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Introduction

The ability of organizations to act in an agile manner is addressed by terms like Business Agility,
Organizational Agility, and Systemic Agility.

Business Agility refers to an organization’s capacity to quickly adapt to changing market conditions,
customer demands, and internal challenges to gain or maintain a competitive edge. Its foundation lies in
technologies such as cloud and edge computing, microservices, and artificial'intelligence,shich enable
adaptable IT infrastructures. Business agility involves designing structures{ processes,and technologies
to be adaptive, with a shift from rigid hierarchies to flexible, team-based.approaches like DevOps, Design
Thinking, Agile methods, and Lean Management.

Key influences on business agility include:

o Agile Methods: Emerging in the 1990s, agile principles sfread beyond IT to other business areas.

e Lean Management: Focuses on waste reduction and contihuous improvement.

e Complexity and Systems Theories: Highlight th€é need, for‘flexibility, inteomplex, unpredictable
systems.

e Digital Transformation: Rapid technological developments force companies to become more agile
to remain competitive.

Organizational Agility or Systemic Agility is‘albroader conceptthat includes business agility and the overall
ability to adapt in culture, processes, and structures. It emphasizes self-organization among employees
and teams, promoting open communication, flathierarehies, and collaboration. Such organizations foster
experimentation and learning to,adapt quickly,fwhile focusing on innovation and creativity for long-term
success. Growth depends on individuabidevelepmentand collective intelligence, with Al further enhancing
these capabilities.

Park et al. [5] define Organizational Agility as‘acombination of Sensing, Decision-Making, and Acting Agility,
supported by Business Intelligence ‘andycommunication systems. The organization’s size significantly
influences its agility.

Bronlet [6] approaches Systemic Agilitythrough six elements: Sense of Purpose, Management Practices,
Organization Practices,linformation ‘Management, Agile Methods, and Agile Behaviors, within a VUCA
(Volatile, Uncertain, Complex, ‘Ambiguous) environment. He uses Dynamic Causal Modeling (DCM) to
describe nonlinear, interactions between systems and their environments, with wellbeing at work being
crucialtoisystem perfermance.

Infreviewing existing models for agile transformation, the authors found none fully met the need for a
comprehensive systemic view and practical applicability. These two elements are integrated into the
approachideseribedhere.

Agile Maturity Map for agile Organization

Conception

The Agile Management Maturity Map (AM?®) model, based on Hermann Haken's synergetics concept [7, 8],
addresses Agile Management and its transformation process, as detailed in previous publications by
Springer Verlag [1] and PMaktuell [2]. The model includes three system parameters: the organizational
mindset (primary order parameter), the team mindset (sub-system), and the framework parameters, which
describe the context of the organization or team. The control parameter, or intervention, is chosen to create
resonance within the system for effectiveness.
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Figure 1: Transformation model for agi 1]

rnance, and techniques. Developing an agile
mindset is crucial, and this lized through leadership principles for agility
(governance), as illustrated.in Fi ix AM® dimensions. These dimensions provide a framework

the journey toward ag

g arget state defined in a strategic process. For example, a
software compa

hile a hardware company may find level 3 sufficient. The target

state should b iew justed,over time.

The sixdi ering customer benefits through cross-functional teams, aligning with the
value strea i S'to market changes. The iterative-incremental approach enables timely
produ . Th zational structure should support decision-making at the point of action.
Leaders /self-organization to unlock the organization’s potential. A thriving agile
lea sential for growth in a complex, dynamic environment.

Agility eled through coordinated agile transformation management [9], which engages
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Figure 2: Dimensions of the Agil Map AM?

Methodological Approach

larger group. In a second step, the maturity map was cross-
ure review.

dimension described across five maturity levels. Agility increases from level
ess, organizations must interpret this framework in terms of a desired target
antly by industry and company. The current state is then assessed through a
ap between the current and target states defines the transformation path towards
he AM® model follows a systemic approach, offering guidance on the steps to reach

interplay of framework, control, and order parameters across the dimensions, which can only be briefly
outlined in this article.

The following sections provide a detailed explanation of the maturity levels across the different dimensions,
starting with customer benefits as the foundation for the agile approach.

1. Customer Benefits

Collaboration with the customer is a central value in the Agile Manifesto and has become increasingly
important in an era of constant change and rising innovation pressure. In the past, markets were often
stable with little competition, but today companies face ongoing pressure to protect market shares and
I ——
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drive innovation. This shift directly impacts how customer benefits is perceived and how companies
collaborate with their customers. This chapter explores the different maturity levels of the customer
benefits dimension and their significance in today's dynamic market environment.

At level 1, the focus is on basic customer needs, with companies aiming to meet demand. Products are
pushed into the market (PUSH) with the expectation that demand will be secured, often in markets with
little competition and strong market positions. At this stage, marketing and sales promotions are key to
ensuring product sales.

As markets become more saturated and consumer preferences shift, companies must adjust their market
strategies. Increasingly, businesses must evaluate consumer demand and align with it strategically,
focusing more on customer benefits. At this stage, the goal is to make products kno
(PULL) to generate customer loyalty. By emotionally engaging customers with thé s, companies
draw attention and attract customers.

customer benefits

5 Focus on agile customer collaboration

4 Focus on customer partnership
3 Focus on customer added value (innovation)

Focus on customer benefit (pull)

-
Figure 3: Di j nefits
In the panies adopt a more advanced customer benefits approach by focusing on
added i ecific products for different customer groups. This requires closer customer

understanding of their needs. Innovation becomes critical to gaining a
e globally, and even in consumer goods marketing, innovation plays a crucial role in

At level 4, companies operate in a volatile, uncertain, complex, and ambiguous (VUCA) market
environment, where continuous product and process innovations are essential. The focus shifts to
customer partnerships, where companies collaborate with customers to develop products that meet or
exceed their expectations. The goal is to integrate mutual interests into a beneficial partnership, focusing
on customer pain points and opportunities for improvement.

At the highest level, companies form co-evolutionary partnerships with customers. Success is driven by
innovation and customer-centricity. Products are developed jointly with customers as personalized
solutions that exceed expectations and enhance the overall customer experience. This level represents a
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deeper integration of the relationship between provider and customer, enabling continuous growth and
development.

2. Value Stream Orientation

A core aspect of agility is creating real value, central to other agility-related approaches like Lean [29] and
Critical Chain Project Management (CCPM) [30]. This value stream orientation focuses on how value
creation is structured throughout the organization [31]. Organizations at lower maturity levels often follow
a Tayloristic model, dividing the organization into functional areas aimed at high efficiency in specific tasks.
Taylorism and Scientific Management focus on manageable processes and clear causal relationships,
viewing workers as parts of these processes [32]. This model emphasizes stric ion of labor and
isolated task assignments, with optimization limited to local areas, ignoring broad @ reation (Level
1).

More developed organizations focus on defined processes, creating
Workflows are organized, and roles are clear, balancing efficiency,
adhering to internal standards (Level 2).

value stream orientation
N
)

5 Customer-integrating value stream

4 Focus on time-to-customer feedback
3 Orientation fowards value stream

2 Dominance of processes

Dominance of functional areas

determin loser to the production process. The more creative and variable the output, the more
significant th hift becomes. These organizations focus on value stream orientation, emphasizing
customer benefits and encouraging employees to shape value streams actively (Level 3).

As rapid developments enable faster customer feedback, agility becomes critical, especially for digital
products. This maturity level integrates customer feedback regularly. Organizations explore customer
perceptions and expectations while employees develop a deep understanding of value streams, products,
and markets. Optimization now includes reducing the time needed to obtain customer feedback on
innovations (Level 4).

At the highest level, customer preferences are integral to co-creative, integrated value streams [34]. Self-
organized collaboration across boundaries develops products, organizations, and value streams, with
teams having the autonomy, resources, and authority to manage value streams as needed (Level 5).
I ——
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3. Iterative-Incremental Approach

The increasing complexity of products and the rapid evolution of digital technologies challenge
organizations to continuously adapt their product development processes [35, 36]. A key focus is the
integration and effective use of rapid, cross-functional collaboration in value stream processes, especially
leveraging digital opportunities. As communication and quick implementation drive digitalization and
agility, the first level of the maturity model features clear, highly structured processes with established
requirement management. Responsibilities are well-defined and supported by central standards.

Iterative-incremental

approach

5 Integrated product development in increments

/i) Hybrid development of HW and SW
g J8| Usage of digital twins

Faster development cycles by digtal tools

"7

Figure 5: Dimension iten N tal%}h

of alization, where digital tools are partially used for modeling
ion of cross-functional teams promotes communication and

The second level mark
products and p
cooperation, |
with anin ) ing live on the current plan.

chara e coordination of various development cycles and the integration of lifecycle
r g Twins serve as a primary anchor across operational areas, supporting
cus d effective product development.

The fo rates hardware and software development through synchronized cycles. The
convergenc d integration of Digital Twins enhance the connection between solutions, models,

products, and components. Changes to product and production processes can be iteratively implemented
across the entire lifecycle, supported by the seamless use of Digital Twins and real products.

At the highest level of the model, tools and Digital Twins are fully accessible. The continuous integration of
various streams and the minimization of lead times for experiments and integrations are emphasized. The
organization focuses on customer product bundles, with experiments using Digital Twins being essential
for effective, iterative, and incremental development. The goal is to minimize work in progress to one and
shorten time-to-market.



IPMA.

Berlin | 34" World
2025 | Congress

4. Agile Organization

The starting point for an organization aiming for full agility is its current level of agility, with "organization"
referring to its structure. Many employees and leaders feel that traditional hierarchical work structures no
longer suit today’s world. Frederic Laloux, in Reinventing Organizations, advocates for a future-oriented,
human-centered work environment, with self-management, decentralized decision-making, and an
evolving purpose. Other authors discuss the transformation from traditional to agile organizations,
potentially leading to sociocracy or holacracy, where hierarchies are replaced by transparent, participatory
structures and roles or circles take the place of traditional leadership.

The organization’s development through five maturity levels is outlined as follows:
At level one, the traditional hierarchical structure prevails, with a focus on fun ilos, traditional

management approaches, and efficiency optimization. At level two, agile ele oduced, with
cross-functional agile projects emerging, an agile strategy drafted, and th sessions
initiated. A portion of the team works in an agile manner, fostering an agile

Level three represents a hybrid organizational logic, with fluid struct 3 i oduction of

Objectives and Key Results (OKRs) aligned with agile principles. Manag tes self-organization
and agile goals, with a situational approach to involvement. A more
especially among leaders, and shared values start to take shape

agile organization \

5 Holistic agile organization
4 Agility as dominating organizational principle
3 Agility in'a hybrid organizational logic

A Single agile elements

Classic organization

Figure 6: Dim»on agile organization

At level four, agility becomes dominant, with processes adapted or introduced across the company. The
KPI/OKR system aligns with agile principles, and agile units are integrated into the organization.
Management’s role shifts as part of the agile framework. This level marks the tipping point for an
organizational agile mindset.

At levelfive, the organization is fully agile. Work is organized across functions and hierarchies, emphasizing
cross-boundary collaboration within networks. Teams have decision-making authority, driving peak
performance. Management embodies the agile mindset and fosters continuous development through self-
reflection. A culture of openness and collaboration is firmly established.
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5. Leadership Principle Self-Organization

This dimension focuses on leadership: What leadership principles does an increasingly agile organization
need? Can traditional leadership principles still apply, or are new approaches required? These questions
are addressed through the various levels of this dimension.

At level one, a traditional hierarchical leadership structure remains, where responsibility and decision-
making authority lie solely with leaders. Leaders retain control over decisions and set goals without
significant employee involvement. Self-organization is not considered effective, and a top-down approach
dominates [47].

Level two introduces cross-functional team responsibility. Here, expert career models are created

approach continues [48].

leadership principle

self-organization

N
Leadership actively empowers self-organization \

Cross-functional collaboration as a standard

d
4
J

organizat es experimentation and initiative for self-organization, with leaders delegating partial
responsibilit eams. Self-organization is now seen as beneficial and is actively promoted by leaders,
who encourage proactive collaboration and cross-functional knowledge exchange [49, 53].

At level four, leadership actively promotes self-organization, integrating it into the organizational structure.
Shared responsibility becomes a key leadership principle, with leaders allowing teams to take control of
decisions within their areas of responsibility. Leaders collaborate with employees to set goals, and self-
organization becomes an integral part of the leadership culture, with shared goal development being a key
driver of employee motivation [50, 51].

At level five, the highest maturity level, the organization operates with company-wide agility. Self-
organization and participatory leadership are embedded in the corporate vision, driving innovation,

continuous improvement, and organizational transformation. The most competent person takes the lead
I ——
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in each situation. Employees and teams work autonomously, with support from leadership and HR.
Leaders focus on optimizing conditions for teams and coaching them. Self-organization and participatory
leadership are now core values of the organization, shaping the company culture. Leadership and
followership are highly adaptive concepts [54, 55].

6. Agile Learning Culture

Due to the evolving work environment, learning culture must adapt and become a core competence for
future business success. As complexity and disruptive changes increase, learning must happen faster.
Additionally, the need to initiate changes before final results are available requires employees to develop
new meta-competencies and manage ambiguity. Learning becomes more demang ime-consuming,
and situational, necessitating individualized learning at the employee level [46, 51 Ow is a potential
development of the learning culture across five maturity levels.

At level 1, learning is seen as training, organized for groups or individu
Management defines learning goals, and the training program alig

Learning is necessary but mainly considered a cost.

At level 2, the learning culture evolves into learning within daily work. w i mplemented
by expert group exchanges, and learning time becomes part of r r tasks, E encouraged to
pursue self-directed learning, with management emphasizing sf&i lea

agile learning culture

5 Organizational learning

|
3 Proactive self-leaming

Learning in everyday life

h 4
Figure 8: Di ion agile learning culture

Level 3 fosters proactive self-learning. Employees are incentivized to share expertise, often via digital
platforms. Self-learning opportunities are available, and management encourages experimentation with
learning behaviors and fosters a culture of failure. Learning becomes collaborative, cross-functional, and
proactive.

At level 4, learning occurs within teams. Teams and employees independently decide on the type, content,
format, and timing of learning. Learning is continuously integrated into the value creation process, with
teams managing and prioritizing learning activities.

At level 5, organizational learning is achieved. Self-managed teams and communities learn within the work
context. Learning support roles, like Agile Learning Coaches, are established within the organization.
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Learning is self-directed, coordinated with teams, and supported by HR and management. At this level,
learning is a core organizational value, driving growth at the organizational, team, and individual levels.

Conclusion

The Agile Management Maturity Map (AM?®) creates an agile framework for organizations aiming to develop
organizational agility. The uniqueness of this approach lies in combining a holistic, systemic perspective
with practicalinsights from the business world. From the reality of existing organizations, the logic emerges
not to prioritize agility above all else, but to find a tailored approach that fits the specific external and
internal context. However, to achieve sustained development into an agile organization, it is crucial to
understand and consider the systemic dependencies. The AM? provides guidance f rocess.

X
N




IPMAY

Berlin | 34" World
2025 | Congress

Bibliography

[1]Tuczek, H., Flore, A., Nuhn, H., and Schaffitzel, N.: A systemic approach to agile management and self-
organization for a sustainable transformation of organizations. In: Ronggui, D; Wagner, R; Bodea, C.N.
(Eds.): Research on Project, Programme and Portfolio Management. Projects as Arena for Self-organizing.
Springer, London, 2021

[2] Tuczek, H., Flore, A., Nuhn, H., Schaffitzel, N.: Agiles Management - ein systemischer Ansatz. In:
PMaktuell, Ausgabe 3/2022, S. 53-59

[3] Heisterberg R., Verma A.: Creating Business Agility: How Convergence of Cloud, Social, Mobile, Video,
and Big Data Enables Competitive Advantage, Wiley, 2014

[4] Oswald, A., Flore, A., Lang, R., Nuhn, H.: Collective Intelligence von Kl und Mensch in der Projektarbeit
— Ein Rahmenwerk auf der Basis von ICB 4.0 und Management 4.0. In: Bernert, C., Scheuter, S:, Wehnes,
H.: Kl in der Projektwirtschaft - Was verandert sich durch Kl im Projektmanagement? ,UVK\Verlag,2024.
[5] Park, Y.; EL Sawy, O. A. & Fiss, P.: The role of business intelligence and communication technologies in
organizational agility: a configurational approach. Journal of the association for information systems, 2017,
18,1

[6] Bronlet, X.: Systemic Agility: A Gauge to Measure Companies' Adaptation to Their Volatile, Uncertain,
Complex and Ambiguous Environment, Journal of Business and Economics, February 2020

[7] Haken, H.: Synergetics, an Introduction: Nonequilibrium Phase Transitions and Self-Organization in
Physics, Chemistry, and Biology, 3rd rev. enl. ed. Springer, New York, 1983

[8] Haken, H., Schiepek, G.: Synergetik in der Psychologie. Selbstorganisation verstehen und gestalten.
Hogrefe, Gottingen, 2010

[9] Tuczek, H.: Leadership in der Digitalen Transformation. In: Tuczek, H. (Hrsg.): Umsetzung der Digitalen
Transformation. Wie sich Unternehmen flr eine digitale und nachhaltige Zukunft wandeln missen. Haufe
Verlag, Freiburg, 2022

[10] Szeliga, M. (2018). Push und Pull in der Markenpolitik: ein Beitrag zur modellgestutzten
Marketingplanung am Beispiel des Reifenmarktes (p. 306). Peter Lang International Academic Publishers.
[11] Meffert, H. - Marketing-Management Analyse — Strategie — Implementierung, Gabler, Wiesbaden,
1994

[12] Kotler, Ph., Armstrong, G., Harris, L.C., Hongwei, H. - Grundlagen des Marketings, Pearson Studium, 8.
aktualisierte Auflage, Hallbergmoos, 2022

[13] Strothmann, K.-H., Investitionsgltermarketing, Verlag Moderne Industrie, Minchen, 1979

[14] Backhaus, K., Voeth, M., Industrieglitermarketing, Vahlen, Munchen, 2014

[15] Trommsdorf, V., Steinhoff, F., Innovationsmarketing, Vahlen, 2.Auflage, Minchen, 2013

[16] Strothmann, K. H., Dem Fortschritt zuvorkommen - Marketing fir komplexe Anlagen und Systeme in.
Wirtschaft & Produktivitat, Nr. 3, 1984

[17] Hofbauer, G., Kérner, R.A., Nikolaus, U., Poost A. — Marketing von Innovationen, Kohlhammer,
Stuttgart, 2009

[18] Audi-Claim: Vorsprung durch Technik (https://www.audi-
mediacenter.com/de/pressemitteilungen/ein-claim-mit-geschichte-audi-feiert-50-jahre-vorsprung-
durch-technik-14085)

[19] Gemunden, H.G Innovationsmarketing. Interaktionsbeziehungen zwischen Hersteller und Verwender
innovativer Investitionsguter, Mohr, Tibingen, 1981

[20] https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/importance-building-
customer-relationships

[21] Homburg, C., & Schneider, J.:Partnerschaft oder Konfrontation?: die Beziehung zwischen
Industrieguterherstellern und Handel (Vol. 44). Inst. fur Marktorientierte Unternehmensfiihrung, Univ.
Mannheim, 2000

[22] Biesel, H. H.: Die Grundlagen eines Key-Account-Durchdringungsplans. Key Account Management
erfolgreich planen und umsetzen: Mehrwert-Konzepte fur lhre Top-Kunden, 2002, 154-168, 2. Auflage, 2002


https://www.audi-mediacenter.com/de/pressemitteilungen/ein-claim-mit-geschichte-audi-feiert-50-jahre-vorsprung-durch-technik-14085)
https://www.audi-mediacenter.com/de/pressemitteilungen/ein-claim-mit-geschichte-audi-feiert-50-jahre-vorsprung-durch-technik-14085)
https://www.audi-mediacenter.com/de/pressemitteilungen/ein-claim-mit-geschichte-audi-feiert-50-jahre-vorsprung-durch-technik-14085)

IPMAY

Berlin | 34" World
2025 | Congress

[23] Hupke, O.: Einzigartiger Kundennutzen im Industriegltergeschaft, St. Gallener Forschungsverbund,
2022

[24] Thomas, https://www.surfly.com/blog/customer-collaboration/, 2023

[25] Bosch, W.: Supply Chain Management: das ‘Netzwerk’bestimmt die Logistikprozesse. In Information
Age Economy: 5. Internationale Tagung Wirtschaftsinformatik 2001 (pp. 29-33). Physica-Verlag HD, 2001
[26] Schuh, G., Riesener, M., Prote, J. P., Dolle, C., Molitor, M., Schloesser, S., ... & Tittel, J.: Industrie 4.0:
Agile Entwicklung und Produktion im Internet of Production. Handbuch Industrie 4.0: Recht, Technik,
Gesellschaft, 467-488, 2020

[27] Bockhaus-Odenthal, E., & Siegfried, P.: Agilitat Uber Unternehmensgrenzen hinaus, 2021

[28] Womack, J. P., Jones, D.T. and Roos, D.: "The machine that changed the world: based on the
Massachusetts Institute of Technology 5-million dollar 5-year study on the future of the automobile." 1990.
[29] Ohno, T.: Das Toyota-Produktionssystem. Campus, Frankfurt, New York, 1993

[30] Goldratt, E. M.: Theory of constraints. Croton-on-Hudson: North River, 1990

[31] Erlach, K.: Wertstromdesign. Springer Berlin Heidelberg, 3. Aufl., 2020

[32] Wagner-Tsukamoto, S.: Scientific Management revisited: Did Taylorism fail because of a too positive
image of human nature? Journal of Management History, Vol. 14 No. 4, pp. 348-372.
https://doi.org/10.1108/17511340810893108 (2008)

[33] Hines, P., Rich, N., Bicheno, J., Brunt, D., Taylor, D., Butterworth, C. and Sullivan, J.: Value Stream
Management. The International Journal of Logistics Management, Vol. 9 No. 1, pp. 25-42.
https://doi.org/10.1108/09574099810805726, 1998

[34] Kulkarni, S., Cristofaro, M. and Ramamoorthy, N.: Evolutionary sensemaking: a managerial
metacognitive dynamic capability to reduce information asymmetry. Management Decision, Vol. 62 No.
13, pp. 201-222. https://doi.org/10.1108/MD-10-2023-1858, 2024

[35] Steireif, N., Schirmer, M., Schnitzler, M., & Mutze-Niewdhner, S.: Towards an Extended Team Model for
Agile Development of Complex Products. 2020 IEEE International Conference on Industrial Engineering and
Engineering Management (IEEM), 280-284, 2020

[36] de Borba, J. C. R., Trabasso, L. G., & Pessba, M. V. P.: Agile Management in Product Development.
Research-Technology Management, 62(5), 63-67. https://doi.org/10.1080/08956308.2019.1638488, 2019
[37] dos Santos, C. H., Montevechi, J. A. B., de Queiroz, J. A., de Carvalho Miranda, R., & Leal, F.: Decision
supportin productive processes through DES and ABS in the Digital Twin era: a systematic literature review.
International Journal of Production Research, 60(8), 2662-2681.
https://doi.org/10.1080/00207543.2021.1898691, 2022

[38] Oswald, A. & Muller, W.: Principles of Agile Leadership 4.0.: Management 4.0 — Handbook for agile
practices, Release 3.0, BoD, Norderstedt, 2019

[39] Laloux, F.: Reinventing Organizations: A Guide to Creating Organizations Inspired by the Next Stage of
Human Consciousness. Brussels: Nelson Parker, 2014

[40] Leopold, K.: Agilitdt neu denken: Mit Flight Levels zu echter Business-Agilitat. D.punkt.verlag GmbH,
2021

[41] Rein, A.: Agiler Organisationsaufbau: Die Entwicklung einer handlungsfahigen Organisation. Springer
Gabler Berlin, 2023

[42] Hausling, A.: Agile Organisationen: Transformationen erfolgreich gestalten Beispiele agiler Pioniere.
Haufe Verlag, 2020

[43] West, G.: Scale: Die Gesetze des Lebens von Organismen, Stadten und Unternehmen. Verlag
C.H.Beck, 2019

[44] Guttler, A. & Bruse, T.: Beyond Agile: Ein neues System der Unternehmensorganisation in der Praxis.
Springer Gabler Berlin, 2022

[45] Buck, J.A., Endenburg, G.: Die kreativen Krafte der Selbstorganisation. Sociocratisch Centrum
Rotterdam, 2006

[46] Graf, N., GramB, D., Edelkraut, F.: Agiles Lernen. Neue Rollen, Kompetenzen und Methoden im
Unternehmenskontext, Haufe Verlag, 2022


https://www.surfly.com/blog/customer-collaboration/
https://doi.org/10.1108/17511340810893108
https://doi.org/10.1108/09574099810805726
https://doi.org/10.1108/MD-10-2023-1858
https://doi.org/10.1080/08956308.2019.1638488
https://doi.org/10.1080/00207543.2021.1898691

IPMA.

Berlin | 34" World
2025 | Congress

[47] Ahrendt, B.: Wege agiler Fihrung — mit Sinn: Praktische Grundlagen fur lebendige Organisationen.
Springer Verlag, 2024

[48] Pucket, S., Neubauer, R.: Agiles Fuhren: Fihrungskompetenzen fir die agile Transformation,
BusinessVillage Verlag, 2021

[49] Lenz, G., Ellebracht, H., & Osterhold, G.: Coaching als Fuhrungsprinzip (pp. 978-3). Wiesbaden:
Gabler, 2007

[50] H6hn, A.: Wie sich ein Entwicklungsprozess gestalten lasst: ,Manager sind nicht wirklich feige “. Letzte
Ausfahrt Fihrung? Entwicklung und Wertschatzung als neues Paradigma, 67-74, 2017

[51] Richter, G.: Ein besondere Organisationstypus? in: Einsatzorganisationen: Erfolgreiches Handeln in
Hochrisikosituationen. Springer-Gabler Verlag, S. 43-57, 2019

[52] Edelkraut, F., Sauter, W.: Future-Skills-Training. Schaffer Poeschel Verlag, 2023

Redman, B.: Agiles Arbeiten im Unternehmen. Haufe Verlag, 2017

[53] Sutcliffe, K., Weick, K.: Managing the Unexpected: Resilient Performance in an Age of Uncertainty. John
Wiley & Sons Verlag, 2011

[54] McChrystal, S., Collings, T., Silverman, D.: Team of Teams. Franz Vahlen Verlag, 2020

Q\/
Q
N




IPMA.

Berlin | 34" World
2025 | Congress

Abstract (200 words):

The Agile Management Maturity Map (AM3) is a comprehensive framework designed to guide
organizations on their journey toward agility. In today’s volatile, uncertain, complex, and ambiguous
(VUCA) world, agility is crucial for organizational success. The AM?® framework provides a systematic
approach to assess and develop organizational agility across six key dimensions: Customer Benefits,
Value Stream Orientation, Iterative-Incremental Approach, Agile Organization, Leadership Principle
Self-Organization, and Agile Learning Culture. Each dimension is designed to help organizations evaluate
their current maturity level, identify gaps, and implement strategies for improvement. The framework
highlights the importance of aligning with customer needs, fostering cross-functional collaboration,

build sustainable agility tailored to their unique needs, enhancing their re
competitiveness in an ever-changing market. Ultimately, the AM? fra
organizations to transition toward higher levels of agility, improving t
in the marketplace.
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