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GOOD READING 

 
This workshop will be held at the UMD Center for Economic Development,  
11 E. Superior St., Suite 210, Duluth, and is presented by the UMD CED in 
partnership with the Better Business Bureau. Lunch is included.   
To register: 218-726-7298 or www.umdced.com/workshops 

 

 ARE YOU LISTENING TO YOUR CUSTOMERS? 

Recently, Domino's Pizza did something practically unheard of in the business 
world. First, it asked its customers for honest feedback. Second, it actually 
listened to the painful truth (according to its documentary ad, "The Pizza 
Turnaround," unflattering words like "cardboard" and "totally void of flavor" 
were tossed about with abandon). Finally—and here's the shocking part—the 
company reinvented its product "from the crust up."  
 
Now, if you're the typical business leader, you might be protesting, "But we 
listen to our customers all the time!" Don't be too sure, says new product 
development expert Dan Adams. You might think you're giving your customers 
what they want—but there's a good chance you're actually giving them what 
you want them to want.  
 
"Many companies are essentially saying to their customers, 'You do need this 
product, right? Right?'" laughs Adams, author of New Product Blueprinting: 
The Handbook for B2B Organic Growth (AIM Press, 2008, ISBN: 978-0-
9801123-4-4, $35.00). "They're starting with a product and trying to talk their 
customers into giving it their stamp of approval. What looks like soliciting 
feedback is really a bit of a dog and pony show."  
 
Adams should know. He has spent his career helping some of the largest 
business-to-business companies in the world learn how to develop new "stuff" 
that customers want to buy. Through New Product Blueprinting (the process 
described in his book), his company helps clients bring clarity to the "fuzzy 
front end" of product development.  

 
 
 

It’s not too late to sign up for 
LUNCH WITH THE BETTER BUSINESS 

BUREAU 

GOOD NEWS FOR BUSINESSES 
February 22, 2010 

11:30 am – 1:30 pm 
$25.00 

 

SBA NEWS 
The Small Administration will 
provide more assistance and 
capital to small businesses. For 
program highlights: 
http://bit.ly/6eokUA 

 

MARKETING BUDGET 
INCREASES WORLDWIDE 

Almost nine in 10 business 
executives around the world plan 
to increase or maintain their 
marketing budgets, and one-half 
expect their customers to be 
spending more in the coming 
year. Source: “2010 Marketing 
Trends Survey” from StrongMail, 
http://bit.ly/5Q2IMU 

 

COMMUNITY BANKS GAIN 
SMALL BUSINESS CLIENTS 
Statistics show many small 
businesses have gravitated to 
community banks. About 800 
community banks continue to 
extend credit to small businesses 
during hard economic times. The 
recession has provided an 
opening for small banks to 
promote personal service and 
relative stability compared with 
large banks. Some credit unions 
and small private banks, which 
have competed against one 
another in the past, are actually 
banding together to pool their 
marketing dollars. Source: New 
York Times 

  
 

http://www.umdced.com/workshops
http://bit.ly/6eokUA
http://bit.ly/5Q2IMU


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  
 
 
 
 
 
 
 

 
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ARE YOU LISTENING TO YOUR CUSTOMERS? (cont.) 

So with the Domino's ad campaign making headlines for its boldly honest 
approach, you might be wondering how your company can follow its lead. 
Adams offers several tips:  

Ask your customers what they want—in a way that lets them know you 
really hear them. A lot of companies pay lip service to this idea. As 
consumers we've all had survey cards slapped down in front of us or fielded 
post-purchase telemarketing calls. Reconsider how you are collecting 
customer feedback. Are you doing it in a way that really engages the customer 
so that you can get the truth?  

"There's no substitute for respectful dialogue with customers," says Adams. 
"When you can get people truly engaged in the feedback process—I mean 
really focused on what they need and want from you—you'll get their honest 
opinions. And that raw honesty is what you need to serve them the right way."  

Don't rely on sales reps alone to capture customer needs. A salesperson 
is unlikely to uncover a full set of market needs if he is: (a) rewarded for near-
term selling, (b) unable to reach true decision makers, or (c) not calling on 
most of the customers in your target market segment. But put a good 
salesperson on a team with marketing and technical colleagues, train all in 
advanced interviewing methods, and you'll run circles around your 
competitors.  

Be wary of VOC (voice-of-the-customer) consultants who want to exclude your 
sales force from interviews because "they can sell but not listen," warns 
Adams. In the long run, your company will fall behind competitors that have 
taken steps to develop a team of engaged and enlightened salespeople.  

Take action on what you're hearing. Many companies ask their customers 
for feedback with the best of intentions. But when they start hearing things 
they don't want to hear, they find a million reasons to explain it away. As a 
result, the feedback never gets translated into action.  

"A lot of companies will say, 'Oh, they're a difficult client,' or, 'That's not really 
what they want; it's just what they think they want,'" says Adams. "Either they 
don't really want to change what they're doing or they don't trust the customer 
or they don't trust themselves to understand what the customer wants.  

"A good interviewer knows how to dig deep and figure out the customer's 
hidden needs," he adds. "And a smart company will take action to meet those 
needs—no matter what."  

If you have to scrap your existing products and start from scratch, so be 
it. Here's the real truth, says Adams: Most suppliers start with their solution, 
"validate" it by showing it to some customers, and measure market needs by 
watching sales results... after the product launch! In other words, they're 
getting it exactly backwards.  

"Companies should invert this process: Begin with customer needs and end 
with supplier solutions," asserts Adams. "While doing things in the wrong order 
may 'feel' better to you, it is far less likely to result in sales and customer 
satisfaction. Besides, intelligent customers can detect your 'validation' a mile 
away. They correctly sense you are more interested in your idea than in 
them... and that doesn't do much for the long-term relationships you need to 
build." 

 

GOOD READING (cont.) 
 

FINANCIAL HELP FOR 
LMINORITY-OWNED 

BUSINESSES 
The Small Business 
Administration (SBA) has 
supported substantial financing 
to minority-owned small 
businesses under the American 
Recovery and Reinvestment 
Act. Minority-owned small 
businesses received more than 
$3 billion worth of federal 
contracts and more than $4 
billion in SBA-backed loans. 
Source: January 25 SBA press 

release from www.sba.gov/news 
 

RECESSION CREATING 
ENTREPRENEURS 

A Microsoft study showed 70% 
of the respondents who are first-
time entrepreneurs left their jobs 
to start businesses during the 
current recession. However, a 
GEM/Global Entrepreneurship 
Monitor study found 87% of U.S. 
entrepreneurs started their 
business because of a business 
opportunity while only 13% 
started their business out of 
necessity or desperation. 
Source: http://bit.ly/6jSFfF 

 
INTERNET STATS 

There are 205 million U.S. 
Internet users or 66% of the 
population. The number will 
grow to 70% in the next four 
years. Source: 

http://bit.ly/5wPhNh 
 
Boomers (born from 1946 – 
1964) dominate the US 
population online and offline. 
32% of the adult population and 
36% of the online adult 
population account for about 
one-third of Web traffic 
everyday. Source: 
http://bit.ly/6jSFfF 

 
 
 
 

http://www.sba.gov/news
http://bit.ly/6jSFfF
http://bit.ly/5wPhNh
http://bit.ly/6jSFfF


 
 

REMINDER 
You still have time to 
nominate a deserving 

entrepreneur for a Joel 
Labovitz Entrepreneurial  

Success Award. 
Nomination deadline:  

March 1, 2010. 
To nominate a business or 

entrepreneur: 
http://www.umdced.com/labo. 

 
 
  
 
 
 

February 25, 2010 
7:00 am – 5:30 pm 

Holiday Inn, Duluth, MN  
Great Lakes Ballroom 

 
 
 
 
 

IRS RETIREMENT PLANS FOR SMALL EMPLOYERS 

MARKETING TO YOUR 
―BEST CUSTOMER‖ 

 

$25.00    2/17/2010   
2:00 pm – 4:00 pm 

 
Jan Zigich, Professional 
Business Consultant with the 
UMD Center for Economic 
Development, will teach basic 
skills to identify best customer 
potential as well as techniques 
to attract and capture your 
market. Identifying ―best 
customer‖ potential is key to any 
business success 

To register: 
www.umdced.com/workshops 

 
 

Get everyone in your company connected to the customer's reality. If you 
watch Domino's new ad, you can see how ego crushing it was for the 
company's employees to hear customers speak their minds about the 
flavorless crust and ketchupy sauce. Yet, you can also see how necessary it 
was for them to hear the harsh truth—it energized them to revamp their 
product and make it much, much better.  
 
"People inside companies tend to get defensive about their products and 
processes," admits Adams. "It's only human. But when you can cut through 
that defensiveness and show them 'Hey, this really isn't working for our 
customers'—well, that's where true service and value finally begin."  
 
If you're thinking this is a message recession-strapped companies need to 
hear, you're right, says Adams. The quicker they get it, the more likely they are 
to survive.  
 
"Figuring out what people really want from your company, and giving it to them, 
is the whole point of being in business," he notes. "When money is flowing, you 
can stand some trial and error, some experimentation. When it's not, you'd 
better get it right now—and 'right' means whatever the customer says it does." 
 
For more information: 
http://www.ipfrontline.com/depts/article.asp?id=24031&deptid=2 

 

Looking for the right retirement plan for you and your employees? There are 
Lots of Benefits for you and your employees in setting up a retirement plan. 
Get information on common retirement plan options to help you choose a 
plan right for your business. If you already have a retirement plan, get 
information on maintaining that plan and correcting common plan errors. 
For more information: http://www.retirementplans.irs.gov/ 
 

2nd Annual 
Building Green 

Conference 
 

Student Registration $50 
 

For more information:  
http://www.buildinggreenduluth.c

om/Home_Page.html 

General Registration ($79) 

has been extended. 
 

People everywhere are 
asking women for opinions 
on everything from  
home decor and meal 
planning to choosing the 
family car or making 
important financial 
decisions. The Duluth  
  Women's Expo was created to give you a fun environment for finding all the 
info you need to make educated decisions - whether you are calling the 
shots at home or at work!  FREE tickets available at the UMD Center for 
Economic Development Office, 11 E. Superior St., Suite 210, Duluth. 
Tickets also available at: http://www.duluthwomensexpo.com/ 
 

DULUTH WOMEN’S EXPO 
Saturday, March 6, 2010 
9:00 am – 4:00 pm 

DECC 

http://www.umdced.com/labo
http://www.umdced.com/workshops
http://www.ipfrontline.com/depts/article.asp?id=24031&deptid=2
http://www.retirementplans.irs.gov/assets/28/Lots_of_benefits_pub.pdf
http://www.retirementplans.irs.gov/
http://www.buildinggreenduluth.com/Home_Page.html
http://www.buildinggreenduluth.com/Home_Page.html
http://www.duluthwomensexpo.com/


 

The mission of the University of Minnesota Duluth Center for Economic Development is to 
assist entrepreneurs and businesses to grow and succeed. 

 

BUSINESS WORKSHOP 

QUICKBOOKS 

Marketing to Your "BEST" Customer  

02/17/2010 
(2:00pm-4:00pm) 

$25.00 

Identifying ―best customer‖ potential is key to any business success. Learn basic skills identifying best 
customer potential as well as techniques to attract and capture your market.  
 

COMPUTER WORKSHOPS 

Excel III - Macros and Functions  

02/17/2010 

(9:00am-12:00pm) 
$60.00 

Delve deep into the power of Excel. Use powerful functions (countif, trim, ceiling, lookup, subtotals, and 
more) to extend your functions, create macros by recording keystrokes and then updating the Visual Basic 
code. Information on Pivot Tables, screen layout, Excel Options, and best practices. 
 

Publisher - Basics of Desktop Publishing  

02/17/2010 
(1:00pm-4:00pm) 

$60.00 

Create customized published materials. Cover the very basics of putting together newsletters, brochures, 
flyers, letterhead and business cards. Publish easily on your desktop printer, at a copy shop or commercial 
print shop. This is a hands-on workshop. Come with a project or idea.  
 

Access II - Beyond the Basics of Database 

Management  

02/18/2010 
(9:00am-12:00pm) 

$60.00 

Go beyond the basics of database management - import data from a spreadsheet, export a table from an 
existing database and merge a table from a database into a document. Create and use customized forms, 
reports and a switchboard. 
 

Access III - Database Relationships and Queries  

02/18/2010 
(1:00pm-4:00pm) 

$60.00 

Go beyond the basics of database management - import data from a spreadsheet, export a table from an 
existing database and merge a table from a database into a document. Create and use customized forms, 
reports and a switchboard. 
 
 
 
 
 
QuickBooks  

03/09/2010 
(9:00am-4:00pm) 

$99.00 

Covers the basic functions of this number one selling small business accounting program. In addition to this 
day-long workshop, receive the QuickBooks learning guide.  
 

https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=9&products_id=350&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=273&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=274&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=275&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=275&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=276&zenid=b3e021f0e32fc4eb1da76847ba9baf57
https://ibex.d.umn.edu/biz/umdced/workshops/index.php?main_page=product_info&cPath=8&products_id=285&zenid=b3e021f0e32fc4eb1da76847ba9baf57


 

Funded in part through a cooperative agreement with the U.S. Small Business Administration,  
Minnesota Department of Employment and Economic Development and sponsoring centers.  

Reasonable accommodations for persons with disabilities will be made if requested at least two  
weeks in advance. For arrangements, contact: UMD Center for Economic Development, 11 E.  

Superior Street, Suite 210, 218-726-7298 

1986 – 2009 Celebrating 23 years of excellence and also recognizing UMD’s 25 year partnership 
with the Minnesota Small Business Development Centers 

The University of Minnesota shall provide equal access to and opportunity in its programs, 
facilities, and employment without regard to race, color, creed, religion, national origin, gender, 

age, marital status, disability, public assistance status, veteran status, sexual orientation, gender 
identity, or gender expression. 

 

To subscribe or unsubscribe to this electronic newsletter please email 
ced@umdced.com 

 

The University of Minnesota Duluth Center for Economic Development offers numerous 
workshops to help entrepreneurs and employees operate more efficiently. All workshops 
are held at the Duluth Technology Village, 11 E. Superior Street, Suite 210, unless 

otherwise noted. To register call:  218-726-7298,  
888-387-4594 or register online: www.umdced.com/workshops. 

 
 

mailto:ced@umdced.com
http://www.umdced.com/workshops

