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So, here it is … the end of another month.  It’s a wonderful warm (not hot) sunny end-of-July day in Southern California.  It’s just the kind of day where all things of nature want to spring forth and should “here I am!” … as, unfortunately, all of the plants in the yard and in the open space between the house and Newport’s Back Bay are doing at the moment.  But it is just too nice a day to be pruning and trimming – and besides, July’s Off-the-Wall Comment(s) need to be contemplated.  So … off we go.  


Eastman's "Off-the-Wall Comment(s)"©  ...    
Since only a few OTWC readers will be in Orlando … and since what will actually evolve as answers in the interactive environment of a live panel … I decided to share my own perspective on my own questions (talk about bias!!!) in this OTWC.  Please keep in mind that NBTA is targeted at corporate travel … and because OTWC tends to reflect a broader audience group – a few of the thoughts here have been amplified; but do remain focused on addressing corporate travel buyer needs.  

I took Bob at his world … and penned 10 questions.  Two days later, I realized that I’d totally forgotten the number one key question – which became question 11; but is presented here as the first question (we’ll call it question double-one “;-] ).
11.   What is the governmental impact of deregulation?  

Effectively; deregulation removes the GDSs out of the purview of the Department of Transportation.  Antitrust issues now come under the legal guidelines of the Department of Justice, not DOT.  This has the potential to allow shifts in strategic and tactical focus in the arena of commercial relationships with airlines, interactive real-time packaging of integrated travel product, and in mergers, acquisitions, and other corporate governance issues.   The real question will be … to what extent the embedded management cultures can shed old processes and solutions – and reinvigorate themselves in response to the new set of guidelines?  Also, to what extent will the industry allow that to happen?  In this regard, IAC (Expedia, et al) has a head-start.   While it is a subtle change, its significant cannot be understated!  It dramatically changes the “playing field” and the “players” in which, and with which, the GDSs now find themselves.   

1.  What are the core problems with the GDSs as we know them today … and how does deregulation change that? 

The core problems are … 

(a) legacy embedded business processes

(b) legacy embedded technology paradigms



(c) embedded revenue stream that precludes investment in new model 

(d) embedded culture of senior executives with no real understanding of new digital hyperarchy of information.

The dilemma for the GDSs and the industry is that, in and of itself, deregulation does NOT change any of the core problems.  But deregulation does allow innovation of solutions to those core problems.  The regulated environment of the past virtually mandated and embedded these core problems – and prevented open market competitive alternatives from evolving.  Deregulation removes the legal barrier that blocked innovation in the past – and opens the industry to participation in the hyperarchy of information.  

2.  What is the "hyperarchy of information"? 

Hyperarchy is defined in contemporary business terms by Philip Evans and Thomas Wurster in the Harvard Business Review, September-October 1997, Page 75.  Evans and Wurster suggest that digital communication enables everybody to communicate interactively with everybody. The term takes its name from the "hyperlinks" of the World Wide Web and the "hierarchy" of the current commerce models.   Not only is the WWW a hyperarchy ... but, so too, is a deconstructed hierarchical supply chain within an industry ... and also object-oriented programming in software or packet switching in telecommunications.   "The hyperarchy challenges all hierarchies, whether of logic or of power, with the possibility (or the threat) of random access and information symmetry," say Evans and Wurster.  Evans and Wurster subsequently released a book in 2000 on the hyperarchy: "Blown to Bits: How the Economics of Information Transforms Strategy." 

The hyperarchy of digital information includes not just the Internet ... but Wi-Fi (and all of its evolving variants), interactive voice (and its evolving natural language technologies), text messaging, interactive PDA's, VoIP, cell phones, video conferencing ... etc.  Knowledge evolves as rapidly as technology enables ... but culture tends to inhibit widespread technology adaptation because technology solutions represent change in the roles of individuals.  Thus, technology and knowledge adaptation must attain some form of critical mass before it becomes acceptable for the majority of a society ... including, the travel industry.  Accordingly, knowledge expands technology adaptation as it serves people's needs ... both with more efficient ways to do things and by offering new opportunities.  Technology does NOT drive these changes -- people do!  

The hyperarchy of information is nothing more than the use of the digital hyperarchy to move information to-and-from people with needs – faster, more efficiently, and in context of the need for that information.  Information, in turn, becomes knowledge as it is applied to the needs of individuals.  

3.  How does the "hyperarchy of information" impact corporate travel?

In the hyperarchy of digital information … 

(a) information becomes contextual ... NOT sourced via content solutions

(b) information is ubiquitous and universally available ... changing the need for travel as well as the way one travels

(c) frequent travelers seek to optimize their needs -- enabling what they like to do (which is not always the most efficient) and either de-emphasizing or seeking maximum efficiency at things they do not like to do. 


The hyperarchy of information enables travel managers to better serve the combined needs of their key constituents … travelers, suppliers/vendors, while balancing the teeter-totter between corporate cost control managers and corporate strategies and tactics.  Deregulation will allow innovative corporate managers to find alternatives to the formerly bureaucratic and hierarchal structures that were embedded in the rules and processes mandated by the former DOT CRS rules and regulations.  

4.  How does the deregulated "hyperarchy of information" impact corporate travel management? 

The hyperarchy of information … 

(a) has the potential to enable cost-optimized travel planning when adaptive and flexible interactive information tools are used to capture and manage travel processes within the corporate environment; or loose control to third-party or further removed information managers if they are not

(b) will broaden the ability of travel management to directly control travel costs through interactive communication with travelers, vendors, and management  

(c) will enable access to a broader range of vendors that can better reflect the needs of the corporation -- in price, services, and/or "packaging" of travel services

(d) provides the opportunity to eliminate multiple layers of "middleman" where volume or control dictates, yet allows access through appropriate "middleman" when demand is random,  inconsequential, or temporary.

Deregulation and effective use of the hyperarchy of information will transform the work of travel managers – from the role of overseeing transactions and transaction management; to managers that turn real-time interactive information into knowledge targeted to serve the corporate strategic and tactical goals while optimizing the personal needs of individual travelers in the context of their immediate needs.   

5.  How are the GDSs we know today "responding" to this new future? 

The GDSs as we know them today are … and this is MOST IMPORTANT … trying to consolidate as much control over access to as many travel vendors as they possibly can ... as quickly as they can -- because their current revenue base is dependent on the transaction revenues produced by airline segments.  Given the new direct-access web-based links to airlines, GDSs without other complementary service providers (i.e. hotel, car, limousine, etc.) -- air segments will wane away.  

With this overriding GDS focus noted, individually … 

(a) Sabre appears to be focused on becoming the "middleman" switch across all vendor platforms; both in distribution and for airline hosting. 

(b) Galileo appears to be integrating its offerings interactively with the Cendant products to offer, effectively, a "preferred vendor" franchise solution. 

(c) Amadeus seems to be splitting its airline hosting from its distribution focus ... with emphasis on the airline vendor hosting venue -- and evolving its Vacation.Com type franchise model in the distribution side.  

(d) Worldspan is awash in a conundrum.  Having initially focused on becoming an Internet airline-switch platform, the ease of entry and attainment of critical mass of direct access via web tools is circumventing the need for a centrally hosted switch.  Accordingly, Worldspan is now being forced to "retrench" as vendor direct solutions prevail in the hyperarchy.  Yet they gave up much of their agency base during their effort to become the “internet switch”.  The IPO that was pending might have provided enough money to buy a retail agency of size and rebuild that structure ... but the IPO floundered.  Worldspan appears to have lost any identifiable strategic and tactical focus beyond recovering enough viability to allow the current investors to escape with their investment marginally unscathed.  And how to do that seems to remain a conundrum. 

6.  What sort of tools should travel managers be looking at as the industry and GDSs attempt to transform themselves?  

With the exception of Sabre, it does not appear that any of the GDSs have initiated contemporary technology solutions that will enable transparent integration in the hyperarchy of digital information.  This means that travel managers (or their agencies) that remain dependent on any given GDS solution will be increasingly at the mercy of the GDS -- more from the perspective of what they cannot access or obtain than what the GDSs will charge for their services.  

For those that remain tied to GDSs, travel cost control and management will become increasingly distorted and uncompetitive (i.e. meaning that travel manager will not be able to buy travel product as cheaply or strategically as the travel managers of like-industry competitors that are not dependent on sole source product distribution channels).  

Thus, it appears to me that travel managers must obtain (or mandate from its travel management agency) -- technology that enables and allows flexible and on-demand direct access to preferred vendors while concurrently enabling access to multiple middleman or third-party consolidators, packagers, or other bulk-buying outlets.  Such tools must also be able to adapt and change quickly to meet new knowledge-driven transformations of information services, travel product – and corporate needs!  The rate of change over the next 10 years will continue to compound logarithmically – and without a flexible information switch at the core of the travel product solution, travel buyers will become cost anchors for their corporations.   

7.  How long will the GDSs ... as we know them today ... survive? 

Critical mass for direct distribution has already been achieved within air distribution.  It is not yet dominant … but it is accepted and gaining strength.  The real question lies in how fast the established major vendors can evolve technology gateways to their legacy platforms that serve the needs of interactive contextual response -- as opposed to content demand resources
.  The issue is no longer in the realm of the distribution alternatives (i.e. GDSs) -- but in the source inventory platforms (such as the airlines, hotels, car vendors, limousine providers, etc.) that respond to the queries from disparate digital platforms throughout the digital world.   

8.  Given the current hyperarchy of information, how long will the GDSs be able to sustain their dominance in travel distribution now that the industry is deregulated? 

In my view, the current GDS and airline distribution structure will diminish relatively to the speed at which alternatives to ARC or BSP settlement solutions evolve within the digital platforms of the vendor providers.  Since alternative fully automated settlement solutions currently exist using contemporary technologies ... the real driver will be how quickly airline and other vendor managements come to recognize and understand the distorted cost base that is embedded within the current technology and business processes.  As the lower cost supply-chain alternatives become apparent, the need for the embedded centralized settlement process was go away – and the embedded dependency of GDSs for transmitting that key financial information will be removed.  But so long as culture continues to drive the decision making processes of legacy carriers and those vendors that offer co-dependent products …... the GDSs will continue to play an important, though diminishing role, in travel distribution.  

My current estimate is that it will take at least five more years before alternative settlement tools become sufficiently prevalent as to force the airlines and dependent vendors to begin to actively force change in settlement processes.  In part, that is because the all of the GDSs and many key airline and hotel vendor managers – have a vested financial or economic interest in sustaining the current embedded processes.  And it will take five years before the economic benefits of the alternative solutions become competitive product differentiators.  Within 10 years, both the GDSs as we know them today and the current settlement processes will be gone!   

9.  What role will travel agencies have in the future of travel distribution as the GDSs morph or disappear?  

It is important to recognize the source of revenue streams -- both historically and in the hyperarchy.  Stated somewhat simply, the GDS revenue stream is based, as with the airlines, on "butts in seats."  Each person in an airline seat generates revenue for the GDS -- whether hosting or distributing.  

Conversely, digital service providers generate their revenue largely based on transactions-per-second of processor time.  When one compares the number of seats in the air at any given second versus the number of clock-pulses in a digital second (megahertz) -- it is very clear that the revenue source models are not compatible!  They are fundamentally different businesses.  

In the past, travel agencies generated their revenue from the "butts in seats" paradigm.  But demand for knowledge and human service needs interceded.  When both airlines and GDSs were "butts-in-seats" driven, travel agents were transaction providers of those "butts-in-seats".  But with the emergence of Internet, travel agencies are being forced into balancing an amalgamation of the two different revenue models.  

Neither revenue model is capable of supporting an agency in today's hyperarchy of information. Both access to information and the cost of transaction processing have become too cheap. Thus, agencies appear to be evolving from transaction processing (butts-in-seats) thinking to a model of converting information-to-knowledge -- by using the digital hyperarchy to effectively manage the disparate management needs of corporate buyers.  

In many ways, the new agency revenue model is a melding of two different revenue models into a unique and disparate revenue structure.  That new paradigm will necessarily change the way travel agencies and corporate travel managers look at the travel purchasing and travel management solution. 

10.  How soon will all of this happen? 

Some of it is happening at this moment ... as reflected in the success of what many call the low-cost-carriers.  Some of it is in transition ... as reflected in the new hosting models being implemented by one-world and the STAR Alliance; not to mention the new Sabre architecture, Worldspan's conundrum, the Amadeus and Cendant/Galileo franchising models -- and new Internet distribution platforms like Orbitz and Expedia.  But until the airlines and other vendors evolve alternatives to the ARC/BSP settlement processes ... the process of transition will be slow.  But I suspect that few of us will find much similarity in today's distribution process with what will exist five years from today.  


Eastman's "Off-the-Wall Comment(s)"©  ...    
That snippet is probably worth a re-read.  

Pretty clearly, the smartphones and/or wireless PDAs are becoming major tools for corporations – not just individuals; but corporations.  Corporate and/or business travelers are typically high users of such tools … a necessary evil of being on-the-road.  And corporate and/or business travelers are dominant drivers in sustained travel industry revenue.  And for that matter, these same travelers are often those with the financial resources to enable high-end leisure travel as well.

What does this suggest must happen to the technology platforms currently in use by travel vendors, travel distributors and packagers, and traveler service companies?  

In my comment above (and footnote 1), I alluded to the issue of content providers and context enablers.  Given the rapid growth of smartphones and wireless devices  …(not to mention, interactive voice response technologies) … among the key targeted buyers of travel, one has to ask questions like …when the client is on the road,…   

… what is the likelihood that he/she will take the time to call an agency (airline, hotel, etc)  800 number for help when the information can be sourced and delivered via interactive voice or Wi-Fi message to smartphones or wireless devices?  

… how viable is a travel-web search or booking engine if its formats or advertising message consume all of the view space of a PDA or smartphone display?  

… will the digital bandwidth and/or the display or interactive voice structures allow widespread Orbitz or Travelocity-like searches for competitive offerings?  And if not, how will the industry adopt to this growing element of the hyperarchy?  

… how will large vendors entrapped in legacy-bound systems and processes, adapt or respond to serve the contextual needs of this new buyer dynamic (and don’t think for a moment that those people will be willing to wait until they get back to their hotel or one the phone to the corporate travel manager to execute their immediate buying need).  

We have long-lived in a world where information was content driven … content in the sense that buyers needed to access the inventory hosts through hub-centric data switches in order to find out what was available, when, where, and at what price.  Concurrently, these systems were (and are) constrained in the way that they accept input of purchases – always starting with point of origin, then destination, and then, if appropriate … added services (hotels, cars, limousines, ground tours, etc.)  

But few people (even travel agents) think “travel” in this way!  Rather, travel is most often developed on the basis of the destination … the need; where to be when.  From that context, humans “reverse engineer” their travel plan back to the point of origin.  As the speed of digital information … access and transformation into knowledge … increases – the time needed to “reverse engineer” planning and related product needs will diminish quickly.  This is particularly true in corporate travel where travel decisions are often made in the context of the particular moment or situation.  

It is the context of the situation that is driving the demand and growth of the smartphone and wireless products – and it is in this context that travel product must also evolve.  Last month I discussed the premise that legacy airlines and other vendors with established hosting platforms would necessarily be forced to use third-party intermediaries as the conduits of their core product – effectively front-ending their legacy inventory platforms with partners that can respond to the contextual needs of buyers.  

The inverse of this concept is tied to buyers … and the need of those buyers to search and obtain from the appropriate sources – business-rules driven contextual responses that are meaningful in somewhat constrained environment of interactive voice, integrated smartphone voice/text and PDA displays.  This leads to the conclusion that corporations … whether the corporate business itself or agency information/knowledge packager … must evolve real-time business-rules driven interactive digital switching solutions – through which the managers or packagers of travel products can interactively manage for each specific traveler, the real time responses to the contextual needs of those buyers.  

This suggests that over the next five to ten years, the industry will se an almost total reversal of technology focus.  Instead of vendors controlling the distribution through digitally channeled outlets originating from the content of their inventory – digital switching and management tools in the hands of buyers and packagers will interactively seek out contextually generated business-rules based buyer needs from available inventory sources.  Control will shift from suppliers to buyers … from content providers to context packagers … from centralized digital sources to node on wireless LANs channeled through corporate or packager control points.  

It is pretty amazing what can happen when one simply replaces a paper ticket with a digital token.  



Eastman's "Off-the-Wall Comment(s)"©  ...    
Peter graciously allowed me to reprint his questions.  You have probably already noted that I expanded a bit on his first comment in this month’s OTWC -- and I wanted to share my response to the second regarding “non survival.”  

“Non-survival” is subjective, of course.  Does Galileo “survive” as a subordinate of Cendant? Possibly … probably ... as it is a brand name that translates positively to agent intermediaries.   Does Galileo survive as a transaction intermediary processor of air, car and hotel segments?   Unlikely … as hub-centric management of PNRs will cease to exist as a viable management solution within in the hyperarchy of information; transactions will go direct or via “packager-intermediaries” who add value for the buyer to the product (as opposed to add value for the supplier as the GDSs do today).  
 
And as an aside … there are a lot of milkmen around; but most no longer deliver to people’s homes!   Rather, today’s milkman delivers in bulk to the retail store outlets (including Starbucks, airport caterers for uploading to airplanes, etc., as well as the local market; i.e. for contextual use of milk, not content use of milk).  These physical good’s outlets equate closely to intermediary-packagers of digital travel products.  


Eastman's "Off-the-Wall Comment(s)"©  ...    
The essay that Mark Prensky wrote is pertinent to anybody in the travel information management world. It is available at http://www.strategy-business.com/enewsarticle/enews063004.  In the following piece, Prensky is quoted in << black >>.  

<< Unprecedented changes in electronics and communications over the past 30 years have led to fresh patterns of thinking in … young “digital natives” — a new generation of people who are collectively harnessing both new technology and new behavioral skills — often to effect dramatic change within the organizations that employ them.  People under age 30 are better than any previous generation at absorbing information and making decisions quickly.>> 

While Prensky is talking about 30 year olds today … the up-and-comers among this group are beginning to penetrate the corporate travel markets … and will soon penetrate management levels where they become the key decision makers!  Whether buyers, sellers, or packagers, their approach to business and the use of information can be … and generally is … fundamentally different than those of us who grew up in a business world structured by the corporate and production hierarchies necessary to ensure effective mass communication.  Those communication structures that serve societies of the past … are being transformed by the very speed and ubiquitous nature of digital information access.   
<< Think about Microsoft in the 1990s. The software giant was rolling along with “billg” at the helm, garnering big profits, living off simple operating systems, and ignoring the Internet. But younger Microsoft employees, more in tune with today’s technology, began filling Mr. Gates’s e-mail box with charges that he was neglecting the Web, thereby putting the company in peril. The digital chant finally got loud enough for Mr. Gates to write a now-famous strategic change memo declaring that the Internet would now be at the center of everything Microsoft did. Here was an example of transformation — from the bottom up.
A recent tale of bottom-up change initiated from the U.S. military’s front lines is equally intriguing. Troops on the ground in Afghanistan and Iraq were issued “kits” that were less than perfect for their jobs. But with a quick Internet search, soldiers found clothing and equipment much better suited to dusty and intemperate Middle Eastern environments. They began ordering their own gear directly online, ignoring established procedures. Eventually, military brass was won over.>> 

While not driven by the under-30 crowd, it is worthwhile reflecting similarly on the dynamics that the so-called low cost carriers have created with their relational information management tools and non-traditional airline business processes – and the transformation that is being forced upon the legacy airline industry.  Or similarly, the transformation that Internet distribution of travel product is forcing upon the traditional “brick-and-mortar” retail stores.  

In his book, “The Future of Work
”, Thomas Malone paints a similar scenario.  Malone makes the point that throughout history, the declining costs of communication have driven the transformation of the work place … and of societies.  Malone refers to the new evolving business structures whose executives … “engage in dense communication” … “enjoy relative lack of centralized control” … and have … “the freedom to participate”.  

These are not information or business process structures found in today’s travel production or distribution environment; yet appear likely to become the foundation of integrated dynamic travel packaging.  

But back to Mr. Prensky’s essay…

<< Natives and Immigrants: Why do I call these young computer enthusiasts and organizational activists “digital natives”? Think about the extraordinary cumulative digital experiences of each of these future business, military, and government leaders: an average of close to 10,000 hours playing video games; more than 200,000 e-mails and instant messages sent and received; nearly 10,000 hours of talking, playing games, and using data on cell phones; more than 20,000 hours spent watching TV (much of it jump-cut-laden MTV); almost 500,000 commercials seen — all before they finished college. At most, they’ve logged only 5,000 hours of book reading.
This generation is better than any before at absorbing information and making decisions quickly, as well as at multitasking and parallel processing. In contrast, people age 30 or older are “digital immigrants” because they can never be as fluent in technology as a native who was born into it. You can see it in the digital immigrants’ “accent” — whether it is printing out e-mails or typing with fingers rather than thumbs. Have you ever noticed that digital natives, unlike digital immigrants, don’t talk about “information overload”? Rather, they crave more information.>> 

These “digital natives” are the market that today’s travel managers must begin to serve; not so much because they dominate the market yet – but because the “digital immigrants” must step up their pace of information management if they are to keep their jobs and live “normal” lives in the evolving hyperarchy of digital information.  It is not yet necessary, today, to solve the needs of the “digital natives” – but it is necessary to architect travel product and packaging solutions today that can expand and grow to serve the needs of those “digital natives” within five years.  To wait until the “digital natives” dominate the market will be sure business suicide.  

Respectfully,
\\ Richard  









From strategy+business©, June 30, 2004


Capturing the Value of "Generation Tech" Employees by Marc Prensky


Technology is altering the face of organizations in more ways than just by improving productivity. Unprecedented changes in electronics and communications over the past 30 years have led to fresh patterns of thinking in young "digital natives" -- a new generation of people who are collectively harnessing both new technology and new behavioral skills. Smart managers would do well by paying attention to these tech-savvy employees, who can be an enormous force for positive change and success in their companies. 





To read the full analysis go to: �HYPERLINK http://www.strategy-business.com/enewsarticle/enews063004 ��http://www.strategy-business.com/enewsarticle/enews063004�





e-Mail From: Peter Harbison  July 01, 2004 2:07 AM


Subject: Re: Eastman's "Off-the-Wall Comment's" _ 063004


�Thanks Richard for your usual thought-inspiring review.�I've just had a quick run through and will take with me on a flight to read.�But meanwhile, a couple of thoughts�1. I like your focus on the intermediary as the engine - or at least catalyst - of change; and �2. I may have missed it in my quick look, but is non-survival - under any circumstances - really the only outcome for some of these players? After all there aren't many milkmen around any more.�Best regards,�Peter Harbison�Centre for Asia Pacific Aviation -- Aviation Consultants for the Asia Pacific region�
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From Network Computing©, April 15, 2004


Wireless computing platforms are poised to have as disruptive an effect on enterprises as the PC did.  Where the PC shifted computing power to the desktop from the mainframes, wireless devices augment desktops and laptops, giving workers powerful computers that are always connected and ready to provide vital business data, thanks to their integration with enterprise information systems.  





…  Initial functions will be those that come preinstalled on these devices, such as synchronized calendars, contact management, wireless messaging and e-mail.  But applications will steadily expand over the next three years as organizations find new and innovative ways to make their people more productive by providing ubiquitous access to enterprise data.  





These platforms fall into two broad categories: smartphones, which have full-blown operating systems and can run applications; and wireless PDAs, integrated with Wi-Fi, cellular or both.  …[There are already] some 10 million smarphones in use … and wireless platforms will grow 86% per year through 2007; and ABI Research says 150 million units will be sold in 2008 alone. … [A poll of] 15,000 “Network Computing” readers [said] … three quarters have wireless trials, or partial or widespread, deployments, under way; 39 per cent have some devices and applications deployed in their organizations … and 86 percent view the platforms as addressing productivity gains for specific subsets of workers.  





From Robert Langsfeld, Travel Consultant, July 7, 2004


… e-mail to panelists that will appear on his GDS Deregulation and the Impact on Travel Management at the NBTA Annual Convention in Orlando August 1-4, 2004





… I would like to invite each of you to submit 5-10 questions that you want to have asked to you re: GDS de-regulation.


----------�GDS Deregulation and the Impact on Travel Management -- The US Department of Transportation has announced sweeping changes to the regulations governing GDS systems. Most rules were lifted as of January 31 with the exception of two rules that phased out at the end of July. This 75-minute seminar is an update to our February webcast on this same subject. It is designed to assist you in assessing the impact of these changes and offer an analysis of the effects of GDS deregulation on the corporation, the airlines, travel management companies and of course the four primary GDS providers.








� The difference between “content” (buyer goes out to a site that stores content for viewing the purchase) and “context” (product is delivered to the buyer in the context of the buyer’s current medium of access and the buyer’s use of the product being purchased) represents the next level of innovation within the travel industry.  Vendors with legacy systems or business processes unable to respond to buyer needs in the context and medium of the buyer’s choice when the buyer decides to commit – will simply wane away.  Source: Eastman’s “Off-the-Wall Comment(s)” June 30, 2004





� “The Future of Work: How the New Order of Business Will Shape Your Organization, Your Management Style, and Your Life” by Thomas W. Malone. Copyright 2004 by Thomas W. Malone.  Published by Harvard Business School Press
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