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Expert inspiration for a Better Business

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

4 Ways to bounce back after an unproductive
day

The clock on the bottom right-hand
corner of your computer screen says
4 PM—but that can’t be right.
Can it?
Considering your day so far has
consisted entirely of chatting with
co-workers, half-listening to a
conference call, and catching up
on the day’s headlines, it just
doesn’t seem possible that you
could be an hour from the end of
the day—with absolutely nothing
to show for it.
Ideally, this doesn’t happen
often—but the occasional
inexplicably unproductive day
does happen. (To everyone.
Seriously.)
Now, with a to-do list twice the
size it was this morning and a boss
not-so-patiently waiting for
deliverables, one thing’s for sure:
You can’t have a repeat of this
tomorrow. So what can you do to
ensure you bounce back from an
unproductive day?
Try these tips.

1. Get something done
today

If you leave unfinished tasks on
your to-do list, there’s a good
chance they’re going to hang over
your head and cause anxiety until
you return to your desk
tomorrow—it’s called the
Zeigarnik effect.
There’s no way you’re going to
finish everything on your to-do
list, even if you stayed all night.
But, being able to cross even just
one task off your list can give you
a peace of mind and a taste of
encouragement that you’ll need
tomorrow to push through the
rest of your unfinished work.
So take a look at your list, and
pick something that can be
completed in a reasonable amount
of time. Hunker down and
commit to finishing that one task
before you leave. It may be a small
step, but it’s a step toward a more
productive tomorrow.

2. Take a break, then
strategize

When you leave for the day, take
your laptop (or, if you don’t have
a portable work computer, your
to-do list) with you. No, you
don’t need to work all night from
home. You should absolutely leave
the office, take a break, eat
dinner, and relax.
But before you turn in for the
night, take a few minutes to plan
out your day for tomorrow.
Figure out what your priorities
are, what you need to tackle first,
what you can delegate, and what,
if anything, can wait for another
day. Set goals for yourself
throughout the day, so you know
exactly what you want to
accomplish, and by when.
With a plan already made, you
won’t have to waste any time in
the morning figuring out how to
make the day a productive one.

3. Figure out how to get
in your productive zone
When you’re back in the office
the next day, it’s time to get
serious. You have a lot of work
ahead of you—essentially, two
days’ worth of tasks to be

3

Better Business Focus

completed in a normal workday
(or at least, as soon as possible).
But after a ridiculously
unproductive day yesterday, how
can you switch gears?
According to Erin Greenawald,
the answer is beast mode. “It’s
when you’re in the zone, nose to
the grindstone, with no question
about whether you’ll go check
Facebook for just a second (the
answer is no). It’s when nobody
dares to come up and bother you
because they can sense your
hyper focus and determination.”
How you get into beast mode,
however, is different for
everyone—but could involve
music, working near a
hardworking peer, or creating a
deadline for yourself.
Doesn’t sound like your thing—or
don’t want to spend valuable time
figuring out what works for you?
Try a classic, proven productivity
strategy like the Pomodoro
technique. Whatever you do,
figure out how you can get the
most quality work done within
the day.

4. Rethink your existing
time-management
system

If this doesn’t happen to you
often, don’t sweat it. With a little
extra effort, you can easily
recover from an unproductive
day.
But if you find that you’re
wondering where the day went,
day after day, you might want to
take a closer look at how you’re
spending your time. Consider
creating a time budget and
auditing where your extra time
goes, or for the more visual types,
try filling in a personalized wheel
of productivity.
With one of these simple
exercises, you may be able to
pinpoint exactly where you can
focus to get back on track to
100% (OK, maybe 95%—we can’t
be perfect all the time)
productivity.
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This article was originally
published on TheMuse.com, the
only online career resource that
offers a behind-the-scenes look at
job opportunities with hundreds
of companies, original career
advice from prominent experts,
and access to the best coaches to
get personalized and private
career help.
© Copyright, The Muse

About the Author

As a full-time manager at a tech
company, Avery is constantly
finding (and writing about!) new
ways to better encourage, lead,
and motivate her team. In her
spare time, she enjoys listening to
live music, attempting to sew, and
discovering dive bars and hole-inthe-wall restaurants. One day, she
hopes to publish a memoir, adopt
a Great Dane puppy, and find the
perfect shade of red lipstick.

Co-ordinates

Website: themuse.com

Uber drivers are
“workers”
Last month, an Employment Tribunal, ruled
that two drivers who provide services to
gig economy stalwart Uber are 'workers'
within the meaning of the Employment
Rights Act 1996.
This means they will be entitled to a limited
number of employment rights (but not those
accruing to 'employees' - which this case was not
about). Amongst other rights, they will be
entitled to:
5.6 weeks' paid annual leave each year

a maximum 48 hour average working week,
and rest breaks

the national minimum wage (and the national
living wage)

protection of the whistleblowing legislation.
As they are not employees, they will not be
entitled to:

the ability to claim unfair dismissal

the right to a statutory redundancy payment

the benefit of the implied term of trust and
confidence

the protection of TUPE, if Uber sells its
business
Of course, it is virtually certain that this tribunal
decision will be appealed up and up, potentially to
the Supreme Court. So, for now:
1.
any Uber drivers should bring tribunal claims
on the assumption they are 'workers', and
ask for the hearings to be stayed (put on
hold) pending any appeals of today's decision
2.
although this decision is fact-specific, and
based on Uber's business model, it increases
the chance of other 'gig economy' companies
facing claims that their 'contractors' have
worker status. Watch this space.
Source: Daniel Barnett, employment law
barrister
http://danielbarnett.co.uk/
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Professor Colin Coulson-Thomas

Boards’ evolving role in an uncertain global
economy

16th London Global Convention on
Corporate Governance and
Sustainability
Enhancing the Effectiveness of Tomorrow's
Boards:
Issues and Questions for Entrepreneurs,
Business Owners and Board Chairs
Could your directors and board
contribute more to the growth and
development of your business? What
might tomorrow's board look like and
who should be appointed to it? The
theme of this year's London Global
Convention on Corporate
Governance and Sustainability
convention is the board's evolving role
in an uncertain global economy, which
raises important issues for
entrepreneurs, business owners and
board chairs.
Are your directors primarily, or
exclusively, drawn from the country in
which your company is incorporated
and/or where its head office is
located? How global is your board in
terms of its awareness and
perspective? In today's world
international awareness and
perspective can be more important
than nationality.

Given the uncertainty in
the international
marketplace, how flexible
are your board and
corporate processes? How
might greater flexibility be
introduced into your
company's infrastructure,
estate, contracts and
relationships?
How could you speed up
responses? How might
evolution and adaptation be
built into how your
company operates, is
structured and is governed?
In rapidly changing contexts, are you
planning or intelligently steering your
company?
Greater uncertainty has many
implications: for the questions we ask;
for policy making; for what we
delegate and to whom; and for how
decisions are made. When new
situations arise, we may not have an
agreed position. We may not know
trusted experts to whom we can turn
for counsel.
Uncertainty is challenging, but we need
a sense of perspective. Collaborative
responses to uncertainty can create
closer and more strategic relationships
with customers, suppliers and business
partners.

Uncertainty has always been a fact of
life for many - if not most –
entrepreneurs. We are constantly told
that markets don't like uncertainty.
When there is uncertainty cautious
and risk averse boards put their
investment plans on hold.
More adventurous, courageous and
entrepreneurial spirits respond
differently. They are often both more
resilient and more willing to be
proactive. During periods of
uncertainty, they gain competitive
advantage, grow market share and
develop first mover leads while others
hold back.
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Opportunity could be another word
for uncertainty. Our challenging
business environment offers
unprecedented opportunities.
Whether your organisation is a large
and listed corporation, a family
business or a small or social
enterprise, many directors are already
confronting uncertainty and striving to
build a better tomorrow.
Appropriately, the topic for this
session is enhancing the effectiveness
of tomorrow's boards. The extent to
which your board is fearful, reactive
and defensive rather confident,
proactive and innovative should raise
questions about the steps required to
enhance the effectiveness of your
board.
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issues and narrow windows of
opportunity can arise at any time.
Could waiting for the next board
meeting be viewed as an archaic and
dangerous practice?
Greater connectivity and speed of
response is increasing the number of
decisions that have to be quickly made.
Deciding how and when to act can be
as important as determining what to
do.
Will a structure of permanent board
committees give way to networks,
communities and project groups? New
rules of engagement may be required,
covering both directors and those
who advise them. Who needs to be
engaged, by what means and when?

Were existing directors appointed
because of their past achievements
and experiences in yesterday's world,
or their openness to future
possibilities? At board meetings do
they contribute war stories of what
they did when your company had a
different business model?

What will tomorrow's company look
like? To whom should it be
accountable? As more companies
transition to flexible and responsive
portfolios of projects and mutating
networks of collaborative relationships
I advocated in my 1992 book
Transforming the Company, how will
they be governed?

Are directors providing challenge and
asking the right questions? Are they
trying to improve and/or protect what
exists, or create new and better
alternatives? How do they relate to
generation Z?

Does corporate governance need to
become more open and democratic?
Should it involve more people? Should
a wider range of inputs be sought
when visioning and other exercises are
undertaken?

Where will tomorrow's directors
come from and how will they be
prepared for their boardroom roles?
What contributions will you expect
from them?

Will company law, the activities of
regulators and governance practices
keep pace with the consequences of
greater use of crowd funding, sharing,
bartering and non-monetary
exchange?

Taking a cue from Rt. Hon. Theresa
May MP, the UK Prime Minister, will
there be customers and employees on
your boards? If so, how will they be
selected and how will you handle
conflicts of interest when matters
affecting customers and employees are
discussed?
Crucially, will there be greater
diversity of thinking on tomorrow's
corporate boards? What will they look
like? Will their remit and how they
operate change?
What form will future board meetings
take? Will existing agendas, annual
calendars of business and practices
still be relevant?
Will monthly board meetings survive?
When operations are 24/7, significant

Board effectiveness and performance
can depend upon the context,
stakeholder requirements, ambitions,
the stage of development of a business
and the nature of the issues and
opportunities it faces. Can the current
degree of relative uniformity in
governance practices survive?
Should different companies,
subsidiaries, business units and
strategic projects be governed and
managed in quite different ways,
according to their situation and
circumstances? Might a variety of
approaches to control and compliance
be required?
In a world of greater diversity, rapid
change and periodic adoption of new
business models, who do we

benchmark against?
Tomorrow's boards will reflect
decisions we take today. For new
board members, do you look in
familiar places or cast the net more
widely? Predicting the specific
experience, expertise, qualifications
and track record that may be relevant
in future scenarios is not easy, but
integrity and personal qualities may
become even more important than
they are today.
We need directors who can handle
turbulence and uncertainty. They have
to assess risks, make choices and take
decisions in shifting situations, where
data may be suspect and probabilities
are changing. We need people who
instinctively do the right things.
The rarefied atmosphere of corporate
head offices can lead to oversophistication. Faced with uncertainty,
some people hide behind prison bars
of their own creation. They are so
concerned with avoiding risks and
compliance that they lose the courage
to be entrepreneurial and to have a go.
When making board appointments, be
wary of candidates who have
effortlessly advanced in a period of
greater stability and certainty than we
have today. How resilient will they be
when tested? In crisis situations, some
people surprise us and rise to the
occasion, while others disappoint.
Don't overlook the latent potential of
your existing team. Finding what we
need within ourselves rather than
looking for what might not exist is a
key message from a classic 1939 film,
The Wizard of Oz.
Transported to the land of Oz, young
Dorothy set out on an uncertain and
potentially dangerous journey with
three companions: a tin man with a
hard shell who felt he needed
compassion and wanted a heart; a
cowardly lion who wanted courage; a
scarecrow who wanted a brain so that
he could think.
Dorothy and her companions faced a
succession of challenges, but they
stayed together. They found within
themselves the compassion, courage
and thinking required to cope with
adversity and overcome obstacles.
How tomorrow's boards will cope and
be perceived will depend critically
upon the extent to which future
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directors possess these and other
personal qualities.
While new blood on a board can be
welcome, where there is humility and
self-awareness there is the possibility
of renewal, reinvention and
reinvigoration.
Understanding and addressing the
deficiencies within your existing
directors and board might enable you
to identify, release and/or develop
what you require to confront and
exploit uncertainty. It may allow you
to build a positive and resilient team
of 'bouncing balls' who can repeatedly
recover and move forward.
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An
Innovation
Update...
From Cris Beswick

the issues around innovation and
culture that large companies are
grappling with in the light of rapidly
changing consumer behaviour and
emerging competition. It provides a
structured and pragmatic approach
to embedding innovation capabilities
in to organisations.”
Duncan Mosely, Director of
Corporate Development,
Prudential
Click here to buy now!

© Copyright, Professor Colin
Coulson-Thomas
Speech delivered in Plenary Session III of
the international conference of the 16th
London Global Convention on
Corporate Governance and Sustainability
between 12.15 and 13.30 hours at the
Millennium Hotel, 44 Grosvenor Square,
London W1K 2HP on Tuesday 18th
October, 2016

About the Author

Professor Colin Coulson-Thomas, an
experienced director, leads the
International Governance Initiative of
the Order of St Lazarus, is DirectorGeneral, IOD India, UK and Europe,
and advises boards. He is also
Chancellor and a Professorial Fellow
of the School for the Creative Arts,
Chairman of the Audit and Risk
Committee of United Learning and a
member of the advisory board of
Bridges of Sports. He has helped
directors in over 40 countries to
improve director, board and corporate
performance. Author of over 60 books
and reports he has held professorial
appointments in Europe, North and
South America, the Middle East, India
and China. Colin was educated at the
LSE, London Business School, UNISA
and the Universities of Aston, Chicago
and Southern California. He is a fellow
of seven chartered bodies. His latest
publications can be obtained from:
www.policypublications.com/

Co-ordinates

Email: colin@coulson-thomas.com
Web: www.coulson-thomas.com

The corporate innovation
challenge continues to
dominate boardroom
conversations around the globe
and innovation is still cited as
one of the top three if not ‘the’
top strategic imperative.
Despite that, the majority of
CEOs and senior teams that seek
my advice are still struggling with
understanding exactly what to do
and just ‘how’ to develop a
strategic approach to building
innovation capability and culture in
order to drive competitive
advantage and growth. With that
in mind…
“Building a Culture of
Innovation"
Shortlisted for the CMI
Management Book of the Year!
High praise indeed for our
cool little book!
“Building a Culture of Innovation
provides a real world examination of

About the Author

Cris Beswick is the Founder of
thought leadership website
The Future Shapers,
Director of Innovation
Consulting at Culture
Consultancy, Strategic
Advisor on Innovation at
Wazoku and a Visiting Fellow
at Cranfield School of
Management and the Centre
for Customised Executive
Development.

Co-ordinates

Cris Beswick
Author, Speaker and Strategic
Adviser on Innovation
Office: +44 (0) 8453 72 44 22
Web: www.crisbeswick.com
Blog: www.crisbeswick.com/blog
Twitter: @CrisBeswick
LinkedIn:
http://www.linkedin.com/in/crisbes
wick
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Eve Ash

How to
power up and
get more done
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suspension files and devise logical
categories. File all loose documents
and list what requires your
immediate attention. Make sure you
label things logically and clearly – be
consistent with online and offline.
The paperless office is only partly a
reality, because when internet
outages occur or the building goes
up in flames (it happened to me in a
high rise in Melbourne CBD!) you
suddenly pray for back-ups and hard
copies.

Focus above all on outcomes. What
are they? You don’t have to aim for
the sky when a tree top could be
just as rewarding. Or even the foot
of the tree, if there’s a vibrant
ecosystem there.

So print and store critical
documents and have backups on and
offsite. The day will come when
you’ll give yourself an almighty tick
for having done so.

Be excited about the future. It
galvanises your very enzymes, puts a
spring in your step and a sparkle in
your eye.

Do the ‘didn’ts’

Write a list of everything you didn’t
get done last (financial) year or this
calendar year so far. Prioritise and
set dates for each and every task. Be
realistic about your timelines, but
firm. These tasks must be
eliminated. Set a clean deadline for
before the end of this year.

Decide on the ‘wants’
The end of the year is approaching and
you want to feel all is in order and you
are achieving well, right? So it is time to
power up and complete tasks. Can you
organise yourself better? Why not
mega-charge your working habits right
now?
Swoop and shred

Grab the biggest table or flat space
you can find. This is your dumping
ground for every bit of paper you’ve
collected and haphazardly tossed in
a corner. You’re going to do a Marie
Kondo but rather than questioning
whether an old memo or a cancelled
job “sparks joy”, you’re simply
organising everything into
topics. Along the way, there’ll be
stuff you can safely discard. Put the
shredder to work for things out of
date or scanned (unless they’re of
sentimental or historic value – and
be aware that there’s much to be
said for corporate memory). Do this
at home and at work.

Clean and categorise

Get your desktop folders sorted on
your computer and in the physical
space. Clean up loose drives and
memory sticks. Get folders or

Write a list of everything you want
to do from now on. If you like,
divide them into personal, health,
financial, social, family and
intellectual goals. Remember a goal
without a plan is just a dream or a
wish. Start planning how you’ll attain
these goals and the steps needed
accordingly.

Boost your ‘know how’

Decide on something new you will
learn for the coming year. There are
online courses galore, or choose a
reputable course you can physically
attend (time and your finances
permitting). Choose areas that not
only please you but which have
some congruence with marketplace
needs.

Connect or reconnect

Part of your supercharging is making
new connections or rediscovering
ones you haven’t seen in a while.
The latter tend to work best when
you’ve got new things to discuss or
ideas for their involvement. Be alert
to chance encounters or people
who are moving in directions similar
to you.

You may not attain all that you set
out to achieve but the important
thing is that you’re determining a
viable path based on what you
learned from the past and better
still, honing your sense of purpose.

© Copyright, Eve Ash

About the Author

Eve Ash, Author, Motivational
Psychologist & Film Producer.
Eve Ash is an entrepreneur who
founded SEVEN DIMENSIONS in
1979 (7d-tv.com). She has produced
over 700 videos on management,
communication, service, best
practice, health and motivation,
winning over 160 international
awards. Her more recent work
includes CUTTING EDGE
COMMUNICATION 150 short
comedy films, filmed in USA, a multiaward winning feature documentary
SHADOW OF DOUBT about a
wrongful conviction in Tasmania
(shadowofdoubt.tv) and the
FINDING MY MAGIC cartoons to
teach children confidence, featuring
Olympian Cathy Freeman.
Eve was a national winner of a
Telstra Australian Businesswoman
award. Her books Rewrite Your Life!
and Rewrite Your Relationships! are
published by Penguin Books.
Eve is an inspirational speaker and
renowned for her practical
strategies, powerful communication
style and memorable presentations.

Co-ordinates

Email: eve@7dimensions.com.au
Web: eveash.com
Twitter: @eveash
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Alexander Kjerulf

At IKEA, umbrellas are CHEAPER when it
rains

Complete this sentence: “When it
rains, the price of umbrellas goes
__.”
If you guessed up you’d be right in
most places. But at IKEA stores,
you’d be wrong.
Here’s how they price their
umbrellas depending on the
weather:

Yes, on rainy days, umbrellas are
cheaper :o) What a nice way to
make customers happy.
This is no coincidence – happiness
matters at IKEA. Their founder,
Ingvar Kamprad, once said this:
Work should always be fun for all
colleagues. We all only have one life.
A third of life is work. Without desire
and fun, work becomes hell.
To me, this attitude only makes
sense. Making your employees
happy makes the business more
profitable and making your
customers happy keeps them
coming back.
It ain’t rocket surgery, and
fortunately more and more
companies are figuring this out
and committing themselves to
happiness at work.

About the Author

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

Co-ordinates

Web: http://positivesharing.com
Email:
alexander@woohooinc.com

© Copyright, Alexander Kjerulf
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Grant Leboff

Social Media is not a Platform

I walked back through the front door
of my parent’s home a little
despondent. I was 17 years old and
had just had my first driving lesson. I
thought driving was going to be a
breeze; but of course inevitably I had
stalled the car and made the
multitude of mistakes most
individuals do on their first time
behind the wheel.
As I passed my Dad on the stairs
he asked, “What’s wrong?”
“Do you think I will ever be able
to learn to drive?” I murmured.
He quickly responded, “Have you
seen all the idiots on the road?”
Of course, that was my father’s
way of saying “yes”.
I meet company directors all the
time who tell me they don’t
understand social media. They
don’t currently use Facebook,
LinkedIn, Twitter etc., and
wouldn’t know where to start. I
always want to use my father’s
quote, “have you seen all the
idiots on Facebook?”
In other words, Facebook is used
by 1.3 billion people a month. It is
a platform designed to be user
friendly. Facebook want people to
use the platform. It is not elitist

and not that difficult. Anyone who
gives themselves some time on
any of these platforms will quickly
master the basics. Moreover,
there are a plethora of articles
and videos that can be accessed
online, if one were to get stuck on
how to undertake a particular
task.
Social Media doesn’t go wrong
because people don't understand
a particular aspect of functionality
on LinkedIn or Twitter.
Social Media doesn’t work for
businesses and individuals because
they don’t understand the mindset
shift that has to happen in order
to make it work. Social platforms
are very different from old
broadcast media and need to be
treated as such.
To put it simply, Social Media is
not a platform. Rather, it is a
mindset, a way of thinking, a state
of mind.
The mind-shift is simple to explain
and yet I am often surprised at
how difficult people find the
change of thinking. Quite simply,
broadcast media was about ‘me’. I
would talk about my company,
what we could offer, the benefits
we gave etc. This worked when
the audience had no right of reply.
In a world where there was
scarcity of choice and information,

audiences would allow themselves
to be interrupted by messages
they would not necessarily be able
to access in any other way.
Social Media, however, is not
broadcast. It is a two-way
communication. Audiences don’t
merely have the right of reply,
rather your business is
communicating in their channel!
Social Media platforms are the
primary communication tool of
choice for a growing number of
individuals. Rather than pick up
the phone, many individuals will
prefer to send a Facebook
message. Therefore, when a
company communicates on social
platforms, it is very much in its
customer’s space. This, of course,
is what makes the channel so
potentially powerful. It is also why
it can go badly wrong.
To make Social Media work,
unlike broadcast, it is not your
business that takes the central
role. Rather, you have to make
your customers the heroes.
This normally means allowing
your customers to get involved
and participate. At the very least,
this can be done by encouraging
social sharing and opinions.
However, the more you can allow
your customers to be involved,
the more effective your Social
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Media will become. Whether it is
Walkers Crisps encouraging
customers to come up with a new
flavour, JetBlue asking customers
to share the story of their flight
or Heinz asking its customers
which bean are you, these
communications all have one thing
in common that goes to the heart
of effective use of social media.
These companies understand the
importance of the narrative.
Stories are what we tell each
other. Stories are how we learn.
Whether we obtain the story via
word of mouth, books, TV or
films, it is stories that have been
capturing our imagination since
the beginning of time. Before you
unleash your communications on
the world, ask yourself, ‘what is
your narrative?’ What is the story
behind what you are doing or the
story you are trying to tell? Is it
compelling? Could it be improved?
The narrative is vital.
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Social Media is not about the
platform. That is merely the outlet
for the communication.
Social Media is about great
narratives where your audience
takes the central role. David
Bowie famously sung ‘we can be
heroes, just for one day’. If you
can make your audience the
heroes, then your social media
might just work.
© Copyright, Grant Leboff

I don’t mean going ‘viral’, which is
one of the most overused
marketing terms today. I mean
‘social sharing’. It only takes a
small percentage of any audience
to share your communications in
order for you to reach a relevant
group of potential new customers
in the most credible way. After all,
it is not you saying how good you
are, but a trusted friend or
colleague. Rinse and repeat this
process on a weekly or monthly
basis and that is a lot of potential
reach over the course of a year.

A thought leader in his field,
Leboff's main focus is to address
the massive changes that are
taking place in a world that is
constantly being introduced to
new technologies and an evolving
World Wide Web. He continually
challenges Sales & Marketing
conventions that become
accepted wisdom, but don’t
necessarily deliver results.
Leboff’s Sales and Marketing
portal, stickymarketing.com
produces a wealth of resources
and information on effective Sales
and Marketing for organisations in
an ever changing business
environment.
He is a highly sought after
consultant and speaker, and
constantly makes presentations at
conferences and events all over
the world.

Once you have the story, then the
second question comes to mind.
That is, ‘how do you let the
audience take a central role in the
story?’
Choosing a new flavour of crisp
allows the audience to play the
central part. The same is true of
JetBlue, Heinz and virtually all
other successful social media
communications. If the audience
are the heroes they will want to
get involved and share the
communication with others. That
is ultimately how your social
media will be successful, by it
being shared by others.

were both in Amazon’s top 10
Business Books, and #1 in the
Sales & Marketing bestsellers
chart.

The brand new book
from Grant Leboff.

Order now on Kindle or in
paperback on Amazon
“In this terrific book Grant Leboff
provides readers with a sales model
for the Digital Age. This is a vital
read for all those involved in any
growing organisation”
Zev Siegl, Co-Founder
Starbucks Coffee Company

About the Author

Grant Leboff is one of the U.K.'s
leading Sales and Marketing
experts.

Leboff is a Fellow of both The
Institute of Direct and Digital
Marketing and The Institute of
Sales and Marketing Management,
as well as being a regular
contributor to many business
magazines and newspapers.

Co-ordinates

Mail: Sticky Marketing Club Ltd,
Caldecote House, Bushey, Herts, WD23
4GP, UK
Tel: +44 (0)844 478-0044 or +44 (0)208
958-5695
Email: www.stickymarketing.com/contactus
Web: www.stickymarketing.com
Blog: stickymarketing.com/blog/stickymarketing-club

His fourth book, ‘Digital Selling’,
debuted at #1 on the Amazon
charts prior to being published in
September of this year. This
follows the success of Leboff’s
previous titles. ‘Stickier
Marketing’ (2014) went straight to
#1 in the Amazon Sales &
Marketing Chart, and was in the
top 10 overall Business Chart, on
publication. ‘Sales Therapy’ (2007)
and ‘Sticky Marketing’ (2011)
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Barry Urquhart

Don’t Promise, Deliver

Delivering the promise is no longer
good enough.
Promises are fulfilled after the
purchase transaction has been
concluded and the product, service
or application is in the possession of
the customer, satisfying their needs
and providing the advantages, benefits
and rewards.
Widespread cynicism in the
marketplace devalues or dismisses
the expectations that are founded
on promises. Delivery is like
service excellence. It is not
possible to “sell” service. Service
is experienced. Only then is it
valued. The concept of “delivery”
has the same characteristics.
Securing orders, sustaining
competitive advantage and
effectively positioning the offers in
the minds of existing, prospective
and past clients require the
delivery process to be NOW, in home or at the required and
nominated site.
A dramatic emphasis is being
(assigned - correctly) to the
specifics of delivery.
Since the genesis of the marketing
era in the early 1960s, the virtues
of an efficient, effective and
respected supply chain have been

recognised, deployed and
promoted. Transition is now
underway from the broader
macro perspective of the supply
chain to more discrete,
measurable, monitorable and
manageable delivery systems –
that is, at the point-of-service
procedures – customer
interaction.

office or preferred site) within
two years.

PIZZA CRUNCH

The trend is already evolving and
evident in London, New York and
an increasing number of
contemporary, Westernorientated cities.

Domino’s continues to lead the
way, with the introduction of a
series of mobile apps, which
enable customers to place orders,
monitor delivery times and
schedule ever -decreasing delivery
lead times.
Growth in sales and outlets has
been impressive, with the latter
being primarily delivery hubs.
Consumer store visits are
declining in absolute and retail
terms.
Imagine the demand potential if
greater and complementary
efforts were given to the
enhancing the products.

TAKEAWAY VALUE

For restaurants, cafés or coffee
lounges in Australia, it is probable
that home deliveries will exceed
(in order numbers and value)
take-away orders (where
customers collect the order and
consume the food at home, in the

By the year 2021, it is likely that
for a significant number of
restaurants, cafés and coffee
lounges, home deliveries will be
the largest component of the
business, generating between 35
and 45% of total revenue.

Disturbingly, many Australian
business owners and managers in
the “sector” are not preparing for
transition – or revolution. Some
will simply be overtaken in the
rush.
Interestingly, UBER and numerous
logistic companies are introducing
home delivery services to their
suite of offerings.

UNIVERSAL DELIVERY
The trend to the repackaging,
promotion and offering of homesite deliveries will not be limited
to food and beverage sectors.
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Professional services will be, and
can be, at the forefront of the
transition. This includes
pharmacies, legal practices,
accountancy firms and real estate
practices.
Customers and clients will
genuinely be at the central focus.
The concepts of convenience,
access and proximity will,
necessarily, be recalibrated.
Many existing business models will
be made redundant, innovations
will be formulated, documented
and implemented, requiring new
skill- sets and resources.

DIGITAL REALITY

The transition to, and heightened
emphasis on delivery is part of a
broader digital marketplace
Convenience and access are no
longer limited to geographic
factors. Immediacy and “now”
centre on the individual
consumer, customer or client.
Delivering “mass individualisation”
is the new business model and
challenge. In commerce the
centre-of-gravity has shifted.
Capabilities and capacities will
remain imperative, but
fundamentally they will be the
building blocks on which style will
differentiate the business, product,
service and application; and it will
be the style that will determine
value.
Consultants will be driven to
change the essential question,
from:
What business are you in?
TO
How do you deliver?
For those with the right answer,
success awaits.
© Copyright, Barry Urquhart
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About the Author:

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

Co-ordinates

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

Sunil Bali

Sum
people
…
One day, a school
teacher wrote the
following on a
whiteboard,
9×1=9
9×2=19
9×3=27
9×4=36
9×5=45
9×6=54
When the teacher was finished he
looked to his students and some of
the class began to laugh. When he
asked them why, one student pointed
out that the second equation was
wrong.
The teacher responded by saying, "I
wrote the second one wrong on
purpose to show you something very
important. This is how some people
will treat you. You can see that I
wrote five other right answers, but
only some of you gave me credit for
that. Some of you laughed and
criticized me for the one wrong thing
that I did. Throughout your life, some
people won’t appreciate you or what
you do, and will put you down given
an opportunity."
Don’t be distracted by criticism. The
only time that some people taste
success is when they take a bite out of
you.
© Copyright, Sunil Bali

About the Author

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

Co-ordinates

E-mail: sunil@sunilbali.com
Web: www.sunilbali.com
LinkedIn: uk.linkedin.com/in/sunilbali1
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John Niland

Service or Servitude?

The lady approached me
hesitantly with a troubled look on
her face.
I had just delivered a keynote in
London on the topic of “Are you a
Client Servant or Client Partner?”
which had been enthusiastically
received by most delegates, but
clearly not by this lady. We were
now on our coffee break and I could
see she wanted to talk.
“For years”, she said “I’ve defined
myself as a servant. Not only do
have values of service, I’m a firm
believer in servant leadership as
well as being of service to clients.
Are you saying this is a
fundamental mistake?”
Not at all, I replied. I share the
exact same values: both in the
context of leadership as well as in
the context of client-management.
The problem is not service… it’s
servitude. Which unfortunately in
today’s economy (for reasons
outlined in the keynote) is where
service drifts if we don’t do
certain things to paddle the
relationship into different waters.
Are we really being of maximum
service to clients when we simply
do everything they ask, when they
ask it? Surely we are more useful
when we probe, challenge and

even take a share in responsibility
for the outcome?
She thought for a moment, sipped
her coffee and then smiled. “That
really helps”, she said, visibly
relaxed. “I have values about
service and I don’t want to
abandon those. But if I can
translate this into an attitude of
partnership vs. servitude, then I
see how it enhances
our usefulness to clients.”
As with many of these
conversations, I learned, too. I
made up my mind to cover this
distinction (service vs servitude)
in future talk on this subject.

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

Co-ordinates

Telephone:
Belgium (0032) 32 2 201 1121
London: +44 (0) 845 644 3407
Email: john@vco-global.com
Web:
http://www.johnniland.com/about/
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About the Author

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

3 lazy SEO tips to jumpstart customer
acquisition

EO means many things to many
people.
To some, it’s links.
To others, it’s keywords.
In actuality, it’s a broader concept
designed to increase authority on
particular subjects and popularity
among peers to increase the odds
of being properly classified.

show up in a search result:
RankBrain.
Chances are, you (mostly) know
all about the first two. They’ve
been talked about ad nauseum for
years.
The third is a more recent
development that employs
machine learning to consider a
mind-numbingly complex amount
of data within half a second from
receiving a search query.

It can get incredibly complex and
time consuming on a large scale.
However, it doesn’t always have
to.

stuff shows up, and you’ve got
your work cut out for you.
This doesn’t even bring up the
larger algorithm updates, or the
smaller on-going tweaks to
existing ones happen routinely to
continually refine their approach.
All of this stuff to ensure that they
get better at filtering the good from
the bad.
That means hopefully, one day
soon, you won’t see the same
unfortunately obvious junk
polluting the prime 1-3 positions

Instead, you might be able to see
awesome results by simply
focusing on a few key areas;
constructing a fulcrum for
leverage rather than chasing your
tail with the latest ‘tricks’ or
‘hacks’.
But first, you need to understand
where this thing is heading.

How to 80/20 Your SEO
Strategy Based on the
Evolution of Search
Engines
Links still matter.

So too, does content. (Specifically,
its accessibility + topic targeting +
quality).
But in the last few years, a third
factor has risen to become one of
the most influential methods that
determine exactly where you

while you toil away in obscurity
doing ‘the right thing’.
RankBrain’s success lies in its low
level artificial intelligence, able to
not only process stuff quickly, but
also more increasingly accurate
over time as it grows, matures,
and adapts.

It also means that if you strategize
properly, you should be able to
identify a few crucial areas that if
executed properly should snowball
enough to deliver the elusive
marketing flywheel.

Couple this development with the
increasingly personalized search
results different users see,
Google’s push into ‘instant
answers’, the continued layout
tweaks of search engine result
pages that alter what (and where)

Here are a few of those areas to
scrutinize.

1. Shortcut Your Keyword
Research

Traditional keyword strategies are
broken.
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They’re still incredibly important,
no doubt. But not in a 2005 kind
of way.
Instead of blindly looking for all
things related to the phrase you
typed in, they attempt to
understand or interpret the
meaning behind the words used.
That extends to words on a page.
Sure, inserting a keyphrase X
times in Y locations can help. But
more importantly, is the context
of topics and information around
those key phrases.
That means keyword research, or
the process of identifying topics
related to your site’s pages,
requires a hell of a lot more
nuance than simply selecting stuff
based on (inaccurate) volume
estimates.
Ross from Siege Media laid out
one incredibly thorough keyword
analysis in this excellent post.
Simply put: it’s awesome.
The only problem?
It’s SUPER time consuming. (He
even admits as much, which is
why he willingly shares the entire
process. Because most aren’t
going to ever attempt it.)

 Volume: An upgraded search
volume estimate.

 Difficulty: A rough range of



how competitive ranking on a
specific page might be.
Opportunity: The odds of
click-through-rate based on
how the SERP layout looks.
Potential: An aggregate score
to easily compare likekeywords by.

As you can see, it’ll also pull in the
top pages already currently
ranking for that query so you can
dive into details on the
competition.

For example, here’s a snapshot of
the results you get after going
through it:

Historically, you either didn’t have
access to some of this
information, or you had to take
the scenic route by manually
researching and crunching
numbers.
So what used to take days-toweeks now takes maybe an hour
– without sacrificing the additional
nuance you need to successfully
choose keywords in today’s
dynamic search environment.

Yes. My brain hurts after reading
that too.
If you’ve got the time and
resources, follow that. If not, try
this.
Moz recently released a new
Keyword Explorer tool that
brings in several critical factors to
analyze.

The toll will also help you pull up
related or similar phrases, which
you can then sort by relevancy
and volume (and add to a custom
list for further review).

(Please note that I’m not saying
you shouldn’t do a thorough job.
I’m just saying sometimes, based
on priority and availability of
resources, you need to tackle
the low hanging fruit first before
coming back to this more in-depth
work at a later date.)

For example:
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2. Upgrade & Repurpose
‘Unbranded’ Content

There’s a Catch-22 that many
websites don’t even realize
they’re struggling with.
1. They want to rank for a
‘commercial’ keyphrase like:
“tax relief”.
2. Yet 99.9% of the pages on
their website are branded.
So here’s the rub: How are
you going to rank for that topic
when information related to that
appears on 0.01% of your
website?
In the good old days of dumb
algorithms, you simply force-fed
primary pages like your Home
page with said keyphrase,
attempting foie gras but resulting
in an incoherent mess that looked
and talked and walked like spam.
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problem or pain points, and how
do you uniquely solve those?
Good. Those just became your
themes, angles and blog
categories.

Next up, pull up the
aforementioned keyword tool to
do some opportunistic research.
The goal is to pre-identify specific
topics that are already sitting
there for you to capitalize on.
That way you’re not shooting in
the dark, or crossing your fingers
next time you hit Publish.

I wish that was the only problem,
but it’s not.
The other is ‘thin content’.
So the pages that DO contain
information related to this stuff,
only have ~200 words on them.
Because they’re going for
‘creative’ or ‘branding’ or whatever.

Third, is seduction.

That’s an issue, as the content
ranking on an average first-page
result has around 1,890 words
per page.

Blog posts commonly fail because
they dive straight into the
solution. Or the tips. Or the
process.

What to do?

So you’re left with ~250 words.
And you’re not giving new
readers (or the peeps you’re
trying to appeal to with blog
posts) the chance to (a)
recognize the same issue in
their life and (b) develop the
empathy or interest required
to actually read the damn thing.

Despite how trendy-hipster it
sounds, content marketing.
Specifically, good stuff around
unbranded topics that you’re
trying to rank for. But…
Creating new skyscrapers can be
incredibly time consuming.
Instead, let’s start with what
you’ve already got, repurpose
some existing stuff, and upgrade it.
(If you gaze at your analytics too,
you’ll notice that,
counterintuitively, your most
popular content in search engines
tends to be your oldest posts
too.)
First, go back to the basics.
What drives your customer’s
purchasing occasion? What’s the

The old copywriting PAS
formula can help.
 Problem: Identify the root
issue or pain point that’s
driving people to start
searching for education,
information, products, or
services.
 Agitate: Discuss the various
ways this issue manifests in
someone’s daily life with
concrete examples.
 Solution: Only when you’ve
properly outlined the issues
can you solve them.

The old storytelling formula
should apply to a blog post as it
does to a movie or television
show.

You build the foundation,
introduce conflict, built tension,
climax and release (get your mind
out of the gutter).
Pulling from source material (like
offline speeches or presentation,
case studies with clients,
testimonials from customers,
industry research, proprietary
studies, etc. etc.), you should be
able to now go in and ‘fatten up’
your page content while also
changing the focus from your
company to your customer’s
problems.

Here’s one example we did for a
client:

New content creation is good and
important. But stop being a slave
to artificial deadlines (like we have
to publish X times per week) and
start with simply improving your
existing stuff first to see a quicker
lift.
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3. Link Building =
Marketing Campaigns

Link building can be an incredibly
frustrating, often fruitless effort.
Especially when you consider
today’s minefield that is Google’s
algorithm updates.
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Or how about this one from the
Hard Rock Hotel in San Diego,
highlighting Cyber Mondays deals
from a specific promotion.

These links also have the added
bonus of showing up in places that
actual customers might actually
search too.

So… just piggyback on your
marketing campaigns.
Because the best link building
results often come from larger
campaigns or promotions leading
the way.
You can see evidence of this when
you review a few link profiles of
established companies.
(You know, like real businesses.
Not just online, info-peddling
ones.)
Pull up any backlink-checking tool
and sort by highest Domain
authority or rating (to judge the
aggregate strength or value of that
link).
For example, this one from an
online + brick and mortar retailer
features a bunch of reviews and
editorials covering their recipes
and events.

What does that mean?
Let’s stick with local businesses as
an example.
Say you’re going to throw an
upcoming event at your location.
Or you’re going to put together a
promotion for the upcoming
holidays. Now with one campaign,
you’ve got multiple link building
opportunities.

Those links are high quality. And
hard to get. You can’t fake ‘em.
Or swap ‘em with some
anonymous tricksters in a forum.
Which means they’re valuable and
highly desired.

The point is, both link profiles
feature links that are the result of
larger promotional efforts and
campaigns. NOT from classic ‘link
building’ like emailing a million site
owners about their 404 errors
and hitting them up for links.
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Here’s a quick list:
 Publish a new page on your
site with details about the
event/promotion/campaign,
and set-up multiple CTA’s
across your website directing
people back to it.
 Hit up the low-hanging-fruit of
your own email lists and social
accounts. Incentivize them to
leave reviews on local listings.
These will not only help
where you show up in results,
but are also trusted as much
as personal recommendations
by 88%.
 Next, look for journalists
who’ve talked about [your
thing] or promoted this stuff in
the past. This gives you a
‘warm’ audience to reach out
to, because they’ve already
expressed some interest
previously. Craft unique
pitches to the journalists,
emphasizing how this
campaign fits directly into
their point of view and would
be immensely helpful to their
readers.
 Find and invite the best local
bloggers to participate
somehow. Some kind of
exclusive access to an event
works, otherwise a special
discount for their readers or
even a revenue share
agreement for everything sold
through their site might pique
their interest.
 Set-up specific ads or deals
related to your campaign to
increase visibility on local
listing sites like Yelp or
TripAdvisor (which are the
first places people go when
beginning to evaluate their
alternatives – before they
know you by name).
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 Create retargeting ads,

targeting anyone who visits
your site (or this page) during
this promotional push to
capture or bring back as many
people as possible (which
includes a healthy mix of
interested potential prospects,
journalists you’re wooing,
bloggers you’re pitching, and
loyal customers who’re on the
verge of re-purchasing or
referring you to their friends).

Conclusion

Companies always want to rank
#1 for the term [fill in the blank].
But… do you deserve to?
Despite the fact that this overprioritization of rankings is dying
out, at the end of the day search
results are designed to filter and
surface the best stuff out there.
No amount of magic fairy dust or
blackhat tricks some ‘SEO’ dude
says will change that.
Search rankings are a lagging
indicator. You provide awesome
service, build an awesome
product, get written up in the
press and have customers spread
the good word, and then you
rank.

© Copyright, Brad Smith
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The good news is that SEO also
doesn’t have to be time
consuming. It’s just an extension
of what you should already be doing,
and paying special attention to a
few small areas that deliver
outsized results.

Related Posts

 5 Must-Know Google Analytics
Strategies To Measure SEO
Success
 Effective SEO for All Stages of
the Conversion Funnel
 SEO: A Comprehensive Guide
for Beginners
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Roz Usheroff

Do you have the IT factor? – Best strategies to
activate your executive presence

“We have to move away from the
belief that people are born with
“IT”, and recognize that we all
possess unique abilities and gifts to
create our own brand of executive
presence.”

to everyone, without their having
to become someone they are not.
In other words, I have successfully
worked with people to empower
them to find their executive
presence within the framework of
their authentic self.
With this month’s eNewsletter, I
will help you to lay the foundation
for building your executive
presence, so that you will shine in
your own right.

In Your Own Right . . . The
Right Way
Are you receiving feedback that
you need executive presence? Are
you being told what “IT” is, and
how “IT” should look?
If you are like most, it is unlikely
that you are getting specific
direction as to the changes you
need to make. Or you may
believe executive presence is
unattainable as you are not an
executive.
In a world that is constantly trying
to conform you to somebody
else’s ideal image, often times it
is far too easy to fall into the
trap of being dissatisfied with
who you are and your own
unique and inherent abilities.
This is why, as an executive
coach, I have focused my
energy on making “IT” or
Executive Presence, accessible

“If your brand truly reflects your
personal values and aligns with your
goals (not someone else’s vision of
who and what you should be), you
will have created a magical harmony
from within and will present a unified
and sustaining image that will neither
disappoint nor surprise but instead
endure.”
The above is an excerpt from my
book The Future Of You:
Creating Your Enduring Brand.

At its core, executive presence is
the ability to know yourself. It is
the ability to understand what
drives you and the things for
which you are willing to work.
This is not about smoke and
mirrors but honing in on the
ability to be your own best PR
manager.

Action Item 1: Recognize
What Executive Presence
Actually Is
“Executive presence is a special
quality that captivates others to
follow you and inspires allegiance
and devotion. It paves the way to
personal leadership and is earned
rather than appointed.”
Some have suggested that the
definition of executive presence is
mysterious and subject to
personal interpretation. After all,
what is this “special quality” that
some seem to have, while others
don’t? It is as if it is left to chance,
as opposed to being the result of
a tangible effort.
However, the
fact is that you
don’t start off
with executive
presence, you
earn it.
In other words, executive
presence is not something you are
born with; it is the result of
making a conscious decision to
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invest in the management of your
reputation and having the courage
to step-up and stand out.
Like the person who regularly
works out at the gym and is in
great physical shape, creating your
own executive presence requires
your time, energy and full
commitment. There are no
shortcuts, but the returns or
rewards are significant IF you are
willing to put in the required
effort.
Ready to make the commitment?
Here are a few things you must
do to get the ball rolling:
 Identify your passion. Be
brutally honest with yourself.
Do you believe in what you
are doing and do you have a
passion for being the best at
it? You need to follow your
heart and invest time in doing
what you love.
 Set yourself apart. Determine
what it is that makes you
unique and different from
someone else. This could
relate to your style of
clothing, your emotional
intelligence, your expertise,
your interpersonal skills or
your readiness to initiate
change.
 Build greater self-awareness of
how others perceive your
executive presence. Conduct
market research and seek
feedback from trusted
advisors/confidantes/sponsors
who will tell you the truth.
 Choose those behaviors that
support your “best” self and
identify success pillars along
the way.

Action Item 2: Look The
Part

In today’s fast paced business
world, we are being forced to
form quick first impressions.
Whether fair or not, we tend to
stereotype people. You need to
ensure that you are not giving off
mixed messages.
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I know that the term dress for
success has been used to the
point of becoming almost
superfluous, even irrelevant. But
do not underestimate its
importance.
I absolutely believe that executive
presence begins with the cover –
as in the cover of a book. It is an
outside-in proposition, in which
the way you present yourself in
both your dress and body
language is critical.
If the book cover is shabby, bland,
generic, it will present an
ineffectual image that will,
regardless of the power of the
message within its pages, make it
invisible and dispensable.
However, if the cover is
compelling, attractive, unique and
current, then people will be
moved to pick it up and to open
it. This means that you have to
manage perceptions. Above all, do
not allow titles or positions to
intimidate or distract you.
Regardless of whether someone is
a CEO or VP, you deserve to be
seen and heard.
The following tips will enable you
to not only gauge how people see
you, but also what you need to do
to put the right face to your
executive presence.
Body Language
 Be aware of the subliminal
messages your body language
is sending. Are you open and
inviting, or withdrawn and
closed? When you fold your
arms in front of your body,
you form a barrier between
you and the other
person. This can be perceived
as defensive or scared. In
contrast, leaving your arms
unfolded and maintaining
steady eye contact will make
others feel welcome.
 When entering a room, walk
with purpose and smile,
raising your chin slightly to
project confidence and
approachability.
 Strike a pose. Stand tall with
your feet slightly apart when
you are engaging others or
presenting at a meeting. This
pose makes you look bigger
and stops you from looking



timid. Even if you don’t feel
confident, you will feel and
look more powerful.
Don’t wait for someone to
come up to you before
introducing yourself. Instead,
be the first one to reach your
hand out to meet someone
new. Always shake hands for
the length of time it takes to
know the color of the
person’s eyes and repeat their
name.

Dress:
 Dress for the job you want. If
you don’t look the part of a
leader, you’re not likely to be
given the role.
 While you do not have to
wear the latest fashions from
Paris, or look like you just
stepped out from the cover of
GQ, your professional dress
should reflect a crisp and
clean look and feel.
 Your style should be both
current and aligned with your
environment. Do not make a
statement by dressing or
looking radically different from
everyone else. The
boardroom is no place for
purple hair or unconventional
clothing.
 Grooming counts as much as
clothing. Invest in a good
stylist who understands how
you want to be perceived.
Beards should be trimmed
appropriately.

Action Item 3: GET
VISIBILITY

“Decide what you want. Believe
that you’ll get it. Live as if you
already have it
Like the muscles in your body that
may be hidden, only to emerge
after you begin to really exercise,
you already have within you
executive presence.
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It may be hidden beneath years of
uncertainty and career
compromises, but it is there
within you as it is within a Richard
Branson, or a Michelle Obama. In
short, rebrand yourself by
creating your own publicity
campaign, without needing to
stand on a soapbox or copy these
examples.
This is not to suggest that you
need to be aggressively selfpromoting, but you do have to be
noticed. You may not crave
recognition, however, working
hard outside of the spotlight often
results in being taken for granted
or not being given credit for your
ideas. If you’re not in people’s
thoughts, then you’ll be passed up
for new projects, additional
responsibilities or promotions.
Let’s look at some strategies that
you can use to get noticed in the
workplace.
 Move from being a generalist
to a strategist. Think
strategically about what types
of skills your organization
needs. Expand these skills, as
the more knowledgeable and
skillful you become in a
particular area, the more
likely you are to be
appreciated for your work.
 Speak up in the first ten
minutes at a meeting. If you
are not a subject matter
expert, come prepared with a
thought provoking question to
show that you are present.
 Create a networking
navigation plan that will give
you the visibility to decision
makers and influencers.
 Build a network of “allies”
who can help you get assigned
to interesting, significant, or
eye-catching projects.
 Ask your boss to assign you
to a project where you can
“rock” and bring in the results
that will set you up for
success and recognition from
leadership.
 Get involved in your
company’s charities where
you can expand your
relationships to include the
senior leaders with whom you
may not normally have access.
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Many Paths To The Same
Destination

While the action items listed
above are by no means the
complete list of steps for creating
your own unique brand of
executive presence, it is a good
place to start.
That said, there is one final point
that I would like to make . . .
there is no “one way” to achieve
presence unless you have a game
plan.
However, a solid game plan must
recognize the fact that everyone is
at a different place or stage, and
therefore will need to focus on
the development of different
traits. Or to put it another way,
one size does not fit all.

In the end, there are many varied
and diverse paths to achieving
executive presence. It is reflected
in how you navigate your career
to make a difference, your
willingness to challenge the status
quo, as well as your ability to
inspire others to follow you.
As such, and in the words of Greg
Anderson who wrote the book 22
Non-Negotiable Laws of Wellness
“Focus on the journey, not the
destination. Joy is found not in
finishing an activity but in doing
it.”
Wishing you success at projecting
your “IT”.
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Jeff Haden

9 uncommon signs you will be more successful
than most people

We all define success differently. We
all should define success differently,
and here's why.)
Yet at the same time, highly
successful people do share a number
of common traits and attitudes.
Successful people are willing to face
vulnerability, emotional ups and
downs, and the risk of public and
private failure.
They want to succeed on their
terms and they aren't willing to
accept a cap on their success.
Here are nine ways to know you
have what it takes to be
successful:

1. You enjoy succeeding
through others.

success from the happiness and
success of others.

2. You don't make choices you create choices.
Most people simply choose from
column A or column B. People on
the path to success often skim
through A and B and then create
their own column C.
As Jon Burgstone says:
"Every time you want to make any
important decision, there are two
possible courses of action. You can
look at the array of choices that
present themselves, pick the best
available option, and try to make it
fit.
Or, you can do what the true
entrepreneur does: Figure out the
best conceivable option and then
make it available."

Talent is obviously important, but
the ability to work together,
check egos at the door, and make
individual sacrifices when
necessary is the only way any
team succeeds.

And that's why entrepreneurs
often accomplish the
inconceivable because to
successful people, that word truly
doesn't mean what everyone else
thinks it means.

That spirit can exist only when it
comes from the top.

3. The voice in your head is
louder than every other
voice you hear.

And that's why successful people
focus on the individual rather than
the position, the team rather than
the hierarchy, and most
important, gaining happiness and

Others may doubt. Others may
criticize. Others may judge and
disparage and disapprove.

You don't care. You see all those
opinions for what they are: not
right, not wrong, just data. So you
sift through that data for the
actual nuggets you can use. The
rest you ignore.
Why? You may respect the
opinions of others but you believe
in your ideas, your abilities, your
will and perseverance and
dedication. You believe in
yourself.
And that makes you want to live
your life your way ... and not
anyone else's way.

4. You believe that how you
play the game really is more
important than whether
you win or lose.
If you're on the path to success,
you'd rather fail on your own
terms than succeed on someone
else's. You'd rather reach for your
own future than have your future
lie in someone else's hands. You
feel it's better to burn out than to
fade away.
Sure, you want to win. You're
driven to win. But you want to
change the rules, create your own
playing field, and win the game you
want to play because winning a
game in a way you're forced to
play would still feel like losing.
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5. You don't need to be
disciplined, because you
can't wait to do all the
things that bring you closer
to achieving your goals.

Discipline often boils down to
finding a way to do the things you
need to do. Successful people
can't wait to do the things they
need to do. They have goals and
dreams, and they know every task
they complete takes them one
step closer to achieving those
goals and dreams.
That's why people on the path to
success can have fun performing
even the most mundane tasks.
When there's a clear line of sight
between what you do and where
you want to go, work is no longer
just work. Work is exciting.
Work is fulfilling.
Work, when it's meaningful and
fulfilling, is living. And that's why ...

6. You don't want to simply
gain a skill and then live a
routine.

Some people work to gain a skill
or achieve a position so they can
relax, comfortable in their abilities
and knowledge. They've worked
hard and they're content. (That's
not a bad thing; everyone's
definition of success should be
different.)
People on the path to success
hate the contentment an acquired
skill brings. They hate the comfort
an achievement affords. They see
acquired skills as a foundation for
acquiring more skills. They see
achievements as platforms for
further achievement.
In short, they pay their dues and
they want to pay more dues. They
look at themselves in the mirror
and think, "OK ... but what have
you done for me lately?"
And then they go out and do
more.

7. You're a fan of other
successful people.

Working for a corporation is
often a zero-sum game, because
personal success usually comes at
the expense of others. If you get
promoted, someone else does
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not. If you get an opportunity,
someone else does not.
That's why, in a corporate setting,
it's really hard not to begrudge
the success of others it's hard to
be genuinely happy for a coworker when you're disappointed.
On the other hand, successful
people especially successful
entrepreneurs -- love when
others succeed. They know the
pie is big enough for everyone.
(Forget the current pie; they're
out there trying to make new
pies.)
Successful people see the success
of others as exciting and
inspirational... and as validation
that creativity and hard work do
pay off.

8. You're willing to start a
movement of one.

We all like to belong, to feel
we're kindred spirits, and that's
why some ideas quickly gain a
following and why great ideas can
become movements.
Joining a crowd is awesome. But
every movement starts with one
person who dares to stand up,
alone, unprotected, and
vulnerable, and be different: to say
what others aren't saying, to do
what others aren't doing to take a
chance and accept the
consequences.
What makes people on the path
to success so willing to take that
risk?

9. You think, "Why not
me?"

Regardless of the pursuit, success
is difficult to achieve. That's why
we all fail sometimes. And when
we do, it's easy to decide events
were outside our control. It's easy
to feel depressed and wonder,
"Why don't I ever get the
opportunities other people get?"
or "Why aren't my friends more
supportive?" or "Why can't I catch
a break?"

Truly successful people ask a
different question: "Why not me?"
That's why an entrepreneur will
open a restaurant in the same
location where other restaurants
have failed: "They didn't succeed,
but why not me?" That's why
entrepreneurs will start a
software company with nothing
but an idea: "They may have
deeper pockets and a major
market share, but why not me?"
People on the path to wealth
don't assume successful people
possess special talents or a gift
from the startup gods. They see
successful people and think,
"That's awesome ... and if she can
do that, why not me?"
Good question: Why not you?
If you think about it, there is no
real answer, because when you're
truly willing not just to dream big
but also to try incredibly hard,
there are no reasons you can't
succeed at least no reasons that
matter to you.
© Copyright, Jeff Haden
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In short, it's easy to think, "Why
me?"
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Aziz Corporate

5 Tips for starting a difficult conversation

There are so many things we can find
difficult. We may have to give some
challenging feedback, break bad news,
apologise for and resolve a problem
caused by our organisation, or team
for which we are accountable.
Sometimes it’s not the topic but the
person that causes the difficulty. You
may have a personality clash with the
individual or find their attitude
challenging.
You may have further complications –
you might not have met the individual
in person, they may work different
shifts, be on a different continent, have
a different first language, or you have
nowhere private to hold the
conversation.
Whatever the conversation, the
principles below are likely to be useful
to consider as you plan how you will
open and hold your conversation.

Check your mind-set

If you call it a ‘difficult’ conversation –
it probably will be – difficult- that is.
Would it be more helpful to call it an
important conversation, a critical
conversation or a challenging one?
Using any of these terms will probably
put you in a better frame of mind to
have the conversation. Your attitude
to the problem will leak through in
your body language so check it
carefully beforehand.

Be honest

If you are finding it a challenge to find
the right words – say so when you
begin and explain that your intent is to
improve the situation. It can help to
rehearse some questions or points

out loud in advance so you begin to
find words that sound comfortably like
you and not a text book.

Consider 3 perspectives

You are very likely to have spent
some time considering your own
perspective on the issue.
What will the other person be
thinking and feeling? Have you really
considered what it will feel like to
receive your message? How do you
want them to feel after the
conversation? Will they have had a
chance to feel heard and respected?
The third perspective is that of a ‘fly
on the wall’. If you took a neutral
observer’s view of the situation –
what would you deduce? Is it a high
quality conversation, with deep
listening from both parties?

Be crystal clear

What PRECISELY is the issue you
want to raise? Many of us have a
feeling about something – ‘your
attitude is a bit slap dash’. We need to
be able to really specifically articulate
what the situation is and what you
want to discuss or change. ‘In the
reports that you produce, accuracy is
vital so please recheck your output,
use spell check and consider revisiting
24 hours after you have produced
them to get a fresh view before
sending through’.

Start the conversation

the earliest opportunity. Some
conversations will take place in one
event; others will be a series of
conversations moving forward each
time. Be realistic about what you can
expect to achieve in one conversation.
Articles original source:
http://www.azizcorp.com/5-tipsstarting-difficult-conversation/
© Copyright, Aziz Corporate
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Many of us put these conversations
off. This strategy rarely works, as
typically in the absence of other
information most people think what
they have been doing to date is
acceptable. Start the conversation at
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Aki Kalliatakis

This is not a game you want to play in

I just simply cannot believe that yet
another corporate giant has had its
customer data stolen by hackers. And
the biggest one ever – more than half
a billion account details were
“stolen” from Yahoo at the last news
broadcast that I heard.
Together with the MySpace, eBay,
LinkedIn, Sony, AOL and many other
breeches of data, this brings the total
number of accounts affected to
almost two billion. What’s worse is
that some of these companies claim
that the theft happened two years
previously. It’s no wonder we are all
getting spammed and phished too
regularly!
To make things worse, what
happened in most of these cases is
not that a name and email address
were stolen, but things like
telephone numbers, dates of birth,
identity numbers, secure
encrypted passwords, questions
about favourite teachers or dogs’
names, and the personal
information, hobbies, interests
and habits of each user.

“What really gets to me, however, is
that most of these companies are in
the IT world. They don’t farm
potatoes, nor do they manufacture
plastic toys, nor do they run hotels.”

In some, (but not all the cases,)
banking and credit card details
were also compromised. Two
billion times! Some hackers have
now even come up with a bold
plan – months after getting your
information, they hack into your
computer, and download all your
data so that you are left with
nothing on your hard drive. The
next you hear is an emailed
ransom note telling you that
unless you pay $500 dollars today,
you lose everything. And
tomorrow the price goes up to
$1000.
What really gets to me, however,
is that most of these companies
are in the IT world. They don’t
farm potatoes, nor do they
manufacture plastic toys, nor do
they run hotels. No, their living is
made from computers and
software, for goodness sake. They
sell us a level of competence and
skills which most of us are actually
clueless about.
And now they expect us to trust
them? They cannot be trusted – in
spite of all the reassurances that,

“We will never share your
personal information with
others.”
Yeah… right. And clouds are also
safe. Gimme a break – do you
think I’m stupid or something?
Like with most other corporate
embarrassments, the apologies
are laughable. Since Yahoo’s is the
most recent, I’ll selectively quote
from their letter to users: “A
recent investigation has confirmed…
that a copy of certain user account
information was stolen… by what it
believes was a state-sponsored
actor… Yahoo is notifying potentially
affected users and has taken steps
to secure their accounts. These steps
include invalidating unencrypted
security questions and answers so
that they cannot be used to access
an account…”
The words “state-sponsored actors”
appear at least four times in their
statement, but the words “sorry”
and “apologise” are not even used
once. Not even once.)
They don’t express any regret at
all, even though they openly admit
to now, years later, shutting the
gate after the horse has bolted.
Too little, too late, and very, very
arrogant.
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They then go into making
suggestions and recommendations
about what their customers must
check, change and take urgent
action upon to fix this problem –
a time-consuming event which is
probably at least 30 minutes work
for just website. So they screwed
up, blamed others but not
themselves, not even bothered to
apologise, and then dumped the
problem squarely on my lap.
Of course, it’s not just only the IT
industry that is guilty of this.
Banks, cell phone companies,
short-term insurance, airlines,
motor vehicle manufacturers and
many other giants are also very
clever about doing exactly the
same to their customers – and
then lie and cheat and intimidate
to avoid problems. It’s no wonder
that the trust has been eroded –
we don’t even trust the news
anymore.
But what these companies don’t
realise is that customers may
seem powerless and forgiving, but
their memories are long. (To tell
you the truth, I believe that, as
customers, we often get the
experiences that we deserve
because we allow companies to
get away with things like this.)
If we assume that most purchases
– even in the business-to-business
world – are made mostly (or in
part) emotionally, then when there
is disappointment, betrayal, anger
and even disgust with a company,
everything changes in the
relationship.
And most importantly, when
customers feel this way, their
loyalty turns into a sense of
emptiness and indifference
towards your company - or
worse.
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They often feel a need for
revenge, and they do this not only
by withdrawing their current and
future business, but through other
actions: they don’t pay their
accounts on time; they tell as
many other people as will listen
via word of mouth, the social
media and traditional media; they
actively discourage others from
doing business with you; they
abuse your staff, your property,
your equipment, and your
systems; they threaten - and in
some cases actually take - legal
action, or get authorities and
legislative bodies involved; and the
few who do complain are
aggressive, unreasonable and
unforgiving.
These actions, in turn, have their
own consequences: as your
company’s reputation takes a dive,
you need to do more PR and spindoctoring; your marketing and
sales costs shoot through the
roof, (and customers don’t believe
your marketing messages anyway);
you inevitably start losing market
share and have to start taking
desperate measures like cutting
prices and paying greater
commissions; staff are
demoralised and demotivated, and
your best people leave first; you
have to spend money to
investigate and recover from
customer unhappiness, and all
transactions now become nonroutine; and your competitors just
love it all, and use the vulnerable
position of your company to take
advantage.

It’s all so unnecessary – and
expensive. And it’s mostly
completely avoidable and
preventable. The question is: Are
your company’s executives,
managers, staff and shareholders
happy to pay the price of these
shoddy practices? I know that I
don’t have a Yahoo account
anymore.
© Copyright, Aki Kalliatakis
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“But what these companies
don’t realise is that
customers may seem
powerless and forgiving, but
their memories are long.”
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Andy Bounds

Six very handy words to use – especially
when it’s kicking off
It’s surprising how much more
appealing this is than “Can I ask
you some questions?”

#3 ADVICE

Want someone to do something;
but concerned they might say
‘no’? Try this:

But they often do. As do others –
words like easy, new, surprising,
immediate, secret, definitely etc.
often attract attention.

You: “Can I ask your advice
something?”

So can I quickly ask your advice?

about

Them: “Of course” (this is the only
answer they could give!)

The best communicators say the
right words when it matters.
Some of them are blessed with
the Gift of the Gab, and the right
words just come out all the time.
However, most of us mortals
need to identify in advance the
best words we should say.
Here are six I’ve found work
pretty well…

#1 OFFLINE

This is a popular one.
Stuck in a meeting with people
going in to too much detail? Try
this:
“This conversation’s useful, but
getting too detailed. Let’s take it
offline”.
When you say this, people often
stop discussing the detail. So, in
effect, ‘offline’ is a nice way of
saying ‘shut-up’!

#2 QUICK

Want someone to engage with
you? But worried they won’t
because they’re so busy? Use the
word ‘quick’ to overcome their
concern…
“Can I ask you a couple of quick
questions?”

Now, before you hit reply and tell
me times these six words won’t
work… I know they won’t always
work! Nothing always works.

You: “It’s important we move
forward with [topic]. What would
you advise we do next?”

#4 MISUNDERSTANDING

Action Point

Which of these words could you use
immediately?
Choose one, use it… let me know how you
get on.

In an argument?

They can quickly degenerate into
the Blame Game - ‘It’s your fault’;
‘No, it’s yours’. But it’s more
important to find a solution than
it is to be right. So try this:
“We’ve clearly had a
misunderstanding. Let’s look at ways
we can resolve it.”

#5 REFLECT

Asked a question you don’t want
to/can’t answer? Try this:
“I’ve got a couple of ideas about this.
Let me have a quick reflect and
come back to you”
This buys you some breathing
space, giving you time to come up
with the answer you’re happy to
give.

#6 EXPLORE

Want to make a sale, but not
come across as sales-y? Try this:
“Let’s have a quick chat to explore
our options”

© Copyright, Andy Bounds
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Six simple words. And often very
effective ones.
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Lilach Bullock

5 Tools to Design Beautiful Infographics

In recent years, visual content has
been dominating readers’
preferences, whether it’s images,
video or infographics. Their creation,
unfortunately, is a bit more difficult
and time-consuming than a regular
blog post. So in this post, I’m going to
cover everything you need to know
about how to create an
infographic and the tools that will do
all the hard work for you.
Why infographics?
As a content creator, it’s
important to bring some diversity
to the content you provide in
order to attract a bigger audience
and to make sure you keep your
current audience interested.
People love infographics – and
with good reason, if I do say so
myself. They’re much more fun
than regular blog posts and they
provide a lot of useful information
that the reader can go through in
just a few minutes, which are just
some of the reasons why
infographics have a much better
chance at going viral in your
niche’s audience.
Infographics are colourful and eyecatching and so long as the title is
also catchy, you massively
increase your chances of driving
traffic.
Another great part about
infographics is that if you create a

good one, you can host it on
other websites, and other
bloggers might want it on their
blogs as well, which means you’re
going to get a lot of links back to
your website.
So when you’re planning and
strategizing your content calendar,
make sure to add a few ideas for
infographics – and make sure you
also have time to promote it so
you can get the most out of it.
So, you’ve decided to create your
own infographic – now, the
question is, what should it be
about?
Whatever niche you may be in,
there is sure to be a type of
infographic that will work for you.
Here are some of the most
common styles of infographics:
Data visualisation – turn your
charts, data and numbers into
beautiful visualisations that are
easier to
understand

easier to read visual content
Tell a story chronologically
There are plenty of other types of
infographics, and these are just
some of the more common ones.
But you can turn any idea into a
beautiful, engaging infographic
with a bit of imagination.
Start creating your infographic
Many don’t even try to create an
infographic as they believe you
have to be a designer in order to
do so – however, there are now
plenty of really cool, free and
cheap tools that basically do all
the hard work for you.
Or, if you want to create a more
complex infographic strategy,
there are numerous agencies that
can help with that and create the
infographics for you. This, though,
can be a bit more costly than
creating them by yourself.

Comparisons
– compare
two or more
things to
highlight the
differences
between them
How-to’s/lists
– turn your
how-to or list
based blog
posts into
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Here are some of the top tools
on the market right now that can
help you create an infographic in
just minutes:

1. Visme
Visme is a favourite of mine
as I’ve recently worked with
them on some infographics
and absolutely loved the
results. With Visme, you can
turn any of your ideas into
beautiful visual content, such
as infographics,
presentations and reports.

November
June 2016
2015

that you can check out.
To start creating your infographic,
simply click on “More” under
“Create a design” at the top of
your Canva account, and then
scroll down until you get to
infographics.
From there, it’s very easy to start
creating your own. Simply choose
a template for your infographic,
and start adding your text and
choose between the images and

They have a library of over 500
different infographic templates
that is updated weekly, and some
of them are completely free to
use. It’s also great for creating
beautiful reports and
presentations that will definitely
impress your clients.

You can very easily create a
new account by signing in
with Facebook, and get
started on your project
right away with one of their
templates. They have some
beautiful templates to
choose from, and if you
want access to all of them,
you have to upgrade your
account to premium.
Visme is very easy to use
and I really like their
selection of animations,
images and even audio and
video – basically everything
you need to create a
stunning infographic.

elements provided by Canva, or
even upload your own. They have
a lot of free images, but for some
of them, you have to pay.

2. Canva

3. Piktochart

Canva is another one of my
favourites of the list and I
often use it for both
infographics and creating
images.
It’s a free tool that is
incredibly easy to use by
anyone, even without any
design or Photoshop
knowledge.
If you want, before you start
designing, you can check out one
of their really good tutorials that
cover everything from choosing
the perfect font to writing the
perfect headline. They also have a
tutorial for creating infographics

Piktochart is a tool dedicated
completely to creating
infographics. You can create an
account for free, but if you want
access to all of the templates and
get extra space for uploading your
own images, you have to choose
one of their monthly packages,
which aren’t too costly.

4. Venngage

Venngage is very similar to
Piktochart, and just as easy to use.
You can start creating infographics
for free, but you’ll only have
access to a limited number of
templates, although enough to
keep you going as a beginner.
Just like with the previous tools
mentioned, Venngage is very easy
to use. All you have to do is
choose a template, and start
designing: add the text and charts
you want and use images from the
Venngage library to bring your
infographic to life. You can also
change the colours and fonts if
you want to, and make it
completely your own.
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5. Easel.ly

With Easel.ly you can get started
on your first infographic in
seconds – you don’t even need to
create an account.
They have a lot of different
templates to choose from, and
once you get to the front page, all
you have to do is click on the one
you want to use.
From there, the process is very
intuitive. You can change the
theme if you want, or start from
scratch, add cute animations,
charts, text and YouTube videos,
and much, much more.
All of these tools are very easy to
use – in fact, even as a beginner,
you could probably create an
infographic in about 30 minutes,
so long as you don’t get lost in all
of the images, animations and
icons, like I sometimes do.
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Conclusion

Infographics are a big part of
content marketing in 2016,
which is evidenced by the
numerous tools that have
popped up in recent years.
There’s no excuse not to start
creating your own
infographics right now. There
are so many great tools that
you can use to design beautiful
visualisations that will not only
bring you in more traffic,
more engagement and shares
and more links, but that will
also make your work day
much more fun.
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We are different to other
accountants

Tel: 01752 752210

Address:
Unit 7
Brooklands
Budshead Road
Crownhill
Plymouth
Devon
PL6 5XR

We work much more closely with our clients than
traditional accountants. We also have a much
smaller number of clients than normal and are
selective in the clients that we act for. We want to
get to know our clients businesses inside out,
enabling us to easily identify problems and spot
opportunities. We want to help improve profits
and encourage growth.

Fax: 01752 752211

Our mission is to always add value

Our philosophy is to provide a high
value service by:

Whatever we do for you, we will always carry out
our work with the aim of adding value to your
business. We run a very cost effective business by
making the most of modern technology and
homeworking, but we will never be the cheapest
solution. John Ruskin defined value as follows:
"It's unwise to pay too much, but it's also unwise
to pay too little. When you pay too much you lose
a little money, that is all. When you pay too little,
you sometimes lose everything, because the thing
you bought was incapable of doing the thing you
bought it to do.
The common law of business balance prohibits
paying a little and getting a lot. It can't be done. If
you deal with the lowest bidder, it's well to add
something for the risk you run. And if you do that,
you will have enough money to pay for something
better."

A unique feature of our service is
fixed price agreements
Once we have established your needs we will give
you a guaranteed fully inclusive price from the
start. This will give you peace of mind and no
surprise bills.

Background

Email: marc@marclawson.co.uk
Web: www.marclawson.co.uk

•

Providing the best possible service

•

Aiming to continually exceed our clients'
expectations

•

Making the time to really listen to the needs of
our clients

•

Suggesting ideas to improve profits and help
the business grow

•

Providing professional expertise in order to
proactively identify opportunities and provide
solutions

•

Being an indispensable part of your business

This is achieved by:
•

Maintaining a small portfolio of high quality
clients

•

Employing qualified individuals with a zest for
business

•

Investing in training and I.T.

Marc Lawson and Co are a small friendly firm of
Chartered Accountants specialising in small and
medium sized businesses. The practice was
formed by Marc Lawson in 1985.
Our aim is to provide small and medium sized
businesses with information and advice that
goes beyond the traditional accountancy
services of preparing accounts and tax returns.
Marc Lawson and Co benefit from having a
stable number of long serving team members
and a reputation in the South West as being a
practice that is different from the typical
accountancy practice, is small and friendly, but
able to offer the type of services more
commonly associated with large accountancy
firms.

We are members of the following
professional bodies:

