
A

Advocate, as role in change management,
105

Agent, as role in change management,
105

APF selling model, 33–36
Assessment: environmental assessment

survey instrument (EASI) for, 33, 110;
of organizational power structure,
175–177; risk, 110–114, 115, 122; of
sponsor’s commitment to project,
115–120, 121; in sponsorship selling
model, 33–35. See also Sponsor evalua-
tion tool

Authenticity, 184

B

Belluzzo, R. E., 95–96
“The Blind Man and the Elephant”

(Saxe), 131–132
Boyatzis, R., 182
Brilli, A., 135, 136, 137
Bryan, W. J., 71
Bucero, A., x–xi
Bureaucratic cultures, 104
Business case, when selling sponsorship,

35–36

C

Central Intelligence Agency (CIA),
66–67; Professional Project Manager
Certification (PPMC) program, 44–46

CEPSA, 118
Cervantes, M. de, 49
CG, case study of project sponsorship at,

4–7
Champions, 120

Change management: critical roles in,
105–106; importance of communica-
tion to, x; sponsorship as, 103, 122

Cialdini, R. B., 184
Client sponsor relationship, 71–84; credi-

bility as key to, 79–83; example of
problematic, 74–75; importance of,
71–72; role clarification in, 83–84;
skills needed for, 72–74; structuring
feedback in, 132–133; summary of, 84;
sustaining, 76–78; template for record-
ing information about, 78

Client-based sponsorship, 22
Clients: customers vs., 71–72; expecta-

tions of, of project sponsors, 75–76
Coaching: by sponsors, 7, 9; stakeholders,

146. See also Mentoring
Coalitions, 173–174
Cohen, C., 83–84, 106–107, 109
Collaborative leadership initiative, 151
Commitment: sponsor’s, to project, 105,

115–120, 121; sponsorship as, to peo-
ple, 7–8

Communication: as challenge with glob-
alization, 2; importance of, to change
management, x; as key success factor
in sponsorship, 125; by someone out-
side organization, 150; three-way, 129.
See also Feedback

Communication plan, as element in sell-
ing sponsorship, 35

Communication skills: of project man-
agers, 2, 12, 61; of project sponsors, 61

Confucius, 125
Conner, D. R., 63
Contracting, sponsor role and, 108
Cooke-Davies, T. J., xvi, xvii
Covey, S., 87

197

Index

Englund.bindex  3/6/06  5:18 PM  Page 197

CO
PYRIG

HTED
 M

ATERIA
L



Credibility, 79–83; actions reflecting,
81–83; aspects of, 81; defined, 80

Cultural sensitivity, 2
Cultures, organizational: committed to

proactive sponsorship, 51–53; defined,
103; organizational, sponsorship train-
ing to improve, 144–146; types of,
104–105

Customers, clients vs., 71–72

D

Difazio, A., 28
Dinsmore, P. C., x, 173

E

Einstein, A., 174
Eng, J., 96–97
Englund, R. L., x, xi–xii, 33, 52, 80, 110,

173, 184
Environmental assessment survey instru-

ment (EASI), 33, 110
Escalation of issues, by project sponsor,

13–14
Evaluation. See Assessment; Sponsor eval-

uation tool
Executives. See Managers; Senior man-

agers; Upper managers

F

Feedback, 125–139; action plan for col-
lecting and communicating, 129–130;
given by mentors, 157; importance of,
125, 139; power of, 126–128; ques-
tionnaire for focusing, 133–134; risk
assessment results radar chart as, 115;
structured, for customer sponsor, 132–
133; tips on content of, 128–129; as
tool for guiding behavior, 181–182;
value of multiple sources of, 131–132

Financial responsibilities, of project spon-
sors, 106–108

Follow-up: as skill in client relationship,
72, 73, 74; in sponsorship selling
model, 36

Frame, J. D., 107–109, 120
Funke, M., 28

G

Garrido, A., 135, 136, 137
Goleman, D., 182

Graham, B., 39
Graham, R. J., x, 52, 110, 173, 184
Greenleaf, R. K., 66

H

Hall, P., 137–139
Harmony, 81
Harris, P. R., 2
Hewlett-Packard Consulting (HPC), 142
Holmes, A., 96
Hossenlopp, R., 98

I

Implementation failure, measure of risk of,
105, 117–120, 121, 122

Information gathering, as skill for client
relationship, 72–73

Initiation reviews (IRs), 54
Integrity, 184–186
IT projects: focus on body counts over

time in, 107–108; steering committees
for, 89; time required for sponsorship
of, 32. See also Projects

J

James, W., 103

K

Kendrick, T., 122
Kleiner, A., 176
Knowledge management. See Political

plan; Politics; Power; Project reviews
Kouzes, J. M., 82

L

Leaders, project sponsors as, xiii, 27, 29,
41, 63–64

Learning, from past projects, xiv, 167,
168. See also Project reviews

M

Machiavelli, N., 106
Management: change, x, 103, 105–106,

122; project, 1, 125–126
Managers: common problems with diffi-

cult, 19; project sponsors as, 27; spon-
sorship behaviors of, 14, 15. See also
Project managers; Senior managers;
Upper managers

198 INDEX

Englund.bindex  3/6/06  5:18 PM  Page 198



INDEX 199

Mapping behavior, 177–183
McKee, A., 182
Mentoring, 155–165; benefits of, 155–156,

160; case study of, 160–164; defined,
155, 156; do’s and don’ts in, 157–158;
overcoming problems in relationship
for, 158–159; process of, 159–160;
stakeholders, 146; suggested session
format for, 158; summary of, 164–165

Mentors: benefits of mentoring for, 155–
156; critical success factors for, 159;
defined, 156; project sponsors as, 7, 9;
role of, 156–157

Mind maps: of book’s contents, 190–191;
of sponsorship behaviors, 15

Moran, R. T., 2
Morris, P.W.G., 125–126

N

Negotiation: about assignment as sponsor,
38–39; as responsibility of sponsor, 10

New product development (NPD): fund-
ing driven by sponsor in, 110; sponsor
focus on head count in, 107; sponsor-
ship in, 23, 64–66

Nondisclosure agreements, 78

O

Objectives: of project reviews, 55,
168–169; sponsor’s commitment to,
7–8

O’Brochta, M., 44–46, 66–67
Obtaining sponsors, 27–46; case study of,

44–46; citing benefits of sponsorship
when, 36–37; criteria for selecting
sponsors when, 29–32, 41–42; know-
ing reasons for accepting sponsorship
position when, 28–29; negotiating
sponsor assignment when, 38–39; sell-
ing sponsorship when, 32–36, 37–38;
summary of, 46

O’Connor, P., 64–66
Organizational cultures. See Cultures, or-

ganizational
Owners, role of, 108–110, 120

P

Pacelli, L., 42–44
Passion, 1, 81
Patience, 2

Persistence, 2
Person-oriented cultures, 104, 105
Persuasion, 183–184
Plan: action, for sponsorship training,

150–151; communication, 35; politi-
cal, 183–188; in sponsorship selling
model, 35–36

Planning and proposal reviews (PPRs), 54
Plato, 155
Political plan, 183–188; authenticity and,

184; integrity and, 184–186; mapping
behavior when preparing, 177–183;
sample, 186–187; tools of influence
and persuasion for, 183–184

Politics: importance of awareness of,
172–173; positive view of, 174–175;
suggested approach to, 188. See also
Power

Posner, B. Z., 82
Power: guiding coalitions as source of,

173–174; leading with, 172–173, 188;
understanding organizational structure
of, 175–177. See also Political plan;
Politics

Power cultures, 104
Priorities: changes in, 50; establishing, 7
Proactive sponsorship, 51–53, 60
Problems, common, encountered by

project sponsors, 14, 16–20
Procurement reviews (PRs), 54
Professional Project Manager Certifica-

tion (PPMC) program, CIA’s, 44–46,
66–67

Project charters, 39–40
Project management: at front end of

projects, 125–126; persistence of prob-
lems with, 1

Project Management Body of Knowledge
(PMBOK), 21, 40

Project Management Institute, 20, 36, 40
Project management office (PMO): im-

portance of, to sponsorship training,
146–147; project reviews organized by,
53; sponsorship development by,
142–143

Project managers: benefits of project re-
views for, 169; common problems
with, 18–19; credibility of, 79–83; per-
sonal characteristics needed by, 1–2;
relationship between project sponsor
and, 40, 50–51, 74–75, 143, 144; selec-
tion of, 12–13; skills of, 2, 11–12, 61;

Englund.bindex  3/6/06  5:18 PM  Page 199



tips for, on facilitating steering com-
mittee’s actions, 92–94

Project reviews, 53–63, 167–172; benefits
of, 53–54, 63, 169; examples of out-
comes with, 171–172; how to conduct,
54, 56–58, 59; objectives of, 55,
168–169; questionnaire for, 58, 60–63;
steps in process for, 169–170; time re-
quired for, 169; types of, 54; when to
schedule, 55–56. See also Project status
reports

Project sponsors: activities of, xii–xiii, 12–
20, 77; assigned for entire project, 51;
background of, 9; benefits of being,
36–37; benefits of project reviews for,
169; clients’ expectations of, 75–76;
commitment of, to project, 105, 115–
120, 121; common problems encoun-
tered by, 14, 16–20; desirable qualities
and capabilities of, xvi–xvii, 31–32,
42–43; knowledge of, of project and
environment, 61–62; as leaders, xiii,
27, 29, 41, 63–64; negotiating assign-
ment of, 38–39; relationship between
project managers and, 40, 50–51, 74–
75, 143, 144; at team meetings, 14, 61;
value added by, xii, 32. See also Obtain-
ing sponsors; Project sponsor’s role

Project sponsor’s role: caution on expand-
ing, 7, 77; clarification of, 83–84, 137–
139; in client relations, 72; financial
aspects of, 106–108; lack of clarity
about, ix–x, xiii; multiple aspects of,
9–11, 20, 66–67, 120–122; overview
of, 7–8; reasons for accepting, 28–29;
role of owners vs., 108–110, 120; se-
nior managers’ views of, 135, 136; in
sustaining client sponsor relationship,
76–78; under PMBOK-based sponsor-
ship, 21

Project sponsorship. See Sponsorship
Project status reports, 93–94, 99–100. See

also Project reviews
Project steering committees. See Steering

committees
Project teams: benefits of project reviews

for, 169; common problems with mem-
bers of, 16–18; project sponsor at
meetings of, 14, 61; roles and responsi-
bilities of, 11–12; sponsor’s role as serv-
ing, 120–121

Projects: assigning single sponsor for en-
tire, 51; authorizing, 39–40; avoiding
sponsoring multiple, 32; importance of
managing beginning of, 125–126; IT,
32, 89, 107–109; not requiring project
sponsors, 30; reasons for accepting
sponsorship of, 28–29; selling, 9; spon-
sor’s knowledge about, 61–62; without
sponsorship, 3–4

Q

Quality assurance reviews (QARs), 54,
56–58, 59

Questionnaires: feedback, 133–134;
project review, 58, 60–63

R

Resistance: overcoming, with credibility,
79–80; potential sources of, 103

Risk: of implementation failure, 105,
117–120, 121, 122; managing, as spon-
sor responsibility, 10; survey for assess-
ing, 110–114, 115, 122

S

Santayana, G., 141
Saxe, J. G., 131–132
Selecting sponsors, criteria for, 29–32,

41–42
Selling: projects, 9; sponsorship, 32–36,

37–38
Senge, P. M., xiii, 29, 94
Senior managers: assigned to client-

provider sponsor relationship, 77;
recommendations for sponsorship
training for, 148; roles and responsi-
bilities of, 11; sponsor’s role to serve,
121–122. See also Upper managers

Sharpness, 81
Shifting-the-burden archetype, 180–181,

182
Skills: for client sponsor relationship,

72–74; of project managers, 2, 11–12,
61; of project sponsors, 61

Sponsor, as role in change management,
105. See also Project sponsors

Sponsor evaluation tool, 115–120; impor-
tance of using, 117; interpreting scores
from, 117–120, 121

Sponsor factor scores, 117–120, 121

200 INDEX

Englund.bindex  3/6/06  5:18 PM  Page 200



INDEX 201

Sponsorship: approaches to role of, 20,
21–23; behaviors required for, 14, 15;
case study of, 4–7; as change manage-
ment, 103, 122; characteristics of
strong, 63–64; as commitment to
people, 7–8; defined, 8; importance 
of, x, 188–189; proactive, 51–53, 60;
projects without, 3–4; selling, 32–36,
37–38. See also Project sponsors; Sus-
taining sponsorship

Sponsorship committee, 30
Sponsorship development. See Sponsor-

ship training
Sponsorship execution: importance of

clarification of sponsor’s role to, 137–
139; questionnaire for focusing feed-
back on, 133–134; senior managers’
views of, 135–137; structuring feed-
back on, 132–133. See also Feedback

Sponsorship training, 141–152; action
plan for, 150–151; best practices for,
147; case study of collaborative leader-
ship initiative for, 151; evidence of
need for, xi, 142–144; importance of
project management office to, 146–
147; improving organizational culture
as focus in, 144–146; recommendations
on, 148; selling need for, 148–149;
summary of, 152

Stakeholder analysis, 177–178, 179
Start-up phase, activities of sponsors dur-

ing, xii, 13, 77
Steering committees, 87–101; checklist

on meetings of, 100; desired behaviors
of members of, 94–95; importance of,
87–88, 101; membership of, 88–89, 91;
organizing, 61, 89–90; role of, 90–91;
teamwork by, 91–92; tips on leading
and managing, 95–98; topics for dis-
cussion by, 92–94, 98–100

Stoppard, T., 167
Strategic Management Group, 39
Sustaining sponsorship, 49–68; challenges

in, 50–51; example of program spon-
sor’s role in, 66–67; importance of, 49;
of new product development pro-
grams, 64–66; summary of, 67–68;
through proactive sponsorship, 51–53,
60; through strong sponsorship, 63–64.
See also Project reviews

T

Talking, as skill in client relationship, 72,
73

Target, as role in change management, 105
Task-oriented cultures, 104–105
Teams. See Project teams
Time: lack of, as problem for sponsors, 19;

required for IT project sponsorship, 32;
required to establish client/provider
sponsor relationship, 77

Tonnesen, M., 97–98
Training. See Sponsorship training
Twain, M., 27

U

Upper managers: deficits of, regarding
project sponsorship, 143–144, 150;
project sponsor as link to, 10–11; sup-
port from, for project management,
141, 142; views of, on sponsorship
execution, 135–137. See also Senior
managers

Urban, C., x

V

Value, added by project sponsors, xii, 32
Vicious loops, 180, 181

Englund.bindex  3/6/06  5:18 PM  Page 201



Englund.bindex  3/6/06  5:18 PM  Page 202


