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The Power of the Harvard Business Review Brand
The global reach of Harvard Business Review extends the audience for Harvard Business Review Press books—a position 
unique to most book publishers. Here is a snapshot of the subscribers and fans we reach on a regular basis. They follow 
our content… and they buy our books!

Find us and follow us on 
Twitter, Facebook, LinkedIn, 
YouTube, and Google+

h ow  w e  l e v e r ag e  o u r  p l atf  o r m s  to  
p r o m ot e  o u r  b o o k s

›› Posts and tweets for all titles at publication

›› �Pre-launch promotion via our free chapter download 
program

›› �Special discounts and promotions to our HBR LinkedIn 
group members

›› �Book trailers, author talks, and other videos featured 
on our HBR YouTube channel

›› �Monthly full-page color advertisements in Harvard 
Business Review 

›› Online advertising across HBR.org and e-newsletters

›› �Many authors contribute regularly to our popular  
HBR Blog Network

›› �Books are promoted on the HBR.org home page and  
via Book of the Month promotions  

Harvard Business Review Print Magazine	 [ As of June 2013 ]

• 275,000 global edition circulation

• Global English-language edition is distributed in 50+ countries

• �Plus 12 translated editions worldwide (Chinese, Taiwanese, Japanese, Russian, French, 
German, Italian, Polish, Portuguese, Hebrew, and Turkish)

• �Over 1 million app downloads

HBR.org

• 3.4 million unique visitors each month to HBR.org, 32% of whom reside outside of the U.S.

• �Fourteen newsletters with an average reach of 100,000 subscribers 

Social Media	 [ As of july 2013 ]

More than 2 million fans and followers across Twitter, Facebook, LinkedIn, and Google+, which 
represents a 56% year-over-year growth across all social media platforms.

• Twitter (@HarvardBiz): 1,000,000+
• Facebook: 700,000+	
• LinkedIn: 450,000+
• Google+: 180,000+
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A Wall Street Journal bestseller, Conscious Capitalism—now in trade paperback—
offers a new blueprint for business, showing how some of today’s most successful 
companies create business value while helping to preserve the inherent good of 
capitalism and society. Well-received by readers and media, Conscious Capitalism 
has become a global movement that promises to inspire change in the way our 
biggest brands work in the modern world.

“Conscious Capitalism is full of thoughtful insights and original observations 
that could help organizations from start-ups to multinationals become better at 
creating financial and social wealth for all their stakeholders… I recommend it to 
entrepreneurs and investors everywhere. I strongly suspect it will be one of the 
outstanding business books of the year.” —Financial Times

“Even if you don’t agree with all or most of Mackey and Sisodia’s arguments, their 
vision—essentially, start-ups for grownups—seems viscerally compelling and 
describes the sort of enterprise that I suspect most would love to join.” —Forbes.com

Authors John Mackey (cofounder of Whole Foods Market) and Raj Sisodia 
(cofounder of Conscious Capitalism, Inc.) open the curtain on Conscious 
Capitalism companies—including Whole Foods Market, Southwest Airlines, 
Costco, Google, Patagonia, The Container Store, UPS, and dozens of others—to 
show how they create value that’s aimed not just at the bottom line, but at all 
stakeholders involved in the business. From customers, employees, and suppliers 
to investors, society, and the environment, these companies are building a path 
that maps back to the positive, original goals of capitalism.

Conscious Capitalism, with a New Preface  
by the Authors
Liberating the Heroic Spirit of Business
J o h n  M ac k e y  a n d  r a j  s i s o d i a

points of  i n t e r e s t

›› A Wall Street Journal bestseller

›› �Media reviews for the hardcover 
edition included all major media, 
including NPR, “CBS This Morning,” 
ABC’s “Nightline,” Publishers Weekly, 
Fox News, the Wall Street Journal, 
Financial Times, CNBC, Huffington 
Post, MSNBC’s “Morning Joe,” the New 
York Times Magazine, and many more

›› �Whole Foods Market cofounder  
John Mackey is a highly visible author 
who continues to drive attention 
to the book, both through personal 
appearances and through the Whole 
Foods channel

John Mackey is co-CEO and cofounder of Whole Foods Market and cofounder of the nonprofit Conscious Capitalism, Inc. He has 
devoted his life to selling natural and organic foods and to building a better business model. [austin, TX]  Dr. Rajendra (Raj) Sisodia 
is cofounder and trustee of Conscious Capitalism, Inc. and professor of global business at Babson College. He has authored seven 
books, including Firms of Endearment.  [lexington, MA]

JANUAR   Y  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-62527-175-4 
978-1-62527-298-0 (eISBN)
368 pages
Trim:  5 1/2" x 8 1/4"
Price: $18.00
Format: Paperback
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Retail visibility and co-op • In-store 
promotion in Whole Foods Market • 
Extensive social media • Online promotion

now in
paperback
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From the author of the bestselling Competing on Analytics: How to make big data 
work for your company.

We know companies are awash in data; and we know mining and using this data in 
the right way can turn a mediocre company into a winning one. So how, as a leader, 
do you make that happen?

In Big Data at Work, Tom Davenport gives managers a concise, nontechnical 
overview of big data and explains how to exploit the new opportunities it creates. 
Cutting through the hype to surface only the information leaders need in order 
to apply this critical information to their own businesses, Davenport provides a 
much-needed guide through the data stream. 

From managing costs and building processes to improving decisions and making 
an impact, Big Data at Work is the right book for the right time—helping you seize 
the opportunities that big data presents while helping you think through how to 
manage that data for the long term.

Big Data at Work
Dispelling the Myths, Uncovering the Opportunities
T h o m a s  H .  Dav e n p o r t

Thomas H. Davenport is the President’s Distinguished Professor of Information Technology and Management at Babson College 
and a research fellow at the MIT Center for Digital Business. He is also a senior advisor to Deloitte Analytics and the cofounder and 
research director of the International Institute for Analytics. Davenport is the coauthor of the bestselling Competing on Analytics.  
[Cambridge, MA]

points of  i n t e r e s t

›› �Davenport’s previous books Competing 
on Analytics and Analytics at Work 
have sold more than 125,000 and 
41,000 copies respectively

›› �What Competing on Analytics did for 
analytics, this book will do for big data

›› �Davenport, the foremost thought 
leader of business analytics, explains 
what big data really means for 
managers and how to capitalize on the 
business opportunities it creates

F e b r ua ry  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-4221-6816-5
978-1-4221-6817-2 (eISBN)
224 pages • 6 1/8" x 9 1/4"
US$ 30.00 • Hardcover
World English • World Translation • 
World Audio 

M a r k e t i n g  P r o g r a m
Extensive promotion via HBR Channel, 
including print, online and tablet 
advertising • Email marketing • 
Social media • Targeted publicity 
campaign • Leverage author network

Also by  T h o m a s  H .  Dav e n p o rt

Competing on Analytics
978-1-4221-0332-6
978-1-4221-5630-8 (eISBN)
US$ 29.95 • Hardcover 

Analytics at Work
978-1-4221-7769-3
978-1-4221-5712-1 (eISBN)
US$ 29.95 • Hardcover  

Keeping Up with  
the Quants
978-1-4221-8725-8
978-1-4221-8726-5 (eISBN)
US$ 27.00 • Hardcover  
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Leading Change, 
with a New Preface  
by the Author
978-1-4221-8643-5
978-1-4221-8644-2 (eISBN)
US$ 28.00 • Hardcover

A Sense of Urgency
978-1-4221-7971-0
978-1-4221-6317-7 (eISBN)
US$ 22.00 • Hardcover

The Heart of Change
978-1-4221-8733-3
978-1-4221-8734-0 (eISBN)
US$ 28.00 • Hardcover

From bestselling author John P. Kotter (Leading Change, A Sense of Urgency), this 
new work offers a detailed explanation of his award-winning idea on a new “dual 
operating system” that allows organizations to move at the pace of change while 
providing the necessary structures to help it run successfully.

Torn between staying ahead of the competition, constantly innovating, and still 
delivering this year’s results, today’s leaders need help in the face of competing 
demands. In this important new book, which expands on Kotter’s McKinsey  
Award−winning article in Harvard Business Review (November 2012), Kotter 
describes this “dual operating system”—network and hierarchy—including how it 
works and how to build it. The idea stems from the author’s experience in the field 
helping numerous organizations build dual operating systems in recent years. 

Accelerate will help organizations keep up with an ever-more-turbulent world, 
responding to threats and capturing opportunities for true strategic agility.

Accelerate
Building Strategic Agility to Lead Through Constant Change
J o h n  P.  Kott  e r

points of  i n t e r e s t

›› �Based on the popular Harvard Business 
Review article “Accelerate!” 

›› �Kotter is the globally recognized 
leader on change management, and 
is Harvard Business Review Press’s 
bestselling author

›› �His classic Leading Change has sold 
more than 897,000 copies worldwide; 
A Sense of Urgency has sold 195,000 
combined all formats

John P. Kotter is the Konosuke Matsushita Professor of Leadership, Emeritus, at Harvard Business School. Widely regarded 
as the authority on leadership and change, Kotter is a New York Times bestselling author, award-winning business and 
management thought leader, business entrepreneur, and inspirational speaker. Kotter has authored 18 books to date, with  
12 of them becoming bestsellers. His books have reached millions of readers globally and have been translated into more than  
30 languages. [Cambridge, MA]

M a r c h  2 0 1 4

G ENERAL       MANA   G EMEN    T 
978-1-62527-174-7
978-1-62527-254-6 (eISBN)
224 pages • 5 1/2" x 8 1/4" 
US$ 25.00 • Hardcover 
World Rights

M a r k e t i n g  P r o g r a m
Strong global publicity campaign • 
Reviews and high-profile media coverage
• Retail visibility and co-op • Extensive 
social media • Online promotion Also by  j o h n  P.  Kott  e r
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The Heart of Change
978-1-4221-8733-3
978-1-4221-8734-0 (eISBN)
US$ 28.00 • Hardcover

The world’s top CEOs tell how they overcame big challenges—so you can, too.

From the pages of Harvard Business Review, How I Did It brings to life the real 
challenges faced in some of today’s best-known companies—straight from the 
CEOs who successfully met and overcame them.

Practical and eminently usable, this collection of first-person narratives by 
renowned CEOs—including GE’s Jeff Immelt, Xerox’s Anne Mulcahy, Prada’s 
Patrizio Bertelli, Google’s Eric Schmidt, and others—tells how each overcame 
a management or organizational challenge that had their company stumped. 
From handling a difficult succession, creating lean growth, and innovating 
business models to issues involving customers, employees, and partners, these 
stories illustrate how successful leaders manage complex issues while working 
in the trenches.

If you’re a manager, in any country, looking for guidance, inspiration, and a good 
read, Harvard Business Review’s How I Did It will help you make better decisions in 
the face of big problems in your own workplace.

How I Did It
Lessons from the Front Lines of Business
H a rva r d  B u s i n e s s  R e v i e w

Harvard Business Review is the leading destination for smart management thinking. Through its flagship magazine,  
12 international licensed editions, books from Harvard Business Review Press, and digital content and tools published on  
HBR.org, Harvard Business Review provides professionals around the world with rigorous insights and best practices to lead 
themselves and their organizations more effectively and to make a positive impact.

points of  i n t e r e s t

›› �In the spirit of Management Tips,  
Stats, and HBR branded lines—this 
is Harvard Business Review branded 
content in book form

›› �Real life stories from top executives 
at the world’s best companies, pulled 
from the pages of Harvard Business 
Review’s regular “How I Did It” section

›› �Sample list of companies whose CEOs 
were interviewed: Google, GE, Prada, 
and Office Depot

M a r c h  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-62527-221-8
978-1-62527-226-3 (eISBN)
256 pages • 5 1/2" x 8 1/4"
US$ 25.00 • Paperback
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Strong global publicity campaign • 
Reviews and high-profile media coverage •
Retail visibility and co-op • Extensive social 
media • Online promotion

Management Tips
978-1-4221-5878-4
978-1-4221-4235-6 (eISBN)
US$ 18.00 • Hardcover

Stats and Curiosities
978-1-4221-9631-1
978-1-4221-9747-9 (eISBN)
US$ 18.00 • Hardcover

Also by  h a rva r d  b u s i n e s s  r e v i e w
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Cut the complexity—and let people work.

From two leading thinkers at the Boston Consulting Group, this book offers six 
smart and simple rules for making any organization less complicated. 

The findings from two BCG indexes that rate business complexity and layers of 
management and hierarchy inside firms send a clear message: complicatedness is 
killing the modern company by making it harder than ever for people to do their 
jobs. Yves Morieux and Peter Tollman say the only effective response to ever-
increasing complexity is to stop trying to manage it. Instead, say the authors,  
let people work together and use their own intelligence to meet the challenges  
they face.

Based on principles from organizational sociology, along with insights collected 
over two decades applying these principles in companies all over the world, this 
book presents six proven methods—six smart rules—for mobilizing people without 
giving them more processes, structures or hierarchies. Organizations that follow 
the rules will see a direct impact on performance and results.

Six Simple Rules
How to Manage Complexity without Getting Complicated
Y v e s  M o r i e u x  a n d  P e t e r  To l l m a n

points of  i n t e r e s t

›› �BCG authors Yves Morieux and Peter 
Tollman show that the only effective 
response to complexity is to stop trying 
to manage it—instead let people work 
together to meet the challenges

›› �BCG has offices worldwide and will 
support book globally

›› �Aimed at leaders and managers who 
feel overwhelmed by the amount of 
complexity they deal with

Yves Morieux is a senior partner and managing director at the Boston Consulting Group. An expert in corporate 
transformation, he leads the firm’s development of approaches to help organizations create the structural and 
behavioral groundwork for competitive advantage. He is a BCG Fellow and director of the BCG Institute for 
Organization in the global people & organization practice area. [Washington, DC]

Peter Tollman is a senior partner and managing director in BCG’s Boston office. [Boston, MA]

A p r i l  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-4221-9055-5
978-1-4221-9056-2 (eISBN)
256 pages • 6 1/8" x 9 1/4"
US$ 30.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Extensive promotion via HBR Channel, 
including print, online and tablet 
advertising • Email marketing •
Social media • Targeted publicity campaign
• Leverage author networks



hbr.org/books 7

In a fundamentally changed world, your approach to strategy must also change.

We live in an extreme world. Our natural resources are under unprecedented 
pressure as a billion more people enter the global middle class. Extreme weather, 
driven by climate change, is shattering records all over the planet.

Our mega-challenges threaten our ability to run an expanding global economy and 
profoundly change “business as usual.” But they also offer unique opportunities: 
multi-trillion-dollar markets are in play and the winners of this new game will 
profit mightily. According to Andrew Winston, bestselling author, the way 
companies currently operate will not allow them to keep up with the current (and 
future) rate of change. 

In his new book, The Big Pivot, Winston provides a blueprint for companies whose 
leaders are ready to change their views on strategy, to help them both act and win 
in this new reality. With concrete strategies and tactics—and new stories from 
companies like Unilever, Nike, Ford, Walmart, and others—The Big Pivot will help 
managers everywhere create a more prosperous business, economy, and world. 

The Big Pivot
Radically Practical Strategies for a Hotter, Scarcer, and More Open World
A n d r e w  S .  W i n s to n

points of  i n t e r e s t

›› �Presents climate change as an 
opportunity that companies can 
leverage—how they should think about 
strategy in a post-Hurricane Sandy 
world of rapid climate change

›› �Andrew Winston is the founder of  
Eco-Strategies and is coauthor of  
the bestseller Green to Gold

›› �Companies in book include Ford, 
Unilever, Kimberley Clark, Puma,  
IBM, Nike, Walmart, Starbucks,  
GE and others

Andrew S. Winston, founder of Winston Eco-Strategies, advises some of the world’s leading companies and sits on sustainability 
advisory boards for Kimberly-Clark, Hewlett-Packard, and Unilever. He is the coauthor of the bestselling book Green to Gold.  
He speaks around the world on mega-forces and strategy and regularly appears in major media such as the Wall Street Journal, 
the New York Times, and CNBC. [Old Greenwich, CT]

A p r i l  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-4221-6781-6
978-1-62527-052-8 (eISBN)
240 pages • 5 1/2" x 8 1/4"
US$ 25.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Strong global publicity campaign • 
Reviews and high-profile media coverage • 
Retail visibility and co-op • Extensive social 
media • Online promotion

Green Recovery
978-1-4221-6654-3
978-1-4221-3540-2 (eISBN)
US $20.00 • Hardcover 

Also by  a n d r e w  w i n s to n
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Get up to speed fast on essential business skills. Whether you’re looking for a 
crash course or a brief refresher, you’ll find just what you need in HBR’s 20-Minute 
Manager series.

HBR’s 20-Minute Manager Series
Advice you can quickly read and apply, from the  
most trusted source in business.

points of  i n t e r e s t

›› �The newest branded paperback series from Harvard Business Review— 
and the next addition to our spinners

›› �Designed as “quick yet smart” reads for professionals who need to get up to 
speed fast—these books will serve as their “20 minute manager”

›› �Each book in the series is a primer on a necessary skill in business; all topics 
travel well internationally

A p r i l /J UL Y  2 0 1 4

G ENERAL       MANA   G EMEN    T
All Titles: 
5" x 7" • 112 pages 
US$ 12.95 • Paperback
World English • World Translation •  
World Audio 

M a r k e t i n g  p r o g r a m
Strong retail visibility and co-op • Extensive 
promotion via HBR Channel, including 
print, online and tablet advertising • 
Email marketing • Social media • Targeted 
publicity campaign • Leverage author 
networks
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APRIL      2 0 1 4

20-Minute Manager Series: Presentations
Learn the basics of creating and delivering presentations  
that will engage your audience.
978-1-62527-086-3
978-1-62527-087-0 (eISBN)

20-Minute Manager Series: Managing Up
Tips on building a more productive, mutually beneficial 
relationship with your boss.
978-1-62527-084-9
978-1-62527-090-0 (eISBN)

20-Minute Manager Series: Finance Basics 
Grasp finance fundamentals and manage more effectively.
978-1-62527-085-6
978-1-62527-089-4 (eISBN)

20-Minute Manager Series: Managing Projects
Learn the basics of managing a project, start to finish.
978-1-62527-083-2
978-1-62527-088-7 (eISBN)

J UL Y  2 0 1 4

20-Minute Manager Series: Business Planning
Creating a business plan to launch your new venture?  
Here are the bases you'll need to cover.
978-1-62527-222-5
978-1-62527-227-0 (eISBN)

20-Minute Manager Series: Delegating Work
How to assign the right tasks and empower people to tackle them. 
978-1-62527-223-2
978-1-62527-228-7 (eISBN)

20-Minute Manager Series: Managing Time
Boost your productivity with these essential tips.
978-1-62527-224-9
978-1-62527-229-4 (eISBN)

20-Minute Manager Series: Running Meetings
What it takes to make your meetings productive, not painful.
978-1-62527-225-6
978-1-62527-230-0 (eISBN)

L au n c h i n g  i n  A p r i l  2 0 1 4

L au n c h i n g  i n  j u ly  2 0 1 4
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“The first mile”—that critical time when an idea moves from concept to paper to 
market, the real world, where it will fly or fail, and maybe take a company with it. 
It’s a perilous place, with hidden traps and seemingly never ending roadblocks that 
slow innovators in companies both big and small. This book is your guide through 
this risky terrain.

Written by Innosight's Scott D. Anthony (The Innovator’s Guide to Growth, The Little 
Black Book of Innovation), The First Mile compiles and orders hard-won lessons 
for anyone given charge of an innovation initiative. Anthony details, step by step, 
the first mile’s biggest challenges and shows how to overcome each one using 
principles based in rigorous experimentation and testing. 

Integrating his unique experiences advising global giants and incubating and 
investing in start-ups in Singapore, India, and the United States, Anthony shares a 
wide range of stories and data meant to turn this once-mysterious process into a 
better understood and more replicable one. 

The First Mile
A Launch Manual for Getting Great Ideas into the Market
s c ott   D.  A n t h o n y

Scott D. Anthony is the managing partner of Innosight, a global management consulting and investment company that specializes 
in innovation. Based in the firm’s Singapore office, Anthony oversees its Asian operations and its global venture capital investing 
activities (Innosight Ventures). Anthony works with leading global companies to develop strategies and innovation capabilities for 
long-term, sustained growth. [Nassim Woods, Singapore]

points of  i n t e r e s t

›› �Our newest title from rising star  
(and Clayton Christensen disciple)  
Scott D. Anthony, now managing 
partner at global innovation  
consulting firm Innosight

›› �Describes how to take an idea from 
paper to market—what innovator’s  
call “the first mile”

›› �Anthony is a prolific blogger— 
including on HBR.org— with a strong 
social following; he’s influential in 
innovation circles

M ay  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-4221-7176-9
978-1-62527-056-6 (eISBN)
256 pages • 5 1/2" x 8 1/4"
US$ 25.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Extensive promotion via HBR Channel, 
including print, online and tablet 
advertising • Email marketing •
Social media • Targeted publicity campaign
• Leverage author networks The Little Black Book  

of Innovation
978-1-4221-7172-1
978-1-4221-4228-8 (eISBN)
US$ 25.00 • Hardcover 

The Innovator’s Guide  
to Growth
978-1-59139-846-2
978-1-4221-4603-3 (eISBN)
US$ 35.00 • Hardcover

The Silver Lining
978-1-4221-3901-1
978-1-4221-3103-9 (eISBN)
US$ 25.00 • Hardcover

Also by  s c ott   D.  a n t h o n y



hbr.org/books 11

The Silver Lining
978-1-4221-3901-1
978-1-4221-3103-9 (eISBN)
US$ 25.00 • Hardcover

New science on our oldest, most natural ways of influencing others.

Most of our communication is unconscious. Studies show that we make most of our 
decisions intuitively and based on constant inputs. We only become consciously 
aware of these decisions afterward, once we already start acting on them.  

Many may find that disturbing. But the implications for leadership are profound.

In this provocative yet practical book, communications expert Nick Morgan 
explores recent brain and behavioral science revelations about how humans 
communicate—the subtle gestures, visual cues, sounds, and signals that elicit 
emotion. He then goes on to show us how to shape, control, and prompt these 
natural, unconscious responses people have in groups, as well as how to control 
the unconscious mind to connect with other people powerfully and persuasively. 
The result? A new way to command influence over others. From measuring 
nonverbal signs of confidence to the art and practice of gestures and vocal tones, 
this witty and readable guide will help leaders and aspiring leaders of all stripes 
communicate more effectively. 

Power Cues
The Subtle Science of Leading Groups, Persuading Others,  
and Maximizing Your Personal Impact
N i c k  M o r g a n

Nick Morgan founded Public Words, a communications coaching company, in 1997. As one of America’s top communication 
theorists and coaches, he has been commissioned by Fortune 50 companies to write for CEOs and presidents and has coached 
people to give Congressional testimony, to appear on the Today Show, and to take on the investment community. Morgan served 
as editor of the Harvard Management Communication Letter from 1998 to 2003, and is a former fellow at the Center for Public 
Leadership at Harvard’s Kennedy School of Government. [Hudson, MA]

points of  i n t e r e s t

›› �New learnings from brain and 
behavioral science offer a new way 
to command influence over others— 
Morgan shows you how

›› �Audience includes: leaders and 
aspiring managers interested in 
continuing self-development and 
specifically looking for tools to help 
them become more effective and  
reach the next level

›› �Dr. Nick Morgan is a well-known 
leadership speaking coach and 
communication consultant and  
has an extensive client and social 
media network 

M ay  2 0 1 4

G ENERAL       MANA   G EMEN    T
978-1-4221-9350-1
978-1-4221-9360-0 (eISBN)
224 pages • 5 1/2" x 8 1/4"
US$ 25.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Extensive HBR.org promotion •  
Social media • Retail visibility and co-op • 
Author support Also by  n i c k  m o r g a n

Give Your Speech,  
Change the World
978-1-59139-714-4
US$ 18.00 • Paperback
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Are you surrounding yourself with the right people?

Yes, your success in business and in life depends on your own performance. But 
have you thought about how those around you affect that performance? 

In It’s Not the How or the What but the Who (a phrase adapted from Amazon’s Jeff 
Bezos), renowned global talent management expert Claudio Fernández-Aráoz 
explains why people decisions—the choices you make about friends, your spouse, 
employees, mentors, and even elected officials—are more important than any 
other. To thrive, you need to get the best people in your corner and on your team, 
and then help them grow. Yet few people know how to do that well.

In a series of short, lively essays, Fernández-Aráoz addresses the challenges and 
explains how to overcome them. Based on research and stories from his career 
in global executive search and leadership development, each offers wisdom and 
practical advice about how to “get people right” in a more systematic way. 

Engaging and often counterintuitive, the book is packed with important lessons on 
how to surround yourself with the best.

It's Not the How or the What But the Who
Succeed by Surrounding Yourself with the Best
C l au d i o  F e r n á n d e z -A r áo z

points of  i n t e r e s t

›› �Claudio Fernández-Aráoz is one of the 
top global experts on hiring and is 
listed by business media as one of the 
most influential search consultants 
globally

›› �Formerly with leading executive search 
firm Egon Zehnder, the author is now a 
senior adviser there

›› �This book includes practical and 
personal stories that will help managers 
make better decisions about the people 
with whom they surround themselves

Claudio Fernández-Aráoz is a global expert on hiring and promotion decisions and leadership development and a frequent 
speaker at business gatherings globally. His advice has been sought by the CEOs of several of the world’s largest companies and 
many governments. He is a senior adviser at the leading executive search firm Egon Zehnder and a former member of its global 
executive committee. [Buenos Aires, Argentina]
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G ENERAL       MANA   G EMEN    T
978-1-62527-152-5
978-1-62527-153-2 (eISBN)
240 pages • 6 1/8" x 9 1/4"
US$ 28.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Strong global publicity campaign • 
Reviews and high-profile media coverage
• Retail visibility and co-op •  
Extensive social media • Online promotion
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Unleashing the collective genius in your organization.

What is the relationship between leadership and innovation? How can some 
companies innovate again and again—while most other firms cannot? How do you 
unleash consistent creativity in those around you?

In this important new book, a team of preeminent thinkers—leadership scholar 
and Harvard Business School professor Linda Hill (Being the Boss), former Pixar 
technology wizard Greg Brandeau, MIT researcher Emily Truelove, and writer 
and former executive Kent Lineback (Being the Boss)—reveal what they say is the 
inextricable yet significant link between leadership and innovation. 

Based on extensive research at many of the world's top organizations, Collective 
Genius makes the compelling argument that today's knowledge-intensive global 
economy demands innovation not just as a competence, but as a much deeper part 
of the culture of the enterprise. 

With vivid real-life voices, rich ethnographic description, and expert guidance 
from authors who've led innovation and creativity first hand in their own 
organizations, Collective Genius will expand and deepen our leadership wisdom 
and competence for a new century.

Collective Genius 
The Art and Practice of Leading Innovation
L i n da  A .  H i l l ,  G r e g  B r a n d e au ,  E m i ly  T r u e lov e ,  a n d  K e n t  L i n e b ac k

Linda A. Hill is the Wallace Brett Donham Professor of Business Administration at Harvard Business School.  [Brookline, MA] 

Greg Brandeau was the long-time head of technology at Pixar and former chief technology officer for The Walt Disney Studios. 
[Los Altos, CA]  Emily Truelove is a researcher and PhD candidate at the Sloan School of Management at MIT. [Pittsburg, PA]  

Kent Lineback has spent more than 25 years as a manager and executive in management development.  [Santa Fe, NM]

points of  i n t e r e s t

›› �Linda Hill is at HBS and is considered 
one of today’s foremost scholars on 
leadership

›› �Great stories, examples, and  
real-life voices of people in top 
global companies, engaging with and 
succeeding amidst the challenges  
of leading for innovation

›› �Mixes academic research with real-life 
perspective from Pixar and others
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G ENERAL       MANA   G EMEN    T
978-1-4221-3002-5
978-1-4221-8759-3 (eISBN)
272 pages • 6 1/8" x 9 1/4"
US$ 28.00 • Hardcover
World English • World Translation •  
World Audio 

M a r k e t i n g  P r o g r a m
Strong global publicity campaign •
Reviews and high-profile media coverage •
Retail visibility and co-op • Extensive social 
media • Online promotion Also by  l i n da  a .  h i l l

Being the Boss
978-1-4221-6389-4
978-1-4221-7235-3 (eISBN)
US$ 25.95 • Hardcover

Becoming a Manager
978-1-59139-182-1
978-1-4221-3108-4 (eISBN)
US$ 22.00 • Paperback
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Innovation isn’t always about new products or services. In fact, many new ideas 
are realized—and then brought to market—thanks to a disruptive business model 
that challenges the conventional operating logic of an industry.

In The Risk-Driven Business Model, Karan Girotra and Serguei Netessine introduce 
a toolkit to help innovators better conceive the disruptive business models that 
create wealth and revolutionize industries. They outline how to transform a 
company by revisiting the assumptions around the firm’s key decisions. 

Business model innovation, the authors say, essentially is about what key decisions 
get made in a business, when they get made, who makes them, and why those 
individuals make the decisions they do. So by changing a company’s approach 
to these choices, you can fundamentally alter the risks involved and invent new, 
superior business models. 

With numerous examples of well-known companies in many different countries 
that are using the framework, this book serves as a toolkit for anyone—from 
entrepreneurs to executives—involved in the dynamic decisions that move 
industries forward. 

The Risk-Driven Business Model
Four Questions That Will Define Your Company
K a r a n  G i r ot r a  a n d  S e r g u e i  N e t e s s i n e

points of  i n t e r e s t

›› �Need to make a radical change in 
your org? These authors say change  
the what, when, who, and why  
of key decisions

›› �And they describe the kinds of 
processes companies need to help 
them explore these changes

›› �Both authors are at INSEAD, which  
will support the book through its  
PR and communications efforts

Karan Girotra is a professor of technology and operations management at INSEAD. His research has appeared in top academic 
journals and has been featured by the Financial Times, BusinessWeek, the Sloan Management Review, and Harvard Business  
Review. [Paris, France] Serguei Netessine is the Timken Chaired Professor of Global Technology and Innovation at INSEAD and  
the research director of the INSEAD-Wharton Alliance. His research has received extensive media coverage in CIO Magazine,  
the Economist, Forbes, and the New York Times. [Singapore]
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What managers need to know about macroeconomics—but are afraid to ask. 

Now more than ever before, executives and managers need to understand their 
larger economic context. In A Concise Guide to Macroeconomics, David Moss 
leverages his many years of teaching experience at Harvard Business School to 
lay out important macroeconomic concepts in engaging, clear, and concise terms. 
Now fully updated, this classic resource also includes a new chapter on the global 
financial crisis.

In a simple and intuitive way, Moss breaks down the ideas into output, money, and 
expectations. He also introduces powerful tools for interpreting the big picture 
economic developments that shape events in the contemporary business arena. 
The book includes detailed examples drawn from history to illuminate important 
concepts and leaves the reader with a clearer picture of how our economy actually 
works—and what impact it has on business.

A classic resource by a leading thinker in the field, A Concise Guide to 
Macroeconomics is the primer on macroeconomics every manager needs.

The Concise Guide to Macroeconomics, Second Edition
What Managers, Executives, and Students Need to Know
Dav i d  A .  M o s s

points of  i n t e r e s t

›› �First edition has sold more than 
40,000 copies; this new edition is fully 
updated and includes a new chapter on 
new economic developments since the 
first edition was published

›› �The only concise primer on 
macroeconomics for managers

›› �Author David A. Moss leverages his 
many years of teaching experience at 
Harvard Business School to outline 
important macroeconomic concepts in 
engaging and concise terms

David A. Moss is the John G. McLean Professor at Harvard Business School, where he teaches in the Business, Government, and 
the International Economy (BGIE) unit. He earned his BA from Cornell University and his PhD from Yale. Professor Moss is the 
founder of the Tobin Project, a nonprofit research organization, and a member of the National Academy of Social Insurance. 
[Newton, MA]
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HBR’s 10 Must Reads series is the definitive collection of ideas and best practices 
for aspiring and experienced leaders alike. Each book is packed with enduring 
advice from the best minds in business, including Clayton M. Christensen, Peter 
Drucker, John Kotter, Michael Porter, Daniel Goleman, Ted Levitt, Gary Hamel, 
and many more. We’ve combed through hundreds of Harvard Business Review 
articles and selected only the most essential reading on topics that go beyond the 
fundamentals to help you be a more effective, well-rounded leader. 

From leadership, strategy, and communication to managing yourself and others, 
HBR’s Must Reads offer foundational articles on essential business topics to help 
you maximize your organization’s performance and your own. 

HBR’s 10 Must Reads Series
Over 350,000 copies sold worldwide!

ava i l a b l e  n ow

G e n e r a l  M a n ag e m e n t

HBR’s 10 Must Reads Boxed Set
978-1-4221-8405-9 
978-1-4221-8329-8 (eISBN) 
6 books • 5 1/2" x 8 1/4" 
US$ 99.00 • Paperback Boxed Set
World Rights

PRAISE       F ROM    RE  TAILERS    

“�HBR’s 10 Must Reads series represents the definitive work of the world’s best 
business thinkers, collated for the busy professional. These classic articles 
from Harvard Business Review are an excellent value.”

—Mike Roberts, NonFiction Buyer, WHSmith

“�HBR’s 10 Must Reads series is essential for any professional or reader 
interested in a distillation of knowledge and wisdom from a constellation of 
star authors and writers in their various fields of expertise.” 

—Kenny Chan, General Manager, Kinokuniya Singapore
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A l l  t i t l e s
5 1/2" x 8 1/4"  
US$ 24.95 • Paperback and Ebook
World Rights

HBR’s 10 Must Reads The Essentials
978-1-4221-3344-6 
978-1-4221-7201-8 (eISBN)

HBR’s 10 Must Reads on Leadership
978-1-4221-5797-8 
978-1-4221-7202-5 (eISBN)

HBR’s 10 Must Reads on Strategy
978-1-4221-5798-5 
978-1-4221-7205-6 (eISBN)

HBR’s 10 Must Reads on Managing People
978-1-4221-5801-2 
978-1-4221-7204-9 (eISBN)

HBR’s 10 Must Reads on Change Management
978-1-4221-5800-5 
978-1-4221-7206-3 (eISBN)

HBR’s 10 Must Reads on Managing Yourself
978-1-4221-5799-2 
978-1-4221-7203-2 (eISBN)

HBR’s 10 Must Reads on Communication
978-1-4221-8986-3
978-1-4221-9151-4 (eISBN)

HBR’s 10 Must Reads on Making Smart Decisions
978-1-4221-8989-4 
978-1-4221-9143-9 (eISBN)

HBR’s 10 Must Reads on Teams
978-1-4221-8987-0
978-1-4221-9146-0 (eISBN)

HBR’s 10 Must Reads on Innovation
978-1-4221-8985-6
978-1-4221-9150-7 (eISBN)

HBR’s 10 Must Reads on Strategic Marketing
978-1-4221-8988-7
978-1-4221-9152-1 (eISBN)

HBR’s 10 Must Reads on Collaboration
978-1-4221-9012-8
978-1-4221-9142-2 (eISBN)
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We all wish we could sharpen key management skills—like writing more effective 
e-mails, focusing to-do lists on what really matters, giving more persuasive 
presentations, or dealing with a boss who makes you want to scream. But who has 
the time? The HBR Guides can help.

Packed with concise, practical tips from leading experts—and examples that make 
them easy to apply—the HBR Guides provide smart answers to your most pressing 
work challenges. Arm yourself with the advice you need to succeed on the job, from 
the most trusted brand in business.

HBR Guides Series 
Smarter than the Average Guide

Hbr 
Guide to

Getting the  
Mentoring  
You Need

Pick the right mentors
Tap your network
Achieve your goals

Smarter than the average guide

G e n e r a l  M a n ag e m e n t
5" x 9" • US$ 19.95 • Paperback
World Rights  

HBR Guide to Persuasive Presentations
978-1-4221-8710-4
978-1-4221-8715-9 (eISBN)

HBR Guide to Finance Basics for Managers
978-1-4221-8730-2
978-1-4221-8732-6 (eISBN)

HBR Guide to Better Business Writing
978-1-4221-8403-5
978-1-4221-8404-2 (eISBN)

HBR Guide to Managing Up and Across
978-1-4221-8760-9
978-1-4221-8761-6 (eISBN)

HBR Guide to Getting The Right Work Done
978-1-4221-8711-1
978-1-4221-8714-2 (eISBN)

HBR Guide to Project Management
978-1-4221-8729-6
978-1-4221-8731-9 (eISBN)

HBR Guide to Getting the Mentoring You Need
978-1-4221-9600-7	
978-1-4221-9749-3 (eISBN)

HBR Guide to Managing Stress at Work
978-1-4221-9601-4
978-1-4221-9750-9 (eISBN)
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Recently Published and Backlist Favorites

The First 90 Days,  
Updated and Expanded
Michael D. Watkins
978-1-4221-8861-3
978-1-4221-9139-2 (eISBN)
US$ 29.00
World Rights

Conscious Capitalism
John Mackey, Rajendra S. Sisodia
978-1-4221-4420-6
978-1-4221-4422-0 (eISBN)
US$ 27.00
World Rights

Reinventing You
Dorie Clark
978-1-4221-4413-8
978-1-4221-4414-5 (eISBN)
US$ 25.00
World Rights

Forget a Mentor, Find a Sponsor
Sylvia Ann Hewlett
978-1-4221-8716-6
978-1-4221-8718-0 (eISBN)
US$ 20.00

World Rights 

Primal Leadership,  
with a New Preface by the Authors
Daniel Goleman, Richard Boyatzis,  
Annie McKee
978-1-4221-6803-5
978-1-4221-6804-2 (eISBN)
US$ 22.00
N. America Rights Only

Stats and Curiosities
from Harvard Business Review
978-1-4221-9631-1
978-1-4221-9747-9 (eISBN)
US$ 18.00
World Rights

What You’re Really Meant to Do
Robert Steven Kaplan
978-1-4221-8990-0
978-1-4221-8991-7 (eISBN)
US$ 25.00
World Rights

Keeping Up with the Quants
Thomas H. Davenport, Jinho Kim
978-1-4221-8725-8
978-1-4221-8726-5 (eISBN)
US$ 27.00
World Rights 

Playing to Win
A.G. Lafley, Roger L. Martin
978-1-4221-8739-5
978-1-4221-8740-1 (eISBN)
US$ 27.00
World Rights 

Management Tips
978-1-4221-5878-4
978-1-4221-4235-6 (eISBN)
US$ 18.00
World Rights

What to Ask the Person in the Mirror
Robert Steven Kaplan
978-1-4221-7001-4
978-1-4221-4274-5 (eISBN)
US$ 26.95
World Rights

Everything I Ever Needed to Know 
About Economics I Learned from 
Online Dating
Paul Oyer
978-1-4221-9165-1
978-1-4221-9167-5 (eISBN)
US$ 25.00
World English Rights 
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9 Things Successful People  
Do Differently
Heidi Grant Halvorson
978-1-4221-9340-2
978-1-4221-8561-2 (eISBN)
US$ 9.00
World Rights

The End of Competitive Advantage
Rita Gunther McGrath
978-1-4221-7281-0
978-1-4221-9141-5 (eISBN)
US$ 30.00
World Rights

The Innovator’s DNA
Jeff Dyer, Hal Gregersen,  
Clayton M. Christensen
978-1-4221-3481-8 
978-1-4221-4271-4 (eISBN)
US$ 29.95
World Rights

Leading Change,  
with a New Preface by the Author
John P. Kotter
978-1-4221-8643-5
978-1-4221-8644-2 (eISBN)
US$ 28.00

World Rights 

The Progress Principle
Teresa Amabile, Steven Kramer
978-1-4221-9857-5
978-1-4221-4273-8 (eISBN)
US$ 25.00
World Rights

Understanding Michael Porter
Joan Magretta
978-1-4221-6059-6
978-1-4221-4229-5 (eISBN)
US$ 24.95
World Rights

The Innovator’s Dilemma
Clayton M. Christensen
978-1-4221-9602-1
978-1-4221-9758-5 (eISBN)
US$ 30.00
World Rights

A Sense of Urgency
John P. Kotter
978-1-4221-7971-0
978-1-4221-6317-7 (eISBN)
$22.00
World Rights 

The Solution Revolution
William D. Eggers, Paul Macmillan
978-1-4221-9219-1
978-1-4221-9220-7 (eISBN)
US$ 26.00

World Rights 

What Happened to Goldman Sachs
Steven G. Mandis
978-1-4221-9419-5
978-1-4221-9420-1 (eISBN)
US$ 28.00
World Rights

 

Blue Ocean Strategy
W. Chan Kim, Renée Mauborgne 
978-1-5913-9619-2
978-1-4221-4798-6 (eISBN)
US$ 29.95
World Rights

The Ultimate Question 2.0,  
Revised and Expanded Edition
Fred Reichheld, Rob Markey
978-1-4221-7335-0
978-1-4221-4239-4 (eISBN)
US$ 27.95
World Rights

Recently Published and Backlist Favorites



hbr.org/books 21

Harvard Business Review Press books  
are distributed to the trade by the  
following distributors:

u n i t e d  s tat e s
Perseus Distribution
210 American Drive
Jackson, TN 38301
Tel: +1 (800)-343-4499
Monday–Friday, 7:30 A.M.–4:00 P.M. CST
Fax: +1 (800)-351-5073
orderentry@perseusbooks.com

c a n a da
General Inquiries and  
Ordering Information:
Publishers Group Canada
76 Stafford St., Unit 300
Toronto, ON M6J 2S1
Tel: +1 (416)-934-9900
Fax: +1 (416)-934-1410

Customer Service 
Tel: +1 (800)-663-5714
Fax: +1 (800)-565-3770

i n t e r n at i o n a l 
UK  ,  i r e l a n d,  a n d  e u r o p e
General Inquiries
Perseus Books Group UK 
69-70 Temple Chambers 
3-7 Temple Avenue 
London, EC4Y 0HP, UK 
Tel: +44 (0) 20 7353 7771
Fax: +44 (0) 20 7353 7786
enquiries@perseusbooks.co.uk

Ordering Information
Grantham Book Services 
Trent Road 
Grantham, NG31 7XQ, UK 
Tel: +44 (0) 1476 541 080
Fax: +44 (0) 1476 541 061
orders@gbs.tbs-ltd.co.uk (UK)
export@gbs.tbs-ltd.co.uk (Export)

Au s t r a l i a  a n d  N e w  Z e a l a n d 
a n d  S o u t h  Af  r i c a
General Inquiries
Kate Folkers
Perseus International
250 West 57th Street, 15th Floor
New York, NY 10107
Tel: +1-212-340-8119
kate.folkers@perseusbooks.com

Ordering Information 
Australia & New Zealand 
NewSouth Books 
Orders and Distribution   
15-23 Helles Avenue    
Moorebank, NSW 2170     
Tel: +61(2) 8778 9999
Fax: +61(2) 8778 9944 
orders@tldistribution.com.au

South Africa 
Book Promotions
Nicky Stubbs
Office B4, The District
41 Sir Lowry Road
Woodstock, Cape Town
South Africa 7925
Tel:  27 21 469 8932 
Fax: 27 (0) 86 270 0825
enquiries@bookpro.co.za

A s i a n  Sa l e s  R e p r e s e n tat i o n
China, Hong Kong, and Taiwan
Wei Zhao
2-1-503 UHN International
2 Xi Ba He Dong Li
Chaoyang District
Beijing 100028 China
Tel: +86 13683018054
Fax: +86 011 86 10 5130 1051
wzbooks@aol.com

Japan and Korea
Gilles Fauveau
2-3-25, 9F Kudanminami
Chiyoda-Ku
102-0074 Tokyo, Japan
Tel: +81 3 32640144
Fax: +81 3 32640440
gillesfauveau@yahoo.com

The Philippines
Jaime Gregorio
408 Cornell Street, South Pointe Townhomes
L.P. Leviste Village, Barangay 
Merville
Paranaque City, 1700 
The Philippines
Tel: +63 632-822-1108
Fax: +63 632-824-0835
jaimecarogregorio@gmail.com

Thailand, Indonesia, Vietnam, 
Cambodia, and Laos
June Poonpanich
476/3 Soi Ladprao 47
Wangtonglang,
Bangkok 10310
Tel: 08-96603397, 02-5388318
june.p@live.com

L at i n  A m e r i c a /C a r i b b e a n /
M i d d l e  E a s t/ N o r t h  Af  r i c a /
Ov e r s e a s  M i l i ta ry 
Edison Garcia 
Perseus International
250 West 57th Street, 15th Floor
New York, NY 10107
Tel: +1-212-340-8170
edison.garcia@perseusbooks.com

F OR   ALL    OT HER    MARKE     T S 
General Inquiries
Perseus International
250 West 57th Street, 15th Floor
New York, NY 10107
Tel: +1-212-581-7839
Orders: intlorders@perseusbooks.com
jodie.hagerman@perseusbooks.com

I n d i v i d ua l s
Please send orders, remittances, and inquiries to: 
intlorders@perseusbooks.com.

Order Information

Visit  us online:  h b r .o r g / b o o k s

P u b l i c i ty
Julie Devoll 
Assistant Director of Publicity 
+1-617-783-7471  
julie.devoll@hbr.org 

Sa l e s
Mary Dolan 
Sales Director 
+1-617-783-7593   
mary.dolan@hbr.org

r i g h t s
Jon Shipley 
Licensing Manager 
+44 (0) 7964 921 175  
jon.shipley@hbr.org

IN  T ERNA   T IONAL      SALES     
AND    MARKE     T IN  G
Sally Ashworth
+44 (0) 757 773 4773  
sally.ashworth@hbr.org

Harvard Business Review Press

Prices may be higher outside the United States.  
You, the purchaser, are responsible for duty and tax 
charges assessed by your local government.



Harvard Business Review Press | Spring 201422

Notes





SPRING

’14

ISBN 978-1-62527-345-1     Product #M13829  


