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hairstyle go out in the ’80s?” “I wonder
what the door prize is?” Be in the moment,
giving the person your undivided attention.

* Ask follow-up questions—When
somebody shares emotional or important
news, read their body language and inquire
more. Simply say, “That’s interesting. ..say
more about that, “tell me more,” or “how
does that work?” Then listen.

e What’s your body language saying?—Are
your eyes on theirs or are you distracted? Is
your body language open and receptive or
are you closed and standing in judgment?
Even if your lips aren’t moving, you may
still be saying a mouthful.

* Be prepared to share what you do—

See mistake 4.

Process speak. Robert Middleton,

founder of Action Plan Marketing and

author of The Marketing Ball, says this
common mistake happens when customers ask
you what you do and you tell them how you
do it. For example, “So tell me what you do” is
followed by, “Sure, we're a full-service
accounting firm with four locations and 70
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CPAs, an internal auditing team, and blah,

blah, blah, blah...”

Or perhaps the reply is, “I'm glad you asked,
we're an IT solutions provider that takes a fresh
approach to business process improvement.
Our state-of-the-art proprietary blah, blah,
blah, blah...” You get the idea. At this point,
the inquisitor doesn’t want to hear about
your process. Instead, Middletown suggests a
four-step model that he describes as an Audio
Logo™.

New mindset—Develop your Audio Logo™

1. Who are the customers with whom you
work? Your future customers should
recognize themselves in your message. Are
they small- to medium-sized businesses?
Are they left-handed farmers from Utah? Be
specific. For example, say, “We work with
IT service professionals with a high-security
clearance.”

2. What are the key problems you solve?
Do your future customers struggle with
succession planning? Are they miserable
revenue forecasters? Is their pipeline dry?
Be careful to avoid ubiquitous “me-too”
statements such as, “we help them increase

sales or reduce costs.” Instead include more

visually concrete phrases, “We helped them
improve their forecasting accuracy by 15
percent” or “We ensure their pipeline stays
filled.”

3. What outcome do you provide? Not what
you're going to do, but what they’ll get as a
result. “We help clients lose weight without
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feeling starved all the time.” “We equip

them with tools to streamline their ordering
process.”
more demand for their service than they can
handle.”

4. What’s a success story? If you asked,

We show them how to drive

“What do you mean” or “Can you give me
an example,” give yourself a pat on the
back. Even if the inquisitor isn't a prospect,
you're on the right track. Be prepared with
a short story. That means 30 seconds or
less. Be sure to explain how it was a success
and not just tell them your solution. “They
increased sales 15 percent.” “Turnover has
decreased by 50 percent.” “They reduced
costs by 25 percent.” Note that you're not
describing the “how” at a granular level.

If they want more information, offer to

get together for a cup of coffee to learn
more about their goals or issues. Resist the
temptation to jump to a solution.

To recap

* Recognize it’s all about the relationship, not
the sale.

e Remember, fellow networkers probably
won’t buy, but they probably know someone
who will.

 Listen with a spirit of curiosity.

* Develop a succinct audio logo that leaves
out the “how” of what you do.

Practice your audio logo until it no longer
sounds scripted, until it’s part of you. So

take a deep breath. With your new mindset,

you'll approach networking events with

encouragement and confidence. e

Mark Slatin, president of True Colors Consulting, works
with professional service providers and sales teams who
are expert technicians in their field but struggle with how
to market and sell their offerings. He can be reached at
(410) 480-2255 or www.truecolorsconsulting.com.
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Billboard to café—put some life into company Web site

By Christine Hierlmaier Nelson, Ingenuity Marketing Group

At a recent PR Newswire social media panel,
someone referred to a company Web site

as “the mother ship.” The panelists—from
television, print media and not-for-profit—were
debating how social media could help them pull
visitors to the mother ship and prove to them
that there was value in spending some time there.

I partially agree with what they are saying.
Your Web site will continue to be a central
online location to interact with prospects and
clients, discuss your competitive difference
and build credibility. I hold that it is one of
the single best long-term investments you can
make for marketing and business development
in the coming years—not as a one-time
“project” that you can complete and then
ignore, but as an evolving and active media
and sales tool.

In the not so distant future, consumers will be
able to tailor the type of information they choose
to receive—likely pulled through applications
that fit a mobile device. In order to be among
the few voices that your target audience chooses
to hear and rely upon, your Web site will need

to offer content that is fresh, relevant and real.
The format will need to be easily accessible,
interactive and immediately gratifying.
But I'm getting ahead of myself with
that peer into the future. The reality is that
some companies have not moved beyond
a “billboard” Web site on the information
superhighway. Internet travelers can see the
pretty colors and information on those sites,
but there is little or no enticement for them to
stay and interact or contact the company.
When building the next generation of
your company’s Web site, consider these
recommendations for an accessible, interactive
and credible online marketing strategy.

If people are your business, introduce them
If you provide a service-oriented business,
clients need to trust your service providers. If
you think an employee’s interest in travel or
gardening has nothing to do with selling their
skills, think again. This personal detail can
turn a cold prospect online into a somewhat
curious warm lead. A Web site without

credible, professional photos and interesting
bios about your people is boring and a poor
sales tool.

Prospects are also smart enough to know
that a photo showing “perfect” people of
multiple cultures on your home page is
probably not accurately portraying the people
at your company. 'm sure your people are
great, so why not show them off? Prospects
want the real deal before they work with your
company. In this respect, profile photos from
15 years ago can seem like false advertising.

In a sea of competitors, your people and
the experience they deliver will continue to be
your top selling point. That can translate to
your Web site in several ways:

* Bios that showcase skills plus personality

e Articles, videos and podcasts relevant to
your industry, client interests, etc., created
by your people

 Interaction with your people through social
networks and live feeds

Maybe you're thinking: What if a featured
employee leaves our company? Frankly, that
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sounds like a human resources issue. Select
employees who demonstrate commitment to
the future of your company. Showcase them on
your Web site and the public relations tied to it.

Use what's already there, but better

As the blogosphere becomes the “statusphere”
of social networking updates, your customers
and clients are still debating if Web site strategy
includes having a blog. With approximately
900,000 blog posts every 24 hours, according
to blog search engine Technorati, blogging is
still popular and relevant.

Yes, blogging is a way to reach target
audiences with an authentic and credible
voice and it can boost your search engine
optimization IF people follow your posts
and interact with your company that way.
However, it can almost become a full-time job
to write regularly and build your followers.
Most companies don't have the resources to
commit to this unless they are retaining an
outside consultant or assigning the project to
an enthusiastic internal team.

A better route is to research the established
and credible bloggers and Twitter “voices” in
your niche and referral markets who already
have a ton of followers and are eagerly
transitioning to the next generation of social
media. The signs of a good industry blog or
Twitter following include: regular new posts,
informative content and some activity in the
comment section.

How does this relate to your Web site? By
using the tools and online media that already
exist, you build credibility and influence, boost
search engine optimization and increase sales
potential—without investing dollars and energy
reinventing the wheel. Include blogs in your
online marketing strategy by:

* Hosting a blog with guest authors.

+ Commenting on other well-respected blog
or Twitter posts.

+ Providing bloggers and other social media
voices with information as a trusted source.

The same is true for professional/personal
profiles on LinkedIn and Facebook. Leverage
these tools to showcase the talent of your
company, share articles or update your “fans”
about upcoming events. Wherever you choose
to share information about your company
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beyond the Web site, make sure that it points
the user back to your Web site. Leave your
Web site address as a calling card link.

More importantly, once prospects land on your
Web site, ask them to do something: download
an article, watch a video or send a question.

Start with a café and build around it
Remember when I said that first-generation Web
sites are like billboards along the information
superhighway? They offer one-way communication
and push it out to consumers, but no one really
knows if the message is received.

The next generation of Web site s is like a café
along the highway where people can stop, chat
with other like-minded friends or have a business
meeting. The service is immediate and the quality
is worth talking about. Yes, I said a café.

To draw people into your Web site café,
you need good signage. You also must offer
something great when they arrive. Good
signage includes appropriate keywords and
external links from other sites—including
social media sites.

Once they arrive, you could offer a fun, short
quiz, photos of your recent ugly dog contest/
charity fundraiser or an article of interest.

If your café is really hopping, you offer
a chat box or live Twitter feed that allows
prospects to quickly interact with your
company as they think about their questions.

If a Web site viewer sends a question, he or she
gets an immediate response and perhaps a free
consultation as well as suggested links to other
articles he might like on your site. These users
also might see a link so they can connect with
your company’s Facebook page or LinkedIn
group on a topic of interest to them.

Accessibility. Interactivity. Credibility. These
qualities should dominate any discussions for
improving your Web site. As you build them
into your site, envision your friendly café
growing into a small town in which you tailor
the welcoming committee for each visitor.

A town sounds friendlier than a mother ship,
doesn't it? And like a town, you want visitors
to consider taking up residence and relying
on your people and information to build their
lives and businesses.

Rather than a one-time project or a boring
billboard that gets passed by, an actively
managed Web site—well-linked to other
credible niche media and social networking
tools—will be one of the best ways to
market your people, competitive difference
and credibility in a very crowded and
commoditized market. e

Christine Hierlmaier Nelson is a communications
consultant with Ingenuity Marketing Group. She can be
reached at christine@ingenuitymarketing.com.
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In a Nutshell by Chris DeSantis
WHY IS AN ORGANIZATION'S CULTURE IMPORTANT?

Q: I've heard two professional speakers
recently and have been reading a lot
about culture being so importantin

the workplace—more important than
anything else in predicting the success of
a business. What exactly is “culture” and
why is it so important?

A: Life can sometimes be a series of fortunate
coincidences as I also have been reading and
speaking on the same topic as of late. I think
there is a collective undercurrent out there
whereby people often gravitate toward the same
topics independent of each other. I am only
speculating, but I would guess the interest in
and the examination of “culture” coincides with
the general uncertainty and volatility in business
today. We, as professed rational human beings,
want to be able to explain what is happening
or possibly blame something for its occurrence.
I think the general interest in culture is part of
that desire to explain and eventually control or
at least reduce the volatility.

We first have to get an understanding
of what culture is before we determine its
importance. For that, I draw from the work
of Edgar H. Schein. His book, Organizational

Culture and Leadership, was instrumental in
helping me understand what culture is and
the impact it has in and on organizations. [ am
partial to his definition of culture:

“A pattern of shared, basic assumptions that
the group learned as it solved its problems
of external adaptation and internal
integration, that has worked well enough

to be considered valid and, therefore, to be
taught to new members as the correct way
to perceive, think, and feel in relation to
those problems.”

Once you reread this several times, it is
a rich and dense definition. You can take
something different away each time you ponder
it. I, like many others, liken culture to an
iceberg. When one looks at an iceberg at sea
level, one sees only the tip. Nine-tenths of the
iceberg is underwater. If you don't attend to the
unseen portion, you do so at your own peril as
the Titanic testified.

There are many aspects to culture: norms,
beliefs, behaviors, rituals, climate, habits,
shared meanings, language, espoused values
and rules of the games, both stated and
unstated. It makes it difficult to articulate what
“our” culture is, especially from inside the
iceberg. You would have to ask yourself some
basic questions. What and who gets rewarded
around here? What's important in how we
operate? And, one of Schein’s favorite questions,
“Why are you doing what you are doing?” It
the classic five-why question. You follow each
answer by asking why until you reach the root
answer, or in our case, the base of the iceberg,
the articulated culture of the organization.

Culture, by and large, is an outcome of the
integration of the needs of the business during
its initial stages of growth and the behaviors of
the leadership in establishing how it will meet

Do you have a workplace question you want
answered? What do you want to know to make
work a better place? Send your questions to
DeSantisCP@aol.com to get Chris DeSantis’ two
cents as to what he thinks you might want to do.

and express those needs. In effect, whoever

starts a successful business sets in motion
“what’s important here” to be successful. The
challenge with culture is that it is hard grasp.
The environments within which successful
businesses operate change but often cultures
don’t because the leadership can't easily
identify, let alone articulate, what needs to
change to remain successful. This is a situation
where habits help, then hinder, the success of
a business.

So, in a nutshell, culture is critical to the
success of the organization but can hamper
ongoing success if and when the environment
changes. The difficulty is environments do
change and while cultures are elastic, they, like
rubber bands, harden and become brittle over
time. While businesses stretch to accommodate
changes, few take the time to actually
reexamine their core norms, values and beliefs
and then take the necessary steps to change
them until there’s a crisis. Even then, the goal is
likely getting past the crisis, not preparing the
organization for a new competitive landscape.
Understanding this goes a long way in
explaining why the list of top companies today
is very different from that same list 20 years
ago. If you aren’t willing to change your culture
to meet a changing world, no matter how
elastic you are, sooner or later you'll snap. e

Chris DeSantis uses his 20 years’ experience in training
and development as an independent consultant. He
specializes in the design and delivery of management
and organization development interventions.

A presenter at Leading Edge Alliance seminars,
DeSantis focuses his work on assisting individuals

or groups in identifying obstacles to effectiveness

and subsequently works with them to create user
friendly solutions aligned with the company’s strategic
initiatives. He earned his undergraduate degree

from the University of Notre Dame, an MBA from the
University of Denver and an MA in organizational
development from Loyola University.
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The members of the Leading Edge Alliance
are leaders in many key markets, including:

Alabama
Albania
Afghanistan
Argentina
Atlanta
Australia
Austria
Azerbaijan
Bahrain
Baltimore
Bangladesh
Belgium
Bolivia
Boston
Brazil

British Virgin Islands

Buffalo
Bulgaria
Cayman Islands
Chattanooga
Chicago

Chile

China
Cincinnati
Cleveland
Colombia
Croatia

Cyprus

Czech Republic
Dallas

Dayton

Denver
Dominican Republic
Ecuador

Egypt

EL Salvador
Finland

Fort Lauderdale
Ghana
Germany
Greece
Guatemala
Harrisburg, PA
Hartford

Hong Kong
Honolulu
Houston

C"‘ Visit LeadingEdgeAlliance.com for a detailed listing of member firms.
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Hungary
India
Indiana
Indonesia
Towa
Ireland
Israel

Ttaly

Jordan
Kazakhstan
Kenya
Knoxville
Korea
Kuwait

Las Vegas
Latvia
Lebanon
Lexington
London

Los Angeles
Luxembourg
Macedonia
Madison, WI
Malaysia
Malta
Mauritius
Memphis
Mexico
Miami
Michigan
Minneapolis
Missouri
Moldova
Montenegro
Montreal
Morocco
Nashville
Nebraska
Netherlands
New Orleans
New Jersey
New York
New Zealand
North Carolina
Norway
Orange County, CA
Oregon

Pakistan
Palestine
Panama
Paraguay
Paris

Peru
Philadelphia
Phoenix
Philippines
Pittsburgh
Poland
Providence
Puerto Rico
Richmond
Reno
Romania
Russian Federation
San Francisco
Saudi Arabia
Scotland
Seattle
Senegal
Serbia
Singapore
Slovakia
Slovenia
South Carolina
Spain
Sweden
Switzerland
Taiwan
Thailand
Tokyo
Toronto
Tucson
Tunisia
Turkey
Ukraine
United Arab
Emirates
Uganda
Uruguay

U.S. Virgin Islands
Venezuela
Washington, D.C.
Vietnam

Virginia/West Virginia

is an international, professional
association of independently owned accounting and consulting firms. The
Alliance enables member firms to access the resources of a multibillion-dollar
global professional services organization, providing business development,
professional training and education, and peer-to-peer networking
opportunities nationally and globally, around the corner and around the world.

Members are top quality firms who are very successful, have deep client
relationships, and strong ties to the community. The Alliance provides
members with an unbeatable combination: the comprehensive size and scope
of a large multinational company while offering their clients the continuity,
consistency and quality of service of a local firm. Member firms have access to
the best and brightest team of business advisors—a peer-to-peer connection
that provides the right business solutions for clients.

Access to the best and brightest CPAs and business advisors—a peer-to-peer
connection that provides the right solutions for clients.

Innovative, practice-proven strategies for improving performance in
management, business processes, finance, operations, information technology
and marketing.

A leading knowledge resource for multi-disciplinary information and
industry-specific expertise responsive to clients’ unique needs.

The strength and reputation to attract the highest quality team members.

The Alliance offers accounting and consulting services through a global network of
firms with more than 15,000 professional staff in more than 430 offices.

The Leading Edge Alliance offers world-class business advisory expertise and
experience with innovation, progressiveness and quality.

To find out more about The Leading Edge Alliance, visit
www.LeadingEdgeAlliance.com or contact Karen Kehl-Rose, president,
at (630) 513-9814 or kkr@The-LEA.com.
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