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What can you learn from this article
It’s about: The killer pitch
It applies to: Sales Directors/Managers
Main slant:
Hints and tips to deliver a killer pitch and win new customers
So you’ve landed a sales pitch with a potential customer. The boss is likely to be there, probably with a bunch of operational staff, and it’s almost certainly your only shot at impressing them. And it goes something like this…
You kick off with some snappy facts and figures about you and your company, throw in a couple of USPs, competitive advantages and benefits, and wind up with some blistering testimonials from existing customers. Ring any bells? Of course it does, it’s the way everyone pitches. Isn’t it? Well, no, actually – because it’s flawed. And here’s why.
Whenever you pitch for a new account, your potential customer expects a change to their business – and preferably for the better. Switching supplier involves risk and uncertainty, and new processes will affect existing working practices. But what the bog-standard pitch above dismally fails to do is address the specific needs and concerns of the senior decision-makers in the room.
A major telecoms company invited five leading product design agencies to pitch for their new flagship phone system. Each agency was invited to hold preliminary meetings with operational staff, then to give a 40-minute presentation to five senior managers, the highest a divisional director.
The first pitch began with a senior partner extolling the virtues of the agency – its industry awards, its smart offices, its prestigious clients – accompanied by high-tech visuals projected in a flashy display. Then a senior designer filled the screen with ‘concepts’, ergonomics, cabinet shapes and button designs before the sales director wound up with the unique attributes of the agency – why they alone were able to deliver this flagship new phone system. Plus, of course, any questions.
The next four pitches were virtually identical. At the end, the company’s divisional director could see no clear winner. After asking the development manager which agency he preferred, the boss simply confirmed the decision without further discussion.
So what did the agencies fail to do in their preliminary meetings and presentations? And how could any one of them have crushed the competition at a stroke?
A top pharmaceutical group invited an engineering company to tender for a new £6 million production line. The pitch team set out to collect some very specific information:
• Who is the senior decision-maker – the boss?
• Who are the most significant influencers of that decision?
• What are the three most important outcomes the boss wants from this new production line, either business or personal?
• What are the three most important outcomes for each influencer?
• Will these people be at the presentation?
A simple phone call to the customer identified the group operations director as the boss, with production and procurement directors as the main influencers.
The team then brainstormed the top outcomes they might expect each of them to want from the new production line.
Unable to get direct meetings with these top people, they went instead to their operational staff – who usually have a pretty good idea what the boss wants. With specific questions they learned what they needed to know. Instead of a vague “What do you think your boss is looking for?”, they asked: “How important is it for your group operations director to cut the changeover time between different production batches?”
The team identified three main outcomes the boss might want:
• An economical way to manufacture short runs, with a quick changeover to help other production lines at peak times.
• A cut in labour costs, to compete globally.
• An increase in output, to meet growth targets.
Armed with this crucial information, the team prepared their pitch.
The first two minutes of the presentation aimed to chime immediately with the boss, so slide one identified his top priority – the pharmaceutical group’s plans to increase small batch production for niche market growth. The second slide showed how their technology would cut changeover times and need fewer staff. The third demonstrated its higher output.
The presentation went on to show in detail how the features of their production line dovetailed exactly with the boss’s desired outcomes, and rounded off with a couple of recent similar case studies. Finally, the next step: an invitation for the directors to visit another firm’s installation and meet their management.
The killer pitch won the contract – and blew away two heavily favoured frontrunners in the process.
Aim for the top:
Design your pitch for the boss, not their staff – keep the boss in the room and talking.
Use their turf:
Linking your pitch to the boss’s hoped-for outcomes engages them in positive discussion and makes it hard for their staff to oppose your proposal.
The awkward question:
If there’s a tricky question from operational staff with the boss present, park it politely – “That’s an important issue. Can we meet up afterwards, when we’ll have time to go through it in detail?”
The no-show boss:
Even if they fail to turn up, pitch as if they are there anyway – it gives their operational staff the tools to report back convincingly, and makes them look good to the boss.
Turn your competitors into losers:
If you clearly link your pitch to the boss’s key outcomes, you set the benchmark for your competitors – if they fail to make the link, they’ll be seen as a potential risk. After all, how can they possibly deliver if they don’t even know what the boss wants?
Size isn’t everything:
You don’t need to be the biggest – or even the best – to win. You just need to communicate better.
Keep it simple:
Research shows that reading from a screen and listening to a speaker at the same time can be confusing and counter-productive. Keep your visuals simple, supporting your spoken message effectively. One design agency saw a 27 per cent increase in its new customer win rate after adopting this approach.
Know your value:
When you link your pitch to customer outcomes, you can justify a higher price – that’s got to be good news!
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“The world is more malleable than you think and it’s waiting for you to hammer it into shape.”
Bono
Credit Default Swap
This is a specific kind of counterparty agreement allowing the transfer of third party credit risk from one party to the other. One party in the swap is a lender and faces credit risk from a third party, and the counterparty in the credit default swap agrees to insure this risk in exchange of regular periodic payments (essentially an insurance premium). If the third party defaults, the party providing insurance will have to purchase from the insured party the defaulted asset. In turn, the insurer pays the insured the remaining interest on the debt, as well as the principal. The buyer of a credit swap receives credit protection, whereas the seller of the swap guarantees the credit worthiness of the product. By doing this, the risk of default is transferred from the holder of the fixed income security to the seller of the swap. Unlike insurance, however, CDSs are unregulated. This means that, when the bond defaults, there is no regulator to make sure the seller of the CDS actually has the money to pay the holder.
Source: Bizezia’s Glossary of Financial Investment and Business Terms and Ratios available through Bizezia’s Online Business Library the UK’s leading online business library with 700+ publications.
To find out more about the Online Business Library and how it can help you and your customers/clients visit: www.bizezia.com
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By Ian Clarke
What can you learn from this article
It’s about: Improving team working
It applies to: Business Owner/Managers
Sales & Marketing Directors/Managers
Main slant:
Tips and suggestions on how to develop team working within your comany
Life’s not easy. Your targets are X% above last year’s and your sales people are reporting that their good prospects are moving back up the sales funnel as their purchasing budgets have been reduced or cut “until things get better”.
“Times are hard” and you’re wondering how to motivate your sales people as their prospects experience cost reduction, redundancies, reduced sales and slow markets. The morale of your sales people is lower than it has been for some time and some of them feel as though they are banging their heads against a brick wall.
Your budget is tight. You are asking your sales people to qualify harder before making any journeys to visit prospects.
Your proposition is still strong, your bonus scheme generous, your pricing aggressive and you still have some support from marketing although their budget has been reduced too.
You’re beginning to think, “I need to improve the team working in my sales teams” but you’re not sure how to go about it, what it will cost or, indeed, whether or not it will make any difference.
Team building with people who do not need to work as a team can do more harm than good.
My definition of a team is a number of people with a shared goal who depend on each other for the achievement of their individual tasks and the achievement of the shared team goal. Often this doesn’t apply to sales “teams”.
My definition of a group is a number of people who all report to the same manager but can achieve their own goals without any reference to, or help from, the other members of the group. The group achievement is determined by adding up the individual group member achievements. No group member depends on any of the other group members. Often this applies to sales “teams”.
Even before you think about team building and making your sales teams more effective it may be wise to look at your incentive schemes. Many sales incentive schemes, while being designed to encourage individual sales performance, actually discourage effective team working. Sales people quickly work out how to maximise their personal benefit from any new incentive scheme and find themselves thinking…
• If I help another sales person I will spend less time selling myself and, therefore, end up with a smaller bonus.
• If I can keep myself at, or near, the top of the sales ranking there’ll be - less hassle/a better chance of promotion/less chance of redundancy/a better chance of a good appraisal and pay rise/a chance to get into the Master Sales Club (or whatever you call it in your organisation)/a chance of getting a better car – so why on earth should I put myself at a possible disadvantage by helping, or working with, another sales person?
If your sales incentive scheme rewards individual success rather than team success it may not be a good idea to invest in team development. The drivers you are using to promote sales may work against effective team working. But if your sales incentive scheme rewards team success as well as individual success then investing in team building will have a payback. e.g. as well as individual sales a sales person’s bonus could depend on …
• Total team sales
• Total regional sales
• Total national or international sales
• Customer feedback
• Company market share
• Company share price.
There are several benefits of sales people working as a team. Assuming they have a shared goal and are rewarded if the shared goal is achieved sales people will be more willing to…
• Share good ideas
• Ask for help from each other and not just their sales managers
• Make joint sales calls on each others’ patches to tackle a difficult prospect
• Coach each other
• Work with marketing on how customers perceive the advertising, the sales materials and the proposition
• Deliver training
A team, of course, could consist of sales people, marketing people, installation people, maintenance people, etc. Configure your teams to best suit your sales model.
Assuming you have “teams” of people rather than “groups” of people you can try some of the following suggestions to develop team working.
Use the 4 Hs at your team meetings. Each team member comes to the team meeting prepared to share their 4 Hs. The 4 Hs stand for …
• Hurrah - a success that the team member has achieved since the last team meeting. Sharing successes can help to both energise the team and help other team members learn what works and use it for themselves.
• Howler - a mistake that the team member has made since the last team meeting. Sharing mistakes can help team members to learn what doesn’t work and avoid repeating their colleague’s mistake.
• Hint - something that the team member wants to pass on to the other team members which may help them to save time, to be more successful, etc.
• Help - something that the team member wants help with. For example, the other team members may be able to offer ways of closing the sale more quickly, using reference sites more effectively, etc.
Use the Pansophix team effectiveness tool to access your own view of your team. The team effectiveness tool uses 16 key indicators to determine how effective your team is. As the team leader your focus should be on these 16 key indicators which are …
• Success
• Performance
• Quality
• Customer focus
• Leadership
• Team goals and objectives
• Personal goals and objectives
• Roles and responsibilities
• Utilisation of resource
• Trust and conflict
• Support
• Interpersonal communication
• Problem-solving and decision-making
• Experimentation and creativity
• Controls and procedures
• Evaluation
Get these indicators right and your team will be effective. The team effectiveness tool will, if you are honest with yourself, give you a clue where you need to invest time to help make your team more effective.
It helps if all team members have the same view of success. While this sounds obvious it’s surprisingly rare to find a team in which all team members have the same view of team success. I’ve been helping teams to develop since 1992. Only twice have I come across a team where ALL the team members gave me similar answers to the question, “How do you know if the team is being successful?”
Try this – at your next team meeting ask each team member to write down, on a piece of flip chart paper, the answer to the question, “How do we know if we are being successful or not?” They must do this on their own and without conferring with each other. Write your own answer too. Now, put the answers up on the wall and compare them. They should be similar for the team to be effective! If they are not similar team members may be pulling in different directions. It’s like 2 or more people fighting over the tiller on a sailing boat because they disagree where they are going. The boat won’t be sailing effectively. Invest time in clarifying what the team needs to achieve to be successful.
Learn from geese! ‘Lessons from Geese’ has been around for a long time. They are reputed to have been written by Robert McNeish who wrote them for a lay sermon he delivered in Northminster Presbyterian Church in Reisterstown, Baltimore County, USA in 1972.
• Observation 1: As each goose flaps its wings it creates uplift for the birds that follow. Flying in a “V” formation increases their flying range by approximately 70%.
Lesson 1: Team members who share a sense of community and direction can help each other get where they are going more easily because they are travelling on the trust of one another.
• Observation 2: When a goose falls out of formation it suddenly feels the drag and resistance of flying alone. It quickly moves back to take advantage of the lifting power of the birds in front. Lesson 2: If we have as much sense as geese we stay in formation with those headed where we want to go. We are willing to accept their help and give our help to them.
• Observation 3: When the lead goose tires it drops back into the formation and another goose flies to the point position. Lesson 3: It pays to take turns doing the hard tasks. We should respect and protect each other’s unique arrangements of skills, capabilities and resources.
• Observation 4: The geese, flying in formation, honk to encourage those up front to keep up with their speed. Lesson 4: We need to make sure that our honking is encouraging. In groups where there is encouragement, production is much greater. Individual empowerment results from quality honking. Be a team leader who focuses on “catching people doing things right” rather than “catching people doing things wrong”. Are you the kind of team leader that lights up a room when you walk in or when you walk out?
• Observation 5: When a goose gets sick, two geese drop out of formation and follow it down to help and protect it. Lesson 5: If we have as much sense as geese we will stand by each other in difficult times as well as when we are strong.
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By Prof. Colin Coulson-Thomas
What can you learn from this article
It’s about: Winners & Losers
It applies to: Business Owner/Managers
Main slant:
Winners live rather than exist whilst losers fail to see the road ahead
Some companies seem to be taken by surprise by external events. They find themselves ill prepared to cope with challenges or unable to seize opportunities. Other businesses are much more alive to what is happening in the business and market environment in which they operate. They track issues, anticipate events and monitor competitive activities. In a recession they create new possibilities and forge closer relationships with customers.
Why are some businesses better equipped than others to seize the moment and/or turn adversity to advantage? What do these “winners” do differently from other companies, particularly “losers” that appear ambushed by developments and struggle to react? To answer these questions and other questions my Winning Companies; Winning People research programme has examined the experience and achievements of over 2,000 companies and over 500 professional firms.
High performing “winners” and low achieving “losers” vary greatly in how they relate to the world around them. “Losers” tend to be “in their own space” and concerned with their own agendas and requirements. In comparison “winners” are more aware of the needs of others and more sensitive to developments in the external business and market environment.
Let’s look at the findings in more detail, starting with the less successful entrepreneurs and boards or “losers”. Because they are largely preoccupied with themselves they are often unaware of impending external challenges and pressing requirements to change. They simply do not see them. Many of them appear oblivious to significant developments in the market places in which they operate.
Our “losers” also fail to “read the road ahead”. They do not anticipate. They are not alert to threats and opportunities. Hence, when they do wake up to what is at stake they may have little time in which to adapt even if they had the will and means of doing so. Their reactions are often under pressure and ill considered. For example, they may weaken their longer term competitiveness by quickly and indiscriminately cutting costs in an economic downturn or recession.
“Losers” just hunker down. They make cosmetic references to environmental and social concerns in annual reports and accounts. They stick to what they know and feel comfortable with and plough ahead regardless, hoping any problems they encounter will blow over. If they do stop and take stock of where they are it is generally infrequently. Whatever changes are made tend to quickly become permanent features. They are not flexible, in command and steering their enterprises.
Often “losers” will resist opportunities when responding to them would require changed practices and behaviours. New requirements may be perceived as distractions until such times as they become so pressing and potentially lucrative that they can no longer be ignored or avoided. Some only act when legislators or competitive activity requires them to do so.
In contrast, the boards of successful companies or “winners” have more acute and sensitive antennae. They look out for the weeds that can foul propellers. They also actively scan for ideas that might benefit their customers. In short they are aware of what is happening around them and in the business and market environment. They are also entrepreneurial. They view problems as arenas of potential opportunity and take the initiative in shaping the future, challenging assumptions to create new options and choices.
“Winners” identify and monitor economic, political and technological trends, and assess their likely impacts upon both themselves and their customers. They then consider what if anything they should do in response. In addition to always being vigilant, systematic exercises are undertaken on a regular basis, and at least once a year. Resulting actions are subsequently reviewed and if need be challenged and amended as events unfold.
Because they look ahead and anticipate, “winners” generally give themselves sufficient time to register, react and adapt. In an economic downturn or recession they don’t just seek economies. They also seek opportunities to build market share, for example by taking over a failing rival, or gain competitive advantage by recruiting key staff who become available or investing while interest rates are low. Changes are made in a considered way as and when they are needed. They are often implemented before they are imposed by others, or otherwise formally required.
People in winning companies address problems rather than conceal, ignore or avoid them. Hence, they do not build up to a point at which they are either insurmountable or appear to be. Steps are taken one at a time. A series of adjustments over time – some small others more fundamental - may allow “winners” to cope with radically altered circumstances.
Perhaps the key difference is that “winners” do not just think about themselves. They also consider their customers and how a development such as the discovery of oil, economic hardship or new environmental legislation might impact upon them. They look for ways of helping their customers to respond, and in so doing build closer and mutually beneficial relationships with them.
In addition to being alert and thinking about your customers, are there processes or approaches you could adopt to stay on top of developments and benefit from them? Yes there is. Smart companies have an issue monitoring process (IMP) and carry out formal issue monitoring and management. This supplements but does not replace “eternal vigilance”.
If not undertaken more frequently IMP could be an annual exercise to which all board members, key personnel and even customers, suppliers and business partners might be asked to contribute. It should also precede any annual budgeting or planning exercise as these activities should take account of external realities and developments.
IMP participants are asked to identify major issues, trends and developments in the external business environment, and consider: (i) how will they impact upon firstly the company and secondly its customers and suppliers; (ii) what the company needs to do in response at local, operating unit and group levels; and (iii) how it might be able to help customers and suppliers to respond (i.e. possible business opportunities).
Experienced users of IMP find that it is difficult to track more than ten issues, and better to concentrate effort on a smaller number of the more significant ones. To aid comprehension the summary of each issue, its impacts and what needs to be done in response should, ideally, be no more than a page. Those reporting issues should be asked to think through their implications and make practical recommendations for action to confront challenges and seize opportunities.
Significant positive developments and negative issues need to be continuously managed. If left unchecked even minority interests can grow like waterway weeds and block navigation. Proactive approaches can generate goodwill. For example, BP-Amoco acknowledged the risks of global warming ahead of other oil companies and announced its intention to seek specific reductions in carbon dioxide emissions.
In summary “winners” live rather than simply exist. They are an integral part of the world in which they live, anticipating, influencing and interacting with external developments. Their success reflects what they do to help others to survive and thrive.
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The Money Will Find You
At the age of 26, I was told by someone who I respected in business that I should never allow money to constrain me in any way. “Never do anything for money”, if your vision is big enough you’ll find the money or the money will find you.
I’ve really followed that thinking over the years, and it has led me to attract capital, make money and get things done that I normally shouldn’t have been able to do. Essentially by not tying myself to how much money I had or didn’t have at the time, I didn’t allow money to have any power over me, and I empowered myself to achieve more than I thought I would.
Julie Meyer worked at Cunningham PR and founded First Tuesday. Today she is a connector of people and dealmaker in Europe who runs Ariadne Capital, a global investment and advisory firm whose clients include SKYPE, British Telecom, Lloyds TSB, and a number of start-ups.
*Taken from Best Business Advice. A book which includes 75 examples of memorable business advice recounted by leading practitioners in the UK public relations industry.
By John Stanley
What can you learn from this article
It’s about: The customer experience
It applies to: Business Owner/Managers
Main slant:
Christmas is a busy time for retailers -make sure your staff are prepared
Your consumers feel they have had a rough year this year and are probably looking forward to a stress free Christmas and to enjoy their shopping experience. According to American researcher Emek Basker each consumer spends on average an extra $6.50 a day in the crucial 32 days before Christmas.
Your role is to get as much of that money as possible. When you read this article the Christmas decorations should be out and you should be in the middle of a busy trading period.
Now is not the time to rethink through and make merchandise and display challenges, but it is a time to check what is happening on the shop floor.
We all know retail is detail, but we often forget some of the basics during this busy period. Let’s explore some of the “Rare Sense” retail tips we often forget as we cope with the shopping rush.
Consistency is one of the golden rules of retailing. A customer that walks into your store at 9.00am on a Saturday morning should have exactly the same experience if they walk in on a Monday morning at the same time. I recently checked that out with a store. On the Saturday the store looked like it was ready for business. Aisles were swept and product well merchandised and dusted. On the Monday the same store looked a shambles, to make it worse the staff apologised for the state of the store to their customers telling them they had a great weekend and they had to put the store together again. Guess what, the customer did not care about the retailers problems they expected the same standards as before from the retailer, they do not want to go on a roller coaster experience.
Once the ‘Open’ sign goes up the store is “On Stage” and the consumer expects the same standard of professionalism as they experienced on the Saturday. You are better to open later than show the consumer the devastation on a Monday morning.
I recently visited a store in California where they actually closed part of the store while they re-merchandised, a brave move, but I can understand the thinking process.
Consumers want to enjoy their shopping experience at this time of year, at the same time this is a time of the year when the team members in your business are experiencing the most stress due to the volume of customers they have to serve. Again we have a dilemma
This is a time of year to invest in your team members to help them through this challenging time. Firstly we need to stress that when they put on the company uniform they are representing the whole team as well as being ambassadors for the whole business. I always remember a store from last year. The store owner had told the team that he wanted them to all wear Santa hats. The trouble was he had not told them why. If you are going to wear a Santa hat it is a licence to be a bit silly and at least to smile at every customer. This team were obviously embarrassed by the situation and the sour faces in silly hats is something I will always remember, for the wrong reasons. Stress that especially at Christmas the team are actors and their role is critical in building the Christmas spirit. Nobody is going to spend their extra $6,50 a day with a miserable sales person.
Set some targets with the team and then celebrate with them daily when the target has been made. Make Christmas a fun time for the team as well as for your customers.
Jurek Leon, another Perth based consultant and friend of mine, discovered some fascinating facts about men at Christmas. They get extra stressed compared to women during the Christmas shop. An American Express survey in the USA found that they give less presents, 8 compared to the 12.5 women give. They start shopping earlier and spend around 2.4 hours selecting a gift compared with men who only spend 2.1 hours selecting a gift. Men shoppers need your help! Their stress levels go up as they start their Christmas shop and they need extra support from your sales team. Start a man watch in your store and help them when they need help. The result is they will find their stress levels come down and they will spend more money in your store.
Only a few weeks to go and you can have a Christmas break as well Happy Christmas.
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The UK’s largest and most comprehensive online business library is growing all the time. And the good thing is that it is regularly updated. It is available 24 hours a day, every day of the year.
So, if you want information on taxes, health & safety, employment law, directors’ duties & responsibilities and ways to expand your business (and lots more as there are 700+ titles), the Bizezia on-line library is the place to look.
Ask your advisor for a link to the library or visit: www. bizezia.com
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By Ron Kaufman
What can you learn from this article
It’s about: The X-factor
It applies to: Business Owner/Managers
Main slant:
Stop looking for the X-factor. Create it.
Managers ask how to find staff with that ‘X-factor’ for great customer service.
I say stop looking for the X-factor. Create it!
The receptionist at Hewlett-Packard smiled and asked how she might help. When I told her who I’d come to see, she gave me a visitor’s pass and directions, and a small gift; a packet of ‘Post-It Notes’ praising HP’s recent awards for providing excellent service and support.
I smiled as I accepted the gift. She smiled as she gave it to me. It was a ‘win’ for me to receive the present, and for her to give it away. It’s a big win for HP to have customers and counter staff smiling all day long.
No magic X-factor here, just a smart and simple system… implemented with management approval.
I visited the showroom of a European car dealer. Walking to the restroom, I saw a dollar coin on the floor. Stooping down to pick it up, I discovered it was glued to the floor.
I stood up and saw the technicians laughing at my expense. I was not the first customer to be caught by their little joke.
What a losing situation! The service technicians show disrespect by laughing at customers every day.
No lack of X-factor here, just a stupid situation to embarrass customers… implemented with management consent.
Make it easy for staff to share that special X-factor. Build smart systems to help source and support it.
Find where your customers may be confused, embarrassed or upset. Fix it. Find where they could be appreciated and delighted. Create it.
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By Philip Foster
What can you learn from this article
It’s about: Personal development
It applies to: Sales Directors/Managers
Main slant:
If you don’t brush up in today’s business climate you will find life a lot tougher
Purchasing managers are aiming to be smarter than the salespeople they buy from. Be warned, says Philip Foster. Or better still, get trained.
As I opened my copy of Supply Management, the magazine of The Chartered Institute of Purchasing & Supply, out dropped ‘Professional Courses in Purchasing’ – a terrifying brochure if you are in sales and account management. No fewer than 23 programmes were described, to help purchasing managers be more ‘effective’ or, to salespeople, ‘bruising’.
The courses contain some impressive topics, including ‘Finding Suppliers’, ‘Value for Money Checklists’, ‘Observations of Body Language’ and ‘Dealing with Difficult Negotiators’.
In the Commercial Law programme, purchasers can learn about ‘Sarbanes-Oxley’, ‘Competition Law’, ‘Intellectual Property’ and ‘Confidentiality’. They can become hotter on the numbers with ‘Finance for Buyers’, which includes ‘Reading Balance Sheets’, ‘Profit and Loss’ and ‘Ratios’, as well as ‘Assessing a Supplier’s Financial Health’ (how is your company’s, by the way – do you know?), ‘Cooking the Books’ and ‘Accounting Scams’. The Price Programme contains topics such as ‘How Suppliers Decide Pricing’ and ‘What is the Supplier’s Bottom Line?’ (how well briefed are you?).
Appraising your corporate performance is a hot topic with ‘Vendor Appraisal and Rating’, which covers ‘Quality Systems’, ‘Managing the Appraisal Process’, ‘Statistical Methods’, and ‘Process Control’. So if you don’t know about these topics – rest assured – they will. Strategy and risk are on the list with ‘Risk in the Supply Chain’, ‘Managing Risk’, and ‘Maintaining a Risk Management Programme’. Then all of the above can be summarised in a plan if they attend ‘Designing and Presenting a Strategic Plan’. For the global operators there is ‘Global Purchasing’, which covers ‘Contrasting Legal Systems’, ‘Importing & Transportation’, and ‘Exchange Risk’ (which, of course, will be dumped onto you).
For those supplying IT solutions, you could meet someone who is an alumni of the ‘Buying IT’ course, with its provocative topics of ‘Jargon Busting’ and ‘IT Disasters – How Not to Do It!’
But the programme that is best designed to goof up your chance of hitting target is ‘A Buyer’s Guide to Sales Technique’ – to help purchasers understand what you are up to, as well as your jargon, and to ensure that you offer them more advantageous terms. “More advantageous!” I hear you say.
Now, the Duke of Wellington once said the art of war consisted of “deciding what we do not know from what we do know” in order to establish “what lies on the other side of the hill”. Thanks to this programme purchasers will know what is on your side of the hill and will be prepared when you open your mouth.
Your motives will be very clear. They will be able to read your methods and identify your rapport-building opening a mile off. They will recognise your directive questions as a form of brainwashing, and by the time you start to talk features, benefits and unique selling points they will be toying with you. I know a purchasing manager who told me one of the great joys of her job was “countering the facile comments of the insincere salesperson”.
So what can we do? Well how about ditching the insincere stuff and open from a position that says: “We are both mature business people who need to ensure that your needs are met by us supplying you with our solutions. We both need to make a profit.
Therefore, lets work out your needs, our matching solutions, who needs to be involved, and how we create an acceptable value proposition.”
You and your colleagues may be OK with benefits and features, but are you a bit rusty on strategic needs analysis, latest business trends, creativity, value proposition statements, multilevel relationships – and how to use a flipchart? If you don’t brush up, in today’s business climate you will find life a lot tougher.
The next few years are not about working harder but working more intelligently. So it’s time you put your personal development very high on your agenda – as high as the purchasing managers have.
‘If you don’t brush up, in today’s business climate you will find life a lot tougher’’.
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By Jack Downton
What can you learn from this article
It’s about: Improving your presentation skills
It applies to: Sales Directors/Managers
Marketing Directors/Managers
Main slant:
A guide of presentation techniques for presenting in different countries
Such problems stem from lawyers because they use far too much jargon, technical language, idioms and acronyms when making speeches abroad.
It is important to be aware of the level of English you use and the need to adapt it accordingly. Whatever the audience’s level of English, it may not be as good as yours. This is important to remember when presenting technical legal topics.
Jargon, academic names and acronyms all may sound impressive but may be lost on your audience. Whilst you need to be careful of your language, be careful not to patronise and never talk down to your audience.
Use body language to express meaning. Where words may not make sense, meaning can often be inferred by facial expressions, hand movements, gestures and eye contact. Paying attention to a speech in a foreign language can be difficult enough - if you deliver a stiff, monotone presentation, with no physical element, you run the risk of your audience switching off.
Your audience also needs time to process what you have said. Whether your audience is from Paris, Peru, or even Preston, pauses are always important.
Pauses are more crucial than ever when listeners have to translate in their own minds the information you have presented. A big mistake lawyers often make is speaking very slowly to make themselves understood. At best, this will bore your audience - at worst, it will appear patronising and will offend. Speak at your normal speed, but with frequent pauses.
You should also constantly check that your audience is following you and that you haven’t lost them. Encourage feedback or ask questions to check comprehension, and after each subject give a summary of your main points to reinforce meaning.
Do not attempt to get too much across. Consider the length of your presentation and remember it is harder to pay attention in a foreign language.
There follows a quick cut-out-and-keep guide of things to bear in mind when addressing people from certain key jurisdictions.
The French have long grumbled at the fact that the world’s business language is English, to the extent that then-President Chirac famously stormed out of an EU summit back in 2006 when a fellow Frenchman chose to deliver his address in English. It often goes down well to say a few things in their language. This is true of all countries, but particularly France, where the protection of their language has been fought at the EU, UN and the Olympics. No one expects you to master the language, but introducing yourself and thanking them in their mother tongue will go a long way to endearing you to the French.
When presenting to German audiences, make sure you introduce yourself with assurances that you are qualified on your subject. Be sure to include more facts and figures than you might otherwise do to back up your statements.
Use titles such as Mr, Mrs or Miss followed by the surname, especially with older members of your audience, and especially in the south of Spain. Also be careful to use the correct surname, as Spaniards have two: their father’s first surname and their mother’s first surname. Normally the father’s surname is used on its own.
The Italians like to talk, use lots of hand movements and gestures and express their opinions. If your audience isn’t contributing, this isn’t a sign of politeness – they’re bored. Formal presentations feature much more in UK business than in Italy, so aim for more interactive presentations or you will come across as old-fashioned and academic.
English levels vary enormously across the country, from near-fluency amongst the young urbanites of Moscow to no foreign language skills at all in the more remote areas. Therefore check if an interpreter is needed before you travel.
You may find yourself being asked highly personal questions very early on in your presentation. You may be asked about your personal wealth, your marital status, children and even your religious beliefs. Have stock answers prepared if you feel uncomfortable answering such questions. If possible, refrain from stating you are an atheist as this is something they will find hard to understand – this is a society in which the existence of a God is simply a given. Also maintain strong eye contact. Sincerity and honour are judged based on a man’s ability to look you in the eye.
English is spoken throughout India and business people without an excellent command of English are rare. Indians are also fond of small talk to establish relationships. You may be asked about your family, your background, your city. This is considered highly polite in India and serves as a way to open up dialogue. Take the time to take part in this and don’t move on to business too quickly.
Don’t expect much interaction from many east Asian nationalities. Many business people feel it is the speaker’s role to speak and for them to listen. Many also find strong eye contact uncomfortable.
The Japanese often have very minimal body language, sitting in upright, formal postures, with little emotion or reaction. This isn’t a sign of boredom or disinterest, merely a cultural characteristic.
Finally for foreign speakers presenting to a British audience, it is better to be self-deprecating than self-promoting. Those who are overtly positive about their achievements, abilities and success may be ignored, disbelieved or even disliked. Modesty and understated confidence in your ability and achievements, supported by examples will have a much more powerful effect.
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By Nikki Pilkington
What can you learn from this article
It’s about: Article Marketing
It applies to: Business Owner/Managers
Main slant:
Build credibility through Article Marketing
One of the most effective ways to build your credibility, attain search presence and create quality backlinks to your website is through “Article Marketing” article marketing involves writing a series of well crafted, knowledgeable articles within your area of business expertise and publishing them not only on your own website but also in various high profile places across the Internet, in order to establish credibility, “Become The Expert”: http://www.nikkipilkington.com/internet-marketing-articles/internet-marketing-article-become-an-expert and help to increase your search engine positions.
However, there is a certain set of rules to help you to use article marketing to promote your services, products and website, so here are my top 10 tips on writing and publishing your own marketing articles:
This type of article is not sales copy. The aim is not to sell your goods or services, but to give away your knowledge for free. Sounds crazy, but the more you give away, the more potential business you’ll receive back. Demonstrate your range of knowledge and you’ll see your online credibility building.
The more free knowledge you give away, the more people will see you as the expert in the field. When those people need what you’re selling, they’re much more likely to come directly to you.
Questions such as ‘How to…’ and ‘Why’ are good for attracting the reader’s curiosity. Top Tens and Top Fives work well too. Try to place a keyphrase within your title for maximum SEO opportunity.
Try to avoid paragraphs larger than five lines if you can help it. Think about writing for Internet readers who like to scan for the best bits, so make it easy for them to read.
You should carefully and strategically plant your best SEO keywords or keyphrases throughout your articles, but it’s vital that they do not obscure the meaning of the sentences or make the article less enjoyable to read.
Don’t make the article just about the keywords; just naturally allow the keywords or keyphrases to be used throughout the article. Use a keyword tool to find the most relevant keywords or phrases to suit your needs.
Internet publishing isn’t like the restricted environment of printed media publishing. The Internet is a great democratic space that allows anyone to get published. When thinking about where you want to publish your articles on the Internet, start with your own website(s).
Next, stake out a few Article Directories such as EzineArticles.com and take a look at their article submission policies. Work out the FIVE or so article directories where you might put your work and make that part of your publishing process. Finally, look at the social networking or business forum sites and consider publishing your articles if their terms and conditions allow.
At the very bottom of your article, you should add a backlink to your website. You can add something like ‘For More Articles – visit xxxx or e-mail name@company.com. Some sites do not allow this, so read the submission rules very carefully. Don’t fill your article with links; the focus is the content, nothing else.
Some of the article directories allow you to put a short taster paragraph as part of the submission. This is great, but it’s better to use that same taster idea elsewhere. Post a ‘hook’ or ‘taster’ paragraph up on a forum with a link to the article on your own website. Make the taster drive the reader to your site where they can become a potential client or customer.
Doing this will create a backlink that will improve your SEO and since the forum will probably be optimised too, your article hook will come up on the Search Engines too.
Writing a good taster means giving just enough information to tempt the reader into wanting to finish reading the article. So when writing an article ‘hook’ it’s a balance between giving too much or too little information away.
Articles between around 300 and 1000 words are a good length for Article Marketing purposes. Too little and you can’t communicate enough to build credibility. Too much, and the average reader will get bored and stop reading before the end. This will prevent them from seeing the link to your website. Don’t waffle on; the length of the article need only be enough words to make your point.
Choose the kind of topics that people are likely to search for. Imagine that all people using a Search Engine are looking for a solution to a particular problem. Consider how you provide a range of solutions to potential customer problems. Write your article questions or Top 10s around those problems and solutions. When someone uses a Search Engine to find a solution, they should find your article as a potential answer to their problem. Topic choice should be driven by this philosophy.
Consider employing an article writer to produce the high quality content you need. This can often save you time and money and keeps the flow of articles coming for as long as you have the budget to pay for the service.
Not everyone has the confidence or ability to write articles, don’t miss out on the value of article marketing just because you lack time, confidence or aptitude. When choosing to outsource your articles to a professional content writer, make sure that they demonstrate to you the ability to write on your topic area and always, ALWAYS choose someone whose English is better than yours.
Writing and publishing your own articles online will provide you with some very valuable exposure across the Internet. The more high quality articles that you write, the more potential traffic you could receive and the stronger your credibility will be.
© Copyright 2009 Nikki Pilkington
If you are interested in Article Marketing and would like to know more, please feel free to either e-mail Nikki on nikki@nikkipilkington.com or call us on +44(0)844 980 0404. If you found this article of interest, please consider sharing it with others using the ‘Share This’ button below to post to your favourite places.
By Judith Germain
What can you learn from this article
It’s about: Using E-mail to communicate
It applies to: Business Owner/Managers Trainers
Main slant:
An effective trainer can train whilst retaining the attention of the learners
A good training course delivers its objectives, is interesting and interactive and allows for the differing learning styles of the attendees. The success of the course will require an effective trainer who can impart their knowledge whilst retaining the attention of the learners. Understanding human behaviour is often a requisite to being able to deliver a course that can exceed the expectations put upon it.
When you are delivering training it’s important to understand not only what your required outcomes are, but also what the organisational goals are, the prevailing context and what the attendees were told about the course before they arrived. You are more likely to have a higher proportion of difficult people on your course if attendance was mandatory and not seen as necessary by them, and/or an organisational environment where major change is happening (e.g. redundancy).
Understanding the expectations of the attendees and whether they are likely to be hostile to your training intervention is therefore vital. If this is a possibility then it’s important to design the content of the course accordingly and deal with their potential hostility upfront and immediately that the course starts. A ‘safe’ way to do this is when you ask the attendees what their objectives are for the training course. Our experience shows that at this stage the attendees often articulate any resentment to being on the course and how they feel about the organisation. This is a fantastic opportunity to discover their objections, listen to their issues and calibrate them to the need for attending the course. This is why knowledge of the organisational context is important. It is imperative that this section on understanding their objections and you addressing them should be kept very short. The last thing that you want to do is spend significant time discussing their objections as it will have a destabilising effect of the morale of the group and your ability to deliver the course well and on time.
It is very common (and to be expected) that there will be at least one member of the course who will feel the need to demonstrate their expertise and challenge your authority or credibility in running the course. A good trainer would have used the five minute introduction phase of the course to establish they credibility and to flush out the individuals who are likely to be ‘lively’.
Some trainers mistakenly believe that delivering training in environments where some hostility is shown means they are entering a battle zone! The problem with this theory is that within every training environment there will be some hostility! The actions of the trainer can therefore make it substantially worse.
A good trainer does the following subconsciously:
• Analyse the attendees behaviour to discover which ones fall into the subsequent categories
• The ‘know it all’
• The ‘sceptic’
• The ‘been there done it’
• The ‘enthusiastic puppy’
• The ‘maverick’
• The ‘follower’
• The ‘academic’
• The ‘life long learner’
• The ‘demotivator’
• Adjust the course delivery and perhaps content to suit the training characteristics of the attendees
• Seek interaction and ensure that all learning styles are catered for
• Deal with each attendee according to their ‘training characteristic’ (for example the ‘maverick’ needs to be treated differently to the ‘follower’
• Are able to smoothly and flexibly shift their own style to meet the needs of the group
• Deliver a course that meets the objectives of the learner and the organisation
I define ‘maverick’ to mean wilful independence and it is this training characteristic which is probably the one that causes trainers the most difficulty. Mavericks have a high sense of self confidence and self esteem and believe that they are more intelligent than others. This can be a heady mix when they are faced with a trainer that has not established their credibility or is delivering a course that they consider to be boring or inappropriate for them.
The following are likely indicators that you are facing a maverick:
• You are asked a number of questions that are disrupting and show that they believe they know more than you do on the subject
• You are shown disrespect by the attendee (this can be on a continuum from mild to extreme)
• They show their displeasure through body language and audio clues (e.g. heavy sighs and rolling of the eyes)
• You are challenged constantly and other attendees or yourself are undermined
• They refuse to participate in the course or the exercises
• Establish credibility upfront and immediately
• Discover their objectives/objections for being on the course (and build into the course)
• Find a way to avoid making them look stupid (if you fail you are likely to make running the training course extremely difficult)
• Ensure that you do not lose control or appear uneasy
• Provide boundaries and structure (when you need to enforce your control, do it quickly and do not dwell on it – avoid trying to make the maverick lose face in front of their peers)
• Be clear on the objectives of the course, and how the course will run.
• What are the components of the course?
• Give them something to do – e.g. ensure they lead on some of the exercises
• Recognise them (whilst ensuring that they do not dominate the course) and appeal to their intellectual ability
Training courses present the trainer with an opportunity to engage with all members of team, even those who seem to be resistant to whatever you are trying to teach them. Remember that a one size fits all approach is unlikely to be successful as is approaching resistance from a defensive position! It can be easy to spend the majority of the course then fighting your corner, but by using some of the techniques mentioned above, you can be better placed to deliver a lively and interesting course which has benefit for all those in attendance.
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Being kept on hold for excessive lengths of time, while being told repeatedly how much the organisation values their custom.
Organisations which ignore basic consumer rights, e.g. taking back faulty goods and being refused a refund and told to change it for another product.
Battling bureaucracy to resolve a problem. Staff should be empowered to tackle complaints immediately.
Rude or over-friendly staff - both extremes can make customers feel uncomfortable.
Anonymous staff who refuse to give their names.
Broken promises - businesses should not make promises to customers which they cannot honour.
Inflexible delivery times - businesses which refuse to deliver beyond a narrow, fixed time, or at weekends when most customers are at home.
Lack of customer-friendly complaints handling systems - if it is difficult to complain, most people will not bother. They will simply take their business elsewhere.
Premium rate advice lines. It would be better customer service to provide freephone or lo-call numbers.
No human voices on the telephone - mechanised systems will fail to connect to which take customers through a lengthy process only to deliver them back to the beginning.
Extracted from Bizezia’s publication 80-Making Your Customers Adore You. © all rights Reserved, Bizezia Limited www.bizezia.com
By Lorraine Pirihi
What can you learn from this article
It’s about:Staying focussed
It applies to: Business Owner/Managers
Main slant:
Structure and focus will give you more time for your business and home life
What are you focussing on achieving in your business in the next 90 days? Do you have any idea? If you don’t then you better come up with a goal or outcome otherwise you may find that another 3 months has passed you by and you’re no further ahead than where you are right now.
When you’ve got a clear focus, you can easily say ‘no’ to activities and people who distract you.
Simple things like turning e-mail and mobiles off, closing the door, working elsewhere and only having what you need to do on your desk all helps to stay focussed, however there’s often other areas that take you off track… and that you can be completely oblivious to!
One of my new clients told me he gets to his office by 8.30 a.m. each day and rarely gets home by 8.30 p.m.
This had severely impacted on his health and family life. He was stressed to the max and his wife and kids barely see him. He has ‘no time’ to work on his business which has put a ceiling on his profitability.
Here’s some of the reasons why he was ‘working’ long hours:
John was leaving his office door open all day and he let his team interrupt him constantly. He’s a ‘nice guy’ and doesn’t like to say ‘no’. He found it was easier to get his work done after everyone else went home.
His family life was very important to him, yet he didn’t plan to be home at a specific time… there was no clear focus on his finishing time.
John didn’t use a diary to plan his day. He used his telephone to remind him of his appointments and that was all the planning he did!
..and that’s just for starters!
So now he is:
Closing his office door and allocating specific times of the day to be available to his team. He’s also arranged for a regular weekly team meeting to improve communications within the office.
John has decided 6.00 p.m. is a reasonable time to be home, so he’s now got a clear time focus on when he needs to finish up for the day.
He’s bought a diary and structured his working day. John has a plan to follow and just needs to follow his own plan.
Making these three simple changes to start with will have a major impact on John’s business and life.
It sounds so simple… and it is. Having a structure and clear focus (plus consistent action) will determine how and where you spend your time and the results you achieve.
Make sure the direction you’re heading this year is where you want to go!
Got a comment about this article? Share your story with me at our Small Business Blog.
Need some resources on how to increase your productivity and profits by producing an ezine? Then get a copy of The Productivity and Profit Home Study System”. It includes everything you need to know to free up your time, master your marketing so you make much more money and get a life!
It’s laid out in a very simple way: do step one of the system, and when you’re done with that, move on to step two etc. It’s so simple and yet so powerful, it’s changed the lives of many solopreneurs and small business owners.
You can read the success stories and get your own copy at www. productivityqueen.com/profit.html (why be time poor and struggle in your business, when you can easily get much more done, make more money and have time off?
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By Penny Power
What can you learn from this article
It’s about: Social Networking
It applies to: Business Owner/Managers
Main slant:
Social networks provide tools to enable you to be more visible in the community and through Google
It is incredible to believe that a term, Social Networking, can enter the business market and become one of the most powerful yet terrifying skills that a business owner needs to learn.
For anyone like me that has learnt marketing through the works of Kotler http://en.wikipedia.org/wiki/Philip_Kotler trying to see how he would integrate Social Networking into my marketing processes is a challenge. I know this as I have spent 10 Years building a Business Social network (www.ecademy.com) and I have mentored, trained and nurtured thousands of business owners through this process.
In a world of mass broadcasting, massive corporate dominance and a distinct lack of trust amongst the consumer and business world toward the intentions of large companies, Conversation Marketing has been born. The marketing of products and services through conversations, through word of mouth, online, viral and so powerful it will dominate the marketing strategies of the future.
FaceBook is tremendously powerful for children and young adults at connecting and providing ways to socialise online and make friendships globally. Business Social Networks such as Ecademy and LinkedIn have created a solution for the business world, the difference between the two is that LinkedIn have focused purely on the tools while Ecademy have built a community.
The influence of the conversations taking place online within the consumer and business market is vast. Ask your children how they are deciding on what brands they want to wear, on what companies they want to buy from, on what programs they must watch, on literally anything they might consume, they will have been influenced through their online conversations and through reading the profiles of their peers. This is a subtle, stealth-like way of creating brand awareness, this audience is not influenced by the adverts that are posted on the site, in fact, I asked my 16 year old who she saw advertise on FaceBook and she said, “I haven’t seen any”! Yet, this is how FaceBook is funded, through the Brands utilising the vast database of FaceBook users to push thoughts and products at them.
When Abercrombie and Fitch http://www.abercrombie.co.uk/anf/index.html a USA Clothing brand launched in the UK my daughter, Hannah, was so excited that she wanted to spread the word to her network by having their logo all over her profile; was she paid to do this? No, this was all part of her image and she, like thousands of others, influenced the UK Young Adult market and helped in the successful launch of their first shop in the UK – awesome!
As a business owner, who may have slightly less grand ideas of growing your business, but never the less you want to make sure that customers come to you, that your business grows and that you keep your costs low in order to complete in a global, highly competitive market, Social Networking is relevant, powerful and a must have skill.
Already conversations are taking place in Business Social Networks about your products and services, your potential customers are asking questions inside the Clubs and Blogs that you could answer, this minute your brand is being searched for on Google and you want to be at the top of that search. But is business purely about finding a customer? Or is it also about having the skills to develop ideas, being creative, market yourself, manage your cash flow and find ways of gaining investment?
A Business Social Network is a marketing channel; but it is also a business development channel, it provides opportunities for collaboration on projects, it is an educational resource, it is a supportive environment. A Business Social Network is a group of people who all have something in common, they are all in business, but they have different skills, different needs, and different weaknesses and when they communicate with one another, they all fill the gaps for each other.
Social Networking is not going away, it is growing, and as the next generation leave FaceBook and move into Business Social Networks they will know how to build their network, build their online reputation, find the right conversations and grow their business. They will not use Yellow Pages, they will not always use Google, they will use their network to find who they need to know, and those who are most connected, who have the best reputations will win.
When I teach this subject, I try to help people to understand three elements. Community, Intention and Tools.
Community is all about how you want to grow your reputation within the network, what do you want to stand for? What is your expertise? How would you like to be talked about? Real value within a community is felt when people connect with you because someone suggested they did; because you are regarded as a good person, because your product or service has been recommended, because they enjoyed an article you wrote. Often others can see things that you can’t! Advocacy, being recommended publically, is at its most powerful in an online network as it is hugely viral, can be seen by many and is easily achieved simply by sending a message to one person and copying it to the other person in your network.
You want to be a magnet inside a network/community, attracting others members toward you, once you have achieved a certain level of visibility and credibility inside a network opportunities will flow toward you, but this takes time and patience but once achieved the rewards are vast and long standing.
Your attitude toward what result you want your actions to achieve, your Intention, are critical for ensuring your time is spent productively, respecting yourself and others and staying on track with the purpose of your business is important. I have seen many people spend hours and hours having playful conversations on Blogs and inside Clubs, which may be great for recreational reasons but achieve little for their credibility and perhaps too much of the wrong thing for their visibility. We want you to gain time by using a social network not loose it, achieving leverage is one of the huge advantages of utilising Social Networking tools.
Finally, the Tools. I have left this to the end as I want you to be motivated to dive in, understand the relevance to your business and understand, albeit, briefly how to build your reputation. Once you understand all this, the tools (the software) will all fall into place.
For those of you who are BNI members (http://www.bni.com/) you will be familiar with Visibility and Credibility leading you to Profitability, Dr. Ivan Misner, Founder of BNI is a great teacher in this field. Social networks provide tools to enable you to be more visible in the community and through Google, and help you demonstrate your credibility. With these achieved, your business will grow and so will your knowledge, in fact, people tell me that they have become stronger business people due to the knowledge they have absorbed from others in their network.
Visibility can be achieved through contribution. Writing a Blog, or adding a comment to a Blog, creating a MarketPlace advert, adding a testimonial to someone in your network whom you admire, basically, every time you contribute you will be more visible. Your contribution will encourage people back to your profile; the great thing is that these links to your profile remain forever, and content is being searched for 24/7.
The tools are enablers, nothing more, using the tools to distribute Brand ‘You’, is not scary, you just have to join a Social Network and take a deep breath while you navigate around, connect with people and in time, in a short time, you will have learnt a new skill. This skill will save you money, increase your sales and ensure that you are well and truly ready for the 21st Century business world, it is happening now, so make sure you are also part of it.
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