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Expert inspiration for a Better Business

Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses
compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken
0
in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home
business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business.
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Lilach Bullock

6 easy ways to get more out of your Instagram

Instagram is one of the most popular
social networks in the world, with 500
million monthly active users and as
many as 300 million daily active users,
and the numbers just keep on growing
year by year.
The popular photo-sharing social
network is not as easy to use or
straightforward for digital
marketers and businesses as
Facebook or Twitter are,
however. Finding ways to drive
traffic back to your website is
more difficult, updates require
careful planning and a good dose
of fun and imagination and there
aren’t as many useful tools to help
you publish to Instagram and
increase your results.

Here a few tips to help you
master Instagram:

whatever else you can think of
really.

Photos vs. Video
6 easy ways to get more out of
your Instagram: A good Instagram
strategy should employ both
photos and video. Video, in fact,
tends to lead to more conversion
rates than images do, and since
their length is so short, an
Instagram video doesn’t require
that much extra work. And in fact,
it can even be a lot of fun to
create short videos. Try
Boomerang for Instagram to
create short videos that loop,
Hyperlapse for stunning timelapse videos and Cinefy for editing
videos like a pro.

Try to include trending hashtags
wherever possible, or see if you
can create images or videos
related to trending topics. This
can help you boost your follower
and like numbers. There are
plenty of tools that you can use to
find trending hashtags, such as
Hashtagify for trending hashtags
and hashtag ideas, and Keyhole
and Tagboard for tracking them.

That said, with the right strategy,
Instagram could bring in amazing
results for a lot of different
businesses. In fact, people are
more likely to respond positively
to business presence on Instagram
then most other social networks.
Hashtags
6 easy ways to get more out of
your Instagram Hashtags are
extremely important on
Instagram. If you want more likes,
followers and conversions this is
the first step that you should take
– add hashtags. You’ll find that
people are searching for anything
and everything on Instagram, and I
wouldn’t be too surprised if
you’re getting likes at 3 am for
some obscure band, or hobby, or

Create a strategy
A good Instagram strategy
requires quite a bit of planning. If
you simply leave it be and just
take photos and videos when you
see something you think might be
worth a shot, you probably won’t
get too far.
Planning your content carefully
however can help you get more
likes, followers and clicks, while
also helping you save time. Try
out different types of photos and
videos to see what works and
what doesn’t, and then adjust
your future posts accordingly.
By planning your posts, you’ll also
make sure you never miss a day
and that you’re consistent with
your social media.
An Instagram content calendar
will also help you save a lot of
time. Instead of having to stop and
think of things to post several
times a day, try brainstorming
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ideas once a week with your
team.

One way to make this process
easier, and also make sure you are
always posting new content, is to
use a scheduling tool.

Of course, this doesn’t mean you
should forget about spontaneity.
Whenever you see something
cool that you think your followers
might appreciate, take a photo or
video.
Get more out of each photo
There are a plethora of tools
available, a lot of them free that
can help you maximize the
potential of each and every photo
or video you take. Tools can help
you edit your photos so that they
are more beautiful, more
compelling and more eye-catching.
There are tools for photo filters,
for creating cool videos, funny gifs
or captivating time lapses or for
adding text. In fact, I’m sure
there’s a tool for everything and
anything that means photo editing
for Instagram, many of them free
or very cheap. Not to mention,
it’s a lot of fun to try them out,
and they can help give you ideas
for more posts. I love using photo
editing tools and discovering new
ones. These are just some of my
favourites:
 Canva – this is my favourite
photo editing tool lately. I use
it to create images and other
designs, and it can also be
used for adding filters, icons
and most anything you can
think of.
 Pablo from Buffer has over
50,000 royalty-free images
that you can choose from, and
it also allows you to add text
in different fonts and colours
and upload your own images
and logo so that you can
create awesome branded
images.
 Snapseed from Google is
another great one with apps
for both desktop and iOS and
Android devices. It’s a very
powerful editing tool that is
surprisingly easy to use
considering its capabilities.

Brand consistency
6 easy ways to get more out of
your Instagram Brand consistency
is always very important, whether
it’s online or offline, and it’s
especially important for a visual
medium such as Instagram. Think
of what you want your brand to
inspire on Instagram and then set
guidelines for every member of
your team who posts on
Instagram. Think of what type of
content you want to publish, and
what is off-limits, what you want
your images to look like, if you
want specific filters used and if it’s
consistent with your other
branding.
Scheduling posts
Instagram, while having a lot of
photo and video editing available,
doesn’t fare as well when it comes
to other types of tools. At least,
not as well as Facebook or
Twitter, for example. And,
especially in contrast to Facebook,
Instagram requires a lot of daily
attention. If you want to be
successful, then you’re going to
have to post several times a day,
which can be very difficult as well
as time consuming.

I mentioned earlier in the post
how important a content calendar
is when it comes to Instagram.
And while that can help you save
a lot of time, the ability to
schedule all of these posts will
help you free up so much time
you won’t know what to do with
it.
There aren’t that many tools that
you can use to schedule posts for
Instagram, at least not like there
are for Twitter. In fact, generally
Instagram requires a lot more
hands-on attention than most
other social networks.
One tool that you can use to
schedule photo updates on the
popular photo-sharing social
platform is Agorapulse.
Agorapulse is my favourite social
media dashboard so their latest
feature is very welcome!
Scheduling updates for Instagram
is extremely easy: create the
image as normal, using your
computer or phone, then simply
login to your Agorapulse account
and schedule each photo for when
you want them.
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When it’s time for your post to
go out, Agorapulse will send you a
notification on your phone, and all
you have to do is go to
Agorapulse, click on “publish
now” and “copy to Instagram” and
then go through the regular
Instagram photo-posting process.
It’s as easy as it gets and it will
help you save a lot of time, while
also making sure you never forget
to post all the updates you need
to. It’s definitely a more timeconsuming process than it is to
schedule posts for any other
social network, but it doesn’t get
any easier than this.
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you can see what’s scheduled for
each day. You can also add as
many team members as you like
so that everyone can schedule and
post on Instagram using
Agorapulse.
Summary
Instagram has always been
different from most other social
networks with their various
restrictions when it comes to
businesses. It is however an
extremely useful tool for
marketers, and businesses of all
types. What do you do to make
sure you make the most out of
your Instagram account? Which
tools do you use?
© Copyright, Lilach Bullock

About the Author
Highly regarded on the world
speaker circuit, Lilach Bullock has
graced Forbes and Number 10
Downing Street. She’s a hugely
connected and highly influential
entrepreneur.

You can also use Agorapulse to
see which posts work best and at
what times they get the most
engagement. This will then help
you create better scheduling
timetables for your content, so
that you maximize your results.
Simply go through your analytics
and make notes of when the best
times to post updates are and
then use Agorapulse to schedule
your photos and video posts at
those times.
You will be able to check what is
in your queue, what’s been
published already, as well as a
comprehensive calendar where

Listed in Forbes as one of the top
20 women social media power
influencers and was crowned the
Social Influencer of Europe by
Oracle. A recipient for a Global
Women Champions Award for her
outstanding contribution and
leadership in business.

Co-ordinates
Email: lilachbullock@gmail.com
Web: www.lilachbullock.com

Discover the best
approaches for making
business decisions
From Maud Oortwijn (Strategic Consultant at High Road
2 Consulting) on LinkedIn

Today's business leaders have to face the
facts -you can't separate leadership from
decision making. The importance of
making decisions, no matter how big or
small, cannot be overstated.
Decision Making For Dummies is a candid resource
that helps leaders understand the impact of their
choices, not only on business, but also on their
credibility and reputation. Designed for managers,
business owners, and anyone else who makes tough
decisions on a daily basis, this guide helps you figure
out if the decisions you're making are the right
ones.
In addition to helping you explore how to evaluate
your choices, Decision Making For Dummies covers
ways to receive support for decision making, delves
into various decision-making styles, reviews the
importance of sifting through data and information,
and includes information on ways to engage others
and make decisions collectively. Being in charge can
be challenging, but with this guide, you don't have
to go it alone.






Discusses the effects of decision making and
outlines the considerations that must be made
to gain trust and confidence.
Demonstrates ways to communicate
particularly sensitive decisions, and offers
approaches for making bold decisions that
challenge the status quo.
Delves into the risks and benefits of certain
decisions, and shows readers the best ways to
evaluate choices
Outlines smart strategies for engaging others
and drawing them into the decision-making
process

This offer ends on 8/9/16. Get it here for free:
http://bit.ly/IntlBizDecisionMaking
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Jeff Haden

Jack Welch reveals the one
quality every great leader
possesses
Skills, talent, and experience are
important, but the generosity gene
creates the foundation for great
leadership.
There are many things you can say
about Jack Welch, and this is one
of them: Jack definitely knows
how to develop great leaders.
That was true when he was the
CEO of General Electric, and it
remains true today. For example,
the Jack Welch Management
Institute online MBA program has
been named the most influential
education brand on LinkedIn and
was named a 2016 business school
to watch by Poets and Quants.
Since the JWMI recently held its
commencement service in
Washington, D.C., for
approximately 200 graduates, it
seemed like the perfect time to
talk to Jack about education and
leadership, and the one quality
every leader needs most.
With all the different avenues
for learning, why is an MBA
still relevant?
In the right school, you'll learn
how to motivate, how to manage,
how to fire--you won't do a lot of
theory. If you want to teach,
theory is fine. In the real world,
skills are everything.
In our school, we have working
adults. To be accepted, they have
to have a job. Our premise is they
learn on Monday, practice on
Tuesday, and put what they learn
to work right away.

Say I'm already an
entrepreneur. How would an
MBA be useful to me?
You see so many start-ups where
the founder doesn't carry the
company all the way through its
growth. In fact, that's one of the
most common phenomena;
someone doesn't enjoy managing
or simply can't manage.

"generosity gene." For a long time,
I never quite identified that
ingredient.

Of course, if I'm starting a
venture, I'm not going to take two
years off to get an MBA. I'll go to
work every day and get my MBA.
That's where we come in. We
take people who have a handle on
their career or their aspirations
they know where they want to
go.

I have never seen a great leader that
didn't have the generosity gene.
Take care of your people, let them
know where they stand, cheer them,
never take credit for what they do,
and they'll go to the moon for you.

Our last graduation was the most
beautiful thing in the world to see.
There were all these working
adults from all over the U.S., and
the world lined up for the
processional. It was breath taking.
It was one of the greatest
moments of my life.
The mission of the school is to
change the trajectory of your life,
and that holds true whether you
run your own business or work
for someone else. We teach
people how to get out of the
trenches by building great teams.
You talk about teams a lot.
Success is based on people first
and strategy second. Build a great
team and you will accomplish
things beyond your wildest
dreams. You grow from the
reflected glory of your people.
When your team delivers, you
enjoy the fruit.
What do you know now that
you wish you had known
when you were 20 years old?
I wish I had then had a better
definition of what I now call the

If a leader didn't desperately want to
give raises, to promote people, if he
didn't get as much satisfaction from
other people's success as he did
from his own ... I didn't see that as
well as I should have.

I wish I'd identified the generosity
gene as a clear requirement. I never
would have made as many mistakes
picking people as I did.
Once you're in charge of people, it's
no longer about you it's about your
team. Any leader who still thinks it's
about him is destined to fail.
© Copyright, Jeff Haden

About the Author
Jeff Haden learned much of what he
knows about business and
technology as he worked his way up
in the manufacturing industry from
forklift driver to manager of a 250employee book plant. Everything
else he picks up from ghostwriting
books for some of the smartest
innovators and leaders he knows in
business. He has written more than
30 non-fiction books, including four
Business and Investing titles that
reached #1 on Amazon's bestseller
list. Jeff is a contributing editor for
inc.com and a LinkedIn Influencer.

Co-ordinates
Web: Inc.com
LinkedIn:
linkedin.com/in/hadenjeff
Twitter: twitter.com/jeff_haden
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Sue Barrett

The difference between Cheap
& Frugal Customers and how
to deal with them
Today, many clients whether they are
B2B (business) or B2C (consumer)
are looking to save money. Why?
Times are uncertain, markets and
demographics are shifting, there is a
wide variety of choice, and it’s much
easier for buyers to make product
comparisons and compare prices. It is
said that we are currently under the
influence of a buyer’s market, and
some buyers can and do drive a hard
bargain.
At the same time, businesses are
seeing their margins eroding so
they’re putting more pressure on
their salespeople to hold their
margins and deliver value. That’s
not always easy, especially if we
hit the bargain hunters and we
have done nothing to move
beyond having product and price
conversations.
Chances are that many of us have
come across bargain hunters who
are prepared to whittle us down
to the lowest price they can take
from us.
It’s exhausting. Especially those
bargain hunters who bargain after
the fact: for instance when we
have assessed their needs,
priorities and budget, put a
proposal together that has been
properly priced along their budget
guidelines, and they then decide
to try for a cheaper price, the old
‘thrust and jab’ in take our pricing
down further. Sometimes these
tactics come with promises of
other lures like the promise of
more work with them or the
introduction to other clients if we
cut our prices now.

My advice is don’t fall for these
promises or let yourself be bullied
by their price reduction tactics, at
least not until you have properly
assessed the situation. Because
chances are you are being played
by a ‘cheap’ prospect who wants
something at your expense.
Those ‘cheap’ prospects or
customers are different from
those who are frugal and, as
salespeople, we need to know the
difference if we want to deliver
real value and not be sucked into
price wars.
So let’s look at the similarities and
difference between Cheap and
Frugal customers and what to do
about it.
Cheap and frugal people both love
to save money; however, frugal
people do not do so at the
expense of others. This last point
is very important for anyone in a
sales role as this will help you
determine how you will proceed
with a customer who is looking to
save money.
Cheap customers look like this:
 Being cheap is about spending
less
 Those who are cheap are
often afraid to spend money
 Cheapness uses price as a
bottom line
 Cheap people are driven by
saving money regardless of the
cost. They are willing to
sacrifice quality, value and
time in order to cash in on
some short-term savings

Frugal customers look like this:
 Being frugal about prioritising
your spending so that you can
have more of the things you
really care about
 Frugality is about assessing the
bigger picture and having the
patience to cash in on the
simple saving strategies
 Frugality uses value as a
bottom line
 Frugal people are driven by
maximising total value,
including the value of their
time
When you look at what drives
Cheap and Frugal customers it
becomes very clear that you are
most likely to want to work with
Frugal Customers if the
overarching mandate is about
saving money.

How to deal with Frugal
Customers:
 Ask questions to understand






what your frugal customer
really values, what they want
to achieve and what is driving
their decisions in the now and
longer term
Listen to how they speak
about value and the context
they are operating in
Make sure you know how to
talk about your products,
services and solutions as they
relate to saving or making
money, reducing risk and
affecting short and longer
term goals
Make sure you can describe
and link your solutions to how
they add value in relation to
the Frugal customer’s value
set and priorities, and how
they can save money
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 Stand up for the value of what



you do by showing how you
can help them be more
effective and efficient as well
as mitigating risk over the
total cost of what or how
they are doing it now.
If they have a budget issue, do
not discount, instead look at
what you can leave out of the
deal and reduce the price that
way.

How to deal with Cheap
Customers:
 Don’t start from a desperate









or weak standpoint. Cheap
customers love to intimidate
and bully people. Recognise
you are dealing with a certain
type of person who loves to
get their own way no matter
what and be prepared to walk
away.
Stand your ground on pricing
and be prepared to
demonstrate your value by
showing how you can help
them be more effective and
efficient as well as mitigating
risk over the total cost of
what or how they are doing it
now. It may fall on deaf ears
but worth a try at least once.
Know your bottom line -that
which you will not go beyondand be prepared to walk away
from the deal.
As with frugal customers, if
they have a budget issue, do
not discount, instead look at
what you can leave out of the
deal and reduce the price that
way.
If you are currently inundated
with ‘cheap’ customers and
don’t like that then simply
raise your prices and see what
happens.

Tips on how to help Cheap
and Frugal Customers buy
from you in a positive way
 Have on offer a range of



options from ‘no frills’, ‘offthe-shelf’ to ‘premium’ and
‘bespoke’
Always find out their budget
first and then direct them
accordingly to your most
relevant offers that fit within
these parameters. Do not
stray outside these
parameters with cheap




customers because they will
try and get you to give them
‘premium’ for cheap
Keep them posted of any
special offers so they can take
advantage of these ‘sales’
Offer volume discounts where
appropriate (but remember
hold your ground on these
too)

If you are unsure about what do
with either Cheap or Frugal
customers, remember you do not
have to give and answer to them
on the spot. You can walk away
and think about it with a cool
head or seek advice before
responding to their request.
© Copyright, Sue Barrett

About the Author
Sue is Founder & Managing
Director of Barrett Consulting
Group (est. 1995), incorporating
Barrett, Sales Essentials, Mind
Your Emotions, Sustainable
Selling, Barrett Research, and Sell
Like a Woman. Barrett is one of
Australia's leading sales consulting
firms specialising in Sales Strategy,
Sales Force Design, Assessments,
Sales Training and Sales Coaching.
Sue is regarded by many
mainstream business press
publishers & editors as one of the
most authoritative thought
leaders reporting and commenting
on the selling profession and sales
operations in Australia today, with
her company's articles featuring
weekly in BRW & Smart
Company, as well as bimonthly in
IPA's magazine The Public
Accountant.
Sue has written and published 21
books and 500+ articles to date
on the world of 21st Century
selling including topics on sales
philosophy/culture/ethics, sales
leadership, sales coaching, sales
training, selling skills, sales mind
set and resilience, neuroscience in
selling, etc. Sue works as business
adviser, sales coach & trainer,
speaker, and facilitator.

‘Zepto’
Ransomware Virus:
Beware of the
latest arrival on the
ransomware
scene...
Ransomware is a type of online
malicious attack that denies you
access to your computer or files
until you pay a ransom is
unfortunately on the rise.
The latest variant of this is just beginning
to surface and is called the ‘Zepto’
Ransomware virus. Much like previous
Ransomware viruses such as ‘Cryptolocker’
and ‘Locky’ these will arrive in the form of
an email attachment and once downloaded
and opened will encrypt any locally mapped
network drives on that computer. This can
obviously have devastating effects on a
business.
It is vital that all IT users are extra vigilant
with any suspicious emails they receive.
Email attachments from an unknown
recipient to look out for are .zip and .docm
files which are the most common carriers
of this infection.
If you have found there to be any files
in your folders containing the .zepto
file extension then please disconnect
your PC from the network
immediately.
Published by IntraLAN Group Ltd
0844 770 7000 (helpdesk - option 2)
customer.services@intralan.co.uk

Co-ordinates
Web: www.barrett.com.au
Email: aas@barrett.com.au
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Brandon DeWitt

How to Hire Your First Software Support
Engineer

As your company continues to scale
and grow, it will undoubtedly run
into a few growing pains. One of
those pains in particular is the
moment when you need to build out
a software support function and
alleviate your current developers
from handling support issues on top
of creating the product. This is a
critical step for the engineering org
because it allows the developers to
continue creating an awesome
product instead of being interrupted
by support issues or putting out fires
elsewhere in relation to the
product/service.
This task is challenging for every
young company, so you want to
make sure that you are making
the right investment when looking
at potential candidates. Building
out a rock star recruiting function
at your company will certainly
help you hit the ground running
on the right foot. But, regardless
of the recruiting resource you
use, you will still want to hone in
on a few key competence areas to
ensure that you are bringing on
the right person in relation to the
responsibilities.
The most important
characteristics for hiring a
successful support engineer would
revolve around the technical skills
necessary to understand the

product and how to troubleshoot
within the system.
This should be pretty
straightforward and if you are
struggling with the core
competencies, just grab your
engineering team and ask them
about the most frequent issues
they are seeing and what “hard”
skills would be necessary for
someone to perform well in the
role. This part is easy and
shouldn’t be an issue for the team
to lay out a desired candidate
profile and experience level.
Now that you have identified that
your team needs a support
engineer and identified the “hard”
skills necessary for understanding
and executing in the position, it is
time to highlight the key “soft
skills” or “traits for success” that
you should specifically target and
grade candidates around.

To further complicate the age-old
“strong communication” piece,
let’s boil it down to some specific
aspects you will want to dive into
to analyze strengths.

Key factors to identify and
grade:
 Phone Presence – Ability to




4 Traits for Success
1. Strong Communication
This could quite possibly be one
of those skills that you completely
overlook or toss into the pile with
“self-starter” and “a real gogetter” for most overused resume
fillers out there.
The real value here is taking a
step back and identifying what
good communication actually has
to do with a software support
position.



run a call efficiently and get to
more direct topics/solutions.
Strong control on
language – Ability to simplify
complex ideas into easily
digestible pieces.
Proactive listener – Ability
to really connect with the
customer and understand all
of their issues before diving
into solutions.
Empathy – Ability to relate
to the customer on a personal
level in order to put him or
herself in their position.

Communication can take many
forms, so whether it is non-verbal
keys of confidence that keeps the
team from panicking or the ability
to be an active listener with the
client, you will want someone
who can swiftly deliver solutions
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and feedback concisely and
respectfully.
2. Determination
“Back at it Again!” with the vague
traits, but I think you can see
where this one is going. The key
competencies around
determination that you want to
dive into would be resiliency and
curiosity.
 Resiliency – Is this person
someone who will go above
and beyond to settle an issue
for the customer? How will
this person handle a situation
that doesn’t have a clear
solution/answer? These will be
very important conversations
to have with the candidate
and try to obtain specifics
around the resourcefulness of
the individual when it comes
to problem solving. You want
someone who will not stop
until a solution is found.
 Curiosity – This point is
around understanding the
“why” beyond certain issues
to prevent them from
happening or get ahead of
impediments that could be
foreseeable. Another
component of curiosity for
this role would be to dive into
how the support engineer
handles tickets that are moved
above their level. Do they
close the door and move on
or does this person stay
connected to the ticket to see
what the solution was?
3. Customer Focus
This seems simple, but really will
make the difference between a
successful and unsuccessful
support group. The real aspect
here that you want to dive into is
around the candidate not only
understanding the issue in a
technical sense, but also being
able to understand what the issue
means for that client. This will
allow the candidate to be able to
appropriately prioritize issues
coming in so that any fires are put
out swiftly rather than allowing it
to grow into a larger issue.

August
June 2016
2015

This also extends to any process
creation or changes. It is
important to lay out a foundation
on ticket procedures to follow in
particular use cases so that the
company can ensure that similar
issues are handled correctly and in
a timely manner moving forward.
4. Personal Ownership
For this position, you will want
someone that is able to truly take
ownership of the function and its
principles. Most likely, they are
going to be a one-person team
until the team grows, so the first
hire really needs to be a oneperson-shop.
Some key characteristics to
identify are:
 Always learning
 Sharpening Skills
 Attacking issues head on
I feel that this is a core group of
ideologies that you will want your
first Software Support Engineer to
embody. This will ensure that the
team is solidified in an agile
environment that places a high
importance on continuous
improvements and being
resourceful in your company’s
problem solving.

How Can You Test Those
Skills?
A great resource that you have at
your disposal in this search is the
selling factor of building out a
team and function within a
growing organization. This also
highlights that you really need to
find the right person for the role,
company and culture overall.
A great tool at your disposal
would be to have the candidate
complete a mock ticket walkthrough with the team during the
interview. This will allow the team
to see the candidate in action,
highlighting a lot of what was
covered above.

I think that this is the greatest
determining factor in the
interviewing process. You will
want to create a challenging
exercise for the candidate to test
his or her skills and creative
problem solving abilities.
It is wonderful to need to build
out a support function with your
company so get excited to go
after the best talent and be able
to dive into the core soft skills
that really position the candidate
and your company for successful
software support.
© Copyright, Brandon DeWitt
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Barry Shamis

Interviewing Myths

“If you continue to do what you
always have done, you will always get
what you have always got.”
You have an interview scheduled
for this afternoon. You prepare
by scanning the resume for two or
three minutes before the person
comes into your office. You’re
not worried because you will
know if this is the right person.
The candidate walks into your
office, strides across the room,
looks you in the eye, and with a
firm handshake introduces
herself. Nice start you’re
thinking. She is upbeat, outgoing
and can obviously create an
impression with a prospect. You
start thinking; I wonder what it is
going to take to get this gal.
But let’s not jump to a conclusion
too quickly, so you pull out your
pen and say, “So sell me this pen.”
Reject the first statement out of
her mouth, and see how she
handles objections. And most
important, see if she knows how
to ask for the order.
This, all too familiar scenario, plays
out daily when sales managers are
making critical sales rep hiring
decisions. And many of the
mistakes made are caused by one
of the greatest myths associated
with choosing people, the belief
that interview behavior is a good
predictor of job performance.

This is just one of the many
interviewing myths that lower
your probability of making good
hiring decisions.
Interviewing myths have been
perpetuated through the years for
a number of reasons. The first,
and I believe the scariest, is that
most interviewers are driven by
ego. There is a certain rush you
get when you know you get to
control the fate of the person
sitting across the table. Not
always a conscious thought, it
does sneak into your subconscious
during the process. This leads to
interviewers playing games with
candidates.
The second reason these myths
continue to haunt is simply
ignorance. So few people have
been taught how to interview and
choose people that the default is
to do what was done to you or
what you have always done.
As I was typing this article on a
flight, the gentleman in the next
seat leaned over and started
asking me questions. He is the
President of a medical imaging
equipment company that is
expanding rapidly. He told me he
had built his company from
scratch and was very proud of the
people he had hired. He went on
to tell me how he has been right
about 80% of the time. I asked
him how much more money he
would have in his pocket right
now if his percentage was even
higher?

You see, although he was naturally
quite good at choosing people, no
one had ever taught him a specific
process that would help him get
even better. And, think about the
people who are NOT naturally
good at it (most of your
management team). How much
would a proven process help
them?
Let’s look at four very common
interviewing myths and see how
they might be sabotaging your
ability to choose great people.
MYTH #1
INTERVIEW BEHAVIOUR
EQUALS JOB
PERFORMANCE
How often do you walk into an
interview thinking, “I’ll know it
when I see it!”? Down deep,
don’t you believe you’re good at
reading people? Tell the truth.
Because if you do, your walking
into a mine field. Believing how a
person acts in an interview
predicts how they will act on the
job is a recipe for disaster.
Interview behavior is as contrived
as can be.
Let me show you how this works.
Energy level is an example of a
requirement important for good
sales reps. Everyone wants to hire
sales reps who are upbeat and
outgoing. So, energy level gets
special emphasis during the
interview.
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But, don’t you think every
candidate today is coached to be
upbeat, to try to take control of
the interview, to look you in the
eye and so forth. Will that energy
in the interview translate to
energy and more importantly
success on the job? A question I
like to ask my clients is, “Are you
hiring talent or are you hiring
interview behaviour?”
Selling to committees is another
skill required of many sales reps.
So, many interviewers have the
candidate interview in front of
three or four people at the same
time to see how they handle
themselves. Heck, if they can’t sell
to a committee in an interview,
how are they going to sell to a
committee in the field? The
problem here and the reason this
is not an effective technique, is
you can’t be certain how they
handle the interview committee is
how they will handle the prospect
committee. You are just guessing.
A sales rep who has sold to
committees is familiar with the
process and knows the rules of
the game. But, an interview is a
situation they don’t face very
often and has rules that are far
less clear than a sales situation.
The interview situation doesn’t
translate well to the real world.
Here’s another example.
You want closers, so how better
to determine if they can close than
to see if they close you in the
interview. Throw a couple of
objections at them, “I like your
background Mary but frankly I
don’t think you know enough
about our marketplace.” Does
she ask for the order at the end of
the interview? The candidate is
going to try to figure which game
you are playing and since they
don’t play this game often they
may guess wrong. Then what?
The interview is not familiar
ground, for you or the candidate.
You are both guessing at what the
rules are. And neither of you have
prepared as you normally would
for a sales call. It is a terrible
assumption to think the person
handles sales calls the way they
are handling the interview.

Many people are nervous in an
interview, mostly because they
don’t know what to expect. This
differs from a sales call, where
most sales people are not nervous
because they know what to
expect. You can prepare for a
sales call but how do you prepare
for an interview? It’s much too
difficult to determine during an
interview if what you are seeing is
natural behavior or just an act.
Think of an interview as “prom
night”, everyone is going to be on
their best behavior. When you
ask the candidate if they know
how to close, do you really expect
them to say, “No? But if you hire
me I will try real hard.”
The best way to determine if the
person has sufficient energy, can
sell to a committee or close, is to
find out how they have done it in
past situations that most closely
resemble your environment. Then
explore as many examples as
possible and look for patterns.
Their past behavior is proof of
how they handle these situations
and is definitely the best predictor
of what they will do when they
come to work for you.
MYTH # 2
OPEN-ENDED QUESTIONS
ARE BEST
Most of what you read or hear
about interviewing tells you to ask
open-ended questions. The
reason given is open-ended
questions gets the person talking.
But, what good does it do you to
get them talking if what they are
talking about doesn’t give you
information that helps you predict
whether or not they will be
successful on your job? Having a
candidate talk for the sake of
talking is a waste of your time.

Here are three reasons openended questions are not your best
option:
First:
You lose control of the interview.
Controlling an interview simply
means controlling the agenda. If
you ask, “So tell me about using
technology to sell” the candidate
now chooses the direction and
composition of the conversation.
The candidate should only have
the option of telling you exactly
what they did and how they did it.
An open-ended question gives
them the option to tell just about
anything they want.
Second:
Answers to open-ended questions
may not give you quality
information. If the person
answers the previous question
with an in-depth discussion of how
a company can implement a salesforce automation system, although
it will sound impressive, they
really haven’t given you
information about their sales
practices. You need specific
answers about what the person
actually did. Are they giving you
theory, opinion or conjecture?
Third:
Open-ended questions put the
candidate under tremendous
pressure. When you ask about
using technology to sell, the
person’s thought process includes
a quick and concentrated scan of
the options they think will sound
good to you. This just puts the
person under undue stress and,
gives them the opportunity to give
you the “book” answer. Are you
getting real information or just
what they think you want to hear?
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How do you fix open-ended
questions, ask closed-ended
questions. This means questions
that have only one answer.
Instead of, “Tell me about using
technology to sell.” instead ask
“How did you use your SFA
system to shorten your sales
cycle?” By focusing your
questions, you will get the
information you need, better
information and also make it
easier for the person to answer by
eliminating the guesswork.
MYTH # 3
GUT-FEEL MAKES GREAT
DECISIONS
You certainly wouldn’t ignore
your gut-feel. When you don’t
feel right about a person, you
pass. And, if you hit it off with
someone quickly, you start
formulating the offer in your
head. The longer you spend in the
business world and the more
successful you are, the better your
instincts and feelings get. Your
instincts are certainly valuable and
never to be ignored but if you
supplement them with proven
process and objective data, your
decisions will improve.
When your gut-feel radar goes off,
either positive or negative, ask
yourself, “What did the person do
or say to make me feel this way?”
Then probe the event that
triggered the feeling. When the
person makes a strong, positive
first impression, rather than
assuming they know how to
establish rapport with a prospect,
ask for examples of how they have
established rapport with prospects
in the past. This approach gives
you the information to confirm or
reject your feeling. Try to always
have objective data available to
support your decisions.
MYTH #4
YOU SHOULD EVALUATE
CANDIDATES AGAINST
EACH OTHER
A candidate comes in to see you
and you really like him but, you
think you should see some other
candidates first. A typical thought
is, “I wonder if there is another
person out there who might be
better?”

There is! But, how long will it
take you to find that person? And,
once you find them, don’t you
have to repeat the same
question? How much longer will
that take? Where does the game
end?
I am not advocating making rush
decisions or making your decisions
in a vacuum. But, if you have a
good profile, have asked good
questions in the interview and
evaluated properly, you only need
to compare candidates against
your standard, not against each
other.
Too often, you interview three
candidates and choose the best of
the three. But, what if the best of
the three still doesn’t meet your
requirements? You end up hiring
the best of the worst.
Deciding who you are going to put
out on the street to represent
your organisation in a sales role is
never an easy decision. These
decisions are going to affect your
financial as well as your mental
health and should never be taken
lightly.
A solid structured process void of
games, gimmicks and tricks will
definitely improve your probability
of making good decisions.
© Copyright, Barry Shamis
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Sunil Bali

Nowtopia…..
At 10 minutes…
A 3-year old boy stopped, but his
mother tugged him along hurriedly.
The kid stopped to look at the
violinist again, but the mother
pushed hard and the child continued
to walk, turning his head the whole
time.

Recently, I was reminded of this
remarkable story…..

This action was repeated by several
other children, but every parent;
without exception – forced their
children to move on quickly.

On a cold January morning in
2007, at a Washington DC
underground station, this man
with a violin played six Bach
pieces for about 45 minutes.

At 45 minutes – the musician played
continuously.

During that time:
Approximately 2,000 people went
through the station, most of them
on their way to work.

About 20 gave money but continued
to walk at their normal pace.

After about 3 minutes, a middleaged man noticed that there was a
musician playing.

After 1 hour…
He finished playing and silence took
over. No one noticed and no one
applauded. There was no
recognition at all.

He slowed his pace and stopped
for a few seconds, and then he
hurried on to meet his schedule.
About 4 minutes later:
The violinist received his first
dollar.
A woman threw money in the hat
and, without stopping, continued
to walk.
At 6 minutes – a young man
leaned against the wall to listen to
him, then looked at his watch and
started to walk again.

Only 6 people stopped and listened
for a short while.

The man collected a total of $32.

No one knew this, but the violinist
was Joshua Bell, one of the greatest
musicians in the world. He played
one of the most intricate pieces
ever written, with a violin worth
$3.5 million dollars.
Two days before, Joshua Bell soldout a theatre in Boston where the
seats averaged $100 each to listen
to him play the same music.
This is a true story.
Joshua Bell, playing incognito in the
D.C. underground station, was
organized by the Washington Post
as part of a social experiment about
perception, taste and people’s
priorities.
The experiment raised a number of
questions most notably:
If we do not have a moment to stop
and listen to one of the best
musicians in the world, playing some
of the finest music ever written,
with one of the most beautiful
instruments ever made…

How many other things are we
missing as we rush through life?
Whilst the phrase Carpe Diem is a
useful reminder to live each day
fully, it’s not very practical since you
can’t actually seize the day.
What you can seize, however, is the
moment.
Life is a series of moments, and it’s
the quality of each moment which
determines the quality of our lives.
The revered psychologist Abraham
Maslow said that each moment
presents an opportunity, where we
can either step forward into growth,
or step back into safety.
Whatever we decide to do with
each moment, once it’s gone, it’s
gone forever.
If we want to close the gap between
the results that we’re capable of
achieving and what we’re actually
achieving, then we need to seize the
moment or in Latin, Carpe Punctum.
Enjoy life now… it has an expiry
date.
Ps. Here’s a video of the great
Joshua Bell in action: Joshua Bell –
The Four Seasons "Summer" III.
Presto
© Copyright, Sunil Bali
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Neil Dyer

10 reasons to use marketing automation

If you’re not using marketing
automation then you’re behind. It is
that simple. Any business that
operates online needs a marketing
automation system. Here’s why:
1. Lead nurturing through
lead scoring
One of the main reasons for using
a marketing automation system is
to reap the benefits of lead
scoring.
Lead scoring allows you to
allocate points to your most
engaged leads based on actions
they take both on and off your
website. This could be through
clicking a link in an email or
visiting an important page on your
website. You can also reduce a
contacts lead score by deducting
points based on negative actions
or where the contact doesn’t fit
your target market. You can then
use a contacts lead score to
generate content specific to that
individual.

By selecting the relevant field in
your marketing automation
system e.g. Industry =
Manufacturing, you can send a
message specific to that industry,
without having to lift fields from
your data.

3. A/B Testing
Marketing automation allows you
to test a number of different
elements, so that you can identify
what is performing best. This may
be an email subject line or email
content.
By using A/B testing you can make
easy decisions based on detailed
reporting and stats provided by
your marketing automation
system. Here’s an example for
subject lines:

Triggers and workflows allow you
to set up automated processes
and activities whereby when a
contact interacts (or doesn’t!)
with your website and/or
marketing efforts, it will ‘trigger’
an action (workflow). For
example, you send out an email to
a list of contacts.
Based on the actions taken by the
recipients you can enforce a
follow up action. If a contact visits
a certain page on your website,
you can send them a specific
follow-up email.
If a visitor registers an interest in
your product after filling in a
form, you can add them to a
designated list of registered
contacts. The list is almost endless
and there is not an excel
spreadsheet in sight.

5. Links with your CRM
Marketing automation systems
link seamlessly with CRM
systems. The two will constantly
talk to each other, bringing your
marketing and sales team closer
together.

2. Segmenting
Marketing automation allows you
to easily segment emails by a
number of different criteria. For
example, you may wish to send an
email to contacts within a certain
sector. In the past, this would
mean ploughing through a
spreadsheet and identifying the
relevant fields. Not in a marketing
automation system.

4. Triggers and Workflows

Here you can see that Subject
Line B performed best. Now that
you know this works, you can
easily replicate the success across
future emails.

You can set up your marketing
automation system to ping emails
to your sales team when a lead
performs a particular action.
Great!
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6. Time and money saver
If you haven’t cottoned on by
now, marketing automation saves
you time and money. Less
overheads, less email preparation,
less time spent reporting on stats.
Whilst the initial setup time and
cost of a marketing automation
system should not be overlooked,
the overall time spent performing
tasks in the long-term is
dramatically reduced.

7. It’s working whilst you’re
sleeping
Your marketing should never
stop! And with marketing
automation it never will. As
you’re sleeping, or doing other
things, your marketing automation
machine is going to work. Emails
going out, social media updates
being posted, all whilst you’re
sitting on your sun lounger in the
Bahamas!

8. Multi-touch attribution
One of the nifty things about
marketing automation is it tells
you the life story of each of your
leads. Every single action they’ve
performed on your site is
documented, from web pages
visited to forms filled out. This
allows you to build a picture of
what it takes to take a contact
from a lead to a customer.

9. Campaign integration
The ability to integrate all of your
marketing efforts into one place is
one of the big appeals of
marketing automation. When you
run a specific campaign, it is
unlikely to be centred on one
single marketing channel. With
marketing automation, you can
integrate all of your channels into
one single campaign, allowing you
to easily identify its overall
effectiveness.
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10. Increases revenue
The main reason to use marketing
automation? It will increase your
revenue!
At The Marketing Eye, we are
used to using a number of
different marketing automation
systems, from SharpSpring to
HubSpot. If you would like help
choosing and setting up a
marketing automation system or
need help with the one you’ve
got, please get in touch.

LOL vs. Haha:
How People
Laugh Online
By Ayaz Nanji

© Copyright, Neil Dyer

How do people express laughter online?
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Lilach Bullock

8 Habits of highly successful people

What is it that makes people
successful, well…successful? Is it just
the perfect combination of
knowledge, luck and knowing the
right people? Or is it more than that
that makes someone successful?

your career, and eventually
become more successful.
So let’s now go through some of
the habits that you’ll often
encounter with successful people
– and how to apply them yourself.

In this blog post, I wanted to
explore what makes successful
people tick, what their habits are,
and to see if these habits are in
any way related to the
achievements realized.
Obviously, not every successful
person will have the same
patterns and lifestyles – but I will
try to go through some of the
most common habits associated
with successful people.
Of course, we could also go the
philosophical route, and try to
define what success even is, but
for the purpose of this blog post,
let’s equate success with those
who know what they want out of
life, and grabbed at it with both
hands, and sometimes even their
feet. You don’t need to be a
multi-millionaire to be successful
in your field. You just need to be
the best that you can be at what it
is you want to do – a thought
leader, a champion of your chosen
field.
My hope is that this blog post will
help you find some motivation and
inspiration to better yourself in

To sleep – or not to sleep?
You know the saying, “there are
not enough hours in a day”? I
completely agree with the
statement, especially if you’re
planning to actually sleep at some
point, and maybe even squeeze in
a quick dinner with the family. So
how do successful people do it?
How do they even find enough
time to do all that needs to be
done just to be kept afloat, and
even more so, successful?
The secret is pretty simple…less
sleeping, more working. There
won’t always be a need for an allnighter, but a good way to start is
to simply wake up an hour early.
Oh, and don’t even think of hitting
the snooze button; I’ve learned
over the years that all that extra
5-10 minutes of sleep do is make

you sleepier. So when you set up
a time to wake up, keep to it, no
excuses. That extra hour,
especially in the morning when it’s
quiet, can help you put your
thoughts in order and get your
day started in a positive way: no
rushing, no panicking and no
pressure.
The need for sleep unfortunately
differs from person to person.
While some are good to go on 4
hours of sleep, others would
collapse after a week of a
schedule like this. It’s important
to know your limits, and not push
it. Some simply can’t concentrate
or do good work when they’re
sleep-deprived; it doesn’t mean
it’s a bad thing, just that your
body is different. So while it’s
good to push your boundaries a
little, don’t overdo it, or else you
might find yourself in a hospital
bed.

Reading
Reading has a lot of benefits. Sure,
it takes a lot of time to go
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through a 500-page book on
business practices. Even keeping
up with news from your field of
work would take hours.
No matter how time consuming it
may seem, reading is very
important, and certainly a habit of
many successful people. Reading
means knowledge, and the more
you read, the more that
knowledge will grow. And with
more knowledge, come better
results, better understanding of
your work, new interesting ideas
that will help you get ahead and
so much more.
The world’s most successful
people are avid readers – Bill
Gates, Mark Cuban, Warren
Buffet, all of them are huge
readers. Buffet goes so far as to
read 500 pages a day, whether it
be newspapers or books. Sure, he
is probably super-human, and
most of us would not be able to
read the length of a Game of
Thrones book (well, almost a
Game of Thrones book….) in a
day and still have time to do some
work, but it’s still an important
lesson to learn.
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even less time to take care of
yourself.
It becomes easier to forget about
your health, to pass on lunch
because you have an important
meeting, or to stay 20 hours a day
at the same desk, staring at the
screen, and not moving an inch.
I’ve always struggled with properly
taking care of myself over the
years, especially when it comes to
eating habits. It can get difficult to
find the time to shop for and cook
healthy food; especially when you
consider how much easier it is to
just grab some chocolate while
working, or munching on some
crisps as you drive to your next
meeting.
And if finding the time to eat
something healthy is difficult, then
finding the time to exercise seems
downright impossible at times. It’s
important to look at this time as
time for you – sports help you
reduce stress, help you clear your
mind and keep you healthy.

Meditation
Being successful (or rather
maintaining a successful career)
can mean a lot of stress. One of
the ways successful people deal
with stress is by simply meditating
for a little bit, every day. It helps
clear your head, reduce stress,
helps you replenish your energy
and perhaps even help you come
up with useful ideas.
A lot of successful people, such as
Oprah and Steve Jobs, swear by
meditation, and even a 20-minute
session every day can have a huge
impact on morale, and even your
concentration abilities. The great
part about meditating is that you
can do it from the comfort of
your own home – or office – so
whenever stress and anxiety seem
to be enveloping you, take some
time off to simply focus on
yourself and your mental and
physical wellbeing. Try getting a
book on mindfulness, as it has a
lot of great, simple exercises that
you can do yourself, wherever
you are, whatever you’re doing.

You can try reading whenever
you’re on the move. If you’re
taking the train to work, spend
your time reading. If you’re driving
for hours, download an
audiobook and listen on the way.
Technology today makes it very
easy to keep up with reading,
even with the busiest lifestyles.
Know your schedule
Successful people like to be
prepared. Before you start your
day, you should already have a
clear schedule in your planner.
Another idea is to set yourself
with some daily goals that you
want to achieve by the end of the
day. This helps you be more
productive as well as more
motivated.
Health
It’s not an easy task to make sure
you’re healthy while also doing
your best to get to the top, and
stay there. We’ve already
established that you’re going to be
sleep deprived at this point, and as
you get more successful, and
subsequently busier, there will be

Persistency
Successful people don’t get to
where they are by simply
accepting what is happening to
them. They are persistent. With
themselves, with others, they
always keep pushing until they get
what they want.
There are times in everyone’s
lives where you just don’t want to
keep going. Don’t want to work,
don’t want to think about work,
and don’t want to even see their
daily planners. But sometimes you
just have to push through it; take
a break if you must, but after a
few minutes, get back to it.
Other times, you might not be
getting the inspiration you need
for a new project or idea. It’s easy
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to use that as an excuse to quit,
or leave it for now. But you can’t
always wait for the muse to come
to you; sometimes you have to
get her to you by force, if
necessary. Try doing something
that usually helps inspire you, such
as reading, take a walk to clear
your head, or anything that might
inspire your creativity and then
get back to it!
Sometimes, you need to be
persistent when it comes to your
future, your plans, and the people
who might have an impact on
those things. Successful people
often have no qualms going after
what they want full steam ahead.
Steve Jobs, when talking about his
first job at HP as a pre-teen, said
this:
“Most people never ask, and
sometimes that’s what separates
the people that do things from the
people that just dream about
them.”
I think that’s a very true
statement. The only way to get
the things you’ve dreamt of is to
do all you can to get them, no
excuses.
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Weekend habits
A successful person’s workweek
doesn’t end at 5 pm every Friday.
That’s not to say that all
successful people are working full
time on weekends as well
(although I’m sure some do!), but
that their discipline, work ethic,
or their plans are still a constant
presence, even on Sundays.
Sometimes there will be
important things to do on
weekends, but other times, it’s
okay to also take some time for
yourself.
Take Saturday to enjoy yourself –
whether it’s spending time with
the family, a favourite hobby, a
relaxing sport, it’s important to
sometimes let go of every
ambition, every issue that needs
to be resolved.
But then on Sunday, take the time
to sit in silence, and go through
the past week and what you’ve
achieved, and then think of what
you want to do the next week.
Make plans, set up a clear
schedule and replenish your
energy, and you’ll be good to go
for another week of success.

It’s a question of discipline, and
while to some it comes more
easily, others have to teach
themselves how to stop.
What do you think makes a
person successful? What other
habits do successful people have –
and are they a part of the cause of
their success? Let me know what
you think!
© Copyright, Lilach Bullock
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Self-Control
Successful people are often very
in control of their emotions and
their desires. They practice
discipline in all areas of their lives,
because that’s what gets you far.
If someone is easily distracted, it
makes it much more difficult for
them to achieve all their goals in
time.
It’s easy to get distracted, or to
wish you were doing something
else, anything else, rather than
being in front of your computer
for 20 hours, for example. But if
you want to get far, to achieve all
of your goals, you can’t let
yourself fall victim to distractions.
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John Niland

Courage in the
face of
uncertainty
what their organisation is facing in a
post-Brexit economy.

A few weeks ago, the British
electorate delivered a huge shock to
Europe as we know it.
Whichever side of the debate you
are on, there is probably one thing
that most of us can agree on: the
road ahead will be "interesting". This
being a British euphemism for
"uncertain". A bit like "just a bite" in
Monty Python's Meaning of Life:
https://www.youtube.com/watch?v=r
ObSWkQA7og#t=35.672093199
OK, I have no intention of adding
further column inches to this
controversial debate. Enough ink has
already been spilt; we can only hope
that future generations will not be
spilling blood. The purpose of this
newsletter is not political; it's to
enhance our individual capacity to
act, to deal with the days of
uncertainty that lie ahead.
Economies may experience
recessions: an individual (or a
business) does not have to. Despite
everything that has happened over
the past two weeks, my year ahead
is primarily influenced by what I am
doing, not by what sterling is doing.
This is when the value of my work
is crucial. When your clients
experience uncertainty, value (not
relationship, not reputation, not
expertise, not even price)
determines whether a deal goes
ahead or not.
I saw this illustrated very clearly last
week. One of my UK clients
experienced a "post-Brexit"
conversation with her client, who
wanted substantial changes to the
contract they had with her. She
refused. After a brief hesitation, the
client accepted her refusal, the
contract continues. Why? Because
what she is doing with them is even
more crucial (and valuable), given

The message for me was clear: focus
on the value of your work. Not
price, not expertise, not even
relationship. When the value of your
work is high, your client won't
cancel... even in the face of
uncertainty. So how are you
equipping your customers to deal
with uncertainty? How are you even
more valuable to them?
© Copyright, John Niland
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Quotes for the times
we live in from John
Niland
"I used to be scared of uncertainty; now I
get a high out of it." - Jensen Ackles
"When nothing is sure, everything is
possible." - Margaret Atwood
"If you're not confused, you're not paying
attention." - Tom Peters
"Uncertainty is an uncomfortable position.
But certainty is an absurd one." – Voltaire
"The problem is not that there are
problems. The problem is expecting
otherwise and thinking that having problems
is a problem." - Theodore Rubin
"Uncertainty is the refuge of hope." - HenriFrédéric Amiel
"Believe those who are seeking the truth;
doubt those who find it." - Andre Gide
"Madness is the result not of uncertainty but
of certainty." - Friedrich Nietzsche
"We are in a race between cooperation and
catastrophe, and the threat is outrunning
our response." - Sam Nunn
"There is no such uncertainty as a sure
thing." - Robert Burns.
"The interval between the decay of the old
and the formation and establishment of the
new constitutes a period of transition which
must always necessarily be one of
uncertainty, confusion, error, and wild and
fierce fanaticism." - John C. Calhoun
"The future is no more uncertain than the
present." - Walt Whitman
"The trouble with the world is that the
stupid are so confident while the intelligent
are full of doubt." - Bertrand Russell
"We animals live life in all its glorious
uncertainty. Why do politicians think they
can control events?" - Rita Mae Brown.
"When all is said and done, the weather and
love are the two elements about which one
can never be sure." - Alice Hoffman
"The only thing that makes life possible is
permanent, intolerable uncertainty; not
knowing what comes next." - Ursula K. Le
Guin
"It is better to understand a little than to
misunderstand a lot." - Anatole France
"Knowledge is an unending adventure at the
edge of uncertainty." - Jacob Bronowski
"Uncertainty is the essence of life and it fuels
opportunity." - Tina Seelig
"The power of the lawyer is in the
uncertainty of the law." - Jeremy Bentham
"The quest for certainty blocks the search
for meaning. Uncertainty is the very
condition to impel man to unfold his
powers." - Erich Fromm
"Beliefs are what divide people. Doubt
unites them." - Peter Ustinov
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Danny Iny

Learn this skill if you want to
become a great leader
Originally published in Inc.com

Of all the qualities that make a great
leader, this one is the most
overlooked.
There's a skill that's never on the
list of qualities that make a great
leader.
But without this skill, leaders can't
light a fire in their team's hearts,
inspire them into action, and win
their wholehearted commitment.
That skill is storytelling.
Stories are important, because
they frame our experience.
A good leader uses stories to
manage their own internal
narrative, market to prospects,
communicate with customers, and
motivate their team.
A good leader guides their team
members' narrative-making, so
that everyone marches to a single
drum.
A poor leader leaves each person
to create their own stories which
may or may not be appropriate or
supportive of the company's goals.
As you lead your organization
through your journey, ask,
"What's the story here? What's
the narrative? What's the arc I'm
looking to create?"
Storytelling Frameworks for
Leaders
Define Your "Story Brand"
One framework that's usually
used for marketing but can easily
be adapted for leadership is
Donald Miller's story brand.

Miller breaks down a story into
seven elements:
1. Character –
The protagonist of your story
is each team member.

When I interviewed Miller, he
said, "Story is how you hijack a
human brain." And that's how you
get your team to join your
company's journey.

2. Problem –
This is the challenge or
obstacle the team member
experiences.

Map Your Transformation
In Illuminate, Duarte and Sanchez
describe the five stages of
organisational transformation and
the appropriate stories, speeches,
ceremonies, and symbols a leader
must use for each one.

3. Guide –
This could be you, the leader,
or another person in the
organisation, or even outside
the organization--anybody
who has the solution to the
main character's problem.
4. Plan –
The guide proposes a solution
to the problem.
5. Action –
The character executes the
plan.
6. Comedy –
If the character carries out the
plan and succeeds, then the
story has a happy ending.
7. Tragedy –
If the character fails, then the
story has an unhappy ending.
By identifying these elements, you
could easily map out the narrative
for your team members (and the
narrative could be different for
different people in the
organization).

Duarte says, leaders "need to
know what stage you're in and
whether your travellers [team
members] need to be warned or
whether they need to be
motivated..."
By using the right stories for their
stage in the transformation,
"torchbearer leaders are the ones
that get their travellers there in
the right place in the future."
The five stages of transformation
are:
1. Dream - A new vision is
put forth.
2. Leap - Everyone gives up
the comfortable status
quo and adopts the
dream.
3. Fight - The team fights
hurdles and problems.
4. Climb - The actual
transformation happens.
5. Arrive - The goal is
achieved.
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The journey isn't a straight path
from dream to arrival. It's usually
a case of taking two steps
forward, one step back. But when
leaders provide the appropriate
stories for each stage, the journey
becomes much smoother.
Duarte says: "Sometimes, instead of
a vision speech, they need a
revolution speech. They need to
rage against something instead of
having this new vision that draws
them into the future. It just shows
you the different kinds of speeches,
different kinds of stories, and helps
you diagnose what your people need
to hear from you based on where
they're at on this track, on this big,
epic tale."
Duarte also emphasizes the
importance of marking milestones,
of clearly identifying beginnings and
endings.
"As a culture, we don't celebrate
endings and beginnings," Duarte
says, "What happens is if they feel
like they're in the drudge of being
sick of fighting and climbing, it's
because they're in a season that
needs to end, and they need a new
beginning. Those moments of
demarcation happen around
ceremony."
Your First Step: Listen
If you want to improve your
storytelling skills and become a great
leader, your first step is to listen.
You must first understand where
your team members are coming
from, know how they feel, and
empathize with them before you can
engage them in your story.
© Copyright, Danny Iny
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Ashley Latter

How to be a
good leader to
your team
One of the biggest
challenges a leader faces is
influencing their team,
getting the best out of them
and of course getting them
to do jobs willingly with a
smile on their face.
How many times have you ever
woken up in the middle of the
night thinking about a difficult
team member or how you can sell
an idea to the dentist? If this is
you, then don't worry you are not
on your own. There are probably
hundreds of Practice Managers up
and down the country facing the
same challenges.
As far back as 1936 Dale Carnegie
was aware of these challenges
when he wrote his now legendary
best-selling book 'How to Win
Friends and Influence People'.
This has sold over 30 million
copies worldwide. In the book he
wrote about 36 human relation
skills to get people to like you and
of course techniques on how to
influence people.
The good news is that you can get
every team member to do exactly
what you want them to do and in
exactly the right way, sometimes
even going that extra mile for the
practice. Outstanding leaders are
not born, they are made. This is
your time.
Here are a few tips to make
that happen:
1. Whenever you are selling
an idea to one of your team
members, there has to be
something in it for them. You
have to sell the idea to them.
What are the benefits to the
practice and also the benefit to
them for undergoing the task?

People will only do something
willingly if there is something
in it for them.
2. Make them feel that the
idea is theirs and not yours.
This is the ultimate skill to master,
because people will go the extra
mile if they think the idea is theirs.
Very few people like to be told
what to do, but if they think it is
their idea, then watch your team
fly.
3. Once you have agreed a
task has to be done, ask them
if they have any ideas on how
it should be carried out. Listen
attentively and you will be
surprised by how many good
ideas your team will come up
with. They might even come up
with a few ideas that you had not
thought about.
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Greg Satell

Is your platform burning?

very expensive and not
particularly convenient. These
were still the days when we
deleted e-mails with attachments
to save memory space, so storing
photos on a computer wasn’t a
great option for most people.
However, what Kodak missed was
the pace of improvement—and
not just in digital photography.

In 1892, George Eastman formed
the Eastman Kodak Company to
“make the camera as convenient as a
pencil.” The idea took off and by the
early 20th century, Kodak had
become one of America’s largest
companies and Eastman one of its
most successful entrepreneurs.

unable to move to a more
decentralized model, found itself
marginalized and ultimately
bankrupt. If you want to avoid the
same fate, here are three things
you’ll want to look out for.

What made Kodak so successful
was not just its products, but the
ecosystem that it developed
around them. From chemicals to
specialized paper to specifically
designed processes, the firm
became a centralized platform for
connecting people to the
resources they needed to capture
moments on film.

In 1975, a young engineer at
Kodak named Steve
Sasson invented the digital
camera. At first, it wasn’t much
to look at, weighing eight pounds
and able to produce pictures of
only 0.01 megapixels (today’s
iPhones produce 8 mega pixels
images, an 80,000% increase). He
estimated at the time that it
would take 15 to 20 years for the
technology to become viable.

Unfortunately, a new technology
came along—digital
photography—that transformed
Kodak’s model into a burning
platform. Despite pioneering the
technology, the company was

1. A Significant
Improvement in Efficiency
and Convenience

By the mid 90’s, digital cameras
could take pictures that were
somewhat comparable to a
consumer camera, but they were

Internet speeds and storage
performance were moving
exponentially fast too and, before
long, people were not only
preferring to keep photos on
their computer, but to share them
on sites like Flickr.
That’s the magic of accelerating
returns. At some point, a
difference in scale becomes a
difference in kind. While digital
photography was clunky in the
90’s, it took just a few more
technology cycles to become
convenient enough to change
behaviours.

2. A Major Shift in Switching
Costs
We have lots of clunky, inefficient
things in our lives. The QWERTY
keyboard was originally designed
for mechanical typewriters, but
few take the effort to switch to
the Dvorak keyboard, which is
more efficient and available on
most operating systems. Hours
and seconds are an archaic way to

23

Better Business Focus

measure time. A decimal system
would surely be more logical.
Yet, as Tim Kastelle points
out, switching costs can delay
adoption of useful
innovations. For people used to
typing on a QWERTY keyboard,
the incremental benefit of a new
system just doesn’t seem worth
the effort. Nor would the modest
reduction in complexity of a new
time system be worth the
confusion transitioning from hours
and seconds would entail.
In the 1990’s, Kodak could take
solace in the fact that the costs of
switching to digital photography
were high. Kodak’s ecosystem of
convenient processing centres
made dropping off photos
incredibly easy, even fun. At the
same time, digital cameras were
expensive, editing software was
difficult to use and the pictures
were not all that great.
Yet they were living in a fool’s
paradise. As technology improved
and switching costs dropped,
Kodak’s position became
increasingly untenable. All of the
sudden, the drive to the one-hour
photo shop seemed like a
nuisance and the idea of having to
pay for pictures you didn’t want
developed felt like a rip-off.
Once it became easier to choose
the shots you wanted at home
and email them to friends,
Kodak’s business model was toast.

3. Complementary
Innovations Emerge
In many ways, Kodak was well
equipped to make the shift to
digital photography. It still had a
strong brand, a large consumer
base and a motherload of
patents. It also made some
reasonably smart moves, like
its EasyShare cameras, printers,
and software that helped their
customers make the shift to digital
photography easily and seamlessly.
And, to be fair, some real
progress was made. By 2005, the
company was the ranked first in
digital camera sales. Still, the
ground that the Kodak gained
could not replace the steep falloff
in its film developing business and
CEO Antonio Perez launched a
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new strategy aimed to put his firm
back at the centre of the
photography ecosystem with a
slew of digital services.
Alas, it was not to be. As it turned
out, the killer application for
digital photography was not
hardware or software, but social
relationships and the space was
transformed around services like
Facebook and Instagram. Once
again, Kodak found itself not at
the centre, but the periphery and
its platform was burning once
again.
In the end, Kodak’s fate was
sealed not by its failure to
recognize the problem, or even to
innovate, but to connect to
emerging platforms in any
meaningful way.
Platforms are How We
Access Ecosystems
In the industrial age, we needed
bureaucracies to manage
resources. They were slow,
deliberate and resistant to change,
but they were incredibly efficient
at moving around men and
materiel. They weren’t designed
to foster creativity, but
to perform rote tasks on a
massive scale.
Yet the digital age is different. We
now have intelligent machines that
can perform routine jobs far
more efficiently than humans
can.
So rather than merely pursuing
efficiency, we need to use
platforms to access
ecosystems in order to create
new value. That’s a fundamentally
different job and it requires a shift
in mental models.
When confronted with the
problem of digital photography,
the company sought to leverage
the ecosystems managed by its
internal bureaucracy (or, in
business school parlance, exploit
its core capabilities) by focusing
on cameras and digital printers,
but failed to recognize that new
platforms were emerging that
were enabling new behaviours and
new types of customers.

In a networked world, success is
not just determined by how we
plan and execute, but how
we widen and deepen
connections. When your
platform is burning, it makes no
sense to try to rebuild it in a new
form, you have to connect to new
platforms that will help you
harness the creativity of new
ecosystems and allow you to
reimagine how your business
works.
This article originally appeared at:
www.innovationexcellence.com/bl
og/2016/06/25/is-your-platformburning/
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Dan Purvis

8 simple SEO tips for beginners to promote
their website

It’s not easy promoting a website,
and many beginners will find that
it’s a challenging and headscratching process. The easiest and
most popular way to promote your
website and increase traffic to it is
by using a method called Search
Engine Optimisation (SEO).
Without going into technical
details (this is for beginners,
after all!), search engines are
configured in such a way that
every website must follow
certain standards and updates
for the common good of the
customers (visitors). SEO is
hard – if it was easy then all
websites would be optimised
amazingly! Hence we felt the
need to share some simple SEO
tips for beginners as it can all
get a bit confusing.

Search Engine Optimisation is,
quite simply, to be found more
easily by your target audience
via the likes of Google and Bing.
As such, search engines are
recommending optimised
websites for relevant searches
conducted by using keywords.

8 Simple SEO tips:
Effective ways to optimise
your website
1. Start building quality
back-links
A straight-forward, yet wellknown, method to help
optimise your website is to
build quality backlinks to obtain
better SEO results. Before
building backlinks, it’s important
to check out how each backlink
will react with your website and
which ones are the best for you.
You can check out more
information about this topic on
the awesome Moz. This simple
SEO tip can be tricky to get
going – we offer this service for
high-ranking sites, as well as
nice industry sector sites, so do
please send us an email to find
out our rates.

2. Social Media Marketing
By using SEO, you’ll find that it’s
much easier to build an online
presence for your website. This
is done by boosting its “search
equity”. The main objective of

Another
effective SEO
technique that
you can apply to
your website is
social media
marketing.

Thanks to the advancements in
technology and social media,
many people use social media
networks to look for
information, research products
before they buy them, share
their experiences, etc.. By
extending the keyword strategy
to other social channels
including Facebook, Twitter,
Snapchat, Pinterest, alongside
other digital marketing, content
marketing or E-mail marketing
campaigns, you can be sure that
your site will receive
significantly increased traffic
than without social media
activities. This is one of the
really obvious and must-do
simple SEO tips!

3. Use unique brand images
By integrating good images, you
will make your website much
more visually engaging while
also helping to get backlinks.
Instead of using Flash, include
unique branded images (which
can be done quickly and easily
now thanks to the various
online tools we can use for
free) so that if anyone uses your
images on their site, they will
have your logo and URL on
them.

4. Keep an eye your
competitors
Before implementing any SEO
technique, you should take
some time to analyse the
existing traffic on your site. It
would also make sense to check
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out your competitors – what
activities and tactics are they
doing to drive traffic? This can
also help you learn effective and
simple SEO tips that you can
implement on your website
quickly – XOVI is a great tool
for helping you do this.

5. Site must be responsive
and fast
How many times have you run
into a site that takes a long time
to load and isn’t responsive
enough? It will be easier to
retain traffic to your site if it’s
fit for purpose and, importantly,
fast and responsive. Visitors will
be much more likely to stay on
your website and browse it if
the website is easy to navigate
and user-friendly. Otherwise
they will leave; especially if it’s
slow. Most people are using
mobile devices to browse the
Internet, so it’s vital to make
your website responsive to
mobile devices (this also impacts
on your SERPs if your site isn’t
responsive). You can also use
security software to help make
your website perform better.

6. Content must be unique
It’s said that “eContent is King”
– Content Marketing helps
attract more visitors and
prospects to your site, so the
best thing to do is to create
original content (read our
eBook series, Content
Marketing Matters, for some
great tips and insights). Make
sure your content is related to
your website, relevant to your
target audience, and provides
added value for your visitors. It
is also important to consider
keywords research and focus on
long-tail keywords so that
search engines will index your
site.

August
June 2016
2015

7. Branding is important
Many users often stay
mesmerised by an industry
name or brand. Even the name
itself, tagline or the logo can
make a big difference. If you
want to keep more people on
your website, choose a name or
tagline that will define your
business and website – be
distinctive and try to include a
strong keyword in your
strapline. You’ll be surprised at
what can help boost your traffic
and brand awareness – perhaps
one of the less obvious simple
SEO tips!

8. Measure your website
traffic
If you want your website to be
SEO friendly, you’ll need Google
Analytics. Google Analytics
helps your website track and
monitor the number of visitors
drawn to your site and their
activities once there. Aside from
increasing traffic by helping you
better understand it, adding
Google Analytics will improve
the conversion rates and help
you identify which pages are
popular and which aren’t, so
you can take steps to improve.
By implementing various SEO
techniques, you’re making sure
that your website is easy to
understand for both the search
engine algorithms and your
visitors. It will also help the
search engine identify your web
page so that you can attract
more organic traffic too.
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successfully leading various multidiscipline marketing and
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out internal communications
strategies. His success and profile
led to him being involved with the
London School of Economics’
ongoing research into “Semantic
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society.

Co-ordinates
Email: dan@commsaxis.com
Web: www.commsaxis.com
Twitter: twitter.com/danpurvis
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LinkedIn:
uk.linkedin.com/in/purvisdan

Of course, website optimisation
and SEO is much more
complicated than this
introductory guide. However,
we know that there are plenty
of brands and bloggers out
there that need help getting
their website or blog off the
ground.
So we hope you found these
simple SEO tips useful – please
leave some comments below on
what works, and what doesn’t,
for your website! And if you
need help optimising your
website, or need one building or
updating, then do please get in
touch!
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Barry Urquhart

Sales events lose to on-line

Sold out. Sales events conducted by –
and in the premises of – brick and
mortar retailers are waning in
relevance, credibility and
performance.
A major contributing factor is that
there are simply too many such
activities. Consumers do not fear,
or are influenced by the prospect
of missing out on current
discounts, savings and offerings.
Repetition is literally and
figuratively death – for individual
businesses – and their
competitors, which seem to be
afflicted by the same contaminated
philosophies and practices.
Time, and the lack of urgency
weigh heavily in favour of the
existing and prospective
customers.
ANOTHER CHANNEL
On-line retailing is a further
compounding issue which is
impacting on the currency of instore sales events.
A recent national attitudinal study
conducted by Marketing Focus
identified that many consumers
perceive that on-line retail prices
for a broad spectrum of products
and services are consistently
lower and more attractive than
comparative in-store pricing
structures.
Notwithstanding the annual “Click
Frenzy” promotion, a majority of
consumers perceive on-line prices
to be consistent, attractive, and in
many instances, compelling.

The apparent or perceptual
absence of variances in on-line
pricing satisfies the desire of 63%
of Australian customers for
“everyday lower prices”. One key
psychological consequence is
empowerment. Consumers feel
in control, of when they buy, what
they buy and from where they
buy.
Such control and choice represent
genuine value.
The virtues of consistency and
continuity seem palpable.
CONTRADICTORY
STATEMENTS
The lessons are pertinent for
supermarket retailers.
The following advertising
positioning statements and
advertising campaign themes are
contradictory:
• Everyday Lower Prices
• 2000 Specials Per Week
• Cheap, Cheap
• Prices Are Down
It seems irrational that one
Australian national retailing
network would or does
concurrently utilise those
references in their
communications.
Interestingly and significantly,
many consumers contend that
such practices compromise the
value and integrity of the brand.
So too, do the over-use of sales
events and two-price strategies
between the bricks and mortar
and on-line channels.
For management, the choices are
not difficult. The appropriate
decisions are not hard. The
answers seem easy.
Business is simple, but never easy.
Sales events seem to have been
sold out. Some things should

never be on sale. Brand integrity
is one. It’s time to move on.
© Copyright, Barry Urquhart
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Andy Bounds

What to do when someone won’t get back to
you

Email Tennis. Telephone Tennis…
You know the sort of thing – you
leave a message, they leave a
message, you leave one back, they
leave one back…
Or even worse – you leave a
message. And they don’t reply.
So, you’re faced with the joyous
decision: chase and feel like you’re
pestering; or wait and feel
impotent?
I hate Email Tennis. So I don’t play
it. Here are some things you can
do instead:
 If you work in the same office,
walk to their desk
 Change something. If you’ve
chased by email and not had a
reply, don’t send another
email. Instead, ring them. Or
– often better – text. People
tend to reply to texts.
Something like ‘Hi X, Let’s
catch up today. I’ll call at
4pm. If this time doesn’t
work, please text me a time
you’d prefer’
 During Conversation One,
agree when you’ll have
Conversation Two. And get it
in both your diaries before you
finish Conversation One – ‘Let’s
avoid Telephone Tennis –
that’s just a waste of our
time. When would be good
for you, for us to have our
next chat? Let’s put it in our
diaries now’

 Confirm Conversation Two’s



timing in any follow-up
communications – ‘As agreed,
I’ll call you at 10am on
Thursday’
(Be careful with this one) If
person X just won’t get back
to you, ask one of their close
contacts for her advice - ‘I’m
struggling to get through to
X. How would you advise I
contact him?’

Which of these is best? Well, it
depends on the situation, the
person you’re speaking with, etc.
But I find a text often works well.
And it makes sense. People get
hundreds of emails a day – most
of them boring. It’s easy for yours
to get lost in the noise…
But they get fewer texts. And
people tend to reply more quickly
to them. Worth a try?

and sell better. Author of two
best-selling books and winner of
the title Britain’s Sales Trainer of
the Year, Andy has shared his
expertise with some of the
world’s largest companies, helping
every one of them have more
success. Marketing legend
Drayton Bird said Andy had
taught him ‘… more about
effective communicating than a
lady who’d taught two American
Presidents’.
Are you following me on twitter?
To receive my weekly tips on how
to communicate more effectively,
click here
Short of time? Here are my Quick
Wins

Co-ordinates
E-mail: andy@andybounds.com
Web: www.andybounds.com/tips

Action point
Identify the people who aren’t
getting back to you. Now identify
a new way to chase them.
Remember: if your last chasing
technique didn’t work, it probably
won’t work next time either. So
try something new. It’s often as
simple as that…
© Copyright, Andy Bounds
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helping companies communicate
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Aziz Corporate

About to have a difficult conversation? 6 points
to remember…

Work conversations or
conversations that work?








Do you usually only ever talk
to your colleagues about
work?
Do you feel pressurised into
cutting conversations short,
getting to the point and
moving on to the next topic?
Do you generally email to
avoid talking?
Do you craft a quick email and
then go back to the top and
remember to add in ‘How are
you’?
Do you only have meaningful
open conversation with
someone before they join
your team or once they have
resigned?

We all have days when we act like
this. However, of this is your
default ‘factory setting’ start
listening to the alarm bells as you
will not be helping your team to
feel truly engaged. And remember
– staff engagement is the route to
improved organisational
performance.
If the only conversations you have
are transactional – that is likely to
be the extent of your relationship
with your colleagues.
We all know the adage – people
join organisations but leave
managers.
Stop for a moment – ask yourself
– why would they work for you?
If your conversations are
genuinely meaningful and sincere,

then that’s the relationship you
will have with your colleagues and
to many of them you are the
organisation. Claire Foster, Aziz
‘Challenging Conversations’
expert explains:
“I have helped managers for over 30
years find their voice, their courage
and the clarity of thought to work
out, not what they wish they had said
in the past but, what they really want
to say now to strengthen their
relationships, deepen the trust and
make working together mutually
rewarding.”
These conversations are not all
‘nice cosy chats’. They are
structured, two way discussions
about why, what and how things
matter. Before venturing into that
challenging conversation, keep in
mind six simple facts about your
team:
1. They are at work for a range
of reasons
2. They need clarity on outputs
expected
3. They want to do a good job
and be recognised for it
4. They welcome support to
improve
5. They recognise there will be
challenging conversations
6. They Expect you to manage

if people can work well together
in an environment of mutual trust,
understanding and respect.
Articles original source:
www.azizcorp.com/difficultconversation-6-points-remember/

About Aziz Corporate
Aziz Corporate is a consultancy that
provides leadership development and
executive coaching for senior leaders.
They have over 30 years’ experience
of working with FTSE 250 and Fortune
500 organisations. As most of the
programmes offered are tailored to
individual or group needs, they work
with a wide range of expert coaches
and consultants, specialising in
everything from personal influence,
impact and presence to maternity
coaching and courageous
conversations.

Co-ordinates
Tel: 0845 1844194
Email: kate@azizcorp.com
Mail: Aziz Corporate (Hampshire):
No. 1 Aziz Court, Parkhill, Hampshire,
SO21 3DS, UK
Aziz Corporate (London): 10
Aldersgate Street, London, EC1A 4HJ
Web: www.azizcorp.com/

About Claire Foster:
For over 20 years she has
specialised in Leadership and
Management Development, in
particular helping individuals and
teams have the right
conversations to move their
business and people forward. She
believes that good business
processes only operate effectively
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Cris Beswick

Measuring your Innovation Maturity

Understanding how to measure your
organisations innovation maturity starts
with a simple question; what does
innovation mean to you? More
particularly, is your vision of innovation
the same as that of your colleagues,
department leaders and individuals
across your organisation?
To be quite honest, unless your
organisation has recently gone
through an exercise to build a
culture of innovation across the
board, I would expect to find
differing viewpoints.
In fact, even if your organisation
has recently undergone an
innovation transformation, you
may well still find different levels
of innovation understanding and
approaches across different
divisions. And there’s nothing
wrong with that, provided that
the different levels of innovation
have been deliberately designed
into the organisation. For
example, you may have opted to
introduce innovation ideals
sequentially across the
organisation or opted for a dual
operating model in which the core
processes carry on whilst
innovative activities take place
around them.
On the other hand, if the
innovation approach is more

scattergun; either because of a
lack of understanding about the
way in which innovation should be
designed into the organisational
DNA, or due to a lack of
leadership cohesion when it
comes to introducing the
innovation strategy, then
innovation can actually produce a
negative effect on the business
and its people.
For example, the Wazoku
Everyday Innovation Report
revealed that 79% of employees
believe ambiguity around
innovation impacts their
productivity at work. Other areas
identified as suffering due to a lack
of innovation cohesion include:
 Improvements to customer
service (83%)
 Making cost savings (80%)
 Company Growth and R&D
(75%)
 Increasing competitive
advantage (77%)
So if ambiguity around innovation
can cause so many problems,
what’s the solution? The answer,
quite simply, is for leadership
teams to make absolutely certain
that when they set out to build a
culture of innovation they do so in
a structured manner; one which
ensures that everyone in the
organisation is not only fully on
board with innovation, they also
understand the innovation

strategy for the organisation and
how to contribute to it. But
before leadership teams can start
to introduce innovation they have
to build their own understanding
of the way in which innovation
can impact the organisation.
Simon Hill, Wazoku CEO and
founder says:
“Every organisation seeking to
embed a high-performing culture of
innovation should be looking to
understand their current
environment. In doing so, key
questions around Culture,
Leadership, Management, Strategy
and Tools and Processes should be
asked and from a broad business
diaspora. From our work with some
of the world’s leading businesses,
we’ve discovered that regardless how
formalised innovation is within a
business, understanding where the
strengths and weaknesses lie and
identifying gaps is vital in improving
innovation. I’d advise organisations
taking this journey to ensure they
conclude any maturity assessment
with actionable steps designed to
improve innovation maturity.”
Key to building an understanding
is carrying out a cultural
assessment. This will vary from
organisation to organisation, but
will generally include a review of
leadership, management, people
and external influencers.
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Depending on the organisational
structure, it may also be advisable
to ensure that the cultural
assessment is carried out on a
division or departmental basis in
order to ascertain any subcultures
within the organisation.

38% of managers believe that
innovation was not their
responsibility and yet, seen from
the workforce’s eyes they are the
ones who should be responsible
for driving innovation and helping
build capability.

Whilst the exact nature of the
cultural assessment will vary, one
area which leadership teams
cannot afford to ignore is
assessing the level of innovation
maturity within the organisation.
It is this which highlights
innovation ambiguities and it is
this which leadership teams need
to use as the basis to design their
innovation implementation
strategy.

With that in mind, let’s move on
to look at the differing levels of
innovation maturity and the
implications which they may have
for driving innovation activity
within an organisation.

So what is innovation maturity?
Surely organisations either
innovate or they don’t? Well
that’s a bit like saying either you
swim or you don’t. There is a vast
gulf between being able to splash
around in the shallow end and
successfully completing a crosschannel swim. Moving from one
to the other requires a degree of
realism, a structured training
programme and enlisting the help
of those who can support you in
your endeavours.
And let’s add a note of warning
here; the innovation maturity
journey has to be planned and
undertaken with your own
organisation in mind. If you simply
try and copy someone else
because it looks roughly similar to
yours, then you are condemning
your organisation to further
innovation ambiguity. That’s one
reason why the innovation
maturity assessment is so
important. To borrow my
favourite satnav analogy, if you
don’t know where you’re starting
from, how can you hope to get to
where you want to be?
I’ve shown above some of the
problems which can arise as a
result of innovation ambiguity and
I just want to touch on one
further one before moving on to
examine the different levels of
innovation maturity which an
organisation may aspire to.
Innovation ambiguity is one thing,
ambiguity over innovation
leadership is another. The
Wazoku report also revealed that

Innovation Novice
There’s no shame in being an
innovation novice. In fact,
organisations which have yet to
begin the innovation journey have
the greatest potential for
improvement and for creating
disruptive activity which can shape
the marketplace of the future.
Because they have yet to start
their formal innovation journey,
these organisations are unlikely to
have innovation buy-in or
sponsorship at leadership level
and therefore innovation won’t
form part of the organisational
strategy.
That’s not to say that there is no
innovation activity occurring. Adhoc activity may be happening in
small pockets across the
organisation. However, as the
strategy doesn’t support
innovation, these pockets will be
operating in isolation with little or
no support from other
departments and therefore, what
activity is seen is likely to die away
without reaching fruition.
Worse still, organisations which
have yet to step over the
innovation threshold may well
have a risk averse culture which
actively seeks to discourage
innovative activities. As a result,
those who seek to innovate may
quickly become disheartened and
either accept the status quo or
move on to other genuinely
innovation-led organisations.
From an organisational
perspective, the innovation novice
will be unable to respond quickly
and agilely to changes in market
conditions and is therefore, open
to losing market share to
disruptors.

Innovation Apprentice
Innovation apprentices may not
have Lord Sugar to contend with
and it’s hoped that their
apprenticeship won’t last the
seven years as was common in
mediaeval times, but they still
have some way to go on their
innovation journey. Importantly,
they have made a start with the
leadership team recognising that
there is a need for innovation in
order to drive future success.
However, organisations which
have measured as innovation
apprentices are likely to be
dipping their toe in the water
rather than committing to
innovation transformation. The
danger in this is that innovation
may be seen as just another
culture change attempt which is
then dropped due to lack of
support.
Having said that, innovation
apprentices may have invested in a
basic level of innovation training
and may be looking to use some
of the basic tools which will
create innovation activity and
much needed momentum. The
culture may still be largely risk
averse with innovative activity
mainly focused on New Product
Development or commissioned
with an eye to short-term quick
wins rather than long-term
transformation. Innovation
apprentices are still vulnerable to
disruption and are unlikely to have
developed the collaborative tools
which they require to agilely
respond to changes in market
conditions. In order to move on
to the next level, innovation
apprentices need to gain full
commitment from the leadership
and then build a coherent
innovation strategy across the
organisation.

Innovation Professional
Innovation professionals ‘get’
innovation. Most particularly, their
leadership teams not only
understand the importance of
innovation as a driver of game
changing results, they have taken
steps to align innovation to the
core strategy and sponsor
innovation behaviour and activity
throughout the organisation. This
will include having defined metrics
and KPIs which will enable the
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leadership team to monitor
innovation activity as well as
introducing a suite of innovation
tools which will encourage
innovative contribution across the
organisation.
As a result of this, innovation is
well on its way to becoming part
of the culture and we are likely to
see people collaborating to create
innovative products and solutions.
However, because organisations
which have been defined as being
innovation professionals are still
developing their levels of
innovation activity, they are more
likely to focus on short and midterm outcomes rather than longterm transformation gain.
This means they can be vulnerable
to investors and stakeholders who
may be looking for immediate
returns rather than buying in to
the innovation activities of the
organisation. In addition,
collaborative activities are still
likely to be largely in-house and
therefore may not result in the
optimum level of return. Moving
to a full innovation maturity level
will require the organisation to
shift its focus from exclusivity to
inclusivity; seeking to draw
customers, partners, suppliers and
other third parties into an
innovation mix which will deliver
transformative results.
Innovation Leader
Innovation leaders have taken this
final step, transforming themselves
into an organisation which sees
open innovation as the key driver
of business strategy. Leadership
teams are fully on board with the
innovation ideals and not only
sponsor innovative activities but
also lead by example, embedding
innovation into every action,
approach, behaviour and decision.
As a result, not only are metrics
and KPIs fully integrated with the
innovation strategy, the leadership
team actively continually strive to
improve innovative activity in the
use of training, bespoke tools and
innovation methodologies.
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Collaboration, adaptable and agile
responses, and customer insight
have become an intrinsic part of
day-to-day operations; all with a
view to creating products and
services which solve a real need,
add value to the customer and
drive a real return for the
organisation.

If you want to be part of it then
understanding your innovation
maturity level is the first step in
shaping the future for your
organisation, its people and its
customers. Click here for more
information on our online
innovation maturity assessment
tool.

Perhaps more importantly,
innovation leaders not only have
long-term focus, their investors
and lenders have also bought into
the idea of long-term gain. This in
itself completely changes the
model as organisations no longer
have to deliver investor returns
on a quarterly or half yearly basis.

© Copyright, Cris Beswick

The leadership team can
therefore, move away from
chasing the market and towards
leading transformation and shaping
and creating new markets.

Measuring innovation
maturity
When measuring innovation
maturity, it’s important to be
realistic and to measure what it is
rather than what you would like
to see. And don’t fall into the trap
of measuring for measuring’s sake;
creating lots of data, much of
which is irrelevant and will only
lead to confusion. You may
already be using many of the
methodologies which will help you
to measure and understand your
innovation maturity levels.
Balanced scorecards, employee
surveys, customer surveys can all
act as signposts to innovation
maturity.
Once you understand your
current level of innovation
maturity, you can start to create a
strategy which will enable you to
transform your organisation into
one which embraces innovation to
deliver game changing solutions.
As the Wazoku report says…
“the economy of ideas has truly
arrived”.
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Paul Sloane

The top ten lateral thinking puzzles

Lateral thinking puzzles are strange
situations in which you are given a
little information and then have to
find the explanation. They are solved
through a dialogue between the
quizmaster who sets the puzzle and
the solver or solvers who try to
figure out the answer.
The puzzles as stated generally do
not contain sufficient information
for the solver to uncover the
solution. So a key part of the
process is the asking of questions.
The questions can receive one of
only three possible answers – yes,
no or irrelevant.

lots of different clues and pieces
of information together. Once
you reach a viable solution you
keep going in order to refine it or
replace it with a better solution.
This is lateral thinking!
This list contains some of the
most renowned and
representative lateral thinking
puzzles; many are contained in
this book:

This kind of puzzle teaches you to
check your assumptions about any
situation. You need to be openminded, flexible and creative in
your questioning and able to put

This is probably the best known
and most celebrated of all lateral
thinking puzzles. It is a true classic.
Although there are many possible
solutions which fit the initial
conditions, only the canonical
answer is truly satisfying.
2. The Man in the Bar
A man walks into a bar and asks
the barman for a glass of water.
The barman pulls out a gun and
points it at the man. The man says
‘Thank you’ and walks out.
This puzzle has claims to be the
best of the genre. It is simple in its
statement, absolutely baffling and
yet with a completely satisfying
solution. Most people struggle
very hard to solve this one yet
they like the answer when they
hear it or have the satisfaction of
figuring it out.

When one line of enquiry reaches
an end then another approach is
needed, often from a completely
new direction. This is where the
lateral thinking comes in.
Some people find it frustrating
that for any puzzle it is possible to
construct various answers which
fit the initial statement of the
puzzle. However, for a good
lateral thinking puzzle, the proper
answer will be the best in the
sense of the most apt and
satisfying. When you hear the
right answer to a good puzzle of
this type you should want to kick
yourself for not working it out!

reach his apartment on the tenth
floor. He hates walking so why
does he do it?

1. The Man in the Elevator
A man lives on the tenth floor of a
building. Every day he takes the
elevator to go down to the
ground floor to go to work or to
go shopping. When he returns he
takes the elevator to the seventh
floor and walks up the stairs to

3. The Man who Hanged
Himself
There is a large wooden barn
which is completely empty except
for a dead man hanging from the
middle of the central rafter. The
rope around his neck is ten feet
long and his feet are three feet off
the ground. The nearest wall is 20
feet away from the man. It is not
possible to climb up the walls or
along the rafters. The man hanged
himself. How did he do it?
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4. Death in a Field
A man is lying dead in a field.
Next to him there is an unopened
package. There is no other
creature in the field. How did he
die?
5. The Deadly Dish
Two men went into a restaurant.
They both ordered the same dish
from the menu. After they tasted
it, one of the men went outside
the restaurant and shot himself.
Why?
6. The Coal, Carrot and Scarf
Five pieces of coal, a carrot and a
scarf are lying on the lawn.
Nobody put them on the lawn but
there is a perfectly logical reason
why they should be there. What is
it?
7. Trouble with Sons
A woman had two sons who were
born on the same hour of the
same day of the same year. But
they were not twins. How could
this be so?
8. Push that Car
A man pushed his car. He stopped
when he reached a hotel at which
point he knew he was bankrupt.
Why?
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Answers
The answers to the puzzles
above are given here.

© Copyright, Paul Sloane
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9. The Arm of the Postal
Service
One day a man received a parcel
in the post. Carefully packed
inside was a human arm. He
examined it, repacked it and then
sent it on to another man. The
second man also carefully
examined the arm before taking it
to the woods and burying it. Why
did they do this?
This one probably has more
variations than any other. A great
one to puzzle out. It requires
plenty of good questions.
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Finish with Humour

10. Heaven
A man died and went to Heaven.
There were thousands of other
people there. They were all naked
and all looked as they did at the
age of 21. He looked around to
see if there was anyone he
recognised. He saw a couple and
he knew immediately that they
were Adam and Eve. How did he
know?
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Online Business Library***
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of nearly 700
professionally written and informative publications that you can offer free to your clients and prospects direct
from your website. These unique publications cover an extensive range of business topics from tax to
marketing. The library allows you to add significant value to the service you offer to your clients and help
you to build relationships with prospective clients.

Better Business Focus***
Better Business Focus is a web-based monthly magazine that is personalised to your firm, underlining your
credentials as a specialist business adviser. It will strengthen your clients’ confidence in your firm and
demonstrate that you are a progressive and innovative organisation, willing to go that extra mile.
*** Now available in Kindle and iPad format

IMPORTANT MESSAGE

If you want to out-pace your competitors and deliver cutting edge business improvement ideas to your
customers/clients, then subscribe now to Better Business Focus and Online Business Library today.
Own-branding is now available: Both Better Business Focus and Online Business Library can be delivered from
your own website with your own-branded corporate image to your clients and prospects.
For details of subscription rates, visit Bizezia at: http://www.bizezia.com or call +44 (0) 1444 884220

