I nternational Journal of Combined Research & Development (IJCRD)
el SSN:2321-225X; pl SSN:2321-2241 Volume: 6; Issue: 2; February -2017

SELLING SKILLSAND THEMYOPIC
MARKETING OUTLOOK

Dr. K .R. Subramanian
Professor of Management and Business Consultant
Chennai, India

Abstract: Management literature is full of prai¢mat the big role of marketing and the
inevitability of the marketing concept. While theobd development of marketing
concept is understood and appreciated, the questiarhether Selling is necessary or
not! Customer orientation is good for the businessunderstanding the consumer
behavior and the impact of Business environmenterpsyche of the buyer. But in the
end, business results are counted in terms of solts or market shares gained! This is
not possible for any organization by just makingikable competitive and well designed
products. An organization has the primary respalityitof creating a Product pull.
Unless there is a good presence of selling skifisray the marketing personnel and the
marketing organization as a whole to push for sales end result may not be as
expected. While the marketing efforts are laudedcfeating customer pull, a sales push
to compliment the marketing effort is very muchledlfor. This research paper aims to
show that selling skills are as important for agamization as the marketing grand stand
of strategy, segmentation and promotion. At the ehthe day the results of marketing
has to show on the ground reality of increasedssatdume and market share. This is
possible by complimentary efforts by sales teamtaed skill in doing so!

Keywords:Inevitability of the marketing concept, consume behavior, customer
orientation, product pull and sales push, complimentary efforts of sales over marketing.

INTRODUCTION

The marketing concept has developed and evolved ayeriod of time. While several
scholars have attempted to differentiate the maengetoncept form selling, hard core
selling has never lost its luster. Perhaps in tezlé of marketing the principles of good
sales and selling skills were temporarily drawrh® background which we can call as a
myopic outlook of marketing. This should not be takgn with the concept of marketing
myopia, which concerns more with the aspects dihgelvithout a customer orientation.
While the concept of Marketing is good to identihe customer needs, fulfilling them
needs selling skills to point out to the prospectvhwell one’s product meets their
requirements in comparison with competing products.
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While marketing is efficient in identifying customeeeds, fulfilling them in ways to
attract the customer to one’s product and sernviees vital component of company’s
marketing efforts. This is what the salesmanshigsd&elling and Marketing cannot be
separated; they are like the two sides of a cainffgou remove or erase one side the
other side loses its value and is out of contextisTpaper attempts to remove such
myopic attitudes of marketing personnel to loolselting function as if it is cancer for
the company!

The ultimate purpose of any Marketing function asreach products and services to
customer in ways that will be appreciated and whvdhretain the customer. This needs
a marketing intelligence and selling skills to axtecthem perfectly. When marketing and
selling functions are performed well the produatach the customer and the sales
volumes and profits improve. Consequently the maskares and profitability of the
company improves. At the end of the day this istwha company wants — better profits
and increase in sales to continue as a growingeranc

OBJECTIVESAND METHODOLOGY

This research topic was selected because of thrggaconcern about the mutual roles
of sales and marketing in a company. There enddncy among authors and literature
to underplay the role of Sales and to glorify Mairkg as the ‘IN’ thing for success. This
trend needs to be bucked. As any practicing Mangedr Sales Manager ill concur, both
role are needed and are in fact complimentary. Wighin mind the following objectives
have been identified for the limited purpose o$ tt@search paper:

1. A critical review of current Sales and Marketingicepts.

Identify factors that have contributed to the depehent of a myopic attitude
towards sales.

Identify roles suitable for marketing and Salesctions

Strategies to compliment the roles

How can one measure success of operations?

Findings and concluding remarks.

n

ook w

Since the paper is conceptual it would be diffidoltmake a questionnaire to cover the
aspects mentioned above. However the author folerdypof research which has been
done in related fields and availability of publidhéterature, and so it was found
appropriate to go for a thorough desk researchrrigeaat the appropriate conclusions
from the study. This has been achieved to a gedaheas can be seen from the analysis
and conclusions.
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REVIEW OF LITERATURE

The sales profession is changing fast enough thadifficult to identify every essential
sales skill. Let us examine critically the saleslskou think salespeople should possess
today. When | started researching through datdadlaj it quickly became apparent that
there were hundreds of different selling techniquiess pointed out that the sales world
is pretty cluttered with advice. | believe that Bvgood salesperson, well really any
person in general, always has room to grow in tledée and improve their skills. It's why
companies invest in the education of sales teangurage them to take time out of their
days to read industry publications, let them tesirtideas, all in confidence.

There is a clear line between top performers asdrakplace or mediocre sales people.
And unfortunately, there are more duds than theee saiperstars in sales. So, what
differentiates them - Selling kills. Some salessrbpve the specific selling skills required
to sell more efficiently and effectively while otiseare doing things all wrong. Today, the
selling skills you should focus on refining are thees that buyers indicate are the most
critical factors that affect their buying experiesc Putting the below skills to use can
help you gain an edge over your competition andybitr targets consistently because
they're in tune with the way buyers shop in theufat What you need to focus on is
educating prospects with new ideas and perspecéndsoffering valuable content and
information that they haven’t come across throubhirt online research. This will
differentiate you as a valuable source of knowledw®d you'll win over prospects.
Otherwise, why should prospects take the time bther day to talk to you?

Sales people are often lone wolves who like torbeointrol. They don’t work well with
others—and that's why so many of them fail. Collabimg with prospects is one of the
most critical selling skills to have in 2017. Tirabecause sales people are no longer in
control—buyers are. They want to be a part of thkuton. Communication is an
essential business skill in virtually all indus$ijeso it's not surprising that it's one of the
most important selling skills, too. As a sales rgpy need to be able to communicate
your ideas in a clear, believable, and persuasiaen@r. You need to be able to paint a
picture that helps buyers visualize how they'll &#nfrom your offering and how they'll
yield a return on investment.

The sales process isn’t about salesmanship anyrti@eule of the game has changed.
Learn how to become an active listener, to trulgarstand customer needs and pain
points, to ask more engaging questions in ordeligadeeper, and to follow up in ways
that demonstrate that you were listening. You ntednprove your empathy skills in
order to better connect with your prospects. Tlogifabuyers purchase from sales people
they like. Even if you truly have the best solution and Itlest price, you could still lose
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the deal by turning off the customer with yourtatte, personality, actions, and words.
The importance of empathy in sales cannot be utateds It allows you to create trust in
the sales process, build stronger relationshipl tityers, and view the world from the
buyer's eyes, so you can really understand his lpned and come up with ideal

solutions. These skills are in sync with today’stomers and will allow you to create a
better buyer experience, which in turn, will hefuyclose more deals and increase sales.

The buyer is in charge, field sales force is movimgerted, technology is transforming
the profession. To survive in this environmentgspeople need a new set of skills. By
analyzing these trends and watching what makes sfrntige world’s best salespeople
successful in the new sales environment followioggset of skills has been identified by
top notch companies in the world. The best salgdpetharacterized by the following g
gualities.The most important of today’s sales sk8lsimply understanding the buyer. It's
the foundation of effective selling. It is abouedifying the experience that the buyer
wants to have as they consider making a purchageunmarket. You buyer has a set of
expectations about that experience and your jola aslesperson is to exceed those
expectations. Sell in a buyer-responsive mannerpggchology to engage the buyer and
establish trust with the buyer.

Exhibit 1: Visual imageshelp sdlling

Buyers like to do business with people they tr@iod salespeople view their ability to
establish trust with the buyer as a core sale$ skélping the buyer goes a long way in
this regard, as does understanding what the buwstsw You have to communicate
succinctly and it is a two way process in whicht&mng is an art. The days of the silver-
tongued, overly verbose salesperson are coming &md. Buyers value how information
is presented more than the information itself. odlae preferred form of presentation is
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conciseness. A good rule here is to never try tamanicate more than three important
points in a single conversation with a buyer. Actwhat the customer is saying: A lot of
leaders and pundits like to talk about good satmple are good listeners and that the
best salespeople take action based on what thefrieea their customer. It's not good
enough to just listen. In sales the relationshifwben a customer and the sales person
should be like the patient and the doctor in a akprou need to internalize what the
buyer just said and then do something about it. @estnate your expertise: Salespeople
actually need to be subject matter experts in tigas First, they need to understand the
buyer. This involves knowing about the pressingeassthat the buyer is facing and what
the buyer wants as they work their way to a pureh&8gcond, salespeople need to know
a lot about their own product or service. Commuiiocais one of today’s most
important sales skills given how much sales novs @seail to communicate with buyers.
Finally, start and conclude your written communimas$ with a call to action that asks the
buyer to take a next step.

Field sales, is definitely moving inside and theefdo-face meeting is quickly becoming
the 60 minute teleconference. As a result, salgdpameed to be effective at managing
sales calls using the phone. This requires diftes&ills such as the ability to read the
tone of someone’s voice or measure the cadencéeofconversation to determine
whether the prospect is satisfied or not. Some gergurt people think that marketing is
eating sales. Though this may not be true, salesahat to learn from marketing and
sales people who possess advanced marketing siillsfare well. Some sales
organizations are also using a campaign formatrtetsire how they conduct traditional
sales activities like prospecting. These activitiesed to be unorganized and non-
standardized. Now, sales management is borrowing fmarketing and enforcing
campaign-like structure on many sales activities.

The Customer has less attention to give to you thaar before and so it is no longer
good enough to agree on next steps. You actualy ne help the buyer achieve those
next steps. Many sales organizations are usingqitdoby to become more efficient and
shorten the length of the average sales cyclesfabple are actually busier than ever as
evidenced by a recent CSO Insights report that stibat salespeople only spend 37% of
their time actually selling. The salesperson thext cse technology to become more
productive and can have a significant advantage tnegr peers — they are able to spend
more time selling.The best salespeople focus ondtiky tasks or activities that they
know will set them up to achieve their quota. Téates skill is usually learned over time,
but it's invaluable. They invest time in a numbé&opportunities knowing that some will
close and some will not. They track the performamiceach opportunity, as well as the
aggregate performance of their entire pipeline ameakly, if not daily, basis. They are
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also able to conduct a “bottoms up” analysis ofrtpgeline at any time to determine
where they sit relative to their quota target.

Above all else, you can't be an effective salegpeisyou don't understand who you are
selling to and what the market landscape looks. llkeamine how the competition is
selling and pitching, and do something differenbuYwant to standout and be unique,
while still speaking to what your prospects neaat(aant). According to Ken Krogue,
President & Founder of InsideSales.com, "It's yeabout the leads." From our
standpoint, this means refining your lead genemago that you are capturing high-
quality leads who truly need what you're sellingt Bicreasing the quality of your leads
can be tricky. It starts with knowing who you'regeting (i.e. identifying your buyer). In
order to have effective lead generation, you neebatve a specific target audience and
prove that your solution can solve the needs fos froup. While talking all about
strengthening the bond between marketing and salegeat way to help ensure the
success of your sales team, is to make sure yimstering a sales-driven culture.

EDUCATION FIGHTS WAR.

SEMD AN SMS TO 4858T: YOU WILL CONTRIBUTE WiTH 1 EURO TO GUARANTEE

PRIMARY EDUCATION TC 8 MILLIOMS OF CHILDREN LIVING IN WAR COUNTRIES.

@hﬂ—oﬂlﬂm REwrite the Fusere

Exhibit 2: Marketing through images! (Save the Children Campaign)

The sales team has to use their CRM platform, aat imtegrate it with the marketing
automation software, so there is full transparebefween marketing and sales. Sales
team is able to see exactly how a prospect hasotezl with our content - what blog
posts they've read, what pages they've visitedt emmails they've opened - giving them
talking points, but also more insight into what grespect is interested in purchasing and
how ready they are to buy. Additionally, CRMs canhighly beneficial when there is a
change on the prospect's side during the saleessoéocus on the Data Analysis is
critical for success of sales and marketing effdPi@y close attention to your matrices,
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find out what's working and what isn't. Data anaslysan take a lot of time, so it is
suggest that if you're not accustomed to measwyonig sales efforts, start with bi-annual
reports and make them as in-depth and detailedssijpe. By looking at different trends
you can make smarter decisions that will ultimatgy you more results in the long-run.

Building trust can be difficult when you're tryirig sell someone a product or service.
And a great way to do that is through educatiorudation is through content in your
blog. Use your blog, your premium content offersurywebinars, etc., to help educate
your prospect on what your organization offersydti help to educate them, enabling
them to make their own decisions (which you havpdt guide towards your solution),
they will begin to trust you. And once you havestyiyou're much more likely to be able
to win the relationship. On the sales side, use yoarketing team to your advantage.
Talk to them about what your prospects are sayirf@8hare these insights with your
marketing team so they can continue to feed yohdrigind higher quality leads. You
also want to share your reports with the marketaagm. Full transparency will help you
both be more effective. Marketing is in charge efivkering leads. So if you can show
them what types of leads are closing, or how ldisgiaking you to close a sale because
the leads aren't ready to talk to someone, they dine able to change their marketing
campaigns to account for that. Use them as an albly,as an enemy as so many
companies do, you'll see the results.

MARKETING AND SALES COORDINATION

Some marketers pass all leads directly to thegssedam and others only pass over the
ones that meet criteria they determine as "sala$ifiga." For the latter group, if sales is
passing back a lot of leads, this indicates theerai for transitioning a lead needs to be
tweaked. It's important to keep these meetings isterd and regular. These feedback
sessions with sales and marketing should occueast Imonthly and all commentary
should be kept actionable. Lead nurturing is addpiat comes up often because it
requires such carefully coordinated efforts betwketh teams. By implementing these
steps, marketing and sales teams can see moreblateresults from their efforts.

Product designers learned years ago that they’'d sme and money if they consulted
with their colleagues in manufacturing rather thast throwing new designs over the
wall. The two functions realized it wasn’'t enoughjiist coexist—not when they could
work together to create value for the company ardctistomers. One may think that
marketing and sales teams, whose work is also yeeptrconnected, would have
discovered something similar. As a rule, thougleyte separate functions within an
organization, and, when they do work together, tihey't always get along. When sales
are disappointing, Marketing blames the sales ftocés poor execution of an otherwise
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brilliant rollout plan. The sales team, in turnaiohs that Marketing sets prices too high
and uses too much of the budget, which insteadldtgmutoward hiring more salespeople
or paying the sales reps higher commissions. Mooadly, sales departments tend to
believe that marketers are out of touch with wha&ally going on with customers.

Marketing believes the sales force is myopic—togug®ed on individual customer

experiences, insufficiently aware of the larger kegrand blind to the future. In short,

each group often undervalues the other’s contidinsti

This lack of alignment ends up hurting corporatdqgrenance. There is no question that,
when Sales and Marketing work well together, congsmsee substantial improvement
on important performance metrics: Sales cycleshogter, market-entry costs go down,
and the cost of sales is lower. That's what hapgewieen IBM integrated its sales and
marketing groups to create a new function calledr@el Enablement.

A recent research study pointed out that:

- The marketing function takes different forms infeliént companies at different
product life-cycle stages—all of which can deefgét the relationship between
Sales and Marketing.

« The strains between Sales and Marketing fall imto tnain categories: economic
and cultural.

« It's not difficult for companies to assess the gyabf the working relationship
between Sales and Marketing. (This article includediagnostic tool for doing
S0.)

« Companies can take practical steps to move the ftmations into a more
productive relationship, once they've establishdteng the groups are starting
from.

Before we look closely at the relationship betw#dentwo groups, we need to recognize
that the nature of the marketing function varigm#icantly from company to company.
As companies become larger and more successfyl réadize that effective marketing
calls for people skilled in segmentation, targetiaigd positioning. Once companies hire
marketers with those skills, Marketing becomes ratependent player. It also starts to
compete with Sales for funding. While the salessiois has not changed, the marketing
mission has. Disagreements arise. Each functioastan tasks it believes the other
should be doing but isn’t. All too often, organipats find that they have a marketing
function inside Sales, and a sales function insldeketing. At this stage, the salespeople
wish that the marketers would worry about futur@artunities (long-term strategy) and
leave the current opportunities (individual andugreales) to them.
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The economic friction is generated by the needitidé the total budget granted by

senior management to support Sales and Markethnogadtion costs, too, are a source of
friction. The marketing group needs to spend mdoneyenerate customers’ awareness of,
interest in, preference for, and desire for a pobdBut the sales force often views the
large sums spent on promotion—particularly on tislewn advertising—as a waste of

money. The VP of sales tends to think that this eyomwould be better spent increasing
the size and quality of the sales force.

The cultural conflict between Sales and Marketsgfianything, even more entrenched
than the economic conflict. This is true in partdese the two functions attract different
types of people who spend their time in very ddfgrways. However, that performance
focus doesn't always look like action to their ealjues in Sales because it all happens
behind a desk rather than out in the field. Saleglee in contrast, spend their time
talking to existing and potential customers. Theyskilled relationship builders; they're
not only savvy about customers’ willingness to by also attuned to which product
features will fly and which will die. They want keep moving. They're used to rejection,
and it doesn’t depress them. They live for closangple. It's hardly surprising that these
two groups of people find it difficult to work wetbgether.

Exhibit 3: Marketing & sales Alignment
( Ref: By Harshzad - Own work, CC BY- SA 4.0)

Given the potential economic and cultural conflicee would expect some strains to
develop between the two groups. And, indeed, sawel lof dysfunction usually does
exist, even in cases where the heads of Sales ar#telhg are friendly. Once an
organization understands the nature of the relglipnbetween its marketing and sales
groups, senior managers may wish to create a sraliggnment between the two. If the
business unit or company is small, members of SahelsMarketing may enjoy good,
informal relationships that needn’t be disturbedisTis especially true if Marketing's
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role is primarily to support the sales force. & tharket is becoming commoditized, for
example, a traditional sales force may becomeyddtl if the market is moving toward
customization, the sales force will need to upgrasleskills. The heads of Sales and
Marketing may want to build a more aligned relasioip and jointly add new skills. To
move from a defined relationship to an aligned one:

As your functions become better aligned, it's inmpot to create opportunities for
marketers and salespeople to work together. Theuldhget involved with developing
alternate solutions for customers, early in theesgbrocess. Jointly, marketers and
salespeople should generate a playbook for expgralisiness with the top ten accounts
in each market segment. They should also plan svamd conferences together. The
main rationale for integrating Sales and Marketiagthat the two functions have a
common goal: the generation of profitable and iasieg revenue. It is logical to put both
functions under one C-level executive. Companief st Campbell’'s Soup, Coca-Cola,
and FedEx have a chief revenue officer (CRO) whresponsible for planning for and
delivering the revenue needed to meet corporatctigs.

DEFINING THE MARKETING AND SALES FUNNEL

Sales and Marketing are responsible for a sequehaetivities and events (sometimes
called a funnel) that leads customers toward pwehaand, hopefully, ongoing
relationships. Such funnels can be described ffwrcustomer’s perspective or from the
seller's perspective. (A typical funnel based oe thustomer’s decision sequence is
shown in the exhibit “The Buying Funnel.”) Markegims usually responsible for the first
few steps—building customers’ brand awareness arhdb preference, creating a
marketing plan, and generating leads for salesnmes executes the marketing plan
and follows up on leads. This division of labor maerit. It is simple, and it prevents
Marketing from getting too involved in individuahles opportunities at the expense of
more strategic activities. Funnels of this kind—egrated into the CRM system and into
sales forecasting and account-review processes—farm increasingly important
backbone for sales management. Of course, Marketingolvement in the sales funnel
should be matched by Sales’ involvement in the repst, strategic decisions the
marketing group is making. Salespeople should wotk the marketing and R&D staffs
as they decide how to segment the market, whicyats to offer to which segments,
and how to position those products.

There’s a conventional view that Marketing shouwlet responsibility for the first four

steps of the typical buying funnel—customer awasenebrand awareness, brand
consideration, and brand preference. (The funridats the ways that Marketing and
Sales influence customers’ purchasing decisionsaykbting builds brand preference,
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creates a marketing plan, and generates leadsilies before handing off execution and
follow-up tasks to Sales. This division of laboreke Marketing focused on strategic
activities and prevents the group from intrudingindividual sales opportunities. The

sales group is responsible for the last four stepshe funnel—purchase intention,

purchase, customer loyalty, and customer advocat®sSisually develops its own funnel
for the selling tasks that happen during the fivgd steps. (These include prospecting,
defining needs, preparing and presenting proposakgyotiating contracts, and

implementing the sale.) Apart from some lead gdiwrain the prospecting stage,

Marketing all too often plays no role in these task

customer

AWarangss
brand
AWETENESS

brand
cansideration

brand
preference

EEEEEEEEEEEEEEEENEEEEEEE Ha"d[]ﬁ

purthaga
intention
D purchase
SALES
Customer
loyalty
customer
afvocacy

Exhibit 4: The Marketing / Buying Funnel

MARKETING

The integrated organization will not succeed unl&ases and Marketing share
responsibility for revenue objectives. Salespedydeorically work on commission, and

marketers don’t. To successfully integrate the fwactions, management will need to
review the overall compensation policy. Obviouslye difference between judging

current and future outcomes makes it more complécdbr companies to develop
common metrics for Sales and Marketing. As the waykelationship between Sales and
Marketing becomes more interactive and interdepandee integrated organization will

continue to wrestle with this difficult, but surelpt insurmountable conflict.

But every company can and should improve the malatiip between Sales and
Marketing. Carefully planned enhancements will gr#alespeople’s intimate knowledge
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of your customers into the company’s core. Theggawements will also help you serve
customers better now and will help you build befievducts for the future. They will
help your company marry softer, relationship-butgskills with harder, analytic skills.
They will force your organization to closely cornsichow it rewards people and whether
those reward systems apply fairly across functi@est of all, these improvements will
boost both your top-line and bottom-line growth.

The “new marketing myopia” occurs when marketerit tta see the broader societal
context of business decision making, sometimes wdibastrous results for their

organization and society. It stems from three eelgphenomena: (1) a single-minded
focus on the customer without considering othekedtalders, (2) a narrow definition of

the customer needs, and (3) a failure to recogthizechanged social environment of
business which considers multiple stakeholders.tdbusrs in the “new marketing

myopia” remain a central consideration, as in thditional “marketing myopia”.

ANALYSISAND CONCLUSION

The literature is full of information. But to idefyt and filter them is the difficult task.
One such example is the availability of enough nimfation regarding what contributes
and demonstrates selling skills. But how it is ®gspted and applied by Sales is the crux
of the problem. The sales orientation and trainprggrams must concentrate on
developing the APPROPRIATE selling skills developimd-or example one of the key
research findings from previous studies has bean’lstening’ is 5% and ‘Talking’ is
rest. This needs to be reversed.

From the day Theodore Levitt published his paperMarketing Myopia in Harvard
Business Review in 1960 to this day, Marketinguffesing from this myopic outlook.
Business Environment has changed, customer exmedtave changed; management
accountability to stake holders and public haseased. Blindly following a customer
orientation and mending your ways to his tunes moll help organizations; they have to
consider the impact of stake holders and make rémmimproved profitability and
viability of the company which can be achieved tlglo improved sales performance
alone, without compromising marketing. For thiss@amanagement should move away
from a ‘jaundiced view’ of sales role in the compan

As suggested it is futile to enter into controveasyto whether marketing or sales role is
more important because we have seen from a compsigleeliterature review that both
roles have to be complimentary. The marketing fumnaelpful in identifying mutually
contributive and fulfilling roles. The measure otsess is as always has been the bottom
line. Better Profits and increased market share lsanassured with the mutually
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collaborative roles of sales and marketing. Fu(Marketing) is built on the shoulder
(Sales) of the recent past and present.

Without marketing, you would not have prospectdeads to follow up with, but yet
without a good sales technique and strategy, ylmsing rate may depress you. Both are
necessities to the success of a business. You taonwithout either process. If you
work to strategically combine both efforts you watkperience a successful amount of
business growth. The sales process consists afpersonal interaction. Studies have
shown that it takes multiple contacts using botessand marketing to move the prospect
from one level to the next. That is why it is imjamt that you develop a process that
combines both sales and marketing.

Exhibit 5: Alignment for optimum results

In conclusion the question is like whether the tighe or the let eye is more important.
Both are needed for a correct and complete vismralso the need for Sales and
Marketing. Historically this has never been disputbut only distorted due to power
centers being created for mutual exclusion!

RECOMMENDATION

Marketing’s myopic focus on customers and failweitve attention to a broad range of
stakeholders can have serious adverse consequécesarketers, their firms, and
society. In contrast, a vision of marketing managenhas involving multiple stakeholders
in value creation is needed. To realize this visimproved marketing practice s are
required. While the theoretical and conceptualedéghces between marketing and sales
are getting resolved other issues needing atteatieon

1. Integrating stake holder vision and expectatioamfthe company
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Organizations need to comprehend better their gempbedded position in society and
shift from a narrow focus on customers to a stakiwoorientation if businesses are to

2. The paucity of research on stakeholders in marggeteeds focus in future
research.
3. Further research on communication practices theasalient and effective
for different stakeholders to developing method@s@nd metrics for the
measurement of stakeholder orientation and corpa@atial performance
more broadly.

prosper and grow in the challenging environmerthef21stcentury
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