Better Business Focus
Better Business Focus

February 2016

February
June 2016
2015

Expert inspiration for a Better Business

The Focus that makes all the difference

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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Andy Bounds

The Sales Executive Council’s
research showed this is the BEST
way to sell
The Sales Executive Council (SEC) found
that salespeople behave in one of five
ways, depending on the situation. Here’s
what they found (as you read this, ask
yourself two questions - “Which am I?”
and “Which is best?”)
The relationship builder
 Gets along with everyone
 Builds strong advocates in
organisations
 Is generous in giving time to
others
The reactive problem solver
 Reliably responds to internal
and external stakeholders
 Ensures that all problems are
solved
 Detail-orientated
The lone wolf
 A bit of a maverick – follows
their own instincts
 Self-assured
 Can be difficult to control
The hard worker
 Always willing to go the extra
mile
 Doesn’t give up easily
 Self-motivated
 Interested in feedback and
development
The challenger
 Has a different view on the
world
 Understands the customer’s
business
 Loves to debate, often
creating “positive tension”
with the customer to help
arrive at the best outcome

The two questions again:
1. Which are you?
2. Which is best?
The SEC found that most
salespeople were relationship
builders. The idea being that, the
better someone likes you, the
more likely they are to buy from
you.
But they found that the most
successful salespeople were
challengers. In other words,
those who provoke customers’
thinking.
So, whereas the relationship
builder often seeks to agree with
the customer to enhance the
relationship; the challenger often
seeks to disagree, to provoke
discussion to ensure they arrive at
the best solution (The rationale:
customers doesn’t always know
what’s best for them. As Henry
Ford famously said “If I had asked
my customers what they wanted,
they would have said a faster
horse”)
The simplest way to ensure you
challenge others is to teach them
something. To make them think
“Well I’d never thought of it like
that”. When this happens, they
see you as value-adding. And they
want more of it. They seek you
out again. Great for them, and for
you.

Action Point
Who’s the most important person
to impress today? And what can
you teach them, so they think
“well I’d never thought of it like
that?”
Challenge their thinking (in an
engaging way - don’t annoy
them!). See if the two of you can
come up with a better solution.
You’ll both be delighted you did.
© 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? Here are my Quick
Wins

A final question for you:

Co-ordinates

Have you found this tip useful?

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

Well, I guess you will have…
… if you thought “well I’d never
thought of it like that”
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Barry Urquhart

Blunt Instruments No Longer
“There are few, if any “experts” who
know the customers, clients,
competitors, substitutes, suppliers
and spheres of influence as well as
business owners and their team
members.”
The shackles of control are broken.
Past undergraduate students of
Economics 101 were lectured (with
conviction) that fiscal and monetary
policies were blunt instruments, which
enabled governments to control,
influence and modulate national, state
and regional economies. Such
contentions have morphed into studies
of history.
It’s time to hit the re-set button.
Governor of the Reserve Bank of
Australia, Glenn Stevens, an
eminently qualified economist
with access to a plethora of
global, national and sectional
detailed data, information and
intelligence recently conceded
that he, the Reserve – and
overseas, “The Fed” in the USA,
and the Exchequer in Britain – can
no longer accurately influence and
forecast the marketplace or the
consequences of monetary and
fiscal initiatives. How refreshingly,
open and honest.
It raises questions about the
veracity and worth of the
predictions and projections of
countless economists from banks,
professional associations and
consultancies, who are inclined to
be free with their advice and
“insights” in the mass media.
To some, outside the sphere of
economists, the only point of
consistency among those
supposedly authoritative
resources is that they are always
wrong. The only difference is the

measure of their inaccuracy.
Such common perceptions may
explain, in part, the emerging
presence of the new breed, behavioural economists.
Statistics-based economics identify
past happenings and trends. They
do not isolate, analyse and explain
the why of such reflective realities.
Given the evolving rebalancing of
market forces in favour of
consumers, and often, major
spheres of influence (beyond the
realms of government and the
public sector) it is understandable
that all players are beginning to
recognise and respect the
imponderables which populate
society, the economy and
marketplaces.
Share markets are not immune to
the new scenario. The number of
investors who are reliant on, or
influenced by “chartists” – those
who record, track and graph
trend-lines – is rapidly declining.
Increasingly, they agree that The future is not a lineal progression
of the past.
Perhaps there is now a better
understanding of the nature,
causes and consequences of the
reference by Alan Greenspan,
former head of the Federal
Reserve in the United States of
America to:
Irrational Exuberance

Oh, to retain the exuberance and
contain the irrationalism. Imagine
an emotion- driven, confidenceinfluenced marketplace.
SELF-DETERMINATION
There are few, if any “experts”
who know the customers, clients,
competitors, substitutes, suppliers
and spheres of influence as well as
business owners and their team
members.
Concessions and exceptions can
and should be made to those in
business who have retreated,
battened-down and “tightened the
belt”. Likewise, advice of “allknowing, all-seeing” external
experts, - economists and
accountants included, - is most
relevant to those who are
detached from market-players.
Many deliberations and decisions
are typically, solely or
predominantly based on analyses
of the “Big Picture”, macroeconomies if you will. As
previously discussed, many of the
contentions are spurious at best,
and about as relevant as the formguides - of past events - for
horses in the Melbourne Cup, or
the records of teams on the
recent Rugby Union World Cup –
with the exception of the allpowerful All Blacks. Their form
centres most on muscle, mental
strength and formations (not past
performance).
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MICRO-MANAGEMENT
There is a lot of merit in micromanagement at this time. Some, if
not many things are beyond one’s
influence and control, including
fiscal and monetary instruments.
Most sectional downturns are
measured in lower-order single
numbers. Therefore, business is
still being transacted.
Hence, the appropriate focus and
accent should be on how one is to
achieve, sustain and progressively
grow market-share.
With most competitors and
substitutes consciously
contracting – inventories,
advertising, marketing, workforces
and resources - it is not difficult
to create and enjoy the future of
an enhanced and heightened
presence.
Most behaviourist economists will
concede that they do not have a
measure on consumer
confidence. It is considered one
of those imponderables that
“cloud” the marketplace. In many
respects the big picture simply
provides the backdrop for
personally initiated actions.
BUILDING BLOCKS
There is no single, universal
formula for success. The
individualism of, and differences
between businesses, products,
services, economies, marketplaces
and target audiences need to be
reconsidered and respected.
However, there are certain
fundamentals which are sound
building blocks, including:


Invest in one’s presence. This
includes:
 Premises presentation
 Website locations
 Product/Service
merchandising
 Team member personal
presentations
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Consistently, these initiatives
generate the most immediate and
sustainably positive responses.
 Develop People
 Training and development
are not discretionary.
They are imperatives.
 Refine and focus inventory
 New products, services
and applications can be,
and are magnets.
 Delete the tired, the
obsolete and the
irrelevant.
 Increase and improve
communications
 Integrate a multi-channel
positioning.
 Maintain consistency of
message and frequency.
 Inform, educate and
engage existing,
prospective and past
clients.
 Launch, relaunch
 Excite the market place
with events that launch all
that is new.
 Provide samples, trials and
interactions. Emotional
connections stimulate
sales.
INTERESTING FOOTNOTE
These proven and, wellestablished and successful building
blocks have scant presence in, and
influence of macro-fiscal and
monetary initiatives or policies,
consequently do not receive much
attention.
But they do provide the
framework in which you are able
to do what you do best.... lead,
manage and control your own
business.
© Copyright, Barry Urquhart

About the Author:
Barry Urquhart, Managing
Director, Marketing Focus, Perth,
is an inspiring speaker, author of
Australia’s top two selling books
on customer service and an
international consultant on
dynamic innovation and creativity.
Barry is author of six books,
including the two largest selling
publications on service excellence
in Australasia. His latest is:
“Marketing Magic – Streetsmart
Marketing”. He is a regular
commentator of consumer issues
on ABC radio, is featured on a
series of interview topics on
“Today Tonight” and contributes
articles to 47 magazines
throughout the world. His latest
presentation is: “Insights on ‘The
Big Picture’ - Future-Proof Your
Business”.
He is one of Australia’s most
active keynote speakers and is an
internationally recognised
authority on quality customer
service, consumer behaviour and
creative visual merchandising.
Marketing Focus is a Perth based
market research and strategic
planning practice. The firm and
Barry consult to multinational,
national and local entities in the
private sector and the public
sector. He is a former lecturer in
Marketing and Management at the
Curtin University of Technology
and has degrees in marketing,
political science and sociology.

Co-ordinates
Mail: 26 Central Road, Kalamunda,
Western Australia 6076
Tel - Office: 006 1089 257 1777
Tel - Mobile: 006 1041 983 5555
E-mail:
Urquhart@marketingfocus.net.au
Website:
www.marketingfocus.net.au
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Kenneth Varga

Don’t Do A Little Bit of
Everything with your Web Site

Don’t Do A Little Bit of Everything
with your Web Site
Peter Drucker once wrote,
“Concentration is the key to economic
results. Economic results require that
one should concentrate their efforts on
the smallest number of activities that will
produce the largest amount of revenue.”
Unfortunately, this principle is
violated constantly today. It seems
as if most individuals have an
attitude of “Let’s do a little bit of
everything.”
Here is a simple process to avoid
this problem.
Your web site.
Ask yours, “Why am I building
this site?” If your answer is
“because everyone else is on the
internet,” you are better off
investing those dollars elsewhere.
If your answer says something
about Marketing, Sales, Internal
communication or customer
service, you are on the right track.
Narrow your focus.
Ask, “What holds the best hope
for the company’s future?” This
just might be a single product,
service or idea.
Your answer to this question will
help you come up with a single
sentence that states the reason
your site exists. I have to mention
that your site can have other
purposes, but limit them to two
and do not allow them to take
priority over your site’s purpose.

It’s not enough to say, “The main
purpose of my site is marketing.”
What does “marketing” mean
exactly.
Will the site serve to:
 Increase visibility and market
exposure?
 Generate leads?
 Offer post sale customer
service?
 Reinforce your identity?
 Secure new customers
If the site is for sales, what kind of
sales:
 Business to business?
 Business to consumer?
So, now fill in the blank. The main
purpose of my site is to …
This single sentence is one of the
most important you will write for
your web site efforts. It becomes
the criterion by which you judge
everything you put on your site
and where and how you will
market the site.
For example:
If you think the best hope for
your business is new business and
decide that the main purpose of
your web site is to generate sales
leads, every page on your site
should have a link to your
“Contact Us” or “Request more
Information”.
If you insist on devoting space on
your site to “The President’s
Message,” make that message
something that will generate an
inquiry. If you can’t figure out how
to do that, the page doesn’t
belong on your site.

If you have a favourite photograph
of yourself and want to post it on
your site, ask yourself, “How will
this photograph help generate
sales leads?’ If it won’t help
generate sales leads, get rid of it.
Although you will be tempted to
“do a little bit of everything” with
your web site, don’t. Be merciless,
Concentrate, bring everything
toward a common objective,
focus your web efforts into one
area that promises the best hope
for your company’s future.
© Copyright, Ken Varga

About the Author
Ken is a marketing expert,
customer acquisition and
retention specialist. He is a
businessman who has built 35
successful, profitable businesses in
his career of 38 years. One of
Ken’s off-line businesses had over
460,000 ongoing customers.
Ken is the author of over 300
information products, including
the best-selling book, “How to
Get Customers to Call, Buy and
Beg for More!” All of his works
are based on his experiences of
developing hundreds of thousands
of customers through expert
marketing.

Co-ordinates
Web: http://kenvarga.com/
Facebook:
www.facebook.com/ken.varga
Twitter:
https://twitter.com/KenVarga
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John Niland

The Professional Poverty Trap
pass on this behaviour to you. The
list goes on.

Dennis is a designer who works long
hours, but struggles to grow his
business. As 2015 comes to a close, he
finds his situation is much the same as
it was at the end of 2014.
"Clients are ever more demanding.
Every job is urgent and we are
constantly squeezed on price. People
tell me to find better clients, but the
problem is that by the time we've
delivered to our current customers,
we're so exhausted that we lack the
time and energy to find better ones".
Dennis perfectly sums up the
professional poverty trap: as familiar
to many accountants, consultants,
lawyers, trainers, IT experts as it is
to designers. Like all poverty traps,
it's a self-reinforcing mechanism,
made up of varying blends of the
following forces:
- Delivering to current clients take
all your time and energy
- You cannot afford to drop any of
them, because you need the
revenue
- There is no margin to subcontract
the work, so you have to do it inhouse
- Requirements are last-minute and
urgent, so you cannot plan or
forecast
- Future revenue is unpredictable,
as there is no time for businessdevelopment
There are other factors, too, e.g.
over-dependence on a few key
clients who know their power over
you and use it; physical and mental
exhaustion; a price-sensitive
marketplace that may also be in
decline; clients who are
themselves bullied and therefore

Escaping the Trap
The obvious answer is to find new
and better clients. The standard
(clichéd?) response is "you just have
to find time for biz-dev. When you
have better clients, you can start to
drop the D-clients and challenge the
C-clients". However, as Dennis now
knows, this is waiting for Godot and
Godot never comes.
Over the years, I've coached quite a
few professionals to reverse the
logic: i.e. prune the client base first
and thus find the space for bizdev.
There are many success-stories
here, such as the UK accountancy
team who took real pleasure in
firing their worst D-Clients a month
before the tax return deadline.
These measures are usually possible
when there are plenty of reserves
and/or other clients to work with.

Third, we look at the human factors.
What is Dennis most afraid of?
Sometimes, our fear of the
customer is the outward face of a
fear somewhere in us. It's been
liberating for many professionals to
discover that once we change the
inner dialogue (e.g. away from
servant-hood) then true clientpartnership gets a lot easier.
Whatever form this takes, one thing
is clear. Dennis does not want 2016
to be a repeat of the last year.
© Copyright, John Niland

About the Author

John Niland is best-known as a
conference speaker on doing higher
value work and creating more
opportunity via better
conversations. His passion is
energising people: boosting growth
through higher energy levels, that in
turn leads to better dialogue and
business growth.

However, such professionals are not
really in the poverty trap. They have
options. Extreme care should
therefore be taken before lifting
training-room legends into the lives
of others, who have mouths to feed
and where the consequences of
inappropriate advice is all too real.

Since 2000, John has been coaching
others to achieve success, with a
particular passion for supporting
professionals “who wish to
contribute rather than just to win,
and hence do higher value work via
better conversations with clients
and colleagues”.

So what can I say to Dennis? First of
all, can we check that he really is in
the poverty trap? Happily, many
professionals often find there is
some room for manoeuvre: whether
with better pricing, scoping, clientmanagement or packaging of their
services. Many who feel they are in a
poverty trap are not in fact in that
downward spiral.

In parallel, John is one of the cofounders of the European Forum of
Independent Professionals, following
twelve years of coaching >550
professionals to create more value
in their work. Author of The
Courage to Ask (together with Kate
Daly), Hidden Value and 100 Tips to
Find Time.

Second, we explore reserves:
principally those of time or money.
One business-owner created a
temporary reserve by borrowing
from his bank. Another has changed
arrangements with her subcontractors. Reserves are always
important when navigating out of
the maze.

Co-ordinates
Tel:Belgium (0032) 32 2 201 1121
London: +44 (0) 845 644 3407
Email: john@vco-global.com
Web:
http://www.johnniland.com/about/
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Alexander Kjerulf

Bad bosses – why they’re bad and what to do
about them
“So it’s not enough to have good
team managers, the whole company
must have a good leadership culture
and top executives who are highly
visible inside the organization must
be good leaders.”
Our brand new study of what makes
people unhappy at work has a
number of interesting findings but
none more relevant (or discouraging)
than this one: The #1 cause of
unhappiness at work is bad
bosses.
This is hardly news – we know this
already from several other studies.
It’s partly about results
So why are bad bosses bad? Partly,
there’s a sense that the boss is not
there for employees work-wise, is
always too busy with his own tasks
to help them or simply has no
insight or no interest in the work
they do.
40% of respondents in our survey
mentioned “A lack of help and
support from my boss” as one cause
of their most recent bad work day.
37% mention “Uncertainty about the
workplace’s vision and strategy.”
One person wrote:
I love my actual job. It is rarely job
specific tasks that make my days go
bad. It is almost always frustration
about having to work through
hierarchy despite that fact that my
boss is recognized as ineffective
throughout the organization. (just
writing that made my day better!)
Another wrote:

“My boss suddenly started to
instruct me on things that I’ve done
for 15 years. Very annoying.”
When you lack support from the
boss, it becomes unreasonably hard
to do your job well and get good
results. And getting great results
that you can be proud of is a major
source of happiness at work.
… But it’s also about
relationships
35% of respondents name bad
behaviour from bosses as
one cause of unhappiness at work.
One person wrote:
“My boss contributes to the bulk of
the cause of everything else that is
bad at work. We have a new
director, and my job has not
changed. Just bosses changed. I used
to love my job. Now I hate it.”
Good workplace relationships and
social support are crucial for our
happiness at work and studies show
that the most important workplace
relationship is with the immediate
manager.
When employees have a
good relationship with the boss,
they are much more likely to be
happy at work. When they know
that the boss sees them, respects
them, trusts them and appreciates
them personally and professionally.
On the other hand, when
bosses show that they don’t care
about their people, e.g. by being
rude, disrespectful or simply by

ignoring them, it is a clear sign of
bad relationships and this makes
employees miserable.
Crucially, this bad behaviour can
come from both the immediate
manager or from executives higher
up on the org chart. One
respondent wrote:
“I love my new boss, but the c-suite
is clueless and mean.”
Another wrote:
“My VP is an HR nightmare. He
constantly makes derogatory
remarks about employees behind
closed doors during meetings that
I’m forced to attend.”
So it’s not enough to have good
team managers, the whole company
must have a good leadership
culture and top executives who are
highly visible inside the organization
must be good leaders.
Dire consequences
The negative effects of bad bosses
are profound. They are the #1 cause
of bad work days which may seem
trivial but which can really harm
people at work and at home.
Respondents wrote:
“This is the first position I have ever
held where I actually hate my job. I
never understood people who say ‘I
hate my job!’ or who constantly
complain about their work lives until
this last year. Now I know what
those people are talking about.”
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“I don’t sleep well at night, when I
have a bad day at work because the
anticipation and anxiety of the next
day is always on my mind.”
Bad bosses are bad. Thank you
Captain Obvious. So what do
we do about them?
Given that bad bosses are the most
common cause of unhappiness at
work and given the negative effects
they have on employees and on the
company’s results, we clearly need
to do something about this problem.
Here are our top 5 suggestions.
1: Realize that good leadership
is about happiness
Good bosses are happy themselves
and do their best to make the
employees, the customers and
maybe even the world a little
happier. Therefore, workplaces
must realize the value of these
happy leaders and do everything
they can to celebrate and spread
their good example.
2: Hire and train managers for
happiness
On an organizational level, we can
recognize that good management
skills are not an inherent trait in
most people. It’s something we can
look for when we select people for
management positions, and
something we must systematically
train bosses to do well.
The best way to do that, is to
realize that the best leaders have
excellent relationship-building skills.
They are excellent at understanding
and relating to many different kinds
of people – bad bosses relate only
to people who are like themselves.
3: Listen to employees’
problems
Additionally, managers need to listen
to employees and take them
seriously when they see problems in
the workplace. Bad bosses can’t take
criticism and don’t care about any
problems their employees face.
4: Stop bad managers
And crucially, we need to stop bad
managers. Every workplace has
them; bosses who should not be
bosses because they lack the
professional or personal skills to
manage well. If bad bosses cannot
learn to be good bosses, they need
to stop being bosses altogether.
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One company even let’s all its
employees rate their managers
twice a year and the resulting scores
are published for the whole
company to see, creating massive
pressure on bad bosses to mend
their ways.

Sunil Bali

Most importantly: Never ever
accept jerks in management
positions. They’re incredibly toxic.
5: Learn to recognize and deal
with bad bosses
On an individual level, each of us can
learn to recognize bad management
when we see it and realize exactly
just how badly it affects us
professionally and personally. And
if you find yourself working for a bad
manager with no desire or skill
to improve their ways, the best (or
even the only) solution may be to
quit and go work somewhere else.
© Copyright, Alexander Kjerulf

About the Author
Alexander is the founder and Chief
Happiness Officer of Woohoo Inc.
and one of the world’s leading
experts on happiness at work. He is
an author and speaker, presenting
and conducting workshops on
happiness at work at businesses and
conferences in over 30 countries.
His clients include companies like
Hilton, Microsoft, LEGO, IKEA,
Shell, HP and IBM.
Alex is the author of 4 books
including the international bestseller
Happy Hour is 9 to 5 – How to
Love Your Job, Love Your Life and
Kick Butt at Work.

Co-ordinates
Web: http://positivesharing.com
Email: alexander@woohooinc.com

Moderation is
lukewarm tea, the
devil's own brew
Eons ago I used to have a very attractive
girlfriend who, due to an overbearing father, was
like a rabbit caught in the headlights of life.
Questions like, "Where do you fancy eating?
What do you want to do this weekend?" and
"Which film do you want to watch?" were met
with the same response, "You choose."
The relationship didn't last long - indecision isn't
endearing.
Playing it safe is good for roads and railways, but
life requires risk if we're to achieve anything
meaningful.
We're born to take risks. If we weren't
prepared to fall flat on our face, we would live in
a world of bum shufflers where no one had ever
taken a chance to learn to walk.
There are many dangers in life, but one of the
biggest is safety, because you risk far more by
not risking anything.
Moderation and splinters are for the fence
sitters of the world who are too afraid to make
a dent in the universe.
Playing it safe is mediocrity, fear, and confusion
in disguise and doesn't make anyone happy.
It's for those who run the race to mediocrity,
too afraid to laugh or cry, and too afraid to live
or die.
As my friend, author and former world
champion trampolinist Dan Millman says,
"Moderation is lukewarm tea, the devil's own
brew."
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Danny Iny

The Single Worst Piece of
Marketing Advice
Originally published in Inc.com
And so when your competitor
comes up with a listicle of 50 top
tips, you scramble to put together
your own 101 tips. That's great until
somebody else publishes their 999
tips.

Forget what everyone's telling you.
There's a better way to separate
yourself-and Malcolm Gladwell already
has it figured out.
Now, here, you see, it takes all the
running you can do, to keep in the
same place. If you want to go
somewhere else, you must run at
least twice as fast as that! --The Red
Queen in Through the Looking
Glass
If someone advised you to run as
fast as you can just to stay in the
same place, you'd think it was utter
nonsense.
And yet that's what so-called
experts are telling us to do with our
marketing, especially marketing with
content.
 "Write longer posts - they get
more views and engagement."
 "Publish content every day to
get more traffic."
 "Use richer media, and they
better be slick, or nobody will
pay attention."
Make your marketing content
longer, faster, better - that's the
message we're all getting. And it's
the worst marketing advice, because
in reality, it's daunting to keep up.
Companies that are already big and
successful to begin with are the only
ones who can afford to "run twice
as fast" as they're already going, by
hiring more and better creators of
their epic content, and by using the
latest and most expensive media
production equipment.
For the ones who are just starting
out, it's almost impossible to
compete. They can only hope to run
as fast as they can, so they don't get
farther behind than they already are!

Is there no hope for getting ahead in
this content marketing arms race? I
believe there is.

A marketing lesson from
Malcolm Gladwell.
You can make your content stand
out, and it's not through speed,
length, or even quality. It's by being
different in a useful and meaningful
way.
I like to call this the Malcolm
Gladwell strategy. Malcolm Gladwell
excels at presenting a different and
interesting perspective. He doesn't
write the longest books, nor is he
the most prolific writer in the
world. His books are compelling,
because they present a different
angle. We can emulate Gladwell's
originality in content marketing.
Rather than looking at the most
successful content in your market
and saying, "What can I do better?"
try asking: "What's missing? What
gap can I fill?"
Example: Everyone else is writing blog
posts, but nobody has created the stepby-step video yet.

"What questions could somebody
still have after consuming this
content? What might they not know
how to do?"
Example: Everyone's talking about the
benefits of outsourcing, but nobody
teaches how to on-board new
contractors quickly and manage their
work effectively.

"Having read all this, what might
they try to do and screw up? What
are the common pitfalls and
mistakes?"
Example: There's plenty of material
about defining your niche, but no

guidance on troubleshooting your niche
statement once you've drafted one.

With a lot of research into your
competitors' content, you can easily
pinpoint the neglected angles,
viewpoints, and approaches that will
be the kernels of your unique
content.

Let the market tell you
what's missing
I'm a big fan of letting the audience
tell you what they want to know
about a topic you're pursuing. There
are several ways to do this.
Passively, you can mine blog post
comments, book reviews, product
reviews, and similar places to get
feedback on existing resources.
Look for the complainers and devil's
advocates; they usually point out any
shortcomings you can address with
your own content.
If you have your own audience or
community, you can be proactive
about it and ask them what
questions they still have about
specific topics.

Stand out or get lost
So how do you choose to stand out
in the crowded marketplace of
people's interests and attention? By
publishing longer content more
often, and by hiring the best writers?
Or will you do it by producing
content that fills the gaps for your
audience?
© Copyright, Danny Iny

About the Author:
Danny Iny is the founder and CEO
of Mirasee, host of the Business
Reimagined podcast, and best-selling
author of multiple books,
including Teach and Grow Rich: The
Emerging Opportunity for Global
Impact, Freedom, and Wealth.
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Email: support@Mirasee.com

10

Better Business Focus

February
June 2016
2015

James Kerr

Making a Customer for Life
3.

Creating customer relationships that
last a lifetime is the ultimate goal of
every business. Here are 7 "must
haves" to keep them coming back for
more.
4.
It takes less effort and investment
for a business to maintain an
existing client than it does for it
to cultivate a new one. But,
creating a customer for life is no
easy task. It takes hard work and
commitment in order to establish
the kinds of customer bonds that
cannot be broken. While most
business leaders recognize the
value of consistently delighting
their customers. Many don't know
what it takes to create a business
environment that yields customer
relationships that "stick" forever.

5.

Here are 7 essentials to keep
your customers coming back for
more:
1. Create an Ingenuous
Culture: Trust is an
imperative to forging
relationships that last a
lifetime. That said, you must
commit to forge a company
culture built on mutual
respect among staff and the
undisputed integrity its
leadership team in order to
create the kind of company
that customers can trust.
2. Adopt an "Us-centred"
Leadership Style: Staff must
feel like their "In it together" in
order to consistently deliver
an exceptional customer
experience. Make it a way of
life in your company by
adopting a leadership style
that emphasizes the "us"-one
where your people know that
you have their back and that

6.

7.

there are others in the
Company that they can count
on.
Establish a Team-Based
Operating Model: Flatter,
more team-based operating
models are far more nimble
and agile than ones that are
hierarchical and have
managers managing managers
within them. If you want to
lock-in customers through
improved responsiveness then
move towards a flatter, teambased structure.
Develop People to Delight:
To keep customers coming
back for more, your staff to
be prepared to do whatever it
takes to delight them. So, be
sure to raise your team's
awareness of this fact, by
setting an unwavering example
and helping them to delight by
providing the necessary
training and coaching.
Design an Aligned
Compensation Model: Be
sure to align your
compensation model with
your vision for customer
satisfaction. In this way, you
can be sure that the "right"
performance measurements
have been instituted to attain
the desired changes in
behaviour among your team.
Measure and reward
accordingly.
Craft Customer-Centric
Growth Propositions: Drive
your business growth by
delivering perceived value to
your customers. Convert
prospects into clients by
working to gain a greater
understanding of their needs
and desires. Customers will
gravitate and "stick" when
they feel that you understand
them and can deliver what
they need on a consistent
basis.
Deliberately Build Brand
Value: You want your
business to be seen as one
that keeps its promises,
delivers results, provides
flawless service and exceeds

all expectations. Be deliberate
in building those messages
into your brand and back it up
through action and execution.
To close, creating customer
relationships that last a lifetime is
the ultimate goal of every
business. While these 7 "must
haves" are no panacea, if taken to
heart and acted upon, they can
help you to create a business that
builds unbreakable customer
relationships the kinds that help
your company to prosper and to
flourish for a lifetime.
Originally published in Inc. Online
Magazine, July 27, 2015
http://www.inc.com/jameskerr/customers-for-life-how-tomake-your-companystick.html?cid=em01016week31a
© Copyright, James M. Kerr
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Roz Usheroff

The Five Rules
Take the next step towards creating your bigger future

https://youtu.be/qIp0112frgM

Despite what our mother's may
have told us, not everyone is going
to like us. It also goes to reason
that we are not going to like
everyone with whom we come in
contact.
And while we all know that
you can't chose your family, the
same can also be said regarding
your co-workers. The only
difference being that while you
can limit your interaction with
family members to special
occasions, or once a year
gatherings, it is not as easy to do
the same when you don't like
someone at work.
The question is, how do you work
with someone that, like nails being
scrapped across a chalk board,
rubs you the wrong way . . . or
worse?
In today's post, I will talk about
the "Five Rules" for dealing with
people you can't stand.
Rule No. 1: Never Involve
Others In Your Misery
It is human nature to seek
confirmation that it is the other
person and not you.
This means that you will likely
employ a number of social tactics
including rallying other people to
stand with you. After all

you reason, if everyone feels the
way I do, I must be right.
The problem with this is that you
cannot control how others will
respond and ultimately react.
You may very well gain consensus,
but in the process create a lynch
mob mentality that will cast a pall
over the entire office.
In the end, you might even end up
being the one who is seen by
everyone else as the
troublemaker and ironically, at
least in their eyes, become the
very person about whom you are
complaining.
Besides, and generally speaking,
the vast majority of people do not
want to get involved as they are
dealing with their own challenges
and frustrating personalities. So if
you must vent, do so with people
outside of the workplace.
Rule No. 2: We Have All
Been Jerks At One Time Or
Another
Without the need to consult a
series of extensive studies, it is
safe to say that everyone at one
time or another has aggravated
someone in our daily lives - even
if we don't know it.
If you recognize this, you open
the door to both empathy and
compassion.

This doesn't mean that you should
willingly or blindly accept
unacceptable behaviour. What it
means is that you will encounter it
with less anger. As a result, this
may actually open the door to an
opportunity for meaningful
dialogue, as the other person may
not even recognize that they are
having such a negative impact on
your life.
The key here is that if a discussion
does take place, an empathetic
frame of mind will enable you to
have a constructive
conversation, as opposed to an
accusatory or combative exchange
in which there are no winners.
Rule No 3: Get To Know
Them
There is a famous song in the
movie The King and I which goes
as follows:
Getting to know you,
Getting to know all about you,
Getting to like you.
Getting to hope you like me.
The suggestion is clear . . . if you
get to know someone, really
know someone, you may actually
get to like them.
Even if you do not end up liking
the person who has been the
source of your workplace angst,
you might at least better
understand them. Maybe even find
areas of common ground around
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which you can build a rapport - as
long as it isn't a shared dislike of
another co-worker.
Rule 4: Ignore The Ringing In
Your Ears
If rules 1 through 3 don't help you
to diffuse your aggravation, or at
least lessen your dislike towards a
co-worker, then you have to learn
how to contain your feelings
without suppressing them.
Take a step back, breath and try
to look at the bigger picture. In
essence, don't get stuck in the
moment or fall prey to tunnel
vision - which is easy to do when
you are angry. Instead, look
beyond the individual, and focus
your energies on your work, and
on the positive people with whom
you do come in contact.
It is like when your ears ring. The
more you think about it, the
louder and more noticeable the
ringing gets.
The same is true when trying to
deal with someone you don't like.
When you are so involved with all
that is going on around you, and
do not make the person the
centre of attention, you will
eventually begin to notice them
less and less.
Rule No. 5: Leave or Accept
"To complain is always nonacceptance of what is. It invariably
carries an unconscious negative
charge. When you complain, you
make yourself into a victim.
When you speak out, you are in your
power. So change the situation by
taking action or by speaking out if
necessary or possible; leave the
situation or accept it. All else is
madness." - Eckhart Tolle
When you continue to complain
without taking meaningful action,
you will eventually find yourself
in a pit of discontent of your own
making.
There are of course a variety of
sayings upon which I could call to
illustrate my point. Fish, cut bait or
go ashore, or lead, follow or get out
of the way. Right off the top of
your head, you probably have a
few yourself. The point being that
you ultimately have to do
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something more than wallow in
your anger towards someone else.
This means you either learn to
live (or work) with the other
person or, you move on. There is
in the end no middle ground for
you at this stage.
© Copyright, Roz Usheroff

About the Author:
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I’m convinced that
about half of what
separates the
successful
entrepreneurs from
the non-successful
ones is pure
perseverance
The late Steve Jobs

Until you have learned
to be tolerant with
those who do not
always agree with
you; until you have
cultivated the habit of
saying some kind
word of those whom
you do not admire;
until you have formed
the habit of looking
for the good instead
of the bad there is in
others, you will be
neither successful nor
happy
Napoleon Hill

Web: http://usheroff.com/
Email: contactus@usheroff.com
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Paul Matthews

What leaders actually do

We hear so much about leadership,
and the need for it if any organisation
is to be successful.
But what do leaders actually do?
Leaders excite people around an
idea.
People who are excited will take
more action, and excitement is
infectious.
How can you get others around
you excited about the idea that
underpins something you want to
accomplish?
How to appeal
 Appeal to their need for
altruism and contribution?
 Appeal to their need for being
competitive and winning?
 Appeal to their need for
achievement and
accomplishment?
 Appeal to their need for
collaboration and community?
 Appeal to their need for
control and power?
 Appeal to their need for
security and stability?
 Appeal to their need for
exploration and discovery?
 Appeal to their need for
growth and development?

What excites people will vary, so
play all the cards, not just the
ones that would work for you.
You often need to lead others
besides those in your team. To
write my book, Beyond Authority:
Leadership in a Changing World, I
interviewed 83 leaders from

across the world. From these
conversations, I was able to
identify ten common behaviours
that people who lead beyond
authority exhibit. Getting to grips
with these is a crucial part of
exploring leading beyond
authority. Below is some food for
thought, based on these ten key
elements. Click here for more
information: More...
1. What should you leave
behind?
How do you adapt quickly to new
circumstances and rules, or
develop new ways of dealing with
an existing situation? The beliefs
and behaviours that have served
you well may no longer remain
useful.
How do you balance intellectual
rigour with a greater willingness
to adapt, listen and understand
someone else’s truth?
2. Adapting to a new
environment
Moving into new, unfamiliar
territory is an integral part of
leading beyond authority. It
involves acclimatising to the new
world and coping with challenges
to your legitimacy. It can feel
lonely. It’s not just about getting
things right – it’s about learning
the rules to the game, creating
networks and building coalitions.

3. Who do you need to be?
Leadership is about doing the
right things – and being brave
enough and independent enough
to say no to the wrong ones.
Developing your personal brand –
and protecting it – is critical.
What are the roles of humility,
self-belief and independence in
being authentic? What do you
want to be? And what do you
need to be?
4. Pace and timing
Leading beyond authority is all
about pace and timing: It’s about
keeping going, sometimes slowing
down to make sure people are
with you, but never losing
momentum and never going
backwards.
How do you recognise obstacles
and how do you use energy and
pace to overcome them?
5. Resetting your radar
This theme is about stepping
forward not backwards. When
leading beyond authority, your
interactions with people, the way
you get new insights and ideas,
and your ability to build coalitions
all become more important.
Where do you draw power and
influence? Where do you find
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your ideas? Who do you network
with?
6. Sources of power
Our ability to effect change is
greatly influenced by our
understanding of power – where
it comes from and how we use it.
When leading within our
authority, we often draw our
power from our role or position
(the ‘legitimate’ power of rank or
ability to reward), or possibly
from our specialised knowledge
and experience (expert power).
How can we generate the ability
to influence and to lead in
situations where we have no
legitimate or expert power?
7. Playing different roles
We are all familiar with the
various roles we play as part of
our daily lives, in and outside of
work. It is likely that we have a
‘successful’ default position and
choose to play this role in most
situations. An essential part of
leading beyond authority is
understanding the need for and
being able to play different roles,
in different positions, at different
times – depending on the
situation.
8. Courage and caution
Stepping into the unknown, within
or beyond your existing role,
takes courage – courage to start
and courage to continue.
However, it isn’t as simple as
jumping over a hedge without
looking first. It involves building an
understanding of the issues,
challenges, risks and the other
stakeholders involved.
9. Consensus versus coalition
You may know where you stand
on the issue; you may have
identified what needs to be done
differently; you may have the skills
to communicate passionately –
but how do you start to lead
change?
The people involved are central to
making any change happen. So you
must ensure you gather the
necessary intelligence and build
the coalitions you need.
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10. Passion and resonance
Beyond your authority, you have
to have passion. It comes in
different forms. It may be direct,
loud and demanding, or softly
spoken, private and understated.
Passion is what people long for in
their leaders. But passion alone is
not enough – you need to have
resonance too.
© Copyright, Paul Matthews
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“Learning and
development has
arrived at a fork in
the road. Down one
fork, L&D will
continue to take
orders for training,
coaching and elearning. Down the
other fork, you will
step onto the road
less travelled, and
you will gain new
skills that enable
you to become a
trusted partner
whose input
delivers high
performing people.
Which road will you
take?”
Paul Matthews,
Founder and
Managing Director
People Alchemy

Address: People Alchemy,
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MK5 7DD
Tel: +44 (0)1908 325 167
Email: info@peoplealchemy.co.uk
LinkedIn:
www.linkedin.com/company/peopl
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twitter.com/peoplealchemy
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Jonathan Jay

[Ask Me Anything] Conversion Tactics
“What's the first thing to focus on if
you want to convert more website
visitors into buying customers – i.e.
what makes the biggest difference?”

So it’s Ask Me Anything Day. And John
Denley asks: “What's the first thing to
focus on if you want to convert more
website visitors into buying customers
– i.e. what makes the biggest
difference?”
He also adds “My guess is
video…and if so, my current
struggle is what to say!”
OK, two questions in one there, so
let’s do each in turn.
What makes the biggest
difference?
Sorry, it’s not video. There’s
something more fundamental, and
that’s your lead capture system.
Why? Well think about it. If you
pitch straight for the sale, you’ve got
a one-time only chance of selling to
a stranger. But if you give the visitor
something free and useful in
exchange for their email address,
you’ve got endless chances to follow
up and sell to someone who knows
you.
And the easiest way to do that?
Offer a free report (or video, or
book, or CD) that helps them in
some way. Something that helps
them to make an informed decision,
or to solve a current problem…and
all the while, positions you as the
reliable, helpful expert.
For example, say you’re selling
mattresses: Your free report might
be “How To Choose The Mattress That

Suits Your Body and Gives You The
Best Sleep of Your Life”. It would take
readers through their choices, dispel
any myths and answer a few
common questions.
For the right prospect, that’s an
indispensable guide.
They won’t delete it or throw it
away, in the way that marketing
bumph gets binned. And as they
read through it, they get to see that
you’re a knowledgeable and
trustworthy supplier.
After that, why would they go
to anyone else?
As for video – while it’s not top of
the conversion list, it’s enormously
important. Used well, it will get more
people to sign up for your free
report.
Which brings us neatly onto the
second question…
What do you say in a video?
Here’s a simple formula you can put
to use right away:

of styles to choose from. But today,
with sleep technology advancing
every year, we’re spoilt for choice.
There are different kinds of lumber
support, models that remember the
shape of your body, some that keep
you cool at night…so which one is
right for you?
Agitate: Make the right choice, and
you’ll sleep well for the next 5 – or
even 10 – years. But make the
wrong choice, and you’ve got a
dilemma: put up with a mattress that
aggravates your body or your
senses…or start over: swallow the
cost and pay again. That’s one to
avoid.
Solution: Don’t take the risk. Visit
our bed showroom, and one of our
mattress experts will talk to you
about your sleeping patterns, plus
any special needs like muscular
conditions or breathing problems.
They’ll help you to find a mattress
that feels tailor-made. Then you’ll
have a full 3 months to try it at
home. If it doesn’t feel right, we’ll
switch it for another model.

Problem – Agitate – Resolve.

See what I mean? It’s not rocket
science…but it’s just as powerful!

Just describe the reader’s
problem…. poke around the wound,
to show the impact of the
problem…then offer the solution.
Very simple. Very effective.

I hope that answers both questions.
Just one more thing today:
If you don’t want have the time,
or skill, to do all this yourself,
talk to Digital Lighthouse.

Staying with the mattress example,
this is how it looks:

Our award-winning package, The
Complete Digital Marketing
System, includes your free report,
a whole series of videos and more -

Problem: Buying a mattress used
to be simple – you only had a couple
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in a proven 10-step process to
generate more qualified leads.
To see how we work, check this
video. Then apply for a Free
Marketing Strategy Session with one
of my senior consultants. In 90
minutes together, we’ll show you
exactly how the system will work
for you, so you can decide: work
alone, or work with us.
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Sunil Bali

The 2016 Adblockalypse…

No pressure either way.
All we ask is that you’re looking to
grow an already successful business,
so that…if you like what you
see…you can cover fees that start
at £995 per month.
To apply for your free session,
call Derek on 0203 375 1138.
Then you can put your videos, free
reports and more, in expert hands…
P.S. Remember, every Friday is Ask
Me Anything Day. Send me your
question here, and I’ll pick the
best one for next week.
Or if you need more hands-on
help, go watch the video. Then
call Derek on 0203 375 1138 –
or click here to request a call
back.
© Copyright, Jonathan Jay

Leading futurist Brian Solis predicts that there will be an
"adblockalypse" in 2016, with the rising tide of people blocking ads
becoming a tsunami.
His advice to people who want to increase the value of their personal brand is:
– In a high tech world go high touch.
– What you do should make your stakeholders life easier, or leave them feeling
happier and more fulfilled.
– Trust is built by bringing love to every interaction.
– Experience is everything. People might forget what you say and do, but they won’t
forget how you make them feel.
– First impressions are important, but take actions that make a lasting impact. Chewing
gum people lose their flavour and don’t last.
The future belongs to those who can capture people’s feelings, emotions and
imagination and lead them to a better place.
Love, it transpires, is the killer app.

About the Author
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businessman and marketing expert
who always speaks from experience.
In 2010 he was the top European in
an international competition to find
the Marketer of the Year, held in
Atlanta USA.
Jonathan has written five books, the
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25 radio shows.
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Email: info@digital-lighthouse.co.uk
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Moving minds - Transforming performance
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Dan Purvis

The Only Social Media Metric That Should
Matter

I love social media. I love how it’s
democratised the Internet by giving
everyone a voice. I love how, used
well, it can make brands more
relevant to consumers and enhance
meaningful dialogue and learning.
However, what I dislike about it (and
what it has transformed into) is that
it has become a playground for egos,
vanity metrics and broadcasting (i.e.
spamming out your own content
over and over). It is, right now for
me, a long way away from being used
in the right way. By individuals and
brands alike. A sweeping statement,
perhaps, but let me explain in this
post.
In a recent blog post I wrote
about why it was great news that
Twitter is getting rid of the Share
Count. In that piece I talked about
what are known as “vanity
metrics”…things like “shares”,
“Likes”, “Favourites”, “Retweets”
etc.. By the way, Twitter have
made another announcement,
here, that we’ll talk about in next
week’s post, about changing
“favourites” to “likes” – changing
the star symbol to a heart symbol
in the process. Another move by
Twitter as they seek to become
more relevant to the masses? Or
a desperate play to not get left
behind? Again, let’s leave that one
for next week!

Social Media Metrics – an
unhealthy obsession
We have become obsessed with
these volume-based social media
metrics. Social media managers,
gurus, and influencers worldwide
seem to live and die by these
metrics. Yet in my opinion they
don’t really offer meaningful value
or insight from a business
perspective.
This recent post sparked some
healthy debate, as did the decision
by Twitter to stop the Twitter
Counter. In my opinion this is
because some of the many
influential bloggers maybe gamed
the system to build their
followings. That’s not a criticism,
as such, because everyone with a
healthy following could be argued
to have gamed the system at
some point to boost their
perceived influence. Perhaps those
complaining the most and making
the most noise about it are doing
so because they have been found
out. Bit harsh perhaps, but I’m
just making a point.
As an aside, “influence” is relative.
I see genuine experts with highly
engaged audiences (and
presumably healthy clickthroughs
to their site) that “only” have 300
or so followers. But they never
get seen as “influential” or ranked
in swanky lists. These are the very
guys that, to me, are genuine
influencers. They don’t need nor
rely on vanity metrics to be

respected. But that’s a debate
we’ve covered previously here,
and not the topic of this post!
Metrics for the sake of
metrics?
So you are now maybe thinking:
“Are you trying to tell me because
I got 25 RTs and 50 favourites on
a post then it doesn’t matter?”.
RTs, favourites and the like aren’t
obsolete or pointless; let’s just get
that out in the open. They are for
sure an indication of value or
popularity. However, we don’t
judge any of our campaigns based
on them alone – they’re volume
metrics and not value metrics.
And they certainly don’t prove
“success”.
Sure, it is nice to get lots of RTs,
but when we get multiple shares
of a piece of content that we have
created the only thing it does to
us is change our emotional state.
Getting lots of shares of a post is
a bit like getting lots of flowers on
Valentine’s Day; it doesn’t mean
you have lots of lovers (or maybe
it does, ha!) or are amazing. It
means you are popular and
perhaps sought after, and thus
people’s perception of you might
change accordingly.
After all, it is human nature to be
attracted to something that has a
lot of appeal. Because you got 100
social media shares of a post
means people will often assume it
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is more appealing and have more
value than one with 20. It doesn’t
mean it’s been read 100 times or
been bookmarked or delivered
tangible business value. Or even
nudged a prospect along the
Customer Journey.
The bottom line for social
media
The bottom line goal for us as
businesspeople is to increase
profit.
Our job is to make people buy a
product or a service. It is as simple
as that.
If, when we come to analyse the
success of a marketing campaign,
we look at how many RTs, shares,
likes etc. we achieved, will it really
help us to understand the real
business impact behind the
campaign? No.
The Social Media Metric that
Matters
The social media metric that
actually matters is the
clickthrough rate. If you are
promoting a business online or
you are a blogger then why would
you be focusing most of your
attention on metrics like RTs and
shares? What about engagements
and discussions that are sparked
by it? Surely what really matters is
how many people are clicking
through to, and reading, your
content. Isn’t that the goal? To get
people to click, go to the website,
read something, pique their
interest, buy something, leave,
then come back for more?
The goal of every business is profit
over vanity revenue. The London
Stock Exchange isn’t measured on
vanity metrics, so why should social
media be?
If bloggers and those who focus
on “vanity metrics” had very good
traffic then they should share it.
They should share the volumes of
comments they get. Ah
yes…comments…the proof that a
post made an impact, sparked a
reaction, and compelled someone
to leave their valid opinion!
Comments are big indicators of
value being delivered, or at least
opinions and behaviours being
affected in some way.
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Those who focus instead on the
vanity metrics are essentially
hiding behind numbers that
perhaps don’t actually mean

always an exact science to the tee,
but it is good for a free tool and is
a healthy indicator.

anything tangible. Large magazines,
online newspapers and big
businesses share this metric
(clickthroughs) with the goal of
enticing advertisers and sponsors
to come to their site and invest in
adverts to give them money by
validating their “influence” on a
particular target audience.

2. Twitter Analytics
Pretty much the same as
Facebook’s Insights tool.
However, we find that Twitter’s is
a lot more in depth than
Facebook’s. To find your post
clicks for Twitter all you need to
do is click on your profile image
on the far right, as you would do
to sign out or change your
settings then scroll down to
analytics.

Because how can you be sure that
giving someone a pot of
sponsorship money who bases
their whole business model on
RTs will step up to the plate and
deliver clickthroughs from your
banner ad? Business is about value
not vanity and it’s time we as
marketers focused on the client
instead of on metrics that make us
look good (at a superficial level at
least).
So how do we measure
clickthroughs?
Now this is the big “how” for
many people. Below are a number
of tools that you can use to
understand the CTR (clickthrough
rate). It’s not an exhaustive or
complete list by any means, but it
helps highlight that it really is
possible to gather this sort of
data.
1. Facebook Insights
On your Facebook Page there is a
section on the left hand side with
a graph that should say something
like X amount of post reach. Click
on that and you will be introduced
to a whole host of exciting
metrics courtesy of Facebook.
You want to click on “posts”,
scroll down and you will see all of
your recently published posts. It
will also show you how many post
clicks you got in blue.
That is a pretty simplistic way in
which to understand quickly how
many post clicks you are getting
on your content. However, with
that, we have noticed on a few
occasions that it doesn’t always
register a click. It can be
unpredictable at times and it isn’t

Once in your analytics toolbar,
you need to click on Tweets and
then scroll down once again to
see a history on your Tweets.
You can click on each one and it
should show you how many link
clicks it got. It also shows you a
graph on the right hand side of
the toolbar that highlights how
many clicks on average per month
you are getting. Whilst it is a
more thorough look at your clicks
than Facebook, it can be quite
fiddly trying to find.

3. Bitly
Bitly is a link shortening service
that also provides in depth
analysis on clicks on certain links,
showing you when it was click and
how many times. Bitly is
completely free! All you need to
do is head over to their site, copy
and paste your long URL into the
shortener box, and it will
condense it down into a Bitly link.
It also automatically saves it so
you can come back later and see
how many clicks you got. The
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benefit of having a shortened link
is that in a world of limited
characters it means you don’t
waste unnecessary space.
Bitly is probably one of the best
tools out there for understanding
link clicks. They also allow you to
customise the links. And there is a
theory that customised links get
more clickthroughs too.
Although, take note, a big
downside to Bitly is that anyone
can put a + sign at the end of any
Bitly link and it will show you how
many clicks that post has. Which
means your competitors can see
how many clicks you are getting
on posts. And we all love having a
nosey!
Below is an example of this. You
can see that Bitly got 428 clicks
on their post about how brands
use their service. Nonetheless, it
is a good tool, but you should be
aware that competitors can do
this so choose which campaigns
you want to use it for carefully.

4. Buffer
Social media scheduling tool
Buffer also has its own version of
analytics too. However, whilst we
love Buffer and use it for a lot of
our collective personal scheduling,
our jury is out on its analytical
platform. The analytics that are on
offer can be had for free on other
platforms and it doesn’t really
offer much in the way of unique
data. It also isn’t 100% accurate all
the time, which can be frustrating,
but it can be a good indicator of
how well something is or isn’t
going.
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5. Hootsuite
As with Buffer, Hootsuite also
have their own version too.
Although perhaps basic and
limited in the free service, the
insights get richer the more you
pay…as with anything in life!
Hootsuite’s business level
analytics service (Ubervu via
Hootsuite) is excellent of course,
so if you want richer
understanding then it’s worth the
investment. For what it’s worth,
we prefer Hootsuite’s free
analytics to Buffer’s.
6. Google Analytics
This is quite possible one of the
best tools out there in which to
use in order to fully understand
Google Analytics. The Google
shortener allows you to submit a
link (as with Bitly) and analyse
where the clicks are coming from.
The benefit to this over the other
tools is it will tell you exactly
where each click is coming from
so you can use it across all of
your social networks and derive
greater understanding on your
social media performance.

Our intention of this post is not
to stir up a hornet’s nest. I’m
passionate about social media
delivering value and about brands
using it in the right way to
accelerate the growth of their
business. We want to spur
people on to focus on the only
metric that really matters when it
comes to measuring social media
campaigns. Being able to
understand when, if, and how
often people are clicking on your
content has far greater business

value than knowing how many
likes you got on a post.
If you have any questions
regarding clickthroughs and want
to share tips to get them then
please comment below. If you
agree or disagree with me then
please also air your opinions
below – the Social Web has
democratised people’s right to
having an opinion after all!!
If you would like help with getting
more clicks or understanding how
to get more value from your
social media efforts, then please
check out our Social Media
Marketing and Social Media
Consultancy services, or talk to us
now; we would be happy to help!
© Copyright, Dan Purvis
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Minda Zetlin

Bill Gates Says These 5 Traits
Guarantee Success
If you're looking for a role model of
lifelong success, you can't do much better
than Bill Gates. Microsoft, the company he
founded, created a whole industry.
At a net worth of nearly $80
billion, he's the richest man in the
world. His philanthropic activities
reach far and wide and have
actually made the world a better
place. Oh, and he also achieved
his dream, which was a personal
computer on every desk.
What led to Gates's success? He
certainly was in the right place at
the right time with the right
concept for a product. But over
the years, he himself has pointed
to some of the attitudes he
believes lead to continued
success. They're a good guide for
anyone, in any field. The personal
finance site GOBankingRates has
compiled some of them within a
piece about how Gates thinks you
should spend your money.
Here are some of the most
relevant attitudes he looks for-and which anyone can develop:
1. Knowing how to say no.
This is advice Gates got from
Warren Buffett, and it's extremely
useful for everyone, whether
you're rich and successful or not.
There will always be an unending
supply of opportunities, things to
do, causes you care about, and on
and on. In this busy world,
knowing when and how to say no
to projects, social invitations, and
other requests for your time may
be the most important skill you
need. It will allow you to figure
out what's truly important, and
then focus your attention there.
2. Welcoming criticism.
"Embrace bad news to learn
where you need the most

improvement," Gates advises in
his book Business @ the Speed of
Thought. While it's never pleasant
to hear someone tell you how
you've screwed up, without that
kind of feedback, your learning
process and growth will be much
slower. I find listening to criticism
nearly always gives me perspective
that I didn't have, and that I need.
Of course, some criticism is not
useful--so you have to use your
judgment to tell the difference.
With that in mind, next time
someone wants to chew you out,
don't walk the other way. Stop,
listen, thank them--and learn.
3. Optimism.
It can be hard to be optimistic in a
world where so many things seem
to be going wrong. But without
optimism, no one would ever
start a company, invest in a new
idea, or try out a new product or
market.
Gates appreciates the value of
optimism, and since his work
addresses some of the most
disheartening problems on our
planet, such as sex trafficking,
hunger, and extreme poverty, he
needs a lot of it. "Optimism is
often dismissed as false hope," he
said in a Stanford commencement
speech in 2013. "But there is also
false hopelessness."
4. Being willing to fail.
"Success is a lousy teacher. It
seduces smart people into
thinking they can't lose," he wrote
in his book The Road Ahead.
Today's can't-fail product could
wind up obsolete tomorrow, he
explains, which could be what's
happening to desktop personal
computers and the Windows
operating system that often runs
them.

You may find successes more
enjoyable than failures, but it's the
failures that will teach you the
most and give you the best
opportunities to grow. Keep that
in mind next time you fall flat on
your face.
5. The ability to focus on a
goal and keep progressing
toward it.
In an annual letter from the Bill
and Melinda Gates Foundation,
Gates drew some lessons from
the history of the steam engine.
"You can achieve amazing
progress if you set a clear goal
and find a measure that will drive
progress toward that goal," he
wrote. He went on to say that
finding the right goal and the right
metric for tracking one's progress
is surprisingly difficult.
Then again, if it were easy,
everyone would be doing it.
Article original source:
www.inc.com/minda-zetlin/whythe-best-leaders-setunreasonable-goals.html
© Copyright, Minda Zetlin
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Jeff Haden

6 Ways to Write Irresistibly Effective Emails
“Email makes it possible to reach
just about anyone, anywhere, at any
time. This gives you the opportunity
to reach out to a potential freelance
client, high-value customer, or
partnership prospect with the right
message at exactly the right time.”
Emails. We all write them. And we all
wish we wrote better ones: emails that
convince, persuade, inspire, and
sometimes even sell.
Here's a guest post from Ryan
Robinson, an entrepreneur and
marketer who teaches people
how to create meaningful selfemployed careers. (His online
courses "Launching a Business
While Working" and "Writing a
Winning Freelance Proposal" can
teach you how to start and grow
your own business while working
a full-time job.)
Here's Ryan:
Email makes it possible to reach
just about anyone, anywhere, at
any time.
This gives you the opportunity to
reach out to a potential freelance
client, high-value customer, or
partnership prospect with the
right message at exactly the right
time. But in 2014, around 196.3
billion emails were sent and
received every single day. That
staggering number is set to
explode to 236.5 billion by 2019.
And that means if you're not
doing something to stand out in a
crowded inbox, your email will
likely go unopened.
Email can be a powerful tool for
building new relationships and
scoring new business, but you
need to learn how to capture
someone's attention right off the
bat.

With my own freelance
business, I've consistently used
strategically crafted cold emails to
win new clients. This is of
particular importance when
you're just getting started with
your freelance business, you're
looking to bring on the first set of
customers for your new product
or service, or you're actively
seeking to grow your client
roster.

1. Use a professional email
address.
You want to be taken seriously,
right? Use your best judgment in
selecting a professional and
appropriately named email
address, depending upon the type
of industry you're in. If you use an
email address
like "sk8rdude2003@hotmail.com,
" I can all but guarantee your
email will go unread.

Mastering the art of making great
first impressions over email
requires a deep understanding of
how people interact with their
inboxes and what will make them
read (and respond) to you. And to
make things more challenging, you
have a limited amount of time to
make that stand-out first
impression. On average, it takes a
person around 100 milliseconds
to form an initial impression of
someone.

Not only will your messages be
more likely to filter into the spam
or promotions folders, but even if
someone does open your
message, they'll very quickly form
an opinion of you based on your
memorable (for the wrong
reasons) email alias.

Email recipients take a similar
amount of time to process
whether your message is worth
reading. If your email even
remotely looks like spam, or
comes off as disingenuous, expect
it to remain unread forever.
Here are my six steps to writing
cold emails that make an
incredible first impression.

I highly recommend using Gmail
or your own domain-branded
email address, and be sure you've
set up your name and a
professional headshot within your
settings.
Setting a professional signature
with your name, phone number,
email address, and optimized
portfolio site URL are also highly
encouraged that way your
potential client can easily browse
your works and decide if you'll be
a good fit for the job.
2. Use creative and relevant
subject lines.
I can't stress the importance of
this rule enough. Aside from
looking at the sender's name and
email address, your subject line
serves as the largest determining
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factor to whether or not your
email will be opened.
Great subject lines are both
enticing and genuine, while poor
ones may be misconstrued as
spam. When I'm reaching out to a
new potential client I have a few
different subject line templates I
use, but my most successful one
tends to be very straightforward:
"(Company Name's) Content
Marketing Game Plan." This gives
the recipient instant insight as to
what my email is regarding, and it
establishes that I've already put
together a plan for them.
Remember, most inboxes receive
a high volume of unwanted daily
emails, so if your subject line
doesn't appeal to your recipient at
first glance, then it'll likely be
ignored.
If you want some more subject
line inspiration, here's a list of 171
creative email subject lines on
CreativeLive.
3. Make it personal.
Before reaching out to potential
clients, take the time to really do
your homework. Can you learn
anything about their personal
interests or advantageous details
about their business from
browsing through their websites
and social media accounts?
One of my best long-term client
relationships started with the
subject line "A Mutual Love for
Animals and Content Marketing."
Because I took the time to
research that client, and
discovered that he posts tons of
dog pictures on Instagram (which I
loved), I was able to reach out
with a much more personal touch.
I also highly recommend using first
names in your emails, as calling
someone Mr. or Ms. So-and-So
instantly places a professional
barrier between the two of you.
Nothing shows relevance as much
as a personal connection.
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4. Deliver on expectations.
Having a potential client open
your email is one thing, but
sustaining their interest and
actually delivering on your clever
subject line is something entirely
different.
Be sure that the first sentences
and paragraph of your email
contain enough relevant details to
keep the client reading.
A quick mention of how you
discovered the client, reiteration
that you've already put together a
plan/strategy for him or her, and
statistics or an example of a
relevant project you've done in
the past (include a link), are all
imperative to building on your
momentum.
5. Keep it short and sweet.
I never exceed three short
paragraphs in my cold reach-out
emails. This goes back to having
an understanding of how we all
use email. Most of us have very
short attention spans, and clients
often want to skip straight to the
point when it comes to hiring on
much needed help.
Keeping your emails short and
impactful will help you avoid
overwhelming a potential client
with content. Structure your
email for ease of readability using
paragraphs no longer than three
or four lines, clear sections, and
bullet points. Avoid long
sentences as much as possible,
trimming your draft to the
minimum number of words
without losing quality and impact.

At the end of your reach out
emails, always include a call-toaction. What comes next? I always
close out my cold emails with
something along the lines of
"Please let me know when you
have a moment to chat this
week," which shows that I'm
ready to get started right away.
(For my detailed personal system
of establishing meaningful client
relationships and generating new
business, check out my course on
Writing a Winning Freelance
Proposal.)
© Copyright, Jeff Haden
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6. Establish trust and
credibility.
First impressions generally stick. If
you can establish trust early on
then you're off to a great start.
Your email needs to clearly
demonstrate that you're a subject
matter expert or thought leader
in the topic or subject area.
Do that without being verbose or
trying too hard to look
authoritative; let your previous
work (that you already linked to
in your email) speak for itself.
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John Niland

Client Servant or real Client Partner?
“Service is a noble value, but
servanthood is a recipe for
indentured slavery. The more you try
to please your client, the greater the
risk of being taken-for-granted, retendered, asked for more while being
paid less. At the same time, we all
want our clients to know that we
care.”
Joe calls me from the train on his way
to an interview. OK, it's not explicitly
scheduled as an "interview", but Joe is
a bit concerned that this is what it will
turn out to be. Yesterday, he learned
that he is not now seeing the "boss",
but one of his direct reports. Joe
considered cancelling but the trouble
is... he needs the assignment. Quite a
lot.
We discuss some tactics to avoid
being "interviewed". A few easy
manoeuvres in the opening
minutes: Joe already knows these
from our previous sessions - he
just needs reminding.
It's just today's example of how
easy it is to slip into "client
servant mode". Professionals
naturally desire to demonstrate
credentials, to be useful, to solve
problems. When you add their
need for revenue into that mix, it
blends a powerful cocktail that
can seduce a professional into a
client servant relationship.
Service is a noble value, but
servanthood is a recipe for
indentured slavery. The more you
try to please your client, the
greater the risk of being takenfor-granted, re-tendered, asked
for more while being paid less. At
the same time, we all want our
clients to know that we care.
The challenge faced by most
professionals is to be seen as
(real) client partner. Yes,

"partnership" is a bit of a cliché,
but it's still the best word I know
that summaries the fine balance of
two essential forces in a successful
client relationship:
A: Educating the client. If Joe
does none of that, he's just going
to get interviewed. On the other
hand, if he does too much
education, he may come across as
arrogant... or he may even
remove the need for his services
altogether. However, there needs
to be some element of education
if Joe is to be seen as a peer,
rather than a servant.
B: Engaging the client. This is
where Joe needs to be
"interested" vs. trying to be
"interesting". It's more about
listening than talking. It's about
asking intelligent, impressive,
context-questions. If Joe does too
little engagement, he may across
as indifferent or aloof. If he does
too much engagement (the classic
pitfall for the relationship-builder),
he runs the risk of over-servicing
the client and reducing the value
of his work - even before he
quotes for it.
Joe's meeting today is a balancing
act. It sounds tricky; in practice
it's not. We've rehearsed a simple
structure that should help avoid
the four pitfalls above. Joe is an
articulate professional, with lots of
experience in first meetings. The
call ended with some laughter:
balancing acts can be fun.

© Copyright, John Niland
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Paul Sloane

The Top Ten Lateral
Thinking Puzzles

Lateral thinking puzzles are strange
situations in which you are given a little
information and then have to find the
explanation. They are solved through a
dialogue between the quizmaster who
sets the puzzle and the solver (or
solvers) who try to figure out the
answer. The puzzles as stated generally
do not contain sufficient information
for the solver to uncover the solution.
So a key part of the process is the
asking of questions. The questions can
receive one of only three possible
answers – yes, no or irrelevant.
When one line of enquiry reaches
an end then another approach is
needed, often from a completely
new direction. This is where the
lateral thinking comes in.
Some people find it frustrating that
for any puzzle it is possible to
construct various answers which
fit the initial statement of the
puzzle. However, for a good
lateral thinking puzzle, the proper
answer will be the best in the
sense of the most apt and
satisfying. When you hear the
right answer to a good puzzle of
this type you should want to kick
yourself for not working it out!
This kind of puzzle teaches you to
check your assumptions about any
situation. You need to be openminded, flexible and creative in
your questioning and able to put
lots of different clues and pieces of
information together. Once you
reach a viable solution you keep

“Some people find it
frustrating that for any
puzzle it is possible to
construct various answers
which fit the initial
statement of the puzzle.
However, for a good lateral
thinking puzzle, the proper
answer will be the best in the
sense of the most apt and
satisfying. When you hear
the right answer to a good
puzzle of this type you
should want to kick yourself
for not working it out!”

going in order to refine it or
replace it with a better solution.
This is lateral thinking!
This list contains some of the
most renowned and
representative lateral thinking
puzzles:
1. The Man in the Elevator
A man lives on the tenth floor of a
building. Every day he takes the
elevator to go down to the
ground floor to go to work or to
go shopping. When he returns he
takes the elevator to the seventh
floor and walks up the stairs to
reach his apartment on the tenth
floor. He hates walking so why
does he do it?
This is probably the best known
and most celebrated of all lateral
thinking puzzles. It is a true classic.
Although there are many possible
solutions which fit the initial
conditions, only the canonical
answer is truly satisfying.

2. The Man in the Bar
A man walks into a bar and asks
the barman for a glass of water.
The barman pulls out a gun and
points it at the man. The man says
‘Thank you’ and walks out.
This puzzle has claims to be the
best of the genre. It is simple in its
statement, absolutely baffling and
yet with a completely satisfying
solution. Most people struggle
very hard to solve this one yet
they like the answer when they
hear it or have the satisfaction of
figuring it out.
3. The Man who Hanged
Himself
There is a large wooden barn
which is completely empty except
for a dead man hanging from the
middle of the central rafter. The
rope around his neck is ten feet
long and his feet are three feet off
the ground. The nearest wall is 20
feet away from the man. It is not
possible to climb up the walls or
along the rafters. The man hanged
himself. How did he do it?
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4. Death in a Field
A man is lying dead in a field. Next
to him there is an unopened
package. There is no other
creature in the field. How did he
die?
5. The Deadly Dish
Two men went into a restaurant.
They both ordered the same dish
from the menu. After they tasted
it, one of the men went outside
the restaurant and shot himself.
Why?
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one to puzzle out. It requires
plenty of good questions.
10. Heaven
A man died and went to Heaven.
There were thousands of other
people there. They were all naked
and all looked as they did at the
age of 21. He looked around to
see if there was anyone he
recognised. He saw a couple and
he knew immediately that they
were Adam and Eve. How did he
know?

Traits That
Set
Entrepreneurs
Apart
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6. The Coal, Carrot and Scarf
Five pieces of coal, a carrot and a
scarf are lying on the lawn.
Nobody put them on the lawn but
there is a perfectly logical reason
why they should be there. What is
it?
7. Trouble with Sons
A woman had two sons who were
born on the same hour of the
same day of the same year. But
they were not twins. How could
this be so?
8. Push that Car
A man pushed his car. He stopped
when he reached a hotel at which
point he knew he was bankrupt.
Why?
9. The Arm of the Postal
Service
One day a man received a parcel
in the post. Carefully packed
inside was a human arm. He
examined it, repacked it and then
sent it on to another man. The
second man also carefully
examined the arm before taking it
to the woods and burying it. Why
did they do this?
This one probably has more
variations than any other. A great

He became CEO of Monactive, a
British software company which
publishes software asset
management tools. In 2002 he
founded his own company,
Destination Innovation, which
helps organisations improve
innovation. He writes and speaks
on lateral thinking and innovation.
His latest book is The Leader’s
Guide to Lateral Thinking Skills
published by Kogan-Page. He has
written 20 books of lateral
thinking puzzles including Lateral
Thinking Puzzlers and Infuriating
Lateral Thinking Puzzles. Many of
the books are co-authored with
Des MacHale.

Co-ordinates:
Web: www.destinationinnovation.com
E-mail: psloane@destinationinnovation.com
Tel: +44 (0)7831 112321

Top entrepreneurs tend to have:

Integrity
They stick to their principles, even
when it is difficult to do so.

Initiative
Plan over a year ahead but the hereand-now can sometimes be forgotten.

Commitment
They have a tremendous capacity for
gruelling hard work. However they
often forget that others may not have
the same interest or potential reward
in the project.

Drive and Determination
They are motivated by beating
standards of excellence and they have
very little time for mere mortals who
simply want to get home and "see their
children".

Confidence
They have infectious self-belief.

Self-direction
They focus on areas they find exciting
and do not dwell on failures. Finance
and marketing are often far too
tedious.

Single-mindedness
They do not tolerate poor
performance; they find it difficult to
listen.

Selling ability
They use energy, enthusiasm and vision
to persuade and sell to others.

Leadership
They can spot talent and inspire
others.
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Jeff Eilertsen

Service Standards and Service Excellence…. are
Not the Same Thing!
“Organizations often work to
establish standards for common
service transactions. While specific
standards for service performance can
be useful they can also be counterproductive, because setting and
achieving service standards is not the
same as achieving service excellence.”

“Once we set our service standards
we’ll start growing.” I overheard
this comment between two
business people on an airplane
recently. And I wondered, is this
really the best strategy for growth?
Organizations often work to
establish standards for common
service transactions. While
specific standards for service
performance can be useful they
can also be counter-productive,
because setting and achieving
service standards is not the same
as achieving service excellence.
Let’s consider the importance of
each, and the difference.
Service standards are applicable to
many jobs. Customer service
reps, bank branch employees,
retail salespeople, call centre staff
and distribution and delivery
functions all benefit from clear
standards for service. Standards
are also commonly applied to
technical support roles and shared
services.
And there are certainly good
reasons to establish service
standards. They provide staff with
a clear set of guidelines for
delivering predictable levels
service. For example, establishing
expected follow-up time and

communications format when an
IT department responds to a
technical support call. In such
cases, standards provide a useful
benchmark, especially for new
employees learning how to do the
job.
Standards can also support your
brand. They help deliver
consistency in brand identity
across multiple customer
transactions. Something as simple
as always giving your name, the
company name, and saying “How
may I help you?” at the beginning
of call, or “Is there any other
assistance I can provide?” at the
end of a call, can offer support to
the company-wide brand value of
“Customer Focus.”
But service standards can also be
too rigid, or too scripted, and
inadvertently degrade a service
experience or cause damage to a
service brand. For example, one
call centre manager shared with
me that one of their required
service standards was to use each
customer’s name three times on
every call. Imagine every
employee trying to squeeze your
name into the conversation three
times on every call, including
simple inquiries. The standard is
too rigid. The actual experience
becomes artificial and customers
can see and hear right through it.

We know that someone is just
going through the motions,
following the standard, and not
really giving us great service.
Customers would rather hear an
empathetic tone of voice, or be
asked an understanding question,
than hear their name robotically
repeated three times. A better
guideline would is: “Use the
customer’s name at least once and
personalize the conversation.”
The even bigger danger is seeing
“service standards” as the primary
key to achieving “service
excellence.”
Bringing everyone to a pre-set
standard and then assuming that
service will be excellent leaves
little room to adapt to customers’
individual situations. Inadvertently,
standards can drive service
providers to deliver the minimum
actions instead of sparking their
imagination to think “What can I
do to delight this customer? What
else could I do to serve them?”
At UP! Your Service we say:
“Service is taking action to create
value for someone else.” Excellence
in service is not taking a
prescribed set of actions. Rather,
service excellence is taking the
next right action to create new
value, better value, or more than
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expected value for someone else;
an internal colleague or an
external customer. Service
excellence is the commitment –
not merely to predictable
standards – but to continuously
stepping up. And for my
seatmates on the airplane, this
passion for perpetual service
improvement is the key the
business growth.
Here then is the critical balance.
Service standards are an
important component for process
quality and efficiency, while
service excellence is a measure of
the actual customer experience.
We do need to follow essential
steps and provide information
during a service transaction. But it
is possible to tick all the boxes on
a checklist and deliver a horrible
service experience! What we
really need to do – if we wish to
gain loyalty, win advocates, and
achieve business growth – is
create experiences for customers
they genuinely appreciate and
value. And if everyone is focused
only or even primarily on the
checklist, you will miss countless
opportunities to provide genuinely
appreciated service.
Consider this example. On a flight
recently I was held at the airplane
door for an attendant to
personally seat me. But that
attendant was delayed helping an
earlier passenger. In an attempt to
meet the standard of “personally
seat each premium level flyer,”
this standard process created the
opposite effect and frustrated me
at the doorway. I would have
happily seated myself and been
greeted a bit later by the flight
attendant.
Service standards have their place,
and we are not advising you to
ignore them. But standards are
tools to deliver service, and
meeting those standards is not the
definition of excellence in service.
Here are some tips for using
Service Standards and for
achieving Service Excellence.
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Service Standards:
1. First and foremost, create
standards as a guide to orient
people to a job, not as the
definition of their job.
2. When you create standards,
get input from real customers.
What is their expectation?
What do they desire?
3. Standards in your industry
may differ from those in
another. Don’t simply borrow
standards from other
companies.
4. Set minimum standards only
on very key critical steps in a
service process.
5. Don’t make standards too
complex or inflexible. Pick
only the most valuable
measures of time, accuracy, or
behaviour. Allow employees
to adapt to each client’s
unique needs.
6. Review service standards
periodically and update or
delete as necessary. Customer
expectations change over time
and your service standards
should reflect this.
7. Communicate the role of
standards by having a standard
of “exceeding the standard”.
Service Excellence:
1. Focus your service education
on creating a mindset for
service excellence. Instead of
training to a script, educate
your staff to understand what
customers and colleagues
really value.
2. Make “experience” the focus
of your service brand identity
and use this understanding to
drive actions and behaviours.
3. If you conduct service quality
audits, evaluate the service
experience, not just the list of
service standards.
4. Motivate, recognize, and
reward employees, not for
meeting standards, but for
adding greater value.
5. Look for “hot spots” where
service experience
consistently lags. Look beyond
the standards. Focus team
conversations on what
customers’ value and how you
can step up to create more
and better value. Focus
coaching and recognition on
these key areas and ideas.

6. Make “stepping up” the
ultimate standard of great
service performance.
How do you differentiate
between service standards
and service excellence?
© Copyright, Jeff Eilertsen
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Lilach Bullock

Learn how to create landing pages – Warning!
No technical skills needed

A while ago we reviewed SunZu. Since
we first explored SunZu it has
rebranded and repositioned itself. We
love the new branding and it’s exciting
to see how SunZu has evolved into a
lead generation tool set for small
businesses and entrepreneurs.

such as WordPress that make the
process easier but they still require
some technical experience. The
good news is that SunZu has been

atheistically appealing too. We like
to think of the Land Ads as a
snapshot to a specific site on your
website, they are the best of both

built with that in mind. In less than
10 minutes you can build a
dedicated landing page with no
coding required and have instant
access to real-time data on the
performance of your page.

worlds; a snippet of your website
and a digital advert. Or if you don’t
have a website then you can use
Land Ads as a complete substitute,
which makes it very appealing
indeed.

In typical Blue Peter fashion, below
is one we made earlier for our
training services.

You can upload everything from: a
cover photo; profile photo; social
media links, descriptions, quotes,

Lyndon Wood, the brains behind
SunZu wanted to create a business
tool for entrepreneurs where they
can generate sales online without
having to rely on social media, which
for some can be a slow burn.
SunZu is positioned and targeted for
small business owners and
entrepreneurs, and it’s no surprise
to see why they already have over
fifty thousand signed members
using their tool. SunZu recognised
the need for businesses and
individuals alike to have an online
space where they could showcase
many facets of their business and
have gone beyond what is used
amongst their competition.
Introducing Landing Pages
Landing pages are a very powerful
way to generate more traffic, leads
and ultimately more customers.
Their benefits are widely known but
sadly not used enough. Whilst
landing pages have been proven to
increase sales they can be
challenging and costly for many
startups and SME’s, particularly if
they possess little or no technical
skills. There are of course tools

As you
can see
the Land
Ads are
not only
easy to
make, but
also
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testimonials, images and more!
Ensure you take the time to provide
as much information as possible
together with how people can get in
touch!
Creating a Land Ad is surprisingly
quick and easy in contrast to the
level of difficulty that it takes to
create on something even as
straightforward as WordPress.
SunZu also provide useful tutorials
to help you maximise them.
But just having a landing page isn’t
the magic answer. You need the
right people to see it. One of the
key features of SunZu is their
fantastic SEO and Google Rank, this
is an added bonus of hosting the
landing pages on SunZu as it
massively increases your businesses’
ability to be found organically and
drive traffic and sales to your
business, which of course is a good
thing in our book!
As well as creating simple yet
effective customisable Land Ads for
your business you can also view
your analytics, which show your
landing page stats, leads you have
and article views. This feature, like
the rest of the platform is
exceedingly simple to understand.

Lead Management
Leads are the lifeblood of any
business. SunZu’s lead management
tool allows you to store and manage
your opportunities all in one place.
You have multiple status actions
from marking them as hot, cold or
whether you contact them etc. You
can also add notes too. It really is a
fantastic and useful way to keep on
top of your leads and opportunities.
Content Distribution
At Comms Axis we love content!
So it’s no surprise that we’re a big
fan of SunZu’s content distribution
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tool. Simply put it allows you to
create content, similar to blogs,
which you can then distribute across
the platform. This is another great
way to position yourself as a
thought leader and an expert within
your industry. Below is an example
of some of Dan’s content on his
profile. By publishing articles on
SunZu you also benefit from their
excellent SEO and page-rank as all
the content you distribute on there
is ranked onto Google too, which
can only be a good thing for
marketing your business.
Conclusion
It goes without saying that SunZu is
incredibly easy to use and if you are
an entrepreneur or small business
owner who is either strapped for
cash or doesn’t have the technical
know how to create landing pages
then SunZu certainly is a very useful
tool to use to promote your
business in an easy and effective
way.
Perhaps one of the more
overlooked benefits of using SunZu,
however, is their impressive Page
Rank and great SEO. Cracking SEO
and Google remains a challenge that
many small business owners find
incredibly frustrating to manage and
even larger business owners too. So
it is a welcome addition to see
SunZu have this base covered.

The latest additions to SunZu are
very powerful and it’s interesting to
see how it’s progressed into what it
is today. SunZu’s vision could
disrupt the industry and make the
future very exciting indeed!
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If you’re looking to grow your
business and generate more leads
then SunZu should be part of your
toolkit.
© Copyright, Lilach Bullock
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Petra Urhofer

7 things to remember when creating a
marketing strategy

“When setting a marketing strategy,
the key is to start at the end goal
and work backwards. Your marketing
objectives should go hand in hand
with your business goals.”

Marketing is not limited to a marketing
department or specific people, it’s all
the communication associated with
your business; and the principles are
exactly the same as in human
communication – you will be judged on
your appearance, character and
actions.
When setting a marketing strategy,
the key is to start at the end goal
and work backwards. Your
marketing objectives should go hand
in hand with your business goals.
Here are my tips on how to create a
successful strategy:
1. DO YOUR RESEARCH
Work with what you know. Look at
what your potential customers are
looking for and how they
communicate. Web traffic analytics
is a good starting point to
understand your audience’s interests
and behaviour.
Depending on the data available,
look at return on investment on
your previous marketing efforts.
Marketing can be expensive; so it’s
important to know what you are
getting for your money. Not only
cost per opportunity, but also cost
per lead is where your focus should
be – some sale life cycles could be

lengthy and you won’t be seeing
immediate impact.
Look at what worked in the past
and what didn’t – in case you don’t
have the information, talk to your
peers to learn what works for them
and do your online research.
Different things work for different
businesses so be objective and pick
the ones you feel most comfortable
with.
2. DEFINE YOUR VALUE
PROPOSITION
It’s important that your audience
understands what it is that you do
and how does it link to their needs.
In the competitive market you need
to differentiate yourself and make
your business stand out. It’s all
about buyer focus – what benefits
does it bring to them, what
terminology do they use and what
would make them stop looking for
similar services elsewhere.
Keep it simple. You only have their
attention for a limited period of
time so make the most out of it.
3. LINK COMMUNICATION
TO PRODUCTS
Communication strategies are often
purely focused around prospect’s
interests and miss the link to what
they are trying to sell.

Your audience naturally expects you
to tell them about how you can help
them, as long as you are doing so
within reason. Focus on their issues
and offer solutions, giving them
options to learn more about your
products and services.
4. DEFINE YOUR GO TO
MARKET STRATEGY
First of all, be clear on who are you
marketing to. Demographics are
key, but that doesn’t mean you
should exclude those who are not
on your top list.
People move up in their careers and
often it is those that remember you
from the old days that will turn to
you for help. Create your potential
buyer personas and analyse how
they behave – what are their key
pain points, how do they
communicate and what drives them.
Once you know who your audience
are, focus on why they should care
about your business. Buying
behaviours are driven by trust, so
look at success stories you can
share and results you can show.
Once you have their attention, it’s
all about building credibility.
5. GET YOUR MESSAGING
RIGHT
Common language starts a
conversation. By understanding the
terminology and tone your potential

31

Better Business Focus

customers use you will be able to
connect and form relationships.
Make it easy for your audience to
understand your message and use
clear calls to action. It will eliminate
any confusion and make it much
more likely that your audience will
respond. There is no universal call
to action – think about specific
communications and adjust it
accordingly.
Sometimes you will find that
businesses use all the right words,
but missing the “so what” element.
It’s important you not only
communicate the message but also
include how it impacts the recipient.
6. TELL A STORY
Stories naturally create interest and
are proven to sell. If you have
successful project stories, use them.
Even if you can’t disclose the client`s
name, focus on the scenario and
outcomes. It will help your audience
to learn about real life situations and
it will stick with them for
longer. You can turn stories into
case studies and use those for media
pitches. If you can back up your
story with real success data and
feedback, you are even more likely
to attract interest.
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There is a great advantage in
knowing your client and therefore
being able to tailor your activities
around their needs.

Important Notice

In both cases it’s important to take
note that there is a human at the
other side of the communication so
keep it real and be reasonable.

This publication is published on our behalf
by Bizezia Limited. It is protected by
copyright law and reproduction in whole or
in part without the publisher’s written
permission is strictly prohibited. The
publisher may be contacted at
info@bizezia.com (+44 (0)1444 884220).
Some images in this publication are taken
from Creative Commons – such images
may be subject to copyright. Creative
Commons is a non-profit organisation that
enables the sharing and use of creativity and
knowledge through free legal tools.
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7. DIFFERENTIATE CLIENT
AND PROSPECT
COMMUNICATION
One message doesn’t fit all.
Segmentation will take you further.
With prospects you should be
focusing on getting their attention
and keeping it for as long as
possible, whilst with clients you
want to mature the relationship.

Articles and information contained herein
are published without responsibility by us,
the publisher or any contributing author for
any loss howsoever occurring as a
consequence of any action which you take,
or action which you choose not to take, as
a result of this publication or any view
expressed herein. Whilst it is believed that
the information contained in this
publication is correct at the time of
publication, it is not a substitute for
obtaining specific professional advice and no
representation or warranty, expressed or
implied, is made as to its accuracy or
completeness.
The information is relevant within the
United Kingdom. These disclaimers and
exclusions are governed by and construed
in accordance with English Law.
Publication issued on 10 February 2016

Finish with Humour
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Online Business Library***
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of nearly 700
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marketing. The library allows you to add significant value to the service you offer to your clients and help
you to build relationships with prospective clients.

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