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Preface 
Andrew Davidson
This book has two aims. Drawing on input from every continent on the globe, we chart the rise to success of the world’s most influential business leaders, as well as bosses of charity, arts, and health bodies. And we present their stories in a form that enables readers to draw practical lessons from the narrative of their success – less about theory, and more about the hands-on examples of what it takes to make the tough decisions. Hence our tag-line: “Proven Strategies for Success”.
  Here you’ll find it all: rags to riches, rescues, luck, pluck, bloodbaths, feuds, and sheer hard endeavour. The structure is simple: a mix of long and short profiles, analyzing each individual’s success and style, set against the sector in which they have excelled, grouped by vital characteristics. The writing aims to be sharp and succinct, and not afraid to criticize when criticism is called for. Key points are broken out, take-away lessons are highlighted. And the profiles are supplemented by a mix of pithy features by different authors, expanding out on the various topics raised.
  So how did we choose the names for inclusion? We used a range of measures: size of company or organization; scale of reputation and renown; recommendations from academics and journalists; power-lists produced by media around the world; and more. Most choices are backed by straight data, such as gross revenue or stock market value. Some are pure instinct. We stuck to leaders – no regional heads, no consultants – and broadened the search to include those who are CEO in everything except job title. We made sure our reach was wide enough to gather in many who had excelled outside the business sector, running not-for-profit bodies that can have greater impact than some of the biggest, globalized firms. And we added “iconic” bosses who have long left their posts, including Henry Ford, Walt Disney, Alfred P. Sloan, Jack Welch, and Estée Lauder. They are chosen because of the profound influence they made on the way we structure and run modern organizations today, and the lessons they still have to teach us. And we produced all this in the teeth of the worst global downturn for half a century, so our list has constantly shifted. The effects of the credit crunch, and personal scandal, have already knocked a few big names out of the running. It also tightened the focus on what it takes to build a business that has long-term strength.
  The upshot is a book quite unlike any that has been produced before. Here you will find the new corporate elite emerging from China side by side with the wily leviathans of North America; the Russian oligarchs striding out of the East to contrast with the growing strength of Central and South American business; European bosses facing down ever-larger Asian rivals; African vigour competing with Australian resilience. We hope you will find it encyclopaedic in its scope, and invaluable as both a work of reference and a how-to guide. And yes, we expect to update it as top names change and new contenders come to the fore.
  As I write, the current downturn seems, if anything, to have cemented many business leaders to their posts, with company boards preferring to stick with experience over youthful exuberance. But as the economic situation shifts, that will change. So this is just the start: 1000 CEOs will evolve, a work in progress, but with vital lessons to communicate. Never dull, never “worthy”, and always useful – we hope you enjoy reading it, and practising what it teaches.
Andrew Davidson
  Editor-in-chief

Introduction 
Marshall Goldsmith
For three decades I have had the privilege of working with more than one hundred CEOs and their management teams. One of the most important lessons I’ve learned from these CEOs is that business is more than strategy, competency, and ROI. A large part of it is about the “soft” issues like relationships, personal growth, and (yes, I’ll say it) feelings! Henry Ford may have put it best when he said, “A business that makes nothing but money is a poor business.” I would venture to add that a CEO who improves only the bottom line is a poor CEO.
  CEOs, perhaps more than any other occupational group, become synonymous with their jobs. They “become the company”. Who can think of Apple without thinking of Steve Jobs; Microsoft without thinking of Bill Gates; or Virgin without thinking of Richard Branson? After a while, the job of CEO becomes not just what these CEOs do, it defines to a large extent who they are. This job is far more than the bottom line. It is personal! CEOs, just like the rest of us, are real people. They are human beings with real stories behind their successes, and their failures. 1000 CEOs tells the stories of some of these great CEOs, what got them where they are, the critical decisions they made along the way and why. Of personal interest to me is the behavioural side of leadership. In other words, how CEOs guide their organizations with their personalities, their strengths and talents, and even their weaknesses.
  Almost everyone I meet, including all the CEOs, is successful because of doing a lot of things right, and in spite of doing some things that aren’t. One of the greatest challenges I face in working with successful people is helping them see the difference between “because of” behaviours and “in spite of” behaviours. What I’ve found, time and again, is that those people who do finally realize the difference, those individuals who recognize and grow past their bad habits, are the leaders who reach the greatest success both personally and professionally. For example, years ago, I coached a man who burned through people and their feelings like wildfire. As CFO, he had led the organization to the very peak of financial success, and still he was about to be fired. The firm’s leaders, who had promoted him to board status because of his great success, finally had a chance to bear witness to his horrible behaviour. They, like the rest of the organization, were suddenly in a position to feel firsthand the wrath of “Joe”. They brought me in and the first thing I told him was, “You’re already making millions a year. I can’t help you make more money. But, let’s talk about your ego. How do you treat people at home?” He attempted to tell me he was sweet and loving at home. I called his wife! She laughed when I told her how Joe thought he was at home. His kids’ response was similar. Joe had a wake up call with that little phone interaction. Not only had his board hired a coach to help him to change; his family also wanted him to change.
  Joe decided then and there to change. The reason he decided this wasn’t for money; it had nothing to do with the company. It had to do with his sons. He wanted to change because in twenty years, if his sons received similar feedback, he would be ashamed. Within a year, he was treating people much better. Follow-up feedback had him up past the 50th percentile! He successfully changed his behaviour. The moral of the story? Anybody can change, but they have to want to change. Great CEOs want to change. They want to learn, grow, and develop, and they want those they lead to do the same. Being a successful CEO is as much about learning as it is about talent and luck – probably more.
  In following the path to executive success, aspiring entrepreneurs, managers, and executives alike can learn much from the example of each of the CEOs included in this book. Learn from the lessons identified here and apply them to your own life and career. Like the great CEOs included in this work, you too must keep growing!
  Life is good.
What it Takes to be a CEO 
Marjan Bolmeijer
Those that aspire to reach the highest echelons of corporate office need to be able to endure immense pressures; not everyone is cut out for the job and not everyone wants to be the boss. For those who believe they have got what it takes, it is possible to prepare for the top job and to acquire many of the skills, personal traits, experiences, and leadership styles needed to excel.
  Inevitably, any list of the most important attributes and competencies will depend on numerous variables such as timing, local cultural characteristics, a company’s circumstances, and your own position, background, and development. But, while bearing this in mind, here are a few things every CEO needs to think about.

Get your senior team right
CEOs must understand the need and have the skills to work on their senior team. They must not take the attitude that their team is what it is, and cannot be improved upon; nor must they work on the team and then be too easily satisfied by a small amount of improvement. Failing to work on the senior team often means that the CEO is left with a team that is far less efficient or productive than it could be: they may compete against each other; rarely agree with all the elements of the strategic direction or plan; or be great at championing change but bad at changing themselves.
  These issues make it much more difficult to get things done. So it makes sense to take the time to focus on getting the senior team dynamic right, whether through training, internal resource allocation, replacements, or managing politics. There are a lot of criteria that feed into the functional dynamic of the senior team and CEOs need to be sensitive to them all. It is tough but it is worth it, as research suggests that a team that works well together, no matter how diverse its make-up, has a beneficial effect on operational performance.

Find failure fast
Look around the organization, find out what is not working, and root out the activities and people likely to have a negative impact on the firm going forward; an economic downturn is a particularly opportune time to do this. There should be zero tolerance of failure. But while CEOs hone their failure-detection skills during a recession, when the good times return it is easy to allow those skills and instincts to grow rusty. It’s like a muscle: if you don’t keep training it during the good times, it will fail you when you need it most. So CEOs need to put in place processes to spot failure early, and pay attention to those most attuned to the early signals. Get this wrong and it can easily lead to “failure blindness” and a fatal delay to take corrective action.

Align the brands of CEO, senior team, and company
When it comes to conveying the CEO’s message, both internally to a company audience and externally to the wider world, it helps to have alignment between the image of the CEO, the leadership brand of the senior team, and the company’s leadership strategy.
  First there is the persona of the CEO. The way you execute the job is to some extent influenced by who you are. Whether introvert or extrovert, geek or Renaissance scholar, your personality in part sets the stage for how the company is run. Secondly, there is the brand, or image, of the senior team. For example, the senior team might be perceived internally and in the press as being made up of creative, highly intellectual leaders with a global perspective. Or they may be regarded as overpaid deadweights. Once the CEO’s personal brand and the brand of the senior team are aligned, you must align these brands with the company’s overall leadership strategy.
  Look at the organization and determine what leadership approach it needs. There are five basic approaches: Strategic, Change, People, Expert, and Systems. For example, if the company requires a strong “People” leadership strategy – that is, improving operational results through human resource, training, recruitment procedures, and global team-building – but the CEO is perceived as an introvert finance expert, and the senior team as strong strategic leaders, then you have a brand alignment problem.

Manage global emotions
During the global economic downturn, it became even more apparent that managing global emotions, and getting the senior team and PR people to accept this as part of their role and necessary skills, is a major part of a CEO’s responsibility. One result of the financial crisis was that fear became endemic within organizations right around the globe. It paralysed organizational decision-making processes and negatively impacted on performance.
  The CEO’s role is to articulate what the future will hold. As a leader he or she needs to be in the right place emotionally, so that the employees in the organization can take their emotional cue from the CEO. Without this cue it will take the senior team much longer to escape from the reigning emotion of the time, and this will allow the emotion to dominate the organization’s actions.
  To provide the right cue, the CEO must be sensitive to what the appropriate emotional response might be, depending on what the market and organizational circumstances demand. This may not always be fear; it might equally be confidence when times are good.

Communicate
Any top PR guru will tell a CEO to spend a minimum of ten per cent of his or her time on communications, both external and internal. For many Fortune 500 CEOs the percentage is higher. Communication topics combine to make up the “Reputation Quotient”: social responsibility; products and services; positioning; vision and leadership; financial performance; workplace environment; emotional appeal; and so on. Many CEOs think they just don’t have the time for good communication. Yet the CEO is a kind of human billboard for the company and communication is a cornerstone of their responsibilities. During difficult times, especially, you can’t communicate enough. Communication can help with many of the intangibles, such as alignment with senior management: once the message has been put out externally it becomes “real”, and this can greatly reduce internal bickering and firm up people’s commitment to the strategy. And when it comes to public speaking, here is a tip: always focus as much on the feeling you want to leave your audience with at the end of your speech, as on the content.

Get involved in talent management
Even in a downturn, the struggle for talent does not disappear. Talent management includes elements such as CEOs participating in the interviews of their chief lieutenants, CEO succession planning, and succession planning for the company as a whole. The CEO succession context has a significant influence on post-succession company performance. Also there is plenty of research to suggest that board and CEO participation in the succession process of top lieutenants greatly affects the outcome, producing better results than, say, hiring a golf buddy, and filtering through to affect the way other processes are scrutinized. After a CEO succession there can either be a lot or very little senior executive turnover. The rate of turnover is a strong indication of the senior team dynamics, the presence of personal favourites, and the adequacy of processes intended to contain the loss of people. Getting it right is the way to ensure a positive CEO legacy.

Stock up on your emotional intelligence
“Emotional Intelligence” (EI) is a combination of personal and social competencies. Personal competencies determine how we manage ourselves and include self-awareness, accurate self-assessment, self-confidence, self-regulation, self-control, motivation, and commitment. Social competencies like empathy, developing others, political awareness, influence, and conflict management, determine how we manage relationships. Working on EI topics is rarely fun for a CEO. Few CEOs really enjoy reflecting on and making changes to themselves. It’s more natural for them to focus on something they are good at and that the company wants them to create time for. Yet working on your EI is always a prerequisite for success. You can be successful with a limited amount of EI, but only for so long; it is essential for sustained success, especially under pressure. When companies change, when the economy changes, when the world changes, when somebody’s life changes, they need a lot of emotional flexibility, endurance, and adaptability, and that is why mastering the wider range of these skills ahead of time proves so useful.

Avoid the self-destruct button
Perhaps the most important skill of all is not to self-destruct. Self-destruction is a highly individualized concept; for each CEO the trigger or route is different. For some the route is the loss of positional or social power, for others it is net worth. A great degree of self-awareness is required to recognize where the trigger lies. Some people have a high threshold for pain; senior executives are used to disregarding emotional, physical, personal, and intellectual needs in order to get the job done and get their careers moving forward. Many work seven days a week with complete disregard for sleep, food, and many other basic needs that most people require to live a normal life. It should be no surprise, therefore, that CEOs can develop a skewed view of the world. Consequently, they may fail to realize when they are pushing the boundaries too far, through lack of sleep or an excessive drive for profits, or any number of other critical issues. They must learn to pay attention to the warning signs. Vigilance is key.
  This is not intended to be an exhaustive list by any means, merely an insight into those areas that, in 15 years of working with CEOs in companies of all sizes, industries, and cultures, have proved to be of particular importance. Perhaps, if there is one thing that the very best CEOs demonstrate above all, it is a willingness and a desire to learn how to be better than they already are. That is something we can all aspire to.

Marjan Bolmeijer
  Business editor
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The Innovators


The inspired leader 

For the love of leading | Learning to lead better | Leaders from the front

Innovate and thrive

Empowered to innovate | Management innovation | Fresh minds

Green innovations

Green tech ventures | Fuelling a green economy | Environmental adventurers

Profiles
William McKnight  | Steve Jobs  | Francisco González Rodríguez  | Jamie Cooper-Hohn  | John T. Chambers  | Walt Disney  | Mark Zuckerberg  | Henry Ford  | Muhammad Yunus  | Brian Goldner  | David Packard  | Amancio Ortega Gaona  | Andy Grove  | Ashok Khosla  | Nicholas W. Moore  | George W. Merck  | Bill Gates  | Jochen Zeitz  | James Laurence Balsillie  | Ma Yun  | Jeff Raikes  | Richard D. Fairbank  | Jiang Nanchun  | Craig A. Dubow  | Hans Helmerich  | Qiu Bojun  | Jørgen Vig Knudstorp  | Paul Jacobs  | Jeff M. Fettig 
William McKnight 
President & Chairman (1949–66), 3M
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THE MINNESOTA Mining and Manufacturing Company was a struggling young enterprise on the verge of bankruptcy when McKnight became general manager in 1914. By the time he retired as chairman in 1966, 3M was a vast conglomerate with operations all over the world and products that were familiar household names to hundreds of millions of consumers. At the heart of this growth was McKnight’s talent for encouraging innovation, the influence of which can be seen in modern management practice.

“If you put fences around people, you get sheep.” William McKnight

The edge of bankruptcy
McKnight joined the business that later became known as 3M as an assistant bookkeeper in 1907, when the company, founded only five years earlier, was struggling to recover from a series of initial blunders that nearly sank it. These errors, including misidentifying a crucial mineral deposit, looked likely to make the enterprise a short-lived one, but McKnight’s ability turned 3M around and put it on the path to growth.

Freedom to innovate
McKnight quickly recognized that making mistakes was an intrinsic part of innovation and that innovation was the key to success. Putting this insight into practice, he made research the heart of 3M’s activities, establishing a laboratory. The research and development approach created breakthrough product after breakthrough product, many of which have remained in use ever since, among them waterproof sandpaper, masking tape, cellophane tape, Scotchgard, reflective sheets for highway markings, and Post-It Notes. McKnight also understood that invention required a looser approach to management that allowed people to follow their ideas through. That meant delegating and allowing employees a far greater degree of autonomy than was standard at the time. He allowed his engineers to spend 15 per cent of their time on projects of their own, stimulating creativity. McKnight formulated a series of pioneering management principles based around the importance of delegation and the idea that, although mistakes will be made, they will be less damaging than the mistakes management will make in telling everyone what to do.

Biography
1887–1978. Born in White, South Dakota. His parents owned a farm claimed under the Homestead Act, which encouraged the settlement of undeveloped land. He attended Duluth Business University in Minnesota.

Leadership style
Softly spoken but also direct and efficient. McKnight provided strong encouragement and motivation to his employees through his delegating style.

Key strength
Giving his people free rein to develop their creativity.

Best decision
Setting up a small laboratory in 1916, ensuring that 3M’s future was guided by science.

[image: 1000 CEO]Lessons in business: Encouraging autonomy
Rather than treating them as tools to transmit your directions, trust your people and give them the room to exercise their creativity, even if it means they make mistakes that you could have avoided.
	Record successes and mistakes and make this information accessible to everyone. That way the organization learns from its mistakes.

	Encourage people to look at potential risks, estimating the impact and probability of the risk occurring.

	People are your greatest asset. Make sure that how you look after your people is consistent with your words.






Steve Jobs 
Co-founder, Chairman & CEO, Apple
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THE ARCHETYPAL business maverick, Jobs is the face of Apple, the creative force behind its success, and a formidable team builder. He is chairman, CEO, and co-founder (with Steve Wozniak in 1976) of the company, founder of Pixar animation studio, and, since Pixar’s sale to Disney, Disney’s largest individual shareholder with an important foothold in Hollywood. Jobs can claim joint authorship of three of the most significant technologies of the past three decades: the personal computer, the Graphical User Interface, and digital music.

“Steve understands desire.” Alan Kay, GUI pioneer and former fellow, Apple Advanced Technology Group

Hiring and firing up
One of the keys to Jobs’ enduring success has been his skill in hiring the best team and firing them up. As a young Apple chairman Jobs boldly stole the then-president of PepsiCo, John Sculley, to be his chief executive. Yet Jobs’ autocratic style has also caused him problems. Fed up with his unwillingness to be a team player, in 1985 the other Apple directors kicked him out. Aged 30, Jobs was out of a job.

An i for the future
Using the proceeds from the sale of his Apple stocks, Jobs soon broadened the scope of his business interests with an adroit acquisition, purchasing the computer graphics division of Lucasfilms (later Pixar) which gave him a key future foothold in entertainment content. He returned to lead an ailing Apple in 1997. In the next decade the company’s share price rose 36-fold, thanks largely to the success of the iPod and iTunes. From the iPhone to MacBook Air, Apple products ooze desirability and continue to define geek chic. Colleagues describe Jobs as brilliant and a great motivator, but he pushes his team to their limits, and some employees have quit shortly after finishing a product. Jobs’ vision and relentless eye for detail have given Apple the kind of brand power other CEOs dream of. He has an unerring ability to create instantly desirable, “must-have” products. He starts by asking his team “what do we want?” rather than “what can we produce?”. Hardware and software are then invented to produce the dream. Products that fail to excite Jobs himself are dropped or started again from scratch. Apple’s strategy focuses on very few products, but these few have become irresistible bestsellers.

Biography
Born in 1955 in San Francisco, Jobs is the adopted son of Paul and Clara Jobs. His biological parents were Joanne Carole Schieble and Abdulfattah Jandali, the latter a graduate student from Syria who became a political science professor. Jobs failed to graduate from his literature, poetry, and physics course at Oregon’s Reed College.

Leadership style
Visionary, creative, and entrepreneurial. Some say an autocratic micro-manager. He can be charming and engaging, but some have complained about his indelicate language.

Key strength
He has an instinctive understanding not only of where technology is going but also what makes people want to buy it.

Best decision
Developing both the software and hardware elements in the iPod/iTunes combination.

[image: 1000 CEO]Lessons in business: Routinizing charisma
Jobs’ drive, passion, and creative imagination permeate the work environment at Apple, and allow him to devolve work to his team. His biographer Leander Kahney has called this phenomenon the “routinization” of charisma. Think of it as branding the team with your own values.
	Brand yourself within – and outside of – the company, and articulate your value to others.

	Do what you love, and integrate your passions with your job tasks.

	Identify supporters and create a network of relationships that support your personal brand.






Francisco González Rodríguez 
CEO, BBVA
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FORMER COMPUTER programmer and stockbroker González is now a leading figure in Spanish banking. Between 1996 and 1999, he was head of the Argentaria group, where he led the successful privatization of the formerly government-owned group. As CEO of the newly merged Banco Bilbao Vizcaya Argentaria (BBVA), González stabilized the troubled company, brought in transparency and ethical standards, embraced new technology, and expanded into Latin America. BBVA is now one of the largest banking groups in Spain.

“The thing is having a good team. I don’t believe in the chairman having to do everything. I prefer people to think for themselves.” Francisco González Rodríguez

From computing to banking
González first worked in computing, but left for a career in stockbroking. He started his own company, FG Inversiones Bursátiles, in the late 1980s, building it into one of Spain’s largest independent brokerages. In 1996, he sold it to Merrill Lynch for $30 million and moved into banking, as chairman of Argentaria, a company in its final privatization phase, and it was González’s job to get it into shape before the sale took place. He restructured management, cut jobs, refinanced assets, and the group was privatized in 1999.

Restoring confidence
After the 1999 merger of Argentaria with Banco Bilbao Vizcaya, González became co-CEO of BBVA. Within a year, he faced one of the biggest crises of his career, when details of BBV’s illicit activities, including money laundering, slush funds, and bribery, came to light. González was not implicated, but he was left to deal with one of Europe’s biggest scandals, which he did swiftly, closing secret accounts, paying taxes on the funds, and reporting all financial dealings to the Bank of Spain. Co-CEO Emilio Ybarra was among many executives forced to resign, and González was left in charge. To restore public confidence, González overhauled the group’s governance, appointing newcomers to the board based on expertise rather than personal friendships. He led BBVA’s expansion in Latin America, and the franchise today has operations in 15 countries. In 2004, González took the bank into the US with the aim of wooing the Hispanic market, a shrewd diversification which has helped shield it through the financial crisis, by curbing exposure to the sub-prime debacle, and allowing the company to grow in relative safety.

Biography
Born in Chantada, Spain, in 1944. González obtained a degree in economics from Madrid’s Complutense University.

Leadership style
Austere, technologically savvy, and a workaholic, González believes in delegating.

Key strength
Integrity. Without it, González would have been hard pressed to withstand the BBVA’s banking scandal in 2000.

Best decision
Expanding into Latin America, giving BBVA a total of more than 28 million customers and a foothold in the lucrative US Hispanic market.

[image: 1000 CEO]Lessons in business: Taking advantage of new technology
González built on his experience in the computer industry to introduce new services in banking based on the latest technology. He saw the internet, electronic payment systems, and mobile phones as a means to cut costs and free up time, improving the efficiency of the bank.
	Use new technology to increase efficiency and to enhance knowledge of your customers.

	Don’t be put off by new technology – what’s daunting now will, in a very short time, be commonplace.

	Innovative technology is not optional. Your business rivals will be adopting it, so don’t get left behind.






Jamie Cooper-Hohn 
President & CEO, CIFF
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USING FUNDS generated by her husband Chris Hohn’s highly successful hedge-fund business, Cooper-Hohn has created a new type of charitable institution, the Children’s Investment Fund Foundation (CIFF). The foundation brings the cold but effective principles of investment to the pressing issue of children’s welfare in developing countries. Cooper-Hohn’s vision for a fund that approaches its activities with the same eye for a return as the shrewdest investor is proving to be both effective on the ground, and appealing to donors.

“The marriage of business and philanthropy that is at the heart of [CIFF] provides a great tool to effect serious change in the developing world.” Bill Clinton

Student link
Cooper-Hohn’s involvement in charity work while at Harvard introduced her to her future husband, who became concerned at the plight of children in the developing world during a stint in the Philippines. After marrying, Hohn worked in the hedge fund industry while Cooper-Hohn worked as a fundraiser for a children’s foundation. After Chris’s career moved to London, they began planning an original foundation of their own.

Commercial charity
Convinced of the benefits of marrying commercial finance and the needs of charity, Cooper-Hohn and her husband set up a hedge fund named TCI, The Children’s Investment, in 2002. All management fees and Hohn’s profits went to charitable foundation the Children’s Investment Fund Foundation (CIFF). Hohn’s impressive track record appealed to investors, and soon the business was up and running, reaching a fund value of well over £1 billion. While her husband was largely responsible for running the business that provides the bulk of the investment, Cooper-Hohn set about building a new model of charitable giving. Just as with financial investment, donor projects were selected on the basis of the “return” – measured by the impact they have on the lives of children – that they offered on the investment made. Intensive investigation was required to find the most effective projects, and a private-equity strategy was adopted, using a portfolio manager to monitor each project and ensure it continued to provide the best possible results, when compared with other potential targets. This approach has proven so effective that it could point the way for charitable giving in future.

Biography
Born in the US in 1965 and brought up in Chicago, the daughter of an engineer and an academic. Cooper-Hohn received a bachelor’s degree from Smith College, Massachusetts, and a master’s in public administration from the John F. Kennedy School of Government at Harvard.

Leadership style
Rigorous and meticulous, Cooper-Hohn brings the precise approach of finance to the sometimes-woolly charity sector.

Key strength
The ability to make effective connections between first world profits and third world poverty, building a bridge between high ideals and the bottom line.

Best decision
Linking profitable business with charity in the basic structure of an operation, creating a template for “venture philanthropy”.

[image: 1000 CEO]Lessons in business: Borrowing models from other sectors
What works in one area may work just as well in another where it’s never been considered before. Cooper-Hohn successfully linked the worlds of charity and hard finance by using the same techniques and skills.
	Remember that research is the key to creating sound opportunities when raising money, whether for the charity sector or for commerce.

	Never ignore a formula that has worked before. Imitation can save time and money in innovation.

	Look at any institution for new strategies: the skill of a CEO is to marry two acts together to derive an insight.






John T. Chambers 
Chairman & CEO, Cisco Systems
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A SUPERB SALESMAN who has put Cisco networking equipment at the heart of the internet, Chambers has turned the firm into an IT giant. So central is Cisco Systems’ technology to the internet, he can justifiably be considered one of the most significant figures in the evolution of the new medium. Chambers has demonstrated a rare understanding of the management of corporate acquisitions, acquiring network specialists StrataCom and Cerent among others, and enabling Cisco to weather the bursting of the dotcom bubble.

“Education and the internet must go hand in hand. …It will serve as one of the great equalizers.” John T. Chambers

Technology leader
Chambers became CEO of Cisco in 1995, after 20 years in IT sales for IBM and Wang Labs. A natural communicator, he soon made his name as an enthusiast who believed the net would change the way the world works, lives, plays, and learns. He made sure that Cisco took a leading role in making that happen, buying up firms like StrataCom and Cerent in order to build a dominant footprint in the online infrastructure market. Chambers also attracted top people to the company and proved himself a natural manager, as interested in people as technology. By the turn of the millennium, Cisco was the most valuable company in the world, with a market capitalization of $550 billion, but when the tech bubble burst, Cisco’s value evaporated, dropping to $100 billion. Remarkably, Chambers survived, a testament not only to shareholders’ faith in him but also to the way in which he handled the calamity – he openly admitted his mistakes and was therefore allowed to carry on.

Future growth
Chairman since 2006, Chambers has continued to grow Cisco by acquiring companies such as Linksys and Scientific Atlanta. Diversifying into new markets such as Voice over Internet Protocol (VoIP), Ethernet switching, social networking, and telepresence, he has successfully kept the company in pole position as the internet evolves. When demand and growth slowed as a result of the global credit crisis, Chambers announced his intention to continue to invest in emerging technologies and markets, even suggesting that an economic downturn might be a good time for further acquisitions.

Biography
Born in Cleveland, Ohio, in 1949. He holds a bachelor’s degree in business studies and a law degree from West Virginia University, and an MBA from Indiana University.

Leadership style
Collegiate. In an industry famous for mavericks who lead by sheer force of vision or personality, Chambers is that great rarity, a relatively hands-off manager. He sets the strategy but lets his people achieve it.

Key strength
Hanging on to top creative talent, often difficult people to manage.

Best decision
Sharing investors’ pain after the dotcom crash of 2000. Chambers’ decision to take a nominal $1 salary while he set about rebuilding the firm not only kept him his job, it also kept shareholders on board.

[image: 1000 CEO]Lessons in business: Managing the best
Chambers was a successful junior basketball captain, despite not being a gifted player. According to his father, he realized that the only way for him to win was to attract more talented people to play on his team.
	Hire the best people: they are ambitious and sometimes more difficult to manage but they get results.

	Channel ambition using aggressive promotion that stretches people and makes them grow into their jobs.

	Understand that one of the key responsibilities of the CEO is to unleash the talent of people by listening to them and searching for new insights.






Walt Disney 
Founder & CEO (1923–66), The Walt Disney Company
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KNOWN WORLDWIDE for his timeless popular creations as an animator, Disney was also a dogged entrepreneur who created a huge and enduring business empire from scratch. As well as facing the usual concerns of any entrepreneur, Disney had to contend with economic depression, world war, unscrupulous competitors, and ever-changing public tastes. His ability to innovate and his determination to keep his sights on his business goals ensured that his company prospered, and it remains a powerful corporate presence.

“All your dreams can come true if you have the courage to pursue them.” Walt Disney

False starts
When Disney’s first studio providing cartoons to local theatres in Kansas City went bankrupt, the determined young entrepreneur moved to Hollywood to try his chances in the movie industry. He had success with a series called Oswald the Lucky Rabbit and hired a team of animators, but when he discovered that he didn’t own the rights, nearly all his animators jumped ship, leaving his business in tatters again.

Breaking new ground
Undeterred by two business failures, Disney began work on a new character based on a mouse he had kept as a pet while working in Kansas. Mickey Mouse proved to be an immediate hit, as did a number of other creations, and Disney’s studio took off, giving him the confidence to begin work on another innovative idea – the first animated feature-length film in English. After three years, he ran out of money and had to take a rough cut of the film to his bank in the hope of securing further funding. When it was finally released in 1938, Snow White and the Seven Dwarfs became the most successful movie of the year, rewarding Disney’s innovation and persistence in creating a whole new genre.
  During World War II, labour strikes and the need to produce government propaganda films sent the business into another decline, but it recovered enough after the war for Disney to begin work on a theme park, another groundbreaking concept that was widely derided. The opening of Disneyland and the continuing success of the studio finally set Disney’s business on a solid footing, providing the base for the diversification that has built today’s media giant.

Biography
1901–1966. Born in Chicago, Disney and his family settled in Kansas City in 1911 when he was nine. He began drawing for his school newspaper, and as a driver with the Red Cross during World War I he decorated his ambulance with cartoons.

Leadership style
Sometimes notoriously tough on his employees. Nonetheless, Disney understood the importance of letting other people’s creativity flourish for the benefit of the overall project.

Key strength
Immense determination and an intuitive understanding of what would entertain families.

Best decision
Pushing on with Snow White and the Seven Dwarfs, even though a feature-length animated film had never been made before and he was running out of money.

[image: 1000 CEO]Lessons in business: Bouncing back
Every time he looked like he was on the road to success, Disney took a hit. But every time he learned the lesson, picked himself up and came back stronger, proving that genuine innovators are never finished until they allow themselves to be.
	Take risks, even as a middle manager or team leader. Get a reputation for trying new things.

	Don’t allow the entrepreneurial spirit to exist only at the top – look for innovation from everyone.

	At the end of every event or project discuss and record what went well and what needed improvement.






Mark Zuckerberg 
Founder & CEO, Facebook
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THE YOUNGEST-EVER dollar billionaire, Zuckerberg has also made his fortune in record time. A Harvard dropout, he founded social networking site Facebook in February 2004, and a little over two years later he is reputed to have received an offer of $1 billion for the business from Yahoo! Lacking neither ambition nor self-confidence, the self-confessed programming geek turned the offer down. In 2007, Microsoft took a 1.6-per-cent stake in Facebook, valuing the company at an incredible $15 billion.

“I’m trying to make the world a more open place.” Mark Zuckerberg

College whizzkid
The website that would become Facebook was started by Zuckerberg as a place for his Harvard college mates to meet up online. Facebook was so successful that he dropped out to pursue the idea commercially. The quiet and thoughtful, if occasionally outspoken, Zuckerberg certainly knows how to impress. His first backer was PayPal founder Peter Thiel, who has since been joined by Hong Kong billionaire Li Ka-shing. Growth has been explosive: with more than 150 million users it is now the number one social networking site and the fourth most-visited website in the world.

Seeking profitability
A CEO in his early twenties, Zuckerberg lacks experience, but his vision and commitment, and his ability to attract like-minded colleagues to the company, have guided the business to runaway popularity. What started as a means of staying in touch with college friends has developed into a broader social network, a public and political forum, and even a search engine, as people tap their friends for advice and information. The Facebook site itself is continually being improved, and Zuckerberg even invites users to submit, and profit from, their own software, increasing what Facebook has to offer.
  Zuckerberg insists that his key interest is in building the Facebook community rather than chasing money, a claim that his refusal to sell would seem to confirm. Facebook does not publish its financial performance figures, but it is widely thought to be cashflow negative. Zuckerberg’s number one challenge for the future is to figure out a way to make money before his investors start to lose patience.

Biography
Born in White Plains, New York, in 1984. After attending New Hampshire’s exclusive Phillips Exeter Academy, Zuckerberg went to Harvard to study Computer Science, but decided to drop out in 2004 to pursue Facebook full time.

Leadership style
Perfectionist. Zuckerberg’s desire to push the boundaries of what is possible online makes Facebook the employer of choice for a whole generation of top techies.

Key strength
Combining high-level technical skills with an understanding of the potential of the internet as a social rather than merely transactional medium.

Best decision
Going open source in 2007. This allowed anyone to create applications for Facebook users, providing a much enhanced service to Facebook users.

[image: 1000 CEO]Lessons in business: Putting in the time
Facebook’s meteoric rise is testament to Zuckerberg’s vision, drive, and ambition. His commitment to the website has been unwavering, its early success driving him forward. Zuckerberg is, in many ways, the public face of the company, and he has embraced the responsibilities that come with that role.
	Good ideas are ten a penny; everyone will have thought of them and the opportunities they raise.

	Single yourself out from the rest with your willingness to put in the hours and make things happen.

	Think a year ahead. Ask: “What innovation could I be kicking myself about when someone else does it?”






Henry Ford 
Founder & President (1906–19), Ford Motor Company
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AS THE ORIGINATOR of the productive and efficient industrial system that has endured for a century and forms the basis for today’s consumer economy, Ford has rightly taken his place in history. However, when Ford began his career, he was just one among many talented engineers curious about what could be done with the new technologies and materials of the late 19th century. It was his foresight in introducing a series of key innovations, such as the moving assembly line production process, that made him such a towering industrial figure.

“A business that makes nothing but money is a poor business.” Henry Ford

From the workshop floor
After serving an apprenticeship as a machinist in Detroit, Ford worked servicing steam engines for Westinghouse, and then for the Edison Electric Illuminating Company, helping to build generating stations. In his spare time, his experiments with gasoline engines led him to produce a self-propelled vehicle in 1896, and he set up his own business in 1899. After a series of false starts, he leased a factory in 1903 and began work on an affordable motor vehicle.

Master cost-cutter
Between 1903 and 1914, Ford introduced a series of new methods in response to specific production challenges. The combination of these created an industrial model that has remained fundamentally unchanged since. Until then, motor vehicles had been only for the very rich and therefore the production cost had not been considered an issue. Ford was the first car manufacturer to focus on cost-cutting in materials, labour, and processes, and the changes that he introduced led to the production of the Model T in 1908. His development of the moving assembly belt in 1913 allowed Ford to drive costs and prices even lower, and by 1914 Model T sales had topped a quarter of a million.
  At the same time, he strove for complete vertical integration: the control of all aspects of the business from the supply of raw materials to the retail outlets. His goal was economic independence, and to this end he built his own steel-making plant. His low cost base also allowed him to deal with the problem of staff turnover by offering employees $5 a day, doubling the pay rate for most of them and protecting his company’s skills base.

Biography
1863–1947. Born in Detroit, Michigan. Ford began tinkering with watches and other machinery from an early age, a passion that led him into engineering. His industrial methods so impressed Adolf Hitler that a photo of Ford adorned the Führer’s office.

Leadership style
Notoriously stubborn and strongly anti-union. Ford kept what many regarded as an intrusive eye on his employees, but he knew the value of good staff and was willing to pay to keep them.

Key strength
Seeing the market possibilities in making expensive things cheap.

Best decision
Introducing the moving assembly line to his factory, a key step in bringing about a dramatic rise in cost-effective productivity.

[image: 1000 CEO]Lessons in business: Think customers
Ford could have made his cars better, or sexier, or more specialized. But instead he realized that by making them cheaper he could reach an entirely new segment of customers, which ultimately built his success.
	Use technology and economies of scale to reduce prices. Sell off unnecessary stock cheaply.

	Know your internal or external customers: ask what they would do if prices were lower.

	Make sure that everyone in the team, no matter what their job, meets with a customer from time to time and understands their price sensitivities.






The inspired leader 
by Marshall Goldsmith
There is one critical question that repeatedly gets left out when assessing the potential of our future CEOs: how much do they love to lead people? The greatest business leaders working today possess one quality in common. They love leading people.
  One such people-focused CEO is W. James McNerney Jr of the Boeing Company, celebrated for his inspirational and sensitive approach to his staff. He knows how to get the best out of people, supporting their personal development outside of work as much as their career paths. He is passionate about the company’s Learning Together Program that helps fund employees’ further education.
  Inheriting control of the family firm at the tender age of just 28, Kumar Mangalam Birla revealed himself to be a natural born leader. He has revolutionized the way Indian conglomerate Aditya Birla does business, by making sure the people who run it are themselves happy in their leadership, measuring the satisfaction levels of his managers with something he calls the Organizational Health Survey. Aditya Birla now has a reputation as one of the best employers in Asia.

“Every day I remind myself that leadership is not about me. It is about the great people who are working with me.” Alan Mulally

For the love of leading
Alan Mulally, former CEO of Boeing Commercial Aircraft – it must be something to do with Boeing – and now CEO of Ford, is undoubtedly a fantastic leader of people. Over the years, Alan has faced challenges that would have made most people simply want to throw in the towel. Through it all, however, he has never get down on himself, his people, or his company. Alan has an enthusiasm that radiates to those around him. He has an almost childlike joy in leading. Alan’s love of what he does enables him to work incredible hours, face daunting adversity, and serve with a smile on his face. His personal example says more about leadership than his words can ever convey.
  The legendary management consultant Peter Drucker often noted that Frances Hesselbein, former CEO of the Girl Scouts of America and now chairman of the Leader to Leader Institute, was the greatest leader he had ever met. Having worked with Frances on a myriad of projects over the past 25 years, there is no doubting Drucker’s assessment. When Frances discusses her work as a leader, her eyes sparkle and her face glows. No matter what personal or professional challenges she is facing, she is always positive and inspirational. Frances defines leadership as “circular”, with the leader reaching across the organization to colleagues, not down to subordinates. Her motivation has never come from the outside, from money or status. Instead, it has always come from the inside, from her love of service and what she does.
  Great leaders are different from great individual achievers. For the latter, achievement is about themselves. For great leaders, achievement is about others. High level leadership may bring status, power, or money, but these benefits come at a cost. Great leaders work extremely hard, take their jobs very personally, are subject to ongoing and often unfair criticism, and pay a price for their success. If you love leading people leadership will be a joy and service will be a blessing. You can only inspire the people you are leading if you are inspired to lead.

Learning to lead better
	Make room for improvement - If you are working with and through others to achieve objectives, you are already a leader. But you can always lead better.

	Get 360-degree feedback - Ask co-workers that you respect to judge your present level of effectiveness as a leader.

	Pick the most important behaviours for change - Work on those that will enhance your effectiveness as a leader, especially listening and making timely decisions.

	Periodically ask co-workers for suggestions - Ask them how you can do an even better job in your selected behaviours for change.

	Listen to their ideas - Don’t promise to change everything but make the changes that you believe will further increase your leadership skills.

	Follow-up - Measure your change in effectiveness over time.




Leaders from the front
Other CEOs who have put their personal stamp on the company they lead include:
Tony Fernandes AirAsia (Aviation: Malaysia)
He bought the business for a nominal fee three days after the 9/11 attacks. Since then, the dressed-down, easy-going CEO has grown the business to fly to 61 destinations.

Dov Charney American Apparel (Retail: US)
The flamboyant boss of this clothing manufacturer divides opinion, but in an age of manufacturing on the cheap in developing economies, AA is lauded for its US base and generous employment benefits.

Kristin Petursdottir Audur Capital (Finance: Iceland)
After Iceland’s economic collapse, women bosses such as Petursdottir are thriving as their firms adopt a more “female” approach to investment.

Martin Glenn Birds Eye (Foodstuffs: UK)
Glenn didn’t think twice about switching from the biggest snack brand in Britain, Walkers, to the frozen food giant, using his marketing skills to reinvigorate an ailing sector.

John Lau Husky Energy (Energy: Canada)
Lau built the oil business up through a hands-on style and has been nominated “most underpaid” CEO for his efforts.

Andy Cosslett IHG (Hotels: UK)
Cosslett has used his previous career in branding to help reposition Intercontinental for the changing nature of travel.

A. M. Naik Larsen & Toubro (Diversified: India)
A devotee of Jack Welch, Naik is a workaholic who took his first holiday 22 years after joining the firm as a junior engineer.

William Hawkins III Medtronic (Pharmaceuticals: US)
Hawkins identifies staff as an asset and spends 50 per cent of his time dealing with people issues.

Richard Fain Royal Caribbean (Travel: Liberia)
Fain has adopted a collegiate style of leadership, calling on his managers to provide great ideas. This has helped Royal Caribbean recreate the cruise experience for a younger, more active audience.

Jure Sola Sanmina SCI (Electronics: US)
Jure’s relentless energy has built the company into a global player, but he says he could walk away if it stopped being fun.



Muhammad Yunus 
Founder & Managing Director, Grameen Bank
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AS FOUNDER of the micro-financing Bangladeshi Grameen Bank, Yunus is famed for giving the country’s poor a hitherto unheard of leg-up into the world of entrepreneurship. Although the idea of micro-financing as an economic model to help the poor was not new, Yunus is lauded as the first to put the idea into action, first offering loans with government support in the late 1970s. In 2006, Grameen Bank and its founder were jointly awarded the Nobel Prize for Peace for their work in the eradication of world poverty.

“We never had a sub-prime crisis.” Muhammad Yunus

A spur to charitable action
In 1972, Yunus left his position as assistant professor in economics at Middle Tennessee State University to return to Bangladesh. He joined the Department of Economics at the University of Chittagong, becoming professor in 1975. Influenced by his mother’s charitable actions in his childhood, Yunus took an active interest in the university’s rural research programmes. During a field trip in 1976, Yunus encountered villagers who were forced to borrow money from loan sharks at exorbitant rates to buy raw materials, which kept their earnings at subsistence level. Appalled, he took $27 from his own pocket and loaned it to 42 village women at low interest. The lower interest rates not only yielded markedly improved profit margins, but also encouraged personal initiative and enterprise.

From idea to reality
Realizing that very small loans could make a real difference to those living on the edge, Yunus approached traditional banks, but despite offering to act as a personal guarantor, he was met with blank refusal. Undeterred, Yunus secured backing from the country’s central bank and, after trial projects met with success, Grameen (meaning “rural” or “village” in Bangla) Bank came into existence as an independent bank in 1983. Founded on the principles of trust and solidarity, the bank now has over seven million borrowers, primarily women, who also own 90 per cent of the bank’s shares, the rest being owned by the Bangladesh government. The Grameen initiative has diversified into a range of ventures, including the Village Phone project, which has resulted in mobile phone ownership for some 260,000 people in rural areas.

Biography
Born in Eastern Bengal (now Bangladesh) in 1940, Yunus was the third of nine children. He spent his early years in the village of Bathua but moved to the city of Chittagong in 1947, where his father had a successful jewellery business. He studied economics at Dhaka University and later completed a PhD in economics at the Vanderbilt University in Nashville, Tennessee.

Leadership style
Trusting and dedicated, Yunus possesses the capability to translate his visionary ideals into practical solutions.

Key strength
The determination to overcome the inertia of the traditional banking system.

Best decision
Making the initial micro-loans out of his own pocket.

[image: 1000 CEO]Lessons in business: Taking responsibility
Although Grameen loans are unsecured, repayment is 97 per cent – higher than any other banking system. Yunas encourages groups of borrowers to co-guarantee loans and support each other’s enterprise efforts.
	Foster solidarity. Ensure contractors and sub-contractors are co-operating both financially and technically.

	Help individual borrowers, suppliers, and customers to realize that a failure to act responsibly will have a knock-on effect on other businesses or individuals.

	Encourage your people to understand and protect the interests of their suppliers and customers.






Brian Goldner 
President & CEO, Hasbro, Inc.
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TOYMAKING GIANT Hasbro was casting around for ways to make the most of its impressive portfolio of classic brands when Goldner became part of its leadership team. Despite its renowned and familiar assets, the company behind Monopoly, G.I. Joe, and Mr Potato Head was having trouble making them count in the new world of technology and entertainment. Goldner’s move to turn Transformers and G.I. Joe into movies revolutionized the company, its prospects, and the business model for the toy industry worldwide.

“You can activate the brand across any platform.” Brian Goldner

Marketing talent
Goldner began his career as a marketing assistant for a health care consulting firm, before moving through jobs at top advertising agencies Leo Burnett and J. Walter Thompson, promoting a broad range of consumer products. By the age of 34, he was a senior partner in JWT’s Los Angeles office. One of his tasks was promoting Power Rangers, licensed by Japanese toymaker Bandai, which brought him to the attention of Hasbro.

New platform
Goldner moved to Hasbro in 2000, when the venerable US toy and games giant was going through a painful restructure in response to changing leisure habits. Taking charge of the entire US toy division and brands just months into his new job, Goldner returned the company’s focus to its own portfolio of toys and games, and began looking for innovative ways to develop them. After spells as president of US Toys and then COO of Hasbro, Inc., he became CEO in 2008, by which time he had laid the foundations of a major comeback. His most inspired move was approaching film producer Lorenzo di Bonaventura in 2003, after reading that he was interested in making a film about military technology. The producer took up Goldner’s suggestion of basing the film on the action toy G.I. Joe, and the contact also led to the film Transformers, which took more than $700 million and triggered a sequel. Goldner had transformed Hasbro from a toymaker into an intellectual-property-owning powerhouse. As CEO, he has built on this by signing further film deals with Universal Pictures, working with Nintendo on Hasbro-based interactive games, and expanding into emerging markets such as Brazil.

Biography
Born in Huntington, New York, in 1964. Goldner graduated in government at Dartmouth College, New Hampshire, where he was also a radio DJ.

Leadership style
Goldner takes a team-oriented approach, surrounding himself with people who know things that he doesn’t.

Key strength
The breadth of vision to see the possibilities of regenerating Hasbro’s classic and familiar brands in new platforms.

Best decision
Forging contacts with the film industry, which has turned out to be a lucrative business move.

[image: 1000 CEO]Lessons in business: Making fresh connections
Bringing an old asset to a new platform and exploiting your intellectual property with another company can bring remarkable results. Since costs will mostly be met by your partner, you can achieve a very high return.
	Study your current market and think broadly about their wants in the future, however unrelated those wants may seem to your current products.

	Look for innovative joint ventures with companies working in the same, or related, markets.

	Study the “width” of your brand – ask yourself how you can expand the types of product the brand sells.






David Packard 
Co-founder, Chairman & CEO (1964–68), HP
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ONE OF THE PIONEERS of technology, Packard was the co-founder of Hewlett-Packard (HP), an electronics and computer company that started out from a garage in Palo Alto, California, in 1939, and grew into a multibillion-dollar enterprise. With his partner William Hewlett, Packard created a business style and formula for success that became the prototype for Silicon Valley. He entered politics for a short time, serving as US deputy secretary of defence from 1969 until 1971, when he resumed his career at HP as chairman of the board.

“[Packard] had great faith in people, in finding people and letting them run with their ideas.” John Ford, vice-president of development, Stanford University

Small beginnings
As an undergraduate at Stanford, Packard met fellow student William Hewlett and they made a pact to go into business together. In 1938, with just $538 in capital, he and Hewlett started a business in Packard’s garage to market a resistance capacity audio oscillator (a sound equipment tester) that Hewlett had created as a graduate student. Working into the night, they finally developed the product, the HP200A, which they sold to Walt Disney Studios. Disney used the equipment to fine tune the soundtrack of the animated movie Fantasia.

Going international
The two partners drew on their individual strengths to grow the company, and HP expanded beyond the garage in 1947. Packard was a great administrator and, together with Hewlett, he put into place the management practices that would later earn them recognition as pioneers of Silicon Valley. Their open-door policy and “management by wandering around” was known as “The HP Way” and helped set the standard for modern business management. In 1957, Packard took the company public and established a manufacturing plant in Germany and European headquarters in Switzerland. Packard left in 1969 to serve in the Nixon government; on his return he found HP on the verge of borrowing $100 million to cover a cash-flow crisis. Within six months, Packard turned things around and the company was back in the black. He was less involved in the 1980s, when HP moved into computers and printers, but when earnings dipped nearly 11 per cent in 1990, he stepped in to oversee a major restructuring and boost to profits.

Biography
1912–1996. Born in Pueblo, Colorado, Packard showed an early interest in electronics, becoming treasurer of the local radio club at the age of 12. At Stanford University, California, he graduated in 1934 with a bachelor’s, followed by a master’s degree in electrical engineering in 1939.

Leadership style
High-tech visionary, candid, no-holds barred. Packard was the architect of an open-door management style that was aimed at encouraging employee innovation.

Key strength
Trusting the ability of others and nurturing their creativity.

Best decision
Going public with the company and expanding the manufacturing operation to Europe.

[image: 1000 CEO]Lessons in business: Believing in change
Trusting in his own, his partner’s, and his employees’ new ideas, Packard allowed them the freedom to create and innovate. This was at the forefront of a move away from traditional business practices.
	Join the new wave of business thinking by trusting your people.

	Manage by “wandering around”. If you are not getting out and listening to your staff, you are ignoring the people who will take you forward.

	Make sure your people never compromise on quality. Get them to act as if their name was on the label.






Amancio Ortega Gaona 
Chairman, Inditex
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THE RICHEST MAN IN SPAIN and at one time the eighth richest in the world, with a fortune of $20 billion, Ortega is a self-made success. Building the Zara fashion retail chain from nothing, it now has 3,000 branches in 64 countries. His story is one of hard work, opportunism, and skilled market analysis. Ortega has bucked market trends consistently, always doing things differently to give his shops a unique appeal. His company produces a large range of designs in small numbers, which keeps his customers interested and coming back for more.

“[We seek] to democratize fashion, in contrast to the idea of fashion as privilege.” Amancio Ortega Gaona

Looks similar, costs less
Living in the centre of the Iberian textile industry, La Coruña, Ortega entered the business aged 14 and in his twenties he was making bathrobes and lingerie in his living room. In the 1960s Ortega realized that it was not only wealthy people who appreciated expensive, well-designed clothes, and he came up with the simple idea of using cheaper fabrics to produce similar-looking items at prices that everyone could afford. In the mid 1970s he opened his first Zara store.

Fast fashion innovator
Zara is still principally known for the same thing – expensive-looking, trendy clothes at reasonable prices – but it is the unique way Ortega has found to deliver this in a highly competitive market that best reflects his talent. Aware that costs mounted and time was lost as garments moved from designers to factories to stores, he saw the importance of delivering direct to customers. The business strategy he has developed involves controlling all aspects of the chain, reducing costs and gaining speed and thereby flexibility. His designers get ideas from fashion shows and respond quickly to trends. Keeping manufacture in Spain, rather than following the trend of outsourcing to countries with lower labour costs, speeds up his operation – the clothes are designed and in-store within weeks. Stores are freshly stocked twice a week, avoiding high inventory costs and clearout sales, and encouraging customers to visit often.
  The highly successful flotation of his holding company Inditex – which also owns Massimo Dutti and Pull and Bear – in 2001 has had little effect on his unpretentious lifestyle.

Biography
Born in 1936 in León, Spain. Ortega dropped out of school, and had no formal higher education.

Leadership style
Hands-on, low profile, and relaxed. His ego-free style is said to be key to his success. He himself wears jeans and no tie, and he lives modestly in his home city of La Coruña.

Key strength
Innovation. Ortega understands how to make his stores constantly interesting, enticing customers to return frequently and promote sales through word of mouth.

Best decision
Resisting the temptation to outsource manufacturing, prizing flexibility and speed above low production costs.

[image: 1000 CEO]Lessons in business: Letting your work speak for you
There is no need to cultivate a celebrity chief executive status when you have a strong product and a good strategy. Ortega has never given an interview and has allowed few pictures of himself to be made public.
	Ask yourself if you are seeking publicity to advance your company or to put yourself in the spotlight.

	Remember that, with few exceptions, CEOs eventually hit big problems. Don’t make them more public than you need.

	The top jobs are listening jobs; avoid making yourself the key to the brand and big up your team instead.






Andy Grove 
President, Chairman & CEO (1987–98), Intel Corp.
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BORN ANDRAS ISTVAN GROF, Grove fled the Soviet invasion of Hungary in 1956 to become one of corporate America’s most successful and best-known CEOs. A gifted and entirely self-taught manager, Grove provided the strategic savvy and business brains to match the technical expertise of his fellow Intel co-founders Gordon Moore and Robert Noyce. Under Grove’s stewardship, Intel underwent drastic restructuring to become the first high-tech giant of the silicon era, and for a time the world’s most valuable company.

“Success breeds complacency. Only the paranoid survive.” Andy Grove

Corporate visionary
As part of the founding team, and as president from 1979, Grove helped to create a vastly successful company from Intel’s famous memory chips. But with Intel flying high, it was his seminal restructuring of the business that elevated him to the status of genuine business legend. Spotting what he would later call a “strategic inflection point”, Grove decided in the early 1980s to abandon the lucrative computer memory chip trade that Intel had dominated for 20 years in favour of the risky new business of microprocessor manufacture. It was an extraordinary and controversial decision, almost as if Coca-Cola were abandoning fizzy drinks or Ford had decided to make bicycles rather than cars, but he was right. Within a few short years, the price of memory had collapsed as Japanese competition boomed, while the success of the IBM PC meant that Intel was sitting on top of yet another vast fortune as the biggest supplier of microprocessors in the world. Grove wrote a best-selling book about the experience, which remains one of the most memorable titles of all business tomes: Only the Paranoid Survive.

Productivity powerhouse
Famous for his unflinchingly direct approach and love of argument, Grove’s Intel may not always have been a fun place to work, but it was extraordinarily productive. He was a pioneer of Management By Objective: measuring, recording, and managing every detail of every employee’s personal productivity. He also insisted on forensic dissections of the reasons behind the firm’s occasional failures, in order never to make the same mistake twice.

Biography
Born in Budapest in 1936. After the 1956 Soviet invasion of Hungary, Grove left his home and family to emigrate to the US. In 2000, Grove was diagnosed with Parkinson’s disease.

Leadership style
Constructive confrontation. Famous for shouting down ideas he didn’t like and for shutting latecomers out of meetings, Grove could also be charming, generous, and supportive.

Key strength
Grove had the rare ability to put himself outside the pressures of both the organization and the moment, and to see situations from a dispassionate perspective.

Best decision
Reinventing the company as a manufacturer of microprocessors instead of memory chips.

[image: 1000 CEO]Lessons in business: Keeping up the pace
The most successful companies seek constantly to reinvent themselves if they are to keep ahead of the competition. The pace at which Intel operated was punishing, and employee turnover could be high as a consequence, but Grove drove himself and he got results.
	Promote people who welcome a fast pace of change; given more responsibility they may blossom.

	Put in systems that give managers the information they need in time to make rapid decisions.

	Some people do not fit into an environment of continuous change; if they are reluctant move them out.






Ashok Khosla 
President, International Union for Conservation of Nature
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A LEADING EXPERT on the environment and sustainable development, Khosla was appointed head of the world’s oldest and largest global environmental network in late 2008. He has been involved in a range of initiatives aimed at understanding and utilizing the connections between economic development and the environment for more than 40 years, and he founded a network in India that, over the last quarter of a century, has initiated a vast array of schemes to promote development among the country’s poor, and improve the environment.

“Economic growth isn’t very meaningful if half the country that you’re growing is left behind in dire poverty.” Ashok Khosla

Harvard pioneer
In the early 1960s, Khosla helped to design and teach Harvard’s first undergraduate course on the environment, which explored the complex interactions between the environment and economic systems, human population, and natural resources. After returning to India in 1972, he became founding director of the government’s Office of Environmental Planning and Coordination, the first national environmental agency in a developing country, introducing systems to integrate environmental considerations into the development process.

Model for sustainability
In 1983, Khosla founded the sustainable development network Development Alternatives Group. It has come to be widely recognized as a leading innovator in using environmentally friendly technologies to create sustainable livelihoods, and enabling local enterprises to meet the needs of rural and low-income communities. Among its achievements have been the provision of low-cost housing, the creation of more than 300,000 sustainable jobs, the installation of decentralized power stations using renewable fuel, and the reclamation of degraded land through reforestation, watershed management, and ground water restoration.
  The broad approach taken by Development Alternatives, and the impact it has had, have turned Khosla into one of the best-regarded and most influential figures in the area of environment and sustainable economics. In 2002, he was awarded the UN Environment Programme’s Sasakawa Environment Prize for creating sustainable livelihoods for people living below the poverty line.

Biography
Born in Kashmir in 1940, Khosla is the son of a university professor and a college lecturer. He gained a master’s degree in natural sciences from Cambridge University, UK, and a PhD in experimental physics from Harvard University.

Leadership style
A highly inspiring figure, Khosla motivates those around him by demonstrating commitment, and with his broad-based approach to the issues he deals with.

Key strength
Recognizing that sustainability can only come from considering both the economy and the environment.

Best decision
Setting up Development Alternatives Group, which created a ground-breaking model for sustainable development.

[image: 1000 CEO]Lessons in business: Looking at the bigger picture
Considering the needs of the environment and local people, as well as commercial questions, can be a powerful driver of innovation. Khosla used this message to make energy firms think about their environmental impact.
	CSR should be a major factor in your company’s operation, not a self-promoting afterthought. Give back to the communities you work with.

	Give the issue of environmental care to a designated person or department in your organization.

	Inform current and future customers of what you are doing in the area of energy saving.






Nicholas W. Moore 
MD & CEO, Macquarie Group Ltd
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FINANCIAL VISION and hard-nosed ambition are the hallmarks of Moore’s approach to investment banking, which transformed the fortunes of Macquarie Bank, the Australian offshoot of UK investment house Hill Samuel, into a global investment banking and diversified financial services group. His innovations in restructuring business acquisitions helped bring 14 consecutive years of stellar returns to investors, although he has had to learn diplomacy the hard way, after a badly handled run-in with an Australian broadcaster in 2002.

“[Moore] is a hard-driven person, very tough in negotiations… [he] understands risk.” Trevor Rowe, chairman, Rothschild Australia

The art of the deal
Moore’s greatest claim to fame was Macquarie’s high-profile but unsuccessful bid for the London stock exchange in 2005. Dismissed as ill-considered and quixotic, the bid summed up Moore’s expansionist tendencies and the love for deal-making that marked his tenure at the helm of the bank’s Macquarie Capital arm. Moore embodied the go-getting financial culture of the 1990s and early 2000s, and the division thrived under his leadership, growing to deliver 60 per cent of the group’s profits. Macquarie became known as Australia’s “Millionaires Factory” for the generous bonuses taken home by staff. Moore himself was most handsomely rewarded of all, becoming the country’s second highest paid executive. Moore was the perfect foil for former CEO Allan Moss’s cautious risk management approach.

Challenging times
Becoming CEO in 2008 after Moss retired, Moore continued to push for growth, acquiring US futures clearing outfit Shatkin Arbor in August of that year. But he took the helm just as times turned tough for leveraged players such as Macquarie, and soon faced the challenge of the global financial crisis. Macquarie announced record full-year profits of AU$1.8 billion in mid-2008, but profits fell significantly over the next six months. Showing faith in the asset-trust business model, Moore set about rationalizing the business and reversing a precipitous fall in its share price by moving away from areas that offered lower returns, and cutting costs and staffing levels. Some observers regretted the departure of his urbane predecessor, but others saw Moore’s tough approach and understanding of risk as ideal qualities for leading the bank in times of turmoil.

Biography
Born c.1958. Moore attended the Catholic Saint Ignatius’ College in Riverview, Australia, before gaining a degree in commerce and law at the University of New South Wales.

Leadership style
A risk-taker, Moore typifies the aggressive, entrepreneurial investment banker. Dubbed “cold and calculating”, he is tough and focused, keeping his eye firmly on the deal.

Key strength
Seeing the vast potential of under-exploited infrastructure and working out a way of exploiting it.

Best decision
Turning Macquarie’s purchase of assets such as airports, toll roads, and care homes into listed trusts, the management of which has brought many years of record profit growth.

[image: 1000 CEO]Lessons in business: Incentivizing your staff
Human capital is at the heart of Macquarie’s success, as demonstrated by Moore’s strategy of maintaining headcount and offering bonuses for good performance, even when the global economy stutters.
	Incentivize people but move away from big cash bonuses based on short-term performance, and instead offer longer-term, equity-based incentives.

	Your bonus scheme should emphasize an understanding of risk, so that staff are aware of the consequences.

	Bonus payouts attract media publicity. Make sure you can justify them by pointing to convincing results.






George W. Merck 
President & Chairman (1925–57), Merck & Co., Inc.
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UNDER THE LEADERSHIP of its founder’s son, Merck & Co. embarked on a programme of pioneering drugs research that helped create the model for the modern pharmaceutical company. George W. Merck’s early recognition of the crucial importance of research and keeping the company focused on solving medical problems turned Merck & Co., founded in Germany but set up as an independent business in America after World War I, into an industry leader, that has discovered and developed countless medical breakthroughs along the way.

“Medicine is for the people. It is not for the profits. The profits follow. And if we have remembered that, they have never failed to appear.” George W. Merck

Just another drugs company
Merck was obliged by the outbreak of World War I to abandon his plan to study for a doctorate in chemistry. Instead, he began working in the family company in New Jersey. Propelled to the role of president by his father’s ill health ten years later, he found himself running a modest company turning out conventional drugs and chemicals in an industry that was regarded by scientific researchers as slightly distasteful.

Research pioneer
Merck began his tenure by merging his company with a Philadelphia firm, providing access to broader markets and, crucially, an expansion in capital with which to fund his plans to turn Merck into a new kind of company. In 1933, he established a large research laboratory and began recruiting prominent chemists and biologists to engage in intensive research and come up with new pharmaceutical products – a ground-breaking approach that changed the landscape of the industry.
  This move coincided with breakthroughs in the creation of vitamins, antibiotics, and hormones, and Merck’s laboratory was soon at the forefront of these new areas. Merck’s scientists came up with a stream of key developments during the 1930s and 40s. The new products proved hugely popular, and Merck’s policy of getting each one onto the market as quickly as possible and lowering the price when production allowed ensured that they reached the maximum number of customers. Merck’s strategic vision was also behind the merger of the company with Sharpe & Dohme in 1953, which laid the foundation of today’s multinational group.

Biography
1894–1957. Born in New Jersey, Merck was the son of George Merck Sr, who had come to America in 1891 to set up a local branch of the German drug company. Merck studied chemistry at Harvard.

Leadership style
Dedicated and ethical. Merck’s keen sense of purpose and clear understanding of the humanitarian nature of his company’s work that made him a revered figure.

Key strength
Recognizing that his industry was going through a revolution, and positioning his company to play a leading part in it.

Best decision
Opening the Merck research laboratory in 1933.

[image: 1000 CEO]Lessons in business: Changing the shape of the industry
By extending the range of a company’s business interests, you can create an integrated organization that will give you a crucial edge by competing in totally new areas of business. Merck always kept in mind the broad aim of the organization – to improve health.
	Don’t be satisfied with your company’s role within the industry. Seek to lead or dictate the way ahead.

	Look for opportunities to grow and diversify in a way that no one in your industry has done before.

	Don’t be afraid to be the first to change the model for how things are done.






Innovate and thrive
In today’s fiercely competitive business landscape, “innovate or die” is an apt phrase; innovation drives growth, and helps CEOs gain competitive advantage. Innovation goes beyond products and technologies to new business models and processes. The ability to innovate new technologies and products often requires innovative ways of working to release the thought potential of the workforce.
  For example, Nintendo’s CEO Satoru Iwata, thought outside the box when he gave his creative teams free rein. The Wii console and its motion-sensitive wireless controller were the result. Rather than focusing on creating a more powerful, faster console, as is the games industry norm, they focused on the users’ emotional experience, and as a result opened up the console world to an untapped public of non-gamers.
  Other CEOs look to encourage and fund technical innovation from outside. At Shell, Jeroen van der Veer’s GameChanger programme seeks out people with novel ideas and funds the most promising. One of these innovations, inspired by a foam toy that swelled in water, has enabled the oil industry to stop depleting reservoirs producing more water than oil, increasing oil flow by 600 per cent.

“The best way to predict the future is to invent it.” Alan Kay, formerly of HP Labs

Empowered to innovate
Innovation takes several forms. Many risk-taking, assumption-challenging CEOs have had direct input into product and service innovation, with some individuals redefining entire industries. For example, Nicolas Hayek’s designs made Swatch a global fashion phenomenon and the world’s biggest watch manufacturer in the 1980s. Like his father, current Swatch CEO Nick Hayek Jr has launched various innovative products: from time-saving Swatch Access technology that bypasses queues with scannable pre-loaded admission tickets; to a time piece that downloads news, weather, and stock quotes from the internet.
  Another type of development is process innovation. Kiva Systems CEO, Mick Mountz, is revolutionizing things in the warehouse with his innovative robotic packing line. Collaborative mobile robots bring products to “pickers and packers”, reducing the number of people involved and increasing output.
  Personal collaboration is crucial when innovating. Even lone inventors need sounding boards and creative teams. Southwest Airline’s profit-sharing employees are empowered to innovate by CEO Gary Kelly. Ticketless travel, online boarding passes, and the first-ever desktop link delivering live deal updates, are the result of this forward thinking.
  The web has widened the ideas pool as ideas are shared and refined by internet communities. As a result, good ideas need to be produced and marketed quickly, before someone else gets in first. A team-led rapid innovation solution to this is “skunk works”: teams that produce innovative solutions to specific challenges in top secret.
  The first skunk works team was created by Lockheed in 1943, under Courtland S. Gross, to design spy planes. The result was the revolutionary U-2 spy plane, which was developed and test-piloted in just eight months. Many companies followed this example. IBM CEO Frank Cary implemented a research group to develop the PC, while Steve Jobs ran Apple’s breakthrough Macintosh computer project as a renegade skunk works.

Management innovation
Peter Drucker transformed corporate management. His study of General Motors in 1945 introduced the idea of simplifying company structure through decentralization, as opposed to command and control. Central to his philosophy was the belief that highly skilled people are a firm’s most valuable resource, and that managers should empower workers by allowing them to perform to their best ability. A more recent management innovation includes the performance metric “Economic Value Added”, developed by consultants Stern Stewart, pioneered corporately by Coca-Cola CEO Roberto Goizueta, and backed today by 3M’s George Buckley. EVA® establishes how much money each department has made by calculating its cashflow minus expenses, rather than using conventional accounting measures like profit. As such it is a useful metric for shareholders and employers alike, and can show how much more valuable a company has become over time.

Fresh minds
Other CEOs who have successfully innovated include:
Patrick Kron Alstom (Transport and energy: France)
Unveiled a new high-speed train prototype, the AGV, a bullet-type train with a cruise speed of up to 360 kmph (224 mph).

Edward J. Ludwig Becton Dickinson (Health sector: US)
He’s working on a cure for diabetes through adult stem-cell research, plus innovative technologies for preventing the spread of hospital-acquired viruses.

William Coley British Energy Group (Energy: UK)
Hopes to launch a new UK nuclear power station by 2018 to help lower carbon emissions and reduce imported energy reliance.

Michael Capellas First Data (Information commerce: US)
Spearheaded the launch of GO-Tag, a touchless payment method and prospective credit card successor.

Lee Jong-soo Hyundai Engineering & Construction (Engineering: South Korea)
Recently began construction of the Taean Corporate City, the first in Korea to combine cutting-edge tourism, environmental, and business functions.

Philip Cox International Power (Energy: UK)
Is leading the way in renewable energy as one of the top 10 wind farm operators with 57 per cent of its portfolio “modern efficient gas fired generation”.

Makoto Kawamura Kyocera Corp. (Diversified: Japan)
To take the lead in the solar power global market, Kawamura is building a new large-scale solar cell manufacturing facility to double its annual production.

Harold McGraw III The McGraw-Hill Companies (Media and information: US)
When McGraw took over his great-grandfather’s firm in 1998, ahead of the curve he generated revenue with BusinessWeek’s online presence.

Michael Mack Syngenta (Agribusiness: Switzerland)
Announced new technology developments to dramatically improve cost efficiency of sugar cane planting in Brazil. Has an annual market potential of $300 million by 2015.



Bill Gates 
Chairman & CEO (1976–2000), Microsoft Corp.
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A FLOPPY, GEEKY APPEARANCE and a commitment to large-scale philanthropy may give the impression that Gates is the easygoing type, but you don’t become the richest man on earth by being gentle. A confrontational manager and an aggressive business operator, Gates broke the mould of the computer nerd. His ability to play business hardball ensured that his company cashed in from the very beginning of the IT boom, and his demanding managerial presence has kept Microsoft at the heart of the computing world ever since.

“Success is a lousy teacher.” Bill Gates

College drop-out
After selling a computer program to his school at the age of 17, Gates continued developing software during a brief stint at Harvard. Dropping out of college to concentrate on his IT start-up business, he began creating software for a variety of systems, writing code himself, reviewing every single piece of code the company produced, and keeping an eye out for growth opportunities. When he was offered an agreement to provide the operating system for IBM’s new PC in 1980, he saw his big chance.

Aggression and drive
Gates’s deal with IBM demonstrated his acute business acumen and his taste for tough dealing. As well as providing the operating system for IBM’s ubiquitous PCs, Gates insisted that Microsoft retain the copyright to the system, in the hope that he would be able to license it to other hardware manufacturers. This contractual masterstroke spawned an entire industry of PCs that all depended on MS-DOS and put Microsoft at the centre of the computing revolution. That one move provided the basis for Microsoft’s phenomenal growth. Gates insisted on the creation of new products to consolidate the company’s position, and his aggressive management style continued to drive the business forward. He appointed equally tough partners, such as Steve Ballmer, but also generated a motivating corporate spirit that kept the best people coming to Microsoft. He was even harder on the competition, doing whatever it took to defend Microsoft’s dominance. Since 2006, Gates has devoted an increasing proportion of his time to the charitable Bill & Melinda Gates Foundation.

Biography
Born in Seattle in 1955. Gates wrote his first program, a version of noughts and crosses, on a school computer. He enrolled at Harvard in 1973, but left to concentrate on his software business.

Leadership style
Confrontational, direct, and abrasive. Gates became renowned for his demanding approach. He also ensured that Microsoft was a meritocracy, that it was product-centred, and that it looked after its people.

Key strength
Looking for improvement, always and everywhere.

Best decision
Insisting on keeping the copyright to MS-DOS in the 1980 deal with IBM. This was the key to Microsoft’s success.

[image: 1000 CEO]Lessons in business: Becoming dominant
Gates’s determination is legendary. Most senior managers know that they may have to choose between being well liked and less successful or well respected and capable of developing companies with dominant positions.
	Be prepared to take any steps that will improve your market domination – including litigation.

	Accept that your true aim is to be as near to a monopoly as you can and the law allows.

	When you’ve established a dominant position, pull out all the stops to defend it. Keep pushing or your dominance will crumble.






Jochen Zeitz 
CEO, Puma AG
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THE YOUNGEST PERSON ever to head a company on the German Stock Exchange, Zeitz was just 29 in 1993 when he became CEO of Puma. Many in the industry gave him little chance of turning around the ailing shoemaker, which was sinking under the weight of an outdated product line and $100 million in debt. Zeitz’s combination of hard-headed cost-cutting and a flair for freewheeling innovation not only made Puma one of the world’s hottest fashion brands but also created an entirely new market for sport-style leisurewear.

“You need to be relevant and innovative; that’s what counts.” Jochen Zeitz

A bold bet
After training as a marketer at Colgate-Palmolive, Zeitz joined Puma as business manager of footwear marketing in 1990. He rose rapidly as the company went through three CEOs in two years, and when the role came up once again, the company took a bold bet in hiring the youthful and dynamic Zeitz in the hope that he could provide the new ideas needed to put an end to eight straight years of losses.

Sport meets fashion
Zeitz began by applying the classic cost-cutter’s medicine. He laid off staff and closed unprofitable production lines and warehouses, and in 1994 produced Puma’s first profit since 1986. He continued with the tough treatment for another three years, stripping away bureaucracy, cutting the workforce almost in half, and shifting production to Asia, creating a leaner, more nimble company. He then made the key move of repositioning the brand, acknowledging it would never outstrip giant rivals Adidas and Nike. This was a bold stroke that changed the company’s emphasis from sports performance to fashion and lifestyle. Instead of trying to compete directly over the sporting usefulness of its products, Puma emphasized colour, line, and style. He brought in a range of high-profile designers to create and promote new products, crafting a cool, rebellious yet retro image that made Puma a hot fashion property. As a direct result of his strategy, the fashion sportswear side became the heart of the resurrected company, bringing high levels of profitability and altering the nature of the sportswear market, as competitors reoriented themselves towards leisurewear too.

Biography
Born in Mannheim, Germany, in 1963. He graduated from the European Business School with a degree in international marketing and finance in 1986.

Leadership style
Obsessive and controlling. Zeitz likes to take care of the details. He even operated as his own board-level finance director for much of his time as CEO.

Key strength
Having the marketing vision to see how sportswear could be made cool.

Best decision
Hiring top designer Jil Sander to produce a line of fashion shoes in 1998.

[image: 1000 CEO]Lessons in business: Finding a new way forward
Going head-to-head with stronger competition in your core products isn’t always the best way forward. Maybe those core products can be redesigned and re-launched. You might even create a new market.
	If you are continuously playing catch-up with a competitor, work out how to change the game.

	Look for brand “width”. To which markets would your brand name give you instant access?

	Try building new markets by experimenting with your existing consumer base; you’ll soon find out if you have created a new demand.






James Laurence Balsillie 
Co-CEO, Research In Motion
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THE BLEND of Balsillie’s business instincts with the technological vision of founder Mike Lazaridis has proved a potent combination at Research In Motion. The pair joined forces in 1992, and since then this unusual partnership has continued to work for Research In Motion, turning the BlackBerry into one of the most remarkable recent cases of innovation, making the company a technological and commercial powerhouse and firmly establishing Balsillie as one of the key business figures of the digital age.

“Business is not an exercise in perfection; it’s an exercise of optimization.” James Laurence Balsillie

The right match
When “Jim” Balsillie joined Research In Motion as co-CEO in 1992, RIM was a small technology company with fewer than ten employees and some interesting ideas. Mike Lazaridis had the technological vision to drive the company’s innovation, but the commercial side needed something different. Balsillie’s background as an entrepreneur, accountant, and CFO of another small technology company equipped him perfectly for the task of pushing RIM ahead, and his business instincts proved the ideal match for Lazaridis’ technological nous.

Commercial innovator
Sharing the CEO’s responsibilities between two strong figures would be a risky strategy for many companies, particularly a small one trying to take the difficult first steps toward growth. At RIM, however, the partnership unleashed the business’s potential of the business. A key part of Balsillie’s contribution to the success of the BlackBerry has been his well-tuned commercial antennae and strong business fundamentals, but he has also made innovations on the commercial side. His strategic decisions at first appeared risky but later turned out to be highly prescient. Among these were an early focus on business customers, which ensured RIM’s reputation for performance and quality by reaching the high standards required by business users. He also made a controversial move to sell through, and share revenue with, wireless carriers. In 2005, he began an aggressive push to expand internationally. Little is certain in the fast-moving technological world, but Balsillie’s reputation as one of its most effective players looks secure.

Biography
Born in Seaforth, Ontario, in 1961, the son of an electronics technician. Balsillie received a bachelor of commerce degree from the University of Toronto and an MBA from Harvard.

Leadership style
Collaborative. Balsillie encourages people to come into his office. He also believes strongly in adopting the right approach rather than trying to control outcomes.

Key strength
Connecting commercial and technological skills to create a powerful growth machine.

Best decision
Focusing the early growth of the BlackBerry on business customers, setting a firm foundation of quality and a good reputation.

[image: 1000 CEO]Lessons in business: Bringing skills together
At RIM new products are the result of synergy between the research and development, marketing, and production departments. Encouraging that synergy is part of the job of the CEO.
	Put acute business insights and far-sighted technological vision together in the right way and you can create something outstanding.

	Make sure that two minds are working together: one on operations and the other on vision and strategy.

	Understand what sort of a manager you are and find someone who can act in the complementary role.






Ma Yun 
Co-founder & CEO, Alibaba.com Ltd

SELECTED AS ONE of the 25 most powerful business people in Asia by Fortune magazine in 2005, Ma, CEO and co-founder of Alibaba, the world’s largest online B2B marketplace, is regarded as the pioneer of e-commerce in China.

“I hope I can set up a great company, which the Chinese people can be proud of because it’s truly home-grown.” Ma Yun

It was when visiting Seattle as an interpreter with a trade delegation that “Jack” Ma was first exposed to the power of the internet. On his return to China, he began creating websites for friends. After a short spell as head of the China International Electronic Commerce Center’s Infoshare division, Ma raised $60,000 to set up a business-to-business website, Alibaba, in 1999. Its early years were difficult and Ma was forced to make layoffs when the dotcom bubble burst. In 2003, however, an outbreak of SARS restricted travel in China but raised demand for online transactions, and Alibaba took off. That same year, Ma launched Taobao.com, a consumer-to-consumer auction website similar to eBay, which also incorporated an innovative online payment service, Alipay. In 2005, Ma acquired Yahoo! China, securing $1 billion of investment for Alibaba. Ma remains confident that Alibaba can survive times of economic crisis, and is committed to making Alibaba the world’s largest e-commerce company.
Biography
Born in Zhejiang Province, China, in 1946. Ma taught himself English and graduated from Hangzhou Teacher’s Institute in 1988.

Best decision
Taking Alibaba public in 2008, proving that a mainland Chinese company can be listed on the Hong Kong stock exchange and attract global investor interest.

[image: 1000 CEO]Lesson in business
Innovate or die – Ma has grown his company by addressing specifically Chinese market issues, rather than copying competitors’ strategies.



Jeff Raikes 
CEO, The Bill & Melinda Gates Foundation

THE UNSUNG HERO of Microsoft, Raikes created Microsoft Office, and made Windows the main profit generator of the most influential company of the past 30 years. Today he leads the Gates’s mission to promote global equity.

When Bill Gates, co-founder of Microsoft, decided the world needed an industry-standard operating system, Apple was the best on offer. It was Raikes who wrote to Apple suggesting the companies collaborate. This offer was regarded as a ploy and rejected, leaving Microsoft to develop its own operating system that could work on any non-Mac. While Gates’s vision underpinned its success, it was Raikes who made the system work. He asked the difficult questions, then created the software package, Microsoft Office, that would bring in the money. It is because of Raikes that most executives use Powerpoint for their presentations, Excel for their spreadsheets, and Word for their documents. In 2008, after record quarter revenues of $16 billion, largely driven by his Business Division, which still accounts for more than a third of Microsoft profits, Raikes left to become CEO of The Bill & Melinda Gates Foundation. Its asset trust endowment stands at more than $35 billion.
Biography
Born in Nebraska in 1948. Raikes won a bachelor of science in Engineering-Economics Systems from Stanford University.

Best decision
Bundling together Microsoft’s word processing, spreadsheet, and presentation applications as MS Office, the source of much of the company’s profits.

[image: 1000 CEO]Lesson in business
Give the customers what they want – in this case an “industry-standard” operating system (Microsoft Windows) and business software package (Microsoft Office).



Richard D. Fairbank 
Founder, Chairman & CEO, Capital One

FOCUSED AND TENACIOUS, Fairbank transformed the American credit card industry in the 1990s with innovative ideas such as “teaser rates” and zero-interest balance transfers drawing customers to Capital One.

“[Fairbank] eats, sleeps, and breathes Capital One and the information-based strategy.” James V. Kimsey, co-founder of America Online and director at Capital One

Richard Fairbank started his career in 1981 as a management consultant with Strategic Planning Associates. He began developing the idea that would become the hallmark of Capital One – namely its “information-based strategy” (IBS), which used a database-marketing approach to bring customized solutions to consumers. Along with fellow SPA consultant, Nigel Morris, Fairbank persuaded Signet Bank to implement the strategy in 1988. By 1994, the bank’s credit card business was growing so fast that Signet spun off Capital One Financial Corporation, making Fairbank CEO, and Chairman in 1995. More recently Fairbank has tried to reduce the company’s reliance on credit cards with the purchase of Hibernia National Bank and North Fork Bank, allowing Capital One to compete with larger financial institutions. He has since raised $750 million from a stock offering and, in a further move towards diversification, bought Chevy Chase Bank in a $520-million merger.
Biography
Born in California in 1950. Fairbank an received an MBA from the Stanford Graduate School of Business.

Best decision
Developing and using Capital One’s “information-based strategy” to customize financial solutions for customers.

[image: 1000 CEO]Lesson in business
Keep at it – Fairbank has had to overcome suspicion and resistance to his ideas, but his persistence has enabled him to build a Fortune 500 company from scratch.



Jiang Nanchun 
Founder, Chairman & CEO (2003–08), Focus Media

DESCRIBED AS CHARISMATIC and visionary by colleagues, Jiang is the founder and former CEO of Focus Media, the biggest digital signage company in China. He is one of China’s richest IT entrepreneurs.

In 2003, “Jason” Jiang joined Aiqi Advertising and transformed it into Focus Media, providing outdoor advertising on LCD displays. As chairman and CEO, Jiang designed the first LCD device himself and secured six-month trials on 50 buildings in Shanghai. He sold slots to major firms including Hennessy, FUJIFILM, TAG Heuer, and China Netcom, then secured $500,000 of funding from Softbank China Venture Capital, which in turn attracted a further $42.5 million in venture capital. This enabled Jiang to target buildings in Beijing, Shenzhen, and Guangzhou, as well as installing screens in supermarkets and airport shuttle buses. By late 2005, the company had 35,000 LCD screens in 52 major cities. A successful initial public offering in 2005 enabled Jiang to acquire rivals Frame Media and Target Media. Excellent results in 2007 were followed by a disappointing year in 2008, and Jiang was replaced by Tan Zhi, who in late 2008 oversaw a $1-billion M&A deal with online media company Sina Corp.
Biography
Born in Shanghai, China, in 1973. Jiang graduated from Huadong Normal University with a bachelor’s degree in Chinese language and literature.

Best decision
Acquiring Allyes Information Technology Company in 2007, allowing Focus Media to enter the world of internet advertising.

[image: 1000 CEO]Lesson in business
Learn to delegate – although Jiang built the business from scratch, he handed over the day-to-day running of Focus Media in the interests of good management.



Craig A. Dubow 
Chairman, President & CEO, Gannett

TAKING THE HELM of one of the biggest newspaper groups in the US, at a time of major crisis in the industry, Dubow’s innovations have led the way in the industry’s efforts to deal with a rapidly changing marketplace.

When Dubow, a Gannett veteran of eleven years, took over in 2005, newspapers had already been written off in many quarters as a dying dinosaur of an industry, a lumbering twentieth-century phenomenon destined for destruction at the hands of the fast-moving, user-driven world of the Internet. Newspaper circulations have continued to decline since then, but Dubow has taken on the challenge of transforming a company built for different times into one fit for a world of new media. His key initiative has been to reinvent newsrooms as “information centres”, aimed at distributing news and comment through a variety of media, whether newspapers, broadcasting, or online, and offering a flexible, responsive service that can combine the power of a large newspaper company with the immediacy of the internet. Gannett and the newspaper industry still have a long way to go to take on new media and re-assert old formats, but Dubow has at least begun a fightback.
Biography
Born in 1954. Dubow graduated from the University of Texas in Austin.

Best decision
Launching a comprehensive strategy to reinvent the old newspaper newsrooms as a system of “information centres”.

[image: 1000 CEO]Lesson in business
Combine the new with the strengths of the old – Dubow’s attempt to link new media with his company’s traditional strengths indicate that all is not yet lost for newspapers.



Hans Helmerich 
President & CEO, Helmerich & Payne

THE OIL AND GAS INDUSTRY was going through a tough time when Helmerich took control of the drilling company founded by his grandfather. His focus on new technology has made it the strongest operator in the business.

“Talent, skills, and training aren’t enough. They must be teamed together with the inner qualities of integrity and trustworthiness.” Hans Helmerich

When Helmerich took over as CEO in 1989, Helmerich & Payne was the only contract drilling company in the world making a profit. The industry had been severely damaged by the collapse of oil prices in the 1980s, but astute management and an expansion into real estate by Helmerich’s predecessors had protected the company from the worst effects. He built up the company for the future by focusing on new technology. The result was the FlexRig, a computerized mobile drilling rig that allowed wells to be drilled much more efficiently and with greater safety. It also gave scope for horizontal drilling, enabling companies to access reserves previously out of reach. With diminishing sources of easily accessible oil, FlexRigs, now in their fourth generation, have become an essential part of modern exploration and production, boosting the company’s utilization rates and revenues and giving it a secure place in a notoriously tempestuous industry.
Biography
Born in Tulsa, Oklahoma, in 1958. Helmerich is the third generation of his family to run the company founded by his grandfather in 1920.

Best decision
Developing an innovative, computerized drilling rig that opened up new possibilities for oil and gas companies.

[image: 1000 CEO]Lesson in business
Look to the future – by focusing on new technology in the tough times, Helmerich positioned his company perfectly for the next growth phase.



Qiu Bojun 
Chairman & President, Kingsoft

OFTEN REFERRED TO as the “Bill Gates of China”, Qiu is president of the Chinese software company Kingsoft. A Han national, Qiu once turned down a job offer from Microsoft in order to develop the home software industry in China.

“Greet success with equanimity; face disappointment calmly.” Ancient Chinese saying often quoted by Qiu Bojun

In 1989, nine years after first using a computer, 25-year-old Qiu launched WPS, a Chinese-language word-processing programme. More user-friendly to Chinese script than imported software, WPS was an instant hit in China. In 1994, Qiu founded Kingsoft, but in 1996, lack of capital to fund the updated WPS97 project forced him to sell his family home. Fortunately, the software programme sold better than expected and, in 1998, an injection of capital from the Lenovo Group resulted in a restructure, with Qiu Bojun becoming chairman and president. Since then, Qiu has shifted the emphasis from software development to internet-based technology, with three major divisions: WPS, anti-virus programs, and online games. Known for its innovative R&D, Kingsoft is a leading producer of online games in China, and has been trading on the Hong Kong stock exchange since 2007. Qiu is the company’s biggest shareholder, with more than 20 per cent of the shares.
Biography
Born in 1964 in China. Qiu graduated with a bachelor’s degree in information systems from the National University of Defense Technology in Changsha.

Best decision
Exploiting the niche for Chinese-language products. This led to great gains in a market that until then had been dominated by Roman-script software.

[image: 1000 CEO]Lesson in business
If you believe in something, be prepared to risk everything – Qiu sold his home to raise capital for the WPS97 project.



Jørgen Vig Knudstorp 
CEO, LEGO

FACED WITH RUNNING a cherished national institution, Knudstorp didn’t hesitate to make the sweeping changes in staffing, production methods, and product lines necessary to bring the LEGO brand into the 21st century.

Since its inception in the 1930s, the LEGO company has been synonymous with the founding Christiansen family. When former McKinsey consultant Knudstorp took over in 2004, he was only the second CEO from outside the family to run LEGO. Such a privilege might have caused a more prudent man to move slowly but Knudstorp recognized that LEGO needed swift, wholesale restructuring if the company was to survive. LEGO had been hit hard by the move away from traditional children’s games to the more hi-tech options offered by consoles and PCs. To offset vast financial losses ($300 million in 2004), Knudstorp implemented drastic job cuts and turned to cheaper factories in Eastern Europe to manufacture the pieces. Within a year of his arrival, LEGO was back in the black. Under Knudstorp, the company has expanded into advanced robotic technology, movie tie-ins such as the Star Wars range, and computer games in order to enhance LEGO’s future profitability.
Biography
Born in 1968 in Denmark, a short distance from Billund, the home of LEGO, Knudstorp holds a PhD from Aarhus University.

Best decision
Selling 70 per cent of the Legoland theme parks to the Blackstone Group in 2005, which dramatically cut costs.

[image: 1000 CEO]Lesson in business
Don’t be afraid of change – Knudstorp recognized that LEGO had to move with the times. The focus on “nurturing the child” rather than pursuing profit could no longer remain in the cut-throat 21st-century toy market.



Paul Jacobs 
CEO, Qualcomm, Inc.

WITH MORE THAN 25 patents under his belt, Jacobs is a leading innovator in the wireless technology field, and the man who has spearheaded Qualcomm’s success in wireless telecommunications research and development.

“Smart business people succeed because they get the advice in advance. They find out what the rules of the game are and structure accordingly.” Paul Jacobs

Having joined Qualcomm in 1990 as a development engineer leading the mobile phone digital-signal processor software team, Jacobs took over from his father as CEO in July 2005. Since then, he has been the primary driver behind Qualcomm’s focus on wireless data services. Jacobs is a long-time advocate of 3- and 4G and social networking, and has driven the company’s investment in new technology; its patents are an integral part of all 3G mobile networks. Among his many successes are an improved relationship with telecommunications giant Nokia, the BREW effort (a popular software platform for mobile phones), and Qualcomm’s development of mobile broadcast TV network MediaFLO, which provides live mobile television content via AT&T and Verizon Wireless, the two largest mobile operators in North America. Jacobs’ success has been proven by Qualcomm’s results, with increases in both licensing and chipset divisions contributing to revenue of more than $11 billion.
Biography
Born c.1962. Jacobs gained bachelor’s and master’s degrees in electrical engineering and a PhD from the University of California, Berkeley.

Best decision
Resolving the firm’s long-standing patent disputes with Nokia, resulting in a 15-year agreement, an upfront payment, and ongoing royalties, plus the ownership of a number of patents.

[image: 1000 CEO]Lesson in business
Keep on moving – Jacobs is consistently at the forefront of innovations, such as mobile broadcast TV network MediaFLO.



Jeff M. Fettig 
Chairman, President & CEO, Whirlpool Corp.

WHIRLPOOL HAS EARNED a strong reputation for its emphasis on innovation under Fettig’s leadership. In a market often dominated by price, he has created a distinctive platform for growth in a tough industry.

A career man at Whirlpool, Fettig was part of the leadership group in 1999 when former chairman and CEO David Whitwam decided that focusing on innovation was the best way for the company to advance in its tight markets. When Fettig was appointed chairman, president, and CEO in 2004, he intensified this approach, urging all employees to think of themselves as innovators, and increasing the number of new products in development. His intention was to attract consumers by offering products that stood out from the “white goods” crowd. Within a year, the company had trebled the volume of sales from new products, while plans were on target to continue boosting their share of activity to become the main plank of Whirlpool’s operations. The success of this approach soon became apparent. Within three years of Fettig’s arrival in the top job, the share price had risen by more than 50 per cent and Whirlpool had been recognized as one of the most innovative companies in the US.
Biography
Born in Tipton, Indiana, in 1957. Fettig earned a bachelor’s in finance and an MBA from Indiana University.

Best decision
Deciding to make new products the main focus of operations.

[image: 1000 CEO]Lesson in business
Find a new differentiator – in white goods, cutting prices is the usual way to increase sales. However, Fettig showed that innovation can be just as effective.



Green innovations
As governments invest in green technology in an effort to meet emissions targets to combat climate change, and customers place an ever greater premium on environmentally-friendly products, businesses have discovered fertile ground in the field of green innovation.
  The holy grail of green business is to develop products that not only protect the environment but also present a very real practical and cost benefit to the customer. Monsanto CEO Hugh Grant has set his company the task of finding one such product. Since taking the top job at the food biotech company, Grant has introduced a long-term goal of developing drought-tolerant seeds that offer increased yields and reduced environmental impact, whilst also using a third less fertilizer, energy, and water per unit.
  Another industry on the frontline of the environmental challenge is energy production. Here the big players have had to refocus on greening their business to survive, and find themselves playing catch-up with green start-ups that have the potential to replace them as the sturdy oaks of tomorrow. As the energy crisis looms ever larger, executives like “green revolutionary” Ditlev Engel, who has built his wind turbine company Vestas into a market leader in sustainable energy, are well placed to make a lot of money out of saving the world.

“As the technology develops and becomes more affordable… we can continue to expand… to pretty much anywhere where there is an ocean.” Phil Metcalf

Green tech ventures
Innovative green technologies have appeared in a variety of different sectors, from electronics to cleaning products, funded by “green capital” from banks adding environmental impact to their investment criteria. Where once CEOs in the energy industry were known for their naysaying in the face of climate change, public pressure and fast-depleting reserves of fossil fuels have prompted an industry-wide push towards sustainability. “Cleantech venture capitalist” Bob Metcalfe’s tenure as CEO at US alternative fuel supplier GreenFuel saw him push the company’s groundbreaking aim of harvesting second-generation biofuels by fertilizing algae farms with captured CO². Since handing over to former Dow Chemical executive Simon Upfill-Brown in 2008, Metcalfe has moved his focus to solar cell and geothermal technologies as partner of investment company Polaris Ventures. While 3Com Corp., the computer network company he founded, continues to uphold his green principles under CEO Robert Mao by providing the most energy-efficient switches on the market; a tiny technological innovation with a big impact on carbon footprints.
  By definition, green investors are in it for the long-term and few more so than Edinburgh-based Pelamis Wave Power Ltd, which, after nearly four decades of research, believes it has finally unlocked the concentrated wind energy of wave power, nature’s storage cells. CEO Phil Metcalf has presided over the development of the Wave Energy Converter, a marine hydroelectric generator of which a single machine can provide annual power for 500 homes. Opening the world’s first wave energy farm in 2008, Metcalf believes wave power is a cost-effective option ready to be rolled out across the seas.

Fuelling a green economy
With oil supplies running out and greenhouse gases rising, vehicle manufacturers, agribusinesses, and energy companies have turned to biofuels as a sustainable alternative to the petrol economy. Producers of the cheapest cars to the most expensive are investing: Ravi Kant, MD of India’s Tata Motors, is looking to apply biofuel technology to the Nano, the world’s cheapest car; while Bentley CEO Franz-Josef Paegen aims to introduce renewable fuels across the fleet. Converting to biofuels is seen as a great way to green a business, yet CEOs looking to invest in green technology need to tread carefully; what seems “green” today may not prove so in the future. Once seen as a miracle cure, many now argue that first-generation biofuels, particularly agrofuels from specific crops, are a disaster for the environment: the farming and production can be as polluting as regular fuels; some even release a gas 300 times more harmful than CO²; and the rush to supply biofuel crops has prompted an agricultural land grab, particularly in rainforest areas. However, hopes lie in promising second- and third-generation fuels produced from non-food crops, waste biomass, crop residues, and low-input, high-yield crops such as algae. Two of the top CEOs in the aerospace sector, Jon Beatty of German-US firm International Aero Engines and Robert J. Gillette of Honeywell Aerospace, are collaborating to develop jet fuel from algae-based oils. Others even hope to do away with fuel altogether. Arguably the greenest CEO on the planet is Guy Negre of French company Moteur Development International, who is working with Tata Motors to build a car that runs on air.

Environmental adventurers
CEOs at the vanguard of green innovation include:
Dov Charney American Apparel (Retail: US)
The clothing company sells only vegan-friendly clothes, has plans to use 80 per cent organic cotton, and uses scrap fabric in its underwear lines.

Amy Domini Domini Social Investments (Finance: US)
Has helped to bring ethical investment into the mainstream, by setting social and environmental standards for the funds they work with.

Mark D Morelli ECD Ovonics (Energy: US)
Pioneering innovations in the areas of hydrogen storage and regenerative fuel cells.

Jørgen Philip-Sørensen Ecover (Consumer products: Belgium)
The company’s green cleaning products are proving popular across the world.

Aloys Wobben Enercon (Energy: Germany)
Built the first turbine in his back garden in 1985, and has grown Enercon to become the largest turbine manufacturer in Germany.

Kouji Yamamoto Kansai Paint (Manufacturing: Japan)
Developed corn-based paint which has a lower carbon footprint than traditional paint.

Martin Roscheisen Nanosolar (Energy: US)
Produces thin-film technology solar panels, and is moving into nano-tech versions.

Yehudit Bronicki Ormat Technologies (Energy: US)
Has led the way in the eco-alchemy of converting waste into energy.

Hans-Otto Schrader Otto Group (Retail: US)
Developed PURE WEAR, a textile made from untreated, biologically-cultivated cotton.

Seiichiro Sano Sanyo (Electronics: Japan)
Under Sano’s leadership they are now among the world leaders in rechargeable batteries and solar technology.

Elon Musk Tesla Motors (Automotive: US)
Created the super-quick Tesla Roadster, which has single-handedly revitalized the image of the electric car.

Edmund Clark Toronto Dominion Bank (Finance: Canada)
Has set up a foundation to promote a range of environmental initiatives.

Trevor Baylis Trevor Baylis Brands (Electronics: UK)
Invented the Freeplay wind-up radio, demonstrating how an existing product could be adapted to save energy.

Peter Blom Triodos Bank (Finance: Netherlands)
Lends only to businesses that meet strict environmental and social criteria.
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