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INDEX

A

AES, 27-28

Air Canada, 162

Aligning transactions. See
Transaction alignment

Amazon, 60, 131-132, 139, 152

AMC Theatres, 207-208

American Medical Association, 118

American Psychological Association,
10

Amtrak, 113

Anchoring, 176-177

Annual awards ceremony, 70

Annual owner-investor survey,
185-186, 195

Anthropologie, 154

AOL (America Online), 129

Apple; Customer Pyramiq; 148;
customer relation: «t, 15, 157,
158; develops cu'ture of service,
146-148; giving customer
unimagit:ea choices, 41, 162;
Maslow’s influence at, 12; shifting
focus of, 144; supporting cause
bigger than self, 87, 160; Think
Different, 90

Art and Science of 360 Degree Feedback,
The, 79

Ash, Mary Kay, 66, 67

Aspirational needs, 12

AstraZeneca, b8

AT & T, 107

Aurelius, Marcus, 171

Authentic Happiness (Seligman), 54

Authentic Leadership (George),
179, 183
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Autodesk, 74

Ave Maria Mutual Funds, 205

Awards; annual awards ceremonies,
70; Hotel Heroes, 76; “We Are
Here”, 70

3

Bain & Conipany, 25, 37, 112

Bains, Guinek, 101

Bakke. L ennis, 28

Baklen, Earl, 87

Rank of America, 157-158, 164

Ranks, Drew, 192-193

Barrett, Colleen, 217

Barrett, Richard, 69

Barwise, Patrick, 113

Base motivation. See Motivation

Battle for the Soul of Capitalism, The, 23

Bayus, Barry, 155-156

Beckwith, Harry, 108, 113, 115

Behaviorism, 8

Belonging; facilitate sense of,
139-140; investors’ need for,
198-199

Ben & Jerry’s, 160

Benefits; employee, 56-62;
“quality-of-life”, 59

Benetton, 160

Bennis, Warren, 8, 177

Berkshire Hathaway, 178, 198-199

Best Buy, 95, 99, 133, 139, 147,
151-152

Bethune, Gordon, 223-226

Bezos, Jeff, 131-132

Blanchard, Ken, 204

Bleustein, Jeffrey, 149
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Blink (Gladwell), 13

Blockbuster, 113-114

Body Shop, The, 160

Bogle, John, 23

Boise Cascade, 184-185

Bonuses, 51

Booz Allen Hamilton, 112

Boughton, Mary, 59

Boutique hotel companies, 115-118

Bowling Alone (Putnam), 87

Boyatzis, Richard, 95

BP, 161-162

Bradshaw, Terry, 194

Branson, Richard, 4, 77

Britton, Terry, 129, 155

Brown, John Seely, 38

Buckingham, Marcus, 67

Buffett, Warren, 23, 178-179, 194,
198-199

Buford, Bob, 204

Build to Last (Collins and Porras), 8,
22-23, 206, 211

Burlingham, Bo, 15-16, 115

Burns, James MacGregor, 29

Business as a Calling (Novak),
236-237

Business Week, 117

Businesses; compensating
employees, 55-62; creating
Customer Pyrarid for, 164;
culture of recagnition within,
71-77; employee benefits for,
60-62; finding customers’
unrecognized needs, 152-156;
focusing on aspirational needs,
12; four premises of, 19; helping
customer meet highest goals,
157-158; high-tech, high-touch,
132-134; karmic capitalism and,
21; meeting customers’
expectations, 121-124;
motivation in, 10-12, 19; needs
met by traditional, 26;
organizational mood of, 37; peak
performance in, 26, 144-145;
polling customers, 126-127;
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potential for change via, 18-19;
rise of intangible resources
owned by, 25-26;
self-actualization goals applied to,
10; supporting environmental
causes, 160-162

Butterfly Hill, Julia, 94

C

Café Gratitude, 163-164

California Coastal Commission, 172

Callings; peak experiences and, 238;
pursuing, 234; qualities defining,
236-237

Capitalist Manifesto foiiveating and
Marketing New I'rociucts and
Services, The (3 awasaki), 160

Careers, 234

Carreiro. Towy, 157

Cash.needs; capital calls, 196-197;
investments and, 180-181

Categories; analyzing your market,
122-123; competition within,
113-114; defined, 113

Chihuly, Dale, 97

Chouinard, Yvon, 27

Christensen, Clayton, 107

Christian Science Monitor, The, 237

Citizen, The, 126

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

Community. See also Corporate
culture; building sense of, 98-99;
investments benefitting, 207-210

Companies. See Businesses;
Corporate culture

Compensation; Google employees’,
51-53; linking employee and
executive, 27, 38; measuring, 55,
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60-61; policies for, 54, 61, 62;
recognition vs., 64; retaining
employees with, 53-54, 57-58,
79; tangible and intangible,
50-51

Competition; surveying business,
122-123; within categories,
113-114

Compressed workweeks, 56

Conde Nast, 116

Confidence; building investment
relationships and, 188; essential
in investor relationships,
193-194; Investor Pyramid and,
41, 42,188

Conley, Chip; crisis leading him to
Maslow’s work, 4-7; finds
inspiration in Hierarchy of
Needs, 6, 13; life inspiration for
Joie de Vivre, 82-83; participating
in recognition events, 76

Conley, Lauren, 232-233

Conscious Business (Kofman), 177

Consumers. See Customers

Continental Airlines, 223-226

Cook, Scott, 155

Corporate culture. See also
Businesses; change: 12
Continental’s, 223-226; creating,
222-226; defined, 227; defining,
219; developing, 226-228; Joie de
Vivre, 219-222; organizational
mood, 37; Southwest Airlines,
218-219

Corporate Culture and Performance
(Kotter and Heskett), 222

Corporate social responsibility
(CSR), 206

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
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Csikszentmihalyi, Mihaly, 24,
237-238

Culture of neglect, 72

Customer Pyramid; adaptability of,
151; Apple’s, 148; baseline
expectations, 111-112, 123-124;
creating own, 164; finding
unrecognized needs, 145;
focusing on bottom level of,
107-108; Geek Squad, 151-152;
Harley-Davidson’s, 148-149;
illustrated, 40; measuring
customer satisfaction, 121;
relation to Emplevee and
Investor Pyramic's, 228-230;
satisfaction zno;106-108;
Starbuck’s; 160; Whole Foods,
150-1E1

Custor:er cervice. See Service

Customers. See also Expectations;
Cclf-actualized customers;
Unrecognized needs;
anticipating desires of, 130-131;
asking questions of, 121-122;
connecting emotionally with,
116; corporate connections to,
125, 127; ethnographies of,
154-156, 157-158; evaluating
relations with, 25; feeling part of
bigger cause, 160-162;
harnessing technology to fulfill
desires, 129-132; Hierarchy of
Needs applied to, 108-110, 123;
identity refreshment of, 143-145;
improving satisfaction of,
119-121; innovations surprising,
108; Internet’s influence on
traveling, 118-119; Joie de Vivre’s
relationships with, 34-35;
knowing needs of, 106-107,
127-129, 137-138, 153-156;
magazines reflecting expectations
of, 116-117, 126; making
stakeholders in companies, 127;
measuring satisfaction of, 121;
meeting expectations of, 40-41;
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Customers. (Continued);
mismanaged expectations of,
112, 118; nature of expectation,
111-112; noticing changes in
expectations, 109-110, 123-124;
polling in town hall meetings,
126-127; profitability of loyal,
37-38; providing expression for,
158-160; recognizing employee
impact on, 96, 97-98; referring
others to your service, 122;
relationships between peak
companies and, 145-149;
satisfaction and loyalty among,
112-115; service delivery to, 49;
service-profit chain and, 220-221,
226

D

Danziger, Pamela, 166-167

DaVita, 70-71

“Decision to Trust, The” (Hurley),
177-178

Dell, 146

Demographics, 117

Desires; anticipating customer's,
130-131; harnessing teciinology
to fulfill customers’, 129-132;
knowing and n=cting customer’s,
127-129, 137-123%; service
cultures to meet, 134; tapping
into customers’, 41

DeStefano, Fred, 76

Devo, 18

Discovery Land Company, 193-194,
199

Disruptive innovations; Internet
hotel bookings, 119; Jet Blue
DirecTV service, 162

Dodd, Dominic, 181

Domini, Amy, 205

Domini Social Investment Funds,
205

Domino’s Pizza, 205

Dot-com collapse, 4, 5, 13-14
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Dreammaker program, 153, 165, 200

Drucker, Peter, 8, 53, 134, 144, 164,
227, 231

Duke University, 86

Duwell, 117

Dyson Vacuums, 152

E

eBay, 138, 204

Economy; creating relationships in
downturned, 36-37; effect of
dot-com collapse on hoteliers,
4-5, 13-14; sacrificing values for
tangible rewards, 22-2-

Eddy, Mary Baker, 227

Editorial inference, 130

Einstein, Alberg, 10

Eli Lilly, 56

Elton, Chuster, 70

Emotional pank account, 21-22

Emotionally intelligent investing,
190-192

Eraployee Pyramid. See also
Inspiration; Motivation;
Recognition; compensation
packages for employees, 60-62;
considering culture of
recognition with, 71; developing
employee loyalty, 48—49;
evaluating employee benefits,
56-62; focusing on top of,
100-101; illustrated, 39;
inspiration and transformative
level of, 84-85; relation to
Customer and Investor Pyramids,
228-230

Employees; benefit packages for,
56-60; building sense of
community for, 98-99;
compensation packages for,
51-53, 54, 60-62; defining work
by ultimate purpose, 95-96;
developing team of service,
136-137, 140-141; familylike
culture for, 28; feeling impact on
customers, 97-98; importance of
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relationships with, 35; keeping
gratitude journals, 99-100;
meaning in daily work for, 90,
94-97; morale and performance
of, 227; motivations for, 39-41;
playing role of customer, 96;
recognition for, 65-66, 78-79;
relationship to managers, 67;
retaining, 53-54, 57-58, 79;
self-actualization of, 87-88;
service-profit chain and, 220-221,
226; setting philanthropic goals,
92-93; supporting in difficult
times, 48—49, 75; survival needs
of, 176

Enron, 90

Enterprise Rent-a-Car, 133

Enthusiastic Employee, The (Sirota,
Mischkind, and Meltzer), 227,
230

Entrepreneurs; accountability to
investors, 175; value of, 169, 175

Erickson, Gary, 60

Ernst & Young, 59

Essays of Warren Buffett, The (Buiistt),
178

Ethnographies of custorers,
154-156, 157-158

Eupsychian Managenert (Maslow),
11,12, 25

Evangelists; Apule, 160; creating
customer, 145; defined, 145;
finding ways to create, 165;
fulfilling unrecognized needs,
142; Harley customers as
product, 149

Executives; applying Hierarchy of
Needs to customers, 123;
developing compensation
policies, 54, 61, 62; offering
employees recognition, 66;
pondering purpose of business,
144, 145, 164; salary linked to
employees, 27, 48; stress
experienced by employees and,
48-49
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Expectations; addressing customers’,
121-124; boutique hotels
designed to exceed, 116;
disappointments and
mismanaged, 112, 118; exceeding
baseline, 117-118; learning
investors’, 171, 175, 185-186;
meeting customers’, 40—41;
nature of customer, 111-112;
Netflix creates new customer,
114; recognizing changing
customer, 109-110, 123-124

Expedia, 118-119

Extended holidays, 59

F

Facebook/ I+

Fairfierd 1nn, 115

Fallacy of insignificance, 232

Fusi Company, 67

Feovaro, Ken, 181

Fear; factors linked with, 36; Fear of
Regret, 176

FedEx, 41, 132-133

Financial DNA Resources, 190

Firms of Endearment (Wolfe, Sisodia,
and Sheth), 16, 206

First, Break All the Rules (Buckingham
and Coffman), 67

Flockhart, Calista, 65

Flow, 237-238

Folds, Ben, 139

Ford, 112

Ford, Henry, 142

Formal recognition, 71-72, 74-77

Fortune, 55, 56, 153, 226

Four Season Hotels and Resorts, 49,
137

Fox, Matthew, 85

Frankl, Viktor, 88-89, 239

Freiberg, Kevin and Jackie, 218

Freud, Sigmund, 8, 16

Friedman, Milton, 22

From Worst to First (Bethune), 224

Future Visions (Hoffman), 238-239
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G

Galleria Park Hotel, 117

Gallup Organization, 193, 226,
237-238

Gamez, Peter, 22

Gap, 122

Gateway, 146

Geek Squad, 95, 99, 151-152, 162

Genentech, 14, 56, 87, 91-92, 179

General Electric, 138, 218

General Motors, 112

Genius Bar, 147, 148

George, Bill, 87, 88, 179, 183

Gittell, Jody Hoffer, 38, 73, 218

Gladwell, Malcolm, 13

Goldman Sachs, 205

Goleman, Daniel, 87, 190

Good Business (Csikszentmihalyi), 24,
237-238

Good to Great (Collins), 8, 81, 181,
200

Google, 14, 51-53, 56, 99, 152, 157,
223

Gostick, Adrian, 70

Gottman, John, 79

Gramercy Tavern, 133

Grandma Moses, 237

Gratitude journals, 99-100

Graves, Michael, 146

Great Places to Werek Tnistitute, b5

Greyhound, 113

Growth; company, 24; human, 3

Gulati, Ranjay, 36, 112

H

Halftime (Buford), 204

Hammer, Armand, 237

Hanover insurance, 26

Harley-Davidson; Customer
Pyramid, 148-149; Harley Owner
Groups, 139, 148, 149; measuring
customer satisfaction, 121;
motivating and realigning
employees at, 11-12; Rider’s
Edge program of, 148;
self-actualizing experiences for
customers, 15, 41, 53-54, 158
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Harvard Business Review, 177

“has, does, is” pyramid, 241-243

Hastings, Reed, 113-114

Hawkins, David R., 241

Hayne, Richard, 154

Haywood, Sean, 204

Heart, 219-222, 228-230

Heil, Gary, 1, 12

Herzberg, Frederick, 53

Heskett, James, 220, 222

Hewlett-Packard, 56

Hierarchical investors, 210

Hierarchy of Needs. See also Maslow,
Abraham; advertising 1avoking
social level of, 131;«pplying to
customers, 108-1:3, 123; author
finds renewcd value in, 6, 7, 13;
businesses focus on aspirational
needs. 1, 12; distilling to
Relztionship Truths, 39-41; effect
Q1 iocusing on bottom of
pyramid, 36; focusing corporate
culture with, 225-226; illustrated,
9; inspirational quality of deepest
motivations, 83; Maslow’s
foundation theory, 8-9; needs
met by traditional organizations,
26; self-transcendence added to,
160, 203; Transformation
Pyramid based on, 29-31

High-tech, high-touch cultures,
132-134

Hilton hotels, 115, 119

Hoffman, Donna, 157

Hoffman, Edward, 238-239

Hoke, III, John R., 96-97

Holiday Inns, 115, 123

Holloman, Karlene, 184

Hollywood Video, 113

Home Depot, 157, 199

Hotel Avante, 143

Hotel Heroes awards, 76

Hotel Rex, 142

Hotel Vitale, 117, 185-137, 143, 154

Hotels.com, 119

How Customers Think (Zaltman), 153

Howard, Jane, 68
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Hsieh, Tony, 60, 62

Humans; growth potential of, 3;
need for self-fulfillment, 7;
workplace mirroring assumptions
on, 10-12

Hunt, Jay B., 212

Hurley, Robert F., 177

I

Identity refreshment; Apple’s
method of, 146; customer
self-actualization and, 143-145,
158; defined, 110; Harley-
Davidson’s version of, 148; Joie
de Vivre’s, 117, 144-145, 158

Immelt, Jeff, 138

Informal recognition, 71-74

Inn at Little Washington, 165-166

In-N-Out Burger, 152

Innovation; disruptive, 119, 162;
executives’ avoidance of,
107-108; offering customers, 107,
108, 162-164; stages in product
evolution, 108

Innovator’s Dilemma, The
(Christensen), 107

Inspiration, 81-101. See «/so
Meaning; defined, 35, developing
meaning in dajlv work, 94-97;
finding meairg at and in work,
88-90; ideas for adding meaning
to workplace, 97-101; motivation
vs., 83; questions reflecting on
value of meaning, 98; top-ten
reasons for working based on, 99;
transformative level of Employee
Pyramid and, 84-85; using
holiday events for, 88

Inspirational Leadership (Secretan),
83

Inspired Speakers Series, 94

Intangibles; compensation and,
50-51; increasing business
resources as, 25—26; rating
intangible values, 25; value of
intangible experiences,

166-167

13:53

Char Count=0

Ioex 2605

Intel, 218

Intuit, 25, 155

Investments; benefitting community,
207-210; defining effective
performance for, 181-184; goals
for, 180-181; leading to pride of
ownership, 202-203; making
emotionally intelligent, 190-192;
purpose driving profit in,
206-207; socially responsible,
203-205

Investor Pyramid; bottom line and,
176; illustrated, 41, 169; relation
to Employee and Customer
Pyramids, 228-250; Relationship
Alignment oq, 41, 42, 188, 189

Investors; aligning relationships
with, 179:-131, 190-193, 197-200;
attracting aligned, 178-179;
coliaboration among, 193-194;
communications with, 186-187;
confidence in relationships,
193-194; connecting emotionally
with, 194-197; defining effective
performance, 181-184;
developing trust with, 177-178;
emotional connections with,
194-197; emotionally intelligent
investing for, 190-192; handling
social or belonging needs of,
198-199; hierarchical and
philanthropic, 210; involving in
philanthropic interests, 212;
learning expectations of, 171,
175, 185-186; motivational
alignment with, 192-193,
197-198; perks improving
relationships, 199-200;
psychology of, 175-177;
relationships with, 194; survival
needs of, 176; transaction
alignment with, 42, 179-181;
understanding motivations of,
184; visioning sessions with, 211

iPod, 107, 162

1t’s a Wonderful Life, 22, 100

Iverson, Ken, 191-192, 223
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J. C. Penney, 112

J- M. Smucker, 56

James, William, 66

Jefferson, Thomas, 26

Jerry Maguire, 183

Jet Blue, 162, 164

Jobs. See also Work; careers and
callings vs., 234; job crafting,
96

Jobs, Steve, 127, 146

Johnson, Ron, 145-147

Joie de Vivre Hospitality; about, 3;
annual owner-investor survey,
185-186, 195; Bowl-a-rama night,
87; competing with Internet
bookings, 118-121; connecting
emotionally with investors,
194-197; creating meaning,
92-94; customer Hierarchy of
Needs used by, 108-111;
Dreammaker program, 153, 165;
effect of dot-com collapse on, 5,
13-14; executive praise of
employees, 68-69; finding out
unrecognized needs, 155-15¢;
identity refreshment at, 117,
144-145, 158; inforinal
recognition at, 73=74; input on
philanthropic ¢auses, 212; Joie de
Vivre Heart, 212--222  228-230;
lessons in aligning transactions,
172-174; life inspiration for,
82-83; mission statements for,
90-91; organizing principle for
hotels, 116-118; purchases
Kabuki Hot Springs, 207-210;
searching for wrong-owner
syndromes, 185; theme book for,
65; town hall meetings by,
126-127; web of relationships,
34-35; work climate surveys at,
55, 223; yearly recognition events,
75

Joie de Vivre University, 93-94

Jonah Complex, 232
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Jones Soda Company, 158-159
Joy at Work (Bakke), 28

K

Kabuki Springs & Spa, 207-210

Kanter, Rosabeth Moss, 64

Karaoke Capitalism (Kendrick), 25

Karmic capitalism; defined, 21;
effects of, 22; supporting
employees in difficult times, 49,
75

Katz, Peter, 86

Kay, Andrew, 11

Keep the Change savings program,
157-158

Kelleher, Herb, 77, 217-218, 227

Kendrick, Jonatiian, 25

Kennedy, Jr./]. ¥ 17

Kenneth \“ole, 160

Kenny, Jack, 68, 76, 91, 195

Kimperly-Clark, 155

Kimprton, Bill, 115, 135, 142-143

KJzin, Ross, 138-139

Kletter, David, 36, 112

Koch, Charles, 11

Koch Industries, 11

Kofman, Fred, 177

Konica, 155-156

Kotter, John P., 222

Kouzes, James M., 212

KPMG, 202

Kroc, Ray, 237

L

LaBarre, Polly, 154

Lagging indicators, 219-220

LaSalle, Diana, 129, 155

Leader’s Legacy, A (Kouzes and
Posner), 212

Leadership; focusing on employees
and customers, 37; leader’s
legacy, 211-212; listening to
complaints, 51; transactional and
transforming, 29

Leadership and the New Science
(Wheatley), 33
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Leadership (Burns), 29

Leading indicators, 220

Learning relationships, 139

Leary, Timothy, 18, 117, 205

Legacy; community investments as,
207-210; considering leader’s,
211-212; creating investors’, 41,
42; investments as, 202—-203; size
of legacy investor market,
203-205; types of legacy investors,
210

Legacy companies, 114-115

Legacy investments, 206207

Let My People Go Surfing
(Chouinard), 27

Let Them Eat Cake (Danziger),
166-167

Levinson, Arthur, 179

Levitt, Theodore, 105, 107, 113, 144

Lewis, David, 103

Lewis, Peter, 163

Liberating the Corporate Soul (Barrett),
69

Lincoln, Abraham, 10

Liquidity plans, 180

Listening; to complaints, 51510
customers, 165

Lithium Technologies, 140

Little Engine That Could, The, 65

Little House on te Prairie (Wilder),
237

Locke, John, 2

Long-term performance, 22-24

Loose recognition culture, 71-72

Lorenzo, Frank, 224

Loyalty; aligned investors and,
178-179; developing recognition
training for managers, 77-78;
employee satisfaction and, 27,
220, 223; profitability of loyal
customers, 37-38; relationships
between managers and
employees, 67; role of
recognition in employee, 69-77;
satisfaction and customer,
112-115, 145; social
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commitments leading to, 206;
technology and, 129-132;
Wegman'’s service and, 153
Loyalty Effect, The (Reichheld), 25,
37-38
“Luv Lines” (Southwest Airlines),

75

M

Mackey, John, 27, 217, 226

Macy’s, 161

Malone, Margarett, 202

“Manage Your Human Sigma” study,
226

Managers; developitig recognition
training for, /7-78; exceeding
customer czpectations, 140-141;
focusir'g vit long-term company
growth, 24; giving informal
r¢cognition, 72-73; improving
t=amwork with direct instruction,
73; relationships to employees, 67

Managing with Carrots (Gostick and
Elton), 70

Mandarin, 187

Man’s Search for Meaning (Frankl),
88-89, 239

Market; analyzing categories in,
122-123; defining, 180; using
market share as metric, 182-184

Market Metrix, 65, 93

Market share, 182-184

“Marketing Myopia” (Levitt), 105,
107

Marriott, 115

Mary Kay Cosmetics, 66

Maslow, Abraham. See also Hierarchy
of Needs; admiration for James,
66; author’s appreciation of, 6;
on being paid to do what you
love, 231; corporate connections
to customers, 125, 127; evaluating
consumer relations, 25; on
gratitude, 100; growth potential
of humans, 3; Hierarchy of
Needs, 6, 8-9;
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Maslow, Abraham. (Continued);
inspirational quality of deepest
motivations, 83-84; Leary’s
appreciation of, 18-19; listening
to complaints, 51; management
focus on long-term company
growth, 24; motivational theories
of, 8-9; need for self-fulfillment,
7; pursuing calling in life, 234;
self-actualization of employees,
87; self-transcendence on
Hierarchy of Needs, 160, 203;
studies motivation in workplace,
10-12, 19; value of
entrepreneurs, 169, 175

Maslow on Management (Stephens
and Heil), 1, 12

Massie, Hugh, 190

MasterCard, 25

Maverick (Semlar), 28

Mavericks at Work (Taylor and
LaBarre), 154

McCown, George, 184-185,
206-207

McDonalds, 67, 237

McEwen, William, 193

McGregor, Douglas, 20-21

McKee, Annie, 95

MDC, 184

Mead, Margaret, 154, %01

Meaning; adding v> workplace,
92-94, 97-101; components of,
88-94; employees need for, 39,
40, 94-97; finding at and in work,
88-90; importance in workplace,
85-88; questions reflecting on
value of, 98

Meaning, Inc. (Bains et al.), 101

Measuring. See also Metrics;
compensation, 55, 60-61;
customer satisfaction, 121;
performance against market,
183; personal success, 232-234

Mediocrity, 134

Meditations (Aurelius), 171

Medtronic, 15, 87-88, 179
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Meehan, Sean, 113

Meldman, Mike, 193-194, 199

Meltzer, Michael Irwin, 227, 230

Memory, 130

Men’s Wearhouse, 12

Methodists, 204

Metrics; benchmarks for gauging
compensation, 55, 60-61;
choosing how you measure
success, 232—234; Continental
Airlines, 223-225; defining
effectiveness with single, 181;
market share as effective, 182-184

Meyer, Danny, 91, 133-13. 141, 226

Microsoft, 93

Millennium restavrani, 202-203

Mina, Michael, 54

Mirikitani, Janice, 94

Mischkin<l Louis A., 227, 230

Mojc. 14

Moriagian, Tom, 205

Morey; developing compensation
policies, 51-53, 54, 61, 62;
importance in retaining
employees, 53-54, 79; measuring
compensation, 55, 60-61; survival
level of Employee Pyramid and,
39-40, 84; tangible and
intangible compensation, 50-51

Moore, Geoffrey, 107

More Than a Motorcycle (Teerlink and
Ozley), 53-54

Motivation. See also TheoryY;
compensation as employee,
53-54, 57-58; defined, 83;
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

Mpr. 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, Anais, 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

(0]
O’Brien, Bill, 26
O’Connell, Patrick, 166
O’Connor, Sinead, 17
Off=site retreats, 93
Ogilvy, David, 107
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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

)'\

Paris Miki, 122

Pass the Pncte recognition game,
77-78

Patazyonia, 27, 160-161

Peak experiences; defined, 9;
tollowing 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. Se¢.alsoL.egacy;
investments leading to, 202-203;
investors and, 41, 4<%, 211

Profits; by-prodacu ot 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
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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

Quakers, 204
QuickBooks, 155
Quicken, 155

R

Radio Shack, 147

Radisson, 123

Raising the Bar (Crickson), 60

Rate of return, 130

Real Simpr= 117

Rebel Riues, The (Conley), 4

Recpgnition; compensation vs., 64;
azveloping 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;
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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 Chuich, 205

Ronstadt, Lindz: 17

Roosevelt, Elcovor, 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
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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, 138-13Q

Schindler’s List, 100

Schlesinger, Leonard, 220

Schrager, Iar, 115, 144

Schultz, Fovard, 159, 206

Sears, + 12

Secrctan, Lance, 83

Sclf 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 (Semlai). 28,
58

Sharp, Isadore, 49

Sheraton, 119

Sheth, Jagdish, 16,236

Short-term invescents, 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
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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 1»ust, The (Covey), 177

St. Regls, 137

Stages1a product or service
eolution, 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, 563-54

Telecommuting, 56

Terkel, Studs, 45

Texas Pacific Group, 188, 191

Theme books, 65, 78

Theory X, 20

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

Thiry, Kent, 70

Thoreau, Henry Davia. 211

Three Tensions, The.(Doad and
Favaro), 181

Timberland. 59,160

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
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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, 118-11¢

Travelodge, 137

Trust; busines: relationships and,
175; deve'eping in investor
relavonships, 177-178; emotional
bank account and, 21-22

Twa; 114

Tiwain, 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
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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 ¢valuating
employees sense i meaning in,
90; finding meuniig af and in,
88-90; impgeiiance of meaning
in, 85-88/jc Ly, careers, and
calling: 234; relationships with,
84-85;.cratements reflecting life
2, 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



