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The fourth quarter of 2019 has been a very 
festive one, as our VP and lead editor has been 
invited to a royal event in Germany, which 
has been celebrating 70 years of friendship 
between America and Germany. See her 
article for a behind the scenes coverage. But 
not only do we care about Germany and the 
USA. We value building business 
relationships that span the globe. As we meet 
and interview people from around the world, 
whether these are start-ups, innovators or 
people with a keen eye for the good in society 
and beyond the border, we enjoy to bring you 
a variety of entrepreneurs and entrepreneurial 
thinking brands and companies to your 
attention.

Being connected with industry leaders and 
hearing their input and feedback is what 
consistently prompts us to change and to 
improve. Niche areas, such as ?FinTech?, for 
example, are playing a bigger role now and as 
we move into the 1st and 2nd quarter of 2020. 

The Swedish Star t Up and Tech 
environment is currently boiling hot and the 
Swedish Unicorns are hitting the world and 
the stock exchanges like never before. You do 
not want to miss out as we cover more on 
these markets and industries. In this edition, 
we share with you why Stockholm is 
considered to rival Silicon Valley as the tech 
unicorn factory of the world.

The Business Booster Today magazine 
travelled last month to Ber lin Germany to 
meet up with the head of marketing of an 
international enter tainment company. And 
even in Germany, we could not escape the 
Swedish brands. Are Scandinavian brands 
dominating?  In the 14 days of travelling 
through Germany, we have seen so many 
amazing brands from Sweden, Denmark and 
Norway, such as the ?Happy socks? in 
Munich Airport and then ?Marabou? 
chocolate in a shop in Berlin, just to name a 

few.

As we are obsessed with our vision to 
empower 20 million people to take their 
business to the next level, we have not 
stopped to grow the global impact of our joint 
activities. Therefore, we have achieved to 
position the magazine in leading 5-and 6-star 
hotel chains worldwide. As you unwind from 
your flight, you can now enjoy our magazine 
in a comfortable setting in your hotel room 
with a cup of tea or coffee. Hotel chains that 
provide that feeling of restfulness, unwinding 
opportunity with a cutting edge, such as the 
?The Flemings Group?, The ?Hotel Palace 
Munich?, ?Kempinksi? hotels, and ?Mandarin 
Oriental?, are already offering our magazine.

In fact, we met up with the management of 
one of the most luxurious hotels in Munich 
Germany, the ?Hotel Palace Munich?, which 
is part by the Kuffler Group to see their 
wonderful extension of their hotel rooms, the 
winter garden, and got a special VIP tour of 
the hotel. It was fascinating to see how much 
the management team cares for their guests 
and clients, and how the hotel constantly 
strives to not stand still but to move with the 
time, how they think innovatively and is open 
for new input. 

Business is all about building relationships, 
and we value quality over quantity, follow ups 
and follow throughs.As Business Booster 
Today magazine is now flying around the 
world, reaching millions of people, how are 
you leading your business and life? We met so 
many people and they fly from one place to 
the next, and when we asked them whether 
they enjoy flying constantly, the answer is still 
a big YES.

Why is this? Flying provides the entrepreneur 
with freedom, speed and clar ity.  

Entrepreneurs, innovators, thought leaders 

have all one thing in coming: They embrace 
the change, and keep an eye on what is 
coming next. Change is something that keeps 
successful entrepreneurs and leaders excited 
and is not something to be resisted. And that 
readiness for change only comes with a bigger 
purpose, a clarity that you gain when you look 
over the clouds and step outside the 
boundaries.

As we mark 30 years of reunification of 
Germany, we look back on the one hand to see 
what has once divided as a nation. 
Simultaneously, we look at the presence and 
the future, which shows that friendship, 
fruitful business relationships, thinking ahead 
for generations to come and connecting and 
uniting is at the core. The ability to connect 
with people is what drives CEOs to create 
and expand their companies to a higher level. 
The conscious entrepreneur is in the making. 
And this requires to be able to interact and do 
business with empathy and authenticity. 
Profitability is no longer the key driver what 
sets businesses apart. Success is gaining a new 
meaning as people strive to challenge 
companies to provide products and services 
that are not only innovative and disrupting, 
but also in line with the good for society, 
raising the consciousness of leaders and 
influencers on a massive scale.

Business Boosters are change makers, 
disruptors and entrepreneurs with a vision. 
We give a voice to people, products and 
brands. We not only build brands; we make 
them known! With the edition of the Business 
Booster Today Magazine and our upcoming 
special editions, we are showcasing 
conscious-driven entrepreneurs, leading 
CEOs, thinktanks and influencers and are 
providing a platform to share knowledge, to 
build bridges and to feature the movers and 
shakers of the business wor ld.  ?  

BY SUE BAUMGÄRTNER-BARTSCH

FOUNDER'S CORNER
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By Chr istian Bar tsch (Germany)

BMW X7 - THE OFFROAD 
POWERHOUSE

The BMW X7

The BMW X7 is the first car to fuse the 
presence, exclusivity and spaciousness of a 
luxury model with the agile and versatile 
driving properties expected of a Sports 
Activity Vehicle (SAV). 

BMWs continued Growth

When I reflect upon the fact that over 20 years 
ago during my business training at the BMW 
HQ in Munich the first Z3 was introduced, the 
BMW Group has been growing its product 
pallete. 

During my training I was part of the Rover 
project. Having to translate parts lists for the 
planed joint purchase project. It was an 
exiting time as the diversity of the team would 
show a young person how much power you 
can gain from a multinational team.

The X7 is a massive vehicle that has an 
impressive presence. It is so ahead of time in 
comparison to other competitor's products. 
The advanced electronics and design will 
positively surprise you. 

Let me introduce to you this powerhouse on 4 
wheels.

The BMW Vision iNext

The BMW Vision iNext marks the dawn of a 
new era in driving pleasure. This is the first 
time the strategic innovation fields of 
Automated Driving, Connectivity, 
Electrification and Services have been fully 
integrated in a single vehicle, which lends 
them visual expression with its future-focused 
design (D+ACES). 

The areas of action the BMW Group has 
identified to ensure the company?s sustained 
growth also include an increased presence in 
the luxury segment. The current offensive in 
this vehicle class is clearly evidenced by the 
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new BMW X7. 

Setting its sights on the future of driving 
pleasure: the BMW Vision iNext.

The BMW Vision iNEXT showcases the 
possibilities offered by autonomous mobility 
in the not too distant future. It demonstrates 
solutions designed first and foremost to inject 
fresh energy, all while focusing clearly on a 
human-centric approach. The production 
model based on the BMW Vision iNext will 
serve as the company?s new technological 
flagship. According to BMW the first vehicles 
will be rolling off the assembly line at BMW 
Plant Dingolfing in 2021.

Adopting the dimensions and proportions of a 
modern BMW Sports Activity Vehicle (SAV), 
the BMW Vision iNEXT presents an 
authoritative figure. Its pioneering character 
shines through in its clearly sculpted forms 
and surfaces. The car?s front is dominated by 
the large BMW kidney grille. With no 

combustion engine to require cooling, the 
grille is blanked off and serves as an 
?intelligence panel? housing various sensors. 

Slim headlights provide a modern take on 
BMW?s signature four-eyed front silhouette. 
The BMW Vision iNEXT displays the 
powerful, robust stance of a modern BMW 
SAV when viewed from the side, while its 
functional two-box proportions and long 
roofline hint at the generous space inside. Its 
long wheelbase and short overhangs, 
meanwhile, give the car?s outline a dynamic 
powerhouse. Two large opposing doors and 
the absence of B-pillars ensure supreme ease 
of access to the car?s interior, which takes the 
form of a snug and fashionably furnished 
?living space? on wheels.

New dimension in luxurious driving

The addition of the BMW X7 to the Bavarian 

premium carmaker?s model portfolio opens up 
a brand new dimension in luxurious driving 
pleasure. The newest and also largest 
representative of the BMW X family blends 
lavish presence, functionality and 
room-comfort with the agile and supremely 
assured driving properties customers would 
expect from a Sports Activity Vehicle (SAV). 

BMW?s new design language brings the 
modern elegance characteristic of the brand?s 
luxury-segment models to the exterior of the 
BMW X7, while also giving it a distinctly 
self-assured air. 

Up to three seat-rows or as a six-seater with 
comfort seats offer remarkable levels of space, 
sophisticated design and exclusive equipment 
features combine to give the cabin a truly 
luxurious feel.

Power under the bonnet



The line-up of engines for the brand?s first 
luxury SAV comprises a petrol V8 (not 
available in Europe), a six-cylinder in-line 
petrol unit and a pair of six-cylinder in-line 
diesels. All engines team up with an 
eight-speed Steptronic transmission and the 
BMW xDrive intelligent all-wheel-drive 
system. This ensures an unforgetable drivning 
experience.

Offroad & Executive Drive

The BMW X7 comes equipped as standard 
with two-axle air suspension and Adaptive 
suspension with electronically controlled 
dampers. Depending on the engine variant, 
customers also have the option of an M Sport 
differential and an Off-Road package, not to 
mention the Executive Drive Pro chassis 
system with active roll stabilisation. 

The BMW X7 sticks to the formula of 
off-road ability combined with impressive 
driving comfort and agile road handling for 
which its SAV models are renowned, courtesy 

of advanced powertrain and chassis 
technology.

The progressive luxury epitomised by the 
BMW X7 is further underlined by the broad 
spread of cutting-edge driver assistance 
systems on offer. The Driving Assistant 
Professional package (including the Steering 
and lane control assistant) and the Parking 
Assistant with Reversing Assistant most 
vividly embody the latest advances towards 
automated driving. 
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Also to be found on the list of standard 
equipment is the BMW Live Cockpit 
Professional, comprising a fully digital 
instrument cluster and Control Display each 
with a screen diagonal of 12.3 inches.

Plus, the new BMW Operating System 7.0 
enables optimised multimodal operation using 
the iDrive Controller, the touchscreen display, 
the steering wheel buttons, or voice and gesture 
control.

Inside Experience

The new BMW X7 isn?t shy. Charismatic design 
features make it stand out, from the new 
one-piece kidney grille to the expressive lines 
that flow elegantly to the eye-catching 3D 
L-shaped LED taillights. Add to this the 
brilliant 21? light alloy wheels, and curious eyes 
won?t know where to look.

Sitting in the new BMW X7 simply feels 
different. It still evokes that unique BMW 
feeling with its Individual Extended Merino 
leather upholstery and dynamic ambient 
lighting; however, thanks to the Panorama Glass 
Sunroof, which comes as standard, and the new 
optional 6-seat configuration with two 
captain-style comfort seats in the second row, it 
also has the power to surprise the senses.

Enjoy a Massage

The standard Comfort seats for driver and front 
passenger in the BMW X7 immerse you in an 
overwhelming feeling of relaxation and 
comfort. The Massage function, available as 
optional equipment, for the driver and front 
passenger helps to improve the physical 
well-being by stimulating or relaxing certain 
muscle groups. There are eight massage 
programmes dedicated to different parts of the 
body. There are three intensity levels. 
Exclusively available as part of the Premium 
package.

Wheel Design

At 22 inches, the optional light alloy 
Multi-spoke style 757 wheels, exclusively 
available for xDrive4i and xDrive3d models, are 
among the largest wheels in the portfolio and 
thus radiate an unmistakable presence when 
viewed from the side. Finished in Bicolour, they 
look particularly noble.

Overall Conclusion

The vehicle body looks more powerful, refined 
and luscious with the lavish surfaces without 
losing the sportiness that is typical to BMW.

Especially in their large and particularly 
luxurious vehicles, BMW attaches great 
importance to a marked appearance and the 
maximum possible feel-good factor in the 
interior. It?s about freedom ? and the feeling of 
being at home in a BMW.

The design has to arouse strong emotions while 
expressing the highest quality and durability at 
the same time. In order to be able to spend every 
moment intensely, full of meaning and beauty. 
The X7 designer team have achieved to succeed 
at this massive challenge they set for the design 
of this new BMW. ?
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When I coached my son Crosby's little league 
teams, I observed a vast array of motivational 
tactics on the part of the other coaches. For 
instance, when a team was winning but their 
players were losing focus, the coach would 
implore them to imagine they were getting 
pummeled.

''Play like we're 10 runs down!'' he'd shout.

Likewise, when a team has virtually no 
chance of winning, it becomes a great 
indicator of who the best players are. Who's 
still launching himself out of the batter's box, 
scrapping his way to first? Who's still diving 
for balls? Who's still getting dirty?

Those are the committed players, who realize 
that consistency over time equals credibility. 
The ones who know that to be successful, you 
have to give your all, whether you're winning 
or losing. The most successful athletes I know 

say, ''play the game, not the score.''

Long time Steiner Sports client Mariano 
Rivera is a perfect example. The New York 
Yankee legend played hard during every 
inning, day in and day out, over the entire 
season. You can never tell what the score is 
from Mariano?s body language during a given 
game. Even in the last game of the season, 
you wouldn't know if the Yankees were 
headed to the playoffs or if they were in last 
place in the American League East. For 
Mariano, every game, every inning, every 
pitch was game 7 of the World Series, bases 
loaded, two out, and a full count ? there was 
no such thing as a ?big game? or ?big spot?. 

Entrepreneurs, employees -- everyone -- 
should perform the same way.

When you walk into your office, can you tell 
whether it's nine in the morning or six at 

night? Is it the beginning of a promising 
quarter -- or is it the end of a bad month? Are 
employees' stock options riding a promising 
wave, or slogging through a trough? None of 
these factors should matter. A valuable 
employee will look like a valuable employee 
no matter the situation and circumstances. 
Again, consistency over time equals 
credibility.

Too many salespeople misunderstand the 
unique importance of consistency. They have 
a big sales day, and to celebrate, they buy 
themselves a big lunch. Then, they leave work 
early because they feel they've earned it.

The days when you have a big sale -- when 
you're riding a big wave -- are the ideal days 
to go for a second big sale, a third, a fourth, 
and so on. In my experience, the best time to 
make more money is when you're already in 
the process of making money. 

MY TWO MOST IMPORTANT 
BUSINESS PRINCIPLES: 

BUSINESS ADVICE FROM SPORTS MARKETING GURU AND FORMER STEINER 
SPORTS FOUNDER & CEO BRANDON STEINER

BY BRANDON STEINER



It's like Mariano Rivera on a save streak. If he 
had 5 straight saves, he would never go to his 
coach and say, ?Skip, I have been doing pretty 
well this past week. I don?t want to pitch 
today, I am good.? The greatest competitors 
such as Mariano don?t take days off, 
especially when they are hot, they want to 
ride the wave as long as they can.

In the hungry days at Steiner Sports, our 
office was only two blocks from Madison 
Square Garden. My connections afforded me 
a lot of Knicks and Rangers tickets; many 
nights after work I'd go to a game. And on 
most of those nights, I couldn't go home after 
the final buzzer. I'd go from the Garden right 
back to the office. My company was booming 
and I did whatever I could to ensure it 
continued on its upward trajectory.

Would you wake up every day at 5 a.m.? 
Would you regularly return to the office after 
an event at 11 p.m. on a weeknight? You 
might think you're giving 99 percent of 
yourself to something, but being all in means 
giving 100 percent. Either you're all in, or 
you're not. 

As I tell my kids, the difference between 99% 
and 100% is not 1% - it?s one hundred 
percent. 

Playing the score and not the game is also 
unwise on an intrapersonal level. Do as much 
as you can, for as many people as you can, as 
often as you can, without expecting anything 
in return. 

?Don't worry about what you're getting 
back. Don't worry about how many dollars 
that person is going to equal for you. 
Being generous without keeping score 
strengthens your spirit, keeps you focused 
on the people who make your business 
what it is, and helps breed success.?

I've always operated under this principle with 
the media. Back in the 1990s, when I was 
starting Steiner, the sports marketing industry 
was in its infancy. Even the journalists who 
were covering it didn't know too much about 
it. Whenever a reporter called me for a quote, 

guidance on a story, or 
to connect with the right 
person, I went out of my 
way to help not thinking 
or expecting they would 
help me or my company. 

I built a reputation as the 
guy who could get 
players on the phone 
with journalists -- which 
made their lives a heck 
of a lot easier. I'd do 
whatever I could to help. 
I knew I wasn?t getting 
much if anything back, 
but what I didn?t realize was that 
unintentionally I was building greater 
credibility with the media, players, teams, and 
leagues. 

I became such a trusted 
source that my name, and 
in turn, my company and 
brand, ended up in the 
media quite often. In the 
first 16 years of Steiner 
Sports, I didn't spend 
more than a hundred 
grand on advertising, 
promotion, and PR 
combined.

When you play the game, 
and not the score, you 
usually end up scoring 
more as a result and will 
probably gain more 
enjoyment by doing so. 

Today, after thirty years of running Steiner 
Sports Marketing, I am onto my next chapter 
looking to build upon the spor ts marketing 
and collectibles industr ies I helped shape in 
the late eighties and early nineties. While the 
game has certainly changed, the business 
principles that made me successful have not ? 
come with intensity &  passion and provide 
value to others without expecting anything in 

return. 

These two principles are the pillars of my new 
company The Steiner Agency, a group that 
helps businesses ranging from ?mom & pop? 
shops to fortune 100 companies grow 
utilizing athlete talent. To be frank, I don?t 
think my new company will be a success. I 
KNOW it will be given the group we have 
assembled and the mindset we have 
developed that is rooted in my most 
principles. 

We are the little league team up 10-0, but still 
running out every ground ball, still diving, 
and always aware that our positive attitude 
will come back two-fold. 

Wherever you are as a company or in your 
career, keep these principles in mind ?  
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Travelling is one of my passions, and maybe 
one of yours. I grew up dreaming of travelling 
the world, I started to count the number of 
countries I?ve visited. Every time I am in a 
country I am proud and happy to learn a few 
words in the local language as sign of respect 
for people that I meet. From my corporate 
days I learned how to be in a country with 
people who work and live there instead of just 
being another tourist. I love people, I love the 
world and travelling was for me one of the 
best schools I ever attended.

Nowadays, between my personal life and my 
business I take a flight at least 1/week to keep 

it simple. And every so often I get asked the 
same question: why are you flying so much? 
Aren?t you tired? My answer is mostly the 
same: this is what I love, and this is my 
choice. The only difference (which makes me 
quite sad) is that I imposed myself this rule: 
?no client no travel? (except for family 
members). Which means I don?t get to see 
very important friends all over the world other 
than when my business brings me there. 
Lucky for me, I?m based in Paris and as the 
saying goes, ?everyone loves Paris?. 

And yet, at one point in time, even my coach 
asked me ?almost? the same question: what is 

that you are looking for? Meaning what is the 
real reason you travel so many days a year? 
You know how it goes, tons of people may ask 
exactly the same question, and one day, one 
person, may say it in a way that clicks. And 
despite the fact that I gave him the same 
answer, which is my deepest truth, I made a 
bet with myself, that I will purposely don?t 
travel for a month. See what happens. 

To be completely honest I did not plan for 
?when? that month to be, nor in which 
country, I just set this target in my head, so I 
get ready. It is also fair to say that it would 
have had probably a different result providing 

WHAT A MONTH WITHOUT FLYING DID TO ME
BY RALUCA GOMEAJA (FRANCE)



I would have chosen to be in a different 
environment for this month, or in a different 
setting; yet in the end, it was  all up to me. So 
here I am, I took a month off from flying, 
almost from social media as well, and here are 
my results:

- I am more rested, which came as no 
surprise. Travelling is tiring even for 
people who love it. 

- I am darker, and more fit, which 
considering my heaven location and 
my love for windsurfing is far from 
being a surprise as well. Yet all in 
all is so good to be back in shape 
and reconnect with my body. 

- I am clearer. Which is one of the 
major benefits. Not only I did not 
travel but I did one month  
meditation challenge, which had a 
magic effect, every single day a new 
technique, and every single day 

something got clearer. 
- I no longer ask myself the question 

which I hear so many times as well 
from others: are you happy? Like 
always we don?t ask things that are 
obvious.

- I am calmer, in itself it is for me the 
highest transformation. 

- My business benefits from it almost 
without me paying the effort, in that 
state of calm and rest, my mind got 
so much more business ideas and 
clarity, and new clients appeared 
?out of the blue?. 

We can all have different things that are 
addictive to us, in a way or another, or simply 
too much part of our life. We can even think 
this is our choice. Yet in the end, without 
taking the challenge for at least 28 days to see 
the effect, we may not know what we are 
missing. The main result for me is that 

travelling is a choice, I can still live and enjoy 
myself without it, yet there is a beauty in it 
that is definitely one of my life pleasures. The 
main change that came out of this experience 
is that I will allow myself these no flying  
breaks more often. What challenge are you 
ready to take for the next 28 days? Looking 
forward to read your experiences and 
learnings.?  
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IS DIGITAL MARKETING REALLY 
"THE MOST ESSENTIAL PART OF ANY MARKETING STRATEGY 

WHEN STARTING YOUR BUSINESS?"

BY TOM JUNGEN (CANADA)

Or...is Digital Marketing the one tool in your 
arsenal that you should skip when first starting 
your business? I reflect when I first had to 
decide where and how to start marketing my 
services. The overwhelmed feeling kicked in 
big time! The funny thing is that almost 
everyone will agree that marketing is 
essential; however, how to do that gets a lot 
more complicated. Of course, everyone has an 
opinion on what matters and how to do it. So, 
over the years, this is what I hear most often 
from small to mid-sized businesses:

- Oh, marketing it's too expensive; we do 
word of mouth (WOM). It's the best way.
- No need to market; if your product or 
service is excellent, people will find you no 
matter where you are.
- Printing brochures is very costly once you 
add graphics and printing plates.
- Newspaper, no one reads them anymore.

- Radio can't afford it.
- TV out of reach for small business owners.
- Google AdWords is too expensive, and 
people don't convert or buy.
- My all-time favourite is the following; 
"Facebook and Google AdWords doesn't 
work; it's all hype."

Now let me be blunt, as time is money. Let's 
have a look at each one, and I will give you 
my two cents worth: Is marketing expensive 
when starting your business? Hell yes! 
However, you can't afford not to invest in 
your business.  Word of mouth (WOM), of 
course, you should talk it up and create hype. 
However, WOM will only get you so far and 
is what I consider a booster.  What I would 
recommend is having WOM as an additive, 
just like salt and pepper, to augment the 
overall marketing strategy. As a stand-alone, 
you will be a dead man walking.

No need to market that's a non-starter. Printing 
brochures is one of the most expensive print 
versions available.  My recommendation is 
that if you are starting out and working with a 
limited marketing budget, this one is on hold.

Newspapers? No one reads them anymore.  
Well, that makes me feel old. However, I 
agree that newspaper publications are not 
what they used to be since all things have 
gone online.   However, I do have a heart for 
newspapers; seeing many proper placed ads 
for local markets can be very useful when 
strategically timed and placed. Radio? Can't 
afford it? You may be surprised as to the cost 
for 10 second and 30-second spot buys for 
your local businesses.  This one surprises 
many business owners as they are pleasantly 
surprised by how competitive the rates have 
become in 2019. I encourage everyone to add 
this to your assortment of marketing tools.
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Television is out of reach for small business 
owners.  Yes, 100% agreed. I recommend this 
is where you make use of your smartphone.  
Take video clips to grab your potential clients' 
attention on Facebook, Instagram and 
YouTube.   Just a note of caution here, your 
videos don't need to be professionally done. 
Save your money and keep pumping out 
essential videos with a proper strategy and 
messaging. I am rooting for you here till the 
cows come home! Next, we have Google 
AdWords: Too expensive.  Sure, it costs 
money. Many individuals compare Facebook 
costs to Google AdWord costs.  Don't mix up 
the two; they are entirely different machines. 
In many ways, Google AdWords is much 
more straightforward than Facebook.  Why do 
you ask? The reason for this is that people 
searching on Google are already showing 
intent.  These people are actively searching 
for a solution to their problem. This is key, as 
we now have an idea of the conversation 
going on in the online searchers' head.  In 
short, these people are further along in the 
buying journey as they have already shown 
interest.

Just take a time out and think about this.  
What is the last thing you Googled? You are 
looking for something of interest or a solution 
to a problem. Facebook is very different 
because of it is known as inter ruption 
marketing.  Meaning that people are not on 
Facebook actively seeking a solution for a 
problem.  The chances are that they are 
looking for the exact opposite. They are 
looking for gossip, an escape from the office, 
and to catch up with family, friends and watch 
funny videos to chill. Herein lies the magic 
and power of online digital marketing, i.e., 
Facebook.  You may have heard that 
Facebook collects an obscene amount of data. 
Let me repeat this...Facebook collects an 
obscene amount of data on its users, including 
where, what they visit and click on.  Just to 
make sure I really get this point across well, 
read the following statement, not my opinion.

"MIT Technology Review states that 
Facebook data is the most extensive data 
set ever assembled on human social 
behavior."

So, what does that mean?  That means they 

know us better than we know ourselves. In 
number talk, that means Facebook has 
something like 400,000 data points on each of 
us.  Yes, Facebook knows every single click 
we have made and trust me over time that 
paints a pretty good picture of each of us and 
what makes us tick and click.  This is math on 
a large scale or what some call AI machine 
learning. Yes, it's powerful. This is exciting 
stuff. Are you with me?  This means you can 
target people on Facebook with specific job 
titles, locations, schools, organizations, and so 
much more.  Therefore, you can get very 
specific on each of your Ad campaigns, not 
just "Vanilla " blasting into a black abyss.   

As you can see, this is why Digital Marketing 
really is "The Most Essential part of any 
marketing strategy when starting your 
business!" In summary, your marketing 
dollars can go much further on Facebook than 
anywhere else when done correctly. Maximize 
your marketing dollars, and achieve a 
low-cost and high impact with a Digital 
Marketing Strategy today. ?   
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Many new companies in the technology field 
suffer from a massive cashflow issue as they 
focus far too long on building a perfect 
product or service. During this time more 
agile competitors will overtake them and drive 
them out of business.

In order to avoid running out of funds, these 
tech startups need a business coaching that is 
not based on standard recipies. Having 

founded several businesses and experienced 
the value of the business coach that helped me 
take my business to the next level, i do 
recommend to use of that. 

Is it enough to have a coach?

No, you need to have a mentor that is willing 
to share with you his or her business 
experience. This will usually be an 

entrepreneur with more than 20 years business 
experience. In some cases you will find a 
former CEO for a subsidiary or major 
corporation that did not own the business but 
restructured the business.  

Founders of technology companies are great 
analytic people. They can program software, 
develop hardware or come up with the most 
innovative chemical formula that replaces 

BY CHRISTIAN BARTSCH (GERMANY)

START-UPS NEED THE RIGHT GUIDANCE
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outdated manufacturing methods.

Schools and universities do not provides us 
with the necessary sales and new business 
development skills. These skills need to be 
learned outside of the outdated education 
system. Learning how to close a deal or how 
to create the first pitch of a product to the first 
corporate beta client .. that needs guidance.

Other skills you will develop as you go. Each 
time you have a client on the phone, you will 

learn my doing. It will be painful to be 
rejected but eventually you will know your 
pitch so well, that you do not think about it. It 
automatically comes with its customized 
structure out of you in response to the 
individual client's comments.

Having coached several business owners in 
Germany, UK, USA and Canada, I noticed 
that there was a lack of clarity how to get to a 
positive cash flow. Then i remembered having 

several check lists for our shipping, travels 
and flights.

That is why I then decided to reduce the 
complexity and to create easy to follow cheat 
sheets. That would make it easier for my 
clients to stay on track in between the 
coaching sessions we have. If you are 
interested, send me an email at 
info@gainyoursucess.com   ?

TO GET CASHFLOW COMING IN



20   BUSINESSBOOSTERTODAY.COM

The Hotel Munich Palace: Drive for 
innovation, inspiration and attention to 
detail leaves every guest and business 
traveler with the highest satisfaction and 
appreciation

Early November 2019, the founders of the 
Business Booster Today magazine got a 
special behind the scenes VIP tour of the 
famous and exquisite Hotel Munich Palace- 
the Luxury 5 Star Boutique Hotel in the 
heart of Munich Germany. The Hotel 
Munich Palace is a personalized and family 
managed hotel and member of Preferred 
hotels and Resorts LVX. The hotel is part 
of the Kuffler group, which is one of the 
largest privately-owned food service 
companies in Germany.

We were inspired by the rooms and suites 
and their individual décor and focus on 
details. 16 new luxury rooms and suites 
have been added in the spring of 2018 in 
the adjacent building. The new rooms all 
have marble baths and wooden floors and 
different elegant patterns and fabrics have 
been used to make these rooms stand out. 
Silk curtains and extraordinary parquet 
flooring highlights this ambience. 

The newly added rooms and suites as well 
as the corridors invite guests with black 
and white photographs of Munich. We 

THE HOTEL MUNICH PALACE
BY SUE BAUMGÄRTNER-BARTSCH



found out that Stephan Kuffler , the owner of 
the Kuffler group is not only an entrepreneur 
but also a fantastic photographer. His talent 
and contribution to this hotel and Munich is 
shared in his beautifully book, which is 
available on each desk in the new luxury 
rooms. For his hotel, he has chosen a special 
selection of different themes, such as the 
mountains, Munich, England and others, 
which brings in an urban and at the same time 
international atmosphere of the hotel.

One of the highlights of our tour was the 
Presidential suite, which has an open fire 
place, a private sauna with a private roof top 
garden and a view to the Church of Our Lady 
of Munich. There is luxurious space of the 
bedroom area with a walk-in-closet for the 
lady and one for the men. A heaven on earth 
for every woman. A Steinway piano is giving 
the suite an extra edge, and the Antiques from 
Asia and Africa give this suite an extra touch. 

The spa and wellness area are small but 
exquisite and invites every business traveler 
for a successful and vital start into the day 
with day light and state of the art Techno gym 
equipment, right next to the roof terrace. 

It was wonderful to hear that the 
enter tainment system with the digital 

downloadable magazines in each room in 
different languages and niches also includes 
the Business Booster Today magazine; guests 
greatly enjoy to read our magazine and this 
gives the business guests and traveler the 

additional value and service of a business 
magazine that is featuring the movers and 
shakers, the entrepreneurs, influencers and 
innovators and the other unique insights of the 
global business world.

The hotel has two elegant function rooms with 
day light. They have modern technical 

equipment for up to 36 persons and are the 
perfect places for executive meetings and 
special events. The rooms are light and 
elegant in design and have access to the 
rooftop terrace.

World class musicians, 
international business 
travelers and 
sophisticated tourists 
alike, enjoy the style, 
elegance and service 
provided by the hotel 
Munich Palace. Our VIP 
tour ended with a 
relaxing business lunch 
in the restaurant in the 
winter garden, which is 
the perfect oasis from the 
hustle and bustle of the 
city. We look forward to 
coming back in order to 
enjoy the afternoon tea 

before Christmas and many more occasions 
with our international guests and business 
partners to share more insights about the hotel 
and its future developments. ?  
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Going to a networking event ?should? be about 
enhancing you or your business effectiveness. 
There are many reasons to attend the various 
events around, but simply put, one will learn 
from the successes and failures of 
attendees/speakers and ideally shortcut 
building key relationships needed in your 
business with like-minded and hopefully 
trusted colleagues. It stands to reason then, 
that honing your networking skills will make 
you more efficient with your time and 
maximise your ?return? on time spent at these 
events.

As a previous owner of an International 
Mastermind Network, I have made a note of 
my own and others behaviours, to create a 
guide designed to help attendees maximise 
their skills in the networking environment. 
Just turning up isn?t enough, you need to be 

engaged and focussed. This is a three part 
guide dealing with Do?s, Don?ts and 
Conversation starters. 

Remember that One person, One Deal or One 
Opportunity can change your life or business 
forever.

This week is all about the Dos?

1.     Do arr ive prepared.

Know what you are looking for before you 
arrive, then you can build a strategy to ensure 
you achieve your purpose. What is the 
purpose of you being there? What are you 
trying to accomplish? If you are focussed on 
your desired outcome, you will get to that 
point quicker and spend less time on low 
priority tasks. You may be looking for a 
person or strong referral for a specific trade or 

skillset like a plumber (can always use a good 
one!) . You may be scouting for funding for a 
project. You may be after information to help 
with your Social Media. Either way, the needs 
are endless, so refine what you want and 
ensure that?s your focus. Also make sure you 
rehearse your 3 second, 30 second and 3 
minute pitch. and remember the 3 seconds 
needs to be interesting enough to lead into the 
30 second and same again into the 3 minute 
pitch. 

2.     Do make a good first impression. 

For good reason it is said that, you only get 
that 1 chance for a first impression. A good 
first impression will keep the individual 
interested in continuing a conversation and 
therefore build towards a professional 
relationship in the future. These are some 

BY JOHN STOKOE (UNITED KINGDON)

THE IMPORTANCE OF NETWORKING & TOP 
TIPS TO BE MORE EFFECTIVE. 
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simple pointers

a)     Dress to impress or at least appropriately 
for the event.
b)     Have a firm handshake.
c)     Look people in the eye.
d)     Smile - it helps people feel comfortable 
and shows you are friendly and approachable
e)     Be attentive.
f)      Use leading introductions such as ?Hi 
Harry, good to meet you. I believe you are a 
guru in the Marketing space!?
g)     Remember and use their name in 
conversation.
h)     Speak clearly
i)      Use positive body language ? don?t 
slouch, yawn etc

3.     Do L isten attentively and with intent. 

 When you talk to someone, listen attentively 
to what they are saying so you can better 
understand their interests, skills, talents and 
needs. This is vital as you not only want to 
learn about their background and skills to 
benefit you, but you also want to understand 
what their needs are so you can be of benefit 
them. Instead of just approaching someone 
and talking for the heck of it, engage the 
person in interesting and meaningful 
conversation.

4.     Do help others

If no one is helping anyone, what?s the point? 
A great follow on from the above first 
impressions and a great way to initiate a 
business networking relationship is to 
contribute a solution to someone?s problem or 
issue. A simple ?How can I help you? Or 
?What challenges are you facing?? will shift 
the focus off you. People are more 
comfortable talking about themselves so listen 
intently and see how you could help with 
information or with further 
contacts/introduction. If you consistently 
position yourself as providing value, you will 
quickly develop a positive reputation for it 
and result in people doing the same for you.

5.     Do ask for help

This is why you are at the event and people 
are usually happy to offer support when they 
can, so don?t be nervous and worry about 
imposing on others. It understandable that 
people don?t want to show they lack 
knowledge and as a result, they avoid seeking 
help from others. Remember point 1 above 
and ensure you ask for the information you 
need to achieve your objective.

6.     Do keep in touch/follow up

This is a major failing and one that, when 
done correctly, is a differentiator and will have 
massive positive impact on you and your 
mission. People are more willing to help when 
they know what you up to and if your contacts 

only hear from you when you need something 
from them, you'll soon find your requests 
going unanswered. Some tips to improve this 
are.

a)      Follow up the next day to every card 
you received. Even if you have no intention of 
doing business, just sending a very brief 
friendly email or message reminding the 
person of when and where you met and the 
positive points from your discussion. This will 
set you apart from all of those that don?t do so 
? which is most ? .

b)     Periodically reconnect with contacts and 
don?t allow your relationships to dwindle. 
Again even if there is no immediate need for 
business you can forward an interesting article 
or relevant blog post to keep those 
connections strong. You can also update 
people on your current events or ask about 
what?s new in theirs.

7.     Do give to get.

Networking shouldn't be a one-way street. Be 
a person of value and give information freely. 
Ask what can you do for your network? If you 
come across an interesting article or a relevant 
job listing, share it with your network. 
Content is the new currency, so if you 
willingly share information that?s of benefit to 

others, it won?t be long till they willingly 
search out and reciprocate whenever they can.

 

8.     Do say thank you

It?s strange that this needs to be a point as it?s 
a blatant essential, but I have seen it omitted 
time and time again. Failing to thank contacts 
when they provide help can come across as 
rude, as though you are taking their help for 
granted and you run the risk of jeopardising 
your relationships and reputation. A simple 
"thank you" may sound trivial, but 
demonstrates your appreciation for them.

Dependant on the situation a simple verbal 
thank you may be OK, but a thank you note, 
social media post, call or gift (when 
appropriate) will always be remembered. You 
never know when your paths may cross again.

9.     Do be a person of integr ity and trust. 

Integrity should be the at the top of everyone?s 
values and is one of the most important 
aspects in building a relationship based on 
trust. You need to create a ?brand? of integrity 
thought doing what you say, following 
through and remaining honest in your dealings 
when networking. This will help your network 
connections grow to trust you, knowing that 
you have integrity and their best interests in 
mind. 

10.  Do practice networking

The more you practice anything the better you 
will get, so the more you network, the more 
you will grow in confidence and improve your 
prospects

In the next article we will cover the all 
important ?Don?ts? in the networking 
environment so please come back so we can 
all learn and grow together.?   
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Facebook?s early company motto, ?Move fast 
and break things,? should appeal to any 
entrepreneur. It has a clarion ring and implies 
a disdain for bureaucratic sluggishness and 
courage in the face of risk.

It should also give pause to any serious 
businessperson. The phrase encourages 
recklessness and a naïve disdain for any kind 
of controls, from developmental to ethical to 
regulatory. Facebook?s founder Mark 
Zuckerberg conceded as much when he 
changed the famous tagline in 2014 to the less 
catchy but wiser, ?Move fast with stable 
infra?. The revision implied that the risks of 
heedlessly developing code aren?t worth the 
potential rewards. There are of course 
countless risks associated with running a 
business, from the developmental risks 
highlighted by Zuckerberg to financial, 
operational, strategic, and more. Zuckerberg?s 
decision to buy Instagram for $1 billion in 
2012, for example, struck many at the time as 
not only risky but positively reckless. The risk 
paid off, though, and Bloomberg now 
estimates Instagram is worth a hundred times 
what Zuckerberg paid for it.

Compliance-related risks are different. 
They?re a cost of doing business rather than a 

source of potential windfalls. But like other 
risks, they must be properly managed or they 
can have profoundly negative effects.

Facebook has lessons for us in this area too. 
In July of this year, the U.S. Federal Trade 
Commission announced the tech giant must 
pay a $5 billion penalty for failing to comply 
with an FTC order related to user privacy. The 
fine is the largest ever imposed by the U.S. for 
any violation.

Immediately following the FTC 
announcement, many commentators said the 
financial penalty could easily be absorbed by 
Facebook, which was reported to have had 
$40 billion in cash reserves. These 
commentators were essentially saying 
Facebook had been slapped on the wrist, 
which is another way of saying that, all things 
considered, Zuckerberg had effectively 
managed his compliance risks.

I think that view is short-sighted. To begin 
with, the FTC order has consequences beyond 
the financial. It wrests significant control from 
Facebook?s leadership, requiring the company 
to establish an independent privacy committee 
of the board of directors and designate 
compliance officers to oversee Facebook?s 
privacy program, among other things. The 

order also caused reputational damage, which 
is hard to quantify but clearly a concern for 
Zuckerberg, as it must be for any business 
leader. During the FTC investigation, 
Zuckerberg published a 3,200-word blog post 
reassuring Facebook?s users and 
investors? and, presumably, FTC 
authorities? that his company was committed 
to ?building a privacy-focused messaging and 
social networking platform ?  and ?   
working openly and consulting with experts 
across society as we develop this.? This 
measured rhetoric about the importance of 
protecting user privacy? no matter how 
cynically you take it? is almost certainly a 
form of reputational damage control and 
stands in vivid contrast to Zuckerberg?s early 
injunction to ?move fast and break things.?

Perhaps most importantly, the FTC penalty 
comes from only one jurisdiction, the U.S. In 
today?s economy, virtually all significant 
businesses? and obviously 
Facebook? operate in multiple countr ies. 
Ominously for Facebook, the FTC penalty 
sets a record-breaking standard for authorities 
outside the U.S. In an article titled Regulators 
Around the World Are Circling Facebook, 
The New York Times reports that Australia, 
France, Germany, India, Ireland, New 

HOW TO MANAGE YOUR BUSINESS?S GLOBAL 
COMPLIANCE RISKS, WITH LESSONS FROM FACEBOOK

BY JOHN BOSTWICK, HEAD OF CONTENT MANAGEMENT , VISTRA (USA)



Zealand, Singapore and the UK are separately 
scrutinizing Facebook?s data privacy 
practices, or they?ve actually passed or are 
considering new restrictions on the company.

This highlights one critical fact of running a 
business in our global economy: Companies 
don?t just have to follow the rules of their 
home country, they have to follow the rules 
of all the countr ies where they do business. 
And each country has many? I was about to 
say countless? regulations, including those 
related to permanent establishment (i.e. 
creating a taxable presence), worker 
classification, immigration, employee 
benefits, anti-money laundering, data 
protection, and more.

Few of us can relate to Facebook?s historic 
commercial success. But the company?s 
progression from taking a ?move fast and 
break things? approach to compliance, to 
incurring penalties, to taking a more 
considered approach to compliance is a 
common one.

A growing business should know that there?s 
no need to go through these 
compliance-related growing pains. You can 
learn from studying others? mistakes and from 
their best practices. In other words, you can 

bypass the stage when a company is either 
ignorant or dismissive of regulatory 
obligations, and the stage when it inevitably 
incurs financial and reputational damage as 
a result. One of the best ways to protect your 
organization is to develop a strong system of 
internal compliance controls that?s appropriate 
for your business. There are many names for 
this kind of system or set of processes, such as 
a centralized international support structure, 
global operations risk management 
framework, internal infrastructure, and so on. 
I?ll call it an international support structure 
here, but you can call it whatever makes sense 
for you and your business.

I?ll pause here to emphasize that I?m not 
advocating for a bureaucratic model that 
hampers productivity and exists primarily to 
perpetuate itself rather than provide value to 
the organization. It should without saying 
that kind of thing must be avoided at all costs. 
Your own international support structure 
should be developed and implemented with an 
eye towards efficiently and effectively 
lowering cross-border compliance risks. It 
should embody the maxim ?an ounce of 
prevention is worth a pound of cure.?

1. The first step in creating an 
effective and lasting international support 

structure is to create a central team 
responsible for overseeing global activities. 
Depending on the size of the company and 
extent of its international activities, members 
of the team should include one or more 
representatives from finance, tax, HR, the 
general counsel?s office, and risk 
management. In most cases, you?ll need to vet 
and hire a third-party service provider that 
specializes in international expansion to help 
you make informed decisions. If you?re happy 
with their advice after working with them, 
you?ll almost certainly want to retain their 
services to help you vet new activities and 
monitor existing ones. (If you?re not happy 
with them, by all means hire someone else.) 
Ideally, you should form your international 
team before your first expansion so you can 
properly vet that proposal and establish sound 
practices for reviewing future proposals. With 
the help of your third-party provider, the team 
should consider whether the planned 
expansion supports the company?s mission. It 
should understand the full budget implications 
of the expansion, including what it costs and 
how long it takes to establish a legal entity, 
hire and terminate local employees, send 
expat employees, file corporate and indirect 
taxes, comply with data protection legislation, 
lease office space, and more. This will of 
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course be a learning process, but the group 
will become more knowledgeable and 
efficient with each new expansion.

2. Once your first international office 
is established, your central international 
team should meet regular ly? once a quarter 
or whatever is fitting given the number and 
nature of your activities. At the meetings, the 
group should vet any new proposals and 
review existing activities, including 
cross-border electronic commerce, which can 
trigger tax and other obligations even if your 
company doesn?t have a physical presence in 
a country where you have customers. Your 
third-party expert should keep you apprised of 
any regulatory changes in the countries where 
you have activity. The team or a designee 
should also be in regular contact with a 
representative of each foreign office to discuss 
regulatory considerations, company policy 
changes, and other areas related to 
maintaining compliant operations.

3. Speaking of policies, your central 
international team should also be responsible 
for overseeing the development of company 
policies related to international activities. 
Many policies will need to account for the 
unique laws and culture of each country of 
operation. For example, a locally compliant 
HR handbook for France-based employees 
will necessarily be different from an HR 
handbook for Saudi Arabia-based employees. 
In short, your policies and procedures will 
have to be compliant in each country of 
operation. That said, your company policies 
should as much as possible be consistent with 
each other and align with your company 
values and mission. Some policies? like a tax 
equalization or tax protection policy for 
employees you send on assignment? should 
be consistent across jurisdictions, in part to 
position yourself as a fair employer and 
promote employee engagement. You?ll also 
want to consider developing policies related to 
opening bank accounts abroad, vetting and 
paying vendors, leasing office space, hiring 
independent contractors and employees, 
sending expats, protecting data, and 
complying with anti-corruption regulations.

4. In addition to establishing regular 
communication between your central 
international team and representatives from 
your foreign offices, you?ll need to establish 
effective and regular communications with 
and trainings for all your employees to 
ensure they follow policies. It?s worth 
emphasizing that any company initiative that 
hopes to be successful needs vocal support 
from leadership. If Mark Zuckerberg can take 
the time to write a 3,200-word blog post about 
the importance of protecting user privacy, you 
or another leader should be able to take the 
time to write 200- to 500-word emails or 

make videos stressing the importance of 
following your organization?s global 
compliance policies.

5. Those policies should be available 
in a single, easily accessible repository for 
your employees, such as an intranet. You 
should also create a single, secure repository 
(with limited access) for all documents 
related to your international operations. 
These may include proposals for new 
international activities, central international 
team meeting minutes, office lease 
agreements, partnership agreements, bank 
accounts and their authorized signers, articles 
of incorporation for your entities, foreign 
employment and contractor agreements, 
financial reports, tax returns and other 
statutory filings, along with a list of 
employees working outside their home 
countries. 

6. That last point is a critical and 
often-overlooked one. Employers should 
track all expatr iate assignments, even 
shor t-term cross-border business tr ips. 
Some larger companies invest heavily to track 
their employees? cross-border trips and related 
expenses, sometimes through their HR/ERP 
platforms, because the risks are considerable. 
Depending on the length of stay(s), activities 
performed, any applicable double taxation 
treaties, and other factors, these cross-border 
assignments can trigger tax and/or filing 
obligations, immigration requirements (such 
as work permits), requirements to disclose 
physical presence, and more. Regulations in 
jur isdictions around the wor ld are changing 
rapidly and sometimes radically to account for 
our digitalized global economy, income 
inequality, mass migration, and other factors. 
The Organisation for Economic Co-operation 
and Development?s BEPS initiative? which 

seeks to prevent multinationals from shifting 
profits to low- or no-tax jurisdictions where 
they don?t actually engage in significant 
consumer-facing activity? is one prominent 
example of how countr ies are working 
together to implement new ways of 
regulating business activities. Given 
heightened public awareness and the ability of 
authorities everywhere to monitor economic 
activities, it?s more important than ever for 
multinational businesses to understand these 
trends and specific laws. 

Unfortunately for multinational businesses, 
there are still no global regulations, only 
country-specific ones and some regulations 
that apply to blocs, like the EU?s General 
Data Protection Regulation. Keeping track 
of and understanding new laws and changes 
to existing laws in each country of operation 
remains one of the most difficult aspects of 
running a compliant global business. Finding 
a third party to do this job for you is likely 
your most cost-effective and least risky means 
of accomplishing this step. Implementing the 
kind of international suppor t structure 
described here will help ensure your 
organization is reasonably equipped to comply 
with regulations once you do grasp them. ?  
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How come the small country of Sweden with 
a population of only 10 million, of which one 
million lives in the capital of Stockholm, is 
considered to rival Silicon Valley as the tech 
unicorn factory of the world? 

Well, some claim that it is the well-developed 
tech ecosystem in Sweden and in particular in 
Stockholm that is the foundation in the recent 

years to tech Unicorns like Spotify, Klarna, 
Izettle, Mojang (creator of Minecraft), Skype, 
King and Truecaller just to name a few.

Every week there are many tech events and 
seminars all around Stockholm and most of 
them are free events.  On top of that, 
Stockholm offers the ?STHLM TECH FEST? 
week which is a whole week filled with many 

tech events, evening mingles and seminars 
regarding different tech related subjects as 
well as so called ?hackathons?. 

The tech fest week finally ends up in the 
grand finale, which is a large Tech Conference 
day where several thousands of tech 
entrepreneurs, investors, tech specialists and 
all other categories from the tech ecosystem 

STOCKHOLM: 
THE UNICORN FACTORY OF THE WORLD

BY ASA GRANBERG (SWEDEN)
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gather and listen to seminars and panel 
discussions and walk around the sponsor 
booths. All these events are facilitating 
networking and connecting all tech interested 
people. This results in new co-working and 
new innovative co-operations to start ups and 
everyone can keep up to date and find the 
competencies and connections they need to 
evolve whatever tech project they are working 
on or would like to work on.

But is it really the built-up tech-ecosystem in 
Stockholm that is the reason for Stockholm 
being appointed as the second major 
tech-start-up-hub right after Silicon Valley? 

This subject of why Stockholm has managed 
to become the second major tech-start-up-hub 
was discussed on one of the panel debates at 
the STHLM TECH FEST Conference in 
September 2019. Well, the panel concluded 
that it partly is due to the well evolved 
tech-ecosystem that Stockholm has become 
such a strong Start-Up hub in the world. 
Additionally, it might be because the 
politicians in Sweden on all levels have 
understood the impact of the Swedish 
tech-ecosystem, making the politicians 
provide a lot of resources e.g.; start-up or 
event spaces, funds and various public sector 
start-up consultancy agencies. 

However, the panel added to the analysis that 
for once the so-called Swedish culture of ?the 
law of Jante? or in Swedish ?Jantelagen? 
could be a key factor to the tech innovations 
development speed. The ?jantelagen? is the 
unofficial subculture of Swedish people being 
fostered into understanding that nobody is 
better than anyone else and all humans have 
equal rights and equal value.  

The reason for ?jantelagen? nourishing 
innovations, according to the tech-fest panel, 
is that it makes organisations in Sweden 
extremely flat and not hierarchic. This, since 
everyone is considered to having the same 
values, implies that a junior team member can 
go straight to a very senior team member or 
even the corporate management and ask for 
assistance or ask questions or explain an issue. 

This allows for information to travel swiftly 
and problems and issues get addressed and 
solved immediately instead of having to travel 
a hierarchic journey up by the ?correct? 
managers in one part of a corporate ?silo? and 
then down to the destination in the other 
corporate ?silo?, like it happens within a 
traditional corporate culture. 

In Sweden, it is common to go straight to the 
destination instead of waiting in line. So, 
information travels horizontal and not vertical, 
making it a very quick production- and 
problem-solving process. 

One more typical Swedish subcultural feature 

is the ?consensus? seeking process that is built 
into the Swedish society. This feature was 
brought up by the Tech Fest panel as a 
motivational factor, meaning that if everyone 
has agreed to a decision then people are 
motivated instead of hesitant to executing 
something that they otherwise could be 
opponent to. 

The ?consensus? seeking culture and the 
?jantelagen? would then be Sweden?s biggest 
assets and a good ground for co-operations. 
And according to the panel, it is really good 
cooperation that breeds innovations from 
ideas to Unicorns.

Maybe, the panel above made a correct 
analysis of the situation and maybe there are 
many other components to Sweden and 
Stockholm being considered as the start-up 
capital of Europe and the ?unicorn factory? of 
the world.

 However, one thing is certain: The Swedish 
Start Up and Tech environment is currently 
boiling hot and the Swedish Unicorns are 
hitting the world and the stock exchanges like 
never before. If you are looking to invest in 
technology and innovation, then you will want 
to turn your eyes to the Swedish market! 

Asa Granberg

Aimhill Consulting Group

www.aimhill.com

 ?  
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When you get invited for a royal event at the 
Residence in Munich Germany, you know life 
has a bigger purpose in store. It was an honor 
to be part of such an elegant event where tea 
was served in Silver tea pots, and guests from 
government, industry and society were invited 
to gather in one place. This year, we are 
looking back at 70 years of history and 
celebrated the 70th Silver tea on November 6 
2019.

In 1949, this charity event was brought to life 
through the actions of Sam E. Woods, the then 
US-Consul General in Munich, who invited 
guests to his home in order to collect 

donations for the suffering people of Munich, 
Germany. Fifty guests accepted his invitation 
and the event was so successful that the 
women of the German-American Women's 
Club of Munich decided to repeat the Silver 
Tea every year.

Bavarian State Minister Dr. Florian Herrmann 
emphasized in his speech that the pursuit of 
happiness is nowadays more important than 
ever. He stated that our success as a country is 
connected with that of the Americans. 

Traudl Schmid, as the president of the German 
American Women?s Club (?GAWC?) made 
everyone in the audience aware that there was 

this one sentences that stood the test of time, 
and that was so crucial in developing the 
relationship between Germans and Americans. 
A sentence that is so simple yet so important: 
?How can we help?? is what the Americans 
said to the Germans in 1949 to help the people 
of Munich rebuild.

What made the evening so special was also 
the visit from Meghan Gregonis, U.S. Consul 
General in Munich, as she was about to travel 
further to visit Berlin that month to be part of 
the 30 years of reunification of Germany.

What was once divided has been united. And 
friendship among human beings is what 

BY SUE BAUMGÄRTNER-BARTSCH (GERMANY)

70 YEARS OF FRIENDSHIP BETWEEN 
GERMANY AND THE USA



makes the difference. Meghan in her speech 
about the reunification emphasized that aspect 
of human friendship and opportunities 
between Germans and Americans. It was 
beautiful to see so many people being witness 
to this event. 

Chairlady Susanne Ahrens has been 
responsible for the overall organization of the 
Silver Tea and opened up the buffet. The 
historic ambience sparkled with silver platters 
of beautifully arranged canapes and the 
highest quality tea was served from silver tea 

pots. Receipts form this charity event allow to 
support the German-American Student 
Exchange program amongst others. 

As I like to say: ?Students are the future 
entrepreneurs!? Let?s inspire them and let us 
empower them. One of the exchange students 
was present at the event to share his 
experience and thanking for this opportunity 
to learn beyond what one can see in one 
country, but to meet other people, other 
nations, and to learn from each other.

The evening gave opportunity to meet 
Germans, Americans and people from various 
walks of life-all with the notion of helping 
each other. It was wonderful to see people 
connecting, ideas exchanged, and new 
business opportunities ignited. 

Be courageous, be open-minded and ask how 
you can help, and you will see what doors will 
open. ?
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USING GEO-FENCING IN ONLINE ADVERTISING 
"THE BEST WAY TO TARGET PEOPLE WHO ALREADY ARE WANTING TO BUY!"

BY ANDREW WALKER (UNITED KINGDOM)

When companies push out advertising into the 
market they reach an audience that is not 
going to buy, one that is considering to buy 
and one that extremely wanting to buy such 
products or services.

Entrepreneurs and marketing agencies usually 
set in a ads campaign a region or a range 
around the company's premises to show ads to 
the internet users. If you are a local car dealer 
then you need to have a very special niche 
(e.g. bullet proof vehicles) in the market to 
justify to advertise on a national scale. Most 
car dealerships should focus on a region of 
40-120 miles around their show room. This is 
due to the fact that most dealerships are 
connected with one of the few main 
automotive brands (e.g. Ford, Toyota, BMW). 

When you look at what might help you 
increase the return of investment on your 
online ads, you need to recognize that 
sometimes targeting a region might bring 
along a far too high rate of non-buyers. These 
are people who see your ads but either can not 
afford or do not need a car. You need to find 
those can afford and might buy one as their 
car broke down or they would desire an 
upgrade. If someone has decided to buy now a 
new car they are actively looking at brands, 
models and options. They are often 
overwhelmed by the range of opportunities 
and need a smart sales person to guide them 
towards the right product.

So that is where geofencing or geo-targeting 
allows us to target city districts and even 
better preferred buildings. Let us say you are a 
estate agent and need to fill your funnel with 
people want to buy a new house?

Then the best is to go to do a geo fence around 
locations such as other property agents, banks 
and popular areas people go to find properties 

on offer.

Why is this so special for targeting niche 
leads? Well, each time a social media user 
enters that location (real estate office) we will 
show the potential buyer our ads. When he 
leaves the area, we will continue to retarget 
him over the next few days. So, we can show 
him or her a variety of ads. The opportunity is 
massive but if you do it the wrong way you 
will not get them to engage with your 
business.

We need to have specially arranged images 
and text for these ads. You can not expect the 
person to see your ad and run into your office 
to become your client. We need to nurture the 
audience with relevant content and in the right 
way that matches the culture of the platform 
where we place that content.

Do not be the bull in the porcelain shop that 
breaks all the china. Have the right situational 
awareness. Platforms like Facebook and 
Instagram do not like you to violate their ads 
policies. Being greedy or disrespectful with 
your banners and content can get your ads 
account disables or even restricted. Yes, such 
a situation is horrible but even when you play 
by the rules your account and ads can be 
disapproved. Nevertheless, there are ways to 
reduce the risk and handle situations where 
Facebooks artificial intelligence decides to 
disable or block your advertising accounts.

Let us say, you have a care product for horses. 
How do I go about promoting this? Well, who 
will buy that product? Is it the horse owner, 
the stable that is renting out the stable box to 
the horse owner, or is it a medical professional 
or an authority? So, we have now several 
people in mind that could potentially buy our 
product.

Next is to go and ask people who have horses. 
They know who buys the stuff. Then ask that 
person and get as much filed information. 
Now we have a better idea who might be the 
buyer (stable owner or horse owner) and the 
influencer (e.g. other horse owners or the 
doctor).

Where would I have to go to meet these 
people outside of the stables? Do I have to go 
to a café or to pet shops or an exhibition for 
horses or a horse racing area to find these 
people?

Let?s say we want to target everyone at a 
specialized shop for horse equipment. Well 
there we will definitely not run into people 
who have a dog but no horse. Let?s put a 
geo-fence around that shop.

Now our ads platform knows we want to get 
in touch with everyone who goes there. This 
way our ads will be super targeted at people 
who are most likely horse owners or take care 
of horses. We will always have people who 
have no horse but are interested in the 
equipment but not in our product.

Nevertheless, this geofencing massively 
increases the efficiency of our ads campaign 
that eventually will drive leads into our funnel 
that leads them directly into becoming buyers.

Depending on the platform we can reduce the 
targeted area to an area size of 150 feet or 45 
meters. You could target one particular shop 
in a big shopping complex with the right geo 
data.

Do that in your target region 30 or 80 times 
and you are placing your ads right in front of 
people who are highly potential future buyers. 
This leads to a better return of investment for 
your ads budget. www.prmediareach.com?   
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Like most things in life, in business or 
entrepreneurial journey things may come in 
waves. It may happen all in the same time a 
lot of clients, a lot of projects, a lot of 
results, and profits which some of what may 
be called good times or bad times: few to no 
clients, few to no projects, no profits. 

It is quite amazing, how clients from different 
businesses, sometimes from different 
countries may need the specific services and 
products provided by your company exactly at 
the same time, sometimes exactly during the 
same day. Funny enough they are all great 
clients and prioritizing may just get 
impossible; at times resulting in turning part 

of them down. 

And out of the blue, without any ?logical? 
reason none of your bids are successful, all of 
the potential clients start having other issues, 
like no money, or something happened in their 
life and need to postpone the project with your 
business. 

Situations like this happen, and every now and 
then is almost like Murphy?s law. Yet when it 
happens to us, we may not feel like laughing 
on the irony. 

Business people rarely talk about this topic. In 
real life, nobody prepares entrepreneurs for 
this ?strange? reality. Running different 

businesses and working with clients on 
improving theirs I noticed how business 
cycles affect not only the business but its 
business owner  as well. 

Here are the 5 learnings: 

1. Whatever you do to get the results 
wanted may not pay back r ight away; but it 
will. Put it differently, your investment of 
time, energy, money will pay back; it is not 
because you do not have a new client this 
week or this month that the new client will not 
come along, as long as you keep working on 
improving your product and services to best 
answer clients? needs. It is part of what we call 
time to market (not only the time to produce 

BUSINESS CYCLES AND HOW TO DEAL

WITH IT'S EFFECTS

By Raluca Gomeaja (France)



the product but also for the product to get 
noticed by potential clients).  

2. The time when new clients are not 
signed-in or current projects go on hold, is 
not necessary a bad time. It is an opportunity 
time. Because it means time. Time for doing 
highly important ?activities? that due to daily 
operational routine may not get enough 
priority. This is when you may come out with 
new business ideas, or new strategy. 

3. The so-called good times busy 
times, when your business is making a lot of 
profits, may not be that good after all. Is 
definitely good for money, yet it may affect 
your health, your team, and overall may not 
encourage improvement. Why changing 
something that works?  

4. Having one single revenue line is 
too r isky. Any business will take an average 
of 3 years to start producing real money, 
except some of zero cost-based consultancy 
where results may be faster. Even when a 
period of ?no new clients? is starting, if all 

results are based on the same profit line, that 
may translate in no money at all coming in. 
When you can?t have two business lines, at 
least have different price-based services to 
provide for different lines of clients (small, 
medium and large for example). 

5. Whatever your business, save 
some money for bad times. On a personal 
note, I recommend having at least 6 months 
full expenses in a different savings account. 
Because when your business may go low, and 
it will, as every business goes through cycles, 
you may not be able to pay yourself a salary. 
Or not to the extend you used to. In those 
time, having some specific savings not only 
will get you through without a lot of 
worrying, but it will allow you to stay focused 
on the action plan to get back on track 
knowing for certain that: 1. Things will go 
back on track as this is what business cycles 
show, and 2. Till that time there is no need to 
worry as you are covered. The high advantage 
of not worrying about the future is that you 
spend your energy on the right places instead 

of consuming it on things that may be out of 
your control. 

When start building businesses, some may 
simply look for fast results and easy money 
making. Real entrepreneurs do not dream: if 
this was easy, everyone will do it. They take 
actions and work hard. 

They do not compare with others who have 
been on the journey for long enough to see 
results. Before they become big most 
successful people struggle through real 
moments of doubts, failures, sometime 
depression. Being an entrepreneur and 
running a successful business it is not just a 
walk in the park on a sunny day. Those low 
times will come and most probably more 
often than the good high moments. 

How a business owner deals with the low 
cycle is important as study shows important 
personal impact on business people who 
identify themselves with their business.?  



DON'T MAKE THE BURGERS
By Mona Tenjo (Germany)

One of the best known authors of financial 
literacy, Robert Kiyosaki, described in his 
book ?Cashflow Quadrant?, what the main 
difference between a self-employed person 
and a business owner is: The self-employed 
person trades his time against money while 
the business owner creates systems and 
processes to continuously generate income 
detached from their personal time.

This description summarizes greatly what the 
main point of working ON your business is.

The self-employed person sells hours. They 
find new clients, sell their services by the hour 
and fulfill the orders. They are ? according to 
Robert Kiyosaki ? the players in the Cashflow 
game that suffer the most. They have no job 
security and are responsible for their personal 
income. Their maximum income is limited by 

their personal time and if they get sick, it hits 
them hard financially.

The business owner on the other hand, creates 
his business in a way that it can run without 
him. He creates organizational structures, 
responsibilities, systems and processes that 
can run any time.

A good example is the comparison of a small 
local restaurant vs. the big golden 
M-restaurant chain that we all know ? the one 
with the clown.

The local restaurant is highly depending on 
their owner or chef. If he or she is sick, the 
restaurant has a severe problem. The fast food 
chain is always open. The central person in 
creating brand awareness, Ray Kroc, was not 
even a cook. He died in 1984 and the business 

never stopped running.

You may argue that you are not a huge 
franchise company and that this is not 
relevant to you but stay with me ? you will see 
why this is relevant for you.

Most businesses start with a founder who 
risks a secure job by starting his own business 
and become self-employed. And there is 
absolutely nothing wrong with that. In the 
beginning, the founder will have to complete 
most tasks personally just to get the business 
started. The issue is that many self-employed 
founders remain in this working mode. They 
run their business the same way they started it 
5 or 10 years ago. They still trade their time 
for money and the business relies 100% on the 
owner and his performance. If the owner isn?t 
doing well, the entire business suffers. 
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Usually, such businesses close down because 
the owner retires or runs out of money. 
Self-employed owners mainly work IN their 
business.

To make the shift to the business side of things 
? which, according to Robert Kiyosaki, is the 
place you actually want to be, because you 
will be able to generate much more money 
with less time and less personal risk involved 
? you need to start working ON your business.

If we think back of the big golden M, what Ray 
Kroc did, is not to think like a chef, but to 
think: ?If I want to take the business 
somewhere else and I can?t be there 
personally, what do I need to put in place to 
make it work?? What he did seems boring for 
many business owners because he documented 
every step and created checklists and 
guidelines. He defined roles and 
responsibilities for every job position in one 
restaurant. He installed reporting systems to 
track the correct implementation, which 
guaranteed that every new hire was trained to 
perform exactly as he wanted ? even when he 
was not there.

He put his focus on making sure that the 
business runs without him. He monitored, 
corrected and intervened when necessary, but 
he wasn?t making the burgers. This is what 
working ON your business means!

In order to reach this status, you need a 
change of perspective. I know how this feels 
and that can be very tough for many business 
owners. It?s your business, your baby. And I 
understand that you don?t like to give it away. 
But just as with children, you need to give it 
space to grow and not micro-manage it. Be 
the leader and not the soldier. Don?t make the 
burgers! Build a system that makes you 
money. ? What is your vision for your 
company? Where do you want to take it to? 
How do you want your business to look like?

The jump from being self-employed to having 
a business requires thinking strategically, 
systemizing your business and building teams 
to implement your vision ? or in short: It 
requires to WORK ON YOUR BUSINESS. ?  



Why a growth mindset methodology would be 
considered as a foundation to building a 
stronger team culture?  

The reality is there really never was a 
foundation to begin with all at anyway.   
Many small to large businesses would cite 
traditional leadership and a talented staff that 
work effectively together.  Fact is that since 
there was never a real foundation to begin 
with that has led businesses to operate in a 
co-dependent way with each other and their 
customers.  Again, why would a growth 
mindset methodology being the answer as the 
foundation?   Let?s first look at what growth 
mindset means.  

Growth mindset is the understanding that 
abilities and intelligence can be developed.   
Dr. Carol Dweck, a professor of psychology is 
the pioneer of the term ?growth mindset?.  
Her research over 30 years has changed how 
people can get smarter and accomplish 

amazing things when we believe we can and 
understand the effort to make it happen.  This 
leads to higher achievement.   

Often, business leaders interpret a growth 
mindset when one is open minded and has a 
positive outlook.  A growth mindset in reality 
is something we evolve with experience 
embracing a process and not just focused on 
the outcome.   It means shifting from a 
competitive to a collaborative environment 
where businesses reward not just the effort 
and outcome but also the learning and 
progress.

However, this does not mean either one 
because outcomes as a result of effort 
embraced within the process do not happen 
without applying what is learned.   Desired 
results following a growth mindset 
methodology are achieved with commitment 
to the process which includes applied 
knowledge and exper ience. 

Finally, mission or vision statements are 
something most businesses have but rarely 
execute in reality.  This is because their true 
core values and principles are not in alignment 
with the organization.  It is saying that your 
company is innovative but in reality, is 
conservative taking little to no risk.   

Organizations that have a growth mindset 
foundation encourage on-going learning, 
risk-taking, and making mistakes to learn and 
grow.   They reward their staff for important 
risks taken and lessons learned, even if the 
project did not meet its original goals.  They 
understand the process has setbacks and 
challenges, but with commitment to these 
values and principles, they will prevail long 
term to do bigger and greater things.   
Businesses grow from a growth mindset 
methodology not just by what they say but 
through being the example.  

So how do you develop a growth mindset?  It 

By Chr istopher Salem (USA)

GROWTH MINDSET ? FOUNDATION TO 
BUILDING A STRONGER TEAM CULTURE
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starts at the individual level.  It is an inside 
job that leads to external rewards long term 
and not the other way around.  

The foundation is built on core habits and 
disciplines that lead to clar ity with thinking, 
communicating, and leading.   This clarity 
leads to be more decisive such as risk-taking 
depicted above, and finally taking massive 
action.  What are some of these core habits 
and disciplines?   

1. Meditation
2. Journaling
3. Organizational task (ex. making 

your bed daily)
4. Reading everyday 
5. Resistance / Cardio exercise routine
6. Eating nutritionally dense foods
7. Have daily specific systems and 

goals in place focused on priorities 
that matter first

8. Taking some time each day to 
re-charge

The most important thing to remember with 
these habits and disciplines is ?consistency?.   
Patterns that are positive cannot result from 
once in a while.  They must be consistent.   
Business leaders can be the example of 
engaging in these habits and disciplines daily 
rather than just telling others how, when, and 
why to do it.  Lead by example as the process 
and desired results are observed by others.    
This in timer helps to shift work 
environments from co-dependent to 
interdependent where everyone takes 
responsibility along with accountability for 
their tasks but yet can come together through 
collaboration to grow. 

?Leading by example comes from 
empathy and kindness and not pleasing 
and enabling.?

A growth mindset is always work in progress 
and embracing the process.  It can truly be the 
foundation or anchor that empowers each 
individual to be responsible along with being 

accountable to find alignment in some way 
with their core values and principles with the 
organization.  

These individual efforts and work in progress 
coming from empathy, kindness, and leading 
by example can bring a stronger team together 
collaborating interpedently toward the 
business?s long-term vision.   It brings clearer 
role clarity & collaboration, support of one 
another, active listening with effective 
communication, and the ability to solve 
challenges and offset conflict more 
effectively.  

Start today to see how a growth mindset 
methodology can be the new foundation for 
your business to build your value statement 
and align to your long-term vision.  It 
always starts with you and then coming 
together with other people to build new 
products and services that a make difference 
in our world.  

To your health & prosperity,



? I?m going to turn you into an entrepreneur 
yet one of these days ? said one of the most 
influential and globally known entrepreneurs 
I?ve come into space with.  I remember sitting 
across from this man, shaking my head and 
saying ?No, I?m ok right now?. He just 
laughed and his exact words were ? You don?t 
know what is out here Melody and the impact 
you can make. You would kill it. You also 
don?t probably realize your own potential. I 
want you to play big!?.  

This was 3 years ago. In 2018, due to a series 
of ?life altering? moments that shaped up, 
brought me to a hard decision to let go of 
what was once comfortable and safe in the 
corporate wor ld and took a leap of faith into 
this roller coaster life called 
Entrepreneurship. 

Leaving a structured and comfortable 6 figure 
salary to the journey of the courageous 
unknown, paved the way in having an 
adventure of a lifetime and global impact that 
continues to unfold with incredible alignments 
with some of the world?s most respected elite 
game changers, public figures, politicians and 
global exposures and the launch of 2 of my 
own LLC?s Luminary Coaching and 
Consulting along with Life Unscripted LLC.  
Today I share some of the transition lessons 
I?ve experienced in my own life being 
?unscripted?. 

Lesson 1: ? The Deepest Pain Becomes the 
Catalyst  to your Purpose?

No one is spared from adversity, tragedy, pain, 
betrayal, and loss. It comes from many 

different facets. If you find the courage to see 
things through all the valleys, there is one 
truth that prevails. Those who found the 
courage to go through and grow through 
placed them in direct path of their destiny, of 
their purpose and their calling.  The deepest 
adversities I had faced became the platform of 
my own authority. 

Never would I have thought the words 
?influencer, impactor, game changer and  ?she 
moves nations? would be the associated 
adjectives but here they are. A commanding 
presence felt, seen, heard and read about from 
so many platforms because the seed of truth 
planted in my journey blossomed the moment 
I said Yes to the unknown. 

Lesson 2: ? The Importance of Vetting?

By Melody Garcia (USA)

THE ROAD CALLED TRANSITION
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Corporate life had its own challenges and one 
thing that has been consistent with 
Entrepreneurs that have made the leap of faith 
is there was a feeling of suffocation, of hitting 
that ceiling of not being valued or heard and a 
deeper yearning to pursue passion over 
stagnancy. 

The Entrepreneur wor ld is a different 
?monster?. If anything about this journey has 
taught me is the importance of vetting. I was 
so impressed  earlier with many subject matter 
experts and willing helping hands until the 
cloak was unveiled, and the ugly truth showed 
up. I have seen and experienced some of the 
shadiest characters, opportunists,  and the 
levels of lack of integrity have been an eye 
opener. Finding out who their characters really 
are, was disappointing because it differed 
greatly from their own portrayals in public 
spaces and social media. 

It is therefore cr itical to look for evidence of 
results, of credibility outside their own ?ego? 
centered posts. Protect your brand, protect 
your ideas. As Steve Sims had stated it ? In 
business, they don?t want you- they want what 
you know and who you know. Acknowledge 
this and charge accordingly.? Elena Cardone 
further add ?fiercely defend your empire, the 
attack usually comes from within.? 

Lesson 3: ?As your success grows, so does 
the silence of those who used to support you?

When confidence walks in the room, it will 
trigger the insecurities of others because your 
search for growth will make those not 
reaching for anything reflect on their lack. 
Once upon a time you were amongst the 
average and they applauded your 
accomplishments. 

However,  when greatness starts showing up 
and your trajectory starts a meteoric rise, the 
same people will turn on you or distance 
themselves. I had the opportunity to interview 
Trent Shelton in 2018 whose video ? 
Everybody isn?t your friend and Friends 
spoken word video? has been viewed over 200 
million times with several million shares! He 
specifically addresses this and closed it with 
his signature 2 lines that goes ?Make the 
World respect your Greatness and I t all starts 
with you!? 

Be prepared in knowing your circles will 
change, it will get smaller in your quest for 
the next higher levels. In the end what matters 
is quality over quantity.  Be in a community 
that holds you accountable to your goals and 
results combined with motivating you to get 
there. Remember you ultimately attract who 
you are but equally attract what you still need 

to heal so be cognizant. 

Lesson 4: ?External Success does not 
Necessarily Mean Internal Happiness? 

It?s been said that good leaders hunt for 
wisdoms as though it were diamonds and 
rubies. It?s easy to be blinded by the spotlight 
and successes of others however, have you 
taken the time to truly learn about their 
internal values? 

 I?ve come across a few ?high functioning 
depressives? in this Entrepreneurial world. 
External validations of successes were 
evident. The eloquently spewed motivations 
and words that moved the masses. Incredible 
amounts invested in personal development 
and growth, some toppling over half a million 
dollars yet I look at their personal relationship 
that have failed repeatedly while professional 
relationships soared. 

I?ve seen their lonely journey and I?ve 
observed a pattern that kept them running 
back to the same ?guru? teachings over and 
over again, to get a dose of dopamine filled 
and emotionally charged teachings that 
eventually fails to sustain given over time 
because a deeper emotional void eventually 
emerges. 

It takes a lot of energy to absorb the masses 
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once you?ve attained quite the global success 
and balancing public demands and schedule 
demands become extraordinarily heavy. The 
road to success is paved with many sacrifices, 
heart aches, unpredictability, losses and it can 
be a deeply lonely journey. Relationships are 
tested by the long hours, by distance, by 
miscommunication, on top of other everyday 
issues. I encourage you to be compassionate 
towards everyone. Be kind and have a deep 
understanding that no one truly knows the 
battle the other faces and offer an 
unconditional love and authentic support. We 
do this for the vision, the deep rooted why and 
the brave takes on the road often less traveled.

Lesson 5: The Rise of the  Heart-Centered 
Social Conscious Leadership and 
Entrepreneur becomes the Legacy changer. 

 ?People get so caught up in raising the 
Standards of Living that they?ve forgotten to 
raise the Standards of Life!? was part of my 
closing lines to the speech I have delivered at 
the Global Woman Summit in London. It was 
followed by showing a 2-minute recap video 
of my life journey in 2013 that led to 
impacting 20,000 halfway around the globe 
and where I am today in all my current 
handlings. 

I?ve received multiple feedbacks that it was 

one of the Top 3 most unforgettable 
powerful speeches delivered that weekend. 
Why? In the heart of my message was the 
heartbeat for humanity. I talked about the new 
?viability? and the beautiful ripple effect that 
came after.  It was the call to action to rise up 
as social conscious Entrepreneurs and Leaders  
which are increasing daily.  

Who are these leaders? They embody true 
hear t-centered servant leadership who 
become the legacy makers. These are the 
?new leaders? who dare to address and move 
nations by stepping into the bigger arena of 
involvement such as the United Nations, 
Global Leadership Summit, Government 
involvements, and more. They are engaged 
and aligned in being disruptors in creative 
solutions against the stagnant tradition and 
redundant processes. 

Masterminds that are no longer contained in 
auditoriums or retreats, rather bringing 
entrepreneurs to the corporate world, to prison 
systems, to under-developed countries, to the 
Vatican, to Capitol Hill, to world leaders. The  
language becomes collaboration over 
competition. These Leaders and Entrepreneurs 
are saying yes to using their creative geniuses 
in business to dream, build and invoke a more 
socially just, environmentally sustainable and 

spiritually fulfilled world. The new vision of 
success incorporates more than just wealth 
building. 

My own life has been ?unscripted? in so many 
elements in this transition. My corporate life 
gave me different advantages and the 
Entrepreneur journey provided freedom with 
challenges. This is the beautiful life of choices 
that in the end, is having the ability to pursue 
what matters tied to the gifts we have all been 
dealt with remembering  tomorrow is never 
guaranteed. It?s a faith activated journey of 
deep purpose, passion and unequivocal loyalty 
to the dreams and global visions to inherently 
make this world a better place for everyone. ?   





In Germany we have about 3,4 million 
registered companies. 3,1 million are small 
businesses with less than 10 people employed. 
Whereas we have a great reputation in the 
world when it comes to productivity, 
efficiency or quality, not a lot of people 
would associate a typical German 
entrepreneur with sophisticated sales skills. 
And when we take a closer look, we will find 
solid evidence or this situation. 

In comparison to the Americans for example 
Germans tend to create a perfect solution at 

first, before they even think about selling it. 
We spend a lot of time on research and 
development, we create prototypes for all 
kinds of things, test them and improve them. 
That all happens without getting customers 
involved. 

We love certificates and create all kinds of 
proof that our inventions are really great, thus 
leading to an enormous number of patents 
being registered annually. However, at the 
same time, most of the money from these 
patents is then later made in the US. Because 

Americans have a different understanding of 
the role of sales in any business organization. 
Instead of looking for a perfect idea 
themselves, they just buy access to it and then 
use their marketing and sales ability to 
dr ive revenues. It?s not the product but your 
ability to market it what makes you money in 
the end.

If you want to make money, you must launch 
fast. The founder of Linkedin ? Reid 
Hoffmann - once said: ?If you are not 
embarrassed by the first version of your 

YOUR SUCCESS 

IN SALES IS NOT DETERMINED 

BY YOUR ABILITY TO COMMUNICATE. 

By Philip Semmelroth (Germany)

It?s determined by your ability to close the deals.
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product, you?ve launched too late.? 

It?s important to get feedback from the market 
as quickly as possible, because that gives you 
either the opportunity to improve the product 
based on feedback by the customer while 
already having some money coming or stop 
wasting further resources on this project and 
rather focus on something else. It?s not worth 
it to invest all the time in finding the perfect 
solution, but actually never getting started. It?s 
much more successful if you start and fix the 

product along the way.

No matter what kind of business you have, all 
businesses can be improved by increasing 
your ability to sell. If you have no sales team, 
I believe the entire organization must be 
transformed into a sales- dr iven 
organization. Thus, enabling every single 
person on your team to sell and resell the 
customer at any touchpoint they have. 

No matter if the customer reaches out to you 
by phone, email, personally or interacts with 

the CEO, accounting or the trainees. Everyone 
needs to make sure that the customers hold on 
to the idea to continue doing business with 
you. Best-case you even wow your customers 
so much that they actively create referrals for 
you. To support this structure of a sales driven 
organization you must make some adjustment 
to the way your traditionally lead your team 
and you must train your people to change their 
way of thinking and communication. But that 
effort is worth it. It will pay off big time.
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However, if your company has a dedicated 
sales team you should take a closer look at the 
way they work and if your structure is set up 
in a way to get you the best results possible. 

Based on research it?s been proven that within 
a lot of organizations sales people do not 
spend enough time interacting with customers. 
Only 21% of their time is used for typical 
sales activities like prospecting and 
presenting. Most of the rest is wasted with 
work that should be done by others to support 
the sales team. Without continues training 
many sales people are even making up work 
to have valid excuses on hand why they 
could not have spent more time with 
customers. Hereby simply reducing their 
exposure to potential ?naysayers.? Too many 
sales people have the wrong mindset or not 

enough strategies to protect themselves from 
losing their energy once they see that their 
closing rate is not the best. 

As a matter of fact, many business owners do 
not understand that sales is not just one skill 
that you either have or you don?t. It?s a 
collection of skills and not every person is 
great at every single key component of it. In 
addition, there is a problem many people 
totally ignore. How can you work in a 
continuously changing market environment 
while holding on to your skills you once 
learned? World class athletes train every day, 
while amateurs work out once a week. 
Success is not a matter of chance, it?s a matter 
of choice and constant never-ending 
improvement.

If you are interested in better sales results, 
become aware of the fact that sales is complex 

and usually not a single person brings all it 
takes to the table. That?s why performance can 
be improved by splitting up roles and assigned 
them to those who excel at it.

Role number one when it comes to selling is 
probably the ability to close a deal. If you get 
a chance to sit down with a prospect you must 
be able to close the deal, because there is no 
other situation where it?s more likely to win a 
customer. Only face to face you can use all 
areas of communication to persuade your 
prospect of doing business with you. 55% of 
your communication is body language. This 
powerful force is not available to you if you 
call, email or chat with a customer. The faster 
you are at closing the deal, the more money 
you make. Although the amount you consider 
to be ?the profit? might not change, you loose 

money by the hidden transactional costs, if 
closing takes you too long. I will get back to 
this later.

Role number two when it comes to selling is 
nurturing the existing customers. Nobody 
likes to feel neglected or accepts that the level 
of attention they used to get from a sales 
person declines over time, once they have 
bought something from the company. Many 
businesses totally underestimate the revenue 
potential that hides within their existing 
customer base. You need to keep in touch with 
your clients. Make them feel special, let them 
know that you think about them. Try to follow 
up on them, find out how they try to improve 
their business. The closer you are with them, 
the higher your chances to find or even create 
opportunities to help them by selling them a 
solution to any problem they might have.

Role number three when it comes to selling is 
actually not just a role. While strategies for 
closing and nurturing can be scripted, toughed 
and trained, the art of finding new customers 
also requires some kind of talent. It?s not for 
everyone to walk up to strangers at 
networking events, start a conversion on an 
elevator, being always alert to identify signals 
of people you randomly meet in order to 
actively create new business opportunities.  
This is something you either have or you 
don?t. Your results can be improved, but 
finding new prospects is a special discipline. 

Based on this short overview one should 
already see the dilemma. If you are in a small 
company, if you don?t have the money to set 
up an entire sales team where every single 
role is staffed by the best people available in 
your area, you have challenges. Everyone 
does, it?s not just you, but having read this 
you are one of the few that now understands 
that it?s very unlikely to work with only one 
person in sales and achieve great results in all 
areas. 

The transactional costs can kill you! 

Whatever you do in business, make sure you 
use the best approach possible. That is hard to 
find all by yourself, because it usually 
requires an external perspective to find better 
ways of getting the work done. But based on 
my coaching and training experience I want to 
point out something to you that can either 
make you a lot of money or kill your business 
at some point. It?s the transactional cost. 

Let?s assume you are in the service industry 
and in order to pick an example everyone can 
easily follow, let?s assume you are fixing 
computer problems for money. In that market 
many people know exactly what they charge 
by the hour and if they plan on making more 
money, they either find more customers or 
raise their prices. But although obvious that 
does not cut it. There is more you need to look 
at. Based on an example of a problem that can 
be fixed in 15 minutes, I want to present you 
my chain of thoughts in a way making it 
possible for you to compare that to your 
business.

Example: Bill has a computer company. He 
charges 25 dollars for an increment of 15 
minutes or 100 dollars per hour. George 
shows up at his store with a broken laptop. 
Bill fixes it in 14 minutes. 

We would now expect Bill to charge 25 
dollars for his service and as he did not use 
any material but simply applied some 
services, people could easily assume he made 
a profit of 25 dollars. But let?s look at it in 
detail without taking into consideration that 
Bill gets a salary and that there is a cost for 
the time he invested while working on the 
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problem. Because there is something far more 
important that I want to point out to you and 
these things need to be taken into 
consideration when creating your sales and 
marketing messages and defining your pricing 
strategies.

What about the hidden (transactional) 
cost?

Before George showed up at the computer 
store, he probably called ahead to check 
whether or not they could help him. In detail 
he explained the problem based on his lack of 
understanding with a lot of details that eat up 
time but don?t necessarily help in regards to 
the diagnose. They agree on meeting in 
person.

A few days later George shows up at the store, 
meets Bill and feels the need to summarize the 
problem once again. The conversion is a little 
faster then the one they had on the phone. 
However, Bill invests time again into the 
preparation of the service job. 

Then he does the work that takes him 14 
minutes. 

Before he calls George to inform him, that he 
can pick up his computer, he documents what 
he did, creates an invoice and then dials 
George?s number. George is excited to hear 
that the computer is ready to be picked up and 
happy it did not take too long to fix it. As he 
is curious, he wants to hear some details about 
the roots of his problem, how it was fixed and 
how this can be prevented in future. Bill 
shares this information, answers his questions, 
wait for George to pick up his computer.

Without going more into details, the problem 
should be obvious. Many businesses in this 
situation bill 15 minutes for 14 minutes of 
work, totally forgetting what kind of work 
was done all around the job, they have just 
finished. And that needs to be fixed! Here I 
could help. However, the reason why I wanted 
to point this out to you is because when it 
comes to sales people never keep an eye on 
how much time did they invest to get a deal. 
That?s why I find a lot of potential to improve 
results for companies because it starts with 
making sure you talk to the right customer. 

Not every person in the marketplace should be 
allowed to work with you. In addition, you 
need to make sure you have a very solid sales 
strategy that prevents you from creating an 
offer and adjusting it again and again, as this 
time keeps your sales people away from the 
customers and reduces profits. The more time 
you need to close a deal, the more money you 
lose. That?s why a sales force needs to be 
evaluated and trained regularly. This does not 
cost you money, it?s an investment.  Start with 
measuring what they do, for example how 
many calls to the do daily, how many 

meetings they take, how many offers do they 
create, how many offers need to be reviewed 
because the customers needs were not 
perfectly identified at first, how many deals 
do they close?  and then based on those 
numbers decide what needs to be improved at 
first. 

Sales is they key to wealth, happiness and 
freedom. Focus on it, make it work! ?  

www.Philip-Semmelroth.com
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Hi, my name is Jim Paar, founder of Full 
Motion Marketing and the Clean Air Green 
Tour . I own a very successful international 
green marketing agency and help create 
sustainable companies around the globe. I 
have worked with many leading brands 
creating a sustainable structure and message, 
some of those companies include Dyson, 
Michelin, Bosch, Kimberly Clark, Southwest 
Airlines, Indy Racing Series, and many more. 

Profits vs Planet

It was in 2006 I realized how important it was 
to voice the importance of sustainability. I 
launched a green initiative called the ?Clean 
Air Green Tour.? At that time, I saw 
companies abusing our natural resources and 
dumping waste into the earth that would affect 
our future generations. Most of all, they were 
losing profits by not being green.

Looking back, I realized the companies could 
benefit by being sustainable resources and 
actually increase profits to their bottom line 
by including this in the brand message. Over 
the last decade, I have worked with many 
companies create that message of 
sustainability but most of all making a real 
impact on the planet. Many companies claim 
to be green but have no real proof to back this 
message. That is where my team has helped 
clarify and establish these strategies so 
companies don?t get greenwashed. 

Leading companies that have implemented 
sustainable initiatives along their supply 
chains have seen a huge boost in their 
financial per formance. Companies that 
instituted only one aspect of sustainability lost 
more money than they gained due to a half 
hazard approach and the wrong reason. 

Why Your Green Message Could Go Up In 

Smoke

As I am writing this article, the Amazon 
rainforest is being burned off a record rate. 
This is the world?s largest rainforest, the 
Amazon stretches eight countries and covers 
over 40% of South America. More than 30 
million people live in the Amazon, which is 
also home to large numbers of mammals, 
birds, amphibians and reptiles, most of them 
unique to the region. A new plant or animal 
species is discovered there every two days 
which is so important for our world 
population. The Amazon forest produces 
about 21% of earth?s oxygen and is often 
referred to as ?the planet?s lungs.?

Why do I bring this story up? Companies are 
trying to use a message of sustainability to 
impact profits but are doing nothing for the 
planet. Warren Buffet said it best, ?It takes 20 
years to build a reputation and five minutes to 

By Jim Paar (USA)

HOW SUSTAINABLE COMPANIES 
ARE WINNING
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ruin it.? 

Environmental reputations can be just as hard 
to rebuild with wrong or false messages. 
Non-governmental organizations like 
Greenpeace and the World Wildlife Fund 
believe in the potential fragility of the 
environment, and they see the potential 
fragility of companies? brands as a means of 
pressuring them to change. With the power of 
social media, the wrong or incorrect 
sustainable message can go up in smoke fast, 
far, and wide. 

Taking a Sustainable Approach Can Be a 
Daunting Task

Everyday business executives across the 
world take on numerous strategies to build 
their company, and sustainability is just one a 
lengthy list of priorities. Very few will admit 
that they don?t care, although it is clear from 
meeting with many executives that many will 
only go as far as the demands of the 
customers, or make these environmental 
decisions if they also reduce costs.  

When it comes to sustainability in business it 
may be necessary to take on the view from the 
science of climate change. I have seen 
companies spend more money on security to 
fend off the NGO?s then to embrace 
environmentalists? arguments about the 

challenges or if they believe climate change is 
simply a hoax. 

Regardless of what your personal beliefs may 
be, they still have a balance whether to pursue 
environmental initiatives and resources 
against competing demands. Instinctively, 
most of them focus on green messages that 
are aligned with their shareholder 's 
performance goals. 

Currently, Cargill is taking an approach to 
remedy the rapidly rising global demand for 
proteins. One of the reasons the Amazon 
rainforest is burning to create more land for 
farmers, ranchers, and agriculture to feed our 
growing population. Across the food and 
agriculture industry, there is a pressing need to 
do more with less impact. To help address this 
need, Cargill is launching BeefUp 
Sustainability, an initiative committed to 
achieving a 30% greenhouse gas (GHG) 
intensity reduction across its North American 
beef supply chain by 2030.

What I t Really Means To Go Green

To understand the benefits of a business going 
green we must understand what the actual 
words of ?Going Green? mean. When a 
company makes a conscious decision to 
reduce its impact on the environment, that is 
?Going Green.? It can be as simple as visibly 

taking steps to reusing procedural programs, 
reducing utility costs, to buying green 
products and services. 

Benefits To Becoming a Sustainable Company

1. Increasing energy efficiency saves on utility 
costs. 

2. Green marketing awareness can increase 
trust between your company and consumers 
and ultimately increasing revenues. 

3. Many countries offer incentives to 
companies reducing their carbon footprint. 

4. Employees feel safer working for green 
businesses which boost morale and 
performance. 

When it comes down to it the benefits of 
going green for a business, the benefits far 
outweigh any negatives. The time and money 
it takes to establish new environmentally 
green protocols pay back in dividends over the 
years, not only in money but also in feeling 
good that the company is kind to the planet. 
For more details on creating a sustainable plan 
for your company, go to become a part of the 
2020 Clean Air Green Tour: 
www.cleanairgreentour.com. ?



To be successful in a moment you need to 
have the right product, the right pitch and the 
right service, but to be successful over a 
lifetime you need to be positioned as a trusted 
advisor and the ultimate business partner of 
choice. This is what sets apart the 
dramatically successful from the ?always 
working at it? crowd. 

The dictionary definition of influence is 
usually defined as this: 

Influence is the effect that a person or 
thing has on someone?s decisions, 
opinions or behavior or in the way 
something happens.

But to the leading-edge business builder, 
influence should be defined as this: Influence 
is the ability to create opportunities for future 
success through developing and navigating 
relevant connections in both the human and 

digital space.

When we lack influence, we are powerless. 
Choices fade away, new business ventures fail 
to achieve lift-off and costly mistakes are 
made. But what if you could learn and adapt 
the behaviors of the best business minds and 
learn to play the long game? The number one 
outcome of growing influence isn?t simply 
getting a deal done, it is about obtaining trust 
and knowledge. Once you achieve this, you 
may be unstoppable.  

Here are four secrets of a smart and superior 
business influencer.

1. Connect with people who have 
knowledge you don?t have

You need to be in the business of spotting 
great contacts whether they can do anything 
for you today or not. These are people who 

play larger in the world than you and who 
have already made their way in business. But 
it also includes people who have skills that 
you don?t have and that you can reach out to 
with questions in your point of need.

I also recommend linking up to people who 
can see the world through different eyes. This 
is why I tell people that when they walk into a 
networking event, they should always seek out 
the person in the room who looks the least like 
they do. If I am always with people who know 
what I know or see the world as I see it how 
will I ever grow? I call it developing your 
periscope vision. It is the best way to 
immediately begin to expand the space that 
you currently occupy.

How do you do this?  You need to get brave 
and when you walk into an event start asking 
the people you do know who in the room is 

SECRETS OF A SMART BUSINESS 
INFLUENCER

By Allison K. Summers (USA)

50   BUSINESSBOOSTERTODAY.COM



the most interesting to meet and ask for 
introductions ? most people will do it. I am 
also great about walking up to someone of 
higher influence (who may not be likely to 
hand out a card) and offer my name and a 
handshake and asking them how they have 
been as we if we have been friends forever. 
But here is the key to success with this 
method, don?t take too much time in the 
moment but follow up later. I did this with the 
owner of a company for over two years at 
events and eventually he started finding me. 

It is also very easy to read an article and 
contact the author or the featured 
businessperson via LinkedIn or email and say 
that you would like to follow them because 
you appreciate what they have to say.  Again, 
most people will accept, so go ahead, bold in 
the human space and thoughtful in the digital 
space. Also, try this the next time you are 
going to a conference, only connect with the 
speakers in advance and tell them how much 
you are looking forward to hearing them.

2. Seek Solutions and Shor t Cuts to 
Problems

The one thing I have observed that great 
CEOs and company founders do that an 
average person doesn?t is they know their 
needs as well as they know their numbers. I 
coach people that you should always be able 
to identify at least three challenges or 
questions that you need to solve and be able to 
articulate to them. If you can do this, your 
answer will already be ready to make its way 
to you.

Then when you talk to people in business you 
need to be selfish and not be intimidated to 
ask for help and see if you can quickly gain 
insight into how to solve those problems. 
Networking is not just for pleasantries and 
sales and so you should never walk into an 
event, a coaching session or a call with a great 
business contact and not be thinking of 
information that you need. 

The magic part of this is that the more you ask 
individuals in your network for their advice, 
the more they will trust you and that will serve 
you as an influencer. Taking advice from 
someone is an intimate and personal 
experience that people long for. You will be 
remembered, and it will serve you in the 
longevity of that business relationship.

3. Share or Create Content that 
Demonstrates Relevancy

We live in a world where you must convey 
your expertise through a multitude of channels 
to be viewed as an indispensable wealth of 
knowledge no matter what stage you are at in 
your business life. Therefore, influencers are 
focused on PR and seek to be placed in media, 
create their own media or share key content 

created by others. They find and curate 
insights that positively contribute to the global 
knowledge network. 

Now, you don?t need to write social posts or 
blogs every day, but you need to leave 
breadcrumbs of authority just enough to 
provide social proof when people Google to 
figure out who you are or to make your online 
network remember that you exist and are 
trusted. And do not worry about your likes or 
views, just build your voice in the digital 
world.

My good friend, Gordon Tredgold, is a global 
leadership expert with over 1,400 blog posts 
under his belt who is a featured contributor for 
Forbes, Entrepreneur and other reputable 
business publications. Just this year he had 
over 350,000 views to one article he posted on 
LinkedIn. He is passionate about sharing 
insights into how you can start on the path to 
building your reputation. Yes, you should 
have a blog on your website, but also directly 
use the article feature on your personal 
LinkedIn and then go to the groups that you 
are active on and share the article as a 
?perhaps you will find this helpful?. He also 
creates branded infographics that other people 
now use in their posts and presentations 
referencing him.

You may have heard that publishing your own 
book is a good tool, and it is. Most business 
authors laugh that books are expensive calling 
cards, but they are calling cards that work. 
They secure client meetings, speaking 
engagements, podcast interviews and more. 
With the right support getting your book into 
the world is easily possible. Consider this, if 
you have a blog you can use a tech tool that 
will automatically grab content from your 
website and collate it into a first draft of a 
book. If you have recordings there is a tech 
tool that will convert the audio into text for 
about US$1 per minute. 

But even if you don?t have your own book, if 
you have read a good book then let your 
network know about it or for greater impact, 
send them a copy as a great and memorable 
touchpoint.

4. Connect Great People to Great People

The best trait of an ultimate influencer is that 
they sponsor other people. There is no better 
win-win than if you step forward and promote 
someone else and their services if they are 
credible and worthy. But do not make an 
introduction expecting anything in return 
because this will fail you. You do it because 
you are a trusted authority and you would 
only make introductions that would enable 
others to have a quick path to new business 
partnerships or to solve critical problems. 
Word of mouth marketing is still the best 

marketing and being a trusted resource is the 
best way to have people keep coming back to 
you.

When is the last time you used this tactic? 
Have you ever? Connect people to one 
another because it really is a point of respect 
and appreciation. Remember, the players at 
the top of the game are doing this and they are 
the ones designing and controlling the circles 
of influence. Get into this game and it will 
serve you well.

You as the Trusted Advisor and Business 
Partner of Choice

Trust is a very delicate thing. At the point of 
trust, you have the intersection of: 

- Common experiences
- Reliability and dependability
- Honesty and Truth
- Proven abilities and knowledge
- Unspoken social protection

Mutual trust means that two people will look 
out for each other?s interests and welfare and 
that there is a predictability regarding actions 
and outcomes. Holding a connective mindset 
will absolutely impact the level of trust that 
people have in you.

If you can grow and leverage your 
relationships the right way you will always be 
viewed as the business partner of choice, no 
matter what you are building, selling, 
promoting or talking about. You will be better 
positioned to have multiple opportunities 
available to you in your future and you will be 
without a doubt, dramatically successful.

Allison K. Summers specializes in guiding 
individuals and brands as they fuse business 
connections and communities to extend 
influence in the world. She is an international 
business leader, speaker and best-selling 
author, with portions of this article coming 
from her book Connect to Influence. Allison 
is the host of Disruptive CEO Nation podcast 
and a frequent guest on radio, tv and event 
platforms. She is a champion for women in 
business, non-profits and training 
professionals to achieve their fullest human 
potential.  ?
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By Chr istian Bar tsch (Germany)

HOW SALES FUNNELS 
DRIVE LEADS INTO YOUR 

BUSINESS
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When it comes to generating revenue 
companies have to first attract leads towards 
their offers. This applies for online companies 
and local businesses, too. If you can not get 
people into your premises (online or physical), 
you can not close deals with these buyers.

This is where marketing and sales go hand in 
hand by applying the sales funnel strategy. 
this is what we do to generate leads for our 
different areas of business. Sales funnels can 
be via online and offline funnel pathways. 

Depending on your target audience you might 
have to go old school in order to get your 

leads into your online world. We use our own 
lead research tool that is able to generate 
target lists so that we can use this for online 
advertising, cold calling and offline 
advertising.

People often mistake a distribution of printed 
leaflets via letter boxes as the ultimate tactic 
to generate leads. Unfortunately, the reality is 
that these kind of outdated marketing tools 
are highly disengaged from the target 
audience. The closer your target audience gets 
to the millennial demographic section the 
worse an outdated marketing tactic will fail.

Even online sales funnels need to be more 
than static picture advertising. I have been 
advertising my business services and products 
via google ads and Facebook ads. When you 
hire adver tising agencies you would expect 
great results, but reality is that this will not 
always drive your invested cash back into 
your account. I have tested agencies that claim 
to have fantastic ar tificial intelligence system 
that tweek your ads so that they are super 
powerful and dirt cheap. Well, they failed to 
generate any leads and the costs were crazy 
high. Eventually my ads performed better 
during the same test period and generated 
sales at a far lower cost that the non-lead  
generating ads could achieve.

"We need to be aware of the fact that a 
sales funnel strategy does not just consist 
of an advertising image and a landing 
page. It is a combination of a sales 
processes, social awareness, marketing, 
psychology, copy writing, tactical design, 
email marketing, customer lifecycle 
concepts and more", Christian Bartsch.

Modern sales funnels consist of images that 
are focused on the core behavioral 
character istics of audiences - whether they 
are male or female - and even age can be a 
critical element that you need to address when 
trying to get people to engage with your 
advertising. This can even be extended to the 
use of videos that have special scripts for 
collecting audience samples.

Once you have gained leads that are interested 
in your lead magnet offer or events then, you 
need to keep them entertained. Yes, you have 
to ensure they do not forget that you exist. 
At the same time you need to be unreasonable 
with the quantity of engagement and the way 
you attempt to connect with your target 
audience. Do it the wrong way and you will 
fail. 

Having branding in place can help boost the 
credibility of your offers. Unfortunately some 
entrepreneurs and companies believe they 

have got a good branding. The fact that they 
do not know how to apply the branding in 
their marketing, sales and recruitment process 
is just one of their key issues that leads to 
failure.

Our in-house consultants and experts have 
been trained and certified for a multitude of 
platforms. This is absolutely necessary, as 
with today's diversity of systems needed for a 
sales funnel life cycle you need more than 
just a lead page and an email application. 

Customers who engage with our magazine 
customer service will see that we have special 
dedicated mail servers, a CRM system with 
email automation, a variety of landing page 
platforms and membership management 
systems. We even use a tool that can 
automatically send out SMS text messages 
world wide to our selected clients. Want an 
extra topping? Yep, you can even use chat 
bots to increase the engagement and boost 
your conversion rates.

Unfortunately, many entrepreneurs try a 
platform, and advertising system or other tools 
believing it will solve their problems. They 
eventually burn cash and do a miserable 
attempt at using the opportunities. That is 
when they claim advertising does not work or 
it is a scam by big corporations. That is all 
humbug due to ignorance and unwillingness 
to do what is necessary so that a marketing 
campaign can be successful. 

Those who use our 3 step system have a 
shortcut to success. This is not for everyone.?   

You can reach the author at 
chris@thesuccesscreators.com
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Some burn contacts in step 1

Life and business are about the people we 
meet. Nowadays, we have social media, we 
have Facebook and all these great tools, but 
what I do not like at all is when people contact 
me and the first thing, they do is try to sell me 
something. I am sure you have had this 
experience too. Or how about when people 
send you a message and ask what you do via 
LinkedIn, instead of looking at your profile 
first to better understand what you are doing 
and to ask an interesting question to start 
building a relationship?

Build relationships first

We live in a fast-paced world, where people 
sometimes do not take the time to get to know 
others at first.

If you want to be successful in business, you 
need to understand that it takes 9-12 touch 
points with potential customers before they 
get to know and trust you and buy from you. 
That is why your personal branding is so 
important. Do you know what people say 
about you when you are not in the room? This 
is how they see you.

Get to know the person

Show a sincere interest in the other person and 
get to know them, and build a relationship. 
Think also what you can do for others first. 
Especially if you meet people who are more 
successful than you are, refrain from talking 
about yourself and giving advice. 

Successful people could care less about your 
opinion. Rather ask them questions and get to 
know the other side. Get to know their 
interests and hobbies. If you have an 
opportunity to research them before you meet 
them, then do so. This will help you start an 
interesting conversation and will set you apart 

BUILDING AND GROWING BUSINESSES WITH 

THE RIGHT PEOPLE

By Sue Baumgaertner-Bar tsch (Germany)
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from the normal and average business people 
who do not have a clue about the other person 
and come across as uninformed.

Getting most out of business events

Whenever you go to business events and 
meetings, find out from the website and the 
event organizer about the invited guests, or 
key note speakers. This will help you be ahead 
of the game from all the others who do not 
take the time to prepare for an event.

No matter what you do: Whether you have an 
upcoming business meeting, get to meet an 
influential person, speak in front of an 
audience or coach people, you want to prepare 
yourself. 

Preparation is key in everything I do, and I 
have noted the difference of simply just 
?showing up? versus preparing myself ahead 
of time. The results are different. You will 
shine brighter, have deeper conversations and 
make a greater impact in the lives and 
businesses of others.

Anticipate what will come

When you prepare, ask yourself what it is that 
you can bring to the table. Anticipate how 
your meeting could go and be yourself. You 
do not have to know everything, and it is ok to 
admit when you do not know something, 
because that shows you are not a ?know-it-all? 
person, but rather someone who is sincere and 
authentic. 

Ask lots of questions, especially have the 
other person talk 80% of the time and you 
only 20% of the time, if the other person is 
more successful than you are.

Once you have met somebody at an event for 
example, it does not stop there. You want to 
build that relationship. And that means, you 
want to follow up with that person. 

Successful relationships are all about the 
follow up and follow through! How many 
people have you met that tell you they will 
give you a call back and never actually do?

Do not say something and do the opposite 
thing!

Partners need to be more than just talkers

I highly value sincerity, honesty, integrity and 
reliability in working with my business 
partners. I also partner up with A-players. It is 
important that you understand people and 
what drives them, so that you find the right 
people to work with you. 

If you pay attention to the people around you 
and the people you meet, you will find that it 
often takes that one person to meet and build a 
relationship with or that one meeting you go 

to when new opportunities come your way. 

?Business as I say is about the people you 
meet and the relationships you build. Pay 
attention to the people you meet and those 
you want to meet, and always act from a 
place of authenticity.?- Sue Baumgaertner- 
Bartsch

Exercise: Make a list of the top 10 people that 
you want to meet and get to know who you 
think would be of value to you and your 
business growth. 

It takes on average 4- 5 connections to meet 
and get to know that person. If you think big, 
you will reach big. If you think it is possible, 
it will be possible.

Once you have made that list, find out as 
much as you can about them. Find out, for 
example,  what they read, what the like to do 
in their free time as a hobby, where these 
people socialize and network, where you can 
meet them or how to otherwise connect with 
them. This could be business events, this 
could be through a social activity or another 
connection you have. 

It takes an effort and real curiosity on your 
part, and time. But imagine you meet that one 
person that you wanted to meet and then you 
have your opportunity-that is when you want 
to show up prepared, ready and able to build 
that relationship. Go for it! ?
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