
 

 

 

 

 

 

 

 

 

 

Will Bachman: Hey there podcast listeners. Welcome to Unleashed. The show that explores 

how to thrive as an independent professional. Unleashed is sponsored by 

Umbrex, the world's first global community of top-tier independent 

management consultants. I'm your host, Will Bachman. 

Our guest today is Michael Bendit, an independent professional based in New 

York City, who started his consulting career as a principal at Booz & 

Company. Michael has two sides to his practice. Number one, he runs a 

consulting practice with a particular focus on strategy and pricing. Number 

two, he also represents multiple software development shops around the 

world, primarily focused on digital marketing agencies. 

Now, Michael has created a referral network in New York City that has been 

meeting every two weeks for several years. His group includes a range of 

independent professionals that all serve digital marketing agencies with 

different specialties. And every two weeks they get together to share leads 

and look for ways to collaborate. 

Getting a group like this up and running takes a lot of effort. Michael talks 

how he's done it. But it's also successful at generating a flow of work over 

time and is something that independent professionals might wanna consider 

replicating. 

You can read more about Michael's software firm at softdevresources.com. 
That's S-O-F-T-D-E-V-resources.com. I've known Michael for years and learn 

something new every time we talk. I really enjoyed our conversation and I 

hope you find something in it that you can apply to your own practice. 

Mike, I am so thrilled to have you on the show. We've known each other for 

years. We've gone to a bunch of events together, and I've always wanted to 

really have an in-depth discussion about your practice, and I'm thrilled to have 

the opportunity today. 

Michael Bendit: Well, I'm happy to be part of it. Thanks for having me. 
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Will Bachman: Awesome. So, I know that you're an interesting case as an independent 

professional because you kind of do two things, right? 

Michael Bendit: Yeah. 

Will Bachman: And love to hear you talk about both sides of your practice. 

Michael Bendit: Sure. So, my background, first of all, just to give a little bit of a thumbnail of my 

background in consulting and in technology in general. So, I spent a number of 

years, about seven years, with Booz Allen and Hamilton working in their 

communications media and technology practice, and that was in the '90s. 

Then, I had a few executive roles in the tech industry, and that's actually 

where I focused.  I was mostly working with, when I was at Booz Allen, with 

computers, computing companies and telecom companies, and high-tech 

companies. 

And so I did a few stints in strategy, marketing, and new business 

development for some technology companies before going off on my own. 

And, that was in about 2003. And when I did that, I focused largely on 

providing similar services so technology focused companies, helping them 

with strategy. And, you know, it varied from telecom, computers, software, 

but it was always technology focused. And it also ranged across the board. 

Of course, when I was with Booz Allen, I was only working with larger 

companies. But as when I went independent I could afford to do work with 

small and mid-size companies as well. That eventually evolved over time, and 

about, let's see, 2011 I added another independent business to my portfolio 

and that was selling software development services. And I've been doing that 

as well through a company I call Software Development Resources. 

Will Bachman: So that's the best thing. Tell me about that second business, about how do you 

find the companies, the firms that you represent? And I suppose you have 

different, you know, specialties. Just talk to me about how that works a little 

bit. 

Michael Bendit: So, yes, I focus largely on custom development for marketing related 

applications. Of course, the world of software development is very broad. You 

could think of everything from large systems implementation all the way 

down to simple word press sites. I tend to focus on those that are either web 

or mobile systems and come out of the marketing department, where you 

tend to have more custom development requirements. After all, it's important 

to be different, to stand out, and therefore, even if you have a website that's 

functional or a system that's functional, if it's not up to date and using the 

latest technologies, your customers or your whoever it is that's using that 

system may find it old and clunky.  So, upgrades are a regular thing. And 

there's constant renewal in that world. 
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I must say, I guess it's also up my alley because I've always been in marketing 

and business development. So, I'm very comfortable in that world. And I have 

a background. I studied. It goes back quite a ways, but I studied computer 

science engineering. So I'm very comfortable in the software development 

world, at least as far as technologies and talking about benefits of one 

technology versus another, and one platform versus another. 

So, that combination of having experience in the marketing world, knowledge 

in the software world, and an ability in skills in the consulting and as a 

consultative sale, really helped me get involved in this side of the business. 

And I do a lot of networking mostly in the New York City area with marketing 

professionals, people that provide different types of services that don't 

compete with mine, and that might provide leads to me, and I provide leads to 

them. 

I work with marketing agencies, typically digital marketing agencies that they 

might do strategy work. They might do design work, but they don't always 

have the internal resources to do the development work that's necessary for 

jobs that could come their way. And so they partner with outside 

development teams. 

Will Bachman: You have a pretty innovative approach. I've been impressed by what I 

understand of how you're connected with a bunch of other marketing 

professionals. Could you talk a little bit about that group, that referral group 

that you're participate in? 

Michael Bendit: Sure. So, I started a marketing, we call it the marketing network. It's a 

networking group that meets twice a month. It was really formed based on 

other networking groups. It was modeled after a networking organization 

called B&I, which brings together from different businesses. It's actually a 

franchise, but that model didn't quite fit for me. I wanted to work with just 

folks that had marketing focused businesses. 

And so I created my own version of that. We have right now about 10 

members. Most of them are niche players. In fact, they're all niche players. 

They provide one type of marketing services. So, for example, search engine 

optimization or I have a team in that group that does copyrighting. Another 

team that does motion graphics. And I bring software development to that. 

And we meet twice a month. A lot of it is lead sharing. We bring in guests who 

we think could benefit from our services. So oftentimes we'll bring in a 

marketing agency who could benefit from the range of services around the 

table.  That's been going on for about five years, and it's been very productive 

for all of us. 

Will Bachman: That's very cool. So, this referral group, what sort of results have you seen 

from it over the five years? 
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Michael Bendit: I would say it's probably about a third to 40% of that business comes from 

that referral group. It's hard to measure exactly because sometimes it's 

second and third degree of connection. And sometimes they are ultimately 

connections that come from multiple people, maybe somebody from, one 

from that group and then one from another related source. But I would say 

that it's about 30 to 40% of my business.  So it's been quite significant. It's a 

fair amount of work, but I think it's definitely paid off. 

Will Bachman: What I love about it, it's really something that any listener of the show could 

do, right? You created your own. 

Michael Bendit: Absolutely. 

Will Bachman: You didn't even do the franchise. So, you created this thing. What are some 

best practices that you've learned over time? If someone wants to create one 

of these, what guidance would you give? 

Michael Bendit: Well, I would be focused and come up, start with a list of those services that 

you think are really going to benefit from referrals. So, it should be broad 

enough that it'll expand your access, but focused enough that there's enough 

overlap between you. 

So, in my group, it's marketing services. The ones actually that I would say do 

best in that group are ones that are in the digital marketing world. We do have 

a few that are outside of the digital world. We have a printer, and I think he 

doesn't quite get the same number of referrals as the folks that are on the 

digital world. 

And the other thing, a few other things that I would add to that are, obviously 

you wanna vet your members and in my group they're non-competitive so we 

don't have two people doing the same thing. And there's also this balance 

between having people that are good at what they do and also good 

networkers. And sometimes that's a hard combination to find. Oftentimes you 

have somebody who's very good at what they do and they do great work, but 

they tend to be not much of an extrovert. And so they're not comfortable 

selling and referring business. 

And on the other hand, you might have somebody who's more of a pure sales 

guy, sales woman, and you're not entirely comfortable referring business to 

them. But that's part of the vetting process. And what we do is we have 

everybody who's in the group vote on whether we wanna have a new member 

come in. 

And then we also do, which I think helps, about twice a year we open up the 

group to, you know, we do a bigger event where we invite about 100 people 

to a cocktail event. Sort of expand our network. Stay in touch with people that 

have come in as guests, or who are part of our own network clients. People 
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that we collaborate with. And that just opens it up and keeps the name fresh 

and the group of people, the network of people active and broad. 

Will Bachman: Wow. That's very cool. Throwing the big events like that, you really have to be 

an impresario to some degree to put yourself out there to book the place and 

do it. Practically, what are some tips that you have around doing an event like 

that? I mean, in New York, where do you do it? How do you get the space? 

Evening works best? Do you have food? 

Michael Bendit: Sure. 

Will Bachman: I'm curious to hear the real tactical details. 

Michael Bendit: So, yeah, it's a bit of work. So everybody's busy, right? You do need to pick a 

night where you're not competing with a lot of other events. But you need to 

pick a location that is relatively convenient, and that can actually 

accommodate the number of people you intend to have. And on top of that's 

not gonna charge you an arm and a leg. 

We have typically, we've typically gotten deals where we have access to a 

space on like a Monday night and there's a minimum charge. So, we need to 

spend $2,000 on food and drink. Rather than having to pay a fee for the space 

plus food and drink. And what we typically do is we charge $20 to $30 per 

head and that mostly covers the entire cost of the event. Although if there's a 

shortfall, we subsidize that out of our dues for our group. 

It does take a lot of outreach. We typically bring in between 80 and 100 

people, and we probably start with a list of about 600 or 700 people to get 80 

people to show up. So, it does require a pretty robust list, a large list and you 

need to email those people and that's more than once, right? You need to 

email them and email them again, and thank them for coming once the event's 

over. And that follow-up really helps as well. 

Will Bachman: That's sort of one of the key points, obviously, is getting the people to come. 

Michael Bendit: Right. 

Will Bachman: Do you split the list up and say, okay, you know, the website development 

person knows these 100 people the best, so you'll call them. Or do you have 

just one email blast? Like how do you practically divide up the work and get 

the invites out? 

Michael Bendit: Yeah, we've done it both ways. There's pros and cons of doing it the two 

different ways. So, one way is you have each of the members send out to their 

own contacts the invites. And that tends to get a slightly better response 

because it comes from the individual that you're connected to, that's 

connected to the group. 

Will Bachman: Sure. 
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Michael Bendit: The other way is a bit better coordinated. And that is if everybody sends their 

contacts to one of the members who's doing the emailing and that person 

using a tool like Eventbrite puts together a list and sends out the emails. That 

way you avoid the same person, perhaps, getting emails from two different 

members. 

Will Bachman: That's embarrassing, right? 

Michael Bendit: That's one example. 

Will Bachman: Yeah. 

Michael Bendit: Yeah, which is not terrible. We did it that way last time where each of us sent 

out our own list and occasionally I'd get, "Oh, I got invited by so and so." It's 

not so bad. 

Will Bachman: Yeah. Also, I suppose, if you do any calls, it actually gives you a reason to call 

up some clients that you'd like to have a reason to call for some reason, right? 

Like, "Hey, we're doing this event." It's just a reason to touch base. 

Michael Bendit: Yeah. Actually, it's a great opportunity. In fact, what I did this time better than 

I did, I would say in prior events, is I followed up with an email with pretty 

much everybody who attended, and even those people who didn't attend. 

Turned out that our last one, which was in late January was a day that it 

poured cats and dogs. And so I profusely thanked people for showing up in 

that bad weather. And that was just an opportunity for me to, if I hadn't met 

them, to say, "Why don't we grab coffee."  If I had met them, just to reconnect. 

And if I knew them and didn't get a chance to say hello at the event, I'd 

mention that in the email as well. 

And that was, you know, we had about 100 people. It was just a great 

opportunity to reconnect with people. 

Will Bachman: Yeah, that's awesome. Wow. I mean, creating that kind of experience, right, 

where people can connect with each other. Let's get back a little bit to your 

service representing development teams. Can you give me some tactical 

examples of the types of projects that your teams would do? 

Michael Bendit: Sure. So, I'll give you one that we're working on right now, and that's with a 

large pharma company. And the reason I'll talk about this one is because the 

client wasn't really sure what they wanted to do. It was actually a very 

interesting thing. it was a simulation of the drug development process that 

they used in sort of a game. I guess it was laid out as a game. It was built in 

2004, so it was a old technology, but it was very successful, and they wanted 

to upgrade this to a current technology. But they didn't know whether they 

wanted to do it on a mobile device or if they wanted to do it on the web. 

So I'm sort of in a unique position where I have teams that specialize with 

different technologies and different platforms. The job itself came through a 
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connection, through networking from a small agency that was actually 

involved in developing the first version of this project or this product, I guess 

it was about 13 years ago. 

So he had a leg up in understanding the product and what the client really 

wanted. And he came to me because A) the client really wasn't sure what they 

wanted. So, I spoke to two of my teams. One that specializes in mobile 

development. And another one that specializes in web development, and 

engaged both of them. And they both understood that it could go one way or 

the other depending on what the client wanted to do. My job, of course, is to 

sell the work, and I do that best when I have options that meet the clients 

needs. 

But it went back and forth a few times and they finally decided to go with a 

mobile version. And so, actually a mobile version that will run on the Windows 

platform, which is a pretty unique environment. So, it will run on a Windows 

10 desktop or laptop, but we're setting it up so it can also run on an IOS 

platform. 

Will Bachman: That's cool. So that's kind of a very technical ... So you have a whole set of 

technical teams available, and you can help clients kind of navigate that world. 

Michael Bendit: Exactly. Exactly. So, yeah, I work with about 10 teams right now. Another 

interesting thing about my model is that there's very little overlap between 

those teams, but where there is overlap it's usually between a team that is all 

domestic, and one that is what I call dual shore, where they have some people 

here in the U.S., mostly the client facing people project managers, account 

managers. But, the bulk of the development is done off-shore. And that tends 

to be my best selling work because it's about 30 to 40% of the cost of doing it 

all here in the U.S. 

Will Bachman: So, and how do you vet the different teams that you're representing? 

Michael Bendit: All of the teams that I work with come through recommendations of people, 

mostly agencies that have worked with them and that love working with them. 

So, because those particular agencies already have a direct relationship with 

them. I don't get more work through those agencies with those teams if I 

decide to sign that team on. However, because they're vetted and they're 

highly recommended by the agency, they tend to work well with agencies and 

that's a really important feature for me because most of my business comes 

through relationships with agencies, with digital marketing agencies. 

That can be pretty sensitive because a lot of the development teams could be 

seen as potential competitors to the digital agencies. There are firms that 

position themselves as a full-service web development, or digital development 

firms that I could work with because they've got good technical staff, but they 
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would potentially be perceived as competitors to the agencies that I wanna 

work with. 

So I really focus on working with teams that have good relationships already 

with agencies, good working relationships and are very happy to let the 

agency take the lead on the strategy and design, and really focus on the 

technical implementation. 

Will Bachman: I'm gonna just reveal my ignorance here a little bit and say, I guess, I know 

advertising agencies, but digital marketing agencies, I don't think I've ever met 

one. What is a digital marketing agency? Kind of what do they do? How big are 

they typically? What do they look like? What are their services? 

Michael Bendit: I would say that there's, broadly speaking, there's two types of marketing 

agencies. There's ones that focus on advertising, and that was traditionally if 

you think back to Madman. All of the big agencies were really considered 

advertising agencies 'cause they made their money on the percentage of the 

ad spend, and the design and creative services were basically given away as 

part of that whole package. About, I don't know how many years ago it was, 

but this concept of an agency of record became a real problem. I think it was a 

legal issue. 

And so, ad agencies and marketing agencies became really different animals. 

Where ad agencies continued to sell ads, they tended not to be necessarily 

exclusive to a brand. But, they could buy ads on behalf of that brand, and 

that's how they made their money, whereas, marketing agencies focused on 

all the creative, and they would get paid for that creative. 

So whether it was television production or ad design or whatever, print 

design, and when the digital world exploded, there was a new whole area that 

is focused on digital marketing. So everything from creating a website to 

putting out digital ads, pay per click ads, search engine optimization, video 

production, digital video production, virtual reality systems, augmented 

reality. It's very broad right now, and getting bigger. 

And there's also, of course, all of the online ad placement. And those tend to 

be very focused specialty agency as well, the digital ad placement companies. 

Will Bachman: Cool. Alright. 

Michael Bendit: And we have one of those in our group as well. 

Will Bachman: Awesome. Hey, well thanks for that digression. 

Michael Bendit: Sure. 

Will Bachman: Let's turn a bit to your more consulting practice. 

Michael Bendit: Sure. 

Will Bachman: Tell me a little bit about the types of projects that you do. 
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Michael Bendit: So, I specialize in two areas. One is strategy protect firms, and those tend to 

be software, hardware, a bit of telecom. And then also pricing strategy. And 

that can be across products. I would say I've done everything from apparel to 

information services to hardware, home hardware. And my real sweet spot, of 

course, is where those two intersect and that is the pricing of software and 

technology. 

I can actually tell you one that I think is really my sweet spot. I can tell you 

about one that's really my sweet spot that I did about a year ago for a 

enterprise software company. It was, at the time, or up until a few years prior 

to the work that I did, they were the leader in their space. They were 

probably, in that division, several hundred million dollars of which their lead 

product was probably 50 or 60% of their revenue. 

They licensed their software in a very traditional way, which was they would 

sell a per seat license on a perpetual basis with a maintenance fee associated 

with it. So, they'd per seat. So, per user might be, you know, $1,000 for the 

core modules and then maybe ... and that's $1,000 perpetual license for the 

core module and then there would be add-ons. So if you added on other 

modules, it would cost you an additional $500 or $600.  And the on top of 

that, there was a 20% annual maintenance fee. 

Well, with the advent and the growth in software as a service, there came a 

competitor from essentially nowhere that started off [inaudible 00:25:30] a 

similar, but much simpler product online. And that caught on, much like if you 

... I'm sure you're familiar with salesforce.com, and how they took over the 

market for CRM. 

This competitor of theirs was beginning to take over the market in their 

application space, and they were losing share. By the time I was brought in, 

they had already surpassed this leader. And the leader had been scrambling to 

come up with competitive offerings. But their flagship product was still priced 

on a perpetual license plus maintenance. 

So the real challenge was twofold really. One was to simplify the offering 

because it was complex with all the different modules, and it was not only per 

seat, it was per name seat or you could get a per concurrent seat, which 

means that didn't matter who owned it, but as long as there were fewer than 

x-number of people working on the system at the same time, it was okay. Very 

complex. 

And so, they needed to really simplify, figure out what were the most 

important core modules, bundle those together and simplify their pricing so 

they could compete more directly with this upstart that was now eating their 

lunch. 

Will Bachman: And what did you help them do? 
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Michael Bendit: That was really the focus was to, "Okay, let's figure out how do we simplify 

this?" That was the first step because whereas the competitor basically had 

three packages. These guys, if you considered all the possibilities and 

permutations, it was probably in the hundreds. So the first thing we needed to 

do was say, "Okay, let's look at how these products are actually bought, which 

ones tend to be bought together, and there are natural bundles that come out 

of that. And that was just by looking at their data and poring through their 

data, you could see which companies tended to buy, which clients tended to 

buy, which modules, which ones were really core. 

And therefore, you could say, "Okay. These three or four modules tend to 

represent the package. And very few people will buy a system without one of 

these three. So, each of those could be either a foundation package or a 

foundation module or the three of them could be bundled together as a core. 

And then you could have a few add-ons. 

And so we went from, as I said, permutations that take you up to the hundreds 

to about five different packages ... three of which would represent probably 

80% of their business.  So that simplified it dramatically. And then, one of the 

biggest challenges for a company that's moving from a perpetual license with 

add-on maintenance add to a softwares or services subscription pricing model 

is that their cash flow changes pretty dramatically, right? 

A sale would be mostly upfront cash, and then you'd have add-ons or 

additional fees. And then maintenance over the life of that contract. Whereas 

use of software as a services, you tend to spread that out more evenly. So, it 

does impact the cash flow. And that was something that we really had to 

understand. It was actually a company that had been taken private so they 

didn't have to explain it to the market, but the investors had to be comfortable 

with going that approach and understanding that in the near term the cash 

flow would take a hit. But in the long run, it should work out for them. 

Will Bachman: Mm-hmm (affirmative). So, you've done pricing work across a number of 

industries. Talk to me about the, and of general contours of a pricing project. 

What are the different phases, and what happens in phase one? 

Michael Bendit: Okay, happy to do that. So, pricing certainly is in a vacuum, right? It's one of 

the five p's of marketing. And therefore, it's really important to understand, 

really understand the context of the business and how people buy the 

product. 

So typically, one of the first phases is a diagnostic, a real understanding of how 

the market perceives your product, how the market can be segmented with a 

focus on how they view the price. So, pricing sensitivity by different market 

segments, competitive offerings in those different market segments, and 

which segments tend to go for which competitors. 
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So typically we start with a market segmentation, and that usually begins with 

a series of qualitative interviews anywhere from 20 to about 60 qualitative 

interviews, in-depth interviews with customers, prospective customers, and 

non-customers. So people that have competitive products. 

That gives us a really good sense for how the market tends to buy the product 

and where are their ... where their hot buttons, so to speak for different 

features and price points. And from that, oftentimes, not always, we will do a 

quantitative survey, do some quantitative market research mostly to validate 

the market segmentation, but to also get a little bit deeper into things like 

price sensitivity and preferences for different features. 

So that's sort of a starting point. What we're trying to get at from there is 

what's the best way, given a understanding of the market and the various 

segments within that market, what's the best way to structure the pricing or 

restructure the pricing. So, in the software world in particular, you've got a lot 

of pricing flexibility.  There's so many ways that you can sell software or 

information services in particular. 

Will Bachman: What are some of the dimensions? 

Michael Bendit: Sure. So, one dimension, of course, is, and the most commonly used dimension 

is per seat. So, per user. And that's usually for an enterprise type environment. 

But even that, as I mentioned earlier with that prior example, there are two 

flavors of that, right? There is a names seat, which means that you have a user 

with a username and you're only allowed so many unique usernames, even if 

they're not using it very much. And another one would be a concurrent seat, 

where you've got a pool of users who could be using the system at the same 

time.  And of course typically, a concurrent seat costs more. It gives the client 

more flexibility so there's a benefit there. 

There are, of course, other ways that software has been sold, and you could 

sell it on a storage base. So how large your database is, or how much seats a 

year it takes up, or how much data is being managed. Those are somewhat 

older models. The, I would say, the per seat is perhaps the most typical. 

But then you could also, in some cases, even a per seat is very difficult to do. 

You might wanna consider looking at pricing on the enterprise level, 

particularly for software or a combination of software information that is 

broadly used by many, many people in an organization, where it's very difficult 

to manage individual seats, whether they be name seats or concurrent seats. 

And in that case, we've done pricing studies where we recommended that the 

service be priced actually on the size of the organization that they're selling it 

to. So it could be revenue based or it could be number of people because that 

really is the best representation of value that they're delivering to the client. 
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Will Bachman: Mm-hmm (affirmative). That makes sense. That's cool. Boy, all those different 

options. 

Michael Bendit: Yeah, there are very many. There are a lot of different options. Obviously, 

when you're working with a hard good like think about a car. Yeah, you could 

have a certain number of packages, but usually, if you go out and buy a car and 

you know you want a particular model, there may be two or three different 

package options, and then outside of that you could customize it, but that'll 

take more time to get delivered.  So, they try to find three packages that make 

sense for perhaps three segments of the market. 

Will Bachman: Right. So, you've been doing this for a while. So, you've been successful as an 

independent professional for a number of years. One thing that I'm always 

interested in is how do folks think about the new skills that you need to 

acquire and kind of do a self assessment periodically and figure out what 

those gaps are and then go out and develop those skills. How do you manage 

that, Mike, in your own practice? 

Michael Bendit: Well, I would say that I guess there's sort of two approaches to that. One is, as 

opportunities arise, you fill in the gaps by getting help from other people and 

you learn that way. And that's perhaps the most practical way to do it. I would 

say that you're not necessarily capturing all the value, but you're also not 

spending time on things that might not be applicable. 

I'll give you an example. I recently did a project where we did do a market 

segmentation, a qualitative market segmentation followed by a quantitative 

survey. And with that quantitative survey, we usually, of course, bring on a 

partner who can help us with the survey, putting together the survey, and also 

analyzing it. And we worked with a statistician who's got a deep background in 

a quantitative market analysis. And he's always invaluable, and I'm always 

learning new things from him. 

In this past situation, we had a hypothesis after we did the work, the upfront 

qualitative work, as to what made sense into the market segmentation.  And 

then we really had to create a quantitative study to delve deeper into each of 

those different segments. And so, we had some different questions for each of 

the different segments, but we had enough that were common across to really 

test whether our segmentation stood up to the statistical analysis of what 

would come out of it if you had just done a survey across a broad number, I 

think in this case it was about 400 respondents, and use the numbers. The 

response is to determine what were the statistical segmentation based on 

cluster analysis. 

The problem with doing that out of the box, and starting with a cluster 

analysis based on a survey is that you often come up with things that you 

might be able to define the cluster, but those clusters wouldn't necessarily be 
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things that you could identify. And so, you might be able to describe them, but 

you wouldn't necessarily be able to identify a buyer as a member of a given 

cluster, which makes it very difficult to market to those clusters. 

So, in this case, we actually ended up having about a 92% overlap. So, it 

basically said that 92% of the statistical clustering could be explained by our 

qualitative segmentation, which, of course, made us feel a lot better about it 

because it said the statistics would've come out this way anyway, and we 

understand, and the client understood how our segmentation worked. 

Did I become an expert in that? No, but I now know that it can be used that 

way to do a validation of a qualitative segmentation. So that's sort of an 

on-the-job kind of learning. 

Will Bachman: Sure. 

Michael Bendit: I think all of us, you know, that's one of the nice things about consulting is 

you're always exposed to do [inaudible 00:38:06] your skills brought in by 

other team members. I would say most of my development, most of my 

knowledge comes from those situations. It's also true on the software 

development side of my business. I'm not a technical expert in everything, and 

technology's evolving rather rapidly. 

In that case, I rely heavily on the vendors that I work with. I ask them a lot of 

questions. My job is to figure out what the client needs, and then work with 

my teams to figure out, "Okay, what are the right technologies. How a 

technology's evolved? How has one technology displaced another?" And then 

from there, my job is, early in the process, is to sell the client on, "We think we 

should go this way in a sense, as opposed to that way, because x, y, and z. And 

that involves not just input from my development teams, but also 

independent research that I will do trying to really get a handle on what are 

the distinctions, what are the differences between the various technology 

choices.  So, in essence, I guess that's also sort of in situ, but it's more in the 

selling process as opposed to the implementation. 

Will Bachman: Mm-hmm (affirmative). Mm-hmm (affirmative). So, you're a technology guy. 

I'd love to hear, personally, what are some of the tools that you use that 

maybe not everybody does know about? Either apps on your phone or 

software programs on your laptop. What are some of the things that you've 

found most helpful to make you more productive? 

Michael Bendit: I would say that I certainly am a technology guy. I tend not to be at the cutting 

edge. I'm not someone who likes to be sort of the guinea pig, 'cause I find that 

you end up being frustrated with products that just aren't quite baked. So I 

use a lot of the standard products. I actually use Outlook quite well for 

managing all of my various emails across those businesses and other things 
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that I'm involved with, and use the organization tools within Outlook quite 

effectively. 

I use LinkedIn a great deal. Certainly, whenever I'm meeting with somebody 

or just trying to catch up with them, I'll find out what they're up to. There's 

another tool that I was recently introduced to, which is a great little tool for 

business prospecting and keeping you with people, and that is called 

Hunter.io I don't know if you're familiar with it. It's a tool for getting the email 

of somebody who might have moved on and is now working for a different 

company. 

Will Bachman: Okay. 

Michael Bendit: Or somebody you don't know and you simply just put in the URL and their 

name and it tells you what the likely email is, and the confidence level around 

that likelihood. So, 99% they've found that email address five times on the 

web, or 65% because they've only found it once. And based on the structure 

of the company's email, they can only be 65% certain that this is the right 

email address for them. 

Will Bachman: Sure. That's pretty cool. 

Michael Bendit: It's actually free. Yeah. What else do I use? Let's see. Oh, I started using Zoho 

CRM, which, I guess a lot of people are familiar with. I don't know if it was this 

crew, if it was Umbrex, or some other networking group where somebody had 

put out a request for information on what's the best Soho or, you know, the 

independent CRM system for independent professional. And somebody had 

done an analysis and I took advantage of that, and looked at Zoho versus 

Insightly and found that Zoho was a much better choice. 

Will Bachman: How do you use it? 

Michael Bendit: For Zoho, it's mostly for outbound prospecting. I will typically, at least in my 

software development services business, I target small and mid-size 

marketing agencies in the New York area. There are lists of companies that fit 

that profile. But, often, you're willing to dig a little bit deeper. I will use Zoho 

to find people that I really wanna target. So, prospects who are in these 

companies who I think would be the right people to reach out to, and I just 

track my follow-up with them. So emails and telephone calls, and connections 

and introductions. It works quite well. 

They've got, like most CRM systems, you have a few different categories. One 

is a prospect or a lead. I should sort say it's a lead, that turns into a contact, 

and eventually a prospect. Now meaning that they start with just, you know, 

this is somebody who should be a good person for me to get to know. It might 

have an opportunity for me. And then once you do reach out with them, you 

convert them into a contact. And if there is a particular prospect, prospective 

project, then they get associated with that prospective project. 
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Will Bachman: If you make a phone call, you have to manually enter or, or does it integrate 

with your iPhone and just says, "Oh, well you've called this number," so it 

makes a note or something. 

Michael Bendit: Yeah. There are definitely ways you could integrate it. I would say that I'm not 

using all of its bells and whistles. I use the email from the system about half 

the time, so you can email directly from the system. And that, of course, gets 

captured automatically. You can integrate it with Outlook and there is an app 

as well that will enable you to integrate it with your phone, but I haven't put all 

those integrations in place yet. 

Will Bachman: Cool. One final area I wanted to ask you about a little bit is freedom. What has 

being a independent professional allowed you to do in terms of either family 

or hobbies or travel? Just love to hear about that. 

Michael Bendit: Sure. It does give you a lot of flexibility in terms of how you use your time, 

which, for some people that's a blessing, but for other people that's a curse. 

I'm happen to be pretty disciplined. So I would say that even though I work 

from home, I'm pretty good at spending most of my daytime hours on the 

weekdays focused on my business. But the flexibility has also enabled me to 

get involved in other things, both business and non-business, of course. I was 

an avid tennis player for quite some time, and would play on weekends, would 

play evenings, would play early in the morning until I injured my knee. And 

now I'm gonna refocus on sailing. So, I joined a sailing club recently. 

Will Bachman: That's awesome. 

Michael Bendit: Actually last summer and that's a great opportunity actually to spend more 

time. Obviously there's lots of things you can do with friends, but there aren't 

that many folks that can say, "Come on out on my boat," or, "I don't have a 

boat, but I have access to a few shared boats not too far from here." So that's 

always a nice thing to do on a weekend. 

And I hope to be getting more involved in racing on weekday nights, actually. 

So there are races up in City Island where I'm a member of a club up there. 

Mondays and Wednesday nights. Not every week, but I'm sure hopefully 

quite frequently I'll have an opportunity to race with people who do own 

boats. 

Will Bachman: Well that is awesome. Well, Mike ... 

Michael Bendit: Yeah. 

Will Bachman: Thank you for joining. Enjoy your time on the water. 

Michael Bendit: Thank you so much. And would love to take you out so, we should definitely 

follow up with me if you have any interest in going out on the water. I have 

access to boats up in City Island. So, would love to have you. 
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Will Bachman: Sounds great. And by the way, how can people find you online? I know you 

have a couple of businesses. Do you wanna give out a couple websites? 

Michael Bendit: Yeah. I have my email is my name. So it's mjbendit, B-E-N-D-I-T @gmail.com. 
And that's what I use mostly for my consulting work. And my company is 

called Software Development Resources, which explains exactly what I do, 

and the URL for that is softdevresources.com. So, it's 

S-O-F-T-D-E-V-resources with an s.com, and happy to speak with folks. 

Will Bachman: Great.  Well, we'll find you online. Mike, it's been awesome. 

Michael Bendit: Thank you. 

Will Bachman: Thank you so much for joining. 

Michael Bendit: Been great. Thanks so much, Will. 

Will Bachman: Thanks for listening to this episode of Unleashed, the show that explores how 

to thrive as an independent professional. Unleashed is sponsored by Umbrex, 

the world's first global community of top-tier independent management 

consultants. The mission of Umbrex is to create opportunities for 

independent management consultants to meet, share lessons learned, and 

collaborate. 

I'd love to get your feedback and hear any questions that you'd like to see us 

answer on this show. You can email me at unleashed@umbrex.com. That's 

U-M-B-R-E-X.com. If you found anything on the show helpful, it would be a 

real gift if you would let a friend know about the show and take a minute to 

leave a review on iTunes, Google Play, or Stitcher. And if you subscribe, our 

show will get delivered to your device every Monday. 

Our audio engineer is Dave Nelson. Our theme song was composed by Gary 

Negbaur, and I'm your host, Will Bachman. Thanks for listening. 
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