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Some days, business

owners may feel like

they’re swimming in a sea

of marketing yet barely

able to keep their heads

above water. 

 

Amidst so many tools and

changing trends, it  can be

easy to forget what

marketing is really about:

communicating in a way

that our clients will  know,

trust,  and love.

 

What makes the marketing

challenge more urgent in

the Fourth Industrial

Revolution is that

consumers may be more

informed than ever

before, but they’re less

likely to stay loyal.  

 

A more compelling offer

from a competitor may

draw them away. 

Or perhaps a competitor

may tell  their stories so

much better that they

persuade your customers

to believe they want the

same outcomes.

 

Eight in every 10

consumers under 38 told

Salesforce Research that

they expected companies

“to understand their needs

and expectations.” But

that’s also true of 74

percent of Gen X

consumers and 69 percent

of those the survey team

classified as Baby Boomers

and Traditionalists.

 

The ability to understand

and deliver your

customers’ needs and

expectations is a

touchstone (or a keystone,

if you will)  in all  of your

marketing activities.

https://www.salesforce.com/blog/2018/06/digital-customers-research.html


Of course, you’ll  need to pay attention to the

changing trends and you’ll  want to

experiment with the next new and shiny

marketing tool.  But always place your

customers’ needs and desired outcomes

front and center in everything you do in

marketing.

 

Here are 5 ideas to elevate your marketing:

1) DEFINE YOUR TEAMS'

OUTCOMES CLEARLY AND

MEASURE CORRECTLY.

It ’s not a lack of data that hampers

marketing efforts in most companies. If

anything, there’s so much data from

customer relationship management (CRM)

systems and other tools that information

overload can distract your marketing and

sales teams away from what they need to do.

 

In 2016, for instance, Accenture found that

when too many sales tools were deployed,

sellers spent more time on administrative

tasks like data entry, instead of actual sales.  

 

Whichever CRM you choose, make sure it

integrates well with your marketing and

sales teams’ other tools,  so they can spend

less time fiddling with it and more time

actually using the insights your organisation

can derive from it.
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Jon Ferrara is a pioneer in the CRM

and sales force automation space. He

founded GoldMine in 1989 with

US$3,000, sold it  10 years later for

$125,000,000, and launched a second

CRM, called Nimble, in 2010. 

 

Yet as great as his tech and business

credentials are, it ’s the clarity of his

vision that really impresses us.

“Systems and processes are

important, they help companies

grow,” said Dharmesh Shah, who is

the co-founder and chief technology

officer of the inbound marketing and

sales software provider HubSpot.

“But systems and processes should

always be secondary to the success of

your customers. That's how you grow

better."

2) KEEP CHECKING

THAT YOUR GOALS

AND DIRECTIVES ARE

ALIGNED.

It is critical to connect with people you

care about, and even strangers, by

listening for ways you might add value 

to their lives.
Jon Ferrara, CRM software pioneer



"I think that winning from a

business perspective is great,

but that's not why we are on

the planet,” Ferrara said. “We

are on this planet to be present

with people we care about and

find ways to add value.”

 

In the midst of change,

marketing and sales teams can

be torn between selling legacy

products to existing clients and

creating new sources of growth. 

 

A business owner could distract

or confuse his marketing team

if, for instance, he tells them to

pay constant attention to

customers’ changing needs, yet

measures their success by

setting quotas focused mainly

on legacy products or services.

That is an unfortunately

common scenario. In June

2018, an MIT and Google study

found out that of 3,200

executives, only 26 percent

believed their key performance

indicators were “aligned with

their organisation's strategic

objectives.” 

 

Your KPIs will  define how

much value you create for your

customers, how accountable

your organisation will  be, and

whether or not you will  remain

competitive.  

 

These will  reveal whether your

focus is on cost,  process or

customer outcomes. Focusing

on your customers'  outcomes

is your best way forward.

 

26%
Only  1  in  4 ,  out  of  3 ,200

executives ,  were  confident

their  KPIs  reflected  strategic

objectives .
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3) MEET YOUR CUSTOMERS 

WHERE THEY ARE.

The amount of trust your customers place in your business depends,

in part,  on how consistently you communicate with them. 

 

After asking some 6,700 consumers and business buyers in 15

countries,  including Australia,  New Zealand, Canada, Singapore, the

UK, and the US, Salesforce Research found out that younger

communities use digital communications tools the most.  No surprise.

 

What would be useful for your marketing team is to know which

tools different communities prefer to use. Your customers who are 55

to 75 years old, for instance, would prefer to communicate via text

messages or use online portals,  where they can access account

information on their own. 
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If the individuals most likely to need your product or service are

Generation X  (40 to 54 years old this year), your best choice for

reaching them would be mobile apps. Online portals are their

second most preferred communication tool. As for millennials

and younger consumers, 61 percent prefer mobile apps first. 

 

Deliver a personalised message on the tool or channel your

customers prefer the most. Meet your customers where they are.

In marketing, when someone does

something well, it tends to get picked

up and imitated until it becomes

almost ineffective. It's like being in a

room full of people beating on drums.

No one can tell who's doing the best in

all that racket.
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Marketing and sales arise from

the quality of your business’

relationships with your

customers. The business owner

that pays attention will  benefit

from a wealth of information

that will  enable them to

understand customers better. 

 

In a survey, Salesforce learned

for instance that 88 percent of

customers said they would be

willing to share information

about themselves if it  would

mean personalised offers or

discounts or lead to a simpler

purchasing process.  

 

At least 59 percent of nearly

6,700 customers and business

buyers thought it  was “very

important” to get personalised

offers or “tailored engagement”

from sellers based on their past

interactions.

 

By providing a  combination of

trusted advisors and self-service

tools that lead to quick answers

(such as an online knowledge

base),  businesses can begin to

show how well they understand

the needs and objectives unique

to each customer.
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4) BUILD LASTING CUSTOMER

RELATIONSHIPS.

01

02

03

3 Ways to Earn Your

Customers' Loyalty

Provide an excellent

customer experience

(64% of customers

told Salesforce

Research this was

most important).

Commit to your 

customers’ success

(61% of respondents).

Protect your

customers’ data (54%

of respondents).



Some of your customers will

want to go beyond giving

feedback and actually design or

co-create products with you.  

 

Is there a system in your business

that enables this level of

openness and collaboration? It ’s a

strategy that has served some

organisations really well .
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Understanding and responding to the whole

human being that is your customer is not

something that can simply be scripted or

delegated to chatbots. It must be a genuine

attribute and outcome of your corporate

culture.

IBM’s Global C-Suite Study 2018

5) CO-CREATE WITH

YOUR CUSTOMERS.
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Logistics giant DHL began testing a drone delivery service in 2016

as a result of one co-creation project (it  had 6,000 such projects

at one point).  It  envisioned this as a way to reach communities

that were otherwise isolated by the absence of roads or the

presence of natural barriers.  

 

Another co-creation initiative highlighted in the IBM Global C-

suite Study in 2018 was that of MUJI, a popular Japanese lifestyle

brand that has been receiving thousands of product ideas from its

customers since 1998. It decides which ideas become actual

products depending on the number of pre-orders.  One such idea

was a child’s bib with a pocket to catch food spills.

 

Co-creation becomes possible once a business puts in place a

structured process for collecting customer inputs and making

sure the right teams get them. Beyond creating better products

or refining services,  it  can generate more trust in a business.

 

In 2018, IBM recommended that CEOs prioritise co-creation over

advertising as a way to build customer trust and brand value.

6,000
Co-creation  projects  the
logistics  empire  DHL  did
with  i ts  customers
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Selling in an Age of Distraction: 

3 Sources of Insights
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Connected consumers

Top sellers

Predictive

insights

What are their preferences, as

gleaned from call centers and social

media activity? Connect customer

insights to sales execution.

What skills do your top

sellers have? Learn

from them to refine

talent management

programs.

Examine customer

insights for what

causes them to

purchase. 

Source: Accenture's "Selling

in the Age of Distraction" 



Welcome to Brisbane's exclusive

closed business boardroom. 

 

Become part of a limited group

of business owners,

entrepreneurs, and professionals

committed to excellence in their

business,  their networks, and

themselves. 

 

Join us as we install  tested and

repeatable business strategies

into your company and team.

Learn the exact processes and

strategies thousands of past

clients have used to close 

millions of dollars in self-

generated work. 
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01

02

03

KEY MEMBERSHIP

OUTCOMES:

Attract leads and
enquiries on demand.

Close more lucrative
sales for more profit.

Build high-performing
teams that run
themselves.

04

05

06

Increase profitability
and decrease
expenditure.

Build strong business
partnerships.

Become the best
version of yourself and
your business.

KEYSTONE
BUSINESS
BOARDROOM

By Invitation Only



The Keystone Boardroom takes the
business owner who is stuck in the
engine of their business and firmly
places them in the driver’s seat. 

The Keystone Closed Boardroom

is a premier group of business

people and professionals

committed to mastering the skill

of business growth and

development. 

 

An exclusive, private affair that

ensures excellence in every way, 

Please read before applying.
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This is not just a training program. 

This is a community dedicated to excellence in business.

the Keystone Boardroom is the

pinnacle of group training and

facilitation in Australia.

 

With an average ROI of over

$3,000,000 per person, it  is a

room you will  certainly benefit

from being a part of.  We are

accepting applications now.



Taking a seat in the Keystone Closed

Boardroom is a commitment to

following your own tailored plan for

sustainable business growth, and a

commitment to the accountability and

honesty of those around you.

 

We only engage business owners who

seek to elevate their skills of business

growth and are willing to put in the

work. When people partner with us,

they often stay for years on end,

reaping the rewards season after

season and building a habit of

business excellence.

SOME OF OUR

PROUDEST MOMENTS

INCLUDE:

Increasing revenue from $270,000 to $4,900,000 within an 18-month

period and retaining a profit margin of 19 percent, through systemised

growth strategy and cultural change.

 

Supporting a young father to not only grow his business but change

his role entirely to that of an executive attending a board meeting

once a fortnight.

 

Pulling a business from the brink of insolvency back to a $1,200,000

surplus in 12 months through sales and marketing perfection.

 

Repeated massive growth of our clients through a blend of action and

excellence. 
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5  P I L L A R S  O F  E X C E L L E N C E  
I N  B U S I N E S S

Principle 1 - Marketing and Lead Generation
Marketing and media mastery

Offline and local area explosion

Magic marketing numbers

Beating the competition

 

Principle 2 - Sales and Conversion
Closing on cue

Emotional attraction

Building a sales team

Tender mastery

Turning objections into closures

 

Principle 3 - Financial Management
Managing numbers

Dashboarding and financial control

Defensive accounting

Creative accounting

 

Principle 4 - Leadership and Automation
Building the leader that runs your business

Building the team that runs itself

Hiring your first to your last

Creating business cultures

Becoming the chief

 

Principle 5 - Mindset and Personal Development
Endless motivation

Building a business that builds a life

Personal and business satisfaction

Executive reasoning and control

Performance precision

$3M
A V E R A G E  R O I  P E R

P A R T I C I P A N T  O F
T H E  K E Y S T O N E

B U S I N E S S
B O A R D R O O M
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ABOUT AIDAN PARSONS

Aidan Parsons is a man who stands on

the shoulders of his results.  He is an

expert in profitable, controlled, and

consistent business growth. 

 

Combining insights into human

behaviour and best business practices,

he specialises in the rapid and

repeatable acquisition of new work

with a higher profit margin and lower

cost-to-service.

 

Over the past five years,  Aidan's

strategies and mentorship have

helped Keystone's clients generate

over $630 million in additional

revenue.  He prides himself on

meeting business owners where they

are and walking with them in a

considered and paced way to their

business targets.  

 

Working with Aidan is not about

doing everything, but doing the one

right thing that improves everything.

 

He charges his fees after his clients

hit their financial targets.  If he does

not hit his target with you, he doesn't

get paid. No other business mentor in

Australia is backing themselves with

such rock-solid conviction.

 

That's why he's often described as the

guy you go to when you're serious

about getting to work.



Let's talk soon!

We’d love to help you master sales, marketing, leadership
and finances, and hone the mindset that will give you total
executive control of your business.
 
Visit www.keystoneexecutivecoaching.com for more of 
our free resources.
 
Email admin@keystoneexecutivecoaching.com for
general administrative questions.
 
Or call 0401 264 339 to book a free strategy session with
Aidan Parsons, founder of Keystone Executive Coaching.
Talk to you soon!
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