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Academic intellectual capital, 153–154
Accenture, 17, 182
Access (in DART model), 261–262
Account, client:

leadership, 206
planning, 115, 125–129

Achtmeyer, Bill, 146
Acquaintance (Level 2), 19
Active listening, 99
Active promoters, 6, 240
Advertising industry, 254
Advisors, trusted (Level 5), 18, 20,

179
Afghanistan, 231, 234
Age gap, bridging, 270–272
Agenda setting (Strategy 1), 26, 35–57

agenda, defined, 36–38
approaches, 48
checklists, understanding client’s

business/environment, 56, 57
client comments about, 53–54
example at IBM, 37
executive concerns, personal and

institutional, 38–40
executive life cycle and, 42
executive pressures and, 40–42
fixed/fluid priorities, 42
helping your client implement an

agenda, 52–53
importance of engaging with client’s

agenda, 37–38
industry knowledge and, 47–48
overview/introduction, 26, 35–36,

54–57
pitfalls, 54

stages, 42–47, 55
agenda reacting, 43, 55
agenda sensing, 43–47, 55
agenda setting, 43, 55

tools of influence, 48–51
Airlines, 248–249
Alexander, John, 215, 216
Allen, Jim, 16
Altruism, reciprocal, 203–205
Amazon, 60
Ambassadorship, 176–177
Amdocs, 151, 253–254
Amtrak, 45
Analogy/metaphor, using, 50, 283
Apes/children, collective cognition

compared in, 202
Apollo teams, 218
Apple, 65, 247–248, 250
Aspiration setting, 175
Assessing collaborative culture of your

firm, 28–30
Assistants, using, 268
Avatars, 258

Baby Boomers, 124, 271
Bain, Bill, 257
Bain & Company:

Ellis’ communications on importance
of teamwork, 210

Ghent, network leverage with hiring
of, 148

international expansion strategy, 23
Miller, on corporate culture of, 21, 210
Net Promoter Score (NPS)

methodology, 6, 239–240
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Bain & Company (Continued )
research/publishing, 153
Results Brief e-zine, 78–79
service delivery model, 257
virtual recruiting environment, 258,

260
Bajaj, Jaideep, 207
Ball and Chain, 170
Banerji, Shumeet, 47
Bardrick, James, 209–210
Bargain hunters, 284
BCG, 257
Beanland, Ed, 243
Beatles, 217–219
Belbin, Meredith, 218
Ben & Jerry’s, 258
Berry, Dean, 185
Best Buy, 226, 248
Best practices, 8, 128–129, 182, 188,

189
Biases, indulging, 101
Big Ideas program, 151–152
Big Picture Thinking, 179
Bird’s Nest Roshi, 109
Bischoff, Win, 14–15, 28–29, 148,

185–186, 191, 210
Blake, William, 102, 289
Boardrecruiting.com, 156
Boeing, 17
Booz, Ed, 16
Booz Allen Hamilton:

Banerji on shaping client’s agenda, 47
compensation system, 214
experience-sharing summits, 191
independent consultants previously

working for, 257
recruiting, 224
Shrader, Ralph, 165, 211
two firms (Booz Allen Hamilton and

Booz & Co), 191
U.S. Navy and, 15–17, 112
war-gaming program, 253

Booz & Company, 81, 191
Bottom-up approach, 48
Brand, clarifying/developing personal,

64–66
Branded experts, 117, 218

Brand within a brand (Beatles principle),
219

Bread and Butter, 170
Brightmore-Armour, Diana, 29, 175,

210–211
Britain, lend-lease program, 50
BT North America, 252–253, 260
Buddhism (Bird’s Nest Roshi), 109

Capabilities expansion, 114, 118–120
Capabilities workshops, 120
Cap Gemini Ernst & Young, 153, 271
Capital:

intellectual, 80, 81–82, 153–154, 169,
272

relationship (see Relationship capital,
developing (Strategy 2))

Capital markets, 40, 149
Career concerns of executives, agenda

setting and, 38
Career management, 183–184
Carnegie, Dale, 90
Catalysts, 67, 68
Cheaters/freeloaders, 203, 204–206
Chicken Little, 284
Chinese Zen master, 109
Choosing clients. See Targeting right

clients (Strategy 6)
Cisco, 225, 260
Citigroup:

Bardrick and inculcation strategy, 209
Bischoff, 14–15, 28–29, 148, 185–186,

191, 210
Client Strategy Group, 150–151
mentoring program, Passing Down the

Wisdom, 6, 186, 191
research background, 8
Royal Dutch Shell and, 14–15, 112,

260
Seniors program, 145, 186, 221, 244

Client(s):
acceptance criteria checklist, 172
account planning, 115, 125–129
checklists, understanding your client’s

business/environment, 56, 57
development matrix, 18–19, 27
events and forums, 28, 244–245, 251
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getting to know, as people, 104–105
giving personal help to, 270
independent reviews, 242–243
key, 170
leadership (see Leadership pipeline,

building (Strategy 7))
listening to (see Listening to clients

(Strategy 9))
new (see New clients, engaging

(Strategy 3))
past client relationships, maintaining,

269–270
size, 82, 164, 293
treating old clients like new clients,

293
types:

NPS methodology, 6, 239–240
pricing, 284

unhappy; how to recover, 288–290
who won’t engage, 277–278

Client experience, creating unique
(Strategy 10), 26, 247–263

client forums, 251
creating new business model for

service delivery, 256–258
customizing entire firm, 254
dimensions of, 259–263
examples, 247–250
expectations setting, 254–255
experience dimension, 260
insight from leading customers, 252
interactions dimension, 260–261
joint business development, 252–253
network dimension, 261–262
overview/introduction, 26, 250, 251,

263
pricing control, giving to clients,

255–256
simulations, 253–254
standardizing, 262–263
value dimension, 259
virtual experience environments, 258

Client Loyalty (newsletter), 79, 141
Client relationships:

best practices, 8
Redwood forests analogy

(interdependence), 2

stars analogy (seeing whole picture), 2
three epochs of (drivers/players/value),

5
trends, 3–4

advent of Web 2.0 applications and
advanced collaboration
technologies, 4

demands for more value for money,
3

demands for more value for time, 3
need for foresight and risk

reduction, 4
service outsourcing and offshoring,

3–4
simultaneous consolidation and

fragmentation, 4
Client relationships, 6 levels of, 18–22

client development matrix, 18
defined, 19
described by client, 22
examples:

Booz Allen Hamilton and the U.S.
Navy, 15–17

Citigroup and Royal Dutch Shell,
14–15

Level 1 (contact), 19
Level 2 (acquaintance), 19
Level 3 (expert for hire), 18, 19, 27,

126, 179
Level 4 (vendor or steady supplier), 18,

20
Level 5 (trusted advisor), 18, 20, 179
Level 6 (trusted partner), 18, 20–21

how to know you’ve reached Level 6,
21

importance of reaching, 22–24
why it matters to clients, 23–24

Client relationships, 10 strategies for
transforming:

assessing if you have a client-centered,
collaborative culture, 28–31

background research, 25
frequently asked questions, 267–294
implementing, 295–297
matrix, 27
overview/introduction, 1–9, 25–26,

30–31
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Client relationships, 10 strategies for
transforming (Continued )

reaching Level 6 (trusted client
partner), 13–24

responsibility of the individual, 26
Strategy 1 (see Agenda setting

(Strategy 1))
Strategy 2 (see Relationship capital,

developing (Strategy 2))
Strategy 3 (see New clients, engaging

(Strategy 3))
Strategy 4 (see Institutionalizing

client relationships (Strategy 4))
Strategy 5 (see Value, adding

multiple layers of (Strategy 5))
responsibility of the institution/firm,

26
Strategy 6 (see Targeting right

clients (Strategy 6))
Strategy 7 (see Leadership pipeline,

building (Strategy 7))
Strategy 8 (see Collaboration,

promoting (Strategy 8))
Strategy 9 (see Listening to clients

(Strategy 9))
Strategy 10 (see Client experience,

creating unique (Strategy 10))
tracking results, 296–297

Clients for Life, 2, 20, 105, 179, 183, 287
Clifford Chance law firm, 182
Coaches in client organizations, 116
Coaching/mentoring, 185–187
Coalition for change, 296
Cognizant, 7, 45, 151
Collaboration, promoting (Strategy 8),

26, 199–236
applications facilitating collaboration,

225
encouragements to, 206
examples:

Booz Allen Hamilton, 17
tale of two firms (IBM versus

Goldman Sachs), 199–201
U.S. Joint Forces Command,

231–235
feral children, as illustration of lack of

collaboration, 201–202
impediments to collaboration, 206–208

inculcation strategies, 208, 209–212,
236

infrastructure strategies, 208, 224–231,
236

institutionalization strategies, 208,
212–224, 236

client team approach, 219–221
ERM’s balanced scorecard,

215–217
measurement and reward, 213–215
organization structure, 221–223
recruiting, 223–224
team structure and management,

217–219
overview/introduction, 26, 236
roots of collaboration, 203–206

Collaborators as relationship hubs, 68
Colleagues as relationship hubs, 67
Collective cognition, power of, 202
Collins, Jim (Good to Great), 52
Comcast, 225
Commercial management, 177
Commodity, perception of service as,

284
Community crowd sourcing, 225
Compensation systems, 213–215
Competitors:

breaking into a new client with strong
relationship with, 290–291

market leverage, knowledge about,
149

pricing pressures and the
“Competition Czar,” 284

Confidence, importance of, 294
Connectivity, assessing, 71–74
Connectors, 72–73
Contact (Level 1), 19
Continuity, 23
Conversations:

active listening, 99
agenda sensing and, 44–46, 48
echoing, 99
exploratory, 48
feelings, questions about, 99
getting prospective client to talk about

their issues, 92
nonverbal listening, 99
open-ended questions, 99
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personal questions, 99
provocative or difficult questions, 100
provocative questions, 99
self-disclosure, 99
synthesizing, 99
techniques, 98–100

Conviction, 179, 181
Cost(s):

agenda setting and institutional
concern for, 39–40

benefits of long-term institutional
relationships, 23–24

Counselors as relationship hubs, 67–68
Courtroom, simulated, 253
Creativity:

differences sparking, 217–218, 219
new ideas and, 282 (see also Idea(s),

new)
Credibility, demonstrating, 94–97
Critical few (relationship hubs), 64–78

assessing loyalty and connectivity,
71–74

clarifying/developing your personal
brand, 64–66

connectors, 72–73
considering weak links and potentials,

69–70
identifying, 66–69
loyalists, 73
versus the many, 61–64
multipliers, 73–74
overview/conclusion, 77–78
potentials, 71–72
segmenting, 72
staying in touch, 74–76

Cross-fertilization, project, 152–153
Cross selling, 113–114
Crowd sourced R&D, 225–226
Culture:

assessing collaborative culture of your
firm, 28–30

encouraging collaboration, 206
team structure/management and,

217–219, 296
Customers, insights about/from, 149, 252
Customization:

entire firm, 254
relationship experience, 7

DART model (Dialogue, Access, Risk,
and Transparency), 261–262

Deep Generalists, 52, 119, 179, 183, 218,
222, 287

Delivery capability, 117
Dell Computer, 7, 225, 254
de Mestral, George, 283
Dershowitz, Alan, 65
Dervin, Brenda, 227
Detractors, 6, 240, 285–286
Dialogue (in DART model), 261–262
Differentiation, 65, 274–275, 290
Discounts, 285
D’Souza, Francisco, 45
Duke University study, 91
Dylan, Bob, 184

Echoing, 99
Ecological dominance/social competition

(EDSC) hypothesis, 203
Economic buyers, 116, 281
Eden McCallum, 7, 257–258
Egon Zehnder, 214, 224, 256–257
Einstein, Albert, 89, 283
E-learning, 193–194
Ellis, John, 210
Emotions:

agenda setting and, 50–51
emotional intelligence, 181
questions about feelings, 99
unhappy client, 289

Empathy, 89–90, 179
Enfatico, 7, 254
Engaging new clients. See New clients,

engaging (Strategy 3)
Environment, altering, 294
Environmental Resources Management

(ERM):
balanced scorecards, 196, 215–217
balancing short- and long-term goals,

5–6
client forums, 244, 251
Global Innovation Outlook, 259
mentoring, 186
Minerva knowledge management

system, 227–230
Net Promoter Score (NPS), 217
research background, 8
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Ernst & Young (E&Y):
Assessment of Service Quality (ASQ)

process, 242–243
CFO network, 244
expectations setting methodology,

254–255
Hamilton on value for time, 103
name recognition, 272
number of employees, 182
strategic enablement process, 263
teleconferences (“19 minutes” format),

193
Esteem (brand dimension), 65
Evolutionary psychology, 205–206
Executives, senior:

conversations with, for agenda
sensing/setting, 44–46

engaging with, 101–104
life cycle, and agenda setting, 42
personal concerns of, 38–39
pressures on, 40–42
principal concerns of, 38–40
senior forums, 190–191
senior management example, 209–212
senior management visits, 243–244
targeting, 164–166
turnover, executive, 41

Expansion, pathways to (overview), 114.
See also Institutionalizing client
relationships (Strategy 4)

Expectations, setting, 254–255
Experian, 122
Experience, client. See Client experience,

creating unique (Strategy 10)
Experience Co-Creating Partnership,

249, 259
Experience dimension, 260
Experience sharing summits, 191–192
Expert(s), branded, 117, 218
Expert for hire (Level 3), 18, 19, 27, 126,

179
Expert opinions, agenda setting and, 49
Exploratory conversations, agenda

setting and, 48
External network, 115–117

coaches, 116
economic buyers, 116
influencers, 116

technical buyers, 116
work-with clients, 116

Facebook, 60, 155, 230
Face time:

Beatles principle, 219
trust building and, 235

Fast-track or high-potential programs,
192–193

Feelings, questions about, 99
Feral children, 201–202
Feuerstein, Aaron, 50
Financial returns, 169
Firm management versus serving clients,

223
Firm strategies. See Institutional

strategies for reaching Level 6
First meetings. See Meetings, first
Fluevog Shoes, 249–250
Frequently asked questions, 267–294
Fulbright & Jaworski, 87, 155–156,

183–184, 220–221, 227, 253
Functional, product, or practice model,

network building, 81
Fun/enjoyment:

staying in touch with clients, 76, 270
targeting clients (will you enjoy the

work?), 169

Gandhi, Mahatma, 107, 271–272
Gatekeepers versus door openers,

146–147, 177
Gates, Bill, 51
Gemini Consulting, 23, 67, 153, 154,

182, 271
General Electric (GE), outsourcing legal

work to India, 3–4
General Motors, 37–38
Generations:

Baby Boomers, 124, 271
GenXers, 124
how to bridge age gap with older

executives, 270–272
Millenials, 124

Genius Bar, 247
Geography, networking and, 82, 117
Gerencser, Marc, 234
Gerstner, Lou, 37, 199, 252
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Ghent, Christopher, 148
Gladwell, Malcolm (The Tipping Point),

71
Goal alignment, agenda setting and, 49
GoldCorp, 225–226
Goldman Sachs, 138, 199–201, 224
Google, 51, 261
Gouillart, Francis, 226, 249
Gramm, Phil, 148
Granovetter, Mark, 69–70
Grant Thornton (accounting firm), 29,

156
Gratton, Lynda, 218
Grove, Andy (Only the Paranoid Survive),

51
Growth, organic revenue, 39
Growth/expansion, pathways to

(overview), 114

Hamilton, Mike, 103
Hamilton, W. D. (Hamilton’s Rule), 205
Hand-on-the-doorknob phenomenon,

246
Heidrick & Struggles, 156, 192
Hever, Tom, 255
Hewitt Associates, 4, 193
Hock, Dee, 101
Holiday cards, 268
Humans, specialized capabilities of, 204
Humility, showing, 271–272
Humor, using, 105

IBM:
big ideas programs, IBM Global

Services, 151
collaboration, 6, 199–201
Gerstner’s agenda, 37
Global Innovation Outlook (GIO)

sessions, 154, 259
growth rate versus Booz Allen, 17
jams, 154, 229
On Demand consulting business, 252
Partnership Executive Program, 244
research background, 8
senior management visits, 244

Idea(s), new:
bringing to clients, 7, 75
common misconceptions about, 282

generation of; techniques for, 282–284
value and, 151

Idea Days, 152, 260
Impact:

agenda setting and, 37
benefits of long-term, institutional

relationships, 23
personal; and value, 135

Inculcation strategies, 208, 209–212, 236
Independent client reviews, 242–243
Individual strategies for reaching Level 6,

26
Strategy 1 (see Agenda setting

(Strategy 1))
Strategy 2 (see Relationship capital,

developing (Strategy 2))
Strategy 3 (see New clients, engaging

(Strategy 3))
Strategy 4 (see Institutionalizing client

relationships (Strategy 4))
Strategy 5 (see Value, adding multiple

layers of (Strategy 5))
Industry knowledge:

agenda setting and, 47–48
focus/model for building client base, 81

Influencers, 116
Infrastructure strategies, 208, 224–231,

236
Innovation:

illustration, Citigroup’s Global
Corporate Bank, Passing Down
the Wisdom, 6

leverage, 150–155
academic intellectual capital,

153–154
big ideas program, 151–152
Idea Days, 152
innovation networks, 150–151
new idea capture, 151
ongoing research and development,

153
project cross-fertilization, 152–153

Institutional concerns of senior clients,
39–40

Institutionalization strategies for
collaboration, 208, 212–224, 236

client team approach, 219–221
ERM’s balanced scorecard, 215–217
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Institutionalization strategies for
collaboration (Continued )

measurement and reward, 213–215
organization structure, 221–223
recruiting, 223–224
team structure and management,

217–219
Institutionalizing client relationships

(Strategy 4), 26, 111–130
key challenges, 129
overview/introduction, 26, 111–115,

129, 130
Pathway 1 (relationship expansion),

114, 115–118, 129
external network, 115–117
internal network, 117–118
key challenges, 129
overview diagram, 118

Pathway 2 (capabilities expansion),
114, 118–120, 129

Pathway 3 (client relationship
management), 114, 121–123, 129

from content expert to business
advisor, 121–122

from expert selling to strategic
selling,
121

from gatekeeper to door opener, 121
from hands-on delivery to walking

the halls, 122
from informal to formal, 121
from narrowband to broadband

communications, 122
from sitting across the table to

sitting on the same side of the
table, 122

Pathway 4 (team leadership), 115,
123–125, 129

Pathway 5 (client account planning),
115, 125–129

Institutional strategies for reaching Level
6, 26

Strategy 6 (see Targeting right clients
(Strategy 6))

Strategy 7 (see Leadership pipeline,
building (Strategy 7))

Strategy 8 (see Collaboration,
promoting (Strategy 8))

Strategy 9 (see Listening to clients
(Strategy 9))

Strategy 10 (see Client experience,
creating unique (Strategy 10))

Institutional value, evolution from
personal value to, 141

Intellectual capital, 80, 81–82, 153–154,
169, 272

Interactions dimension, client experience,
260–261

Interactive communication, 225
Internal network, 117–118

branded experts, 117
delivery capability, 117
geographic capability, 117
practice leadership, 117
relationship management, 117

Internet:
Gates’s memo, “Internet Tidal Wave,”

51
technology leverage, 155–156

Investors, agenda setting and understand
of, 48

Issues, choosing, 166–168
Italian state telephone company, 153

Jobs, Steve, 102, 247
Joint business development, 252–253
Judgment:

advisors versus experts, 179
quality and acuity of, 49
suspension of, 283

Kamiya, Jason, 232, 234
Kelly, Christopher, 234
Kelly, James, 8, 28, 148–149
Kluster.com, 225
Knee, Jonathan (The Accidental Investment

Banker), 200–201
Knight, Phil, 101
Knowledge/familiarity (brand

dimension), 65
Knox, Frank, 16
Kotler, Philip, 296

Lafley, A. J., 252
Large clients, 82, 164, 293
Lazarus, Shelly, 102

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



ind JWBT076/Sobel March 6, 2009 7:23 Char Count=

Index 307

Leadership:
collaboration and, 234–235
versus management, 123
practice, 117

Leadership pipeline, building
(Strategy 7), 26, 173–197

career management, 183–184
coaching and mentoring, 185–187
e-learning and other approaches,

193–194
experience sharing summits, 191–192
fast-track or high-potential programs,

192–193
overview, 26, 173–174, 197
recruiting, 180–181
relationship managers:

capabilities of, 177–179
definition, 8
developing, 181–194
measuring/assessing, 194–196
role of, 173–177
supporting, 194

senior forums, 190–191
training, 187–190

Lead generation. See Traffic building
activities

Level 6. See Trusted partner (Level 6),
reaching

Libraries of CEOs, 101–102
LinkedIn, 59–60, 63
Listening:

pitfalls, 100–101
techniques, 99–100

Listening to clients (Strategy 9), 26,
237–246

client events and forums, 244–245
independent client reviews, 242–243
overview/introduction, 26, 237–238,

246
relationship manager reviews, 241–242
senior management visits, 243–244
surveys, 239–241

L.L. Bean, 283
Lloyds TSB, 28, 29, 175, 210–211
Lowman, Don, 145–146, 213–214
Loyalists, 73
Loyalty, assessing, 71–74
Lufthansa, 248–249

MAC Group, 153, 182, 185, 271
Machiavelli, Niccolò (The Prince),

163
Maister, David, 187, 224
Malden Mills factory, 50
Marconi, Guglielmo, 283
Market(s):

agenda setting and, 48
capital markets, 40, 149
customer insights, 149
information about competition, 149
leverage, 149–150

Martin, Karla, 233
Matrices:

client development, 18–19, 27
critical few versus the many (average

transaction value and number of
customers), 62–63

segmenting relationship hubs (loyalty
versus connectivity), 72

targeting clients (value to you versus
value to your client), 169–170

McCallum, Dena, 257
McCartney, Scott, 249
McKinsey, James O., 222
McKinsey & Company, 138, 153, 222,

224, 257, 272
Measurement and reward, 213–215
Medvec, Vicky, 137
Meetings:

first, 87–98
credibility, demonstrating, 94–97
goals for, 88
next step, establishing, 97–98
other person’s issues, understanding,

92–93
rapport, building, 88–92
secret to getting one with someone

you don’t know, 275–277
offsite, 294

Megacommunities, 234
Mesos (multiple equivalent simultaneous

offers) method, 137
Metaphor/analogy, using, 50, 283
Metcalfe, Robert (Metcalfe’s law), 60
Microsoft, 51, 164
Middle management, 278–280
Milbank Tweed (law firm), 47, 168
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Military:
U.S. Joint Forces Command, 231–235
U.S. Navy and Booz Allen Hamilton,

15–17, 112
Millenials, 124
Miller, Wendy, 21, 210
Mimicry, 90–92
Mindfulness, 100–101, 283
Mindset of independent wealth, 96
Minerva, 227–230
Mirroring, 90–92
Mirror neurons, 89–90
Mission Rehearsal Exercises (MRXs),

233
Moelis, Kenneth D., 75
Monitor (consulting firm), 154
Morgan Stanley, 199–200
Multiple equivalent simultaneous offers

(mesos) method, 137
Multipliers, 73–74
Myers-Briggs personality types, 189
MySite, 220–221, 227, 228
MySpace, 60, 230
Mystarbucksidea.com, 225

Napolitano, Fernando, 234
Nasdaq stock exchange, 156
Navy, 15–17, 112
Neilson, Gary, 81, 233
Nelson, Willie, 282
Net Promoter Score (NPS)

methodology, 6, 217, 238,
239–241

Network(s)/networking:
client experience dimension, 261–262
executive concerns about, and agenda

setting and, 39
external network, 115–117
internal network, 117–118
leverage, 59, 147–149
relationship expansion, 114, 115–118
relationship manager and capability in,

179
traffic building activity, 80, 273

Neuroscience of empathy, 89–90
New clients, engaging (Strategy 3), 26,

85–109
asking clients for advice, 105
being human and accessible, 104–105

breakthrough moments, 105
conversational techniques, 98–100
engaging with senior executives,

101–104
first meetings, 87–98

credibility, demonstrating, 94–97
goals for, 88
next step, establishing, 97–98
other person’s issues, understanding,

92–93
rapport, building, 88–92
secret to getting one with someone

you don’t know, 275–277
getting to know clients as people,

104–105
humor, 105
listening pitfalls, 100–101
overview introduction, 26, 85–87,

107–109
praise and compliments, 105
trust, accelerating, 105–107
value for time, 102–104

New ideas. See Idea(s), new
Newsletters, 268
NGOs, 234
Niedzviecki, “Facebook in a Crowd,”

60
“19 minutes” format, 193
Nonverbal listening, 99
Nusbaum, Ed, 29

Obama presidential campaign, 230–231
Observation, as idea generator, 283
Offsite meetings, 294
Ofri, Danielle, 245
Open-ended questions, 99
Organizational improvement, 135–136
Organization leverage, 146–147
Organization structure, 221–223
Osler (Canadian law firm), 79, 242
Outsourcing/offshoring, 3–4, 147

Parthenon Group, Boston, 8, 145, 146,
256, 263

Passives, 6, 240
Peer pressure, agenda setting and, 49
People leadership, 179
Perceived substitute, 135
Personal branding, 64–66
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Personal concerns of senior executives,
38–39

Personal help, 76, 270
Personality style, 189, 268
Personal leadership, 179
Personal life, agenda setting and, 39
Personal questions, 99
Personal trust, 179
Peters, Tom, 64
Pfeiffer, Steve, 87, 183–184, 221
Pigeon-holing by clients, 118–119, 166,

287–288
Pipeline, leadership. See Leadership

pipeline, building (Strategy 7)
Plumber (cross selling example), 113–114
“Poison Tree, The” (Blake), 289
Ponder, Dale, 242
Porter, Michael, 154
Potential Level 6 relationships, 173
Potential relationship hubs, 69–72
Powers, Elizabeth, 233
Practice leadership, 117
Prahalad, C. K., 247
Prediction markets, 226
Presidential campaign (2008), 230–231
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RFPs, 171, 292
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executives concerns about, and agenda
setting and, 39
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79–80
checklist, how well do you really know

your client, 77
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Rituals, 268
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Roosevelt, Franklin D., 50
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Second Life, 258
Self-disclosure, 99
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model for, 256–258
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Silverman, Eric, 47–48
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Social networking, 82
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experience, 262–263
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Strategies. See Client relationships, 10

strategies for transforming
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Supplier, steady (Level 4), 18, 20
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Surveys, 239–241
Sutherland, Joan, 109
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fun/novelty of the work, 169
intellectual capital creation, 169
risk, 169
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returns, 169
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171–172
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169–170
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Key Clients, 169, 170
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Web 2.0, 4, 225
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Third-party endorsements, 96
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Thompson, Mark, 90
Thought leadership, 176, 178
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Time pressure, agenda setting and, 41
Tomasello, Michael, 202
Top-down approach to agenda setting, 48
Towers Perrin:
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joint account planning process,
260–261
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networking, 80, 273
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speaking, 80, 273

Training, 187–190
Transparency (DART model), 261–262
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definition, 20–21
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21
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113–115
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strategies (see Client relationships, 10
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Twitter, 230
Two-partner rule, 146, 263
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market, 149–150
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technology, 155–156
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tools, overview, 134
Values alignment, agenda setting and,

49–50
van Baaren, Rick, 91
Van Lee, Reginald, 234
Velcro, 283
Vendor or steady supplier (Level 4), 18,

20
Venetians, 204
Virtual experience environments, 258
von Hippel, Eric, 252
von Moltke, Helmuth, 126

Warm introductions, 276
Wasserstein, Bruce, 65
Weak links, 69–70
Wealth concerns of executives, agenda

setting and, 38–39
Web 2.0, 4, 225
Workshops, 48
Work-with clients, 116
WPP, 7, 254

YILO (year in the life of), 255

Zehnder. See Egon Zehnder
Zoltners, Andris A., 154
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