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Making your way in the world today takes everything you've got ...
When you look around the world today with all of the changes we're facing — web sites, e-commerce, new ways of liv-
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ing, new ways of doing business, new ways of communicating, new ways of educating each other, higher standards of

living with yet longer work hours, even a new millennium — it's easy to become distracted. Sometimes we become
so focused on keeping up, staying competitive, adapting to these changes and moving ahead we can forget the fundamentals and
miss the point. So much so that we can ignore some of the most important aspects of our lives, aspects that can actually enhance
our business lives.

In this edition we'll be talking about some of the key things that are changing in our marketplace so you can take another per-
spective. We'll examine web site strategy and why it’s important, review the 4th way to grow your business (improving your
internal processes), and return to the recurring theme of turning your employees into a team to discover a'gold mine at your fin-
gertips." We'll also review the concept of vision (when you read this article, consider not only your vision for your business, but

your vision for your life and family as well).

You need to remember what’s important.

hink honestly about this example for amoment. Do you
Tever keep working when you know you're exhausted?

You work on something for hours and hours trying to
solve the issue with little to no progress. But you think "I
have to get this done tonight." So you keep struggling
through, only to find that you fall aseep at your desk with no
results. Compare that to when you' ve said "that’sit," put your-
self to bed, and told yourself you would find a solution in the
morning when you felt more energised. Didn't you find that
the same problem takes less than half the time and seems so
much smaller?

Of course we're going to be more productive when we've
spent quality time relaxing or enjoying time with family and
friends. Our health, socia lives and the interactions we have
with the people who are important to us can keep us motivat-
ed and full of life; appreciative of what we have and what
we're working toward. Think of yourself as a battery. Like
any battery, you have to keep charged up! And very often it’s
our time away from work — recuperating and enjoying the
fruits of our labour like great food, great people, holidays or
even just agreat night's sleep —that truly keeps us going.

Another great way to keep getting "recharged” isto make sure
the most important people in your life — partners, spouses,
children, extended family and friends understand what you are
attempting to achieve in your life and how your business acts
as the medium for achieving those goals. You'll find when
you do that, they’ll rally behind you even more. This could
range from introducing you to people they know that could be
important to progressing your goals, to importantly giving you
the support you need when the pressureis on.

So be sure to involve the people around you in your goals, and
remember to stop and smell the roses to keep that battery
charged! A balanced lifestyle makes for a better quality of life,
thought and success. In thelong run it might mean your goals
take a little bit longer to achieve, but at least you will have
enjoyed the journey as much as the destination.!  Remember

But | don’t have a web site ... what
has all this got to do with me?

balance brings results!

f you’' ve been watching the
I news and reading the

papers, and finding yourself
continually asking this ques-
tion, you may need to rethink
your strategy. Although build-
ing aweb site can seem incred-
ibly foreign to most of us, it
realy isn't that difficult or expensive. Yet it is critical because,
even at aminimum, web sites are like business cards these days
(although they can be far more than that) in that they represent
your businessto theworld at large. Even if you' re thinking "our
business is locally-based, how can the ‘World Wide Web' real-
ly be relevant to me?' Read on because that could be mislead-
ing. Think of it thisway, if you don’'t have aweb site, chances
are your competitors do. Let'stake alook a some numbers to
examine just what that could mean to you.

Some compelling customer statistics.

A poll held in 1999 via e-marketer indicated that the following
percentages of people feel the Internet will become a com-
pletely accepted part of our lives within:
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Back More Often," and "Get Your Customers to
Spend More." In this edition we're going to
focus on the 4th way to grow your business:
"Improving the Processes Within Your
Business."

#4 Improve the processes within your
business.

These days the way we do business can be just
as important as what we do. As customers
become better educated and more discerning,
they often expect more in terms of customer
service-the way they are treated and how the
product or service delivers. Given that, it's
important to review the processes — those
actions that make up your business — and
implement strategies and systems to improve
them.

This could range from picking up the phone no
later than the second ring (which shows you're
attentive to their needs), using "awesome serv-
ice" to show customers how special they are to
you, improving the sales process, better educat-
ing your team members on the products and
services you offer and more importantly the
benefits to the customer of each, going the
extra mile when it comes to serving them,
improving speed of delivery and more.  Sit
down with your team and think about what you
could be doing differently to improve the way
you do business.

An activity to get your team started.

Here's a simple activity your team can use to
start examining your current processes and
possible improvements.

Using awhiteboard, draw a large square in the
middle. On the left hand side of the square,
draw 3 arrows hitting the box. On the right
hand side of the box, draw one arrow coming
off the box. Cal the arrows on the left hand
side "inputs" and the one on the right hand side
"output.”

Now get your team to think of any processin
the business (for example, the phone process,
where inputs represent incoming calls, and out-
puts represent orders) — literally any process
in the business.

Now in the square write the word "Activity."
Point out that the only way to get more outputs
is to change the activity in the box. Taking the
phone as an example, it could be that input is
when a customer calls and asks "what’s the
price of XYZ?' The"Activity" in this case
could be ateam member simply giving the
price in response. The customer then says "I'll
call you back," and thereisno output. The
only way to have changed that situation was to
have changed the activity (what the team mem-
ber said in handling the call).

When you start to look at your business as a
series of processes, this method of examining

your business can produce dramatically posi-
tiveresults. Giveit atry.

Some more ideas on giving
your team a shot in the arm!

n the last edition we talked about building a
I team in the article titled "Being a ‘Team’ Is
Much More Than a Name Change." Here are
some more ideas that could help you build an
awesome team and, consequently, your business.

1. Offer an incentive to team members for bring-
ing in customers of the right type.

2. Have"fun breaks." For example, once amonth
you can call ahalf-hour fun break with music, ice
cream for everyone and team building games.

3. Change your business cards to make them
more interesting. Give one to every member of
the team. Your team members, just like you,
meet al sorts of people at al sorts of places,
many of whom might be potential customers. It
can aso be a great lead for finding new team
members, and encourage them to refer people
who might fit in well with your business.

4. Empower the team by respecting their under-
standing of your customer’s needs, and giving
them the power to make some decisions.

5. Thank your team members. The words "thank
you" are usually lacking in most business places.
A "thank you" said every single day to each team
member on their way out the door can make all
the difference.

A "gold mine” at your finger-
tips.

S a business owner or manager, you're
Aconstantly looking for people to sl to.

You know, people who match your prod-
ucts and services, people who want what you've
got and appreciate that you offer value for money.
And yet, each and every day, we DO ded with so
many of these very same people. Those people
are caled your customers, as well as soon-to-be
customers who have made inquiries.

Your customer database—a detailed list of cus-
tomer names, persona details, and, in some
cases, spending patterns and other information—
is so important to the future of your marketing.

Being a "known quantity" gives you the
edge.

Marketing directly to your existing customers
givesyour businessan edge. You seg, if someone
has purchased from you before, they know you.
You already stand out from everyone else.
Customers will be more interested, curious even,
to find out why you're contacting them. You're

How to make the most of
your Newsletter

Be sure to read each article
with the mind set "how
could this apply to our busi-
ness?" because sometimes
the best ideas come from
examples that seem unrelat-
ed at first. Thinking of it
that way will guarantee you
get value. Better yet, take
notes as you read and com-
mit to having the ideas
implemented by the time
next month'’s edition arrives.
Also make copies for each
team member. To really
make sure something posi-
tive happens, arrange a
team meeting to talk about
the ideas and set a schedule
for getting them implement-
ed. Doing that should really
jump start things and get
some action happening!

For those days when
things have gone astray
take heart, at least you
didn’t say this:

"l have reiterated over again
what | have said before."
Former Mayor of New York
Robert F. Wagner

An Important Message:

While every effort has
been made to provide
valuable, useful
information in this
publication, this firm and
any related suppliers or
associated companies
accept no responsibility or
any form of liability from
reliance upon or use of its
contents. Any suggestions
should be considered
carefully within your own
particular circumstances
as they are intended as
general information only.



aready "in," if you like! In addition, contacting a person one-on-
one means that you no longer compete with al the other mass
marketing forms out there, such as television, radio, print, and
so on. Essentialy, contacting someone personally means that
your business breaks through the clutter of all the other market-
ing your customer is bombarded with on adaily basis.

Why, then, is the opportunity to tap into this huge resource as a
marketing method lost time and time again?

Isit because we feel we're already too busy to add anything else
for that customer? Isit because we don’t know how to capture
the all-important customer details needed to make this asset
work for our businesses? For the most part, we don’t set up sys-
tems like this because it seems more important (and sometimes
easier) to concentrate on continually pursuing new prospects,
instead of tapping into the hottest list in town—your customers.

What is the database process?

What is the process then? Simple. Gather names and other
details from every single customer (or soon-to-be customer)

to create your database. In doing so, you'll be building

your most vauable asset. In fact, an asset so valuable

it can be sold. Here are some useful techniques.

Many business owners shy away from creating a
customer database as a tool, thinking it will be
too difficult. Actudly, it could make your life
much easier. (If you already have a customer
database and a process to continually build that
database, bear with us. You might find out how
to improve it and just what it could mean for
your business.) All it involves is a few easy-to-
ask questions about the customer’s name, address,
phone and e-mail to build basic database informa-
tion.

You can also ask questions to track other important infor-
mation, such as the source of your inquiries. (Thisin turn can
help you make better decisions within the framework of your
marketing budget.) For example: "And beforeyou go, can| just
ask, how did you hear about us?' Or "How many people do you
think will be using the [product or service] regularly?'

Other information you can note could be what was purchased
for what cost, and their gender and occupation if you know it.
From there you ask questions that help you glean a better under-
standing of your customer profile — age, income, spending pat-
terns and so on.

Other ways to capture this information is via prize drawings.
Offer to give away something your customers would love to
have, and ask your team members to encourage every customer
to complete an entry form. That can make it fun too!
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Built to Last - The Role Vision Plays...

"Built To Last — Successful Habits of Visionary Companies’
by James Collins and Jerry Porras, is one of the best books ever
written (at least we think so!) on the importance of vision in
building a lasting, successful business. Thereis little doubt that
your starting point to growing your business must be the vision
you have for its future — the way you want your business to be
when it's done, so to speak. Profit goals, staffing needs, what
kind of lifestyle you' d like it to achieve for you and more. How
clear youareadll onthatiscritical. Refer tothelast edition’s arti-
cletitled: ‘Working Backwards Takes You Forward ...Huh?

From there your success may be measured by how well you are
able to communicate that vision to the people who will be help-
ing you achieve it — your team — and how committed you are
to having them and yoursalf work on building your business as
well as serving your customers. Here's what the owner of what
once was a small business has to say about becoming
successful:

"IBM iswhat it is today for three special reasons.

The first reason is thet, at the very beginning, |

had avery clear picture of what the company

would like when it was finaly done. You

might say that | had amodel in my mind of

- what it would look like when the dream
) — my vison — wasin place.

—
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The second reason was that once | had

that picture, | then asked myself how a
company that looked like that would have
to act. | then crested apicture of how IBM
would act when it was finally done.

The third reason that IBM has been so suc-

cessful was that once | had a picture in place of

how IBM would look when the dream was in

place, and how such a company would have to act, |

then realised that unless we began to act that way from the very
beginning, we would never get there. In other words, | realised
that for IBM to become a great company it would have to act
like agreat company long before it ever became one. From the
very outset, IBM was fashioned after the template of my vision.
And each and every day, we attempted to model the company
after that template. At the end of each day, we asked ourselves
how well we did, discovered the disparity between where we
were and where we had committed ourselves to be, and at the
start of the following day, we set out to make up the difference.

Every day at IBM was a day devoted to business devel opment,

not doing business. We didn't do business at IBM, we built one. "
Tom Watson, Founder, International Business Machines
(IBM)
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