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Your customers want a hole, not a drill

When putting together a marketing campaign, most business owners
think about the features of the product or service they're selling, rather
than the problem their product solves

This is a mistake.

In a now famous observation made by Professor Ted Levitt at the
Harvard Business Review — "people don't want a quarter-inch drill, they

want a quarter-inch hole.”

Small businesses can't afford to spend as much on marketing as larger
companies, but neither can afford to create ineffective marketing. So how to you ensure that you create marketing that
connects with people?

Well, the biggest mistake you can make is to start with your product and service. Never assume that just because you
intimately understand your product and service, others will automatically love it simply for what it is. You need to step back
and think about your audience. What pressing needs do they have that you can solve?

Car manufacturers have known this for a while_ If the only ‘need’ being solved by cars was transport from point A to point B —
they wouldn't create hundreds of different models. Some cars target the need of being seen as successful, some getting kids
to school safely, some being able to access tools when working on a building site. Each model is created, and then marketed,
to help solve a different need (at least the success models ;>).

It can be scary to narrow your focus down to smaller sets of prospects, and then specifically position your offerings to solve
those problems — but you can address the needs of your prospects better than the rest, you can expect to prosper over your
competition



Your customers want a hole, not a drill

When putting together a marketing campaign, most business owners 1
think about the features of the product or service they're selling, rather \
than the problem their product solves. J
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This is a mistake.

In a now famous observation made by Professor Ted Lewitt at the
Harvard Business Review - "people don’'t want a quarter-inch drill, they
want a quarter-inch hole.”

Small businesses can't afford to spend as much on marketing as larger
companies, but neither can afford to create ineffective marketing. So how t
connects with people?



48 ;2 A+ What is Leadership

Professional 5 % < 7#d
Doing The Right Things ¥ ¥4 F
Technician & ¥ # T
Technically Correct: Doing Things Right

M AR

Copyright ® 2010-2012 All rights reserved. Melvin Wong, Ph.D.



48 ;2 A+ What is Leadership

Technician & ¥ 3 T

Technically Correct: Doing Things Right, #f F 2
1Q% ® : How to Things Right
(Task-Goal Oriented Tk 5 - Bl #2519 )
Policy-Correctness, Legally-Correct

By-laws, Procedures, Tax,

Copyright ® 2010-2012 All rights reserved. Melvin Wong, Ph.D.
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|Q vs. EQ: Daniel Goleman

|Q: gets you hired
R Yy e
EQ: gets you promoted

e i d: RARE B BT



HARVARD BUSINESS SCHOOL PRESS THE COAST-TO-COAST
#1 BESTSELLER
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Emotional
Inteligence

Why it can matter
more than [Q

Daniel Goleman
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REALIZING THE POWER OF
EMOTIONAL INTELLIGENCE
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THE FIRST—AND STILL THE BEST—
BOOK OF ITS KIND—TO LEAD YOU TO SUCCESS
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EQ: How to do the Right Things
People-Oriented, Team-Effectiveness
Vision-Mission-Focused, Possibilities

Ambiguity-Tolerant Insightful

Copyright ® 2010-2012 All rights reserved. Melvin Wong, Ph.D.
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JIM COLLINS

Nationally Acclaimed Business Thinker
Best-selling Author
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* A nationally acclaimed business thinker, Jim Collins serves as
a teacher to leaders throughout the corporate and social sectors.

* Author of the best-selling books Good to Great and Built to
Last, he is a student of companies—how they grow, how they
attain superior performance, and how good companies can
become great companies.

* His writings, based on groundbreaking research, have been
featured in Fortune, Business Week, The Economist, USA Today,
and Harvard Business Review.

* His latest volume, How the Mighty Fall: And Why Some
Companies Never Give In, looks at the common mistakes of
organizations in a state of decline and what leaders can do
to reverse negative patterns and flourish anew.



AT THE SUMMIT RESOURCE CENTER:
* How the Mighty Fall: And Why Some HOW THE

Companies Never Give In M\GHTY

* Summit Digital Resources: Keep Moving ALL
Includes video message IT: How Leaders

Can Get IT and Keep IT by Craig Groeschel v s,;“;_j‘{:j"g“;‘& ______ [ -
ADDITIONAL NEXT STEPS: n cm_u“s A s

* Good to Great by |im Collins
* Visit Jim Collins” website at jimcollins.com

* Assess your team according to the chart from How the Mighty Fall reprinted on page
Does your team behave like a “Team on the Way Up” or a "Team on the Way Down?”
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SUCCESSFUL HABITS OF
VISIONARY COMPANIES

JIM COLLINS
(Bestselling author of GOOD TO GREAT)
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#1 BESTSELLER
THREE MILLION COPIES SOLD

GREAT




SUCCESSFUL IS NOT THE ABSENCE OF DIFFICULT but the
ability to come back from setbacks. even cataclysrmc
catastrophes, stronger than before. Great nations can
decline and recover. Great companies can fall and recover.
Great social institutions can decline and recover. And
great individuals can fall and recover. As long as you
never get entirely knocked out of the game, there
always remains hope.

- Jim Collins, How the Mighty Fall

Ti mmformationa[ Choices: Make a Good Leader Great!
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1. ABIHAE A Zk - Extreme Personal Humility

2. 52892 X & & Intense professional Will
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How do you know your level of leadership
S 9] Jem 18 AR 09 <R AT BE KPR

How to advance to the next level

AR e 47 HEIE B 5 — 1B a9 A% R

Are leaders born that way or made
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Stockdale Paradox_L7F 89 5 /&

Vice Admiral James Bond Stockdale, POW

It's the optimists who didn'’t get out: died of depression
(self-imposed and repeated disappointments of rescue)

People at the good-to-great companies in our research confronted
the most brutal facts of their current reality —

yet simultaneously maintained absolute faith that they would
prevail in the end

And they held both disciplines -- faith and facts —
at the same time, all the time
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FIVE STAGES OF DECLINE xnwsmmss

Stage 3
Denial of Risk
. and Peril | ;
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How the Mighty Fall by Jim Collins. Copyright ©2009 by Jim Collins
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1. ABIHAE A Zk I Extreme Personal Humility
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But whoever wants to be great among you,
let him care for you.
7 KR A EH . L AEARTIaLE AL
Whoever wants to be first among you,
let him be your servant.



Transformational
Choices:

Make a Good Leader
Great!
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