


 
 

An Excerpt From 
 

Values Sell: 
Transforming Purpose into Profit Through Creative Sales and 

Distribution Strategies 
 

 
by Nadine A. Thompson and Angela E. Soper 

Published by Berrett-Koehler Publishers 
 



vii

Letter from the Editor of the Social Venture ix
Network Series

Preface xi

Acknowledgments xvii

1 Establishing a Clear and Profitable Vision 1

2 Defining Your Market 21

3 Building Strong Distribution Channels 41

4 Empowering Your Way to Success 63

5 Educating Your Partners 85

6 Creating Valuable Strategic Alliances 101

7 Celebrating Achievements 117

8 Do Values Really Sell? 133

Notes 139

Resources 147

Suggested Reading 151

Index 153

About Social Venture Network 159

About the Authors 161

Contents



Establishing a clear 
and profitable vision

THE CREATIVE CHALLENGE:  

Using your vision to solve problems and 
develop new strategies for increasing sales

Seventh Generation, maker of nontoxic and environ-

mentally safe household products, was faced with a

dilemma regarding its values versus its sales when 

a large grocery chain that carried the company’s 

products experienced a labor strike. As a company 

that strives to be a positive force in society, Seventh 

Generation had to decide whether to sell to the grocer

since the strike involved health benefits. The company

chose to continue to do business with the grocery chain

during the strike but to donate all profits from those

sales to the workers’ strike fund. This action helped 

Seventh Generation maintain a good relationship with

the grocer’s employees, its customers, and the grocer 

itself, all of which contributed to future sales.

1
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Vision. It’s a simple word with huge connotations in the business
world. Surely for anyone who has awakened in the middle of the
night with a new business idea glowing like a 100-watt bulb in
her head, the vision is sparkling clear, illuminating every fiber in
her body. Most of us have had such “visionary” moments in our
lives. Maybe it wasn’t a new business idea but a new way to



solve a problem or enhance your life or someone else’s: an abrupt
awareness of that nagging reason you couldn’t balance the check-
book, a sudden insight into why your teenager has been giving
you nasty glares for three days, the perfect way to celebrate your
parents’ wedding anniversary.

There’s no discounting such moments of blinding insight
when it comes to proposing a new idea. And of course, there’s
also plenty of room for those who start with a kernel of an idea,
work laboriously and painstakingly to nurture it, and allow it to
germinate fully before putting it into action. However it is reached
and ultimately presented, a vision can be a critical component of
creating sales and distribution strategies that move a business for-
ward. In fact, it is often the foundation for many other aspects of
a business that can play a role in promoting healthy sales and dis-
tribution: marketing, customer service, personnel issues, commu-
nity outreach, public relations.

In a values-driven business, or socially responsible business,
the vision is the torchbearer that leads his or her team proudly
over the challenging terrain of business ups and downs. Occa-
sionally this vision may alter its route, adjust for changes in the
environment or climate, or even reconfigure the long-term strat-
egy, but it will always maintain a steady course toward the goal
at hand. Vision is looking to the horizon and imagining what
could be. Vision is daring to head toward that horizon with a
true sense of purpose and a plan of action.

In this chapter we will give you examples of business lead-
ers who have established clear and profitable visions as they for-
mulated their companies and then used their visions as strategic
allies in selling their products or services. These visions encom-
passed a socially responsible agenda but were also modeled on
sound business principles that took into account a very basic
rule of success: people must want what you are selling, the prod-
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uct or service must be of high quality, and consumers must want
to purchase it again and again.

Whatever business you’re in—or hoping to create—you will
be selling. In addition to your product, you will sell your con-
cept to potential investors, you will sell your socially responsible
mission, you will sell your brand and what it stands for, and you
will sell what you stand for as an individual.

Although this book is about creative sales and distribution
strategies, you won’t be able to sell effectively unless your busi-
ness is grounded in a powerful vision. A clear vision will drive
you forward and enable you to scale new heights. It can get you
through the tough times (and all businesses have them!) and help
you adjust when change is required. Lack of vision will stifle you
or send you in confusing directions. And if you don’t know
where you’re headed, your investors, your suppliers, your com-
munity, and certainly your customers will be confused and may
lose confidence in your business and your product. As Angela’s
writer and attorney friend Danny Quintana says, “It’s easy to
get where you’re going if you know where you’re going.”1 Your
vision can be that shining, guiding star.

By establishing your vision and the actions that will support
it, you will be better able to design and support strong sales and
distribution strategies. First, let’s take a look at a few socially re-
sponsible companies and the particular vision and actual busi-
ness of each.

Seventh Generation makes nontoxic and environmentally
safe household products. It wants to market products that save
natural resources, keep toxic chemicals out of the environment,
and make the world a safer place—for generations to come.
The vision is to make the world a safer, healthier place and fos-
ter social and environmental change. The business is household
products.
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New Leaf Paper sells recycled paper. The vision is to inspire
a fundamental shift toward environmental responsibility in the
paper industry. The business is selling high-quality paper made
from recycled content that can replace traditional “new” paper.

Hot Lips Pizza wants to be a positive influence in the com-
munity. The vision is to find new, sustainable ways of doing
business as the company supports local growers. The business

is selling pizza and homemade soda.
Tom’s of Maine, the market leader in health and specialty

products, has maintained a vision to do what is right for its cus-
tomers, employees, communities, and environment. The business

is creating and selling safe, effective products sourced in nature.
If you’re just starting down the road of creating a values-

driven business, you may occasionally run into challenges as you
attempt to manage the social responsibility aspect of your ven-
ture with good business practices that boost sales. You may
sometimes find it tough to keep your values aligned with day-to-
day operations, especially if you’re trying to change how people
view your product or industry and possibly change their way of
doing business.

Here we offer some Vision Strategies to help align your vi-
sion with sound business principles that will keep you headed
toward increased sales.

VISION STRATEGY NUMBER ONE:

Think about how your vision and product combined can
improve your customers’ business or personal lives.

Keeping a compelling story and a compelling vision in the fore-
front of your sales efforts can play an important role in moving
your business forward. You can use this strategy to relay the
message about why your product is worth purchasing and help
motivate your sales force.
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As you are presenting your product (or service) to cus-
tomers, it’s important that your message be easy to understand.
If you clutter your sales pitch with a complex explanation that
weaves the details of your socially responsible mission with the
benefits of your product, you may confuse the buyer to the point
that it’s just too much trouble for him to invest in what you’re
selling.

Another critical component of selling is listening. If you
don’t know your customer and what he needs or wants, your
presentation may fall on deaf ears. Understand what you are
selling and to whom you are selling it. Does your presentation
need to be tailored for each customer? In other words, is Cus-
tomer A likely to be more interested in the socially responsible
benefits your product or business offers, and is Customer B
going to be more interested in the actual product benefits? Con-
sider how you can streamline your message so it is to the point
and clear to those listening.

Here are some pointers from Jeff Mendelsohn, founder of
New Leaf Paper.

Making It Compelling

Founded in 1998, New Leaf Paper of San Francisco, California,
has grown rapidly the past few years and now does close to $20
million in annual sales. Similar companies were created in the
early nineties but have since closed their doors or now operate
as small regional companies. So why did New Leaf succeed
when the others did not? “I think what we did well was to break
into a high commodity business with a proposition that didn’t
scare people away,” says Jeff. “We were able to address their
business needs.”2

One way Jeff and his staff have done this is by putting them-
selves in the shoes of their customers. “Take off your save-the-
world hat,” Jeff continues, “and put on the hat of whoever you’re
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selling to, and think about what is going to be compelling to
them.” Of course, New Leaf has an environmental agenda, but
approaching prospective customers with only this part of the
mission would not make good business sense, according to Jeff.
“People have a hard time selling on more than one platform.
They get caught up in the environment and then that’s all they’ll
talk about . . . we’ve always combined the environment with
good business . . . they come out in the same breath. That’s
probably one of the reasons why we’ve been able to be suc-
cessful.”3

Key to New Leaf’s selling approach is keeping the combined
environmental and business message extremely clean and sim-
ple. In addition, Jeff stresses the importance of taking a partner-
ship approach to business and emphasizing win-win deals with
customers. “Listen to them very carefully,” he says, “because,
especially at the outset, your preconceived notions about what
is going to sell and what is exciting to your customers will be
partly right and partly wrong.”4 By listening to your customers,
you make them feel appreciated. They also have a chance to be
part of your mission if you embrace them in what you’re doing.

Combining the company’s vision with good business prac-
tices and finding a compelling story for each customer enables
New Leaf Paper to lead the industry in the development and dis-
tribution of environmentally superior printing and office pa-
pers.5 Clearly, New Leaf Paper has found tremendous benefit in
adding “compelling” to its business plan as it keeps its values-
driven mission and product sales goals aligned.

VISION STRATEGY NUMBER TWO:  

Align your vision with your community’s interests.

If your business is small, the community in which you operate is
probably very important to you. It may be the source of your
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employees, your customers, and even your suppliers. Therefore,
your actions as a businessperson must be in tune with the needs
and interests of your community because it includes the people
who are supporting you. This strategy can be critical if you face
a business challenge or want to sell a product or offer a service
that is unfamiliar to your customers. In other words, the more
trust and loyalty you develop among those in your community,
the better chance you have of maintaining sales, keeping sup-
plies on hand, and meeting shipping deadlines when challenges
erupt. Developing strong relationships with those in your com-
munity is also important. Listen to their ideas and keep an open
dialogue going so you can prevent small issues from turning into
large problems. 

“Community” is the key word in the next example. And it
became key when the entrepreneurs took stock of their business
and how they could build a company that matched their per-
sonal interest of supporting their community—something they
determined was important to them as they were taking over the
reins of the family operation and were preparing to “restart” 
the business.

The players in this story encompass the entire community,
which is exactly what the business owners want. The story in-
cludes local farmers who wanted to find a new market for a
specific product, as well as other local growers who supply the
business with organic fruits, vegetables, cheeses, and meats. It also
involves vision and putting business practices into place today so
the business will be one step ahead of larger, more established
competitors tomorrow. Remember that your secret weapon for
gaining sales in your community may be ingenuity since you
probably won’t have the advertising dollars or brand awareness
of bigger competitors (such as national chains).

Keeping the community’s interests in mind helped these en-
trepreneurs rebuild the business. Their actions help maintain
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customer loyalty and help the company reduce costs (which helps
boost profits) by using local, fresh ingredients that don’t have to
be imported. Fresh ingredients also make a higher-quality prod-
uct, which again can help retain and increase sales.

Serve Your Business by Serving Your Community

Hot Lips Pizza owners David Yudkin and his wife, Jeana Edelman,
took over her family’s struggling Portland, Oregon, business,
which began as a gourmet pizza company in 1984. The enter-
prise lacked an infrastructure, and it grew too fast. David and
Jeana managed to pay off the sizable debt that had accrued and
then took stock of the business and asked themselves why they
were doing it and what they wanted from it.

One of the priorities for the couple was to be a positive in-
fluence on their community. About that time, David attended a
presentation by Natural Step (an international organization cre-
ated to accelerate global sustainability) and was influenced by
Natural Step’s advocacy of businesses’ having a role in address-
ing the environmental issues of the time.

David also wanted to create a better place for his children,
just as his parents and immigrant grandparents had done for
him. And finally, he knew supporting his community, specifically
by purchasing his ingredients from local farmers, was parallel
with having a quality product. From all of this, David deter-
mined that the business’s competitive edge was innovation, and
innovation has been key to everything David has been doing
since. His out-of-the-box thinking has garnered Hot Lips pub-
licity on HBO and in the Wall Street Journal, Forbes magazine,
and other publications, and it resulted in the small pizza chain
receiving Portland’s Businesses for an Environmentally Sustain-
able Tomorrow BEST Business Award in 2002.6

As David was recreating his business, a billboard promoting
a major pizza chain’s use of sun-dried tomatoes made him real-
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ize he had to find a creative way to offer his customers a great
product. He believes an innovative approach to doing business
and building sales has to be tied to real issues that are part of the
community.

To help the company put its new business model into place,
David adopted Natural Step’s concept of looking upstream—en-
visioning where you’d want to be if the world were sustainable.
It’s called “backcasting,” according to David, and it helped him
get a vision of his ultimate goals for Hot Lips and understand
the steps he had to take to align his company with the future.

Serving the community by buying from the community is im-
portant to David and Jeana. Most of the ingredients for their
pizzas and locally bottled soda are supplied by local farmers,
and many are certified organic. “That’s a goal of everything we
do,” says David.7 In other words, his ingredients and supplies
come from local businesses, so his purchases provide direct ben-
efit to the community.

David is also big on finding solutions to local problems. An
example is the way he helped local soft wheat farmers find a
market for their wheat, which is used in bread products like his
pizza. Because the northwestern area grows and mills mostly
hard wheat, the soft wheat farmers had to create a new infras-
tructure for producing their product. According to David, the
time and expense involved in recreating an infrastructure like
this is one reason organic and local foods are more expensive.8

David used his vision of being a positive influence in his
community to solve both a commodity problem and a distribu-
tion problem faced by local suppliers. His efforts also gave him
a new source for an ingredient he needed to make a quality
product and continue to foster goodwill within the community.
Actions like this help Hot Lips build a more loyal customer base
and greater sales.
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VISION STRATEGY NUMBER THREE:  

Be open to adjusting your vision as your business
grows.

As your company grows, you need to review your objectives and
listen to the marketplace, your customers, your suppliers, your
employees, and your community to realign your values in a
holistic, beneficial manner. For many businesses, this means
forming deep relationships with everyone connected to the busi-
ness and working together to make something larger and more
important happen.

When it comes to sales, what you’re selling and where it
came from is only half the equation. You must also consider
how your products are sold and to whom they are sold. When
faced with a challenge regarding your sales efforts, creative
thinking may go a long way in making the most of a difficult sit-
uation. Consider how you can create a win-win-win situation so
you, your distributor, and your customers each have a positive
outcome.

When Seventh Generation faced the challenge with the gro-
cery chain that we highlighted at the start of this chapter, it was
able to engineer a solution that benefited everyone. Although the
company gave its profits to the workers on strike and therefore
didn’t make money on those sales, the goodwill and integrity the
company created went a long way toward establishing Seventh
Generation as a good company to do business with. Its actions
demonstrate how the company makes its values—which go hand
in hand with its vision—an essential part of its entire chain of 
relationships. Its relationship with the retailer continued, cus-
tomers were still able to buy the company’s products, and Sev-
enth Generation was able to show solidarity with the workers
on an important issue.9
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Remember also that your product’s value involves more
than just its price. If your product resonates with customers on
a level that goes beyond a simple exchange of money for an item
that serves a purpose, you build brand loyalty that can translate
into sales even when a competitor offers a better price.

Next we present more about how Seventh Generation has
allowed its vision to evolve to the benefit of growing sales.

Evolution of Your Vision Builds Profits

Jeff Hollender, founder and CEO of Vermont-based Seventh
Generation, believes a company’s vision evolves over time. But
before you can have a vision, you must know who you are and
determine your own essence. From the beginning, Jeff focused
on offering people avenues that helped them express their ideal-
ism, passion, and commitment to a cause larger than themselves
and larger than the company. His definition of “people” in-
cluded managers and employees as well as Seventh Generation’s
customers, suppliers, partners, and anyone else involved in the
company’s value and supply chain. “We’ve tried to be, in the
largest sense, a satisfying company to work for and do business
with, and a major part of that effort is having a well-developed
vision of what it means to be a responsible business and a good
corporate citizen,” says Jeff.10

When Seventh Generation began in 1988, its product tag-
line was “Products for a Healthy Planet.” But over time, com-
pany officials saw a larger interest in health and wellness. In
2000, the wellness trend started to propel the natural food in-
dustry and began to have a very positive impact on Seventh Gen-
eration’s sales.

Jeff is a firm believer in the idea that when people purchase
a product, more than price comes into play. “At the end of the
day,” he says, “the question is, What is the perceived value of
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what you buy?” To him, value is a combination of price, prod-
uct quality, and other benefits someone receives when purchas-
ing a product, which may play a role in encouraging people to
support a company that has values similar to theirs.11

A product with a tangible benefit could be one that has a di-
rect impact on a person’s health—such as a laundry detergent
that makes the rash on a child’s face disappear. Such a benefit,
Jeff points out, is a powerful motivator when it comes to mak-
ing a purchasing decision. Jeff believes that the health benefits
his products offer have become an important driver for the com-
pany, even more so than the environmental benefits and the
value of being a responsible business.

In addition to focusing on health and wellness issues and
how the company’s products impact the customers’ lives, Jeff
feels the idea of sustainability has expanded. “As you say ‘sus-
tainability,’ you’re no longer talking just about the environ-
ment, but you’re talking about issues of equity and issues of
justice because you can’t have sustainability without equity and
justice,” he adds. This notion has made Seventh Generation in-
crease its focus on the role that business needs to play in the
world.12

With over eighteen years of experience, Seventh Generation
has been “around the block” when it comes to creating a for-
mula for sales success while remaining true to its values-driven
mission. As one who started his company as a private venture,
took it public, and then turned it back into a private company,
Jeff also has a firm grasp on the importance of seeking investors
who embrace his vision. Because he has chosen investors who
share Seventh Generation’s values (coupled with the financial
success of the company), he’s had no trouble obtaining addi-
tional investments from current shareholders.

By expanding its vision in these ways—moving from a pri-
mary focus on the environment to a focus on health, broaden-
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ing the definition of “sustainability,” increasing its focus on the
role it needs to play in the world, and ensuring that its vision is
aligned with its investors’—Seventh Generation has experienced
30 to 40 percent growth every year since about 2000, reports
Jeff.13 That is a very significant way to demonstrate the impor-
tance of allowing your vision to evolve over time.

�

For companies that have been in business for some time and per-
haps have not always had a socially responsible agenda, incor-
porating values into the business and sales model may offer a
unique set of challenges. Unlike a new business that can use its
values-driven policies to set sales and distribution strategies
right from the start, an established business must find innovative
ways to demonstrate its new message and more responsible way
of selling products.

Successful companies can and indeed do change how they
operate when they adopt a more values-driven focus. We sin-
cerely hope that as issues pertaining to the welfare of our planet
and its inhabitants begin to resonate around the world, more
and more companies will take steps to make some aspect of the
term “socially responsible” part of their mission statement.

But you can’t expect changes to occur overnight. You may
add new customers, new suppliers, and new distributors as you
go about transforming your business into a more socially re-
sponsible venture that you believe will boost sales or expand the
business in new directions. However, you will likely retain your
current customers, suppliers, and distributors as well (not to
mention current employees). That means finding novel ways 
to work with all the people connected to your business so they
understand what you’re doing and why you’re doing it. Change
is good; change can be refreshing and provide a jolt of new en-
ergy. However, change without education can be disruptive.
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Once again, it is important to look for the win-win (and be-
yond) situation your changes can make. Communication is key
and involves not only explaining what you’re doing but listen-

ing to those who are affected by your changes. If you take the
time to listen and learn, you may discover new ideas that mesh
perfectly and profitably with the changes you want to make.

Developing strategic alliances with suppliers or distributors
so you can make this new journey with shared values is also im-
portant. You don’t have to be a rebel going it alone; your busi-
ness likely touches many people, and the more alliances you can
create, the easier your journey will be. If you can make others
proud to be part of your mission, the transformation you’re
after can be a positive experience that sends ripples far beyond
your own business. And isn’t that one element of being a socially
responsible organization?

Also remember that if you are committed to changing how
you’re doing business, you must walk the talk. If developing a
more environmentally conscious product is one of your goals,
then consider how you can make a cultural shift in your own
operation. Does this mean creating a recycling program? Using
soy-based inks and recycled paper in your corporate promo-
tional materials? Using nontoxic cleaning products? Encourag-
ing the use of public transportation among your employees?
Again, your vision, your mission, and your values must go hand
in hand as you set forth on your transformation and work to
create new and bigger sales.

VISION STRATEGY NUMBER FOUR:  

Align every aspect of your business with your core 
values to help drive sales.

Think of your values as the fuel that is powering your vehicle as
you progress down the road to profitability. Such thinking can
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go a long way toward helping you meet your goals as you plan
sales strategies.

First of all, determine who you are and what you stand for.
If you’re not sure, take the time to sort it out. You will find that
if you have a clear mission statement and know how you will act
on your beliefs, you will be well on your way to operating a so-
cially responsible company. Your decisions about what you will
pay your employees and how they will be treated will be guided
by your values. The quality of the products you sell and how
those products are delivered to customers will be affected by
your values. Your refund policy and product replacement policy,
as well as how your customers are treated, will be driven by your
values.

Being clear about your values will give you the courage to
say no to a sale when your integrity as a businessperson could
be compromised. In other words, your values will guide how
you sell your products. You may have the greatest product in the
world, but in the long run, if your actions don’t support your
product and what your business claims to be, it’s only a matter
of time before an even more fabulous product comes along and
knocks you out of the marketplace.

Integrating your values into your business proposition is
critical in driving sales. Let your values guide your sales efforts.
If you try to juggle and weigh each aspect of your sales efforts
with your values, you may find yourself engaged in a balancing
act that tips over on the wrong side of the scale. If you want
growth and strong performance, no matter what your business’s
size, keep your sales firmly anchored by the values you estab-
lished when you began your business.

Our next example focuses on a company that determined its
core values right from the beginning and has continued to align
each aspect of the business with these values—to extraordinary
sales success.
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Values-Centered Selling Nets Results

Tom’s of Maine got its start in 1968 when Tom and Kate
Chappell decided to create and sell their own natural personal
care products when they couldn’t find such products in stores.
From the start, the company has been guided by a commitment
to “do what is right for our customers, employees, communities,
and environment.” This includes creating safe, effective natural
products free of dyes, sweeteners, and preservatives; harvesting,
processing, and packaging with respect for natural resources;
not testing on animals or using animal ingredients; and donat-
ing 10 percent of its profits and 5 percent of its employees’ paid
time to charitable organizations.14

In 2006, the company was sold to corporate giant Colgate-
Palmolive, a decision that created concern among people in the
socially responsible camp. Some wondered if Tom’s of Maine
could maintain its strong values-driven integrity. On the com-
pany’s Web site, the Chappells addressed such concerns by stat-
ing that Tom’s would remain intact in Kennebunk, Maine (the
sale was structured to give the Chappell family a minority own-
ership), and they have worked out an agreement that will pre-
serve the character, spirit, and values of the company as it
grows.15

Such a sale can have enormous ramifications—both for Tom’s
of Maine and for the product category it markets. If indeed the
company’s values can be retained, a larger segment of the pop-
ulation may be educated about the naturals market, given 
Colgate’s wide, established distribution channels. And of course,
the more sales Tom’s of Maine generates, the more successful 
it becomes in promoting the benefits of operating as a values-
centered business.

With all of that said, let’s take a look at how Tom’s of Maine
has become the leader in the U.S. naturals market by focusing
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on its values. Tom O’Brien, chief operating officer for the com-
pany, says Tom’s of Maine sets priorities and devises action
plans that are based on what company executives believe is the
right thing to do. They don’t consider the company to be so
much a “socially responsible company” as a values-centered
company whose values just happen to be very socially responsi-
ble. “We don’t say we’re a toothpaste company that also holds
these values. We say, ‘These are the values that we believe in and
here’s how we’re going to develop our business, both in tooth-
paste and deodorants or any other business that we’re in.’” This,
according to O’Brien, creates an integrated model that is key to
strong sales.16

Acting as a values-centered business can enhance your sales
efforts, but it also comes into play when you have to make tough
decisions. O’Brien and Tom Chappell regularly make values-
centered sales calls to other companies’ executives. “We go in,”
explains O’Brien, “with the CEO or president of a retailer and
have a discussion about our values. And what we do is we build
charts and put our values on one side and put their values on an-
other, and we go in to actually have a dialogue about ‘Is there
anything that we share in common, as it relates to values?’” The
two men have walked out of such meetings with a real commit-
ment from executives to be more environmentally and socially
responsible. And they’ve also walked out empty-handed, so to
speak. O’Brien says they tell executives when their values don’t
align. “We’re not afraid to turn down business if they’re asking
us to do something that’s inconsistent with who we are as a
company.”17

Clearly, selling with values has propelled Tom’s of Maine to
huge financial gains and enabled it to fulfill its commitment to
“do the right thing.” This “from the beginning” stewardship
model has guided the company throughout its thirty-eight-year
history and has made it a leader in the natural care industry.
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Stories like these fill the socially responsible arena in today’s
ever-expanding marketplace. They are stories of companies that
blend purpose and values-driven ideals with creativity to offer
goods and services in a wide variety of ways. In this book we ex-
amine aspects of selling and distributing products that capitalize
on innovative processes. Sometimes this means putting a new
spin on an old technique or collaborating with another business
to create a promotion, and added profits, for both companies. 
It can mean finding ways to treat your employees well and cre-
ate a regular recognition program so they feel their contribu-
tions are appreciated. And although each area we cover in this
book has its own unique features and “reasons to be,” you will
find that profitability starts by creating an integrated values
system that complements and supports each aspect of your
business.

As your company evolves, your vision must be central to 
everything you do. If you can keep sight of your vision, you may
find achieving bigger and better sales is a wonderful, natural by-
product.
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CO L L E C T I V E WI S D O M

� Determine your compelling story. Let it guide your inter-
actions with others—your sales force, your customers,
your suppliers, your employees. Make sure they under-
stand your story, and make a point of determining others’
compelling stories and how your operation can benefit
them as you develop sales strategies.

� Serve your community with your actions. If your vision
has roots in benefiting your community, find ways to de-
velop win-win situations that will improve your commu-
nity while building stronger sales or distribution methods.

� Expand your vision as new growth opportunities ap-

pear. Look for alliances with others connected to your
business that will have a positive impact on them as well
as your sales.

� Be patient as you make changes. If you’re transforming
your business into a more socially responsible venture, re-
member that redefining who you are probably won’t hap-
pen overnight. Let the changes you’re making be a symbol
of what you are and plan to become, and use these
changes to drive your sales in new directions.

� Determine your values early. Know who and what you
are as a business and as a business leader. As you devise
new sales strategies and create new ways to distribute your
products, your values will keep you on a steady course and
help you through the rough times.
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