publicity: specific examples perhaps including failed mergers or criminal or negligent acts within the organisation with high public profile.
At first consideration, it would appear obvious that changing the CEO in such circumstances should be entirely positive for organisational performance as it removes the apparent source of an organisation’s problems.  It is, however, more complex in practice.
Companies are constantly undergoing change, and the management of a business can therefore be considered synonymous with the management of change.  Sudden or enforced CEO change was suggested by Grusky (1963)  (1) to be disruptive, owing to its detrimental impacts on established ways of working and the essential informal networks of a firm.  In the context of John Kotter’s Eight Steps, (2), this intuitively makes sense given that the first five steps are all substantially dependent on the CEO to achieve.

On this basis, it would appear safe to assume that enforced CEO change would damage organisational performance, but the evidence is less clear.  Research by Neophytes (2009) implies a lack of statistical causality between enforced CEO departure and organisational performance that would appear to contradict the theory of Grusky  (1)and the intuitive common sense of Kotter.(2)  Furthermore, Wiersema (3)(2002) noted that of the largest 500 companies in 1997-1998, 17% changed their CEOs, and, of that 17%, 71% were changed for enforced reasons.  Interestingly her conclusions were that enforced CEO change had no significant impact on either operational profits or share price performance.
In support of this view that the CEO is, perhaps, not as critical to change management as was previously thought, Binney, Wilke and Williams (2005)(4) argue strongly that the model of the CEO as a lone, change-driving champion without whom all is lost is a fallacy.
Both perspectives have elements of merit, but having experienced enforced CEO departure in order to maintain investor confidence in the face of a failed merger, I would err on the side of disruption to ways of working and networks.  Personal observation in a FTSE 100 company showed clarity of purpose and direction being replaced by the inevitable politicking that emerges in a power vacuum.  From a management of change perspective, this was particularly difficult because the informal networks that granted knowledge of who had power over what suddenly became obsolete.  In the absence of such knowledge, the building of coalitions in order to form congruent agendas for change was completely undermined for a considerable time.  Interestingly, it is perhaps the power vacuum and uncertainty that causes operational damage rather than the loss of the CEO per se, although even instant commencement of the new CEO’s tenure creates uncertainty with regard to both strategy and preferred approaches.
Considering this from the perspective of Schien’s (5) culture model, one can also see how enforced CEO change leads to organisational discomfort and uncertainty.


When an organisation is accustomed to a CEO and how he/she operates, the organisation can focus on working within the culture (or ‘the way we do things around here’).  In Schein’s terms, an organisation acclimatised to the CEO and resulting culture means that the focus moves away from the uncomfortable basic assumptions and the values and beliefs towards artefacts and the delivery of tangible results.  Sudden or enforced CEO change can, in this context, be both positive and negative.  On the positive side, where basic assumptions or beliefs and values are incorrect or misplaced, forcing the organisation to re-assess them can prove catalytic to increasing future performance.  Where a culture is, however, well-established and delivering results, the sudden CEO change can cause a loss of focus on delivering artefacts, replaced by a disarming introspection as people start to question the purpose and focus of the organisation.
Furthermore, one must also consider the psychological impact on the staff who have probably looked up to the CEO as being their ultimate leader and a tower of strength – if not owing to the person’s individual characteristics then perhaps due to the status of the office.  The sudden and often unceremonious departure of the CEO can make staff feel very uneasy in their jobs; ‘If that can happen to the CEO, what could they do to me?’  As Pffefer  (1998) (6) noted, job security is one of the most important aspects of encouraging performance as people will not take personal risks for the benefit of the company if there is no incentive to do so.
Sudden CEO departure can also have negative impacts on day-to-day operational decisions in as much as the change in leadership can cause a variance from anticipated priorities for competing agendas.  This operational uncertainty can be quite disabling for those pursuing change agendas with resulting morale issues.
The question therefore arises that, where enforced CEO change is necessary for the business, how is it best handled?
On the basis of the considerations above, there are perhaps some guiding considerations for a board exiting a CEO:
· Action by the board as early as possible.  The sooner the board acts to remove a CEO that is hindering the performance or prospects of the company the better.  This need for prompt action is, however, tempered by ensuring that there are sufficient grounds for removal of the CEO, and that such grounds can be communicated to the organisation in such a way as to secure understanding and support. 

· Careful external messaging of the CEO departure.  This serves two purposes: firstly, the        main reason for prompt board action is to mitigate negative performance issues that the market may not be aware of and hence has not priced in.  Given that the board’s action is designed to stop such issues coming to fruition, informing the market of the possibility of such issues is self-defeating.  Secondly, there is also the issue of future recruitment to consider: the role of CEO, by definition, entails taking strategic risk, and risks, also by definition, have a probability of delivering negative consequence.  Public denigration of a CEO whose strategy or execution has not delivered will make any future CEOs wary of taking the role.

· Prompt exiting of the incumbent, together with rapid replacement in order in order to minimise any potential power vacuum and its resultant drifting.

· Suitable internal communications outlining both the rationale and the process in order to help engage the staff and management. 


· A substantial induction process for the new CEO to ensure a solid understanding and appreciation of the company he or she is taking on.  Such an induction will hopefully enable the new CEO to respect and work within the existing culture rather than riding rough-shod over it with the risks of destroying the good elements and disengaging key personnel.

One of the strategies in managing this change is to have a ‘holding position’ whereby the deputy CEO, or nominated Board member takes on the role of acting CEO and making it clear that the role is temporary , thus avoiding the vacuum at the top. This was a position adopted by Northern Rock when Adam Applegarth was effectively ‘resigned’ and whilst the business was in crisis, an Interim CEO who was used to dealing with such crises was appointed, this gave time to the remaining Board to find the right candidate.
Chapter 3 When Cultures collide

Quite often the CEO has change enforced upon him via unintended consequences of new business opportunities or new venture creation arising out of a merger or acquisition. Either way there can only be one CEO, so how is this change managed, given that the departing CEO may have been either a Good leaver or a Bad leaver and hence, whatever the backdrop, the incoming CEO has to deal with that issue as well as getting to grips with the different Culture web associated with the new business. The new CEO will  usually justify the new partnership as bringing ‘synergy’ to the bigger company

This synergy is normally backed up by very thorough due diligence, involving accountants going through the books in detail to ensure the numbers add up.  Why, then, do most mergers fail?
Due diligence uses tried and tested approaches for valuing companies and ensuring that there are no unwanted surprises when the business is finally acquired.  Furthermore it is relatively easy to spot when the cause of the failure of the merger is a failure of due diligence as the figures are there for all to examine.  
In fact the majority of the causes of failures are much more intangible, and relate to the wider context as outlined by Scheins’s culture web.  Expected Synergies don’t always materialize-   why is this so?  
One idea is that it is the behaviour of the CEO that is the cause of the failure.  Hayward and Hambrick (1997)(1) measured the ‘hubris ‘of CEOs and found that the greater the ‘hubris’, the greater the chance of failure of a merger or acquisition.  This is due to a variety of factors from over-rating their abilities to make the merger a success to the failure to heed any warnings..
Harford and Li (2007)(2) approach the issue from a different perspective, finding that CEO pay tends to increase after a merger, irrespective of the performance of the company or the movement in share price (normally due to an increase in the number of shares held by the CEO).  Therefore there is a natural bias for CEOs to push for a merger irrespective of the benefit for the company itself.
Overwhelmingly though it is likely to be the behaviour of the CEO themselves that will cause its success or failure.  The CEO needs to both set the direction of the new firm and bring the employees of the firm with him towards his strategic vision.  However a firm is already firmly entrenched in its culture and therefore the CEO must not only learn the culture of the new firm fast, but also learn how to manipulate it.  
Yet the CEO may not even register this difficulty, instead feeling that the hard task is over once the merger is completed.  That the negotiations and bargaining were his territory and now it is up to others to slot the different companies together to make it work.  This is because cultural differences and clashes are too often underestimated.  Different systems and processes, territoriality, fear of redundancy and continuation of ‘the way things are done around here’ can easily de-rail an apparently obvious synergy.  Yet CEOs rarely pay as much attention to these issues
In fact it may be the opposite, the CEO instead believing they need to drive forward the acquisition and change the whole culture of the acquired company quickly.  Coupled with the difficulties of the merger itself this creates even more problems.  
This is likely to be the reason why Zhang (2005) (3) found that new CEOs recruited from inside the firm are more likely to be in the job after three years than those recruited outside.  They have the firm specific cultural knowledge needed to implement any change they want properly.
So while the numbers may add up, and this is what the merger or acquisition is based on, there are other aspects of the deal that are arguably just as important in securing success.  
At the SME level there are further difficulties in that it could be simply too expensive to undertake the depth of strategic analysis required to get the level understanding needed to make a suitably informed decision about an acquisition.  The company may be unlisted and therefore less information available.  It may have been run on idiosyncratic lines, such as a founder CEO having a champion role.  It may be based largely on personal contacts and friendships.  All these difficulties make any potential acquisition all the more unreliable.  
Looking at the personality of CEOs may point to the cause of this failure.  Self-attribution bias occurs when people attribute successful outcomes to their own skill but blame unsuccessful outcomes on bad luck.  This leads of overconfidence in their abilities and therefore leads them to make unwise decisions.  Billett and Qian (2008) (4) found that CEOs have a greater self-attribution bias than the average population.  This could be one of the reasons that even in the face of such a high failure rate, CEOs still continue to make acquisitions claiming, apparently sincerely, that they believe their one will be an undoubted success.
Overall, therefore, it is clear that the role of the CEO is vitally important and can’t be ignored in favour of the numerical side of the deal.  Synergy should not simply mean the potential match of the two companies but also the ability and match of the CEO, both to the acquired company and also to the process of integrating the companies.  And interestingly, as noted above, the CEO themselves may be a very poor judge of whether this is the case.

Chapter 4 What does a  CEO do? 

The first days in Office are crucial. Impressions count, as do the myths and stories that may have circulated before the new incumbent arrives.

There will already be an accepted way of ‘doing things’ in the organisation and part of the challenge for an incoming CEO is weaving the ‘Culture Web’ (1) in a way that 

a) fits into his basic plan and 

b) doesn’t upset the existing chemistry of the prevailing culture.

So therefore transformation of existing business models is a balancing act between the two often conflicting forces.

Transformational Change at the top requires clear leadership and the usual approaches have involved (2)

· Create a sense of Urgency

· Form Coalitions

· Create Visions

· Communicate Visions

· Empower relevant people

· Plan for short term wins and immediate impact

· Consolidate improvements and increase the change

· Institutionalise  new approaches.

When trying to manage the process of change, the CEO realises that each situation, or change initiative is different, low level changes can happen by osmosis, higher level changes, or changes to culture have to be communicated effectively and ‘bought in’.

In larger, well-established businesses, the process of change is also situational , the recruitment of a new CEO can be structured or it can simply have been someone jettisoned in to avert a crisis.  This requires different skills; CEOs who are good at Crisis Management may not be good at managing or leading the business in more stable times.

The considered change in succession planning will either have a succession plan in place or will have a lead in time where hopefully the right candidate can be identified who will take the business forward.

Successful succession planning involves an ‘apprenticeship’ whereby the CEO elect has been identified for some time and that the promotion to the top job is painless and seamless.

The Institute of Chartered Accountant’s elected their CEO from the existing CFO, which is not uncommon, and quite often the transformation of Senior Board members to the top job is a ‘safer bet’ than bringing people in from the outside who may upset the corporations values as mentioned in Part 3. A case in point would be the decision by HBOS to recruit a CEO from the Retail sector (Andy Hornby was ex ASDA).  On reflection you could see that a fast moving consumer goods background would not be appropriate to a staid, sedate, considered banking  environment. Indeed the decision by the Board to appoint an outsider who maybe did not appreciate the more esoteric points of banking (and indeed did not possess a Banking qualification) meant that taking the Kotter model above, whilst he may have had a clear vision in commoditising the banking product, he could not form the necessary coalitions and communicate his vision. There was also an underestimation of the sustainability of this approach, so whilst empowering and raining went on, and short term improvements were consolidated and became normalised, the fundamental shift in culture as a result of this transformation was out of kilter with the business model of sensible lending criteria that had been proven, tried and tested for a considerable period of time.

So even if a leader comes into  an organisation and is seen to do everything right,  the culture changes and the ‘moral compass’ that has been imbued into the organisation can still go astray, and people  can therefore lack direction.

Even where an  incumbent charismatic leader that has set the Agenda through sheer dint of personality, belief and effort, when that leader undergoes a change from within, then, the ‘soul’ of the business will change. For example, witness Anita Roddick who, even before she died she had previously been accused of ‘selling out’ and therefore when she acquired a different mentality as a result of accountability to Shareholders, the culture of the business had to change to accommodate a less ‘quirky’ approach. Other CEOs get uncomfortable with this and understand that particular change may not be for the best and buy the Company back into their complete control (Richard Branson).

The underlying principle is that the understanding of the Culture web is crucial to the successful implementation of change and that the very process of change needs to disturb this balance of forces as diplomatically and empathically as possible to bring about the changes required. Manfred Kets De Vries lays out the principles behind this re-calibration process (3). Good CEOs instinctively develop an approach that enables restructuring to take place without too much pain, or indeed realisation that it is happening.

So changing the Culture and ‘the way we do things round here’ is probably the starting point for a new CEO, and again such changes may be:

· Agressive  

· Conciliatory

· Educational

· Corrosive  

A lot of this change is driven by time and Knowledge (4) and applying the three rules of being in charge (5).

Procter and Gamble’s new CEO (6) is a good example of what was earlier described as a lack of drama when a new incumbent takes over. This is notable for the lack of urgency and ‘new’ initiatives as the new incumbent gets to grips with the processes that go on and then actually tells everyone what is going on before those new initiatives kick in - witness Barack Obama, who has promised change in his manifesto, but actually is taking a rather longer term considered view.  Not only is the CEO dealing with the management of individuals, there is also a required appreciation of the ’group think’, again, another dimension within the Culture web.

This is against a background of wanting quick results and easy wins, but just ask any Premiership Football manager how he manages to get his message across in a short space of time, and some Football clubs have a culture of impatience (Newcastle United) others have more faith in the CEO/manager (Manchester United), which is the more successful? More often than not the considered approach pays more dividends in the longer term. That is why the Guild system was successful, there was a considered apprenticeship and quality control exercise  by ‘Elders’ which ensured that the culture was not upset, and the business model was sustainable. Fast forward this to the present and the development of Soft Systems Methodology resonates with this thinking. 

The new CEO has to develop a balance between a desire for quick wins (sense of urgency, low hanging fruit) and a recognition that there are deep rooted feelings within the business that are intangible and influence the processes of change, (this is sometimes called ‘Corporate Soul’ (7)).  What is required is an overarching principle embracing this holistic approach and ensuring that the Corporate Soul and Cultural Web is enriched and not diminished as a result of any change initiatives or new personnel.

Appendices and References

Chapter 1

1. Schein E, Organizational Culture and Leadership, 2nd ed, Jossey-Bass, San Francisco, 1992.

2. (“Emergency CEO Succession planning, Business Week, February 7, 2008)  

3. http://search.forbes.com/search/colArchiveSearch?author=stephen+a.+and+miles&aname=Stephen+A.+Miles orbes.com  
4. John Kotter, Leading Change: why transformation efforts fail, Harvard Business review, 73(2) 1995) 

John Kotter: Eight Steps to Transforming an Organisation:

1 Establish a sense of urgency

2 Form a powerful guiding coalition

3 Create a vision

4 Communicate the vision

5 Empower others to act on the vision

6 Plan for and create short-term wins

7 Consolidate improvements and produce still more change

8 Institutionalise new approaches

 5. The Leadership Mystique, Manfred Kets de Vries, Prentice Hall 2001
Chapter 2 

1. Grusky O, Managerial Succession and Organisational Effectiveness, American Journal of Sociology, volume 69, p21, (1963).

2. Kotter J, Leading Change: Why Transformation Efforts Fail, Harvard Business Review, 73(2), 1995.

3. http://www.wiersema.com/
4. Binney G, Wilke G, Williams C, Living Leadership: A Practical Guide for Ordinary Heroes, Pearson Education, 2nd Ed, 2009.

5. Schein E, Organizational Culture and Leadership, 2nd ed, Jossey-Bass, San Francisco, 1992.

6. Pfeffer J, The Human Equation, Building Profits by Putting People First, Harvard Business School Press, 1998

7. Lambertides N, Sudden CEO vacancy and the long-run economic consequences, Managerial Finance, Vol. 35 No. 7, 2009, pp. 645-661

Chapter 3 

1. Hayward, M. & Hambrick, D. (1997) Explaining the Premiums Paid for Large Acquisitions: Evidence of CEO Hubris.  Administrative Science Quarterly, Vol. 42 Issue 1, p103-127

2. Harford, j. and Li, k. (2007)  Decoupling CEO Wealth and Firm Performance: The Case of Acquiring CEOs.  Journal of Finance; Apr2007, Vol. 62 Issue 2, p917-949

3. Zhang, Y. (2005) A Selection that Cannot Stand the Test: Succession Contexts and New CEO Dismissal.  Academy of Management Proceedings pAA1-AA6
4. Billett, T. & Yiming, Q. (2008) Are Overconfident CEOs Born or Made? Evidence of Self-Attribution Bias from Frequent Acquirers.  Management Science, Jun2008, Vol. 54 Issue 6, p1037-1051
Chapter 4

1. Cultural Web- Schein E, Organizational Culture and Leadership, 2nd ed, Jossey-Bass, San Francisco, 1992

2. Leading Change- Why Transformation Efforts Fail John Kotter HBR March April 1995

3. Leadership Mystique, Manfred Kets De Vries Prentice Hall

4. The New CEO's Wrong Message HBR

	Published: November 1, 2004
	

	Authors: Michael E. Porter, Jay W. Lorsch, and Nitin Nohria
	

	5 Three rules for a brand new CEO-Jennifer Reingold-CNN Money

http://money.cnn.com/2009/06/12/news/companies/ceo_turnover.fortune/index.htm?postversion=2009061210

a) Make it clear who's in charge. The ultimate decisions lie with the CEO, and everyone must be aware of this.

b) Use the interim period wisely. The transition phase is the ideal time to hone skills that are missing from the new CEO's armoury.

c) Stay confident but remember there is much to learn. Maintain your authority and sense of purpose but be open to learning new skills and hard lessons

 6 . Procter and Gamble’s new CEO appointed on 1st July 2009 had previously worked for the Company for 30 years
	

	
	


7 . Corporate Soul- a good summary can be found on  

      http://www.noweco.com/download/wp_dct7.pdf
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