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For my amazing mother, Angela Hannaford, for instilling in me her vibrant love of

life and her belief in unlimited possibility.
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You must have your heart in your business and your business in your heart.

— Thomas J. Watson, SR.
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I skate where the puck is going to be, not where it has been.

— Wayne Gretzky
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“Hard-hitting, gritty, supremely practical. This book will-simply and direct-
ly-help you make more money and move your business to more efﬁcienéy.
This is not a book on the ‘theory of the case.’ It’s a book on making your
small business more profitable-step-by-step, with checklists, examples, and
concrete suggestions.”

— Ralph A. Oliva, Executwe Dtrector, .
In.mzute fbr the Study of Business Markets, Prqﬁzssar qf Marketm,g, '
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“When you own your own business, it’s easy to feel overwhelmed by
everyday demands. The Customer Approved Small Business is a great book

1o keep on your nightstand. If you can find time to read it just five minutes
~a day, youll benefit from its practical suggestions and step-by-step

exercises. Use it to keep yourself and your business customer-centric! ~

— Cathy Cooper, Vice President, Marketing,
Washington Federal Savings
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“The Customer Approved Small Business touches on all aspects of effective
customer communication. These areas include vital first impressions, role-
~ playing customer calls, and simple but sometimes forgotten items like clear
voice-mail messages and thank-you notes. This is an excellent book for both
service and sales professionals. I will recommend it to my management
team!”

— Richard Jackson, Service Center Executive,
ADP Small Business Servic
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“Common sense-but unfortunately, NOT common practice. This book gives
the reader the tools to ‘walk the walk.’ Schell provides the inside track on
how to effectively manage and grow your business-all from the perspective
of the people who matter most: the customers.”

— Robin Chakrabarti, Regional Vice President & General Manager,
Canadian Springs Water Company, a division of Danone Waters of Canada
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“It would be misleading to use the tired phrase ‘a must-read’ for this book.
This is a book that belongs on your desk, well-worn, tattered, with Post-It
Notes sticking out of selected pages. The checklists, quotes, and sugges-
tions on how to do things better are invaluable. You’ll come away with
things you can do - today - to make more money, improve efficiency, and
reduce the stress in your small business.”

— Sai Jiwani Mohamed, COQ, Dexior Financial Inc.
— A Private In-vestment Bank
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“I enjoyed this book ... It’s an easy read and can be used as a step-by-step
guide for small business success. Or if you’re just looking for nuggets of
truth to help take your business to the next level, it has plenty of those,

”»

too.

— Lee Lemke, Business Banking Group Manager,
Huntington National Bank
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