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Diversity, a commonly used, but often misunderstood word.  In our practice, 

diversity awareness is not about acknowledging differences.  Itôs about honor-

ing differences to explore alternative solutions to management challenges .    
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The quote above is from William Wrigley .  

The significance of the quote is not the au-

thor, but more importantly, itôs meaning.  

Whatôs most valuable about this expression is 

its relevance to business, especially today.  

The market leaders in the business world are 

typically those who offer products and/or 

services that are a little different from what 

weôre used to.  They donôt necessarily make 

things, they make things better.   

As you know, it takes courage to be different.  

Ask any teenager or middle manager for that 

matter.  It takes managerial courage to cele-

brate differences among your team and your 

peers.  It also takes hard work.  However, the 

payoffs can be phenomenal.  Just ask Yel-

lowtail Wines, Southwest Airlines or  P&G, 

the makers of SwifferÊ. 

The next time you are approached with an 

idea that seems way off base, instead of re-

sponding with ñI donôt see how it will flyò.  

Reframe the conversation with ñLetôs see 

how we can make this workò.   Let the per-

son articulate the additional value they bring 

to the table based on their experiences, per-

spectives, orientation and insights.  You may 

be surprised to learn something new that you 

can use going forward. While no small feat, 

if you can pull this off, you will have sparked 

the beginning of a powerful association.  In 

order to honor differences, the only thing that 

has to change is your willingness to listen.   

Contact C-ChangeWork LLC  for more infor-

mation on our Breaking Rules & Winning the 

GameÊ Workshop.   

KarenismsðPlanting Seeds that 
Help Your Business Grow 
¶ What you see, depends on where you sit.  Get out of your chair and sit somewhere else occasionally. 

¶ As strange as it may sound, there are people smarter than you.  Find a way to hire them so you can 

continue to learn. 

¶ Customer relationships take work.  Meaningful relationships take a lot of work.  Do the work, reap 

the reward.   

¶ In terms of your customers, where there is no trust, there is no truth! Build trust first. 
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CH AN G E   F O R  E X E CU TI V E S  AN D T HE  P E O P LE  W HO  

I NFL UE NCE  T HE M  



Show Me the Money! 
A Cautionary Tale on 
Asking Too Much Too 

Soon...  

Those of us who have been in 

business development longer than 

a few years, have cut our teeth on 

all kinds of sales training.  SPIN, 

blue sheets, you name it weôve 

done it.  If we focus on the least 

common denominator between all 

of the training offerings, we often 

find ourselves at the same place.  

Follow the money.  Cuba Good-

ing in the movie,  Jerry Maguire 

did not say it first, but for many of 

us, he said it best when he coined 

the mantra, ñShow me the 

money!ò  When it comes to quali-

fying new sales opportunities, a 

lot of gurus will advise you to 

identify the customerôs business 

initiative and then identify  the 

funding.  How do you do this, itôs 

pretty simple they say..by asking 

the client of course, ñHow much 

do you have budgeted to support 

this initiative?     

That seems to be a pretty reason-

able question, right?  WRONG!  

Unless you have already firmly 

established a relationship with the 

customer, this question can be 

seen as premature at best and 

insulting at worst.   

 Why would they volunteer the 

truth about their budget if they 

are not convinced that you have 

something they need or want?  

Think about it.  Take a hard look 

at your other 

relationships.  If 

you are married, 

when did you 

ask your signifi-

cant other about 

the account bal-

ances in their 

checking or savings accounts?  

How soon before you got mar-

ried did you actually see a copy 

of their credit report?  If you are 

not married, think about your 

best friend.  You two are close 

right?  Do you know the  bal-

ances in their accounts?  If so, 

how soon after you became 

friends did you ask them about 

their budget, assets and/or li-

abilities?  For most of us, it took 

a while to get to that level of 

comfort. For others, we still not 

there yet and weôve known each 

other for years.  Yet, we go on 

one or two sales calls and we 

fully expect our potential cus-

tomers to volunteer where they 

stand with respect to investing 

in us  ðan unproven entity at 

that point.  Too often, we get 

frustrated if they refuse to yield.  

We summarize the interaction in 

our CRM tool or in the funnel 

report as the client has issues 

that prevent them from moving 

forward right now.  In one re-

spect, we have hit the nail on the 

head.  The client does have is-

sues.  Unfortunately, in this 

scenario, we have met the issue 

and it is us.  We 

have not done 

enough in the cli-

ents eyes to inspire 

the confidence and 

credibility neces-

sary for them to 

feel comfortable 

having a serious conversation 

about moving forward, espe-

cially as it relates to budget.   

In order to move beyond the 

issues, we have to come to the 

table with something thatôs 

meaningful for the client before 

we ask them for anything.  For a 

relationship to have relevance, 

there must be an exchange of 

value on both sides.  We must 

be prepared to show them  that 

we are as concerned as they are 

about their business.  Once the 

conversation shifts to being all 

about them instead of all about 

you, provide them with a com-

pelling value proposition that 

directly connects to their strat-

egy, improves their business 

performance. and accelerates  

realization of their goals and 

objectives. Armed with that 

information, you wonôt have to 

ask, clients will gladly show 

you the money. 

There is one maxim that 

proves true time and time 

again in terms of manag-

ing customer relation-

shipsðòIf there is no 

trust, there is no truthò. 
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ñChains of habit  

are too light to be felt  

until they are too 

heavy  

to be broken.ò  

                  

 - Warren Buffet  
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