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Preface 

This is a collection of articles, mainly centered on 
marketing and technology, which I have published over 
the last two years. Although the articles cover a wide 
variety of topics, many of them attempt to demystify 
information technology topics for business and marketing 
people.  

I hope you enjoy this quick read. 
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Marketing and IT: Together by Design 

Okay, the title may have raised an eyebrow or two,  
but sometimes making colossal leaps ahead of the 
competition requires completely unconventional 
strategies. 

A large consumer products firm successfully integrated 
their e-commerce marketing and e-commerce IT 
divisions, and realized some spectacular results. 

The company was expanding across multiple domains 
that required them to split efforts between direct-to-
consumer and third-party partner integration of their 
product offering. 

Direct-to-consumer e-commerce was their only customer-
facing application at the time. Partner e-commerce 
applications were more focused on integrating with third-
party systems and didn’t contain much of a “customer 
experience” component. 

Because the company wanted to deliver a robust customer 
experience and grow that channel, they needed to add 
more IT resources to their direct-to-consumer  
e-commerce. Unfortunately, these requests were low on 
the priority list, behind third-party bug fixes, partner 
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integration issues, etc. As is typically the case, marketing 
had responsibility for revenue growth but no control over 
the resources that could deliver upon those goals. 

A Crazy Idea 
As resource issues brought things to a head, e-commerce 
marketing leadership approached the SVP of customer 
and partner integration with an idea. 

In order to meet the company’s online marketing and sales 
goals, they needed dedicated IT resources. The initial 
reaction of the SVP was, “You want me to have my  
IT people report to marketing? You know nothing about 
IT.” That wasn’t necessarily true. Over time, the  
e-commerce marketing director had accumulated a good 
understanding of the company’s IT environment, legacy 
systems, and internal barriers, and he was able to combine 
that knowledge with his knowledge of the company’s 
competitors, what they were offering online, and how 
they could pull ahead. 

Within a few weeks, the e-commerce marketing director 
was assigned five programmers, a website designer, two 
quality assurance people, and an IT project manager, 
along with four traditional marketers and a marketing 
manager. They carved out an area for this new team in  
the e-commerce IT area and alternated a marketer and an 
IT person in every other cubicle. For both entities, it was 
like getting a new neighbor who didn’t speak their 
language and whom they didn’t like very much. 
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Growing Pains 
It comes as no surprise that marketing and IT don’t 
generally get along (extroverts, meet introverts). 

After a week or two of grumbling and consistent closed-
door meetings, it was time to begin the integration. The 
IT group came in and took the marketing team through a 
presentation on the terminology they used, the current 
operating environment, the challenges with the legacy 
systems, and the new technologies they were bringing 
onboard over the coming months. At a follow-up meeting, 
the marketing team took the IT group through the  
e-commerce goals that had been set, an overview of what 
the competitors were offering online, the products they 
wanted to introduce, and the anticipated revenue and 
profit. 

Beyond show-and-tell, the combined team went to 
numerous team luncheons and offsite team-building 
events, such as movies, golf outings, baseball games, and 
outdoor team-building retreats. Complaints dropped  
off quickly. Individuals didn’t want to complain about 
someone who had just caught them in a trust fall the week 
before. The IT people enjoyed the constant flow of sugar 
that marketing generally brought in, and marketing 
enjoyed the quick IT help when they had issues printing 
or loading new software. 

Both teams came to an understanding that, in order to  
be successful, both sides had to work together as one 
cohesive unit. The goal was to obliterate the 
competition—not each other.  
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The “Cans” Can Do Miracles 
More weeks passed, and the rough edges started to 
smoothen among the rank-and-file. There were new 
conversations to be heard in the cubicles, with marketers 
asking their IT neighbors, “Now, tell me again why our 
system can’t do X?” and IT asking, “Can you tell me 
again where on our competitor’s website they have that 
feature you’re interested in?” The progress was 
encouraging, but they weren’t there yet. 

In earlier times, if marketing launched requests out of 
their silo and into IT’s, IT managers would present their 
concerns to their own VP. Now, those concerns had to 
come directly to e-commerce marketing. 

During one interaction, the IT manager and project 
manager explained that something the marketing group 
wanted simply couldn’t be done. The e-commerce 
marketing director asked if they understood why what 
they wanted was important. They did. He then said, 
“Okay, then you need to go back and figure out how to 
make it happen. Determine the necessary investment in 
people, technology, and anything else you need. ‘Can’t’ 
is not an option.” They frowned. The marketing director 
tried a new tactic: “Now, I’ll tell you a little secret. If you 
can get me 70 to 80 percent of what my team wants, I’ll 
be happy.” Their attitudes improved because marketing 
was being reasonable. They weren’t fighting with them, 
but willing to work together. They knew that the business 
held the purse strings to add resources that IT, as an 
enabling function, didn’t have. This was a game changer 
for them. 
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Never again did the IT team come to marketing with an 
impossible situation. Instead, they came with concerns 
and then ideas on how to get most, if not all, of the way 
to the goal. That worked. 

Flying High 
Over a relatively short period of time, change occurred. 
E-commerce marketers assessed the competition and their 
online offerings while taking into consideration their 
knowledge of the company’s systems and development 
timelines. E-commerce IT negotiated and rearranged 
requirement priorities and resources with marketing and 
became problem solvers. Everything started to gel. 

Within two years, the customer e-commerce channel grew 
from $560,000 to $13.5 million in annual revenue and 
became the most profitable channel in the company. 
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The Threat Within 

Online hackers generally target financial institutions, 
major retailers, and anyone holding large amounts of 
consumer data (i.e. credit card companies). Every few 
months, some major corporation is the victim of a data 
security breach. Whether the thief gets ahold of sensitive 
consumer data or sensitive internal data, the companies 
cry foul and promise to investigate, hold responsible 
parties accountable, and work to rebuild consumer’s trust. 

So, are Fortune 500 companies the only ones under 
attack? Should a $20 to $60-million company with very 
little, if any, sensitive consumer data really worry about 
being a target? Beyond protecting internal computers with 
anti-virus software and some sort of network firewall, is 
there really any cause for concern? 

Internal Threat 
Perhaps the threat is closer than imaginable. Disgruntled 
employees, employees joining competing companies, and 
those opening up their own competing companies are all 
threats to an existing business. 
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For those who think they have nothing worth stealing, 
think again. 

Long before computers became the storage house for 
company data, a manager of a Chicago sales office for a 
national printing company came in to find a resignation 
letter on his desk from his top salesperson. That same 
morning, his admin told him that one full box of copy 
paper was gone. Within two hours, the remaining sales 
reps noticed someone had rooted through all of their 
customer files, taking out job samples. The copier 
recorded a 5,000-copy jump from Friday night to Monday 
morning. The guy who left started his own printing 
brokerage, and there was no way to definitively prove 
he’d taken information on every single account managed 
by that sales office. He left his sales achievement awards 
in his abandoned cubicle. 

Nowadays, that same theft would take an hour or two 
inside a company’s sales CRM (customer relationship 
management) platform, and the data would leave the 
building in something as small as a thumb drive. 

There are more secrets within a business than we know 
and recognize. What could the competition do with 
another company’s sales figures? Financial statements? 
Strategic plans? R&D results? Sensitive executive 
emails? Contracts? Supplier lists?  

A lot of damage. 
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Conducting an Internal Information Security Audit 
Internal threats are real and impact every size company. 
Therefore, it’s important to know what type of 
information is being accessed, by whom, and for what 
purpose. Many companies integrate hierarchies within 
their data access points, including physical access into 
areas such as the company’s IT server room, file storage 
rooms, etc. 

To some, this may sound like overkill, especially for a 
small to mid-size business. But after an initial incident, 
opinions will change. 

An internal information security program should start 
with the CIA triad, which refers to Confidentiality, 
Integrity, and Availability of data. All sources of data 
should be evaluated and classified within the triad. 

“Confidentiality” means that the assets of a computing 
system are accessible only by authorized parties. 

“Integrity” means that assets can be modified only by 
authorized parties or in authorized ways (i.e. a sales 
person cannot delete a client from the CRM database, but 
a sales manager can). In this context, modification 
includes writing or changing content, changing status, 
and deleting and creating information. 

“Availability” refers to whether assets are accessible to 
authorized parties. Authorized parties should not be 
prevented from accessing objects for which they have a 
legitimate access need. For example, a security system 
could ensure perfect confidentiality by preventing 
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everyone from reading a particular object. However, that 
solution would not meet the requirement of availability. 

Along with the fundamental basis of the CIA triad, a 
security program must start with the proper policies and 
have input from senior leadership. 

Components of an IT Data Risk Audit 
There are four overarching components to an internal IT 
Data Risk Audit. The first is data classification (addressed 
with the CIA triad). The second is management controls, 
which concentrates on the controls that management is 
directly responsible for. The third is operational controls, 
which are the day-to-day operations of the systems that 
an employee is most likely to interact with. The fourth is 
technical controls, which are usually the automated 
computer programs that apply the controls. 

Data Classification 
• CIA Triad: Confidentiality, Integrity, Availability 

Management Controls 
• Risk Management 
• Review of Security Controls 
• Life Cycle Enforcement 
• Disaster Recovery/Business Continuity Planning 

Operational Controls 
• Personnel Security 
• Physical Security 
• Documentation 
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• Security Awareness/Training 
• Incident Management 

Technical Controls 
• Identification and Authentication 
• Logical Access Control 
• Audit Trails, Monitoring, and Logging 

Each of the subsets beneath the four overarching 
components above can be further extrapolated in terms of 
what a Data Security Analyst would be auditing. For 
example, Personnel Security and Physical Security, both 
elements of Operational Controls, come with several 
subcomponents each. 

Personnel Security: 
• Training and Awareness 
• “Need to Know”/Least Privilege 
• Review of Logs, Policies, and Procedures 
• Background Checks 

Physical Security 
• Layered Access/Physical Protection 
• Keypads/Badge Access 
• Access Control Log/Log Audits 
• Training/Awareness 
• Video Surveillance 
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Whether hiring a data security officer or a consultant from 
outside the company to audit and maintain data security 
protocols, it’s important to make sure they have been 
certified by a reputable organization, such as the Certified 
Information System Security Professional (CISSP) 
organization. 

Next to the people in your organization, your data is your 
second most valuable asset. Keep it protected. 
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The Third Strategy for Growth 

The two most common growth strategies for business  
are organic growth and acquisition. That is changing 
quickly as companies are beginning to leverage a third 
option—growth through insight. “Insight” is derived 
from understanding internal and external conditions and 
harvesting internal company data. Companies are taking 
up the charge to educate their employees on the power 
and possibilities of data and its contribution to the 
company’s strategic plan and short-term operational 
improvements. 

Becoming a Data-Driven Organization 
In this modern, technology-driven age, it is amazing  
how many key business decisions are based on gut 
instinct. There are generally two reasons for this: either a 
charismatic leader has always made the decisions on 
where the company or division needs to go next, or 
decision-makers don’t trust the company’s internal data 
(garbage in, garbage out). 

Although the first obstacle may simply be experience or 
ego-driven, the second centers around having trust in the 
data and can be more easily overcome by establishing 
data governance processes and data integrity testing. Do 
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data-entry processes ensure data is entered the same way 
each time? Has the data been properly challenged and 
vetted? Once data integrity has been established, then that 
data can become information. 

To refer to it as a transformation from data to information 
may be a bit of an oversimplification, however, in that 
many companies struggle with integrating data 
technology into their existing systems and business 
models. There is a wide variety of analytical tools on the 
market, each containing its own nuances and challenges. 
More important than the application choice, integration 
process, and culture shift to data-driven decision making, 
the goal is to derive insight. Software, integration, or 
culture alone can’t deliver insight. All these elements 
need a guide to derive information from data. The most 
important ingredient in a successful business intelligence 
internal practice is the role of the “data detective.” 

The Role of a Data Detective 
Data detectives are a combination of business strategist, 
database expert, data analyst, and sleuth. They 
proactively look for anomalies, question everything, 
create hypotheses, run models, test data integrity, derive 
conclusions, and present insights to the business. 

First and foremost, a data detective has a holistic 
understanding of the business from an operational 
standpoint, an IT infrastructure standpoint, a sales and 
marketing standpoint, and a strategic standpoint. Only 
with a solid grasp of the underpinnings and strategic goals 
of the company can the data detective truly be effective. 
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Second, the data detective must be able to communicate 
at the business level and convert questions and issues into 
technical requirements from which information can be 
derived. The data detective must also possess a strong 
technical prowess, knowing where to look for answers 
and how to extract them from mountains of big data. 

Third, a data detective needs to be adept at applying the 
scientific method to finding answers by creating data 
models, developing hypotheses, testing data integrity, and 
arriving at fact-based insight. 

The Difference Between Data Detective,  
Data Scientist, and Data Analyst 
Business Intelligence initiatives can span across all 
departments, so an overall perspective or big-picture view 
of the company is critical. But analysts are often 
embedded in specific departments, which limits their 
exposure to other areas of the company. Data analysts are 
more closely tied to IT in terms of accessing and 
providing data in the form of reports supplied to business 
users. 

Data scientists, on the other hand, usually don’t interact 
directly with the business. They are focused on 
discovering insights from big data and hypothesis testing, 
and may not have an open line of communication with the 
C-level. Techopedia.com defines a data scientist as 
follows: 

“Data scientists generally analyze big data, or data 
depositories that are maintained throughout an 
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organization or website’s existence, but are of 
virtually no use as far as strategic or monetary benefit 
is concerned. Data scientists are equipped with 
statistical models and analyze past and current data 
from such data stores to derive recommendations.” 

Data detectives are closely related to these roles; 
however, they understand business goals, issues, and 
processes as well as IT systems. They can create front-
end reports and write SQL inquiries to pull data from 
databases. They can comprehend data models and their 
relationships as well as embrace business strategy and 
objectives. Data detectives have a unique skillset: they are 
rooted in technology, but well-versed in business. 

Data detectives are generally given a vague question by 
the business and then set loose to try to derive an answer. 
They are self-directed and leverage information from both 
the business side and the IT side to develop and prove a 
hypothesis.  

Data detectives may be titled “Business Intelligence 
Specialists” or “Information Management Specialists,” 
and their goals are varied:  

• Uncover new and missed business opportunities 

• Recommend changes to the data model 

• Resolve data quality issues 

• Improve product and service profitability 

• Recommend retiring obsolete applications, 
products, and facilities  
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• Improve the success rates of marketing strategies, 
pricing strategies, and regional sales strategies. 

Case in Point: The Pricing Sweet Spot 
A New Jersey-based building materials manufacturing 
company wanted to determine its pricing sweet spot since 
its sales figures had flat-lined. The directive to the data 
detective was simply, “We are not winning enough 
business deals. Find us the pricing sweet spot for each of 
our core products.” 

The data detective started by compiling data to compare 
the closing ratio percentage against the year, quarter, 
market, and sales regions. Initial findings were that 
pricing was pretty normalized across the majority of the 
sales regions, sans the largest one. Next, the data detective 
created a hypothesis that “the product pricing sweet spot 
already existed for the majority of the products, and the 
‘win’ rates for the other regions were much higher than 
the largest region.” The data detective then faced the 
question of why this one region was out of alignment. 
Was it off by product or, by quarter? 

The data detective then went on a second data inquiry, this 
time to calculate an aggregate average price per product 
and combine this metric with quote status (won vs. lost). 
His hypothesis was then converted to insight when he 
determined that Sales Region C had some products priced 
too high in comparison to the average “won” quote in the 
other regions. In presenting the insight to the business, the 
data detective stated that if Region C adjusted their future 
quotes for specific products to stay within 5 percent of the 
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average price of the other regions, it would see more 
“won” quotes. 

As it turned out, the issue was not with company-wide 
pricing, but rather one large region being out of 
alignment. A true data detective knows the business’ 
initial question may not be the best one to answer. 

In this particular case, the data detective utilized a 
Teradata database for back-end infrastructure and Tableau 
as the front-end reporting tool. 

Transforming Information into Insight 
is a Growth Strategy 
Gut instinct will continue to battle data as a decision 
maker for the foreseeable future. Not all business 
executives will trust their data, and some may even feel 
in competition with data for decision making. 

It costs a company a great deal to launch a new product 
or service. If their data could streamline that investment 
by telling them the best customers to sell to, at what price, 
during which season, and with what other incentives 
bundled on, why not use that information? 

Data detectives should be business executives’ greatest 
internal strategic tools, providing the necessary insight to 
make the right recommendations or decisions. 
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Your Brand: Why It’s Important 

Though your company’s brand is always worth 
investment, brand image and message become critical 
when you’re looking to expand within the mid-size 
category, which generally starts at $5 million in revenue 
and goes all the way to a billion. (Companies with  
$1+ billion in revenue are generally the smallest eligible 
for a credit rating by one of the "major" credit-rating 
agencies.) 

If your business is at the tipping point between small and 
mid-size or firmly within the mid-size category, it’s likely 
you are no longer struggling, have some solid repeat 
customers and perhaps a few partnerships or alliances, a 
decent line of credit at the bank, and a couple executives 
who aren’t family members along for the ride. 

Generally, the charisma of your sales people and the 
quality of the product or service you offer have gotten you 
to where you are now. The question is, what takes you  
to the next level? In a word, “branding.” Through 
effective brand marketing, you can push your message out 
to the masses. Branding allows you to control the message 
being presented, the way your company reflects that 
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message, and the way people will identify your company 
going forward. 

Brand Image 
Your brand image refers to the way the public perceives 
your company, and it’s shaped through a combination of 
logos and taglines, quality of products and services, 
corporate communications, employee reputation, and 
word of mouth. 

Proactive brand marketing is your organization’s most 
effective way to actively manage customer perception. A 
sharp logo, clever tagline, witty advertisement, sleek 
packaging, professional salespeople, client lunches, 
press, and content marketing all contribute to how you are 
actively managing your brand image. 

Brand Awareness 
Advertising is another opportunity for companies to 
actively shape brand image by building awareness and 
buzz. The cherry on top is when someone contacts you 
because of something they saw, read, or discussed about 
your company.  

Advertising is pricey, but done well, it’s worth the 
monetary investment.  

An ad across from Gervin’s Bar in Terminal A at the San 
Antonio airport portrayed a guy holding a cocktail glass 
and asked viewers whether they needed IT support. The 
bottom of the ad said simply, “Enjoy your cocktail.” The 
ad was memorable, crisp, and relevant to the people 
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headed to Gervin’s. Ad placement cost the company 
approximately $17,000 per year, and it resulted in a new 
client worth $2.3 million.  

At a tradeshow, a company sponsored the literature bag 
that was handed out to all attendees. The outside of the 
bag largely displayed the company’s logo, product bullet 
points, and contact information. Inside was an insert on 
their IT Onsite Help Desk services. The bag sponsorship 
cost $2,500, and resulted in thousands of participants 
walking the company’s logo all around the event. Three 
weeks later, the CIO of a large communications company 
inquired about the IT Help Desk bag insert. The new 
client billed $1.2 million in the year that followed. 

You don’t have to spend a lot of money to create strong 
brand awareness—but you do need to spend in the right 
places with a relevant message and call to action. 

Brand Story 
Brand stories are an important way for companies to build 
connections with their audiences, but they can’t be static. 
It’s important to know when to update your brand story.  

When you want to go after larger game, speaking about 
your meager beginnings as if they were yesterday doesn’t 
instill confidence that you can handle bigger projects or 
orders. Large companies want to work with proven 
vendors who can consistently deliver the highest quality 
for the best price in the shortest amount of time.  
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If your sales people are telling a small story to large 
prospects and you’re not winning many deals—that may 
be why. 

No Silver Bullet 
There is no silver bullet for establishing a strong brand 
image. It takes work and focus across the organization. 
All of your employees should strive to be brand stewards 
and reflect the positive reputation your company is 
portraying. If not, this adage will hold true: “You can fool 
some of the people some of the time, but not all of the 
people all of the time.”  
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Real Intelligence (RI) Misdirected 

The general train of thought is that strong individual 
performers will make great managers.  

Strong individual contributors know how to make things 
happen within the company, so it seems natural that they 
could mentor and lead others to be like them, creating a 
whole team of strong contributors. What a genius move 
to promote them to management! 

However, what tends to happen is that once this strong 
contributor moves into a management role, he or she is 
stifled. Employee issues, office politics, report 
generation, budget management, and a whole host of 
other time-consuming responsibilities preclude visionary 
endeavors. 

Part of the problem is the tradition of rewarding 
individual contributors with a management path. The 
hopes that these individuals could replicate their own 
value within others rarely materialize. Furthermore, 
because business traditions dictate that management 
controls the power, an individual who is to be made 
powerful and affect larger changes throughout the 
organization must possess the leadership skills necessary 
to manage a large internal fiefdom and garner the respect 
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and fear of others who may challenge them. The truth is, 
some people are simply incredible individual contributors 
who should be rewarded as such. 

Most significant contributors are successful because they 
are self-motivated. That doesn’t necessarily mean they 
want to spend their time motivating others. It’s time for a 
new way of thinking. It’s time to promote and empower 
individual contributors so they can achieve the status and 
authority of senior management, even if no single 
individual reports to them.  

There are plenty of average performers who can aptly 
manage others, motivate them to produce, crank out 
management reports, balance budgets, and so forth. Is that 
what top performers should be doing? 

Instead of assigning these individuals additional people, 
assign them responsibilities and offer them the resources 
they need. Some may not want to use any internal 
resources, preferring to do the majority of work 
themselves and utilizing outside resources for the rest. Let 
them.  

When it comes to resources, play to the company’s 
strengths. If the company is great at manufacturing but 
not so good at product development, let the stellar 
contributor come up with other ways to leverage 
manufacturing processes, and use outside resources to test 
those ideas. If the pilot products go over well, you can 
internalize them. 
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If the company is great at sales but not so great at 
marketing, allow the contributor to utilize outside 
marketing firms, research firms, market testing firms, 
prototype developers, and others who specialize in areas 
that represent your weaknesses. 

Case in Point 
A stellar contributor was working at an old-school forms 
and labels company that produced products in large 
quantities for customers. Profit margins were slim, as the 
company didn’t provide a lot of value beyond a quality 
product. 

The contributor read that various insurance companies 
were having to pay out multi-million dollar claims 
because they weren’t going far enough to prove that the 
individual who signed up for an insurance policy was the 
same individual who provided a bodily fluid sample to a 
laboratory representative. 

The contributor also read online about how inkless 
fingerprinting was being used by different industries to 
thwart fraud attempts. He put two and two together. Next, 
he created a business alliance with a company who 
produced the inkless fingerprinting chemicals. He then 
got permission to use an outside R&D group to test and 
age the chemicals on various label substrates. The product 
idea he was pursuing was to create a form/label 
combination that would be used by both the insurance 
company and clinical laboratory. Upon signing up for an 
insurance product, the customer would be required to 
place a fingerprint on the application. When providing a 
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bodily sample to the clinical lab employee, the customer 
would be asked to provide that same fingerprint on the 
clinical lab form. This created two corroborating pieces 
of evidence that could be used in a trial. Realizing this 
niche-specific application contained a significant amount 
of perceived value, the contributor worked with an 
outside patent attorney to patent the product and secure 
intellectual property rights for the company. Because the 
contributor understood the production capabilities of the 
company, it was very easy for the manufacturing team to 
create this product and customize it for laboratory and 
insurance companies. 

The best individual contributors are usually visionaries 
who actively look for new markets, new business 
partnerships, new processes, cost-cutting opportunities 
and patent ideas. These are the employees who really 
move the company forward. Don’t stifle them with 
bureaucracy, business traditions, or other people’s 
problems. 
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All the Wrong Moves 

Recently, a Texas state representative told a disturbing 
story about one school administration in his district. With 
business grants given to the school, the district had 
compiled enough funds for a computer lab. However, 
someone in the school’s senior leadership felt the district 
needed a new high school football scoreboard, and the 
money in the budget for the computer lab was reassigned 
to pay for that instead. 

While high school football is a big draw in Texas, uniting 
the community and bringing in revenue, the reality is our 
schools desperately need funding in areas outside of 
athletics.  

Across the United States, 69 percent of high school 
students go on to college directly after graduation, 
according to the Bureau of Labor Statistics. Within the 
poorer areas of each state, however, that number is 
significantly lower. In addition, high school dropouts 
have an unemployment rate of 27 percent, while those 
with a college bachelor’s degree have an unemployment 
rate of just 5 percent. 

Funding a new computer lab could have been a valuable 
way to keep students engaged and nurture their technical 
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career aspirations. With the ability to teach coding, 
information security, and other IT skills, that school 
district could have shown its students a myriad of career 
options for its computer-savvy young people. But 
redirecting that money to a scoreboard hindered that 
progress. 

The repercussions of this administrative decision stretch 
far beyond these individual students or school, limiting 
the community’s ability to support the growing economy 
with local talent. The jobs these students could have 
filled—which would have earned them between $60,000 
and $120,000 per year in IT development, quality 
assurance, and project management roles—will continue 
to be filled by immigrant resources with H1B visas. A 
portion of their salaries will go to shore up our Social 
Security, unemployment, and other social aid programs, 
many of which this particular school’s students will now 
need to take advantage of.  

An Expansive Local Market 
According to a 2016 report by the Bureau of Labor 
Statistics, the professional business services market, 
which includes IT management and technical consulting 
services, outperformed the health care and financial 
service markets in job growth in 2015. With the exception 
of mining employment, which continued to decline, all 
other markets remained flat.  

One advantage of programming and IT is that, to learn the 
skills, students don’t necessarily need advanced degrees. 
One or two years of programming education will suffice 



37 

and, in many cases, resources such as CodeUp! or Udacity 
will prepare young people for these jobs. With the proper 
introduction to the field, high schools can launch students 
into a promising path—whether or not that path includes 
a four-year college.  

With local corporations starving for IT talent, and with 
the relative ease of developing necessary skills, it stands 
to reason that our public high schools should be doing all 
they can to foster IT talent. Instead, local corporations are 
bringing their talent in from overseas or offshoring their 
IT development needs. If we continue ignoring that 
demand, the use of offshore resources will only increase, 
widening the chasm between economic classes in the 
United States.  

No Sign of Slowing Down 
The reality is, there will never cease to be a need for IT 
workers, especially as manufacturing, construction, 
mining, and other industries continue to evolve and 
automate. Technology, computers, machines, and robots 
will continue to replace humans in the workforce, 
increasing the need for people to manage those machines. 
The only choice for our young workforce is to jump in 
front of technology or be crushed by it. 

Information technology is a continuously growing and 
lucrative field, and an excellent opportunity to keep the 
US workforce local. But our education system has 
consistently failed to prepare high school students to enter 
that market. Rather than tout IT as a viable career option, 
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we teach students little more than the basics, and often 
with outdated computers and software. 

Hopefully, someday soon, school administrators will 
realize the twinkling cursor on a computer screen 
promises students a brighter future than the colorful lights 
of a football scoreboard. 
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Your IT Helpdesk: Perception is Reality 

Do people in your company complain about the IT 
department? It’s not uncommon. However, the comments 
may be misdirected. 

Recently, I was speaking with someone in California, who 
said, “Our IT department is the worst.” That’s a pretty 
strong statement, so I asked her what made it so bad. She 
told me about the department’s relative unresponsiveness 
to computer and printing issues, their poor handling of 
software upgrades, and a slew of other “issues” that fell 
in the IT realm. 

But her issues, and many employees’ internal IT issues, 
are not with the IT department per se, but rather with the 
assistance provided by their helpdesk. Unfortunately, an 
overall opinion of the helpdesk translates to an opinion of 
the entire IT department. So, fairly or not, the perception 
of one becomes the reality of the other. 

No matter how great the IT department is behind the 
scenes, it’s the frontline helpdesk that everyone sees. 
When helpdesk tickets start backing up and people get 
angry and frustrated, they blame the IT department. Smart 
CIOs know that keeping internal customers happy is 
priority one, and even the biggest back-office IT success 
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can quickly pale against the complaints of a couple 
frustrated VPs who can’t email or print. 

Helpdesk Success 
The first step to helpdesk success is identifying a manager 
who not only has experience leading an IT helpdesk, but 
who can also take on related responsibilities. Depending 
on the size of your organization, the helpdesk manager 
can do more than simply oversee Level 1 employee 
efforts, manage the helpdesk software, and meet monthly 
metrics. In some organizations, the helpdesk manager is 
also responsible for server stability management, phone 
and email network management, IT asset management, 
and IT vendor negotiations. In addition, many bring with 
them experience in ITIL processes and frameworks 
covering Incident Management, Services Management, 
Knowledge Management, and related helpdesk processes. 

In addition, the helpdesk manager needs to be a part of 
the IT leadership group and made aware of all upcoming 
changes that will impact employees. Advance notice is 
necessary so the manager can update and provide training 
to the Level 1 employees who will be providing phone 
and desktop support, troubleshooting employee issues, 
and dialoging Level 2 issues with IT. Think of it this way: 
if a room full of generals created a strategy and started 
rolling the tanks out, but forgot to tell the infantry, the 
situation would be disastrous. The same holds true here. 
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Internal or External? 
The helpdesk manager and associates don’t necessarily 
need to be internal employees. However, I would caution 
against sending your helpdesk activities offshore. I was 
speaking to one local CIO who told me, “Yeah, when the 
CEO had an issue with his computer and contacted the 
helpdesk, he was asked how to spell his name. That was 
the end of our offshore helpdesk.” Sure, that’s an extreme 
case, but an offshore or even offsite third-party helpdesk 
doesn’t know your people, your processes, your culture, 
or your products. Quite honestly, they aren’t paid to care. 
They simply have space in their helpdesk call center to 
answer and log your employees’ calls, attempt simple 
fixes, and push other issues up to Level 2 (which 
generally means they end up back at your internal IT 
department). Although offshoring may provide lower 
Level 1 costs, shifting tickets internally to more 
expensive, higher-tiered support quickly evaporates any 
savings. 

If you don’t believe managing and addressing helpdesk 
issues should be a core competency of your IT team, and 
yet you’re leery of outsourcing it, there is a third option. 
Some IT service companies offer the ability to create a 
boutique helpdesk solution, which will place a manager 
and helpdesk personnel inside your organization. This 
allows you to set helpdesk metrics and oversee the 
operation of the team without having to manage it on  
a daily basis. The IT service company takes over the 
issues of staffing, recruiting, training, acculturating, and 
terminating employees when necessary. These 
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individuals do not show up in your company headcount 
or receive benefits from your company, and you don’t 
need an act of Congress (or HR) to remove them. 

If you go this route, it’s important to ensure that these 
individuals understand the culture of your company and 
will be held to the same standards and guiding principles 
as any full-time employee. These individuals should 
blend into your company and not remain separate. For 
example, they should not wear their own company shirts, 
but your company’s. In cases where this has been 
successful, I have seen external individuals receive 
internal company awards and individual recognition and 
praise from senior management. I’ve even seen surprised 
employees, who didn’t realize their colleagues were from 
other companies, saying, “I always thought he was one of 
us.” 

Challenge their Creativity 
After a few months of successful metrics and positive 
comments, challenge the helpdesk team to come up with 
ways of being more proactive within the company (you 
will be surprised by what they come up with). When 
people feel valued and recognized for their contributions, 
regardless of whether they are internal or external 
employees, they will want to do more.  

In one case, a helpdesk team implemented “Tuesdays on 
the Floor,” where they would have someone from the 
helpdesk walk each floor, stopping by cubicles and 
offices and asking people if they are having any issues. In 
another case, a helpdesk held a once-a-month “Apps and 
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Appetites” pizza lunch, where they would go through 
features or enhancements to standard software, present 
new applications, etc. 

The helpdesk is the face of a company’s IT department. 
That face should have a smile on it, be familiar and 
helpful, address issues quickly, and keep everyone 
productive. 
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Your Online Image is No Laughing Matter 

Everyone likes a good laugh, but companies don’t 
generally laugh when they see negative online 
commentary about their people, processes, services, or 
products. 

The interesting thing is that many companies have no idea 
what’s being said about them online. They simply don’t 
have the tools and processes in place to monitor the web, 
identify comment threads, generate reports, and address 
comments.  

Celebrities can laugh off social comments, but can your 
business afford to? Not likely.  

Remember the old adage? If one person is angry with your 
company, they will tell approximately 10 people. Well, 
with social media ingrained in our culture, can you 
imagine what that number has amped up to? (Hundreds, 
thousands, and maybe even millions.)  

With social media giving a voice to anyone at any time, 
ignoring an online reputation can cost companies a lot in 
terms of their brand image and bottom line. 

As a test, we did some research on one of our clients. We 
looked at two locations in Texas and two locations in 
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California where they had branch offices. Although they 
are a large, successful insurance company, the comments 
we found about them online were scathing. 

• I have just been through the worst few days of my 
life with your company. Especially the experience 
with your agent (name) at (location). 

• In the end, I got screwed over on my refund for 
cancelling my policy. 

• I will be blasting your company on social media 
to deter as many people away from you as 
possible. 

The impact of negative online reviews can’t be 
understated. According to market studies, 80 percent of 
customers are influenced by advice found online. 

In one pool, we found over 240 online comments like  
the ones above, and some were much worse and more 
detailed—many of them would need more than a friendly 
email or call to smooth over. The common threads across 
the majority of them identified a need for improvement in 
communication, processes, and responsiveness.  

But in many cases, all it takes is someone reaching out 
from the company to address an individual’s issue, 
listening to them and providing a solution. When people 
are angry, they want to shout it from the virtual rooftops 
of social media. A savvy company can identify and 
respond to negative comments quickly, offering an 
apology and perhaps an incentive or gift. People want the 
satisfaction of knowing they’ve been heard, and if they 
don’t get that satisfaction from your company they will 
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attempt to get it from anyone who will listen. Be the first 
response they receive, address the issue, and eliminate the 
threat to your brand. 

To get started, you need to work with a social marketing 
company that can develop online reputation management 
reports based on factors you establish collectively. 
Perhaps you only want to know about online comments 
about newly-established sales offices. You may want the 
comments grouped by categories, such as product issues, 
service issues, personnel issues, process issues, etc. 

Next, to make this data actionable, you need to look for 
common threads within each of the grouped comments. 
You may find that by altering a process or adding a 
product or service enhancement, you could address a high 
percentage of the comments. For personnel issues, if 
enough negative comments reference one particular 
individual, there may be a need for some one-on-one 
coaching or disciplinary action. 

Acting on these “voice of the customer” issues can help 
improve your brand, products/services, processes, and 
people. But what should you do about each specific 
individual who has offered up a complaint? 

A good social marketing company will have a staff of 
“comment responders” who can reach out to individuals 
on your behalf. These first responders are generally armed 
with standardized responses, incentives, and other offers 
to mollify the offended party. The responders will attempt 
to diffuse the situation, confirm they understand the issue, 
promise to report it internally, and ask the individual what 
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else they could do for them. Standard helpdesk software 
will allow the responders to log the individual’s name, 
date, email address, comment, and proposed resolution. 
The software will also be able to generate reports to 
provide further insight to decision makers. 

You have one brand image to protect. Don’t let a social 
media spark grow into an out-of-control wildfire. 
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Millennials and the Lost Art of Conversation 

My grandfather was a great salesman. My grandmother 
used to say that when he walked into a cocktail party he 
knew everyone by name—and even the names of the 
girlfriends of married men. He told jokes, he laughed, he 
pulled people aside to discuss business, he could hold a 
cigarette and cocktail in the same hand, and he knew 
everything about a person on a business and personal 
level.  

He was successful in the art of conversation. He 
understood people. He knew what made them tick. He 
understood people’s likes and dislikes. He knew how to 
negotiate without appearing to negotiate. He knew how to 
please and compliment people in very subtle ways. He 
could persuade people to his way of thinking, having 
them believe it was their idea all along. And he knew if 
you could find three common interests with someone 
within the first fifteen minutes, they would like you. 

Where Did It Go? 
Unlike my grandfather and his contemporaries, 
Generation Xers and Millennials appear to have a hard 
time expressing themselves verbally beyond their own 
generation. This affects their ability to sell not only  
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their company’s product or service, but their own 
identities as competent professionals worthy of career 
advancement. When it comes to the business 
environment, many believe if the quality of their product 
or service is superior, it can sell itself. Presentations  
have become formal, factual, and bland, and the audience 
will either like what they have to offer or not.  

“When I asked an MBA workshop group to turn off 
their phones for my session, one participant reacted 
as if I was contravening his civil liberties. An 
awareness of professional and even basic 
social etiquette seems to be at a minimum.”    

- Dorothy Dalton,  
Talent Management Theory, 2016 

Many young professionals seem to think there’s no need 
to make in-person connections. They believe they can win 
on quality, price, turnaround, testimonials, or other 
factors. Creating relationships beyond social media and 
email campaigns, such as taking clients to events and 
networking, appears to be passé.  

There is a time-tested theory that people buy from whom 
they like. Rarely does a seller have the most unique 
product at the best price, ready to go, that the client can’t 
do without—there will always be competition, and that 
requires companies to create relationships with buyers. 
Buyers are people, and they need to be convinced they are 
going with the right company. Ultimately, buyers need to 
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believe a company will live up to their commitments. This 
is the basis of trust, and when it comes to working with 
people, we either “feel it” or we don’t.  

“Baby Boomers were established in their careers 
before personal computers or cell phones came into 
existence. The most effective communication will be 
face-to-face, in group meetings, and by email.  

“If the situation requires face-to-face communication, 
a Generation X person will respond better in a one-
on-one session, rather than in a group. They 
communicate best, however, through email, cell, 
texting, or instant messaging. 

“Since computers, Internet, and technology have 
played a significant role in the life of a Millennial, 
they easily navigate through all forms of social media 
and have little patience for face-to-face, whether one-
on-one or in a group. Communicate with them via 
technology.” 

- “Baby Boomers, Gen X and Generation Y,” 
AllianceStaff, LLC, February, 2016 
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The Business of Business 
Regardless of generation, verbal communication must be 
mastered, both one-on-one and in group settings. It’s time 
to put aside generational preferences and embrace cross-
generational communication.  

People buy based upon emotion and logic. Focusing only 
on product features evades a chance to gain trust, which 
leads to candid conversations and is essential for getting 
the sale. This requires an investment in time to get to 
know each client’s business and personal situations, 
challenges, and aspirations.  

For clients who need to get out of a hole, bring them a 
ladder. For those craving the attention, shine a spotlight. 
For others looking for a quick win, help them claim it. 

No matter how unique a product, an ability to build and 
maintain strong relationships is the only leg up in high-
pressure competition, and it will separate mediocre 
salespeople from great ones in our transaction-focused 
selling environment.  

To the younger generations: start using your words more 
and your thumbs less. 
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Danger: Soliciting Unqualified Opinions 

One of the most challenging internal jobs for marketers is 
attempting to convince management to make a change—
to take a different path with advertising, introduce a new 
product or service, partner or merge with another 
company, revise pricing based upon market activity, or 
employ strategies to stifle the competition. That challenge 
is exacerbated when internal employees are allowed to 
weigh in with unqualified (and generally personal) 
opinions. 

Marketing is a science. It is the proper blend of the 
traditional 4 P’s (product, place, price, promotion), 
married to the right audience at the right time. For 
example, when recently divorced and bitter, 50+ year old 
Joe knocks on the CEO’s door to give his opinion on a 
retail advertising campaign targeting middle-aged 
women, someone has to stop that opinion from impacting 
the campaign. 

If you ask for an opinion, you will always get one. A 
marketer has to “know better” and only ask for qualified 
opinions from contributors who could be directly 
impacted by the proposed change. Price changes should 
be discussed with customers and the sales team. Product 
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advertising should be presented to appropriate focus 
groups for input. Now sometimes, during the 
product/service development process, it is important to 
bring together internal subject matter experts to weigh  
in on various attributes and approaches. Different 
departments will be effected by the new product or 
service; however, you can bet Operations won’t limit their 
comments to manufacturing, and Finance won’t stick 
solely to profit projections.  

“A camel is a horse made by committee.” It’s a funny 
image, but the anti-committee saying aptly points out  
the ineffectiveness of group decision-making that 
incorporates too many conflicting opinions into a single 
project. 

Flatten, Don’t Silence 
So, what happens if you end up with a boisterous 
employee who has strong opinions and likes to hear 
themselves speak? You know the kind. He or she will be 
the most vocal, the most argumentative, and will 
intimidate others in his efforts to persuade. In the case 
where opinions are not equally balanced or presented, 
there are numerous tools that can allow everyone to have 
their opinion heard while flattening the boardroom 
bullies. 

One of my favorite consensus-building/team decision-
making tools is the paired comparison. This tool is used 
when a team has a number of priorities and cannot come 
to a natural agreement as to which are the most critical to 
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address first. This method of voting allows each person 
one equal voice.  

Here’s how it works. You’d make a table, and on the left 
side, you would write down all of the identified features 
along with a number. Then, beginning with the first 
feature, you’d compare each one to the next. “Is 1 more 
important than 2?” Followed by “Is 1 more important than 
3?” and continue down the list. After the first item is 
satisfied you go to the next, starting with “Is 2 more 
important than 3? Is 2 more important than 4?”  

For a concrete example, look at this chart outlining the 
features to consider when developing a new perfume to 
bring to market. 

Features 1 2 3 4 5 6 

1. Scent       

2. Bottle ×   ×   

3. Packaging × ×     

4. Price ×  ×  × × 

5. Celebrity 
Endorsement ×  × ×  × 

6. High End 
Stores 
Carrying 
Product 

×  ×  ×  

 
In this particular example, the votes show that the scent 
of the perfume is the most important feature to consider, 
followed by the packaging. For features ending up in a tie 
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(in the example 4, 5, 6), you could run another paired 
comparison among just those three features and allow for 
five to ten minutes of discussion on each prior to voting. 

Use Your Tools 
For consumer-based product or service decisions, use 
focus groups, surveys, or multi-variable testing to remove 
bias and identify statistically valid opinions that truly 
represent your target market.  

When the decision is an internal one, like deciding 
whether to shutter a production facility, bring together the 
right team of internal subject matter experts and remove 
emotion and ego from the decision-making process by 
using proven decision-making tools.  
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Digital Transformation 

Going digital is a larger commitment than most people 
and corporations realize. To truly do so requires a 
commitment from senior management and every 
employee. It requires a culture shift, an environment that 
fosters creativity, automation of processes, outside-in 
design of customer experiences, investment, integration 
with external data sources, goal setting, milestones, 
timelines, and technology innovation. 

That is quite a list. However, there are a number  
of companies across multiple industries that have 
embraced this mantra and become stronger because of  
it. You have your digital disruptors such as Uber, which 
has nearly laid taxi companies to waste. You have brick 
and mortar companies like Domino’s Pizza who have 400 
of 800 people in their corporate office doing software 
development and analytics. These companies have 
adopted the mindset that enterprise IT needs to focus on 
innovation, not just service enablement. Also, digital 
solutions have to focus on the needs of the customer, and 
not just internal employees. 
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Case in Point 
Y&L took a large licensing agency through a digital 
transformation. Historically, the agency had manually 
processed paper license requests and check payments for 
16,000 establishments. Their legacy technology required 
duplicative data entry and frequently resulted in extended 
processing delays. Their non-customer-friendly website 
provided customers with a PDF to print and mail in along 
with their payment. Many times, information was 
incorrect or missing on the form, or the payment was for 
the wrong amount.  

Delays resulted in the agency’s phones lighting up like a 
Christmas tree on a daily basis. Employees would have to 
manually sort through applications in file drawers, other 
employees’ desks, and their own cubicles to address the 
customers on the phone. Customers complained about the 
process on social media, employees were frustrated by 
their stressful jobs, and the agency had a bad reputation 
overall. This was the perfect storm. Nothing was working 
well internally or externally. A dramatic change had to be 
made. 

Y&L conducted a multi-tiered assessment, evaluating 
customer experience with a cross-section of employees; 
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office workers and their processes, and IT employees to 
understand their systems, programs, and issues. All 
employees understood that this was their opportunity to 
completely overhaul their work environment for the 
better, and they took full advantage of it. They gathered 
customer and employee-facing requirements and outlined 
manual customer and employee processes, then converted 
everything into automation requirements. A dual-facing 
application was created. What the customer saw, the 
employee saw. 

Customers could enter their license applications online, 
check their application status, and update any legacy 
applications. The program automatically alerted 
customers if information was entered incorrectly, or if 
there was any missing or incomplete data. The application 
was integrated with a payment vehicle so customers could 
pay online (the correct amount) and receive emailed 
receipts. Customers would also receive email alerts when 
their license was about to expire (a previously manual 
mailing effort). 

As a result, phone inquiries decreased by 90 percent. 
Within the first five months, 65 percent of all payments 
were processed online by the customers. In that same five 
months, more than 12,000 applications were processed in 
a two-week period. In the past, that volume would have 
taken six months to process. The organization underwent 
a complete digital transformation resulting in the delight 
of its customers and employees. The agency went from 
the low-standard to gold-standard among their other state 
agency counterparts. 
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Business Politics 

Behind the traditional “Four P’s” of marketing lies a well-
known but rarely discussed cousin—the fifth P. This one 
stands for politics. Inter-company politics is as much a 
part of today’s fast-paced, global business economy as it 
was back in the days of buggy whip production. As a 
marketer, it is your job to drive your idea home, convince 
others of its benefits, and attain buy-in. Generally, this 
endeavor involves some degree of internal politicking.  

Here are six principles to guide you through the game. 

Surround Yourself with the Best 
Stephen Covey, author of The 7 Habits of Highly Effective 
People, described a concept called “interdependence.” 
The concept is best explained as a blend of independence 
and dependence that few people achieve, wherein an 
independent person comes to the realization that true 
success comes from the ability to work with other 
successful, independent individuals who can fill in each 
other’s deficiencies and protect each other’s reputations 
from outside influences to achieve a higher level of 
success—significantly more success than any individual 
effort. 
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Most intelligent, individual contributors who are not a 
part of an interdependence group face a feeling of 
isolation and insecurity. Their past successes may have 
made others “look bad” in comparison, and now they step 
carefully onto the high wire by themselves, perhaps 
without a net, wary that less talented individuals are 
always looking for them to misstep. 

For those who understand “interdependence,” life can be 
much easier. By surrounding themselves with key 
individuals from various departments and constructing 
effective teams that have focus, direction, energy, and 
respect from senior management, these talented 
individuals can develop and deploy many successful 
solutions. 

Start Low and Slow 
If you are new to an organization, be careful of the desire 
to rise too quickly. Take time to find out who the players 
are, who the “wannabes” are, who owns which sandbox, 
and what kind of boss you have. The last one is extremely 
important. 

If your boss is someone who hides from confrontation and 
follows the majority, chances are they won’t have your 
back if you get into a situation. I have known bosses who 
have lost their spines walking down the hallway to 
meetings with senior management. Although you may 
feel justified in going into battle on an issue, if your 
general tucks tail and retreats, you’re left on the field all 
alone. 
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Pre-Sell for Success 
Never attempt to sell a big concept to a group right  
away. A presentation to senior management should come 
along far after a lot of one-on-one pre-selling has  
been completed. The term “pre-selling” may sound 
manipulative, but what you are actually doing is 
presenting your idea to each senior manager individually 
to uncover any potential issues. This gives you an 
opportunity to report back to management on how you 
would address each issue before you bring the initiative 
to the group. Also, use the one-on-one time to ask them 
about their thoughts on how to bring other senior 
managers onboard. 

Make sure to settle all objections prior to the larger 
meeting. The purpose of your presentation to 
management is to allow them to see that everyone is in 
agreement with moving forward and all issues have been 
vetted and addressed. 

“P” Also Stands for President 
If your concept requires a large amount of capital, it will 
most likely reach the president of your company. 
Depending on the size of your company, you may be 
pitching the president yourself or preparing your boss to 
pitch your idea on your behalf. 

Whatever the case may be, it is your responsibility to pre-
sell the president’s cabinet on your idea, because he or she 
will look to them for opinions and advice. There may be 



63 

advisors outside of the senior management cabinet, and it 
wouldn’t hurt to meet with them about the idea as well. 

Fantastic market research, production metrics, beautiful 
marketing pieces, and a stellar presentation won’t stand-
up to the criticism of the president’s advisors. Find out 
who they are and win them over first. 

The Price of Honesty 
The adage, “If you can’t say something nice, don’t say 
anything at all,” was meant for business. Don’t say 
anything you don’t want to be shared with others and 
possibly presented out of context. People love gossip and 
juicy soundbites in an otherwise boring office 
environment. Don’t be the one feeding their appetite.  

It doesn’t matter how much you enjoy their company, 
laugh at their jokes, or empathize with their family 
issues—trust no one with your negative feelings about 
other work colleagues or the business itself. 

Anything can slip, even from the purest little sheep in the 
company, and people take criticism very seriously. If 
people are discussing a coworker negatively, keep on 
walking. Don’t join in the rant on how the company is 
unfair. Rise above the desire to contribute. Short-term 
rants can turn into long-term career damage. 

Dealing with the Ostracized 
This is a difficult area to discuss. People get internally 
“blacklisted” all the time, which usually leads to their 
voluntary or involuntary departure.  
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I’ve witnessed the fallout after these ostracized people 
leave. Remaining employees take advantage of the 
opportunity to dump all their business garbage onto the 
individuals who are no longer there to defend themselves. 
Many times, these former employees become scapegoats 
for poorly-executed projects they weren’t actually 
involved in.  

You may feel tempted (and rightly so) to avoid guilt by 
association by keeping some distance from these 
corporate lepers. But when you come across these 
individuals (and you will) show them some compassion. 
You may be in the same boat someday. 

Office politics may be necessary in some circumstances, 
but too much game-playing can really detract from 
personal productivity. The best bet is to determine  
as quickly as possible the degree of politics you have to 
play in order to accomplish your goals. Then draw a line 
in the sand, and try not to cross it.  
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People: Your Biggest Asset 

Whether you’re in a 100-person company or a 2,000-
person company, and whether you use just a few external 
vendors or hundreds, one rule remains: managing internal 
and external personnel is necessary for overall company 
growth, cost containment, and deployment against critical 
initiatives. 

Manual management of resources and vendors has some 
serious setbacks: 

• Favoritism: Vendor selection may be based on 
personal relationships, personal incentives, and 
other unethical business practices. 

• Lack of Accountability: Without a cross-
company view of all resources and vendors, 
along with effectiveness metrics, ineffective 
resources and sub-standard vendors can continue 
to exist. 

• Lack of Awareness: How many resources are 
available at any given time? When will in-
demand resources be freed-up from their current 
projects? Who are the best and worst resources? 
How many resources do we have with a 
particular skill? 
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• Unknown Costs: Are there rate cards for current 
vendors? How do they compare? What is the ROI 
on each project involving an external resource? 
Have your vendors been increasing their costs?  

Old School 
Approximately eight years ago, a billion-dollar 
corporation used to manage IT resources around a 
boardroom table, relying on the minds of each IT resource 
manager. When marketing proposed a new project, the 
CMO had to attend the meeting and reorganize the 
priority of marketing projects for the IT resource team. 

Next, the team would try to remember which resources 
they had on various projects, when projects were slated to 
end, and whether those resources could be applied to new 
projects. Many times, the CMO would leave the meeting 
with no answer from the rattled IT resource team beyond 
“We’re not sure who we can use, but we’ll get back to 
you.” 

Resources would shuffle around. Projects would get 
pushed lower on the priority list and trickle along or stop 
altogether. Many projects were never completed, and 
resources were continuously bounced from project to 
project. IT resource morale was low and creativity was 
stifled because the general feeling was, “Why put so 
much mental effort into this if it may just be cancelled 
anyway?” 
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Resource Management Automation 
As with so many corporate inefficiencies, automation 
may be the answer to resource allocation issues. There are 
many different types of resource automation packages on 
the market. Some are focused on internal resource 
management and others on external vendor management. 
Project Portfolio Management (PPM) solutions go far 
beyond resource management, providing full dashboard 
views into projects across the organization. They also 
have “drill-down” capabilities to display each individual 
project’s cost, budget, milestones, internal team emails 
and chat sessions, charts and reports, project status, 
roadblocks, etc. Most of these solutions come with a 
robust “off the shelf” collection of features and require 
little customization. Affordable for most organizations, 
these PPM solutions far surpass project management via 
Excel spreadsheets. 

Automating vendor management is a bit different. As 
with PPM solutions, there are a number of Vendor 
Management Systems (VMS) on the market. Vendor 
management automated solutions can be used a number 
of ways, but in regard to the management of external 
personnel resources, these are some of the capabilities: 

• Creating and circulating IT requirements to 
various approved vendors 

• Reviewing submitted candidate resumes and 
other required information 

• Routing candidates internally for approval or 
declination 
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• Tracking candidate questions, interview 
schedules, and notations 

• Tracking onboarding requirements, like 
background checks, skills testing, drug screening, 
education verification, and client compliance 
forms 

• Requesting additional information on candidates 
and providing hiring approvals 

• Sending out declinations to other vendors when a 
candidate has been selected 

• Tracking budget and timeline and automatically 
sending out a reminder to the hiring manager 
when the consultant’s time or budget is about to 
expire, allowing them to extend the candidate 
engagement 

• Tracking access provided to the candidate 
(building, computer, network, etc.) and 
automatically sending an email to compliance to 
shut-off access when consultant terminates  

• Providing leadership with “at a glance” views of 
all contractor deployments, schedules, costs, and 
skill types throughout the organization 

Both PPM and VMS solutions can come as Software- 
As-A-Service-based, web-enabled applications. As 
mentioned, both generally require very little 
customization and have open architecture formats to 
allow integration with managed systems, such as ERP, 
HR, or financial, if desired. 
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Manage What Matters 
Automation not only addresses managing resources, but 
it also addresses any potential fraud within the 
organization in terms of vendor preference or bias. 

From an ongoing cost standpoint, people are your most 
valuable resource. They run your business. It is important 
to know what all of your internal and external resources 
are working on, how much their work is costing the 
organization, and how much revenue it is generating.  

Children guess. Adults predict. 
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Here-Shore, Nearshore, or Offshore 

Outsourcing IT development can be a powerful business 
move for companies that learn its best applications. Think 
of it this way: opening a can of soup with an electric drill 
would be a bad experience. But that doesn’t mean the 
electric drill is useless—it’s just not being used for what 
it’s best suited for.  

Businesses are learning the same lesson about 
outsourcing. One major manufacturer decided to 
outsource all Internet development efforts to India.  
They terminated all onsite IT consultants and pushed 
development offshore, and their experience was 
disastrous. Within a year, they’d terminated their CIO, 
yanked all development back into the United States, 
rehired everyone, and licked their wounds.  

Many companies have learned the same lesson the hard 
way. Organizations can’t just throw their IT development 
projects across the sea and get back flawless packages 
quickly, at low cost, with big red bows on top. In fact, 
learning to leverage offshore or nearshore development 
has been quite an education for many companies.  

So how does it work? Many organizations have seen 
success by dividing large projects into multiple parts: a 
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part that stays within the United States, a part for 
nearshore development, and a part for offshore 
development. The challenge is knowing who should get 
each part. 

Below are some of the benefits of, and best cases for, 
offshore and nearshore development. However, keep in 
mind that a company can’t outsource internal problems. 
Outsourcing development only works if internal 
processes are sound.  

Benefits of Outsourcing 
• Depending on the technology selected and the 

required skills, outsourcing costs can be one-
quarter of US costs. 

• Organizations that outsource only pay for the 
time spent on a project, unlike onshore or onsite, 
where they are paying fixed salaries and benefits. 

• Outsourcing often offers companies access to the 
latest technologies without having to purchase 
them. 

• Companies have no direct liability over the 
outsourced vendors’ employees. 

• Vendors can be updating and maintaining 
software during the evenings, keeping the 
company current and productive. 

• Outsourcing can be used to expand a business 
without compromising quality or overtaxing 
employees. 
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Offshore Development 
Here are some of the best cases for considering offshore 
development: 

• Simple, well-defined projects with a fixed price 

• Projects that don’t require creative solutions 

• Development of inexpensive prototypes—
bringing an idea to life 

• Projects requiring larger pools of standard 
development talent well-versed in SAP, .Net, 
Java, and the like 

• Projects requiring talent that is well-versed in 
older technologies, such as AS400 

• Companies with Centers of Excellence (CoE) and 
partnerships with leading technology providers 
(IBM, SAP, Oracle, etc.) 

Nearshore Development 
Nearshore development has been quickly gaining 
momentum over the last few years. Some of the benefits 
of nearshoring include: 

• Similar time zones: Managing complex IT 
projects across an 18-24 hour time difference can 
be extremely difficult and frequently results in 
delays and setbacks. Similar time zones make 
conference calls easier and in-person meetings 
less expensive. 

• Similar cultures: Nearshore business cultures are 
similar to the United States, and these developers 
are quick to share creative development and 
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efficiency ideas. On the other hand, employees in 
India, China, and Hong Kong strictly follow their 
employers’ project requirements.  

• Language proficiency: Most nearshore providers 
are proficient at English as a second language. 

• Cost savings: Labor in India is not as cheap as it 
used to be, and it continues to rise as individuals 
from India travel back and forth to the United 
States and demand higher wages. 

• Talent pool: Sao Paulo, Brazil has the second-
largest community of Java programmers outside 
of the United States. 

Proceed with Caution 
In considering offshore or nearshore development, keep 
these recommendations in mind: 

• Manage all projects from within the United 
States, with a US project lead tied to the 
outsourced lead. 

• Conduct knowledge sharing between the United 
States and outsourced development teams. 

• Have a business analyst or technical writer 
capture all issues, resolutions, scope creep, 
change orders, etc. 

• Conduct a post-mortem on each project to 
determine areas for improvement. 

• Avoid interpretation issues by providing clear 
direction and confirming everything in writing. 
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• Keep the development of larger, more 
complicated projects onshore. 

• Start outsourcing simple, end-to-end, component-
type projects or easily defined micro-projects that 
fit within a larger project. 

• Keep homegrown, proprietary technology 
development within the United States. 

• Ensure US team members are available to answer 
outsourced vendors’ questions, attend conference 
calls, and review and approve requirements.  

• Hold outsourced vendors accountable for 
milestones, timelines, and scope. The number of 
resources involved is immaterial for a fixed-bid 
project. Manage them by the quality and 
timeliness of deliverables. 

One bad experience can cause a company to “throw the 
baby out with the bath water,” swearing never again to 
outsource development. But the savvy company will learn 
how, when, and where to outsource IT development to 
capitalize on savings in cost and time. 
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Millennials in the Workplace 

The job of leaders, whatever our generation, is to teach 
and coach the up-and-coming generations on the finer 
points of operating within various business situations. 
Although they approach work and business relationships 
differently than older generations (blending personal and 
professional relationships, confronting their bosses 
openly, and pushing the boundaries of insubordination), 
generational differences become less and less pronounced 
in later life stages. Meaning, a Millennial who is just out 
of college may seem very “millennialish,” but after three 
to five years, a stable relationship, their own place and a 
few bouts with the “real world,” they start to settle. 

Despite the many differences, Millennials are 
undoubtedly disrupting “business as usual” in every 
industry. Many who broadcast that they want to work on 
their own terms are being allowed to some degree. Open 
office environments are slowly breaking down cube 
farms, and companies are offering more flexibility in 
working from home or remotely, conducting conference 
calls instead of face-to-face meetings, using Slack instead 
of formal e-mail for team-based collaboration, and much 
more. And if they don’t get the terms they want, 
Millennials move on. Approximately 56 percent of these 
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young employees only stay in a job for two years or less. 
If they don’t like their environment, their boss, their 
peers, or the work itself, they leave and don’t look back.  

They are also the “go and get it” generation. They don’t 
generally wait for permission or look for handholding on 
a project. They do their own research, make their own 
recommendations, collaborate openly, generate ideas, 
hire from within their networks instead of going on the 
open market, embrace newly-released technology/apps, 
work into the evenings and on weekends, and otherwise 
operate in an entrepreneurial fashion even within a 
corporate environment.  

For companies wanting to be “destination employers” for 
this demographic, there are a few things you may have to 
accept early on that may be way outside of your comfort 
zone. Here are some changes we have made based upon 
working with our Millennials. 

1. Embrace Multi-Tasking: Asking Millennials to 
leave their phones stowed away during any 
activity is futile. Their devices are an extension 
of themselves. Come to a meeting at our office 
and everyone has a computer open and device in 
hand; they are multitasking, and Millennials are 
the first generation that’s actually good at it. We 
tell our employees not to waste time, so if 
multitasking in a meeting works for them, by all 
means do it. But there is one simple expectation: 
don’t miss a thing! If anyone’s asked a question, 
they’re expected to have been listening. If 
anyone’s assigned a task, it should be completed 
on time. 
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2. Say Please and Thank You: Niceties and praise 
have become a much bigger part of what we do. 
For all the talk about diminishing social skills, 
we see the opposite to some degree as 
Millennials bring everyday manners into the 
office. There is a lot of sensitivity in this 
generation.  

3. Communicate Differently: Early on, we broke 
from the usual communication norm of team 
meetings and huddles. We installed Slack, and 
created a channel for everything we needed to 
talk about—individual projects and clients, funny 
stuff, and leadership business. To date, we have 
sent 58,000 messages via Slack. The velocity is 
constant and, if you can keep up, the stuff flying 
back and forth is gold. Put Millennials in a 
conference room and nothing gets done, but free 
them from the conference room and…wow, the 
things they come up with. 

4. Say Goodbye to the 8 to 5: There is no workday 
anymore, so just get over it. We will be one of 
the last generations to embrace the distinction 
between work and home. There isn’t work life 
and personal life anymore … only life.  

5. Offer Guidance: Millennials crave continued 
development, and they often require some 
direction as they search for their professional 
strengths and weaknesses. (I suspect we have 
those participation trophies to blame for making 
everyone think they were good at everything.) In 
earlier generations, employees were hired for a 
specific task, and they either excelled or left. 
Now, however, the trend is to hire more generally 
and adjust the tasks to the talent.  
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It’s a brave new world, folks, and Generation Z is coming 
on the heels of the Millennials—bringing even more 
changes. Get ready. The Millennial wave may have been 
an American phenomenon, but GenZ is global. 
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20 Lessons Learned The Hard Way 

Over the course of my career, I’ve had the good fortune 
of learning some valuable lessons. Following are a few 
key ones I encourage you to master to avoid the pitfalls 
along the gruesome climb up the corporate ladder.  

1. Don’t sacrifice “good enough” for perfect. 
Waiting costs time, revenue, and competitive 
advantage. Most times a vetted solution is good 
enough to keep things moving forward while you 
tweak it along the way. You have to be open to 
accepting “good enough.” 

2. Don’t wear your heart on your sleeve. People 
shouldn’t know everything you’re thinking and 
feeling. Professionally, reserve your negative 
thoughts, anger, and frustrations, keeping them to 
yourself the best you can. When in a meeting, 
don’t fold your arms and pout if you don’t think 
you are being heard, or if someone disagrees with 
you. 

3. Every negative comment you make gets back 
to the person you made it about. I was in a 
meeting once, and someone attending via 
conference line said something I thought was 
pretty dumb. I rolled my eyes. Big mistake! I got 
blasted for it because someone around the table 
had noticed and reported it back to the speaker. 
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4. Being called a “loose cannon” is not a 
compliment. You’re not Bruce Willis, and 
running around half-cocked doesn’t work out 
well for anyone. If your boss doesn’t know what 
you will say or do next, he or she will not put 
you in front of senior management. Off-the-cuff 
thinking and creativity are good in the right 
environments, but your boss doesn’t want to do 
damage control because of something that came 
out of your mouth at a management meeting. 

5. Never say “can’t” or “won’t.” These are two 
words that will back you into a corner. First, they 
make you sound like a know-it-all instead of a 
team player. No matter how impossible a 
situation may seem, there is usually a solution—
or at least a compromise. Second, these words 
give you nowhere to go. Either it will be on you 
to come up with a solution anyway, or someone 
else will solve the problem. Either way, you look 
foolish for having said the situation was 
impossible. 

6. Don’t be a roadblock. Whatever name you call 
it—roadblock, gatekeeper, or obstacle—it 
translates to stalling progress. If you have an 
objection, frame it in positive terms: “I see your 
point, but help me understand how doing this will 
help us reach that goal.” Discuss ideas honestly 
and openly, and seek to more fully understand 
how they will work. 

7. The devil is in the details. When you’re 
presenting an idea or solution, make sure you 
have done your homework, practiced what you 
are going to present, and created a flawless 
presentation with clear key points and absolutely 
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no typographical or grammatical errors. An error 
on a slide will bring your entire message into 
question, along with your thoroughness and 
professionalism. 

8. Never sell a big idea to a group. If it’s 
something that needs significant buy-in, go to 
each member on the committee and present the 
idea one-on-one. Find out who likes it and who 
doesn’t, and address any objections or issues 
prior to the meeting. Never say, “Well, I just 
spoke with John, and he thinks this is a great 
idea” to someone who questions your idea. 
Trying to make someone feel their objections are 
unfounded immediately puts them on the 
defensive. Also, the person in favor of the idea 
may not have identified the same issue as the 
opposing individual, and if the person you are 
discrediting goes to that individual and tells them 
their concerns, they might agree. Now you have 
compounded your problem.  

9. Be proactive. Become the idea person by 
frequently offering well-thought-out ideas. When 
you have something to say, speak up, and make it 
good. Usually, the person thought to be the most 
intelligent isn’t the one who speaks the most, but 
the person whose words have the biggest impact. 

10. Don’t pat yourself on the back. Don’t go 
around bragging about your latest 
accomplishments. If your boss knows about and 
thinks enough of what you’ve done to tell your 
peers or their superiors, this is more than enough. 
People who go around boasting about what they 
did and how fantastic they are tend to seem as 
though they have self-esteem issues. 
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11. Be flexible. Listen to everything with an open 
mind, especially if it contradicts what you are 
thinking. This doesn’t mean be wishy-washy. It is 
important to have convictions, but it is equally 
important to hear what people have to say and 
work together to find a solution. 

12. Let them think they came up with the solution. 
Which is more important: coming up with a 
solution that a critical person doesn’t buy into, or 
letting them think that they came up with the 
solution themselves? The answer depends on 
what your biggest battle is. If you need to own 
the idea for some reason, that’s one thing. 
However, if you can give away the idea to 
achieve a greater good, then give it away. 

13. Get to know people on a personal level. Get to 
know your colleagues’ personalities and make an 
effort to learn something about their personal 
lives. Don’t get nosy, but show some interest. If 
you are an “all-business” person who is a cold 
fish and never lets anyone in, people will not 
trust you—and probably won’t like you much 
either. 

14. Celebrate the small successes. If someone 
working for you has done something fantastic, 
make sure everyone else on the team knows 
about it. Do something personal, like giving them 
a handwritten note telling them why what they 
did was so great for the company and how much 
you appreciate them being on the team. Don’t 
wait around for big successes—small ones are 
more frequent, and celebrating them spurs people 
on. 
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15. Don’t lie about anything, ever. And don’t take 
credit for something you didn’t do or that you 
played a minor role in. Always share credit with 
others. People love humility and hate glory 
hounds. Seeking out credit gives the appearance 
that you did it all on your own which is very 
rarely the case. 

16. Don’t make other people feel inferior. 
Especially if you think you are smarter, faster, or 
harder working than they are. You don’t know 
anyone else’s situation, and making someone else 
feel stupid doesn’t build you up; it just makes 
you look like a jerk. 

17. Understand the political climate around you. 
You are surrounded by business politics. Politics 
is a colossal waste of productive time, but you 
still have to acknowledge it, understand it, and 
carefully step around as much of it as you can. It 
would be nice to think you could get ahead just 
through hard work; we would all love to achieve 
the level of Senior Vice President based on 
accomplishments alone. However, if you plan on 
staying in one place and climbing the ladder, you 
have to carefully pick your allies. Involve 
yourself in just enough politics to keep things 
moving forward for you, and avoid other people’s 
political battles. 

18. At the end of the day, it’s just work. Don’t 
create heart problems for yourself worrying about 
everything. The company will let you drive 
yourself into the grave, so you need to know 
when to push back. Make sure to exercise, pursue 
other interests, and stay out of the office most 
Saturdays. There is a great saying that no one on 
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their deathbed ever wished they’d spent one more 
day in the office. Also, don’t ever think for a 
minute that you are indispensable. Everyone can 
be replaced, and people often are. 

19. Be careful how hard you push. If you push too 
hard on an idea or position, and an exasperated 
Vice President says, “Fine, go ahead!”, you really 
should reconsider. This is an instance in which 
you are being given rope to swing by or hang 
yourself with. 

20. Don’t fight a battle at a conference room table. 
Disagreement is unavoidable, and we all get 
heated sometimes. But you can always say, “I 
understand you are passionate about this point, 
and if we can take away some of the emotion, I 
would like to continue to discuss it openly.” This 
will do one of two things: (1) the person will 
realize that they have just been called-out 
publicly for losing their cool and will recoil, or 
(2) they’ll think you’re telling them to calm 
down, and they’ll really blow up and make a 
complete fool of themselves. Both are OK for 
you, as long as you continue to maintain your 
professionalism. You can always offer to take the 
discussion “offline.” This is a really good thing 
to do if you feel unprepared to further defend 
your position and want some more time to think 
about it—kind of like asking for a courtroom 
recess. 
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CDOs, CMOs, and Future Marketers 

As the old days of Marketing Communications have been 
replaced by Marketing Technologies, marketers 
themselves have evolved from the days of “spray and 
pray” marketing to embrace new technologies, tools, and 
analytics.  

Marketers of the future can be found at the intersection of 
marketing and information technology. Traditionally, 
marketers focused on things such as product, place, price, 
promotion, focus groups, R&D, pilot testing, patents, and 
customer experience. Nowadays, a marketer also has to 
have some degree of expertise in business intelligence, 
website analytics, social listening and response, 
SEO/SEM, multi-variable testing, automated project 
management, online team collaboration tools, website 
heuristics, and predictive modeling—just to name a few. 

The future role of a marketer (though some may contend 
it’s already here) is illustrated below: 

• Combines creativity with scientific processes and 
analytics to target and market to individuals with 
a high proclivity to purchase 

• Humanizes the company by communicating with 
individual purchasers in real time and in a 
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relevant manner to establish “personal” 
connections 

• Identifies future customers based on a 
combination of company data, third party data, 
and online social data 

• Combines historical data with current market 
trends to ideate new market offerings with a 
higher probability of success 

Unfortunately, there is no silver bullet approach to 
understanding and creating an accurate customer profile. 
However, there are a variety of tools that can be used to 
attract, educate, entice, evaluate, and track potential 
customers, all while improving their experience with your 
brand.  

Website Heuristic Analysis 
A usability analyst can perform a website heuristic 
evaluation to identify usability problems with site design, 
judge compliance with recognized usability principles, 
and report results faster than a lengthy usability test. 

Usability issues can be categorized in the following areas: 

• Visibility of system status 
• Match between system and the world 
• User control and freedom 
• Consistency and standards 
• Error prevention 
• Recognition rather than recall 
• Flexibility and efficiency 
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• Aesthetic and minimalistic design 
• Ability to diagnose and recover from errors 
• Help and documentation 

The four key areas of focus for the evaluation are 
structure, navigation, content, and branding. 

During the website design evaluation phase, the analyst 
determines whether the current design: 

• Focuses on the users and their tasks, and not just 
the technology 

• Considers function first and presentation later 
• Conforms to the user’s view of the task 
• Is designed for the common case 
• Doesn’t distract users from their goals 
• Facilitates learning 
• Delivers information and not just data 
• Is designed for responsiveness 

If you hire an external usability analyst, you can have 
them evaluate just the home page or the home page and 
any combination of supporting pages and materials. 
Pricing for their services depend on how wide or deep you 
want to go in your site analysis. 

Social Media 
There are so many customers using so many devices to 
make comments at all times of the day and night about 
products, services, responsiveness, pricing, locations, 
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staff, employment, making returns, and anything else on 
their minds.  

Although some of these comments may come across as 
complaints, they should be seen as unsolicited morsels of 
customer insight. Unfortunately, many companies are not 
gathering, organizing, and distributing this insight 
internally. Nor are they directly interacting with 
customers who take their time to leave comments across 
various social media platforms. For years, companies 
have been creating world-class call centers to provide the 
highest level of support to users. But if that same level of 
support is not provided online, they are missing out on 33 
percent of their customers who prefer online 
communication to phone. “Voice of the Customer” now 
has to include online messages. 

Even if the company isn’t listening to these social 
messages, it’s a good bet that their competitors are. Strong 
competitors monitor competitors’ customer comments to 
pick up nuggets of information. Meanwhile, unmonitored 
consumers establish a groundswell of complaints that go 
on unaddressed. 

Following are a few interesting social statistics: 

• 61 percent of people check one or more social 
media networks within five minutes of waking 
up. 

• 75 percent do so within fifteen minutes before 
going to sleep. 
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• By the year 2020, there will be almost 3 billion 
social media users globally, with the highest 
concentration being in the United States, where 
an estimated 78 percent of the population will 
have one or more social media profiles. 

• The average user spends 118 minutes per day on 
social media. 

Here is a view of the social interactions we were seeing 
every sixty seconds in 2016: 

• 29 million WhatsApp messages  
• 3.8 million Google searches 
• 3.3 million Facebook posts 
• 450,000 Tweets 
• 150,000 Emails sent 
• 66,000 Instagram posts 
• 500 hours of YouTube videos uploaded 

Establishing a Social Program 
There are five key ingredients to a successful social 
program: 

1. A cohesive social media strategy 

a. Overall strategy 

b. Channel purpose and content guide  
for each platform 

c. Listening guide 

d. Engagement plan 

2. Compelling creative content 
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a. Proactive content: content that drives 
views, likes, reactions, shares, comments, 
and clicks 

b. Reactive content: content that joins the 
conversation based on external cues 

3. Carefully executed social ad spend 

a. Limited to the best social channels for 
your brand 

b. Strictly adherent to the budget, which can 
be refined as necessary 

4. Consistent engagement and customer care 

a. Social response teams working 24×7×365. 
One social complaint can become a huge 
issue overnight. 

b. Channel-specific and cue-based 
monitoring and engagement 

c. Multilingual, cross-platform support 

5. Social analytics backing every facet 

a. Cross-platform performance baseline 
(these are increasingly difficult to 
establish, with every platform storing data 
differently) 

b. Cadre of best-in-class analytical tools to 
provide regular status reporting, self-serve 
analysis, customized ad-hoc reporting, 
and data collection services 

c. Key growth metrics: overall audience, 
reach, engagement, connections 
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Tricks of the Search Engine Trade 
The old-school way of choosing keywords was based on 
what a business owner or marketer thought customers 
were looking for. For example, if a local business sold 
high-end shoes, the marketer would choose keywords like 
“High-end shoe store,” “Shoe boutique,” or “Men’s 
shoes.” However, we know now that short-tailed 
keywords like these are always more competitive, and 
take longer to move up the page chain. After determining 
your keywords, it is important to evaluate search volume 
for each and then isolate your geo modifiers to specific 
areas (i.e. “Men’s shoes San Antonio”). Doing this will 
speed up your Search Engine Optimization (SEO) 
rankings, helping you to establish dominance. 

When considering Search Engine Marketing (SEM), or 
pay-per-click, conventional wisdom would say to go after 
the biggest market. For example, let’s say you were going 
to use the keyword “Dentist San Francisco.” There would 
be high search volume for this term, meaning competition 
and price per click would also be higher. The average sale 
value for a dental treatment is $350 to $1,000, and you’d 
be paying $9 to $12 per click. Wouldn’t it be a better use 
of marketing spend to be a bit more targeted? Consider 
the term “Cosmetic Dentist San Francisco.” In this case, 
the search volume and competition is lower, which means 
the average cost-per-click is lower (Four to seven 
dollars), as is the time to get on the first page (four to six 
months versus nine to twelve in the prior example). 

Now, let’s go a step further and talk about incorporating 
video into your SEO or SEM campaign. Customers have 
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increasingly short attention spans. Online, the ad and 
video attention span has gone from eight seconds to six. 
Clients and customers want information quickly, and a 
video can deliver plenty in thirty seconds or less. Also, 
video ranks higher and more quickly than plain text sites, 
not to mention that video also converts at a 3X higher rate 
than text. Currently, not as many companies are 
incorporating video with their online ads, so doing so can 
help distinguish you from your competitors. 

YouTube is the second largest search engine in the world. 
They have more than 3 billion searches each month and 
hundreds of hours of video uploaded every minute. They 
have more searches than Bing, Yahoo, and AOL 
combined. Video allows for visual branding and message 
control, and it can be hyper-targeted based on customer 
interest. There are two types of video pay-per-click ads: 
instream ads and in-display ads. 

Instream ads play just before the video a user wants to 
see, and you’re only charged if that viewer watches the ad 
past the “skip” feature. They can be targeted toward the 
type of video being watched, and they cost significantly 
less than traditional pay-per-click search engine “search” 
clicks. If nothing else, you get five free seconds of 
advertising—use them well. So many times, the five 
seconds are taken up by music and scenery prior to the 
company’s message beginning.  

In-display ads are suggested videos displayed to the right 
of the video a viewer is watching, and your pay-per-click 
(PPC) budget is charged only if a customer clicks to watch 
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your video. This feature can provide you with thousands 
of free impressions each day, and it typically costs less 
than instream. In-display ads and videos have some of the 
highest conversion rates and can be shown in the “Search” 
or “Up Next” areas on YouTube. 

Multi-Variable Testing 
Multi-variable testing (MVT), sometimes referred to as 
multi-variate testing, is a scientific approach to marketing 
research. It employs the concept of testing various recipes 
against each other to determine the best-performing 
combination of factors. 

For those companies that have exhausted obvious sales 
and marketing strategies over the years, this controlled, 
scientific approach can uncover new methodologies to 
increase growth. The MVT process consists of three key 
steps: 

1. Identifying ideas and hypotheses: to kick off the 
process, the organization identifies potential 
improvement ideas. 

2. Evaluating and statistically testing their impact 
on business objectives: next, they use MVT to 
test 20 to 30 practical, easy-to-implement, cost-
effective ideas. 

3. Deploying the positive strategies: Then, they 
implement the helpful ideas and combinations of 
ideas.  

Interestingly enough, according to QualPro Inc., a third-
party leader in the MVT space, 53 percent of ideas tested 
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would make no difference, 22 percent would actually hurt 
the organization, and 25 percent could help. 

Let’s say you had seventeen factors you wanted to test. 
This could be anything from a management bonus plan to 
newspaper inserts. Each factor would be tested in status 
quo mode (-), meaning whatever is being done would stay 
the same as well as in test mode (+), meaning the factor 
has been changed, and the change is being tested. The 
screening test would look like the image that follows, 
where the factors are horizontal and the recipes (A – S) 
are vertical. In this illustration, there are seventeen factors 
and twenty recipes. Each recipe would be carried out by 
a particular store location (twenty stores). This 
combination of factors and recipes represent 131,072 
potential outcomes. 

It is important to have an established baseline prior to the 
test so that, once it’s concluded, the factors of each recipe 
can be broken out to determine which had helped, hurt, or 
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had no impact. In this particular test, there was a 23 
percent improvement in sales over the prior year during 
the MVT test. Based upon the results of the test there, 
were four factors which really moved the needle. After 
implementing just these four factors, sales increased by 
nearly 50 percent. 

Business Intelligence 
Your data knows more than it’s telling you. Beyond 
governance, data cleansing, information security, and 
availability, which represent the fundamentals of information 
management, business intelligence is insight derived from 
raw customer data through a series of hypothesis testing by 
data analysts, detectives, and scientists. 

Marketing is one of the largest consumers of data, and 
attaining that data used to be costly. Now, external 
datasets are publicly available, and data governance 
(MDM standards) has given companies the ability to 
relate these datasets with internal data. Companies want 
to combine internal and external data sources, extract and 
present relevant data, and use data to solve problems and 
uncover market opportunities. 

Internal Data Goals 
• Manage…all of the data 
• Leverage…information and opportunities 
• Integrate…applications and devices 
• Store…data inexpensively 
• Access…data anytime, anywhere 
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Here’s a quick example of how utilizing business 
intelligence tools helped one retailer. 

A large national retailer was launching a layaway 
initiative. Incoming data was spread across numerous 
systems, and the data analysts had access to all data 
sources. Current promotional efforts were minimal for 
the layaway category, so a baseline was easily 
established. 

The first step was to form a hypothesis based on an 
understanding of the business expectations and 
available data. The hypothesis was, “We could relate 
the applicable datasets to increase a department’s 
layaway sales through targeted marketing and 
promotional efforts.” 

Next, data was extracted from the CRM, loyalty, 
transactional, and product databases, placed into a 
DataMart, and then loaded into Tableau. During the 
data discovery process, the product database allowed 
for analysis of who’s buying what, when, and for how 
much. The loyalty database could be used to tie 
coupon value back to total cost to ensure gross profit 
during a layaway campaign. Statistical analysis 
showed that more than 50 percent of layaway 
customers signed up for text or email notifications. 

Further research determined that the target for the 
layaway initiative should be customers who had a PS4 
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or Xbox One gaming system on layaway without any 
outstanding payments. These were the top two 
products placed on layaway at this retailer.  

A digital coupon sent via text message offered 20 
percent off a video game as long as it was added to a 
customer’s layaway basket. This discount still allowed 
for positive gross profit, and within one day of the 
coupon release, video game sales increased by 57 
percent. 

  



98 

Industrial Internet of Things (IIoT) 

Finally got the Internet of Things figured out? Well, now 
there’s the Industrial Internet of Things (IIoT) to tackle 
as well. Before we jump in, let’s take a step back and 
ground ourselves in a few definitions. 

According to Wikipedia, the Internet of Things (IoT) “is 
the inter-networking of physical devices, vehicles, 
buildings, and other items embedded with electronics, 
software, sensors, actuators, and network connectivity, 
which enable these objects to collect and exchange data. 
IoT allows objects to be sensed or controlled remotely 
across an existing network infrastructure, creating 
opportunities for more direct integration of the physical 
world into computer-based systems. Experts estimate 
approximately 30 billion objects will have IoT sensors by 
2020. 

Current market examples include home automation, such 
as the control of lighting, heating, ventilation, air 
conditioning, and appliances that use Wi-Fi for remote 
monitoring. 

IoT is consumer-focused, whereas IIoT is focused on 
improving industrial applications for business operations, 
such as cost reductions, increased efficiency, proactive 
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maintenance, implementation of green practices, and 
more. 

IIoT in Manufacturing has the potential to generate so 
much business value that it could eventually lead to the 
fourth industrial revolution—the so-called Industry 4.0.  

Connectivity and data acquisition are imperative for IIoT, 
but they’re not the main purpose. Rather, they should 
form the foundation and path to something bigger. Among 
all the technologies that could fall under IIoT, predictive 
maintenance is among the “easier” wins since it is 
applicable to existing assets and management systems.”  

Do You Want Fries with That? 
As an entry point into IIoT, a major fast food retailer 
began their journey with predictive maintenance through 
the incorporation of sensors into their cooking platforms. 

Faced with questions like, “At what point do you stop 
fixing a constantly breaking machine and replace it 
instead?” and, “How does an inoperable machine effect 
sales and customer satisfaction?” the retailer took action 
by adding sensors into their grill stations. Grill downtime 
for a fast-food retailer directly correlates to lost sales, but 
to what degree? And at what point do these losses justify 
a replacement?  A number of variables factor into 
addressing these questions: time, frequency, temperature, 
cost, and historical and OEM data. 

The embedded sensors record various grill temperature 
points throughout the day. Logging this information 
relative to OEM data surfaces temperature baselines and 
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anomalies. A high frequency of anomalies or outliers over 
a short period of time raises questions around the 
sustainability of the equipment. Is the anomaly being 
detected across all temperature points or a single area?  

Typically, an anomaly that’s limited to a single area will 
point to a coil that may be going bad or perhaps an 
electrical malfunction, but detecting anomalies across 
various sensor points typically indicates the need to 
replace the whole unit rather than a single part. 

The business understands the difference between the cost 
of a repair and a replacement. With repairs, the time it 
takes to repair the equipment, the cost of the part(s), and 
lost sales are contributing data points. With replacements, 
the cost of the new grill and the lifespan of the asset are 
key factors. 

Using these repair and replacement data points, the 
business has the ability to infer operational risk with a 
certain degree of confidence. Once risk is assessed and 
the indicators have been fully tested, trialed, and proven, 
predictive models and automation can be implemented to 
minimize downtime while leveraging historical service 
record data.  

A high-level example of this would be that Grill #1 sensor 
data has recorded an increase in temperature fluctuation 
frequencies over shorter periods of time, and current and 
historical sensor data reflect the number of service tickets 
that have been logged for that specific machine since 
installation. This data-driven process can automatically 
generate a service ticket ahead of time, minimizing 
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downtime by eliminating the manual process required for 
submitting a ticket. Grill production data can be 
monitored through a management dashboard accessible 
via mobile phone. In addition, a decision hierarchy can be 
added to allow a manager to review data and log a 
decision to repair or replace. 

 

No More Spray and Pray 
To help growers monitor, adjust, and learn from the 
performance of their sprayer while it moves through the 
field, a leading farming manufacturing company 
introduced IIoT technology and an accompanying app to 
allow growers to better understand nozzle-by-nozzle and 
row-by-row sprayer details. 

Growers can use this app to seamlessly monitor each 
machine from one production step to the next. Using the 
app integrated with machine sensor technology, growers 
can easily compare data layers from previous production 
steps with what they see as they’re scouting fields. This 
includes access to performance data averaged across the 
entire field or individual planted sections. 

This technology, combining IIoT and mobile 
accessibility, allows users to monitor data taken from the 
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fields and make decisions from the comfort of their 
tractor cabs.  

Within these sensor-enabled sprayers, growers can view 
mapping of critical job quality information that includes 
as-applied rates, rate deviation, spray pressure, and 
ground speed to ensure on-target application, mitigate the 
risk of product drift, and avoid the need for re-application.  

More Data, More Security 
All good things come with a price. When it comes to IIoT 
and IoT, security, privacy of information, and even 
physical security are of major concern. In particular, 
cyber-attacks have the potential to evolve from data and 
identity crimes to life-threatening assaults (shutting down 
pacemakers, insulin pumps, or implantable cardioverter 
defibrillators, to name a few). Household appliances 
could spy on people in their own homes, and computer-
controlled devices in automobiles such as brakes, 
engines, locks, and hood and trunk releases have shown 
vulnerability.  

These innovations and their accompanying dangers may 
sound like they’re straight out of a sci-fi movie, but they 
are real. We must make sure the desire to innovate doesn’t 
outpace common sense.  
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Culture Shocked 

Having worked for eight companies and consulted with 
many more, I have seen all types of business cultures. But 
when you boil them down, there are really just two kinds: 
structured and unstructured. Structured cultures involve 
an approved “code of conduct,” which is enforced by 
management. In an unstructured culture, the behavior of 
the leader sets the tone for the rest of the organization. 

Structured culture is generally found in larger 
organizations where employees span multiple locations. 
In this case, the goal of the documented culture is to 
educate everyone on how they are supposed to act and 
interact with their coworkers. By including Core Values 
in performance reports, management can subjectively 
judge whether employees have met their standards. This 
practice only allows a company to force compliance but 
does not necessarily forge a positive culture. Management 
can’t force people to “feel” a certain way about the 
organization, and if a culture is created at the top and 
forced down, it becomes a false representation of how a 
company behaves. A better way is to form a cross-
functional team that includes managers and employees for 
the purpose of delivering recommendations of Core 
Values (i.e. Mutual Respect, Trust, Integrity, Sharing, 
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Helping, etc.) to senior management for approval. This 
represents more of a “by the people, for the people” plan. 
In addition, instead of disciplining for non-compliance, 
create a reward or recognition program for those who 
display these values. 

Unstructured culture, more commonly found in smaller 
companies, is more of a feeling than a predetermined set 
of standards. If people feel they are safe (both physically 
and emotionally), treated fairly, heard when voicing 
concerns, in comfortable surroundings, challenged, and 
working with people they respect, a positive homegrown 
culture will result. Employees reflect a positive culture on 
their faces, in how they interact with coworkers and 
customers, through the effort they put into their jobs, and 
through the connection they feel to the organization.    

How “Culture” is Determined 
In a larger company, formalized culture comes from the 
top, down. If the president of the company believes 
having a positive culture is important, he or she will set 
the tone for the organization and have the Human 
Resources department distribute a set of evolving values 
and attitudes, provide training, integrate the elements into 
performance reviews, and instill consequences for non-
compliance and/or recognition for exemplary displays.  

In smaller companies, however, “like attracts like.” If the 
president of the company treats his or her managers 
aggressively, then managers will, in turn, treat employees 
aggressively. Sometimes disguising their actions as 
“holding someone accountable,” authoritarian leaders and 
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managers generally rule with a stick. They pack on work, 
set tight deadlines, reprimand any voiced concerns or 
dissent, and feel little to no empathy for their workers. 

However, the opposite can also be true. If the president is 
fair, considerate, interested in employee welfare, educates 
rather than dictates, and empowers and trusts their 
managers and employees, the company culture will likely 
be far more positive.  

A Bad Apple Spoils the Bunch 
Within every company, there occasionally appears a “bad 
apple.” This individual somehow made his or her way into 
the company and is now making everyone else’s life 
miserable. Generally, within a small company, enough 
grumbling eventually gets the ear of the president. 
However, if the president is someone who avoids 
confrontation, the issue may linger.  

But what about the troublemaker’s manager? The “bad 
apple” may be an excellent performer who is fantastic 
with clients and provides highly detailed and accurate 
work, but no one in the office wants to be around him or 
her. Perhaps the individual makes caustic comments that 
are borderline harassment. After repeated counseling 
sessions, the behavior doesn’t improve and is now 
impacting morale. The manager could either insist the 
individual work remotely with access to very few internal 
employees, or fire them. It is unfortunate to let high 
performers go, but when they begin to negatively affect 
the culture and employee trust, it’s a necessity.  
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In either case, if you have a “bad apple,” pick and discard 
it early on. Otherwise, it will spoil the culture your 
company has worked so hard to build. 

Culture Fit 
The best way to avoid bringing in a “bad apple” is to 
carefully screen candidates before hiring. At a minimum, 
have individuals at different levels interview candidates 
and provide their candid comments to the hiring manager 
in writing. Beyond determining whether an individual has 
the skills required, incorporate questions that will draw 
out their personality. Do they anger quickly? Do they get 
defensive? How have they resolved disagreements in the 
past? Do they appear to be arrogant? Do they smile? Do 
they seem genuine? 

Another approach is to implement personality tests, like 
the Myers-Briggs, customized toward the type of 
employees you want in your organization. Also, realize 
you may want different types of personalities within 
different roles. For example, you may want a salesperson 
to be extroverted and personable, but an accountant to be 
more introverted and focused. However, you might also 
want every hired individual to display common 
characteristics, such as caring, personable, respectful, and 
dedicated, because your company values those culture 
traits. 

Traditions 
It may seem trivial, but hold onto those traditions that 
made your company unique. Before you grew in size and 
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scale, you were once a small company. Maybe the 
president used to send employees hand-written notes of 
thanks or bring cakes to the break room to celebrate 
birthdays. The leadership may have even given out 
turkeys at Thanksgiving and hams at Christmas. Pay out 
the bonuses, provide the certificates and awards, and 
champion the company softball team. Protect the things 
employees like about the company, and don’t let growth 
de-humanize the organization. 

Transparency and Trust 
To paraphrase the book Good to Great, let’s assume the 
company has gotten the right people on the bus and the 
wrong people off the bus. Still, if senior management 
doesn’t practice what they have identified as “Core 
Values” or consistently and organically display the 
desired behaviors, the good employees will not be there 
long. Strong contributors will provide their loyalty only 
in exchange for transparency, empowerment, challenge, 
respect, fairness, compensation equity, mutual trust, and 
a sense of belonging. 
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A Father’s Advice 

This may seem like an odd ending to an otherwise 
business-focused book; however, many of the insights 
I’ve shared and lessons I’ve learned in business apply 
outside the workplace as well. I shared the following with 
my two boys and their fiancées, and I thought I would 
share it with you as well. 

• Mind your own business, not everyone else’s. 

• Work with your mind, not your hands. Your mind 
will last longer. 

• Don’t lash out in anger. Your spouse will forgive 
but not forget. 

• Take care of your body now. You will appreciate 
it later in life. 

• Invest half of every pay raise, and enjoy the other 
half. 

• Be decent to each other. Never swear at each 
other. Once you start, it’s a downward spiral. 

• One saver + one spender = $0.00 

• Don’t become delusional. Stay grounded in 
reality. 
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• Avoid get-rich-quick schemes. They don’t work. 
Pyramid schemes are for the dull-minded. 

• You need to work for everything you want in life, 
and you need to work even harder to keep it. 

• Live below your means. No material item is more 
important than peace of mind. 

• Max out your 401k at work. Take all the 
matching money they provide. 

• Immediately after having children, open up a 529 
college savings plan. It will save you and them 
from incurring thousands in debt. 

• Nothing outperforms the S&P500. Invest in it. 

• Leave your money alone during election years. 
The market is too volatile. 

• Hard work alone just gets you more hard work to 
do. Work smarter, not harder. 

• Nobody succeeds on their own. Create a network 
and leverage it. Move if you have to. Call in 
favors. Find a few good mentors. Do whatever 
you need to do to get what you want. 

• Your kids must go to college. It makes all the 
difference in becoming a “have” versus a “have-
not.” 

• Put away six months’ worth of savings. Someone 
will lose a job, and you will need the money. 

• The more expensive the toy, the more expensive 
the maintenance. 
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• When you spend, spend on experiences instead of 
items. Items lose their luster quickly, but 
memorable experiences can last a lifetime. 

• Hold hands, and kiss often. 

• Don’t say anything about someone that you don’t 
want getting back to them, because it always 
does. 

• Don’t contribute to the rumor mill. That’s 
something that keeps the interns busy during 
coffee breaks. 

• Be confident but not cocky. You should always 
be learning something from others. 

• “A fool and his money are soon parted.” Often. 

• Be decent and respectful to each other. 

• Raise independent children. Spoil them with love 
and time. 

• Everything has an opportunity cost. To get one 
thing, you have to give up another. Make sure it’s 
worth it. 

• Laugh, joke, and tease each other kindly. 

• While your kids are young, have at least 
$250,000 in term life insurance for each. Don’t 
fall for whole life insurance. The interest on 
those accounts is pathetic.  

• Don’t bail out friends. People with financial 
problems will always have financial problems. 
You don’t need to hurt yourself by helping them 
over and over. 
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• Make friendships that move you forward instead 
of dragging you backward. Some people are 
poison; cut them loose quickly. 

• Be empathetic, but don’t be a fool. 

• Don’t take personal issues to work with you. 
When you are at work, work. 

• Don’t sweat the small stuff. In the grand scheme 
of things, very little is worth worrying about. 

• Don’t take yourself too seriously. Relax. 
Meditate.  

• There will never be a perfect time for anything—
getting married, having kids, buying a house, etc. 
Some things you just have to do. 

• Don’t choose a career for the money. Do what 
you are passionate about, and the money 
generally follows. 

• Take calculated risks. Don’t always play it safe. 
Life is an experiment. No one will ever fault you 
for trying. 

• “People don’t plan to fail, they fail to plan.” 
Have a plan, and then execute with wild abandon. 

• Leave your mark on the world in some way. 
Either through great children, friends, literary 
work, a successful business, philanthropy, saving 
a life, or anything else. 

• Be in the game, not on the sideline.  

• Love your parents as they have loved you. 
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• Put loose change in a jar. You’ll be surprised how 
quickly it adds up. 

• Donate everything you don’t need. There is 
someone out there who would be happy to 
receive it. 

• Everything in life is connected. God is wicked 
smart. 

• Enjoy every minute with your children. Sacrifice 
everything to be in their lives. Play with them 
every chance you get. Swing on the swing set, 
play in the sandbox, sword fight, wrestle, have 
action figures break things, play catch. You will 
not have a second chance at their childhood, nor 
will they. 

• Don’t avoid difficult challenges. They help shape 
your character. 

• So long as you’re not hurting yourself or anyone 
else (morally, physically, or otherwise), do it. 

• Be happy, and love deeply but wisely. 
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