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Expert inspiration for a Better Business

Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses
compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken
0
in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home
business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business.
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Rob Garibay

Innovative ways businesses are impacting lives

I recently listened to a speaker who
shared an incredible idea: What if
every business transaction we
created could go toward changing the
world for good?

Here is how I am using my
business coaching business
with B1G1 to impact lives:
1. Whenever we sign up a new
client to receive clarity in
their business, we give one
visually impaired person in
Indonesia surgery to receive
sight for the rest of their lives.

What if… Every time you dine
out, a hungry child is fed. Every
time you buy a book, a tree is
planted. Every time someone sees
a doctor, a child receives care.
Automatically!
The speaker was Paul Dunn, the
chairman of B1G1 (Buy 1, Give
1), and that is exactly what they
are doing! B1G1 is shaping a new
generation of socially conscious
businesses. They offer businesses
a platform to connect to causes
from around the world and have a
major impact.
If you are a business leader, the
idea is simple – for every
transaction your business
generates, you help someone in
need.
As a B1G1 partner, businesses are
connected to a database of nonprofit organizations from around
the world. Businesses choose the
non-profits that resonate with
them. Then, after every business
transaction, they effortlessly give
to their selected causes.

For example, every time a
customer buys a cup of coffee
from Sarnies Cafe, they give to
a non-profit organization in
Malawi, Africa that provides
clean drinking water to the
underprivileged.
Printed on every coffee cup it
reads: “This is no ordinary coffee.
When you drink a Sarnies Coffee, a
child in Malawi is getting access to
life saving water. Thank you!”

2. Whenever a business owner
signs up for our group
business coaching program,
we give a social entrepreneur
in India seed funding for a day.

B1G1 was founded in 2007.
Today, they have over 2,000
businesses in their network that
have impacted over 100 MILLION
people!
After hearing Paul speak, I felt that
God impressed on my heart,
“Impact 1,000,000 lives.” That’s
why I signed up become the first
lifetime B1G1 global partner in
Oklahoma.
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3. Whenever a business owner
attends a workshop to
educate themselves, a
disadvantaged child receives a
school kit so he can receive
an education.

4. Whenever a business owner
attends a free business
strategy session, we give one
day of business training to a
woman in Malawi, Africa.
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About the Author:
Rob Garibay is a business owner,
business expert & coach, certified
with Gazelles International,
ActionCOACH, and Engage &
Grow, as well as a John Maxwell
Founding Partner Leadership Coach.
His professional career spans
building businesses in manufacturing,
R&D, distribution, retail, and IT. Rob
has been a guest lecturer at The
University of Oklahoma Price
College of Business and also a
weekly contributor to The Norman
Transcript Sunday Business section.
Rob is the author of the book
Energize Your Profits: 14 Solid
Concepts for Growing Your Bottom
Line! and is contributing author to
Roadmap to Success, both available
on Amazon.com.
He has achieved #3 ranking in the
USA and #15 in the world among
over 1400 ActionCOACH business
coaches.
Rob is a graduate of the Case School
of Engineering, Case Western
Reserve University. He co-founded
and grew a technology business
which he sold after 15 years.

Imagine if every time you did
business, someone’s life was
impacted. What causes resonate
with you? How many lives could
your business impact?
Profit is good. Money is a tool.
But if you are like me and have a
passion and calling for doing good
with your business, B1G1 is a
perfect opportunity to impact the
world for good. That is why I am
excited about my partnership with
B1G1.
Help me impact 1,000,000 lives. If
you aspire to be a business for
good, become a B1G1 partner,
and join the B1G1 movement.
© Copyright, Robert Garibay

Rob has written business plans
that have raised $30 million in
investment capital.
He is passionate about helping
business owners successfully scale
their mid-sized businesses by
applying the Rockefeller Habits
and 4 Decisions concepts to their
companies.
Rob lives in Norman Oklahoma
with his wife of 39+ years and
loves to scuba dive and ski.

Co-ordinates:
Facebook:
http://on.fb.me/1U42xpp
Twitter: http://bit.ly/20pkfUh
LinkedIn: http://bit.ly/1T8tGXv
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Paul Sloane

Kickstart innovation by
removing the barriers

Surveys show that the large
majority of senior executives see
innovation as being critical for their
businesses but are dissatisfied with
progress in this area. If you want to
make your organisation more agile and
innovative where should you start? You
could launch a big initiative with grand
statements, training classes and an ideas
scheme but you tried all those last year
and they fizzled out. It is better to begin
with a brutally honest assessment of
what is preventing innovation from
happening today.
Organisations unwittingly develop
internal impediments to innovation in
terms of their corporate culture and
practices. There is no point in
running supercharged brainstorms in
order to fill the funnel with ideas if
there are blockages which prevent
good ideas from being implemented.
In my innovation master classes we
start by discussing what is innovation
and what its benefits are. I then ask
delegates what is impeding innovation
in their businesses today. The most
common answers I get include:
• We do not have enough time to
try new things
• There is no budget for
experimentation
• We are risk averse
• There is a fear of failure
• Approval processes are longwinded and difficult with many
sign-offs
• It is not in our objectives or Key
Performance Indicators (KPIs)
• There are no rewards or
incentives
• Departments work in silos

•

There is no vision or strategy for
innovation

We discuss and prioritize these
issues. Then we generate ideas to
overcome some of the most
important impediments.
It is remarkable how similar the
problems are across different
organisations in different sectors –
whether in government, charities or
private enterprise. The most
common issue I hear is time. People
everywhere are so busy on the day
job that they do not have time to
experiment with new methods or
approaches. Fortunately we can learn
and borrow ideas from the most
innovative organisations – which often
face similar problems. Google,
Genentech and 3M famously allow up
to 20% of employees’ time for
experimentation. You do not have to
be so generous. Allocating one day a
month would be a good start. And
you do not have to give this to all
employees. You can start in certain
departments, measure progress and
then roll it out to more.
Innovation has to have a purpose. It
should support the corporate
strategy. So it starts with a vision of
where the organisation is headed and
how innovation is needed to get
there. Once you have set the vision
then follow this plan:
1. Candidly assess the state of
innovation in your business today.
Survey employees. Identify the
blockers and prioritize them.
2. Develop plans to overcome the
most important issues.
3. Implement these plans in some
departments and then roll them
out company-wide.
4. Measure progress. Are more ideas
being implemented?

5. Now you can initiate the major
front-end programmes to
generate more ideas from inside
and outside the company.
This sounds straightforward and it is.
But changing ingrained corporate
practices and culture takes a
determined effort. Grand statements
are not enough. Change is achieved
through actions and they need to be
prioritized and followed up. The good
news is that nearly everyone in the
organisation wants to see beneficial
innovations. So start by removing
today’s barriers so that ideas can flow
more easily from inception through to
implementation.
© Copyright, Paul Sloane

About the Author:
Paul was part of the team which
launched the IBM PC in the UK in
1981. He became MD of database
company Ashton-Tate. In 1993 Paul
joined MathSoft, publishers of
mathematical software as VP
International. He became CEO of
Monactive, a British software company
which publishes software asset
management tools. In 2002 he
founded his own company,
Destination Innovation, which helps
organisations improve innovation. He
writes and speaks on lateral thinking
and innovation. His latest book is The
Leader’s Guide to Lateral Thinking
Skills published by Kogan-Page.

Co-ordinates:

Web: www.destinationinnovation.com
E-mail: psloane@destinationinnovation.com
Tel: +44 (0)7831 112321
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Chad McAllister

A product management view of Value
Proposition Design – with Alex Osterwalder

This interview is rather meta. It’s a
discussion about a book; not about
the book itself, but about the product
management decisions for creating
the book. This is the story of
recognizing a problem a target
market has and addressing it with a
product.
You likely already know my guest,
Alex Osterwalder, as the inventor
of the Business Model Canvas — a
one-page business model — and
author of the related book
Business Model Generation. He is
also the 2015 winner of the
prestigious Thinkers50 Strategy
Award and is ranked as the #15
most influential business thinker
by Thinkers 50. Further, in 2013
he won the inaugural Innovation
Luminary Award by the European
Union. He more recently coauthored the book Value
Proposition Design, which in a
way, is the topic of our discussion.

only get some insights into what
Value Proposition Design is, you
also get to see the book as a
product and the product
management thinking that went
into its creation.

Practices and Ideas for
Product Managers and
Innovators

If you are new to Value
Proposition Design, think of it as
the third leg of a stool consisting
of Lean Startup and Design
Thinking as the other legs — all
three are similar in intent and
each provides valuable tools,
arguably with Alex’s tools being
most valuable to product
managers who think like product
leaders — or in my words,
product masters.

• Why was this product

Summary of some questions we
discussed:

needed – the Value
Proposition Design book?
There were two triggers. The first
one was that the Business Model
Generation book was pretty
successful and a lot of people
started using the business model
canvas. What we didn’t realize is
that some people were
repurposing the business model
canvas to sketch out their value
proposition. The business model
canvas was never designed to help
with that particular job.

However, I didn’t want to ask him
the same questions he has been
asked a hundred times that you
can find in other interviews.
Instead, I asked him to discuss the
book from the perspective of a
product manager — identifying
the need for the book, its target
market, the value it creates for
customers and for his
organization, as well as how the
name was chosen. So, you not
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The only job to be done was how
to sketch a business model. So we
tried to figure out what would
another tool be to satisfy the
need. So that was the origin of the
tool – addressing an unmet need
of our existing customers. The
second tool customers needed
was the value proposition canvas.
It’s like zooming in. The business
model is the big picture
perspective and you zoom into
the value proposition.
The other trigger was that we
learned so much over the year
since we launched Business Model
Generation that we had a huge
need to share that learning. We
built upon what was working,
integrating customer development
and lean startup approaches into
the new book with what we were
learning as well.
Also, we had just launched the
Strategyzer brand and the book
was an opportunity to promote
the brand with “Strategyzer” on
the cover.

• What opportunities would
the book create for your
company?
The original vision for Strategyzer
was to be the SAP of strategy, or
the strategic operating system.

We wanted to build the
enterprise software that would
help senior leaders manage
strategy, manage innovation, and
create new growth engines. It’s
like strategy support tools,
computer-aided design for
strategy. So that was the original
vision. Ultimately what we learned
over time was we need three
pillars to realize the vision. One is
the tools and the concepts and
the content. How do we help
business people better solve these
jobs to be done? How do they
create business models, value
propositions, etc.? You do that
with the right tools and right
processes. We teach it to them
with content.
The second pillar is the platform it’s like how computer-aided
design helped architects,
engineers, and ultimately also
software engineers, work in a
very different way. If we have
computer-aided design that helps
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us create and test better business
models and value propositions,
then we’re really onto something.

started to test them on our
website to see which one
performed best.

The third pillar is the services that
we offer. We learned people
don’t use software to design and
test strategies and business
models in companies. So we
needed to build a consulting arm
that would help them understand
the tools and the concepts.

We tested things like Customer
Stampede, Value Proposition
Toolbox, and the like. Value
Proposition Design won. But
here’s the catch, and it’s an
important lesson also for
innovation and product
management. When your starting
point is wrong, you’ll hit local
maximum. What I realized later
on is that some things were not
very good with the choice of
Value Proposition. It’s something
we didn’t catch with testing.

Ultimately, our goal is to help
business people do a better job.
It’s as simple as that. The book is
used as an element of each of the
pillars and helps us to establish
our vision.

• How did you think about

the market segments the
book was targeted to?
There are several segments that
we create the tools in Value
Proposition Design for. Very
surprisingly, they have similar jobs
to be done even though they
might be seen as different
segments. Our tools were first
used by entrepreneurs, because
they were looking for tools that
would help them structure their
thinking. Over time, large
companies started to use our
tools more. There we have
several target segments:
innovation teams, product
managers, marketers, etc.
Today our main focus as a
company is on large companies
beyond 10,000 people. We
identify three segments in these
companies: innovation teams, Csuite executives, and the
prosumer.
We have free tools on our
website from Value Proposition
Design that appeal to the
prosumers and then specific tools
and training for the C-suite
executives and innovation teams.

© Copyright, Chad McAllister

About the Author
Chad is the host of The Everyday
Innovator podcast (Inc. Magazine’s
10 Best Podcasts for Innovators),
author of Turning Ideas into
Market-Winning Products, and
founder of Product Innovation
Educators.
He has also been recognized as
Top 40 Product Management
Influencer and a Top 10
Innovation Blogger.
He helps product managers
become Product Masters. He has
trained product managers at
Microsoft, Kind Snacks, Level 3,
Kohler, John Deer, J.D. Power,
GHX, FedEx, Cummins,
Compassion, Clorox, Cisco,
Mastercard, SAIC, Thomson
Reuters, Xerox, and many others.
Product Masters create more
successful products, gain influence
throughout their organizations,
and accelerate their careers.

Co-ordinates
Web:
productinnovationeducators.com/
and TheEverydayInnovator.com

• How did you choose the

name for the product –
Value Proposition Design?
This is a good example of the
local maximum problem. We had
a group of 100 pre-readers we
selected to help us work on some
of the book content. They
contributed to crafting some
potential titles. Then we took
some of those initial titles and
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Melissa Burns

Behind the Scenes: An inside look at Amazon’s
futuristic distribution system

Ever since Ford revolutionized auto
production by implementing the
assembly line in 1913, manufacturing
has come a long way. One of the
current innovations taking place
pertains to distribution. With an
extremely demanding multinational
client base and fierce competition
from rivals, fast and efficient
distribution is becoming one of the
greatest competitive advantages for a
company. People do not want slow
delivery times and will not tolerate
errors or delays.
The distribution industry has
embraced various forms of
technology and software systems
to streamline processes, making
them faster while minimizing
errors. Warehouse management
software, distribution software,
and Enterprise Resource Planning
(ERP) systems have been in use
for some time now.
Apart from the software, most
modern distribution centers rely
on various machines, conveyor
belts, robotics and other
mechanization and technologies to
optimize their tasks. None have
come close to the level of
automation that Amazon has
achieved.
Amazon Fulfilment Centers
Given the millions of products
they must distribute at lightning
speed to all parts of the world,
the company has had no choice

but to pioneer advanced
distribution techniques. No
modern warehouse is complete
without a state-of-the-art ERP
distribution software to keep
communications and information
flowing between various
stakeholders while streamlined
processes keep the systems
running. Employees can then help
retrieve, bundle, pack, and ship
products at incredible speed.
Their distribution—or fulfillment
centers, as they call them—are a
miracle of human-machine
collaboration. Amazon has over
70 in the United States and more
than 150 worldwide. Some are
still run primarily by humans with
some help from technology.
Others are highly sophisticated,
with robots and people working
side by side, each contributing
their respective strengths. They
are constantly growing and
evolving.
Amazon Distribution
Robotics
Amazon had been experimenting
with a variety of robotics and
automated, mechanized processes
in their fulfillment centers for
years. They were particularly
taken with the compact orange
Kiva robots. They liked them so
much that, in true Amazon style,
the retailer bought the company
in 2012.

they are for Amazon’s exclusive
use. Other large distribution
centers are left scrambling to find
suppliers to provide similar
technologies.
While the staff numbers at
Amazon are increasing at a rapid
pace, so too are their robots. At
last count, there were over
45,000 and counting. At the
moment, the Kivas work alongside
the human warehouse staff. These
robots, along with other
automated technologies, assist in
locating and transporting
products, packaging, addressing
and sending them to the
appropriate distribution providers.
Humans are still very much in
demand as Amazon continues to
expand exponentially, just as
people are still better are still
better at picking the products off
the shelves and certain other
steps along the way. The robots,
for now, have difficulty with the
fine manipulation required on the
smaller items. With
improvements in computer chips,
smarter algorithms, and upgraded
sensors, the machines are
becoming more accurate, safer,
cheaper and able to learn new
tasks in less time.

Wanting to retain the competitive
advantage, they do not sell the
robots to any other companies;
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Robots are continually evolving
and will soon be more efficient
than their human colleagues who
will eventually be there simply to
fix glitches in the workflow. How
soon this will happen is anyone’s
guess. Ultimately, they will
improve accuracy, speed, and
productivity per square foot of
warehouse space.

This article was originally
published on Innovation
Excellence:
http://innovationexcellence.com/bl
og/2017/04/11/behind-the-scenesan-inside-look-at-amazonsfuturistic-distribution-system/

For now, robots speed the
process up by working closely
with humans and saving them the
several miles each would walk on
a typical day getting inventory
from one part of the center to the
next. As the stock is removed
from the mobile shelving systems,
some restock them with precision
while their fellow machines take
the ordered items in yellow and
black crates to be packaged and
sent off.

Melissa Burns is an education
blogger, and a new teacher. She
was studying in Columbia and
those years inspired her to
dedicate her life to teaching. She
graduated from Iowa State
University and is passionately
interested in informatics, writing,
and educational activism.

The shelves are robotic and make
maximum use of space. As shelves
empty, they either move over to a
packer or the products come to
the empty shelf by a robot.
Into the Future
The future of these and other
distribution centers will, for the
foreseeable future, always have a
place for people to work
alongside the machines, with the
software running things behind
the scenes. Over time, robots will
replace more of the mundane,
repetitive functions and humans
will have to adapt to remain
useful.

© Copyright, Melissa Burns

About the Author:

Co-ordinates:
Facebook:
www.facebook.com/meeliissaa.buurns/
Twitter: twitter.com/MelissaaBurns

Good
morning or
good
mourning…

Soon after the success of The
Office in the USA, Ricky
Gervais said: "Every morning I woke
up I was weighed down by emails, text
messages and voice mails with the word
"urgent" in. Good morning had become
good mourning for me. I realized that I
was spending less and less time doing
what made me feel good.
So each morning, I now make sure that
my diary is full of stuff that makes me
feel good. This usually involves talking to
people that make me laugh and creating
stuff that makes people laugh.
I now give myself the time and space to
be human again, to be me, and not give
a shit about what other people think I
should be doing."
As someone once said, "The main thing,
is to keep the main thing the main thing."
If you do this, everything else has a habit
of falling into place”.
© Copyright, Sunil Bali

About the Author
Sunil is a Performance Coach, Speaker
and Author. Ex Head of Talent for
Vodafone Group and Santander, and
having run a £50m business, Sunil has
been responsible for hiring over
50000 people and has had the
pleasure of working with some great
entrepreneurs, professionals and
leaders.

Co-ordinates
E-mail: sunil@sunilbali.com
Web: www.sunilbali.com
LinkedIn: uk.linkedin.com/in/sunilbali1
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Michael Graber

Innovation is the most potent
form of leadership development
Innovation is the most potent
form of leadership development. You
can’t outsource the important things.
After working with more than 100
clients, we have noted one of the
most critical factors in the success of
an innovation project: if you
outsource all of the work on your
innovation projects, they will fail.
It doesn’t matter if you use our
humble Studio or a 7-figure firm from
Palo Alto or London. Many good
innovation firms can generate
consumer insights and craft a winning
portfolio of concepts that have the
nature to change your top-line
growth. Yet, without training your
team on the methods and tools of
innovation, the breakthrough thinking
will be resisted. The concepts will die
on the vine.
Train Your Team
Therefore, you have to train your
team to vet new growth without
preset filters, especially if this growth
is outside of your current business
model. Training a core team of
innovators at your organization has
many benefits.
Here are several:
• Learn the tools that create new
value
• Generate consumer and
customer insights
• Break down silos by having
multidisciplinary teams train
together
Innovation now demands to be a
centerpiece of any professional
training and development program. If
you aren’t teaching these core
practices, your competitors are.
Innovation as Leadership and
Professional Development
The primary objective of Leadership
and Professional Development is to
cultivate emerging leaders who show

nascent traits of greatness—and to
harness their value they bring to their
organizations. Innovation training
teaches many of the most valuable
skills in an immersive, hands-on, nontheoretical way.

opportunity of a lifetime, including the
new value you can create for your
organization and the most holistic
leadership training on the market.

The hard skills including learning
empathy for potential users of their
product or service, a contextual
understanding of the market, methods
for analyzing primary market research
data, tools for reframing business
issues, mastering the creation and
facilitation of ideation sessions, rapid
prototyping, market testing of
prototyping, incorporating adaptive
market-feedback inspired changes to
prototypes quickly and inexpensively,
and practice of narrative-style
communication skills that evoke and
motivate.

About the Author:

Soft skills include expanding mindsets
so they look for market potential even
if it exists outside of the current
business model, rank-less and multidisciplinary collaboration training,
deep listening, respect for others,
creative confidence and conviction, an
in-depth understanding of the human
factors and psychology guiding the
invisible forces of the market, adaptive
thinking, iterative and non-linear
approaches to problem solving, critical
thinking, pattern recognition, and
abductive reasoning.
As a veteran of many training
programs, I can attest that there is no
more engrossing of a leadership
development process than attending
an innovation boot-camp or
workshop. The lessons work upon
both the external work processes and
relationship skills and internal,
personal growth. More important, as
you learn by doing, there is a sense of
the lesson adding value outside of the
sometimes solipsistic category of
personal development.

© Copyright, Michael Graber

Michael is Co-Founder and Managing
Partner at Southern Growth Studio.
Michael leads the qualitative team with
a particular focus on innovation, to
deliver high-impact go-to-market
strategies and product launches.
Michael has more than twenty years of
experience leading marketing and
innovation efforts. An expert in
experiential marketing and user
interface, Michael has consulted across
a wide range of industries through his
work at iXL and advertising agencies.
He previously founded
Johnson|Graber, a successful
interactive marketing firm that was
acquired by Memphis-based Lokion in
2004. Also, an accomplished brand
strategist, Michael has advised a
myriad of clients on the positioning
strategy and value proposition.
A published poet and musician,
Michael is the creative force that
compliments the analytical side of the
house. Michael speaks and publishes
frequently on best practices in
marketing, business strategy, and
innovation.
Michael holds a M.F.A from the
University of Memphis.

Co-ordinates:
Web: southerngrowthstudio.com/
Email:
aquavita@southerngrowthstudio.com
Twitter:
twitter.com/SouthernGrowth

You cannot outsource innovation
without missing the most seminal
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Barry Urquhart

Cut it out – Beware invisibility and
commoditisation

Loud. Consistent. Differentiating.
Focused.
Each attribute is an essential element
of marketing, to establish and
maintain a presence in the prevailing,
challenging and somewhat suppressed
marketplace. Sadly, constrained and
reducing budgets are contributing to
a loss of visibility for an increasing
number of companies, brand names,
products and services.
Being removed from figurative and
literal shopping lists pre-emptively
lessens the effectiveness, creativity
and originality in advertising,
marketing, promotions, selling and
packaging content.
Ironically, some senior executives
do not recognise the fact that
when existing, prospective and
past clients do not recognise or
recall the brand name or its valueproposition, sales and transactions
are improbable
Invisibility is not a virtue.
Decisions to cut staff numbers,
overheads and advertising can be
decisive, and – if taken promptly.
Often, little consideration and
time are given to the
consequences, which can be, and
typically are, immediate, deep,
widespread and lasting.

This scenario is compounded by
the presence of multiple likeproducts, services and
applications, each claiming similar
features, benefits and advantages –
with comparable limited budgets:
a boring landscape of sameness.
Making, achieving and projecting a
difference, is difficult, if not
impossible, with limited resources.
Commoditisation, in which each
or all offerings are perceived to be
part of a non-differentiated
amorphous block, simply
exacerbates invisibility (read: nonconspicuous presence) in the
marketplace.
Accordingly, the goals set for, and
expected of effective marketing
sometime become unattainable.
Over-reliance on, and emphasis
on single communication channels
can multiply the consequences of
reductions in advertising
expenditure. Social media and online advertising present timely
case studies. Both are effective
among consumers and
corporation team members who
have entered, or are advanced in
the purchase routine, and are
seeking specific or targeted
information.

For the uncommitted and illinformed, cuts in newspaper,
radio, television and outdoor
advertising can, and often do,
eliminate or preclude brand
names, products and services
from any degree of recognition,
recall, preference or advocacy
(read: invisibility).
In the absence of consistent,
regular or periodic exposure to
advertising and communications,
top-of-mind recall rates can be
negligible, – if any – within a 6week span.
Stop-start advertising effects
similar patterns in recall,
awareness, preference, and above
all, cash-flow! Ouch!
Budget Consequences
Achieving impact on a limited
budget is difficult – not impossible.
A laser-tight focus on activities
can effect relative, as against
absolute, visibility, impact and
differentiation.
Discrete target audiences can be,
and at all times should be,
identified, analysed and
communicated to.
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Understanding the media habits
and information sources of
primary, secondary and tertiary
customer groups enables
priorities to be assigned, budgets
set and allocated, and optimal
marketing channels to be utilised.
Thus, with a constrained or
limited budget, impact can be
achieved and sustained to highprospect entities, individuals and
groups. Leakage and losses among
those in the broader marketplace
are therefore minimised, and the
cost-effectiveness of marketing,
advertising, promotion and selling
campaigns is enhanced.
Broadening audiences and target
markets can be, and ideally should
at all times be, achieved by
personalised on-sell propositions
to customers who have
responded positively to the
targeted communications. Onselling, recommending and
referring are different and later
phases of the purchase process
than advertising, promotions and
merchandising.
Converting satisfied customers to
referees, advocates and
ambassadors is an art form,
utilised by outstanding, highachieving marketers. It simply
takes a disciplined, structured
approach, within the construct of
relationship marketing.
Spheres-Of-Influence
Secondary and cascading sales are
not restricted to, or solely
dependent upon the
recommendations and
introductions effected by
purchasers.
Well connected and profiled
spheres-of-influence are a diverse
collective. Their access to, and
influence on differing
demographics, psychographics,
localities and consumers can, and
should, be utilised.
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Marketing mavens are typically
few in number, but influential in
many purchase decisions. Their
seeming insatiable desire to be at
the forefront of product
knowledge and product-use can
be sufficient currency to satisfy
the needs of those individuals.
The marketing and
communications initiatives of
mavens make selling easier.
An External Focus
Thus, once the internal
orientation of optimal efficiency
and cost-cutting has been
achieved, rewards and
competitive advantage await those
who strive for external
effectiveness.
The adroit use and deployment of
external resources can and will
leverage sales, revenue,
productivity and profitability.
Moreover, mentions, references
and reflections by spheres-ofinfluence counter any drift
towards invisibility and
commoditisation.
In short, a key objective is to
become and remain the topic of
conversation. Share of mind, does
inevitably become share of market.
That typically requires a relatively
stable schedule of marketing,
advertising, public relations,
promotions and merchandising.
Individually, and collectively,
budgets and resources are
essential. Retention of them is
expensive. But cutting budgets and
resources can be more expensive,
when measured in terms of losses
in marketplace visibility,
differentiated market positioning,
sales, revenues and profits.

About the Author:
Barry Urquhart, Managing
Director, Marketing Focus, Perth,
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Australia’s top two selling books
on customer service and an
international consultant on
dynamic innovation and creativity.
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So, think, cut it out, and then
think again – in this order.
© Copyright, Barry Urquhart

In some instances, that may
require conclusion of commercial
agreements, with financial
considerations, use or access to
products, services and applications
or recognition in company-based
initiated literature. Moreover,
dedicated advertising budgets and
messages are required.
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Drayton Bird

What makes business people
buy?
Is that how our customers see
themselves? They are all human
beings.

Before I answer that, let me tell you
about something weird that seems to
be happening to the British.
We were always known as a dull,
phlegmatic bunch, compared to the
excitable French, the fiery Spanish
and the sexy Italians.
Well, no longer.
Pret-a-Manger, who sell sandwiches,
are "passionate" about food.
Churchill are "passionate" about
insurance. Even a nearby building
firm says it's "passionate" about
whatever it does. And the North
East of England - so their posters
claim - is full of "passionate" people
who live in a "passionate" country.
This certainly proves that many
agencies are passionate about
copying each other. But I also
wonder whether these people have
any sex lives.
More to the point, all this passion
reminds me of a big mistake many
who sell to businesses make. That is
to assume that business decisions
are made on rational grounds and
emotion doesn't come into it.
This is nonsense - and to prove it I
often ask audiences whether they
can think of anyone they work with
that they hate. It never fails to raise
a laugh of recognition.
Only human - with feelings.
Don't you agree that the way we
love to label things often does more
to confuse than help?
We talk of above the line and
below. Do people have lines running
through their brains? We refer to
"consumers" and "business people"
as selling b2c and b2b.

We know perfectly well what
motivates people when we sell
make-up, a car or even a hairremover. People want to be looked
at, admired - and definitely not
shunned.
In business what is different? They
want to be looked up to, admired and definitely not shunned. To be
successful, quoted as examples for
other people to emulate - not seen
as losers - in life or business.
Pretty similar, right?
So, I repeatedly find when selling to
business that if something isn't doing
well, a dash of passion makes all the
difference.
• For an express delivery firm we
suggested delivery managers
could go from zero - never
noticed till something went
wrong - to hero if they relied on
our clients.
• For a credit collection firm we
focused on the stress credit
managers’ experience, when
caught between the conflicting
demands of the finance and sales
directors.
• For a telephony service we
wrote about the rage touchtone services inspire in most
people and contrasted it with
their solution.
The truth is, you don't grow a
second head on your way to the
office; and you may spend more
waking hours there than anywhere
else. It's not necessarily less
interesting or emotional a life than
the one you spend at home. It is
often more so.
People lie, cheat and finagle their
way to whatever business goal they
may have. And they kill for money -

which is what most business
revolves around.
Man is not a rational animal at work
anymore than anywhere else. He (or
she) makes decisions on emotional
grounds then tries to find logical
arguments to explain them away.
So here's today's helpful hint - if you
want better results when selling to
business, look in your heart - then
use your head to find a way of
explaining why the emotional
argument makes sense.
And if you really want to nail how to
use the 7 raw emotions (greed,
flattery, guilt, salvation, exclusivity,
anger and fear) in your copy, give
my marketing club a spin.
© Copyright, Drayton Bird
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Tom Koulopoulos

Leadership’s most important
secret
This is not your average story about
business leadership. But it illustrates
one of the crucial concepts every
truly great leader knows.
Leadership is not a title, it is a
conscious choice.
For those of us who are founders
and entrepreneurs that choice
comes in the form of leading a
business, for others it comes in
leading the charge for a just cause,
for one boy that choice came in
the horrifying events that unfolded
in Peshawar a few years ago.
He was one of the more than 132
children who were killed by the
cowards who rampaged the
Peshawar military school. Please
let’s not even call them terrorists,
as though they were warriors to
whom we must bestow a title of
some sort. They are deserving of
no other label than cowards.
Like so many at the end of 2014, I
was reading the horrifying
accounts of Peshawar, seeking to
find some shred of meaning in
what can only be described as
pure evil. While stories of
courage and bravery will certainly
come out over time, an early first
hand account, reported in the
International Business Times by an
aid worker who helped the
Peshawar victims and their
families, touched me deeply. It
described how when the
cowardice arrived at the door of
one of the school’s classrooms a
young student defiantly pushed
the gunman away to protect his
classmates. An act of unimaginable
courage and leadership. The boy
was shot and later died at a local
hospital. His last words to his
father, “I saved my class.”

We have no concept of the fear
that was going through this young
man’s mind in that moment. But
what we do know is that he did
not hesitate, his objective was
clear, and his purpose was
undaunted.
It’s hard to imagine such
incredible courage and sense of
purpose from a child in the face of
such unspeakable horror; it tears
at our heart as it reminds us all
that the potential for courage and
leadership can be found in even
the darkest, most depraved places
and times.
The tragedy of Peshawar is light
years removed from the day-today of your organization. I’m
uneasy making any remotely
credible comparison between the
two scenarios. You and I are not
facing armed gunmen and suicide
bombers. Yet, I cannot help but
be deeply moved by the powerful
lesson of this young man’s choice.
You have been called to lead. You
impact people’s lives. Your vision
offers the promise of certainty in
an increasingly uncertain world.
Your actions have the potential to
inspire. People’s well being hinges
on their perception of you. So, be
honest with yourself, have you
made the choice to lead?
Years ago I took part in a trip to
India to welcome a company we
had just acquired. During one of
the on-boarding events the US
leadership team was answering
questions from several hundred of
our new Indian associates, when a
young man asked me to describe
the difference between a manager
and a leader. I repeated something
the late Peter Drucker once told
me.

The entire room stood up to
applaud. I was a bit dumbfounded
by the response until an Indian
colleague told me, “What you just
did is give them a choice to not
only follow but to lead.”
Drucker’s words have always
resonated in my mind. As a leader
you must constantly ask yourself,
“What choices did I make today to
deserve loyalty, to nurture trust, and
to inspire someone to follow my
vision?”
Whatever the answers, I have no
illusions that my own greatest
efforts and accomplishments pale
in comparison when held up to
the leadership benchmark of one
young boy’s courageous stand
against evil; a tragic and stark
reminder for us all that leadership
is always a choice.
This article was originally
published on Innovation
Excellence
http://innovationexcellence.com/bl
og/2017/05/15/leaderships-mostimportant-secret/
©

Copyright, Tom Koulopoulos
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“A leader is someone you choose to
follow; a manager you have to
follow.”
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Kevin Stansfield

Customer Feedback – the
Breakfast of Champions!

The great thing about playing
competitive sport at a high enough
level is that you get instantaneous
feedback from the crowd. Do
something good and you are
rewarded with cheers and shouts of
joy and excitement. Do something
bad, and the result will be just as
quick, although not as enjoyable. If
only the results were so obvious in
our business!
Anybody who wants to improve
needs to get feedback on how
they are doing. No matter how
good you are, you cannot always
see the whole picture from where
you are standing. Golfers can’t
see their own swing, tennis
players can’t focus on the
opponent’s tactics as well as their
own, while football managers go
into the stands to see the whole
game. As renowned author and
speaker Ken Blanchard so
eloquently put it, “Feedback is the
breakfast of champions.”
The problem with relying on third
party feedback is that you don’t
always get it, and when you do, it
may not be objective. This is why
top sports professionals seek out
top coaches, because they want
independent, unbiased feedback
given to them in a way that they
can deal with and use to change
what they are doing for the
better.

However, there are times when
raw feedback from your
customers is valuable, because at
the end of the day, they are the
people who count. So what are
the challenges when seeking
feedback, and why do so few
businesses actually do it properly?
Well, let’s put to one side the
weak reasons often given: lack of
time, fear of the results, not
knowing how to do it, and saying
that feedback does not help.
These are just excuses used by
people who are in business for
themselves rather than to give a
good service to other people. The
most common reasons I have
come across not to seek feedback
is that people don’t know what to
ask, and when they do ask, they
don’t get much response.
A survey carried out by YouGov
identified the top reason why
people don’t give feedback is that
they do not think anything will be
done with the results, and actually
that makes total sense. If you felt
that by giving feedback something
would be done to improve the
situation for you or for other
people, then you would be much
more motivated to do so.

Just look at the online world,
where you are only as good as
your reputation: companies such
as Amazon, Ebay and Trip Advisor
have taken feedback to new levels
of importance. It is therefore not
the fact that people do not want
to give feedback, it is that they will
only do so if they know it will
make a difference to them or
people they are interested in.
Now we know this fact, we need
to apply it to our feedback
process. Yes, I did say process.
Ad hoc feedback is OK, but any
data that is gathered once in a
while is never going to be as
useful as data regularly compiled
over a period of time that is
studied, analysed and acted upon.
Our first step therefore has to be
to look at the timings of when
feedback data is requested,
remembering that the client must
see that there is a benefit to them.
I believe that there are 5 key
stages in our relationship with a
customer when feedback should
be requested:
• Entry;
• After 3 months;
• When we do something great;
• When we do something
wrong;
• Exit.
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Now it is just a case of putting
your process into ACTION, and
start breakfasting with the
champions!
© Copyright, Kevin Stansfield
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These are clear points in our
customer relationship when they
will understand why we are asking
and when their reply will have a
good chance of achieving
something. Just asking when
nothing has really happened will
be like a footballer expecting a
cheer from the crowd when he is
standing still with the ball.
So, once we know the trigger
points, we need to have a purpose
to our questions. These will
probably depend on the business
you are in, but a good place to
start is:
• Entry – how did you find us
and what made you choose
us?
• After 3 months – are you
happy with us and did we
meet our promises?
• When we do something great
– can you give us a testimonial
and a referral?
• When we do something
wrong – how can we fix it and
make you happy?
• Exit – why did you leave and
what did we miss?
Once you have your purpose for
the questions you must identify
how you want the customer to
respond and that depends on
what questions you ask.

There are two types of questions
you can use: substantive, where
you ask for a rating, e.g. 1-10 and
subjective, where you ask for
somebody’s opinion. Both are
highly valuable, but in different
ways. Substantive questions allow
you to keep score, track and
analyze results, and useful tools
such as “Net Promoter Scores”
allow clever ways to rate your
performance and track
improvements. Subjective
questions allow clients to tell you
exactly how they feel.
Then work out how you are going
to ask. There is no right or
wrong way: email, an online
survey, telephone and reply cards
all work, you just need to put
yourself in the shoes of the client.
What would make it easiest for
them to give their feedback, and
balance that with what will be the
easiest and most effective way for
you to record and assess the
results.

Kevin is the MD and founder of
ActionCOACH Solent the
leading business coaching and
training firm in Southampton,
Hampshire, where his team work
with owner run businesses,
helping them create better lives
through Business Improvement
and Growth. Kevin has attained
numerous Regional, European
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varied as an MBA, NLP, ECi and
DISC. His life prior to coaching
started as a Chartered
Accountant which soon led to
becoming a freelance FD of
various fast growth companies.
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whole heartedly that nobody
achieves their full potential
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coaching.
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1st Floor, Boyatt Wood District
Centre
Eastleigh, Hampshire, SO55 4QP
United Kingdom
Tel: +44 (0) 2380 560833
Mob: +44 (0) 7720 292032
Email:
kevinstansfield@actioncoach.com

Finally, let the customer know
what you are going to do with the
feedback – a change to a system
or process, rectification of a
mistake, an apology or just a
thank you, to let them know you
appreciate their input.
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Greg Satell

Four principles of marketing strategy in the
digital age

Life for marketers used to be
simpler. We had just a few TV
channels, some radio stations, a
handful of top magazines and a
newspaper or two in each market.
Reaching consumers was easy, if you
were able craft a compelling message,
you could move product.
Ugh! Now we’ve got a whole
slew of TV channels, millions of
web sites and hundreds of
thousands of “Apps” along with an
alphabet soup of DMP’s, API’s and
SDK’s. Marketing was never easy,
but technology has made it a
whole lot tougher.
What used to be a matter of
identifying needs and
communicating benefits now
requires us to build immersive
experiences that engage
consumers. That means we have
to seamlessly integrate a whole
new range of skills and capabilities.
It’s easy to get lost among a sea of
buzzwords and false gurus selling
snake oil. Here are 4 principles to
guide you:

1. Clarify Business Objectives
There’s so much going on in the
marketing arena today, everybody
is struggling to keep up. At the
same time, every marketing
professional feels pressure to be
“progressive” and actively
integrate emerging media into
their marketing program.
ADVERTISING
However, the mark of a good
marketing strategy is not how
many gadgets and neologisms are
crammed into it, but how
effectively it achieves worthy
goals. Therefore, how you define
your intent will have a profound
impact on whether you succeed
or fail.
Unfortunately, there is a tendency
for marketers to try to create a
“one size fits all” approach for a
portfolio of brands or,
alternatively, to want to create
complicated models to formulate
marketing objectives. However,
most businesses can be adequately
captured by evaluating just three
metrics: awareness, sales and
advocacy (i.e. customer referral).

Some brands are not widely
known, others have trouble
converting awareness to sales and
still others need to encourage
consumer advocacy. While every
business needs all three, it is
important to focus on one
primary objective or your strategy
will degrade into a muddled
hodgepodge.
2. Use Innovation Teams to
Identify, Evaluate and
Activate Emerging
Opportunities
Marketing executives are busy
people. They need to actively
monitor the marketplace, identify
business opportunities,
collaborate with product people
and run promotional campaigns. It
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is unreasonable to expect them to
keep up with the vast array of
emerging technology and tactics,
especially since most of it won't
pan out anyway.
Therefore, it is essential to have a
team dedicated to identifying
emerging opportunities, meeting
with start-ups and running testand-learn programs to evaluate
their true potential. Of course,
most of these will fail, but the few
winners will more than make up
for the losers.
Once an emerging opportunity
has performed successfully in a
pilot program, it can then be
scaled up and become integrated
into the normal strategic process
as a viable tactic to achieve an
awareness, sales or advocacy
objective.
3. Decouple Strategy and
Innovation
Unfortunately, in many
organizations, strategy and
innovation are often grouped
together because they are both
perceived as things that “smart
people” do. Consequently, when
firms approach innovation, they
tend to put their best people on
it, those who have shown a knack
for getting results.
That's why, all too often,
innovation teams are populated by
senior executives. Because
innovation is considered crucial to
the future of the enterprise (and
also due to the institutional clout
of the senior executives) they also
tend to have ample resources at
their disposal. They are set up to
succeed. Failure, all too often,
isn’t an option.
However, strategy is
fundamentally different from
innovation. As noted above, a
good strategy is one that achieves
specific objectives. Innovation,
however, focuses on creating
something completely new and
new things, unfortunately, tend to
not work as well as standard
solutions (at least at first). The
truth is that innovation is a messy
business.
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So failure must be an option,
which is why technologically
focused venture capital firms
expect the vast majority of their
investments to fail. However,
failure must be done cheaply, so
resources (and therefore senior
executives) must be kept to a
minimum.
4. Build Open Assets in the
Marketplace
The primary focus of marketing
promotion used to be to create
compelling advertising campaigns
that would get the consumer’s
attention and drive awareness.
Once potential customers were
aware of the product, direct sales
and retail promotions could then
close the deal.
That model is now broken. Today,
effective promotional campaigns
are less likely to lead to a sale and
more likely to result in an Internet
search, where consumers'
behaviour can be tracked and
then retargeted by competitors.
Simply building awareness and
walking away is more likely to
enrich your competition than
yourself.
Successful brands are becoming
platforms and need to do more
than just drive consumers to a
purchase, they have to inspire
them to participate. That means
marketers have to think less in
terms of USP’s, and GRP’s and
more in terms of API’s and SDK’s.
Focus groups are giving way to
accelerators and creation to cocreation.

This article originally appeared in:
www.forbes.com/sites/gregsatell/2
013/04/16/4-principles-ofmarketing-strategy-in-the-digitalage/#233acb2f6267
© Copyright, Greg Satell
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In the digital age, brands are no
longer mere corporate assets to
be leveraged, but communities of
belief and purpose.
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Lou Kerestesy

What is innovation? Says who?

Innovation is a broad topic talked
about in ways which confuse the
subject. It’s also a subject that
generates a wide range of reactions.
This article defines innovation and
views it through three lenses –
customer, organization, individual – to
bring into focus what it might mean for
you.
I like to use a definition of
innovation as doing something
different to add value for a customer.
Innovation adds an ability to do
something or know something the
customer didn’t previously have.
This isn’t the only definition one can
use but I like it because it keeps the
focus on the customer regardless of
whether they’re internal or external
to an organization. It can be used to
include value-add for customers and
the innovating organization, which is
important for investment decision
making. And it means the innovating
organization must become different
and stay different to sustain value-add
to the customer.
The Customer Perspective
Customers perceive innovation as
satisfaction with something. They
value an innovation if they’re
satisfied with what it lets them do or
know that they couldn’t do or
know, before. This is true for new
capabilities or improvements to
existing capabilities. And it’s true for
both internal and external
customers.
Government customers perceive
innovation as delivering on
government’s mission.

Government exists to do things that
individuals and communities could
never do, or do well, at scale. We
need big things from government
and express what we value in
missions. Caring for Veterans.
Ensuring justice. Protecting the
environment. Food safety.
Customers see Constitutional rights,
civil rights, and basic human needs
embedded in government missions
and value programs which deliver on
those missions.
Government consumers also
perceive innovation as technology.
Organizations can innovate their
technology, business, and cultural
models but technology innovations
get noticed. A number of factors
explain this: The general
consumerization of information
technology in our lives; faster
technology adoption rates; the
ubiquity of government agency
Websites; greatly increased mobile
computing capability; the growing
number of government apps; and
certain demographic shifts.
Increased customer-government
interaction using technology and the
general consumerization of IT create
an important condition for
government innovation: Customers
want more. It’s human nature. If
technology capability exists but we
have little of it, we want some.
When we have some we want
more. When we’ve adopted a
technology and made it part of our
lives, when we stop thinking about
its novelty and simply turn to it
because it’s how we’ve come to do
something, we want that
functionality better, faster, and
cheaper. Customers expect

government to use technology to
meet its many missions better,
faster, and cheaper.
What do we see looking through
this lens? Customers perceive
innovation as satisfaction with being
able to do or know something they
couldn’t do or know, before. They
value innovations which deliver
government’s mission, and expect
government to use technology to
meet its many missions better,
faster, and cheaper.
The Organizational Perspective
Organizations don’t really perceive
anything. People do. But we talk
about organizational culture and we
can use that as a lens on innovation.
Organizational culture is the
rationale for how people use
knowledge and skill to support value
creation and delivery. This includes
assumptions, beliefs, values, norms,
behaviors and more, plus the
meaning people in the organization
attach to these things. Defined this
way, notice how organizational
culture isn’t equal to organizational
structure.
Parts of organizations with science
and technology missions, for
example, are disposed to embrace
innovation because their work
requires it. NOAA scientists, NASA
engineers, NRO analysts, the
warfighter and many more convert
ideas into value for their day jobs.
Testing, learning, discovery – much
of the innovation experience is built
into their culture and they perceive
innovation as the way they get their
jobs done, or done better.
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Parts of organizations with less
innovation embedded in training and
roles can still innovate, but their
perception is likely to be different.
Government attorneys are
conservative because their job is to
keep people and organizations out
of trouble. Contract officers might
innovate an acquisition process but
they’ll do it within the FAR because
their job is to make sure everyone
plays by the rules. Mid-level
managers must balance creating new
value with delivering existing value,
and that balancing act constrains
innovation.
A common perception of innovation
in this camp is tension. There’s
something about it that might be
positive, something that might add
value for customers. But there’s
something about it that collides or
conflicts with core job
responsibilities and authorities.
Given a lack of innovation definition,
guidance, process, and safeguards by
the organization, people in this camp
will innovate tentatively, if at all.
So what do we see looking through
this lens? Groups of people in
organizations who share similar
training, roles, and missions perceive
innovation based on whether it
facilitates or challenges their core
job responsibilities and authorities.
This creates cultures similarly
oriented toward innovation and
disposed to innovate, or not.
The Individual Perspective
Individuals hold the full range of
perceptions, but risk orientation
heavily influences them. Research
tells us people are risk tolerant or
risk averse by nature, and that more
of us are risk averse. This tells us a
lot about how individuals perceive
innovation.
Perceptions of the risk averse likely
include danger, skepticism, fear,
stress, and more work. These
individuals doubt there’s much good
in innovation for them, so their
orientation leans toward avoidance.
Perceptions of the risk tolerant
likely include new, exciting, different,
refreshing, and opportunity. These
people believe there is something in
innovation for them, so their
orientation leans toward approach.
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Approachers are drawn to innovation
and energized to contribute. They
might ask what they could do
differently to add value for the team,
the project, the mission, the
customer – or themselves – and find
more to try than there is time to try
it.
Avoiders are motivated by two
things:
1. Keeping away from something
negative that has not yet
happened
2. Getting away from something
negative which is present
If innovation is contemplated, they
appear doubtful or opposed. If
innovation is underway, they appear
reluctant or negative. But notice the
value judgment in my statements.
Only approachers see avoiders in
these uncomplimentary ways. To
avoiders, their perceptions stand for
something, not just against
something.
The holder of a “negative” view
views it as positive, as a
commitment to something they
value and wish to maintain –
stability, protecting the customer,
not wasting resources chasing the
next shiny object, and on. Not at all
unreasonable given how few
organizations have clarified its
meaning with regard to their
mission, and that very basic
questions remain unanswered: Don’t
organizations already have more
requirements than resources? How
can one innovate when budgets are
approved nine months into a fiscal
year? How will innovation impact
current operations? No one
celebrates failure, so what happens if
it doesn’t work?
Why disrupt an organization to take
this on when the buzz will pass and
leave us, where, avoiders wonder?

Innovation is probably everything it’s
perceived to be, but we all probably
tend to see what we’re looking for –
or look for what we expect to see.
Now What?
I hope my definition of innovation
and quick peeks into how it’s
perceived have helped you see it
differently. My goal is to help us unthink what we think we know about
innovation and rethink it.
But where does this leave us? What
next? Where happens next depends
on where you are and where you’re
headed. Here are some ideas to
consider:
• For the Customer: Help your
organization stay focused on the
customer. Facilitate
conversations about what the
organization might do differently
to add value for a customer or
customer segment.
• For the Organization: Help your
organization identify and use the
views of cultures within the
organization. Think Covey: Seek
first to understand…
• For the Individual: Doubts and
concerns signal value. Enter
conversations through those
points rather than around them.
The goal is to hear the value and
apply it, not to correct people.
© Copyright, Lou Kerestesy
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So, what do we see looking through
this lens? Human nature predisposes
us to feel more or less comfortable
taking risks. Risk orientation colors
perceptions of innovation and
motivates some to approach it, and
some to avoid.
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Benjamin Ball

Give high impact talks and
presentations – 5 simple
tips
Does your audience sometimes seem
disengaged? Or are you less confident
than you would like to be when
speaking?
If yes, then these five techniques
are for you:
1. Use short phrases
Spoken language works best when
delivered in short bites. Speak a
few words at a time. One idea per
phrase. Cut long sentences into
chunks. And take out sub clauses
and complex constructions.
2. Include many more
personal pronouns
You will find that personal
pronouns are more compelling. It
means you are speaking directly to
people. We find this technique
works well. And you’ll find your
words easier to say,
3. Introduce more and longer
pauses
Say this phrase out loud, with long
pauses. You would be amazed
how long you can pause. Pauses
are important. They give your
audience time to think. They give
you time to compose your next
line. Pauses also make you look
more impressive.
4. Use rhetorical tools
Often forgotten but critical in
great talks are the simple
rhetorical tools. For example:
repetition, alliteration, sets of
three, and personal stories. These
are some of the most useful and
important tools you can adopt.
Used well, they will transform
your performance.

5. Connect with the audience
within 10 seconds
Never start your talk with “Hello,
my name is… I am here today to
talk to you about….” Instead, grab
their attention from the start. Use
one of the many tried and tested
ways to hook your audience and
lead them straight into your talk.
You may also be interested in our
article on Five techniques to make
a boring presentation more
interesting.
Start your journey to worldclass communication skills
now
Download our free ebook: Five
Steps to Improve your Leadership
Talks. It’s full of practical tips and
insightful quotes that will help you
make immediate improvements to
your communication skills,
including:
• Increased confidence when
you talk and present.
• Improved ability to persuade
your audience.
• Greater engagement with your
audience.
• Practical ways to plan and
structure your talks.
• The inspiration and motivation
to change.
Click here to download your
complimentary copy of the ebook
now.
Have you got an upcoming
talk or presentation? Do you
want to become an even
more impressive public
speaker? If so, talk to us.
We have developed a robust
toolbox of techniques to help you
deliver clear, confident talks and
presentations. We’ll help you
look, sound and feel impressive so
that you grab your audience’s
attention. In just a few short hours

we’ll coach you to deliver clearly,
confidently and with impact.
You can prepare a specific speech
with us, or learn skills that will
benefit you all your life.
Speak to Louise on 020 7018 0922
or email louise@benjaminball.com
to discuss how we can help you
become an impressive public
speaker.
This article originally appeared on:
linkedin.com/pulse/give-highimpact-talks-presentations-5simple-tips-benjamin-ball
© Copyright, Benjamin Ball
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Audra Oliver

Everything you ever wanted to know about
Dark Fibre

How the internet sends information,
data and messages simultaneously to
billions of people across the globe is
mind boggling to most. And few
understand how it actually works—
what is underground, over ground, in
the seabed; what PoPs are, IXPs, dark
fibre, etc.
In a series of blogs that will
hopefully shed some light on the
various infrastructure components
that make our internet ‘work’, we
start with Dark Fibre—an element
that actually doesn’t do much for us
until someone makes it, well… lit.
The traditional meaning of Dark
Fibre refers to unused network
infrastructure that is a mixture of
cabling, switches and repeaters.
Data is transported over optical
fibre networks by passing light
through the cables. If there is no
data being transported, there is no
light – this means that the fibre is
‘dark’. Dark Fibre is essentially
optical fibre infrastructure that is
not in use, and is sometimes also
called unlit fibre.
When fibre optic cables are laid
down, many companies will, in order
to future-proof their networks from
exponential data growth,
overestimate the amount of
infrastructure and cabling required.
This overestimation coupled with
technical advances in the way in
which data is packaged means that
many optical fibre networks have
extra capacity that is not being used.

As a result, Dark Fibre networks
have developed to take advantage of
this extra capacity.
The term ‘Dark Fibre’ has evolved
to encompass the practice of leasing
‘dark’ fibre optic cables from
network providers and operators.
This is what is called ‘managed dark
fibre’ by some. In this instance, a
client will lease unused strands of
‘dark’ fibre optic cable to create
their own privately-operated optical
fibre network rather than just
leasing bandwidth. The Dark Fibre
network is separate from the main
network and is controlled by the
client rather than the network
provider.
DWDM (Dense Wavelength
Division Multiplexing) has been key
in the development of Dark Fibre.
DWDM is where multiple data
signals are transmitted
simultaneously over the same optical
fibre. Though the data signals are
transmitted at the same time, they
are transmitted at different
wavelengths to keep the data signals
separate. DWDM is a method of
increasing bandwidth and allowing
more data to be sent via optical
fibre. Simply put, with DWDM a
single optical fibre cable is
transformed into multiple virtual
fibres.
There are many benefits to using
‘dark’ networks. They require less
power and have a higher capacity,
generally due to the use of DWDM.
Dark Fibre often has better signal
strength and is more immune to

interference than the fibre making
up traditional networks.
VoIP providers rely on network
connectivity to ensure calls can be
made and received. And as VoIP
business phone systems become
more prevalent, the underlying
networks on which they operate
must be fit for purpose, and not
susceptible to interference from
other traffic. A good VoIP provider
should know how to do this, and
own enough infrastructure to be
able to ensure calls are managed,
and routed, in a way that will
guarantee voice quality. It is not as
simple as just sending a voice packet
over your local broadband line.
Dark fibre can play an important
role in this, and will continue to as
VoIP providers grow in scope and
popularity.
This article originally appeared on:
https://blog.vtsl.net/vtsl-blog/voipproviders-dark-fibre-businessphone-system
© Copyright, Audra Oliver
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Petra Urhofer

The pros and cons of starting
your own business

Resigning from your job and
starting your own business is a huge
decision. You are not only changing
your job, your changing your
lifestyle. The new freedom is
amazing, but also comes with new
responsibilities and pressures you
never had to face whilst working
for someone else. If you are just
considering making it on your own,
here is a list of what we think are
the pros and cons of starting your
own business:
Advantages:
• Being your own boss
This is it – you make your own
decisions and you get things done
the way you think it’s best. You
no longer will be told what to do,
need approvals or having to
explain your decisions. This is
your own business and there are
no limitations to your success.
• It’s your success
Every little achievement is your
own. All your hard work is what
makes your business successful
and you will be very proud of
what you achieved. You will
become more and more confident
as you see yourself succeed and
you will feel a great sense of selffulfillment.
• No more office politics
You no longer have to deal with
all the office politics and the
related nonsense or having to
attend pointless meetings. You
chose your meetings and how you
want to spend your time.
• There is no income limitation
You will only be able to earn so
much in a job. When you work
for yourself it’s down to your

hard work and abilities – there
are no limits to how much money
you can make.
• No more commuting
You can work from home or a
nice convenient location – you
can even choose to work from a
different place each day if you
prefer to work in a cafe or coworking space. Again, you make
your decisions and work from
wherever it suits you.
• Flexible hours
You set your working hours. Yes
you will be working much longer
hours at times but you have the
freedom to decide which days and
hours you work. You can start
late, leave early and take breaks
whenever you want.

Disadvantages:
• It can get a bit lonely
At the beginning you are likely to
work on your own, maybe even
from your own home and it might
feel a little isolated. Make sure
you communicate with others on
regular basis, listen to music and
go out as much as you can.
• It’s all on you
There is no one else to blame,
you are responsible for all your
mistakes. You will no doubt do
your best (it’s your business after
all), so don’t be too harsh on
yourself. Even if things get
temporarily difficult, focus on
fixing the problem instead of
worrying about it too much.
• There is no pay day
Of course you will be making
money, but your invoices won’t
get paid on a specific day. At times
you will have to chase your clients
for payments and other times it
will just take a lot longer than a
month for the money to reach
your account. So it’s a good idea
to have a little bit of money saved
up to be covered for those times
without stressing yourself out
over unpaid bills.

• Some days will be very long
You will be probably doing longer
hours than you would in your
regular job. It’s not just about the
time spent doing the work, it’s all
those additional times when you
think about work and try to sort
things out in your head. But its
natural – it is your business and
you care!
• There is no paid holiday or
sick pay
When you are too unwell to
work or if you are taking time off
you would get paid for that time
at work. Not if you are working
for yourself – so be aware that
you will need to plan your work
around times when you want to
take a holiday. Obviously you
can’t plan for a sick leave, so again
having a bit of spare cash is
important to be covered for those
times.
• You will have to multitask
You are the one person in charge
of everything (at least at the
beginning) so be prepared to
multitask. It can be stressful at
times so talk to your friends who
might have the skills or expertise
that you are lacking and ask for
help if you need to.
© Copyright, Petra Urhofer
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Minda Zetlin

This brilliant Harvard Professor will change
the way you think about products

Most marketers focus on the
wrong information, says
bestselling author Clay
Christensen.
Why do people buy things? If you
answered, "Because they want them
or need them," you're only partly
right, according to Clayton
Christensen, Harvard professor and
author of the bestselling The
Innovator's Dilemma.
In a keynote presentation at the
Qualtrics Insight Summit,
Christensen explained his view of
why people buy products: To do a
job. "Jobs arise in my life that I need
to address," he said. "Some are
simple, repetitive things that occur
every day. Others are dramatic
problems. When we have a job to
do, we have to find something to get
the job done.
The causal mechanism that causes us
to buy a product or service is that
there's a job that needs to be done."
If you're like me, your first reaction
might be that this is only true some
of the time. For instance, my
husband and I bought a used
lawnmower yesterday guess what
job we have that needs doing? But
Christensen's view applies to any
and every product on the market,
and he illustrated it with an account
of some product research he was
hired to do for McDonald's.

Why did you hire that
milkshake?
"McDonald's wanted people to buy
more milkshakes," Christensen said.
To try to figure out how to do it,
the company invited him to give
them advice on how to improve
their milkshakes. "I said, 'I wonder if
there's a job people have that a
milkshake would do the job?'" he
recalls.
He and his team spent some time
reviewing McDonald's ordering data
and in the McDonald's restaurants
themselves to see who was buying
milkshakes and when. "The majority
of milkshakes were bought by a lone
male, early in the morning, and the
customers would always drive away
with them," Christensen said.
So, Christensen and his team
returned to the McDonald's
restaurants early in the morning, to
accost some of the milkshake buyers
and ask them "in words they could
understand," as Christensen put it,
"What caused you to come here at
6:30 in the morning and hire a
milkshake? And what other products
have you hired for the same job?"

In every case, it turned out, the
customer was facing a long and
boring drive. The milkshake's job
was to keep the customer fed but
also occupied during this tedious
time. As to the question of what
other products had been hired to
do the job in the past, Christensen
found people had a diverse list:
"I once hired a banana to do the job.
Never hire a banana! It's gone in a
minute and I'm hungry by 7:30."
"I hire doughnuts sometimes. Don't
tell my wife. But they get my hands
sticky on the steering wheel."
"I hired a bagel once, but it was
tasteless and dry."
"I hired a Snickers bar once, but I
felt so guilty I never did it again."
On the other hand, they explained,
the milkshake turned out to be the
perfect job candidate for a long and
boring drive. "When I hire a
milkshake, it's so viscous that it
takes me 20 minutes to drink it
through the little straw. I don't
know what's in it, I just know it gets
the job done."
One lesson learned: "The market
was much bigger than Burger King
and Wendy's,"
Christensen observed. "They were
competing against bagels and
doughnuts and bananas and Snickers
bars."
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To make milkshakes even more
appealing to these early-morning
customers, they needed to be even
thicker so they would take longer to
consume, Christensen concluded.
That wouldn't work in the
afternoon, though. "In the
afternoon, it's a different product,"
he said. But changing its milkshake
formula in the morning only to make
it even thicker caused milkshake
sales to improve dramatically, he
said.
It's what you need done, not who
you are.
For example, a job might be, "I need
this message to get there as fast as
possible with perfect certainty,"
Christensen said. "Julius Caesar
hired a messenger with a horse.
Queen Victoria hired the telegraph.
Winston Churchill hired the
telephone. Theresa May can hire
DHL or the internet."
This job-to-be-done approach is a
lot more effective than the usual
marketing strategy to focus on
customers' demographics and
attributes, Christensen explained.
Your demographics and attributes
may correlate with others who buy
the same product, but they won't
cause you to buy the product.
On the other hand, Christensen
said, "Most successful innovations
focus on a job that people need to
do."
Article original source:
www.inc.com/minda-zetlin/thisbrilliant-harvard-professor-willchange-the-way-you-think-aboutproducts.html
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Generating revenue is, by many
standards, the sole reason why
many aim to accrue millions of
followers; massive awareness
often leads to either sponsorships
or sales. Either way, cash is the
ultimate goal.
But is it possible to monetize
moderate social followings that
don’t reach into the hundreds of
thousands and beyond? You bet it
is.

Jordan Kasteler

5 ways to
monetize
your social
media
followings

Columnist Jordan Kasteler
shares five ways to turn
your social media presence
into a way to generate
revenue -- even if you don't
have a massive following on
Facebook or Twitter.
Social media has not only
revolutionized the way that
people communicate and stay in
touch; it has completely
transformed business and
marketing practices as a whole.
Over the past five years, social
media websites have become
some of the largest and most
meaningful pieces of the digital
marketing puzzle.
While many still maintain that
social platforms are for
communicating and not slinging
products, others would
vehemently disagree; just look at
Facebook, Instagram and other
networks’ efforts to integrate ecommerce options.

If you’re ready to start having
your social followings work for
you, here are five ways to turn
your social presence into a bona
fide stream of revenue.
1. Create an online course
that educates your followers
E-learning is a gargantuan industry
that’s poised to grow
exponentially over the next
several years, reaching $325
billion globally by 2025.
Those who have been watching
this trend know that now is the
time to double down on their
own expertise and create a
course to offer their audiences.
Kajabi, an e-learning platform that
boasts a wide array of powerful
features for marketing, selling,
upselling and hosting digital
learning courses to students,
recently published a story on its
blog about one of its “heroes” (a
person who turned their passion
into a profit through Kajabi’s
offerings) that clearly shows
anyone can turn their social
audience into customers and
advocates.
Makeup and design artist Tiffany
Bymaster was introduced to
Kajabi by her mentor, who had
already achieved massive success
through the platform. Bymaster
had no email list or social
following at the time, but knew
her skill set was stellar. She began
making videos on how to grow a
person’s outreach process —
mostly just to help herself become
comfortable in front of the
camera.
Once she set up her Kajabi
website, these videos actually
became part of her course
training materials. From there,
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momentum started to build as her
social presence grew and her
online training program took
flight. Today, Bymaster has now
launched three successful
programs which have earned her
$80,000 in the past six months.
Bymaster is a perfect example of
leveraging social to create
revenue, as her method
incorporates my next two points.
2. Unveil new products and
services to your followers
In order to generate sales from
your audience, you need to have
something to sell.
By posting about new products or
services on social media, you are
giving your offering a much larger
platform to reach prospective
buyers. If you want to significantly
extend that reach, start running
Facebook ads for your products
using Custom Audiences and
Lookalike Audiences. This will
allow you to target the most
relevant individuals to help boost
your sales.
If you want to add a layer of
“exclusivity” to your product
releases, you could give your
social audiences early access to
products and deals so as to create
a sense of urgency and privilege.
3. Integrate video into your
marketing stack
Video content is en fuego.
Everywhere you turn there is
video content, articles about
video content, and even videos
about video content; it is
becoming inescapable.
Nearly every social platform is
currently generating billions of
video views per day; even
Snapchat has broken the 10 billion
daily view marker.
The point is that video content is
becoming a marketing necessity
— especially when you consider
that explainer videos increase a
prospect’s likelihood to purchase
by 1.81 times.
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Leverage this by creating video
content about your products and
using live streaming services like
Facebook Live to connect with
your audience and explain exactly
how your product will help them
reach their goals and make life
simpler.
4. Become an affiliate to
market products to your
audience
Affiliate programs are another
sales model that is increasing in
popularity.
Becoming an affiliate advertiser
for brands like Amazon is a
relatively simple endeavour which
allows entrepreneurial-minded
folks to acquire advertising
materials for various brands to
market to their audiences.
These adverts can be circulated
across an individual’s blog,
website, and yes, social media
accounts.
Affiliates are paid a commission
based on the revenue their
particular set of ads generates.
Just be sure when you are
promoting these links to your
social followers that you are
honest with them about your
affiliate status and the items you
are highlighting; pandering will get
you nowhere, except maybe
unfollowed.

By using Facebook’s shop section,
you can list physical products
directly on the platform for
followers to browse and buy. It
just doesn’t get any easier to
reach so many people in such an
efficient and effective manner.
Selling has never been so easy
The digital age affords brands and
entrepreneurs a vast array of
options for generating income in a
much less back-breaking way than
past generations. These are only a
few of the many ways that you
can monetize your social following
and build an online business.
© Copyright, Jordan Kasteler
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Create long-form reviews on
products, and let your followers
know your honest opinion; as a
bonus, you can even create video
content on these items to boost
your engagement.
5. Create a Facebook shop
and sell right through social
Social media platforms are
integrating all sorts of shopping
options for brands and consumers
to take advantage of. One of the
most comprehensive and in-depth
social selling toolkits comes from
Facebook.

Videos help increase your chances
of monetizing your audience, as
the content is engaging,
educational and often entertaining
— the marketing trifecta.
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Dean Packham

Sharing across LinkedIn, but not as you think!

Imagine you had an opportunity to be
interviewed about your business what your company does, who their
target audience are, how you can help
your customers?
Imagine also that the interview
was transcribed into an article on
LinkedIn and shared - would it
generate interest in your business,
new clients and lots of money?
POSSIBLY!
Most of the time, we are told that
you need to create an article,
blog, post, etc. and share it
anywhere you can.
After all, that will generate traffic,
visits, clicks - which in turn should
magically translate into business.
The more mud you throw at the
wall, the more of it will stick!
That's the general idea - and it
works to a certain extent.
But there is a more effective way,
right here on LinkedIn. So without
further ado, here's the process:
STEP 1 - Find somebody to
interview you and create an
article based on the
conversation
You have the opportunity to
choose what questions you are
asked. Here are some examples:
• What does your company do?
• Who are your ideal
customers?

•
•

•

How can you help them (or
what problems do they have
that you can help them solve?
What are the reasons not
everybody takes up your
service (don't think they need
it, too expensive, don't
know/trust you).
What case studies can you
provide?

ETC.
STEP 2 - share the article on
LinkedIn
The obvious way is to create a
post and hope your network
reads it.
The other favourite is to share
the article to the groups you
belong to.

When anybody clicks on this URL,
it will take them straight to your
article.
Then find a highly targeted
audience - for this example I'm
going to be using Sales Navigator,
but you can also use the search
facility in the standard version
(although not so targeted).
Go into Lead Builder and create
a new search based upon your
target audience i.e. the people you
want to read your article:

Then create your search:

The first way gets your
message out to a general
audience, the second way gets
your message to a more
specific audience.
What about a way that
gets your message out to a
laser targeted audience well here it is:
Go to your article and select
the URL:

You can select keywords:
geography, company size even people working for a
certain company if you like.
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choose 1st, 2nd or 3rd
connections as the Relationship
- yes, you can message 2nd and 3rd
level targeted prospects with a link to
your article even if you are not
connected to them!!
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Here's how you do it!
Find your 2nd level saved search

Once you have saved your search
(or searches: I prefer to create a
search for 1st level, another for
2nd level, etc.) click on that
search and make contact as
follows:

THE PITCH
If you would like some help with
putting together an interview, creating
an article, finding your targeted
prospects and sending out 250, 500 or
1,000 targeted messages, then please
get in touch.

1st level connections

I look forward to hearing from
you and thanks for reading.
© Copyright, Dean Packham
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clients generate more business,
online and offline as well.
Dean has worked with clients
across a range of industries,
including business consultancy,
health, marketing, financial
services, web design, legal, IT,
retail and market research, to
name a few.
Then send a message to your 1st
level connections drawing their
attention to your article. You can
enter the URL you saved earlier
for them to click on.
TO SUMMARISE - we have just
sent a highly relevant article
to a potential prospect via
LinkedIn messaging! No hoping
they will see your post along with
all the other untargeted viewers we know they have got it and
LinkedIn messaging tells us when
it has been read.
NOW FOR THE GOOD
PART!
Due to some recent changes as
part of the new LinkedIn interface,
it's now possible to include links
in invitation requests, which
means we can invite 2nd and 3rd
level highly targeted prospects to
connect, and at the same time
share the article with them - this
way they see it, whether they
connect or not.

Then select Connect for the first
person on the list:

He works on a consultancy basis,
providing bespoke solutions to get
clients in front of targeted
prospects and clients.

Co-ordinates
LinkedIn:
linkedin.com/in/deanpackham/

Then send a custom message:

You will be limited to 300
characters, but that's a small price
to pay for the ability to send a link
to a highly targeted prospect
BEFORE you connect with them.
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Future-oriented Sales Training

Chally Group discovered that 39% of
B2B buyers select a vendor according
to the skills of the salesperson rather
than price, quality or features of the
products. It's also to be noted that by
the time the buyer meets the
salesperson, most of the products
related knowledge has already been
researched by the sophisticated
buyer. All that is just a "click" away.
What really happens in the
salesperson-client meeting is -- "Why
should I work with you?" question by
the buyer. This leads to the belief
that the ultimate sale depends heavily
on the skill and techniques of the
salesperson.

Sales Training should ideally be
very purpose-built for the
organization based on its business
objectives, type of products or
solutions, their unique
differentiators (some call it USPs
or Unique Selling Propositions),
market and market landscape. Of
course, it also matters what kind
of hunter and/or farmer sales
roles it is - Inside Salesperson,
Outside Salesperson,
Transactional Salesperson or
Account Manager. It's useful to
put them through online
Predictive Sales Assessments to
understand their sales related
skills and competency gaps so that
the training can be carefully
crafted to address the gaps.

As a Sales Leader for more than 2
decades with multi-industry selling
experiences across Asia, Europe
and the Americas, I have managed
salespeople from all over the
world and have witnessed various
selling trends and methodologies
as well. I have myself learnt
various selling techniques through
several well-known sales training
programmes, mostly from
Western sources. Being based in
Asia and selling to local, regional
and international organizations, I
can safely conclude that most of
these programs don't really apply
globally given the high level of
contextualization, customization
and localization needed for the
different countries, market
segments and organizations.

Suppose I am tasked to train a
Team of Asian salespeople.
Cutting across the various sales
roles, SALES 101 is a must which
should cover the core
fundamentals of selling:
• Nuts and bolts of the various
fundamental selling steps
• Persuasive communication and
presentation
• Understanding the various
stakeholders and what drives
or motivates them (i.e. their
Key Performance Indicators)
• Adjusting to the different
personalities, speaking their
language and creating a
relationship advantage
• Learning to WIN the deal
with WIN:WIN for both
parties
• Negotiation techniques

• Time and priorities
management

What's extremely important here
is - The Sales Training should have
a heavy dose of Asian (even better
if specific by country) context.
How a Salesperson operates in
Philippines varies from how (s)he
operates in Hong Kong. How a
Client behaves also varies
depending on the country and
culture, Whenever I deliver a
Sales Training package to various
locations of a MNC, I ensure
country-specific contextualization
and localization. Like Europe,
there's no one Asia strategy nor a
one Asia selling methodology.
Next stage in Sales Training
should be specific to the type of
sales role. In other words, an
Account Manager's Training will
take a differing route from a
Business Development Manager
(BDM). A BDM's Stage 2 of Sales
Training should cover:
• Understanding of the
competitive landscape,
competitive differentiators
and the unique
differentiators.
• Market segmentation and
segment specific strategy E.g.)
Selling to an Energy company
versus a banking institution
• Create a need vs Identify the
need – Challenge-oriented
and Insights-led approach. This
is what Steve Jobs was very
successful at. More than
a decade ago, we didn't know
we would need a smartphone.
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He created the "need" rather
than just a "want". "Customer
is king" mindset has to change.
Salespeople must educate
their clients to transition them
to the future. With Industry
4.0, what worked before will
not necessarily work in
future.
Selling versus Negotiating and
Advanced Negotiation skills
for extremely complex deals.
Understanding of the different
nuances for the different
countries and markets
Transforming Vendor-Client
relationship to PartnerPartner relationship

The third stage is for a
salesperson with team
accountability. This is where
higher-order sales management
kicks in:
• Successfully selling to a MNC
with optimum and effective
coordination of the various
salespeople
• Marketing as a complement of
Sales
• Territory management,
Pipeline management and
Numbers forecasting
• Coaching to high performance
and creating accountability
• Blue Ocean strategy and
Value-Selling to drive high
profitable growth that should
lead to revenue disruption
• Effective business reviews
geared towards surpassing the
business goals

July 2017
June
2015

The blended training methodology
should consist of:
• Predictive Assessment and
Analytics
• Digital Learning - Pre- and
Post-Training
• Action-oriented learning in
the class with ample role-plays
practice, games, quizzes, case
study discussions and
presentation opportunities
In this article, we have
understood that traditional selling
approaches have to be drastically
modified to action-oriented and
future-oriented way of selling.
Buyers, their mindset and their
behaviours have changed and
salespeople will have to be far
ahead of them to become their
successful partners.
© Copyright, Kannan Chettiar
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