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A

Accountability: board role in, of CEO,
124-125; as component of support,
64-67; of manager for employee’s
actions, 54-55; required to prove
sincerity, 28-29, 44-45

Acquisitions. See Mergers and acquisi-
tions (M&As); Umpqua Bank
acquisitions

Actions: communication to explain,
43-44; as value of Umpqua Bank,
199; vision embodied in, 88-90

Advertising, 18, 153

Apple Computer, 3, 10

Assumptions, looking beyond, 20-21,
22. See also Conventional wisdom

AT&T, 88, 141

Attitude, hiring on basis of, 110-111

Authentic Leadership (George), 36

B

Baker, Barbara, 83

Balance, 184-192; celebrations for,
186-188; in communication, 190—
191; community involvement for,
189; fun at work for, 184-186, 192;
importance of, 184; between short-
term results and long-term growth,
191-192; of stakeholder interests,
188

Banana Republic, 142

Banks: lack of creativity in, 12, 142;
similarity of, 12-13

Being real, 94-100; being watched and,
94-95; to build brands, 151-153;
exercise on, 100; by having fun, 98;
personality of leader and, 95-97; by
showing emotions, 98-100

Big picture: company losing sight of,
79-80; renaming departments to
view, 82-8bH

Blanchard, Ken, 32

Board of directors, 118-127; with
acquisitions, 206; communicating
with, 120-121; division of labor
between CEO and, 125-126; exer-
cise for, 127; as resource for gain-
ing perspective, 82; responsibilities
of members of, 123-124; right
people for, 122-123; role in sup-
porting CEO, 124-125; support
for, 118-119

Bossidy, Larry, 107-108

Bowerman, Bill, 141

Bowles, Sheldon, 32

Brag Box on Web site, 76

Brands, 150-157; being unique to
build, 153-155; being yourself to
build, 151-153; defined, 150-151;
employees as representatives of,
155-156; exercise on symbols of,
157

219
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Brown, Neal, 32-34, 106-107, 111
Build a Castle exercise, 214
Bureaucracy, 52, 90-91, 197-198
Business: critical questions about, 14;
studying, outside your industry, 20.
See also What business you're in
BusinessWeek, 2, 142, 150, 152, 167-168

C

Carey, Rick, 73

Carlson, Richard, 104

Celebration of Excellence Awards, 36,
186-188

CEO: board role in supporting,
124-125; chairman of board and,
124-125; division of labor between
board of directors and, 125-126;
getting out in field, 143-144

Chairman of board, 124-125

Change, 40-48; avoiding, of culture,
175-176; being in charge of, 211;
exercise on, 48; leading, 46-47;
necessity of learning to live with, 1,
41-42; as positive force, 43; rubber
band syndrome response to, 40—
41; tips on introducing, 42-46

Citigroup, 18

Collins, Jim, 102, 110, 111, 113

Commodities, bank products as, 13

Communication: about change,
43—44; to avoid bureaucracy,
197-198; balance in, 190-191; with
board of directors, 120-121; by e-
mail vs. phone, 95-96; exercises
on, 93, 163-164; to explain actions,
43—44; for integration following
acquisition, 202-203; to reinforce
culture, 180-181

Communities: connection to, 189; as
stakeholders, 188; as value of
Umpqua Bank, 133-135, 199

Community bank, Umpqua Bank as,
133-134, 152, 194-195

Compagq, 10, 88

Competition: design for advantage
against, 169-170; looking beyond,
20; staying ahead of, 59-60

Concept store. See Umpqua Bank
concept store (Roseburg, OR)
Conventional wisdom: challeng-
ing, 20, 113; exercise on looking
beyond, 22; as hindering growth,
11, 21

Cousins, Norman, 30

Creative Strategies Department, 83

Cultural Enhancement Division,
83-84, 179-180

Culture, 175-183; creation of,
181-182; maintenance of, 177-178;
where to find, 176-177. See also
Umpqua Bank culture

Culture Word Search exercise,
182-183

Customer service, 158-164; account-
ability for funds to improve, 65-66;
attention to details for excellent,
104-105; consistency in, 160-162;
design and, 168-169; exercise on
communication in, 163-164; get-
ting tellers to focus on, 158-161;
measuring quality of, 128-133;
selling vs., 162-163

Customers, as stakeholders, 188

Cynicism, overcoming, 29

D

Daily Survival Kit exercise, 78

Decisions: giving people permission
to make, 65, 69, 75, 76; lack of
punishment for, 71-72; on merg-
ers and acquisitions (M&As),
205-207

Design, 165-171; of branches as
neighborhood stores, 169-170; for
competitive advantage, 169-170;
of concept store, 16; customer
experience and, 168-169; defined,
166-167; exercise on, 171; impor-
tance of, 165-166, 170-171; of
Pearl District store, 60-61, 98-99,
168; plants as element of, 106-107;
results of attention to, 167-168

Details, attention to, 103—108; for brand
protection, 105-107; for excellent



customer service, 104-105; of exe-
cution of strategy, 107-108; exercise
on, 108; importance of, 103-104

Disagreements, as characteristic of
empowered employees, 71

Discipline, 23-29; accountability
paired with, 28-29; empowerment
with, 73-75; exercise on, 29; moti-
vational moments as element of,
74; passion with, 31; as positive, 28;
at Ritz-Carlton, 23-24; spread
throughout organization, 26-27;
as starting with leader, 24-26

Discover Wall, 170

Disney Company, 105-106, 169

Do the Math exercise, 117

Don’t Sweat the Small Stuff—and It’s All
Small Stuff (Carlson), 104

Drucker, Peter, 21, 133, 134

E

eBay, 2

The Effective Executive (Drucker), 133

E-mail, 95-96

Employees: balance in communication
between management and, 190—
191; behaviors of empowered, 70—
73; “best place to work” selection by,
115, 202; departing, learning truth
from, 52; empowerment explained
to, 75; environment for truth telling
by, 50-52; loyalty to and of, 37-38,
97; making customer service prior-
ity of, 158-161, 162; making deci-
sions without asking permission, 65,
71-72, 75, 76; as representatives of
brand, 155-156; requiring account-
ability of, 28-29, 44-45; retail busi-
nesses observed by, 15-16, 20,
160-161; selling by, 162-163; as
stakeholders, 188; support for, 45,
61; tips on introducing change to,
42-46; training for, 16, 62, 83, 85,
111, 180; trust between leader and,
53-55; Universal Associate concep-
tion of, 161-163, 166; volunteer
work by, 134, 189
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Empowerment, 69-78; behavior char-
acteristic of, 70-73; discipline with,
73-75; example of power of, 76—
77; exercise on, 78; rewarding ini-
tiative necessary for, 75-76

Enron, 184

Ethics, 135-136

Exceptions, when supporting people,
62-63

Execution: The Discipline of Getting
Things Done (Bossidy), 107

F

Fast Company, 2, 82, 142-143, 152

Feedback. See What’s going on behind
your back

Finding revolutions, 141-149; by ask-
ing “dumb” questions, 146-147;
before they find you, 141; exercise
on, 149; by leaving building, 143-
144; by looking outside your indus-
try, 142-143, 144-145; by partner-
ing, 145-146; in small differences,
141-142; by taking off blinders,
147-148

Firestone, 135

Firing people. See Letting people go

First Impressions exercise, 108

Focus, as characteristic of small agile
companies, 196

Focus groups, 45, 90, 197-198

Ford, Allyn, 124

Ford Motor Company, 135

Frohnmayer, David, 41

Fun at work: exercise on, 192; impor-
tance of, b; to maintain balance,
184-186; motivational moments as,
5, 185-186; through laughter, 98

G

Gaining perspective, 79-86; exercise
on, 86; methods for, 80-84; para-
digm busting for, 85. See also Big
picture

Gap, 14, 15, 142

General Motors, 88

George, Bill, 36
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Gerstner, Lou, 144

Getting to Know You exercise, 100

Giuliani, Rudy, 30

Goals: of growth, 1, 211; impossible,
213-214; unreasonable, 2425, 35;
visions vs., 87

Good to Great (Collins), 110

Google, 2

Growth: balance between short-term
results and, 191-192; conventional
wisdom as hindering, 11, 21; goal
of, 1, 211; maintaining identity
with, 193-195; prerequisites for,
7-8; of Umpqua Bank, 2, 214;
vision and, 91-93

H

Hamel, Gary, 35, 59

Happy talk, 53, 55-56

Hayward, Lani, 83

Hiring people, 109-117; on basis
of attitude and spirit, 110-111;
exercise on, 117; motivation for
working for organization and,
114-116; as ongoing process,
111-113; with retail background,
15; for Umpqua concept store, 16,
110-111

HSBC, 18

Human being, leaders acting like, 46

Human Spider Web exercise, 86

Humboldt Bank, 154, 197-198, 204

Hunt, Sandy, 94

IBM, 10

Identity, 193-200; avoiding bureau-
cracy as part of, 197-198; exercise
on, 200; maintaining, while grow-
ing, 193-195; as small agile orga-
nization, 195-196; staying true to
values and, 198-200

Intangibles, 128-137; ethics as, 135—
136; importance of, 128, 136; qual-
ity as, 128-133, 137; values as,
133-135. See also Culture

Intensity, as characteristic of small
agile companies, 196

Is 99.9 Percent Quality Service? exer-
cise, 137

J
Jobs, Steve, 10, 165-166

Johnson & Johnson, 135

K
Kelleher, Herb, 169
Kiel, Fred, 135
Kmart, 88, 141, 170
Knight, Phil, 141
Kodak, 141
Kotter, John, 46
Kruse, Don, 119

L

Lafley, A. G., 146, 166

Leaders: as being constantly watched,
27, 94; cultural role of, 176-177;
discipline and, 24-27; happy talk
by, 55-56; lack of creativity of, in
banking, 12, 142; leading vs. man-
aging change, 46-47; loyalty to
employees, 37-38, 97; passion and,
35-38; persuasion as job of, 213;
roles of, 57-58; support role of,
61-62; techniques for change
introduction by, 42-46; trust
between staff and, 53-55. See also
CEO; Management

Leading Change (Kotter), 46

Leading the Revolution (Hamel), 59

Lennick, Doug, 135

Letting people go: necessity of,
113-114; who manage by intimida-
tion, 53-55; who worked “bankers’
hours,” 109-110

Levis, Kay, 132

Listening, 45, 52. See also Focus
groups

Logos: exercise on, 157; proper dis-
play of, 103-104

Look Around exercise, 149



Loyalty: to employees, 37-38, 97; of
employees, 112-113

M

Make a Face exercise, 163-164

Making decisions. See Decisions

Making progress. See Progress

Malcolm Baldrige National Quality
Award, 23

Management: balance in communi-
cation between employees and,
190-191; as at fault for poor cus-
tomer service, 132; by walking
around, 143. See also Umpqua Bank
managers

Marketing: board member’s involve-
ment in, 125-126; handshake, 153;
importance of, 5, 139

Marriott, Bill, 143-144

May, Steve, 16, 65, 110, 112

McCallion, Steve, 168

Measurement. See Metrics

Medtronic, 36

Mergers and acquisitions (M&As),
201-210; decisions on, 205-207;
exercise done after, 208-210;
strategies for integration with,
202-205. See also Umpqua Bank
acquisitions

Metrics: financial, and acquisitions,
205; limitations of, 50; for quality
of service, 128-133

Microsoft, 10, 145-146, 167

Mission statement, of Umpqua Bank,
188

Mistakes, lack of punishment for,
71-72

Moral Intelligence (Lennick and Kiel),
135

Motivational moments: about, 5, 74,
185-186; on being real, 100; for
board of directors, 127; on
change, 48; on communication,
93, 163-164; on culture, 182-183;
on design, 171; on details, 108; on
discipline, 29; done after acquisi-
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tions, 208-210; on empowerment,
78; on finding revolutions, 149; on
fun at work, 192; on gaining per-
spective, 86; on hiring people,
117; on identity, 200; on knowing
what’s going on, 56; on looking
beyond assumptions, 22; on mak-
ing progress, 214; on passion, 39;
on quality, 137, 171; on support,
68; on symbols of brand, 157
Moving Forward exercise, 58

N

Names: of branches as stores, 9; of
departments, 82-85; of merged
companies, 153, 204; nontradi-
tional, 153

New product launch, technological
glitch in, 25-26, 27

Nike, 3, 141

Nordstrom: customer service at, 3; as
example of power of empower-
ment, 76-77; observing and learn-
ing from, 15, 20, 161; as place
people hang out, 14, 15

(0]
Optimism, 30. See also Passion, posi-
tive
Oregon Business magazine, 115, 202

P

Packard, Dave, 5, 139, 165

Paradigm busting, 85

Partnering, 145-146

Passion, positive, 30-39; defined, 30;
exercise on, 39; necessity of,
30-31, 212-213; spread through-
out organization, 36-38; as start-
ing at top, 35-36; vision as origin
of, 32-35

Pay, as motivation for working, 115

Pearl District store. See Umpqua Bank
Pearl District store

People, as value of Umpqua Bank, 199

Perspective. See Gaining perspective
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Persuasion, 213

Peters, Tom, 165

Phone, 96, 121

Piazza, Joseph, 203

Plants, in Umpqua Bank stores,
106-107

Play It Loud! exercise, 192

Positive passion. See Passion, positive

Power of Communication exercise,
93

President’s Club, 179

Procter & Gamble, 146

Progress, 211-214; exercise on, 214;
impossible goals and, 213-214; as
never-ending process, 211-212;
persuasion by leader for, 213; pos-
itive passion needed for, 212-213

Q

Quality: exercises on, 137, 171; hotel
chain known for, 23; measuring, of
service, 128-133

Quality Check exercise, 171

R

Raving Fans (Blanchard and Bowles),
32,33

Reading, to gain perspective, 82

Reflection, to gain perspective, 80

Restoration Hardware, 15

Retail service business: hiring people
with background in, 15; observing
examples of, 15-16, 20, 160-161;
vision of banks as in, 14-15, 18,
31-32, 59, 142-143, 147

Return on Quality (ROQ) program,
129-133

Revolutions: defined, 141-142; design
as, 170. See also Finding revolutions

Reward or award programs: Brag Box
on Web site, 76; Celebration of
Excellence Awards, 36, 186-188;
to recognize initiative, 75-76;
Return on Quality (ROQ) pro-
gram, 129-133; Team Recognition
Fund, 76

Ritz-Carlton, 3, 23-24, 142, 169

Roseburg store. See Umpqua Bank
concept store (Roseburg, OR)
Rubber band syndrome: described,
40-41; exercise on, 48; overcoming,
42-46

Rules, empowered employees and,
72-73

Rumblefish, 145

S

Sculley, John, 10

Sears, 88

Self-discipline, 24. See also Discipline

Selling, by bank employees, 162-163

Sense of urgency. See Urgency, sense
of

Shareholders, 188, 206

Shinseki, Eric, 41

Signage, 32-35, 103-104

Significance: as goal, 212; institutions
of, 194-195

Simon Says exercise, 29

Slogans, passionate, 32-35

South Umpqua State Bank, 2, 11-12

Southwest Airlines, 2, 169

Staff. See Employees

Stakeholders, balancing interests of,
188

Standards: high, 21, 97; unreason-
able, 25

Starbucks, 14, 15

Stern, Charlene, 16

Stock analysts, 191-192

Strategic planning retreat, 121

Suppliers, marketing ideas from, 145

Support, 59-68; accountability as
component of, 64-67; from board
of directors, 118-119, 124-125;
exceptions made in, 62-63; exer-
cise on, 68; as key to employee
behavior, 61; leader’s role in, 37,
61-62; sense of urgency in, 63-64;
when introducing change, 45

T
Target, 170-171
Teaching, to gain perspective, 84-85



Team Recognition Fund, 76

Technology, new product launch and,
25-26, 27

Technology Advancement Depart-
ment, 84

Ten Ways to Get Along Better exer-
cise, 68

Testing, of leader’s resolve, 25-26

Thinking “Outside the Boxes” exer-
cise, 22

Thoroughbreds, 113

Titles, 82-85

Town Hall meetings, 36, 64, 90, 198

Toyota, 141

Tradition, pros and cons of, 41

Training, for employees, 16, 62, 83,
85, 111, 180

Trust, between leader and staff, 53-55

Truth, telling: as characteristic of
empowerment, 70-71; safe envi-
ronment for, 50-52, 56

Tylenol tampering crisis, 135

U

Umpqua Bank acquisitions: commu-
nication about opting out of, 121;
exercise done after, 208-210; of
Humboldt Bank, 154, 197-198,
204; ice cream truck to celebrate
openings following, 154; integra-
tion strategies with, 202-205;
retaining focus on vision with,
91-93; success of, 201-202; of
Western Sierra Bank, 50-52, 203

Umpqua Bank concept store (Rose-
burg, OR): designing, 16; hiring
and training people for, 16,
110-111; initial reaction to, 16-17;
plants at, 106-107; slogan and,
32-34; success of, 18

Umpqua Bank culture: acquisitions
and, 204-205, 207; communica-
tion to reinforce, 180-181; exer-
cises on, 182-183, 208-210; HR’s
role to enhance and maintain,
83-84, 179-180; as intangible
asset, 19, 128, 175; motivational
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moments as element of, 185; as
providing safety for telling truth,
51-52; role models of, 179; as
value of Umpqua Bank, 199
Umpqua Bank managers: created
“Customer of the Month” pro-
gram, 76; with drive-up window
problem, 66-67, 90; hired contrac-
tor to stripe parking lot, 73; over-
looked backward signage, 103-104;
rehiring procedure for, 112
Umpqua Bank Pearl District store:
design of, 60-61, 98-99, 168; “Fri-
day Nite Flicks” program at, 153
United Airlines, 141
Universal Associates, 161-163, 166
Unreasonable, perception of being,
24-25, 31, 35
Urgency, sense of: as characteristic of
small agile companies, 196; as ele-
ment of leader’s personality, 95-97;
needed to maintain culture, 177-
178; in supporting people, 63-64
U.S. Banker, 142

A%

Values: core, of Umpqua Bank, 199;
importance of acting on, 133-135;
staying true to, 198-200

Vance, Mike, 105-106

Victoria’s Secret, 142

Visions, 87-93; actions as embodying,
88-90; of bank as in retail service
business, 14-15, 18, 31-32, 59,
142-143, 147; directors’ agree-
ment with, 122; goals vs., 87;
growth and, 91-93; leader’s job of
explaining, 87-88; maintaining
freshness of, 90-91; as origin of
passion, 32-35

Vital Few vs. Trivial Many exercise,
127

Volunteer work, 134, 189

w
Wal-Mart, 79-80, 171
Wall Street Journal, 152
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Welch, Jack, 144, 206

Welcome to Umpqua exercise, 208-210

Western Sierra Bank, 50-52, 203

What business you’re in: exercise on,
22; figuring out, 19-21; lack of
understanding of, 10

What’s going on behind your back,
49-56; environment for telling
truth about, 50-52, 57; exercise on,
56; happy talk and, 53, 55-56;

need to know, 49-50; trust between
leader and staff and, 53-55
What’s in Your Briefcase? exercise, 39
What’s on Your Back? exercise, 56
Who Are You? exercise, 200
World’s Greatest Bank University,
36-37, 83, 85, 180

Z
Ziba Design, 60-61, 98-99, 168



