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Thelnterview Processisa
Two-Way Street

hile marketing your company during a

recession isjust asimportant as doing so

during good economic times, so istaking the
correct approach to the interview process.

At no timeisthe interview process a one-way street.
In other words, at no time should a candidate' stime
be considered less valuable than
yours, especidly if the candidates
you seek are the best in the
industry. Remember, the
candidate is interviewing the
company at the same time that
company officials are
interviewing the candidate.

Making a connection
A common mistake in a down economy isto assume
that there's urgency on the part of the candidate, that
they’ Il be grateful for whatever time you can give
them. That might be true of those candidates who are
unemployed. However, the true superstars—the
candidates you're r eally seeking—are more than
likely gainfully employed at the moment, no doubt
because of the very skills that you covet.

Remember that in times such as these, candidates
(including superstars) assume a “hunker down”
mentality.

Continued on page two — | nterview Process
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Providing Opportunities for
Employee Engagement

mployees who have a passion for what they do

are practically self-engaging. In other words, they

seek out reasons to stay engaged in their job and
with the company. But what about those employees
who aren’'t quite as passionate, for whatever reason?
The fact of the matter is that you can lead them down
the road to engagement just by providing
opportunities for them to do so.

Many times, employees don’t
need a reason to become
engaged. What they really need
is the chance to become
engaged. Below are five waysin
which you can provide
opportunities to do just that.

accomplishments of employees and celebrate them
— Both parts of thisinitiative are important. By both
recognizing and celebrating, you not only increase
engagement and retention, you also build a greater

sense of camaraderie among the members of your
team.

¢ Recognizethe

o Celebratetraditionswithin the organization —
Thisis another way in which to increase both
engagement and camaraderie. This could be an
annual awards dinner, or it might be something as
simple as a summer picnic or Christmas party.

¢ [|nitiate a mentoring program — Once again,
you' re accomplishing two goals at the same time.
With thisinitiative, you're facilitating a knowledge
transfer between employees, in addition to bolstering
engagement and retention.

e Createacross-training program —Most
employees want to sharpen their skill set and
increase their abilities.

Continued on page two — Opportunities
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ENGAGE!

ROADMAP FOR
WORKFORCE-DRIVEN CHANGE
IN A WARPSPEED WORLD

T. Elaine Gagné

ENGAGE! is a proven four-part
system and includes preparation
activities and guidance for CEOs,
executive teams, and coaches who
have key roles in a change effort.

"Dr. Gagne effectively blends
knowledge, principles, examples,
and vision in her excellent book,

ENGAGE! For Gagne -
organizational success is a process,
not a destination, and it requires
effort from everyone involved."

~ Dr. Steven R. Covey

Or copy and paste the following link into
your web browser —

http://www.amazon.com/gp/product/097657
7607?tag=openlibr-20

Leadership can be thought of as a
capacity to define oneself to
others in a way that clarifies and

expands a vision of the future.

~ Edwin H. Friedman

* .

Business Coaching

Leadership = Team-Building = Planning
Patriot M anagement Systems has
provided Coaching and Consulting
Services to companies nationwide at
all levels of the organization from
executives, managers, supervisors,
and sales managers, to front line
staff. We are dedicated to helping
people and companies achieve their
dreams and goals.

Visit our website at:
www.plangoals.com
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Continued from page one — Opportunities

They also want to know that they have room for advancement
within the company. Thiswill accomplish both objectives.

¢ Involve employeesin decisions (whenever possible) — Of
course, this might not be feasiblein al situations. However, by
involving them in the decision-making process, they’ |l feel more
apart of the company.

Evaluate your company and the culture that it offers. Areyou providing
opportunities like the ones listed above? Are there areasin which you
should improve or make a more concerted effort? By simply providing
opportunities for your employees to become engaged, you might be
surprised by how readily and easily they do so—with no further
prompting from you.

If you have any questions about this article, or about how we can help
you with your current performance, leadership, and/or hiring needs,
please cal us at 910.575.1286.
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That is, they become more adverse to risk, and this mentality most
certainly appliesto their employment situation and their career. That's
why attention to the interview processis crucia to securing the talent of
the very best employees.

When you interview a superstar candidate, you should strive to do more
than just accurately assess their skill set and their potential for fitting
into the company culture. Y ou should also strive to make a connection
with the candidate and build a sort of camaraderie or rapport with them.
The reason? The candidate needs a very good reason to make the jump
to a new company.

Giving them a good reason

As mentioned above, all candidates — including superstars — are avoiding
risk at the moment. There'samental block that exists, no matter how
good the opportunity is or might seem to them. Candidates are looking
for reasons not to make amove. That’swhy it’ s critical for companies
seeking to stock their teams with the best talent available to give that
talent agood reason for doing so.

Analyze your interview process. Are you marketing yourself to each
person interviewed? Are you giving tours of your facility to those
candidates who stand out from the rest? What reasons are you giving to
superstar candidates to convince them to take advantage of your
opportunity?

Y our answers to these questions might just be the deciding factor in how
prepared you are to take advantage of the good timesthat ultimately lie
beyond today’ s chall enging economic environment.
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Understanding Small Business
Marketing

The Three Areas
of
Planning Focus

Bob Stinson

Over the last six years, we have had the
opportunity to work with awide range of small
businesses located throughout the southeast. In
most cases, our programming involved the
development of a business plan. Of all the
elements in the plan, the most important to the
business owner or manager was marketing. They
simply wanted to increase sales.

A recent study conducted by the Small Business
Center at Brunswick Community College
reinforced this conclusion in our minds. The study
was a survey of over 100 small business
entrepreneurs in the county and concluded that
their two greatest needs for knowledge were in the
areas finance and marketing. It should not be
suggested that finance is easy, but it can be taught
and there are many excellent accountants with a
wealth of experience available for these
entrepreneurs. But marketing is a more subjective
subject. Marketing consultants are primarily
geared to the field of advertising and promotion,
both of which can put amajor stress on the start-
up budget.

A small business must start with the basics, have a
marketing plan, learn to execute that plan and
monitor results. In developing that plan, one
should consider the three areas of planning focus,
mass prospecting, network management, and
customer loyalty. Let’s define each area of focus
and see how they vary based on the nature of the
business.

M ass Prospecting is the method by which you
turn suspects into prospects. Suspects could be
anyone in the local population. Prospects are
people in the local population who need your
product or service, know your company, and can
make a decision to make a purchase. Some of the

Patriot Business Coaching
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tools of mass prospecting are media advertising,
trade shows, participation in community events,
websites, and attending networking events such as
BNI or chamber of commerce afterhours.

Network Management is not just the process of
creating a network, but how you use that network
to grow your business. Having alist of prospective
names is not enough. Network management is how
you organize yourself to continuously remind
prospects that you are the type of people with
whom they should do business. In addition to
prospective customers, there are those who are a
continuous source of new customer referrals.
Reinforcement of their help in growing your
business needs to be considered. The tools of
network management include; contact
management systems such as ACT, schedule
reinforcement programs such as Send-out cards,
newsl etters, and special acknowledgements to key
referral sources. All of these are effective and not
expensive.

Customer Loyalty involves the method of
developing a customer base that will purchase
your product or service regularly and bring other
customers to your business.

After your mass prospecting and networking,
customers will come for an initial experience with
your business. That experience can be negative,
satisfactory or excellent. If it is negative, you will
need to spend more time and money in finding
new prospects to bring to your business to replace
those which were chased away. If it is satisfactory,
your business will be considered on-par with your
competitors and will receive some portion of the
customer’ s future purchases. But if the experience
is excellent, the customer will tend to only
purchase from you and will tell all hisfriends and
neighbors.

Continued on page 4..

“Criticism, like rain, should be gentle
enough to nourish aman'’s growth
without destroying hisroots."

Frank A. Clark
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Continued from page 3... Marketing

The development of a business with aloyal
customer base is not as easy aslearning to use a
product or service as in the other two areas of
focus. It does require a careful analysis of al
points of connection between your company and
the customer. Once completed, planningis
required to make each contact point a positive
emotional experience. Y es, apositive emotional
experience, because there is some emotion
positive or negative involved with all human
interactions. A business coach can be very helpful
with this process.

The Areas of Focus differ from business to
business. If one thinks about the areas of focus as
three balls that are used to play the small business
marketing game, one might be the size of a
baseball, the second the size of a basketball and
third the size of abeach ball. Or, they may al be
the same size.

Consider aretail business such as a supermarket.
The two most important areas of focus are mass
prospecting and customer loyalty. They must get a
large number of customersinto the store and
provide them with an experience which makes
them come back. Networking is of littleuseto a
supermarket or the local gas stations. Retailing
usual depends on advertising, promotion and a
good shopping experience. Y ou will not find too
many retailers at BNI or the chamber afterhours.

Accountants, attorneys and other professionals
have a different set of ball sizes. Their major areas
of focus need to be networking and customer
loyalty. Advertising in the yellow pages will make
some suspects into prospects, but if you' re looking
for agood accountant or a good attorney your first
instinct is to ask someone who you know and
trust. When you find a professiona who does a
good job, you are very likely to give areferra to
them. If you belong to acivic organization, you
first look to those who you know in the profession
and those who have exhibited outstanding

personal characteristics within that organization.

Busi nesses range the spectrum from those with
high emphasis on mass prospecting to those with
the need for high emphasis on networking, but
common to al isthe need for high customer

loyalty. Those with high customer loyalty spend
less time and money on attracting the kind of
customers who provide greater profitability to the
business. Those with lower customer loyalty spend
excessively on advertising and promotion because
they lack the loya customerswho will keep
coming back and bringing with them new
customers. Big companies with the resources to
spend can afford those costs. Small companies
cannot.
For more information on this subject email:
bob@plangoals.com

Sales Statistics

48% of sales people never follow up with a
prospect

25% of sales people make a second contact
and stop

12% of sales people only make three contacts
and stop

Only 10% of sales people make morethan
three contacts

3% of sales are made on thefirst contact
3% of sales are made on the second contact
5% of sales are made on thethird contact
10% of salesare made on thefourth contact
80% of salesare made on thefifth to twelfth
contact
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