
and decaying of firms. Seven interventions find particular
relevance:

1. Cultivating a firm’s members’ desire to make a
difference,

2. Building a team of learners at the top,
3. Framing the vision and strategy positively,
4. Building on self-managed performance cells,
5. Promoting the firm’s members’ drive to perform and

grow,
6. Investing in capabilities to quickly develop new assets

and skills, and
7. Cultivating a culture that fosters execution and pro-

motes challenge.

Firms that adapt and thrive in dynamic markets resist the
aging process: they are serial innovators as acts of human
creation; they continuously reinvent themselves; they
change their industries. Serial innovators are created by
company leaders. Creating serial innovators is also cre-
ating a leadership legacy, according to the author, which
he distinguishes from the established view of what one
wishes to be remembered for after one’s departure, on
two different dimensions: “First, developing a legacy is
building an organization that builds human passion, self-
confidence, values, and capabilities. Second, developing
a legacy is building an organization that has a positive
impact on society” (p. 163). The author substantiates his
argument by examples of two firms, Ford and Apple.

Serial innovators live long. Serial Innovators is also
likely to live longer and remain relevant in the reckoning.
It is well-known that any war is won (lost) twice, once in
the mind and second in the field. This book can help you
likewise win your company’s existential wars in your
endeavors. The story line of the book is artfully woven;
every chapter provides a cue to the next in a plausible
progression. Feser’s characterization of Carl, the CEO of
AHD, is very engaging. There may be a little bit of Carl
in every manager’s life. As if I was reading a thriller, I
must admit, I got so immersed, almost to the extent of
getting carried away by its developments, that I was
finding it quite difficult to maintain the clinical detach-
ment of a reviewer while putting together my responses
here.

Nevertheless, before I close, I must bring to the fore
certain opportunities for improvements in the book which
appear important. First, grammatical incongruence (as in
p. 11), which may of course be simple typographical
errors, should be weeded out thoroughly from the entire
text with care. Second, instead of nonvalue-adding rep-
etition of same paragraphs twice in two places (as of p. 82
in p. 146, and of p. 152 in p. 155), other ways of cross-

referencing could be considered. Third, while summariz-
ing multiple issues of the same previous research on a
given theme in consecutive paragraphs (as in pp. 40–41
for Bandura, 1977, in p. 114 for Harder, 1999, etc.), it
may be superfluous to cite the same author repeatedly at
the end of each of those paragraphs. Fourth, the index is
found incomplete on authors, as sampled for Bandura or
Beinhocker. The index may be safely done away with
without any loss of attractiveness, or maybe a subject
index will only suffice, if at all required.

However, the impact of these observations on the
overall charm and utility of the propositions are very
little. These might get noticed only per chance but maybe
nice to repair in the next version. In sum, reading Feser’s
Serial Innovators has been for me both an emotionally
and intellectually enriching experience. This book can be,
without any reservation, recommended for the practitio-
ners and academics alike.

S. S. Pal
Amity University Business School

Jumping the S-Curve

Paul Nunes and Tim Breene. Boston, MA: Harvard Busi-
ness Review Press, 2011. 270 + v pages. US$29.95.

Jumping the S-Curve is a great, easy-to-read book that
almost feels like another sequel to Clayton Christensen’s
The Innovator’s Dilemma (1997).

Paul Nunes and Tim Breene of Accenture compile
learnings from more than 800 companies, of which less
than 10% were considered “high performers” via a range
of financial, growth, profitability, and longevity metrics.
High performers were selected relative to peer groups
since industry metrics might have skewed the data.
Chapter 1, High Performers, lays out how the authors
selected characteristics of top quality firms as well as a
road map to the rest of the book.

Part one describes the characteristics of a top perform-
ing company in terms of market insights, business com-
petence, and talent management. Chapter 2 describes a
“BEMI,” or big enough market insight. Interestingly, “big
enough” resounds of Christensen’s work (1997) demon-
strating that “big” for a small venture can be much
smaller than the required hurdle for a larger company. In
fact, one of the trends the authors show is that as the
hurdle rate grows for a company with accelerating rev-
enues, average and low performers fail to innovate for the
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next generation of products. Incremental improvements
allow these companies to attain only short-term cost
reductions.

Scaling of new opportunities into new markets is
described in chapter 3 where high performers were found
to move into new markets only after demonstrating a
successful business model. Often entrepreneurial firms
go through a trial-and-error phase to find which elements
of the business model derive success. If the firm attempts
to replicate products or technologies into new markets
without a clear understanding of what made them suc-
cessful, the firm is doomed to average performance, or
worse.

For those with a special interest in teamwork and
leadership, chapter 4 offers great insights into retaining
top technical talent. Nunes and Breene define “serious
talent” as those employees with the right skills and the
right attitude, those “for whom work is not a job but
rather a source of personal pride” (p. 78). If a firm fails
to retain serious talent, less skilled employees will pick
up their work, leading to a decline in the organization’s
overall technical competence and decreased quality.
When customers notice the declines in product or
service quality, the firm begins slipping into a downward
spiral.

Chapters 5 through 8 comprise part two of Jumping
the S-Curve and focus on maintaining continuous inno-
vation. The concept of “hidden S-curves” is introduced in
chapter 5, where the authors propose that market rel-
evance, distinctive capabilities, and talent development
each follow the same pattern over time as does the com-
pany’s financial performance, yet will have a shorter
cycle time. Thus, as the financial performance of a firm,
measured by sales revenue for example, is still accelerat-
ing, the three “hidden” S-curves have already peaked and
are flattening out.

Chapter 6, Edge-Centric Strategies, describes top-
performing companies as those that being searching for
the next BEMI as financial performance is ramping up.
Strategies from a customer engagement can offer these
market insights better than the annual budget planning
activity that most average and low performing companies
conduct.

The second hidden S-curve is described in chapter 7
where top performers begin refreshing their senior man-
agement teams before financial measures level out. Sur-
prisingly, only 11 out of 120 teams even know who is or
is not a member of the team (p. 172). CEOs of top
performing teams groom successors to initiate change
based on the future direction of the firm rather than opera-
tional excellence alone.

Finally, chapter 8, Hothouses of Talent, presents
examples and recommendations from top-performing
companies on retaining the serious talent described
earlier in chapter 4.

Companies that maintain the highest performance
invest more in both recruiting and training employees.
Cultural fit is evaluated during the interview process, and
a commitment to training is maintained even through
economic downturns or cyclical lows. “Time to think” at
companies like 3M and Genetech have led to some of the
most successful products at these firms (Post-It notes and
Avastin, an anticancer drug, p. 183).

The authors conclude Jumping the S-Curve with a set
of challenges for the future in chapter 9, Sharp Curves
Ahead. Some of these are opportunities most companies
already recognize: cloud computing, digital marketing,
and business analytics. Others are open problems waiting
for stellar innovations: infrastructure, sustainability, and a
global talent shortage.

Jumping the S-Curve presents a nice overview of top
performing companies and reminds product development
practitioners of the keys to success in marketing, technol-
ogy, and teams. Especially recommended for senior man-
agement who are currently riding the S-curve of financial
growth, this book can help firms plan for a more innova-
tive future.
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The History of Project Management

Mark Kozak-Holland. Oshawa, Ontario, Canada: Multi-
Media Publications Inc., 2011. 528 pages. US$59.95.

This signature book documents what many in project
management may have either recognized, or felt intu-
itively, really happened as the profession developed from
its earliest times. Project management is nothing new; it
has been around for thousands of years in some form or
other. This author, Mark Kozak-Holland, now makes this
history real for everyone working on projects of all kinds.
Kozak-Holland says that one of his reasons for writing the
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