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How to Become the Most Compelling Project Manager You Will Ever 
Know 

Harry Hall, PMP, PMI-RMP, is the 
Director of Enterprise Risk 
Management at the Georgia Farm 
Bureau Mutual Insurance Company. 

Every project is a story.  

Projects begin and end. Plots and 
subplots abound. Interesting 

characters interact and react, with good and evil motives. 
One lone individual commands the ship, the project 
manager.   

Some project managers act in boring and predictable 
manners. Others capture and hold your attention; you can’t 
wait to see the next chapter. What makes some project 
managers so captivating and believable? 

Integrity. Compelling project managers use different 
methods, tools, and techniques in a unified manner. Good 
project managers synthesize the pieces into a cohesive 
whole. They create products and services through the 
integration of knowledge areas such as communications 
management, risk management, cost management, and 
schedule management. 

Humility. C.S. Lewis said, “Humility is not thinking less of 
yourself, it’s thinking of yourself less.” The best project 
managers are those who are bold and decisive but also 
humble. Humble project managers listen; they know they 
don’t have all the answers. Individuals strongly desire to be 
on these teams – they know the project manager will share 
the credit. 

Selfless. Some project managers are self-absorbed 
individuals. Others ask team members what they hope to 
get out of the project professionally and personally and use 
the feedback when planning the project. These project  

Focused. Captivating project managers work with 
singleness of heart. Goethe said, “The things that matter 
most must never be at the mercy of the things that matter 
least.” Leaders help team members maintain laser-like 
focus on the things that matter most, the achievement of 
the project objectives. 

Visionary. Leaders have vision. They have clarity in regard 
to the future and why the project must be completed. These 
project managers describe the future state in a winsome 
manner. Many team members are willing to bear any 
difficulty to reach the destination. 

 

Peaceable. Projects are filled with conflict over schedules, 
resources, process, strategy, and what kind of pizza to 
order (just kidding). People love to watch how leaders 
leverage and reconcile differences. Great leaders know 
how to turn conflict on its head – they turn discord into an 
opportunity to solve problems together as a team. 

Likable. Give team members a choice of working with a 
leader they like and one who is unlikeable – they will 
choose the likable leader every time. Individuals want to 
work with people who are compassionate, who listen, and 
who like to have fun now and then. Team members are 
more willing to be responsive to likable leaders. 

Risk Taker. There is no certainty in projects. Every activity 
we undertake, and every decision we make entails a risk of 
some kind. Enthralling project managers do their homework 
and take courageous steps each day to move projects 
forward. 

Rewarder. The best project managers make their projects 
rewarding and fulfilling. They celebrate milestones and 
recognize their team members. These project managers 
genuinely appreciate their team members; they understand 
the value of saying thank you. 

Collaborative. Lastly, compelling project managers 
collaborate with their team members when developing 
project plans. These project managers understand team 
dynamics – engaging the team while planning ensures 
better buy-in and cooperation downstream in the execution 
of the project. 
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Letter from the President 
Matrix management has been very popular with few 
financial and Global companies since last few 
decades. With a culture of more than one boss is 
essence of any matrix organization, it is achieved by 
having a direct reporting boss and rest through 
dotted lines. This is very common structure in my 
organization where I work like- our IT CIO of our unit 
is reporting to unit CEO and also to IT CIO at 

corporate level. All this helps in addressing the basic challenge of 
balancing functional units and other organizational groupings. This kind of 
structuring is becoming more common for most of the global organizations. 

As the organization structure is different, managing and leading these 
matrix organization is also different. There are specific advantages like 
flexibility, breaking of silos, availability of expertise to solve different 
problem more efficiently and promptly. All these advantages can lead to a 
high sense of personal empowerment provided a matrix structured is well 
managed. Project managers working in a matrix environment has 
numerous challenges to make progress and deliver team goals. One of the 
most pressing challenges is to handle ambiguity specially while working 
with different managers with different working styles. To succeed against 
this is to make sure that everyone in the team is clear about their role and 
priorities. Project Manager should be able to handle any conflicts or 
mismatches in the team in an assertive manner. They must have a clear 
communication strategy and should be able to handle multiple deadlines 
and tasks. A strong Project Manager will be able to keep a cohesive team 
with minimum conflicts which is must for a matrix environment. We will 
have more discussion with our speaker on this topic. 

Our nominating committee is ready with next election schedule and 
candidates. We encourage you all to participate in the election process. 
Next month is our annual business meeting where we will go over the 
yearly budget and strategy for the next year.  I request to have maximum 
participation in that from all our members. 

See you at this month’s chapter meeting 

Pawan Kumar, PMP 
President 
PMI Westchester  

PMI Westchester Board of Directors 
 

President 
Pawan Kumar 

 
Past President 

Duff Bailey 
 

Vice President Programs 
Paul O’Connor 

 
Secretary 

Carol DeGrella 
 

Treasurer 
Sathyaprakash Rao 

 
Vice President of Membership 

Michael Byrnes 
 

Vice President of Communications 
Brenda Horton 

 
Vice President of Career &  
Professional Development 

Mary Jo Vessecchia 
 

Vice President of Outreach Programs 
Anand Kanakagiri 

 
 

  



May 2015 PMI Westchester Critical Path Newsletter Page 3 

 
 

Why Strong Customer Relationships Trump Powerful Brands 

Christof Binder is Managing Partner at 
Trademark Comparables AG, Partner at 
Capstone Branding GmbH 

Dominique M. Hanssens is the Bud Knapp 
Distinguished Professor of Marketing at the 

UCLA Anderson Graduate School of 
Management. He has served as the school's 
faculty chair, associate dean, and marketing 
area chair. From 2005 to 2007 he served as 
Executive Director of the Marketing Science 
Institute in Cambridge, Massachusetts. 

Since the birth of e-commerce, marketing experts have 
disagreed about the future role of brands. Some have 
predicted that digital technologies will hasten the demise of 
brands because customers will have ready access to 
information they need to make purchase decisions, and 
“brand” will therefore become less relevant. Others have 
prophesied an increasing importance of brand as a simple 
way to evaluate choices in an era of information overkill. 

To find out which school of thought is more accurate, we 
looked at the value of brands and customer relationships as 
revealed by M&A data covering over 6,000 mergers and 
acquisitions worldwide between 2003 and 2013. The beauty 
of M&A for examining valuation trends is that M&As reveal 
the dollar valuations of all assets at the time of the 
acquisition. Upon acquiring a business, companies have to 
value the different assets they acquired for their accounts and 
balance sheet in accordance with accounting and reporting 
standards. These valuations include – among other assets – 
brands (trademarks) and customer relationships. 

This graph, based on data from the MARKABLES database, 
represents brand and customer relationship valuations as a 
percent of total enterprise value. The percentages come from 
fair value assessments done by purchase price allocation 
experts according to established accounting standards. 

 

 

As the graph bracingly shows, brand valuations declined 
by nearly half (falling from 18% to 10%) while customer 
relationship values doubled (climbing from 9% to 18%) 
over a decade. All other categories of intangibles 
remained stable. These numbers reveal a dramatic shift 
in the strategic approach to marketing over the last 10 
years. Acquirers have decisively moved from investing 
into businesses with strong brands to businesses with 
strong customer relationships. 

In the past, M&A strategies often concentrated on brands 
and on growing brands through better brand 
management and internationalization. Today, such brand 
growth strategies appear to 
be either limited (for 
example, there is limited 
growth potential in mature 
markets) or too expensive. 
Instead, M&A strategies now 
concentrate more on 
acquiring firms with strong 
customer relationships – 
with all the loyalty and 
cross-selling benefits that 
confers. 

This trend is powerfully reinforced by digital technologies. 
These allow more direct interactions with customers, 
bypassing expensive middlemen and reducing the cost of 
sales and marketing; they allow firms to optimize 
customer lifecycle management based on detailed data 
and analysis of customers’ needs; they improve 
efficiency and quality across the value chain as a result 
of continuous customer feedback; and, finally, they 
facilitate the realization of merging two brands into one, 
or rebranding. As a result, the price of direct engagement 
with customers relative to traditional branding and media 
campaigns has dropped while the effectiveness of such 
marketing efforts has grown. 

There is a parallel development on the demand 
(customer) side. Digitalization makes information, 
including information about brands, easily accessible. For 
example, a customer shopping for a new car can now 
instantly examine and compare the specifications and 
performance of different car models. Thus, purchasing 
decisions have become more fact based, and less brand-
image based. Customers still value strong brands, but 
what constitutes a strong brand is now more dependent 
on customers’ direct experience with an offering, and with 
their relationship with the firm that produces it. 

 

continued on page 6
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360 Degree Leadership 
Karen Goold has worked in leadership and 
coaching roles for over 20 years, within the 
Financial Services industry and with blue 
chip/FMCG companies, and now uses that 
extensive customer-focused knowledge, 
combined with being a practitioner in 
Applied Neuroscience, NLP and the MBTI, 
to provide client-specific coaching through 

Assiem Ltd. Go to assiem.co.uk for more information on 
executive coaching available. 

Most people have heard of 360 feedback: getting feedback 
from your manager, peers and direct reports in order to get 
a good overview of your strengths and development areas. 
However, have you thought of how your leadership should 
be skilled outwardly in all directions, communicating 
effectively with all those around you? 

In order to lead well, you have to be able to communicate, 
appreciate and adapt your style for your manager, peers 
and direct reports, but also to customers, internal 
departments, stakeholders and service providers. And it all 
starts with understanding yourself. 

You’re going to need to be able to build relationships, and 
influence, negotiate with, empower and engage those 
around you. Therefore, one of the most important 
characteristics of a good leader is self-awareness. It’s 
important to understand what triggers motivation, stress 
and specific reactions in yourself, and helps or hinders your 
decision making. Additionally, what you believe about 
yourself and others (both positive and negative) is not only 
going to affect your behavior and leadership style, but also 
the way you see and work with others around you. 

Developing your skills in the following are important for all 
those leadership relationships in the circle. All 
communication can be enhanced by understanding and 
appreciating the differences of individuals in terms of: 

 Motivational needs - the important motivational triggers 
that can feel rewarding or cause the “barriers” to go up 
if you get it wrong (including a sense of significance, 
autonomy, competence, fairness, certainty, 
connection).  

 Motivated “towards” or “away from” situations. For 
example, towards rewards, promotion, incentives, or 
away from redundancy, boredom, career stagnation. 

 Beliefs and values - understanding positive and 
negative beliefs at play and the non-negotiable 
management and leadership rules and values which 
need to be maintained even when under pressure e.g., 
what is the line that cannot be crossed? 

 Cognitive biases - the unconscious ‘rules of thumb’ that 
people acquire from experience that act as shortcuts to 
making decisions instead of making exhaustive 
evaluations of relevant information. 

 Working preferences - organized and structured versus 
flexible and spontaneous 

 Preferences on how to handle conflict - avoiding, 
accommodating, competing, collaborating, 
compromising. 

 Learning and language 
styles which need to be 
incorporated into your 
communication i.e. 
visual, auditory, 
kinesthetic. 

 Building an environment 
of trust, honesty, 
openness and learning 
from successes and 
mistakes. 

The above can be used when communicating to everyone. 
Then you can add specifics for each group within the 360 
degree view. As an example, here are suggestions for 
enhancing the communication with your manager (AKA 
managing upwards!): 

 Take responsibility for the relationship and, if your boss 
doesn’t come to you, then it’s up to you to establish 
regular contact.  

 Rather than running the risk that your boss could 
interpret your style differences as disrespect or 
incompetence, establish a way of communicating your 
preferences to help them understand you better. 

 How do they define success, what are their priorities, 
what do they care about and what goals are important 
to them? Understand and negotiate timelines and 
performance measurements. 

 How does your boss like to communicate and be 
communicated to - emails or verbal, summary or 
details, structured or informal meetings? 

 What kinds of decisions does your boss want to be 
involved in, and what do they want you to handle? 

What should you now be considering when communicating 
with peers, other peers (such as other departments, 
stakeholders, service providers), and importantly, your 
customers? 
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Best Practice for Stakeholder Engagement During Program Recovery 

Peter Osborne, is the managing director 
at LOC Consulting. LOC Consulting is a 
specialist management consultancy, 
which partners with its clients to deliver 
complex business change and IT 
projects and programs. Since 2005, we 
have worked with a number of global 

and niche organizations across a wealth of disciplines to 
achieve sustainable, measurable business benefit. We 
deploy dynamic and innovative consultants who specialize 
in programme healthcheck, recovery and delivery, drawing 
on a wealth of proven experience and leading practice 
methodologies to enhance clients’ business delivery. 

If a program of change is put into recovery, stakeholders 
will inevitably play a critical role in getting it back on track. 
Their commitment and engagement can make the 
difference between a project or program’s ultimate success 
or failure. In order to recover the identity and integrity of a 
program, project management need to ensure influential 
stakeholders use their authority and leadership to clear a 
path back to successful delivery. Peter Osborne of LOC 
Consulting examines best practices for effective 
stakeholder re-engagement when the current approach has 
failed. 

Establish terms of reference for stakeholders 

Project management must consider stakeholders as 
operating along two axes of interest and influence. The 
process of developing a RACI chart will help identify and 
define the different interests and influences of stakeholders, 
as well as their level of involvement. Clear roles, 
responsibilities and accountabilities are key to delivering a 
successful program. It is essential that both stakeholders’ 
expectations and the expectations of the program are 
communicated, understood and most critically supported. 

Engage the business sponsor 

It is imperative that all recovery initiatives are owned and 
driven top-down from senior leadership. By ensuring the 
correct business sponsor is in place, it is the role of the 
program manager to ensure that senior leadership clearly 
understands program objectives in relation to the wider 
business. The additional perspective can also pre-emptively 
identify challenges, and their solutions, that are specific to 
the industry the program targets. This will provide the 
necessary framework for a smooth program recovery 
process, and restore confidence in a potentially 
demoralized team and nervous management through more 
streamlined goals. 

 

Give stakeholders a reason to be engaged 

Once a program has lost direction, management must give 
stakeholders the business imperative to re-engage by 
proving both the relevance and the value of what’s being 
delivered. By actively involving the business sponsor, the 
program can attract the interest and support of influential 
business leads. This will bolster the project’s ‘clout’ and 
underline its relevance which, in turn, supports the value of 
the project to stakeholders and the organization. In 
addition, management must 
demonstrate that 
stakeholder’s time, 
expertise, and influence are 
being used efficiently and 
effectively for the benefit of 
the program in order to 
retain their interest and 
commitment. Most critically 
they need to see that their 
comments and views are 
included and are influencing 
the shape and direction of the program. 

Communications must be relevant and more effective 

Delivering top-down communications through established 
channels is an excellent opportunity to re-engage wider 
stakeholders and re-affirm commitment to a program. Other 
forms of communication are required for ensuring a likely 
demoralized program team is guided through the recovery 
process. Creativity will prove far more compelling than the 
traditional models of business meetings and emails. 
Moreover this approach will help a demoralized team bond 
and add value to participants’ experience of the program. 
Reviewing the Communication plan and agreeing the 
message and medium will aid in this process. 

Program recovery cannot be achieved without a clearly 
defined stakeholder engagement strategy. Program 
management must take responsibility for nurturing 
relationships with all impacted stakeholders. Understanding 
the ‘who’ as well as the ‘what’, ‘when’ and ‘how’ is key to 
successfully completing the program recovery journey. 
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Why We Need Value-driven 
Approach For Project Management 

Why Strong Customer Relationships 
Trump Powerful Brands (continued) 

Piyush has over 20+ years of experience 
major into IT software Development 
Project Management. He has major 
experience in managing software 
products for US Education domain. In 
earlier days of his career he has being 
involved in IT infrastructure 

management before moving into IT software development. 

Project management is the need of the hour, especially in 
a turbulent economy. After all, every organization is reeling 
under the pressure to overcome competitive threats, along 
with spiraling operational costs and lower profit margins. 
Consequently, companies handling specific projects for 
their customers have done some soul-searching and 
realized that customers not only want to pull through the 
famous triple constraints of scope, time and cost, but also 
appreciate value addition in terms of benefits and 
productivity when a project is deployed to end-user 
environment. 

Keeping in mind customer needs and market demands, 
organizations have, therefore, started aligning critical 
projects strategically. This means the traditional definition 
of project management is changing fast. It now extends 
further than the initiation-till-closure period and aims to 
deliver more than merely ensuring that the project has met 
its intended objectives within the triple constraints. 
Considering the current scenario, it is only natural as 
working for short-term goals and gains might not work well 
for project management specialists and could very well 
jeopardize their competitiveness. 

This has led to framing of policies which ensure that 
project management is no longer based on per-project 
approach, but is well aligned with the service provider's 
organizational strategies, resulting into stability and long-
term gains. 

Aligning projects to corporate strategy helps streamline 
project management processes at the organizational level. 
For instance, when project managers specify their 
requirements in terms of resource, budget, risks and 
timeframe, it helps the senior management judge these 
requirements strategically and take necessary steps to 
prioritize projects and thus facilitate consistent delivery. 

Project management, at large, can be seen as the 
discipline to leverage benefits from the unique mix of 
processes, matrices, plans, soft skills and innovations - all 
strategically gelled to deliver value to end-users. And a 
value-driven approach goes beyond the delivery of a 
quality product or customers benefiting from it. This 
approach paves the way for any organization to strengthen 
its portfolio and provides an opportunity to build 
competency - even across domains and diversified 
platforms. It further measures the value added to 
organization’s project portfolio that will provide a strategic 
advantage to bid for future projects. 

That suggests that marketing resources now directed at 
brand building should be more fully integrated with those 
designed to reinforce relationships. The value of “brand” or 
“brand image” as an entity distinct from the offering itself, 
we think, will diminish. However, marketers should be 
careful not to take this too far and underinvest in classic 
branding. With brand messages becoming more and more 
individualized and diverse, brand equity needs to stay 
strong to perform its overall integrative role. Strong brand 
communications are and will remain important especially in 
attracting new customers and in enhancing desirability for 
higher price premiums. 

Finally, our analysis might provide a reality check on some 
of the gigantic brand values now published by leading brand 
valuation companies as it reveals that often the lion’s share 
of value lies in customer relationships. Although closely 
intertwined, brand equity and customer equity are different 
concepts that need to be measured and reported 
separately. The real art of brand management will be to 
integrate the two concepts without being stymied by friction 
between the camps that typically manage brands and 
customer relationships. As Peter Drucker said, well before 
the advent of the information age, the sole purpose of a 
business is to create a customer. It’s clear that brand 
building will only go so far. 
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Chapter Meeting – May 12, 2015  6:00 PM – 8:00 PM 
Topic: What Does It Mean To “Work In A Matrix”? 

For project leaders, ‘working in a matrix’ means being able 
to lead teams without authority to deliver team goals and 
outcomes. Without authority, project leaders need to focus 
on using a collaborative team-based approach to create 
essential buy-in among team members. 

Featured Speaker Cathy Cassidy, CMMC, Managing 
Director, Matrix Management Institute 

Cathy is a Certified Matrix Management 2.0 (tm) Master 
Consultant with over a decade of experience helping 
organizations bring the newest matrix management 
technology to their matrix organizations. 

She has worked with senior leaders to design their matrix 
organizational structures, set up horizontal governance 
teams used to run the matrix and develop the knowledge 
and skills needed to lead and work in a matrix organization 
successfully using Matrix Management 2.0(tm). 

She was a key contributor to the Matrix Management 2.0™ 
Body of Knowledge and designer of Matrix Leadership 
Programs, matrix kick-off events and e-learning programs 
on all topics related to leading and working in a matrix using 
Matrix Management 2.0. 

Location 

The Royal Palace Restaurant 
77 Knollwood Road, White Plains / Greenburgh, NY 10607 
(at the south end of the Greenburgh Shopping Plaza) 
Phone: 914.289.1988 

Agenda 

6:00 | Registration, Networking & Dinner  
6:45 | Announcements, Introduction of Program  
7:00 | Guest Speaker or Internal Program (1 PDU)  
8:00 | Participants network 
8:15 | SIG programs; PMO, Quality (1 PDU) 

 

Meeting Sponsors 

 
 
 

Fees 

Chapter members − $20 
Non-members − $30 
We accept cash or checks. Sorry, no credit card  

Directions: 

From I-287 
 
 Take I-287 to exit 4. 
 At the end of the exit ramp turn SOUTH and go 6/10 of 

a mile to the traffic light at Stadium Road (sign may not 
be visible). 

 Turn LEFT onto Stadium, go 50 yards, then RIGHT into 
the unused end of the plaza parking lot. 

 Go to the far right hand corner of the lot where it 
connects to the part with the stores. Pass the stores 
and the movie theater on your left until you come to the 
Royal Palace. 

 

Map to Royal Palace Restaurant 
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Upcoming PMI Westchester and Other Educational Events 
March 2015 Breakfast Roundtable Meeting 

Topic: Work Breakdown Structure -- (This is a REMOTE 
ONLY Breakfast Roundtable! You must register one day in 
advance - e-mail tcsmithsr@verizon.net) 

Facilitator: Doreen DePass 

Date: Tuesday, May 26th   − 7:30 to 8:45 AM 

 

June 2015 Annual Business & Chapter Meeting 

Topic: Annual Business Meeting & Chapter Meeting (Topic 
TBD) 

Date:  June 9, 2015 

Speaker: TBD 

Location: The Royal Palace, 77 Knollwood Road, 
Greenburgh Shopping Plaza, Greenburgh, NY 

 

June 2015 Breakfast Roundtable Meeting 

Topic: TBD -- (This is a REMOTE ONLY Breakfast 
Roundtable! You must register one day in advance - e-mail 
tcsmithsr@verizon.net) 

Facilitator: Doreen DePass 

Date: Tuesday, June 23rd  − 7:30 to 8:45 AM 

 

 

 

 

 

 

 

 

PMI Offers On Demand Free Webinars for Members 

If you are in need of PDUs and don’t 
know where to find them, look no 
further.  PMI members can access a 
library of webinars addressing project 
management trends, best practices, 
how-to-guidance, and much more — all 
available to help you make meaningful contributions to the 
projects you lead or work on. 

You can choose from a variety of focus areas such as 

 Agile 

 Benefits Realization 

 Career Management 

 Change Management 

 Communications 

 Industry-specific 

 Leadership 

 New Practitioner 

 Organizational Project Management 

 Requirements Management 

 Risk Management 

 Scheduling 

Just simply log into PMI.org and go to Learning, or click 
http://www.pmi.org/learning/on-demand_webinars.aspx, 
and you can select from any number of free webinars, all 
while earning precious PDUs towards your recertification.  

You have nothing to lose, only PDUs to gain. Happy 
Learning!! 

The Critical Path 
The Critical Path is PMI Westchester’s free monthly 
newsletter, published as a service for members and non-
members alike. We’re always looking for your contributions.  
To submit an article for publication, please contact the 
newsletter editor listed below: 

Brenda Horton − Chief Newsletter Editor 
newsletter@pmiwestchester.org  

Kathy Steuber – Co-Newsletter Editor 
ksteuberpmp@aol.com 

  
 


