SCENARIO: INTERSECT INVESTMENT
COMPANY OVERVIEW


Since September 11, 2001, the financial services industry has been in a constant state of flux, never certain, always chaotic. The volatile climate has left many financial firms struggling to keep both their clients’ trust and Wall Street’s credibility. To succeed, investment companies need to offer an ever-expanding array of up-to-the-minute products coupled with expert advice. 
In the past four years, Intersect Investment Services has at times barely managed to survive, but resisted making a drastic, strategic shift. Finally, a year ago, Intersect CEO Frank Jeffers identified a new vision: "Provide a broad set of products and services to consumer and small business customers using a model of customer intimacy that will build long-term relationships based on trust and value to the customer.”


Frank understands that implementing this vision will require revolutionary organizational change, particularly in sales. Already, he has had to replace the Executive Vice President of Marketing and Sales, as the previous EVP did not support the new philosophy and failed to lead his organization in following the new approach. Frank expects the new EVP to quickly bring the sales department in line with the new “customer intimacy” model; if she does, Intersect will improve its brand image and begin establishing long-term customer relationships. This new brand image will also gain Wall Street’s trust, so that Intersect’s ethics need never be questioned.

PLAYERS
Frank Jeffers: Intersect’s CEO. Frank has been with Intersect for 25 years, successfully leading the company through several restructuring efforts involving strategy and focus change. A highly regarded boss and excellent leader, Frank sets clear goals, and trusts his senior staff to develop plans to realize them. Despite his high expectations, Frank is fair and his senior leaders are loyal; most have been with him for at least 15 years. But recently, Frank was forced to let go the Executive Vice President of Sales and Marketing, who continually failed to meet Frank’s objectives. Now, Frank is still anxious about the changes that still need to be made in the sales department. 


Janet Angelo: Executive Vice President of Marketing and Sales. Janet was hired for her expertise in implementing a “customer intimacy” model at two other companies and most recently at a bank. In all three places, Janet was able to improve customer loyalty and increase sales. Janet recognizes that moving from a traditional-selling to a “customer intimacy” model requires major organizational restructuring, and that in her previous positions, she had the luxury of making those changes gradually over three years’ time. At Intersect, she has only 12 months. 


Thomas Hardy: Senior Vice President of Human Resources. Thomas has been with Intersect for more than 20 years, the past five in his current position. Always with a sense of humor, Thomas handles executive staffing, talent management and compensation. It’s up to him to develop and deliver sales and service training that will support Intersect’s new philosophy.


Lyn Chen: Vice President of Sales. Lyn‘s been with Intersect for almost 20 years, since Thomas Hardy recruited her straight from her MBA program. Until recently, Lyn’s ability to maintain a top industry rating in customer satisfaction was matched only by her ability to inspire and motivate sales teams to meet or exceed goals. As a result, she has risen rapidly through the Intersect ranks. But in the past year, Lyn has fallen short of revenue targets, sales employee turnover is up 25 percent and customer satisfaction has declined by more than 10 percent. Nonetheless, Lyn has been vocal about her opposition to a change to a “customer intimacy” model.


Joel Contino: Vice President of Marketing. Only two years into his position, Joel was handpicked for the job by none other than Frank Jeffers, who has known Joel for more than 15 years. Joel has extensive knowledge in branding, marketing and services development, having worked for a large IT company that moved from a product-based to a solution-based selling approach. In fact, many Intersect employees believe Joel was behind Frank‘s decision to convert Intersect to a “customer intimacy/trusted advisor“ approach.


Annie Sorrento: Director of Sales Operations. Five years ago, Annie joined Intersect as a staff sales person; before that, she’d worked on sales metrics for a consulting firm. A year ago, after developing a new “customer intimacy” sales model, Annie was promoted to her current position following the previous director’s retirement. Frank no doubt promoted Annie because she strongly believed that changing to a “customer intimacy” model required extensive leadership engagement and new value development. Indeed, the previous head of sales and marketing had dumped development of the new model in Annie’s lap, implying few changes were needed to bring the department in line with the new philosophy. When Annie challenged him, he took umbrage -- and Frank Jeffers took notice.


JANUARY 17, 2005
Conference Room meeting between Frank Jeffers and Janet Angelo.

Frank: Janet, I hope you’ve gotten settled into your new office, and are getting to know your team members. Can you give me your thoughts on the department?


Janet: The 50th floor has a great view. I could forget the rest of the world looking out at those mountains.


Frank: And your team?


Janet: I've met with everyone one-on-one, and there appears to be a lot of knowledge and talent on the staff. I‘ve scheduled a full team meeting later this week -- Joel will be joining me -- and I should have a better feel for the group dynamics after that.


Frank: Once you‘ve done your assessment, I‘d like to hear your plan for turning the organization around. We don‘t have much time if we‘re going to get profitability where it needs to be. As I told you when we brought you on, our goal is to be no lower than number three in this industry, which is where we were until fairly recently. To stay there, we need to have a growing customer base, not a customer churn rate of nearly 25 percent a year. I‘m very interested in hearing how you plan to grow our customer base with people who won‘t leave us for the best offer, and who aren‘t continuously shopping for the lowest account management rate.


Janet: The key to that is getting customers to see their Intersect reps as trusted advisors. You and I believe this, but my leadership team doesn’t -- yet.


Frank: So I’ve heard from your predecessor. Unfortunately for him, he wasn’t able to get the team behind our new vision and committed to realizing it. He didn't have the capability or desire to lead the organizational transformation necessary to reverse our declining performance. Unfortunately for you, you’ve inherited that job. Joel can create a brand new concept, but your sales people have to make it a reality.


Janet: Joel showed me the results of his recent campaigns. Customers want a "trusted advisor," and they want it to be us. They love the expanded portfolio of services. The concept is on track.


Frank: Then you have your work cut out for you: Make it a reality instead of a concept. You have the leadership capability and you’ve done it before. You just need to do it quickly. Simple! But not easy. That’s why we get paid the big bucks.


Janet: Right, simple but definitely not easy, at least not in 12 months. I’m sure I’ll have more ideas after my team meeting. Let’s talk again next week.


JANUARY 18, 2005
To: Janet Angelo, EVP Marketing and Sales
From: Thomas Hardy, SVP Human Resources:
CC: Frank Jeffers, CEO

Janet,


Welcome to the Intersect senior leadership team! Hope you’re settling in and have had a chance to meet with your team members. I thought we might get together so I can fill you in on how we supported your predecessor (developed and rolled out the training for the new sales model) and discuss what you might need from us. I'm sure Frank has defined his expectations; he‘s pretty good at providing clear and simple (but not easy) goals. :) Did he tell you he needed it done yesterday lol? 


I thought you might like to see the "executive briefing" on how we’ve defined "customer intimacy," so I’ve attached it. We should also talk about the 25 percent increase in turnover in your department in the past year. There’s an industry study (I’ve attached that, too) that says leading transformational change and developing strategic capabilities to enable a company strategy are the number one and two priorities for HR execs. 


On a less stressful note :), if you have any questions about your compensation package, let me know. Looks like you’re at 60 percent bonus with a 300 percent opportunity, i.e. you can go from a 0-180 percent bonus. I guess you could call that “highly leveraged”? 
I’m glad that Frank has recognized the magnitude of change needed around here and brought in someone with the leadership ability to make it happen. It’s great that you’ve joined the team. I’ve had your assistant schedule us a meeting next week. 


Looking forward to talking with you,
Tom
Attachment 1: Customer Intimacy at Intersect
Attachment 2: 100 Heads of HR Identify "Strategic Capability" and "Transformational Change" as strategic priorities for Competitive Success


Attachment 1:

Copy of a talk from the CEO, Francis Jeffers,  given as part of communicating the new strategy at an executive briefing with all VPs and above when the new strategy was first rolled out a year ago

-----------------------------------------------------------------------------------------------------------

CEO Perspective: Customer Intimacy at Intersect Investment

By Francis Jeffers, CEO

Customer intimacy is both a value and a strategic focus for Intersect Investment.

If we are to succeed in the marketplace we need simultaneously to grow our business in terms of adding new customers, retaining current customers, and increasing the amount current customers spend and invest with us. To do so, customers must believe that we not only provide exceptional customer service, but also that our services add value to them. By understanding what they value and what they want to achieve both in the short term and long term, we can put together solutions customized to meet their needs.  We can put together the specific set of services from our many offerings that meet their specific needs and will add value to them. And given we are providing financial services and are involved in planning for their financial health, they must trust us. We must be seen as trusted advisors.  This combination of being a trusted advisor, providing exceptional service and providing services that add value to our customers is what we call customer intimacy. Thus, customer intimacy is a strategic focus and priority for us to ensure success in the future.

But customer intimacy does not just happen overnight.  It must become a value we all believe in and live everyday.  Each time we talk to a particular customer we must begin by understanding their needs, their long and short term goals and what they value.  Once we truly understand this customer, we can craft a solution using the specific services from our portfolio that meets their needs and adds value.  As we propose this solution and discuss alternatives with the customer, our focus must be on adding value to the customer.  It is up to each of us to use these conversations to establish trust with the customer. We must establish our self as their trusted advisor by giving them support and advice they can trust is in their best interest.   And we must at the same time continue to provide them exceptional service, meeting all commitments we make to them.  Thus, customer intimacy is a personal value and priority for each of us. 

Attachment 2:

Executive Summary:  Heads of HR Identify “Strategic Capability” and “Transformational Change” as strategic priorities for Competitive Success
From: Thomas Hardy-SVP Human Resources

To: Senior leadership team
At a recent global HR conference, they reviewed the results of a research study with Human Resources leaders from companies that have been the leader in their industry for at least five years.  The two areas that were identified as leading to success were “strategic capability” and “transformational change”. Of the 100 companies surveyed, 90 rated these two factors (described below) as the number one and two priorities for the future.  

Transformational change: The ability of and the process that leaders use to transform the very nature of an organization in order to help ensure its success in the marketplace.  The required characteristics of leaders to realize this transformational change include passion, vision, engagement, focus, and communications. These characteristics are critical to engaging the hearts and minds of all employees and aligning them around the needed changes from a business and a personal perspective.

Strategic capability:  The few critical beliefs, skills, knowledge and processes that create the ability or capability of an organization to continuously act and do what is needed to realize its strategy and succeed in its markets. 

I believe that executing our new strategy will require we make these two factors strategic priorities for us.  It will be important for us as a company, and each one of us as leaders of large organizations, to ensure we have leaders who can lead the transformational change needed to realize our new strategy.  And as we look at our new vision and strategy we can consider our new sales and marketing model based on customer intimacy as a strategic capability. 

Neither of these priorities can be realized if we do not make them a priority both from a corporate perspective and a personal leadership perspective.  And as HR leader, please look to me as a resource to support you and the organization both in identifying new leaders we want to bring in, in doing promotions internally and in developing you operating plans. My organization is here to help select leaders who can realize transformational change as well as to help develop customer intimacy as a strategic capability.

Email Same Day

To: Thomas Hardy, SVP Human Resources
From: Janet Angelo, EVP Marketing and Sales

Tom,


Looking forward to our meeting. I’d like to get some advice on putting together my goals for Frank, since my compensation will be based on them. Would like your input on what he expects.
I also want to ask you what you see as the strengths of my leadership team/direct reports.


Talk to you soon,
Janet


JANUARY 19, 2005
Boardroom meeting of Janet Angelo and her direct reports

Janet: Welcome to our first leadership team meeting. As I mentioned at our one-on-one talks, I’d like to use this meeting to determine where we are regarding this year’s operating plan. Let’s keep it informal and talk about the opportunities and challenges we foresee in the next 12 months. I'd also like to set an expectation for this meeting: We are here to figure out what needs to be done, not to assign blame for what may not have been done in the past.


Annie: That‘s a great expectation, but one I haven‘t seen lived up to very often. I‘m sorry if I sound skeptical, but we‘ve heard it all before and the walk never matched the talk.


Janet: I suppose that’s fair, Annie, and I appreciate you raising that concern. Time will tell if I walk my talk, and you have permission to let me know if I don’t. Okay? 


Annie: Okay.


Janet: Joel, can you start off by sharing Marketing’s position?


Joel: Sure. You’ve met with Frank, so you know our focus has been on realizing the new vision: Provide a broad set of products and services to consumer and small business customers using a model of customer intimacy that will build long-term relationships based on trust and value to the customer?


Janet: Definitely! He is passionate about building those relationships quickly! And when you and I met the other day, it sounded like marketing was making headway in establishing our new brand image.


Joel: I feel like we are. Take a look at this slide: Our customers have their savings and their futures at stake when they use us; they want to trust us. If you read the financial section, you know that many of our competitors have been experiencing what I’ll facetiously call “trust issues.“ The good news is that, even as we’ve struggled, we haven't had any bad publicity. The bad news is, our recent sales prove that we still have a long way to go before we’re considered trusted advisors.


My team has put together the marketing campaigns for this year that include eight new products and services. And we have a set of messages to reinforce our vision and new brand image. Everything is in place to create the sales figures we need to succeed, but we’ll never see those figures if sales refuses to change the way they interact with customers!


Joel's Slide:

[image: image1.emf]Intersect Investment

Marketing’s Goals

Goals

• Communicate new 

vision of “trusted 

advisor”, “creating 

value” and “customer 

intimacy” in every piece 

of advertisement

• Roll out all 8 new 

products on time

• Support each roll-out 

with continuous set of 

messages to make the 

new brand a reality

• Support sales to realize 

14% increase in sales

0

20

40

60

80

1st

Qtr

3rd

Qtr

Competitor 1

Competitor 2

Intersect

0

20

40

60

Preference

Price

Service

Trust

Value

Timeliness

Study of Customer Loyalty Factors

Sales Results

 

Lyn: Joel, in the past year, I’ve had a 14 percent increase in my sales goals and only a five percent increase in my sales headcount. I‘m more concerned with figuring out how my people can spend less time at each call so they can see the same type of productivity improvement. More calls equals more sales; how can I expect them to spend extra time with each customer trying to build a “trusted advisor” relationship?


Janet: Joel, Lyn, please remember what I said when we started -- no finger pointing. Lyn, would you like to continue?

Lyn: As I mentioned, and as you see on this slide, my goals are up 14 percent for revenue and five percent for headcount. I’ve been focused on reducing the average call time for consumers, and the average meeting time for small businesses, and I’ve managed to reduce those times by almost five percent! Price increases and the new product mix have helped us increase revenues by four percent, and yet, we’re still below goal. And now you’re telling me we should spend more time at each call? I can’t see how that will do anything but increase our call handling time, and decrease the amount of calls -- and sales -- we can make.
lets view the powerpoint.
Lyn's slide:
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Janet: Lyn, I understand your perspective. Is there data to back it up?


Lyn: Five years of increasing revenues! I’ve increased those revenues by decreasing call time and increasing calls. My slide clearly illustrates this.


Joel: Lyn, we‘ve had this discussion before. I have shown you benchmarking data from IT solutions providers and from the telecommunications industry that illustrate just as clearly that companies who have moved to a customer intimacy model grow at a faster rate than those who don’t. And the benchmarking we did at Western Telecom showed those high performing sales reps got 20 percent more revenue per day even though their calls were eight percent longer. 


Lyn: I got it. I just don't think it works for financial services. We are not Telecom or an IT solutions provider. We’ve been successful with this model in the past; why should we just throw it away?


Joel: Because we have a customer satisfaction rating that’s been declining for the past two years, probably because of the hit-and-run sales tactics you’ve been preaching!


Janet: Joel! Please, no finger pointing! I’d like to get Annie’s perspective, and then I’d like you to focus your “energies” on identifying what we should do next.


Annie: As you all know, I consider myself kind of the keeper of "customer satisfaction." But I also work with HR in trying to maintain employee satisfaction. Right now, as you can see from my slide, we have a challenge in both areas. 

Annie's slide: 
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Janet: Tom Hardy’s already filled me in on the increasing employee turnover, and I’m aware that losing an employee means losing revenue. It takes us three months to fill the position, four to train the new hire and another eight for them to be up to snuff. The revenue difference between the new hire and the average employee is $110 thousand for consumers and $300 thousand for small businesses. That's a lot of revenue with the number of employees we’re losing.


Annie: You see the top three reasons employees are leaving? They don’t understand our direction, they don’t believe upper management has the ability to pull off the new strategy and they are not getting the information they need to do their jobs. I think these are obstacles we, as a leadership team, can overcome. But that means, and forgive me if I’m out of line, that you -- as our new leader -- have to make this a personal priority; you can’t pawn it off on somebody else. 


Lyn: Enough of the soft stuff! I'm the one who is expected to reach these ridiculous goals. And the only way to do that is to focus on getting these new products out and using them to increase productivity. The new comp plan should help motivate my team to work even harder, because the higher they go above target, the better their bonuses will be.


Janet: I think we’ve run out of time for today. Let's plan to get back together after I have my all-employee meetings. In the meantime, I’d like an e-mail from each of you identifying what you think are the three top things we need to do to realize our new vision and meet our goals, which include reducing employee turnover and improving customer satisfaction. 
I’d like to close on this note: The senior leadership team and the Board have committed to this new strategy. And while we have different opinions about it, we are not here to debate it; we are here to implement it. More than that, we‘re here to make it a success, and I‘d like -- no, I need -- your help with that. I‘ve had experience with this; I know it can work if we all get behind it.

JANUARY 26, 2005
To: Janet Angelo, EVP, Marketing and Sales
From: Annie Sorrento, Director Sales Operations

Janet,

Just wanted to let you know that the rumor mill is in full swing. People are sure there will be layoffs because goals are not being met, and they think you will be firing a number of the leaders. My guess would be that there have been some discussions about what went on in our staff meeting.
Thanks,

Annie

To: Annie Sorrento, Director Sales Operations
From: Janet Angelo, EVP-Marketing and Sales

Annie, 


What took them so long lol? If there is one thing I’ve learned, it’s that no company has productivity issues when it comes to rumors! Seriously, these informal lines of communication can often work to our advantage. Still, I hope our upcoming meetings will communicate what we’re really all about.

I’ll be sharing my vision and expectations for the organization at the all-employee meeting in a couple of days. I’ve set aside 45 minutes for open discussion following my presentation; do you think that will be enough :)? Before then, I’ll be thinking about how to handle these issues if they come up as questions. Or maybe I’ll just address them head on. There are pros and cons to both. 

 

Thanks for the heads-up, 
Janet

Conference Room, Excerpt from a focus group/all-employee meeting for sales and service employees, led by Joel Contino and Janet Angelo.

Joel: Janet, thanks for sharing your vision and expectations of this organization. It sounds like earning “trusted advisor” status and improving customer satisfaction won’t be without challenges. But it also sounds like you are committed to improving employee satisfaction, and I know from your resume that you‘ve had success with that in the past. Know that I am also committed to that objective, so let me give the floor to our staff members so we can hear their reactions and questions. I hope they ask you some tough ones! 


Employee 1: I'm Jane Nester. I’m a sales consultant. It sure appears you believe in this strategy and vision. You may want to build this into the "Selling as a Trusted Advisor Workshop." It told us what to do, but it didn’t give us a single clue as to why.


Janet: Great suggestion, Jane.


Employee 2: Jack Dulin here. I do sales to our small business customers. I’ve been here for 25 years and can say this has been a great place to work. I’ve always felt respected and trusted as an employee. But lately this place seems like it’s gone insane. First I hear, "Just make more sales; go meet with two more small business customers every day." Then I hear, "We must become the customer's trusted advisor; spend time with them and establish a relationship." Which is it? 


Janet: You’re right, Jack; it sounds like you’ve been getting mixed messages. I’m hoping what you heard today is that if we take the time to establish relationships as trusted advisors, customers will stay with us and buy more from us. Bottom line: Increased sales. You’ll still need to be as efficient as possible in your meetings, but success will come from this directive. You and all the people in this room can be successful this way, even more successful than you are now.


Employee 3: I'm Jeff Matos. I manage the service center. Although you've asked to use service calls to pitch new services such as online account access and special advisor accounts, we don't even have access to the marketing Web site that describes all of these new products and services. And I’m not sure our managers believe we should be doing it.


Joel: Janet, I own this one. I’ll get services access to the Web site.


Janet: Not to put you on the spot, but when?


Joel: Well, now I am on the spot, but that’s fair. Within 10 days.


Employee 3: That's great. I think we can contribute a lot. We have lots of service calls where customers would love some additional suggestions from us. I think the trusted advisor model is key to customer satisfaction. You've got my support.


Employee 4: I'm Hank Tolinson in consumer sales; I‘ve been here 15 years. I just don't see how we can get more sales but have longer call handling times. It just isn't the way things work, and if you don‘t believe me, just look at my turnover rates. That‘s the only “increase“ I‘ve seen.


Employee 5: I'm Sue Fuentes, and I‘m with Hank. My sales people are turning over quicker than I can replace them. And I’m tired of being beaten up by my director for not making my goals because my people aren't productive. My boss is a great guy, but he seems awfully frustrated lately, just like the rest of us.


Employee 6: Nancy Falkins. Hank and Sue, I disagree. I came to this company from an IT solutions group just three months ago. I manage a sales group in small business. Our sales model in my last job was based on customer intimacy and building trust by adding value. It worked very well. Our customer satisfaction and revenues went up significantly when we implemented it. I’ve been reinforcing it with my group here for the past two months and our revenues have gone up four percent. And my people feel great about what they’re doing for their clients.


Janet: You all raise great points. Hank, if we confuse our employees with mixed messages, they will leave. I have to own fixing that and focus on sending a single, clear directive, because I agree with Nancy; this is a model that works. But it will only work if we work together. I plan to have these meetings every other week for awhile. For the next one, I’d like you to think about this question: What do you need from me and my leadership team, or even the other departments, to help us move towards our new vision?


Conference Room, post Focus Group

Janet: Emotion is really running high throughout this organization. Worse, it appears that many of the people are still not aligned with our new vision; they don’t even understand why we’re doing it!
And is it any wonder? Our directors are still preaching handling more clients in order to sell more products. They’re completely ignoring us.


Joel: Getting more and more efficient in selling has been a success factor for this organization. I think we need to use our allies, people like Nancy who support this change. And we should keep pumping out the data that shows it works, so that the sales staff can see how their support could pay off in their paychecks. 


Janet: Good points. Looks like we have our work cut out for us. 



JANUARY 28, 2005
To: Frank Jeffers, CEO, Intersect Investment
From: Sy Miguel, President, Innovative Building Solutions

Dear Frank,


About two months ago, I received your marketing materials outlining your new portfolio of financial and investment services for small businesses such as mine. Your whole approach of helping us to add value to our employees was just what I needed, as we‘ve doubled our size this past year. I was hoping I could put together a new investment and financial services package that would help retain and even attract employees. But when I met with my account manager, he only seemed interested in getting me to renew our current Intersect contract. He said the new services you’re marketing aren’t even available yet. How can I look at you as trusted advisors when you can‘t deliver what you advertise, let alone offer “trusted“ advice from my account manager? I will be taking my business to someone I can trust!


A very unhappy-- and very profitable customer,
Sy Miguel

JANUARY 31, 2005
Frank Jeffers’ office, Meeting with Frank Jeffers and Janet Angelo

Janet: Well, Frank, as I promised, I’ve now had one-on-one meetings with all my people, as well as a couple of staff and all-employee meetings. 


Frank: So what‘s your assessment?


Janet: The biggest problem? We don’t have alignment with the vision. Sales people have been trained on the new sales and service model and many are flat out not using it. Members of my own so-called leadership team aren’t behind it.


Frank: Maybe you need to replace those who aren't on board. That would send a clear message.


Janet: It might also cause a mass exodus. One of the reasons we’re losing employees is because they see dissension among the leaders. They’re getting mixed messages and they’re not confident we know what we’re doing.


Frank: And how are you going to address this gap?


Janet: It’s obvious that employees like working here; most of them even like their bosses. But the previous attempt at realizing this change has led to frustration, chaos and even anger for many of them. I’ve started with my team, and I think even in the past 10 days, I’ve made strides in getting them aligned. If we’re united, that will filter down. But I’ve also found some success stories down at the front line that will reinforce the message. I think I can get them all aligned.


Frank: Including Lyn Chen?


Janet: Her I’m not sure about yet. She certainly understands this business, but her past success in improving productivity is getting in the way of her seeing the need to change our whole sales and service approach; sometimes our strengths become our weaknesses. She’s bright and capable and losing her would be a real loss. More than that, it could cause some morale issues, because a lot of employees really respect her. If we let her go, we could lose their trust. I still need a few more weeks to work out a complete game plan. This is going to require a major transformation, not only of our model, but of attitudes, beliefs and behaviors.


Frank: You've got two weeks, and then I want to see a plan that defines how we will succeed. I still think you should just replace two or three of the key resistors --quickly.


Janet: I disagree. I just need to figure out how to leverage their strengths in way that serves our vision. And I will. 


Frank: It's your decision, but remember, you only have 12 months. I expect a clear plan and continuous improvement in quarterly results in sales and customer satisfaction. Oh, and by the way, here’s a letter from a pretty profitable small business owner who just dumped us because our sales people either aren’t aware of or aren’t positioning our new services. See what you can do to repair this damage.


Janet: I will. And with your permission, I’d like to share this letter at my next staff meeting. Maybe it will show them that the customers do want this -- in a way that data can’t. 


Frank: You have an uncanny ability to turn disaster into something positive -- and valuable. I hope you can do the same with your team.

FEBRUARY 1, 2005
Janet Angelo’s Business Journal

I keep telling myself that this is all doable. 
Pros: We are having some small pockets of success at the grass roots level. I have a team with a lot of talent; they know this business and they’re good at whatever they choose to do. But for some, past success is closing their minds to change. 
Cons: How do I change people’s attitudes to align them with this new vision? If I can’t do that, nothing else will change. And yet the culture, beliefs and very nature of how they work has been ingrained over more than 15 years.
Wouldn’t it be nice if it were as simple as Frank wants to believe -- just let a few key resistors go and everything will fall into place? Given Lyn’s bitterness and resistance, can she -- and the directors who follow her -- really see this as an opportunity and get on board? 
I know this: This situation has the potential to be a major success.
Or a major disaster.
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Intersect Investment

Marketing’s Goals

Goals

		Communicate new vision of “trusted advisor”, “creating value” and “customer intimacy” in every piece of advertisement

		Roll out all 8 new products on time

		Support each roll-out with continuous set of messages to make the new brand a reality

		Support sales to realize 14% increase in sales



Study of Customer Loyalty Factors

Sales Results
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