An in-depth

look at a

local industry

SALES AND
MARKETING

Do you have a treasure trove

of customer relationships?

By MicHnELLE Damico

When times are tough, knowing your customer
can be your most treasured business asset. With
belt-tightening the nomm for businesses, that's the
message from CEOs, entrepreneurs and solopre-
neurs in the suburbs and Chicago who offered
examples of how knowing their customers helped
them survive thrive.

“In the environmental e ering business, it's

relationship-driven; we don't have term con-
tracts, but we do hawve long-term clients,” said Bob
Platt, CED of Elmhurst-based
Mostardi Platt, an environ-

gardens and other natural places. The Tmst for
Public Land played an instrumental role in help-
ing eam fed authorization of the area’s first
National Wildlife Refuge, The Hackmatack, stretch-
ing from northeastern llinois into Wisconsin and
within a 100-mile drive for Chicago- and Mibwean-
kee-area residents.

Beth White, director of The Trust for Public Land
Chicago region e, says securng federal con-
servation protections for Hackmatack imulved gix
vears of relationship building with commumity and
conservation groups such as Friends of Hackma-

tack, Open Lands and Sierra

mental testing and consult-
Lﬁﬁuﬁﬂm Commercial and
strial businesses rely on
Mostardi Platt to stay abreast
of clean-air and water regu-
lations or to desi tems
to comply with c-?ganudls'!'lcrscum-
pliance of environmental
protections.
Platt says his business is
primarly project-based, and

“Omr customers wrust that we'll
come up with the best possible
compliance optons without undue
cost. That trust is the result of
relationship building over time.”

- Baob Plate, CEO of Elmhurst-bas=d
M ostardi Plate

Club, as well as elected offi-
cials, govemments and
donors.

"Donors give to The Trust
for Public Land because they
have an affinity for what we
do and because we high
marks for accountability and
for being among the most
efficient c‘hariﬁesgiu the 115,
Dur donors often have per-
sonal interest and expertise

as a result, his project man-
agers hawe dmre%argad stromg
customer relationships ower
the years.

"Our mantra is if you think you haven't talked to
a client recently, than give them a call. We know
they're busy and don't want to Evaemll'.'kewe re bug-
ging them. Typicalby, Hehe-]p them stay on top of
r C sfa their industries and that's
hmmhﬂﬂ{ﬁ u'usctr;ﬁd confidence,” Platt said.

Most clients lack de of emviron-
mental regulations, that's w the trust

a big mle. "We're like the sur treat-

ﬁrﬁﬂmp];uuseutwhnlacksthetmuung' i tnS::EEJﬂ:Ld thedr
own cure, Dur costomers trust that we'll come up
with the best possible compliance options without
undue cost. That trust is the result of relationship
building cwer time,"” said Platt.

Building trust over time is a concept that applies
to the not-for-profit world as well. ]'.I'.I.Pél:‘t_. 'Lrﬁs-pt' is

art of the name of the 40-yvear old Trust for Pub-
Echd,v.d'lichrdiEEnnduumm achieve its mis-

sion of conserving land for people to enjoy as parks,

related to our projects and
become key partners, often
for decades,” said White.

For more than two decades, Ambrosia Buro-
American Patisserie in Barfington has served cus-
tomers’ culinary tastes and curbosities in Lake, Kane
and McHenry Counties and beyond. Deborah and
Richard Rivera, 23-vear owners of msia say
dﬁﬁmm“ﬂﬂfrumpﬁmdﬂ to 50 percent

daily customer count.

“We know nearly half of our customers by name,
s0 over the years ve become our de facto adwi-
sory board," says Debby Rivera. “More than ever,
we are listening to what they want — superor bak-

itemns and b s made with natural,
:ﬂrultf mgred;e?f?ewed in a :nmﬁ:-mbleﬂ
welcoming cafe setting.”

Rivera says the recession has changed customers'
family and work lives. “Many have lost or left their
jobs and work out of their homes, where they feel
more isolated. They come here for a croissant and
cormversation.”

So when local acoustic, jazz and classical

Deborah Rivera, co-owner of Arllmm Euro Ameri-

can Patisserie in Harr ular cus-
tomears “become our do %ﬁm-
musicians pitched the idea of live performances at
Ambrosia, the Riveras redesigned their cafe floor
plan for concerts, presented at least twice each
month.

“Dur marketing approach has been tailored to
what our customers need,” says Rivera. “They are
much more stressed out and we try to be in tune
to what they're looking for, I think that's a critical
component that's kept us going during the reces-
sion,” she added.

Deep relationships are what drve solopreneurs
as well. Ask Catherine Morgan, transition and
entrepreneur coach at Point A to Point B Transi-
tions, Inc. She says 80 of leads come from
client referrals. SRR

"Building strong relationships is the best possible

See GUSTOMER on PAGE 17
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How smart companies are getting even smarter

Every company has a brain trust.
[s vour company apping it wisehy to
empower your peaple?

While most executives agree that
professionals require proper and
ongoing education to excel, it is easy
bo understand why training, in
eral, is often 1gngrred mprFerk
E':I:I.E'EQE':L A sampling of excuses fol-

lows: everyone is busy, it's time-con-
suming to prepare matedals, it's
EXpensive, we can't get everyone
together, we can't afford to hire arep-
utable expert.

Amid these obstacles to a more
knowledgeable workforce is the fear
of somethi time, money
and%r resclu.rcnéga On T.he other
side of that fear, howewver, is an ofien
svedooked solution cra.]ledl:nw.dedge
sharing.

This simple concept is becoming
increasingly more important for com-
panies who seek to work smarter and
equip their employvees with a better

toolboxe b0 sell
produce and

innoate.

K:_L-:uwled.ge _
uil-

lizes %he- intel-
lectual  capital
of your existing
staff. These are
the people who
alread walk
vour halls, fre-

LLent Your con- =

roams,

talk to customers, and problem-solve
critical issues. are experts
Can educate fellow e
e e
basis. Think sports. Accomplished ath-
letas- could never adopt & "no train, no

gain" policy. Truly competitive compa-
nies ame no

For example, our deparr.malt heads
at Kelmscott Communications are

encouraged to prepare a PowerPoint

and t information at mon
EE].EEPIEEEH]II.E-E‘I:III.E;E Becently, the d].ree-ﬂﬂ}r
tor of the Wide Format Department
helped our sales team underst
his group's process, defined objec-
tives common to wide format proj-
ects, shared best practices relative to
varous substrates, and talked about
his team's strengths. Knowledge shar-
ing produced a more confident, bet-
ter informed sales force, It's really true;
hmw]edge-mpawer

put, cnmfmea are leav-

mgﬂ'dﬂgﬁnnthe le if they don't
share information in a stuctured
EVironment.

Knowledge sharing brings forth the
art of comersation in a digitally net-
worked world where people some-
times feel isolated or limited in reach-
ing out to others. Encapsulating
intellectual property has helped our
company drives sales and retain our
best people. It has helped us shape a
muore effective sales force.

Another rich source for intellectual
capital are business partners and ven-
dors. An event in the form of a “lunch
and leam" featuring a key supplier
provides tremendous insight, from
consumer trends to technical data.
Imviting wvendors to share their exper-
tise creates stronger relationships
with them, too, and helps your orga-
nization sty com petitive.

Mot sure what subjects to share?
Survey emplovees to identify areas
they feel would be beneficial. Irvest-
ing in training, especially knowledge
Ehﬂ]il:l.$_, offers significant payback.

Dion't ignore your company's great-
est assets — the know VoL
employess bring  through door
every day, Just start sharing.

s Check Randazeo is vice presidend al
Exlmseot Communications in Awrors.
He may be razched at (630) 598-05(8 or
i crnd o & elmscoff communications.
o,

Customer: Testimonials
on website can help, too

Cowmmusd from Dage 15
thing I can do for my business,” said
Morgan. “T don't people actively

search for my E-EH-'IEEB ‘More likely,
a colleague or will recognize
that help is needed and make a refer-
ral suggestion. Soit's just asimportant
to maintain relationships with past
clients and have a good keep-in-touch

strategy.”
Mornmn says another benefit of
great client relatio & is getting tes-

timonials on her website and social

network pages. "Business decisions
are based on social proof — so if some-
one is evaluating my service, I want
them to find great client success sto-
ries to help close the deal. Google and
LinkedIn are the new background
checks,” she added.

s Michelle Damico provides media
relations and commririations sermices
through Michelle Damico Comminica-
tions. She min be reached at

v micheledamico.com,

Bath White, right,
director of The Trust
E:u.r_Puii{: lagllﬂli
icago ragion of-
fice, said i took six
le of ralationship
Iding om sev-
aral levals to secure
federal conserva-
tion protections for
Tha atack in
northeastamn Ilinois.
She was joined by
Sen. Dick Durbin
T
"5
dedication.

WPD’ Workforce and Professional Develupmenl Institute

The Workforce and Professional Development Institute B
provides training, consulting and cutting-edge courses W
for businesses, professionals and the community. n
&
|
||

View our fall offerings at
www.clcillinois.edu/busledger.

College of Lake County

Client Solutions
Continuing Professional Development

Ilinois Procurement Technical Assistance Center
llinois Small Business Development Center
Judicial Services

Center for Personal Enrichment

Contact us today to learm more| (B47) 543-2615
wpdi@clcllinois.edu | hitps/ fwpdi,deillinois.odu
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