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    Book Presentation Ctrl Alt Delete by Mitch Joel


    Book Abstract


    MAIN IDEA


    It’s inevitable now that every industry will sooner rather than later be forced to make the transition into the fully-digital future of business. You can either treat this transformation era as a bleak time because none of the established rules apply or view it as a once-in-a-lifetime opportunity to completely reboot your company and your career and do something amazing.


    The need to reboot – to “Ctrl Alt Delete” to borrow a term from the personal computer industry – applies to both businesses and individuals alike:
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    Like it or not, the nature of how business is run and what you as an individual do to monetize your skills is quickly evolving. The key to getting ahead is to change the way you think and the way you act to better align with this brave new world. It’s time to identify the emerging opportunities of the fully-digital economy and seize them.


    “Businesses and the people who work for them no longer have a choice. They must reboot. They must Ctrl Alt Delete. What we’re currently seeing in the marketplace is the struggle that businesses and employees are going through as we live through this state of purgatory. We are stuck in the middle of this transition and digitization of industry, and we’ve had enough of the analysis paralysis that is grabbing businesses by the throat. What we need— more than anything else— are the insights and guidance that will be crucial to our success.”


    – Mitch Joel


    “If you don’t cannibalize yourself, someone else will.”


    – Steve Jobs, co-founder and former CEO, Apple


    About the Author


    MITCH JOEL is president of Twist Image, a digital marketing and communications agency. He is a passionate blogger, podcaster, entrepreneur and keynote speaker. Mr. Joel has won a number of marketing awards and is a past chairman of the board of directors of the Canadian Marketing Association. His articles about the new business landscape have been published in BusinessWeek, Fast Company, Marketing magazine and elsewhere. He has also made keynote presentations about the digital marketplace changes to Walmart, Starbucks, Nestle, Procter & Gamble and many other corporations. Mr. Joel is the author of Six Pixels of Separation and is a graduate of Concordia University and Vanier College.


    Mitch Joel’s blog is at: www.twistedim.com/blog


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Ctrl Alt Delete (Mitch Joel)


    1. Reboot: Business


    At the present time, there are five major movements which are converging in the business world and which require businesses to reboot what they do. Taken together, these five massive movements are fundamentally changing everything we assumed we knew about business. Those five major movements are:
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    1. Direct relationships with brands


    In recent years, savvy companies have been working hard to form direct relationships with their customers rather than going through traditional retail or distribution partners. That’s a very smart move because in the next five years, consumers are going to want to do business with only those firms which understand them and have built a relationship with them. The key to success in the future is not merely to get “likes” on your firm’s Facebook page but to actually like your customers first and understand where they’re coming from.


    Apple is a good example of this dynamic in action. In 2001, Apple launched its own retail stores so it could provide a “cradle to the grave” experience for customers. The Apple retail experience is in stark contrast to the traditional consumer electronics stores which feature wall-to-wall selections of computers and laptops stuffed into every space. Instead of maximizing sales per square foot, Apple invests in the customer relationship in what is now viewed as a very forward-thinking business strategy.


    Being customer-focused is not just about caring about customers. Rather, this imperative requires that you look at everything you do from the customer’s perspective rather than yours as a businessperson. This phenomenon is exemplified by Kickstarter where business owners can identify whether a market exists for a future product by securing pre-orders and establishing relationships with potential customers long before their project is even given the green light to move forward. Direct customer relationships are fast becoming the true driving force of any startup or product development exercise.


    So how do you get closer to your customers? There are no universal rules which guarantee success but five philosophies which usually help are:


    
      	Deliver value first and foremost – and earn their loyalty. Give customers the best pricing and the richest information you possibly can.


      	Be open and transparent – especially when you make a mistake. Show what you’re doing to address problems and customers will respect that.


      	Be clear and be consistent – replace public relations style “spray and pray” strategies with consistent, low-key communication delivered week-in and week-out.


      	Create mutual benefits for your partners – so you work together to deliver more value to customers rather than competing against each other for the biggest share of the pie.


      	Find and then nurture your true fans – deliver a product or service which your heavy users rave about and will become evangelists for. If customers really like you, they will treat your communications as gifts rather than intrusions on their time.

    


    2. Consumers want utility and value


    Once upon a time, broadcast advertising worked well. Today’s consumers, however, have so many options for everything they value utility the highest of all. The best way to market now is to do something genuinely useful for your customer. If you do that, they will love you for it.


    “If you give something to people that they actually want and need, they will love you forever. It doesn’t have to be sexy. It has to be useful.”


    – Mitch Joel


    Insurance company Nationwide is a great example of utilitarianism as a marketing tool. The Nationwide Mobile App walks people step-by-step through what they need to do after they have a car accident. It reminds people to collect information, take photos and even has a flashlight in case the accident happens at night. The app also expedites claims because it integrates seamlessly and allows people to file their claim on the spot. It addresses a customer pain point and delivers a win-win for customers and Nationwide.


    This really is the future of marketing. To get in the game:


    
      	Don’t ask what you want customers to do, figure out their pain points – and find ways to use new technology to take away some of that pain. Make it about your customer’s needs first and foremost.


      	Remove friction – spend more of your time acting like a customer and less time like someone sitting at a desk trying to get them to buy. Make things easier for them and you have a winning idea.


      	Have no expectations – create something great, give it out and spread the word. This is great marketing if you genuinely deliver value.


      	Always ask the ultimate question – “Is this so good I would put it on the homepage of my iPhone?” If not, keep working until you have something that good.


      	Keep it simple – and ride on the backs of giants. Look to take advantage of everything the new giants of the consumer world make available. Offer add-ons which will enrich the customer’s experience in using those technologies.

    


    3. Convergence of active & passive


    There’s no question media is in the process of changing dramatically. Instead of watching broadcast TV shows, today people can watch on-demand shows on their mobile devices, delivered wherever and whenever they want. The audience is no longer captive – today’s world is much more fractured. And similarly, the distinctions between what is a book, what is an app and what is a website is blurring into irrelevance. The world is moving towards a unified platform where all content is delivered over a digital pipe.


    For all of that, the media products of the future will either be passive or active. The differences are:
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    Different types of advertising and promotional strategies come to the fore for both types of media:


    
      	For passive media, blasting works best – you prepare a canned advertisement and then display it far and wide. This is the “spray and pray” model of conventional advertising.


      	For active media, touching works better – you allow consumers to experience your brand and write about their experiences. They don’t just watch your thirty-second spot but they create their own posts, videos, etc.

    


    Generally it is assumed touching is better and more effective than blasting but the brutal reality is there is no universal best practice here. For some brands connecting with humans is of vital importance while for others just blasting messages at them works fine. The real imperative is to build your brand narrative – a cohesive story which gives your brand context and meaning. This can be done with active or passive media.


    The key lessons about media which businesses and the people in them will need to keep in mind in the future are:


    
      	Always start from where you are – define your existing media mix and figure out what’s presently working for you and what is not. You may be surprised to learn that while you’re using active media effectively, you never get around to asking for the sale and it’s not therefore advancing your brand. Look at what you’re doing right now with clear eyes.


      	Figure out who your consumers are – do your research. Find out whether they currently use technology to connect or not. You may be surprised to learn the people who claim not to be connected at work are using all kinds of technology in their personal social lives. Scratch beneath the surface.


      	Be prepared to spend serious time getting up to speed with active media – because it will take you time to figure out what’s going on before you can contribute. Identify how you can become more active with your media.


      	Keep in mind with active media, it’s relationships that count – how you connect with your customers. The only way to build trust and credibility is if you consistently and regularly add value. Joining social media will be fast, easy and free but using active media effectively is a long-term project.


      	
        Appreciate the current transition point – where the old broadcast ads are becoming less effective and the way forward is hazy and unclear. Appreciate the current moment and leverage it. Start building high-quality relationships with your customers and move forward.

        “Make the decision now to have a digital-first posture. Know that your consumers are way farther ahead than most of the media companies. We can debate the merits of which media platforms will inform consumers best, but the true value in that discourse is in deciding and acting upon the myriad of opportunities they afford you. Let others worry about the return on investment that mobile marketing will yield when compared with television advertising. You should focus on creating media that is active and passive and serving your consumers as appropriately as possible.”


        – Mitch Joel

      

    


    4. Shift from analytics to marriage


    “Big data” – collecting loads of information and mining it for insights into consumer preferences – is coming. Web analytics can provide some amazing insights, fresh information and very actionable ideas. When you think about it, this data is coming at you in two formats:
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    The real interesting use of data will lie at the intersection of these two data streams. You’ll not only be able to identify who has opted in to your service but you’ll also have access to their networks of friends on Facebook, Twitter and elsewhere. That will throw up all kinds of interesting possibilities.


    For example, Amazon’s Price Check app allows shoppers in a physical store to scan a barcode and be told instantly what the online price of the same item is. That’s helpful to Amazon because it can consolidate this information to determine what is selling at what price points. Even better, Amazon links your request back to your account. They couple all the information they have on you with what you’re doing right now to come up with some very targeted recommendations. Amazon is mixing linear with circular data to figure out how to sell you more in the future. And all this happening with your permission and without you even realizing it’s going on – until you start seeing banner ads for the items you looked at in store the next time you visit Amazon.com.


    It’s not just the online ventures which are able to mix linear and circular data to good effect. Imagine, for example, you go to a store to buy something but they don’t have it in your size. The store could install a simple touchscreen which allows you to buy those items immediately and have them shipped to your home or office. Or even better, the store might offer an app on your smartphone which allows you to order online while you’re in the store. When linear data mixes with circular data, all kinds of possibilities become available.


    To make the transition from plain vanilla analytics to the more powerful concept of marrying linear and circular data to best effect, some suggestions are:


    
      	Start by nailing down your linear data collection strategies – figure out what information you really should be gathering and tracking and start doing that.


      	Become familiar with more circular kinds of data sources as well – sign up for social media and get some hands-on experience. If you ignore this, you’re missing opportunities to build your business.


      	Start mixing your data – a good starting point is to figure out ways to identify your most loyal customers. Build dashboards which reflect how you’re doing.


      	Go mobile – develop an app which will enable you to collect data about your customers on the fly. Amazon has turned every retail outlet into their own showroom with their app and you can do the same. Share the information you gather with your partners and work together.


      	Stay current – keep an eye on how social scientists are starting to mix linear and circular data feeds. They will develop loads of new analytical tools which you can use to create better, more personalized offerings. Stay in the loop and figure out how to apply these cutting edge ideas.


      	
        Invest in technology – there’s no question big data is coming to marketing and you’d better be prepared to spend on servers, computers and infrastructure. Gartner estimates by 2017, marketing will spend more on IT than the traditional information people will. Be prepared to spend to stay in the game.

        “This will finally give us true knowledge of what it takes to acquire customers and keep them. When you combine their usage (the linear data) with the circular data (what they’re doing in their social graph), and with all of this new big data trending information, it’s easy to see how much this will affect everything we know about connecting to our consumers.”


        – Mitch Joel

      

    


    5. Today’s one-screen world


    Many companies try and differentiate between what they do in the physical world, on the Web and on mobile devices. It’s time to stop counting screens. In other words, you have to stop making arbitrary distinctions because the lines between all these devices are blurring. The only screen that matters today is the one that is in front of the customer and increasingly that is a smartphone. Do everything you can to become mobile-friendly.


    Consider this:


    
      	In 2011, PC manufacturers sold and shipped 350 million new computers while Apple by itself sold 175 million iPads.


      	That same year, smartphone sales were more than 700 million units with analysts forecasting smartphone sales will exceed 1.5 billion units by 2016.

    


    The undeniable fact is the big players – Google, Facebook and Twitter to name a few – are making billion-dollar bets on the one-screen world of mobile. Their reasons for chasing this market are compelling:


    
      	The costs of smartphones are falling quickly.


      	Mobile data plans are becoming more affordable.


      	Consumers find apps to be a major drawcard.


      	Media is now available across all platforms.


      	People will use mobile to view media shows.


      	Mobile data use now outweighs voice by a big margin.

    


    All of the signs suggest that as connected as we are right now, everyone is going to get even more connected in the future. The smartphone is increasingly going to be the screen customers will use to interact with your business. And that trend poses some interesting challenges in and of itself.


    The question everyone asks when faced with the stunning growth of smartphone sales is: “Do we need a mobile version of our website?” Doing that is a mistake it’s the equivalent of the first generation of Web sites which were little more than digital versions of print sales brochures. Mobile is a new beast in and of itself and you need to figure out how to use it to best effect.


    The reality of the one-screen world is more and more of your future customers are going to have their first experience with your company using their smartphones. With that in mind, the ideas you should be


    
      	Start surveying your customers right now – and find out how they connect with their friends and access information. Don’t be surprised to learn they are already addicted to the devices they carry with them all the time.


      	Figure out how you can use mobile to simplify – because that’s what consumers will value. Be easy to find in the mobile world and provide utility that customers value highly. Look at smartphones as a blank screen on which to create richer customer interactions.


      	Think mobile first, Web second – create an on-the-go experience which impresses and then use your Web site to support and back up the mobile experience. Make exploring, touching and moving in the mobile experience addictive.


      	Integrate social into mobile – because all one-screen users want social tools built in so they can do more if they want to. Make everything as shareable and therefore as findable as possible. As newcomers engage with what’s happening in the social sphere, they get to know you and trust you. Provide customers with what they want when they want it and you earn their business.


      	Don’t forget fixed devices will be mobile as well – many household appliances already have Wi-Fi connectivity built in and more will come. People are using apps to control heating, lighting and access while they are away from home. Keep in mind this is where the one-screen world is heading.


      	Be ready for context-aware apps to emerge very soon – which take all your historical data and usage and try and anticipate what you want based on where you are, the weather, your agenda for the day, who you’re meeting with and so on. Smartphones are going to get even smarter in the future. Research firm Gartner forecasts context-aware systems will be one of the main emerging trends of the next few years. Try and get ahead of the curve by figuring out what this will mean for you.

    


    

    

    

    

    

    

    1. Embrace a digital-first posture


    

    

    

    

    

    
      	The best companies have a laser focus on what they’re trying to do for their customers. They have a core philosophy of simplicity above all else and they keep things clean and pristine.


      	Similarly, great businesses go out of their way to add value for their customers. Stories about Zappos providing a refund for shoes ordered by a deceased family member have become the stuff of urban legend. If you treat the people you come across kindly, they will come back to you for more.

    


    

    
      	Feel comfortable about projecting your humanity – rather than hiding behind a keyboard or a job title. Make you who are as an individual come to life in everything you do online. Treat your digital connections as valued friends and they will usually reciprocate the same way.


      	Become a digital native or at least a digital immigrant – by taking the time to get up to speed with technology and social media tools. Try, tinker and enjoy. At least get to know what people are raving about.


      	Be aware someone somewhere is ranking you – social scoring is a fact of life so get to terms with it and move on. Understand the tools consumers will be using when they approach you.


      	Be humble – if you put something out there that no one likes, take your lesson and then try again. You can’t hide your mistakes online so don’t even try. Everyone is striving to stand out and everyone struggles to handle instant criticism so don’t worry about it. Keep innovating and trying new stuff.


      	
        Make connecting with you as simple as possible – let the experience of dealing with you be direct and uncomplicated. Technology always becomes progressively simpler as it matures and you need to be evolving as well. Stay focused on how you can do things in your business in simpler ways.

        

        

        

        
      

    


    2. Love to squiggle, to zig-zag


    

    

    

    

    
      	Don’t be afraid to have short and powerful projects on your resume – rather than extended periods working at an established corporation. The future of business is to do interesting things, not to punch the clock. Be brilliant, be brief and then be gone.


      	Think big – in today’s world you can accomplish lots with less. Tackle big challenges in whatever industry you choose. You can guarantee if you’re not thinking big in your field, someone else already is.


      	Embrace the squiggle – take on new challenges that force you to work with different people and acquire new skills. It will be good for you. Some of the most interesting people you ever meet will be those outside your normal circle of friends and the best way to meet them is to work on new projects.


      	
        Be incompatible – think for yourself rather than just going with the flow. Figure out what it takes to break through in another field or to be visionary and make it so. You’ll never please everyone anyway so try to be:

        
          	Someone who is changing and evolving all the time


          	A disruptive force who insists on the best


          	An artist


          	Someone who is revolutionary


          	Someone who brings their masterpiece to life

        

      

    


    3. Create some helpful collisions


    

    

    

    

    

    

    

    

    
      	Learn about behavioral economics – how humans make decisions. Then push your thinking out to the fringes and try some different things. Experiment and add your own unique twists as you explore the world.


      	Do something with what you learn – start a blog, collaborate with different people, push yourself to do different things. Be an activist rather than a slackivist.


      	Mix things up – challenge the status quo and try some fresh ideas. Many of them won’t work but somewhere in the carnage you may come up with something big. Get your business doing provocative things.


      	Get out of the office and play – have fun while you work to reboot your career. You don’t want to work a job you hate for the vast majority of your working hours. Inject some playfulness into your workplace and do some zany stuff with your coworkers. If that’s hard to do, give yourself permission to tinker with some novel approaches to the problem at hand. Make time for fun.

    


    

    4. Market yourself by pitching ideas


    

    

    

    

    

    

    

    
      	Always look at the context – before you post anything online, pause and ask “Why are people going to that forum, that platform or that media channel? What are they trying to achieve?” Then figure out how you can help them move forward in doing that. If you truly and genuinely add value, they will love you for it.


      	Don’t bombard people with sales messages – because all things being equal, consumers will still buy from those they know, like and trust. They won’t trust you if you send out spam.


      	Pitch to win – be likeable and be yourself. Clearly define your values and let them shine. Don’t try to change to what you think your potential clients want – it won’t work over the long haul.


      	Forget about automating your pitches – they won’t work. Give people an opportunity to make a real connection with a human and they will love it. Embrace this opportunity to make your interactions interesting and noteworthy.


      	Go for influence over reach – you’ll always be better off if you profoundly influence a small group of people than if you reach a large group who are largely indifferent to you.


      	Tell fascinating stories – rather than trying to circulate glorified press releases or reworked sales pitches all the time.

    


    5. Be able to work anywhere anytime


    

    

    

    

    

    
      	Invest in digital office tools – make sure you have a laptop, smartphone and tablet you like and everything that you need to power them. Remove the workplace from the work and acknowledge the work that matters most happens between your ears and not in some specific building. Be able to work wherever great ideas come to you. And get some headphones – they are the new DO NOT DISTURB sign of the mobile office.


      	Design your physical offices for agility – make it possible for collaboration to happen. Let a project team get together for a short period and then move back to their own space. Design for collisions.


      	Create more collisions – have common areas some distance away so people interact in the corridors while they are going and coming.


      	Run your meetings in smarter ways – use video conferencing and modern communication tools to the max. Make your meetings brief, productive and fun and people will attend.


      	
        Look at smart ways to leverage social networking technology – figure out how to take advantage of the massive opportunity which currently exists to connect with your partners and your customers this way. Admittedly, some aspects of social networking are time-waters and social technology will never replace face-to-face interactions but there are some great benefits to social networking as well. Gear up to make use of them.

        

        
      

    


    6. Live in constant start-up mode


    

    

    
      	The best ideas from a startup usually come from the edges of the business rather than the senior management team. Look to the edges.


      	Invest in yourself. Most startup employees take less salary in exchange for shares or options. Be prepared to invest sweat equity in great projects.


      	Align with great people – and expect there to be a high turnover until the right people come along.


      	Startups always work to tight deadlines, even if self-imposed. That sense of urgency energizes everyone to work hard.


      	Startups embrace their mistakes and turn on a dime. If one idea turns out to be a flop, everyone transfers to an alternative without any complaint.


      	It’s generally accepted that startups are risky. If they work, they fly. If they crash and burn, everyone tends to be philosophical and to move to the next big thing. That kind of thinking is rare in the business world.


      	People working for a startup generally are not worried about getting promoted. They put their head down and go for it. That’s a great way to work.

    


    

    

    
      	Understand that risks are real – that no jobs or industries are safe havens. Almost every company on the planet is focused on doing more with less. If you have a startup skill set, you will be valued.


      	Take a hands-on approach to building your own professional outcomes.


      	Expect to change companies periodically – and don’t plan on spending your entire career with one firm.


      	Always be brutally honest with yourself – expect building a great career to be hard work, tough going and risky. It will also be the most fun and rewarding work you’ve ever done. Enjoy.

    


    7. Embrace the next


    

    
      	More and more people will become hackers – not the types who generate cyber-attacks but producers who take a bit from here and a bit from there to create something really great. The future will be created by hackers who go to work in every industry as it transitions to its fully digital state. Get used to it and get on board. Buy a 3Dprinter and start tinkering with making better stuff.


      	Horizontal marketing will come to the fore – businesses will start projecting who they are and not just what they make or offer. People do some amazing stuff when they know they’re interacting with real human beings rather than a faceless entity. Make your business socially enabled so people can find you.


      	Indie brands will flourish – even in industries dominated by the heavy weights. Today, innovators can secure funding and future customers on Kickstarter for free before turning the on switch. A company like Method can come along with an innovative range of household cleaning supplies and using nothing more than social networking go head-to-head against the eight-hundred-pound gorillas like Unilever, Procter & Gamble and Johnson and Johnson. Over time, Indie brands will become the new big because people will relate to the values those brands stand for.


      	Less-is-more marketing will flourish – future customers will be less impressed by the number of articles you generate and more interested in the quality of your ideas. Make dealing with as fast as you can. For today’s customers, every second counts so they want your Web site to be easy to navigate.


      	Both high tech and high touch will flourish – people will fall in love with their new and better gadgets and yet at the same time opportunities to attend live events where you “press the flesh” will also be highly valued. The future will be about the choices you make. There will be times when technology fills the need perfectly and then other times when rich face-to-face experiences will be preferred. Make good choices.


      	
        Great opportunities lie ahead for virtual goods – where department stores sell digital versions of products like music, movies and books. There’s also tremendous scope for electronic products personalized by celebrities to be sold. The lines between physical goods and digital goods is going to become so blurry it will eventually become irrelevant. More and more people will prefer to have digital versions of their products stored in the cloud and therefore accessible anytime, anywhere using any device they have. Help them achieve that.
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