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A

A Players: defi ned, 51; hiring, 51–55; 

peer reviews of, 94–95; preventing 

A Players from leaving, 126–128; 

regression analysis of  A Player 

behavior, 57. See also B Players; C 

Players; employees

A positions, 53

Ability, 83

ACCION New Mexico*Arizona* 

Colorado, 37; hiring according to 

values, 51

Accountability, 83

Action, 83

American Management Association: 

2008 study, 2; study with Institute 

for Corporate Productivity, 113

Annual review of  Values Blueprint, 

155–156; being objective and 

subjective about feedback, 

162–163; evaluating how values 

have penetrated people processes, 

156–157; making sure metrics 

support values, 158; reviewing 

and aligning relationships, 

161–162; reviewing leaders’ 

execution of  values, 160–161; 

reviewing performance 

expectations, appraisals and 

rewards, 159–160

Appraisals, 11–12. See also 

evaluations

Asking customers what they want, 

148–149

Assessment team: nominating, 23

Authority: setting up systems to give, 

85–86

Awareness, 83
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B

B Players: peer reviews of, 95. See also 

A Players; C Players; employees

Baptist Health Care Leadership 

Institute, 116

Barger, Dave, 12, 13, 55–56, 86, 

96, 100, 112, 113, 114, 116, 

121, 131

Behavior: using games to reinforce, 

84–85

Behavior-based interviewing, 57, 

64–67; benefi ts of, 67–70

Benefi ts, 104–107; creating 

total rewards statements to 

communicate true value of, 107. 

See also recognition programs; 

rewards

Blessing White, 164–165

Boss for a Day, 85

BP, 144

Branding, 136–145

Burt, Ronald, 2

C

C Players: defi ned, 52; peer reviews 

of, 95. See also A Players; B Players; 

employees

Celebrating success, 121–123

Chrysler: Product Quality Initiative 

(PQI), 83

Circle of  excellence, 14–15

Clear line of  sight, 79

Clifford, Stephanie, 57–58

Communication: anticipating and 

minimizing resistance, 134–135; 

asking customers what they want, 

148–149; bringing the brand 

to the family, 139; cascading to 

operations, staff, and the front line, 

134; with departing employees, 

139–141; developing a set of  

key messages, 133; emphasizing 

communications skills, 165; 

escalating sophistication over 

time, 141–142; formal values 

communications, 137; getting 

commitment from senior 

leadership and the board, 

133–134; giving authority to 

communicate values, 145–148; 

giving priority to communicating 

rewards, 138–139; incorporating 

values and behaviors into 

traditional communications, 

137–138; incorporating values 

into crisis response, 137; making a 

case for change, 22–23; reinforcing 

your values culture, 129–131; 

social media, 138; touchpoints, 

139; up, down and backwards, 

131–132; using every opportunity 

to reinforce brand, 141; Values 

Communication Plan, 132–135; 

values rebranding, 136–145

Competencies, 60–61

Conscious cultures, 21
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Consultants: reviewing and aligning 

relationships with, 161–162

Continuous discipline, 155–163

Contractors: reviewing and aligning 

relationships with, 161–162

Corporate culture: association with 

performance, 2; designing, 5–7; 

ignoring, 17; measuring, 21–29; 

shaping, 18–21. See also culture 

change; culture maintenance

Cost-benefi t analysis, 117

Crisis response: incorporating values 

into, 137

Culture: association with 

performance, 2; designing, 5–7; 

ignoring, 17; measuring, 21–29; 

shaping, 18–21. See also culture 

change; culture maintenance

Culture Analyst, 25

Culture change: design phase, 5–7; 

determining need for, 2–5; making 

a case for change, 22–23; role of  

leaders in, 30–31

Culture maintenance, 151–155; 

continuous discipline, 155–163; 

strategic leadership development 

and succession planning, 

163–167

Customer satisfaction, 4

D

Dashboard metrics, 73; creating an 

Organization Dashboard, 76–79; 

making values real, 74–76. See also 

metrics

Day, Christi, 138

Denham, Charles, 83–84, 168

Denison Consulting: culture 

surveys, 25

Dodds, Sheryl, 26

Doubletree Hotels, 14, 27; 

behavior-based interviewing, 

68; benefi ts, 104; hiring A 

Players, 58, 69; metrics, 72; peer 

interviewing, 64; using games to 

reinforce behaviors, 84; Values 

Blueprint, 48

Drucker, Peter, 119

E

Easdown, L. Jane, 68

EBay, 125

Edmonds, Chris, 21–22

Edmondson, Amy C., 27

Employees: as the best recruiters, 

56–57; hiring people who 

share company’s values, 7–9. 

See also A Players; B Players; C 

Players

Errors: tracking honestly, 

82–84

Evaluations, 11–12. See also annual 

review of  Values Blueprint; peer 

reviews

Excellence, circle of, 14–15

Exit interviews, 24
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F

Facebook, 138

Federico, Rick, 112, 126, 146

Feedback: creating a simple process 

for, 117–118

Fike, Ruthita, 125

First Interstate Bank, 127

Florida Hospitals, 26, 27, 147

Focus groups: to evaluate current 

values and behaviors, 26–29; 

sample questions, 28

Freiburg, Jackie, 19

Freiburg, Kevin, 19

G

Games: using to reinforce behaviors, 

84–85

Glaser, Bob, 21–22

H

Haines, Anne, 37, 51

Halliburton, 144

Harvard Business Review, 102

Heritage Home Health Care, 8; 

Values Blueprint, 46–47

High-spirit culture, 71

Hiring: behavioral interviewing, 

64–67; benefi ts of  values hiring, 

67–70; communicating the change 

in hiring process, 67; creating 

a Values Hiring team, 59–60; 

creating an Interview Guide for 

values hiring, 61–63; designing a 

values-based hiring system, 7–9; 

determining key attributes of  

positions, 60–61; peer/manager/

HR interview teams, 63–64; A 

Players, 51–55, 58–67; starting 

with one key position, 59; values 

hiring as a strategic business 

responsibility, 55–58

Hoffer Gittell, Jody, 73

Honesty: lack of  with the press, 144

Human Synergistics: culture 

surveys, 25

Humility, 31

Huseman, Richard, 116

I

Implementation plan, 49–50

Infl uencers, 116

Institute for Corporate Productivity: 

study with American Management 

Association, 113

Integrity, 43–44

Interview Guide, 61–63, 66

Interview Guide Matrix, 63

Interviews: behavior-based 

interviewing, 57, 64–67; to 

evaluate current values and 

behaviors, 26–29; exit interviews, 

24; Loma Linda University 

Medical Center, 10–11; peer/

manager/HR interview teams, 

63–64; sample questions, 28; 

values-based, 9
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“Is state”, 21, 36; understanding, 

29–30

J

JetBlue, 4, 7, 12, 13; beginning the 

conversation to create Values 

Blueprint, 40; benefi ts, 104, 

105–106; celebrating success, 121; 

creating culture from scratch, 

18–19; Crewmember Crisis 

Fund, 113, 126; customer surveys, 

148; fun, 136; hiring A Players, 

69; hiring Lenny Spivey, 52, 62; 

honesty about service breakdowns, 

144; J.D. Powers customer 

service award, 152; leaders, 112; 

maintaining values in recession, 

152; metrics, 75–76; monthly TLC 

requirement, 115; onboarding 

values, 86; Organization 

Dashboard, 77, 78; peer reviews, 

96; performance expectations, 

159; pilot championing team 

spirit, 33–34; pocket sessions, 

114; rapid response team for 

resignations, 126–127; recruiting 

people from Southwest, 57; 

rewarding leadership values, 

125–126; rewards, 101; selecting 

a Values Workout team, 42; social 

media, 138; Values Blueprint, 

34–35; values hiring, 55–56

Johnson, Kevin, 38, 49

Juniper Networks, 38, 143; bold 

aspirations, 112; Values Blueprint, 

48–49; Values Workout, 42, 44

K

Kanter, Rosabeth Moss, 1–2

Keith, Camille, 58

Kelleher, Herb, 12, 14, 19, 66–67, 

112, 114, 120, 121, 149

Kelman, Glenn, 141

Ken Blanchard Companies, The, 22

Kettering Adventist Health 

Care, 147

Key attributes, 60–61

Key messages, 133

Key words: looking for in the data, 

29–30

L

Leader rounds, 115–116

Leaders, 13–14; celebrating success, 

121–123; creating a simple process 

for giving feedback, 117–118; 

doing the small things right, 

123–124; getting commitment 

from senior leadership and the 

board, 133–134; inspiring culture 

change, 111–113; leadership 

listening systems, 115–116; living 

the values, 118–121; never losing 

an A Player, 126–128; rewarding 

leadership values, 125–126; role of  

in culture change, 30–31; spending 
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Leaders (continued )

time with employees, 113–115; 

strategic leadership development 

and succession planning, 163–167

Living the values, 118–121

Loma Linda University Medical 

Center, 9–12; communication, 

135; determining key attributes 

of  positions, 61; hiring A Players, 

59; maintaining values, 155; 

peer reviews, 95; performance 

evaluations, 125; performance-

based compensation, 103; selecting 

a Values Workout team, 41–42; 

Values Blueprint, 48; values hiring, 

56; Values Recognition Program, 

139, 140; values rollout, 142

M

Managing the Non-Profi t Organization 

(Drucker), 119

Maritz Poll (2005), 91

Maurister, Rob, 75–76

Measuring current culture, 21–29

Metrics, 71–74; creating an 

Organization Dashboard, 

76–79; creating team metrics and 

scorecards, 79–82; focusing on 

metrics instead of  gut feelings, 88–90; 

making sure metrics support 

values, 158; making values real, 

74–76; setting up systems to give 

authority, 85–86; tracking errors 

honestly, 82–84; using games to 

reinforce behaviors, 84–85. See also 

dashboard metrics

Monster.com, 25

N

Neeleman, David, 7, 12, 112, 113, 

114–115

Nuts! Southwest Airlines’ Crazy Recipe 

for Business and Personal Success 

(Freiburg and Freiburg), 19

O

Onboarding values, 86–88

Organization Dashboard, 73, 158; 

creating, 76–79; JetBlue, 75–76, 

77, 78. See also metrics

Orientation, 11

P

Paid-time-off  (PTO) banks, 106

Pay raises: based on performance, 

99–103

Peer interviewing, 63–64

Peer reviews: and rewards, 93–96; 

starting at the senior level, 95–96

Pei Wei, 146. See also P.F. Chang’s 

China Bistro

People Ink, 66

People problems, 4

Performance: drivers of, 15

Peterson, Joel, 2, 18, 39–40, 

118–119
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P.F. Chang’s China Bistro: candor, 

136; communication, 135; 

executive compensation, 126; 

giving authority to communicate 

values, 145–146; maintaining 

values in recession, 152; 

teamwork, 112

Pfeffer, Jeffrey, 89

Players: A hiring, 58–67

Pocket sessions, 114, 115–116

Problems, 143–144

Promotions: based on performance, 

99–103

Promus Hotels, 86

PTO. See paid-time-off  (PTO) banks

Publishing fi ndings, 30

Publishing the fi rst draft of  the 

Values Blueprint, 45–46

Pyramid Hotels, 120

Q

Quaid, Dennis, 168

Quality scores, 5

R

Rebranding, 136–145

Recognition programs, 102–103. See 

also rewards

Redfi n.com, 141; onboarding values, 

87–88

Reichheld, Fred, 78

Resistance: anticipating and 

minimizing, 134–135

Responsiveness, 117

Rewards, 12, 91–93; basing on 

values, 96–99; cost of, 108–109; 

creating total rewards statements 

to communicate true value of, 107; 

listening to employee opinions, 

97–99; mapping total rewards 

against values, 97; and peer 

reviews, 93–96. See also benefi ts; 

recognition programs

Rhoades, Ann, 58

Rice, Christopher, 164

Rice, Steven, 38, 44, 48–49

Rumors, 143–144

Russell Reynolds Associates: culture 

surveys, 25

S

Schultz, Howard, 13, 20, 115, 

119–120, 125

Scorecards, 79–82

Senn Delany, 2

Shared results, 117–118

Silo building, 144

SOAR, 10

Social media, 138

Southwest Airlines, 1, 4, 7, 12, 19; 

benefi ts, 104; hiring A Players, 

53, 58, 59, 69; interviewing, 

66–67; metrics, 72; peer 

interviewing, 64; regression 

analysis of  A Player behavior, 57; 

social media, 138

bindex.indd   227bindex.indd   227 11/13/10   6:26:32 AM11/13/10   6:26:32 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Index228

The Southwest Airlines Way (Hoffer 

Gittell), 73

Spivey, Lenny, 52, 62

Starbucks, 13; creating nonsmoking 

environments in Japan, 20; leader 

rounds, 115; leaders living the 

values, 119–120, 125

Storytelling, 118–119, 122

Strategic business responsibility: 

values hiring as, 55–58

Strategic leadership development, 

163–167

Strategic maps, 78. See also dashboard 

metrics

Success: celebrating, 121–123

Succession planning, 163–167

SurveyMonkey.com, 25

Surveys: anonymous culture surveys, 

24–25; asking customers what they 

want, 148–149; gathering existing 

survey data, 24

Sutton, Robert, 89

T

Team Consensus Worksheet, 65

Team Dashboards, 73. See also 

metrics

Team metrics, 79–82

Terminations: based on 

performance, 99–103

Third-party vendors: reviewing 

and aligning relationships with, 

161–162

Timeline for implementing Values 

Blueprint, 49–50

Towers Watson: 2009 report, 

131, 138

Training: for behavior-based 

interviewing, 64–67; focusing 

beyond training, 165

Trainor, Len, 8

Transocean, 144

Trends: looking for in the data, 

29–30

Trio Tours, 48, 143

Trust: lack of, 5

Trust imperative, 145

Twitter, 138

U

Unplug Sessions, 49

Urban, Glen L., 145

V

Values being used as a weapon, 143

Values Blueprint, 6, 34–37; annual 

review, 155–163; beginning 

the conversation, 39–40; 

Doubletree Hotels, 48; Heritage 

Home Health Care, 46–47; 

implementation plan and timeline, 

49–50; Juniper Networks, 38, 

48–49; Loma Linda University 

Medical Center, 48; performing 

the Values Workout, 42–45; 

publishing and presenting, 46–49; 
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publishing the fi rst draft, 45–46; 

selecting a Values Workout team, 

40–42. See also metrics

Values Committee, 6; Loma Linda 

University Medical Center, 9–10

Values Communication Plan, 

132–135. See also communication

Values hiring: benefi ts of, 67–70; 

creating an Interview Guide for, 

61–63

Values Hiring team, 59–60

Values rebranding, 136–145

Values Team, 37–38, 130; annual 

review of  Values Blueprint, 

155–163

Values Workout: performing, 

42–45

Values Workout retreat, 6

Values Workout team: selecting, 

40–42

Values-centered metrics. See metrics

Vanderbilt University Medical 

Center: interviewing, 68

Vanguard companies, 1–2

Variable pay, 100–101, 102–103

W

Welch, Jack, 36

Welch, Suzy, 36

West Jet, 7

Whitman, Meg, 125

Winslow, Gerald, 9–12, 95, 103, 155

“Wow state”, 36

Z

Zappos.com, 7, 142
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