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Be clear in your Be clear in your 
communicationscommunications

Bring theBring the
team alongteam along

Praise, Praise, 
praise,praise,
praisepraise

Be consistent Be consistent 
and authenticand authentic

Figure 2.1. Nine key behaviors that create trust among people and teams

Figure 3.1. The OKR framework

1 million1 million
active users

within monthsmonths

What’s your 
big hairy 
audacious goal?

What’s your 
big hairy 
audacious goal?

Figure 3.2. Slingshot BHAG
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Improve net promoterImprove net promoter
score from X to Yscore from X to Y

Increase repurchaseIncrease repurchase
rate from X to Yrate from X to Y

Maintain customerMaintain customer
acquisition cost under Yacquisition cost under Y

Figure 3.3. Ways the key results directly support the  
objective of creating an awesome customer experience

Figure 4.1. The scientific method for business
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Seven growth-Seven growth-
hacking phaseshacking phases

Figure 4.2. The Infragistics seven growth-hacking phases

Figure 5.1. Statistics on intensive users of customer analytics

Encouraging a company of 
citizen data scientists

Cataloging and socializing 
data sources

Creating agreed-on 
metrics and OKRs

Trusting the data 
and the tools

Building data
literacy programs

Leadership building
a data-driven culture

Commitment from the
entire organization

Figure 5.2. Seven steps to mastering a data-filled world
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Ask theAsk the
questionquestion

Collect Collect 
the datathe data

CleanClean
the datathe data

Communicate the dataCommunicate the data
Model and interpretModel and interpret

the datathe data

Figure 5.3. The five phases of data analysis

Figure 5.4. Slingshot Data Catalog enables everyday business users to easily see what 
data their organization possesses, to access and analyze it the moment they need it, 

and to use it to guide informed business decisions.
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Figure 5.5. An example of how Slingshot enables users to discover data through the 
Data Catalog, visualize it, create a discussion around seeking insight, and create a 

task or work back plan to take action from that insight

TransferringTransferring
knowledgeknowledge

LearningLearning
from othersfrom others

Learning fromLearning from
past experiencepast experience

ExperimentationExperimentation

SystematicSystematic
problem-solvingproblem-solving

Figure 6.1. Five key practices for building a learning organization
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Figure 6.2. The three stages of a learning organization

Describe a situation in the past.

What was your task?

What actions did you take? 

What was the result?

Figure 8.1. The STAR method
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Table 8.1. 30/60/90-day plan

EMPLOYEE NAME

MANAGER/TL

SUGGESTED ACTION PLAN

OVERVIEW ITEM SPECIFICS

In your first 30 days,  
you will

Learn the basics of 
Infragistics business 
processes and how the 
systems are used in it

Go through the complete process of trialing a product; 
purchasing the product; assigning users; submitting 
support cases; renewing the product; processing an 
opportunity, quote, and order; and fulfilling an order

Set up development 
environment

Set up main websites, IS cloud services, customer 
portal to run locally

Learn the IS/web systems 
architecture and applica-
tions/related technologies

Attend meetings with team to gain knowledge

Review documents available

Get familiar with the architecture of customer portal 
and IS cloud services

Get familiar with Angular Work with the customer portal to learn working with an 
Angular application

Get familiar with newer 
technologies

Get familiar with basics of Azure Service Fabric and 
IdentityServer

Get familiar with team 
processes

Get familiar with sprint planning, scrum, Azure dev ops 
process, ISRequests, etc. used within the team

Deep-dive into IS business 
processes

Deep-dive into IS business processes, subscriptions, the 
different aspects of IS apps, Salesforce

Contribute to sprint and 
support

Resolve at least 3 support requests and 3 sprint tasks

Your next 30 days will 
focus on

Deep-dive into systems Deep-dive into main website, customer portal, IS 
services, and Salesforce CRM

Begin contributing to IS 
projects

Complete at least 10 sprint tasks 

Continuing contribution to 
sprint and support

Handle at least 5 support requests and 5 sprint tasks

In your next 30 days, you 
should

Fully contribute to projects Be a full-time member of IS/web sprints and contribute 
to major projects under guidance from senior members
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Figure 9.1. Factors that contribute to tough conversations

Figure 11.1. The impact of employee engagement on sales, profit, and productivity

Our coaching processOur coaching process

The
questionnaire

Collaborative
feedback review

Personal
development plan

Figure 11.2. Steps for an effective coaching process
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What do you believe are your biggest opportunities to improve that could make a real difference?What do you believe are your biggest opportunities to improve that could make a real difference?
Please select up to 3.

APPROACHABLE: Being easy to approach and talk 
openly to

CARING: Demonstrating that I genuinely care
about others

RESILIENCE: Remaining composed and productive
under pressure/stress

PRODUCTIVE: Producing high-quality work (in the context
of time constraints)

PROBLEM-SOLVING: Providing practical solutions to
problems; being analytical

OWNERSHIP: Being accountable; taking the lead and 
showing ownership of issues

ORGANIZED: Prioritizing work and managing my time
well; balancing my schedule

LISTENING: Listening and allowing others sufficient
time and opportunity to speak

GETTING FEEDBACK:  Actively seeking and responding
positively to thoughtful feedback

FOCUS: Focusing my efforts wisely; strategically
choosing where I spend my time 

COMMUNICATION: Communicating information, ideas,
and concepts clearly

COLLABORATING:  Working well with a range of people
from across the business

Figure 11.3. An example of the questionnaire to help  
the employee self-reflect on areas for improvement

Where you meetWhere you meet How you meetHow you meet Times for Times for 
meetingsmeetings

Purpose ofPurpose of
the meetingthe meeting

Figure 12.1. Dimensions of effective meetings

Timekeeper

Figure 12.2. Meeting roles

Strategic planStrategic plan

Action
plan

Action
plan

Action
plan

Action
plan

Action
plan

Action
plan

Action
plan

Action
plan

. . .. . .
Product

development
OKRs

Sales OKRsMarketing OKRs

Figure 13.1. Action plan OKRs are derived from higher-level strategic planning.
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Product owner Scrum master Developer

Figure 13.2. Key players in a high-performing scrum team

Product road map

Action plan

Product
backlog

Sprint
backlog

Shippable product/
increment

Next sprint planning meetingNext sprint planning meeting

Sprint review/
retrospective

Strategic
plan

TTww
oo--

  ttoo
  ffoo

uurr--
wweeeekk  sspprriinnttss

DDaaiillyy  ssccrruumm

Figure 13.3. From strategic planning to sprint backlog to shipping product

Table 13.1. Agile business roles and software scrum roles

SOFTWARE SCRUM AGILE BUSINESS AGILE BUSINESS ROLE

Product owner Director/manager Owns the OKRs for their department/team, fully 
in sync and aligned with upper management on 
strategic vision and strategic plan

Scrum master Team lead Reports to director/manager of department, owns 
key deliverables from the action plans and creates 
backlogs/project plans for the team members

Development team 
member

Team member Executes the backlog/project plan with other 
cross-functional team members
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Table 13.2. Examples of an organization’s RoB meetings

MEETING NAME FREQUENCY PURPOSE PARTICIPANTS LENGTH

Check-in Daily Check-in: What did you accomplish 
yesterday? What is on tap for today?

Departmental < 15 minutes

Executive team 
meeting

Weekly • Executive personal/business 
check-in

• Sales review

• Discuss key topics

Executive team 120 minutes

Department status 
meeting

Weekly • OKR review

• Break logjams

• Identify and mitigate risks

• Information and insights

Department members, 
led by manager/team 
lead

60 minutes

Sales forecast 
meeting

Weekly • Review quarter-to-date and 
month-to-date sales

• Review of next quarter forecast

• Highlight outliers (big deals, lost 
deals, deals in progress)

Sales VP and regional 
sales directors

60 minutes

One-to-one Biweekly or 
monthly

• Discuss issues

• Agenda set by direct report

Manager and direct 
report

60 minutes

GTM review Monthly • This is a deep-dive reporting and 
analytics meeting on OKR status; 
critical in the RoB process

• Sales OKR update

• Marketing OKR update

• OKR review/insights

• Review marketing spend

• Update plans/OKRs as necessary

Executives, depart-
ment heads, and team 
leads per division

90/120 
minutes

Board meeting Quarterly • OKR reviews across all 
departments

• Issue processing per agenda

Board of directors, 
CEO, and key execu-
tives as needed

6 hours
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Figure 13.4. Slingshot sales dashboard

Figure 13.5. One-to-one meeting template
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Figure 14.1. Lack of focus on strategic discussions

.

Figure 14.2. Lack of strategic understanding, leading to strategic failures

Figure 14.3. Infragistics vision/purpose
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Figure 14.5. Infragistics strategies

Figure 14.6. Historic and future financial projections for the plan

Figure 14.4. Infragistics mission/goals
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Figure 14.8. The past and future years of the profit/loss

Figure 14.7. Overview of sales, expenses, profit, and loss by product line,  
including past and future years of the plan
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Figure 14.11. Example of marketing strategies

Figure 14.9. Example sales strategies for improving transactional engagements

Figure 14.10. Example sales strategies related to account-based marketing and sales
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Figure 14.14. Example of explaining a product’s go-to-market positioning

Figure 14.12. Example of market sizing

Figure 14.13. Example of explaining product strategies
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Figure 14.16. Example of product pricing

Figure 14.17. Example of experience objectives

Figure 14.15. Another example of a product’s go-to-market messaging
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Figure 14.18. Example of culture objectives

Figure 14.19. Example of organizational objects

Figure 14.20. Example of SWOT analysis
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Figure 15.1. Annual plan OKRs for the new seats
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Figure 15.2. Annual plan OKRs for sales through ABM motion
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Figure 15.3. Annual plan OKRs related to increasing engagement through advocacy
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Figure 15.4. Annual plan OKRs related to increasing  
brand awareness for UI/UX product line
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Figure 16.1. Infragistics vision/purpose from the strategic plan

Figure 16.2. Mission/objectives of Infragistics from the strategic plan

Figure 16.3. Infragistics key strategies from the strategic plan
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Figure 16.4. Infragistics Slingshot product go-to-market positioning

Demand-gen specialistDemand-gen specialist

Content specialistContent specialist Creative specialistCreative specialist

SEO specialistSEO specialist

Marketing analyticsMarketing analytics

Figure 16.5. Infragistics Slingshot key personas

billionbillion

billionbillion

billionbillion

SlingshotSlingshot
marketmarket

Value of marketValue of market

Project management,Project management,
chat, OKR, content,chat, OKR, content,
digital workplacedigital workplace

Analytics, AI, andAnalytics, AI, and
business intelligencebusiness intelligence

Slingshot digitalSlingshot digital
workplaceworkplace

Figure 16.6. Infragistics Slingshot market opportunity
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Figure 16.8. Infragistics Slingshot GTM OKR on brand awareness
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Figure 16.7. Infragistics Slingshot GTM OKR on sales
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Marketing teamsMarketing teams

companiescompanies

companiescompanies

companiescompanies

Figure 16.10. Infragistics Slingshot GTM example of segmentation of the plan
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Figure 16.9. Infragistics Slingshot GTM OKR on users
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Appendix

THE INFRAGISTICS WAY

The Infragistics Way describes the practices that guide our actions 
and decisions. It’s who we are, it’s who we want to be, and it’s 

essential to our success.

DO THE RIGHT THING, ALWAYS

Demonstrate an unwavering commitment to doing the right thing in 
every action you take and in every decision you make, especially when no 
one’s looking. Always tell the truth, no matter the consequences. If you 
make a mistake, own up to it, apologize, and make it right.

DELIVER RESULTS

While we appreciate effort, we reward and celebrate results. Follow up on 
everything and take responsibility to ensure that tasks get completed. Set 
high goals, use measurements to track your progress, and hold yourself 
accountable for achieving those results.

DELIGHT THE CUSTOMER

It’s all about the experience. In every interaction, do the little things, 
as well as the big things, that delight people. Exceed expectations and 
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deliver the “wow” factor every chance you get. We’re here to make our 
customers’ jobs easier, and we do that by remaining focused on beauty 
and simplicity in all that we produce.

BE FANATICAL ABOUT RESPONSE TIME

Respond to questions and concerns quickly, whether it’s in person, on the 
phone, or by email. This includes simply acknowledging that we got the 
question and we’re “on it,” as well as keeping those involved continuously 
updated on the status of outstanding issues.

BE CURIOUS AND INNOVATE

In the search for the best solutions, be curious. Ask thoughtful questions 
and listen intently to the answers. Dig deeper to go beyond the expected. 
Take intelligent risks. Innovation, improvement, and success come from 
a thoughtful and intentional willingness to try the unconventional and to 
ask, “What if?” Don’t be afraid to make mistakes. Use sound judgment 
and validate your ideas with stakeholders whenever possible.

CHECK YOUR EGO AT THE DOOR

It’s not about you. Don’t let your ego get in the way of doing what’s best 
for the team. Worrying about who gets credit or taking things personally 
is counterproductive. Make sure every decision is based solely on advanc-
ing team goals and doing what’s best for the customer.

BE DATA DRIVEN

Analyze situations and use available data with a relentless focus on 
improvement. Learn the facts before jumping to conclusions. Collect 
input from all relevant sources and avoid data bias. Without a data-driven 
culture, we’re running blind.
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SHOW GRIT AND “BRING IT ” EVERY DAY

Persevere and be passionate about the long-term goal! Don’t be afraid to 
make mistakes. Make the most of each day by approaching every task 
with energy, focus, purpose, and enthusiasm. Be courageous—act despite 
the risk of failure, be conscientious in your work, be tenacious in the face 
of challenges, and go for excellence over perfection! Learn from the suc-
cesses or setbacks that result.

DELIVER AN EFFORTLESS E XPERIENCE

Find ways to make working with others easier. Provide simple and com-
plete instructions. Focus on a seamless, friction-free user experience for 
internal and external customers. When in doubt, do more rather than 
pushing the work back. Streamline your processes. Simplify everything. 
Be ridiculously helpful.

MAKE CRAFTSMANSHIP PERSONAL

Demonstrate a passion for excellence and take pride in the quality of 
everything you touch and everything you do. The goal is to get things 
right, not simply to get them done. Have a healthy disdain for medioc-
rity. While we always want to work with a sense of urgency, sometimes 
we need to slow down to speed up. Allow time for the creative juices to 
flow and to think of all the options. Always ask yourself, “Is this my best 
work?”

PRACTICE HUMAN-CENTERED DESIGN

Develop solutions for your customers that are rooted in a deep and thor-
ough understanding of their needs, situations, and known and unknown 
challenges. Immerse yourself in your customers’ world to deliver the best 
possible experience and/or solution.
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PRACTICE BL AMELESS PROBLEM-SOLVING

Demonstrate a relentless solution focus, rather than pointing fingers or 
dwelling on problems. Identify lessons learned, socialize them, and use 
those lessons to improve your processes and outcomes so you don’t make 
the same mistake twice. Get smarter with every mistake. Learn from 
every experience.

HONOR COMMITMENTS

Do what you say you’re going to do, when you say you’re going to do it. 
This includes being on time for all phone calls, appointments, meetings, 
and promises. If a commitment can’t be fulfilled, notify others early and 
agree on a new deliverable to be honored.

LOOK FROM THE OUTSIDE IN

Understand your customers’ world. Know their challenges and frustra-
tions. See the world from their perspective. The better you understand 
them, the more effectively you can anticipate and meet their needs. 
Engage with customers and keep their perspectives top of mind.

FIND A WAY

Adopt an ownership mentality. Take personal responsibility for making 
things happen. Respond to every situation by looking for how you can do 
it, rather than explaining why it can’t be done. Be resourceful and show 
initiative. Don’t make excuses or wait for others to solve the problem. See 
issues through to their completion.

BE RELENTLESS ABOUT IMPROVEMENT

What got us here won’t get us to the next level. Regularly reevaluate every 
aspect of your job to find ways to improve. Don’t be satisfied with the 
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status quo. “Because we’ve always done it that way” is not a reason. Be 
excited by the possibilities that change brings and find ways to get things 
done better, faster, and more efficiently. Become a lifelong learner. Learn 
faster than the other folks.

LISTEN GENEROUSLY

Listening is more than simply “not speaking.” Give others your undi-
vided attention. Be present and engaged. Minimize the distractions and 
let go of the need to agree or disagree. Suspend your judgment and be 
curious to know more, rather than jump to conclusions. Above all, listen 
to understand.

SPEAK STRAIGHT

Speak honestly and simply in a way that helps to make progress. Say what 
you mean, and be willing to ask questions, share ideas, or raise issues that 
may cause conflict when it’s necessary for team success. Be courageous 
enough to say what needs to be said. Address issues directly with those 
who are involved or affected.

SHOW MEANINGFUL APPRECIATION

Recognizing people doing things right is more effective than point-
ing out when they do things wrong. Regularly extend meaningful 
acknowledgment and appreciation—in all directions throughout your 
organization.

ASSUME POSITIVE INTENT

Work from the assumption that people are good, fair, honest, and that 
the intent behind their actions is positive. Set aside your own judgments 
and preconceived notions. Give people the benefit of the doubt.
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COLL ABORATE

Be inclusive. Share information and work together. Learn to ask yourself, 
“Who else needs to know this?” Be available for your teammates. Take 
responsibility, both formally and informally, to coach, guide, teach, and 
mentor others. Collaborate internally and with your customers and part-
ners to find better solutions. Collaboration generates better ideas than 
working alone.

LIVE HEALTHY AND KEEP THINGS FUN

Take care of yourself at home and at the office. Exercise, get adequate 
sleep, and focus on a healthy diet. Support each other in making healthy 
choices. Keep perspective. Don’t take things personally or take yourself 
too seriously. While our passion for excellence is real, remember that the 
world has bigger problems than the daily challenges that make up our 
work. Stuff happens. Laugh every day.

—

To learn more about the book and about Slingshot, scan the following 
codes:

slingshotapp.iodeanguida.com


