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Change 
Works 

Focusing on features, functions, speeds, and feeds doesnôt get the job done.  

You may win the deal, but you wonôt grow the account.  Executives buy not 

because they understand, but buy when they feel understood.  

Stop Selling, Start 
Sharing!  

No one likes to be sold, especially busy 

executives. Calling on executives and  

pitching your product or service , is not the 

way to become a trusted advisor. So what 

should you do? Your homework  for start-

ers.   

Interested in moving your level of relation-

ship with executives up the value chain? 

You better be prepared to create and dem-

onstrate value in each and every interac-

tion.   

There are 3 areas of focus that you  need to 

speak to with credibility.  The first has to 

do with demonstrating your knowledge of 

their  business.  Be prepared to discuss key 

business challenges and how you have 

successfully assisted other executives in 

meeting those challenges.  Spend time on 

their financials, there could be a quiz later. 

The second has to do with  what you know 

about their competitors and what options 

they might leverage to further differentiate 

themselves for strategic advantage. The last 

area has to do with articulating the addi-

tional value you  bring to the table based on 

your experiences, perspectives and insights.  

At the end of the meeting, the executive 

should leave feeling that they learned 

something new that they can use going 

forward. While no small feat, if you can 

pull this off, you will have sparked the 

beginning of a powerful association.   

KarenismsðPlanting Seeds that 
Help Your Business Grow 
¶ Growth is not a function of the market, itôs a function of management discipline.   

¶ If your Value Proposition is not CPSðcompelling, provocative or sexy from your clientôs perspec-

tive, you donôt have a value proposition that inspires action.   

¶ Never allow customer information to masquerade as customer intelligence.   

¶ Homework is criticalðthe extent to which you do your homework gets you in or does you in.   

¶  Just because you won, doesnôt mean the competition has stopped selling.   

Q U I C K  T I P S  O N  B U S I N E S S  S T R AT E G Y &  M AN AG I N G  
C H AN G E   F O R  E X E C U T I V E S  AN D  T H E  P E O P L E  W H O  

I N F L U E N C E  T H E M  



Contract Expirationð
4 Keys to Protecting  

Incumbency 
Hereôs a Hinté..Crossing Your Fingers and Hoping 

for the Best is Not One of Them! 

Contract expiration, a time busi-

ness executives love to hate espe-

cially when youôre on the service 

provider side of the table.  This is 

a time when a lot of accounts are 

most vulnerable to penetration by 

the competition.  Itôs almost as if 

you competitors can smell the 

blood in the water and are closing 

in for the kill.  What can you do to 

protect yourself and your ac-

count?   

Here are four ways to insulate 

yourself and isolate your clients 

from the competition. 

1.  Donôt wait until the contract 

ends to remind your client of how 

much they mean to you and you 

have meant to them.  If you have 

not had regular discussions on 

your impact to the business with  

the executives of your account 

since contract signing, game over.  

You may as well take your mar-

bles and go home.  You should 

be meeting with key clients no 

less than once a quarter to dis-

cuss service 

performance and 

the value youôve 

contributed to 

their business. 

2.  Be on the 

lookout for 

spaces and places to introduce 

something new that will im-

prove their lives and/or the lives 

of their customers on a regular 

basis.  Innovation is top of mind 

for most organizations and if 

you can help them innovate to 

better respond to the demands of 

their key stakeholders, you can 

stay one step ahead.  You donôt 

have to go it alone in order to 

bring innovation to the table.  

Strike up a partnering or alliance 

relationship that will help your 

client move further, faster. 

3. Be proactive, not reactive 

in terms of identifying 

problems and solutions.  

As the incumbent, you or 

someone that works for 

your company 

knows where and 

what the problems 

are within the ac-

count.  Donôt wait 

for the client to tell 

you what they are 

to do something about 

them.  

4. Pay attention . For a rela-

tionship to have meaning, 

it must add value to those 

who are part of it. Your 

clientôs definition of value 

tends to change over time. 

Get in touch and in tune 

with how your client is 

defining whatôs most im-

portant in terms of business 

value and your relationship.  

This is your account , use 

these tips to make sure it 

stays that way. 

Get in touch and in tune 

with how your client is 

defining whatôs most im-

portant in terms of busi-

ness value and your rela-

tionship.   

 

QUOTE FOR THE MONTH 

 

ñWhen a management 

team  

with a reputation  

for brilliance,  

tackles a business  

with a reputation  

for bad economics,  

itôs the reputation  

of the business  

that remains intact.ò 

 

                 -Warren Buffet 
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