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Executive Summary

In 2015-2016, Jane (the Program Director of a Fortune 500 Company) realized she had a big problem 
that she couldn’t solve alone. As a well respected program leader, Jane was given a high profile initiative 
to tackle a new company challenge - a new consumer website. The way her company connected with 
existing and potential customers was changing, as was the pace of competition. Her company couldn’t 
continue to compete at a high-level without making this move to build a new consumer website. There 
was only one problem. Jane was starting at the ground level and had only a short 10-month time frame 
to make the target launch date in 2016. Though Jane was thrilled by the challenge, she knew it was a 
steep climb. Behind a cool and dynamic exterior, her mind raced as she thought, “There is no way we 
can make this deadline unless something dramatically changes.

How in the world will I be able to do this?”

The solution? Create a bridge to link those who build the website that touches the customer (e.g., IT) 
and those who form strategies for engaging the market (e.g., business).

By bridging the division between business and IT, Jane successfully fostered business agility within her
very large, traditional organization. This company’s line of business became an innovator that could 
launch a consumer website more quickly than the competition.

What follows is the story of how that bridge solution was established and evolved to create a business
agility capability that allowed Jane’s company to meet a real competitive challenge that allowed her 
organization to win.
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The Origin – How the Agile Bridge Solution Emerged 

“So, how did Jane do it?” I asked a number of agile transformation consultants.

“Simple,” said a lead consultant, who I’ve worked with before, “She had support from leadership.”

Another coach, chimed in, “Oh, yeah, I always tell my clients that without executive buy-in, they cannot 
have positive change in their organization.”

I pressed for more specifics, especially since I knew Jane’s success had happened in a traditional 
company with leadership very set in their ways. “But how did Jane actually earn this leadership buy-
in?” I asked.

“Well, she had company executives who trusted her and who were willing to change,” suggested 
another consultant.

“So, how did Jane build that trust?” I continued, “Did she just ask around, hoping to find someone who 
wanted to work with her? Was it basically luck?”

Silence. Blank stares. Then a vague, slightly defensive reply : “Yeah, well, she found a smart individual 
willing to take a chance and support her.”

The conversation ended there, and I walked away thinking, “I guess Jane is the one purple unicorn 
who did it, and no one really knows how.”

These thought leaders, like so many others, have spent years consulting, teaching, and writing about 
agile transformation. Each one knows his subject matter extremely well and has a ton of experience in 
agile transformation successes in IT departments. Yet neither could explain how a massive business 
change came about in Jane’s organization. Their only answer was that Jane had gotten lucky.

“Since the business normally just wanted IT to take orders and get the 
work done behind closed doors, we needed a way to get the business 

more engaged, and also excited, to be a partner in a common mission. ”
– Jane, Program Director, Fortune 500 Insurance Company
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None of it made any sense. I replayed Jane’s story in my head over and over again, determined to learn 
how she succeeded. I dedicated time to conducting interviews with Jane as well as numerous other 
agile experts and thought leaders. During my research, I continued to hear the same wisdom: the key 
to success is getting executive buy-in and support. But to my dismay, no one was offering a real plan 
for how to create an agile business outside of IT.

Then I realized something: Jane had not actually followed the typical approach rooted in getting 
buy-in with agile expertise. Her success story was about the unique ways she interacted with 
business leaders to earn their trust --- it was about establishing a new kind of relationship.

I thought to myself, sometimes the best answers are the simplest and the most challenging, and 
somebody needed to capture that story. Somebody needed to solve this challenge.

So I continued my inquiries —and the basis for the foundational book, Achieving Business Agility: 
Strategies for Becoming Pivot Ready in a Digital World emerged.

I learned how Jane’s strategy won over everyone for the necessary changes. To start her journey, Jane 
acknowledged that the business is different than IT and, therefore, requires a business-oriented 
approach. This approach must answer the looming question that various business executives will be 
thinking, which is, “What’s in it for me?”

KEY TIP
When an operating model or set of practices doesn’t get the outcome desired, stop looking to that 
operating model for an answer. The answer lies elsewhere and like everything truly valuable in life, 
it begins with finding relationships around problems that matter.

Companies are too complex and business is too fragile for any one typical approach to provide all 
the answers and solve all the problems.

Don’t look for traditional change management to achieve buy-in, but use unique experiential change 
management approaches of interacting with leaders to demonstrate immediate business impact.
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It’s About Conversations
Jane knew that convincing the business executives to change was not going to be easy. Business leaders, 
like most people, are generally attached to familiar processes they feel are tried and true. Jane’s own 
questions about how she could manage to bridge the divide between IT and business were an indicator 
that there was no simple methodology to guide her. So many IT leaders start off facing resistance left and 
right as business executives are unable, if not unwilling, to link IT successes with business outcomes that 
matter to them. She felt she had no chance of getting her message across.

What I eventually learned from hearing her story was that Jane had a breakthrough when she started 
talking about change in terms of what was in it for the executives. She discovered that business leaders 
will respond to an approach aligned with their own way of thinking, using their own business language, 
and which shows how they can benefit rather than defaulting to agile process jargon.

So, then, how did Jane do it? In analyzing this at length and interviewing her, it was clear that this had 
nothing to do with her knowledge of agile practices. Rather, it was really based on her conversations. As 
proven by Jane, getting agile business started has little to do with your agile practice knowledge. It has 
everything to do with the conversations you have that lead the executives to agree to change. Business 
executives will respond to an approach aligned with the way they think using their own business language, 
not process jargon. Jane grew trusting relationships by understanding how to communicate with the 
executives in their terms.

After listening to Jane and hearing of her conversations, a pattern emerged. Jane was bold in that she 
was bringing pressing business issues to light with senior leadership. She was alerting them to the 
consequences of inaction and that a new course was needed. But then Jane hit her stride. Through her 
carefully managed conversations she earned the right to start looking inside their own organizations to 
examine how they’re doing things that might be standing in the way of success. As Jane puts it:

• First, she said “I had to have the courage to sound the alarm and let
everyone know that there’s a problem and things aren’t what they
seem to be”. In this stage, while the business executive is thinking
they are doing just fine, Jane learned how to gain executives’
attention by alerting them that something is not right.

•  Once she got their attention, she said “the executives had to look in
the mirror and realize that the solution can be their idea since it’s
really residing in the way that they’re doing things”. In this stage,
Jane learned how to elegantly get the executive to co-author the
solution.

•  Once they realized there was a problem that needed to be solved,
Jane introduced the concept of customer value, saying, “I had to
put the concept of customer value in neon lights to show how they
will benefit by fixing the problem”. In this stage, when the business
executive was thinking about what they need to change, Jane learned how to enlighten them to how they
will benefit by solving the challenge to merge their respective missions to deliver customer value.

Based on Jane’s experience, we are introducing AiMM (above) that outlines her three strategies for 
succeeding in achieving business agility: Alert (and impact), Mirror, Merge.
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All of the steps Jane took are simply conversations that align with the way business executives think and 
make decisions. She earned their buy-in based on how her conversations aligned with their business 
perspectives. When Jane focused on conversations with the executive that stayed aligned with their 
thinking, she was able to bring them elegantly through their decision process toward change. By using 
Jane’s story as a guide for your change conversations, you will show how others can benefit, which will 
motivate them to join your movement to change.

“Finding the Why – The Challenge to the Business”
For most of its 100+ year history, Jane’s company sold insurance through agents that provide coverage 
to corporations, governments, and universities. Her company had been successful at selling health 
plans to these intermediaries, rather than directly to consumers. However, with the advent of the 
Affordable Care Act of 2010, the company realized the insurance agent model would be threatened by 
directly selling to the end consumer.

A flood of new digital competitors were entering the market. To stay in the lead, Jane’s company would 
have to quickly develop software capabilities that directly targeted the needs of these end consumers. 
If Jane’s company moved too slowly, it risked disruption from new entrants as well as traditional health 
insurers who were embracing novel technological developments. But if the organization transformed to 
take advantage of new consumer opportunities, it could significantly grow by 2020. Jane was in charge 
of this consumer initiative, which was scheduled to launch in 10 months and represented a major 
strategy for her company.

The way different divisions within the company worked and connected with each other to meet both 
customer needs as well as shifts in the market was too localized in certain areas of the organization 
and not others. Jane thought, “If I need the business executives to join my cause and adopt a business 
agility operating model to make this aggressive deadline, how will I get them to buy into changing their 
ways?”

Jane’s Challenge – Building Trust for Change
Convincing executives to change and adopt agile practices into the business is not easy. Business 
leaders, like most people, are generally attached to processes, ways of working, and people they feel 
are tried and true.

Jane had the daunting task of bridging the divide between IT and the other business functions in the 
organization. IT leaders start off facing resistance from executives that are unable, or unwilling, to 
link IT successes with positive business outcomes. On the other side of the coin, business executives 
encounter frustration with IT leaders who can’t sufficiently articulate how IT success and business 
outcomes are in fact clearly linked. Neither is talking the other’s language, and therefore there appears 
to be a lack of care and concern, which is often met with dismissal or hostility. Jane’s initial experience 
was no exception. She felt she had no chance of getting her message across.

Throughout the process, Jane was often ignored and challenged on her ideas. She had a breakthrough 
when she started talking about change in terms of what was in it for the executives. The secret wasn’t 
extolling the virtues of agile, but rather the virtues of solving systemic challenges for her company and 
the customer’s mutual benefit.
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KEY TIP
Change your communication style - Business leaders, like anyone else, respond to those things that 
mirror their own concerns or problems. Whether that leader resides over the supply chain, or holds 
the final say over product development, the key is to use their lexicon to define opportunity and 
commit to action. Define a key problem in the customer’s language and then tie it back to business 
leaders with influence over strategy and P&L using their own language.

Jane discovered that business leaders will respond to an approach aligned with their own way of 
thinking, using their own business language—not agile process jargon—and highlighting how they 
could benefit. She adopted the mindset of her business partners and learned to weave their needs and 
perspectives into her message, leaving jargon at the door.

The result was world- and game-changing. From that point forward, Jane was able to establish trusted 
relationships and effectively usher the executives toward achieving business agility – the ability to 
sense, attack, and win at the speed of disruption.

How did Jane learn to speak business language?

7
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Alert

The first step for Jane was stepping outside of a traditional IT mindset, and embracing a business mindset. 
Through her experience, she knew agility depends on learning to think and act like a business, within all 
the capabilities that make a business run – especially technology!

This shift in her thinking from IT coach to business-minded guide opened up a new world of learning and
interest. She learned that executives respond best when the alert is clear and relevant. There are so many
cares vying for executive attention that, without a clear alert, the best she could get from her business was
minor responses and polite declines.

Facing an aggressive deadline for a launch of her company’s new consumer website in just nine months, 
Jane was nervous as she knew the only path to success was to convince executives in her company to do
things differently. Falling in line with the existing operating model would likely mean failure, so she resolved 
to push forward.

Jane wasn’t certain how she would do it, but she knew one thing: it was up to her to get her business 
executives, and not just IT, to embrace a more agile mindset and behaviors in order to launch the consumer 
website on time.

Jane arrived at the office with trepidation, knowing she had to contact busy executives to ask them to put 
more work on their plates and implement agile practices into their departments. Initially, she made many 
attempts to engage the business executives with no success.

When we discussed how to improve her situation, I advised Jane to contact executives with a different 
approach. Rather than asking them to change to agile ways of working, she needed to alert them and raise 
their awareness to an emerging problem that would impact their success. Preparation for this approach 
would entail research into a looming threat for the business, enabling her to knowledgeably speak of and 
hypothesize about a troubling situation; providing advance notification to the executive.

8
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SIDE BAR: Avoid the “Polite Beg”
When Jane started her campaign for engaging the business executives by calling and 
emailing executives in her company, she’d politely ask them to meet with her, so she could 
explain how she wanted to implement an agile approach for the consumer website and 
that she needed them to change as well. She would say something like, “I would like to 
meet with you to let you know we are trying to implement an agile approach with the new 
consumer website we are launching and would like your help,” or  “Since agile practices 
have been successful in IT, I was wondering if you would like to meet about expanding these 
practices into your business unit for the consumer website,” or “I was hoping we could 
meet to discuss your plans about implementing agile practices for the consumer website.” 
The approach didn’t result in many meetings. In retrospect, Jane was not really betting the 
business would feel charitable and responsive to her “polite beg.” Well, that approach didn’t 
result in many meetings as executives avoided her inquiries.

She was making her outreach before she had a compelling reason that would make the 
business want to meet with her. In reality, this approach simply told executives that she 
was not prepared. They interpreted this to mean that if they met, they would be doing all 
the work to help Jane to get an agile expansion going. Jane was essentially telling business 
that she wanted to meet with them to benefit her, not the business. Focusing on “polite beg 
calls” without having done adequate homework yielded few positive results. Jane failed to 
identify a compelling reason for the business to meet with her.

Jane took this approach and heard a distinct difference on her next call. She still remembers the VP’s
voice on the phone when she explained the business risks and opportunities. There was a pause, and
then his tone shifted. He was intrigued and while not appeasing Jane, he wanted to learn more. The 
case she presented made him pay attention.

The conversation she initiated was focused on something the executive cared about. We all respond to 
what we care for and ignore what we do not. There just isn’t enough time in the day to solve the world’s 
problems, only those that help you grow opportunity and stave off competition.

From that point on, Jane actually enjoyed asking for executive meetings. She presented her case with
a palpable sense of purpose because she had something meaningful to share with the business
leaders. As Jane put it, “I knew I could give them a real reason to meet with me. I was able to sound
the alarm, making each executive aware of a particular issue that threatened to impact them
negatively.” Jane realized and began to see proof that gaining long-term, organization-wide
commitment for an agile business cannot be done with a heavy-handed approach but requires more
empathy, awareness, and a partnership-based approach.

KEY TIP:
Sounding the alarm requires you find a problem an influencer cares about, the more world changing
the better. People work hard to be heroic in their role, the most successful of us are drawn to solving
the world’s toughest challenges. You need to cue that challenge up and relate it to their success –
using their own words and perspective.

9
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Look in the Mirror

“It happened again,” Jane reported. “Things seemed to be starting off just fine in my first meeting with 
the business executives because there was common awareness about the company problem. Then, I 
was frozen out from further communications.” Over and over, Jane heard the executives say the same 
thing after she met them: “I understand that our company has challenges, and you are passionate 
about agile practices that IT has been using, but I don’t see how this has anything to do with us.” The 
executives cut their meetings short and Jane struggled to re-establish meaningful dialogue.

Jane made a key mistake – she raised the alarm in the executive’s own language but provided a solution 
that wasn’t in their own language.

The negative consequence was a product of her drive to sell agility, and like oil separating from water, 
the executives lost the connection. In her case, the executives deflected what they perceived as self 
serving advances of her agenda. She didn’t make the solution their idea.

I shared with Jane the foundation of my experience: “Take the time to discuss how the executives do 
things under their current operating model and lead the conversation so they can feel heard and draw 
their own conclusions. Essentially, be a “‘mirror’ for them, making it their idea, beyond them simply 
being part of the solution.” Then, we discussed how to implement this approach with the practices and 
preparation I successfully had used in the past.

With an approach directly applied to her company’s business, Jane returned to these executives, 
offering to listen to their perspectives in a two-way conversation, instead of a pushy presentation. She 
proceeded to her next series of meetings with a collaborative tone and began converting executive 
intrigue into trust by discussing their operating model and their perspectives in dealing with the looming 
company problems. 

10
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KEY TIP
All heroes need guides, but they don’t need more heroes - that detracts from their desire to influence 
and win. You need to be a guide and facilitate, show them a problem and use a practical approach to 
guide the formation of their solution. In that way, they can still be heroes and learn - their investment 
in your message and your authority will only increase.

Focus on conversing with executives to foster awareness versus presenting to educate them or 
having them buy-in. Embrace where they are, “what’s in it for them,” their language, etc. Also 
challenge and provoke them where appropriate to help them recognize the options to opportunities, 
threats, and risks.

Rather than blurting out what she wanted to share, she allowed them to explain their operating model 
and then led them in identifying the root problems that could be addressed.

Later, Jane told me, “During these collaborative and co-creative conversations, I got the executives to 
look in the mirror, put egos aside, and recognize and acknowledge that their existing operating model 
will not solve the company problems.” Jane anchored buy in with her business colleagues by not just 
listening. What Jane did was actually play back what she heard and asked clarifying questions until 
the business leader said “Yep, that’s it. You got it.”

When the executive can take this mirror concept and turn it inward on themselves and their organization 
- that’s when IT professionals can link what they’ve learned to doing something about the problem. This 
is a critical conversation to bring them to that realization while respecting their views.

Executives at this stage are aware that the company is dealing with a problem of increased competition 
and customer pressures, but lack awareness that they are a part of the problem. Whether you have 
created executive awareness that this company problem exists by sounding the alarm, or they had that 
awareness already, you must now provide the knowledge that the operating model is a contributing 
cause to the company problem. What’s needed now is for the executives to understand how the current 
ways of operating are contributing to the company problem, and how they are important as a part of 
the solution. If they stay focused on their department silo and don’t change perspective to a company 
view, they will never understand the ramifications of the company-inhibiting operating model. Their old 
ways of doing things are hurting the company in today’s digital age. So, it’s time for them to “look in the 
mirror” and develop a clear understanding of how their behaviors have contributed to their dilemma as 
well as how they will be instrumental in creating the future.

This mirror conversation is not a presentation about agile, but rather a collaborative discussion to create 
a solution to the agreed-upon company problem. This conversation is designed to solicit their input 
and encourage them to share their own views, thoughts, and opinions about how to solve the company 
problem. As a result, the executive will be reassured that their perspectives are respected, and they 
will have input on any changes that would be required, as opposed to having change imposed on them

11
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Merge

Jane’s collaborative mirror discussions created a common mission to solve a problem. Next, Jane set 
out to show how implementing agile practices in the business can solve them. She setup half-day agile
knowledge-sharing workshops to educate the executives from IT, marketing, finance, and channels 
about agile practices.

During these workshops, agile experts taught essential agile principles and concepts in highly interactive
and practical sessions, but not as exhaustive educational presentations. This sounds like a formula for
success, right? That’s what Jane thought at first. That’s what she hoped. Unfortunately, while these 
workshops left her feeling good, the response from executives was surprisingly ambiguous.

“Thanks for the nice teaching session about all the new agile concepts,” they said. “We understand 
that these are interesting ideas that have been implemented in IT, but it’s just not ready to work at the 
business level.”

This subdued mood laced with skepticism was not the anticipated response.

Jane sat at her desk and stared out the window in disbelief. She had been geared up for a grand 
presentation by her team of agile experts just hours before; now she felt a cloud was hanging over the
whole initiative. She mulled over how she could have prevented this push back from the business after
things had seemed so promising. Though these executives had recently agreed they needed to change 
their operating model to deal with the company problem, they remained unconvinced that agile 
practices were the answer.

With this resistance and a short timeframe to build the consumer website, Jane’s path ahead was 
looking painful. Would the company remain mired in the old way of operating and miss the looming IT 
deadline on this new initiative?

12
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Jane called me with the bad news.

“We had a great agile training session and now they are expressing major doubts about whether it can work 
across all their business areas,” Jane said.

“What do you mean?” I replied. “Who has doubts?”

“Our channels and marketing leaders, all of them,” Jane responded with a hint of exasperation in her voice. 
“For the past few weeks, I’ve invested time to educate these executives, but they don’t believe it can actually 
work as we are about to go big,” she added.

“What do you think is going on?”
None of it seemed to make any sense.

Call out?
What was it this time? Jane trained the executives and the rest of the business in agile concepts, but 
what she actually needed was to show the concepts working and driving tangible successes.

After some discussion, I suggested to Jane, “Instead of focusing on interesting training workshops about agile 
practices, you should switch to focus on the outcomes that benefit each executive within their respective 
department. Speak only in terms of delivering customer value and show them how success looks with a pilot 
demonstration. Instead of teaching agile concepts, show the executives how it helps accomplish their goals 
by delivering customer value while solving the company problem.” We brainstormed and determined the best 
ways to prepare and deliver this approach in her specific scenarios.

It all went toward focusing everyone on the customer. Jane needed to remember the company’s desire to 
bypass insurance agents and go direct to the customer, and using the website to assess the coverages they 
need. This was part of a company goal to satisfy self-directed customers who want an easy to use website 
to browse and make their own choices. So, Jane revised her approach to direct attention toward delivering 
customer value as the best solution to deal with the company challenge. She later said, “I had to put the 
concept of customer value in bright lights so that executives could clearly see how to solve the company 
problem while benefiting their department.”

Jane shared, “I gathered the leaders from IT, marketing, finance, and channels, worked with them to merge 
their missions around our customers, and while it was not easy or immediate, they did put the customer at 
the center of our activities.”

This would be a new way of thinking for the executives and other teams across the organization, to be completely 
anchored in customer value. That’s because the measure of success was always based on department 
metrics, not on how much customers value the company’s products. Departments and their leaders were so 
focused on their own interests that they often lost sight of the customer and market opportunity, because it 
felt worlds away from what the company structure told them they should value. 

After articulating the benefits of an improved customer-oriented operating model, we architected a plan to 
demonstrate the possibilities and show proof by running a pilot program. Instead of rolling out agile training 
classes for executives to learn agile practices and teams across the organization, Jane got the executives and 
teams motivated by shining the light on how each executive can benefit from delivering customer value with 
this new operating model focusing on self directed individual choice in purchasing insurance. 

13
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To merge separate missions, you shine the light on a new way to make product decisions that will best deliver 
customer value. Your task at this stage is to demonstrate how the executives can benefit from a new operating 
model to address the company problem. In Jane’s case, before she could have her team start building the 
website, she had to anchor the need to address the needs of the new insurance consumer that wanted to use 
technology and go as far as they could on their own in their insurance decisions before engaging an agent. You 
will, therefore, need to take action as the first step toward this change by illuminating how each executive will 
benefit by improving the operating model to solve the company problem.

Use the merge strategy when an executive recognizes, acknowledges, and accepts that the company or 
department operating model needs to change in order to address the company problem. They are open to 
looking at alternative operating models to solve this company problem. Although executives at this stage may be 
open to change, they don’t necessarily know how. So that’s your job now. It’s now time you explore to discover 
the answer they are seeking. Your shine-the-light conversation will show them a new improved operating model 
that will solve the company problem and benefit them as well. It’s time to shine the light on the solution, giving 
the executive the ability to merge separate missions and implement a new improved operating model. When 
you merge, your action will create a tipping point for the company to take action.

KEY TIP
Belief is achieved through experiencing a ‘why’ with tangible outcomes, not merely being educated or 
informed on something. The key is helping people think about who and what their departments can become 
through changing their ways for a ‘why’ that not only touches on but transcends their self-interest.

Build experiences based on the ‘why’ and build empathy with a clear vision of the opportunity. Everyone 
wants to grow and win - show your partners how this is only possible together!

Jane’s Success
Jane launched her website on time in four major markets and her company captured market share before the 
competition. As a result, the shareholder value increased since the company proved it could compete in the 
new competitive landscape and go direct to the customer.

After a few weeks, Jane reached out to share more about her success and came up with a formula. In our 
conversation, we recognized that there was a common pattern for aligning business and technology, what I call 
“Alert-Mirror- Merge” or AiMM.

Alert focuses on gaining interest based on “impact” of inaction in dealing with competitive and customer 
changes: “Alert” relevant executives about the looming company challenge and the (i) impact of inaction that 
creates the desire to pay attention.

Mirror focuses on collaborating and co-creating a unified ideal state that is mutually beneficial: “Mirror” to 
reflect, collaborate, and co-author the ideal state that addresses the challenge and mutually benefits both 
business and technology.

Merge focuses on demonstrating what success looks like when merged missions come together with the 
customer at the center: “Merge” by showing how success looks when merged missions come together to 
deliver customer value - achieving business & technology alignment!

14



eBook: First F500 Agile Business

CUSTOMER

ALERT

MERGE MIRROR

The intent of this story is to become an example of business 
agility success during any of the strategies outlined in the 
book, Achieving Business Agility: Strategies for Becoming 
Pivot Ready in a Digital World 

If you are interested in learning more about AiMM or putting 
it into practice and bridging business and IT, please 
click here to ask for a free overview.
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About the Author 

John Orvos brings techniques from over 20 years’ experience as a business consultant, agile practice 
leader, and award-winning agile strategist. John has led transformations along- side hundreds of agile 
consultants dealing with adopting and scaling agile in Fortune 500 organizations. Over the past two 
years, John has been challenged by these customers to accomplish even more ambitious goals—
an agile business— in order for them to better compete against digital disruptor competitors. John 
provides a fresh business-oriented perspective on how to enable an entire organization to achieve 
business agility. 

Note to Reader
The purpose of this story is to show how business-oriented (AiMM) strategies were used to accomplish 
the fist Fortune 500 Agile Business. To qualify that statement of the “first fortune 500 agile business.”

1) By definition “agile business” means the ability to “sense and respond.” That is much different than
having agile scattered around different business units - which is agile practices “in” the business unit.
Agile “in” the business is not the same as as an agile business or business agility since it only benefits
that department, but does not connect to products being delivered into the marketplace. Please refer
to this article on this topic for details on the differences.

2) There are other software companies like Amazon and Google that are agile already but we’re not
counting them because they started as agile software companies from day one. We’re talking about
non-software companies or non-ISV. Now, it’s possible there might have been other agile businesses
back in 2016, so we do acknowledge and recognize that as well.

Disclaimer: In order to protect confidentiality of the company we had to change names and insert 
fictional story fillers that do not impact to core strategies outlined.

16




