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Expert inspiration for a Better Business

The essential key for Business
Owners and Managers

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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Ron Kaufman

FREE Service Culture Assessment: does your
company share a common service language?

Improving your organisation’s service
culture is a multi-faceted and long-term
undertaking. One proven place to start
is in building a shared vocabulary for
service to focus the attention and
actions of your team.
Left to their own devices, no two
departments will use the same
language to express their vision of
excellent service. Each function
may have a different
understanding of what the
customer experience should be.
And each department may use a
different language to express how
they intend to improve it.
For example, operations managers
may evaluate quality service by
tracking how carefully procedures
are followed, while front line
salespeople will care more about
the ratio of compliments vs.
complaints they receive. Or your
finance team might seek to
improve on-time collections,
while your sales team targets
flexibility to match their
customers’ budget cycles.
As each group works to improve
service—as they see it—they may
follow different paths or even
work at cross purposes to each
other.

Creating a Common Service
Language can help align
everyone on your service
team, making it easier for
them to keep them going and
growing in the same
direction. Communication,
collaboration, and
cooperation all improve when
people share a common
language.
What’s included in this FREE
Assessment Tool:
 4 Questions to Help Build
Your Common Service
Language
 6 Questions Create Your
Common Service Language
 10 Questions to Ensure Your
Service Language Is Effective
 8 Questions Ensure Your
Common Service Language
Being Used,
Now and In the Future

About the Author
Ron Kaufman is author of The
New York Times, USA Today and
Amazon.com bestseller, “Uplifting
Service! A Proven Path to
Delighting Your Customers,
Colleagues and Everyone Else You
Meet” and 14 other books on
service, business and inspiration.
He is also the founder of UP!
Your Service, a company that
enables organizations to build
Uplifting Service cultures and
enjoy a sustainable advantage.

Co-ordinates
Mail: UP! Your Service
50 Bayshore Road, Suite 31-02
Singapore 469977
Tel: (+65) 6309-9668
E-mail:
Enquiry@UpYourService.com
Web: www.UpYourService.com

Download Assessment
Now
© Copyright, Ron Kaufman
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Mike Robson

Reducing waste in your business the “7 wastes programme”
sale. As a rule of thumb the cost
of a defect increases tenfold for
each production or supply chain
step.

Any business process adds a
combination of value and waste in the
production or delivery of a product or
service. Elimination of waste is one of
the most effective ways to increase
profitability in your Company.
To do this you need to identify
exactly what your waste is and
where it can be found. That is where
the 7 wastes programme comes in.
The programme was originally
developed by Toyota, the Japanese
automobile manufacturer. After
years of work to remove waste in
their manufacturing and other
processes Toyota identified the
following seven wastes as the most
prominent ones. The programme has
been shown to be equally effective
across all types of business.
1. Overproduction: Producing
more than is needed or before it
is required.
2. Waiting: This occurs whenever
time is not being used efficiently.
3. Transporting: Customers do not
want to have to pay for
transportation between
processes, so this is a clear
source of non-valued cost.
4. Inappropriate or inefficient
processing.
5. Unnecessary inventory as a
result of overproduction and
waiting.
6. Unnecessary motions: Related to
ergonomics and is seen in all
instances of bending, stretching
and reaching. They are also H&S
issues which in today's litigious
society are becoming more of an
issue.
7. Defects cost money either now
or later and their costs come
direct from the bottom line.
They can be internal or external
defects found before or after

The Facilitated Programme is broken
into three parts:
Meeting 1: Identifying the areas
where the greatest wastes were in
each of the 7 areas.
Meeting 2: The Information is input
into the Azure model, the three top
wastes agreed and the appropriate
personnel tasked to create a plan to
address these in the next 8 weeks.
Meeting 3: Review progress and
select next three wastes to focus on.
After this you can either run this
programme by yourself or if you
value the independent third party
facilitation then adding a quarterly
meeting to the regular reviews.

7 Waste programme results
and case study
Azure used the process with a £5.0
million turnover distribution
company recently. The process
identified nearly £455,000 of wasted
costs; the first three selected
accounting for £200,000 of this.
In addition, at the stage three review
meeting to discuss progress and
decide the next wastes to address,
the team was able to drill down
further discovering that two
previously defined wastes were in
fact symptoms of more serious
problems and that higher levels of
waste needed to be addressed.
In reviewing the value of the process
the Company’s management team
concluded that:
 The sessions were very effective
in opening up the issues and
getting to the core of the
problems.
 The independent external
facilitator was crucial in
challenging what was being said
and in driving the discussion
forward.
 The imposition of timescales,
whilst not adhered to fully, does

ensure they are acted upon and
the savings delivered.
The Managing Director said
“As a chartered accountant I’ve
always been keen to maintain
rigorous financial control of the
business. Even so, I have found that
the seven wastes process has been
highly effective in getting significant
costs out of our business. While it
was case that to some extent the
identified wastes were already
known, the exercise, which
depended for its success upon the
Azure facilitator bringing them into
sharper focus, digging into the root
causes and maintaining the pressure
on the plans to remove them,
produced savings estimated at
£200,000.”
© Copyright, Azure Partners Limited

About the Author
Azure Partners work alongside the
Boards of progressive companies from
their earliest stages though growth
and maturity to preparing them for
sale or flotation. We have the skills,
the commercial experience and the
necessary knowledge to significantly
enhance the value of your business. In
2013, the aggregated turnover of our
5 most engaged clients increased by
16% to £35 million. The profits of
those 5 companies increased by 107%
to £7.5 million in total. In 2014 the
turnover of our 5 most engaged
companies increased by 13% on
average (16% in 2013). The average
profits of those 5 companies increased
by 82% (107% in 2013).

Co-ordinates
Azure Partners Limited
Website:
www.azurepartners.co.uk
Mobile: 07711 219880
Office: 0207 100 1233
E-mail:
mike.robson@azurepartners.co.uk
Address: 60 Cannon Street,
London EC4N 6NP
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Nick Boddington

Why higher prices get more attention than
lower prices

Cheap? How can that be a
problem?
The problem with pricing is that it’s
based solely on perception. You may
think having a cheaper product may
get you a bigger slice of the market,
but the moment your customers find
that the competition is selling at 3050% higher than your price, you’re in
big doo-doo.
Instantly the customer perceives
that you must somehow be
inferior. And it doesn’t matter
how much you know, doesn’t
matter how much you talk about
your product (or service), there is
a clear perception that it can’t be
as good.
But surely you can’t be too
expensive, can you?
Expensive products drive away
customers, don’t they? Well, not
really. It’s less a factor of
expensive vs. cheap and more of
one of value. A customer will buy
an expensive product or service
not because they like blowing up
money, but because it brings
greater value.

bathroom tiles that cost £30 a tile
vs. £17 a tile. Which one are you
going to buy? Seems like a nobrainer until the salesperson tells
you that one has a far-greater chip
resistance than the other.
This means that while you’re out
of your shower and you
accidentally drop something on
the bathroom floor, you’re not
going to need to call in the tiler,
replace the tile, etc. Suddenly the
more expensive product isn’t so
very expensive after all.
The price often hinges on one
blunt question
This product/service costs 35%
more than its closest competitor.
Would you like to know WHY?
This bed is £5000 and that one is
£4000. Would you like to know
WHY?
This insurance policy is 15% more
expensive than that insurance
policy. Would you like to know
WHY?

If they sense that the more
expensive product will bring them
more new business, then they will
somehow push, pull and try to get
the more expensive version of
your product or service.

And of course the customer
wants to know why, but we all
ramble
We then proceed to give the
customer too much information.
“Oh, we have better blah, blah,
blah. And our service is blah, blah,
blah”. The blah, blah, blah drowns
out what you really need to get
across.

Let’s take the time we
bought bathroom tiles for
instance…
So let’s say you’re faced with

The guy selling the bathroom tiles
could have blahed on but he
chose to stick to the “chip
resistance factor” and why it

would be smarter to pay a higher
price now, than have to deal with
a whole bunch of nonsense later.
You cannot, simply cannot
afford to blah
You need to know, preferably in a
single line or two why this bed is
better than that bed. Why this
service is better than that. Why
this insurance company seems
expensive but is far superior. And
you need to nail that WHY down
to a single point. Not two points,
not three-yup, just ONE. Tell the
customer why it’s important and
then be quiet.
In person this works just fine
and it works if you’re selling
online, too
You want to compare your
products with other products.
You want to drive home that your
services are higher and how much
higher than the competition. The
higher prices don’t always drive
customers away. If you’ve done
your job well, your customer will
work out how to get your
product instead of the
competitors.
But what if you lose the
customer?
You do lose customers, you
know. They do find a cheaper
price alluring. Then they buy the
inferior product or service. But in
the back of their minds they’re
usually waiting for the chance to
upgrade. And when they’re ready,
they know exactly where to go.
Or sometimes bad things happen.
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They join a writing course, and
experience how it sucks. They buy
a tile and hate looking at that
stupid chip. They buy an insurance
policy only to realise that it’s
riddled with more holes than
Swiss cheese. And they only have
to make the mistake once before
they head right to your door.
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Sunil Bali

Firms of endearment…..
“Sometimes the humility and
vulnerability of admitting
that you don’t know the
answer or avoiding conflict, is
far more endearing than the
self-righteous cult of concrete
answers.”

So even if the customer walks
away today, you’ve not really lost
a sale, you’ve merely postponed it
for later.
But being more expensive
always helps…
Even if you’re merely 2% more
expensive than the competition, it
gives you the upper hand. It gives
you a “snooty factor”. It gives you
the pedestal to ask your customer
the vital question of “would you
like to know WHY our
product/service is more
expensive?” And so the advice to
you is always to make your
products more expensive in some
way-even if by a little bit.

If you walk into a nursery
school, you’ll notice a lot of
kids laughing and asking
questions.

You never have to apologise
for more expensive products
or services
You just have to compare. And
explain.

Happiness, fulfilment and even
enlightenment come from having
wonderful relationships where
you’re not afraid to be wrong,
have no ego and have a burning
desire to be of service.

And yes, stick to ONE point.
© Copyright, Nick Boddington

About the Author
Nick Boddington is Founder of
mib. http://mibbusinessdata.com

Co-ordinates
Tel: 0845 053 3411
Email:
nick@mibdatasolutions.co.uk

If you walk into a large company,
you’ll notice a lot of people
frowning and shouting answers.

Let me ask you a question. What’s
your defence budget? How much
energy do you spend in your
defence reacting to criticism,
protecting your point of view and
trying to prove that you’re right?
Sometimes the humility and
vulnerability of admitting that you
don’t know the answer or
avoiding conflict, is far more
endearing than the self-righteous
cult of concrete answers.

$25Bn accommodation provider
replied, “I focused on creating
something 100 people would love,
and not something 1 million
people kind of like."
© Copyright, Sunil Bali

About the Author
Sunil is a Performance Coach,
Speaker and Author.
Ex Head of Talent for Vodafone
Group and Santander, and having
run a £50m business, Sunil has
been responsible for hiring over
50000 people and has had the
pleasure of working with some
great entrepreneurs, professionals
and leaders.
Moving minds - Transforming
performance

Co-ordinates
E-mail: sunil@sunilbali.com
Web: www.sunilbali.com
Linkedin:
http://uk.linkedin.com/in/sunilbali1

I put it to you that we’re on this
mortal soil to create great
services, great products, but
ultimately great relationships.
And not create something we
love simply because we can sell it,
but sell it because we love the
difference it makes: change a
frown into a smile, lighten the
workload, or put a spring in
someone’s step.
When asked why he thought
Airbnb had been so successful,
Brian Chesky, founder of the

Photo note: In future, Iceland will
be installing these "people pylons."
Aren’t they fabulous?
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Paul Matthews

Difficult people
“The context in which people are working
will have an impact on their behaviour.”

We all know people who are 'difficult'
because we just can't convince them
that they are wrong. But from their
point of view, they are right. No one
plays the villain in their own lives. They
are the good guy, and anyone who tries
to convince them otherwise is
'mistaken'.
If you hold a mirror up hoping
they will see that they are wrong,
they will see a hero, and they
probably think YOU are being
'difficult'. Ask them what their
higher level outcome is. It is
surprising how often this is the
same as yours, it is just that you
have different ways of trying to
achieve it. Seek common ground
in the higher level outcome and
then you can discuss differences in
your approach from a position of
agreement rather than be mired in
constant disagreement. We see
people as difficult for a variety of
reasons. Think of someone who
to you is difficult, and then look at
this list of what makes people
difficult.
What makes someone
difficult?
Few people get out of bed in the
morning with the express
intention of being difficult at work.
If we can identify some of the
elements that cause people to
react in a negative, uncooperative
or inappropriately challenging way,
it can help us to build more
effective relationships and waste

less energy on defusing difficult
situations.
There are a variety of factors that
may spark off defensive behaviour
in individuals and cause them to
display their negative side.
Context
The context in which people are
working will have an impact on
their behaviour. Some questions
you might want to ask yourself
about that difficult person are:
 Is there a good fit between the
job and the individual?
 Do they have the knowledge
and skills they need to do the
job?
 Have there been
organisational changes that
have had an impact on them
recently?
 Have there been changes in
the team that might have
affected them?
 Have they been asked to take
on extra work or a different
role?
 How effective is
communication in the team
and is the individual getting all
the information they need to
do their work effectively?
 Are they in information
overload and unable to see the
priorities?
Unfulfilled expectations
People come to work with
expectations about how they will
be treated and about how they
will progress in the organisation. If

the expectations on both sides
are not clear, this can lead both to
misunderstandings and to ‘difficult’
behaviour on the part of the
employee:
 Does the person know what is
expected of them in their job?
 Do they get regular feedback
about their performance and
behaviour that recognises both
positive and negative aspects?
 Do they have a personal
development plan?
 Are they clear about their
own strengths and areas for
development?
 If expectations have been
raised about reward, training
or progression, have there
been open honest
conversations about what has
to be done on both sides to
meet those expectations?
For more on this, see the topic
on Psychological Contracts.
Past experience
People bring baggage to their
working relationships – attitudes
that reflect how they were
treated in the past, the amount of
confidence they have in their own
skills and knowledge, and their
beliefs about themselves and
other people. Some questions to
ask are
 How much support does this
person need?
 How much direction does this
person need?
 Are they getting the right
combination of guidance and
support?
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How open and honest is your
relationship with them?
Have you asked them for
feedback about how you are
working with them?

Differences in behavioural
style
Sometimes, what is perceived as
difficult behaviour is a
manifestation of a difference
in Behavioural styles. If the
individual is frustrated about the
organisation or team, or the way
that they are communicated with,
then their behavioural style may
become exaggerated or defensive.
Adapting to the individual’s
behavioural style reduces
frustration and can help to
encourage a positive attitude to
the team and the organisation.
Ask yourself:
 Is the person more reflective
or faster-paced than I am?
 What level of detail do they
prefer?
 Do they like specific or
general information?
 Do they prefer to focus on
tasks or relationships?
 Do they like spontaneity and
variety or do they dislike
surprises?
 Are they expressive or do
they give little away about how
they feel?
External factors
People do not leave their personal
lives behind them when they
come into work in the morning.
External situations may have an
impact on their behaviour at
work. Often, even if many familyfriendly policies are in place, it is
the actions of individual managers
that have a real impact on the
perceptions of the employee. An
environment in which individuals
feel that their manager is willing
to be flexible when faced with an
employee’s personal or family
problems can have a positive
effect on motivation and
behaviour in the longer term:
 How much do you know
about your team members’
family and personal
circumstances?
 What do you know about
their interests outside work?
 Do your team members let
you know if they are
encountering family or

December
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personal problems, which
might affect them at work?
How alert are you to changes
in behaviour or performance
which may indicate external
stress factors?

© Copyright, Paul Matthews

About the Author
Paul Matthews is People
Alchemy’s founder and managing
director. Paul’s key skill is in
making the ideas come alive with
stories, and making sure his
listeners receive practical tools
and tips to take away and
implement.
Paul is a regular speaker at HR
and L&D events and exhibitions
covering topics such as harnessing
the power of informal learning,
capability at work, workplace
performance, and how L&D can
be effective in these tough times.
Paul is the author of Informal
Learning at Work: How to Boost
Performance in Tough Times,
praised as ‘a thought provoking
practical book with ideas and
insightful examples which
challenges us all to embrace
informal learning’. The book
explains how companies can
harness the power of informal
learning using practical advice
from workplace learning experts
and practical examples and case
studies from around the world.
His 2014 book Capability at Work:
How to Solve the Performance
Puzzle has also been widely
acclaimed as a ‘must’ for anyone
in HR or learning and
development.

Co-ordinates
Address: People Alchemy,
Alchemy House, 17 Faraday
Drive, Milton Keynes, MK5 7DD
Tel: +44 (0)1908 325 167
Email: info@peoplealchemy.co.uk
LinkedIn:
www.linkedin.com/company/peopl
e-alchemy
Twitter:
twitter.com/peoplealchemy

17 Books from Bill Gates'
reading list
While Bill Gates has a schedule that's
planned down to the minute, the
entrepreneur-turned-billionaire-humanitarian
still gobbles up about a book a week, wrote
DRAKE BAER and SHANA LEBOWITZ,
Business Insider, in Inc.com.
The Microsoft co-founder reads a book a week. Aside
from a handful of novels, they're mostly nonfiction
books covering his and his foundation's broad range of
interests. A lot of them are about transforming
systems: how nations can intelligently develop, how to
lead an organization, and how social change can
fruitfully happen. The full article provides commentary
on a selection of Bill’s favourites:
 Tap Dancing to Work: Warren Buffett on
Practically Everything, 1966-2012, by Carol
Loomis
 Making the Modern World: Materials and
Dematerialization, by Vaclav Smil
 The Sixth Extinction: An Unnatural History, by
Elizabeth Kolbert
 Stress Test: Reflections on Financial Crises, by
Tim Geithner
 The Better Angels of Our Nature: Why
Violence Has Declined, by Steven Pinker
 The Man Who Fed the World, by Leon Hesser
 Business Adventures: Twelve Classic Tales From
the World of Wall Street, by John Brooks
 The Bully Pulpit: Theodore Roosevelt, William
Howard Taft, and the Golden Age of Journalism,
by Doris Kearns Goodwin
 The Rosie Project: A Novel, by Graeme Simsion
 On Immunity, by Eula Biss
 How Asia Works, by Joe Studwell
 How to Lie With Statistics, by Darrell Huff
 Epic Measures, by Jeremy Smith
 Stuff Matters, by Mark Miodownik
 Hyperbole and a Half, by Allie Brosh
 What If? by Randall Munroe
 Should We Eat Meat? by Vaclav Smil
Read more here
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Andy Bounds

Tip: talk to yourself (it stops you
going crazy)

Fritz Kreisler, the famous violinist,
once had a fan approach him, who
said: “I’d give my whole life to
play as beautifully as you just did”
His reply: “I did”
And, this lifetime’s practice didn’t
involve him just reading the Theory of
Music every day. He played the
violin. A lot.
It’s the same with Lewis Hamilton.
He’s practised driving a lot. He’s spent
thousands of hours sitting behind the
wheel. Let’s face it: he hasn’t just been
reading the Highway Code for years.
So, when you’re talking with others and
want to say the right thing, remember
the two rules:
1. Practise…
2. …saying it
In other words, practise saying things
out loud. Don’t just read them in your
head and assume it will come out of
your mouth right when it matters.
And the most important things to
practise like this?
Your most critical communications/
bits of communications.
Obvious, yes? We all know we should
practise our critical communications.
But what do I mean by ‘bits’? Well,
here are some bits I’d advise you
practise. Out loud. A lot:
 Your opening sentence of a
presentation. A great start builds
your audience’s – and your –
confidence it’s going to be a great
use of time
 Your opening sentence of the
meeting. This sets the tone for
the whole thing. Which meeting







you would you rather attend?
One starting “welcome to the
meeting. Let me read out the ten
point agenda to you” or “welcome
to the meeting. The reason we’re
here is because – afterwards – we
need to be able to do X, Y and Z.
And as soon as we can, we’ll
finish”
In fact, your opening sentence of
everything. As you know, first
impressions impact everything. So
yours might as well be good.
Your Elevator Pitch, so you
quickly impress everyone you
meet
Power Questions, so you get the
other person talking about the
topics you’re most interested in
Answers to your Dread Sentences
– as I discussed in last week’s Tip,
prepare and practise how to
respond to the things you dread
hearing others say. That way, you
don’t dread them anymore.

You’ll no doubt be familiar with the
famous quote from George Orwell’s
Animal Farm – “all animals are equal,
but some animals are more equal than
others.”
It’s the same with communication – all
sentences are equal, but some
sentences are more equal than others.
These ‘more equal’ sentences are
your start, your responses to
challenges and questions, your ability
to get them talking, your coverage of
contentious topics, how you remove
their concerns…
Wouldn’t it be great if, after your next
presentations, a colleague said to you:
“I’d give up a whole hour of my
life to generate the excitement that
you just did”…
…to which you replied
“I did”

Action point
Look at today’s diary. Identify the
most important bits of your most
important communications. Practise
saying them. Out loud. A lot. It’ll make
a huge difference.
And here’s a link to some very useful
videos about impactful
communications that I practised a lot.
© Copyright, Andy Bounds

About the Author
Andy Bounds is an expert at helping
companies communicate 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? Click this for my Quick
Wins

Co-ordinates
E-mail: andy@andybounds.com
Web: www.andybounds.com/tips
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Veronique Ademar and Salma El-Shurafa

10 Steps to Elevate Your Career
“Planning and identifying your goals
may take time and effort, however, if
you do so throughout your career you
will be able to position yourself on the
right track and focus your energy on
going after what you want!.”
Veronique Ademar

Salma El-Shurafa

Have you taken the time to reflect
on where you are in your career?
Have you progressed? Are you stuck?
Are you happy? What do you want
out of your career and life? Is your
career meeting or not meeting your
personal or professional goals?
If you’ve asked yourself these
questions, here are our 10 steps to
build an effective career plan!
1) Examine and reflect on what
is important to you
It is important to evaluate your
career from all aspects of your life.
One of the best decision making
strategies is to address and examine
how your decisions fit into all phases
of your life including those that
appear unrelated.
Start by making a list of your talents,
passions, values, elements of your
ideal lifestyle and employment
environment. It doesn’t have to be
work-related – everything is
relevant! Some questions to ask
yourself:
 What are your talents? What am
I good at?
 What do I feel passionate about?
 What kind of environment do I
work well in?
2) Evaluate and think about
your likes and dislikes
It’s easy for someone to say that
they liked “that job” or not, but
sometimes it is difficult to pinpoint
exactly what it was they did or
didn’t like. You need to analyze your
past work experiences and discover
your likes and dislikes in each work

setting and evaluate it based on your
Peers, Manager(s), Environment and
Responsibilities.
During this exercise you could
notice that these might have
changed over time and this will help
you recognize what motivates,
stimulates and drives your
performance.
3) List what is it you want or
need from job/career
Brainstorm on what is your ideal
job. What do you want your future
to look like? Ask yourself: What is
your definition of career success?
Where am I now and where do I
want to be?
4) List your past
accomplishments
Reviewing and listing your past and
current accomplishments will
uncover successes that can have a
significant impact on your next
steps. Assessing your career
opportunities and having mapped
out your accomplishments will allow
you to target jobs that will give you
the chance to excel.
5) Search for the ideal job
Start your job search by looking at
different roles that you might be
interested in for you to decide
which positions to go for or to leave
and how to prioritize your job
opportunities. Not only looking at
job titles but job content, your
transferrable skills, talents and
values.
6) Plan and set career goals
Assess those jobs against your
values. Ideal lifestyle and the

environment you work well in etc.
Only then can you start setting your
career goals and develop your
roadmap.
7) Learn, Grow & Develop
It is essential to keep developing
your skills, abilities and knowledge.
Development is key for professional
and personal growth to move
forward in your career. Whether
you’re attending a workshop to
develop new skills or learn a new
language, take charge of your
progression and be on top of your
game!
8) Review your career on a
yearly basis
By doing this on a yearly basis, you
will be better prepared for
uncertainties and roadblocks and
will feel more confident in your
career choices and path.
9) Take action
With all the information at hand, the
next step is to act. Ensure you set
up clear goals and timelines for you
to be accountable.
10) Keep in mind the
unexpected
Don’t forget, that plans are not set
in stone and that it is important for
you to prepared to change it if and
when necessary.
Planning and identifying your goals
may take time and effort, however, if
you do so throughout your career you
will be able to position yourself on the
right track and focus your energy on
going after what you want! Having a
coach to guide you through this
process can be extremely useful and if
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you’re serious about taking an action
towards your career growth, it’s time
to get in touch with us!
© Copyright, Veronique Ademar &
Salma El-Shurafa

About the Authors
Veronique Ademar is a Partner &
Executive Coach at the Pathway
Project. She speaks fluent English and
French and has over 12 years of
experience as a Human Resources
professional, People Manager and
Internal Coach. Veronique has held
various Regional roles such as
Recruitment Manager, HR Business
Partner and Talent Manager with
several Fortune 500 companies in the
UAE and Switzerland for both the
private and public sector. The
industries she has worked in include
Pharmaceutical, Tobacco, Oil & Gas
and Hospitality. Veronique’s areas of
expertise in HR lie primarily in
Coaching, Recruitment, Employee
Relations, Performance Management,
People development, and Processes &
Procedures.
Salma El-Shurafa is the founder and
Executive Coach at the Pathway
Project. She draws on her 11 years of
experience as a Human Resources
professional, entrepreneur and
executive coach; and speaks fluent
English and Arabic. She has worked
with wide variety of individuals,
ranging from directors, managers at
Fortune 500 companies,
entrepreneurs, across industries, and
other professionals in the Middle East,
China, India and Singapore. Salma has
previously worked in the Banking and
Building material industries and her
areas of expertise include
Compensation & Benefits,
Performance Management, Job
descriptions review and Processes &
Procedures.
The Pathway Project provides
outstanding tailored executive
leadership & career development
coaching to professional who are
navigating the dynamics of the global
Middle Eastern market.

Co-ordinates
Web: http://pathwayproject.ae/
Email:
INFO@PATHWAYPROJECT.AE
Facebook:
www.facebook.com/ThePathwayProj
ect

18 book recommendations
from billionaire Warren
Buffett
In an article on Inc.com, authors DRAKE BAER and SHANA LEBOWITZ
wrote that Warren Buffett, the legendary investor, spends about 80 per
cent of his day reading. To help you get into the mind of the billionaire
investor, they rounded up 18 of his book recommendations over 20
years of interviews and shareholder letters.
1. The Intelligent Investor, by Benjamin Graham.
2. Security Analysis, by Benjamin Graham and David L. Dodd.
3. Common Stocks and Uncommon Profits, by Philip Fisher.
4. Stress Test: Reflections on Financial Crises, by Tim Geithner.
5. The Essays of Warren Buffett, by Warren Buffett.
6. Jack: Straight from the Gut, by Jack Welch.
7. The Outsiders, by William Thorndike Jr.
8. The Clash of the Cultures, by John Bogle.
9. Business Adventures: Twelve Classic Tales From the World of Wall Street, by John Brooks.
10. Where Are the Customers' Yachts? by Fred Schwed.
11. Essays in Persuasion, by John Maynard Keynes.
12. The Little Book of Common Sense Investing, by Jack Bogle.
13. Poor Charlie's Almanack, edited by Peter Kaufman.
14. The Most Important Thing Illuminated, by Howard Marks.
15. Dream Big, by Cristiane Correa.
16. First a Dream, by Jim Clayton and Bill Retherford.
17. Take on the Street, by Arthur Levitt.
18. Nuclear Terrorism by Graham Allison.
The full story first appeared on Business Insider at:
http://uk.businessinsider.com/warren-buffett-favorite-books-2015-10
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Eve Ash

Let's give and receive feedback professionally
and honestly
“Giving positive feedback sounds easy
but many people don’t give it and
most want more. So the best thing to
do if you see a good job done by a
team member is tell them and say why
it is a good job, be specific.”

Many people find it easier to
complain about people they work
with behind their backs. So they build
and build their anger and annoyance
and drive their loved ones and close
friends crazy, meanwhile leaving the
‘difficult’ person or poor performer
making more mistakes and often
unaware.
How many of us say these things
or repeatedly hear these
complaints? Or are we the one
being complained about?
She’s so annoying
He makes mistakes all the time
She’s rude and arrogant and never
listens

I see no motivation at all – except to
leave each day
I regret hiring him – his work
performance is way below standard
and not what we agreed as KPIs
Organisations need to develop a
culture that encourages people to
give and receive feedback
professionally. Train everyone
with the skills and make it
something done day-to-day, not
avoided or left to a long-off
performance appraisal.
Encourage more positive feedback
because that boosts morale and
when there are issues, give
constructive feedback and be
open to receiving it.

Don’t avoid giving feedback –
instead discuss feedback
respectfully
People often feel anxious about
giving feedback with a big build-up
of “having to say something” to
someone. Let’s try and change
that and make it a normal part of
everyday work. Make it a
respectful discussion, and a way to
change and improve.
And don’t wait days, weeks, and
months for it to get worse. Do it
same day or next working day.
No point brewing for days at
home. Set some ground rules with
your team to make feedback a
regular part of the work.

Here are some critical reminders:

I end up doing it myself because he
is too much hard work
Everyone finds him hard to work with
She’s never on time and doesn’t care
I only ever see him on Facebook or
texting friends
Her work is not the standard we
expect
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Don’t only criticise – instead
give balanced and specific
feedback
Giving positive feedback sounds
easy but many people don’t give it
and most want more. So the best
thing to do if you see a good job
done by a team member is tell
them and say why it is a good job,
be specific. And if you have
constructive feedback to give –
don’t just make it a download of
criticism. Be sensitive to others’
feelings. Some people feel
attacked and even bullied by
‘tough’ feedback, so be ready with
specific examples and empathy for
why this may have occurred. Be
open to hearing their point of
view.
Don’t be defensive or upset –
instead welcome feedback to
improve
Most people feel attacked when
someone wants to give them
‘constructive’ feedback. Perhaps it
brings back memories of being
told off by parents or teachers.
That is not what it is about. We
should welcome the feedback and
be grateful we have a chance to
know what needs to be changed
and we get to grow and develop
in our role. Ask for examples if
the feedback sounds vague – not
to be accusing but rather for
learning.
We are far more likely to learn
and improve our skills by taking
on board constructive feedback
and trying new ways of working.
Don’t exaggerate and blame
– take responsibility and solve
issues
Sometimes people spill out their
pent-up emotions – mainly
frustrations – when giving
feedback. It should not be about
blaming and repeating or
exaggerating. It may be that in
giving the feedback you need to
take some responsibility for the
issue at hand, or help work out a
solution.
You could try phrases like these:
Maybe I have been unclear about
the standards we require
Let’s work on this together and find a
way to turn this around
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We should all be grateful to
receive feedback directly to our
faces, not given to someone else
as gossip behind our backs.
These key points are featured in
SHARING FEEDBACK - a
hilarious comedy training video by
Seven Dimensions.
© Copyright, Eve Ash

About the Author
Eve Ash, Author, Motivational
Psychologist & Film Producer.
Eve Ash is an entrepreneur who
founded SEVEN DIMENSIONS in
1979 (7d-tv.com). She has
produced over 700 videos on
management, communication,
service, best practice, health and
motivation, winning over 160
international awards. Her more
recent work includes CUTTING
EDGE COMMUNICATION 150
short comedy films, filmed in USA,
a multi-award winning feature
documentary SHADOW OF
DOUBT about a wrongful
conviction in Tasmania
(shadowofdoubt.tv) and the
FINDING MY MAGIC cartoons
to teach children confidence,
featuring Olympian Cathy
Freeman.

E-commerce and
Internet use - 5 facts
about on line retail
sales in the UK

Eve was a national winner of a
Telstra Australian Businesswoman
award. Her books Rewrite Your
Life! and Rewrite Your
Relationships! are published by
Penguin Books.



Eve is an inspirational speaker and
renowned for her practical
strategies, powerful
communication style and
memorable presentations.



On 8 October 2015, the Office for
National Statistics (ONS) published a
paper on E-commerce and Internet
use and gave 5 facts about on-line
retail sales in the UK.
ONS analysed how online retail sales are
changing the shape of business and
household expenditure. This is what they
discovered:



Co-ordinates
Email: eve@7dimensions.com.au
Web: eveash.com
Twitter: @eveash



Higher rate of men than women buy
goods and services online, but the gap is
narrowing.
In 2008, more men than women were
purchasing online, a difference of 8
percentage points. By 2015, this gap
reduced to 2 percentage points.
Both men and women have increased
their Internet purchasing throughout the
period, with the percentage of men
purchasing online having increased from
57% in 2008 to 77% in 2015 whilst the
percentage of women purchasing online
increased from 49% in 2008 to 75% in
2015.
63% of women and 52% of men who
don’t buy online prefer to shop in
person in 2015.

The preference to shop in person was the
leading reason for not buying goods or
services online. The second highest reason
for not purchasing, for both sexes at around
26%, was payment security or privacy
concerns.
Read lots more here
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Jocelyn Low

Turn a complaint into an opportunity to
increase customer loyalty
“…what started as a horrible
experience for the guest became an
opportunity to convert
disappointment into delight.”

When you cannot deliver the service
you promised to your customer,
what do you do?
Let’s face it. We all have days when
we disappoint customers for various
reasons. It could be a team member
calling in sick, the internet goes
down, bad weather strikes, an
unexpected traffic delay occurs, and
so on. We may not always prevent
such situations, but we can always
do something about them!
At UP! Your Service (UYS), we
teach that service problems are an
opportunity for superior service
recovery. But if you only “fix” the
problem, you lose the opportunity
to recover and gain more loyalty.
When you show care with empathy,
and when you do something extra,
you can earn greater appreciation
from your customer and re-build
trust. This means you recover the
loyalty that was lost – and you can
increase it significantly. Let me
illustrate with a personal experience.
I was teaching the UYS curriculum
at a luxurious hotel, an exquisite
villa resort with panoramic sea
views. The check-in process was
smooth. The hotel staff were
incredibly friendly. The ambience
invited me to simply relax and
rejuvenate. I was a happy guest.
But the moment I stepped into my
room, my happy mood started to
collapse. “Eewh!” My toes

scrunched feeling the dirt that was
still on the floor. I opened the
wardrobe to hang my suits. My
jacket sleeve brushed against the
inner panel and was coated a dusty
brown. “Urgh!” I took out my
computer and looked for the power
socket to plug in. When I flipped
open the panel covering the
electrical sockets on the table, ink
markings and strands of hair were
glaring back at me. When I turned
over the seat cushion, I found
breadcrumbs and dried raisins
staring back at me. “Gulp!”
Frozen in fear by what I had found
so far, I tried to calm myself with a
cup of coffee. As I timidly removed
the French Press lid, scores of old,
wet coffee grounds cried out to me
as if saying, “I’m sorry we were left
behind!”
I sat down and sighed, “Do I want to
see the rest of this resort?”
So I called housekeeping, and within
ten minutes two staff members
appeared at my door. They swept,
dusted, washed and wiped every
problem away. I felt relieved. A few
minutes after they left, there was
another knock on my door. It was
the housekeeping supervisor.

Then he asked a question that
surprised me. “Would you please
take a moment to show me where
these problems occurred?” He
wanted to personally ensure that
each problem had been properly
fixed. Then he thanked me gratefully
and left the room.
Ten minutes later, there was
another knock on my door. This
time it was the housekeeping
supervisor and his department
manager. And the manager said,
‘Hello Miss Low. It is a pleasure to
meet you. My team have informed
me of your experience with this
room, and I would like to do
something special for you about it.
Would you be willing for us to
upgrade you to one of our larger
suites? It would really be our
pleasure.” I nodded with a big smile,
and within half an hour was enjoying
my new room.
Superior service recovery involves
three action steps:
1. Fix the problem
The housekeeping team quickly
cleaned each of the problem areas.
The supervisor then ensured each
problem had been fixed to my
satisfaction.

He said, ‘Miss Low, I want to
apologize because your room was
not in the best condition when you
arrived. Is everything okay now?” I
assured him that the problems had
been solved.
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Microsoft Office 2016
is here: 9 top features

2. Show concern for the
customer
When the supervisor visited me
within minutes, he demonstrated
that the matter was important to
him, and that I was important to
him! When he asked if I was
happy with the room, he showed
concern for my comfort.
3. Do something extra to
bounce UP!
When the manager and the
supervisor both appeared on my
doorstep, they took the initiative
to provide a touch of ‘extra care’.
And when they upgraded me to
the suite, that gesture was an
extra mile, a real bounce UP that
recovered my mood, and my
loyalty.
Here is the golden egg inside the
story. What started as a horrible
experience for the guest became
an opportunity to convert
disappointment into delight. Each
time you use these three “service
recovery action steps”, you can
harness the potential to increase
customer loyalty with superior
service recovery.
Try this where you work, and
let me know how it “bounces
back” for you.
© Copyright, Jocelyn Low
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Success and delivers Actionable
Service Education programs
through UYS Train-the-Trainer
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certified.
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Co-ordinates
Mail: UP! Your Service
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E-mail:
Enquiry@UpYourService.com
Web:
http://www.UpYourService.com

From Techradar: Office 2016 isn't just
about new Microsoft Word and
PowerPoint layouts. The new productivity
suite has a ton of amazing new tricks and
features that are designed to make your
work (and play) a lot easier.
If you still think of Office as something you
tinkered with to write terms papers back on
Windows 95, well you're in for a treat. Download
the new Office 2016 and you'll get access to tools
that automatically separate important and
unimportant emails, connect to your social media
accounts to help you plan your weekend, and help
you plan group trips and activities.
For the business user, there are many new Office
features that help you better communicate,
collaborate and create. This article (at the link
given below) has nine of these features and how
you can use them to improve your Office 2016
experience.
http://timesofindia.indiatimes.com/tech/slideshow/m
icrosoft-office-2016-is-here-9-topfeatures/itslideshowviewall/49072340.cms

10 Steps to becoming
a self-made millionaire
In October, Rhett Power gave this simple
advice in Inc.com: You have to have a plan
if you want to become wealthy
Building wealth for most people is a long process
that requires discipline and sacrifice. There are
many people who will waste their life away,
wanting things to be different.
Then there are those who are willing to change
themselves to change where they are going. These
are the people who have what it takes to become
wealthy. These are the people who have a plan.
Read how here
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Barry Urquhart

Trading In – Trading Hours
“Consumer interests, benefits and
advantages seem to get lost, if not
overwhelmed, in the mire of emotive
expressions.”

Everyone, it seems, has a somewhat
entrenched view about trading
hours.
Opinions and positions on the issue
differ, often appreciably.
Self-interest is conspicuous.
Some commentators and players
advocate retention of the status
quo; others promote extending
trading hours, whilst there is
limited support for a total
deregulation of legislative
provisions.
Consumer interests, benefits and
advantages seem to get lost, if not
overwhelmed, in the mire of
emotive expressions.
There is much to commend the
principles and virtues of choice.
However, like most things in life,
it needs to be tempered with
measured consideration and
balance.
Major global and national entities
tend to uniformly highlight the
virtues of extended trading hours.
It is contended that the fixed
costs of rent can be amortised
over a greater spread of hours.
Resultant, greater economies will
lead to enhanced efficiency and
productivity. Consumers are
accorded heightened convenience.
Conversely, small operators
defensively want the “even-playing
field” status quo to be retained.
In the spirit of things they seldom
apply a spirit level to quantify just

how even, level or flat the playing
field is. Even the Lord’s Cricket
Ground, London, could be
deemed to be “relatively” level on
those bases.
In recent times a now tarnished,
diminished 24-hours-a-day, 7days-a-week convenience store
network in Australia began
conducting a review of operations,
with consideration being given to
reducing the trading hours of
some franchised outlets.
Apart from questions about the
efficiency of the business model,
due recognition must be given to
the concepts of economies of
scale and the diseconomies of
scale.
What is apparent is that no one
rule, standard or provision applies
equitably to all. Appropriate
trading hours will be determined
by local demand, competitive
circumstances, product/service
ranges and other key variables.
Universal application of restricted
and unrestricted trading hours has
both been found to be deficient in
a broad spectrum of categories
and classifications.
The ultimate objective will be
balance, a measure which is
subjective and selective. It is an
objective worthy of discussion.
© Copyright, Barry Urquhart
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Ken Varga

Defining your market to more customers
Part 1
“The first step of target marketing is
to identify a group of people who have
the money to purchase your products
or services!”

I’m going to go over, what I feel is
one of the steps you have to take in
creating the customer you want to
do business with.
As hard as you try, you can't
change the way people think.
You can spend a lot of time,
money and energy trying to
market products to people who
don't want to buy them, or can't
afford them, and you may even
get a few orders. But you won't
build an effective and profitable
business by trying to force your
products into a market.
Fortunately, there is a better and
easier way to sell your products
and build yourself a successful
business. It is called "Target
Marketing".
By "Target Marketing" I simply
mean targeting an audience who
has already demonstrated a desire
for your products or services.
And then delivering your products
and services when they want to
buy them.
So if you target your marketing
efforts to . . .
… The right audience
… With the right products
… At the right time of the year,
you will have created the type of
customer you desire!

You may have heard all this
before, but stay with me. This is
the number one secret to success.
If you use it, then you can almost
guarantee yourself success with all
your direct mail projects.
Target Marketing the Secret
to Success!
The first step of target marketing
is to identify a group of people
who have the money to purchase
your products or services!
The most cost effective way to do
this is to analyse your current
best customers and then see if
you can find a bunch more. You
see, if the people in your target
market have no money to spend,
it won't make any difference what
you are selling, how good a sales
letter you have, or how well your
business was planned.
If your customers can't buy, you
lose.
On the other hand, if you target
only people who have money to
spend, you're stacking the deck in
your favour. Your targeting
people who at least have the
capability to buy from you and
that's pretty important.
Failure to target people with
money means one sure thing your project will fail. People
without the capacity to make

purchases from you can't be your
customers!!!
This may be the most important
lesson you ever learn about using
direct mail.
Success depends on choosing the
right markets, not the right
products.
OK, so now you have the secret,
what's next?
Finding the Market
The first place to look for a
market that meets the above
qualifications is to review a recent
copy of the Standard Rate and
Data Service (SRDS) list book.
You can get a copy at your local
library. This book contains
information on thousands of
mailing lists from magazines and
other sources. It also includes
lists of consumers who have
recently made direct mail
purchases. (This can be very
helpful. It's good to know if your
prospects have already made
purchases through the mail.)
The SRDS is an invaluable tool,
and one worth investing in. If you
can afford it, you should definitely
get your own copy. I keep it here
in my office and every once in a
while; I refer to it for ideas.
Although I can't recommend you
subscribe to SRDS, (it is far too
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expensive), I do think you should
call and order at least one copy of
the book and keep it around for
reference. You can call (1-708256-6067) I believe this is still the
correct number, and get a single
copy. If it isn’t the right number,
then go on the Internet and type
in SRDS in the search section.
Take the time to study the book
carefully. You'll be able to browse
through the thousands of mailing
lists available, and narrow your
target market down to a few,
(twenty or so), that strike your
interest.
Browsing through the SRDS will
really open your eyes to the
possibilities and opportunities
available to your using direct mail
to increase your business.
You'll find information about
markets and products you never
knew existed, and chances are,
you'll find some that really
interest you.
Keep a pad of post-it notes handy
while you browse the book. It's
helpful to mark a page that has a
list that may match your clients
closely. Or, you may want to
mark a new list that appeals to
you even more than your existing
customer profile.
What makes the SRDS mailing list
directory so useful is the
information it provides about each
list. Here is a list of the
categories available about each
list.
 Description of list - who is
specifically on the list
 List source - how the list was
compiled (from orders,
inquiries, subscriptions, space
ads, etc.)
 Product - what the people
bought or inquired about
 Average unit of sale - how
much people spent
 Method of payment - credit
card, cheque, cash etc
 Recency - how recent the
sales
 Quantity and rental rates number of names on list, and
current rental rate per 1,000
names
 Demographic breakdown age, sex, ethnic group,
education, occupation, income
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level, home ownership, multipurchaser, etc.
Method of addressing Cheshire labels, pressure
sensitive labels, mag tape, etc.
List manager - company or
person who manages and sells
the list.

Having this kind of information at
your fingertips makes it easy for
you to find the kind of market you
want to sell to. That's why just
about everyone in the business
has a copy of this great reference
directory, and uses it frequently
when developing new projects.
Cheshire Labels
In case you didn’t know, Cheshire
Labels involves printing standard
size labels on plain paper, or on
special label stock, and then
applying them to mailing pieces on
a Cheshire machine which cuts
them to size and applies glue to
the back of each.

The Octopus
High Growth
Small Business
Report 2015
A tiny group of UK
companies are punching well
above their weight by making
a significant contribution to
UK economic growth and
proving they can be a force
for a regional revival,
according to a report
published in October by
Octopus Investments. One in
every three new jobs in the
UK and almost 20% of
economic growth was created
by high growth small
businesses (HGSBs) last year.

© Copyright, Ken Varga
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Representing less than 1% of UK
businesses and less than 3% of the
total UK economy, these 22,470
companies created on average 4,500
news jobs each week in 2014 – three
times more than the entire FTSE
100.
The Octopus High Growth Small
Business Report 2015,
commissioned by Octopus
Investments (Octopus) and
produced by the Centre for
Economics and Business Research
(Cebr), highlights the value of
HGSBs to the UK economy and the
role these companies could play in
driving regional growth, addressing
the North-South divide and
rebalancing the economy. The
report, which makes the case for
increasing the number of HGSBs by
25% in every region in the next five
years, reveals that HGSBs have a
disproportionate impact on weaker
performing economies.
View the microsite here
Read the full Octopus press
release:
http://www.highgrowthsmallbusiness.
co.uk/octopus-high-growth-smallbusiness-report-2015-pressrelease.pdf
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Sue Barrett

What’s in a (client account) name? Plenty.
“…in business we often get a range of
definitions and notions for the same
thing. Just think of the word ‘strategic’
and you see what I mean.”

When it comes to mathematics,
music or other scientific
disciplines there never seems to
be an issue with definitions. A
prime number is a prime number
and a crotchet is a crotchet. No
debate, no issue; we all know
what is meant by these definitions.
Yet in business we often get a
range of definitions and notions
for the same thing. Just think of
the word ‘strategic’ and you see
what I mean.
The same issue of multiple
definitions plagues the world of
sales when it comes to defining
client accounts. Structuring an
effective sales operation and
ensuring the correct allocation of
resources and appropriate sales
activity, is vital to success in
selling. That is why we need
accurate definitions for the
different types of client accounts
we can manage in our
businesses.
Any allocation has to be done
from two perspectives – the
buyer’s and the seller’s. The
buyer’s perspective needs to be
determined using some
expectation indexing
methodology.
From the seller’s perspective,
here are some guidelines to help
you determine what types of
accounts you have in your
business.

1. Strategic Accounts
Strategic accounts are those that
are vitally important to the
supplier organisation as a whole.
Acquiring and then retaining them
should be an organisation-wide
imperative because the business
that can be generated from these
accounts dramatically influences
the sales organisation’s own
strategic goals. Some criteria that
should be included in determining
whether an account should have
the title “strategic” conferred on
it include:
 The buyer company is able to
make purchases across the
reasonably widest possible
range of the seller’s portfolio
 The supplier wants to keep
the account out of the hands
of other suppliers
 The supplier wants to grow
market share quickly or gain a
position in a market
 The supplier needs continuous
production or high production
volumes to achieve
economies of scale
 The supplier wants to
disadvantage their
competitors







A strategic account is not
necessarily profitable and
doesn’t always provide
continuous or repetitive
business. The client can often
have a policy of shopping
around.
A strategic account does not
guarantee easy access to
senior executives and doesn’t
usually foster transparency or
loyalty.
A strategic account does not
always care about the supplier
relationships

2. Major Accounts
These customers are usually large,
attractive accounts that can
display some of the attributes of
strategic accounts with some
fundamental differences:
 They present less
opportunities – usually making
a few major purchases over a
period of time i.e. major
equipment supplies with
possible consumable
purchases as a tail
 They tend to switch suppliers
indiscriminately, and show
little loyalty
 Often tender driven through
procurement
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Though they are important to
the supplier organisation as a
whole, they are usually of
greater importance to lines of
business, business units or
divisions, rather than the
supplier organisation as a
whole.

3. Key Accounts
A Key Account must provide
sustainable, repetitive business
where a fair exchange of value is
established and articulated. A Key
Account is an account which
makes sustainable repeat
purchases from the supplier.
 Both the supplier and buying
organisations work with a
philosophy based on forming
partnerships of mutual benefit
and collaboration.
 The client (buyer) places a
premium on having a
preferred supplier relationship
that provides them with easy
access to innovation, new
ideas, keen pricing and
superior service.
 In turn the client (buyer) is
prepared to pay a premium,
recognising that the higher
level of service and
commitment they expect from
their preferred suppliers
comes at a cost.
 The relationship between
buyer and supplier in a key
account is one of mutual
dependence, with both
working towards achieving a
win-win outcome.
 Key Accounts are profitable.
 Key Accounts are about
mutual respect
 Key Accounts are about
reciprocity
 A Key Account does not have
to be a large account, it can
be medium sized account too.
4. Transactional Accounts
These accounts make one-off
purchases – even if large and
complex – are usually
transactional in nature. These
accounts make up the backbone
of the day-to-day sales operation
and, though important, the loss of
any one of these will not cripple
the company or dramatically
influence its own strategic goals.
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5. Indirect /Agency Sales
Accounts
A title given to those sales
activities that are managed by
agents or some other indirect
sales channel such as tele-sales,
online, etc. Important as they are,
they are part of the, rather than a
strategic focus on selected
accounts. This kind of sales
activity is most effective for low
margin, undifferentiated products
and services where little customer
education is required.
Remember everybody lives by
selling something.
© Copyright, Sue Barrett
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The top 4 rated
Social Media
management tools
of 2015
Ian Anderson Gray partnered with
G2Crowd to provide a really helpful
infographic on the top 4 Rated Social Media
Management Tools for 2015.
The results come from detailed customer
reviews from G2Crowd, and cover a variety
of information including user satisfaction,
product direction, how easy it is to learn to
use the platform, level of support, usability
and more.
Mr Gray discusses the findings as well as
looking at alternative tools, what a social
media management tool is, the struggle to
find the perfect tool and finally more
information from G2Crowd.
Share and Embed
If you’d like to share or embed the
infographic on your website, you can use the
following HTML code:

<p style="text-align: center; font-size:
11px;"><a title="The Top 4 Rated Social
Media Management Tools of 2015"
href="http://iag.me/socialmedia/top-4rated-social-media-management-tools-of2015/"><img
src="http://cdn.iag.me/assets/infographicg2crowd-iag.png" alt="The Top 4 Rated
Social Media Management Tools of
2015" width="650" height="3400"
/></a> Infographic brought to you by <a
title="Seriously"
href="http://iag.me/">Seriously
Social</a> and <a title="G2 Crowd"
href="https://www.g2crowd.com/">G2
Crowd</a></p>
Read more at:
http://iag.me/socialmedia/top-4-rated-socialmedia-management-tools-of-2015/
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Aki Kalliatakis

Turning Ducks into Eagles
“We all know that the best customer service has
little to do with systems, processes, loyalty
programmes and similar unless you first get your
staff on board.”

There are only two kinds of people –
ducks and eagles. Ducks act like
victims, and just go around saying
‘Quack! Quack! Quack!’ Eagles take
the initiative and soar above the
crowd.
We all know that the best customer
service has little to do with systems,
processes, loyalty programmes and
similar unless you first get your staff
on board. The biggest challenge
facing you is how you get every
person in your company both able
and willing to take care of
customers. The job of all managers
is to turn ordinary people into
customer champions – in spite of
the fact that dealing with customers
is often very hard.

It’s definitely not enough to send
your people on a training course
every once in a while in an
attempt to evangelise customer
care. It’s got to be a constant
process, reminding them regularly
of why it is so important, and
what they need to do to be
customer champions. Over and
above the normal training courses
and motivational talks, here are
some additional ideas.
 Talk about customer
service constantly.
Like the waves crashing on a
beach, you have to create
“waves of awareness” that
constantly wash over every
employee with the message of
customer care. If the waves
ever stop, then everything
goes dry.

So how you can build your people’s
skills and capability to deal with
customers effectively? The good
news is that it’s not difficult if you
want to put in some effort. The
even better news is that there are
literally millions of resources that
you can use to help you.

Every employee should have
at least a daily reminder of the
importance of customers, so
that he or she cannot escape
the message. Use meetings, all
written communications,
posters, gifts, coaching and
performance management as
an excuse to bring up the
subject.


Tell lots of stories of
legendary service.
Stories help people to
visualise what you are trying
to convey. Tell stories about
present and past employees,
or about legendary customer
service that you have
experienced elsewhere. Also
tell stories or show videos

about inspirational things that
touch people’s hearts.


Have “fireside chats.”
These are informal discussions
where you pose questions to
your team and provoke them
to think about customer care.
This may include some
brainstorming to generate
their ideas for creating
customer loyalty. There are
hundreds of possibilities about
specific themes, but a good
start is to ask them how we
can make the lives of our
customers easier or better,
and to identify barriers we
create to make them
frustrated.



Show your commitment
and be a role model. YOU
are the service champion
in their eyes.
What you say is observed
carefully, and you may not
even realise the power which
you have to influence them.
Sometimes a slight pause, or a
small careless statement can
really screw things up – and it
is that much harder to
recover from that. Your own
customer commitment must
be unquestionable, or the
process will die.



Special projects and
assignments.
Individual delegates and teams
can undertake various
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customer care improvement
projects and report back on
progress.
This is particularly powerful
when incentives and prizes are
given in awards ceremonies,
or when some other form of
recognition occurs. A
variation of this is to allow
individuals and/or teams
themselves to make
presentations to executives
on particular themes around
customer care.


Go out and look at other
organisations that you
admire in order to see
things differently.
For example, take your team
out to lunch at your favourite
fast food joint, or to an
exciting venue that is famous
for its customer care, and
then ask them what we can
learn from that business.
In fact, go the whole way and
take a day out to do a
“Legendary Service Bus Tour,”
similar to the tourist tours –
but visiting great businesses
instead. (You can spoil them
with a classy lunch at a
beautiful venue, allow them to
be pampered in some way,
include some small gifts in a
bag as mementoes, and have a
photo album or video that
they can share with others.)
At the end of the day the
debriefing includes feedback
on what your business can
learn.



Treasure Hunt.
Plan for and arrange a
treasure hunt, where “clues”
relate to all aspects of
customer care. You can make
it simple or cryptic, involve
individuals or teams, and run
it in an hour or over a longer
time.



Customer Service
Olympics.
Initiate a contest with many
events in which people and
teams compete. The events
are customer orientated, such
as the fastest person to handle
XYZ Activity, the politest and
most courteous person with
Mr Grumpy Customer, the

team that best cooperates to
solve a particular customer
problem, the person that best
displays an ability to use our
computer system.


The “Best Designed
Contest”
Here people design activities
or things which create
awareness of customer issues.
This could include examples
like “Best Slogan for Our
Campaign,” “Best Designed
Poster,” “Best Customer
Service Quote,” “Best Lesson
Learned From Another
Company,” “Best Customer
Service Story - Ever,” and so
on.



Book and video
summaries.
You buy the books, or give
them access to other
resources, they read them,
and then summarise and
present the ten most
important lessons to the rest
of the team.

If you show people that you don’t
care, they will return the favour. If
you show them that you do care
about them, they will reciprocate.
© Copyright, Aki Kalliatakis
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Great minds,
Great words
An investment
operation is one which,
upon thorough analysis
promises safety of
principal and an
adequate return.
Operations not meeting
these requirements are
speculative.
- Warren Buffett
For the past 33 years, I
have looked in the
mirror every morning
and asked myself: "If
today were the last day
of my life, would I want
to do what I am about
to do today?" And
whenever the answer
has been no for too
many days in a row, I
know I need to change
something.
- Steve Jobs
The first rule of any
technology used in a
business is that
automation applied to
an efficient operation
will magnify the
efficiency. The second is
that automation applied
to an inefficient
operation will magnify
the inefficiency.
- Bill Gates
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Lilach Bullock

How to use Instagram to drive tons of traffic to
your website

When it comes to marketing
businesses on social media, most
brands and entrepreneurs think
about the obvious and larger
networks; Facebook and Twitter.
However it’s well worth
considering the likes of Instagram
and Pinterest too, especially as
social media is evolving into a
visual feast.
Instagram now has more than four
hundred million users, and boasts
more members than Pinterest
(circa fifty million), more than
Twitter (which has over three
hundred million active monthly
users). So why are people less
inclined to market their products
on a platform that rivals Twitter
and spawns out the exact thing
that every marketer will tell you
need to post on Facebook and
Twitter; visual content?!
In this post we will outline how
you can use Instagram to market
your business, increase your
brand awareness and drive traffic.
Instagram offers a powerful
platform for marketers and
businesses, yet there is a common
misconception that if you don’t
have a physical product to sell, the
network isn’t applicable. Albeit a
great way to directly market a
product, the true power of
Instagram lies in the ability to

connect with users. This means
that all businesses can (and
should) use Instagram. Because
you do not have a tangible
product like say Coca-Cola does
not mean you cannot and should
not use Instagram.
Let’s begin…
1. Creating Your Identity on
Instagram
Creating your identity on
Instagram should be the first step
and will come down to how visual
you are willing to be. Like with
other social networks you are
able to create a bio and have a
username. But your brand’s
identity will be conveyed not in
your words on the bio but on the
photos you post out. Hopefully
this is something that you have
already thought about and you
understand what your brand
represents and the tone of voice
you wish to project on social
media is.
Here are a few examples of
brands without a tangible product
who have managed to create great
brand identity on the platform
1. Visa
2. American Express
3. Greenpeace
As seen from the above examples
anyone can and thrive on
Instagram, you do not need to
have a tangible product to have
success on the platform.

It’s often a case of thinking of
creating ways in to how to entice
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with your content.
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from good visuals that motivate
the viewer to take some form of
action than a boring image.

It should go without saying that a
brand without an identity on the
platform, despite how well it is
known offline will have a tough
time driving traffic from Instagram.
You need to make people want to
follow you.
2. Use links in your bio
The easiest way in which to lead
prospective customers to your
website and thus driving traffic to
your website is with a link in your
bio section. You cannot add links
in the descriptor on photos and
on videos but that shouldn’t stop
you from creating a clear CTA
telling them where the link to
your page can be found. The
above images from Greenpeace,
Visa and American Express should
outline this. Although the
Starbucks example below is also a
good example of CTA’s and the
use of links in the bio.

6. Exclusive content
You will want to make
sure that the images and
offers you have on
Instagram aren’t the same
things you always promote
elsewhere on other social
media sites.
Above is an example of Oreo
cookies and Newton running
shoes. As you can see the colours
used are very vibrant, eye catching
and the images used are in a very
high resolution.

3. Use appealing images
Appealing images are not stock
images. The sole reason people
use the platform is to upload and
view photos. People follow people
with good content (i.e. stunning
pictures), so do not use the same
old stock images that everyone
else uses.

5. Use Hashtags
Hashtags are without a doubt one
of the best ways to generate
exposure and get more
engagement is to use
hashtags on Instagram.
You can find hashtags
relevant to your business
or industry in the search
box by typing in relevant
keyword terms. It’s worth
experimenting and testing
which hashtags are more
effective for your brand so
also mix in a variety of
popular hashtags as well as
less popular hashtags. The
below example from
Greenpeace shows a good
number of hashtags used
appropriately, without
going nuts.

4. Use creative videos
Like with using images it is
important to use the other form
of visual content too; videos. You
can create compelling videos and
drive traffic to your website with
things such as teaser videos, sneak
peaks and exclusive behind the
scenes access as well as interviews
with appropriate call to actions in
which to drive more traffic to
your website. Use videos in which
to connect with your audience
and recommend
they visit your
website for more
details or
information.

Otherwise, there’s no reason for
people to follow you on
Instagram. You will want to share
images and videos that followers
can only see on Instagram.
Consider offering Instagram
exclusive promotions and
discounts. Below is an example of
car company Renault, who use
Instagram successfully.
7. Be engaging
If you are really serious about
growing your brand and want to
grow an audience and create
brand advocates, Instagram is the
place to do just that. But you have
to be as equally open, engaging,
and active with your audience.

Appealing images can also
persuade people to take some
form of action, if the desired
result is to drive traffic to your
website then you are much more
likely to get the desired action
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You also need to like and
comment on other people’s posts
as well as sharing content
regularly. Don’t just simply
broadcast, and yell “me, me, me”.
When people respond to or
comment on your posts, make
sure you are engaging with and
responding to them in a timely
fashion. As you would do on
anything other social network, be
proactive in your approach.
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a degree of hostility amongst its
fan-base. These ads will be similar
to others you see on social media.
The premise is you will pay for an
ad and it will show up in people’s
news-feeds. Early indications are
that this is a very expensive way
to advertise and it is rumoured to
be above $100k to do so. So if
you have the money, great. But if
you are a start-up, perhaps see
point 7.
How to measure your
campaigns on Instagram
Understanding how successful
your campaigns are going is a
critical aspect of being a good
marketer, like with any social
network we want to know
whether we should invest our
time on a specific network, in this
case on Instagram. There are a
few simple ways in which you can
measure; you can see how many
photo likes you get, how many
comments you get on posts, this
is a simple yet effective way to
measure the engagement. You can
also see how many new followers
you are getting and to understand
it more in depth you can use tools
like Google Analytics to see
where exactly you traffic is being
referred from to see if Instagram
is working for you brand. It’s
worth investing in cost effective
tools like AgoraPulse to dig
deeper into the analytical side so
you can see how Instagram is
really performing.

8. Connect with influencers
on the platform
Sometimes you need an extra
push to build brand awareness
and extend your reach within
your industry. By working with
influencers you can amplify your
message. Connect with
influencers in your niche or
industry to create effective
Instagram content. Influencers
capture followers’ attention
because they’re trusted and
perceived as being knowledgeable
within their industry for their
product advice and reviews.

Conclusion
Instagram is well worth investing
the time in. You can often
generate more engagement on
here than the likes of Facebook.
It is important however that you
take the time to create content
that is appealing and generates
engagement. If you get those two
key things right then you’re well
on your way to having a successful
Instagram campaign.
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Are you using Instagram? What
type of results are you getting?
Please do leave us a comment and
let us know. Don’t forget to
share this post too!

9. Invest in Instagram Ads
Instagram recently announced it is
going to run promotional ads on
the platform, which was met with
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Professor Colin Coulson-Thomas

15th International Conference on Governance
and Sustainability - Building Tomorrow's
Boards: Director and Board Development

“Corporate governance has a high profile. It is
written about in journals and discussed in
seminars. It attracts those who like to discuss
principles, develop approaches and debate
different models.”

In an era of insecurity and uncertainty
building tomorrow's boards is a
challenge. We cannot be sure what
the future will bring. Innovations,
technological breakthroughs, market
and regulatory developments may
occur. There may be new
competitors, challenges and
opportunities to confront. These
developments may fundamentally
change our aspirations, priorities and
the nature of our organisations.
The personal qualities of
directors, their openness and
willingness to learn, their integrity
and flexibility, and their ability to
assess a situation as a whole, read
the road ahead and instinctively
take decisions that are in the best
long-term interests of the
business become critically
important. Diversity in terms of
people's backgrounds, nationality,
perspectives, operating styles and especially in ways of thinking can also be helpful.
One can periodically review the
composition of a board. However,
challenges can suddenly arise and
windows of opportunity can
quickly open and close. Finding

appropriate new directors,
completing an induction process
and becoming effective all take
time. Sometimes we have to run
with the people we have and take
steps to ensure they remain
independent, current and vital.
Corporate governance has a high
profile. It is written about in
journals and discussed in
seminars. It attracts those who
like to discuss principles, develop
approaches and debate different
models. Universities and business
schools recruit academic experts
in corporate governance.
Consulting firms have their
governance practices and teams.
Director and board development
has a much lower profile. It is less
talked about. It may be
undertaken by individuals whose
assignments are covered by
confidentiality agreements. It does
not usually involve protracted
debates about principles. It is
more likely to be practical and
about addressing issues that are
inhibiting progress.
Standard governance models first
developed over twenty years ago
in response to problems with
listed companies in certain

jurisdictions may not be relevant
to the pressing and future needs
of entrepreneurs, SMEs and family
companies and other
organisations elsewhere.
Corporate governance codes may
not be appropriate to an
enterprise's stage of development
or relate to the challenges and
opportunities it faces.
In comparison with general
approaches, director and board
development can be quite specific.
It can address issues as and when
they arrive. It can meet the
requirements of individual
directors and the needs of the
board as a team. It can confront
the requirements of new models
of organisation and ways of
working, operating and governing
that were not considered when
governance codes were first
developed.
When done properly, director
and board development can
impact directly on corporate
performance. It can tackle
obstacles that originate in the
boardroom and prevent progress.
It can directly tackle barriers to
greater contributions from
individual directors. It can
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confront specific issues and
problems as and when they arrive.
Certain forms of director and
board development are flexible
and can be continuous and on
demand. They can allow individual
directors and boards to grow and
develop as an enterprise expands,
builds its capabilities, extends it
reach and becomes more
complex. Boards can regularly
review what they have learned at
key steps in a process, or after
confronting a novel situation or
taking a difficult decision.
Director and board development
can directly address the individual
and collective needs of a
particular group of directors. It
can match the evolving
requirements of a developing
business and the growing
confidence and ambitions of those
involved. It has great potential, but
its effective realisation cannot be
taken for granted.
For some directors development
is for others. They are reluctant
to acknowledge their own
development needs. Surely they
must be OK or they would not
have been appointed to the board.
Besides, what could they learn
from a trainer or coach who does
not hold a board appointment?
Sometimes it takes an obvious
failure or new challenge to trigger
acknowledgement of a
development need. Perhaps the
directors have got something
wrong or are struggling to cope.
What was once exhilarating and
exciting may have become more
burdensome and stressful.
The qualities, experiences and
competences of many directors
reflect where they have been
rather than where they would like
to go, or should go. Too often
director and board development
is about catching up and
addressing past deficiencies rather
than preparing for the future.
Some boards make an initial move
after a period of success when a
step change has to occur. It might
be overseas expansion or the
introduction of new products and
technologies.
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Perhaps greater delegation is
required to a new generation of
people. Owner or founder
directors may wish to groom
successors.
Whereas governance debates are
often about structures, the
assessment of development
requirements is more about
behaviours and improving what
directors do, how they interact
and the quality of board decisions.
It can embrace individual learning
programmes and/or team
activities.
Diagnostics can be used to
explore the roles individual
directors play and their
contributions, perspectives and
approaches. They can also help
with the identification of factors
inhibiting better performance and
areas where change is required.
Priorities can depend upon roles,
ambitions, what is delegated and
pressing challenges and
opportunities. Some boards are
strategic. Others stray into
operational areas and muddle the
distinction between ownership,
direction and management.
Responsible boards commit to
regular reviews and continuous
learning. Confident directors
willingly assess themselves against
directorial competences. They
allow others to appraise them and
comment based upon
observations of how they
perform. However, some
assessments pay too much
attention to improving what
already exists rather than
equipping people for future
developments.
Development programmes can
prepare people for their first and
further appointments, as an
executive or non-executive
director. They can help individuals
to better cope with the pressures
directors face and the dynamics of
the boardroom. They can enable
individuals to add more value on a
particular board. They can
improve particular board
processes and activities ranging
from visioning to intelligent
steering.

Director and board development
can focus explicitly on behaviours
in and out of the boardroom. It
can reflect and directly address
any deficiencies of conduct in the
boardroom, whether of individual
contribution, inter-personal
dynamics, how business is handled
or how decisions are taken.
Issues, areas and activities
unaffected by governance
arrangements can be confronted
and improved.
At the end of the day what do we
want? Do we worry whether
boards have a particular
governance structure? Are we
more concerned that directors
are competent and boards are
effective? Should the priority be
upon ensuring they take the
development steps needed to
remain competent and effective as
businesses grow, situations and
circumstances change and new
challenges and opportunities arise?
© Copyright, Professor Colin
Coulson-Thomas
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Dan Purvis

Facebook is NOT dead

For a long time the rhetoric amongst
the marketing community has been
to tell us that Facebook is dead. That
you can no longer expect any
noticeable results from the platform.
And your best bet for good traffic is
to head to its competition, namely
Twitter. This is rubbish. Facebook is
far from dead.
In fact, as of recently, we have
been getting a better reach on
Facebook than we have on
Twitter. That’s not to say Twitter
is dead. Neither of them are. It’s
just that Facebook is far from
being so…you just have to put the
right strategies in place.
At Comms Axis we recently
discovered a simple, yet highly
effective way in which you can
increase your reach and
potentially CTR. And to do so
without ever having to spend a
penny on Facebook Ads. By the
way, in my opinion, these are a lot
less effective than the method we
are going to show you today.
The typical life journey of a brand
on Facebook is to create a page,
fill it out, publish it, invite your
friends, and post out content. This
is done in the hope that people
share it, see your content, and
give you a like or even the holy
grail of a comment.
After a period of time you will get
more likes, and your engagement
will go up. However, that is not

the case. Most brands who do this
process can barely crack
quadruple reach figures, let alone
triple in some cases, without
paying for it.
The opposite is true for networks
such as Twitter, which make it
much easier for us to grow our
following based upon the
openness of the network. We can
find people to connect with based
on similar interests and likes, for
example. Facebook, on the other
hand, doesn’t let us do this.
Growing your Facebook
community is very much centred
on whatever community you
already have in place.
However, when Facebook first
popped onto the social
networking scene all those years
ago, when things like Bebo and
MySpace were still cool and long
before smartphones even existed
(yes a really long time ago),
Facebook had these things called
“Groups”.

decided that the best way for
people to interact with others of
a particular interest or whatever
was through “Fan Pages”. We all
migrated to these Fan Pages like
lemmings and forgot groups even
existed.
Groups still exist. They didn’t go
anywhere. There are thousands of
them. Some with a few members
here, but some of with several
million members. The amazing
thing about groups is that anyone
can join them, and they cater for
every interest out there.
There are groups for people
interested in the start-up culture,
for people interested in parenting,
in football, in dog walking
services…you name it and you
will be able to find a group for a
specific interest on Facebook.

You could create “Group” based
on anything, whether it was a
group for your work, a group for
a specific interest, or a group
where you and your friends could
just post funny things and message
each other.

So you are now probably thinking:
“That’s great, but how does it
help me grow my Facebook fan
page and get people visiting my
website?” Well the chances are if
you have recently created a
Facebook page you will have
invited all your friends to the page
and will be posting out regular
content to the page, where some
of your friends will be liking the
odd thing you post.

I think my hometown even had a
Facebook group, if I remember
correctly, where people used to
post stuff that was going on. Well,
we moved on from groups. And
Mark and his pals at Facebook

Although, let’s be honest and
straight, whilst your friends might
like your business, the chances are
not all of them will fall into your
target market. They’re your
friends after all, and many of them
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will probably not be interested in
your business at all, let alone wish
to become a customer of it!
You have probably realised this
and as a result thought about
spending money on Facebook Ads
to target people who are likely to
be interested in your product.
This kind of works…well, we’ve
tested it of course but are less
than convinced. The best you get
is a ton of Likes or, if you boost a
post, a ton of Likes of that post.
And that’s it. Next to no
engagement and barely a share of
it in sight! Great.
Instead of doing this and wasting
lots of money you should target
Facebook Groups that are
relevant to your market.
For example, one of our clients,
Ivor Davis, recently published a
book called “The Beatles and Me
on Tour”. So we joined a bunch of
Beatles groups (there are
thousands, with thousands of
members) and began sharing his
content from his page into the
groups. As you can see with the
below image, we got an insane
amount of Likes and shares.
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invited to the page unless we
know them or pay for ads) yet are
very interested in the market we
are in.
Whilst this is an incredibly
powerful strategy to boost your
campaign and get lots of clickthroughs and increase your reach
and hopefully your likes too of
your Facebook page, you should
approach it with caution. Groups
tend to be a collection of people
discussing what they like about
certain things, if you barge your
way in with only one intention
you could find yourself being
kicked out of the groups very
quickly. Do not be explicitly
“salesy” – yes, that old social
media mantra!
It’s true…you can be kicked out
of groups. Groups have
moderators and if they feel you
are “spamming” links then you will
be asked nicely (or not so nicely)
to get out. As a rule of thumb we
don’t post in the same group
more than once per week and
every time we do post in a group
we make sure the content we are
sharing is good content that the
members will like. Remember the
golden rule of sharing content
that is tailored for your audience.

cares about themselves. The
rewards will be hugely significant!
So there you have it, Facebook
groups still exist. They are an
extremely powerful tool to add to
your arsenal for engaging with
likeminded people within your
industry. I would be very surprised if
you can’t find at least two or three
groups within your industry that you
can begin interacting with after
reading this post. If you have any
questions or want to find out some
killer strategies for your Facebook
campaigns then talk to us now.
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Normally we would expect to get
a couple of shares on his posts,
but we bucked the trend by
targeting specific people who we
don’t know (i.e. they can’t be

Be sure to engage with other people
in the groups, by writing comments
on other people’s posts too, so you
aren’t seen as someone who only
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Paul Sloane

Don’t reject offbeat ideas, explore them
“Einstein said that every truly great idea
initially appears absurd. The more offbeat
and radical the idea the easier it is to find
fault with.”

One of the exercises on my Creative
Leadership workshop runs like this.
People in pairs have short
conversations. In the first
conversation one person makes a
suggestion for something new that
could be done for customers (say).
The second person replies with an
objection. They start their
sentence, ‘Yes but….’ The first
person then rebuts the objection
with another sentence starting,
‘Yes but….’ They carry on,
ensuring that every sentence
starts with the words, ‘Yes but….’
After a couple of minutes they
stop and then begin a second
conversation. One person starts
with a suggestion for something
new that could be done for
employees (say). The second
person adds to the idea with a
sentence beginning, ‘Yes and…..’
The first person responds with a
sentence starting, ‘Yes and…’ and
so it goes on. In the first
conversation every sentence after
the first starts ‘Yes but….’ In the
second every sentence after the
first starts, ‘Yes and….’
The results are instructive.
Typically the first conversation
spirals down into an argument
with no agreement. In real life the
more powerful person would
usually win. The second
conversation goes to all sorts of
creative and unusual places. It is
fun and leads to interesting ideas.
I then ask the delegates which
conversation type is more

common in their organization. It is
always the ‘Yes but…’. When we
say, ‘Yes but….’ we are really
saying, ‘No.’ It is the quick,
negative, normal response to
fresh ideas in the office.
Einstein said that every truly great
idea initially appears absurd. The
more offbeat and radical the idea
the easier it is to find fault with.
We can show how clever we are
by pointing out some of its
obvious flaws. The typical
responses to a creative suggestion
might be:





Yes but it would cost too
much.
Yes but the boss would never
agree to that.
Yes but we are too busy right
now.
Yes but we tried something
similar last year and it did not
work.

When we say, ‘Yes and…’ we
start playing with the idea and
exploring its possibilities. ‘Yes
and…’ does not mean immediate
approval; it means, ‘Let’s see
where this goes.’
Amazon has directly addressed
the issue of knee jerk negative
reactions. They have implemented
what CEO Jeff Bezos calls ‘The
Institutional Yes.’ If you are a
manager at Amazon and one of
your people comes to you with a
suggestion your initial answer
must be ‘Yes.’ If you want to say
No then you must write a report
on why you are stopping this idea.

Amazon has made it much easier
to say Yes rather than No so that
more ideas are tried and
implemented.
If your default response is ‘Yes
but…’ then try saying ‘Yes and…’
Start a quiet revolution in your
business by exploring crazy ideas
rather than immediately rejecting
them.
© Copyright, Paul Sloane
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5 brilliant
TED talks
that will
boost your
emotional
intelligence

Businesses run
from British
homes
undertake
£32bn of
global trade

JUSTIN BARISO wrote
about 5 brilliant TED talks
in an article on Inc.com in
October 2015. He says
these talks will inspire you
to think differently about
yourself and others.

More Britons are setting up
international businesses from
home, figures released in
October 2015 revealed show,
said CHRIS
PAPADOPOULLOS in City
A.M.

Emotional intelligence is more
than a hot topic or trending
hashtag. The term describes an
extremely important concept: a
person's ability to recognise his or
her own and other people's
emotions, to understand the
powerful effect of these emotions,
and to use that information to
guide thinking and behaviour. This
quality greatly enhances your
efforts to achieve success--in
many areas of life.

Post Office International Payments
(POIP) estimates that £32bn of goods
have been traded with overseas
buyers and sellers from so-called
spare room traders, who will use
websites such as eBay.
Approximately 70 per cent of all new
businesses start off at home while
almost one in five people in the UK
have sold items profitably to foreign
buyers online, POIP said.

So how do you develop emotional
intelligence? As with any skill, you
must study and practice. The full
article has 5 TED Talks that will
help you increase self-awareness
and start targeting areas for
improvement.

Most UK purchases were from Asia,
but the EU and North America were
also popular choices with home
traders able to source cheaper goods
globally. UK exports went mostly to
European Union countries, with
Eastern Europe and North America
also big buyers.

Read about it here

Read about it here
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