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contact tools, 91
current versus new, 92
diversity of life views, 33-34
at Golden Circle core, 4-5, 31
learning important things about,
50-51, 83-84
asking questions, 50
being aware of your own “state
of listening,” 50
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possible for, 47
products/services, belief in, 65
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133-135
senior management leadership
and accountability, 5, 8-12,
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personal insights, 54
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observing, creating process for, 9
top priority items, 9-10
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customer relationship
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