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“Mickey is a great leader, and I am excited that he is sharing his lessons on leadership with 
the broader business community. He has a wealth of unique experience and brings a distinc-
tive perspective on best practices relevant to managers at all levels”. 
Dominic Barton, Global Managing Partner McKinsey & Company
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“As a global hub airport we clearly recognize Mickey’s observations. His thinking inspires Roy-
al Schiphol Group and me personally to put our contribution to society even more central in 
our objectives and be ready to accommodate the needs of an increasing globalized world”.
 Jos Nijhuis, President & CEO of Royal Schiphol Group

“Mickey helps you to understand complexity in a simple way: great insights in how you can 
adapt your thinking to present realities”. Jeroen van der Veer, former CEO Royal Dutch Shell

“The world’s complexity grows exponentially. “Management Made Simple” will help you 
 understand how to deal with this increased pace of change, the main global issues and the 
role and responsibility of corporations”. Feike Sijbesma, CEO Royal DSM

“Mickey Huibregtsen has shown a unique ability to create a bridge between fundamental 
and applied science through his many initiatives”. 
Bernard Wientjes, former President of Dutch Employers Organization

“Mickey is one of the front runners in integrated thinking about management and its social 
responsibility. This book confirms his reputation both as an original analytical thinker and
a socially engaged leader”. Albert Roëll, Chairman KPMG Netherlands

“The world’s increasing complexity calls for a sharp mind, a deep understanding and a 
 borderless creativity as offered by Mickey in this book”. 
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This book is dedicated to all my clients, 
who taught me so much and were 

such a joy to work with.
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Simplification is one of the major challenges of the twenty first century. 
For many people the modern world has become too complicated to 
grasp. In a business environment that is changing faster than ever, the 

complexity of running an organization – business or otherwise - is overwhelm-
ing for many managers. 

They feel that they are losing control over all that is going on and as a result 
do not know what to do when. Their leadership becomes ineffective and risk- 
avoidant. Visionary leadership coupled with fast and clear decision making has 
become a thing of the past in most organizations, apart from some start-ups. 

In this book, Mickey Huibregtsen passionately advocates for the simplification 
of companies and society. Obviously, he has thought about this a long time. His 
arguments are not only persuasive, they are based upon many years of  experience 
within McKinsey & Company counseling a wide array of corporate, social and 
governmental clients. In addition he has founded and led several NGO’s in recent 
years. 

I have come to know Mickey as a visionary man. He has a broad perspective on 
things that are going on in the business world and society at large, and couples 
his insights with a strong intuition that leads him to where he needs to be. He 
shares this broad perspective with the reader in this book. A wealth of insights is 
the result, and I recommend Management Made Simple to all the managers who 
seek to be truly effective in the leadership of their organization.

Intuition is something that cannot be taught, because it is given. But all those 
managers that lost their intuitive ability because the reality of their organization 
became too complex, can use this book to regain their perspective and control so 
they can bring out their leadership qualities again.  

Adjiedj Bakas, author of Capitalism  
& Slowbalization
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The world is increasingly more 
complex and this makes 
management at any level of 

any organization more challenging. 
The purpose of this book is to help 
managers deal with this complexity 
by offering some simple concepts, 
models, and ideas on topics varying 
from corporate strategy to organi-
zation, leadership, and management 
tools. The underlying assumption for 
the book is that the only way of deal-
ing with complexity is to make things 
simple, but in the right way.

To determine whether a particular 
simplification is justified and pertinent 
calls for personal judgement. Thus the 
following only offers tools. These do 
not replace the need for a craftsman to 
select and apply them.

Before diving into the various ideas, 
it is important to understand some 
of the fundamental trends, and the 
scope for improvement in many areas, 
that are at the heart of the unnerving 
and escalating complexity that every 
manager is facing today as well as the 
desired paradigm shift that logically 
flows from this.

TOPICS OF INTRODUCTION 
• Trends 
• Scope for Improvement 
• Paradigm Shifts 

TRENDS
Many – generally very successful – 
books have been written about trends 
and the number of relevant trends is 
growing. To keep things simple, I will 
look only at those that seem most 
pervasive and relevant to both opera-
tional and strategic management. In 
my view these are:
• The accelerating pace of change 

in virtually every dimension of 
management.

• The increasing globalisation of 
business and politics.

• The escalation of the role of 
emotions in all our actions.

• The expanding role of corporations 
in society.

TRENDS 
• Accelerating Pace of Change 
• Increasing Globalization 
• Exploding Emotional revolution 
• Expanding Role of Corporation 

in Society 

All of these have been occurring 
for a while but have shown some 
 acceleration in recent decades so that 
their impact – once limited to inci-

Introduction
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dental aspects of the business – now 
tends to be pervasive. These trends do 
not operate independently, but rather 
tend to feed on one another. And other 
factors, such as information technol-
ogy, mobility, and liberalization of 
social and political values all interact 
with them.

Accelerating Pace of Change
Alvin Toffler in his 1970 book Future 
Shock, demonstrated exceptional 
visionary qualities by focussing on a 
topic that has since become a crucial 
element in everyday life: the ever- 
accelerating pace of change. 

Change is a relative notion. What 
constitutes rapid change for one 
observer may seem like stasis to 
another. For managers, the pace of 
change in their lifetime as manag-
ers is the most relevant reference. 
In those terms, it can be argued that 
in the 1960s most factors that were 
 critical to business managers – such as 
 technology, market preferences, and 
currency rates – changed only rela-
tively slowly. Many strategies in those 
days assumed a stable environment, a 
competitor that did not move, consum-
ers who were constant in their prefer-
ences, and fixed logistical and financial 
boundary conditions. 

A by-product of the accelerating 
pace of change we are now seeing is 
the greater possibility of fundamen-

tally unpredictable outcomes, despite 
the most thorough investigation of 
facts and trends. In short: everything 
impacts on everything else. This is a 
phenomenon – just like the weather 
– in which science, in the form of 
chaos theory, has taught us to prepare 
ourselves in developing strategies and 
choosing courses of action for a wide 
range of possible outcomes. 

A simple so-called “logistic” equation 
as shown in the following exhibit 
can result in a wide range of possible 
outcomes “Y” once the variable “X” 
surpasses a certain value. This “X” can 
be interpreted as a measure for the rate 
of change. All around us we see indica-
tions that we are far into this range of 
unpredictability.

 

 

Y Ultimate

X 

THE ULTIMATE OUTCOME 
UNCERTAIN … 

Ynext = X*(1-Y) 

Compared to yesterday’s walk through 
a desert, management today is a climb 
into the mountains. Managers can  
count on encountering ever-changing 
weather conditions and terrain. Changes 
can be both hard, such as currency 
swings, and soft, such as consumer 
 preferences. And the  continuous inter-
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action of all these factors can make it 
hard to precisely identify cause and 
effect in particular situations.

It is this combination of rapid change 
in the competitive environment and 
fundamental unpredictability of 
future events that has totally changed 
the landscape of management. While 
Darwin’s theory of evolution allowed 
for hundreds, if not thousands, of 
generations of a species to adapt itself 
to a changing environment or become 
extinct, managers have had to adapt, 
in a single century, to a move from an 
inherently stable to an inherently unsta-
ble business environment. It is thus not 
surprising that both the average age of 
corporations and the average tenure of 
its leaders have tended to decline.

Royal Dutch /Shell was one of the 
first large multinationals to introduce 
the notion of scenarios – alternative 
external outcomes – into their plan-
ning cycle. Originally, in the 1950s, they 
worked with two scenarios. Now there 
are many with subsets. Strategic plan-
ning in general must deal with this 
escalating uncertainty that sometimes 
leads to total ambiguity.

INCREASING UNCERTAINTY… 

Useful 
Prediction

Discrete 
Scenarios

Continuing 
Uncertainty

Complete 
Unpredictability

1 2 3 4 

1

2

3

A B

C D
?

This accelerating pace of change and 
increasing uncertainty of outcomes is 
visible in virtually all aspects of busi-
ness and organization, including: 
• Consumer preferences 
• The practical ‘life’ of a technology 
• The business make-up of leading 

corporations 
• The political landscape
• Currency fluctuations 
• Capital flows

INTRODUCTION OF 
TECHNOLOGIES ACCELERATES… 
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The manager of today, whether in busi-
ness or government or anywhere else, 
must deal with a factor that the human 
species by nature fears and tries to 
avoid: fundamental external change. 
And this in an environment in which 
making internal changes has become 
far more difficult because of ever more 
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