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he world today is changing faster than 
we all can ever imagine, and what is 
responsible for the changes we see all 
a round  u s  i s  i nnova t i on .  T he 
technological and other innovative 
changes however requires innovative 

marketing strategies for them to be acceptable to the 
people. Businesses are thus faced with the challenges of  
marketing these innovative products of  the world, 
hence the need to adopt innovative marketing strategies. 
The focus of  attention of  this nineth issue of  Decision 
Review in the third year of  the magazine is most 
appropriate.

In this package, we have “The Best Marketing Strategy 
Isn't Even really Marketing At All” by Jayson Demers 
where the author attempts to convince us that marketing 
is all about making your brand and your products more 
visible to a wider audience in Decision Feature 1. This is 
followed closely by “Stop Spending so much Money on 
Lead Generation and Do This Instead” The article 
made us realise that we are tricked into thinking that we 
want more sales, more leads and more customers. But it 
was able to prove to us that we really don't want more 
sales but more profit we don't want more leads but more 
calls, we don't want more customers, but more people to 
buy our products, come back again and again, and talk 
more about our products to their friends.

In Decision Feature 3, the “7 Dreadful Marketing 
Mistakes to Avoid in 2018” were presented as: (1) Not 
t a k i n g  t h e  l e a p  f r o m  p e r s o n a l i z a t i o n  t o 
individualization, (2) Not following the cardinal 80/20 
Rule, (3) Ignoring retention marketing, (4) Not 
documenting your content-marketing strategy, (5) 
Ignoring new channels and platform, (6) Using small as a 
promotional tool, and (7) Not spending time crafting 
your message. This is also closely followed by “10 
Customer Retention Strategies that Supercharge Your 
Marketing”. These are: (1) Adding Customer 

Innovative
Marketing 
Strategies:

The Way To Go

T
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Relationship Management CRM, (2) Prioritize around 
retention, rather than acquisition strategies, (3) Budget for 
retention strategies, (4) Measure customer value, (5) 
Focus on Service, (6) Send frequent communications, (7) 
Interact on social media, (8) Turn complaints into 
opportunities, (9) Start a frequent shopper program, (10) 
Host an event.

The Decision Brief  Case column presents the 
Morphological Box and Scamper on “Why You Have to 
be Structured to be Creative”. Here Arthur Schopenhauer 
presents to us that the task is not as much to see what no 
one has seen, but to think what nobody has yet thought 
about that which everybody sees.

Management Decision 1 is on “4 Marketing Strategies 
Every Startup Can Afford” the focus of  which says that 
you don’t need to outspend your competition but just 
need to out-think and out-work them. The Executive for 
this Issue is William Babatunde Fowler, the ‘Mr 
Innovation’ of  the Federal Inland Revenue Service who 
brought his magical innovative marketing strategies from 
the Lagos State Internal Revenue Service to up the game 
of  the FIRS in just two years and still waxing stronger. 
The Strategic Humour Column presents seven different 
Executive Jokes on Humanity, Four People, The New 
Firm, Talented Employee, Ten Commandments, A 
Modern Lord’s Prayer, and In the Beginning-Corporate 
Style.

Decision Feature 5 is on “Using New Media as 
Advertising and Marketing Strategy” by Olufemi 
Oguntokun whose conclusion is that the role new media 
plays in advertising and marketing today is enormous 
since social media is now a part of  everybody’s everyday 
life, thus a good avenue that must be included in 
advertising and marketing strategy.

Rethinking Tomorrow Column presents “10 Ways to 
make Your Employees 10 times more productive” These 
could be summarized as what good managers do to help 
each members of  the team to bring out their inner 
superstar. Decision Feature 6 is on “One Simple Diagram 
Your Business Needs to Succeed”. This is presented as 
the Alignment Map that aligns the organization and keep 
everyone focused on the key factors of  success with one 
powerful instrument.

Strategic Repositioning Column is on “How to Do More 
by Doing Less” telling us what tasks to shed and what 
tasks to delegate to others. Leadership Thought 1 talks 
about “3 Strategies for Growing Your Online Business 
Fast”. This article explains that to woo a customer 
requires a sincere devotion to giving people value. 
Management Tips Column asks us “What Really Drives 
Sales Growth and Repeat Business?” It states that the 
answer is neither your prospects (ability to buy) nor how 
great your product or service. Rather, it puts the answer as 
understanding and implementing one strategy: content 

builds relationships, relationships build trust, and trust 
equals sales.

Still under Management Tips Column we present, “5 
Ways to Build Killer Relationships with Customers” as 
communicate, exceed expectations, ask for feedback, 
connect and show appreciation. This is followed by “7 
Keys Steps to a Growth Strategy that works 
Immediately”. These were put as (1) Establish a value 
proposition, (2) Identify your Ideal Customers, (3) define 
your key indicators, (4) verify your revenue streams, (5) 
Look to your competition, (6) focus on your strengths, 
and (7) invest in talents.

Management Affairs Column has “5 Ways to Be More 
Productive in 2018” as (1) take sleep seriously, (2) resist 
the urge to check emails first, (3) develop a personal 
morning routine, (4) commit to writing things down, and 
(5) implement the two-minute rule. The Executive 
Summary 1 is on “Interested in a Performance 
Management System? Establish Trust First”. Executive 
Summary 2 says, “Don't Get Left Behind by the New 
Online Advertising Standards. Executive Summary 3 is 
on “How Marketing and Advertising are Bound to 
Change in 2018”.

In the Book Summaries of  this edition, three books are 
recommended for interested readers and they are: 
Marketing Above the Noise, Visibility Marketing, and The 
Customer Loyalty Loop. 

On a sober note we received with shock the passing onto 
glory of  yet another of  our editorial consultant, Dr. O.J.K 
Ogundele, an Associate Professor of  Entrepreneurship 
and Marketing who passed on at the age of  78 on Friday, 
January 26, 2018 as we were putting finishing touches to 
this editorial. His immense support and contributions to 
this and many other publications will be grately missed. 
May the gentle soul of  the amiable and tireless OJK rest in 
perfect peace.

Muritala Awodun, PhD 
Editor in Chief

...content builds 
relationships, 

relationships build 
trust, and trust equals 

sales.
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arketing is all about making 
your brand (and your products) 
more  v i s ib l e  to  a  w ider 
audience. For decades, it 
referred to a series of  intensive, 
action-based, outbound tactics 

designed to grab new consumers' attentions. 
Advertising was almost synonymous with 
marketing, and marketers constantly searched 
for new ways to go out and grab new customers.

Many of  these tactics, such as direct mail 
marketing, TV ads, and radio spots can still be 
effective, but the best marketing strategy today 
isn't even really marketing at all. Instead of  focusing 
on reaching out to buyers, it's about letting 

The Best 
Marketing
Strategy

 Isn't Even Really

buyers come to you, while maximizing their 
ability to do so—a reversal of  the natural order 
that both brands and consumers can find 
acceptable.

So why has modern marketing deviated so far 
from the traditional model, and how can you 
take advantage of  this?

Modern Distrust of Corporations 
and Advertising
First, you have to understand the average 
consumer's distrust of  corporations and 
advertising. Today's buyers have seen major 
corporations coax the onset of  a full-fledged 
financial crisis and spark a major outcry against 

Marketing At All

M

Jayson DeMers
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income inequality. Consumers are also 
bombarded with more advertisements than ever 
before, all of  which are intended to get people to 
buy something. As a result, they've developed a 
healthy distrust of  corporate brands and 
advertising in general. They feel that modern 
corporations are faceless, and have ulterior 
motives that prevent them from doing what's 
actually in the consumer's best interest. As a 
result, the return on traditional marketing and 
advertising strategies has declined.

Self-Motivated Buyers
Today's consumers also have access to more 
information than ever before. One quick Google 
search can tell you everything you need to know 
about the products you're looking for, the 
brands that offer them, and even what 
considerations you should bear in mind before 
finalizing a decision. Because of  this, more than 
81 percent of  consumers conduct online 
research before buying anything. This 

simultaneously weakens the traditional model of  
marketing and advertising (because users are 
finding this information themselves) and 
strengthens the new, inbound approach.

Inbound Marketing Isn't Marketing
The “inbound marketing” approach is so 
different from the traditional model of  
marketing, I hesitate to describe it as a 
misnomer. The goal is to build your brand up to 
a certain level of  reputation and visibility that 
customers naturally find you when they execute 
their ability and right to research their 
purchasing decisions. It's the difference between 
trying to shove a quarter in someone's pocket 
and placing a shiny quarter directly in their path 
for them to find naturally and less obtrusively.

Types of Inbound Marketing
So how can you make yourself  more available 

and visible to people without going out of  your 
way to do it? There are a handful of  angles here, 
all of  which feed into each other to create 
stronger, mutually beneficial bonds.

· Content marketing. One of  the 
strongest pillars in your inbound 
marketing campaign will be your 
content marketing strategy, in which 
you'll develop an ongoing series of  
a r t i c l e s,  wh i tepapers,  eBooks, 
webinars, podcasts, videos, and other 
forms of  content to inform or 
entertain your consumers. Your subject 
matter here needs to be based on what 
your customers are looking for—not 
just pitches for your products and 
services. Do this, and you'll develop a 
reputation in the industry, and your 
content can serve as fodder for 
visibility in other channels like SEO 
and social media.

· SEO. Search engine optimization 

(SEO) is a collection of  strategies 
designed to help you rank higher for 
relevant queries in search engines. You 
know your users are looking up 
information related to your products, 
so why not get in front of  those 
searches? SEO is complex, but content 
marketing, combined with a strong on-
site optimization foundation, will give 
you a good place to start.

· Social media marketing. Lastly, you 
can build an audience on social media 
by  engag ing wi th  new people, 
providing a steady stream of  content 
upda tes,  and  ne twork ing  wi th 
influencers. Over time, you'll attract 
more attention, and you'll be able to 
syndicate your content posts to earn 
them more views.

The “inbound marketing” approach is so different from the traditional 
model of marketing, I hesitate to describe it as a misnomer. The goal is to 

build your brand up to a certain level of reputation and visibility that 
customers naturally find you when they execute their ability and right to 

research their purchasing decisions.

Decision Review Issue 9, Jan - Feb., 2018
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The Advantages
There are actually several distinct advantages to 
pursuing an inbound strategy over an equivalent 
outbound strategy:

· Increased trust. Because your users 
will be finding you naturally, and not 
because you shoved your messaging 
down their throats, they're going to 
trust you more inherently. This is going 
to increase your initial conversion rates, 
and quite possibly start you off  with a 
more positive, trusting consumer-
brand relationship, increasing your 
customer retention in the long run.

· Lower expenditures. Though not 
always a rule, inbound marketing 
campaigns tend to be less expensive 
than their outbound counterparts.

· Long-term development. Inbound 
marketing doesn't offer a big payoff  at 
first, but it compounds in value over 
t ime as your reputation grows. 
Eventually, its ROI becomes so 
s u b s t a n t i a l  t h a t  a l m o s t  n o 
straightforward ad campaign can match 
it.

Outbound advertising and marketing can still be 
effective if  your messaging, timing, and choice 
of  medium are appropriate for your audience, 
but even an efficient outbound strategy can be 

improved with a complementary inbound wing. 
Inbound marketing will likely evolve further, 
but the basic principle will remain the same; give 
your customers what they're looking for, and 
they'll trust you with more of  their needs.

Outbound advertising 
and marketing can still 

be effective if your 
messaging, timing, and 
choice of medium are 
appropriate for your 

audience, but even an 
efficient outbound 

strategy can be 
improved with a 
complementary 
inbound wing.
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ou're tricked into thinking you want Ymore sales, more leads and more 
customers.

But, you don't want more sales -- you want more 
profit. You don't want more leads -- you want 
more calls. You don't want more customers -- 
you want more people to buy your stuff, come 
back again and again, and talk about how 
amazing you are with their friends.

This is how to become an influencer in your 
industry.

With this outlook, it isn't about the simple want 
of  more, but rather your desire to have a greater 
impact (on their lives and yours). But, this 
doesn't just happen. As human beings, we need 
intimacy and connection. We need to believe 
what we're buying (and who we're buying it 
from) is the real deal.

Yet, if  you're like most entrepreneurs, you 
dedicate most of  your time and money toward 
getting more leads and sales, using the standard 
online marketing tricks to do so.

Always chasing sales, leads and customers 
is not the way to grow a business.

 Lead Generation and Do This Instead

Stop Spending 
So Much Money on

But, what if  you didn't? What if  instead of  
spending so much money on lead generation, 
you spent it on getting in front of  your audience 
more often? Not with the same ad or video, but 
with different pieces of  content each time that 
ensure you remain top of  mind, all the time.

While your competitors are busy putting people 
into one funnel after another, you can prove you 
are the most relevant person in your industry. 
You can seem to appear everywhere in their 
lives: their Facebook feed, inbox, YouTube, 
large publications, Facebook Messenger, 
Twitter, Instagram, etc.

The best part is, this approach will save you 
money because you no longer focus on lead 
generation or webinar registrations, but instead 
on becoming "top of  mind" (which is much 
cheaper).

So, if  you want to know how to become an 
influencer and your industry's "go-to" expert, 
this is how.

While your competitors are busy putting people into one 
funnel after another, you can prove you are the most 

relevant person in your industry. You can seem to 
appear everywhere in their lives: their Facebook feed, 

inbox, YouTube, large publications, Facebook 
Messenger, Twitter, Instagram, etc.

Decision Review Issue 9, Jan - Feb., 2018
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1. Value customers as human, not 

leads.
Your first step to becoming an omnipresent and 
relevant force is to treat your audience as human 
beings, not as leads. Your competitors have set 
the bar so low. You know this already, because 
every time you log into Facebook you're 
bombarded with the same lead-gen driven 
messages.

There's so much content these days that 
everyone panics. Your competitors worry about 
not getting leads and sales, and forget about why 
they want these leads and sales in the first place.

Not you; not if  you want to know how to 
become an influencer in your industry. For this, 
you need to prove you are relevant -- and this 
begins with building a meaningful connection 
with your audience. If  every post, email and 
message you publish is about your products and 
services, you are not treating customers as 
humans. Share your story and life with them, ask 
them questions and invite them to share their 
own thoughts and feedback. Conversations are 
not a one-way street, so start speaking with your 

audience, not at them.

Once you have, you're ready to take them down 
the rabbit hole.

2. Be relevant at the right time.
Here's an idea -- instead of  manipulating your 
audience and using scarcity tactics, how about 
you hit them with the right message at the right 
time (and in the right place)? 

I've been guilty of  this in the past. I've used every 
marketing tactic we're told to use. And although 
they do work, they do not create the long term 
success you crave.

And let's face it, people are onto us. They know 
there aren't 100 seats in your webinar. They 
know you will take their money, even if  the 24-
hour deadline passes. They're not idiots, and you 
need to stop treating them like they are.

Relevance begins with trust. Engage your 
audience, and spark conversations. Listen to 
what they say, and take note of  when they are 
saying it. For instance, before I create any sort of  
guide, product or service, I ask my audience if  
they want it (and invite them to get early access). 

If  engagement is high, I create it. If  not, I create 
new content until I find the most relevant 
"thing" that will help them right now. With this 
approach, you won't have to stoop to scarcity 
tactics ever again, which is when you're ready for 
the next step.

Decision Review Issue 9, Jan - Feb., 2018
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3. Illuminate their pain.
Although you don't need to use scarcity tactics, 
you do need to illuminate your audience's pain, 
and explain why they feel it.

Unlike your competitors, you don't have to 
manipulate them or build on their fear. You 
simply say they hurt, and that there's an 
alternative. I often do this by writing a Facebook 
post that highlights some of  the common issues 
and pains they may be feeling, and what I've 
personally done to change this. You don't need 
to ram it down their throat. Be relevant and 
speak to them (not at them). They are not idiots, 
and if  they are the right person for what you're 
building, they will relate to what you're saying.

Trust builds. Relevance explodes. And all the 
while, you remain a constant force in their lives 
who continues to give, give, give. You are now 
top of  mind, which allows you to complete the 
final step.

4. Show them you can help.
The final piece of  the puzzle is to show your 
audience how you can help. You still need to sell. 
You still need to tell your audience when to buy. 
You still need to push your products and 
services, and you still need to place your 
audience into certain funnels. The difference 
now is, it's easier to complete the process -- in 
fact, you will often find they come direct to you 

and ask, "I'm ready ... what's the next step?"

This happens to me all the time. I publish a short 
post hinting at the offer when a product is 
almost live, and soon have people message me 
to ask how they can buy. They are ready to pull 
the trigger, and just need me to say how.

For most entrepreneurs, this is the hardest part 
of  the process, but with this approach it 
becomes the easiest.

This is not rocket science. You don't have to be a 
genius to do this. But, most people don't (and 
most people won't) because it doesn't bring 
overnight success. But, overnight success does 
not exist!

So, stop begging for leads and treating your 
audience as idiots. Instead, treat them as human 
beings and provide a lot of  value (often). 
Continue to show up with relevance every day, 
and give them the right message at the right 
time. Build trust and illuminate their pain, not 
with scarcity or fear, but with a solution to their 
problem. Finally, show them how you can help -
- they will do the rest.

This is how you become a big fish in a small 
pond, and this is how you become an 
omnipresent and relevant force that sets you 
apart from everyone else. With this approach, 
you become top of  mind.

So, stop begging for leads and treating your audience as idiots. Instead, 
treat them as human beings and provide a lot of value (often). Continue to 
show up with relevance every day, and give them the right message at the 
right time. Build trust and illuminate their pain, not with scarcity or fear, 
but with a solution to their problem. Finally, show them how you can help 

-- they will do the rest.

Decision Review Issue 9, Jan - Feb., 2018
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he marketing landscape is more 
diverse than ever before, with 
marketing strategies spanning 
multiple channels. To stay 
relevant, you must conduct 
marketing audits from time to 

time. With so many tasks to execute, you might 
be walking a fine line and making a few (or 
several) blunders.

At Betaout, we've learned that these mistakes 
can cost you time and money you don't have to 
waste. Avoid these missteps to help keep your 
marketing strategy in sync with your brand 
evolution. 

1. Not taking the leap from 

personalization to 

individualization
Everybody's talking about personalization, but 
marketers still struggle to create meaningful 
customer experiences. The question isn't 
whether you're personalizing your messages -- 
everyone is, to some extent. Answer these 
pressing questions instead:

· Are you s t i l l  doing mass- leve l 
personalization by simply inserting 
your customers' first names?  

· Are you taking individualized insights 
into account? 

Recent research reveals that only 6 percent of  
marketers worldwide report having a single 
customer view across online and offline 
channels. If  you don't fall in this narrow bracket 
(and the odds are slim, really), your marketing 
isn't targeted enough. 

Costly missteps can break your business. Do your bottom 
line (and your customers) a favour by conducting 
a quick audit of your marketing strategy.

 Mistakes to Avoid in 

Dreadful 
Marketing7

2018

2. Not following the cardinal 80/20 

rule
You've no doubt heard the 80/20 rule, also 
known as the Pareto Principle: 80 percent of  the 
effect comes from 20 percent of  the causes. But 
are you using it in your marketing?

Whether your focus is on content marketing, 
social-media marketing or email marketing, 80 
percent of  your effort should be spent providing 
value to your audience. That leaves 20 percent of  
your effort for promotional activity. This keeps 
your audience engaged and builds a long-term 
relationship.
Brand-oriented messages fizzle. Customer-
oriented ones will help you sizzle. 

3. Ignoring retention marketing
Retention marketing should be the backbone of  
your marketing strategy. Why? Two reasons: It's 
easier to sell to someone you've built a 
relationship with, and it's more profitable to sell 
to your existing customers.
Need some convincing? Check out these stats:

· The probability of  selling to an existing 
customer is 60 to 70 percent. The 
probability of  selling to a new prospect 
is somewhere in the 5 to 20 percent 
range. 

· Acquiring a new customer costs six to 
seven times what you'll spend to retain 
an existing one.

Once someone becomes your customer, make 
sure you don't stop marketing to him or her. 
Customer loyalty is hard to come by nowadays. It 
all boils down to creating value so they'll remain 

T
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customers for life.
 

4. Not documenting your content-

marketing strategy
Content marketing currently is your best bet to 
rise above the noise. No wonder it's employed by 
94 percent of  small businesses, 93 percent of  
business-to-business (B2B) companies and 77 
percent of  business-to-consumer (B2C) 
organizations. Now, contrast that with the 
markedly smaller proportions of  groups with a 
written content-marketing plan: 37 percent of  
B2B marketers and 40 percent of  B2C 
marketers. 

Document your content-marketing strategy 
before you start creating stories and other 
materials around your brand. It will make 
content creation and distribution not only easier 
but more effective, too.

5. Ignoring new channels and 

platforms
The most successful companies do what they 
can to leverage every marketing channel. They 
don't just stick with the same old channels and 
strategies. According to a Harvard Business 
School study, retailers that took advantage of  
multiple channels were more profitable than 
those employing only a single channel.

The digital world constantly is evolving. 
Adopting the relevant, emerging marketing 
channels is paramount to connect with your 
audiences.

6. Using email as a promotional 

tool
There was an era in email marketing when 
emails were used solely for promotional 
purposes. Modern professionals know email 
marketing plays a critical role in building trust-
based relationships to engage, convert and 
r e t a i n  c u s t o m e r s .  N e g l e c t i n g  t h e s e 
responsibilities can have serious repercussions 
for any online business. If  you want your email 
marketing to be a success, you need to accept a 
major mindset shift :  Use email  as an 
engagement tool, not a promotional one. 

7. Not spending time crafting your 

message
This is the single-biggest mistake marketers 
make. They simply don't pay enough attention 
to crafting the message before they push it out 
to an audience.

Carefully think through what you want your 
customer or potential client to believe. Whether 
you're writing a blog post, composing an email, 
writing a Facebook status update or creating 
popup copy, every word you write should 
convey your message clearly and convincingly.

When it comes to marketing, it's not just 
channel that matters: it's also the message.

The future of  marketing will be highly complex, 
and it will reward only those who can provide 
meaningful experiences to customers. If  you 
want to succeed in the digital age, you've got to 
get the customer experience right.

The future of marketing will be highly 
complex, and it will reward only those who 

can provide meaningful experiences to 
customers. If you want to succeed in the digital 
age, you've got to get the customer experience 

right.
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any business owners focus on the 
acquisition stage of  the sales funnel 
to the exclusion of  retention. That's 
because people often think of  

marketing as synonymous with acquisition - the 
act of  attracting customers to your business. 
Keeping customers, or retention, should be 
equally if  not more important than acquisition.

According to Bain & Company, it costs seven 
times more to attract new customers than it does 
to keep them. Additionally, if  you retain just 5 
percent of  your customers annually, you can 
generate up to 125 percent more profits. 
Retention strategies truly pay off  in the long run 
and help you build a sound business over time.

Be smart. Create a successful retention strategy 
to convert your new customers into long-term 
customers. Chances are that you too will spend 
less and earn more, the formula for a successful 
business.

The best customer acquisition strategy includes at least equal attention on keeping the customers you already have.

10  
Customer Retention 

Strategies That 
Supercharge Your 

Marketing

In order to build a successful retention 
marketing program, you must rethink how your 
company prioritizes its marketing efforts. To 
shift the focus from acquisition to retention, 
consider:

1. Adding CRM
A CRM system, or customer relationship 
management system, allows you to track, 
monitor and communicate with customers 
using an automated platform. You can 
customize messages to focus on items, issues, 
products or information of  interest to specific 
customers, which helps build retention into your 
communications mix.

2. Prioritize around retention, rather 
than acquisition, strategies
Shift the focus from outbound cold-calling, 
mass  adver t i s ing ,  and genera l  ads  to 
communications with existing customers. Add 

M
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tactics from the list below to your outbound 
marketing mix as part of  your retention efforts, 
and let your team know that they should focus 
on completing these tasks first.

3. Budget for retention marketing
Be sure you include enough budget to support 
retention efforts as much as you have supported 
acquisition in the past.

4. Measure customer value
Track, measure and monitor customer value, 
especially customer lifetime value. Instead of  
measuring individual sales alone, use your 
database to measure sales by customer. 
Customer lifetime value assigns a score to 
customers based on recency, frequency, and 
monetary value of  their purchases. The higher 
the lifetime value, the more you invest in 
retention efforts with that customer, since they 
are considered a 'good' customer for your 
company.

5. Focus on service
The way to retain customers is through excellent 
customer service. Make customer service a 
priority for your team. Empower individuals to 
handle problems promptly, and follow up with 
customers after resolving service tickets to make 
sure there are no loose ends remaining. 
Customers often switch companies based on 
price, but stellar service earns your business 
long-term loyalty.

Now that you understand some of  the basic 
strategies behind retention, let's take a closer 
look at some popular retention tactics. These 
tactics support the strategies listed above and 
will help keep customers coming back to your 
business for more:

6. Send frequent communications
Emails and postcards are inexpensive ways to 
maintain communications with customers. 
Remind customers of  upcoming sales, or drop 
them a simple “thank you” note and coupon to 
encourage repeat business. Remember to only 
send emails to customers who have agreed to 
receive them (opted-in to your email list).

7. Interact on social media
Social media isn't about pushing messages out to 
yo u r  f a n s  a n d  f o l l owe r s.  I t ' s  a b o u t 

communication and engagement. Share, 
comment and thank people when they share 
your posts. Be a frequent, courteous social 
media presence and use a handful of  social 
media platforms really well rather than trying to 
be everywhere at once. It's better to focus on a 
few platforms and work them really well then it 
is to try to be on dozens of  them with limited 
success.

8. Turn complaints into opportunities
Remember that in a retention-driven business, 
service is paramount. Complaints are an 
opportunity to engage with your customers, not 
an annoyance. Use the opportunity to resolve 
the problem fully and to thank them with 
additional services.

9. Start a frequent shopper program
Frequent shopper programs are familiar to 
many customers and can be started with simply 
punch cards or sticker cards. Make rewards easy 
to obtain and friendly to redeem.

10. Host an event
Whether you have an online or an offline 
business, consider hosting an event. Online 
businesses can host podcasts, give-away events, 
“open office” Q & A hours, or special sales. 
Bricks and mortar business can have special 
parties, open house events, guest lectures, new 
product unveilings, and other events at their 
stores. Make some events exclusive for your 
current customers only and you've turned an 
event into a retention tactic.

With these strategies, you can transform your 
business focus from acquisition to retention. 
Continue to add new ideas to your retention 
strategy and be sure to monitor and measure the 
results to see what works best for your new 
marketing direction.

Share, comment and thank people 
when they share your posts. Be a 
frequent, courteous social media 

presence and use a handful of 
social media platforms really well 

rather than trying to be 
everywhere at once.
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nnovation can mean doing something Icompletely new, but it can also mean making 
a new combination of  things that already 
exist. But how is this achieved?

The concept of  morphology stems from the study 
of  biological structures and configurations. In the 
1930's, the Swiss physicist Fritz Zwicky at the 
institute of  technology in California developed a 
problem-solving method using what he called 
morphological boxes, in which a new entity is 
developed by combining the attributes of  a variety 
of  existing entities. This method, which was 
initially applied by Zwicky to jet engine technology, 
also began to be used in marketing strategies and 
the development of  new ideas.

HOW IT WORKS
For the development of  a new car, for example, all 
the relevant parameters (e.g. vehicle type, target 
group) are noted, and as many attributes as possible 
are ascribed to each parameter. This requires 
expertise as well as imagination,, as the aim is to 
create something new out of  something that 
already exists. The result in this case is a two-
dimensional table (although a morphological box 
can have up to four dimensions)

The next stage requires brainstorming: the car has 

Why You Have To Be Structured To Be Creative

to be an SUV,say, but it's also needs to be energy-
efficient and inexpensive to manufacture. Which 
attributes match these requirements? Connect 
your chosen attributes with a line. This new 
configuration of  attributes can form the bases for 
an evaluation of  your desired car. Besides the 
morphological boxes, the SCAMPER checklist 
developed by Bob Eberie will also help you to 
reconfigure an existing idea or product. The 
following key questions are drawn from a 
questionnaire developed by Alex Osborn, Founder 
of  the advertising agency BBDO:

Ÿ Substitute? Substitute People, components, 
materials.

Ÿ Combine? Combine with other functions or 
things.

Ÿ Adapt? Adapt functions or visual appearance.
Ÿ Modify? Modify the size, shape, texture or 

acoustics.
Ÿ Put to other use? Other, new, combine uses.
Ÿ Eliminate? Reduce, simplify, eliminate anything 

superfluous.
Ÿ Reverse? Use conversely, invert, reverse.

The task is not as much to see what no one as yet 
seen, but to think what nobody has yet thought 
about that which everybody sees. Arthur 
Schopenhauer

THE MORPHOLOGICAL BOX AND SCAMPER

CONFIGURATION CONFIGURATION 1 CONFIGURATION 2 CONFIGURATION 3 CONFIGURATION 4 CONFIGURATION 5 CONFIGURATION 6
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Do your products sell themselves?

Having a great product is essential, but that 
alone isn't enough to make your startup 
successful. Aside from your fantastic product, 
you'll also need a stellar marketing strategy to 
grow your startup. But for many entrepreneurs, 
it's simply not realistic to spend a lot of  money to 
acquire new business.

Instead, consider a few of  these cost-effective 
marketing strategies that can help generate early 
successes.

Affiliate marketing
Affiliate marketing is the most cost-effective 
marketing strategy that works. I believe all 
businesses -- regardless of  size -- should adopt 
referral, or affiliate, marketing. I've used it with a 
good deal of  success and put it to work in all my 
online businesses.

Here's how it works: Encourage people to 
recommend your products to others, and pay a 
commission only when someone purchases your 
products through those referrals.

Start by setting up an affiliate program though 
networks such as ShareASale or ImpactRadius. 
You then can promote your affiliate program by 
featuring it prominently on your website and 
inviting customers to join the program. 
Additionally, you can choose the right reward 
structure -- one that's compelling enough for 
your network's members to engage.

Email outreach also can serve as an efficient tool 
when communicating with influencers:

· Create a list of  influencers and experts 
in your industry,

Marketing Strategies 
Every Startup 
Can Afford

You don't need to outspend your competition. 
You just need to out-think and out-work them.

4 
· Send an outreach email requesting they 

try your product for free, and 
· Explain the monetary rewards they 

could earn by referring a user.

Content marketing
According to the Content Marketing Institute, 
nearly 90 percent of  brands use content 
marketing to grow their businesses. It's the 
perfect marketing strategy for startups and small 
businesses because it works within the confines 
of  limited resources.

Even though content marketing is extremely 
popular, not everyone finds success with this 
tactic. Lack of  a documented content strategy is 
one of  the primary causes. Without this crucial 
piece, your efforts will be less effective. As a 
result, you could face significant challenges 
when you attempt to implement content-
marketing tactics.

Streamline your content-marketing process by 
creating an editorial calendar. Identify any 
bottlenecks and evaluate your content planning. 
Measure your strategy's progress, tracking how 
well your content is performing to attract the 
audience.

Do-it-yourself PR
More than 540,000 new businesses launch each 
month. That means you'll encounter some 
serious competition to grab your target market's 
attention. If  you want to generate favorable and 
frequent public-relations mentions, build 
quality relationships with the journalists and 
bloggers in your industry.

Be prepared that you might not always get a 
response when you make your pitch. You can 

16
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increase the likelihood of  getting coverage if  you 
differentiate your pitch so the tone or angle of  
each is exclusive to the journalist and her or his 
publication. Do some research to discover 
which writers or videographers cover which 
aspects of  your industry. Then, tailor your press 
release, teaser, or pitch-by-phone to fit those 
respective beats. Free tools such as Help a 
Reporter Out can assist in your quest to gain 
access to email addresses that belong to 
journalists looking for interviews in your space. 

Piggyback a popular platform
When you're launching a bootstrapped startup, 
the real challenge is coming up with a marketing 
strategy that requires little to no funding. 
Piggybacking another well-grown platform is a 
great strategy to get your product in front of  
potential customers. Airbnb's integration with 
Craigslist is a perfect example of  ad hoc 
integration for user acquisition.

Craigslist doesn't allow integration with any 
third-party services that cross-post listings to the 
site. To build a backlink and attract users, the 
team at Airbnb reverse-engineered how 
Craigslist's forms worked -- then made Airbnb's 
own site compatible with that workflow. Just a 
few clicks allow users to easily cross-post a listing 

to Craigslist while also placing a backlink that 
points to their own site. 

The general rule of  thumb: Find the right 
platform you can leverage to grow your startup 
and create a strategy that works to acquire 
customers.

17

Do some research to 
discover which writers or 

videographers cover which 
aspects of your industry. 
Then, tailor your press 

release, teaser, or pitch-by-
phone to fit those respective 

beats. Free tools such as 
Help a Reporter Out can 
assist in your quest to gain 
access to email addresses 
that belong to journalists 
looking for interviews in 

your space. 
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illiam Babatunde Fowler was 
born to the family of  Professor 
(Dr) and (Chief) Mrs. W.V. 
Fowler both of  Lagos State. He 
studied in the United States of  
America at the University of  

Wisconsin, Whitewater, where he obtained his first 
bachelor's degree with a Bachelor of  Science in 
Economics and a minor in Political Science in 
1978. He completed a second bachelor's degree 
program at California State University, Los Angeles 
and also a Master of  Business Administration 
degree program at California State University, 
Dominguez Hills in 1981.

He started out as a Marketing Intern with Avon 
Products Inc. New York working under the Vice 
President in charge of  Africa. Having completed 
his formal education, he was employed by Johnson 
and Johnson in New Jersey USA, thereafter he was 
transferred to join Johnson and Johnson, Nigeria 
between September 1982 and September 1983.

The Executive

 – FIRS Chairman

WILLIAM BABATUNDE 
FOWLER

W
He made a career change from International 
Finance and Marketing to Banking in January 1984. 
In the banking industry, he had the opportunity to 
work and also head broad and varied areas of  
banking operations and business development in 
two major commercial banks over the next 20 
years.

He joined Commercial Bank (Credit Lyonnais 
Nigeria Limited) in January 1984, where he was 
exposed to all aspects of  International Banking, 
Risk Management, and Clearing Operations. He 
introduced positive reforms as the Treasurer of  the 
bank. He was a foundation member and trustee of  
the now Money Market Association of  Nigeria. 
His banking experience at Commercial Bank 
(Credit Lyonnais Nigeria Limited) came to 
conclusion with his last appointment as the Apapa 
Branch Manager, the first branch of  the bank 
outside the head office.

He left Commercial Bank (Credit Lyonnais Nigeria 
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Limited) in March 1990 to join Chartered Bank in 
April 1990 as a Senior Manager where he spent the 
next 14 years. His initial posting was as Head of  
Branch Network during which he successfully 
grew the bank's branches from two to 11 branches, 
spread over the country within the first five years. 
He was also in charge of  revenue collections for 
both State and Federal agencies, which he grew, 
placing the bank amongst the top three banks in all 
collections. He demonstrated excellence as a 
seasoned banker and administrator until he left the 
organization as a General Manager in March 2004.

Upon leaving the banking industry in 2004, Mr. 
Fowler joined the Lagos State Government and 
was  appo in ted  the  p ionee r  Pe r manent 
Secretary/Executive Chairman of  the Lagos State 
Board of  Internal Revenue on the 24th of  
November 2005, thereby upgrading the office of  
the Executive Chairman to the highest level in the 
Civil Service.

The Board of  Internal Revenue became 
autonomous and self  accounting with the passage 
into law in January 2006 of  the Lagos State 
Revenue Administration Law (the first Revenue 
Board to become autonomous in Nigeria). Mr. 
Fowler was appointed as the pioneer Chief  
Executive Officer of  the Lagos State Internal 
Revenue Service and Executive Chairman of  the 
Lagos State Board of  Internal Revenue.

With this re-engineering, the new Lagos State 
Board of  Internal Revenue (as it is now referred to) 
achieved the following within nine years of  his 
stewardship between 2006 and 2015:

· A sharp increase in Internally 
Generated Revenue (IGR) 
from an average of  N3.6 
Billion monthly as at January, 
2006 to an average of  over 
N23 Billion monthly as at 
June, 2015;

· Improved quality of  service 
delivery to taxpayers;

· Improvement in the use of  IT 
and other modern methods of  
tax administration;

· A n  u n p r e c e d e n t e d 
enlightenment campaign on 
t a x  a d m i n i s t r a t i o n  a n d 
education in Africa.

These reforms made Lagos State the 
only state in the Federal Republic of  

Nigeria that is financially independent of  the 
monthly financial allocation of  revenue from the 
Federation Account and also the only State that 
generates internally, more revenue than the 
monthly allocation from the Federation Account. 
The state is presently able to meet to a 
considerable degree, the enormous demands for 
infrastructure and services from the exploding 
population presently put at over 21 million.

In recognition of  the above, Mr. William 
Babatunde Fowler was awarded Honorary Senior 
Member of  the Chartered Institute of  Bankers of  
Nigeria in 2004, conferred with fellowship 
'Honoris Causa '  by Cer t if ied Board of  
Administrators of  Nigeria in May 2007 and 
Professional Honorary Doctorate Degree in June 
2007 by the Irish International University. He is 
also a Fellow of  both the Chartered Institute of  
Taxation of  Nigeria and Business Management 
Association (UK).

He was appointed Executive Chairman, Federal 
Inland Revenue Service and Chairman Joint Tax 
Board on 18th August, 2015 by His Excellency, 
President Muhammadu Buhari, GCFR, to oversee 
the FIRS and drive the change agenda of  the 
administration in the tax sector. He is currently 
implementing initiatives to improve tax 
compliance and collection in order to meet the 
FIRS tax collection.

Mr. William Babatunde Fowler is happily married 
to Mrs. Rosemary Fowler and they are blessed 
with wonderful children.
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STRATEGIC HUMOUR

Executive Jokes
HUMANITY
Nobody knows the age of  the human race, but 
everybody agrees that it is old enough to know 
better.

FOUR PEOPLE
This is a story about four people named Everybody, 
Somebody, Anybody, and Nobody. There was an 
important job to be done and Everybody was asked 
to do it. Everybody was sure Somebody would do 
it. Anybody could have done it, but Nobody did it. 
Somebody got angry about that, because it was 
Everybody's job. Everybody thought Anybody 
could do it but Nobody realized that Everybody 
wouldn't do it. It ended up that Everybody blamed 
Somebody when Nobody did what Anybody could 
have done.

THE NEW FIRM
A young businessman had just started his own firm. 
He rented a beautiful office and had it furnished 
with antiques. Sitting there, he saw a man come into 
the outer office. Wishing to appear the hot shot, the 
businessman picked up the phone and started to 
pretend he had a big deal working. He threw huge 
figures around and made giant commitments. 
Finally he hung up and asked the visitor, “Can I 
help you?” The man said, “Yeah, I've come to 
activate your phone lines.”

TALENTED EMPLOYEE
A salesman dropped in to see a business customer. 
Not a soul was in the office except a big dog 
emptying wastebaskets. The salesman stared at the 
animal, wondering if  his imagination could be 
playing tricks on him. The dog looked up and said, 
“Don't be surprised. This is just part of  my job.” 
“Incredible!” exclaimed the man. “I can't believe it! 
Does your boss know what a prize he has in you? 
An animal that can talk!” “No, no,” pleaded the dog. 
“Please don't tell him! If  that man finds out I can 
talk, he'll make me answer the phone as well!”

TEN COMMANDMENTS 
The real reason that we can't have the Ten 
Commandments in a Courthouse: you cannot post 
“Thou Shalt Not Steal,” “Thou Shalt Not Commit 
Adultery,” and “Thou Shalt Not Lie” in a building 
full of  lawyers, judges and politicians! It creates a 
hostile work environment!

A MODERN LORD'S PRAYER
Our Father, who shall be termed party of  the first 
part, whose place of  business is in Heaven, 
Hallowed be thy name. Thy Kingdom, pursuant to 
terms and conditions, come. Thy will, duly 
uncontested, be done on earth, inasfar as existing 
statutes permit, as it is in Heaven. Give us this 
Thirty-first day of  December, 2000, our daily 
bread. Forgive us our debts, notwithstanding 
claims, liens and legal costs, as we, who shall be 
termed party of  the second part, forgive our 
debtors. And lead us not into temptation, i.e. sin, 
corruption, greed, gluttony, etc., but deliver us 
from evil, the nature of  which shall be determined 
by the court. For thine is the Kingdom, and the 
Power, and, pending appeal, the Glory forever. 
Amen.

IN THE BEGINNING—CORPORATE 
STYLE
In the Beginning, there was The Plan; but The 
Plan was without form; and man created The 
Procedure.
Darkness was upon the face of  the employees; 
and they were sore afraid; and they looked upon 
their supervisors and cried:
“It is a crock of  dung and stinks to High 
Heaven!”
And the supervisors spake unto the project 
supervisors, saying:
“It is a bucket of  manure and intolerably 
malodorous.”
And the project administrators spake unto the 
section managers, saying:
“It is a vessel of  fertilizer and exceedingly 
strong.”
And the section managers spake unto the 
department directors, saying:
“It promoteth growth and is very powerful.”
And the department directors spake unto the 
company president, saying:
“It augmenteth development and productivity.”
And the company president looked down on The 
Procedure and declared:
“AND IT WAS GOOD!” And so the Plan 
became Policy. This is how Shit Happens.
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he efficiency of  new media in 
disseminating information is 
paramount in this present 
dispensation; New media are 
forms of  media that are native to 
computers, computational and 

relying on computers for distribution. Some 
examples of  new media are websites, mobile 
apps, virtual worlds, multimedia, computer 
games, human-computer interface, computer 
animation and interactive computer installations.

New media are often contrasted to "old media", 
such as television, radio, and print media, 
although scholars in communication and media 
studies have criticized rigid distinctions based on 
oldness and novelty. New media does not include 
television programs (only analog broadcast), 
feature films, magazines, books, – unless they 
contain technologies that enable digital 
generative or interactive processes (Wikipedia).

Advertising and marketing is as old as history 
itself. Advertising has experienced some major 
milestones since the emergence of  the printing 
press in the 1440s, or the huge impact of  
television.

Since its very first beginnings, which are thought 
to date back to steel carvings made by the ancient 
Egyptians, advertising has constantly had to 
adapt and change to suit new mediums and an 
increasingly savvy audience.

But there's been one medium that's had a bigger 
impact on advertising than anything before it 

T which is the wonderful World Wide Web.

The internet has revolutionized advertising in 
the most astounding way. Not only has it 
changed the way ads are broadcast, but it's 
changed the way consumers act towards them.

Theoretical framework
Media Convergence
M e d i a  c o n v e r g e n c e  i s  a  t h e o r y  i n 
communications where every mass medium 
eventually merges to the point where they 
become one medium due to the advent of   new  
communication technologies. The  Media  
Convergence  research  theme  normally  refers  
to entire  production,  distribution,  and  use  
process of  future  digital  media  services  from  
contents production to service delivery  through 
various channels  such  as mobile  terminals,  
digital  TV,  or  the  Internet.

According to the theory of  media convergence, 
very soon, there will be no more need for having 
a television and a computer separate from each 
other, since both would be able  to  do  the  job  
of   the  other,  ultimately  making  both  extinct  
and creating a  new  medium from the synthesis. 

From technical point of  view the core research 
topics include content management (contents 
production, archival, indexing, structuring, 
semantics), service management, and  content  
d e l i v e r y  ( c o n t e n t  a d a p t a t i o n ,  X M L  
technologies). Moreover special research  focus  

AS ADVERTISING AND 
NEW MEDIA 

USING 

MARKETING 
STRATEGY

Olufemi Oguntokun
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is  on  machine-process  able  semantics,  i.e.,  
representing  data  and  knowledge  in  such  a  
way  that  machines  can  "understand"  its  
meaning,  and  developing  algorithmic  
methods  for  creating  intelligent  applications  
based  on  such  representations. 

The  unique  thing  about  television  is  that  
television  is  both  a  medium  and  a  
transmission  system.  That  is  to  say  that  
television  is  used  to  refer  to  the  screen  that  
you watch, as well as what you see on that screen. 
The Internet on the other hand is a system for 
transmitting bits, and is different from the device 
which receives those bits, the computer.  For  
this  debate  we  will  consider  the  content  of   
the  Internet  to  be  primarily  World  Wide  
Web  style  content  and  an  extension  thereof.  
In other words, multimedia pages with dynamic 
content including audio and video clips as well as 
3D scene rendering. Another special focus is on 
user-created content that often is created, 
managed, and distributed by a community of  
users.

Strategies behind Media Convergence
Next to technical concepts postulated which 
should eventually be implemented, media 

convergence is an economic  strategy  in  which  
communications companies seek financial 
benefit by making the various media properties 
they own work together. The strategy is a 
product of  three elements:  

1. Corporate concentration, whereby fewer  
large companies own more and more media 
properties;  
2. Digitization, whereby media content  

produced in a universal computer language can 
be easily adapted for use in any medium; and  
3. Government deregulation, which has 
increasingly allowed media conglomerates to 
own  different  kinds  of   media  (e.g.,  television  
and  radio stations and newspapers) in  the  same 
markets, and which  has  permitted  content  
carriage  companies  (e.g.,  cable  TV  suppliers)  
to  own  content  producers  (e.g.,  specialty  TV  
channels).  The  strategy  allows  companies  to  
reduce  labour,  administrative  and  material  
costs,  to  use  the  same  media  content  across  
several  media  outlets,  to  attract  increased  
advertising by providing advertisers with 
package deals and one-stop shopping for a 
number of  media platforms, and to increase 
brand recognition and brand loyalty among 
audiences through cross-promotion and cross-
selling. At the same time, it raises significantly the 
barriers to newcomers seeking to enter media 
markets, thus l imiting competition for 
converged companies.  

Historically, communications  companies   have   
formed   newspaper   chains  and   networks  of   
radio  and  TV stations to realize  many  of   
these  same  advantages,  and  convergence can 
be seen as the expansion and intensification of  

this same logic.  AOL Time Warner in the United 
States is seen as a model for media convergence. 
Time  Inc.  and  Warner  Brothers  first  merged  
in  1989,  creating  the  world's  largest  media  
and  entertainment  company  with  its  
complementary  properties  in  magazine  
publishing,  music  recording,  film  production  
and  distribution.  AOL  subsequently  bought 
Time  Warner  in  January  2001  in  an  attempt  
to  expand  the  Time  Warner  synergies to the 

The  strategy  allows  companies  to  reduce  labour,  
administrative  and  material  costs,  to  use  the  same  media  
content  across  several  media  outlets,  to  attract  increased  
advertising by providing advertisers with package deals and 
one-stop shopping for a number of media platforms, and to 

increase brand recognition and brand loyalty among 
audiences through cross-promotion and cross-selling. 
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global computer network called the Internet.  

A number of  Canadian media companies have  
moved  in  the  same  direction  since 2000. The 
telephone company BCE Inc., for example, has  
expanded into television, with the purchase of   
the national CTV network; newspaper 
publishing, with the  acquisition  of   The Globe 
and  Mail;  and  new  media,  with  a family  of   
World Wide Web sites. CanWest Global  
Communications Corp. has added  to its national  
Global television network by acquiring 
television stations in Australia, New Zealand, 
Ireland and Northern Ireland, daily and weekly   
newspapers across Canada, film and television 
production and distribution properties in  
Canada, the U.S. and Great Britain, radio  
stations  in  Canada  and  New  Zealand,  and  a  
national  Internet  portal.  

Quebecor Inc. has newspapers, magazines and 
book publishing companies, the cable TV  and  
Internet  service  provider  Videotron,  six  of   
ten  stations  in  the  TVA  French-language 
television network, the Radiomedia radio 
network and the CANOE Internet portal.    
Besides being Canada's largest  cable television    
provider, Rogers Communications Inc. is  
involved  in  television  broadcasting,  wireless  
telephone service, magazine publishing and 
video sales and rentals.  

While most of  the  promised  financial  benefits  
of  convergence have yet to be realized by  media  
owners, some  of   the  social  costs are already  
apparent. Media content  is  increasingly treated  

as a product like any other, and notions of   
public service take a back seat to private  
enterprise.  

Persuasion Theory
Understanding the effect of  advertising -- 
whether positive or negative -- on its audience is 
the focal point of  persuasion theory. Early 
interest in building a body of  knowledge about 
persuasion theory can be traced to Yale 
University and psychologist Carl I. Hovland, 
who conducted studies there during the 1940s 
and '50s. Mr. Hovland was credited with 
undertaking the first systematic research 
projects on learning and attitude change. He and 
his peers, Icek Ajzen, Martin Fishbein, Milton 
Rosenberg and Wilbur Schramm, are credited 
with creating the discipline of  persuasion 
theory.

Mr. Hovland's "Message Learning Theory" 
posits that the more people learn and remember 
from an ad, the more persuasive the ad will be. 
His research was designed around the step-by-
step process through which people are 
persuaded: attention, comprehension, yielding 
and retention of  the message.

Practical guidelines suggested by message 
learning theory include, for example, that 
repetition of  a message increases learning; 
commercials "wear out" faster among serious 
TV users; and commercials that employ brand 
users as the message source wear out more 
s l ow l y  t h a n  do  th o se  t h a t  u s e  o n l y 
straightforward claims and basic support.
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"Source characteristics" themselves were 
another major research track within message 
learning theory, and Mr. Hovland and his 
colleagues argued that the source of  the 
message had a huge persuasive impact on 
audiences. They believed that audiences evaluate 
a source using two independent characteristics -- 
the degree to which the speaker is perceived to 
be an expert on the topic and the degree to 
which the speaker is perceived to be trustworthy.

Message learning theorists also investigated 
characteristics inherent in the receivers of  
messages, seeking to determine if  certain 
audience segments -- once separated from the 
general population on the basis of  personality 
traits or demographic characteristics -- are more 
readily persuaded by advertising than other 
groups.

Finally, research into the characteristics of  
communication channels -- TV, radio, 
newspapers, magazines and billboards, among 
others -- suggested that, for example, radio was a 
poor choice for an advertiser seeking to convey a 
message that is difficult to comprehend.

Self-persuasion theory
In contrast, in self-persuasion theory, the degree 
of  persuasion is linked to the way receivers 
become involved with and react to the message. 
Those following this school of  thought contend 
that receivers become involved with an ad and 
elaborate on the message. They take an active 
role in establishing the advertisement's meaning 
and persuading  themselves to bolster, accept, 
distort, derogate or reject the advice contained 
in the message.

The elaboration-likelihood model proposed by 
Richard E. Petty and John T. Cacioppo in 1986 is 
an example of  self-persuasion theory. It posits 
three forces that cause receivers to elaborate in 
one of  two ways when processing an ad. Here 
the term "elaboration" implies issue-relevant 
thinking about such aspects of  the ad as its 
topics, arguments, implications, consequences, 
promises and executional elements.

The three forces are motivation (i.e., the need 
for information about brand-based benefits), 
the ability or expertise to grasp the arguments 
and the opportunity to process benefit-based 
claims. The two routes that receivers can 

elaborate on are the central and the peripheral 
routes.

If  receivers have the motivation, ability and 
opportunity to process information, they will 
follow the central route in processing the 
information, elaborating rationally on such 
direct benefit-based claims as gas mileage or 
trunk space when dealing with the purchase of  a 
car, for example. Conversely, receivers will 
elaborate on peripheral cues (e.g., the setting, 
originality, humor and feelings conveyed) in an 
ad when they lack the motivation, ability and 
opportunity to judge rational, benefit-based 
appeals.

This model highlights the central premise of  
self-persuasion theory; persuasion depends on 
the involvement that receivers attach to the 
message.

Persuasion theory has borrowed much of  its 
foundation from other academic fields, 
especially the behavioral sciences. Three widely 
used learning theories taken from the behavioral 
sciences are classical conditioning, instrumental 

The three forces are 
motivation (i.e., the need 

for information about 
brand-based benefits), 

the ability or expertise to 
grasp the arguments and 

the opportunity to 
process benefit-based 

claims. The two routes 
that receivers can 

elaborate on are the 
central and the 

peripheral routes.
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learning and social learning theory. Common to 
these theories is the view that learning is a 
process by which human behavior is acquired or 
changed through events in one's environment. 
Moreover, an explicable or predictable 
relationship exists between stimuli and 
responses. Learning theory produced several 
implications for advertising strategists:

· Individuals differ in their ability, 
readiness and motivation to deal with a 
persuasive message.

· Re i n f o r c e m e n t  i s  h e l p f u l  i n 
establishing response.

· Active participation is better than 
passive participation.

· Meaningful responses to messages are 
learned more easily than meaningless 
ones.

Other insights
Advertisers have also benefited from insights 
unearthed by attribution theory and the theory 
of  reasoned action. Attribution theory 
underscores the importance of  causal inference, 
or a person's "perception of  why things occur"; 
the chain of  events and consequences are 
important.

Causal meaning is essential in advertising for 
several reasons. Source credibility is strongly 
influenced by the type of  causal inference 
receivers make concerning why the speaker is 
advocating a particular position. Causal 
attribution strives to explain why and how 
people make inferences about their own 
attitudes and reasons for their behavior. The 
types of  causes that receivers see underlying 
events have a significant impact on how 
customers react to a company.

Attribution theory was used to better 
understand the effectiveness of  positive and 
negative claims in advertising. Research has 
shown that the believability of  some product 
claims and the credibility of  a message are 
increased by disclaiming superiority across 
brand attributes, especially when disclaiming 
superiority on criteria of  little importance to 
buyers.

In a different vein, attitude theory was applied to 
advertising because experts originally believed 
that attitudes precede and influence purchase. 

Attitude theorists sought to uncover directives 
on the best ways to create, shape and reinforce 
attitudes, believing that if  positive attitudes 
could be created, actions desired by advertisers 
likely would follow.

The theory of  reasoned action contends that 
behavior is rational and rarely caused by only 
one or two beliefs. This theory views attitude, 
defined as a predisposition to respond either 
positively or negatively to an object, as an overall 
factor that includes multiple beliefs about 
several salient and deterministic attributes. In 
contrast to the feelings-based behavior noted in 
the elaboration-likelihood model, reasoned 
action posits that an intention to behave is 
purposeful, goal-oriented and unaffected by 
feelings and emotions. Choice is reasoned and 
based on sound judgment; it may be influenced 
by one's intention to comply with the norms of  
others.

Attitude research findings, when combined with 
the directives uncovered from research into 
information processing, provide advertisers 
with food for thought as they create their 
messages. Because not all attributes are equally 
important to an audience, advertisers are urged 
to emphasize salient benefits of  their products 
or services.

Audiences will often reject objects that fail to 
offer salient attributes, although these attributes 
are not always strong enough to cause choice. 
Choice, instead, tends to depend on the 
evaluation of  deterministic attributes since they 
are most highly sought by the audience.

Benefits of Social Media Marketing
1. Increased Brand Recognition. 

Every opportunity you have to 
syndicate your content and increase 
your visibility is valuable. Your social 
media networks are just new channels 
for your brand's voice and content. 
T h i s  i s  i m p o r t a n t  b e c a u s e  i t 
simultaneously makes you easier and 
more accessible for new customers, 
and makes you more familiar and 
recognizable for existing customers. 
For example, a frequent Twitter user 
could hear about your company for the 
first time only after stumbling upon it 
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in a newsfeed. Or, an otherwise 
apathetic customer might become 
better acquainted with your brand after 
seeing your presence on multiple 
networks.

2. Improved brand loyalty. According 
to a report published by Texas Tech 
University, brands who engage on 
social media channels enjoy higher 
loyalty from their customers. The 
report concludes “Companies should 
take advantage of  the tools social 
media gives them when it comes to 
connecting with their audience. A 
strategic and open social media plan 
could prove influential in morphing 
consumers into being brand loyal.” 
Another study published by Convince 
& Convert found that 53% of  
Americans who follow brands in social 
are more loyal to those brands.

3. More Opportunities to Convert. 
Every post you make on a social media 
platform is an opportunity for 
customers to convert. When you build 
a following, you'll simultaneously have 
access to new customers, recent 
customers, and old customers, and 
you'll be able to interact with all of  
them. Every blog post, image, video, or 

comment you share is a chance for 
someone to react, and every 
reaction could lead to a site visit, 
and eventually a conversion. Not 
every interaction with your brand 
results in a conversion, but every 
positive interaction increases the 
l i ke l i hood  o f  an  even tua l 
conversion. Even if  your click-
through rates are low, the sheer 
number of  opportunities you have 
on social media is significant. And 
as I pointed out in my article, “The 
Four Elements of  Any Action, 
And How To Use Them In Your 
Online Marketing Initiative,” 
“opportunity” is the first element 
of  any action.

4. Higher conversion rates. Social 
media marketing results in higher 
conversion rates in a few distinct 
ways. Perhaps the most significant 
is its humanization element; the 
fact that brands become more 
humanized by interacting in social 
media channels. Social media is a 
place where brands can act like 
people do, and this is important 
because people like doing business 
with other people; not with 
companies.

DECISION FEATURE 5
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Additionally, studies have shown that 
social media has a 100% higher lead-to-
close rate than outbound marketing, 
and a higher number of  social media 
followers tends to improve trust and 
credibility in your brand, representing 
social proof. As such, simply building 
your audience in social media can 
improve conversion rates on your 
existing traffic.

5. Higher Brand Authority. Interacting 
with your customers regularly is a show 
of  good faith for other customers. 
When people go to compliment or brag 
about a product or service, they turn to 
social media. And when they post your 
brand name, new audience members 
will want to follow you for updates. The 
more people that are talking about you 
on social media, the more valuable and 
authoritative your brand will seem to 
new users. Not to mention, if  you can 
interact with major influencers on 
Twitter or other social networks, your 
visible authority and reach will 
skyrocket.

6. Increased Inbound Traffic. Without 
social media, your inbound traffic is 
limited to people already familiar with 
your brand and individuals searching 
for keywords you currently rank for. 
Every social media profile you add is 
another path leading back to your site, 
and every piece of  content you 
syndicate on those profiles is another 
opportunity for a new visitor. The more 
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quality content you syndicate on social 
media, the more inbound traffic you'll 
generate, and more traffic means more 
leads and more conversions.

7. D e c r e a s e d  M a r ke t i n g  C o s t s 
According to Hubspot, 84% of  
marketers found as little as six hours of  
effort per week was enough to generate 
increased traffic. Six hours is not a 
significant investment for a channel as 
large as social media. If  you can lend 
just one hour a day to developing your 
content and syndication strategy, you 
could start seeing the results of  your 
efforts. Even paid advertising through 
Facebook and Twitter is relatively cheap 
(depending on your goals, of  course). 
Start small and you'll never have to 
worry about going over budget—once 
you get a better feel for what to expect, 
you can increase your budget and 
i n c r e a s e  y o u r  c o n v e r s i o n s 
correspondingly.

8. Better Search Engine Rankings. 
SEO is the best way to capture relevant 
traffic from search engines, but the 
requirements for success are always 
changing. It's no longer enough to 
regularly update your blog, ensure 
op t im ized  t i t l e  t ag s  and  meta 
descriptions, and distribute links 
pointing back to your site. Google and 
other search engines may be calculating 
their rankings using social media 
presence as a significant factor, because 
of  the fact that strong brands almost 
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always use social media. As such, being 
active on social media could act as a 
“brand signal” to search engines that 
your brand is legitimate, credible, and 
trustworthy. That means, if  you want to 
rank for a given set of  keywords, having 
a strong social media presence could be 
almost mandatory.

9. Richer Customer Experiences. 
Soc ia l  med ia ,  a t  i t s  core ,  i s  a 
communication channel like email or 
phone calls. Every customer interaction 
you have on social media is an 
opportunity to publicly demonstrate 
your customer service level and enrich 
your relationship with your customers. 
For example, if  a customer complains 
about your product on Twitter, you can 
immediately address the comment, 
apologize publicly, and take action to 
make it right. Or, if  a customer 
compliments you, you can thank them 
and recommend additional products. 
It's a personal experience that lets 
customers know you care about them.

10. Improved Customer Insights. Social 
media also gives you an opportunity to 
gain valuable information about what 
your customers are interested in and 
how they behave, via social listening. 
For example, you can monitor user 
comments to see what people think of  
your business directly. You can segment 
your content syndication lists based on 
topic and see which types of  content 
generate the most interest—and then 
produce more of  that type of  content. 
You can measure conversions based on 
different promotions posted on various 
social media channels and eventually 
find a perfect combination to generate 
revenue.

These are the benefits of  sustaining a long-term 
social media campaign, but if  you're still 
apprehensive about getting started, consider 
these points:

· Your Competit ion Is Already 
Involved. Your competitors are already 
involved on social media, which means 

your potential social media traffic and 
conversions are being poached. Don't 
let your competitors reap all the 
benefits while you stand idly by. If, 
somehow, your competition is not 
involved on social media, there's even 
more of  a reason to get started—the 
field is open.

· The Sooner You Start, the Sooner 
You Reap the Benefits. Social media 
is all about relationship building, and it 
tends to grow exponentially as your 
followers tell their friends, and their 
friends tell their friends, and so on. 
The sooner you start, the sooner you'll 
be able to start growing that audience.

· Potential Losses Are Insignificant. 
Realistically, you don't have anything 
to lose by getting involved in social 
media. The amount of  time and 
money it takes to create your profiles 
and start posting is usually minimal, 
compared to  other  market ing 
channels. Just six hours a week or a few 
hundred dollars is all it takes to 
establish your presence.

Conclusion
The role new media plays in advertising and 
marketing is enormous, social media is now part 
of  everyday human life and is a good avenue 
that must be included in advertising and 
marketing strategy although the conventional 
media cannot be ruled out but it can 
complement  each  o ther  in  r ea l i z ing 
organizational goal and objective.
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s a manager, one of  your biggest 
responsibilities is to inspire other 
people to be the best versions of  
themselves. If  done well, everyone 
on your team will not only be more 

productive and efficient, but also happier with 
their jobs. One of  the hardest challenges, 
especially for new managers, is to balance this 
leadership mindset (focusing on helping other 
people) while still finding ways to get your own 
work done.

Whether you have read countless leadership 
books, have been managing others for a long 
time or got thrust into a position ill-prepared, 
leading employees and empowering them to do 
good work is an art that can be learned just like 
programming skills or riding a bike.

 Ways to Make 
Your Employees 10x

Good managers help each member of the 
team bring out their inner superstar.

10
More Productive

While there is no prescriptive and guaranteed 
method to become the "best leader ever," there 
are many actionable things you can do to ensure 
your employees are constantly headed in the 
right direction. Here are 10 tactical ways to help 
your employees be more productive -- a great 
foundation for future leadership success.

1. Be yourself
There is no replacement for authenticity. People 
can sense fakeness! Having to put on a face with 
your employees every day can not only lose their 
trust, but it also makes work less enjoyable for 
you.

There's no need to overcompensate with certain 
leadership styles based off  of  how other people 
lead -- especially if  it is out of  your comfort 

A
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zone. Behaving in a manner that is consistent 
with your beliefs and values will give you more 
energy each day and it will send a message to 
your employees to be themselves.

2. Create a culture of transparency 
and feedback
While many managers are afraid to do this, 
admitting when you are wrong is crucial to 
building an honest and transparent culture 
where everyone can feel free enough to be their 
best at work. For me, this starts at the highest 
level. So if  you're the CEO, learn to admit when 
you're wrong.

Sometimes, as we sit in a leadership role, we 
think have to demonstrate control and always be 
right. Yet, it actually shows more courage to 
admit when you don't know the answer or that 
you made a mistake. Doing so will establish a 
layer of  transparency with your employees and 
promote a culture of  learning. In the long view, it 
will allow you to change your ideas and 
tendencies without needing to maintain your 
ego.

3. Get to know each individual
It's hard to remember that Jan told you her 
daughter broke an arm and that Jose's father-in-
law was in town for the weekend. Following up 
on the little things every Monday morning 
demonstrates a genuine care for your employees.

Asking about something that you know has been 
going on in someone's life or checking in on 
someone when they seem a bit down can build a 
stronger connection between you and every 
team member.

With this connection will come an opportunity 
to understand what motivates your employees, 
what they enjoy doing and what they are working 
toward. When an employee knows that their 

boss cares about their success, they'll have more 
motivation to work and they'll feel an obligation 
to work hard for you. Plus, it will make it easier to 
give constructive feedback when they know you 
have their best interests at heart.

I personally go on daily walks twice each day 
during work hours. I typically invite two or three 
people for each walk. This helps me get to know 
people with my busy schedule. Make time for it.

4. Appreciate good work
Giving recognition for work that was is lacking 
can set a bad precedent. While the line can 
sometimes be hard to draw, being attentive to 
the effort, growth and output of  your 
employees will allow you to give them proper 
recognition.

Many employees are so caught up in their own 
worlds and won't give each other the recognition 
they deserve, so being the one to applaud good 
work can keep motivation levels high and show 
much needed recognition.

You'll be surprised how much a "good job" goes 
with some people. It can make the difference 
between a happy and productive employee vs. 
someone who leaves your company.

5. Empower them with the best 
technology
People often spend hours on tasks that can be 
automated or highly sped up with technology. 
Most of  the time, it's actually cheaper to pay for 
things like calendar automation than it is to 
schedule meetings manually. There are solutions 
for many things today that you might not even 
know exist.

Take a look at the tasks employees are doing, 
especially the monotonous ones that bother 
them. Spending the time to find solutions that 

Sometimes, as we sit in a leadership role, we think have to 
demonstrate control and always be right. Yet, it actually shows 
more courage to admit when you don't know the answer or that 

you made a mistake. Doing so will establish a layer of transparency 
with your employees and promote a culture of learning. In the long 

view, it will allow you to change your ideas and tendencies 
without needing to maintain your ego.
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can automate or speed up those tasks will not 
only make them more productive, but also a lot 
happier.

6. Encourage risk taking
If  there were a 40 percent chance that a project 
one employee could take on would fail and a 60 
percent chance it would succeed, then the 
decision to pursue the project will be largely 
based on their perception of  the risk of  failure. 
In a culture where failure is met with harsh 
criticism and fear of  being fired, these 60/40 
decisions that, overall, would benefit a company, 
won't be enacted.

Employees face decisions like these daily on 
whether to try something a bit more ambitious 
than the norm. Encouraging this risk taking will 
not only make employees more confident and 
autonomous, but it will yield more output within 
a culture of  innovation.

7. Get everyone behind the mission 
and keep them there
One of  the biggest challenges at a company, 
especially as it grows, is keeping each employee 
excited about the work that they're doing. When 
people are working intrinsically and feel like the 
work that they are doing is the best possible way 
that they could be spending their life at the 
moment ,  the i r  output  i s  going to be 
exponentially higher.

If  they're basing part of  their self  concept on 
the work that they are doing and they care deeply 
about it, then each day they will be coming into 
work with the energy to give it all they have.

8 .  G i v e  p e o p l e  f r e e d o m  a n d 
autonomy
If  people feel like they have to be doing their 
work in a particular way, have to wear certain 

things in the office, and can't be themselves, they 
are going to be less happy and productive.

Having honest conversations about the type of  
work they want to do, encouraging employees to 
take a goal or idea and run with it, and letting 
them revolve their work around the lifestyle they 
want can create momentum in the office -- 
encouraging employees to work harder on what 
they enjoy most.

9. Push people to do what they don't 
think they can do
Autonomy is important, but without an overall 
sense of  guidance, people might spend 
significant time trying to figure out what they 
actually should be doing.

Checking in and challenging them to ask 
questions like "why am I working on this 
particular thing? What else can/should I be 
working on? Is what I'm doing the best use of  
my time right now and is there a way to do this 
more efficiently?" can help accelerate their 
learning and productivity.

10. Hire the best people
It goes without saying, but in an ideal world you 
can hire people that are very passionate about 
the work they are doing, know how to deal with 
ambiguity, and know how to push themselves.

Often it's not the case that everyone on your 
team is a shining star. Part of  being a manager is 
helping to bring these superstar qualities out of  
normal people. That being said, knowing when 
the person isn't a good fit and cutting ties is 
critical. No matter what tactics you employ, 
there are certain people that will never be a great 
fit in certain jobs.
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very company wants maximum 
return on its investment in 
human capital. This requires 
m a t c h i n g  t a l e n t s  w i t h 
responsibilities and making sure 
people use their time effectively. 

It should also mean that people are given the 
opportunity to offer their best creative input and 
leverage their strengths through collaboration. 
Perhaps most importantly it could mean 
working towards the same goals expressed in 
measureable terms with a clear line of  sight to 
the company vision.

How do you achieve this? A practical way is the 
individual scorecard that measures the added 
value of  the job, provides a way of  tracking 
progress, and keeps the individual focused on 
important priorities. The individual scorecard is 
a highly valuable instrument that complements 
the company's business scorecard. While the 
business scorecard measures the performance 
of  the company, the individual scorecard is the 
report card of  the performance of  the 
individual.

But, how is the individual scorecard created? Do 
people just convert their job descriptions into 

 Your Business Needs to Succeed
Align your organization and keep everyone focused on the key 

factors of  success with this one powerful instrument.

One Simple 
Diagram

measurable indicators to build their scorecards? 
Although this could be an option, it is a poor 
one with significant disadvantages. First, many 
job descriptions are vague, and converting them 
into measureable indicators supported by hard 
data is challenging. Second, indicators defined 
through this option tend to crowd the scorecard 
with too many factors that rob jobholders of  
the focus they need. Third, this option could 
create overlap of  goals across functions and 
across levels of  the organization.

The answer to creating effective individual 
scorecards that maximize the benefits of  your 
human capital is to first create an alignment 
map. The individual scorecard is one of  the 
valuable byproducts of  the alignment map.

What is the Alignment Map?
The alignment map is the byproduct of  a 
creative process, expressed in a diagram that 
connects your company's present to the future. 
It is a navigation chart that is adjusted to 
consider changes in key conditions that affect 
your company's growth and profitability and is 
created independently of  your organization 
chart.

E

The answer to creating effective individual scorecards 
that maximize the benefits of your human capital is to 

first create an alignment map. The individual 
scorecard is one of the valuable byproducts of the 

alignment map.
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To construct an alignment map, begin by placing 
your company's mission and vision at its center. 
On its left is your vision tree, the indicators that 
measure your company's vision. On its right is 
your strategy tree, the indicators that measure 
your strategic execution.

As your vision is delivered through processes 
you have established, the left side represents the 
outcome measures of  your existing processes. 
The right side represents your strategy for 
establishing new processes for the future. The 
left side is actually your company's business 
scorecard with Performance Indicators (KPIs) 
of  your business tracking how your processes 
are performing towards your vision. The right 
side is your strategy map with strategic initiatives 
that deliver your competitive and growth 
strategies. The right side tracks how you are 
progressing in your strategy execution. Both 
sides show indicators of  progress.

How does the Alignment Map relate 
to individual scorecards?
It is the framework that makes the definition 
possible. Defining individual scorecards from 
the alignment map requires a simple three-part 
methodology.  First, assign progress indicators 
from the left side of  the map to the person at the 
lowest appropriate level in the organization who 

has the greatest impact on the indicator. 
Second, assign progress indicators from the 
right side of  the map to the person at the highest 
appropriate level in the organization who has 
the greatest impact on the indicator. Third, 
define the role of  the individual, direct 
influence, cross-functional influence or 
management influence, that person has on 
improving the indicator. The logic of  this 
methodology, once understood by everyone, 
facilitates the ownership of  the scorecard by the 
individual. Discussion of  coherence of  goals 
and reaching consensus take place once the 
indicators in the scorecards are defined.

Why do you need the Alignment 
Map?
In addition to serving as the mechanism for 
defining individual scorecards, there is another 
equally important and impactful role of  the 
map. It gives your executive team a visual 
picture, supported by data, of  the company's 
performance (on the left) and the strategic path 
to its future (on the right) driven by its mission 
and vision (the center). This simple diagram 
provides an important focus on three vital areas 
and enables you to monitor your company's 
health, performance, and future orientation. 
You can capture learning and adjust your course 
for a more successful future.

DECISION FEATURE 6
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ike many entrepreneurs, I have a 
low attention span and a great 
number of  interests, causing just 
about everything to stick to my 
snowball as it rolls down the hill. 

One of  the questions that I need to continually 
ask myself, therefore, is, What can I shed? It's 
important for me to be constantly shedding the 
interesting but not necessarily urgent or 
important tasks that I seem to pick up 
unknowingly along the way. The concept of  
doing the very most important things and not 
wasting any time on anything that's even 
marginally important, is the art and science of  
shedding, and will help you do more by doing 
less.

It seems to go against the Puritan work ethic with 
which we were raised that we should even think 
about doing less. But, I've seen this proved in 
client after client that, by focusing on a much 
shorter list of  much more important tasks and 
initiatives, you can actually accomplish more.

Most people when they're promoted drag with 
them everything they used to do into the new 
job, along with everything they've been 

 by Doing 

What tasks can you shed or delegate to others?

How to Do

MORE
LESS

L
promoted to do. This tends to happen even in 
the highest positions, such as among presidents 
or CEOs, in part because it's a habit and they 
tend to be ultra-responsible and ultra-
conscientious, and also because they have not 
honed the art of  delegation.

To practice the art of  shedding, consider first 
your effective hourly rate, or EHR, which can be 
determined by dividing your net annual business 
income before interest, taxes and depreciation, 
by the number of  hours you work a year. So, for 
example, if  you're making $200,000 a year and 
you work 2,000 hours, then your effective hourly 
rate is $100 an hour.

Now that you have calculated your effective 
hourly rate, delegate or shed all tasks that 
someone else can do better, faster and cheaper. 
For example, at $100 an hour, you shouldn't be 
doing clerical work that you can hire someone 
else to do for $20 an hour.

Again, the key is this: Once you've calculated 
your effective hourly rate, delegate, outsource or 
shed your tasks to others who can do them 
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better, faster and at a lower effective hourly rate, 
freeing up your time to do the things that only 
you can do.

So, how do you identify which tasks 
to keep and which to shed?
Take a daily inventory of  all the tasks you 
perform over a typical week. If  you can't do a 
week, then try for at least three days. After 
which, reflect on your list of  tasks and identify 
the most important ones for which you are 
uniquely gifted.

As an example, one of  my clients owns a 
successful real estate development company. 
After tracking his daily activities for a week, he 
discovered that there was one thing he was doing 
that had the biggest impact on his business. That 
activity was driving around and looking at land. 
He had a particular gift for sizing up a property's 
potential.

Approximately 95 percent of  all his other 
activities were then delegated or outsourced to 
people who could do them better, faster and 
cheaper, or were deemed unnecessary and 
abandoned entirely. By focusing exclusively on 
where he can provide the most value, his 
company's profits have soared.

Once you've assembled your list of  tasks you do 
on a daily or weekly basis, you'll find two or three 
tasks for which you are uniquely qualified and 
enjoy doing. The more you are doing these two 
to three tasks and the less you're doing of  tasks 
that others can do better, faster and cheaper, the 
quicker you'll grow your business.

For small and medium-sized businesses, it may 
seem logical for the owner, founder or president 
to wear lots of  different hats and perform lots 
of  different duties. While it's certainly true that 

the founder needs to be fluent with all aspects of  
her business, it is actually detrimental to her 
business for her to be doing too many tasks.

I use the analogy of  putting rocks, pebbles and 
sand into a glass vase. The only way you can get 
all of  them in that vase is by putting in the big 
rocks first, the pebbles second and the sand last. 
If  you try to put the sand in first, followed by the 
pebbles, the big rocks won't fit. What we need to 
have at any one point in our business careers is a 
couple of  rocks that we focus on daily, and on 
which we spend the vast majority of  our time. 
Once we do that, we will still be able to 
accommodate a few smaller pebbles and even a 
little sand, but we really strive to have as many 
rocks, or in other words tasks, that are worthy of  
our effective hourly rate and that reflect the 
special talents and gifts that we have.

In Gary Keller's book The One Thing, he teaches 
that there's one thing that will do the most for 

your company or initiative at any given moment. 
There's one activity you can be doing right now 
that will knock down more dominoes or have 
more total impact on your business than any 
other. By focusing on that one thing, you will 
move your company much farther, much faster 
and much more profitably.

So, I invite you to do the shed exercise and to be 
conscious and deliberate about how you're 
spending your time for ideally a full work week, 
and then take stock. Find out where you are 
really spending your time and how many hours a 
week you're spending on tasks that could easily 
be delegated or forgotten about altogether, and 
delegate, outsource or shed them. By doing so, 
you'll be doing less of  what you shouldn't be 
doing, and more of  what you should. In other 
words, you'll be doing more by doing less.

Once you've assembled your list of tasks you do on a daily or 
weekly basis, you'll find two or three tasks for which you are 

uniquely qualified and enjoy doing. The more you are doing these 
two to three tasks and the less you're doing of tasks that others can 

do better, faster and cheaper, the quicker you'll grow your business.
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ay Abraham is one of  the world's 
leading business consultants and 
mentors to people like Tony 
Robbins, Daymond John, Joe 
Polish, Stephen R. Covey and 
Russell Brunson. Over the years, 

he's built and scaled eight- and nine-figure 
businesses, and is constantly sought after by 
some of  the most successful companies to help 
grow their businesses fast.

I recently spoke to Abraham about the ways in 
which he grows an online business, and what he 
told me was that it boiled down to three primary 
strategies applicable to growing any business, 
whether it's online or offline. Most people who 
struggle with this know that it's hard to grow or 
scale a business.

They think that to grow a business, they need 
major capital or funding. While that might help, 
it's also a shortcut that doesn't always pan out. 
Sometimes, having the coffers filled can actually 
sidetrack you. Instead of  looking for ways you 
can become profitable, you look for ways to 

 Your Online Business Fast

Strategies 
for Growing3 Wooing customers requires a sincere 
devotion to giving people value.

grow by spending more.

The answer to growth is not in merely scaling 
out your spend. It doesn't equate to having more 
employees or a bigger office or any of  those 
things for that matter. The best way to actually 
do this is organically by bootstrapping. If  you're 
a solopreneur or running a small business, then 
this information is integral to your own growth.

Rather than trying to spend more, you have to 
focus on conversions. Conversions are at the 
heart of  any business. If  you don't have an offer 
that converts, or the cability to track those 
conversions, then you're wasting your time. You 
can't scale by any measure without a properly 
converting offer in your business.

Rather than spending money on the superficial, 
you have to spend it wisely to get that converting 
offer working. That means that if  you spend $1 
to acquire a customer, you have to ensure that 
you're making that $1 back and earning more. 
Otherwise, you have a business that's losing 
money, not one that's making money.

J

Rather than spending money on the superficial, you 
have to spend it wisely to get that converting offer 

working. That means that if you spend $1 to acquire a 
customer, you have to ensure that you're making that $1 
back and earning more. Otherwise, you have a business 

that's losing money, not one that's making money.

”
“
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That's the premise and basis for building and 
growing business. You simply can't scale to any 
degree without that. There are many ways to 
actually do this. Creating a converting offer can 
be done through a variety of  mediums. One of  
those mediums is the webinar.

Russell Brunson often tells the story about how 
a single webinar saved him from bankruptcy 
twice. Liz Benny and Kent Clothier have used a 
single webinar to generate millions of  dollars in 
sales. It's a powerful medium you should be 
using to sell something.

There is a particular process to selling through 
the webinar. Most entrepreneurs confuse selling 
through a webinar as teaching. You shouldn't be 
teaching at all. You should be breaking down 
limiting beliefs through the vehicle of  stories.

The truth is that most people don't buy through 
webinars because they have false or limiting 
beliefs. These beliefs are attributed to the 
vehicle, or offer itself, as much as they are to 
internal and external beliefs. Successful 
webinars focus on destroying those false beliefs. 
Once those dominos topple down, selling 
becomes almost effortless.

Abraham talks about three primary strategies 
for growing your business fast. Each of  these 
strategies has several tactics tied to it. But, at the 

heart of  it, there are really only three paths 
forward. If  you can heed one of  these paths, 
you can likely achieve your business goals.

However, keep in mind that the path from zero 
to seven figures is not going to be the same as 
the path from seven to eight figures or from 
eight to nine figures and beyond. The skills you 
need to use to get to seven figures in your 
business are not going to be the same skills you 
use to move you further up. And it's easy to get 
stuck in one cycle, often repeating your revenue 
year after year and not moving beyond that.

Anyone who's serious about making money 
online understands that there are challenges 
when going from one phase to the next. It can 
be frustrating to say the least. And without a 
proper sales funnel, actually growing the 
business will be difficult. You need the right 
systems in place in order to capitalize on the 
process.
What most people fail to focus on are the email 
sequences. How can you bridge that divide 
between leads who enter your world and those 
who become customers? The answer is through 
the email sequence. The email sequence is key 
for building a relationship with the lead by 
telling your story.

1. Acquisition
The first strategy for growing your online (or 
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offline) business is through acquisition. How can 
you get more customers? Often, to do this, you 
need to setup a front-end sales funnel. You need 
to have some sort of  offer that will bring the 
customer into your world, whatever that might 
be.
Abraham says that there are loads of  different 
tactics that work here. Webinars are one strategy. 
But, there are also free-plus-shipping offers, 
other tripwires (which are low-ticket front-end 
offers usually from $1 to $37) and other lead 
magnets such as free ebooks, checklists, cheat 
sheets and so on.

When you sit down to think about how you can 
acquire customers, you have to envision their 
pain points and how you can go about adding 
some value to their lives. You might lose some 
money on the front-end. But, if  you have a 
proper sales funnel, you can maximize the 
average cart value with up-sells and one-time-
offers that will make your adspend profitable.

2. Ascension
The second way that Abraham says that you can 
grow your business is through ascension. How 
can you get your customers to ascend a value 
ladder? What email sequences can you plan that 
will move the customer up the progression of  
value in your business.

With the proper sales funnel and email 
sequences in place, you can take a customer from 
your low-ticket, front-end offers up through 
your value ladder to a high-ticket offer. During 
each step of  the ascension, you have to ensure 
that you're adding tremdous amounts of  value in 
the exchange.

If  you're not adding value, then the customer 
simply won't ascend and you won't grow your 
business (fast or slow). That's what it takes. Be 
sure that you're adding loads of  value during 
each step of  the process if  you want your 
customers to ascend and make more money.

3. Frequency
The third way to grow your business is through 
frequency. How can you get your customers to 
buy more frequently? That's the big question. 
Can you do this through a continuity plan or 
through new offers or some other monetization? 

The challenge is doing this without zapping too 
many of  your resources.

Some people struggle to understand how they 
can grow their business. Others have growing 
pains. When you grow, you need to scale out 
your infrastructure. You need more employees 
and systems in place. Again, the same strategies 
that took you to seven figures won't take you 
beyond.

Take a look at your product or service offering 
and figure out how you can get your customers 
to spend more frequently. How can you 
monetize your customers while still adding 
more value in the exchange. Don't just look for 
ways to extract more money from current 
customers. Look for ways you can get them to 
spend more often and monetize that.

Take a look at your product 
or service offering and 

figure out how you can get 
your customers to spend 

more frequently. How can 
you monetize your 

customers while still adding 
more value in the exchange. 
Don't just look for ways to 
extract more money from 

current customers. Look for 
ways you can get them to 

spend more often and 
monetize that.
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ave you ever analyzed what really 
drives sales in your business? Most 
peop le  t i e  the i r  answer  to 
marketing or new leads. Those can 
be drivers but not the main driver 

for small businesses.

What causes one person to shop with you for 
years, driving out of  their way to get to you, while 
the guy across the street won't set foot in your 
door? Typically, when I ask this question, I get 
feedback about how great the product and 
service is. When I ask why the guy across the 
street won't use you, I typically get some 
explanation of  a lack of  need or ability to buy.

Those answers can all be true, but that doesn't 
make any of  them correct.

I have spent the last seven years studying these 
questions and searching for both the truth and 
the correct answer. Surprisingly, the right answer 
is far easier to understand than I thought it 
would be. Instead of  you having to become an 
expert on the subject, I'll save you years and tell 
you what I found.
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It's neither your prospects' ability to buy nor how great your product or service is.Hint: 

What Really Drives 
Sales Growth and 
Repeat Business?

The truth and the correct answer.
If  you want to drive sales growth and repeat 
business, it boils down to understanding and 
then implementing one strategy: Content builds 
relationships, relationships build trust, and trust equals 
sales. Think about that statement for a minute. It 
is true in your personal and business life right 
now.

Content builds relationships.
Since the dawn of  man, how did we build 
relationships? We create content. If  I found 
myself  to be single tomorrow and on a date, I 
would work to build a relationship with the 
person I was dating by talking to them -- that is, 
by creating content.

In B2B sales for many years, people created 
content by having all the knowledge and telling 
sales prospects about the great features and 
benefits of  new, amazing machines. Today, we 
create content for our websites and e-books, as 
well as for downloads or videos to post on 
YouTube.

Why do we do all of  this? Simply put, content 

H
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builds relationships. And if  your customer is 
looking to purchase anything of  significant value 
from you, you will first need a relationship to 
make that happen. Once we have a relationship, 
what happens?

Relationships build trust.
Most people don't fully trust someone they just 
met, regardless whether it is a business 
relationship or a personal one. Human nature is 
to give a little bit of  trust and to see if  someone is 
worth giving more trust to. In other words, make 
them earn it. This is why delivering, at a 
minimum, what you said you would is so vitally 
important.

This is where good customer service, the person 
who answers the phone or sits at the front desk, 
can make or break a new relationship. As the 
relationship continues, more and more trust is 
given; and if  the experience remains positive, the 
amount of  trust you get grows still more. As the 
trust in you grows, then what happens?

Trust equals sales.
The more a person trusts you, the more they will 
buy from you.

One bit of  good news with all the competition 
that is popping up is that it is super easy to stand 
out, because there are so many poorly run 
companies and untrustworthy people in the 
world. All you have to do is do what you say 
you're going to do when you say you're going to 
do it. Also, treat people the way you'd want to be 
treated. Since so few will do that, it is not that 
hard to stand out from the pack.

Once a person has a relationship with someone, 
and they always get what they expect, changing 
from that person or business is not easy or even 
desirable. Because you gave good content, you 
created a relationship. Through that relationship 
you worked hard and developed trust and now, 
that trust you earned turns out money through, 
year after year. When you have 500; 1,000; 2,000; 
or 5,000 of  those trusting relationships, they 
become assets of  your amazing business.

If  you've read me before, you may have heard me 
say that you should use a newsletter to build a 
fence around your customers. They will stay 
longer and spend more. Well, this is what I'm 

talking about. Had I been more sophisticated in 
my understanding of  how all of  this works 
seven years ago, I would have switched out the 
word “newsletters” for “content.”

I tell people all the time that a newsletter isn't a 
magic tool. If  anyone is selling you a magic 
solve-all-your-problems tool, you should run 
very far away and very fast. A newsletter is 
simply a vehicle to distribute content that builds 
relationships. It nurtures those relationships 
over time. You have to respect the relationship 
and earn trust by delivering on your product or 
services. If  you don't, can't, or won't do that, you 
could deliver all the content and send all the 
newsletters, and it simply wouldn't matter one 
bit.

How to implement this in your 
business.
The challenge with any idea is implementation. 
With most ideas in business, you typically have 
four choices, and this one is no different.

You can do the following:

· Do nothing. This is what most people 
do, which is good news for you, 
because it is also what most of  your 
competitors are doing. That makes it 
very easy to stand out.

· Do it yourself. Content has to be 
created, and maybe you're the best 
person to do that right now in your 
company.

· Hire an employee to do this for you. 
Of  course, you could hire and train a 
content creation person and outsource 
editing, graphic design, etc.

· Find a company to help you implement 
this strategy.

Regardless of  your decision, if  you want to truly 
grow, or if  you want to beat the competitor 
down the street, or if  you want to increase the 
value of  your company, it starts with this 
strategy: Content builds relationships, 
relationships build trust, and trust equals sales.

This leaves you with one thing to as you finish 
this article: Look back at the four options and 
make a choice.  
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s a serial entrepreneur, I know 
firsthand how important it is to 
connect  wi th  cus tomers. 
Building relationships is key to 
learning your customers' needs. 
And, you may gain more 

returning customers, referrals and net income in 
the process.

As a small business owner, you have an 
advantage when it comes to building customer 
rapport. The size of  your company allows you to 
reach people at a more personal level than big 
businesses,  which turns into stronger 
relationships with customers.

To create customer relationships, and keep them 
strong, you must do all you can to engage 
customers. Here are five ways to build customer 
relationships and keep them coming back.

1. Communicate.
A s  a  ke y  t o  a n y  g o o d  r e l a t i o n s h i p, 
communication is an essential way to build 
customer relationships. Promoting your 

The best type of customer is a repeat customer.

Ways to Build Killer 
Relationships With5

business and listening to your customers are 
equally important.

Rather than just telling customers about your 
business, have conversations with them. Find 
out what your customers need, then show them 
that you have a solution to their problem.

If  you have employees, teach them how to 
effectively communicate with customers. 
Instead of  waiting for customer service to 
become a problem, foster communication skills 
with customers while onboarding new 
employees. Maintain an employee policy, 
requiring timely follow-up, to make sure the 
customer's needs are met. Make sure your staff  
returns voicemail messages and emails 
promptly.

2. Exceed expectations.
Your customers expect great products or 
services from you. You should continue to raise 
the bar on what your company offers.

To put it simply, under promise, and over deliver. 

Customers

A

If you have employees, teach them how to 
effectively communicate with customers. 
Instead of waiting for customer service to 

become a problem, foster communication skills 
with customers while onboarding new 

employees. Maintain an employee policy, 
requiring timely follow-up, to make sure the 

customer's needs are met. Make sure your staff 
returns voicemail messages and emails 

promptly.
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When you impress customers, they keep coming 
back.

To exceed customer expectations, you can 
deliver a product or service faster than 
anticipated. When you deliver earlier than 
expected, the customer will be happy about the 
surprise. For example, tell a customer their order 
will be ready by the end of  the month, knowing 
you will have it ready a week earlier.

3. Ask for feedback.
Whether customers have a good or bad opinion 
about your business, they will make their feelings 
known. Invite customer feedback to show you 
are listening. Place comment cards on your 
business counter, or conduct a survey.

Customer feedback helps you hone your 
customers' specific needs so you can find the 
best solutions to their problems. The better your 
offering meets their needs, the more your 
business will grow.

Always listen carefully to comments and 
respond promptly, whether it's a compliment or 
a complaint. The worst thing you can do is ask 
for feedback then not address concerns. Even 
negative feedback is valuable and can give you an 
honest gauge of  customer satisfaction.

4. Connect.
With technology, there are more ways to begin 

conversations with your customers than ever 
before. There are many online tools and social 
media outlets you can use to reach customers.
When you engage with customers online, be 
careful not to create a one-way conversation. 
Ask customers questions, and respond to their 
inquiries.

Also, make sure your website is top-notch, and 
start a blog to engage your customers and 
prospects. Build customer relationships 
through your online presence.

5. Show appreciation.
Reward long-time customers with a loyalty 
discount program. You can hand out reward 
cards, or use a loyalty program app to track 
customer rewards.

With a loyalty program, customers earn points 
for buying your goods or services. After earning 
a certain number of  points, the customer gets a 
reward. For example, you could reward a 
customer with a discount on their next 
purchase.

Also give away inexpensive branded items, such 
as pens or notepads, or even expensive items, 
like shirts, hats or jackets with your logo on it. 
It's a small yet effective way to say thank you to 
customers while keeping your business top-of-
mind.
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f  only half  of  startups survive more 
than five years and only one-third 
make it to 10, what's the one thing 
you could do to ensure your 
company is sustainable? The answer 

is to create a growth strategy for your business, 
of  course.

A growth strategy involves more than simply 
envisioning long-term success. If  you don't have 
a tangible plan, you're actually losing business -- or 
you're increasing the chance of  losing business 
to competitors.

The key with any growth strategy is to be 
deliberate. Figure out the rate-limiting step in 
your growth, and pour as much fuel on the fire as 
possible. But for this to be beneficial, you need 
to take the following steps:

1. Establish a value proposition.
For your business to sustain long-term growth, 
you must understand what sets it apart from the 
competition. Identify why customers come to 
you for a product or service. What makes you 

Key Steps to a 7Growth Strategy That 
Works Immediately

I
relevant, differentiated and credible? Use your 
answer to explain to other consumers why they 
should do business with you.

For example, some companies compete on 
“authority” -- Whole Foods Market is the 
definitive place to buy healthy, organic foods. 
Others, such as Walmart, compete on price. 
Figure out what special benefit only you can 
provide, and forget everything else. If  you stray 
from this proposition, you'll only run the risk of  
devaluing your business.

2. Identify your ideal customer.
You got into business to solve a problem for a 
certain audience. Who is that audience? Is that 
audience your ideal customer? If  not, who are 
you serving? Nail down your ideal customer, 
and revert back to this audience as you adjust 
business to stimulate growth.

3. Define your key indicators.
Changes must be measurable. If  you're unable 
to measure a change, you have no way of  
knowing whether it's effective. Identify which 
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key indicators affect the growth of  your 
business, then dedicate time and money to those 
areas. Also, A/B test properly -- making changes 
over time and comparing historical and current 
results isn't valid.

4. Verify your revenue streams.
What are your current revenue streams? What 
revenue streams could you add to make your 
business more profitable? Once you identify the 
potential for new revenue streams, ask yourself  
if  they're sustainable in the long run. Some great 
ideas or cool products don't necessarily have 
revenue streams attached. Be careful to isolate 
and understand the difference.

5. Look to your competition.
No matter your industry, your competition is 
likely excelling at something that your company 
is struggling with. Look toward similar 
businesses that are growing in new, unique ways 
to inform your growth strategy. Don't be afraid 
to ask for advice. Ask yourself  why your 
competitors have made alternate choices. Are 
they wrong? Or are your businesses positioned 
differently? The assumption that you're smarter 
is rarely correct.

6. Focus on your strengths.
Sometimes, focusing on your strengths -- rather 
than trying to improve your weaknesses -- can 
help you establish growth strategies. Reorient the 
playing field to suit your strengths, and build 
upon them to grow your business.

7. Invest in talent.
Your employees have direct contact with your 

customers, so you need to hire people who are 
motivated and inspired by your company's value 
proposition. Be cheap with office furniture, 
marketing budgets and holiday parties. Hire few 
employees, but pay them a ton. The best ones 
will usually stick around if  you need to cut back 
their compensation during a slow period.

Developing a growth strategy isn't a one-size-
fits-all process. In fact, due to changing market 
conditions, making strategic decisions based on 
someone else's successes would be foolish. 
That's not to say that you can't learn from 
another company, but blindly implementing a 
cookie-cutter plan won't create sustainable 
growth.

You need to adapt your plan to smooth out your 
business's inefficiencies, refine its strengths and 
better suit your customers -- who could be 
completely different than those from a vague, 
one-size-fits-all strategy.

Your company's data should lend itself  to all 
your strategic decisions. Specifically, you can use 
the data from your key indicators and revenue 
streams to create a personalized growth plan. 
That way, you'll better understand your business 
and your customers' nuances, which will 
naturally lead to growth.

A one-size-fits-all strategy implies vague 
indicators. But a specific plan is a successful plan. 
When you tailor your growth strategy to your 
business and customers, you'll keep your 
customers happy and fulfill their wants and 
needs, which will keep them coming back.

Developing a growth strategy isn't a one-size-fits-all 
process. In fact, due to changing market conditions, 
making strategic decisions based on someone else's 

successes would be foolish. That's not to say that you 
can't learn from another company, but blindly 
implementing a cookie-cutter plan won't create 

sustainable growth.
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as one of  your resolutions to 
be more productive this year? 
If  so, how is that coming 
along? David De Steno writes 
in The New York Times that “by 

January 8, some 25 percent of  resolutions have 
fallen by the wayside.” 

While that's not very motivating, we all know 
there's truth to that statement. This article will 
help you set goals in order to boost your 
productivity for real -- even if  you just do it until 
the end of  the month. These tips will help you 
develop a disciplined approach to getting work 
done, whether it's for your day job or your side 
hustle.

1. Take sleep seriously
We live in a culture that encourages convictions 
like “I'll sleep when I'm dead” and “sleeping is 
overrated." As a result, it's easy to think that 
more hours of  work equate to more success. 
This, however, couldn't be further from the 
truth and in recent years experts have warned 
about the negative side effects. In fact, research 
shows that people who are sleep deprived are 
seven times more l ikely to experience 
helplessness. Arianna Huffington cautions that 
“the myth of  burning out as the necessary price 
for accomplishment and success” is dangerous.

If  you are not taking care of  your mind and 
body, you won't be able to reach peak 
performance (or live a healthy life for that 
matter). So take sleep seriously and plan it out in 
your daily calendar just like you would all your 
other tasks. A healthy seven to nine hours of  
sleep a night will allow you to be as productive as 
possible when you are awake.

How are your New Year's resolutions coming along so far?

Ways to Be More 
Productive in2018

W
Extra tip: Consistency is the cornerstone of  a 
healthy sleep routine. Pick a bedtime and a wake-
up time and stick to them as much as possible.

2. Resist the urge to check emails 
first
Love them or loathe them, emails are here to stay 
-- despite the popularity of  instant messaging, 
texting and social media. In fact, email is the top 
communications tool at work. Office workers 
spend 6.3 hours checking emails, with 3.2 hours 
devoted to work emails and 3.1 hours to personal 
messages. 

While most of  us check emails first thing in the 
morning, productivity experts say that you will 
find more success if  you check emails only after 
you've accomplished a task. So when you get to 
your desk, start off  the day by completing 
something on your to-do list and only then read 
through your (on average 100) emails. This way 
you don't get sucked into the email vortex right at 
the start of  your day. 

3. Develop a personal morning 
routine  
How you start your day sets the tone for how 
you'll do at work. That's why many successful 
business people have a strict morning routine. 
Do you usually wake up right before you need to 
get to the office and scramble to get ready? While 
you might be on time for work, this does not 
encourage a productive day.

As Entrepreneur states, “Leaders possess success 
habits that have become routine and tend to 
wake up early to make time for what's important 
to them: exercise, meditation, movement, family, 

5
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hanging out with the dog or even spending time 
in the garden.” Lay out a morning routine that 
works for you and try to stick to it -- i.e. no five 
times snoozing! 

Extra tip: Exercising gets your endorphins going 
and increases your productivity. You'll be more 
awake and ready to tackle your day by giving 
yourself  that extra energy boost. Working out 
can increase your mental clarity for four to 10 
hours post-exercise -- which is why you will see 
exercise as part of  almost every leader's morning 
routine.

4. Commit to writing things down
It's a cliche, but writing things down will help you 
be more organized, think more clearly and 
ultimately boost your productivity. One of  the 
main benefits of  writing things down is that you 
don't forget stuff. Duh! But that's not all. Once 
you write an idea down, you engage with a 
different part of  your brain. It allows you to 
actually process the information and, as a result, 
unload your mental RAM to focus on the task at 
hand.

Besides writing out your daily tasks, you should 
also use the “thinking on paper” technique. This 
method allows you to externalize your thoughts 
on paper (or computer) and grow them into 
something real. It's difficult to visualize ideas, 
move them around and expand on them, all in 
your brain. When putting pen to paper, you are 
more easily able to connect ideas in a meaningful 
way. Richard Branson, the famous mega-
entrepreneur, says that one of  his best 
possessions is a standard-sized school notebook. 

“Anyone who aspires to lead a company must 
develop a habit of  taking notes. I carry a 
notebook everywhere I go.”

5. Implement the two-minute rule
If  your goal for 2018 is to maximize your time, 
then implementing the “two-minute rule” is a 
habit you'll want to adopt now. This rule states 
that any action that can be carried out in two 
minutes or less is completed right away. 
According to researchers David Maxfield and 
Justin Hale from the leadership training 
company VitalSmarts, “it's a practice that many 
top employees implement as it allows them to 
quickly finish small tasks before they pile up and 
take more mental space than they deserve.” 

It's a straightforward rule for combatting 
procrastination. The goal is to make it easier for 
you to get started on the things you should be 
doing, as most tasks we procrastinate on aren't 
actually difficult to do. Not only will it make 
your to-do list smaller, it will give you a sense of  
accomplishment. Apply this rule not only at 
work but also to your personal tasks like taking 
two minutes to make your bed or clean your 
dishes immediately after your meal.
Now it's your turn

While it might be hard to implement all the 
above at the same time, even doing just one of  
these tips will boost your productivity. The first 
month of  2018 is not over yet, so there's still 
time to kick off  your new year's resolution. I 
myself  started with the “two-minute rule” and, 
let me tell you, it works! 
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he main goal for performance-
management systems is to 
i m p r o v e  e m p l o y e e 
ef fect iveness.  Employers 
understand how important 
those systems are, but some 

employees have a tough time buying into the 
idea of  them.

A 2014 Employee Outlook survey conducted by 
YouGov for the U.K.-based Chartered Institute 
of  Personnnel and Development found that 30 
percent of  the 2,523 employees surveyed saw 
performance management systems as unfair. 
This begs the question: How can companies 
create performance-management systems that 
employees can support, and believe to be 
objective?

First, of  course, trust must be established. Once 
employees trust their employer, they will believe 
that performance-management systems are the 
best tool a company has to understand how 

Employers who can illustrate this connection for their workforce 
will be well on their way to large-scale growth.

Interested in a 
Performance-Management 
System? Establish Trust First

employees contribute, and to improve 
productivity. They are intended for company 
and employee growth, not, as many people fear, 
to fuel an office witch hunt.

Here's how to establish trust and credibility 
with employees:

1. Prioritize employee recognition.
Employees struggle to respect authority and 
trust managers who don't recognize their 
successes, and most employers are failing at 
employee recognition. A September 2015 study 
from Achievers found that 57 percent of  the 
397 employees surveyed didn't feel recognized 
for their progress at work.

When companies use an employee-recognition 
plan, they celebrate staff  successes and create 
incentives to keep people motivated. Such a 
plan engages employees because they feel that 
they are noticed for their progress and 

T
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performance. In fact, the 2015 Globoforce Survey 
found that 90 percent of  the 823 HR 
professionals participating said that an 
employee recognition program positively 
impacts engagement.

The ability to provide ongoing feedback is a 
byproduct of  employee recognition programs. 
When managers are engaged with their staff, 
focusing both on where employees can 
improve and where they are exceeding 
expectations, they are building trust and 
showing employees respect. And trust and 
respect are vital to an effective performance 
management system.

2. Lead by example.
A strong work ethic isn't learned from 
managers who talk about it without backing it 
up. In other words, practice what is preached. 
Employees will respect leaders who live by the 
direction and guidance they provide.

For example, if  supervisors remind team 
members to complete their purchase orders 
while they themselves fail to perform this task, 
employees won't be motivated. All levels of  the 
staff  need to trust leadership, and true leaders 
demonstrate company values and teach policies 
and procedures in their actions, not just their 
words.

3. Assume personal accountability.
Passing the buck is neither productive nor 
admirable. When leaders avoid taking 
responsibility for their actions, employees lose 
trust and respect for them, and sometimes 
people even jump ship because of  it. A 2014 
BambooHR survey found that one in five 
employees surveyed had left a previous 
employer because of  a boss who “passed the 
buck.”

Just as they should lead by example in terms of  
work ethic, managers also need to show that 
personal accountability is something the 
company values in its employees. If  you're a 
manager, admit oversights and mishaps, then 
develop solutions and preventative measures to 
avoid future problems. After all, that's what 
performance management is all about -- 
improving productivity and empowering 

employees to be more accountable for their 
actions.

4. Remain positive.
Speak in a positive way that is forward-thinking 
and solutions-oriented. The company's values 
and direction are important to talk about on a 
regular basis. Keep employees informed about 
where the company is going and how each 
person is contributing to that vision.

Unfortunately, a large number of  employees 
miss out on this big-picture kind of  thinking. 
The September 2015 study from Achievers 
found that 61 percent of  participating 
employees didn't know their company's 
mission or cultural values. Additionally, 45 
percent didn't trust their company's leadership.

When managers can establish the large-scale 
vision from the get-go, employees know their 
role in the company's growth plan and are far 
more invested in their work. They welcome 
performance management with open arms 
when they know how it will help them achieve 
their goals.

5. Invest in career development.
When employers invest in their employees and 
guide them toward career growth, those 
employees feel valued and respected. A talent 
mobility program is the perfect way to 
systematically identify top performers, create 
action plans and execute an effective training 
and development process.

Companies that help employees define their 
personal goals are building a trusting 
relationship. Employees will understand that 
the performance-management system is 
meant to help them improve in ways that help 
them reach their individual goals as well as 
achieve organizational objectives.

Performance management doesn't just play a 
part in the company's needs -- it benefits those 
who want to grow and move within the 
company and industry. Employers who can 
illustrate this connection for their workforce 
will be well on their way to large-scale growth.
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ver the summer, the Interactive 
Advertising Bureau released its 
new standards for online and 
mobile advertisers. These new 
standards involve "sunsetting" a 

few practices -- such as the giant, 
annoying ads that take over your 

screen and won't let you click away -- while also 
creating guidelines around new technologies 
such as AR, VR, 360-degree ads and emoji ads.

Entrepreneurs or independent companies that 
want to secure media dollars from brands and 
agencies need to be sure they understand the 
standard terms and conditions of  the IAB. 
While these industry standard terms can seem 
overwhelming at first glance, they're the best 
road map for anyone working on creative 
production or media-related activation with a 
major brand or agency, both domestically and 
globally.

Creating ads that don't deliver is just as 
harmful as not creating ads at all.

Don't Get Left Behind 
by the New Online 

Advertising Standards

O

The IAB's framework also helps brands and 
agencies understand how to conduct business 
with new technologies, and the guidelines are 
designed to ensure media is lightweight and 
adaptable to various screen sizes and the 
creative is encrypted where needed and 
supportive of  privacy concerns.

Most importantly, the IAB provides a clear 
road map for how media and media-led digital 
investments are governed and paid. Most 
media companies will not accept or pay for 
content or ads that do not follow IAB 
guidelines. As with any set of  guidelines, some 
buyers will make an exception, but the 
standards are important because they 
establish a common language and best 
practices.

For entrepreneurs and independently held 
media companies looking to secure media 
dollars from a brand or agency, there are a few 
important points to consider:

1. Get the most bang for your buck.
Production fees for various ad unit sizes, rich 
media and ad serving can increase quickly. 
Determine the risk versus reward of  
proposing various ad units, and remember 
that skimping on production often does more 
harm than good.

Also, carefully evaluate how the creative 
message should best be conveyed. Is a 15-
second ad going to garner more attention than 
a 30-second spot because the consumer is 
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engaged? Is it worth it to create a separate or 
different mobile expense because smaller ad 
units won't convey the message?

It's also important to follow the IAB's LEAN 
guidelines to ensure your ads can do their job. 
LEAN -- which stands for light, encrypted, 
AdChoice-supported and non-invasive -- was 
created as a way to combat the increasing use 
of  ad blockers. By adhering to these rules, 
you're reducing the risk of  your ads getting 
blocked -- thus making the most of  your ad 
dollars.

2. No viewers = no money.
If  creative cannot be seen by real people, it 
won't make any money. One of  the core 
reasons ads are not viewed is because they do 
not adapt to the proper screen or the file sizes 
are too large to load properly. That's why it's 
more important than ever to adhere to the 
IAB's new Standard Ad Unit Portfolio to 
ensure the ads you're uploading are the proper 
sizes. The new standards have also expanded 
the guidelines to new types of  creative, 
including AR and VR, social media and 
mobile video.

Standing out is critical, and rich media is a key 
component to garnering attention, but it's 
important to use the required file sizes so the 
content actually loads. Many times, organic 
content loads before advertising does, and the 
consumer has already moved on before he has 
a chance to see the creative. Also be aware of  
where on the page the creative is being placed, 
and ensure it's actually viewable without 
needing to scroll.

3. Embrace the new.
High-impact opportunities (such as 360-
degree ads, VR and AR) are typically much 
more expensive to produce, and the market 
has been slower to accept these types of  
experiences. Oftentimes, however, the 
engagement of  these high-impact experiences 
can make the increased production costs of  
the ad placement worth it.

For example, Hong Kong Airlines created a 

360-degree video ad to allow viewers to 
"walk" through the plane's business class 
cabin and experience the luxury for 
themselves. The airline company created a 
more traditional ad, as well, but the 360-
degree ad was 35 times more effective than the 
traditional version, according to a report from 
Business Insider.

Volvo took a similar approach when it 
released its XC90 SUV. The car manufacturer 
partnered with Google Cardboard so that 
when users downloaded the Volvo app, they 
could "sit" in the driver's seat of  the SUV and 
cruise through the picturesque countryside.

4. Put money on mobile.
Pay special attention to the mobile and tablet 
experience. Ad sizes should not need to be 
recreated because they only work on desktop, 
and it's important to consider the best way to 
showcase content on mobile.

Everyone knows that mobile is important, but 
it's now more important than ever. In 2016, 
more than half  of  Google's search queries 
came from mobile devices, according to a 
report from media buying agency Zenith, and 
according to another Zenith report, 73 
percent of  time spent online in 2018 is 
predicted to be through a mobile device. Also, 
60 percent of  global online advertising spend 
is expected to come from mobile ads in 2018, 
so advertisers that aren't optimizing for 
mobile will be missing out.

Perhaps the most important advice for an 
entrepreneur who is partnering with a global 
brand or agency is to carefully review where 
the investment or media fulfillment is placed 
on the IAB contract. Then, ensure that in 
addition to the most creative elements 
included in the program, there are multiple 
avenues to fulfillment that ensure the ads are 
viewable and can fully deliver on media 
impressions. Because creating ads that don't 
deliver is just as harmful as not creating ads at 
all.
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igital marketing hasn't seen any 
major shifts in a while. Sure, we 
had to optimize our websites for 
mobile user experience, tweak 
SEO a little as the algorithm gods 
required and make a few other 

minor changes. Social media has been booming, 
too -- but nothing very thought-provoking.

This new year is bound to be a different story, 
and we can't sit around and wait. Look at what's 
already happening: social media is changing, the 
law is changing, and there are murmurs about 
how net neutrality (or lack thereof) will affect 
digital advertising. It's easy to predict the 
industry will face significant changes in 2018. 
Here are four key aspects that will shape the new 
landscape.

1. Privacy.
One successfully could argue the internet is 

How Marketing and 
Advertising Are 

Bound to Change In 
2018

Ad blockers, live video and AI present opportunities as well as challenges.

funded mostly through ads. Websites use 
cookies that allow companies to target their 
customers based on what those consumers view 
in their own browsers. But users constantly are 
changing devices, and that makes it difficult to 
keep track of  all the consumer touch points. 
Even savvy marketers are working hard to 
determine the channels with the most impact 
and justify their methods to clients.

Still, it's doable. Robust marketing tools can 
track and connect user data to target individuals. 
But certain privacy concerns make this a little 
harder for internet advertising.

Ad blockers are just one of  the challenges. 
According to a PaigeFair report published in 
January, 11 percent of  internet users employ 
some type of  ad blocker -- a 30 percent increase 
from the previous year. Consumers want to 
protect their privacy, security and time from ad 

D
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interruption. To curb this, some websites use 
walls that prevent browsers with ad blockers 
from viewing their content. These sites ask users 
to manually disable the blocker, but 74 percent 
of  people in the PaigeFair report simply 
abandoned the site.

2. Live video.
Visual content has become more popular on the 
internet, and many companies are poised to 
make this their primary communication tool in 
2018. That means rich media, creative videos, 
GIFs, memes and more are bound to be trendier 
this year. And there's a good reason for it: Users 
interact better with visuals.

Of  all the options, live video is the one to watch. 
A 2016 Buffer survey discovered more than 80 
percent of  marketers wanted to create more 
video. At the time, an impressive 42 percent 
wanted to target live video. In the same year, 
Facebook reported live videos were seeing as 
much as triple the watch time as traditional 
video. It also was garnering 10 times the 
comments. Live video is so effective because it's 
authentic, human and littered with errors.

It's not just live video versus recorded video -- 
it's live video versus everything. According to 
Livestream, 82 percent of  users would rather 

watch a brand's live video than read the same 
company's social-media posts. A close 80 
percent would rather tune in to a live video than 
read a blog post.

3. Artificial intelligence (AI).
Think it's too early to talk about AI's impact on 
marketing and advertising? Think again. AI 
already is entrenched in our daily lives, and it's 
quickly becoming a rib in marketing. Worldwide, 
58 percent of  chief  marketing officers believe 
companies will have to compete within the AI 
space to succeed in the next five years.

Enter AI marketing. This is how to bridge the 
gap between data science and marketing. 
Technology enables marketers to sift through a 
drastically multiplying data load to unearth 
insights that will help them provide value to 
target customers while gaining returns on their 
investments. Even better, this form of  
marketing doesn't have to to take up all their time 
-- they can automate much of  the tasks to run in 
the background. With so many benefits, why 
would AI be incorporated into marketing 
strategies?
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Boook Summaries
Marketing Above the Noise
Achieve Strategic Advantage with Marketing That  Matters
Linda J. Popky

Recommendation
Marketing consultant and educator Linda J. Popky explains how her new marketing model – 
“Dynamic Market Leverage” – works in the world of  “social business.” She tells marketers how to 
cut through media noise so people can hear their message. She offers short, interesting vignettes to 
explain why – in an environment of  social-media overload and easy information – marketers must 
focus on informing customers and must pay attention to what they think. Her examples are lively, 
but not quite detailed enough to be actionable, and the book doesn't break a lot of  new ground for 
those who are already at home with social media and big data. Still, getAbstract recommends Popky's 
smart suggestions to those new to marketing and to experienced marketers dealing with a new era 
of  selling.

In this summary, you will learn
Ÿ How your marketing can cut through the noise in today's media-driven environment;
Ÿ How marketers can use the “Dynamic Market Leverage Model” for “strategy, products, 

communications, brand, market analysis, operations” and “sales channels”;
Ÿ How customers decide to buy; and
Ÿ How to make the most of  big data in your marketing.

Visibility Marketing
The No-Holds-Barred Truth About What It Takes to Grab Attention, Build Your Brand 
and Win New Business
David Avrin
Career Press, 2016

Recommendation
David Avrin, who introduces himself  as the “Visibility Coach,” usefully explains which marketing 
plans and activities work best and which to avoid. He offers meaty information – especially for 
novices, but he can be repetitious, and his notion that you can create quality copy for an ad or 
brochure in an hour is unrealistic. However, he offers a sound overview of  workable marketing 
ideas and recommendations, like this basic reminder: “The best way to potentially out-market your 
competitors is to create products and services that are more marketable.” getAbstract suggests his 
manual to businesspeople who are either new to marketing or who seek a handy review of  the 
basics.

In this summary, you will learn
Ÿ Why your company must be better than its rivals,
Ÿ How to honor your brand promise,
Ÿ Why you must regularly reinvent your business and marketing, and
Ÿ Why you should promote your business constantly and never approach marketing casually.

The Customer Loyalty Loop
The Science Behind Creating Great Experiences and Lasting Impressions
Noah Fleming
Career Press, 2016

Recommendation
Business people twist themselves into pretzels recruiting new customers and closing sales. But few 
take the necessary steps to transform new customers into repeat buyers. Often, they don't know 
how. Marketing strategist Noah Fleming provides a well-conceived, field-tested, four-stage 
program for developing an enthusiastic, loyal customer base. Fleming's worthwhile book features a 
lot of  valuable information that you can put into practice immediately, though he also tends to 
critique other authors and to brag a bit. Readers may bog down in his theoretical scientific and 
psychological material, since he doesn't always tie it to the practical question of  building customer 
loyalty. However, his advice about customer service is accessible and useful. getAbstract 
recommends his solid counsel to business owners and managers seeking strategies for developing 
loyal, repeat customers.

In this summary, you will learn
Ÿ How to use the four-stage “Customer Loyalty Loop,”
Ÿ Why people create stories in their minds to make sense of  their experiences and
Ÿ How to leverage the science of  experience to make customers loyal to your business.
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