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Newsletter for February 2006
I appreciate receiving your comments on this newsletter and any suggestions for future topics.  If there is someone you know who would be interested in receiving this newsletter, please feel free to forward the newsletters to them, or forward their e-mail address to me and I will include them in the distribution of future newsletters. If you wish to remove your name from distribution of this newsletter, please respond via e-mail.  Please see “Contact Us” at bottom for e-mail address for feedback, comments and removal from distribution. 
To keep this newsletter relatively short, this is intended to be a broad overview of issues for physical asset management, rather than a comprehensive discussion of the topic. 
This month’s newsletter is by Brian Maguire of Ivara Corporation and is a follow up to the November newsletter and Dr. Richard Dwight’s response in the discussion regarding the industry and academic worlds.  Brian sent me an excellent response to Dr. Richard Dwight’s comments, and promised a follow up regarding a situation that Brian would be addressing.  This newsletter is two separate parts encompassing both of Brian’s initial comments and follow up a particular situation that provides a very useful example. 
Brian also was a keynote speaker at the IMEC 2005 conference in Toronto, and is VP Marketing with Ivara Corporation in Canada.    

For feedback or comments on Brian’s contribution to this newsletter, Brian Maguire can be reached at brian.maguire@ivara.com .

	The Communication Gap Between Industry and Academia
I agree that one of the big contributors to the perceived gap between industry and academia is communication.  Industry tends to view most new ideas after they have been passed through a marketing filter.  Perhaps one way that academia could increase its reputation for delivering value to industry would be to use that same filter so that industry will better receive the message.  For example, an industrial vendor presenting a new idea to industry would structure the message around the business impact of the new offering, and possibly even in terms that are quite specific to the audience’s burning issues.  Let’s say the key burning issue is maximizing return on assets.  To the industry audience, the industry vendor’s message might sound like this; “I am presenting an opportunity to increase your company’s return on assets by an additional 3%”.  The exact same underlying solution, presented by the academic responsible for doing the extensive research and possibly years of product development, might translate into a very different message to the same audience, such as “we’ve developed a new application based on a very sophisticated and patent-pending algorithm….”.  I don’t mean to imply that all industrial presentations are well tuned to the needs of each audience, or that all academic pitches are completely lacking, as I have seen many instances where just the opposite was true.  However, I do believe that when communicating with those outside of our inner circle, we naturally default to using the communication styles that we have found effective within our inner circle, hoping that if we don’t have the skills to translate the message for them, they’ll understand our language enough to do so for themselves.  In part, we behave this way because we are just so confident in the value we’re creating that we expect that if people get even an inkling of that value, they’ll invest the effort to understand it.   

Another natural reason for improving the communications gap between academia and industry is that academia and industry live in very different worlds.  Academics are often investing in the future, while industry lives mostly in the moment.  A great example of this phenomenon is in maintenance.  Countless products have been developed to perform amazing calculations to finely tune the frequency with which a time-based preventive maintenance job ought to be scheduled.  Yet in reality, the vast majority of industrial maintenance organizations claim to be so focused on reacting to breakdowns (including a certain nuclear site that I have visited recently), that they don’t actually schedule much if any of their preventive maintenance – they just do the work when the asset is down due to failure.  In cases like this, communication can again play an important role. The audience must first be presented a way to advance to the point in the future where the situation would be conducive to the value being proposed. In this way, the audience would be in a better position to see a direct link between the proposed and realizable value.    

Perhaps a way to bridge the gap therefore is to enlist industrial marketers to assist academics in translating their messages so that industry can more naturally understand and take advantage of the new ideas.  I’ll be running through an example of this kind of situation in the near future.  A very sophisticated capability was recently presented to me by an academic researcher, and I’ll be helping to translate the message so that we can try it out on a big industrial audience.  If you’d like, I’ll be happy to let you know how it goes. 
Content of e-mail on December 14, 2005 from Brian Maguire, VP Marketing, Ivara Corporation
And the Follow Up
I met with the people I had referred to in my last email.  The purpose of the meeting was to review their presentation, and adjust it so that it would have maximum impact on the intended prospect audience.

The “academic” in this case is both the inventor of the product being presented and has actual plant/field experience in the domain where it would apply.  The PowerPoint presentation that he created was very solid in terms of factual information and detail.  I believe the product being presented has real potential.  However, the presentation seemed very complex, and it would have been very difficult for the prospect to decipher the key messages.
We focused on defining the goal for the presentation, simplifying the message, and on adjusting the wording so that it applied well to the language already in place at the prospective customer site. 
The goal for the presentation:

It’s important to have a clear goal for any single step in a sales process.  In this case, we were not trying to educate the prospect on all of the sophisticated thinking inherent in the proposed solution.  Instead, we were intent on explaining the value in just enough detail so that we could get to the next step – start working, with the oversight of an executive, at the right level within the company to prove the solution’s value. 

To simplify the messages we:

1. Simplified the value proposition. The academic had defined a multi-level title for the presentation.  We reduced it to a simple direct value statement that captured the essence of the value, in terms that the prospect would recognize as important to their business.  

2. Reduced the number of words and graphics per slide, probably by half on average

3. Reduced the number of slides, by about half

4. Simplified the text, eliminating most of the bold, downsizing the text, and making sure the font was always Arial, and using the same colour for text throughout. When Bolding is used in PPT it very often overwhelms the screens.  Non bolded and smaller text creates a visually simple message.  Arial is a very simple looking font.

5. We applied the PowerPoint template consistently to all slides so that the titles were consistent in size and font treatment, and the body text was consistent from one slide to the next.  This approach has the effect of allowing the audience to more easily focus on the message, and not be distracted by changing formats with each slide.

To make the message more easily understandable by the prospect, we:

6. Eliminated the fairly complex definitions that had been created for terms

7. Tried to eliminate introducing new terminology where it was not necessary

8. We used the prospect’s terminology where we could.  This is a very important point as most companies find it much easier to focus on the new offering being presented if they do not at the same time have to learn a new language or new definitions for words that they already align with other definitions. 

9. We created a simple agenda, and then followed it.  Complex agenda’s imply complex topics. 

10. We shortened the presentation substantially to about 30 minutes – drastically reduced from its original 90 minutes.  The shorter time makes the audience appreciative that we respect that they are busy.  It softens them up since they know they only need to focus for a short period, and it leaves time to discuss their reaction and next steps.  

The whole discussion and presentation took 60 minutes, which includes time for people to get seated and introduced.  The prospect thanked us for being brief and praised the presentation.  This latter point is a basic courtesy that is usually seen in Canadian audiences, so there is really no correlation between a good presentation and an audience’s praise for the presentation at the end.  It’s as Canadian as “eh”.
Based on the level of discussion and interest in the presentation, it was clear in the end that this industrial prospect understood the value proposition and enough about the solution to see how it could help them, and specifically where it would make sense to try it out.  

	Upcoming

Please advise me, if there are other topics on maintenance management, project management, or physical asset management issues that would you would find of interest.

I will be presenting “Energy Efficient Maintenance Practices - Making Best Use of Company Assets” at “Energy Cost Savings for Plant Managers” Federated Press conference on March 21-22, 2006 in Toronto.

I will be presenting “Increasing Energy Efficiencies in the Production Process: An Asset Management Approach” at “Waste Management Strategies” Federated Press conference on March 29-31, 2006 in Toronto.

For more information on these events, see their web site at: http://www.federatedpress.com 
Conscious Asset Management is offering a three day RCM II course in Toronto April 18 to 20, 2006.  They are also scheduling a ten day facilitator course in Calgary near the end of March 2006.  For more information, see: http://www.consciousasset.com.
PEMAC will again organize the MainTrain conference in 2006.  As information becomes available, I will post it in this the newsletter. For more information on PEMAC, please check their web site at: www.pemac.org .   

	Contact Us

To provide feedback on this newsletter, including comments on past articles, ideas for future articles, or to remove your name from distribution of this newsletter, please e-mail me at len@asset-management-solutions.com.  

Please feel free to contact us to discuss any of your physical asset management requirements.  For more information on how we can help you, please contact me directly. See our web site at: http://www.asset-management-solutions.com for other information on Asset Management Solutions, including asset management issues and solutions. 
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