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Expert inspiration for a Better Business

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

My quick answers to people’s FAQs about
presentations

People ask me loads of questions about
presentations. So I thought it’d be useful
to share these with you, plus my quick
answers to them.
#1 How do I engage
audiences immediately?
By doing something engaging at
the start. For example:
 Use intriguing words/phrases –
“I want to share a secret with
you – something that nobody
outside this room knows”
 Use an emotive adjective –
“We have a once-in-a-lifetime
opportunity”
 Use an emotive verb – “I’m
really excited to be speaking to
you today. Why? Because…”
 Teach them something – “Did
you know that [fact]?”
 Ask a question – “I have a
question for you: [question]”
 Tell a story – “In 1955, Walt
Disney discovered something
that would change all our
lives. He found that…”

#2 How do I keep them
engaged?
Keep doing engaging things.
Think of all the things audiences
like – stories, humour, impressive
visuals, and so on. And ensure you
do at least one of them every 1-2
minutes.

#3 What’s the most
important thing about
presentations?
There are two – the start and the
end.
The start must engage – use one
of the starts suggested in #1
above, deliver it with lots of
energy, have a good title (so, not
“Update”), ensure Slide One
looks impressive etc.
And the end must contain a Call
To Action. If it doesn’t, your
audience won’t act. For example,
if your last slide says “thank you”,
they’ll merely say “you’re
welcome” and then leave. If it says
“Next steps”, there’ll be some.

#4 What’s the best way to
structure a presentation?
The answer to #3 showed how to
start and end. But what about
everything in between?
Well, here are two structures
that work well:
Firstly, to build a logical argument,
use the 4Ps:
 Position – the world currently
looks like X
 Problem – and the problem
with Position X is…
 Possibilities – 2-3 solutions to
this Problem are…

 Propose – I suggest we do
option Y because…

Or use this second structure to
build buy-in to change:
 Why it’s needed – explain the
problems with the current
situation
 Future vision – the ideal
future we want to get to
 How we’ll get there –
everyone’s actions, to move
from the current situation to
the desired future
 How we’ll overcome our
barriers – the things that
might get in the way, and how
we’ll remove them

#5 How do I stop people
looking at my slides?
One excellent way: don’t use
them.
Or, minimise the words on them,
so there’s nothing to read.
And/or press “B” or “W” to
black/white the screen, so they
can’t see them.

#6 How do I improve my
slides?
The key rule: avoid bullet points.
Trust me on this: nobody loves
them. There’s always a better way
to present information.
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For example, click on the
PowerPoint tool SmartArt (in the
Insert tab) and you’ll see loads of
formats – bar charts, flowcharts
etc… – you can drop your points
into.
Also, high-quality images work
well. Go to Google images, type
in your keywords and you’ll find
hundreds of them.
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the 'Return' key - you'll jump
straight there. For example, if you
wanted to jump to slide 11, you'd
press '1', '1', 'Return'. The
audience won't know you've
jumped - they'll just think slide 11
was the next slide!
(Of course, you need to know
what the slide numbers are. So,
print them out in advance)

#9 What if the IT doesn't
work?



Make it shorter and more
interactive. It's very daunting
to open your mouth thinking
"right, I'm the only one in this
room who's speaking for the
next 60 minutes". It's much
easier when you think "right,
we're having an interactive
chat for the next 20 minutes"

For your next presentation,
identify which of these tips will
make the biggest difference. And
then do them. Both you and your
audience will be pleased you did!

Don't rely on it.

I do all these. You might only
choose to do some of them. But I
strongly advise you do more than
none!

Take a paper copy with you, so
you have notes to present from.

Action point

#7 How can I make my
presentations more
interactive?

Use notes.

Action point

Ask questions.
Obvious, I know.
But people rarely think their
questions are part of the
presentation. Instead, they
prepare their slides, and practise
their run-through...
...but they don't script/practise
questions. Which means they tend
not to ask any. So it isn't
interactive.
Also, when thinking of questions,
ensure they're thought-provoking
("Which of these five benefits will
your customers find most
valuable?"), not bland ("Any
questions? Anybody? Please?
Nobody? OK then...")

#8 What if I mess up my
time, so I'm going to
overrun?
Never, ever finish late.
Ever.
Even if the audience seem to love
what you're saying, you finishing
late makes them late for the next
thing in their diary. Trust me on
this: they won't ever be grateful
to you for this!

#10 How do I remember
everything?
But put these notes on a handheld card/piece of paper on your
desk, not on the big shiny screen
that your audience is looking at.
Your notes help only you; the
screen helps only them.

#11 How do I handle my
nerves?
Lots of ways, including:







Think in advance of the
AFTERs - in other words, why
your audience - and you - will
be better off AFTER the
presentation. Will you have
helped them save time, be
more productive, make better
decisions, have less risk? And
how will them getting these
AFTERs benefit you?
Practise. A lot...
...especially the start. Know
exactly what your first 2-3
sentences will be. When they
come out OK, the rest tends
to
Front-load your presentation
with your best bits. Saving
your best stuff for later isn't as
good - they might have
switched off if you don't grab
them early. A good start helps
both you and them think it'll
go well

For your next presentation,
incorporate the tips that'll make
the biggest difference. And then
use them.
© 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

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

Here's a very handy hint: when
you need to jump ahead in your
slides, simply press the slide
number you want to go to and
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Sunil Bali

Splinters in the backside…

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."
© Copyright, Sunil Bali

Ex Head of Talent for Vodafone
Group and Santander, and having
run a £50m business, Sunil has
been responsible for hiring over
50000 people and has had the
pleasure of working with some
great entrepreneurs, professionals
and leaders.

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

About the Author
Sunil is a Performance Coach,
Speaker and Author.
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Joseph Grenny

6 ways to reduce the stress of presenting

In the past 30 years, I’ve given more
than 3,000 speeches to audiences
across the world. Presentations have
been such a central part of my work
that many who know me best have
been surprised to learn how much
anxiety they used to cause me. After
my fourth root canal, my dentist
pointed out that I appeared to be
grinding my teeth at night. He
suggested a mouth guard. Over the
next few years, I ground through
three of them.
Fortunately, materials science
advanced faster than my grinding
and I eventually received a more
durable one. Still, I had almost
resigned myself to the fact that
fitful sleep, restless legs, and a
variety of aches throughout my
body were the price of the career
I had chosen.
I knew I had turned a corner 10
years ago when I was invited to
speak to a prestigious business
audience at Radio City Music Hall.
I slept peacefully the night before.
And when I stepped through the
crimson curtains to face
6,000 nattily dressed executives,
my former panic and dread were
replaced with a sense of
exhilaration and gratitude.

As I came to realize that
presentations would be a
permanent facet of my career, I
began accumulating tactics to
increase my pleasure while
reducing the pain. Here are six
that have made an enormous
difference for me:
1. Bless, don’t impress.
I discovered that much of my
stress was more about my motive
than the event. I would fret and
stew more about what I imagined
people would think of me than
whether I would effectively serve
them.
I was most stressed when my
motive was more about looking
good than doing good. I recall
pulling to the side of the road in
the hills above Silicon Valley on
the way to a retreat with a tech
executive team that I was
especially worried about. I asked
myself, “Why am I doing this?” As
I looked out at the Valley, the
tightness in my chest disappeared.
A sudden clarity overtook me. My
errand was not about me — it
was about them. I focused on the
important ideas I hoped to share. I
no longer cared if I did it perfectly
— I only hoped I would do it well
enough that they would be
blessed by the experience. My

stress subsides when my motive is
to bless rather than impress.
2. Rehearse, but don’t obsess.
I’ve learned to discern when overrehearsing is counterproductive. I
provoke more stress in myself
when my preparation moves past
the point of diminishing returns.
When it’s an obsession, not
preparation, it’s time to simply
disconnect and engage in some
distracting activity. If I am giving a
new presentation I will practice it
three times: Once when I finish
preparing it, again the day before,
and finally a few hours before I go
“on.”
3. Create rest stops.
For three weeks prior to my first
three-hour-long presentation, I
could hardly digest my dinner.
How could I possibly avoid losing
my place for so long? I later
discovered that while a 180minute presentation can seem like
an un-crossable minefield, a series
of 10 minutes chunks feels more
doable. I began to organize my
material in smaller chunks that
built logically on one another.
4. Make it a conversation.
A related discovery that brought
relief was that audiences hate
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protracted monologues almost as
much as I fear giving them.
Audiences disengage when your
monologue yawns on.
There are hundreds of clever
ways to engage the audience that
amplify the persuasiveness of your
presentation, relieve the tedium
of a lecture and reduce your
anxiety by giving you rest stops. I
combined this and the previous
insight by breaking all of my
lectures into small chunks
separated by brief, relevant and
topic-appropriate involvement
activities.
Involvement activities can invite
participants to think with you,
feel with you, help you, or try
something with you. For example,
you could share data and invite
the group to make sense of it with
you (think); show a brief video
that provokes relevant emotion
on your topic (feel); ask someone
to read a pertinent quote from an
expert and comment on it (help);
or attempt a skill you’re teaching
in a safe and structured way (try).
I’m often told that “sophisticated
groups” don’t want to be
involved. That’s baloney. They
don’t want to be involved in silly
or worthless ways. But they love a
structured task that is relevant to
the topic that makes them feel
smart and respected.
For example, when I’m teaching
the skills of our Crucial
Conversations Training to an
executive team I start out by
pairing them up and asking them
to show how they’d respond to
an abusive physician in a brief
video clip. I limit their response to
one sentence, so they don’t feel
they have to take on a dramatic
role — and allow them to be
playful if they prefer, rather than
serious.
That interaction anchors the
subject I want to involve them in
and warms up the room
immediately. It also takes the
pressure off of me for a moment
while I get my bearings.
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5. Know thyself.
There’s nothing intrinsically
stressful about a presentation.
The stress is usually self-induced
— often because it triggers some
trauma you carry from a painful
life experiences (i.e. the audience
snickered when you squeaked
rather than sang during a choir
solo in third grade) that your
mind conjures a connection to.
Over time, I became aware that
my self-imposed demands for
perfection and craving of universal
approval were my primary
generators of anxiety. As I’ve
developed sources of peace and a
sense of worth that are
independent of these unattainable
goals, I’ve found it easier to focus
on blessing and surrendered the
need to impress.
6. Breathe.
Psychologist Amy Cuddy gave me
a very practical stress-reduction
tool. In controlled experiments,
she demonstrated that before
entering a high stakes meeting,
you can substantially reduce stress
hormones in your blood by simply
breathing deeply and slowly while
assuming a powerful pose (think
Wonder Woman or Superman).

© Copyright, Joseph Grenny

About the Author
Joseph is a New York Times
bestselling author, keynote
speaker, and leading social
scientist for business
performance. For thirty years,
Joseph has delivered engaging
keynotes at major conferences
including the HSM World
Business Forum at Radio City
Music Hall. Joseph’s work has
been translated into 28 languages,
is available in 36 countries, and
has generated results for 300 of
the Fortune 500.

Co-ordinates
Website: www.josephgrenny.com
Twitter: @JosephGrenny
LinkedIn:
https://www.linkedin.com/pub/jose
ph-grenny/b/81/a89

When last minute jitters take
over, I’ve found a bathroom stall
and used this one to great benefit.
Over the years, these tactics have
helped me learn to connect in a
meaningful way with groups,
turning once-stressful
presentations into some of the
most gratifying experiences of my
life. As I’ve learned to get out of
my own head, ground myself in
more intrinsic sources of worth,
connect to my deeper motives for
sharing, and just breathe, the
experience of standing in front of
an audience is no longer a curse,
but a blessing to me.
This article was originally published
in Harvard Business Review, 31 Aug.
2015. https://hbr.org/2015/08/6ways-to-reduce-the-stress-ofpresenting
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Debbie Leven

How to use client testimonials to get your
business noticed

It’s

so easy to get caught up in just
thinking that to get your business
noticed you need an endless stream
of press releases (see PR glossary).
Sometimes, the simple things, like
client testimonials, get left behind
but they can be most effective in
building profile, making a splash and
boosting your PR (Public Relations).
Client testimonials
create two-way PR
A calendar of proactive PR
opportunities is great but it’s just
as important to leverage the value
your clients already put on your
services. Satisfied clients will sing
your praises – you can
reciprocate that to boost your
and their PR. That can only serve
to cement your working
relationship further, can’t it?

Getting testimonials
Let’s face it, your clients are busy.
And, even if they love you it can
be a struggle for them to find the
time to write you a testimonial. It
simply might not make it to the
top of their ‘to do’ list. The key is
to make it as easy as possible for
them.

In fact, there are three essential
elements you need for capturing
great testimonials:
1. Make getting testimonials part
of your process. So, when
you have completed a project,
or your contract comes to an
end, ensure that you have the
email to fire off to give you
feedback on how you
performed.
2. Include in that email key
questions – those questions
will not only give you valuable
feedback they will also give
you the precise words you
can use in your testimonial.
3. Write the testimonial for your
client based on their
responses and then send it
back to them and ask them to
approve it. That way you
make it as easy as possible for
them to give you a glowing
testimonial.
And, here is a testimonial put
together this week using that
approach – for a writing project I
did for a client.

“When I saw the copy, I thought – “I
love it”. Debbie took the copy I had
for my speaker kit and turned it into
something that was truly professional
– it was cohesive, made me sound
great and showcased all the
important parts about me being a
speaker. She understood exactly
what I was trying to achieve and
delivered what I needed on time.
She’s great to work with – in fact, I’d
say ‘awesome!”
Minal Sampat – Speaker,
Marketing Consultant,
Practicing Dental
Professional
Growth Management
Marketing
http://www.marketinggmm.com/
Of course, getting the testimonial
is just the start. It’s a good idea
to have in mind exactly how you
will use your testimonials to help
shout your praises. You can do
so much more than just pop them
on your website, although that is a
good place to start.

Get PR by leveraging
client testimonials and
quotes
There are many ways to make use
of your testimonials, I’ve picked
out a few in this article that are
worth looking at:
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In a nutshell: If you have
supportive customers then give
careful thought about whether
you are making the most of the
goodwill they offer, there are so
many ways you can use
testimonials to create great PR.
Let your happy customers sing
your praises.
How do you leverage your client’s
goodwill to get great PR?
© Copyright, Debbie Leven

About the Author

1. Quotes in your press releases
– it’s far stronger for other
people to shout about how
great you are in press releases
than relying on just yourself.
That third party endorsement
can help to set you apart as
well as build credibility and
reputation.
2. Testimonials on your website
– testimonials might be in
written or video form.
Whichever, they can be
incredibly powerful in helping
to build trust with potential
clients.
3. Case studies for use on your
website and with the press
and media – the press and
media are always looking for
case studies so it’s well worth
taking the time to build up a
bank of case studies that
demonstrate the problems
you have helped solve.
4. Photo stories for display at
events – photos help any
story come alive and also
make it more memorable.
People are interested in
people. So, don’t focus on
dry statistics and mission
statements – focus on the
people stories.

5. Putting testimonials in your
newsletter – so that your
audience gets more insight
about the work you have been
doing and how it has helped.
6. Using them in content you
share via platforms like
YouTube and Slideshare.
7. Putting them into speaker kits
and materials you develop to
promote your products and
services.

Capture testimonials
from social media too
for your PR
Don’t forget too that if you are
using social media then building a
community of supporters and
clients can be incredibly powerful
in helping to establish your
credibility and authority. It’s also
worth considering how you can
display endorsements from social
networks on your website – you
can, for example, embed tweets
on your website and that can be
useful in demonstrating your
reach, profile and reputation.

Debbie Leven is an award winning
Public Relations consultant. She
has worked in Public Relations for
more than twenty years and helps
service based businesses and
entrepreneurs get their message
across and get more visibility on
and offline via the media and guest
blogging. She hit the Number 1
spot on Amazon for her book: 99
Public Relations Tips for Small
Businesses. She’s been featured
on The Huffington Post, Marketing
Donut, Business Zone and 12
Most. She has just launched a
Guest Blogger Matchmaker
service – to save clients time and
hassle in finding the right guest
blogging opportunities for their
business.

Co-ordinates
Email: debbie@prcoach.co.uk
Web: www.prcoach.co.uk
Twitter: twitter.com/debbieleven
LinkedIn:
https://www.linkedin.com/in/debbi
eleven
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Geoffrey James

The top 3 Email templates that will bring in new
customers

You don't have to spend big money to
get sales into your pipeline. All it takes
is a few simple emails.
Editor's note:
"The First 90 Days" is a series about
how to make 2016 a year of
breakout growth for your business.
Let us know how you're making the
first 90 days count by joining the
conversation on social media with the
hashtag #Inc90Days.

Once you're past the startup
stage, growth is all about getting
more clients and customers into
your sales pipeline in order to
keep money flowing in.
Conventional wisdom says that
new clients come from high-cost
sales and marketing, like coldcalling, advertising, and email
blasts.
However, in most cases, you can
load up your sales pipeline in a
day or two by sending out twenty
or thirty simple personalized
emails to people whom you
already know.

Below are three templates that
include an initial email and, where
necessary, the subsequent emails
that create the conversation that
leads to either a referral or a
meeting.
1. "How else can I help?"
(current client)
This template is easy. Do a bit of
research or deep thinking about
how you could help your current
clients accomplish their goals.
Then open a conversation via
email. Since you already have an
active business relationship, you
can go straight to the close, which
is a telephone call where you can
further assess needs and propose
a solution.
Subject: Status Report
Joe,
As you know, we're well into the
implementation of [whatever it is
that you're working with the
client upon.] It occurred to me
that there are some other areas
where we can work together. Can
you spare ten minutes on the
phone to hear some ideas?
Jane
2. "What's been the
outcome?" (past client)
This template requires a bit more
finesse because there may be a
reason why a past client is no
longer working with you. The

template will smoke that out and,
if there's not a problem, give you
the opportunity to resell to that
client.
1.
Subject: Business Results
Joe,
Do you have time to answer a
quick question?
Jane
2. (If response is "yes" to No. 1)
Subject: RE: Business Results
Thanks! When we worked
together [whenever that was],
you were trying to achieve
[whatever goal that was.] What
was the final outcome?
Jane
3. (If you get a response to No. 2)
Subject: RE: RE: Business Results
Thanks for giving me "the rest of
the story," and I'm glad I could
help! It sounds to me that you
might need some help [in some
area related to your product or
service.] I've been working on
[whatever you've been working
on.] Would you like to see a quick
description?
Jane
4. (If response is "yes" to No. 3)
Subject: RE: RE: RE: Business
Results
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Thanks for your interest! Here's
what's up: [Description of your
product or service, ideally in
terms of benefits to the client
rather than features and functions.
Keep this as short as possible and
remain focuses on the individual
client's needs.]
That's the gist of it. Should we
schedule a short telephone
meeting to discuss?
Jane
3. "Congratulations!"
(business contact)
This template is for people you've
met at conferences, networking
events, or through LinkedIn. You
research the individual, find
something interesting about that
person, and use that to segue to a
conversation.
1.
Subject: Congrats on the New
Job!
Joe,
Your promotion came up on my
radar screen when I was [doing
whatever you were doing when
you found the hook.] That sounds
really challenging. [One- sentence
anecdote about somebody
successful in that role.]
Hey, on another matter entirely,
can I ask you a quick question?
Jane
2. (If response is "yes" to No. 1)
Subject: RE: Congrats on the New
Job!
Thanks! I've been working on
[whatever you're selling.] It helps
people accomplish [a benefit that
would seem meaningful to the
recipient.] Do you know of
anyone who might be interested
in this?
Jane
3a. (If response to No. 2 is a
referral)
Subject: RE: RE: Congrats on the
New Job!
Wow! I really appreciate the
pointer. Would it be possible for
you to make the introduction by
sending [him or her] an email and
CCing me?
Jane
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3b. (If response is "Actually, I'm
interested.")
Subject: RE: RE: Congrats on the
New Job!
That's great news. Here's what's
up: [Description of your product
or service, ideally in terms of
benefits to the client rather than
features and functions. Keep this
as short as possible and remain
focused on the individual client's
needs.]
That's the gist of it. Should we
schedule a short telephone
meeting to discuss?
Jane

Warren Heaps

Seven
characteristics of
highly effective
international HR
Professionals

Original source:
www.inc.com/geoffrey-james/the3-emails-that-fill-your-salespipeline-first-90days.html?cid=em01011week04da
y28a
© Copyright, Geoffrey James

About the Author
Geoffrey is a contributing editor
for Inc.com, is an author and
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Without the Bullsh*t: 49 Secrets and
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Warren Heaps, International
HR professional at Birches
Group LLC writes about HR
professionals and says it is a
challenge in so many ways.
How can you best prepare for
success in your role? Here are
some tips.
Working as an international HR
professional is a challenge in so many
ways. How can you best prepare for
success in your role? Here are some
tips which I refer to (with apologies to
the late Dr. Steven Covey) as the
“Seven Characteristics of Highly
Effective International HR
Professionals.”
Flexibility
Everyone knows HR is burdened with
a lot of processes and guidelines.
Companies strive for standardization
across their entire enterprise. A good
international HR pro understands that
flexibility is a key to success. Every
country is different and the standard
approach that HQ designed might not
work perfectly in every country. So be
flexible about the application of global
standards and processes.
Be Comfortable With
Uncertainty
International HR staff are often faced
with situations they have not
encountered before and for which
there is no precedent. You need to
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analyze the situation and create a
solution, even if there are no clear cut
answers. A real pro finds a solution
that works for the client group, and
satisfies corporate at the same time.
Uncertainty simply comes with the
territory, so learn to deal with it.
Cultural Awareness and
Sensitivity
Each nation of the world is different,
and it doesn’t matter if they speak
your language or share a border —
each country is separate, distinct and
unique. Learn how to embrace
cultural differences and turn them into
competitive business advantages.
Listen to your people in-country
before telling them what they should
do.
Learn what is happening in-country
and how the history and culture
influence how business is conducted.
There are obvious things to avoid —
such as holiday celebrations that are
not part of the national culture.
But it is the subtle things that are
often over looked. For example, it is
common in Kenya for managers to
have company cars. However, many
companies shy away from cars and
extend that shyness to Kenya. Not a
good idea. It’s a cultural thing – a
status symbol, too.
Think about it — no one sees a car
allowance in your wallet but your
neighbours see that company car in
your driveway. Performance
management is another area to watch.
Frank, direct feedback is not a part of
many Asian cultures. Hierarchy and
respect for seniority prevent frank
exchanges, especially in front of
others, which could be embarrassing
to a senior manager. So take this into
account when seeking, offering and
interpreting feedback. Always check
the cultural aspects that impact such
discussions.
Try and learn a few words of the local
language. It’s not that hard, and goes a
long way towards establishing your
credibility. It may be true that most
international business people speak
English but it doesn’t matter. You can
practice your Spanish, French or
Chinese and your hosts can practice
their English.
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the ground. It’s often different from
HQ. The roles of labour unions in
Europe and Latin America, for
example, create requirements that are
very different from the US. If you start
applying US-style labour relations in
Europe you will embarrass yourself
and your company. So learn the rules
and adapt your style as needed.

Sharing and Listening
Over the years I have worked with
people from many countries. One of
the most striking things I’ve noticed is
how easily people from around the
globe are willing to share their ideas
with others, and how many great ideas
people have that I may not have
encountered before.

In developing countries there may be
limitations due to infrastructure. Go
with the flow instead of comparing to
other places where it may have been
easier or more convenient to conduct
business. You will also encounter
many aspects of compensation that
are different. Don’t assume they
should be ignored just because you
are not familiar with them — adapt
your package to the local norms
instead.

So listen to your international
colleagues and embrace their ideas.
Share your experiences and ideas in
return. Work on solutions
collaboratively. You will benefit from
their ideas and have a friend in every
country!

Be Agnostic – Good Answers Come
From Many Sources
There are always many solutions to a
problem. Depending on the country,
the locally-recommended solution
might be best. Don’t reject these ideas
because they are unfamiliar or not
from your usual global supplier.
Perhaps the local solution is OK.
Explore it, evaluate it, engage with
your colleagues to fully understand
and then decide.
Curiosity
It is not a coincidence that the NASA
Mars Rover is called Curiosity. This
trait is imperative for success in
international business, and
international HR is certainly part of
that! Explore the differences you
encounter, get to know your local
colleagues and demonstrate genuine
interest in learning new things. Ask
questions – a lot of questions – so you
can understand why things are the
way they are in different countries.
Have some free time during a business
trip? Explore the local sights. Shop in
the local market (the one where the
locals go – not the one for expats and
tourists). Taste the local specialties
and pick up some unique souvenirs. I
travelled a lot when my daughter was
young. I picked up a doll in a
traditional dress in each country I
visited. Now she has a great collection
of dolls from all over the world, and a
real appreciation of how big the world
is.

Final Thoughts
Some of you are probably thinking
that these characteristics apply
beyond international HR to
international business. You’re right!
Share this post with others who work
globally. I’m sure they will appreciate
it!
Some of you are probably thinking
that I omitted one of the most
important characteristics that you’ve
discovered. Share it in a comment –
I’m a good listener!
This article was originally
published on Niojak.com
https://niojak.com
© Copyright, Warren Heaps

About the Author
Warren joined Birches Group in New
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long career in Compensation and
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the position of Director, International
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working across the globe with clients
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compensation projects. Warren is the
co-founder and editor of the
International HR Forum blog, and
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for the Expatriate Management
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Adaptability
You are working in areas which
require adaptability to the situation on
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Steve Tobak

A real entrepreneurial success story

Decades before the “green”
movement was hijacked by hordes of
fanatics, environmental lawyers,
politicians, and Al Gore, Rod
Schneidmiller began experimenting
with ways to eliminate troublesome
bugs without using insecticides that
also kill beneficial insects.
More than 30 years later,
Schneidmiller sells his brightly
coloured reusable yellow jacket
traps through major retailers all
over the world under the familiar
RESCUE! brand. He and his wife
Georgette still own the 60-person
Spokane, Washington company,
which does about $20 million in
annual revenue.
Make no mistake, this isn’t some
generic business success story. It
clearly highlights just how far off
track today’s entrepreneurial
craze has gone.
A second-generation agronomist,
Schneidmiller had the courage and
foresight to make environmentally
friendly traps when everyone else
was carpet-bombing fields and
lawns with toxic chemicals. His
initial sales calls were met with
ridicule but he stuck with it and
the market for green products
eventually caught up.

This guy is a true innovator and a
real entrepreneur. He’s a private
person who loves what he does
and focuses on doing it better
than anyone else. His patented
trap designs are ingenious, as is
the technology behind the
attractants his company also
develops.
How did a small business end up
with valuable shelf space and
online at every major hardware
retailer and garden centre? It’s a
killer product that’s better than
anything else out there. Period.
You couldn’t find a more stark
contrast with the hordes of
wantrepreneurs and solopreneurs
riding one social media-hyped fad
after another, from personal
branding to content marketing,
from emotional intelligence to
employee engagement, from
growth hacking to the sharing
economy.
Pay close attention, folks. This guy
is the real deal. This is what a real
business leader looks like. He
didn’t follow the crowd but
carved his own path. He focused
on doing one thing better than
anyone else, unpopular as it was
at the time. And he stuck with it.
And because it’s a great product
that customers love (including me,
btw), it’s stood the test of time.

That’s what real entrepreneurs
do. That’s what real business
leaders do. They don’t follow the
crowd in the virtual world; they
lead in the real one. Do you?
© Copyright, Steve Tobak

About the Author
Steve Tobak is a management
consultant, executive coach,
professional speaker, and former
senior executive with more than
20 years of experience in the
technology industry.
He's the managing partner of
Invisor Consulting, a Silicon
Valley-based management
consulting firm providing business
strategy and executive coaching
services to companies big and
small.
Steve is also a popular leadership
and management columnist for
Inc. and Fox Business.

Co-ordinates
Web:
http://www.invisor.net/about/
Email: stobak@gmail.com and
http://www.invisor.net/contactus/
LinkedIn:
http://www.linkedin.com/in/stobak
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Aki Kalliatakis

Do yourself a favour… prove
Hitler wrong
Now the Big Two mobile phone
operators are at it. As the CEO of
the distant third competitor noted,
they have “declared war on
consumer interests.”

Consumers can do themselves a favour
by proving Adolf Hitler wrong. The
opportunity is presented by anticonsumer developments in
contemporary South Africa and the
actions of powerful players who
habitually ignore the little people.
Why? Because they can.
Decades ago, the Nazi dictator
created a blueprint for insidious
control. He said…
“The best way to take control over a
people and control them utterly is to
take a little of their freedom at a time,
to erode rights by a thousand tiny and
almost imperceptible reductions. In this
way, the people will not see those rights
and freedoms being removed until past
the point at which these changes can
be reversed.”

Bleating that excessive past profits
have gone (and, in one case, faced
with a catastrophic fine in Nigeria),
this pair want to limit our use of
Net applications like WhatsApp.
This software creates a cheap
alternative to costly SMSs.
The Big Two want to change all that
and may have enough clout with
government to ensure the
regulatory changes go through,
channelling money from our pockets
into theirs.
They call services like WhatsApp
Over the Top (OTT) services. One
mobile phone boss insists OTT
players get huge benefit without
making any investment.
Former CEO of the other operator
says his company isn’t prepared to
spend billions giving OTT players a
“free ride”.

Embattled consumers will agree
rights erosion has been underway
for years.

Not a word about the consumer or
the billions extracted from us over
the years.

Our right to freely transact is
threatened in so many ways. For
instance:

Extension of mobile phone logic
creates countless opportunities for
other sectors to fleece us.



Restaurants might refuse to supply
salt and pepper because they make
no contribution to their overheads.





Airlines turn a one-hour hop
from Johannesburg to Durban
into an expensive, timeconsuming nightmare
Banks assault us with layers of
bureaucracy and intimidating
rules, making it tough to get a
loan for a toaster, never mind a
new home
Taxi-drivers and hotel owners
call for bans on Uber and
AirBnB even though these
innovations make travel cheaper
and easier

Powerful business interests need
little encouragement to apply the
squeeze.
Amazon.com strangled book sales
from some publishers who
challenged its online book sale
monopoly.
Internet service providers deny it
but the suspicion persists they

‘throttle’ speeds to induce
customers to buy more capacity.
Hitler’s blueprint for creeping
dominance can be stopped,
however.
We have to take notice before it’s
too late.
A good first step is to launch a
petition deploring the Big Two’s
anti-OTT ploy. I’ll put my name right
on top.
Another way is to embrace proconsumer innovations like Uber,
AirBnB, pop-up shops that cut
prices, easy-to-access insurance
from supermarkets, massive online
open courses (MOOC) that enable
you to get a degree for next to
nothing and every other consumerfriendly concept.
Reject fat-cat exploitation and let
them know about it … because you
can.
© Copyright, Aki Kalliatakis

About the Author
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LaunchPad, a business focused on
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undertaken on-line

in greater productivity.

Barry Urquhart

The Digital Divide

and the consumer chooses to
collect the product in-store.

It’s time for a reality check.
Searching and buying on-line can be
cheaper, provide more information
and offer greater variety. It does,
however, tend to be slower for
consumers taking possession of the
product, service or apps, and can be
disappointing – reflected in the 300%
differential in product returns,
compared to those bought in-store.
Above all, many consumers
perceive and report the on-line
shopping experience to be hollow
– devoid of emotion and fun.
Purchases made in bricks ‘n
mortar premises are typically
faster and more emotionally
fulfilling.
However, the line between the
two categories is becoming
blurred.
The fastest-growing component of
on-line sales is “click and collect”,
in which the transaction is

Thus, convenience and price
advantage meet positive,
emotional shopping ambience and
experience.
The in-store buying scenario is
increasingly involving use of a
smart phone for price-checks,
brand preference selection and
scanning available offers.
Information is power.
Modern, contemporary
consumers are connected,
informed, discerning, price-aware
and demanding.
THE DIGITAL
ACCELERATOR
Consumer traffic, sales and
satisfaction can be leveraged and
optimised with the astute use of
digital marketing initiatives.
Video walls, with dynamic
changing graphics are replacing
posters. As a result, there tend
to be less signage and clutter,
fewer displayed products and
greater focus, impact, energy and
a sense of urgency – all reflected

Interactivity introduces a new
dimension of the visual
merchandising. Touch-screens
enable intending buyers to find
more information, to correlate
and integrate differing products,
colours and concepts and to
customise those to best fit and
suit house designs, personal needs
and preferences.
DIGITAL BY-PRODUCT
A palpable consequence of
professionally applied in-store
digital marketing initiatives is upbeat attitudes, behaviour and
movement of both customers and
staff members.
The positive emotions are
infectious.
They stand in stark contrast to
ambience of neighbouring stores
which retain “tired” dated and
dog-eared posters, and point-ofpurchase signage.
Real-time updates, high definition
content and the integration of
omni-channel displays resonate,
often subconsciously, with
consumers.
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Encouragingly, use is not limited
to telecommunications retail
premises, to electronics, fashion,
furniture or flooring outlets. It is
equally effective in enhancing the
ambience, store traffic, sales and
customer satisfaction in coffee
lounges, medical practices and
motor vehicle sales centres.
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SET THE SCENE
Location, established consumer
traffic flows, natural ambience,
lighting and quality premises,
products, services, apps and
people remain important.

© 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”.

CONTENT IS KING
Static displays are passé.
Therefore, upgrading to digital
marketing requires a budget,
allocation of resources to
constantly update and change
presentations and the retention of
people who are skilled and
committed to the concepts the
outcomes and benefits.
This is the new face of modern
retail entertainment. Much of the
customers’ experience is centred
on and determined by the
ambience, settings and contexts.
Illuminated signs brighten up
premises, product displays, and
above all, customers.
These can be literally alive – with
movement, colour and action.
That mosaic attracts attention,
consumers and results in sales.

The essence of great digital
signage is creative content,
interactive options supported by
an appropriate, liberal budget and
a recognition and tolerance by
senior management. It is often
difficult to quantify and monitor
the actual financial returns on
investment.
Dividends from investments in
digital marketing transcend
multiple disciplines including,
branding, image, competitiveness,
relevance, attractiveness and
overall appeal – in short,
intermediate and long-term
returns.

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

It’s enough to brighten up your
day..... and that of your existing
and prospective customers and
clients.

The digital divide is palpable on
several dimensions. Static displays
tend to be associated with static
sales and performance levels.
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Sue Barrett

David Bowie – a role model for all
entrepreneurs

The sad passing of David Bowie
brought a huge wave of emotional
outpouring from many parts of the
world including myself. I grew up with
David Bowie. He has been in my life as
long as I can remember. He was, I
admit, my most favourite music star of
all. I loved everything about him and
remember him with much love and
affection. I have the books and albums,
I have been to his concerts, and most
recently attended that wonderful
exhibition ‘David Bowie is’ which
tracked his life and highlighted his
contributions to music, art, video, and
our broader culture. I even dressed up
as him when we were asked to come
as our favourite album to a fancy dress
party some years ago. Yes I am a David
Bowie fan.
Much has, and is still being written
about his life, his contributions to
our culture, and his avant garde
approach to life where he pushed
the boundaries of what is
accepted as the norm or the
status quo. He was a trailblazer
and, in a career spanning more
than 50 years he was able to
remain current, valid, popular and
profitable. In my view, Bowie was
the ultimate successful
entrepreneur even before the
term became popular. But isn’t
that just like Bowie.

He was definitely an early adopter
and pioneer in capitalising on his
talents and creative output,
spotting trends before others did
and then setting trends we will
remember for many years to
come. He was open to many
influences and was not afraid to
try new things which is highlighted
beautifully at the ‘David Bowie is’
exhibition. Not only was Bowie a
creative genius on many levels he
was a very astute business person
with a sound commercial
savviness that helped him protect
his intellectual property assets and
commercialise his creative talent
in ways that enabled him to
prosper from his hard work. He
was business focused from the
very beginning, taking complete
control of his finances from early
in his career.

also knew that continued success
came from collaboration and that
he could not achieve everything
on his own. He surrounded
himself with other smart people
who knew their stuff. He learned
from them, experimented with
them, and pushed boundaries, not
being constrained by social
morays and ‘the way we do things
around here’.
As stated in many publications this
past week his business acumen
was as pioneering as his art. He
was way ahead of time when it
comes to many current day
trends, trying many things, failing
in some while succeeding in
others. Like a true entrepreneur,
he took risks and looked outside
his realm of expertise to continue
to grow and prosper.

As much as we’d like to think that
creative genius and success on the
world stage just happens, Bowie
demonstrates that his good
fortune did not happen by chance,
instead it was underpinned by a
clear vision of what he wanted to
achieve, sound strategy, effective
decision making, effective selfpromotion, self-discipline, hard
work, sound financial and business
management, team work,
collaboration, calculated risk
taking, open-mindedness, courage
to lead, humility and the pursuit of
mastery. All hallmarks of
successful people anywhere. He
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He was onto the power of the
internet very early on, seeing its
amazing potential and potentially
devastating downsides. In
interviews he spoke about the
internet being ‘the celestial
jukebox’ years before the
emergence of Napster, Spotify,
and iTunes, saying every song in
the world will be available from
the internet. With that he did
several things to take advantage of
these opportunities as well as to
protect his intellectual property:
 He was the first major artist
to securitise royalty streams,
selling $55 million worth of
“Bowie Bonds” in 1997.
 In 1996 Bowie was the first
mainstream artist to sell a
new song, ‘Telling Lies’, as an
online-only release via his
website which received more
than 300,000 downloads.
 In 1998 he launched
BowieNet a subscription
service, through his company
Ultrastar, which is an ISP
offering fans access to the
internet, which was attached
to a special Bowie-dedicated
website.
 In 1999, two years before
Steve Jobs introduced iTunes,
Bowie released his 21st
album, ‘Hours’, which was the
first album by a major artist to
be available to download –
two weeks before it could be
purchased in the shops.
He was named 1998 Businessman
of the Year by the UK publication,
The Mirror. Reasons cited
included Bowie’s trend setting
“Bowie Bonds” deal and over-all
business acumen.
“We gave the award for two
reasons. First, Bowie has singlehandedly changed the music
industry forever, thanks to his
“Bowie Bonds”. The second
reason for our award is that
Bowie has shown himself to be a
sound businessman”.
He was also a master marketer
and style icon.
 He read his markets well,
evolving over time, shapeshifting and adapting from
teenager pop idol to a
timeless icon. We could travel
with him and evolve as he was
evolving. Whether you liked
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him or not, you could never
be bored with Bowie.
He reached many other
audiences via his music, art,
films, and collaborative efforts
with world class designers and
producers which is why he is
so well known around the
world.
He used ‘anti promotions’ to
surprise markets and drive
sales later in his career. For
example, after a decade of no
new album releases and with
no marketing fanfare, Bowie
caught the industry by
surprise when he put his
‘Where Are We Now?’ video
on his website on January 8th,
2013. As the Irish Times said
‘The anti-promotion made it
an internet sensation, and
provided the perfect pitch for
the album ‘The Next Day’,
which launched on iTunes
within hours.’
His ultimate marketing genius
and final gift to us (that we
know of) was the release of
his final album ‘Blackstar’ on 8
January 2016, 2 days before
his death.
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There are many more things he
has achieved but you get the gist.
Many people – creatives, business
people, scientists, and so on – can
take a leaf out of Bowie’s book.
He didn’t dismiss the business of
being in business simply because
he was an ‘artist’ or ‘musician’ nor
did he shun the commercialisation
of his talents. He embraced
business as much as he embraced
his art. He knew how to make the
most of his talents and aren’t we
all the better for him.

About the Author
Sue is Founder & Managing
Director of Barrett Consulting
Group (est. 1995), incorporating
Barrett, Sales Essentials, Mind
Your Emotions, Sustainable
Selling, Barrett Research, and Sell
Like a Woman. Barrett is one of
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Sales Force Design, Assessments,
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Sue is regarded by many
mainstream business press
publishers & editors as one of the
most authoritative thought
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Ken Varga

Defining your market to more customers

Targeting your Market is the only
way that is cost effective in creating
customers.
If you can't afford, or don't want to
purchase your own SRDS list
directory, and then spend the time
doing the research, you'll probably
want to use a list broker. These are
individuals who make their living
finding just the right list for you and
buying it from the list manager.
Usually list brokers do not charge
you for their services. They make
their money from a commission
paid by the list manager.
While I have used list brokers in
the past, I usually find it is to our
advantage to research the market
yourselves when it comes to
finding just the right list. That's
because I have more to gain or
lose from the process than the list
broker does.
The average list broker is in
business to rent lists. The more
names he rents, the more he
profits. And regardless of
whether you make a profit from
the list he recommends to you, he
still gets his commission from the
list manager.
Most list brokers are honest and
will do a good job for you. But
you should realize that they

depend on large list rentals for
most of their profits and dealing
with you may not be worth their
time. You probably won't rent
enough names for them to make
more than thirty or forty dollars.
It is for that reason; I recommend
you do your own list research in
the SRDS.
After you are familiar with the
SRDS and have found a list broker
you can trust, using that list
broker can save you a lot of time.
But just starting out, it is
worthwhile to get a copy of the
SRDS book and do the research
yourself. It will pay off in the long
run.
Here’s an Alternative to the SRDS
Another good way to find a ripe
market is to get a copy of the
Oxbridge Directory of
Publications. This reference book
contains demographic information
on over 20,000 magazines and
newsletters that reach the
consumers in this country.
With a little time spent
researching the entries in this
book, you'll be able to find
publications that reach specific
markets which have the
characteristics you want.
For example, you might discover a
magazine like Physician's Lifestyle,
a bi-monthly publication that

reaches every single Medical
Doctor in the country. (That
market has potential!)
The Oxbridge Directory includes
the following information about
different publications:
Category of publication - e.g.,
travel
 Name of publication
 Publishing company
 Editorial description
 Annual subscription price
 Number of pages
 Circulation - subscribers, free
and newsstand
 Advertising rates
 List rental
 List manager
Having access to this kind of
information on over 20,000
publications makes you realize
how easy it is to find and target all
those ripe markets out there.
Chances are you'll quickly find
several publications you'll be
interested in finding out more
about.
To get more information about
any publication, just call the
publication and ask for their
Media Kit.
This is a package full of
information about the magazine's
ad rates, and demographic profiles
of its readers. Media kits also
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usually include a sample of the
magazine.

same way they want it, at a price
they are happy to pay.

develop a successful product and
offer.

Once you get the media kit, look
through the sample magazine to
get a good idea of the type of
products being advertised in it.
These products should give you a
glimpse at what readers of the
magazine are buying and how
much they are paying for it.

Here’s a checklist - Selecting a
Target Market.

But what if you don't do the
research?

The first step to successful and
profitable direct mail project
development is to define the
market of people you want to sell
a product to.

OK. Suppose you decide your
project is so great “Everyone Will
Want One”.

Now that you’ve narrowed down
your market, what do you do
now?

Failure to first define a market,
usually ends up with you asking
yourself, “I've got this product.
Who can I sell it to?” That's a
disastrous approach because it
removes project control from
you.

Regardless of which method you
use to choose your 'ripe' market,
once you have selected the
market, you'll want to do further
research into that market.
This research will be very valuable
when it comes to developing the
product, and writing the ad or
direct mail letter to let your
customers know about the
product. The more you know
about your market, the greater
the chance you'll develop a
successful and profitable project.
These are the kinds of things
you'll want to know about your
target market:

















Average age
Predominate sex
Predominate education level
Typical hobby or hobbies
Most likely occupation
Predominate religious
affiliation
Marital status
Financial or economic
condition
Major fears, worries, concerns
Political affiliation - liberal,
moderate, or conservative
Personal aspirations, goals,
objective, desires
Hot buttons - special interests
that get their attention
Seasonal buying habits
Product most recently
purchased via direct mail
Price paid for most recent
mail order purchase
Who opens their mail?

If you can find any of the above,
you should be able to tune into
your market, and give them
exactly what they want, in the

By defining your market before
you develop a product, you stack
the deck in your favour because
you'll be able to give your market
what it wants, rather than what
you want to sell it.
The three main characteristics
you want your direct mail target
market to have are:
People with money to spend
(without money to spend, they
can't possibly be your customers)
People already in the habit of
spending money on products
offered via direct mail (you don't
want to have to instil new
behaviour pattern)
People in the age group most
likely to have money, and most
likely to buy via direct mail. (It's a
waste of time and money to
target any other markets.)
Once you have found a market
that meets the above criteria,
you'll want to narrow that market
down into a group of potential
customers with a specific and
definable interest.
The two easiest methods to find
ripe direct mail markets with
defined interests are:



Looking into the SRDS direct
mail list directory
Looking into the Oxbridge
Directory of Publications

Not defining or researching your
market means you have no idea
who you will be selling to, you
have no idea what they want,
what they can afford or what their
'hot' buttons are. So you'll just
have to guess.
If you guess wrong on even one
variable you lose it all. All the
money you spend on lists,
printing, and postage is all gone.
But most important, you will lose
momentum.
So consciously choose not to get
involved in losing projects. Do
the research up front and it will
always pay off.
© Copyright, Ken Varga
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The more you research your
market, the easier it will be to
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Kevin Stansfield

I shot the Deputy!

Over the years, I have done a lot of
work with larger organisations with
teams of over 50 people and I have
noticed that something strange
happens when a business gets to that
sort of size. Suddenly from nowhere,
assistants and deputies start to
appear. In some cases, organisations
seem to have more of these than
they do actual managers.
Now you might wonder what the
problem is with this as it’s quite
normal – even schools have
deputy heads and classroom
assistants. Well, from my
experience, it is one of the early
signs that the organisation has
started to lose its way, to become
more inefficient, slower to
respond, bureaucratic and a less
than enjoyable place to work.

marketing, incoming sales,
outgoing sales, customer service,
administration etc. To wear all
these hats, this manager needs to
be pretty skilful.

to support them and it would be
great if we had another just like
them, so let’s give them some
help by employing an
assistant/deputy.”

As a business grows, there is
obviously more and more work
that needs to be done, so the
manager gets busier and busier,
until there comes a point when
they are too busy to cope with
their workload, and they ask for
help from their boss. At this
point, the business owner says to
themselves; “this person is
valuable to the business, we need

The manager is obviously relieved
to have some help and the
assistant is glad of a new job. The
manager then proceeds to pass on
the low skill, low fun tasks that
they don’t want to do to the
assistant and for a short while,
things seem to work OK.

So how do I come to this
conclusion? To answer this, let’s
go back and consider a smaller
business in a high growth phase. In
any organisation, you will
generally have a hierarchical
structure with one manager
overseeing a group of people who
are doing the work.
However, as this is still a relatively
small business, that manager has
multiple roles, e.g. a sales manager
might well be looking after
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The business of course continues
to grow, but now it is the
assistant that is overloaded as the
manager keeps on delegating tasks
to them and so they in turn ask
for help, and another assistant is
brought in and again, the low skill,
low fun jobs are passed on down
the line.
So now we have more assistants
than managers and after a while,
the keen young assistant starts to
wonder why they cannot take on
more responsibility and grow.
They are fed up with doing all the
boring tasks, and their
performance and motivation start
to ebb away.
By this time, the manager may be
having quite a nice time at
work. They have got rid of all the
nasty stuff to their deputy and
naturally, might start to take
things a bit easy. When they are
asked by their manager/business
owner why performance is
slipping, they start to blame their
assistant and say they will get on
to them.
So the assistant gets more
pressure from above and is
already doing work that is not
enjoyable, therefore they become
more de-motivated and finally
leave, or worse they stay on but
complain and moan about their
situation to the rest of the team,
who think it unfair and then they
start to get de-motivated too,
bringing performance levels down
even further.
Now the business owner starts to
despair and wonder why his once
slick operation is now twice the
size but half as efficient.
So where did it all go
wrong? Well, to blame the deputy
or the manager would be unfair.
In fact, it all started to go wrong
the moment the business owner
thought “… it would be great if
we had another person just like
the manager, so let’s give them
some help by employing an
assistant.”
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What the business owner missed
was the fact that all organisations,
large and small, are made up of a
number of clearly defined roles,
from the role of office cleaner,
right up to the role of Managing
Director.
In a small organisation, one
person must carry out more than
one role, but all the individual
roles still exist. A small business
has a Finance Director role – it is
not a full time role and the
technical skill required for that
role is lower than that of a
company like ICI, but the role
exists none the less.
So what the business owner
should have said is “…let’s look at
the roles the manager is
responsible for and focus them on
the ones they are really good at,
then employ somebody else
specifically to take on the other
roles.”
For example, if the person in
charge of sales and marketing
needed help, we might assess that
their strengths lay in sales and
people skills, rather than
marketing and analytical skills and
so we would split the sales and
marketing roles and recruit a
really good marketing person to
take on that aspect.

© Copyright, Kevin Stansfield
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This continual assessment of roles
and who has responsibility for
them and breaking them down
and reallocating aspects of them
as managers get busier is very
important for the efficient
functioning of an organisation. It
means that there will always be
clear lines of responsibility and
that commitment to goals and
accountability for poor
performance is made easier. In
this way, the organisation will
remain lean and mean.
So go on, review your
organisation chart, reallocate the
roles and take Action to “shoot”
those deputies!
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Lilach Bullock

The Ultimate Guide to Using Reddit for
Marketing Your Business

Imagine if we told you there is a social
network that you can potentially get 10x
to 20x the reach of Facebook. Well
there is. It is called Reddit. There’s no
denying the reach on Facebook is getting
harder and harder to crack as Facebook
is constantly rewriting their algorithms.
What is Reddit?
Reddit is an entertainment, social
networking, and news website where
registered community members can
submit content, such as text posts or
direct links, making it essentially an
online bulletin board system.
Registered users can then vote
submissions up or down to organise
the posts and determine their position
on the site’s pages. Content entries
are organised by areas of interest
called “subreddits”. Subreddits range
from videos, images, to weird and
whacky things such as “Shower
thoughts” and “Today I learned”.
Although for entrepreneurs and
business owners there is an
abundance of forums where
likeminded businesspeople can discuss
ideas and whatnot.
Below is a screenshot from the mainpage of Reddit. The links on the main
page are the most popular pieces of
content from around the web. As
Reddit describes itself, they are the
front page of the internet.
Reddit is often dismissed by marketers
because it isn’t mainstream enough
and it is a little bit more eclectic and
quirky, people assume it is the social
network for geeks. Whatever you

make of it, it is worth considering
implementing a strategy to include
Reddit in your marketing efforts.
This video perfectly sums up Reddit in
a humorous yet effective manner if
you are still finding it tough to
understand.
Signing up
Signing up to Reddit is probably the
most straightforward of the social
networks out there. All you need to
do is create a username, submit a
password and register with an email
address. No need to fill out long
profile details.
Marketing on Reddit
The trick to successful marketing on
Reddit is not to market your
products. Redditors (people who use
Reddit) hate with a vengeance people
who come on the network and pitch
their product expecting a ton of traffic
as a result. If you come on Reddit and
post links to your business with no
real relevance then you will be
immediately down-voted, ruthlessly

mocked and flagged to the
moderators for spamming.
So why would you use it I hear you
ask? What is the point if I am just
going to be made fun of and “downvoted” (which is the opposite of liking
something on Facebook), the point is
you can get an incredible volume of
traffic from Reddit. Think of Reddit
like a massive gold mine in a deep,
dark cave.
Cracking the code isn’t as hard as it
seems.
Redditors love things that are unique,
funny, interesting, cute and
courageous. Unlike other social sites,
Reddit isn’t about who your friends
are – so being BFFs with the highestranking members means nothing
here.
Reddit’s popularity can be directly
traced to this free and open sharing
site. Just about anything and
everything goes. According to
statistics from Ignite, most Reddit
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users are male, between the ages of
35-44 (with 25-34 year-olds not far
behind), and with income levels
generally around $25,000-$50,000 per
year. Most Redditors have a
bachelor’s degree or at least some
college education, and the
overwhelming majority of their users
come from the U.S. (in particular San
Francisco and Seattle) with Canada
(Toronto) a close second.
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recently posted on Reddit. The
number of views is very high in a short
space of time which shows the power
of Reddit when leveraged well.
3. Write a really useful blog post
Submitting one of your own blogs isn’t
against the rules, you just ensure that
it is useful to people and clearly isn’t a
sales pitch. Make sure it’s in a
relevant subreddit and provides value

It is also worth noting that Reddit can
be good for SEO, whilst every link
starts out as a do not follow link to
prevent spammers the algorithm turns
popular links with lots of up-votes into
do-follow links, meaning that it is good
for the link building process in SEO.
However, it shouldn’t be at the
forefront of your link-building
campaign. But if you create good
content you will see the benefits.

2. Post visual content
Post visual content such as images and
videos to relevant sub reddits. The
key here is to post branded images
that will create brand awareness if
they are re-shared across the internet
but at the same time they must be
subtle enough not to come across as
spam. Below are two images we

5. Post content other than your
own
For example if you are posting links,
post more than one from different
sources so it doesn’t look like you are
self-interested and only care about
getting traffic to your site. To avoid
Redditors from getting their
suspicions it is best to post multiple
links in a post thus to try to be appear
well balanced as oppose to spammy.
Conclusion
Reddit has a lot of potential for
businesses and brands - get it right and
you can increase brand awareness
whilst generating a ton of traffic back
to your site. If you are still struggling
to come to terms with Reddit and
want one of our Reddit experts to
guide you through how to leverage it
for your business then get in touch
here to learn more.

Ideas to crack the code
So how do you crack the code? We at
Comms Axis have come up with a
number of ideas that you can do to
market yourself or your product on
Reddit without being flagged as a
spammer and unceremoniously kicked
off the network only to be left red
faced and feeling dejected.
1. Hold an IAMA
IAMA stands for “I am a…”, the
concept is you list what you are and
Redditors ask you anything. This is the
most popular sub Reddit on the
website and boasts a spectacular nine
million subscribers to the group.
IAMA’s are incredibly popular and
numerous celebrities have participated
in them including Barack Obama, Bill
Gates and even Tyrion from Game of
Thrones! “IAMA’s” are open to
anyone and as long as you have an
interesting story then you will find
people will always ask you questions.
For example if I chose to do one, my
IAMA could be; I am a social media
influencer ask me anything…? People
are naturally inquisitive and want to
learn more about what you do and
how you can help them so don’t be
shy and start an IAMA!

being called out for spamming. Yes it
is that ruthless.
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to readers. To give you an example of
what would work well, this post
would make a really good post to
share on Reddit. Blogs and posts that
list tools and other such things
typically go down very well. Blogs that
are self-centred and focus on one
person do not. So think carefully
before you post!
4. Find a subreddit that relates to
your business
It is easy to get distracted on Reddit
and post something to a community
that doesn’t apply to your niche. Make
sure you stay on track and find users
that are genuinely interested in your
brand. If not then you are in danger of
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Paul Matthews

Sometimes, don't be authentic

"I couldn't possibly do that. It would
feel wrong. It would not be 'me'. It
would be inauthentic, and we are told
we should always be authentic and true
to ourselves."
Guess what; if you believe that,
you have stopped yourself from
growing.
Any change you want to make will
feel inauthentic at first, because it
is change, because it is not 'you' ...
yet. Without getting out of your
comfort zone, and occasionally
feeling inauthentic, you won't
change.
Don't use the authenticity mantra
as an excuse for inertia.
Identify a change you want to
make, and notice where it is
'inauthentic' or uncomfortable.
Commit to tolerating the
discomfort, because that is the
gateway to the change.
As you think of a change you want
to make, how motivated are you
to make the change on a scale
from zero to 100? Your
motivation needs to be high to
enable you to tolerate discomfort
in pursuit of the change.
Here is how to change that
motivational setting.

© Copyright, Paul Matthews
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Jonathan Jay

My Secret Past

Something you might not know about
me – I used to be a magician!
I might not have hit the dizzy heights
of Penn and Teller, but I was none too
shabby either. At 16, I came third in
the UK’s Young Magician of the Year,
and I got a lot of work performing –
first at children’s parties, and later on
the professional circuit.
And the secret of my early success?
Very simple – practice.
Top magicians spend countless hours
honing their moves, learning sleight of
hand and other skills like how to
distract the eye. So I did the same. I’d
spend forever in front of my bedroom
mirror, perfecting one trick before I
moved onto the next.
And before too long, even
complicated moves were second
nature to me.
Not because I’m special or talented…but
because I put in the hours.
It’s a principle that applies in
every walk of life.
Take your line of work: I’m sure that
when you started, you had some raw
talent and a spark of enthusiasm, but
little else. You’ve become the expert
you are now through dedication and
practice.
There’s a theory behind this, known
as The 10,000 Hour Rule. It says if you
want to become a true master at
anything, spend 10,000 hours on it and
it will become part of your DNA.

For a hobby, spending 3 hours a day,
you’d need 10 years to reach that
level! For a full-time job, you’d need 5
years. Or if you put in the same
overtime as most entrepreneurs, you
might get there in 3.
But one way or another, the road to
expertise is a long hard slog!
This rule has serious implications
when it comes to marketing.
See, I’ve been emailing you lately to
tell you about Digital Lighthouse and
our award-winning lead generation
package – The Complete Digital
Marketing System.
As you know, I’m happy to share the
strategy with you – no holds barred.
And I’ll even set aside 90 minutes with
one of my top consultants, so you can
see exactly how the strategy will work
in your business. (More details here).
But that only gives you the plan. If you
want it to actually work for you…to
deliver a constant flow of qualified
leads…then sooner or later, someone
is going to have to do the work.
And that someone should be an
expert, who’s already put in the
hours!
If you decide to do it all yourself, the
odds are stacked against you. You’re
going to have to learn:
 Copywriting: how to write
compelling emails, video scripts,
banner ads and more
 Design: how to create graphics
that draw the eye into the
message







Web Development: how to
create web pages that follow the
rules of direct response
Digital Marketing: how to use
Facebook, Google and other tools
to track down the right prospects
Traditional Marketing: how to
use offline media to pour in even
more traffic
Videography: how to set up a
studio, shoot a video, format
it…all the technical skills
Plus Presentation: how to speak
to the viewer through the lens, so
they feel a real connection

That’s a lot of hours ahead! Especially
if you’re doing it part-time, while you
focus on running your business.
So, if you want to create a
working lead funnel, you’ll need
to partner with a team of
experts.
There is no other way. Because doing
nothing…or doing it yourself…will get
you nowhere.
So realistically, the only choice ahead
of you is this:
…Let us build your lead funnel for
you…
…Or pull together a team of your
own, and manage the project yourself.
If you’re ready to face that choice, I’d
urge you to apply for your free
strategy session now. Come and meet
us, see what we’re planning, then you
can make an informed decision.
Fair enough?
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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.
Or watch the video and apply online.
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Marla Tabaka

12 must-read book
recommendations from
millionaire entrepreneurs

There’s no hocus pocus trickery here.
What you see is what you get: a
simple, proven way to generate more
business, that lets you bypass hours of
practice and get the results you need.
P.S. We can only see 4 people in each
of the cities we’re visiting, and the
slots are already filling. So please don’t
delay – it will be a long time before
we visit again.
For more info, watch the video. Or
call Derek right now on 0203 375
1138.
Can’t get through? No problem -click
here to request a call back.
© Copyright, Jonathan Jay
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A good book is every
successful entrepreneur's
constant companion. Here
are top recommendations
and reviews from
millionaire entrepreneurs.
Most successful people have
mentors and coaches. Every
successful person has a favourite
books list. These millionaire
entrepreneurs say their favourite
books have had a significant
impact on their success, and
they have shared their must-read
lists with me. Enjoy!
Karen Hough, founder and
CEO, ImprovEdge, LLC
1. Women Don't Ask by Linda
Babcock and Sara Laschever
Everyone on the planet should
read this book. Although it
focuses on gender discrepancies, I
give it to my male colleagues and
they all are bowled over by it. The
book explores the mistakes and
social pressure on women in
negotiation situations and the
ways we ruin deals for ourselves
throughout life. It was incredibly
eye-opening.
2. Made to Stick: Why Some Ideas
Survive and Others Die by Chip
and Dan Heath
This book is a knock-down,
storytelling marvel. It explains why
simplicity, analogy, and storytelling

are so powerful. It helped me
focus on how I talk about my
company, engage my employees,
and take our message of improve
and learning to the world. Read
it.
3. Be the Best Bad Presenter Ever:
Break the Rules, Make Mistakes and
Win Them Over by Karen Hough
Busted! This is my book. It's
authenticity and passion that win
people over, not polish. This book
lets presenters off the hook, and
allows them to be their living,
breathing, occasionally clumsy
selves.
The book debunks over a dozen
myths about presenting, to make
it more fun and natural for
everyone. I explain why you
should never practice in front of a
mirror, end on questions, and
much more. You'll be able to tear
up the old rules, and embrace and
develop your own style.
Candice Galek, founder
and CEO, Bikini Luxe
4. The Art of War by Sun Tzu
"Always avoid strength and attack
weakness."
In business, especially when
starting out, it is vital that you
know not only your own
strengths and weaknesses, but
your competitors as well. This
means looking for niches that
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your competition is either
overlooking or lacking in.
5. Girl Boss by Sophia Amoruso
This book was really inspirational
to me in the creation of Bikini
Luxe. Sophia Amoruso details
how she went from a dumpster
diving hobo to the head of a $100
million e-commerce website. She
outlines some of the key points to
her success, as well as pitfalls to
avoid when starting an online
business.
I found it not only a fantastic read
but a great step-by-step guide to
succeeding in selling online.
6. 48 Laws of Power by Robert
Greene
My favorite quote from this book
is "Do I not destroy my enemies
when I make them my friends?" I
have taken this to heart by always
working to make negative
situations positive ones.
When interacting with negative
influences or obstacles, I look to
find the good in both to not only
view the world differently, but
also to create a positive outcome
from the situation. Just by
changing my view of the situation,
often the situation itself changes.
Leon Rbibo, president, The
Pearl Source
7. The Elements of Style by William
Strunk and E.B. White
Yeah, I already know what you're
thinking. A writing book? Are you
kidding me? I already know how
to write. Here's the problem: You
probably think you already know
how to write, but it's likely you
don't-or at the very least you
could use some improvement.
I'm absolutely astonished on a
daily basis when I read poorly
written sales pitches, partnership
plans, marketing proposals, etc.
You'd be amazed. If you can't
write-if you can't clearly and
concisely express yourself, your
goals, your objectives, and your
strategy-you're not going to make
it very far as an entrepreneur.
Rewrite your elevator pitch after
reading this book. I guarantee
you'll impress yourself
8. A People's History of the United
States by Howard Zinn
If you don't know how this
country came to be-and the
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stories of the people who got us
here-you're doing yourself a
major disservice. You cannot
propel yourself forward until you
discover, not only the mistakes,
but also the brilliant minds and
innovations of the past.
This book takes a look at
business, politics, and culture
through the eyes of everyday
people: immigrants, factory
workers, businessmen and the
founders of this country. This is
no U.S. history textbook. It goes
beyond what you might learn in
today's classrooms.
Marsha Lindsay, founder and
chair, Lindsay, Stone & Briggs
9. Ten Types of Innovation: The
Discipline of Building
Breakthroughs by Larry Keeley,
Brian Quinn, and others at
Doblin
It turns out that for years, many
of us have erroneously assumed
that the fastest way to grow a
business is with an innovative new
product or service. Fifteen years
of research, detailed in
this book, reveals that product
innovation is just one type, and in
fact it is the one that generates
the least return. It turns out
launching a concept built with
three or more of the 10 types
dramatically increases one's odds
of success.
10. Drinking From the
Fire Hose: Making Smarter Decisions
Without Drowning in Information by
Christopher Frank and Paul
Magnone
Today, we can measure thousands
of things in finance and marketing.
And all the data that's produced
can be overwhelming. This
book has given me a method for
sorting out what data to gather
that is most critical to my business
and the clients I serve. So now,
not only is my "data anxiety" quite
low; I'm also better at separating
noise from insight, and faster at
making better decisions.
Karen Kane, designer,
founder, and CEO, Karen
Kane and Fifteen Twenty

a designer, I'm fascinated by
trends and changes in shopping
habits. This book dives deep into
this subject, and provides great
insight into the lifecycle of trends.
The anecdotes included are very
relatable, and it gives you a key
takeaways that you can apply to
your business strategy.
12. Yves Saint Laurent by Florence
Chenoune and Farid Muller
Whatever industry you're in, it's
important to understand its
history. I love reading about icons
in fashion who have made lasting
contributions to our industry and
changed the way our business is
run. I find it inspiring and exciting
to learn about how much has
changed in such a short time.
© Copyright, Marla Tabaka

About the Author
Internationally known business
strategist, national radio show
host (www.bigpitchradio.com),
and Inc. Magazine
(inc.com/author/marla-tabaka)
author, Marla Tabaka helps
entrepreneurs achieve personal
happiness and financial success.
Her integrative approach to
coaching combines mindset
management and strategic
planning, resulting in multi-million
dollar businesses for many of her
small business clients.
Marla has appeared in noteworthy
publications such as American
Express Open, Fox Business
News, TIME Business, The
Huffington Post,
Entrepreneur.com, Social Media
Mags, and The Business
Intelligence Report.
If you would like to take the next
steps toward a healthy life and
business, contact Marla for a
complimentary consultation.

Co-ordinates
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Twitter: twitter.com/MarlaTabaka

11. The Tipping Point by Malcolm
Gladwell
Anyone who works in a creative
industry should read this book. As
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John Niland

Client Servant or real Client Partner?

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

About the Author
John Niland is best-known as a
conference speaker on doing
higher value work and creating
more opportunity via better
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energising people: boosting
growth through higher energy
levels, that in turn leads to better
dialogue and business growth.
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coaching others to achieve
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for supporting professionals “who
wish to contribute rather than
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value work via better
conversations with clients and
colleagues”.
In parallel, John is one of the cofounders of the European Forum
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Paul Sloane

The eight worst mistakes made
by keynote speakers

Have you ever been bored rigid by
a conference speaker? How can
you avoid that fate if you have to
give a talk? Here are the worst sins
that speakers commit. Be sure not to
make these mistakes.
1. A Weak Start.
The first impression that you
make on the stage is very
important. It should be positive
and animated. Many speakers
make a feeble start. They look
down and mumble their first
words or worse still, they make
an apology.
The audience wants you to
succeed. They want you to be
professional, informative and
entertaining. So meet their
expectations.

2. Over-use of
PowerPoint.
Slides can be useful – especially
for showing charts or images. But
many speakers load up their
presentation with too many slides
containing too many words. Then
they read the slides. The audience
reads the slide and does not look
at the speaker. This is what’s
known as, ‘death by PowerPoint’.

3. No Clear Message.
Often speakers try to cover too
much ground. They overload the
audience with data. There are
many different messages but there
is no clear theme.
Ideally your talk should have one
central idea. And your talk should
have a structure that
communicates the idea.
For example you might start by
talking about a problem, you
might tell a story, you might
propose a solution then you might
end with a call to action –
something you want the audience
to do.

4. No Human Interest.
Many talks are crammed full of
facts, data, charts and statistics.
They are dull. There are no
stories. People relate to stories
about people. So if for example,
you want to improve customer

service do not drone on about
the percentage of net
recommenders. Tell a story about
someone who gave great service.
Describe them and the situation.
Make the story come alive.

5. Lack of Enthusiasm.
A speaker who lacks enthusiasm
cannot generate enthusiasm in the
audience. Many speakers deliver
their content in a dreary
monotone, reading dry statements
from a script. They send the
audience to sleep.
Your job as a speaker is to inform
and entertain. You should look
the audience in the eye and speak
from the heart. Walk about the
stage (but not too much). Vary
your voice – pitch, speed of
delivery and volume. Try to
include some humour or
something interesting and unusual;
but keep it relevant to the topic.

6. Too much ME and not
enough YOU.
A big mistake is to make the talk
about you, your company, your
issues and your achievements. The
audience is interested in their
problems. You have to make your
talk about them. So if you give
examples about your company
then draw out larger issues and
lessons that are relevant and
useful to your listeners. Count
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how many times you say ‘I’ or
‘we’ and count how many times
you say ‘you’.

© Copyright, Paul Sloane

7. No Rehearsal.

About the Author:

Many speakers make elementary
mistakes on stage. They struggle
with the equipment. Things they
should have checked do not work.
Their slides are out of order. It is
clear that they have not
rehearsed.
You should practice your talk
before the event so that you can
be confident about every aspect
of it. On the day of the event you
should check all the equipment on
stage and be familiar with all the
logistics.

8. Overrunning on Time.
This is a sin that many speakers
commit. Event organizers and
audiences do not appreciate a
speaker who overruns his allotted
time.
Worse still, the speaker
compounds the error by rushing
towards the end to cram in all his
remaining slides. If you have a 45
minute slot then practice a talk
that fits comfortably into 40
minutes. That way you can end
the talk in a strong, confident
manner and take the time to
really deliver your key message, If
you have time over you can
always offer to take questions.
Practice your talk and deliver it
with confidence and enthusiasm.
You will enjoy it; more
importantly so will your audience.

Important Notice
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Monactive, a British software
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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.
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