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Leadership is an evolving journey, not a final destination. It involves continuous learning, 

adapting, and influencing others positively. In today's fast-paced world, the demand for 

extraordinary leaders is immense. These leaders stand out not just for their achievements, 

but for their character, vision, and the positive impact they create. This article delves into 

what it takes to be an extraordinary leader in the modern era. 

Leadership is multifaceted; it's about setting a vision, inspiring others, and making 

effective decisions. However, extraordinary leaders go beyond these basics. They are 

visionaries who foresee the future and guide their organizations towards it. They possess a 

unique blend of emotional intelligence, integrity, and adaptability. Such leaders are not 

born but made through a conscious effort to grow and develop their skills continually. 

The bedrock of extraordinary leadership is emotional intelligence (EI). It involves 

understanding and managing one's emotions and empathizing with others. Leaders with 

high EI foster strong relationships, handle conflicts adeptly, and create a collaborative 

work environment. 

Extraordinary leaders are visionary thinkers. They have a clear, ambitious, and compelling 

vision for the future. More importantly, they communicate this vision effectively, rallying 

their team towards common goals. 

They are also adaptable and resilient.  The business world is ever-changing, and leaders 

must adapt quickly to survive and thrive. Extraordinary leaders are resilient; they bounce 

back from setbacks and view challenges as opportunities to learn and grow. 
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You’ve heard it said before: 

imitation is the sincerest form 

of flattery.  It’s true, so go 

ahead and look to businesses 

that you respect. What do they 

do well? For example, do they 

have strong operations, great 

pricing, quality products, 

strong customer support or 

inventive marketing 

strategies? Identify what you 

admire about them and try to 

imitate, or better yet, where 

possible, even improve upon 

those aspects that strike you 

favorably.   

 

A good way to step ahead of 

your competition is to be 

vigilant about looking closely 

at what they are doing.  

Likewise, some of your best 

ideas may be found listening 

to your customers or from 

friends who are small business 

owners themselves.  We 

regularly ask our clients what 

they liked (and disliked) about 

working with competitors.  

We even inquire as to how 

their experience with us 

is/was as compared to 

expectations they may have 

formulated by listening to 

ours and others’ marketing 

messages.   

 

http://www.titanbdg.com/
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Trust is the foundation of effective leadership. Leaders who demonstrate integrity and 

ethical decision-making earn the respect and loyalty of their team, creating a culture of 

transparency and accountability. 

Skills and competencies of extraordinary leaders include strategic thinking.  

Extraordinary leaders think strategically. They anticipate future trends, identify 

opportunities, and make informed decisions that align with their organization's long-

term goals. 

Communication is also a vital skill for leaders. Extraordinary leaders are adept at 

conveying their ideas and listening to others. They use communication to inspire, 

persuade, and connect with people at all levels. 

Innovation and Creativity are key as well. In a rapidly evolving world, staying relevant 

requires innovation. Extraordinary leaders foster a culture of creativity, encouraging 

their teams to think outside the box and challenge the status quo. 

Great leaders build great teams. They recognize and nurture talent, delegate effectively, 

and empower their team members to take ownership and contribute their best. 

Real-world examples of extraordinary leaders provide invaluable lessons. From 

business moguls like Steve Jobs and Indra Nooyi to social leaders like Nelson Mandela, 

their stories reveal common themes: a relentless pursuit of excellence, the ability to 

inspire others, and the courage to make tough decisions. Analyzing their successes and 

failures offers practical insights into effective leadership. 

Leadership development is a lifelong process. It involves self-assessment, continuous 

learning, and seeking feedback. Aspiring leaders should invest in their education, seek 

mentors, and embrace challenges as learning opportunities. Leadership development 

programs, workshops, and books offer valuable resources for skill enhancement. 

Being an extraordinary leader is about impacting lives and making a difference. It 

requires a blend of personal qualities, skills, and continuous growth. By understanding 

and developing these aspects, anyone can embark on the journey to extraordinary 

leadership and leave a lasting legacy in their field. 

*** 

5 Tips to Help Win More Proposals 

You have landed the opportunity to present your proposal to a prospective new client.  

You should always have a game-plan and the following preparatory and presentation 

tips should help tip the scales in your favor. 

1. Do the proper research. 

Learn as much about the prospective client before meeting as you can.  

“Google is your friend.”   You don’t want to go in and ask what they do – 

that can be the kiss of death. Instead, confirm what you learned from your 

research. It will impress them, show them that you did your homework and 

that you are able to have a meaningful discussion about their organization 

or business and how you can be of value.  Consider pulling an industry 

report to learn more about the key challenges facing their industry. This 

exercise can also help you generate a list of target questions. 
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2. Identify relationships and connections. 

Look them up on LinkedIn prior to your meeting/presentation.  Find potential connections 

between your organization’s members or other relationships you have cultivated, to decision 

makers in theirs.   A common connection can be worth its weight in gold. 

3. Practice patience. 

Sure, you are there to convince them that you have the right solution for their needs but be a 

patient listener first and foremost.   Start a dialogue about what is meaningful to them.  Listen 

carefully and learn as much as you can about their situation. Don’t start by telling them who you 

are and why you’re so great. Instead, take the time to understand them and learn why they are 

looking for a new “solution provider”.  This may also provide you with the “golden phrasing” 

for how to couch your proposition. 

4. Always customize your proposal. 

If you asked insightful, probing, open-ended questions and listened well, you will have a great 

foundation for a customized proposal. Include the information you captured in your meeting, 

specifically identifying both what they need and want out of your new product or service. 

5. Follow up. 

Prompt follow-up is critical. It demonstrates that you are attentive, care about and want their 

business.  Go the extra mile and send thank-you communications to the people involved, letting 

them know you value and appreciate the opportunity to present your proposal. 

These few tips should help you tilt the scales in your favor a little.  Just remember, you are not there to close 

a deal by “selling what you have”, but by best presenting what you have as the ‘right solution to their needs, 

offered by someone they are comfortable and feel a sense of trust with”. 

*** 

 

Having a product or service to sell, but not putting the word out on the streets, is kind of like kissing a girl 

in a closet – you know about it, but no one else does.  Enter the concept of advertising.  Not to understate 

things, but it “can” be relatively simple to advertise to the masses.  The trick, of course, is making sure that 

your advertising is reaching the right people.  Knowing whom and when to market your product or service 

to, can result in much higher rates of return and it involves implementing systems, rather than relying on 

indiscriminate marketing.  Let’s talk a little bit about identifying just precisely who your target market is. 
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To be effective, you must sharpen your focus.  Determine what your main priorities are in relation to 

whom you wish to reach with your marketing and what needs or wants your product or service fulfills.   

As you answer the latter part of this, consider factors like age, buying power, marital status and 

geographic location.  For example, a middle-aged mother of three has different needs and desires than 

a college sophomore.  She also tends to spend her disposable income in a much different way.  

Likewise, millennial men, on average, spend twice as much on clothing than their non-millennial 

counterparts.  GM and Ford understand that marketing pickup trucks to drivers in North Dakota or 

Texas will yield better results than trying to market them in New York City.  

So how do we start?  Try using a multi-stage funnel approach.  For example, your first “stage” or 

“level” into the wide mouth of the funnel might be gender. Then perhaps the next level might further 

narrow things down to a specific age-range.  Next, you might further thin-out those targets by income 

level (or geography, etc.).  The trick is that you need to experiment with different criteria to narrow 

down to a well-defined description of who your ideal customer is; the one that can generally describe 

who the majority of your customers are. 

Your funnel should also consider what the primary value proposition of your product or service is.  For 

example, suppose you are marketing a camera that can withstand hard drops, rough handling, and 

submersion in water.  Those could be value propositions well-received by outdoor enthusiasts.  And 

let’s take this a step further – where do those individuals shop? 

Choosing the right markets also means that you should be consciously collecting some objective data.  

Some ways you might do this are through surveys.  These can be accomplished by mail, through your 

website, via a newsletter, by personal interview, or even by purchasing the data from companies that 

specialize in data collection. 

Likewise, don’t overlook drawing on existing data.  If your business offers a product or service similar 

to those already on the market, do as much homework as possible. What demographic groups are 

buying these products? When do they buy them? Which specific products in the entire lineup are most 

popular?  

Perhaps you are looking to market your own coffee shop.  Go spend some time at a competitor’s 

establishment … and preferably several.  As people place their orders at the counter, take careful notes 

– what drink did each person buy?  How old is each person, and what is his or her gender and ethnicity?  

Is a particular drink especially popular?  When is the store busiest?  Once you compile your data, you 

can then apply the findings to the marketing efforts for your own coffee company.  There is a plethora 

of data that you can find online to gather a macro view of the type of customers who are purchasing 

products similar to what you offer, as well. 

The next time you are in front of friends, customers, or colleagues, ask them to look at your product or 

service and offer-up their perspective on its uses.  You may be surprised and learn of some innovative 

ways in which it could be used or by whom it might seem to be desirable. 

Whenever possible, draw on diverse perspectives as you build your marketing efforts. Your end goal 

is to make it easy for your target demographic groups to see connections between their needs and your 

product. The analysis of multiple streams of data, as well as a continual effort to identify your target 

customers, can help you achieve this end and maximize your ROI. 

*** 

www.TitanBDG.com 

 


