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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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Win at Crowdfunding
Based on a Blog published by the author on 21 January 2014 at
http://onesmartplace.com/category/miscellaneous-tax-business-andmanagement-issues/page/7/ titled “Win at Kickstarter”

A couple of questions to introduce this
article:
• Want to win at Kickstarter?
• Want to take advantage of new
opportunities?

An abstract published in the
Mitra and Gilbert paper says:
Crowdfunding sites like
Kickstarter—where
entrepreneurs and artists look to
the internet for funding—have
quickly risen to prominence.
However, we know very little
about the factors driving the
“crowd” to take projects to their
funding goal. In this paper we
explore the factors which lead to
successfully funding a
crowdfunding project.

First of all, perhaps I should explain
what it is. Wikipedia said in 2014,
here: Kickstarter is the world’s largest
crowdfunding platform. Since its launch,
more than 5 million people have
funded more than 50,000 creative
projects, such as films, music, stage
shows, comics, journalism, video games,
and food-related projects.
I’ve mentioned crowdfunding, a
comparatively new form of raising
funds for a project, typically in startup mode. Also called crowd
financing, equity crowdfunding,
crowd equity, crowd-sourced
fundraising, it’s the collective effort
of individuals who network and pool
their money, usually via the Internet,
to support efforts initiated by other
people or organisations. It can also
refer to the funding of a company by
selling small amounts of equity to
many investors. It’s a bit like a smallscale IPO. See Wikipedia here for
more information.
Crowdfunding
Crowdfunding involves a variety of
participants, including proposers of
ideas and/or projects to be funded
and the crowd of people who
support the proposals. Support is
then provided by an organisation
(the “platform”) to bring together
the project initiator/proposer and
the crowd.

Kickstarter
Kickstarter is such a platform.
Two researchers at the Georgia
Institute of Technology, Tanushee
Mitra and Eric Gilbert, analysed the
language on 45,000 Kickstarter
pages to find out whether specific
words and phrases made a campaign
more or less likely to meet its
funding target. According to an
article in Forbes, the researchers
used a form of statistical analysis
known as penalised logistic
regression, and concluded, “The
language used by creators to pitch their
project plays a major role in driving the
project’s success, accounting for
58.56% of the variance around
success.”
Mitra and Gilbert compiled a list of
the top 100 phrases that signalled a
project was to be funded. They
revealed the answers at a
conference in Baltimore in February
2014 – read the full paper here.

We study a corpus of 45K
crowdfunded projects, analyzing
9M phrases and 59 other
variables commonly present on
crowdfunding sites. The
language used in the project has
surprising predictive power—
accounting for 58.56% of the
variance around successful
funding.
A closer look at the phrases
shows they exhibit general
persuasion principles. For
example, also receive two
reflects the principle of
Reciprocity and is one of the top
predictors of successful funding.
We conclude this paper by
announcing the release of the
predictive phrases along with the
control variables as a public
dataset, hoping that our work can
enable new features on
crowdfunding sites—tools to
help both backers and project
creators make the best use of
their time and money.
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A Forbes article titled: Four Secrets
To A Moneymaking Kickstarter
Campaign, makes interesting reading.
It says that it’s already known that
variables such as duration of
campaign and presence of a video
demo play a large part in influencing
whether a project gets funded or
not. Those variables alone can be
used to predict success with an
error rate of about 17%. But when
the linguistic predictors identified by
the study’s authors are added into
the model, the error rate drops to
2.4%.
Forbes says that the researchers
suggest Kickstarter and other
crowdfunding platforms could use
their findings to help users improve
their odds of success through a help
centre or FAQ. (Kickstarter already
publishes other types of tips on its
blog.) They might even want to
incorporate them into some sort of
autocorrect-type tool that would
alert users when they’re using
language that negatively predicts
success.
Forbes suggest a few things wouldbe crowdfunding recipients should
keep in mind:
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• Make it sound like a rare

opportunity.
Scarcity is a strong motivator. Use
language that makes this sound like a
one-time-only opportunity.

• Use social proof.

The phrase “has pledged” turns
readers into donors by making them
feel like other people like them have
already contributed.
In 2013, the true story of a 15-yearold homeless girl became the first
Kickstarter-funded film to win an
Oscar: Inocente was made with the
help of $52,527 (£35,000) raised by
294 backers. The documentary film
was awarded with the prize for best
documentary short at the ceremony.
Top Tip
For accountants and lawyers, this is
a great opportunity. Armed with the
information in this article, they may
be able to help clients succeed with
this new form of funding.
Read the next article by John
Hawthorne for information on the
10 mistakes that cause Kickstart
project to be delayed.

• Don’t grovel.

In crowdfunding as in romance,
desperation is the worst cologne.
The authors identify the phrase
“even a dollar” as an example of the
sort of thing that turns would-be
donors off. (Interestingly,
Kickstarter’s tips blog suggests
asking for $1 as a way to “make a
great first impression.”)

• Stress the reward.

People will give more when they
expect to get something in return.
Phrases like “also receive two” and
“mention your” (as in “mention
your name”) are strong predictors
of success. The rewards can even be
metaphysical: “Good karma” made
the list of the top 100 positive
predictors.

Thomas A. Edison

The secret of getting ahead is
getting started.
Mark Twain

• Convey confidence.

Phrases that convey a sense of
assurance, such as “project will be,”
are associated with higher success
rates. Avoid phrases that carry a
whiff of uncertainty or negativism.

Our greatest weakness lies in
giving up. The most certain
way to succeed is always to
try just one more time.

© Copyright Martin Pollins

About the Author:
Martin Pollins is a Chartered
Accountant and MBA with wide
experience in corporate finance and
business management. He has
served on the boards of several
companies, including those listed on
the London Stock Exchange, AIM
and OFEX.
He was a Council member of the
Institute of Chartered Accountants
in England and Wales from 1988 to
1996. His accounting firm in 1985
was the first professional firm to
advertise on British television after
which he founded one of the UK’s
first accounting and law networks
(The CharterGroup Partnership and
LawGroup UK).

Co-ordinates

If you can dream it, you can
do it.
Walt Disney

It always seems impossible
until it's done.
Nelson Mandela

Think left and think right and
think low and think high. Oh,
the thinks you can think up if
only you try!
Dr Seuss

Kickstarter isn't a profit
center, it's an organizer and
an instigator.
Seth Godin

Email: mpollins@bizezia.com
Web: www.onesmartplace.com
Tel: +44 (0)1444 884221
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Crowdfunding can be
incredibly thrilling, right?
I recently reached out to over
100 ecommerce and crowd
sourcing bloggers and asked them
what would be the biggest
mistakes that delay a crowd
sourcing campaign. Some of the
responses I got back were not
what I expected - such as selling
too many. Of course you'd think
that wasn't much of a problem,
however it can be a major source
of delays.
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10 mistakes that cause
Kickstarter projects to be
delayed
From a Blog on 23 May 2017 by John Hawthorne, writer at https://www.floship.com

You can read all the
takeaways from my research
in this compilation here.
You’ve been dreaming about
something for months, maybe
even years, and now you
finally have a chance to bring
it fruition. And so you
carefully put together your
Kickstarter campaign,
estimating how much it will
cost and when you’ll be able
to ship it.
Hold on. Don’t take it live
yet. There is something you
need to know.
A huge number of Kickstarter
projects are delayed:
A study in 2012 found that a
whopping 84% of Kickstarter’s top
50 projects shipped late.
Before you launch your project, you
need to know why so many projects
ship late so you can know how to
avoid those mistakes.
Here are 10 common problems that
cause Kickstarter projects to ship
late.

#1 – You’re Way Too Confident
When you’re in the initial stages of
creating a product and preparing
for your Kickstarter launch, it’s
hard not to be excited. Confident.
Thrilled. You’ve seen the early
results and know that you’re onto
something big. You can already
see that this is going to change
things.
When you’re in this state of mind,
you usually feel incredibly
confident. Confident that you can
make everything work. Confident
that you can get the product to
market in time. Confident that you
can navigate all the challenges.
But when you actually get into the
process of turning your initial idea
into a mass produced reality, you
suddenly realize how complex
everything is. You have to deal
with supply chains and backorders
and power outages.
You have to figure out how to
ship everything to your backers as
well as stay on top of any issues
that arise. A single break in any of
these links can cause your

Kickstarter project to go off the
rails. Before you know it, you’re
delayed weeks, maybe even
months.
#2 – You Didn’t Price Your
Rewards Correctly
You might think that pricing is easy.
You simply add up the cost of the
materials, assembly fees, and any
other obvious fees.
But when production actually begins,
you may find that you didn’t leave
enough room for yield losses
(example: damaged products that
didn’t make it the whole way
through the assembly line) or design
changes.
When complications arise, you
usually only have two options:
1. Eat the losses
2. Delay shipment
It’s hard to stomach these types of
losses, which is why many creators
choose, or more often are forced by
their circumstances, to delay their
shipments.
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larger order and you’ll lose
time finding a new
manufacturer.

#3 – You Sold Way Too Many
Sounds like every creator’s dream,
right?
You hoped to sell 1,000 and end up
selling 10,000. And while this
certainly can be exciting, it almost
always leads to significant delays.
Several reasons for this:
• Problems are discovered when
producing initial large batches,
which then need to be scrapped,
which then eats up money.
• Supply chain issues arise because
you didn’t anticipate the volume
of parts needed.
Speaking of his own experiences
with Kickstarter, Triggertrap
creator Haje Jan Kamps writes:
[Some companies can’t handle] the
adequate orders of magnitude: A
company that is an expert on designing
a product that will be manufactured in
a quantity of 30 units at a price point
of around £1,000 is not necessarily
good for a production run of 1,000
units at £30: They are completely
different skill sets.
Ideally, you’ll be able to start a bit
smaller and then ramp up as all the
problems get ironed out. This will
allow you to ship on time.
As CNN noted:
• Over and over in our
interviews, the same pattern
emerged. A team of ambitious
but inexperienced creators
launched a project that they
expected would attract a few
hundred backers. It took off,
raising vastly more money
than they anticipated — and
obliterating the original
production plans and timeline.
• The timeframe you estimated
for shipping during your
campaign was based on a
smaller order volume, it
normally takes more time–
often a lot more time–to
process larger orders. In many
cases, the factory you talked
to during your initial planning
won’t be able to handle the

#4 – You Over Promised
One of the great temptations with
crowdfunding is to promise too
many features.
You’re excited, and you can’t wait
to show people what your
product can do. And, you really
want to get people on board with
your campaign. This often leads to
promising way more than you can
actually deliver.
It’s far better to start simple and
make sure you can deliver.
Start with your core, most
powerful features, and then slowly
expand over time. With each
iteration, you can add in
something else. Rather than
promising everything at the start,
promise one great thing.
Yes, it’s cliché but you can better
ensure your Kickstarter success
when you under-promise and
over-deliver.
#5 – It’s Difficult to Scale Your
Prototype
Many prototypes are made in
homes. You create your own
mold, buy some supplies, and
figure out how to do everything
yourself. It hardly costs you
anything and doesn’t take a crazy
amount of time. You then
estimate overall costs and delivery
time based on your very small
efforts.

However, when you start to scale,
you realize that there is no way
you can mass produce your
product using your original
process.
Suddenly you need to bring in
experts and factories and large
suppliers. Costs rise, production
time increases, and all your initial
estimates go out the window.
Your only option becomes
delaying shipping.
#6 – You Encounter Cultural
Barriers
When you outsource some or all
of your production overseas, you
may find yourself encountering
unexpected barriers.
Communication challenges can
cause confusion, different
expectations can create tension,
and a lack of knowledge about
importing and exporting can
seriously delay things.
In order to avoid this, do research
about the manufacturing process
in the specific country your
product is being made.
Know what you’re getting into so
that you properly estimate the
ship date.
#7 – You Underestimate Lead
Times for Components
The “lead time” is how long it
takes for component
manufacturers to actually get the
components in your hands. It’s
incredibly easy to underestimate
how it will take to have
components delivered.
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When it comes to securing the
components, you usually have one
of two options: go straight to the
manufacturer or use a distributor.
If you’ve done your research and
know the lead times involved for
you product, you can usually use a
manufacturer, which will be much
cheaper than going with a
distributor.

When you use a distributor, you’ll
be able to get the components
much more quickly but will end
up paying more, which can quickly
burn up your cash.
#8 – Your Scope Keeps Getting
Bigger
What happens if you are shooting
for $10,000 and end up raising
$150,000?
Sounds like a dream, right?
You’ll probably start adding on
stretch goals and hire more
people to speed things up. But
adding stretch goals means you
have more to deliver and hiring
more people means you have a
bigger staff to manage. Both of
these things can end up
significantly delaying your product.
Even more, with more
options available for your
backers, the complexity of
your shipping compounds:
For example, when you have
customized items for each
backer–a common stretch goal
perk–and/or multiple different
sized rewards that will all be
shipped in the same package
because then your shipping price
may increase unexpectedly
beyond your estimates due to
things like volumetric/dimensional
weight rules that most shipping
carriers enforce.
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#9 – You Hire the Wrong
People
Sometimes you hire people who
are completely wrong for a job.
You contract a manufacturer who
makes big promises, only to
completely drop the ball.

Conclusion
Kickstarter is an amazing platform
that allows creators to create
amazing projects.

This happened with the Kreyos
Smartwatch, which raised $1.5
million out of a $100,000 goal.
Creator Steve Tan wrote of the
manufacturer - What I don’t
understand till now is, with the
success of Kreyos, and the amount of
money we paid him, why didn’t Pro
[CEO of Viewcooper Corp] invest in
talent or hiring the right people. The
total amount of people working on
Kreyos from his end was only around
4 people, some of whom we realized
are just working part time. We
wouldn’t have minded him pocketing
so much money if he at least
delivered something that we can fix
for our backers and customers and
continue selling for a few more
months until we conceptualize a new
and improved version.

Successfully taking a project from
prototype to being shipped takes
skill.
• Do your research.
• Ask the right questions.
• Figure out what some projects
are delayed and then plan for
those types of delays.

Tan’s mistake ultimately ended up
killing the entire project.

Related Crowdfunding
Fulfillment Tips

#10 – You Run Out Of Money
Sometimes, despite all your best
efforts, you simply run out of
money.
You run into massive production
problems or encounter crosscultural assembly issues you never
expected. Maybe you discover a
design flaw and have to scrap a
large batch. You’re only option is
to throw money at the problem
and try to fix it.
When you have to throw a lot
money at problems, there’s a
good chance you’ll burn through
all your raised funds. In that case,
you’ll have to look for outside
funding if your project is ever
going to ship. The best case
scenario is that you get those
funds and ship late. The worst
case is that you have to scrap
your entire project.

However, it’s also a swamp that is
full of potential pitfalls.

In the end, when you do things
correctly up front, you’ll be
spared innumerable headaches
down the road.

The Truth About Crowdfunding Success…
[Download the Free Guide]
Click the link to get the .pdf: 7 Problems
Faced by Successful Crowdfunders

• Get Crowdfunding Backers
Worldwide

• Crowdfunding Fulfillment:
•
•

Kickstarter and Indiegogo
Logistics
Crowdfunding Fulfillment 5
Ways to Make it Easy
Problems With Crowdfunding:
7 Hazards to Watch Out For

© Copyright, John Hawthorne

Source:
John Hawthorne
E-mail: john@connexsocial.com
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Paul Matthews

The first step to innovation is…

The first step to innovation is…
Turn off autopilot mode in your
brain.
Most people go through life with
their brains on autopilot, unaware
of interesting and different things
that are going on around them all
the time. When you do not see
what’s going on around you, you
don’t have the ideas and raw
material input that is the essential
first step for innovation.
So switch off autopilot mode, and
pay attention!
To what?
Look for things that you wouldn’t
normally notice because they
work so well. It might be a system
or process you are subjected to,
or a product you use, or service
you receive.
We notice when things don’t
work well, and we get frustrated.
We may feel like complaining, or
returning something for a refund.
So noticing what works is the
opposite of noticing what
frustrates you. In fact, sometimes
your surprise at the lack of
frustration when you do
something is a great indicator of
something working very well.
You just bought something from a
website and it was simple and
easy. Why?

You are queueing for a ticket, but
the queue system works and
somehow it seems different to
those queueing systems that
almost seemed designed to annoy
you. Why?
You have a new kitchen gadget
that works so much better than
the old one. Why?
You take your car in for a full
valet. You drive away with a
sparkling shiny car and the feeling
that you were cared for while
they cleaned and polished. What
was different?
Be curious. What is the difference
that makes a difference with these
experiences of systems, products
or services that work well?
You are looking for ingredients
within the situation there are
contributing to a great
experience, and remember that
you as the person having
experience, are also one of the
input ingredients. What attitude
and expectations did you have?
Also notice what works well
around you, even if you are not
directly experiencing it. For
example, while you are waiting for
your new tyres to be fitted, don’t
just bury your head in the trashy
magazines in the waiting room.
Instead, notice the ebb and flow
of people around the workshop.

What tricks or shortcuts have
they found to make their
repetitive task easier and quicker?
Now that you have isolated what
you think is an ingredient that
makes a difference, how could
that ingredient, or the concept of
it, be applied to something you
do?
One simple definition of
innovation is taking an idea, and
then using it somewhere else in
some other context.
A famous example is the Dyson
vacuum cleaner. James Dyson did
not invent cyclone separator
technology, but he was the first
one to make it work in a domestic
vacuum cleaner. He noticed how
effective the centrifugal separator
cyclones were in a sawmill to
extract the sawdust from the
vacuum system that removes
sawdust from the cutting and
planing machines. The rest, as
they say, is history.
In a sense, curiosity is the mother
of innovation. People often think
that they will struggle to be
innovative because they feel that
they are not creative.
Creativity is certainly useful, but
curiosity is really all that you need
to get the process started.
Curiosity about what’s going on
around you, and then curiosity
about how an idea would work in
another context.
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So, turn off autopilot mode in
your brain, and be curious!
© Copyright, Paul Matthews

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

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

8 Motivational memoirs to
inspire you this month

Motivational books can only take you so
far; to go deeper, read these classic
autobiographies.
The vast majority of motivational
books are step-by-step recipes for
success, peppered with inspirational
anecdotes and, as such, tend to be
similar. There's nothing wrong with
that, but one could argue that once
you've read "How to Win Friends
and Influence People," you've pretty
much read everything in that genre.
The same thing holds true for
business biographies. Swap the
names around and plug in the
different technologies and a
biography of Elon Musk, for
example, isn't all that different from
a biography of, say, Michael Dell.
Such books are always triumphalist
and emphasize the same
motivational lesson--work hard and
you'll be successful.
Again, there's nothing wrong with
such books--they can be both
enjoyable and instructive--but
they're so one-note that there's
little to learn from them, after
you've read a few.
One of my editors recently
remarked that she'd been inspired
by Christopher Reeve's
autobiography Nothing is Impossible.
Her comment sparked a selfrealization that I've increasingly been
inspired and motivated by memoirs
and autobiographies written by
people from outside the business
world.
With that in mind, here are 8 classic
memoirs, along my take on what's
inspirational about them:

1. Goodbye to All That (Robert
Graves)
Why It's Worth Reading: The
popularity of the movie Wonder
Woman (of all things) has revived
interest in World War I. Those
depictions, however, don't really
capture the horrors of that conflict
or the powerful courage that it took
to survive them honorably. Robert
Graves (best known as the author of
"I, Claudius") both survived the war
and wrote this highly self-aware
memoir of how it changed both him
and the world.
2. History of My Life (Giacomo
Casanova)
Why It's Worth Reading: While this
is arguably the world's most
scandalous and, frankly, obscene
memoir, Casanova possesses an
admirable love of life and ability to
appreciate every aspect of it, as well
as a clear understanding of his own
foibles and the absurdities of the
world around him. Note: the only
translation that's any good is that of
Willard Trask; all the others are
bowdlerized.
3. I Know Why the Caged Bird
Sings (Maya Angelou)
Why It's Worth Reading: The story
of how Angelou overcame the
bigotry and abuse of her childhood
and transformed her experiences
into great literature is a both a
record of the injustices of the 20th
century (which are now being
restored by a white supremacist
administration) and a testament to
an unconquerable human spirit.
4. Long Walk to Freedom
(Nelson Mandela)
Why It's Worth Reading: I once
attended a conference where
Nelson Mandela addressed the
audience via video hookup. Despite
the oppression he'd suffered over
the decades, he seemed filled with
joy and hope. His autobiography
communicates that joy and hope,
making him a role model for

anybody experiencing difficulties in
life.
5. Man's Search for Meaning
(Viktor E. Frankl)
Why It's Worth Reading:
Motivational bromides like "God has
a plan for you" and "everything
happens for a reason" often fall flat.
Let's face it, sometimes life is absurd
and awful, forcing you to create a
meaning to sustain you through
difficulty and pain. Frankl's quest to
understand his experience in a Nazi
death camps shows how this can be
accomplished in any situation.
6. The Autobiography of...
(Benjamin Franklin)
Why It's Worth Reading: While this
is the shortest autobiography in this
list, it's also the most entertaining.
Franklin's candid observations on life
and (to a lesser extent) the politics
of his time are both amusing and
pertinent. Rather than encouraging
the deification of the "founding
fathers" this glimpse into the
thought process of one of the most
brilliant of that crowd helps you
realize that greatness emerges as
much from your foibles as your
goals.
7. The Glass Castle (Jeannette
Walls)
Why It's Worth Reading: If you saw
the film based on this book, you
have my condolences. Unlike the
movie (which was smarmy and "tied
nicely up"), the memoir itself is
harsh investigation into the nature
of parental love and the pain
inherent in the very American desire
to rise above your circumstances,
even if it means leaving your family
and friends behind.
8. The Last Lecture (Randy
Pausch)
Why It's Worth Reading: It's so easy
to let fear and the desire for
security drive you into living an
inauthentic life. Pausch's reflections
on his own life, originally a lecture
he delivered after learning he was
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mortally ill, encourage you to pursue
your dreams and do what really
counts.

Sunil Bali

Don’t be groan
up…..

This article originally appeared on
Inc.com https://www.inc.com/geoffreyjames/8-motivational-memoirs-toinspire-you-thisseptemb.html?cid=nl029week36day06
© Copyright, Geoffrey James

About the Author
Geoffrey is a contributing editor for
Inc.com, is an author and
professional speaker whose awardwinning blog, Sales Source, appears
daily on Inc.com. His most recent
book is Business Without the Bullsh*t:
49 Secrets and Shortcuts You Need to
Know.

Co-ordinates
Web: http://geoffreyjames.com/
Email: gj@geoffreyjames.com
Twitter: @Sales_Source
Blog: Inc.com
LinkedIn: Geoffrey James
Facebook: Geoffrey James

Remember as a child when
you couldn’t pass a swing
without wanting to have a
go?
Remember when your imagination
transported you to a world where
rockets were made from water
bottles and castles were made of
cushions?
Never, ever, lose the desire to
climb a tree or run through
sprinklers.
As the French philosopher
Charles Baudelaire said, creative
genius comes from those who
have managed to stay in touch
with their childhood and not got
buried under the could, should
and would of adulthood.

© Copyright, Sunil Bali

About the Author
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run a £50m business, Sunil has
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Don’t become stale.
Don’t ever be a groan up.
Moving minds - Transforming
performance
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Drayton Bird

"I don't want your lousy money"

I'm up to. They don't - or not
many of them do.

On Candid Camera years ago a man
was trying to give away genuine £5
notes on Waterloo Bridge here in
London.
Nobody would take them. They
all thought there must be a catch.
That true story leads me to tell
you about what may be the
simplest, most powerful
persuasive technique there is.
It's over 160 years old. It's called
"reason-why" copy and it works
like a charm - yet I've ignored it
so far.
Let me explain why.
When I first started this series
perhaps you said to yourself,
"Drayton seems an extraordinarily
helpful soul. I wonder why?"
But you're not stupid - and you're
a marketer. You quickly twigged
that I send you these little
suggestions because I have an
ulterior motive.
I hope that you - or someone you
know - will have a problem one
day and think of me. I didn't
expect you to leap up after three
messages and say "Get me that
Drayton Bird" because you don't
need help every day.
But when you do perhaps you'll
think of me.
I didn't even explain what I was
doing, because I was pretty sure
you knew.
But the average customer is
nothing like you. You're familiar
with marketing. You know what

So, when writing to the average
prospect ninety nine times out of
a hundred you would be wrong
not to tell people why you are
writing - give a "reason why". It is
one of the most powerful
persuasive levers you can have
working for you.
Yet how often do marketers
explain why they are making a
wonderful offer? Do they realize
that whilst a few customers are
geniuses, most are suspicious?
And the more seductive the offer,
the more suspicious they get - like
those people who refused the £5
notes.
And the best way to allay their
suspicions is a secret weapon
called the truth, which is the basis
of "reason why" copy.
The idea was developed in the
middle of the 19th century by a
man called John E. Powers.
His great discovery was that if you
give people a reason for what you
are saying they are more likely to
be swayed by your arguments.
Powers was so honest that one of
his employers, John Wanamaker,
founder of the great Chicago
department store, eventually fired
him, exasperated by copy such as:
"We have a lot of rotten raincoats
that we want to get rid of." Or,
"(The neckties) are not as good as
they look but they are good
enough - 25 cents."

Suppose you are planning a sale.
You do much better if you give a
reason for it. 'Closing Down Sale'
is more convincing that 'Sale'.
People think if you are closing
down you really do have to sell off
your stock cheaply.
So that's today's helpful hint for
you.
Best, Drayton
© Copyright, Drayton Bird

About the Author
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Co-ordinates
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You may ask yourself: does this
advertising archaeology have any
relevance today? The answer is an
emphatic "Yes". Even today, few
advertisers appreciate the
importance of giving a reason
why.
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Paul Sloane

Seven strong reasons not to Innovate

If you want to stop your organisation
from trying to develop significant new
products or services then here are
seven solid arguments you can rely
on.
1. We are successful. We are
growing and making a modest
profit. Innovations absorb
resources and cost money.
Why should we distract
ourselves and mess with
success?
2. Everyone is very busy. All staff
are working hard on urgent
tasks sorting out today’s
problems. They do not have
spare bandwidth to
experiment with new ideas.
3. Innovation is risky. Most
radical innovations fail so let’s
just keep making our current
products and services better.
4. We don’t like failure. It would
be bad for morale if we
launched a new product which
flopped and it would be bad
for the careers of those who
were responsible for failure.
5. We tried it before and it did
not work. Last year we spent
a lot of time and money on a
major new venture which
never made a profit and had
to be discontinued. It was a
painful and costly experience.
6. Customers are not asking for
it. We have surveyed our
customers and they like our
current offerings. They have
indicated some incremental
improvements which we are

working on. No customers
have asked for a radical new
approach.
7. There is a still a lot of scope
to improve our current
business model. Let’s just get
the existing operation working
really well and smooth out all
the issues. Then later when
everything is going well we
can try some experiments.
All of the statements above are
probably true to a greater or
lesser extent. This is why getting
real momentum behind significant
innovation is difficult. The leader
has to combat these arguments
and instill a sense of urgency. He
or she must sell the need for
innovation. Let’s look at the
counter arguments.
1. We are successful and that is
something we can be proud
of. But current success is no
guarantee of success or even
survival in the future. Just
look at Kodak. If we do not
innovate our competitors will
find ways to overtake us. We
cannot afford to be
complacent.
2. Everyone is busy but we have
to find time and resources for
innovation. Highly innovative
companies like Google
allocate up to 20% of
employees’ time for
exploration of new initiatives.
We have to free up some key
people for innovation
projects. We can do that by

3.

4.

5.

6.

7.

setting priorities and
eliminating lower value tasks.
Innovation is risky but so is
standing still. If we want to
succeed we have to play in the
game and take some risks.
We have to change our
attitude to failure and see it as
a learning opportunity and a
step on the road to success.
We have to accept a level of
failure. All innovative
companies have failures – look
at the Amazon Fire. That
does not stop them from
constantly trying new things.
Yes we had a failed initiative
but what did we learn from it?
If we gained some important
insights then we can use those
to do better next time. We
need to improve our gating
process so that we can
identify problems early and
preferably before launch.
Customers are notoriously
poor at indicating radical
innovations which is one
reason why Steve Jobs
disdained focus groups.
Blackberry users loved their
Blackberries but eventually
they all melted away to Apple
or Samsung.
There is plenty of scope for
improvement in current
operations and it is important
that we fix the problems and
keep making incremental
improvements. However, that
does not preclude major
creative initiatives. We can
do both simultaneously. We
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can improve our current
products and at the same time
plan to replace them with
innovative new designs.

Peter Economy

Why reading is
the most
intelligent thing
you can do

Busyness, success, complacency
and risk aversion are major
enemies of innovation. It is the
task of the leader and the
executive team to communicate
the need for innovation and the
vision of a better and different
future for the organisation.
© Copyright, Paul Sloane
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Reading plays an integral
role in developing our
intelligence, problem-solving,
and analytical skills. All good
reasons to do more of it.
We've all had it embedded within us
since the day we were born: The only
way to become smarter, no matter
what you study or where you are, is
to read. What few people tell us,
however, is why reading plays such an
integral role in developing our
intelligence, problem-solving, and
analytical skills, and our ability to
understand others with alacrity.
Why, then, is this hobby--one that
gets more and more difficult to
maintain as we get older--so crucial to
maintaining our brain function and
improving our overall intelligence?
Well, for starters, children who are
exposed to books from a young age
are naturally forced to incorporate a
larger working vocabulary in their
everyday language. Being exposed to a
wide range of words, especially in
fundamentally developmental years,
encourages children to learn new
things in an eager manner--developing
an inquisitiveness that ultimately
shapes how people approach all kinds
of learning later on in life.
In addition, reading boosts our ability
to understand new concepts--such as
when one encounters a scenario,
setting, or people they haven't yet had
exposure to--and our capacity to
incorporate these new ideas in our
existing everyday lives.

who the perpetrator of a crime in a
murder story--is an excellent way of
applying problem-solving and readingcomprehension skills that are often
assessed as a measure of one's overall
intelligence in standardized tests.
Getting a head start on reading, then,
appears to be an easy way to boost
one's intelligence at the onset, rather
than needing to develop it later on.
Reading at a more advanced age,
however, is also a great form of
mental stimulation, as evidenced by
the plethora of "reading aloud"
programs at elderly homes. In fact,
some research has indicated that
reading can actually delay the onset of
Alzheimer's disease or slow the
process of memory loss.
So, if you're looking for a way to
become smarter, start surrounding
yourself with books. The more you
read, the more you know!

About the Author
Peter Economy is the best-selling
author of Managing for Dummies, The
Management Bible, Leading Through
Uncertainty, and more than 85 other
books, with total sales in excess of
two million copies. He has also served
as associate editor for Leader to
Leader for more than 10 years, where
he has worked on projects with
the likes of Jim Collins, Frances
Hesselbein, Marshall Goldsmith, and
many other top management and
leadership thinkers.

Co-ordinates
Web: INC.COM and
www.inc.com/author/petereconomy

Stories have also been shown to aid
greatly in determining our abilities to
understand, deduce, and analyze a
situation. For instance, anticipating a
narrative--such as attempting to guess
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Greg Satell

Platforms are eating the world

As recently as a decade ago, the
world was largely dominated by
“pipeline” businesses with linear
value chains. We would buy products
at retail outlets, or possibly their
online versions, stay in hotel chains
when traveling and hail taxis one the
street and nobody thought much
about it.
Clearly, a lot has changed. Today,
platforms like Amazon, Airbnb
and Uber are dominating those
earlier, linear business models.
Two new books by prominent
economists, Matchmakers and The
Platform Revolution, ably explain
the dynamics of how platforms
like these function as multi-sided
markets.
Yet while understanding how
platforms work as economic
entities is both interesting and
important, unless we’re planning
on designing a platform ourselves
— and very few of us are — it
isn’t very helpful. The real value of
platforms for most businesses
today is that they allow us to
access ecosystems of talent,
technology and information.
Ecosystems of Talent
In 2001, when Fabio Rosati left his
job as Global Chair of Strategic
Consulting for Capgemini to lead
Elance, the company was a startup
in transition. Originally conceived
as a platform to match companies
with freelance contractors, it was
now entering the nascent market
for vendor management software.

Under Rosati, the business grew
and began making money, yet he
saw darker days ahead as
competition stiffened. So, he
agreed with the investors to sell
the software business in 2006,
although the company would
retain its name, a small staff, and
some intellectual property to
pursue an even bigger opportunity
by returning to the platform
model.
However, its experience in
vendor management software
showed that it could do vastly
more than make matches between
firms and contractors, it could
widen and deepen the
connections between them by
monitoring work, offering training
and certification in crucial skill
areas and developing algorithms
that would lead to more
successful engagements.
Today, after having merged with
its chief rival oDesk, Elance has
been rebranded as Upwork. With
over 3 million jobs are posted
annually, worth a total of $1
billion USD, it is by far the world’s
largest freelancer marketplace.
90% of its corporate customers
who use the service rehire there.
Ecosystems of Technology
In truth, platforms are nothing
new. In medieval times, village
markets and fairs served as
platforms to facilitate connections
between ecosystems of merchants
and ecosystems of customers.

More recently, enterprise
software companies like SAP and
Oracle used the database as a
platform to control software
ecosystems, much like Microsoft
used the operating system to
dominate PC’s.
Yet, Christian Gheorghe, CEO of
Tidemark, sees two problems
with that model. First, it inhibits
innovation. Outside developers
can only do what their
proprietary partner allows them
to. Second, with more powerful
open technology like
Linux, Hadoop and Spark,
proprietary solutions are often at
a disadvantage.
“We built Tidemark on top of
open technologies from the start,”
he told me, “because we believed
that it offered much greater
functionality and flexibility.” Not
only can the firm build
solutions on top of those systems,
it can also offer other developers
API’s so that they can build more
applications on top of Tidemark’s,
just as Tidemark can do with
theirs.
So, today’s open technology
platforms allow us to access vastly
more technological capability than
any one organization could
provide by itself and do so at far
lower cost. Any firm that would
try to go it alone simply wouldn’t
be able to compete. That’s why
today, even Microsoft loves open
software.
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Ecosystems of Information
Clearly, Amazon is the 800-pound
gorilla of e-commerce. In 2015, it
accounted for a full 60% of US
online sales growth. That gives it a
leg up on traditional retailers
because it can leverage its unique
access to data about consumer
behavior to outperform any other
online retailer.

Yet strategy in a networked world
is different. Competitive
advantage is no longer the sum of
all efficiencies, but the sum of all
connections. Strategy, therefore,
must be focused on deepening
and widening networks of talent,
technology and information and
we do that by accessing
ecosystems through platforms.

However, BloomReach offers
traditional retailers a platform that
allows them to compete on a
much more even playing field.
Because its technology powers a
full 20% of web commerce in the
US, it can offer its clients insights
on far more than their own sales.
Although the data is nonpersonally identifiable, it allows
retailers to benefit from insights
that boost sales.

So rather than making strategic
moves to undercut new market
entrants, many firms are
establishing internal venture
capital operations and incubators
to get in on the action. And
instead of mere trying to improve
bargaining power with buyers and
suppliers, they are partnering with
them to co-develop new products
and services.

Credit bureaus work in a similar
fashion. By offering their data on
customer transactions to credit
bureaus, companies can benefit
from the creditworthiness of
potential customers that they
have never dealt with before.
Consumers, for their part, benefit
from much broader access to
credit than they would have had
otherwise.
We all contribute to data
ecosystems every day, such as
when we enter a query into a
search box. We then use those
platforms to gain access to those
ecosystems, which makes us vastly
more productive.
A Change in the Basis of
Competition
Business theorists have long
thought of strategy as a game of
chess. By making the right moves,
managers could diminish the
threat of new market entrants and
substitutes and improve bargaining
power with buyers and suppliers.
That, it has long been thought,
was what led to sustainable
competitive advantage.

Greg helps organizations to grow
through bringing “big ideas into
practice.” He applies rigorous
frameworks to identify the right
strategies for the right problems,
helps build an “innovation
playbook” to tackle the challenges
of the future and drive
transformative change.
His first book, Mapping Innovation:
A Playbook For Navigating A
Disruptive Age was published by
McGraw-Hill in 2017.

Co-ordinates:
LinkedIn: LinkedIn profile
Twitter: @DigitalTonto
Website: www.digitaltonto.com/

Today, power is shifting from
corporations to platforms and the
best way to become a dominant
player is to become an
indispensable partner. Smart
strategic moves today are not
necessarily the ones that allow us
to control value chains, but those
that will move us closer to the
centre of networks.
This article originally appeared in:
http://innovationexcellence.com/bl
og/2017/06/16/platforms-areeating-the-world/
© Copyright, Greg Satell
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Barry Urquhart

Filters impede sales
“Fly-trap” sales offices at new
house -builder display centres can
control visitors and traffic-flows.
Sadly, they lose control of the
sales- process, are considered
annoying, manipulative and
ineffective by intending or
interested purchasers.

Filters impede flows, be they water,
oil, consumers, sales or revenue.
The impacts are often immediate,
widespread and lasting, with
improved quality and sustainability
not necessarily natural byproducts or direct consequences.
Filters in commerce abound. Most
disturbing is the apparent
insensitivity of the perpetrators,
often business owners and
managers, who introduce, install
and allow these impediments and
barriers to persist.
The nature and character of filters
are divergent. For example,
automated telephone systems,
which supposedly increase
internal efficiency, remain the
most commonly referenced to
annoyance, frustration and cause
for brand-switching by consumers.
There is clearly an imbalance
between saving the time of staff
members and imposing timewasting “hoops” and steps on
many unsuspecting customers and
clients.
LET’S GET PHYSICAL
In the winter months a common
practice by some retail outlets is
to close entry doors. Not a good
idea, particularly when poor
lighting standards can project an
image that the business is not
open.
“Air Socks”, which ensure the
cold external ambient air is denied
access to premises, while the
benefits of climate-controlled
ambiences are retained, are
effective and create compellingly
attractive retail environments.

NOT A GOOD IDEA
A recent case-study highlights the
potential for back-lash and
consequences of the introduction
of physical barriers and filters.
Within a shopping centre in
Pinjarra, a regional centre in
Western Australia, it was
reported that the Coles
supermarket introduced tables of
merchandise to its wide and open
entry point.
This restricted and redirected
consumer traffic to a narrow
entry to the supermarket. The
impact on the customer- flow to
the adjacent independent specialty
butcher shop was immediate and
dramatic, compounded by the
signs which announced that the
supermarket was offering 10% off
many meat prices.
Murray Cowper, the local statebased politician responded by
entering blogs on social media.
The message went viral,
stimulating exposure in mass
circulation newspapers –
extending to London.
Consumers responded positively.
Traffic counts to the independent
butcher store spiked, sales
increased and goodwill was
extended to the small business.
Sometimes filters create flowbacks and redirect flows to the
advantage of competitors and
substitutes, big and small.
THE LESSON
For those home-based start-up
business owners who have “callrestriction” provisions on their
mobile phones, a word of advice.
The essence of effective marketing

is communications and
opportunism.
When you filter incoming calls
you do get to speak less, do make
fewer sales and probably restrict
your customer base to a select
clique of established associates.
Accordingly, one should dismiss
considerations of growth and an
expanding customer base.
© Copyright, Barry Urquhart
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Peter Thomson

Here¹s how to stick to it...
The task, I thought was to make
sales calls.
In fact – it was to provide a
benefit or benefits and as a result
make a sale and make profit.

I keep asking myself.
Again and again – and another time
after that...
What is the ‘it’ that keeps those who
‘stick to it’ to stick to it?
1. Is it their attitude
2. Is it their attachment or
passion for their goals?
3. Is it the possible downsides of
failure?
4. Is it because they’ve worked
out a series of actions to take
- to get to their destination
and now whatever happens
they’ll stick with the task list
because that’s just who they
are?
5. Is it because of the
recognition they’ll get if
they do – or don’t?
Do any of these…
…resonate with you? Any that
spring out and nudge you?
Anywhere you see yourself and
murmur – um?
What works for me…
… iIs a clarity about where I’m
going and the list of actions and
tasks I’ve created, which I know
will get me ‘there’ – I’ll just follow
along then.

Sometimes – just the clarity of the
true reason for the action can see
a whole different set of
motivations leap to our aid.
And so…
I took hold of the desk
telephone’s handset and stickytaped it to my hand. Instead of
targeting a certain number of calls
(and that can work too when all
the numbers are known) I
decided on how many meaningful
conversations I had to have
before I could become unstuck.
It worked!
Question:
How can you become so attached
to the outcome you want
- you’ll whatever is necessary to
achieve the goal?
I’ve found for nigh on everyone
the following is true:
“Away motivation is the catalyst
for action; Towards motivation
creates the continuation of
action”
The potential or actuality of pain
can get us moving but for certain
sure it doesn’t work long term!
Um…

© Copyright, Peter Thomson
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Off to re-evaluate some goals and
You too?
Go on then

Years ago…
… to make me stick to a critical
task – I made it impossible not to
be an adherent.
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Andy Bounds

Some fun (?) maths to help
transform your meetings (or, at
least, make them bearable)
Here’s a maths equation…
N x (N – 1) ÷ 2
And what does this riveting thing
represent?
It shows the number of agreements
that need to take place in a meeting,
where N is the number of people
attending.
For example, when two people
meet (so, N = 2), the number of
agreements you need is 1
[calculation: 2 x (2 – 1) ÷ 2 = 1].
In other words, person A needs
to agree with person B – one
agreement. And that’s it.
But when four people meet, it’s
now six agreements – AB, AC,
AD, BC, BD and CD. [If you care
– and who couldn’t? – the maths
is 4 x (4 - 1) ÷ 2 = 6]
Obviously, it’s much harder to get
six agreements than one.
And if you do the maths, you’ll
find meetings of eight people
require 28 agreements; and
sixteen people require 120. This
will mean big meetings take ages,
and people rarely agree on
everything.
You’ll have seen this at work. It’s
all-too-easy to think
“collaboration” means piling as
many people as possible in a room
to discuss things. But this often
leads to decisions taking ages, not
happening at all, or being rubbish
(that’s why there’s the saying that
a camel is what a horse would
look like if it was designed by
committee).

So, what to do about it?
Well, you have a few options.
One is to reduce the number of
people involved. For instance,
some/all of:
• Only invite people who need
to be there. One way to
decide who could be to use
the RACI model (this is a way
of looking at each person’s
role – are they Responsible,
Accountable, do we need to
Consult with them, or only
Inform them?)
• Only invite people who need
to be there – remember, you
can always send the Actions
Arising to non-attendees
• Don’t attend meetings you
don’t need to – you can ask to
see the Actions Arising
• Never allow big groups to
discuss small detail (simply say
“we’ll do the detail offline. For
now, let’s just agree the main
points”)
• Where appropriate, split large
groups into smaller subgroups. One sub-group does a
detailed first draft, to share
with the wider group
I was once invited to a meeting to
wordsmith a complex proposal
for a £multi million project.
There were – get this – 28 people
there.
28!
They asked me how I wanted to
start the meeting. I told them “by
removing as many people from
this room as we can” Which they
did. And we had a great meeting.

But if I hadn’t done this, we’d have
needed 378 agreements. That was
just never going to happen.
Action point
Which of your meetings has the
most attendees? And what can
you do to reduce the numbers?
Also, which of this week’s
meetings do you not need to
attend? Get out of one meeting
per week, and you save about 50
hours per year – that’s a working
week!
© Copyright, Andy Bounds
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And they won the contract.
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Lilach Bullock

Is Facebook dead for
brands?

Facebook has been busy. It likes to
keep us on our toes by constantly
changing their rules. So much so that
in the last few weeks it’s brought in
three new changes, which have
caused quite a stir and lots of debate
online resulting in businesses and
marketers alike starting to question if
Facebook is still worthwhile using to
promote their companies. So let’s try
to answer this question for you!
Save for Later
Their first recent change was their
“save for later” feature which we
wrote about
here. We see
it as a very
useful feature
and gets our
thumbs up!
It’s had pretty
positive
feedback
throughout the web, with Mashable
citing:
The new feature brings a much-needed
element to Facebook, which has made
steps toward becoming the go-to-place
for consuming news.
Like-Gate Ban
The “like-gate” ban was Facebook’s
next rule change. And this one has and
continues to cause huge debate online.
Facebook announced:
You must not incentivize people to use
social plugins or to like a Page. To ensure
quality connections and help businesses
reach the people who matter to them, we
want people to like Pages because they
want to connect and hear from the
business, not because of artificial
incentives. We believe this update will
benefit people and advertisers alike.

The ban understandably has caused
one of the biggest stirs amongst
marketers, not to mention had a
massive impact on app providers who
have enabled people to use “like-gate”
features in the past.
Now the dust is beginning to settle on
the announcement of the ban and the
initial panic has subsided, the general
thoughts are that it is indeed a good
thing and the ban is a welcome
addition.
The truth is that we have been living
in a bubble of people obsessed with
numbers. But we have to remember
that social media is about targeting the
right people at the right time with the
right content, not just boosting
numbers for the sake of it. By having
the ban in place, we will effectively be
able to filter out a lot of the crap!
Facebook Pages will be more targeted
than ever with genuine people who
care about and like a brand, which in
turn will be better for business of all
sizes and the increasingly important
social sales (which we wrote about
here).
Goodbye Click-Bait headlines
We’re not surprised to see Facebook
do this. They’re clearly on the
warpath to prevent like-baiting and
spammy links. It’s interesting to see
how Facebook will determine what is
click-bait:
One way is to look at how long people
spend reading an article away from
Facebook. If people click on an article
and spend time reading it, it suggests
they clicked through to something
valuable. If they click through to a link
and then come straight back to
Facebook, it suggests that they didn’t find
something that they wanted.

also a move that Google put into play
a few years ago, with ongoing changes
to its algorithm. I recently wrote here
on why content is becoming more and
more integral to social media.
Final thoughts
On the one hand, it’s
clear that Facebook is
trying to pave the way for
ethical marketers and
eliminate spammers, and
therefore make the
experience better for
their users. But we have
to remember that they are a multibillion dollar business and it would be
naïve for us to think that their recent
changes and ongoing decline in reach
are yet more ways for them to make
money by leaving many businesses no
choice but to invest in advertising.
Sadly, it’s the small businesses and
start up’s who are likely to be affected
the most. They are finding that they
are either having to pay for advertising
or simply looking elsewhere to
promote their business. They just
don’t feel, on the surface, that
Facebook is a level playing field for
their business.
Let’s face it, the freemium world is
ending and ended a while ago, it’s just
taking time for many businesses to
wake up and accept the reality.
Nevertheless, that doesn’t mean that
businesses cannot get results from
Facebook. It does however mean that
they may need to invest in their
marketing. That can either be via
advertising or working with an agency
to help them come up with creative
and compelling ways to reach and
engage with their audience.

This completely makes sense and
highlights the importance of creating
valuable content that is targeted to
your customers and audience. It is
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Whilst Facebook remains the top
social networking site and can bring in
a very good return for brands (both in
terms of awareness and sales), we
should learn not to “put all our eggs in
one basket”. It can be a very damaging
tactic, as many companies are now
experiencing and hence panicking and
becoming disillusioned with Facebook.
Most importantly, you need to
determine whether Facebook is
where your target audience is. You
need to understand where your
customers and prospects are engaging
– particularly whether they are
engaging with brands on Facebook.
We can help you discover which
social media networks are most
relevant for your brand, in terms of
where your audience and customers
are, through our Social Media Analysis
service.
What do you think? Are you still
seeing results from Facebook? Do you
welcome the latest rules? Or do you
think Facebook is now a waste of time
for businesses?
© Copyright, Lilach Bullock

About the Author
Highly regarded on the world speaker
circuit, Lilach Bullock has graced
Forbes and Number 10 Downing
Street. She’s a hugely connected and
highly influential entrepreneur.
Listed in Forbes as one of the top 20
women social media power
influencers and was crowned the
Social Influencer of Europe by Oracle.
A recipient for a Global Women
Champions Award for her outstanding
contribution and leadership in
business.

Co-ordinates
Email: lilachbullock@gmail.com
Web: www.lilachbullock.com

October
June 2017
2015

Linda Everett

My mother was an expert
plate thrower! As a result,
when I was growing up,
none of our china matched.
It was her way of dealing
with frustration, but it made
no sense to me. At the
time, I couldn’t understand
why she didn’t just talk
about the problem and save
the china.
Later on, I realised that throwing
plates and other forms of
aggressive behaviour, are not the
only destructive ways of dealing
with frustration. At the other end
of the spectrum, there are people
who say and do nothing,
regardless of how they are
treated or the level of frustration
they feel. These are people who
are unable or unwilling to handle
the situation, so they say nothing
and quietly fume!
Now you may think that at least
the benefit of this approach is it
demonstrates remarkable
restraint and avoids confrontation.

How do you deal
with frustration –
do you shout,
yell, throw plates,
or say nothing
and quietly fume?
Where personal safety is at stake
I’d agree, but not when it applies
to the everyday challenges we all
experience in our work or
personal lives, and definitely not if
we want to have happy, fulfilling,
respectful relationships with
others … and with ourselves!
When we fail to speak up and
challenge situations,
behaviours or comments that
undermine who we are, we
teach people how to treat us!
And the damage doesn’t end
there …
Repressing the emotions you feel,
rather than speaking up, damages
your self-esteem. Those feelings
build and give rise to resentment,
even depression, with the
likelihood that one day you will
explode!
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All it takes is for someone or
something to press your
buttons…
• your partner wants to talk
about business issues over
breakfast, while you’re trying
to get the kids ready for
school
• a client (or boss) tries to
blame you, because they
messed up and you weren’t a
mind-reader
• you have just discovered that
an outstanding invoice wasn’t
paid when promised, while
you have continued to do
more work. Now you have to
chase them for the money
• the person you’re trying to
communicate with, cuts you
off mid-sentence and clearly
thinks what they have to say is
more important than listening
to you
• people you rely on are not
delivering what you need and
it’s affecting business. You
need to have that
conversation, but you’re
worried about making things
worse!
Sound familiar? These experiences
and many more happen to all of
us, yet what makes the difference
to the outcome is how we choose
to respond. At one end of the
response spectrum is aggression
and at the other, passivity, but
neither resolves the problem or
prevents its repetition.
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I once listened to a quiet, contained,
middle-aged woman describe the
volcano she felt inside, as ‘red hot
lava, just waiting to erupt’. Imagine
living with all that anger and
resentment? Quite apart from the
impact on her life (and of those
around her), what unseen damage
was she doing to her mind and body?
How to take control
Responding assertively to the
challenges we face in business and
our personal lives is a learned
skill. I know, because the plate
throwing response was too
destructive for me.
Rather than reacting, jumping to
conclusions or making
assumptions, I learnt to take
control and respond confidently
and effectively to those things
which pressed my buttons. In
doing so, I discovered that being
assertive achieves far better
outcomes, reduces the stress and
leaves you feeling good about
yourself.

© Copyright, Linda Everett
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So, the next time someone’s
behaviour presses your
buttons, take a deep breath,
stand tall and calmly and
clearly state what you want.
Remember, every time you
react, rather than respond,
you give away your power!
… and if you need a little help, or
you’d like to chat in confidence, just
ask!

The consequences
When such behaviour continues,
it has the potential to take
consequences to a whole new
level. Think about …
• the accumulated damage to
your relationships
• the impact on your business
• the effect on your confidence
and self-esteem
• the way you see yourself and
how others see you
• the price you pay in health
and well-being from the
impact of stress
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Robert B. Tucker

The four modes of thinking and
how they impact performance

Hi there, this is your brain speaking.
Just wondering what thinking mode
you are operating in today? Seems
simple, but it’s important to know
what’s going on up there. Here’s
why:
Success in today’s hyper-competitive
global economy depends on what’s
happening upstairs in that frontal
lobe of your brain where problemsolving, creativity and other
cognitive functions take place.
Our research with thousands of
managers and individual contributors
throughout North America and in
48 countries suggests that we need
three to four times as many ideas
every day to perform at peak levels
in our work. Anything less than a
constant flow of ideas won’t be
sufficient as we enter a future of
constant change.
Fortunately, doing a quick,
unannounced spot check on your
thinking mode couldn’t be easier.
Use the list below to identify which
of the four dominant thinking modes
you are operating in right now.
Then check out the tips following on
how to alter your thinking style.
DEFEATIST MODE
This mental state is dominated by
worry, frustration, and fear of what
might go wrong. Guess what: we’re
all thrust into this mode some of the
time. It’s an inescapable part of the
human experience. In Defeatist
Mode, our monkey mind (as the
Buddhists call it) feeds us all kinds of
negative and unproductive chatter of
the doom and gloom variety. We’re
rehashing painful past events and
replaying tapes of personal setbacks

and sadness. We dwell on things we
“could have, should have, and would
have” done. Defeatist Mode is a
negative use of the imagination. Our
“idea factories” are shut down, and
our idea-producing performance is
stalled.
SUSTAINER MODE
In this state of mind, we’re mostly
“going through the motions,”
sustaining the status quo. We
incessantly check our devices. We
multitask, and we grind it out – on
autopilot.
In Sustainer Mode, if an idea does
happen to flutter into mind, we’re
apt to ignore it or conjure reasons it
will never work, or will be shot
down by bosses, spouses or others.
Our voice of judgment, that inner
critic we all have to deal with, is
temporarily in charge. “Ah, that will
never work,” or “the boss wouldn’t
go for that,” or “you’ve got way too
much to do already, you can’t
possibly find time to do something
with that,” are all indicators of this
frame of mind. From a performance
standpoint, this mode is also an
inevitable part of life. Many jobs are
primarily about execution and
following established policies,
procedures and protocols.

The downside of spending long
periods in this mode is that it can
deaden and diminish creativity,
rather than causing us to challenge
the status quo with game changing
ideas.
DREAMER MODE
If this is your mental state at
present, give your brain a kiss!
You’re on a performance path, at
least as far as generating ideas is
concerned. Something has
stimulated these endorphins of
possibility and it’s important to
identify what. Perhaps you took a
walk in nature, or had a pleasant
conversation with an old friend who
genuinely listens to you and is
supportive. Maybe you got some
good news that set you off in a
positive direction.
In Dreamer Mode, you come up
with ideas easily and without too
much effort —lots of them in fact.
You have thoughts like: “wouldn’t it
be great if.” Functional MRI brain
scans show the brain’s pleasure
centers lighting up when we’re in
this state. We’re all here
occasionally, enjoying that dopamine
rush of feelings that the future is
bright, and all is right with the
world, if only for a little while.
OPPORTUNITY MODE
In this mode, our idea factories are
operating at peak performance
levels. Opportunity Mode builds
upon the Dreamer Mode, but
there’s an added element: an actiontaking component. You are not
content just to hatch ideas – you
have intention to make those
dreams a reality. Since innovation is
not only coming up with ideas, but
also bringing them to life, the
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downside of Dreamer Mode is that
we never execute, never really enjoy
the rewards of accomplishing, or of
performing at peak levels.
When Martin Luther King told the
crowd “I have a dream” from the
steps of the Washington Monument,
he wasn’t just fantasizing. This was
the visual embodiment of a man in
manifestation mode, and his speech
changed the course of history.
Opportunity Mode is a confident,
positive, glass-is-half-full, can-do
state of mind. Your attitude is of
unbridled enthusiasm; you’re willing
to try anything and everything until
you succeed. Problems turn into
opportunities. Obstacles are
simply challenges to be overcome.
The impossible just takes you a little
longer.
HOW TO SHIFT MODES
AND IMPROVE
PERFORMANCE
As an innovation coach, a big part of
my job is helping clients a) become
conscious of their predominant
mode, and b) learn techniques for
consciously altering their mode (yes,
it’s possible to do this) to unleash
the opportunity mindset.
Here are four suggestions on how
to take charge and shift modes:
1. Check up on your mode of
thinking frequently.
The great personal development
trainer and speaker Zig Ziglar
used to recommend “a checkup
from the neck up”.
The most important dialogue
you’ll have today is with
yourself. As you drive home
from work, ask yourself: What
mode of thinking have I been
operating in today? In recent
days? What’s my self-talk been
and why? What changes to your
external environment might you
make to coax you into
Opportunity Mode more of the
time?
2. Take action on an idea.
Take a look at your “things to
do” list. Pick one out and make
it happen! Action calms fear,
cures inertia, and can alter a
negative mindset. The
satisfaction of accomplishing
even a little task or eliminating
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an irritant, can lead to further
action, feeding on itself in a
virtuous cycle. There’s nothing
more fun than striking through a
task on the proverbial “to do”
list and here’s why: it shifts your
mental mode from
Defeatist/Sustainer to
Dreamer/Opportunity.
3. Count to ten and win.
To shift out of Defeatist Mode,
literally count your blessings.
List all the things in your life you
have going for you: your friends,
job, faith in a higher power, etc.
To shift from Sustainer Mode to
Opportunity Mode, invite
yourself to come up with as
many solutions as possible to a
challenge or problem your
currently face. Literally force
yourself to summon from that
part of your brain: What are ten
ways you might address this
problem? What are ten reasons
why you’re happy to be alive?
After you’ve proven to yourself
that you can do this, consider
how you might help others
jumpstart their thinking and shift
into performance enhancing
modes.
4. Let your Dreamer Mode
come out to play.
One of my favourite techniques
is called WIBGI, which stands
for “wouldn’t it be great if…?”
To help yourself or your
colleagues shift to a more
visionary state of mind, invite
people to weigh in with
statements starting with:
“wouldn’t it be great if” and
vocalize whatever comes to
mind. Wouldn’t it be great if we
could eliminate this source of
customer complaints once and
for all? Wouldn’t it be great if
we could halt company email
after 6 pm and before 8 am?
To use this technique, invite
people to think about a
customer irritant, a task, a
policy, product, or procedure
that is in need of an upgrade.
Then take a step back and look
at how doing this has shifted the
predominant mode of thinking.

It’s easy to fall into one of the less
productive thinking modes without
even being aware of it. It’s an
inescapable part of human existence
to sometimes operate from the
Defeatist or Sustainer Modes. But in
awareness there is power. Become
self-aware and identify when you’re
in a negative mode and use the
strategies above to shift.
Opportunity Mode is what you’re in
search of; it’s where productivity
originates, performance is
dramatically increased, and it’s
where your ideas flow like a mighty
river.
© Copyright, Robert B. Tucker
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Audra Oliver

10 incredibly useful Google
Chrome Extensions

Google’s Chrome browser is our
favourite, and not only because we have a
plug-in for it that allows you to click-tocall straight from your browser screen. It
is reliable, efficient and works beautifully
on PCs as well as Macs. Plus it has a huge
ecosystem of extensions that make it even
more powerful. The following are 10 of
our favourite Chrome extensions—all of
which are free.
Boomerang for Gmail
The Boomerang for Gmail extension
makes it easy to schedule email
delivery. For example you can write a
reply to an email on Saturday, but
schedule delivery for Monday
morning. You can also snooze an
email, so that you are reminded to
read it later. Boomerang will alert you
if you don’t receive a response to an
email. And a new feature called Inbox
Pause lets you control when messages
arrive in your inbox, so if you are on
holiday you can actually stop emails.
Accompany for Gmail
Wondering who that email is from?
Find out with Accompany for Gmail.
The extension finds background
information across the web, giving you
a quick overview of anyone who sends
you an email or if no data is found on
the individual person, it will show info
about the company that the person
works for. In a sidebar to the right of
your inbox, you will see the sender’s
current job title, phone number (if
available), social media profile links,
relevant news related to the sender,
previous positions, any upcoming or
previous calendar appointments you
have with the sender, and more. You
can also add a private note to each
person’s profile.
Wunderlist New Tab
This Wunderlist Chrome
extension replaces your new Chrome

page with your default Wunderlist todo list. The capabilities are limited —
you can add new items to a list and
mark existing to-dos as done. But that
is part of the beauty of it, it is simple,
and a fast way to add something to a
list before you forget it.
Stealth Mode
Stealth Mode blocks third-party
cookies and prevents online trackers
from collecting information about you.
Stealth Mode relies upon a database of
over 5,000 trackers that is regularly
updated. The extension’s Chrome
menu icon shows how many trackers
were blocked on any given web page,
plus a total of how many were
blocked during a browser session.
Click & Clean
Click & Clean is a suite of free tools
to help protect your online privacy
and keep your browser running
smoothly. The extension lets you
easily delete browsing history, empty
the cache, delete cookies and more,
using a time period of your choice,
from the beginning of the current
session to the first time you ever used
your browser. The tools are quickly
accessible by clicking the extension’s
Chrome menu icon and then choosing
a tool icon.
Speedtest by Ookla
Speedtest is a simple, straightforward,
go-to tool for quickly checking your
internet connection’s current
ping, download and upload speeds.
The Chrome extension also tells you
how fast a web page loads — handy
for a fast assessment of your site’s
speed.
Evernote Web Clipper
Evernote has had serious competition
from Microsoft’s OneNote and
Google Keep in the web clipping/note
taking department. But Evernote
remains a favourite, and one big
reason is how well its Web Clipper
Chrome extension works. More often
than not, Evernote Web
Clipper retains much of a web page’s
formatting when saving it to an
Evernote notebook. You can highlight

important text on a web page and
save it to Evernote or grab a
screenshot. A dropdown menu makes
it easy to share your clipped note
in email or on social media, too. Rightclicking a link anywhere on the web
will also save the content to your
Evernote account.
Save to Pocket
If you discover online articles you
want to read but don’t have time for
that exact minute, you should get the
Pocket app. Once you have the app,
you will also want the Save to
Pocket Chrome extension. Then,
whenever you stumble upon an article
to squirrel away for reading later, just
click the extension’s icon to save the
article to your Pocket account. You
don’t even have to navigate to an
article to save it. Just right-click the
article’s link and choose Save to Pocket.
Grammarly for Chrome
Grammarly’s Chrome
extension checks spelling and
grammar on many websites where
you enter text, including LinkedIn,
Tumblr, Twitter, Facebook and Gmail
(but not, unfortunately, Google Drive
and Google Docs). To use the
extension, you will need to set up a
Grammarly account, but it is free and
painless.
Memento Time Travel
Memento Time Travel turns the clock
back on web pages. Fancy seeing what
a competitor’s home page looked like
three years ago? This Chrome
extension will take you there within
seconds via the Internet Archive’s
Wayback Machine. You can set the
exact date you want to visit as well.
© Copyright, Audra Oliver
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Paul Sloane

Be unpredictable – surprise your
customers and competitors
French with his line of attack at
Trafalgar. On the other hand
Napoleon’s tactics at Waterloo were
exactly what Wellington expected
after his battles in the Peninsula War.
He later said, ‘They came on in the
same old way and we defeated them
in the same old way.’

Frederick Arthur Montague Browning
(1896 – 1965) was known as ‘Boy’
Browning. He served in the British Army
with distinction in the First World War.
He was promoted to Adjutant at the
Royal Military College, Sandhurst.
During the Sovereign’s Parade of 1926,
he did something unexpected by the
large audience who came to see the
closely choreographed and wellrehearsed parade of cadets. At the end
of the ceremony he rode his horse up
the steps and into the Old College. Noone had ever done this before. It
confounded, amazed and delighted the
gathering. It became a tradition which
endures to this day.
Boy Browning
married the author
Daphne du Maurier
in 1932. He was the
leader of the British
Airborne forces at
the battle of Arnhem
in 1944 which he
famously described
as ‘a bridge too
far.’ He was
portrayed by Dirk
Bogarde in the film
with that name.
Roy Browning
At the Sovereign’s Parade he did
something unpredictable and daring; it
paid off. In warfare, in business and in
many other walks of life being
predictable can be a weakness.
Sometimes it pays to try something
unforeseen by your opponents.
Hannibal did something unexpected by
the Romans when he took his army
across the Alps. Nelson surprised the

Phil Romano is an entrepreneur who
founded Romano’s Macaroni Grill in
San Antonio, Texas. The restaurant
was busy at weekends but there was
very little traffic in the early part of
the week. So he decided that one
Monday or Tuesday every month all
the food would be free but he did not
announce which day. People
constantly called to ask, ‘Is tonight the
night?’ They found out when they
arrived. Word spread and the
business increased dramatically.
A study by four researchers at
INSEAD found that being emotionally
unpredictable could yield significant
advantages in negotiations. They say
that emotional inconsistency and
unpredictability make recipients
comply in negotiation and to concede
more than express anger. This effect
occurs because recipients feel less
control.
In 2013, Beyoncé surprised her fans
and the music industry by releasing a
new album without warning,
delivering 14 new songs and 17
videos as part of what she called her
first “visual album.” The shock
release generated a storm of media
coverage.
Reuters
dubbed
her “the
queen of
surprise
releases.”

The general rule in business is to offer
a consistent high-quality product to
customers so that they know what to
expect.
It would be most unwise for a
company making parachutes, ejector
seats or defibrillators to suddenly do
something capricious or random.
However, if you are dealing with
consumers it can occasionally pay to
break the rule. It is a risky strategy
and will not always succeed but as
Burger King found when they
launched their spoof ‘left-handed
hamburger’ it can surprise and delight
customers, catch competitors offguard and garner great publicity and
goodwill.
© Copyright, Paul Sloane
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Professor Colin Coulson-Thomas

Listen, Learn and Lead
The Author on 2nd September 2017 as Guest of Honour at the
Commencement Ceremony of 22nd Academic Session
Sri Sharada Institute of Indian Management-Research

In many higher education institutions
so called “safe spaces” are being
established. Their ostensible purpose
is to protect students from opinions
and views they might find unwelcome,
unacceptable or distressing. One has
to respect the wishes of people
without overly insulating them from
realities that sooner or later they are
likely to encounter and will need to
confront.
There are few, if any, safe spaces
from certain challenges. We face
threats from drug resistant viruses
to terrorism. There are issues
such as global warming, climate
change and sustainability to
address. Advances in automation,
artificial intelligence, robotics,
disruptive technologies and the
sharing economy threaten our
employment and job prospects.
They raise questions about what it
is to be human and who or what
you may be competing with in
your lifetimes.
We face multiple challenges. Like
the extreme poverty that still
affects hundreds of millions, they
seem always to be with us. When
the founders of major religions
were among us there were
“outsiders”. They included people
whom others referred to as
lepers.
As great leaders, thinkers, artists
and scientists have come and

gone, those afflicted with leprosy
have been ever present. They have
been excluded socially and
economically for over two
millennia. They have been
ostracised, rejected by their
families and communities, ejected
from towns and villages, and sent
to leper colonies.
India accounts for some 60% of
new cases that are diagnosed.
Some two million people live in
India with long-term effects of the
disease. Leprosy is a curable
condition. It can be treated. Like
other challenges it represents an
opportunity.
Today there are probably more
opportunities to have an impact
and make a difference than at any
time in history. There are many
“outsiders” we can reach, engage
and embrace. We need to
understand the scale of the
economic, social and
environmental challenges we face
and the extent of the
opportunities they create to
realise how precious, special and
needed all of you are.
Social entrepreneurs - reformers innovation in areas such as basic
sanitation - digital developments
that reach rural areas - more
inclusive corporate policies – the
Bridges of Sports initiative - the
creative arts. All of these, and all
of you, have opportunities to
reach, bring hope and deliver
benefits to excluded communities.

The challenge for many concerned
individuals and caring companies is
how to widen access and improve
the lot of the disadvantaged, while
still looking after one's own and
stakeholder interests and
remaining current and
competitive.
Our inherited instincts and much
of what we learn at a young age whether from those around us or
from those who have gone before
- are concerned with ensuring our
individual and collective survival.
Most of human history has been a
struggle for survival. Success has
often gone to the ambitious, the
assertive and to the strong and
the smart. They have often
prospered at the expense of the
content, the submissive and the
weak, simple and naively good.
At times, arrogance and wealth
seem to offer more visible
rewards than modesty and
wisdom. Yet as John Henry
Newman pointed out virtue can
be its own reward. Wherever and
whenever people have a choice
they tend to favour associates,
companions and suppliers who
understand their aspirations and
are competent, honest and can be
depended upon. Legitimacy and
trust are particularly important
today. Evidence of immoral or
irresponsible conduct can be
quickly captured on a mobile
device and uploaded with the
potential to go viral.
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People and organisations should
aim high. It is not easy to achieve
more than you set out to do, or
to become more than what you
aspire to be. Personal qualities can
be developed, recognised and
rewarded because they are
regarded as acceptable, or worthy,
or because they lead to success.
From whose perspective should
we look at success - from the
perspective of an employer, an
entrepreneur or individuals
seeking to do well for themselves
and/or for those they aspire to
help?
Success can be measured relative
to our aspirations and what could
or should be, and relative to our
individual and collective potential.
Attributes considered positive and behaviours sought - tend to
be those that appear to work. We
can learn from own experience
about what works and does not
work. Sometimes this involves
learning the hard way and
experiencing disappointment,
failure and pain. It makes sense to
learn from the wisdom of others,
particularly wise people who over
the centuries and millennia have
thought about what advice to give.
Ancient wisdom and past attempts
to create shared values – and in
some cases universal ones – have
helped our ancestors to get us to
where we are today. Both Bernard
of Chartres and Sir Isaac Newton
acknowledged that they were able
to move forward because they
stood upon the shoulders of
giants. Respect those who have
gone before and have laboured to
build the foundations of our
civilisation.
Not everything that has been
recorded has survived. Much has
been lost, as when the great
library at Alexandria burned.
However, much has also been
painstakingly passed from
generation to generation. The
literature and domestic fragments
that have survived, suggest human
nature has not changed that much
over the last few thousand years.
When we see similar expressions
of character all around us, it is a
brave, arrogant and perhaps
irresponsible person who ignores
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ancient wisdom or refuses to learn
from it.
Threats and challenges have been
an ever present feature of the
human experience. Previous
civilisations have been laid low by
climate change, war and conquest,
inadequate governance and failings
of character and morality. Much of
what ancient voices have to say
can be relevant - indeed especially
relevant - to us today.
At the same time, in all eras the
unexpected can and often does
arise. We need to be prepared for
novel situations, new challenges
and unanticipated events. Be
inspired and motivated by ancient
wisdom rather than constrained
and limited by it.
To confront some challenges and
seize certain opportunities we
need to be creative, innovative
and entrepreneurial. Traditional,
learned and approved responses
may not be sufficient, appropriate
or effective. We also require the
ability to assess, imagine and
invent. We also need the courage
to discover, explore and pioneer.
Certain challenges already affect
the planet we share with other
forms of life. Human activity has
adverse consequences for us,
other species and the
environment. Unless innovation
and disruptive technologies
provide viable alternatives, our
future may depend upon the
extent to which we change our
priorities and adopt simpler,
healthier and more sustainable and
fulfilling lifestyles.
I will share what I have observed
and learned. Its relevance may
vary according to your aspirations,
priorities, situation and
circumstances:
Be balanced.
Avoid being at the extremes. Keep
a sense of proportion. As Charles
Handy said to us when we started
at the London Business School,
don't trip over the daises. He also
advised against looking over your
shoulders at others. Comparisons
may not be relevant and can be
misleading.

You don't have to be first at
everything.
I was last at Latin at school. The
sum total of who and what you
are, your aspirations, your
motivations, who you associate
with, and how you live your life
will determine your impact in and
upon this world.
Look for opportunities to
contribute and to add value.
There are many people drawing
from the well of knowledge and
civilisation and far too few
replenishing the supply.
Be hopeful.
Learn to live with uncertainty. In
whatever situation you find
yourself, tomorrow is another
day. Life may not always seem fair
to you, but you can still try to be
fair to others.
Turn threats and challenges
into inclusive opportunities.
There are opportunities to
ameliorate negative consequences,
opportunities to help people to
cope, and opportunities to
develop alternatives and
substitutes. Do not pass up
opportunities. Try to live your life
today so that you will have few
regrets in the future.
Don't be impatient or in too
much of a hurry.
At the same time don't
procrastinate. Use your time and
that of others wisely. Use it to
create outcomes, offerings and
solutions that are better, unique,
special or different.
Disruptive technologies,
digital developments and
greater connectivity break
down barriers and open up
new possibilities.
We have more options in terms of
where, when, how and with whom
to work, learn, consume and share
than any generation in history. We
also have more opportunities to
lead, manage, help and support
others. A business can become a
cause. Dreams can become
realistic goals.
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Network across communities.
Look beyond labels and symbols of
race, religion and nationality at
motivation, conduct and
contribution. Openness and a
diversity of complementary talents
and personalities within a group
can stimulate creativity, enable
innovation and support
entrepreneurship.
Leadership and
entrepreneurship are about
thinking as well as doing.
Many of you will become selfemployed and entrepreneurs.
Rather than be a piece on
someone else's chessboard, you
will create your own games and
build your own businesses.
Apparently, the most visited place
on our planet is not a
contemporary oracle, a seat of
great learning or a world heritage
site, but a shopping mall in Dubai.
Many people search for things
rather than for thoughts. Another
reason why you are so precious.
Going with the flow and
following the crowd can
sometimes be fatal.
Effective directors avoid
groupthink and exercise
independent judgement. They are
also tolerant of others and try to
understand their viewpoints. Think
for yourself, but - where
appropriate - listen to informed
counsel. Take objective, honest,
balanced and relevant advice.
Encourage people to discuss,
critique and refine. Aims and
outcomes are improved by
questioning and challenge.
We don't want change for
changes sake.
We have to safeguard scarce
natural capital. We need caution
and prudence as well as energy
and drive. Focus. Concentrate.
Less can be more.
Avoid distractions and avoid
getting into debt.
Being dependent upon others or
under obligation to them can limit
independence of thought. It can
prejudice the giving of objective
and honest advice. Being forced by
necessity to keep in with others
can breed accommodation, flattery
and groupthink.
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Try to be inner directed and selfmotivated. Just as you should not
flatter or deceive others, so you
should not be distracted by their
attention, flattery and deceit.
Whatever recognition others give
or do not give you - whether
genuine or false - should not affect
your opinion of yourself, if you
have done your best to do what
you believe to be right. If you
avoid self-deception, you will
know your motives, what you
have done and what you have
achieved.
Having a place you associate with
or call home can give you an
anchor and a foundation,
somewhere to return to and
recharge your batteries. For some
of you, this institute and
community could be such a place.
We cannot claim credit for being
born smart. You will all deserve
credit for making the best use of
whatever capabilities you have
inherited and/or develop. Use
them to benefit yourself, your
families, your communities, your
country and the wider world.
Listen, learn and lead.
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We are different to other
accountants
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.

Our mission is to always add value
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
businessVision 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.
businessVision 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.

Tel: 01752 752210
Fax: 01752 752211
Email: marc@marclawson.co.uk
Web:
www.bvisionaccountants.co.uk

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

Our philosophy is to provide a high
value service by:
•

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.

We are members of the following
professional bodies:

