
Every leader is looking for the next big 
thing in their business. More than ever, 
leaders are looking for answers that rep-

resent minimal risk, optimal financial benefit and 
immediate marketplace impact. Unfortunately, 
many leaders don’t know where the answers lie, 
as they are being challenged to find the right solu-
tions for their most pressing needs – quickly.

Because we now operate in a change manage-
ment infused world, it makes it difficult to iden-
tify the right strategies for survival and growth 
– as we continue to get lost within the demands 
of business necessity just to stay afloat. We 
keep solving for problems that could have been 
avoided if the right strategies had been properly 
thought out and successfully deployed. As such, 
we are all experiencing renewal and reinvention 
in our businesses.

In the article “5 Strategies For Discovering 
The Next Big Thing In Your Business” by Glenn 
Llopis, he says, “It’s time to focus our attention 
on seeing beyond the obvious.”

For example, one thing that has certainly be-
come much more obvious, according to Llopis, 
is that we operate in a short-term, talent-based, 
rapid-paced, and trust-demanding world of work 
that has become more diverse and personally 
branded than ever before. There are many dif-
ferent types of people, attitudes and demands to 
serve. Business is becoming increasingly com-
plex during a time when we all seek to simplify it.

Additionally, he says, there is a paradigm shift 
we are all experiencing. During the pre-2008 
recessionary times, an organization and their 
brands had the power to push (what appeared to 
be) unlimited budgets that were used to heavily 
influence employee engagement and consumer 
demand. 

Simply put: That control and balance of power 
has now shifted.

Survival mode has become the strategy for 
many businesses that feel the pressure of deal-
ing with the increased costs of both employee 
and consumer acquisition and retention. Many 

businesses spend an extraordinary amount of 
time on satisfying the immediate needs of their 
employees and consumers to sustain any momen-
tum that remains in sight.

Why? Individuals have much more control 
over businesses and brands than ever before. Top 
talent is becoming more difficult to hold onto 
as the competitive landscape gets stronger and 
organizations invest less to develop and retain 
them. Employees have been forced into a posi-
tion where they must not only manage the brands 
of the organization they serve – but also their own 
personal brands.

Equally, with more choices in front of them, 
consumers have options and more intelligence 
to make purchasing decisions. Consumers have 

become much more fragmented and it’s difficult 
to cast a wide enough net to engage them with a 
one-size-fits-all approach. The rising popularity 
of social media and growing community clusters 
require businesses to have a much deeper rela-
tionship with their consumers to earn their trust 
and loyalty.

With the new realities that companies are be-
ing faced with – how do they most effectively 
course correct? The answers lie right in front of 
them – they must have a greater strategic focus 
on maximizing the relationships, skill-sets, com-
petencies, engagement needs, and the know-how 
that lies within their respective employees and 
consumers.

To get your journey started in search of the 
next big thing in your business, Llopis provides 
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five surefire strategies that will help guide you to-
ward the answers you are looking for – by creating 
a path of momentum and opportunities for growth 
previously unseen in your organization.
1.) LEADERSHIP MUST ALIGN 
WITH YOUR BUSINESS MODEL

It’s difficult to see beyond the obvious when an 
organization’s leadership is not in complete align-
ment with its business goals and objectives. Many 
organizations today find themselves at risk with 
complacent leadership that continues to become 
fragmented as business models change and the 
requirements for success no longer align with the 
current skill-sets, capabilities and know-how of its 
leaders.

In his article, Llopis shares that he asked a CEO of 
a Fortune 150 company to describe the company’s 
culture in one word. The response: “comfortable.” 
When he mentioned that comfortable is associ-
ated with a high-risk profile, he agreed but didn’t 
know how to fix the problem. This scenario is more 
prevalent than many would imagine. The solution 
is to step-back and recalibrate your leadership team 
and solidify its identity to assure that it is capable 
of achieving the mission and vision of the organiza-
tion – and to assure that all levels of leadership are 
in equal alignment and supporting one another.

It’s impossible to discover the next big thing for 
your business when the leadership teams within 
a company represent disjointed, disparate parts 
– rather than a convergence of intelligence and 
know-how that is in sync and strongly intercon-
nected. In the mortgage space you see this a lot. The 
boom days of sales people just being order-takers 
are over. Everyone has to fight for every deal these 
days. However, I’m not sure that mentality has 
made its way to the top. Too often upper manage-
ment doesn’t challenge their sales people and they 
also don’t give them the tools that they need to sell. 
Times are changing in mortgage lending and the 
successful company going forward will have tighter 
teams that are on the same page, helping each other 
as the situation requires.
2.) BRANDS MUST FOCUS ON 
ADVANCING HUMANITY 

Branding has become less about what consum-
ers really need and more about what matters most 
to brands – and what they think consumers want. 
With so much competition and the rising cost of 
consumer acquisition, brands are attempting to 
hyper-stimulate artificial demand through a flurry 
of tactics designed to get consumers to pay atten-
tion to them. It feels like every day there is a new 

product or service that a brand is pitching that is the 
ultimate solution for a particular problem – one that 
most didn’t even know existed.

Why does every LOS claim to be end-to-end? 
Because they feel like they have to say that. They 
feel like that’s what all their competitors say and 
that’s what lenders want, so they all just adopt that 
phrase. The problem is that end-to-end loses its 
meaning and in the end nobody really knows what 
it means anymore.

Consumers want brands to stop selling them so 
hard and start educating them on things that matter 
most to them. Consumers want brands to be more 
authentic about how they engage with them and 
allow them to play a more hands-on role in “the 
next big thing” – rather than feeling that it is being 
forced upon them.

In the end, brands must focus on advancing 
humanity by being more socially responsible. 
Consumers want brands to help them live a better 
life and increase their quality of living. Consumers, 
much like corporate leaders in search of the next 
big thing, simply want brands to focus on the fun-
damentals of satisfying their hierarchy of needs – 
rather than trying to sell them something that inflicts 
fear or feels forced in support of a trend that may 
come and go in a moment’s notice.

Really, in the end it boils down to return on 
investment. What’s in it for the lender? There has 
to be a clear value proposition that goes beyond 
throwing standard buzzwords out there hoping that 
something will stick. The selling process needs to 
be personal and unique to each new client in order 
for it to result in a sale. If the lender thinks that 
you’re reading off of a script, I doubt that you’re 
going to get the sale.

Next month, I’ll give you three more tips on how 
you can find the next big thing for your business, so 
stay tuned … 

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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Consumers, much like 
corporate leaders in search 
of the next big thing, simply 
want brands to focus on the 
fundamentals of satisfying 
their hierarchy of needs.


