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Expert inspiration for a Better Business

Happy New Year – now discover ways successful
businesses compete and manage their organisations…

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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Lolly Daskal

The surprising power of negative thinking

“Visualise your success and you will be
successful. If you believe it, you can
achieve it.”

I’m sure you have heard these things
before, especially now in an age when
positive psychology is so popular:
Choose to be happy. Visualise your
success and you will be successful. If
you believe it, you can achieve it.
They’re nice messages, and they’re
everywhere, says Inc.
But scientific evidence suggests
that they may not actually be
helpful when it comes to achieving
our goals and being successful.
Instead, more than 20 years of
research by New York
University’s Gabriele Oettingen
suggests that positive imagery can
backfire on us. It can trick the
mind into relaxing, making it
harder for us to get our work
done.
Often, it’s negative thinkers who
turn out to be the best
motivators when it comes to
getting things done. Here are
some reasons why:
Negative thinkers are tuned
in to the challenges ahead
Thinking about future obstacles
helps you begin planning strategies
to overcome them. When you’re
telling yourself everything will
work out, you aren’t planning.
Negative thinkers have a
competitive advantage in the face
of difficulties.

Negative thinkers are two
steps ahead of everyone
They think of solutions before the
problem even appears. You
cannot stop the waves, but you
can learn to surf.
Negative thinkers undermine
complacency
When most people expect
everything to go as planned,
negative thinkers are making a list
of all the things that can fail.
They’re rarely caught off guard,
and they always have a plan B.
Negative thinkers aren’t so
much pessimists as hardedged realists
They can see not only problems
but also opportunities before they
arise. They’re skilled at turning
failure into lessons. They know
how to cut through the bull and
wishful thinking to see what’s
actually happening in front of
them.
So maybe the negative thinkers on
your team have more value than
you’ve been giving them credit
for. Remember, every point of
thinking has value.

Article Source:
www.inc.com/lolly-daskal/thesurprising-power-of-negativethinking.html and
www.bmmagazine.co.uk/newswire
/the-surprising-power-of-negativethinking/
© Copyright, Lolly Daskal
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Dr Lynda Shaw

The importance of neuroscience in business

Most businesses have a good business
and marketing strategy in place, they
know who their target audience is
and are able to sell to them
accordingly. The truth is though that
many businesses fear change, partly
and understandably because of the
last few years of economic insecurity.
However the knock on effect is many
businesses have lost their mojo, are
stuck in a holding pattern and are
failing to really understand who their
customer is today which is not
helping our growth recovery. We
must understand the neuroscience
behind the decisions of our
customers.
Neuroscience of customers
Motivation to buy or invest is far
more effective when using positive
instead of negative, stimuli. We
notice negative stimuli incredibly
quickly in order to survive. In
context of being a customer, of
course it’s true that if we have a
problem we want to fix it,
therefore marketing with a
negative tone does motivate us
(e.g. take painkillers to stop a
headache getting worse). The
downside to this kind approach is
that once our problem has gone
away we will are likely to stop
buying the product. If however,
we encourage people with feelgood stimuli such as looking
forward to the future, people are
far more likely to approach

products and services with
optimism therefore increasing
repeat purchases.
It is not only consumer buying
behaviour that can be explained
by neuroscience but also that of
brand association and loyalty. In
terms of marketing a product,
understanding an individual’s
emotional response is a key tool.
When a consumer makes a choice
in regard to a product or brand
they work through a number of
emotional and cognitive processes
involving different areas of the
brain including the prefrontal
cortex and limbic system. We can
use imaging technology such as
MRI’s to monitor activity in the
brain relating to key areas such as
emotion, which have a significant
impact on our decision making
process as consumers.
Individuals can be influenced by a
number of factors including that of
the choices of the people around
us. Psychological research has
repeatedly shown us that as social
creatures we look to belong to
part of a group and our decisions
as consumers can be influenced by
that need at both a conscious and
unconscious level
Neuroscience of the
workforce
Understanding our customers is
vital but similarly it is very
important to truly understand our
team/ employees.

Having the ability to be open
minded, using lateral thinking and
pushing the boundaries every now
and again can push your business
into the realms of stratospheric
growth versus treading water.
Calculated risk taking can be
excellent for business and when
we are successful the feel good
chemicals in the brain such as
dopamine are secreted in
abundance giving us a high to the
point of wanting more, so we
continue to seek out more risks.
This is fine as long as we don’t
take it too far. An increased
delicious cocktail of dopamine,
testosterone etc., can push us to
beyond sensible limits and we
need to listen to our ‘gut feelings’.
Research now supports the
efficacy of gut feelings in
monitoring our behaviour, as does
our cognitive braking systems
such as the prefrontal cortex.
Neuroscience of leadership
There is a lack of dynamic
business leaders who inspire and
drive their workforce to be their
very best. Good managers need
to ensure that people are happily
engaged at work and that the
company is harnessing their
employees’ individual
personalities, goals, needs and
abilities to build a successful and
intuitive working environment.
When business leaders are
employee focussed and
communicate with them properly,
the employee will feel valued and
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valid. This will empower them and
alleviate any stressful situations
thus calming down stress
hormones such as cortisol. As a
result, rather than people
narrowing their attention to any
perceived threat, which is causing
the stress, we open ourselves up
to broader thinking, better
problem solving and greater
creative thought.
Leaders need to give their staff
opportunities to develop and
grow, and to lead by example.
The brain loves to learn, but this
invariably leads to change in a
business environment, which the
brain is resistant to. This is why
development needs to be
delivered in a positive way thus
encouraging people to want to
learn. Synapses in the brain grow
and strengthen with new
information, but we can overload
the system if we deliver too much
all at once. Research shows that
we retain information better
when learn in chunks and this is
the case for learning something
small like a telephone number or
learning on a training course.
Positive, upbeat delivery for half a
day will allow the brain to
assimilate and use the information
well. Of course, the old saying
“lessons are best caught not
taught” means that leaders really
do need to lead by example, it’s a
subtle way of learning and will
enhance all development
opportunities that are
implemented.
How a leader reads and then
reacts to a positive or negative
workplace situation can have a
huge effect on staff. Emotions in
business – positive or negative –
can be infectious. Negative
situations are bound to occur, but
it is how they are handled that will
make the difference. Bad news
needs to be delivered factually and
then positive solutions discussed
by everyone. People react well
when given the whole picture,
they will feel trusted and part of a
team and far more likely to work
together to improve matters.
Equally, what the brain doesn’t
know it makes up, so any negative
office gossip is extremely harmful.
Give the whole story, be brief
with the negative facts and then
work together to fix problems.
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We want our employees to
believe anything is possible with
the right work ethic and a
yearning to learn. They also need
to accept constructive criticism is
simply a platform to learn from.
The prefrontal cortex is partly
responsible for the learning and
processing of new information.
Neurons in the prefrontal cortex
hold existing information and
knowledge whilst taking in new
information to adapt and develop.
Lessons are learnt and people feel
great because they are
progressing, becoming better
informed and developing their
expertise. Self-esteem improves
thus strengthening mental health.
Concepts and techniques derived
from brain research and
psychology can play a crucial role
in improving individual and
business performance. Making
every effort to understand
emotions to customer rationale
means we also hold the keys that
can potentially open many more
doors and opportunities.
© Copyright, Dr Lynda Shaw

About the Author
Dr Lynda Shaw is cognitive
neuroscientist and chartered
psychologist, a Forbes
contributor, an Associate Fellow
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Society, a Fellow of the Royal
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Association as well as an
entrepreneur and author of adult
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Mike Robson

These 6 issues
hold many
businesses
back – do any
apply to you?
In candid conversations, using their
own terminology, business owners
raise the following 6 issues with
Azure regularly.
If none of them apply to you, read no
further:
1) We feel we are not doing as well as we
should be - what do we change?
2) Running my business is harder than it
should be - why?
3) Our management lacks the full range of
Business Skills
4) It is a good time to acquire another
business - How should we go about it?
5) We have planned our future - but could
the plan be more robust or more exciting?
6) How can I sell my business for real value?
If, on the other hand, you recognise one or
more of the above, follow one of the
following links:
Issues Azure solves
Accessing appropriate board level skills and
experience
Why work with Azure Partners

About Azure Partners:
Azure Partners work alongside the Boards
of progressive companies from their earliest
stages through growth and maturity to
preparation for sale or flotation. Azure has
the skills, the commercial experience and
the necessary knowledge to significantly
enhance the value of your business. In 2014,
their 5 most engaged clients increased their
turnover by 13% on average and their profits
by 82% on average.
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Sunil Bali

Declaration of Inner
Dependence…..

Several months ago, I told one of my
clients that they were no longer on
my Preferred Client List.
The problem was that I was being
asked to jump through a series of
pointless hoops, whilst being
subjected to a 20% reduction in
my fees.
My client responded by telling me,
"But everyone else has agreed to
the new terms."
The problem with herd behaviour
is that it’s about survival and
ultimately leads to frustration
rather than fulfilment. There’s no
point in gaining a client if you lose
your soul.
Leadership expert Dr. Barry
Brownstein says, "It’s important
to let people know what you can
do and what you stand for, but it’s
also important to let them know
what you can’t do and what you
won’t stand for."
Brownstein advises everyone to
make a Declaration of Inner
Dependence and to dismiss
whatever insults your soul.
This means pulling the plug on
toxic relationships, dream stealers
and any form of psychic pollution
that comes your way.
I’ve found that telling your truth
and extricating yourself from the
shackles of conformity, allow you
to be more creative and add more
value, resulting in customers who

want to reward your authenticity
with open wallets.
The flip side of the authenticity
coin is that you don’t want to
come to the end of your life and
realize that you lived someone
else’s dream, simply because you
didn’t have the courage of your
convictions.
Ps: The good news is that the
aforementioned client asked to do
business with me again at my usual
fee rate... without a hoop in site.
© Copyright, Sunil Bali

About the Author
Sunil is a Performance Coach,
Speaker and Author.
Ex Head of Talent for Vodafone
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Also by Sunil Bali

The worst
buy…

I’ve got a confession to make.
I’m a liar. Although I’ve got
infinitely better over the years,
occasionally the fear of failure that
was instilled into me by my mother
rears its head.
Consequently, I immerse myself in
busyness, lie to myself that I’m doing what
matters most, and get stuck on Someday
Isle. The benefit of being on Someday Isle
is that I can always say that I haven’t failed
at something I care deeply about.
Everyone on Someday Isle is an honorary
member of the biggest club in the world:
The "If Only" Club, and the most
commonly used words on Someday Isle
are shoulda, woulda, coulda.
Everyone on Someday Isle has an alibi for
hiding their genius and not living their best
life.
Thankfully, I’ve realized that the worst
thing you can buy is an alibi for not
listening to and acting upon the whispers of
your soul.
Once you’re true to yourself and live your
truth, life has a funny way of lining up to
support you.
Every thought, every decision, every
moment is a choice between love and fear.
Choose fear, and life stagnates and
becomes hellish. Choose love, and our
time on earth becomes heavenly.
The choice is ours.
© Copyright, Sunil Bali
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Barry Urquhart

The Big Lie – No Excuses

“Questions will be put about the integrity
of all things German, with probable
detrimental influences on revenues.”

Scandal. Fraud. Scam. These are
words that cause shivers in the
corridors of corporations, and rightly
so. Particularly, if the events and
inevitable consequences are selfinduced.
The Volkswagen diesel engine
emissions imbroglio, in which onboard computer monitoring was
deliberately set to under-report
emission levels, is a striking
example of appalling leadership
and a poor, if not toxic, corporate
culture.
It seems inconceivable that
anyone could believe that a
deliberate lie involving some 11.8
million motor vehicles and
hundreds of thousands of
Volkswagen employees around
the world, could remain hidden.
Once recognised and revered, the
consequences for Volkswagen of
the scandal have been immediate,
widespread and cascading. The
“fall-out” will doubtless continue
well into the future. Reputational
damage extends beyond single
brands. Individuals, nations and
sectors will suffer the odium of
reputational stains.
UNINTENDED
CONSEQUENCES
This case study highlights the
complexity of the principle of
“unintended consequences”.
Volkswagen is the largest
automotive manufacturer in the

world, employing over 300,000
people, generating 206 billion
Euro in revenue each year, and
being owner of the Audi, Skoda,
Bentley, Bugatti, and Lamborghini
and Porsche brands.
Germany, its people and economy
will be profoundly and directly
impacted. One in seven of the
workforce contribute to the
production and export of motor
vehicles. The Lower Saxony
municipality owns 20% of the
shares in Volkswagen and seeks
regular and consistent dividends.
They too will doubtless take a hit.
Questions will be put about the
integrity of all things German,
with probable detrimental
influences on revenues.
Within two weeks of disclosure of
the scandal, the resale value of all
Volkswagen diesel vehicles in the
United States of America had
reportedly fallen by around 20%.
That represents a large pool of
disenchanted financially
disadvantaged customers. It will
probably get worse.
Satisfaction, loyalty, respect and
referral business are concepts that
will carry little currency into the
immediate future for the
Volkswagen group of companies.
CULTURAL ROOTS
The Chief Executive of Volkswagen
has resigned with possible legal
action pending. Two other senior

executives have been dismissed, and
a further trimming of the ranks is
probable.
Search for a replacement leader has
begun. Any trepidation about a
poor record of external
appointments of leaders for
Volkswagen will be tempered by
recognition that the current crisis is
presumably a by-product of a
negative, corporate culture.
Internal promotions and
appointments would seem
inappropriate to government,
regulatory authorities, shareholders
and customers.
VALUE JUDGMENT
The inept actions of many
Volkswagen decision-makers beggar
belief. What were the real longterm advantages and benefits? Any
short-term beneficial outcomes
were, in reality, false economies.
Greater respect was needed for the
long-earned and justifiably
commendable reputation for
engineering excellence, reliability
and value which had long been
associated with the brand. A heavy
price has already been paid, and will
be paid well into the future.
7-ELEVEN ... ZERO
In Australia, the image and standing
of the 7-Eleven convenience stores
franchise network have been
figuratively trashed.
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Seemingly widespread, if not
systematic underpayment of
employees is inexcusable and
unjustifiable. The image of poor
treatment of “back-packers”, “short
term tourists”, casuals, Indian
nationals in particular, will have fallout in the international standing of
Australia, the local franchise sector,
convenience store operators at
large, corporate Australia and many
business operators.
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BUILDING INTEGRITY
There are four prevailing
dominant forces in the
marketplace. Each must be
addressed, positively and
proactively, being:
 Fear
 Risk
 Trust
 Integrity

We deserve better than that, and
should not suffer from the actions of
so few.

The innate fears and risks
associated with big lies will
mitigate against ever attaining the
exalted status of being trusted and
accepted for one’s integrity.

In recent times the 7-Eleven
Chairman, Chief Executive and Chief
Operating Officer have each stood
down or resigned.

Today, as forever, there are no
“white” lies or little fibs. Lies, and
their consequences, are big.

The Deputy Chairman on the Board
of Directors has been promoted to
Chairman. However, he has
reportedly been on the board for
some 16 years. Therefore, he was
present when the inappropriate
actions took place. It is not a good
look!
The same individual was the
National President of the Australian
Institute of Company Directors,
whose charter is to promote ethical
corporate behaviour and good
governance. He either “stood
aside” or was asked to “stand
aside”. Rightly so.
What measure of confidence will 7Eleven franchisees and the
disaffected, reportedly underpaid
employees feel?
He was also Deputy Chairman of a
publicly–listed national network of
motor vehicle dealerships. He
recently made public he is standing
down from that position. What has
not been publicly addressed is his
chairmanship of a transport
company. Actions do have
consequences.
Consideration must be given to the
interests and concerns of
shareholders, staff members,
suppliers, associates and clients of
that and other entities. The lessons
apply to all.
In the current global digital and open
marketplace there is, seemingly, no
place to hide.

There is much to commend the
virtues of walking the straight and
narrow line.
© Copyright, Barry Urquhart
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Editorial

Eliminating the
barriers to
professional
services growth
If you are managing projects or
delivering services to your customers
this is a great time for growth. Here’s
why, according to FinancialForce.com.
The market is in its third straight year
of steady growth. This is great news for
businesses that are prepared. But many
organisations are still facing real
obstacles in their growth path that
could be avoided.
How clearly can you see?
 Time being billed on projects and services
 Which projects your resources are working
on
 Billable and unbillable time and expenses
If you don’t have a clear view of any of the
above, you may be finding it difficult to keep
projects on track and your customers happy particularly when demand for your services is
high! This free eBook will show you how to
remove barriers to services growth.
Download the eBook »
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Andy Bounds

Questions are critical. This quick self-test will
show how yours stack up

“…good listening means we need
something good to listen to. And that
means we need to ask good questions.”

We all know we’re supposed to listen
to others.
That’s why we keep hearing
sentences like "There's a reason you
have two ears and only one mouth",
and the like.
But good listening means we need
something good to listen to.
And that means we need to ask
good questions.
But people don’t always ask good
ones.
Do you?
Here's a quick self-test:
1. When preparing for
presentations and meetings, I
know you’ll prep what you’re
going to say. But do you prep
what you’re going to ask, to
ensure the conversation
flows?
2. Do the people who you speak
with always tell you useful
information?
3. Do you ask questions others
haven’t heard before? (Trust
me, "What keeps you awake
at night?" isn’t one of them)
4. Do your questions lead
discussions to where you want
them to go? Or do you ask
things like "Any questions?"
which allow others – not you to steer the discussion. Or
not participate at all

5. Do you dig deep into their
answers, so you get past their
first, possibly superficial
answers - "Please could you
tell me more about that?",
"Why do you say that?",
"What impact would that
have?" and so on
6. Do you ever find that you
worked on something, only to
find out later that you’d
misunderstood the brief?
7. Do you sometimes ask
questions for the wrong
reason? For example, to:
 show how clever you are
 slow things down, or
 "do a Ron Swanson" from
the excellent TV show
Parks and Recreation. (If
you haven’t seen it, check
it out here – very funny)
I once heard someone say "Some
people listen and converse.
Others simply wait for their turn
to speak".
Which one are you?
Action Points
Here are some (hopefully good!)
questions for you:
 Which of the seven self-test
questions made you most feel
"Hmmm… I'm not sure I'm
good at that one"?
 What 1-2 simple changes
could you make, to improve in
that area?
 If you like learning by videos
(and isn’t the Ron Swanson
one funny?), here's how to

access loads of my hints and
tips on video
© Copyright, Andy Bounds

About the Author
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Lilach Bullock

10 Twitter Hacks to streamline your Twitter
marketing

I was recently having a conversation
with someone about the advanced
Twitter search, their response was
“what is that”? It is amazing how
many people don’t still fully
understand and leverage all of their
features. In this post we outline some
of the hacks that we use on a regular
basis to fully streamline Twitter to
ensure it’s as productive as possible.
1. Twitter Advanced Search
Twitter’s advanced search is just
that — advanced. There is a ton
of great information available from
simply searching. Some of the
features of advanced search
include: search based on a set of
given words, search for an exact
phrase, search for any or several
given words, search for something
that contains none of the given
words, search hashtags, search
based on any of Twitter’s dozens
of supported languages, search for
people from certain accounts,
search for people tweeting to
certain accounts, search for
people mentioning certain
accounts, search for tweets sent
near a specified location, search
for tweets occurring within a
certain date frame, search for
positive tweets, search for
negative tweets, search for
retweets and search for a whole
host of amazing things.

conversation that person has had
whereby they have given someone
their email. It’s a sneaky trick, but
will save you a lot of time, it’s
especially useful for blogger
outreach and what not.
2. Hashtags in your bio
At Comms Axis we don’t just
recommend using hashtags in your
tweets to optimise for success,
but also in your Twitter profiles
too. By putting them in your
Twitter profile your bio is a lot
more keyword optimised,

therefore if someone is searching
for a specific hashtag, you can be
found a lot more easily based on
those search terms. For best
results try to 3 or 4 hashtags in
your bio. For example mine is;
“Co-Founder of @CommsAxis
with@danpurvis. #Digital
#marketing #socialmedia &
#content agency. Get in touch
today! Proud mum.
#ZumbaTweets are mine”

One of the best things about their
search is being able to search for
people’s email addresses, just by
putting in their Twitter handle
followed by their email. Nine
times out of ten it will show a
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As you can see it is appropriately
optimised, it isn’t OTT, but at the
same time is concise and the most
relevant keywords are hashtagged.
3. Turn off notifications
If after reading our blog post
about how to get lots of relevant
Twitter followers you decide you
are being swamped with email
notifications as a result, turn them
off. Getting an email every time
you get a new follower is
annoying isn’t it? Head over to
your settings and change your
notifications settings, you can
even turn them off altogether if
you want.
4. Use keyboard shortcuts
Below is Twitter’s very own
keyboard shortcuts.
Some of these are really great for
saving time if you are rushed.
If you are not familiar with keyboard
shortcuts, in simple layman terms if
you hit “N” on your keyboard the
compose tweet button will appear.
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5. Create Lists
Want to turn your Twitter feed
into a streamlined and swift way
of accessing only the information
you want? Create a follow list.
According to Twitter, “A list is a
curated group of Twitter users.
You can create your own lists or
subscribe to lists created by
others. Viewing a list timeline will
show you a stream of Tweets
from only the users on that list.”
To do this simply click on your
profile → “More” → “Lists.” Or,
just type in “g” and “l.” Then click
“Create new list.”
6. Twitter’s Analytics
Twitter’s analytics is free so it
makes sense to take advantage of
it! Whilst it isn’t overly in-depth it
can tell you your overall
impressions that a single tweet
has made, profile visits, mentions
and your tweet highlights amongst
other cool things. Obviously we
would recommend that you use a
whole host of tools to analyse
your campaigns, but for real time
analytics on the go, it’s very
handy. See below for an example.

7. Tell Siri to tweet on your
behalf
If you have an iPhone then why not
tell Siri to tweet on your behalf.
You’ll need to add your mobile
number to your Twitter account.
You’re then able to perform certain
actions from following users,
marking a friend’s update as a
favourite and much more.
8. Upload videos
Yes photos are great for
engagement, but so are videos too.
You can only upload videos from
your smart phone (Apple and
Android). Alternatively you can use
Vine, which is owned by Twitter and
has great functionality with the
platform. Another option is to
upload YouTube videos, by
submitting a YouTube link, Twitter
should show the video preview.
9. Find out what lists you are
on
To gauge your popularity level, you
can find out what public lists you’ve
been added to. From your lists page,
click on “Member of.” Knowing
what lists you’re on gives you an
idea of how you’re perceived on
Twitter. Twitter lists are incredibly
useful as well as help increase your
visibility. The more relevant lists
you’re on, the better!

10. Embed Tweets
With embedded tweets you can
expand your Twitter conversations
to include more people from your
online community. You can take a
tweet/conversation and post it up
on your blog or website. You can
also share your tweets with a larger
audience. Embedded tweets let your
website visitors or blog readers
share conversations with their own
Twitter community by retweeting,
mark tweets as “favourite”, reply to
tweets and join in on the
conversation. You can also follow
the tweet author, view the tweet
author’s Twitter profile and check
out tweet replies by going into
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tweet date. To embed tweets click
one the three dots at the bottom of
a tweet, simply click embed tweet
and select the code Twitter supplies
and paste it into your code on your
website and hey presto!

January
June 2016
2015

Uplifting Service Book –
Group Discussion Guide

Conclusion
These tips can really help you
manage your Twitter marketing
more effectively as well as save time!
We would love to hear from you
what you use to streamline Twitter,
so please do share and leave a
comment below. If you have any
questions about Twitter or our
Social Media Management services,
which includes Twitter management,
then talk to us now!
© Copyright, Lilach Bullock

About the Author
Highly regarded on the world
speaker circuit, Lilach Bullock has
graced Forbes and Number 10
Downing Street with her presence!
She’s hugely connected and highly
influential serial entrepreneur – the
embodiment of Digital Intelligence.
Listed in Forbes as one of the top
20 women social media power
influencers and likewise as one of
the top social media power
influencers, Lilach is one of the most
dynamic personalities in the social
media market, she actively leverages
ethical online marketing for her
clients and for Comms Axis.
A business owner, social media
consultant, internet mentor and
genuine digital guru, Lilach is
consulted by journalists and
regularly quoted in newspapers,
business publications and
marketing magazines (including
Forbes, The Telegraph, Wired,
Prima Magazine, The Sunday
Times, Social Media Today and
BBC Radio 5 Live). What’s more,
her books have achieved No 1 on
Amazon for Sales and Marketing
and Small Business and
Entrepreneurship.

This complimentary Uplifting Service Discussion Guide will enable you
and your team to build a stronger and more sustainable service
culture. Key questions for each chapter encourage personal reflection
and dynamic group discussions.
Use this Discussion Guide to engage and align all the members in your team.
Together you will generate new actions to improve your service quality and build a
stronger service culture.
Endorsement from Paul Jones, CEO of the award-winning LUX* Resorts &
Hotels, who says:
“Contributing to our success is the Uplifting Service Discussion Group we host
digitally with more than 250 team members participating. Each month, we read one
chapter of Ron Kaufman’s New York Times bestselling book, Uplifting Service, and share
our best ideas with each other. This is a revolutionary way to generate new actions
to build a strong service culture.”
Download the Uplifting Service Group Discussion Guide now, from here

New Audio Books by Ron Kaufman
Ron Kaufman's bestselling books on service are now available as audiobooks. A great
new way to listen and learn while you exercise, cook, relax or drive. Download now
and listen UP!

Co-ordinates
Email: lilach@commsaxis.com
Web: www.commsaxis.com
Twitter: twitter.com/lilachbullock
LinkedIn:
http://uk.linkedin.com/in/lilachbullock
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Steve Tobak

Quit trying to be what you’re not
“Look, there’s absolutely nothing wrong
with being a steady guy who gets the job
done and is a good family man. But
there’s also nothing wrong with a woman
who is driven by passion, sometimes to
the extreme, and sometimes to her own
detriment.”

I had an academic frenemy growing
up. Since I started broadening my
horizons senior year of high school –
into sex and drugs and rock and roll,
to be specific – he sort of edged me
out. I’ll never forget how, in my
yearbook, he declared victory, citing
the old adage “slow and steady wins
the race.”
Did that bug my thin-skinned
teenage ego? Hell yeah. But I was
a slave to my emotions, which
were clearly pulling me in all sorts
of different directions, back then.
But unleashed into the wild after
college and grad school, I took
flight in the real world with a
vengeance and did pretty well for
myself.
While both my frenemy and I
started out as engineers, he is still,
ahem, an engineer. Don’t get me
wrong. I don’t feel in any way
superior. God knows, I’m still
more of an emotional mess than
I’d like to be. But that’s just me.
And I’m cool with that. I’ve always
been cool with that.
While I may have burned my
candle a little too brightly, even
burning out at times, that’s just
me. That’s what worked for me.
And it worked remarkably well …
for me.
The point is, slow and steady does
not win the race. But the reason
is not what you might think. The
reason is there is no race. I
sincerely hope my old friend is
happy and I have a very strong

suspicion that, deep down inside,
he is. So am I. We both won. I
won my way. He won his.
On stage with Bill Gates at a
historic All Things D (now
re/code) interview with Kara
Swisher and Walt Mossberg, Steve
Jobs said something about thinking
of everything in terms of Beatles
or Bob Dylan songs. I do the same
thing. And when John Lennon
sang, “Whatever gets you through
the night, it’s alright, it’s alright,”
he was right.
Not to shamelessly plug my
upcoming book “Real Leaders
Don’t Follow: Being Extraordinary
in the Age of the Entrepreneur,”
but that’s sort of the key message
of the book. Do what works for
you. Period. And quit obsessing
about what others say and do.
It takes a lot to really get me riled
up, and the one thing that upsets
me most these days is seeing
everyone clicking on gazillions of
posts on the personal habits and
productivity tips of the rich and
famous.
Let me see; how can I say this
diplomatically and with humility?
Wait, I know. Bullshit. It’s all
complete and total bullshit. Don’t
do that. Do what works for you.
And quit reading all that nonsense.
It’s not just a waste of time. It just
might cost you your one and only
chance to be somebody who
makes a difference in this world.
The world doesn’t need more
them. The world needs more you.

Look, there’s absolutely nothing
wrong with being a steady guy
who gets the job done and is a
good family man. But there’s also
nothing wrong with a woman who
is driven by passion, sometimes to
the extreme, and sometimes to
her own detriment. The only thing
wrong is being one or the other
and wasting your life trying to be
something you’re not.
© 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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Jenny Maddox

5 ways to influence important outcomes for
better results
“Seek first to understand: Understanding
the needs and desires of who you are
trying to influence is critical.”

Learning how to influence can have a
huge impact on your personal and
work life as it helps remove stress
levels as you get the outcomes you
want.
Within a business environment it
can lead to sales teams achieving
more sales with higher
conversion rates, managers
achieving more within a team
or marketing getting the right
marketing campaigns
launched successfully.
Below are 5 ways to influence
important outcomes to make sure
you get the results you want.
Seek first to understand
Understanding the needs and
desires of who you are trying to
influence is critical. A salesman
cannot match the needs of a
buyer if he doesn't first
understand their needs.
Similarly if a team member has an
issue or concern then you cannot
address and remove that barrier
until you first understand that
other persons’ position. Seeking
first to understand is one of the 7
habits of highly effective people
according to Stephen Covey in his
best-selling book.
Understanding is the first step to
influencing any situation
effectively.

Build Rapport, at the right
level
Rapport is having something in
common with someone else, and
it works at lots of different levels.
To be trusted and have your
ideas valued you first need to
build rapport at the level that is
appropriate to the situation AND
the relationship.
In her video about collaborative
consumption, Rachel Botsman
talks about the importance of
trust. Although this is more
focussed on building trust online,
the principles of gaining trust
before people buy into your ideas
and what you want to offer are
still vitally important.
Agree on the outcome at the
start
Wondering what the other
person is after is a real rapport
blower, and stops influencing in its
tracks. Just think of all those
unsolicited calls where the caller
says ‘I’m not selling anything. This
won’t take any of your time’ and
then goes on, if we allow them to,
to prove themselves wrong on
both counts.
From an influencing point of view
this gets us nowhere as it blows
rapport out of the water from the
word go.

Really notice what is going on
for the other person, and
respond to it
Sometimes we are so wrapped up
in our own message that we don’t
even notice that we have picked a
bad time, used insensitive language
or missed the point completely.
Don’t just focus on what the
other person is saying, but notice
everything else their body
language and tone are telling you
too, and rather than make
assumptions ask a question to
check you are reading the
situation right.
Be curious and flexible
It’s not going to go right every
time, but if you can see it as an
adventure and be curious about
how to do it better next time
then you’ll be learning lots and
stepping up your game. Resisting
the temptation to see it as the
other person’s fault can be hard,
but what we have control of is
ourselves and how we approach
things, so that’s the place to start
when it’s not going your way.
Be flexible, take a different
approach and have fun exploring
the outcome you get!
You now have the five key steps
for getting better results.
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The challenge is putting these
steps into practice and making
sure these habits are part of your
everyday life and routine!
© Copyright, Jenny Maddox

About the Author
Jenny has been working in the
field of building rapport and
influence for over 20 years,
working with organisations all
over the world.
Currently completing her book
"Coach Yourself to be Your Best"
Jenny is also the creator of The
Choose You Project, focusing on
her belief that personal
development is not about
changing who you are, but is
about understanding yourself and
choosing which bits of yourself
you use to achieve the best
outcome in any situation.
*This article was provided by The
Aziz Corporation, a very well
established senior leadership
coaching consultancy specialising
in executive coaching and bespoke
development around the theme of
leadership communications – for
both individuals and small groups.
Having over 30 years’ experience
of working with FTSE listed
businesses, its mission is to add
value to businesses by ensuring
their people are successful leaders
and effective communicators.
Expertise offered by The Aziz
Corporation includes leadership
coaching, team coaching,
presentation & public speaking
training, impact and influence skills
development and media training.

Co-ordinates
Khalid Aziz, Chairman
The Aziz Corporation,
1 Aziz Court, Parkhill,
Winchester, So21 3DS
Email: khalida@azizcorp.com
Tel: 01962 774766
Selina Van Laere, Managing
Director
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Martin Sayers

This is a very simple way
to improve your
marketing copy
This is a very short post about a very simple subject. But, if you
follow my advice, you can work wonders on your marketing
copy.
To sum it up, the most overused word in the English language is ‘that’.
It has its place, of course, but is often used unnecessarily.
By way of example, consider these two sentences:
The Theory of Everything is a film that you simply have to see.
The Theory of Everything is a film you simply have to see.
The second one is better – it is easier to read and shorter, thus holds the
attention more effectively.
So, look at your marketing literature and get to work on ‘that’. If a sentence
works without it, get rid of it. Your copy will be shorter, punchier and more
effective as a result.
© Copyright, Martin Sayers

About the Author
Martin Sayers is a UK copywriter and owner of copywriting agency MSCopy.
You can read more like this by signing up to the free MSCopy monthly
marketing tips
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Aki Kalliatakis

No company is untouchable anymore
“Worldwide, there are hundreds of examples
of scandalous behaviour. But companies are
no longer untouchable – the social media,
(and to a far lesser degree the traditional
media,) have lambasted organisations and
governments because of the whistleblowing
efforts of brave young people like Edward
Snowden and Julian Assange.”
Old Greek Proverb: “It is better to lose
an eye than to lose your
reputation.”
I really thought that the banking crisis
which has caused misery for billions of
people around the world was the
pinnacle of corporate stupidity. So I am
now astounded that the scandal of the
recent violation of trust by motor
manufacturer VW can still occur. Of
course, to be fair, VW is not alone. In
South Africa, just in the last few years
there have been allegations that
Hitachi, Tiger Brands, South African
Airways, the SABC, The police, Eskom,
and the SA Football Association have
also lied, cheated and/or paid bribes.
Worldwide, there are hundreds of
examples of scandalous behaviour.
But companies are no longer
untouchable – the social media, (and
to a far lesser degree the traditional
media,) have lambasted
organisations and governments
because of the whistleblowing
efforts of brave young people like
Edward Snowden and Julian Assange.
It is impossible to keep a lid on lies
and cheating. You can post your
version of events on your web-site.
You can release a press statement. It
doesn’t matter. By the time you
react, considerable reputational
damage will have been done. The
public will remember - you can’t
eradicate the damage with a
corporate statement. Trust has
broken down, and as citizens and

customers we have come to the
point where we don’t even trust the
news anymore.
VW currently faces a fine of up to
$18billion. Sadly, the promise of
“clean diesel” has now been
discredited.
The cost of such scandals, however,
is much more than a slight
inconvenience for wealthy
shareholders. (Billions have been
wiped off the value of the leading
company in Germany, and nobody
can predict how much will be lost in
class-action lawsuits, customer
compensation, and the possible
recall of 11 million vehicles.) But
with their reputation in tatters,
customers will look to alternative
rivals for greater certainty and
security for a very long time. After
all, they assume, if the company lied
about a relatively small thing, why
wouldn’t they lie about other
important stuff? No amount of PR
spin, charm and even heartfelt
apologies will delete the memories
of such disasters.
I feel much more sympathy for great
majority of good employees and
suppliers of these companies, who
will have to suffer public disdain, and
who, unlike customers, don’t have
an easy choice to just go elsewhere:
we know that morale will drop to
new depths, and I fear that massive
job losses loom. Even “Brand
Germany,” with its reputation for
the best possible quality, has been
tainted. And all because an immoral
handful of senior people thought

that they could get away with
dishonesty and cheating.
How does this happen? How can
executives in such organisations
even think that they can get away
with it? At the core of such
behaviour is the hubris of executives
in charge. (Hubris is defined as
excessive pride or self-confidence,
lack of humility, arrogance, conceit,
vanity, superciliousness, and a feeling
of superiority.
The message for business is simple.
You work in a goldfish bowl and the
whole world is watching.
Today it is customers who hold the
power, and they too will cruelly
punish companies if they think they
have been betrayed by chicanery.
Can companies and organisations
come back from such crises? Can
they rely on the previous loyalty of
customers who loved the brand?
Does scandal supersede brand
advocacy?
Perhaps an organisation can recover,
but it will require vast amounts of
meaningful communication and the
company will need to take extreme
measures to regain the breakdown
from the betrayed trust. Of course,
the fact that there was a full and
immediate confession, (rather than
denial and delaying tactics, or even a
war against “misguided media
perceptions,”) may help to start the
recovery, as has the immediate
resignation of CEO Winterkorn, but
these rituals will not be enough to
deal with the crisis.
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There’s not going to be a happy
ending for companies and other
organisations that face cataclysmic
damage to their reputation. If these
scandals mean that fearful executives
extensively debate how their
companies operate, and that leads
to a more ethical approach and
more integrity, that is positive. If
they get to fix chronic and
systematic problems that may be
ready to explode, that will also be
great.
If they realise that they must stop
lying to their customers, and avoid
creating a “Yes, sir. I was just
following orders” culture through
the use of fear and intimidation that
will be wonderful. But I’m not too
optimistic that this will happen,
because there will always be “the
last guy,” who will be blamed.
Certainly there will be a new level
of business scrutiny by governments
and other watchdogs. And if it
hastens the demise of petrol and
diesel powered cars for research
and development into alternative
sources of energy, that can only be
an excellent thing.
© Copyright, Aki Kalliatakis
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customized service and loyalty
strategies and lectures at executive
development programmes for a
number of business schools of both
local and international universities,
though he believes practical ideas
are more important than academic
theory. He adds value at training
programs in Africa and around the
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John Stanley

The best retail
book I read in
2015
I realise that is a sweeping statement, but I do believe this is the best retail
book I read this year: Retail Marketing Strategy…Delivering shopper delight by
Constant Berkhout and published by Kogan Press.
The title tells you what the content of the book is about. Constant has worked with
retailers in Europe and the Americas and has a clear understanding of the challenges and
opportunities that are there for retailers at present. I like practical books that can help a
business improve sales and I found loads of ideas and clear thinking in this book.
Expect a few challenges as you go through the book, especially on your traditional thinking
when it comes to “impulse” sales and category management.
The message throughout the book is: What makes your shoppers happy in your store? A
challenging question that I guess many retailers could not answer. This is not just about
human engagement, but product assortment that avoid customer stress, the use of music
and scent and category placement.
There are loads of tips in this book, I will leave you with these:

Shoppers prefer rounded gondola ends

Relays should be no more than 7 metres long before there is a gap or visual break

Shoppers prefer to see a woman and child smiling on promotional posters

Smiles on peoples face on posters make customers smile

Include “touch” moments in the store
The book covers Loyalty cards and their role as “Thank you‘s” rather than discounts,
shopper driven assortment management choose east retailing and much more. If there is
one book to read from 2015 this is it.
© Copyright John Stanley

About the Author
John Stanley is a conference speaker and retail consultant with over 20 years’ experience in
15 countries. He regularly contributes to retail magazines around the world and has coauthored several successful marketing and retail books including the bestseller Just About
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Co-ordinates
Mail: John Stanley Associates
Chestnut Brae, PO Box 200 Western Australia, 6275
Tel: (+0061) 8 9293 4533
Fax: (+0061) 8 9293 4561
Email: info@johnstanley.com.au
Web: http://www.johnstanley.com.au
See John in Action
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Brad Smith

12 inbound marketing campaign shortcuts to
launch in record time
“The primary goal of any inbound marketing
campaign is easy – you want to attract
awareness. So if you want to reach the most
people possible, then it needs to be free and
easy to share."

The best inbound marketing makes
other people find you.
In this case, joining all of the Twitter
chats in the world won’t help.
Investing in “marketing assets” is a
better strategy. Because you’ll
invest in something once and get
paid back over time with traffic,
social media followers, links for
SEO, and potential customers.
Instead of wasting time doing the
easy stuff, like tweeting to an
empty room, that doesn’t get you
any traffic or customers…
Try this instead. Here’s how you
can create an inbound
marketing campaign.
Plan Your Attack
This is guide will set you down the
path of creating your own
inbound marketing campaign, from
start to finish, in only 3 weeks.
Usually the next question that
pops up is…
“What if it takes me longer than one
week for a section?”
Don’t let it! Strip your elaborate
idea down to the core so you can
get it out the door as soon as
possible.
You have to test and experiment
to find tactics that work. And this

is just another one. So keep it as
simple as possible. Don’t let grand
ideas and bold ambitions slow you
down during your first campaign.
Give Your Campaign an
“Anchor”
Before doing anything, you need
to start with a goal.
The goal you pick will act as an
anchor that brings order from
chaos. And it will simplify your
decision making when you need
to choose between conflicting
options.
The primary goal of any inbound
marketing campaign is easy – you
want to attract awareness. So if
you want to reach the most
people possible, then it needs to
be free and easy to share.
Here are a few example metrics
you can use to gauge success:
Links (for SEO)
Given the complexity of the web,
links are the road between
different pages. Search engines are
then able to determine how pages
are related to each other.
Furthermore, according to Moz:
Thanks to the focus on
algorithmic use and analysis of
links, growing the link profile of a
website is critical to gaining
traction, attention, and traffic
from the engines. Link building is

among the top tasks required for
search ranking and traffic success.
Shares (for social media)
Salesforce recently released the
top 40 inspirational quotes from
SEO experts, and Jim Yu, CEO of
BrightEdge, mentioned how
important it is to always keep
social media in mind. Yu states:
Social media marketers should
partner with their SEO
counterparts and by doing so they
will be able to find success by
focusing on the content that fuels
social media activities, while
simultaneously analysing trends to
increase opportunities and
maximize impact.
Visits & Pageviews (for
traffic)
What is the difference between a
visit and a pageview?
The moment someone pulls up
your website it becomes a visit in
Google Analytics.
On the other hand, a page view is
when someone visits your site and
continues to a different page
within your site.
You get the idea. The important
point is to identify – before you
even start – the targets you’re
trying to hit and then what
metrics will tell you if you’ve
reached your goal.
But…

18

Better Business Focus

There’s another problem we need
to address before you begin.
Most people will not want to
share your commercial site,
commercial message, commercial
content, or commercial tool.
Nothing kills social media activity
faster than a sales pitch. [Click to
Tweet]
But you have to sell at some
point! That is your job after all.
So what’s the solution?
The Essential Components of
“Shareable” Content
“Shareable” content is the easiest
to promote, because the
“promotion” part (that usually
isn’t thought through until the
very end) is baked in from the
beginning.
This content must have an
interesting hook that grabs
people’s attention and keeps them
interested. It acts as the “bait”.
Then once you have their
attention, you can introduce
related offers or “sales” content.
Here are some of the qualities
your “shareable” content will
need:
→ Insanely Useful / Utility: If it
doesn’t provide some use or
immense benefit then it probably
won’t be interesting enough.
→ Alleviate Pain Points:
Typically, the most useful things
solve your customers’ pain points.
→ “Evergreen” or Timeless:
Don’t waste time chasing new
stories or limited content. This
should still be relevant for years
to come.
→ Branded: Branding your
offering will make it unique, stand
out from the others, and improve
how people remember it.
→ Promotable: How easy will it
be to promote this idea? Make
sure it’s easy-to-understand,
valuable and appealing to
the right audience.
→ Frictionless Sharing:
Make this extremely easyto-share by removing every
possible step or barrier for
people.
→ Mass Appeal: Finally,
you need to broaden your
target market and create
something that will appeal
to a mass audience. These
people might not even be
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your direct customers. But you
need to identify the right people
who will share you stuff.
The One Thing that Will
Have the Biggest Impact on
Success
What is your offer or “shareable
content” going to look like?
If the idea is good enough, then it
can probably take several different
forms. But it you choose the
wrong format, then it won’t have
the desired impact.
Ask how your audience wants to
consume this content. And pick a
form that supports your idea the
best.

PayScale Infographic
In just 2 years, infographic search
volumes have increased by over
800%.

An infographic is an extremely

For example, infographics
usually require a lot of
research and data. So if
you don’t have either,
then an infographic
probably isn’t the best
format choice.
Here are a few other examples
you can choose from:
 Special report or guide
 “Viral” article
 Videos
 Email series
 Research
 Tools
 Software
 Calculators
Here are some good examples
that are more elaborate:
HubSpot’s Marketing Grader
What’s your marketing grade?
The average grade is 45. Are you
better than that? Join the elite
140,000 companies that take the
time to grade their marketing
efforts.

successful marketing tool because
90% of information transmitted to
the brain is visual and over 65% of
the population are visual learners.
By turning complex information
into visual content, your audience
is able to easily understand and
quickly consume the information
that you are trying to explain.
New York Times “Buy vs.
Rent” Calculator
The choice between buying a
home and renting one is among
the biggest financial decisions that
many adults make.
Calculators are a great marketing
tool that can be set up to
promote your company, while
simultaneously answering an
important question that your
buyer persona may have.
Don’t stress about the quality at
this stage.
Just start with
something
simple, see if
people like it,
and then invest
more if it takes
off.
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How to Get Started with
Your First Campaign
You might already have several
ideas. Or you might be stuck
because you’re not sure where to
start.
Here’s how you should pick the
winning idea to move forward
with.
Write all of your ideas down on a
piece of paper or on spreadsheet.
Now give them a grade, using a
simple 1 – 5 point system, in the
following areas:
 Cost to Invest (Time, Money,
Energy)
 Difficulty / Time to Finish
 Usefulness / Appealing
 Promotability / Ease of Sharing
Ideally, one of your ideas will be
all of these things (relatively
inexpensive, not too difficult to
finish, extremely useful and easy
to share).

Next Steps
Start planning and brainstorming
the “inbound marketing asset”
you’re going to create over the
next week. Make sure it will
appeal to a wide audience and will
be a “timeless” addition to your
site.
Soon we’ll discuss how to
promote your new offer and gain
widespread distribution.
But before we get there, you’ll
need to learn how to organize and
structure an offer so that you’ll
receive the best bang for your
buck.
You can’t just put it on your site
and hope for the best. The best
campaigns are engineered to
succeed from the beginning.
The 5 Small Elements Every
Failed Marketing Campaign
Plan is Missing
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Every business can use an inbound
marketing campaign to get more
traffic and business.

to crawl and index your site. And
it’s also easier for users to
navigate.

These are “marketing assets” that
you invest in once, and they
appreciate in value over time.

A good rule of thumb is to keep
important pages within 3 clicks
from the homepage. [Click to
Tweet]

But they don’t always
succeed.
People create a campaign, launch
it, and it fails to get attention.
Why?

But it’s easy to forget about this,
and unintentionally bury
important pages or posts. For
example, a typical website
architecture looks like this:

Because they usually skip a step.
Why Every
Marketing
Campaign Plan
Needs a Solid
“Foundation”
Many marketing campaigns fail in
the long run.
They get traffic and attention for a
few days, and then it fades away –
never to
be heard
from
again.
The
reason is
because
people are
too
focused on the short-term.
They’re in such a rush to meet a
deadline or come under budget
that they sacrifice the “less
important” elements (because it
may not have an immediate
payoff).
But these small elements are what
make your campaigns timeless.
And you’ll receive value from
them in the weeks, months and
years to come.
Here are a few small elements
that will give your marketing
campaign a “foundation” for
success.
Create a Flat Site
Architecture
“Site architecture” is a fancy way
to describe how your website is
organized.
For maximum SEO value, you
want to organize the individual
pages in a flat hierarchy. This
makes it easier for search engines

This common tree-like hierarchy
has “parent” pages (like About,
Services, Blog, Contact), and
“child” pages (like individual blog
posts).
You can avoid burying your
“linkable asset” by putting in a
page, not a blog post. And place it
just off the homepage as it’s own
“parent”, not as a “child” under
any others.
Finally, you should also link to it
directly from the homepage to
make sure both people – and
search engines – can easily find it.
It doesn’t have to be from the
main navigation. But you can use
sidebars, body copy and footers
to link directly out.
Use a Relevant, Long-Tail Key
phrase with Clean URL
Now you need to target key
phrases that (a) people are
searching for, and (b) are relevant
to your site.
But you need to find the sweet
spot that will bring you traffic, but
also aren’t too competitive. (Most
small or new sites can’t compete
for the most popular key phrases.)
The easiest, free tool to use is the
Google Keyword Planner. You
simply enter in some phrases that
describe the page, and it will
recommend other ones to choose
from.
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Note: Please understand that these
numbers aren’t very accurate. So
you’re looking for relative positions,
not absolute data. And make sure
you switch from “Broad Match” to
[Exact Match] so it’s more accurate.
Look at the “Local Monthly
Search Volume” column to find
long-tail key phrases that are
longer and more descriptive
phrases. These less competitive
key phrases will be easier to rank,
but you’ll also get more targeted
traffic because these people are
searching for that exact phrase.
Here are some good rules of
thumb I’ve found, depending on
the size of your website or blog.
These are just rough estimates,
but they should provide a good
range of possible key phrases to
choose from.
 New/Unestablished: You
should look for key phrases
with around 0 – 500 local
monthly searches.
 Established/Growing: You
can look for the 500 – 1,000.
 Big/Popular: You can target
even key phrases 1,000+
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possible, and avoid unnecessary
words or number strings.

here’s a cheat sheet we created
for more information:

#4. Sub-Header Tags: Use subheaders to break up the text or
differentiating other sections. So
you would write it as: < h2
>Keyphrase… < /h2 >

Write “Attention-Grabbing”
Headlines
It doesn’t matter how good your
content is if no one reads it.
Your headline or title is one of
the most important aspects of
your content. It may sound
simple. But it can make-or-break
you. The difference between a
post that goes viral, and one that
falls flat on its face.

#5. Internal anchor text
linking: You should always
internally link to other
posts/pages on your site. When
doing this, it is “best practice” to
use the specific keyword phrase
as your link.
#6. Tags: Tags are what your
users are searching for within
your website. So it’s smart to put
the keyphrase there as well. You
can also include any other related
words that may be appropriate
for your user’s searches within
your site.
#7. Image ALT attribute:
Always use images in your posts.
When inserting an image, you
should put the specific key phrase
in the “ALT Attribute” section.
If you’re using WordPress, then

And in a few months from now,
when people scan the search
engine results, your headline
needs to grab their attention and
get them to click through.
The best headlines need to
emotionally connect with your
audience.
Here are some amazing examples
from Headline Hacks by Jon
Morrow.
 Threat – i.e. The Shocking
Truth about (blank), How Safe
is your (valuable
person/object) from (threat)?)

Optimize the Page with Your
New Keyword
Optimizing a page or post refers to
strategically placing the key phrase
in specific places. Here are 7 areas
you should start with:
#1. Title: When crafting your
headline for search engine
purposes, try to fit the key phrase
in towards the beginning. You
need to balance the best headline
with being as descriptive as
possible.
#2. Meta Description: The
meta description is the brief intro
to your article, just below the
headline, in the search engine
results. Key phrases in the meta
description don’t help you rank
higher. But when people use that
key phrase, it’s given extra
emphasis. You should also use
good copywriting in the
description to try and increase
your click-through-rate (CTR).
#3. URL: Use the key phrase in
your URL to give a clean,
informative URL structure for
both people and search engines.
Try to keep it as simple as
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Zen – i.e. The Minimalist
Guide to (Aggravation), Can’t
Keep Up? 11 Ways to Simplify
Your (blank))
Piggyback – i.e. The (world
class example) Guide to
(blank), What (world class
example) Can Teach Us about
(blank))
How-To – i.e. How to
(blank) without (objectionable
action), How to (blank) —
The Ultimate Guide)
Mistake – i.e. Do You Make
These 9 (blank) Mistakes?,
Don’t Do These 12 Things
When You (blank))
List – i.e. 7 Ways to (do
something), The 5 Laws for
(blank))

Use a CTA to Get People to
Take Action
Finally, the Call-To-Action is what
you want someone to do. It’s the
“next step” you want them to
take.
Why are you doing this inbound
campaign in the first place?
 If you want awareness, then
maybe you want people to
share it with their friends, or
embed the content on their
own site.
 If you want leads, then you
should include opt-in forms
and talk about the benefits or
incentive to join.
You should always emphasize one
primary call-to-action for the best
response rates.
You can do more, but don’t
overwhelm people with too many
calls-to-action because it actually
backfires. Studies have shown that
too many choices turns people
off.
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audience and get you more traffic,
links and leads.

your campaign has to be
“shareable” in the first place.)

And now you know the 5 small
elements that will cement your
long-term success. So your
campaign will actually gain value
over time and your marketing
ROI will soar.

But don’t stop there. You need to
give them an offer they can’t refuse.
How?
With an incentive.

The final
section will
discuss how
to distribute
your campaign
and promote
it to reach the
widest
audience
possible.
Marketing
campaigns
don’t just “go viral”.
And you can’t just slap
promotion on at the
end and expect
excellent results.
In fact, all of the hard
work should be done before you
even try to promote your
campaign.
Success should be engineered
from the beginning.
And then when it’s time to launch,
all you have to do is get the
message out.
Here’s how.
Why Would Someone Share
Your Content?
People don’t share something
because of how good you are.
They share it because it benefits
them in some way. (That’s why

But the type of incentive should
match your business.
There was an article a few years
ago about how the Ritz Carlton
hotel brand refused to offer
discounts or price breaks a few
years ago during the height of the
recession. They said they would
rather go bankrupt because it
would be better than killing their
brand value.
But on the flip side, priceconscious customers probably
won’t care about things like
“priority access” or “exclusive
content”.
And your marketing campaign
plan should make sharing easy and
frictionless. So when you’re ready,
then it’s time to take action.

Here’s an example from
software company
HubSpot, and their
Marketing Grader. Notice
that they actually have
three CTAs, but they use
sizing, placement, and
emphasis to prioritize
your choices.
Next Steps
We discussed how to
create an inbound
marketing campaign that
will appeal to a wide
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Serendipity is NOT a
Promotional Strategy
Serendipity is a great way to get
traffic, links and social media
mentions.
People love your content so much
that they feel compelled to share
it on their own.
But you can’t just hope for the best.
In advertising, there’s a concept
called media planning:
The process of selecting media
time and space to disseminate
[advertising] messages in order to
accomplish marketing objectives.
So in other words, you need to
take specific actions to push your
messages out.
You identify, ahead of time, how
and when you’re going to promote
your new campaign. It’s easy to
plan with Google Calendar, a
spreadsheet, or Basecamp if
you’re working with a team. You
can coordinate each action to
build on the last, so you’ll get the
maximum results for the minimum
effort and investment.
And you should always start by
seeding your campaign.

January
June 2016
2015

best, most loyal customers. But
under 20% even knew they had a
Facebook page.
So you can’t assume your existing
members know about your social
networks or blogs. There’s usually
little overlap between different
channels, because people have
their own unique preferences.
Some might like emails, while
others would rather use
Facebook.
The other thing you could do is
use your existing marketing assets
as a bargaining chip.
For example, look for other
strategic partners who have
influence and can help you
promote your new campaign to
the right audience. Maybe it’s
another complimentary business,
or perhaps it’s an influential
blogger. And in exchange, you will
promote them to your own
audience. This is really effective,
but you obviously have to be
careful about who and how you do
it.
Because the most vital asset you
have is your current customer’s
trust and goodwill. [Click to
Tweet]

Both of those strategies are OK.
More of a necessary evil. But
they’re passive and not very
effective.
So here’s what you should do
instead.
A month before your campaign
goes live, hire a virtual assistant
on Upwork to research a list of
bloggers and journalists (this
shouldn’t cost you more than
$20).
Now go to their websites and
familiarize yourself. Follow them
on Twitter and watch what they
talk about. Your goal is to
monitor and interact with them
over time. That way when you
finally reach out to promote your
campaign, you’ll already have a
warm relationship.
And remember that the key to
finding interesting content ideas is
to branch out and focus on
different aspects of your topic.
When you broaden your scope,
then you can even target several
different verticals. For example,
let’s say you want to raise
awareness for your hotel’s new
campaign.

How to “Seed” Your
Campaign
The goal of seeding your campaign
is to reach enough people at the
beginning so you’ll reach a
tipping point and your message will
spread itself.
Here are 4 different ways to seed
your next campaign.
1. Use Your Existing
Resources: First, start with your
own marketing assets.
How many people could you
reach right now if you promoted
the campaign to your:
 Website traffic
 Email database
 Social networks
 Offline methods (foot traffic
from your location,
promotional materials, etc.)
This might sound obvious. But you
can’t assume that there’s much
overlap between these channels.
For example, we sent surveyed a
client’s email database of 400,000
people. These are the company’s

2. Get Press: The second step is
to find journalists and bloggers
who will cover your story. And
that’s all journalists care about.
If you made your campaign
“shareable”, then your story
should be easy to find.
So start with online press release
distribution services like PRweb.
You can also monitor services like
HARO (Help A Reporter Out).

So don’t just think about travel
blogs. Can you come up with a
story for mothers and their
families? Then look for mom blogs
in the area and offer them a free
room (in exchange for a review).
You can also hold a Meetup for
local bloggers in your restaurant,
and give them discounts on food
and drink.
Just be creative and you can come
up with all types of angles, which
will help open up possibilities of
who to reach.
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And you don’t have to stop
there…
3. Find Syndication Partners:
PayScale syndicated their
infographic on Mashable and it
received over 2,900 Tweets, 999
Likes, 1,700 LinkedIn shares, and
901 Pins.
Syndicating basically means to let
other people have your content
for their own site. You can write
content specifically for them, let
them embed your video or
infographic, and more.
It’s a great strategy because it
gives the blog or media property
great content (that they don’t
have to worry about creating),
and you can control the message.
But what if you don’t have the
internal resources to create new
content for several different sites?
Repurpose your existing campaign
material.
 Turn old content into a new
format (like presentation to
blog post, and vice versa)
 Compile individual articles
into a numbered list summary
 Mix-and-match different
elements of related content to
give a new twist
 Use the “Hub-and-Spoke”
method to write follow ups,
additions, and summaries on
other sites.
 Have other people add to
your content by getting
interviews from other
stakeholders
So it’s OK if you don’t have a big
audience already. You just need to
find people who do, and give them
a reason to publish your material.
4. Create Your Own Buzz:
Finally, you should always try to
create your own excitement and
press. [Click to Tweet]
One of the easiest, and most cost
effective is to use a contest. Use
your own products and services
(or partner with others to create
“bundles”), sign up for a simple
tool like Contest Domination, and
promote the contest as a way to
draw attention to your new
campaign.
For example, let’s say you want to
design an infographic…
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Then hold a contest to find the
infographic designer – before you
even start the real campaign. That
will give you a built-in, engaged
audience that will help you share
it eventually.
Or you can hold a contest for the
official, winning infographic. So
you have different designers
submit their samples and have
your own customers rate them.
And of course, there’s always
advertising.
Social media advertising is a great,
inexpensive option if your
campaign is already appealing.
That means you can get cheap
traffic because people will already
be interested in your campaign.
And social advertising specifically
gives you several unique benefits.
It lets you see exactly what target
customer segments are sharing
and active, you can get free
“earned media” when friends-offriends discover your campaign,
and the increased social sharing
and links will improve your
campaign’s off-page SEO factors.
Conclusion
If you expose your message to
enough people ahead of time,
then it will take off.
But you need to be the one who
makes the first initial effort.
Because inbound marketing
doesn’t just happen on its own.
You have to engineer success
before you even start.
That means finding your
campaign’s story, and identifying
what makes it interesting or
appealing. Then pick the best
format to give you more options
when you go to promote it. And
making sure all the small details
are in place so your campaign will
be a marketing asset that
appreciates and gains value over
time.
Then when you finally go to promote
your campaign, all of the hard work
has already been done. You just need
to get the word out.

© Copyright, Brad Smith

About the Author
FixCourse is an online publication that
teaches organizations how to grow
using internet marketing. Their free
weekly email newsletter will teach you
how to get more traffic, leads and
sales. Visit:
http://fixcourse.com/newsletter/ for
details.
FixCourse was founded by Brad
Smith. Brad is an entrepreneur and
digital marketing consultant who has
worked with clients in a variety of
industries including software,
insurance, real estate, journalism and
travel: everything from start-ups to
the Fortune 500.
Brad has an MBA in Entrepreneurship,
and a BA in Finance and Marketing.
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Twitter:
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You can’t ask
customers what they
want and then try to
give that to them. By
the time you get it
built, they’ll want
something new.”
- The late Steve Jobs,
CEO of Apple
The difference between
sales and marketing is
that marketing owns
the message and sales
owns the relationship.
- John Jantsch,
Author of Duct Tape
Marketing

And it will take on a life of its own.
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Peter Thomson

“Certainty – v – Passion”

Certainty – v – Passion There is a
difference.
And…
In its rightful place ‘certainty’ works
fabulously.
But – in its wrongful residence – it’s a
dog that’s rolled in stuff it’s wise not
to roll in. Whew!
Now passion is equally powerful,
persuasive and peculiarly pleasing
to use in our communications
Again…
‘Overly passionate’ can kill the
moment rather than add a piquant
sauce of expectancy
I see this ‘certainty’
misplace…
In the sales conversations of the
unwitting users of it
“Too early for so much sureness”
“Too soon for that level of
certitude”
“Way too premature for ‘I’m
right’ –“
Far better…
To season the conversation (a
two-way street walked by the
cognoscenti) with a dash of
‘might’; a sprinkle of ‘maybe’; a
soupcon of ‘perhaps’…
That’ll bring the ingredients
together for a meeting of minds
rather than a scepticism of one
Now for sure…
There’s a time and place for
everything

A season to be circumspect and
an occasion to be firm and even
prescriptive
But…
Way after, way, way after
understanding of the problem or
opportunity to be solved or
capitalised.

personal success via audio and
video programmes, books,
consultancy, seminars and
conference speeches. With over
60 audio programmes written and
recorded he is Nightingale
Conant's leading UK author.

Let’s have ‘certainty’ in its proper
place.

Peter Thomson International Plc
P O Box 666
Royal Leamington Spa
Warwickshire
United Kingdom, CV32 6YP
Tel: 01926 339901
E-mail:
action@peterthomson.com
Web: www.peterthomson.com

So what about ‘passion’?
Is there a time for it to be
suppressed?
Seldom.
It’s engaging
It’s connecting
It’s emotion-inducing
It’s tingling
It’s… everything!
Off to be passionate – you too?
Go on then...
PS: Any quotes, questions, quizzes
or thoughts to
peter@tgimondays.com
© Copyright, Peter Thomson

About the Author:
Peter Thomson founded Peter
Thomson International Plc to
provide a variety of products and
services to help business people
grow in sales, marketing and
communication skills. He is now
regarded as the UK's leading
strategist on personal and
business growth. Peter has
concentrated on sharing his
proven methods for business and

Co-ordinates:

There is no greatness
without a passion to
be great, whether it's
the aspiration of an
athlete or an artist, a
scientist, a parent, or
a businessperson.
— Anthony Robbins
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Paul Matthews

Good or bad manager - what's the difference?
“Bad managers focus only on the 'How'
to avoid questions about their decisions.
Good managers welcome questions and
dialogue.”

I was chatting recently with someone
about what makes a good or bad
manager. Here are some things we
came up with...
Good managers talk about the big
picture and are free with
information, treating people like
adults.
Bad managers dole out information
in pieces that they think their
'children' can handle.
Good managers talk about the
'Why'.
Bad managers focus only on the
'How' to avoid questions about their
decisions.
Good managers welcome questions
and dialogue.
Bad managers discourage questions
and often see them as a challenge to
their authority.
Good managers hire smart people,
and push them and challenge them
to grow.
Bad managers don't like the
challenge of smart people around
them.
Good managers communicate
regularly and authentically, in good
times and bad.

Bad managers communicate
inconsistently and it is often negative
feedback or 'bad news'.
Good managers delegate tasks, and
then make sure people have what
they need to do the tasks.
Bad managers delegate lots of tasks
at once, and then leave the scene.
Good managers tell people their
expectations clearly and directly.
Bad managers make assumptions
and leave people guessing about
their standards and expectations.
Any of those resonate with you?
Have you seen them in action?
If you think about it, all the above
management behaviours are good or
bad because they affect motivation.
Here are some tips on what makes
us motivated.
My best wishes,

Paul is a regular speaker at HR and
L&D events and exhibitions covering
topics such as harnessing the power
of informal learning, capability at
work, workplace performance, and
how L&D can be effective in these
tough times.
Paul is the author of Informal
Learning at Work: How to Boost
Performance in Tough Times, praised
as ‘a thought provoking practical
book with ideas and insightful
examples which challenges us all to
embrace informal learning’. The
book explains how companies can
harness the power of informal
learning using practical advice from
workplace learning experts and
practical examples and case studies
from around the world.
His 2014 book Capability at Work:
How to Solve the Performance Puzzle
has also been widely acclaimed as a
‘must’ for anyone in HR or learning
and development.

© Copyright, Paul Matthews
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Address: People Alchemy, Alchemy
House
17 Faraday Drive, Milton Keynes,
MK5 7DD
Tel: +44 (0)1908 325 167
Email: info@peoplealchemy.co.uk
LinkedIn:
www.linkedin.com/company/peoplealchemy
Twitter: twitter.com/peoplealchemy

Paul Matthews is People Alchemy’s
founder and managing director.
Paul’s key skill is in making the ideas
come alive with stories, and making
sure his listeners receive practical
tools and tips to take away and
implement.
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Dr. Andrew Shatté

5 ways to cure chronic procrastination
“Here’s how to start redirecting your
energy from mood-fixing, goal-derailing
activities and get yourself back on track.”

Here's how to start redirecting your
energy from mood-fixing, goal-derailing
activities and get yourself back on track.
New research from Stockholm
University has confirmed that
procrastination isn’t just a timemanagement issue. In this study,
researchers found that emotional
reasons are often a trigger for
procrastination, and some people
claim they purposely leave things to
the last minute because they work
better under stress, but that only
feeds into their stress.
This all underscores what I’ve known
for years: What we think has a
profound effect on what we do--even
whether or not we put things off.
Negative emotions are caused by
negative thoughts that derail your
ability to get things done, because
faced with the thing you should do
(clean the garage, write the proposal,
apply for the job), you are so daunted
or intimidated or tired that you’ll
revert instead to tasks that you want
to do--the feel-good activities (check
Facebook, watch TV, lie down)-assuming you’ll feel better later to
tackle the hard thing. Except this
doesn’t happen. You feel worse after
having put it off!
And this is also why all the timemanagement techniques in the world
haven’t done the most chronic
procrastinators any good: because the
pain of doing the thing seems greater
than doing, well, almost anything else.
You know what does help? Shifting
your thinking, and therefore your
mood, so that you are less likely to

put off the things you need to do-which is what we teach people at
meQuilibrium.
Here’s how to start redirecting your
energy from mood-fixing, goalderailing activities and get yourself
back on track.
1. Get to the Root Cause
First, you have to understand and
identify what you’re trying to do and
what is holding you back. What
feelings crop up when you attempt to
write the proposal or have a difficult
conversation? What do you fear could
happen if you actually do it? What’s
the worst-case scenario? For many, if
not most, anxiety is to blame. The
anxiety of botching the job or not
getting it done leads us to put it off
until, ironically, we can’t get it done
well or done at all.
2. Reward Instead of Avoid
If your mood plummets at the
prospect of taking action, your
tendency, as Carleton University
psychology professor Timothy Pychyl
says in a recent Wall Street Journal
article, is to heal your mood first. This
is how you end up in the Facebook
vortex. Instead, tell yourself that doing
something, anything, will yield a
reward--later. Think of it as
procrastinating the fun stuff.
3. Watch for Icebergs
You have a whole bunch of ideas
about how the world works and
should work that have gradually
formed in your head, beginning when
you were very young--but you’re
barely aware of them, since they’re

sunk below the surface of your
consciousness. We call them iceberg
beliefs, and they can be a problem,
because you’re likely unaware of how
they’re affecting your thinking. One
example of an iceberg belief at play
with procrastination is, “I should get
everything perfect” (sound familiar?).
This need to have things a certain way
before you take any action will stunt
your progress and keep you stuck.
How do you know you’re dealing with
an iceberg? The signs include words
like “I should” or “I must” zipping
through your mind.
4. Change Your Thinking
The way you perceive a situation will
determine how you respond to it--and
ultimately, what you do. What
happens to many of us is that we get
stuck in thinking traps, or ways of
thinking that leave us no way out or
forward.
If you think, “This project is too hard,
I’ll never get it done,” you may be a
magnifier and minimizer, making the
more challenging aspects of a job way
worse while minimizing the benefits,
both of which kill your motivation.
Instead, say, “This is a challenge but
it's doable, and the rewards of even
getting started are well worth it.”
If you think, “I could never do this on
my own,” or, “I’m just never good at
this kind of thing,” you’re likely a
personalizer or over-generalizer,
which points to low self-esteem.
Because you don’t believe you are
capable of doing it, and you tell
yourself that, well, you believe it, and
your fear becomes your reality.
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Instead, say, “What I’m attempting to
do wouldn’t be easy for anyone. Who
better than me to take it on? Who
else but me is even willing to take it
on?”
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Paul Sloane

Don’t choose
the Least Bad choose the
Best Possible

If you think, “Nothing ever works out
for me,” or “I don’t have what it takes
to get this done,” then you have a selfdefeating explanatory style. You see
situations as unchangeable, and if you
believe that, well, you can see why
you wouldn’t bother attempting to do
anything. Instead, say, “Every project,
no matter how big, has a beginning,
and this is it.” Find one part of the
project you know you’re good at and
start there.
5. Reframe It
The pain of doing a tough thing now
pales in comparison to the pain of
regret later if you didn’t even try. Ask
yourself, what do you stand to lose by
not doing it? How will your life, your
career, your relationships suffer as a
result of inaction? Remind yourself
that it’s not just about how hard this
or that task is--it’s about putting real
effort into a thing you care about. And
I promise you, there’s no better
reward than that.
So next time you find yourself putting
off a major task, find the root of the
problem, shift your thinking, and
reframe the obstacle. You’ll find
yourself checking things off your to-do
list, and enjoying down time much
more.
© Copyright, Dr. Andrew Shatté
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I heard Phil Libin (that’s his picture on the
right) speak at the FT Innovate conference
in London. He was a founder of Evernote
and now works as a partner at General
Catalyst who manage venture capital funds.
He explained that when we compare different
opportunities there is a natural inclination to select
the least bad. This is because the primeval part of the
brain is programmed to assess risk and to value the
reduction of threat above opportunity.
When your ancestors were cavemen, it was more important to avoid falling into a ravine
than to leap it in the search for food. So when we see two proposals we often discount
the one with the greater risks and difficulties. But this can be the exact opposite of what
the venture capitalist wants. He wants to find an opportunity which might pay back 500
fold if everything goes right.
And the VC does not mind if some of his investments fail fast provided that he does
eventually find a big winner. Phil’s advice when considering innovation projects is to ask
yourself what could happen with this idea if everything went well and all the difficulties
were overcome. If the answer is something huge then the proposal should be moved high
into the preferred pile. Of course it still needs critical examination.
In business we tend to take what appears to be the safest route; we find fault first and
then dismiss. The natural tendency is to do what Western Union did when Alexander
Graham Bell offered them his new invention, the telephone. They turned it down saying
that it had no commercial potential.
© Copyright, Paul Sloane
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John Niland

"I was able to hold my value"

Jean (not her real name) is an
executive coach. We worked
together a few years ago when she
was setting up her business; last
month, we finally got around to that
(overdue) catch-up call.
We talked about today's crowded
marketplace for coaches, and the
effect this is having on rates. Jean
described a particularly forceful
negotiation with a client who had
pulled out all the usual stops ("We
don't have the budget", "We need
to look at others" etc).
Nevertheless, Jean proudly
reported to me that "she was able
to hold her value". And win the
contract.
Interestingly, she didn't say "I was
able to hold my rate". Her choice
of words intrigued me.
The distinction is not merely
semantic; it's very, very real. Our
rate is just a number, a cost, an alltoo-frequently-discounted fact of
our professional existence. But
our value: now that's something
else entirely.
What do I talk about when I talk
about value? First, I don't talk
about self-esteem. That's far too
precious to ever be on the
negotiating table. No, self-esteem
must be nourished and perfected
irrespective of marketplace forces.
It doesn't matter whether we win
or lose.
Second, I don't talk about our
experience, or qualifications, or
uniqueness or any other attribute
about ourselves. Not because our
talents and experience are not
valuable: they are. They are vital

ingredients of the quality dish we
are going to cook for the client.
But we don't go to a restaurant
just because they buy high-quality
ingredients: we go for what they
do with them.
The formula for your value can be
described as the sum of two
considerations:

the foundation on which you "hold
your value": not attributes of you.
Your total value = A plus B. It has
little to do with you... and lots to
do with the client and their world.
Jean was able to hold her value
because she has mastered her
knowledge of the client world: not
because she waved her coaching
certificate at them.

A: What will happen if they
don't hire you (or follow your
unique approach)?
Into what pitfalls are others falling?
Here's where you share the latest
horror-story from the
marketplace. If you don't know
that story, find it. Your greatest
friends are the consequences of
not hiring you (or someone very
like you). Risk is compelling; often
more compelling than benefit.

© Copyright, John Niland

Sure, the client can find a cheaper
coach or consultant. But what
usually happens? How will that
impact the credibility of the
programme? The reputation of
HR? The likelihood of achieving
sparkling results? What happens if
your unique insight (e.g. that the
programme needs to be
incorporated into core business
deliverables) gets ignored?

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

B: What's the benefit?
The benefit is the "outcome of the
outcome". So if the outcome is
"better productivity", the benefit
(the outcome of the outcome)
might be higher sales, earlier
results, reputation with clients or
time for strategic development.
This is where the value lies: the
difference we make (together).
The value is whatever the client
thinks it is... which can surprise us,
at times. The anticipated benefits
need to be established early on in
the conversation - long before we
get to budget and fees. By then,
you need to be able to quote their
own facts back to them. This is
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more opportunity via better
conversations. His passion is
energising people: boosting
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of Independent Professionals,
following twelve years of coaching
>550 professionals to create more
value in their work. Author of The
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Find Time.
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Email: john@vco-global.com
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Kevin Stansfield

Do you have an Action-Plan for success?

While a business plan has its purposes
(securing bank financing among them), an
inspired, action-oriented success plan will
prove to be far more effective in helping a
business to grow.
The key is to set inspiring goals and
identify the strategies (actions)
required to achieve them, and then
set a time-frame for completion.
Don’t forget to incorporate within the
plan ownership for completion of
critical tasks, and measurements to
evaluate success. When it comes to
planning, consider the words of
General George Patton: “A weak plan
that is executed will deliver better
results than a great plan never
executed.” Sometimes, simple is
better. Other factors to consider
when preparing your success plan are:
Look Back Before You Plan Ahead.
Know where you are today before
you start planning where you want to
go. Look at your financials and key
performance indicators. How do they
compare against your last year goals
and your industry? Then take a few
minutes to write down your
accomplishments (big and small) for
the previous twelve months or last
quarter. It’s important that you
recognise the things you did well.
Finally, make a short list of the things
you didn’t accomplish and ask yourself
what held you back and what lessons
did you learn. Don’t dwell on these,
but apply lessons learned as you move
forward.
Chunk, Chunk, Chunk
Big goals are nothing more than a
series of much smaller ones. If a goal
you want appears too big to conquer
or takes a long time to accomplish,
chunk it down into smaller goals over
shorter time periods. For example, a

business sets a goal to reduce
employee turnover by a certain
percentage within twelve months. To
accomplish this, they may have 5-10
goals and strategies they will employ,
including communicating business
goals, implementing monthly team
meetings, creating effective job
descriptions, developing team
incentive or performance bonus
program, creating a strong recruiting
and hiring process, etc. These smaller
goals and strategies are much easier
to handle and together will move
them to the bigger goal.
Think Big.
It pays to think big when setting goals.
The old saying ‘shoot for the stars and
if you fall short you will hit the moon’
explains why. Often we set ‘safe’ goals
because we fear failure or simply can’t
figure out how we can achieve the big
stuff. Sure it’s safe to set a 5% growth
or improvement goal — but what if
you chose instead a 30% improvement
and asked for advice on how you
could achieve it? Employees, alliances,
suppliers, other business owners and
yes a business coach are all great
sources for new ideas, but you need
to take the initiative and ask for help.
What if you fall a little short and only
grow by 20%? You are still better off
than you would have been with a 5%
improvement! So think big, and
believe you can achieve.
Measure, Measure, Measure
Would you ever play a round of golf
and not keep score? Not likely,
because you want to know if you
improved or beat your previous best.
The same is true in business. If we
don’t link measurements to our goals,
we have no way to evaluate how we
are doing. What we measure, we can
improve. So what types of things
should you measure and track?
Revenue, gross profit margins, fixed
expenses and net profit are obvious,
and most business owners track these.
But most businesses also have other
factors that drive their success.
Depending on your goals, industry and
type of business, these will vary. Here
are a few examples of some common
Key Performance Indicators: number
of leads, sales conversion rate, average
£ sale, gross margin, customer and
employee satisfaction ratings and

labour as a % of sales. You need to
look at your business and determine
what the key indicators are that are
appropriate for your needs.
Make it exciting and share it with
your team
An exciting goal is a motivating goal.
How much more energy do you have
when you are working towards
something that you really want to
achieve, rather than some dull old
target? Also if your team are equally
motivated by the goal, then how much
easier is it if you all work together to
achieve it? Being an open and honest
business owner will build trust and
commitment from your team and
enable you to make progress far
quicker than taking on the
responsibility all on your own.
So ditch that dull boring business plan,
and create an inspired, action plan for
success!!
© Copyright, Kevin Stansfield
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Louise Harnby

Lessons Learned: Three steps
to effective Directory
Advertising
“Selling anything, editorial skills or
otherwise, in a limited space, can be
quite a challenge.”
Once again, I've been thinking back to
my in-house publishing days, this time
in relation to the advertising we did
on behalf of our books and journals.
Selling anything, editorial skills or
otherwise, in a limited space can be
quite a challenge.
Advertising in specialist
directories is something most of
us do in addition to having a
website. Even if you struggle to
promote yourself succinctly, you
can use the limited space wisely
by following three basic steps.
These steps can be applied to any
promotional profile you’re
building but they’re particularly
appropriate when dealing with
searchable databases. Most
national professional editorial
societies have searchable
membership databases; the SfEP,
EAC, EFA, the regional chapters
of IPEd, BELS, and SENSE are just
a few examples. Then there are
freelancing and business
directories like Find a
Proofreader, FreeIndex, Yell and
People Per Hour.
Whether you've paid for your
listing or it's free, it makes sense
to maximize your chances of
being found and selected.
Otherwise, what's the point in
having it?
Back in my publishing days, our
marketing director would always
encourage us to approach our
promotion plans with joined-up
thinking: first comes the hook,
then the pitch, and finally the call
to action. All three are
connected, and by thinking about
them as joined it becomes easier

to see what needs to be included
and why. In relation to how we
manage our directory listings, the
hook, pitch and call to action
could work as follows:

called knowledge transfer,
educational design, and even
technical writing. The clients I
want can't find me if I'm not
speaking their language.

Step 1. The hook:
This is what enables clients to find
your listing in the first instance.
You may be one of hundreds, or
even thousands, of colleagues who
are listed in the directory. The
types of clients you want to
attract need to be able to find
you. Using the most appropriate
key words is the first thing you
need to crack. These could refer
to the service(s) you provide and
the subject areas or genres you
specialize in: “proofreader”,
“crime”, “erotica”, “sociology”,
“law”, “politics”, “speculative
fiction”, “race/ethnicity”, "theses"
and “science fiction” are some of
mine. Yours will be specific to
you.

Step 2. The pitch:
If the hook leads the client to
your listing, then the pitch keeps
them on your page. Since you
have limited space it’s worth
focusing on what your biggest
selling points are. In addition to
one or two sentences
summarizing your business (e.g. “I
specialize in proofreading
academic and professional books
in the social sciences and
humanities, as well as fiction and
creative non-fiction.”), you could
add a short list outlining the things
that you think will most impress
the client:
 truncated testimonials from
several satisfied clients
 a list of clients for whom
you've worked
 highlights from your portfolio
 number of jobs you’ve
completed
 length of service

Niche key words can be effective
because they can narrow down
client searches; broad key words
are important because they make
sure you’re in the mix for the
searcher who isn't too specific. I
would advise a mixture of the
two, as long as each key word
reflects your skill set.
And in discussion about this blog
post on Facebook, one of my
colleagues, Editor Adrienne
Montgomerie, reminded me how
important it is to use key words
that make sense to your
client.
Said Adrienne:
... In educational publishing, what I
do is called developmental editing.
But in the corporate world, it is

Your list might look different; the
point is to make sure that you
highlight the things about yourself
that will make you look fabulous.
Step 3. The call to action:
Having led the client to your page
and impressed them with your
pitch, you should now make it as
easy as possible for them to take
the next step. If you think your
directory listing is so impressive
that you can nail the job there and
then, add in a call to action under
your pitch inviting the client to
contact you. If you want to drive
them to your website because
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you think the information there
will close the deal, add in a few
words inviting them to do just
that (e.g. “Visit my website for
more testimonials and a full
portfolio of works.”).
Even if your website link and
contact details are listed
elsewhere on your page, writing a
few words that encourages a
particular step is still an example
of best practice; it invites the
client to engage with you. In the
world of sales and marketing, this
is nuts-and-bolts stuff, so why not
apply it in the world of editorial
freelancing, too?
Thinking about presentation
Order: Keep your pitch and call
to action “above the fold”. I
realize that most web users are
perfectly used to scrolling to find
the information they want.
However, clients looking for a
service provider in a directory are
often pushed for time and are
looking at multiple entries. It
makes sense to hit them with
your pitch in a way that requires
nothing from them – they land on
your page and the information
you want to sell is right in front of
them.
Highlighting: Directory listings
are often restrictive in terms of
design. You may have to follow a
formula. If you can, use bold to
highlight key words or phrases,
colour to set off headings, and
bullet lists to express key selling
points.
Keep it short: This is something
I've really struggled with but all
the online and print material I've
ever read about advertising and
direct marketing insists that you
keep things short and snappy.
Ensuring your personality is
injected into the listing is a tough
call when space is limited. This is
why a call to action that moves a
client to your website can be
effective, because that’s where
you have the space to really shine.
Space it out: Again, the general
advice from online and print
marketing specialists is to not be
afraid of white space. Text that is
broken down into lists and short,
line-spaced paragraphs is easier on
the eye.
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Testing (again)
Another good piece of advice that
professional marketeers like to
reinforce is that of testing. If
your directory entries aren't
driving in the quantity or type of
client you'd hoped for, try playing
around with different hooks,
pitches and calls to action.
Different sets of key words might
be more effective; perhaps your
call to action could be more
prominent; or you could
reconsider your pitch to make it
more salesy, more academic,
more publisher-focused, or more
self-publisher-centric.
Thinking about this has made me
realise that I have some tweaking
of my own to do in order to
perfect the message I
communicate in my preferred
advertising channels.
© Copyright, Louise Harnby
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Great minds,
Great words
Creative without
strategy is called
'art.' Creative with
strategy is called
'advertising.'
- Jef I. Richards

Advertising works most
effectively when it's in
line with what people
are already trying to do.
And people are trying to
communicate in a certain
way on Facebook - they
share information with
their friends, they learn
about what their friends
are doing - so there's
really a whole new
opportunity for a new
type of advertising model
within that.
- Mark Zuckerberg

Never stop testing,
and your advertising
will never stop
improving.
- David Ogilvy

News is what
somebody
somewhere wants to
suppress; all the rest
is advertising.
- Lord Northcliffe
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Life in the fast
lane
According to the CBI (The
Confederation of British Industry),
fast growing medium sized
businesses (MSBs) are critical to
the UK economy. From talking to
high growth companies across the
country, it is clear there are
opportunities for MSBs in every
region and sector to scale-up.
Ambition and decisions of the
leadership are key factors in
setting your business on the right
path.
A roadmap to scaling-up your
business
From talking to over 50 fast
growth medium sized businesses
across the country, this report
provides practical guidance into
the choices that can fuel fast
growth, evidence that these
businesses were the difference
between recovery and recession
and profiles how these dynamic
firms overcame roadblocks on
their way to success.
View the full report at:
http://www.cbi.org.uk/life-in-thefast-lane/the_story.html

New disability
discrimination
guide
released
Last year, Acas, The Advisory,
Conciliation and Arbitration
Service, a Crown nondepartmental public body of the
UK Government) had nearly
12,000 calls to their helpline
related to disability issues and
received almost 3,000 disability
discrimination employment
tribunal cases.
Getting disability related issues
wrong can be costly. Acas has a
new free guide to help employers
understand what disability is, and
isn't, and how to manage related
issues.
Research shows that employers
with a diverse workforce can reap
many business benefits as they can
tap into the knowledge and skills
of staff from a wide range of
backgrounds.
Download 'Disability
discrimination: key points for the
workplace’
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from Creative Commons – such images
may be subject to copyright. Creative
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enables the sharing and use of creativity and
knowledge through free legal tools.
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are published without responsibility by us,
the publisher or any contributing author for
any loss howsoever occurring as a
consequence of any action which you take,
or action which you choose not to take, as
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expressed herein. Whilst it is believed that
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publication is correct at the time of
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obtaining specific professional advice and no
representation or warranty, expressed or
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completeness.
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in accordance with English Law.
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Finish with Humour

33

Better Business Focus

January
June 2016
2015

Bizezia Limited Incorporated in England and Wales, Company Number 04017546.
Kingfisher House, Hurstwood Grange, Hurstwood Lane, Haywards Heath, West Sussex, RH17 7QX, UK
Tel: +44 (0) 1444 884220 Fax: +44 (0) 182 570 1265
Email: info@bizezia.com Web: www.bizezia.com

Online Business Library***
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of
nearly 700 professionally written and informative publications that you can offer free to your clients and
prospects direct from your website. These unique publications cover an extensive range of business
topics from tax to marketing. The library allows you to add significant value to the service you
offer to your clients and help you to build relationships with prospective clients.

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

IMPORTANT MESSAGE
If you want to out-pace your competitors and deliver cutting edge business improvement ideas to your
customers/clients, then subscribe now to Better Business Focus and Online Business Library today.
Own-branding is now available: Both Better Business Focus and Online Business Library can be delivered from
your own website with your own-branded corporate image to your clients and prospects.
For details of subscription rates, visit Bizezia at:

http://www.bizezia.com

or call +44 (0) 1444 884220
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