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Complete Incomplete

Figure I-1: Protein Models



TECHNICAL
Domain expertise

» Time, budget, and cost estimation

» Requirements management and

LEADERSHIP
traceability

Competency in guiding and motivating /
» Interpersonal skills

» Coaching and mentoring

» Business

> Data gathering and modeling
> Earning value management

» Conflict management
B acuf(nen > Emotional intelligence
il » Problem solving
management
> Performance management & realization
> Lifecycle management
Schedule management

» Team building
» Competitive analysi
Risk management

» Influencing
» Operational functions > Nfegotl'atlon
> Business models o leiee,
Scope management and structures > Brainstorming
Agile practices > Customer satisfaction
Governance > Industry knowledge &
standards

> Legal & regulatory compliance
» Market awareness & conditions

» Strategic planning, analysis, alignment
STRATEGIC & BUSINESS MANAGEMENT
Business oriented skills

"PMI Talent Triangle™ a

£
F

K

Strategic and

Figure I-2: Detailed PMI Talent Triangle



Figure I-3: Molecular Compound



Figure I-4: Stereoisomer Molecules



... Leadership/
Integration Management | .

Personal

Market/

Customer

Negotiating

Complete
Project St et s et
Manager

Management

Conflict
Management

Project

N Management
Organization

Figure I-5: A Complete Project Manager “Molecule”



Table 1-1. Project Manager Activities

Leading a Team

Managing a Team

Setting a direction: Creating a vision
of the project, with implications for
the roles and contributions of team
members

Planning and budgeting: Developing
a plan for the project, including objec-
tives, critical path, milestones, and
resources needed

Aligning people: Seeking commitment
by communicating and interpreting the
vision together and translating the roles
and potential contributions into
expectations for team members

Organizing and staffing: Determining
the tasks, roles, and responsibilities
required for the project; assembling
individuals with appropriate knowl-
edge, skills, and experience

Influencing and inspiring: Encourag-
ing and assisting individuals to actively
participate by establishing open and
positive relationships, by appealing to
their needs, values, and goals, and by
involving, entrusting, recognizing, and
supporting them

Controlling and problem solving:
Monitoring and evaluating the progress
of the team through observation,
meetings, and reports; taking action to
correct deviations from the project plan




Leadership

Communication
about new
behaviors

Why

Knowledge and All resources
skills required necessary

Training—formal & Processes &
on job tools

Figure 1-1: L’M? Recipe

Incentives and
consequences

Reinforce new
behaviors




Belief in self

Optimistic

In the organization

9. Self-Confidence

Folcus on

o

solution 7.Willingness
Keep to Participate
stakeholders

informed

Intuition

De:

d Project
Attitude

For the individual

1. Respect For the team

For the organization

Strong sense of
responsibility

Strong sense of
commitment

Listening to other people

2. Responsibility

Understanding where
others are coming from

To look at alternate solutions]

4. Openness To look at new opportunities]

To look at ways to improve

5.3P’s Persistence)

Figure 2-1: Desired Project Attitude



Lewis Bush
Director of
Product
Development

John
Patches
Human
Resources

Board of
Directors

- Rose Gil
CEO

Basson
Change
gent

Key

Circle size = Overall influence
Line direction = Effect of influence
Line width = Strength of influence

Cristina
Hans
Mkt.

Director

Figure 2-2: Influence Map



1. Generates new clients or
business leads

( 6. Assists in solving problems

5. Help professional relationships Benefits of 2. Increases business and
for personal and professional growth Networking professional opportunities

3. Helps find the right people to fill

and resources critical positions or jobs

‘ 4. Provides valuable information

Figure 2-3: Benefits of Networking



Don't be
shy

Introduce 6. Be willing to go
yourself to beyond your
new people comfort zone Listen to other
people

1.Be agood
listener

Don't be
nervous; the
other person
isalsoa
human being

Don't be a
“ME" type

Do not sit Call people
with the 2. Call people from ﬁgt)x:rrk
Samel Best Practices for time to time just
:ﬁ :Eeetime 5. At meetings and‘ Communications because you care Askhow
seminars, make it are they?
a point to meet
Make extra different people
effort to
::i,e;gew Build up new
relationships
3.Take advantage
of everyday
Don't be opportunities to
asnob Explore
4. Treat every meet people opportunities
Do not person as with new
concentrate only important people
on important
people

Figure 2-4: Best Practices for Communication



Table 2-1. Millenial Data

Do you have millennials on
your team?

If you are a millennial, what is
your role?

e Yes: 73%

» Project manager: 66%

e No:27%

o Team member: 34%




TIMING
«What is deadline?
« Getting off to a good start

APPROACH
« Commit to win-win
« Reward effective behavior

POWER

« Ability to get things done
« Understand alternatives; invent elegant options

Figure 3-1: Four Forces of Negotiation



Negotiation Life Cycle

Decide to
Execute

Negotiate Negotiate

« Identifythe . Understand the . Generate

issue problem alternatives the other relationships
« Define the « Define goals - Evaluate parties| « Check
problem « Build alternatives (never gloat)  compliance
« Decide relationships « Select « Follow up to (build this
whether to « People/roles « Reiterate assure the into the
negotiate, « Use standards agreements action planis  agreement!)
dominate, « Define your « Capture implemented
acquiesce, BATNA & agreements - Carry out the
or avoid improve it in writing agreed-upon
« Define their « Create an solution
BATNA & action plan &
worsen it timeline

Figure 3-2: The Negotiation Life Cycle



Never reward " Be patient
" intimidation tactics P

9" Be prepared

TEN
RULES OF
NEGOTIATING

« Know your
bottom line

. Limit your

W Float trial
4% authority

balloons

Know your

Know your
opening offer

 status

Figure 3-3: Ten Rules of Negotiating



1. Objectives

2. Modified
Objectives

3. Approval

Functional
Manager
(Sponsor)

Project
Manager
& Team

—> Negotiate with Due Diligence

1. Can't Do It
2. CanDo
3. Okay

Figure 3-4: Achieving Commitments: Interchange Between Sponsor and PM



Need clear
business
vision

Disintegration No time

No
consistent
prioritization

Results <
satisfactory

Choices
made in
isolation

Duplication; gaps Even less time

Figure 4-1: A Vicious Loop



Table 5-1. Sources of Conflict

Source Example

Resources Scarcity of money, time, personnel, or materials may cause conflict.

Goals Difference in goals (e.g., quality vs. quantity) can cause conflicts
to arise.

Expectations | Conflicts can arise when people’s expectations are different and
when one or more expectations are not met.

Perceptions | People’s perceptions of the world are often different, and these
differences may manifest themselves in conflict.

Values Values of individuals working together may be different, and when
addressing problems in which values play a role, conflict may erupt.

Needs Individuals have different needs (e.g., recognition, safety, dignity,
participation), and when these needs are not met, frustration and
conflict can surface.

Culture A lack of understanding surrounding cultural differences may lead

to disagreements and conflict.




GIVING

COLLABORATIVE LISTENING
CARING PATIENT
INCLUSIVE
TRANSPARENT A
OPEN-MINDED Moving Above
the Line? :
mmmmmmmmms  “SETPOINT”: AVERAGE DAY-TO-DAY BEHAVIORS 1= m m m m = = = mn
Moving Below :
_ the Line? "
RESISTANT CLOSE-MINDED v
TAKER CONTROLLING
DEFENSIVE IMPATIENT FEARFUL
EXCLUSIVE

Figure 5-1: Examples of Behaviors Above and Below the “Set Point.” Adapted from
Zachary Wong, Human Factors in Project Management, 2007. Reprinted with permis-
sion of John Wiley & Sons, Inc.



Constructive
Contention

Excess
Conviction

Excess
Cooperation

A ENGAGEMENT

2 Let’s work together

b to figure this out

5 No way;
s ‘reall
% Whatever the you'rea
>

()]

Idon’t care
what you do.

FLIGHT FIGHT
(avoidance) confrontation

Figure 5-2: Fight, Flight, or Engage?

1
1
i
i
wrong.
group wants. | 9
!
1
1



Monitor &
Control

Reflne Plan

I Organizational Learning I

Figure 6-1: The Complete Project Management Process



Figure 6-2: The Firefighter “Hero”



Figure 6-3: The Golden Boy



Excessive Chaotic

« Interference » Noncompliant
 Reports » Unpredictable
* Measures » Missed target(s)
» Comfort « Inconsistent

. Control Results
Optimum f( >j Desired
Minimal Undesired
» Absence e Scope creep
« No follow-through « Dissatisfaction
» Hands-off » Busy work
* No standards e Low morale

Figure 6-4: Control vs. Results



Table 6-1. Competency Levels

Individual

o Knowledge-based
o Socially rooted

o Business judgment

Team

o Clearly defined goals and deliverables
o Proper mix of skills

o Adequate processes and tools

Organizational

« Procedures and information to perform work

o Trained resources

o Vision, openness, and support for project management




12. At regular intervals, the team reflects
on how to become more effective, then
tunes and adjusts its behavior
accordingly.

11.The best architectures, requirements,
and designs emerge from self-organizing
teams.

=

[

10. Simplicity-the art of maximizing the
amount of work not done-is essential.

A

9. Focus continuous attention to
technical excellence and good design to
enhance agility.

_—

8. Agile processes promote sustainable
development. Sponsors, developers, and
users maintain a constant pace
indefinitely.

-

[

7.Working software is the primary
measure of progress.

]4

(

-

Twelve Principles
Based on the
AGILE Manifesto

1. Satisfy the customer through early
and continuous delivery of valuable
software.

2. Welcome changing requirements,
even late in development. Agile
processes harness change for the
customer’s competitive advantage.

/{3. Deliver working software frequently.

together daily throughtout the project.

5. Build projects around motivated
individuals. Give them the environment
and support they need; trust them to get
the job done.

\_[4. Business people and developers work ]

\—[ 6. Conduct face-to-face conversations.

Figure 6-5: Principles of Agile



Our customers really love us, so
they don't care if our products
are late and don’t work!

Organizing to manage projects
isn’t compatible with our culture,
and the last thing we need
around this place is change.

All our projects are easy, and
they don't have cost, schedule,
and technical risks anyway.

Project management requires
integrity and courage, so they
would have to pay me extra.

N
| know there is a well-developed

project management body of
knowledge, but | can’t find it
under this mess on my desk.

®

Top Ten

Reasons NOT
to Use Project
Management

We aren’t smart enough to
implement project management
without stifling creativity and
offending our technical geniuses.

- document a lot of stuff, and that

We might have to understand
our customers’ requirements and

is such a bother.

Our bosses won't provide the
support needed for project
management; they want us to
get better results through magic.

We'd have to apply project
management blindly to all projects
regardless of size and complexity,
and that would be stupid.

< spend 10% on project

We figure it’s more profitable to
have 50% overruns than to

management to fix them.

Figure 7-1: Top Reasons Not to Use PM



-9 8.Negotiation é 1.Communication]

© 7. Motivation 82 2.Team Management]

:3‘ 3. Leadership

1\ 4. Conflict Management ]

Soft Skills
- Effects from g
[ &’ 6. Stress Management Humor

@ 5. Problem Solving &
- Decision Making

Figure 7-2: Humor and Soft Skills



toxic to green

Figure 8-1: Moving from Toxic to Green



Executives

« Define strategy
« Set priorities
« Establish measures

Strategic

Portfolio Goals

Planning Team .

« Selects programs & projects Strategic

+ Allocates resources Programs Management

« Manages portfolio

Strategic Cross-
Functional Project
Teams

« Launch projects

» Manage projects

« Deliver value

Projects

Activities — Teams - Results

Figure 8-2: Strategic Management
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Figure 9-1: Force Field Exercise Examples
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Figure 9-2: Drivers and Restr:
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Figure 9-3: Force Field Diagram



EASI BENCHMARK CUMULATIVE AVERAGES [ M CUMAVG [ Eroski 2003

Level 0 Level 1 Level 2 Level 3 Level 4 Level 5
Initial Structured Org. Stds. & Managed Optimizing
COMPONENT Process Process Inst.Process Process Process

Project Based Organization
Strategic Emphasis

Upper Management Support
Project Team Support
Organization Support

PM Information System

PM Select & Develop
Learning Organization
Project Office

PM Culture

© Englund PMC

Figure 9-4: Survey Results



GRUPO EROSKI

FIRST PHASE

PROJECTS REVIEW
PM Interviews ALL PMs
Pro.ject Documentation ALL PMs
review
Assignment process Managers,
review A.B.
SELECTION PROCESS Managers,
REVIEW A.B.
STAKEHOLDER PMs,
ANALYSIS managers, A.B.
UPPER MANAGERS A.Bucero &
TRAINING Upper Mgrs.
TEAM MEMBERS Team
TRAINING members
PROJECT MANAGERS Project
TRAINING managers
PM MENTORING
Program presentation
to PM A. Bucero
Program presentation A. Bucero
to Execute
Start Mentoring PM
Program Seniors/A.B.
PM Newsletters
Communication about A. Bucero
PM News )
Distribute PM Newsletters | PM Initiative
Define Metrics for PM
A.B.
Newsletters
NEXT PHASE PLAN A'.B : P'.V‘
Initiative

Figure 9-5: Schedule of Activities




Creating an Environment for Successful Projects

(Actign Rlah Template’ ====

ared emphasisfor /" coreteam

o R e E

. e e

Organization: Where T Work ot O g oo
= e

Date: The Present - i

G:aham & Englund Creating an Eqvironment for Successtul Projects

- Project Based Organization ~score_~
: o Emphasis:
: o Steps:

benchmark
O more Oless XOK

: o TIdentify a core management team to sponsor a project management initiative :
. & Begin a public relations campaign to highlight the importance of projects and how
we need to revitalize our approach in order to accomplish our mission

. o Ask people on my teams to take accountability for overall success of each
. project—explain what this means and how behaviors can change

Figure 9-6: Sample Action Plan Template



Project Awareness
* Beliefs

* Goals

* Public

* Support

Context Awareness
* Understands
* Commitment
* Procedures

* Affect
* Rewards

Project
Success

Figure 9-7: Sponsorship Model for Project Success



Figure 10-1: Rubber Band Stretch



|'®

4. Leading the change process 1. Identifying key players
'
The Process
3. Understanding behavioral 2. Developing an Q’
patterns and reactions to change A implementation plan h& ’,ﬁ

Figure 10-2: Steps in a Change Process



« Authority to commit resources
« Create environment to enable change

J
~
« Carry out change
« Identify and influence
J
~
« Receive or adjust to change
« Need motivation and clarity
J
~

« Wants change but lacks power
« Identify and influence; share commitment
J

Advocate

Figure 10-3: Roles in Change Management



- Features
« Specific deliverables

« Benefits
« What will be achieved

- Advantages
A « Why and how a better outcome

« Close
- Get explicit commitments

Figure 11-1: Sales Skills
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Close the deal but it is not time to rest
Follow up with a written confirmation of what was agreed to —

Deliver what was pro

Conduct project review of the sales process; take action on findings — \

Reinforce benefits to avoid "buyer's remorse" from setting in
Stop selling when the order is received
Be careful about providing opportunities to cancel the order

If no sale, view the process as relationship building; keep
coming back with other, new features they may find beneficial

Maintain mindshare by periodic contact

Probe

Restate

Answer

Support

Trial close

Focus on concerns only; stop selling other features

We have been conditioned
that "NO" is bad

Learn to love hearing "NO"

You have been given an opportunity to address
their concerns

A chance...
Develop ability to turn perceived negatives into positives

Used to determine if they are
ready to buy

N Trial close
Ask questions that assume they
have already bought
Asking them to commit to some
course of action
Many people are afraid to ask Closing the deal

You have to ask for vhat you want
Worst they can do is to say "NO"
Just ask
The choice close
Quality close
Ultimatum clese

Closing techniques

Use active listening to gain understanding of their needs —
|

Listen intently, then interpret back

Take notes

Greetings
Make eye contact
Know how is there ‘
Dress for success ‘
Turn off the phone
You may already have built a rapport based upon previous interactions
Ask them about their vieekend

ised

First impression

13. Conclusion

1. Why selling skills are I
important for project
managers?

12. Follow up

11. Answering objections

2. The traditional sales process

10. Dealing with objections

Why you might dislike sales people?

Everybody lives by selling
something.

Help someone discover the value of taking a
certain action

Selling may require creative thinking

Identify qualified vs. unqualified buyers
Prospect Separate technical buyers (recommenders) from
economic buyers (au(Komy to buy)
Alvays plan the meeting
Set an agenda
Determine what your objective is
Approach Determine
features/benefits/advantages
Formulate responses to potential objections
Develop a planning template

Ask questions about current or future needs (& listen to
the answers) before presenting a solution

Analyze needs

Present

Handle objections

Gain commitment (close)
Follow up

They realize there is a benefit to do so

3. Why do people buy?
Selling Skills

for Project Managers

People usually buy
versus advantages

What is in it for me?
Value in giving up?

___Most buying decisions are emotional; use rational
process to justify

Identify rewards

9. The Deal

Products
Benefits

4. Selling benefits ——  Features
Advantages
Sales structure

/' No evidence or history
\ What is an i ible? E le: convincing a
8. Active listening g \ design document is needed

5. How to handle intangibles?

Take a genuine interest in the person Build rapport 7. Sales meeting \
Match their preferred (or innate) social and communication style
Review their needs and discuss what you are selling 6. Different types of buyers?
along with features, benefits, advantages
Use a demo
Keep it simple Deliver

Bring in technical expert and executive for support
Demonstrate that you have best & most complete solution to their needs

Figure 11-3: Selling Skills for Project Managers

Present 3 design document used previously
Show how different parts of the document were useful

Give statistics on how it resulted in
improved accuracy, reduced timelines,
recuced viork

Compare or position to something already familiar

Make it concrete

Amorals
Egos
Pleasers
Profiles ‘ Authorities
17Pvm<|plcz
|- Responsibles
Universals
Attitude and behavior
Expectations
Objectives



,—[Completely new story ]

[ Is only a dream; nothing can hurt me ]—\

/—[Comes across wild characters ]

[This is impossible; only if believe it is ]—\

| make the path I-\

[ I'll decide where it goes ]_

My path

[Shrunk, stretched, scratched, and stuffed]—/

,—[ Part of force fighting oppression ]

ALICE- "[Step up in new way never expected ]

% COMPLETE
PM Save the day

¥[Incredible, perfect for the role]

[ Been told what and who ]—/

\—[Both a young and old soul ]

[ Strength to be more self-assured ]—f
5

\—[Experience in finding herself ]

Figure E-1: Alice in Wonderland as a Role Model



/—| Room for idealism ’

,_‘ Good, kind, and loving ’

See something wrong:
Do something!

—

Sensitive

Great warrior

Focused on
telling story

.

So many
different things:

> Wonder Woman as a
N H
Ready (s}Complete PM Model

Work with people that
admire, inspired by

;i Embodies everything...

Thoughtful

i

‘ Skills, inner power

Personality, positive,
hard worker

Figure E-2: Wonder Woman as a Role Model
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Toolkit

Focus on integrating skills
Tell stories
project manager
The POO Code
Role models from movies

Laz

Dedicated Web Sites

Blue Butterfl

Integration - Epilogue

TCPM mindmap
References and resources
Index

Market knowledge
Project outcomes
Market trends

Product and services offered
Customer orientation

Competition

Dealing with customers

Market forces and cycles

Disruption, discontinuities, digitalization
- Servant leadership

Value proposition

Organizational ethics
What are we selling?
Be in the game
Sales planning
Questioning skills
PRNL | pes of buyers

Features, benefits, advantages, closure Sales process

Dealing with objections
Sales presentations
Proposal preparation

Managing change

Change I process in three parts

(e,

Project team adaptabilit
Change management

Market/Customer knowledge

The Complete
Project Manager

Integrating People, Organizatio
raiddee Ski

Change control vs change m

Case stud
ging multicultural teams
Working with virtual teams
Creating a project culture
Social responsibility

- Applying chaos theory
Get ready to DANCE

t skills

Identify ideal environment
commitment for project success

Force field analysis

- Action planning
Role of Sponsors

Achieving m

The "Perfect Storm"” - Strategy, structure, culture, execution, portfolio of projects

Structure
Culture

Managing Sponsors
Toxic to "Green”

Project Portfolio Management

@—

Why not doing PPM?
Governance /|

Focus on value

Financial skills
o

Strategic Thinking

Effects on project

Organizational skills

humor in various cultures

Benefits

Effects on hard and soft skills

Figure E-3: TCPM Mindmap

Research on humor
Think differentl
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