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内容简介

Praise for How to Measure Anything: Finding the Value of Intangibles in Business.
  "I love this book. Douglas Hubbard helps us create a path to know the answer to almost any
question in business, in science, or in life . . . Hubbard helps us by showing us that when we seek
metrics to solve problems, we are really trying to know something better than we know it now. How
to Measure Anything provides just the tools most of us need to measure anything better, to gain that
insight, to make progress, and to succeed."
  "Doug Hubbard has provided an easy-to-read, demystifying explanation of how managers can
inform themselves to make less risky, more profitable business decisions. We encourage our clients
to try his powerful, practical techniques."
  "As a reader you soon realize that actually everything can be measured while learning how to
measure only what matters. This book cuts through conventional clichés and business rhetoric
and offers practical steps to using measurements as a tool for better decision making. Hubbard
bridges the gaps to make college statistics relevant and valuable for business decisions."Praise for
How to Measure Anything: Finding the Value of Intangibles in Business.  "I love this book.
Douglas Hubbard helps us create a path to know the answer to almost any question in business, in
science, or in life . . . Hubbard helps us by showing us that when we seek metrics to solve problems,
we are really trying to know something better than we know it now. How to Measure Anything
provides just the tools most of us need to measure anything better, to gain that insight, to make
progress, and to succeed."  "Doug Hubbard has provided an easy-to-read, demystifying
explanation of how managers can inform themselves to make less risky, more profitable business
decisions. We encourage our clients to try his powerful, practical techniques."  "As a reader you
soon realize that actually everything can be measured while learning how to measure only what
matters. This book cuts through conventional clichés and business rhetoric and offers practical
steps to using measurements as a tool for better decision making. Hubbard bridges the gaps to make
college statistics relevant and valuable for business decisions."  "This book is remarkable in its
range of measurement applications and its clarity of style. A must-read for every professional who
has ever exclaimed, 'Sure, that concept is important, but can we measure it?'"
作者简介：  Douglas W. Hubbard is the inventor of Applied Information Economics (AIE), a
measurement methodology that has earned him critical praise from The Gartner Group, Giga
Information Group, and Forrester Research. He is an internationally recognized expert in the field
of IT value and is a popular speaker at numerous conferences. He has written articles
for?Information Week, CIO Enterprise, and DBMS Magazine. Formerly with Coopers & Lybrand,
he has over twenty years' experience in IT management consulting, including twelve years'
experience specifically in teaching organizations to use his AIE method. Dozens of Fortune 500
companies and government agencies have applied his method to IT investments, military logistics,
venture capital, aerospace, and environmental issues. Find out more at
www.howtomeasureanything.com.
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