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Songwriters and romance novelists may say it is love that makes
the world go round, but we venture to say it is innovation. When
it comes to selling products and getting them from the manufac-
turer to the end customer, creativity can mean the difference be-
tween lackluster (or no) sales that leave products languishing in
the warehouse and products that fly off the shelves and keep
freight trucks rolling on the highway.

For businesses just starting out, money may be tight. You may
not be able to afford splashy advertising campaigns or an ex-
pensive public relations firm that can help you obtain valuable
media exposure. But you can find creative ways to draw attention
to your product and business. You can seek out strategic alliances
with like-minded businesses or organizations that will help you
promote, sell, or distribute your product without huge costs. And
you can use your values to move your business forward.

This is the purpose of Values Sell: Transforming Purpose

into Profit Through Creative Sales and Distribution Strate-

gies. Our goal is to share ideas and techniques that have proved
successful for other small businesses and to provide you with
strategies that will help you develop your own “creative game
plan” for increasing sales and more efficiently distributing your
product.

Adding the words “values-driven” or “socially responsible”
to a business’s goals adds a new paradigm to the success equa-
tion. Not only must you, as an entrepreneur, take pains to ensure
growth for your business, you must make sure your socially re-
sponsible mission marches proudly alongside each step of your
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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

1

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



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.

Establishing a Clear and Profitable Vision 3
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Who’s on First?
Stage What happens Why

1 Customer buys  The company has done at least a
product or service minimally adequate job of providing

something the customer needs or
wants. Something’s working: either the
price is right, the quality is acceptable,
the product or service is available at a
convenient time and place, or some
combination of these circumstances
holds true.

2 Customer repeatedly Brand loyalty is developing. The com-
returns to buy  pany has succeeded in communicating
product or service to the customer that one or more 

aspects of the product or service are
more satisfying than what competitors
can offer: either the nature of the prod-
uct itself, its quality, its price, the conve-
nience of its availability, or the service
values associated with the product. 
The customer is responding to the 
company’s brand “personality,” not 
just the external attributes of its product
or service.

3 Customer takes an The company has successfully con-
active interest in the veyed its values to at least some of its
company, helping customers. Its product or service has
recruit new customers become not simply a preferred brand
through word of but an expression of the customer’s 
mouth values. Though largely unvoiced, a 

genuine dialogue occurs between 
company and customer.

4 Customer joins the If the company has achieved stage 3,
company in actions then it’s easy to move on to stage 4. 
to improve the quality The company has reached out to its 
of life in their shared customers, offering one or more ways
community; to address that company and customer together
a social need locally, can make a difference in the world. 
nationally, or interna- Both company and customer are act-
tionally; or to preserve ing on their values—shared values.
the environment The values dialogue between the two

has matured into an active partnership. 
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But how can you gain that understanding? What does “lis-
tening” really mean in practice?

A major corporation is likely to have a marketing depart-
ment with its own in-house research capabilities—or a big
enough marketing budget to hire a top-flight agency to provide
those services. That’s even the case at many midsized companies.
But lacking those resources is no excuse to ignore the invaluable
insight you can gain from systematically encouraging and eval-
uating customer feedback. Here are just a few of the many tech-
niques you might adopt at little or no cost:

� As the company’s owner or manager, make occasional
phone calls to your biggest customers—or, if you don’t have
key customers, to a random sample of those who buy your
products or services. Quiz them on whether they’re satisfied
with your work—and ask how well your employees are
treating them.

� Once each year, pay a visit to your key customers to discuss
with them face-to-face how satisfied they are with your
company.

� Set up a toll-free number for customer complaints or sug-
gestions. Nowadays a toll-free number costs very little.

� In the event that any problem arises with one of your prod-
ucts or services, be transparent. Take immediate action to
recall products and correct problems if safety or health risks
occur or if quality is poor.

� Invite your customers to send their questions, comments, or
complaints via your company’s Web site. Respond to all
communications promptly—first, with a bounce-back e-mail
message to thank the customer for writing, then with a mes-
sage that specifically addresses the customer’s concern.



You really can try this 
at home!

8

139

It’s your turn now.
You’ve made your way through the seven preceding chap-

ters of this little book (or, at least, we’ll humor ourselves with
the thought that you haven’t cheated by skipping to this point to
see how the book ends). You’ve traveled with us along a path
through the five dimensions of a values-driven business, review-
ing how you can relate to your employees, your suppliers, your
customers, your community, and the environment in mutually
beneficial ways. We’ve described some of the practical steps you
can take to live your values—changing the world, making
money, and having fun along the way.

Now, don’t make the mistake of concluding that we believe
any of this is easy. Running a business is anything but easy. Mis-
takes are inevitable. For example, consider the time that Ben &
Jerry’s was fined by the local environmental authority for ex-
ceeding its waste discharge allotment or when the company or-
dered too much packaging for one of its flavors and had to dump
it or when Mal Warwick & Associates stupidly encouraged a new
production manager to take the initiative and ended up spending
five years paying off an outrageously inflated printing bill.
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