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Market differentiation strategies 

embody the approaches one can 

take to make an organization 

stand out and successfully 

 

leverage its competitive 

 

advantage(s). Selection of such 

strategy should be done by first 

considering views from clients' 

perspectives, and then from 

 

competitors' perspectives. 

 

 

Positioning would be selected 

down to the level most meaning-

ful for your organization

--

 i.e. you 

may choose one position for the 

entire organization, or a different 

position for each line of business, 

program, product or service. 

 

Further, you may select different 

positions for different market 

 

segments within your organiza-

tion, or for a given line, program, 

product or service.

 

 

 

April showers bring May flowers

—

 and also a special interview with Carvel Whiting, President 

of the Board at BELIEVE International. BELIEVE is one of my 2009 Pro Bono Clients. The 

 

organization is committed to helping impoverished youth in the Philippines become productive, 

successful adults and leaders who are a positive influence in their communities. This is 

 

accomplished by providing the resources necessary to attend school, encouraging excellence in 

academic studies, and creating opportunities for the youth and their families to internalize 

 

positive core values and develop leadership skills. I’m humbled by the BELIEVE volunteers and 

their efforts. Learn more at www.believeinternational.org. 

 

 

 

 

 

Hope this issue turns your rain to shine,
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Inside this issue:

 

 

PLAN B CONSULTING

 

MISSION STATEMENT

 

 

To assist nonprofit organizations and 

small businesses across the U.S. to become 

more effective and more efficient  through 

 

practical business planning, resulting in 

meaningful and measurable impact on 

both the organization and its community. 

 

See page 2 for more on

 

differentiation strategies.

 

 

ENVIRONMENTAL

APPRAISAL

MISSION, 

VISION, & VALUES

POSITIONING 

ORGANIZATIONAL 

STRATEGY

BUSINESS 

PLANNING

Want to be 

 

included in a 

 

future issue? Have 

a business/idea to 

promote? Tell me 

your story, and 

you could be the 

focus of a 

Be My 

Guest 

feature!
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There are several specific differentiation strategies to consider. You should consider what strategy you follow now 

and determine whether to continue with that positioning or to reposition yourself for the future. Here are five 

 

differentiation strategies to choose from:

 

 

·

 

Differentiation:  Offerings are distinct from other organizations’.

 

·

 

Challenger:  Offerings are similar to one or more of other organizations’. 

 

·

 

Niche:  For a highly unique, yet untapped market segment, offerings are distinctive in service and/or availability 

 

·

 

Premium: Offerings provide, or can be perceived to provide, higher quality and may elicit a higher price.

 

·

 

Termination (Non

-

Pursuit or Discontinuation):  Offerings are not needed and/or cannot be otherwise justifiably 

offered or continued.

 

Your plans are only worthwhile if you effectively develop and execute associated 

 

marketing communications. How do you conduct a Marketing Communications review? 

I consider how the message about an organization and what it offers can be communi-

cated or better (or more fully) communicated to external stakeholders, including existing 

and potential customers/clients, as well as to investors, partners, etc.

 

 

To me marketing communications strategy encompasses the following areas:  

 

positioning, branding, outreach, advertising, direct marketing, promotion, publicity, 

sales/sales promotion, and online marketing.

 

 

So, how do you define such review? How often do you update your marketing 

 

communications plan? How do you know if related outreach is effective?

 

Have you heard of The 

Thinking Coach?  This 

group provides seminars, 

presentations, and strategic 

communication workshops 

to provide simple and 

 

powerful leadership tools to 

help professionals adapt to 

changes, handle stress, and 

to think out of the box 

 

progressively.

 

 

Their free e

-

newsletter 

 

covers various topics 

around leadership, 

 

creativity, and strategy. 

Check out their latest issue 

at:

 

 

www.thethinkingcoach.com

 

 

Planning Predicaments:   Is it the Best or Worst Time to Start a Business?

 

Differentiate Yourself!

 

Communication Corner

 

Online Plug 

 

of the Month

 

As Dickens put it, “It was the best of times, it was the worst of times…” , but 

which is it for those looking to start a new business? A 12/28/08 article in my 

local newspaper, the 

Kane County Chronicle

, discussed the ups and downs fac-

ing businesses in “Businesses survive in tough times” (Section D, page 1).

 

 

We’re told that credit will start to loosen up and that history has shown such 

 

difficult times as ripe for innovation, but in what areas? At what cost and risk? It 

may be that the opportunities lie in introducing new products and services that 

assist consumers and businesses in transforming their own organizations and in 

providing ways for them to cope, streamline, and reinvent themselves.

 

 

It 

may be

 a great time to start a business, as long as we diversify our options by 

starting that business while simultaneously keeping our day jobs!

 

Where 

planning 

concepts 

meet 

 

reality
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[image: image3.wmf]Carvel Whiting managed information systems his entire 38

-

year career.  For most of the last 23 years he 

was at the corporate VP level, involved in the strategy and direction of information systems for his company 

or division. In that role he participated in the strategic planning processes of the company.  In the last 

 

company he worked for (which was the largest and most complex),  he was able to develop and implement 

a process and organizational model that linked corporate plans and objectives with the budgeting processes 

for the information systems functions.  This had never been done before at that company.

 

 

Reflecting on his corporate career, Carvel indicates that, “I was privileged to work with some very, very 

bright and talented people during my career. But it takes more than intelligence and talent to be successful. 

Ultimately everything revolves around people and processes.  Management is all about bringing talented 

people together in ways that leverage the individual talents of people and help them work together for the 

common good.  Knowing where you are going is a requirement to achieve this.” Carvel retired as VP and 

CIO of one of the top integrated healthcare systems in the country.

 

 

Currently, Carvel is President of the Believe International Board of Directors. He and his wife lived in the 

Philippines for two years. They lived among the local people and became very close with them, coming to 

understand the challenges they face on a daily basis. They decided to do what they could to help the people 

who had become more than friends to them. So, just before they returned home to the U.S., they worked 

with a group of local leaders to create and organize the BELIEVE Foundation in the Philippines. When they 

came back to America, they merged their efforts with an existing 501(c)(3) organization here, changed its 

name to BELIEVE International, and Carvel became the Vice President. A year later, he became president.

 

 

The predecessor to BELIEVE International was began in 2001 and grew to represent four areas in the Phil-

ippines, with five to six local volunteers.  In 2007, when Carvel and his wife joined the organization, they 

expanded it to 15 areas in the Philippines and doubled the number of student scholarships.  The focus ini-

tially was to just pay the educational expenses for poor students.  They continued that but also brought a 

focus on teaching the students core values and leadership skills and expanded the scholarships to include a 

few at the college level.

 

 

In his current role, Carvel is directly responsible for organizational planning. While the Board itself has not 

been involved in planning efforts in the past, it is embarking on a planning process under the facilitation of 

my firm, Plan B Consulting. Says Carvel, “I strongly believe in having all key stakeholders involved in the 

key 

 

processes, including planning.”

 

 

BELIEVE does not yet have a formal operating plan or budgeting process. Carvel feels strongly that the 

budgeting process to come should closely follow the goals set within the planning process, “I have a strong 

bias in favor of linking the planning and budgeting processes. I am surprised that many companies ignore 

this somewhat obvious link. Instead of using planning

-

based budgeting, they use budget

-

based 

 

planning, which is usually short

-

range (annual) and which severely limits the ability to move in strategic 

directions.”

 

 

(CONTINUED ON PAGE 4)
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Be My Guest!   This month, an interview with L. Carvel Whiting, Board President, 

 

 

 

 

BELIEVE International

 


[image: image4.wmf]I am working closely with Carvel and the rest of the Board on their plans and associated processes, keeping 

three key goals in mind:

 

 

1)

 

An educational experience for the board of directors.  

They will be better and more effective board 

 

members from participating in a strategic planning process.  According to Carvel, “If you have never done 

something like this before, it opens your eyes and you begin to think a little differently toward the tasks at 

hand.”

 

2) 

A "planning template" that can be used annually in the future

.

 

3) 

The organization’s first formal strategic plan

.  Since this will be their first formal plan, it will not be 

 

perfect but will be a learning experience for all involved. Future planning efforts should build upon this one 

and should get better over time.

 

 

When asked to share planning advice for others, Carvel humorously responds, “I love the exchange between 

Alice (in Wonderland) and the Cheshire cat.  Alice: ‘Would you tell me, please, which way I ought to go 

from here?’  The Cat: ‘That depends a good deal on where you want to go to.’  Alice: ‘I don't much care 

where 

–

‘  Cat: ‘Then it doesn't matter which way you go.’ ” Carvel has learned that when we know where 

we want to go, even if we do not have the capacity to begin the journey today, over time opportunities arise 

that open doors. He says, “As long as we keep our vision clearly in mind it will affect even our small 

 

decisions and will lead us slowly but surely in that direction.”

 

 

Carvel also believes that excellence is an ongoing journey, not a one

-

time exercise.  “It is an attitude, a 

mindset.  It is a hunger and a passion that affects the way you approach your work and the way you 

 

approach problems. Those who have this perspective are always improving and growing. We need to 

 

approach our planning with this mindset.”

 

 

On the personal front, Carvel tells me he always thinks long term, perhaps to a fault. He says that his 

 

perspective is fortunately complemented by a wonderful, creative wife who is quite spontaneous. Together, 

they balance each side, allowing some random things to occur on their path to their goals.

 

 

Carvel’s final words of wisdom? “Know where you are going.  Engage everyone involved. Have solid 

 

processes. Put square pegs in square holes. Do not be afraid to move people up or down the ladder. Look for 

and groom the most talented people. Be an example of the values you want your organization to live. Hold 

people accountable. Remember that it takes more than the leader for the organization to be successful. 

Lastly, work hard, love life, respect people, and be honest with yourself and others in all you do. There is no 

problem without a solution.”

 

 

Sage advice.
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Be My Guest!   An Interview with Carvel Whiting (continued)

 

 

Questions? 

L. Carvel Whiting

 

801

-

943

-

9623

 

     1840 Moorecrest Ct

 

     Salt Lake City, UT 84121      carvelwhiting@believeinternational.org

 

 

 

 

 

 

 

www.believeinternational.org 

 

 


[image: image5.wmf]Personally 
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How do you balance work and personal 

life? On his web site

 

www. Authentichappiness.com, 

 

researcher Martin E.P. Seligman 

 

provides a variety of different surveys 

related to measurement and evaluation of 

happiness levels. One survey, titled 

“Work

-

Life Questionnaire” asks four 

questions and then provides scores in 

comparison with your peer groups. I was 

both happy for myself and sad for others 

when I saw the comparative results, 

which I have summarized above.  
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·

 

Book Banter 

 

OverSuccess:  Healing the American Obsession with Wealth, Fame, 

 

 

 

Power, and Perfection

, by Jim Rubens, 2009.

 

In this long, but worthwhile read, Rubens focuses on the difference between healthy success and 

 

oversuccess

—

 “an obsession with sustained effort to reach, or the attainment of a lofty goal

—

but an 

 

effort motivated largely by status concerns.” (p.21) This book resonated with me on a personal level, but 

here I offer some insights related to work and planning.

 

 

*We have many stakeholders, but we can’t please them all. The book indicates that “effective human groups top 

out at about 150 individuals… we are limited in the number of people with whom we can maintain a personal, 

 

predictable relationship. For sizes much beyond the small group, it is not possible to recall who is competent or 

trustworthy.” (p. 34)

 

*How do you ensure that your message gets across? “To roughly estimate a communication medium’s social 

 

impact today, I rate each on three scales:  emotional immersiveness (“emotion”), how quickly the medium’s 

 

content permeates a given group (“speed”) and how omnipresent it is (“ubiquity”). I rate each category from one 

(weak) to three (strong).” (p. 136)

 

*

While the book uses this information in a negative context regarding our total absorption into work and its 

 

surroundings, it is none

-

the

-

less useful to read that “Common among Fortune magazine’s 100 best employers are 

‘not only corporate child care, free food, and weekly parties, but take

-

home meals, school tuition, full

-

service 

gyms, concierge services, support groups, company rock bands, paid time off for volunteer work, massage, 

 

sabbaticals, in

-

house stores, and all

-

company trips to tropical islands.’ ” (p. 281)

 

*Ruben’s comments regarding happiness relative to goals attainment also apply to risk evaluation of SWOT fac-

tors:  “A good rule of thumb recommended by psychologists is that we select challenges at which we are about 

fifty

-

percent likely to succeed.”  (p. 329)

 

Family 

 

Commitment

 

Professional

 

Development

 

Personal

 

Health

 

Personal

 

Fulfillment

 

 

 

Societal

 

Contributions

 

Felt More Strongly

% of….

Than Me That

All Web

My

Age

Occupation

Education

Zip 

Their Work is…

Users

Gender

Group

Group

Level

Code

Just a job

61%

61%

58%

63%

53%

60%

A career

69%

68%

56%

69%

63%

65%

A calling

21%

21%

23%

18%

26%

22%

Satisfying

6%

6%

7%

5%

7%

8%


[image: image6.wmf]Services include:

 

·

 

Training courses in planning and business management

 

·

 

Personal coaching sessions on business performance and management

 

·

 

Assistance in business plan development, update, review, and/or 

 

revision

 

·

 

Customized market research and competitive intelligence analysis

 

·

 

Strategic facilitation of the planning process

 

·

 

Board retreat facilitation

 

See you in 

 

May!

 

 

This newsletter is intended to provide 

useful information but should not be 

construed as legal or financial fact, 

 

advice, or opinion.

 

Plan B Consulting offers practical business planning assistance 

through consultation, facilitation and training. Client services 

 

incorporate interactive collaboration combined with long

-

term 

follow

-

up and accountability.  To obtain a free, no

-

obligation 

needs assessment, call (630) 291

-

2751 or  e

-

mail: 

 

michelledcoussens@yahoo.com.

 

 

·

 

Should You “Supersize” Your Business?

 

 

·

 

Be My Guest:  A Look into Kidz Kabaret

 

 

·

 

A book review of  

Getting Green Done:  Hard 

Truths from the Front Lines of the 

 

Sustainability Revolution,

 by Austin Schendler, 

2009.

 

 

·

 

And more!

 

 

Have an idea or comment to 

share? Have a topic 

 

suggestion or planning 

 

question? Send it in! I would 

love to hear from you!

 

 

 

Be My Guest/Reader 

 

Feature

 

Look for this regularly 

 

featured column to introduce 

you to people and their 

 

planning stories. Have a 

 

planning success or horror 

story? Have some tips for 

others? I would love to 

 

feature you. If you are 

 

interested in being  included 

in a future newsletter, let me 

know if you would like to 

write a guest column or be 

interviewed.

 

Coming in May...

 

 

Know someone who would 

like to subscribe to this 

newsletter? Forward a copy to 

them.  They can then email 

michelledcoussens@yahoo.co

m and put “SUBSCRIBE” as the 

title of the email. Anyone 

preferring a hard

-

copy mailing 

of current or back issues can 

send a 

 

self

-

addressed, stamped 

envelope with their request 

to:

 

 

Plan B Consulting

 

337 N. Prairie

 

Batavia, IL 60510

 

Attn:  Newsletter Request

 

 

E

-

copies of back issues are 

available at no charge, upon 

request.
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Darcy Rose Coussens, 

 

Newsletter Editor

 

Michelle Coussens
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