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Recommit to Your Business

How to define your place in a changed market. sy joun p. paLeEN

WHY WOULD A BUSINESS OWNER make
changes that result in a 50 percent turnover in staff
and management? It’s this kind of balancing act that
I'see owners and leaders performing as they come to
terms with the shift in business goals and results.

Let me introduce you to one company that is
coming into balance after some difficult and, might I
say, brutal strategic changes to its business practices.
Justbefore signs of the recession appeared, CEO Jeff
Dougherty of Aquarius Water Conditioning recom-
mitted to his business by setting a goal of becoming
aworld-class organization. He not only wanted it, he
called a company meeting and declared it.

It’s not that business was bad. Jeff just believed
that they might be missing opportunities they didn’t
know existed due to informal service and sales pro-

cesses. Then came the hard part. He took the painful
steps to define and implement a world-class organi-
zation and to create a corporate culture that “earns
the right to be recommended.”

“Our mission and tagline is to earn the right to
be recommended,” Dougherty says. “In order to
accomplish this, everything we do, from the way we
answer the phone, conduct ourselves while in the
customer’s home and handle all sales and service
related activities in our corporate office environ-
ment, must reflect a culture that earns the right to be
recommended.”

Whriting a one-page business plan, Dougherty and
his leadership defined their mission and core values
and what it would take to be recommended. Taking

feedback from current and prospective clients, the

company moved from department to department
and restructured processes and professional expec-
tations to meet their new world-class definition.

For example, when a service technician arrives at a
customer’s home, a red carpet is laid at the door, the
technician wears shoe covers and asks the customer
if the service vehicle is parked in a good spot. There
is a protocol for introduction and respecting the cus-
tomer’s home that is consistent and measurable.

In the same way, customer service handles calls
in a specific manner and ensures that each customer
has a follow-through process and is supported to
their satisfaction. Salespeople are trained to fol-
low through on any accounts that technicians have
deemed interested in additional services.

“We defined specific, measurable criteria for
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If your business seems stuck in no-man’s land
regarding its mission or place in the market,
it may require some bold action to redefine

and recommit to the realities now, rather than

wishing for what once was.

quality and efficient performance, so service tech-
nicians, salespeople and all employees can review
results on a daily basis and be accountable for fol-
lowing them,” says Dougherty.

These ground-level changes took about six to
eight months, and in that time many people de-
cided that the changes were not for them. “I told
my people from the beginning that we as an orga-
nization are going to change,” explains Dougherty.
“Either you will be committed and excited about
making necessary change, or I will support your
need or decision to find another place to work that

is a better fit for you. We increased our daily com-
munication about expectations and results, and
those who were on board made it an exciting and
fun environment.”

The company carried on through the changes
and has realized an uptick in sales, improved mar-
gins and an expansion of their locations in the re-
gion. They had a grasp on their timeline and action
steps needed to fulfill new strategic goals.

Has the transition been perfect? I think Dough-
erty and his leaders would call their pursuit a

work in progress, but this fourth -generation en-

trepreneur is finding that
people seem happier in
their work and united in
a common goal like never
before.

“There is more energy.
People like the new en-
vironment and the clear

expectations. And we
« John P. Palen,
founder and CEO of
Allied Executives
jppalen@alliedexecu-
tives.com
alliedexecutives.com

celebrate successes more
often as we meet and even
exceed objectives.”

If your business seems
"""""""""""""""""""" stuck in no-man’s land
about its mission or place in the market, it may re-
quire some bold action to redefine and recommit to
the realities now, rather than wishing for what once
was. Your talent needs to know that leadership has
the reins and is working one step at a time to build a
business that can compete for years to come. @

Your $150,000 in
prize money is ready.

Tell us about your brilliant idea at starting March 28.

Now in our seventh year, the Minnesota Cup is back and looking for that million-dollar product
or service idea. The 2011 Minnesota Cup opens on March 28th and runs through May 20.* With
six divisions and substantial rewards, we're looking to award cash prizes and more for the next
big idea. From high tech to high touch, biosciences to retail, agriculture to social ventures, this
is a competition for entrepreneurs, inventors and anybody with an innovative business idea.

MINNESOTA ¥ Clean Tech | Innovative ideas involving clean technology and renewable energy.

O BioSciences | Innovative medical device, bio-tech solutions, drug delivery and diagnostics.

s Y g High Tech | Innovative ideas in high technology including hardware, software & internet.
] o General | Innovative services and solutions not included in the other program divisions.
= Social Entrepreneur | Innovative solutions to society’s most pressing social problems.

PRESENTED BY DAVE & CAROLYN CLEVELAND
AND THE HOLMES CENTER FOR ENTREPRENEURSHIP

Q student | For students 19 to 25 years old attending a college or university in Minnesota.

www.mncup.org ¢ twitter @minnesotacup
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