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A Bad Time to Be Average 

Reading the times right is key especially in a time when too 
many unqualified sources attempt to give the description of 
the times. The authors of this article are right in that these are 
bad times to be average. The need to avoid becoming average 
(by following the herd, the mainstream, the masses etc.) has 
never been more urgent than it is today. Non-conformism, 
lateral thinking and an unorthodox attitude are paramount. 

https://on.bcg.com/2KqVtoB 

Mini article
This infographic gives a useful SEO checklist for marketers to 
increase and future-proof Google rankings. 

https://bit.ly/2MCmkQh 

Apps 

Mention 

This app provides solutions in media 
monitoring and online reputation 
management. It creates alerts when 
one’s brand name is mentioned over 
the web in general, which then 
makes it easy to capitalize on 
opportunities or prevent the damage 
before it spreads. 

https://apple.co/2GYf5hK 

Books 

The Ultimate Question 2.0. 
by Fred Reichheld 

By asking customers this question,  
organizations identify detractors, 
who sully their firm’s reputation and 
readily switch to competitors, and 
promoters, who generate good 
profits and true, sustainable growth.  

https://amzn.to/2OOMUbF 
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The Raw Need 

Companies spend $1.5 trillion on digital transformation but 
only 1% manage it successfully. In this short video Ouriel 
Lancry, digital lead at Bain & Company, explains where 
they're going wrong. Rediscovering the raw need, the essence 
of what customers value in a product, is an imperative. It is a 
phenomenal way to unleash the right kind of innovation. 
Digital transformation is about mindset rather than tech. 

https://bit.ly/2MSWqYx

Pricing 
Vocabulary 

Pricing isn’t something that is only 
related to measurement but it is 
also about a way of communicating, 
sending a message, providing 
information because a price is 
something that is read. Therefore 
the better the pricing vocabulary of 
a brand the higher likelihood of 
hitting several birds with one stone 
when putting a price tag on.  

https://bit.ly/2YPvUWD 

Demystifying 
Dealmaking             

Two longtime experts in mergers 
and acquisitions describe what 
works — and what doesn’t — in 
corporate dealmaking, including 
how to approach the role of activist 
investors. What are the effects of 
different M&As on reputation and  
stakeholder relations (i.e. investors, 
employees, consumers)? Here is an 
interesting interview that partially 
demystifies dealmaking. 

https://mck.co/31y25HD 

Customer Experience Design 

What is the nature of the magic that makes 
customer experiences stick? How can one build 
emotion into customer experiences? The day 
when marketers apprehend modern individual’s 
relationship with rituals is the day marketers 
apprehend the notions of customer journey, spirit, 
touch-points or in other words holistic brand 
experience. Flawless service is not about doing 
personalization. It is about doing personalization 
right. This way the holistic customer experience 
design reaches to the level of being, to some 
degree, a holy ritual.  

https://bit.ly/31xG0sQ 

https://bit.ly/2YPvUWD
https://mck.co/31y25HD
https://bit.ly/31xG0sQ
https://bit.ly/2YPvUWD
https://mck.co/31y25HD
https://bit.ly/31xG0sQ
https://bit.ly/2MSWqYx

