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Corporate brand vs. personal brand, 276

Corporate culture, 275–276

Corporate image, 276

Corporate reputation, 105–107

Corporate transparency, 275

Cost centers and revenue producers,

272–273

Costs, 99–100

Courage to fail, 242–243

Covey, Stephen M. R., 15
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Decentralized relationship network, 103

Decision makers, 173–174
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Distribution partners, 149

Diversification difficulties, 171
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201–206
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Entrepreneurial process, 191
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Fast follower strategy, 277–279
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Fear of standing out, 240
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Frustrations, 192–195

Fuel efficiency, 52

Fuel efficiency of growth, 53
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large-scale change and mergers and
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leadership development, 131–136

revenue growth, 129–131

strategy execution, 136–138

Fundamental flaws in strategic

relationship planning (SRP), 91–94

Future builders, 103

Future-proofed strategy, 95, 96

Fuzzy goals, 7–8

Gatekeepers, 177

Generalists, 183, 184

Givers, 102
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revenue growth

quantifiable, 217

and realism, 161–162

Goals, strategies, objectives, and tactics
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Goldsmith, David, 148

Good to Great (Collins), 61, 211

Google, 12, 31, 172, 204, 225, 265

Gossip and Reputation (Burt), 14

Growth, attributes of, 4
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Incrementalism vs. innovation, 138
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Innovators and uncharted market
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Intracompany relationships, 37
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America, 239–244
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Large-scale change and mergers and
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Leadership development (Continued )

myopia in, 165–168

pivotal contact relationship investment
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pivotal contacts, 172–176
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269, 271, 276, 280

LinkedIn etiquette, 255–259
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Luminaries, 184
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Meeting overlaps, 215
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plan for large-scale change or
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Networkers of influence as strategic
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follow-through phase, 23–37
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preparation phase, 5–9

Networking failure, reasons for
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fuzzy goals, 7–8
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haphazard and reactive efforts, 9–16

lack of purpose, 6–9
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relationship development plan
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253
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128–129

Organizational growth

about, 45–46

growth probability, 52–54

growth slope, 46–50

growth speed, 50–51
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Ostrich look-a-like approach, 273
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Out-of-office contacts, 214–215

Outsiders as leaders, 133

Paparelli, Charlie, 23

Parayre, Roch, 95–97

Parker, Andrew, 128

Patches vs. dyes concept, 10–11

Peer influence, 166

Peer-level relationship mentors, 64

People barrier, 194

Performance evaluations, 102–103, 133

Personal action plans, 91
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Personal brand attributes and

development, 134–135

Personal brand construction, 211

Personal brand equity, 210

Personal brand vs. corporate brand,

276

Personal evaluations, 167

Personal relationship plan, 217–220
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Pillars of strategic relationship planning

(SRP)

competitive differentiation, 105

corporate reputation, 105–107

cost, 99–100

matrix effectiveness, 103–105

process optimization, 100

revenue growth, 98

strategic focus, 95, 97–98

talent development, 100–103

Pivotal contact relationship investment

matrix

about, 182–183

access spectrum, 185

breadth and depth, 183–184
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relevancy, 184–185
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Pivotal contact sources

no access personnel, 178–179

restricted access personnel, 178

unrestricted access personnel, 178
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about, 172–173

approvers, 174–175

decision makers, 173–174

decision role unknown, 176

described, 166
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for, 182

and philanthropic causes, 181–182

prioritized matrix, 183

return on involvement, 114–115
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176–182

in strategic relationship plan, 91

user-evaluator, 175–176

Planning process, 91, 190

Planning vs. strategy, 89

Platform, social media as, 254

Plato, 168

Political savvy, 167–168

Porter, Michael, 190

Portfolio diversification, 169–171

Portfolio of relationships as

differentiating asset, 224–226

Portfolio relationship, 199
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(Wayne), 14
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The Practice of Social Influence in Multiple
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Premortem evaluation, 245
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Presence through social networking, 254

Pretransaction due diligence, 245–246

PricewaterhouseCoopers, 158, 225

Private equity advisors, 180

Private individuals, 177

Process optimization, 100

Productive relationships, 75

Professional certification process flaws,

156–157

Professionals struggling with

relationship-centric goals for

revenue growth, 153–156

Profitability of growth, 53

Project joint ventures, 148–149

Protecting unique cultures, 240

Prusak, Laurence, 15

Psychological assessment tools,

123

Public social networks, 254

Purcell, Kevin, 99–100

Purpose, 6–7, 254

Putnam, Robert, 15

Quality as mind-set, 229

Quality characteristics, 195

Quantifiable relationships

organizational growth, 45–54

relationship-centric culture, 54–59

ROI reinvented, 71–86

Rolodex value perception, 59–62

strategic relationships on-boarding,

62–71

success map, 43–44

Quantifiable value, 20

Quantity characteristics, 195

Qubein, Nido, 213

Rainmakers, 155, 157

Reading and development, 82–83

Real change management, 230–232

Realism, goals for, 161

Reciprocity, 215, 216

Relationship advisory board, 65

Relationship assessments, 118

Relationship bank, 37, 91

Relationship bank attributes, 200

Relationship bank for strategy execution

about, 189
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diversity, quality and required

investments, 201–206

frustrations of, 192–195

investment relationship, 198–199

as key enabler, 195–201

level of influence relationship, 200–201

portfolio relationship, 199

relationship value pyramid, 196–197

schools of thought about, 189–192

situation relationship, 197–198

time and effort invested, 201

2 a.m. relationship, 199–200

Relationship building, 22

Relationship capitalization vs.

relationship creation, 4, 154

Relationship coaching, 65–66

Relationship competencies, 71

Relationship compliance training, 65

Relationship creation vs. relationship

capitalization, 4, 154

Relationship currency

defined, 113, 209

deposits of, 16, 209, 216–217

value promised and value delivered

through, 226

Relationship currency exchange, 91,

113–114

Relationship currency for adaptive

innovation

adaptive innovation, 222–223

exchanging currency, 209–217

innovation vs. advertising, 220–222

personal relationship plan, 217–220

portfolio of relationships as

differentiating asset, 224–226

relationship-centric innovation value

disruption, 223–224

Relationship deposits, 213, 215–216

Relationship development plan absence,

8–9

Relationship development training, 65

Relationship development vs.

transactional networks, 89

Relationship diversity, 108

Relationship DNA, 118

Relationship Dynamic Chart, 103,

125–126

Relationship dynamics, 125–127

Relationship economics

as art and science of relationships, 4–5

becoming an asset and arming with

information, 28–30

campaigns for change vs. governing

change, 141–142

heavy hitters at functions, 22–24

monitoring programs, 135–136

organizational paths, 26–27

performance and relationships, 20

relationship dynamics, 125–127

relationship-centric problem solving,

78

ROI reinvention, 89

sales transformation, 99–100

shared leadership, 132–133

super hubs, 73–74

transformation business development,

60–61

Relationship economics online tools

relationship assessments, 118

relationship value pyramid template,

206

Relationship economics retreat, 77

Relationship giving, 36

Relationship integration process, 66

Relationship investors, 36–37

Relationship knowledge, 214

Relationship quality, 108

Relationship resource allocation,

109–110

Relationship Signature DNA, 70

Relationship Signature Index (RSI), 70,

117–118

Relationship value pyramid, 196–197,

203–204

Relationship value pyramid template, 206

Relationship webs, 49
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Relationship-centric best practices

asking better questions, 17–18

blueprint for high-performing teams,

55–57

centers of influence, 48–49

client-centric teams, 158

continuous opportunity, 10–11

courage to fail, 242–243

daily view of goals, 162

feet on the street, 150–151

follow the money approach, 154

LinkedIn etiquette, 255–259

most influential, 172–173

personal relationship plan, 219–220

pivotal contacts, 172–176

pivotal contacts and philanthropic

causes, 181–182

political savvy, 167–168

protecting unique cultures, 240

purpose, 6–7

relationship currency deposits,

216–217

relationship value pyramid, 203–204

relevant contacts and reciprocity,

180–181

self-evaluation, 80–82

social market leadership tactics,

267–268

A-Team development, 61–68

value-based relationships, 13–15

welcoming more than just the

employee, 39

Relationship-centric culture, 54–59, 223

Relationship-centric goals

challenges of, 161–162

direct goals, 160

equity goals, 161

functional area benefits from, 129

influence goals, 160

in strategic relationship plan, 91

Relationship-centric goals for revenue

growth

about, 145

brand awareness vs. business

development, 145–153

professional certification process

flaws, 156–157

professionals struggling with, 153–156

relationship-centric goals, 159–162

reputational capital, elements of,

157–159

Relationship-centric innovation value

disruption, 223–224

Relationship-centric innovators, 221

Relationship-centric organizations,

56–57

Relationship-centric problem solving, 78

Relationship-centric readiness, 79

Relationship-centric reading, 66

Relationship-centric values, 71

Relationships

categorization of, 203–205

vs. contacts, 43, 196

most valuable, 110–113

in postdigital world, 266–267

social media directing, 253

Relevance, 257

Relevancy, 22, 184–185

Relevant contacts and reciprocity,

180–181

Replacement, 153

Reputation

and market share, 146

time to develop, 262

of trust, 72

Reputation Perception Assessment

(RPA), 118

Reputational capital, 114–118, 157–159

Reputational capital, elements of

competency, 157–158

trust, 158–159

Research, 83

Resources barrier, 195

Responsibility spreading, 133

Restricted access personnel, 178

Retained search executives, 180
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Return on human capital, 62

Return on impact, 79–82

Return on impact matrix, 80

Return on influence, 72

Return on integration, 75

Return on investment, 71

Return on involvement

focus and leadership role, 76–78

pivotal contacts, 116–117

relationship currency deposits, 217

relationship signature index, 117–118

reputational capital, 114–118

Return on objective, 116

Revenue growth, 98, 129–131

Revere, Paul, 121

Risk taking and innovation, 232

ROI reinvented

about, 71

becoming an object of interest, 82–86

return on impact, 79–82

return on influence, 72

return on integration, 75

return on involvement, 76–78

ROI reinvented tool, 86

ROI reinvention, 71–86, 89

Rolodex value perception, 59–62

Romer, Paul, 225

Root causes, 234, 235

Rosen, Edmund, 15

Rosenhaft, Matt, 254

Rotational leadership, 133

Rumelt, Richard, 91–92

Ryback, David, 118

Ryze, 253

Sales, 154

Sales transformation, 99–100

Sales turnover, 58

Scanning the periphery, 95

Schmidt, Eric, 280

Schools of thought about relationship

bank for strategy execution, 189–192

Science News Online, 236

Scitex Vision, 247

Seidl, Randy, 99–100

Self-evaluation, 80–82

Selling after the sale, 151

Selling and buying processes, 260

The7 Habits of Highly Effective People

(Covey), 211–212

Shared leadership, 132–133

Shoestring model, 112

Signal scouts, 139

Silicon Graphics (SGI), 150, 235, 257

Silicon Valley, 225–226

Silo mentality, 232, 234

Silos, 138

Silvia, Dale, 135–136

Situation relationship, 197–198

Six Degrees: The Science of a Connected Age

(Duncan), 15

60 Minutes (program), 241

Small business, 253

Smart, Brad, 55, 58, 59

Smith, Rick, 29–31

Smith, Will, 156

Social, definition, 254–255

Social capital, 3

Social CEO of tomorrow, 279–282

Social Gastronomy, 254

Social market leadership

fast follower strategy, 277–279

and media strategies, 281

and purpose, 254

strategy cycle, 278

tactics, 267–268

Social media

interaction steps throughout, 268

as platform, 254

with private access, 255

target audience, 281
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