This chapter represents the Innovate Stage when
we focused on the top mission-critical outcomes p—
The first thing you want to do in transforming is to discover how they will be realized. g a— D

to get as far away as possible from what you do /
today Of ’ s D -

&

’ \ Chapter Two: Breaking from the Prison of Habit

The Epilogue

The era of making complex operational decisions based on GPS
outcomes with the velocity and precision created by gen-Al

Chapter Four: Reaching Your Destination

Chapter One: Jumping to the Future . . .
Imagine and visualize the future by applying Outcomes ’ Reshape and transform how work will be performed to achieve the cl?rc1J Ié\%ﬁe?/icr?gljetr?g %L\;teézlgdrﬁée e -
——1 Based Thinking (OBT), building the GPS and creating Betty -y SniEz] eUsEriEe o

o

- —

-—eeaes o o=

Mission critical outcomes are
unpacked to bring in other important

operating dimensions Chapter Three: Finding the Optimal Route

Build and test the process, people, data and application
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