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A

Aberdeen Group, 327

Accelerated Research Collaboration (ARC)
model, 208

Accountability, 207-208

Allies and opponents exercise. 225-226

Ancona, D., 107

Anderson, C., 203

Architecture firm. See Tower99

Ashwell, L., 244, 326

AstraZeneca, 283

Authenticity leadership practice: introducing
authenticity for, 249-250; mindset shift

for, 252fig; overview of, 248-249; reflecting

on your own behavior to build, 250-251;

summary and action planning for, 251-252

B

Baby Boomers, 59, 60
Backler, W., 183, 184, 203

Bacon, K., 274-275, 275fig
BioMed onboarding program: assessments

of desired network relationships for new
controller, 330-331¢, challenges facing
new controller after merger, 328-329;
designing onboarding road map, 331-332;
implementing and measures of progress,
333-334; initial engagement and diagnostic
step of, 329-331; PNA (personal network
analysis) used during, 333-334+; ratings
relationship effectiveness following, 334
stakeholder relationship building during,
332-333t. See also Polygon

BizTech: background information on, 149—

150; workshop for aligning networks with
strategy at, 151-156

BizTech workshop: content and discussions

of, 152-156; next steps to take following,
156; ONA to help facilitate, 153-154;
overview of, 151; PNA (personal network
assessment) to facilitate, 150, 154;
preparation for, 151-152; purpose of, 150

Blasnales, J., 57, 72
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“Blindfold Square” game, 98

Blum, I. J., 58, 107

Boot Camp: current version of, 323-325;
early development of the, 322-323;
onboarding challenges requiring, 321-322;
results of the, 325

Borgatti, S. P, 108

Boston Consulting Group (BCG), 209

Brainstorming: Metaphor technique for, 192,
200-201; Stepping Stones, 191

Bresman, H., 107

Bromley, R., 208

Brown, P, 329-334:

Bryant, G, 1, 3

Buffet, M., 244, 326, 328

Building blocks workshop, 187-189

Business narrative: driving change with,
131-133; springboard stories as, 132-133;
story-building guidelines for, 136¢; tips
on employing, 133; World Bank use of,
131-132

Business value: ConocoPhillips’ NoEs
(Networks of Excellence) creating, 22; of
effective onboarding of new employees,

321-345; Halliburton’s ONA (organizational

network analysis) for creating, 2343

C

Cantrell, S., 199, 235

Carboni, 1., 58, 107

Cedarwood Pharmaceuticals: decision
making challenges facing, 171-172;
decision-making interventions at, 178-181;

decision-making roles at, 175fig; diagnosing

the decision making problem, 172-174;
examining organizational networks of,

174-176; mapping decision stages at, 173fig;

quantifying the costs of inefficient decision
making at, 176-178

Change agents: culture carriers as, 127, 129;
identifying, 126—130¢ opinion leaders as,

126-127; relationship brokers as, 129-130¢

Index

Chavez, M., 243, 245
Cleveland Clinic: additional lessons learned

from, 148; background information on,
140; change outcomes at, 148; message
monitoring and making changes at,
140-142; message monitoring process at,
142147

Code Fest competition (VerSign), 6
Colella, S., 124, 149, 184, 233, 243, 282
Collaborative innovation network: discovery

process of, 209-215; “long tail” of
innovation and, 203, 213fig; Myelin Repair
Foundation (MRYF) approach to, 204-217;
Procter & Gamble’s useof, 203-204;
technology landscapes of, 212fig

Collaborative innovation network process: 1:

identify and catalyze the core, 205-206;

2: align on a ccmmon vision, 206; 3: build
trust, 2U°—207; 4: share leadership and
acconniability, 207-208; 5: establish norms
oilinteraction, 208

Cionkective resume exercise, 194—-195
Communities of Practice (CoPs):

ConocoPhillips’ NoEs (Networks of
Excellence) as, 12-17, 19-21; creating
business value through, 22; engineering
small practice groups, 59-71; Halliburton’s
ONA (organizational network analysis)

as, 23-43; 3M’s ONA-Engineering Small
Practice Groups, 59-71; variety of different,
11-12. See also Networks; Relationships

Community Analytics, 45
Completions CoP program (Halliburton), 23
Connectivity: driving revenue growth through

improved, 164-166; driving service
innovation and cross-selling through,
166-168; improving overall collaboration
through, 160-164; improving talent
management using, 168-169; reaping the
rewards of improved, 169-170; Smart
Mentoring program to increase, 315-320.
See also Networks

ConocoPhillips: knowledge-sharing culture

developed at, 17-19; NoEs (Networks of
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Excellence) launched by, 12-17, 19-21;
recognition of employees by, 18-19; Upstream
Rotating Equipment Network of, 13

Coordinators, network success and role of, 16

Corporate Leadership Council, 326

Coyne, B., 60

Cross, R., 2,22, 107, 108, 123, 124, 125, 157,
171, 199, 219, 235, 243, 264, 327

Culture carriers, 127, 129

Customer Relationship Management (CRM)
systems, 44

D

Davenport, T. H., 199, 235

Dawson, R., 107

Dayton, B., 57, 59

Decision making: Cedarwood Pharmaceuticals
organizational networks and, 174-176;
diagnosing the problem with, 172-174;
inefficiencies impacting, 171-172;
interventions for improving, 178-181;
mapping stages of, 173fig; quantifying the
costs of inefficient, 176-178

Decision-making interventions: 1: ccdiy
decision protocols and rightz, 178; 2: assign
ownership for important 2ecivions, 178-179;
3: decrease density of G=cision-making
network, 179-180; “: Iniprove meeting-
management practices, 180; 5: strengthen
conflict-resolution skills, 180; 6: reinforce
decision-making proficiency through
performance management, 181

Denning, S., 123, 125, 131, 138

DIA (Defense Intelligence Agency):
background information on, 315;
Knowledge Lab of, 316, 320; ONA
conducted by, 316; Smart Mentoring
program of, 315-319; Smart Mentoring
results for, 319-320

Diftusion of Innovation, 142, 193—-194

Discovery process: collaborative innovation
network use of, 209; Discovery Workshop
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on, 209-213; network hubs and leaders,
214fig; outcomes of; 215

DOD (Department of Defense): background
information on, 315; Smart Mentoring
program of, 315-319; Smart Mentoring
results for, 319-320

Dowling, C., 58, 89, 244, 291

Droppers, K., 183, 185

Drug Discovery, 208

Dutra, A., 124, 157

E

Ehrlich, K., 58, 107

Elements of Inrovaton presentation, 189

Employees: CoP used to ensure engagement
by, 35-t3; ¢osts of involuntary turnover
amorn? recently hired, 326-327; I'TSec
praiects for trust-building among, 78-87;
petwork approach to onboarding, 326-345;
Newcomer’s Boot Camp for onboarding,
321-325; sales and marketing, 4455,
107-121, 160-169. See also Mentoring;
Recognition; Sales and marketing
professionals

Engineering groups. See ONA-Engineering
Small Practice Groups

Estes, J., 171

Executive Committee (EC): organizational
norms exercise used by, 344—345; program
for uncovering organizational norms
of, 344

External connectivity workshop, 190-191

External stakeholder management: clear policy
statement and approach for, 310; creating
stakeholder management strategy for, 313;
follow-up meetings for, 313; identifying
relationship risks, 307-308; knowledge
transfer and project transition workshop for
improving, 311-312; recommendations for,
308-309; senior management buy-in for,
313; teaching and reference materials for,
310; well-positioned liaison for, 309-310
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External stakeholders: critical importance
of connection with, 304—305; network
analysis project managing relationship with
WHO, 306-314; WHO (World Health
Organization) as, 305-306

F

FDA (Food and Drug Administration), 308,
309

Feedback: influence networking and ongoing
loop of, 54-55; VerSign Technical
Community program use of, 7

The Fifih Discipline (Senge), 247

Finan, A.; 1, 3

Frischmuth, C., 184, 218

G

Gallegos, M., 244, 326, 341

Gap analysis, 4748

Gartner Group, 125

Gordon Research Conference (2002), 205-206
Gray, P, 1, 11

Green, M., 243, 245

Gulas, V, 58, 89, 244, 291

H

Halliburton: Completions CoP program
created by, 23; ONA (organizational network
analysis) of, 23-43; post-change network
analysis of, 27fig; pre-change network
analysis of, 26fig

Halliburton ONA (organizational network
analysis): benefits of using, 23-25; business
value of improvements through, 25;
community portal statistics tracked on,
30e-31¢; developing a sense-and-respond
capability using, 29-31¢; driving planned

Index

and emergent innovation using, 32-33;
ensuring employee engagement through,
35-43; five added-value propositions of
network analysis using, 25-43; improving
information flow and knowledge reuse
using, 28-29; nurturing value-creating
interactions using, 34-35; scorecard metrics
example of, 34fig

Have you ever? exercise, 223-224

Health Check: getting feedback and
recommendations from, 113-115, 117, 118¢;
team building using tool of, 109-110, 111fg,
112-113

Helferich, J., 107

Hidden Assets activity: identifying strategic
network opportuniics, 236-241;
introduction. <6y 233-234; overview of, 234;
Request annd Uffer Cards for, 239¢; review of
PNA (wessonal network analysis), 235-236

The Hiadew Power of Social Networks (Cross), 268

Huason, B, 321

I

“Ice cube” model of episodic change, 193
Icebreaking activities, 95-96, 324
Improvisation: building synergy using,
227-230; debriefing participants in,
220; moving toward and moving away
from using, 225-227; relationships
within hierarchy using, 230-232; rules
for participants, 219; warming up and
generating group energy using, 221-225; a
word to facilitators about using, 220-221
Improvisation exercises: 1: learning names,
221-222; 2: stage presence, 222—223;
3: have you ever?, 223-224; 4: yes, let’s,
224-225; 5: allies and opponents, 225—226;
6: scene work, 226-227; 7: machine, 228;
8: yes, and, 228-229; 9: 21s, 229-230;
10: status scene, 230-231; 11: mirroring,

231-232
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Independent Oracle Users Group IOUG), 7

Influence networks: description of, 44;
Technfirm’s approach to, 45-55

Information: Halliburton’s ONA for improving
flow of, 28-29; hierarchy of network, 94t
message monitoring of, 139-148; 3M
ONA-Engineered Small Practice Groups
to improve flow of, 59-71; trust building
through sharing of, 75/ig—76fig. See also
Knowledge; Message monitoring

Innovation: building collaborative network for,
203-217; building idea-sharing networks
for, 185—202; diffusion of, 142, 193-194;
driving cross-selling and service, 166—168;
Halliburton’s CoP as driving, 32—-33; “long
tail” of, 203, 213fig

Innovation exercises: collective resume,
194-195; lego modeling of innovation, 189,
195-196; mapping our external networks,
196-199; network development board game,
199-200; network metaphors, 192, 200-201;
organic ideation and test drive of conversion
process, 201-202

Innovation workshops: building blocks,
187-189; converting ideas to productz and
practices, 193; diffusion of the inr.ovation
process, 193—194; external coancctivity,
190-191; internal connectivity, 191-192

Internal connectivity wezkshiip, 191-192

International Finance Cerporation (IFC):
background information on, 341-342;
corporatewide onboarding program
developed at, 342; onboarding lunches
results at, 344; quarterly lunches as part of
onboarding program, 342-344

IT&S (Information Technology and Services):
five innovation workshops at, 187-194;
innovation challenge facing, 185-186;
innovation exercises conducted by, 194-202;
Innovation Lab created for, 186—187

ITSec (Information Security department):
background information on, 72-73;
continuing ONA results in, 88; information

351

sharing hubs in, 75fig-76fig; ONA
(organizational network analysis) used
to build ties in, 73-88; ONA workshop
conducted by, 77-78; overall approach of
ONA/ig used by, 73-76; projects used for
building ties in, 78-87; reviewing the ONA
results with, 76—77

ITSec trust-building projects: basic issues of,
79-80; general strategy of, 78-79; project
waves and timing of, 83fig-87; roles in the,
81-83, 84fig; 3/3/2 formula for, 79; topics
for the, 80-81

J

Janicik, G. A.; 244, 326, 335
Jarvenpaza S L., 107
JavaCore, 7

Johimean, S.; 205-206, 209

K

Kaeufer, K., 107

Kiho, 64

KNMs (key network members): building
partnerships among, 49-51; cross-functional
team assignments of, 49, 52¢; facilitating
connections between, 51, 53; gap analysis
on, 47-48; segmentation of, 48

Knowledge: distribution of expertise, 167/ig;
identifying and documenting important,
169; managing external stakeholders and
stemming loss of, 304-314; publicizing
external sources of, 166; recombining
skill sets to increase, 167—168. See also
Information

Knowledge brokers, 28, 29

Knowledge Lab (DIA), 316, 320

Knowledge Management (KM) Program Office
[3M]: description of, 60; four-step process
toward small practice groups at, 6070
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Knowledge-sharing culture: ConocoPhillips’
development of, 17-19; Smart Mentoring
program developed through DIAs, 316

Knox: background information on, 108;
building healthy teams at, 108-121

L

Leaders: as change agents, 126-130¢ driving
service innovation and cross-selling,
166-168; driving value growth through
connectivity, 164—166; improving overall
collaboration strategies, 160—-164; improving
talent management, 168-169; positioning
through network fine-tuning, 157-170;
uncovering hidden assets of, 233-241;
virtually training, 99-103

A Leader’s Guide to Storytelling (Denning), 138

Leadership: change agents, 126130
collaborative innovation network and
shared, 207208, 214fg; embedding network
perspective into, 245-263; managing
transition of, 162—163; network success
and role of, 16, 19; networking challergcs
facing, 245-248; PNA for improvire
effectiveness of, 264—280; sharing Iviessage
Monitoring Dashboard with,-147; 3M’s
ONA-Engineering Smal! (*racice Groups,
67; virtual training of, 49103

Leadership development: formation of
relationships during, 233; Hidden Assets
activity for, 233-241; stakeholder mapping
and engagement workshop for, 282-290;
strengthening organization’s networks
through, 233

Leadership effectiveness: behaviors that
energize networks and, 279-280; bridging
relationships in networks for, 273-276;
building bridging ties for, 277¢; comparing
formal/informal network structure for,
268-26Yfig, 270-271; leveraging networks to
extend expertise/augment skill gaps, 278¢;

Index

promoted through organizational networks,
272; promoted through personal networks,
273-280; relationships that extend expertise
and, 276-279; self-assessment of network
use for, 271-273

Leadership network workshops: session 1:
promoting leaders’ effectiveness through
networks, 265-273; session 2: promoting
effectiveness through personal networks,
273-280; standard format of, 266¢-267¢

Leadership networking practices: 1:
authenticity as lever for building networks,
248-252fig; 2: network mapping and
stakeholder analysis, 253-259; 3: speed
networking, 259264

Leading Virtually (MWH corporate
university), 99

Learning naine: cxercise, 221-222

Lego Medcling of Innovations exercise, 189,
195-195

Leianes, D. E., 108

Lewin, K., 193

Lippmann, B., 244, 304

Local knowledge champion, 28-29. See also
Subject matter experts (SMEs)

“Long tail” of innovation, 203, 213fig

M

Machine exercise, 228

Mapping our external networks exercise,
196-199

Martin, K., 327

Matrix (VerSign Technical Community),
8-9, 10

MedImmune: background information on,
283; Stakeholder Mapping and Engagement
workshop held for, 283-290

Mentor Marketplace: basic challenges leading
to development of, 292; challenges related to
implementing the, 302-303; connections to
other mentoring initiatives through,
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299-300; description of web site and
home page, 293-294fig; increasing
mentoring networks through, 291; results
of participation in the, 300-302; search
engine and results for, 296fig; steps for using
the, 294-299ig; tips for using, 297t tracking
participation in, 300fig

Mentor Marketplace steps: 1: creating a
profile, 294-295, 296fig; 2: searching for
a match, 295; 3: contacting potential
mentor or protégé, 295; 4: reestablishing
relationship, 295, 297-298; 5: documenting
the relationship, 298-299fi¢

Mentoring: informal processes of, 292; Mentor

Marketplace to facilitate, 293-303; Smart
Mentoring program approach to, 315-320.
See also Employees; Onboarding employees
Mentors: definitions of, 292-293; facilitating
opportunities for protégés, 293; Mentor
Marketplace facilitating networks of, 293

303; Smart Mentoring program roles of, 318

Message monitoring: Cleveland Clinic/
Resurrection Health Care application of,
140-148; description of, 139; value of

combining ONA with, 139, 140-142. See also

Information

Message Monitoring Dashboara: description
and metrics of, 145fig-146; sharing with
leadership, 147

Message monitoring process: 1: identify key
connectors, 142; 2: monitor awareness and
impact of message, 143-144; 3: analyze
results, 144-145; 4: translate results into
message monitoring dashboard, 145fig-146;
5: share dashboard with leaders, 147;
6: refine or alter message and mode of
communication, 147

Metaphor brainstorming technique, 192,
200201

Miller, B., 206

Mirroring exercise, 231-232

Model-building exercise, 102-103fig

Molecular Biology of the Cell, 206

353

MWH: background information on, 89-90,
291; impact of hierarchy on information
flow in network of, 94+ initial ONA of
the iNet group, 93fig; I'T reorganization
challenge facing, 90-94; Leading Virtually
corporate university of, 99; Mentor
Marketplace development by, 291-303;
new iNet organization implemented,
91fig; ONA cross-functional team design
at, 103-104; ONA results at, 104-106;
team building in, 94-99; TRUST Model
developed at, 99-103; virtual leadership
training at, 99-103

Myelin Repair Foundacon (MRF): Accelerated
Research Collakartion (ARC) model
used by, 208;bakground information on,
204-205; extending the network, 209-215;
laying lhas’s of collaborative innovation
network by, 205-208; lessons learned from,
2/6=217; outcomes of collaborative network
o, 215-216

Myers-Briggs training, 96

N

National Academy of Science, 206

Network analysis: ConocoPhillips” NoEs
(Networks of Excellence), 12-21; influence
networks, 44-55; MWH global connections,
89-106; ONA-Engineering Small Practice
Groups, 59-71. See also ONA (organizational
network analysis)

Network analysis and business narrative
change program: 1: identify network
that most needs to change, 133; 2: apply
network analysis to the group, 134; 3: use
network analysis to identify key storytellers/
recipients, 134—135; 4: interpret and
summarize network results, 135; 5: conduct
narrative workshop, 135-137; 6: program
follow-up/coaching, 137; 7: assess program
impact, 138



354

Network analysis project: external stakeholder
management through, 306-309; identifying
relationship risks, 307-308; implementing
stakeholder management recommendations
of, 309-313; recommendations on
stakeholder management by, 308-309

Network development board game exercise,
199-200

Network mapping practice: action planning
for, 257-259; clarify stakeholder connections
to team members for, 254-255; connections
amonyg stakeholders for, 257; connections to
the team as whole for, 255-257; overview
of, 253-254; preparation for, 254; rough-cut
network map, 258fig

Network metaphors exercise, 192, 200-201

Networks: behaviors that energize, 279-280;
BioMed onboarding program to develop
stakeholder, 328-336; changing culture
through, 125-128; CRM (Customer
Relationship Management), 44; day-to-
day operations of, 19-21; distribution
of expertise in, 167fig; driving business
results, 22-43; embedding leadership
with perspective on, 245-263; formal and
informal structure of, 268-269fig, 270-271;
formation of, 14-15; four principles of
effective, 13; improving decision making
through reconstructing, 17— 1384; improving
talent management in, '165-169; innovation
using idea-sharing, 185-202; knowledge-
sharing culture through, 17-19; leveraging
to extend expertise and augment skill gaps,
278¢; mapping and engaging influence,
44-55; measuring culture in, 128¢; Mentor
Marketplace to increase mentoring,
291-303; organizational strategy unit’s
information, 160fig; roles and responsibilities,
15-17; “Six Degrees of Kevin Bacon”
game on, 274-275, 275fig; smart mentoring
to increase connectivity of, 315-320;
stakeholder mapping/engagement workshop
to develop leaders,” 282-290; two views

Index

used during onboarding program, 338fig.
See also Communities of Practice (CoPs);
Connectivity; Relationships

Networks of Excellence (NoEs)
[ConocoPhillips]: background information
on, 12; day-to-day operation of, 19-21;
financial returns of, 12—13; formation of|
14—15; four principles of effective, 13;
knowledge-sharing culture created by, 17—
19; roles and responsibilities within, 15-17;
Upstream Rotating Equipment Network, 13

Newberry, C., 124, 157

Newcomers’ Boot Camp: current version
of, 323-325; early devciapment of the,
322-323; onboardizg cnallenge requiring,
321-322; results ot the, 325

NorthStar Management Consulting:
background 1hisrmation on, 157-158; ONA
(organiz=tional network analysis) objectives
for. 132-169; reaping the rewards of ONA
a1, 159-170

NorthStar ONA objectives: 1: improve overall
collaboration, 160-164; 2: drive revenue
growth through improved connectivity,
164—166; 3: drive service innovation and
cross-selling, 166—-168; 4: improve talent
management, 168-169

Norton, M., 2, 44

O

ONA (organizational network analysis):
building trusted ties using, 72-88; change
by combining message monitoring with,
139-148; changing culture through,
125-138; DIA (Defense Intelligence Agency)
use of, 316; examining Cedarwood’s decision
making through, 174-176; facilitating
network alignment with strategy using,
153-154; Halliburton’s approach to, 23-43;
MWH global connections using, 89-106;
onboarding programs using, 337-338fg;
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organizational change through, 133-138;
positioning new leader through fine-tuning,
158-170; 3M’s ONA-Engineering Small
Practice Groups, 59-71. See also Network
analysis

ONA-Engineering Small Practice Groups:
description of, 59-60; four step process of
developing RBD, 60-70; 3M’s RBD (Really
Big Division) results of, 70-71

Onboarding employees: benefits of
effective, 327; four examples of, 328-345;
Newcomer’s Boot Camp approach to, 321
325. See also Mentoring

Onboarding program examples: new
controller at biotech company, 328-335;
rethinking onboarding at IFC
(International Finance Corporation),
341-344; uncovering organizational
norms, 344-345; understanding senior
executive dynamics at architecture firm,
335-341

Opinion leaders, 126-127

Oracle of Bacon Web site, 274, 275fig

Organic ideation/test drive of conversioi:
process exercise, 201-202

Organizational agility model, 336f¢

Organizational change: businéss narrative
for driving, 131-133; changing culture
through networks, 125-125; identifying
agents for changing; 126-130¢, message
monitoring to accelerate, 139-148; network
analysis and business narrative change
program for, 133-138; where and how to
begin, 138

Organizational culture: Halliburton’s CoP
development of sense-and-respond
capability, 29-31¢; knowledge-sharing,
17-19, 316; measuring in networks, 128¢;
networks used to change, 125-128

Organizational network analysis (ONA), 45

Organizational norms: benefits of uncovering,
345; exercise used to uncover, 344—345;
onboarding program to uncover, 344
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P

Pace, T, 329, 330

Parise, S., 327

Personal network assessment (PNA): aligning
networks with strategy workshop use of,
150, 154; BioMed onboarding program
application of, 333-334¢ Hidden Assets
activity use of, 235-236; improving
leadership effectiveness through, 264-280

Pharmaceutical company: external stakeholder
challenges facing, 305-306; implementing
recommendations for managing WHO
relationship, 309-21135; network analysis
project for maragiing WHO relationship,
306-309; resclts of broader stakeholder
managen.en: strategy by, 313-314

Polygen;428-329, 332. See also BioMed
onlwserding program

Procier & Gamble, 203-204

omotion reformulation, 50-51

Q

Quaggiotto, G., 244, 326, 341

R

Raff, M., 206

Ranta, D., 1, 11

RBD (Really Big Division) [3M]: fourteen
members selected for small practice group,
66/ig; map of global lab of, 62fig; map of
lab technical service engineers in Asia and
U.S., 65fig; ONA-Engineered Small Practice
Groups used at, 69-71; results at the, 70-71

Reciprocity (employee), 35

Recognition: ConocoPhillips’ opportunities
for employee, 18-19; I'T'Sec trust-building
projects approach to, 86-87. See also
Employees
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Redfern, B. S., 58, 89

Relationship brokers, 129-130¢

Relationships: BioMed onboarding program
to develop stakeholder, 328-336; connecting
through improvisation, 218-232; expertise
extended by, 276-279; influence networking
to build, 46-55; inside and outside forces of
employee, 36—43; leadership development
and formation of, 233; leadership
effectiveness by bridging network, 273-276;
Mentor Marketplace facilitating mentoring-
protégé, 293-303; network analysis project
to manage external stakeholder, 306-314;
networking as art of building, 218; using
ONA to build trusted ties and, 72-88; PNA
(personal network analysis) analysis of, 235—
236; reciprocity of employee, 35. See also
Communities of Practice (CoPs); Networks;
Teams

Resurrection Health Care: additional lessons
learned from, 148; background information
on, 140; change outcomes at, 148; message
monitoring and making changes at,
140-142; message monitoring process at,
142-147

Revenue growth: channeling time savings
into, 165—166; fostering cross-corpany
sales efforts for, 164-165; making everyone
responsible for, 165

Rogers, E., 142

Rollag, K., 327

S

Saba, J., 327

Sales and marketing professionals: CRM
(Customer Relationship Management)
systems for, 44; driving service innovation
and cross-selling, 166—168; four-step
influence network approach for, 46-55;
high-performing teams of, 107-121;

improved connectivity for driving revenue

Index

growth, 164-166; improving overall
collaboration of, 160-164; improving
talent management, 168-169; ONA
(organizational network analysis) techniques
for, 45; TechFirm’s influence network for,
45-55. See also Employees

Sales targeting, 51

Sales teams: characteristics of high-
performing, 107-108; example of building
healthy, 108-121

Saving Nature: background information
on, 234; Hidden Assets activity used by,
234-241

Scene work exercise, 226227

The Secret Language of Lowdership (Denning), 138

Senge, P, 247

Singer, J., 183,165

“Six Degrees ot 17evin Bacon” game, 274-275,
275fig

Smart ! fentoring program: DIA and DOD
reaults of the, 319-320; DIA and DOD’s
taunching of the, 316-319; DOD and DIA
increased connectivity using the, 315

Speed networking practice: conducting
the rounds for, 261-262; debriefing for,
262-263; Networking Card used for, 260fig;
overview of, 259; preparation for, 260-261;
setting up the exercise for, 261

Sponsors of networks, 15

Springboard story, 132—-133

SS7 signaling services, 3

Stage presence exercise, 222223

Stakeholder analysis practice: action planning
for, 257-259; clarify stakeholder connections
to team members for, 254—255; connections
amonyg stakeholders for, 257; connections
to the team as whole for, 255-257; initial
stakeholder analysis, 254fig; overview of]
253-254; preparation for, 254; rough-cut
network map for, 258fig; view of critical
stakeholders for, 256fig

Stakeholder Mapping and Engagement
workshop: devising the, 282-283; overview



Index

of the, 283-284; preparation of the,
284; results of the, 289-290; stakeholder
engagement plan activity during, 288-289;
Stakeholder Map developed during, 286fig;
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104; Halliburton’s CoP program use of,
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Talent management strategies; 196169

Team building: background-rescarch for,
108-109; clinic workshepson, 110-113¢;
Code of Conduct specitying behavior norms,
116, 117¢; evaluation of, 120—-121; first-tier
meetings for, 94-95; Health Check tool
used for, 109-110, 111/, 112-113, 117,
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6: improvement road map, 119-120
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sales, 107—-108; Code of Conduct specitying
behavior norms of, 116, 117¢; creating
healthy, 107-121; KNMs (key network
members) cross-functional assignments
on, 49, 52, MWH’s ONA cross-
functional, 103—104; SMEs (subject
matter experts) inclusion on, 104. See also
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four-step influence network approach used
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Technfirm influence rictworking steps: 1:
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partnerships, 4901, 52¢ 3: facilitate
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Techrical community: VeriSign’s expansion
avd enhancement of, 9-10; VeriSign’s goals
for the, 4

Technology landscapes, 212fig
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results at, 70-71
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tactics used during, 340fig; ongoing transition
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model used in, 336fig; results of the, 341; two
views of a network used in, 338fig

Traffic (Alm), 274

Trust: collaborative innovation network
and fostering, 210; distinction between
professional and personal, 88n.1; I'T'Sec
organizational network analysis approach
to, 73-88
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network and, 206-207; information sharing
process and, 75fig—76fig; ITSec example on,
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workshop on, 77-78; ONA (organizational
network analysis) approach to, 73-88;
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virtual, 100fig

Tung, J., 208
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Upstream Rotating Equipment Network
(ConocoPhillips), 13

U.S. Defense Intelligence Agency (DIA):
background information on, 315;
Knowledge Lab of, 316, 320; ONA
conducted by, 316; Smart Mentoring
program of, 315-319; Smart Mentoring
results for, 319-320

U.S. Department of Defense (DOD):
background information on, 315; Smart
Mentoring program of, 315-319; Smax
Mentoring results for, 319-320

U.S. Food and Drug Administration (FDA),
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U.S. Labor Department; onbearding
challenges facing, 326-327
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Velasquez, G., 2, 22
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VerSign Technical Community program:
building an online community through, 8-9;
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exhance the, 9-10; goals of, 4; the Matrix
of, 8-9, 10; VT'S (VeriSign Technical
Symposium) element of the, 57

Virtual leadership training, 99-103

Virtual trust model, 100fig

Vision alignment, 206

Voice over IP (VOIP)s<:vices, 3

Vollhardt, C., 244,30+
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WIN'M (What’s In It For Me?), 67, 6970

Williams, T. G., 123, 139

Wolfberg, A. (Zeke), 244, 315

The Woodsman (film), 274

World Bank, 131-132, 341

World Health Organization (WHO): as
external stakeholder to pharmaceutical
industry, 305-306; network analysis project
to manage relationship with, 306-314
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“Yes, and” exercise, 228-229
“Yes, let’s” exercise, 224-225









