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60–62; finding customers’
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Clif Bar, 60, 160
Coffman, Curt, 67
Collaboration among investors,

193–194
Collins, Jim, 8, 22–23, 81, 181,

186–187, 200, 206, 211
Commitment, 125–141
Communications with investors,

186–187
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Corporations. See Businesses
Costanoa, 172–174
CostCo, 24, 62
Covey, Stephen R., 8, 21–22, 177
Cragg, David, 91
Crawford, Jr., Jack, 193
Crossing the Chasm (Moore),

107

Csikszentmihalyi, Mihaly, 24,
237–238

Culture of neglect, 72
Customer Pyramid; adaptability of,
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inspiration and transformative
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community for, 98–99;
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finding ways to create, 165;
fulfilling unrecognized needs,
142; Harley customers as
product, 149

Executives; applying Hierarchy of
Needs to customers, 123;
developing compensation
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Lewis, David, 103
Lewis, Peter, 163
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customer expectations, 140–141;
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teamwork with direct instruction,
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Mandarin, 137
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level of Employee Pyramid and,
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Moore, Geoffrey, 107
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employee satisfaction and
corporate performance, 53,
69–70, 220, 223; evaluating
compensation policies, 55–62;
Google employees’
compensation, 51–53; investor,
184; Maslow’s study of, 10–12, 19;
McGregor’s Theory Y and, 20–21;
money and employee, 39–40,
48–49, 50–51; supporting
employees in difficult times,
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48–49, 75; tangible and
intangible compensation, 50–51

Motivation and Personality (Maslow),
10

Motivational alignment, 192–193,
197–198

MR, 204
Mr. Holland’s Opus, 100
Munger, Charlie, 198
Murrow, Edward R., 49

N
Nader, Ralph, 163
Name Your Favorite Shop exercise,

97–98
Naming it, 91
Nanus, Burt, 177
Nardelli, Robert, 199
Nelson, Bob, 69, 73, 77
Nelson Information’s Directory of

Investment Managers, 205
Net promoter score (NPS), 25
Netflix, 15, 113–114, 139
New Urbanism, The (Katz), 86
New York University, 96
New Yorker, 117
Newsom, Gavin, 94
Nietzsche, F. W., 89
Nike, 90, 96–97, 157
Nin, Anaı̈s, 31
Ning, 140
Nirvana, 18
Nixon, Richard, 18
Nokia, 144
Non-Linear Systems (NLS), 10, 11
Nordstrom, 152
Novak, Michael, 236–237
Nucor, 191, 223
Nuts! (Freiberg and Freiberg), 218

O
O’Brien, Bill, 26
O’Connell, Patrick, 166
O’Connor, Sinead, 17
Off-site retreats, 93
Ogilvy, David, 107

Ogilvy & Mather, 107
Ohio Players, 18
Oliver, Mary, 5, 6
Omidyar, Pierre and Pam, 204
Omidyar Network, 204
“100 Best Companies to Work for”

(Fortune), 55, 56, 153
1001 Ways to Reward Employees

(Nelson), 73
Organizational Recognition

Assessment for Managers
(ORAM), 77

Outside, 172
Ozley, Lee, 11, 53–54

P
Paris Miki, 129
Pass the Photo recognition game,

77–78
Patagonia, 27, 160–161
Peak experiences; defined, 9;

following callings and, 238;
incorporating into psychology of
business, 13; qualities of
self-actualization in, 238–239;
understanding Relationship
Truths pyramid as, 228–230

Peak performance; customer and
company relationships for, 26,
144–149; profitability and, 219

Pearl Jam, 18
Peninsula Habitat for Humanity, 59
Peppers, Don, 130, 131
Performance; defining effective

investment, 181–184; effect of
negative interactions on, 79;
employee morale and, 227;
employee satisfaction and
corporate, 69–70, 220, 223;
long-term and short-term, 22–24,
190–192; money as motivation
for, 53; profitability and peak,
219; recognition for best, 79;
relationship-centered
organizations and, 36–38

Perishable assets as perks, 61–62
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Philanthropic goals; compensating
stockholders’ charities, 178;
creating employee meaning with,
92–93; engaging businesses to
support greater causes, 161–162;
involving investors in company’s,
212

Philanthropic investors, 210
Phoenix, The, 106, 116–117, 143
Pie Digital, 192
Plain Talk (Iverson), 191–192
Plato, 16
Plemons, Jill, 66
Pollard, C. William, 83, 89
PomPei, Ron, 154
Porras, Jerry, 22–23, 206, 211
Positive Organizational Scholarship,

26
Posner, Barry Z., 212
Pottery Barn, 122
Power Vs. Force (Hawkins), 241
Praise, 68–69, 73
Price, Bill, 188, 191
Priceless (LaSalle and Britton), 129,

155, 161–162
PricewaterhouseCoopers (PwC),

59
Pride of ownership. See also Legacy;

investments leading to, 202–203;
investors and, 41, 42, 211

Profits; by-product of customer
service, 218; customer retention
and increased, 38; peak
performance and, 219; purpose
driving investment, 206–207;
relationship between personal
happiness, 27; service-profit
chain, 220–221, 226

Progressive Insurance, 162–163
Psychographics, 117, 120
Psychology of business; creating,

12–14; four premises of
companies, 19; sacrificing values
for tangible rewards, 22–24

Pursuit of happiness, 26–27

Putnam, Robert, 87
Pyramids. See also Relationship

Truths; power of Relationship
Truths, 42–44; Relationship
Truths, 229; setting priorities
using, 239–240; three states of
being, 241–243

Q
Quakers, 204
QuickBooks, 155
Quicken, 155

R
Radio Shack, 147
Radisson, 123
Raising the Bar (Erickson), 60
Rate of return, 180
Real Simple, 117
Rebel Rules, The (Conley), 4
Recognition; compensation vs., 64;

developing training program for
managers, 77; employee
attendance, 70–71; employees
need for, 40, 66; executive praise
of employees, 68–69; gifts as form
of employee, 65–66; informal
versus formal, 71–73; role in
employee loyalty, 69–71; success
level of Employee Pyramid and,
84; types of informal recognition,
73–74

Red Hot Chili Peppers, 18
Reichheld, Fred, 25, 37–38, 112, 122
Reinvention of Work, The, (Fox), 85
Relationship alignment; creating

with investors, 179–181, 190–192,
197–200; defined, 41, 42

Relationship Truths. See also
Customer Pyramid; Employee
Pyramid; Investor Pyramid;
about, 39–42; Customer Pyramid,
40; discovering, 34; Employee
Pyramid, 39; held together by
Joie de Vivre Heart, 228–230;

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



SPH SPH
bind JWSF003-Conley November 20, 2009 13:53 Char Count= 0

INDEX 271

Investor Pyramid, 41; power of
pyramids, 42–44; Relationship
Truths Pyramid, 229

Relationships; aligning investor,
179–181, 190–192, 197–200;
developing personalized,
131–132; disruption of Internet
bookings on, 119; emotional
connections with investors,
194–197; between managers and
employees, 67; peak companies’
customer, 145–149; satisfaction
and, 112; transaction alignment
in, 172–174; trust in business,
175; value of customer and
employee, 36–38; with work,
84–85

Rent-a-Car, 25
Resonant Leadership (Boyatzis and

McKee), 95
Retire-a-Little plan, 58
Return on Customer (Peppers and

Rogers), 130, 131
Rider’s Edge program, 148
Ritz-Carlton, 115, 137, 147
Robb, Walter, 150–151
Rogers, Martha, 130, 131
Rolling Stone, 116–117
Roman Catholic Church, 205
Ronstadt, Linda, 17
Roosevelt, Eleanor, 10
Rotten, Johnny, 18
Rules for Revolutionaries (Kawasaki),

160
Rush Hour MBA program, 58

S
Sabbaticals, 57
Sacramento Bee, 126
Safety, 109, 110
Saga Corporation, 11, 127
Sanders, Anne, 159
Sarbanes-Oxley Act, 180
Sasser, W. Earl, Jr., 220

Satisfaction; baseline expectations
and customer, 111–112, 123–124;
changing standards of, 114–115;
Customer Pyramid and, 106–108;
customer referrals and, 122;
focusing on bottom level of
Customer Pyramid, 107–108;
Hierarchy of Needs applied to
customers, 108–110; improving
customer, 119–121; loyalty not
guaranteed by, 112–115;
measuring customer, 121;
service-profit chain and, 220–221

Second Life, 138–139
Schindler’s List, 100
Schlesinger, Leonard, 220
Schrager, Ian, 115, 144
Schultz, Howard, 159, 206
Sears, 112
Secretan, Lance, 83
Self-actualization; human need for

self-fulfillment, 7; identity
refreshment as customer,
143–145, 158; living principles of,
232–234; qualities of, 238–239;
setting priorities using pyramids,
239–240; three states of being
and, 241–243; work and, 234–238

Self-actualized customers;
discovering how to create,
164–165; feeling part of bigger
cause, 160–162; helping meet
highest goals, 157–158; identity
refreshment and, 143–145, 158;
offering unimagined value to,
162–164; providing expression
for, 158–160

Self-transcendence; ethical
investments and, 211; feeling part
of bigger cause, 160–162; on
Hierarchy of Needs, 160, 203

Seligman, Martin, 54
Selling the Invisible (Beckwith), 108
Semco, 28
Semlar, Ricardo, 28, 58
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Service; Apple develops consumer
technology culture of, 146–148;
customizing customer, 165–166;
delivering to customers, 49;
developing teams for, 136–137,
140–141; elements of great, 134;
enabling with technology,
133–134; getting customer
referrals for your, 122; identity
refreshment and transformative
aspect of customer, 143–144;
profit as by-product of customer,
218; stages in evolution of, 108;
transformation as part of
customer, 128

Service Profit Chain, The (Heskett,
Sasser, and Schlesinger),
220

Service retreats, 93
ServiceMaster, 83
Service-profit chain, 220–221,

226
Setting the Table (Meyer), 133, 226
7 Habits of Highly Effective People

(Covey), 21–22
Seven-Day Weekend, The (Semlar), 28,

58
Sharp, Isadore, 49
Sheraton, 119
Sheth, Jagdish, 16, 206
Short-term investments, 190–192
“Shrinking Core, Expanding

Periphery” (Gulati and Kletter),
36

Simply Better (Barwise and Meehan),
113, 121–122

Sinegal, James, 24
Sirota, David, 227, 230
Sisodia, Rajendra, 16, 206
Skinner, B. F., 8, 16
Small Giants (Burlingham), 15–16,

115
Smith, Frederick W., 41
Smith, Logan Pearsall, 237
Smith, Orin, 206

Smith Barney, 205
Smith Travel Research, 183
Social Life of Information, The

(Brown), 38
Social needs; addressing customers’,

139–140; advertising invoking,
131; investors’, 198–199; social
connection at work, 87

Socially responsible investments
(SRIs), 203–205

Sony, 107
Soul of the Firm, The (Pollard), 83
Soul of the New Consumer, The (Lewis),

103
Southwest Airlines, 43, 75, 76, 77, 87,

113, 217–219, 226
Southwest Airlines Way, The (Gittell),

58, 73, 218
Speed of Trust, The (Covey), 177
St. Regis, 137
Stages in product or service

evolution, 108
Standard & Poor 500, 61
Starbucks, 43, 159–160, 206, 223
Starwood, 123, 138, 139
Stephens, Deborah, 12, 129
Stephens, Robert, 94–95, 99, 151
Stress, 48–49
Strobel, Christian, 76
Studio 54, 144
Subconscious customer mantras,

153–154
Success; on Employee Pyramid, 84;

meaning linked with corporate,
86; measuring personal, 232–234;
place on Transformation
Pyramid, 29–30, 128

Summa Health Systems, 95
Survival; effect of focusing on, 36;

found on Relationship Truths
pyramids, 43, 84; money and base
motivation, 39–40, 84; similar
needs of investors and
employees, 176; working
and, 45
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T
Tabla, 133
Tangible compensation, 50–51
Target, 122, 146
Taylor, William C., 154
Technology; blending transformative

experience with, 151–152;
comparing buying patterns,
130–131; harnessing to customer
desires, 129–132; helping
customer meet highest goals,
157; high-touch cultures using,
132–134; learning relationships
aided by, 131, 139; service
enabled by, 133–134; testing
concepts with customers, 138–139

Teerlink, Rich, 11, 53–54
Telecommuting, 56
Terkel, Studs, 45
Texas Pacific Group, 188, 191
Theme books, 65, 78
Theory X, 20
Theory Y; Google’s application of,

52–53; motivation in workplace
and, 20–21; Semco’s application
of, 28

Thiry, Kent, 70
Thoreau, Henry David, 211
Three Tensions, The (Dodd and

Favaro), 181
Timberland, 56, 160
Tipping Point, The (Gladwell), 13
Toward a Psychology of Being (Maslow),

6
Town and Country, 117
Trader Joe’s, 152
Transaction alignment; creating with

investors, 179–181; defined, 42;
importance of, 174–175; lessons
learned in, 172–174;
wrong-owner syndrome and,
184–185

Transformation. See also
Transformation Pyramid;
focusing on, 43–44; at peak of

Relationship Truths pyramids,
43; place on Transformation
Pyramid, 30–31; process in
customer service, 128

Transformation Pyramid. See also
Customer Pyramid; Employee
Pyramid; distilling Hierarchy of
Needs to Relationship Truths,
39–41; similarities between
investors and employees, 176;
states of being represented on,
29–31

Transforming leaders, 29
Travel Web sites, 118–121
Travelocity, 118–119
Travelodge, 137
Trust; business relationships and,

175; developing in investor
relationships, 177–178; emotional
bank account and, 21–22

TWA, 114
Twain, Mark, 78
Twitter, 140

U
Ullman, Tracey, 65
Ultimate Question, The (Reichheld),

112
Union Square Café, 133
Union Square Hospitality Group, 91,

133–134
United Nations, 205
U.S. Army, 8
Unrecognized needs, 41, 142–167.

See also Desires; Satisfaction;
Apple’s exploration of, 146–148;
businesses tailored to meet,
152–153; evangelism tied to, 142;
exploring higher needs of
customer, 146; finding
customer’s, 145; Ford on, 142;
Geek Squad’s meeting of,
151–152; Harley-Davidson’s
fulfillment of, 148–149;
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Unrecognized needs (Continued);
innovative ways to find out,
155–156; meeting investors’,
199–200; understanding
customers’, 153–156; Whole
Foods Market’s meeting of,
150–151

Urban Outfitters, 154
USA Today, 173

V
Vacation time, 56–58
Values; rating intangible, 25;

sacrificing for tangible rewards,
22–24

Van Stolk, Peter, 158–159
Vanguard Group, The, 23
Vanity Fair, 117, 172
Velocity Venture Capital, 193
Venture capitalists. See Investors
Victoria’s Secret, 152
Virgin, 76
Visioning sessions with investors, 211
Vucic, Domagoj, 91–92

W
W Hotels, 137, 138–139
Walgreens, 181
Walker, Kumi, 204
Walkman, 107
Wal-Mart, 62, 77, 218
Walton, Sam, 77
Wang, 114
“We Are Here” awards, 70
Webb, Peter, 198–199
Wegman, Danny, 153
Wegman’s, 153
Westin, 123
Wheat, Larry and Ann, 202
Wheatley, Margaret, 33
Whitman, Meg, 138
Who Moved My Cheese?, 8

Whole Foods Markets; corporate
culture at, 217, 223, 226;
Maslow’s influence on, 12, 27;
multiple Customer Pyramids for,
150–151, 164; supporting cause
bigger than self, 160

Wilder, Laura Ingalls, 237
Williams, Cecil, 94
Wired, 117
Wolfe, David, 16, 206
Work; adding meaning to

workplace, 97–101; developing
meaning in daily, 94–97; doing
what you love as, 231; evaluating
employees sense of meaning in,
90; finding meaning at and in,
88–90; importance of meaning
in, 85–88; jobs, careers, and
callings, 234; relationships with,
84–85; statements reflecting life
at, 234–236; work climate surveys,
55, 223

Working (Turkel), 45
Wrong-owner syndrome, 184–185,

208, 224
Wrzesniewski, Amy, 96
Wyatt, Watson, 177

X
Xerox Corporation Palo Alto

Research Center, 38

Y
Young Presidents Organization

(YPO), 189
YouTube, 140
Yvette, the Hotel Matchmaker, 120

Z
Zaltman, Gerald, 153
Zappos, 60, 62, 152
Ziglar, Zig, 47
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