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Expert inspiration for a Better Business
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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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Khalid Aziz

Fake words

So “fake news” is the new word (or
strictly speaking, words) for 2017,
according to Collins, the dictionary
people.
We’ve always been keen to latch
onto new words or sayings.
Many think it infers so called
“coolness” on the part of the user
but often it just makes you cringe. A
few years back some took to using
the single word “bless” as shorthand
for “bless him/her” whenever
someone wanted to suggest they
empathised with someone else’s
situation or action. To me it always
sounded creepy and condescending.
So it is with fake news. Why does
Trump use it when railing against
the media? Perhaps it’s because in
the inner workings of his brain
there is a shred of moral decency.
What?
Well it goes like this. There are
more than adequate words
already available when challenging
a media assertion you don’t like
or agree with. How about
“untrue” or even “lies”? But to
say something is untrue you leave
yourself open to having to prove
it so and/or come up with the
truth, which, as we know, is
where Trump struggles. Deep
within his psyche he must be
aware that he cannot necessarily
disprove what’s being said and
because of his personality defect
he is pathologically unable to lay
himself open to argument, so he
reverts to slogans. After all, that’s

what got him elected. From “Lock
her up” to “Drain the swamp,”
slogans work with those
unprepared or unable to exercise
their own minds to reach their
own conclusions.
So we have “fake news”. A better
candidate for Collins’ Word of
the Year might have been “post
truth” for surely that is where we
are now thanks to the current
Leader of the Free World.

with difficult people through to
mentoring & coaching.

Co-ordinates
Tel: 0845 1844194
Email: kate@azizcorp.com
Mail: Aziz Corporate (Hampshire):
No. 1 Aziz Court, Parkhill, Hampshire,
SO21 3DS, UK
Web: www.azizcorp.com/

© Copyright, Khalid Aziz

About the Author
Khalid is Chairman and founder of
The Aziz Corporate, the UK’s
leading executive communication
consultancy. Khalid has been
coaching and advising senior
executives for over 30 years. His
clients are predominantly FTSE
350 and Forbes Global 2000
companies and assignments vary
from individual development
programmes to complex demerger and results presentations.
Khalid is extensively published
both in book form and in
hundreds of articles.
He wrote the highly acclaimed
“Presenting to Win – a guide for
Finance and Business Professionals”
and “Managing Communications in a
Crisis”.
He is a contributing editor to a
number of learned journals and
has been published in articles
ranging from specialist
communications magazines to
general management publications
such as Management Today.
Khalid is frequently called upon to
comment on communications and
management issues ranging from
speech making through to dealing
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Jane Tredgett

Interviews: common pitfalls
There are some common pitfalls into
which many interviewers fall –
sometimes including those who
should know better!
Poor preparation
Lack of preparation can give a
negative impression to a good
candidate and put them off
working for the organisation. It
also leads to inconsistency and
unstructured interviews, resulting
in some or all of the following
mistakes:
• The interviewer may ask
inappropriate questions –
either discriminatory or
leading; good questions are
the backbone of an effective
interview and they need to be
carefully planned and
considered before the
interview.
• Interviews being held in an
inappropriate
environment – a room that
is too hot, too cold, with little
space or no privacy can make
a candidate more nervous and
can have a negative impact on
their impression of the
organisation.
• Lack of structure –
managers who fail to prepare
will often take a haphazard
approach to interviews, so
questions do not flow logically
and are asked as the
interviewer thinks of them.
Interviews with more than
one interviewer often end up
feeling confused as one
interviewer adds something to
the other’s question or asks a
question which is inconsistent
with the previous one. This
can be confusing and annoying
for candidates and makes the
assessment after the
interviews very difficult.

During the interview
You may have allocated time for
preparation, but mistakes can still
happen during the interview:
• Visual (body language)
clues are missed – this
often occurs as a result of
intense note taking on the
part of the interviewer;
remember that when you
have asked a question, vital
clues may be given before the
candidate begins to speak.
• Failure to take notes –
many interviewers try to rely
on memory and find they
cannot remember which
candidate said what; this also
leaves the interviewer open to
accusations of discrimination.
Hasty decisions...
With all the above correctly in
place, a poor candidate may still
end up being selected, usually for
one or more of the following
reasons:
• Pressure to select the best
from a poor bunch to fill
the vacancy – many
interviewers fall into this trap,
taking on a candidate who is
not really appropriate. Usually
the candidate leaves (or has to
be pushed) and the exercise
has been a waste of time and
money. It is best to wait for
the right candidate, although
this can be hard to do at the
time
• The halo effect – the
average decision time an
interviewer takes to make
their mind up is under four
minutes (Webster 1964), and
the rest of the interview is
spent justifying the decision
they have already made.

• Beware of falling into this trap
– try to reserve judgement
until you have asked all your
questions and seen all the
applicants

Interviewers may select people
who are like themselves! It’s not
uncommon for an interviewer to
spot a shared hobby on a CV or
application form and immediately
decide that the candidate will fit
nicely...
© Copyright, Jane Tredgett
This article was originally
published on People Alchemy at
www.alchemyassistant.com/topics/
XnzXUDhXWYhf4XRb.html

About the Author
Jane is the director of Results
Through Training. Jane trains,
coaches and designs. As a
trainer/coach, Jane is facilitative,
enthusiastic and positive.
Jane runs quarterly forums to help
Training Managers share ideas.
She is a qualified NLP practitioner,
held the post of Chairperson of
the Sales Training Association
(now called Sales Performance
Association) for 3 years and was
also a winner of a Bedfordshire
Businesswoman of The Year
award. Jane also set up Charity
Days - an organisation she runs on
a voluntary basis that provides
cost only training for charities,
helping a variety of charities save
approximately £1 million date.

Co-ordinates
Tel: 07710 317422
Email: jane.tredgett@rttltd.com
Web: www.rttltd.com
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Dee Blick

The envelope that won’t stop
giving

You’re at work and two mailshots
land on your desk. One envelope has
a handwritten address; it’s of a good
quality and you notice it’s lumpy. The
other envelope by contrast has a
label affixed at an angle; the sender
has graced it with incorrect details
and to add to this ignominy it’s one
of those tatty brown envelopes you
associate with bills and final demands.
It’s flat as a pancake too.
Which envelope are you going to
open with some enthusiasm and
which one will you lob into the
bin without a backward glance?
It was Raymond Rubicam, one of
the godfathers of advertising who
famously quoted that all adverts
had to have impact, “that quality in
an advertisement which strikes
suddenly against the reader’s
indifference and enlivens their mind
to receive the sales message.”
Now I know that we’re not
talking about an advert in this
particular case but exactly the
same principle applies. If you want
your communications – mailshots,
adverts, press releases and flyers
and some to melt the heart of the
coldest prospects you must
achieve impact.
Back to the envelope and why
you can’t afford to overlook its
importance….
It’s a crucial part of your highly
targeted and personalized direct
mail campaigns. You see as I have
blogged about previously direct
mail is very much the comeback
kid. After a few years of being
made to stand outside the

classroom whilst the social media
kids were having a good old scrap
inside, businesses in the b2b
sector have now awoken to the
fact that they can’t reach all of
their prospects through social
media and even if they could,
there are limitations. Spending
every working moment tweeting
about business will go down like a
lead balloon because most of us
are not on social media sites with
the prime purpose of promoting
our business to the exclusion of a
good old chin wag.
Direct mail on the other hand
when done properly gives us a
tantalizing opportunity to get our
message right under the nose of
our prospect or client. But it all
starts with that envelope. So many
businesses fall at the first hurdle
by overlooking the part that the
envelope has to play in generating
a fantastic first impression and so
achieving a positive impact.
My rallying cry?
If you’re planning a local targeted
direct mail campaign ask someone
with exquisite handwriting to
hand write the envelopes, putting
the words ‘by hand’ in the top
right-hand corner. Then why not
hand deliver to the folk that are
within a stone’s throw of your
base? I guarantee that every
person receiving that envelope
will open it and give the contents
a fair hearing. Avoid Cheshire
labels at all costs. If anything
screams junk mail it’s those tatty
white labels. Make sure that the
details are beautifully printed. And
if you can make each envelope
lumpy – a small product sample, a
thoughtful promotional gift that
ties in with your message, a bar of
organic chocolate – you can
achieve sufficient impact for your
message to be read and acted on.

Long live the compelling and
enduring power of print in the
marketing mix…
© Copyright, Dee Blick

About the Author
Dee is a Fellow of The Chartered
Institute of Marketing. She is also
a genuine Number 1 bestselling
small business marketing author,
regarded as one of the most
respected and influential
marketers in the UK. She’s the
author of 4 bestsellers including:
The 15 Essential Marketing
Masterclasses for Your Small
Business; rated ‘an excellent read’
by The Sun Newspaper, CityAM,
Elite Business Magazine and
winner of the Bookbag non-fiction
book award. It has been endorsed
by The Chartered Institute of
Marketing. Her previous book,
The Ultimate Small Business
Marketing Book has sold in excel of
20,000 copies to date and remains
an Amazon top 10 bestseller six
years down the line. Her latest
book The Ultimate Guide to Writing
and Marketing a Bestselling Book on
a Shoestring Budget has won the
Bookbag’s Top 10 non-fiction
books and The Guardian’s top 10
reads for entrepreneurs.
A sales driven marketer with 33
years’ experience, Dee has
generated £12million+ sales
(primarily from print based direct
mail, PR, advertising and
marketing planning). She’s
renowned for her down to earth
approach to marketing on a
shoestring.

Co-ordinates
E-mail: dee@themarketinggym.org
Web: www.themarketinggym.org
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Ron Kaufman

Empathy or Compassion.
What’s the difference, and
which should you apply?

A key learning point in the UP! Your
Service methodology is your ability to
cultivate ongoing relationships when
someone else is struggling by
“exercising compassion”.
NIIT Technologies is an Indianbased company that is using the
UP! Your Service methodology to
improve customer experience and
build a service culture where new
ideas deliver more value.
A new group of NIIT Certified
Course Leaders recently
explained that their leadership
training focuses on empathy, not
compassion. “What is the
difference between empathy and
compassion”, they asked. “And
which should we apply?”
This is a question worth exploring
as the intention of both words is
very good, but what’s required for
each is quite different.
In my view, empathy involves
understanding another person’s
situation as well as appreciating
what that person is feeling. Unlike
empathy, compassion does not
require as much situational
understanding. Compassion only
requires sincere concern for the
other person’s feelings and wellbeing.
In business, I agree that aiming for
empathy can be highly effective
and that “putting yourself in the
customer’s shoes” means you
seek to understand their situation
and appreciate their feelings.
Empathy means recognizing

another person’s anxieties and
aspirations, obstacles and
objectives, commitments, budgets,
politics, and career concerns…
and their feelings about it.
But in life we encounter many
situations where we simply cannot
fully understand another person’s
situation; we are not familiar with
their culture, their circumstances,
or their personal history.
For example, as an American born
white male in his 50’s, I cannot
genuinely “understand” the
situations being faced by an Indian
born female in her 20’s, especially
with regards to her relationships
with family, community traditions,
religious expectations, etc.
My inability to understand and
empathize, however, should not
stop me from exercising
compassion; caring about her
feelings, showing concern for her
well-being, and taking action in
whatever way might be
appropriate to demonstrate my
concern (e.g.: genuinely listening,
offering support, etc.)
Don’t get me wrong. In business I
believe we can and should aim to
fully understand our customers’
point of view. We should
recognize their situations, care
about their feelings, and take
action to make their lives better
and their businesses run more
smoothly.

not allow a lack of understanding
to stop us from genuinely caring.
We are all on this Earth together.
We may not fully understand each
other, but we can certainly extend
our heartfelt encouragement and
concern every day.
© Copyright, Ron Kaufman

About the Author
Ron Kaufman is author of The
New York Times, USA Today and
Amazon.com bestseller, “Uplifting
Service! A Proven Path to
Delighting Your Customers,
Colleagues and Everyone Else You
Meet” and 14 other books on
service, business and inspiration.
He is also the founder of UP! Your
Service, a company that enables
organizations to build Uplifting
Service cultures and enjoy a
sustainable advantage.

Co-ordinates
Mail: UP! Your Service
50 Bayshore Road, Suite 31-02
Singapore 469977
Tel: (+0065) 6309-9668
E-mail:
Enquiry@UpYourService.com
Web: www.UpYourService.com

But outside the familiar bounds of
business are many whose lives we
will never fully understand, whose
history, culture, and
circumstances are far removed
from our own. In these cases, let’s
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Greg Satell

This is how your business will be disrupted

The principles of running a business
are fairly straightforward. You create
clear objectives, achieve them
efficiently and try to get better as you
go. Business school professors have
fancy names for this stuff, like
“strategic DNA,” “core
competencies” and “continuous
improvement,” but in a nutshell all
that stuff means is that you try to
do things better, faster and cheaper.

Staying True To Your
Strategic DNA
Every great business is guided by
its mission. Southwest Airlines has
outperformed its industry by
relentlessly focusing on its mission
of being “THE low-cost airline.” In
the same vein, Sam Walton
strived to offer the lowest prices,
every day. Steve Jobs built Apple
around “insanely great products”
and Google seeks to “organize the
world’s information.”

The problem comes when you
find yourself running a square-peg
business in a round-hole world.
When that happens, following
traditional best practices will only
result in getting better and better
at doing things people want less
and less. Round holes don’t care
how good your square pegs are
or how efficiently you can
produce them.

A clear mission determines your
objectives and how you will set
out to achieve them. It’s what
attracts talented people to come
to work for you and keeps them
motivated. It’s also what allows
you to coordinate the work of
hundreds or even thousands of
ambitious, hard driving
professionals with a wide diversity
of experience, expertise and
outlooks.

Make no mistake. Eventually,
every business finds itself in a
round-hole world. That’s why
good companies fail. Not because
they somehow become stupid and
lazy all of a sudden, but because
the world changes and they lose
relevance. Then those same
practices that led to success now
lead to failure. We need to learn
to prepare for a future we cannot
yet see.

So it’s should be no surprise that
so many business gurus preach
the gospel of mission. A clear
mission creates stability and
prevents everything from spinning
wildly out of control. A strong
organizational culture is, in the
final analysis, simply how an
enterprise honors its mission and
everything else flows from that.
Staying true to the strategic DNA
that a mission creates allows
square-peg businesses to churn
out their products with relentless

focus and passion. That’s what
makes them successful.
Honing Your Core
Competencies
To be effective, a mission needs
to form the basis for making
decisions. It must reflect deeply
held values and values, if they are
truly and honestly held, always
end up costing you something.
Without that, it is just a bunch of
pretty words that are pinned up in
conference rooms for employees
to snicker at.
Southwest pays for its mission by
limiting the types of aircrafts it
flies and the cities it services. Sam
Walton invested billions in
building a logistics operation that
nobody else could match because
he saw how it would further his
mission of offering the lowest
price. Steve Jobs was happy to
earn his mission by paying almost
superhuman attention to even the
smallest detail.
If you invest resources into
achieving your mission over an
extended period of time, you will
develop core competencies that
differentiate you in the
marketplace. Honing these will
make it difficult, if not impossible,
for competitors to copy you,
because competencies reflect not
only choices, but a unique
combination of people, process
and technology.
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Successful square-peg businesses
build the best spare pegs and they
do it more cheaply and with
better quality than everyone else.
Driving Profitability
A clear mission gives your
enterprise purpose. Core
competencies provide the means
to compete. However, it is profits
that provide the resources for
you to extend success. That’s why
every business strives to increase
volume and widen margins.
Without profits, you will be
unable to invest in developing
the core competencies you need
to achieve your mission.
Southwest and Walmart’s lowcost model allows them to attract
customers through lower prices.
Apple has invested in developing a
unique supply chain. Google
invests in armies of super-smart
engineers and, with its
unparalleled technology and data,
is able to attract the world’s best
scientists to spend sabbatical years
at the company and increase its
knowledge.
A truly great square-peg business
spawns a virtuous cycle in which
value creation produces profits
and those profits, in turn, are used
to create more value. That’s what
makes a successful business model
so powerful, everything is so
intricately intertwined and
mutually reinforcing that it almost
seems like a perpetual motion
machine for making money.
Unfortunately, none of this
amounts to much when you find
yourself competing in a roundhole world, because nobody has
any use for square pegs anymore.
Moving Beyond Strategic
Planning To Innovation
Planning
The truth is that no business
model lasts forever. Changes in
technology, culture and
competitive landscape make the
need to shift to a round-hole
world inevitable.
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The only variable in the equation
is whether you do it sooner or
later. And make no mistake, it is
always better to prepare than
adapt. When you find yourself
adapting you are already losing.
That’s why we desperately need
to shift from strategic planning to
innovation planning. Strategic
planning is based on prediction
and there is very little we can
predict anymore. Today, it’s more
important to explore than predict,
because it is only through
exploration that we can learn to
operate in a round-hole world in
which square pegs have become
irrelevant.
As I explain in my book, Mapping
innovation, the best way to do this
is not to focus on ideas or trends,
but problems. In my research, I
found that what sets great
innovators apart is not that they
were more creative, more agile or
even that they had a better vision
of the future, but that they have a
disciplined and systematic way of
uncovering new problems to
solve.

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. In
November 2017 Greg’s book
made the list for ‘The 2017 800CEO-READ Business Book
Awards
Longlist’: http://inthebooks.800ceo
read.com/news/articles/the-2017800-ceo-read-business-bookawards-longlist

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

And that’s how you prepare your
square-peg business for a roundhole world. You plan and manage
not for stability, but for
disruption. You constantly
explore and learn about new
technologies and approaches that
can help you solve unresolved
problems in the marketplace.
Anything less is just counting the
days to your own obsolescence.
© Copyright, Greg Satell

About the Author:
Greg Satell is a popular author,
speaker and innovation advisor,
whose work has appeared in
Harvard Business Review, Forbes,
Fast Company, Inc. and other Alist publications. Over the last 20
years he has managed market
leading businesses and overseen
the development of dozens of
path breaking products.

8

Better Business Focus

December
June 2017
2015

Drayton Bird

“Are you ignoring your most
powerful new business
weapon?”
It's Sunday as I write this, so
here's my good deed for you. Please
use it yourself, or forward it on.
It costs nothing. Not a bean. It's
your DIY guide to accelerating
your profits through word of
mouth.
It's so obvious that anyone could
have thought of it - but as far as I
know nobody has.

Ian showed Dian how to influence
prospects to say ‘yes’ by
introducing recommendations at
this critical point.
Your free copy of this
revealing guide
I've reserved you a free copy of
Ian's guide to getting more sales
via recommendation.

And it's laughably simple because
it starts with something I'm sure
you know.

Scanning through my copy, what
struck me was the average
conversion rates in a study of
8,900 businesses – it’s 19%.

Your easiest sales to close are
via recommendation.

That's almost incredibly high until you consider two facts.

When you're not recommended
by anyone it's infinitely harder to
sell. You lack credibility.

1. I have known for years that the
chief reason why people buy
something new is via
recommendation.

But now someone has come up
with the solution.
It's a way of being recommended
by people who think you're
good - but haven't told anyone
else.
This trebled Dian's sales
An old client of mine, Ian Denny,
came up with it, and I met a lady
in Indonesia - of all places who trebled her sales with it.
It changed her entire career, and
you'll quickly see why.
The whole thing focuses on what
happens immediately after you get
an enquiry.
That's the moment when people
are hot to trot.

2. The best time to get people to
recommend is
immediately after people have
bought.
Adding 1% to your conversion
rate increases sales by 5.3%. Add
5% and they go up by 26.3%.
I won't bore you with the details.
Just get the guide.
I told him he should charge for it.
He's seriously thinking about it.
Get a copy while it's still there,
even if you save it for later:

© Copyright, Drayton Bird

About the Author
In 2003, the Chartered Institute of
Marketing named Drayton Bird
one of 50 living individuals who
have shaped today’s marketing.
He has spoken in 53 countries for
many organisations, and much of
what he discusses derive from his
work with many of the world’s
greatest brands. These include
American Express, Audi, Bentley,
British Airways,
Cisco, Deutsche
Post, Ford, IBM,
McKinsey,
Mercedes,
Microsoft, Nestle,
Philips, Procter &
Gamble, Toyota,
Unilever, Visa and
Volkswagen. In
various capacities –
mostly as a writer –
Drayton has helped
sell everything from
Airbus planes to Peppa Pig. His
book, Commonsense Direct and
Digital Marketing, out in 17
languages, has been the UK’s best
seller on the subject every year
since 1982.

Co-ordinates
Drayton Bird Associates
Web: http://draytonbird.com
Tel: +44 (0) 845 3700 121
Email: drayton@draytonbird.com or
db@draytonbird.com

Business Growth Through Word
Of Mouth.
Best,
Drayton
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Sue Barrett

‘How to manage and help salesmen’ – valuable
lessons from 1960

You might be taken aback by the
sexist nature of the title of this article
‘How to manage and help salesmen’.
However, if you take into account
that this title comes from a book
written in 1960 by Charles B.
Roth you might be a bit more
forgiving.

Why?
Because much of what is written
in this book is about honourable
business practices, fair and
decisive leadership, care for
customers, effective coaching and
support of teams, and above all,
respect and dignity for salespeople
and their livelihoods.
Here is a snippet of the titles of
chapters and their sub-sections
that give you an idea about the
intent of the book:

I was given this book by my late
father a couple of years before he
died in 2014. Given my profession
and his career as a business
owner and chief sales leader of his
company he thought I would like
to read it and see how much had
changed or not from the days
when he bought it and applied the
various principles within its pages.
I am ever grateful to my father for
many things and I am indeed
grateful for him giving me this
book.

1. Getting the most out of
every man
a. Men eager to give their
best
b. You can’t treat them alike
c. But they all need building
d. Treat them as you do
your best customers
e. Encourage them to
improve themselves
f. You can’t afford to be
stingy
g. Teach the philosophy of
kindness
h. See things as they see
them
i. Fears cause failures also
j. etc.
2. Becoming a sales
management leader
a. The sales manager is still
the fall guy

b. Adequate sales force –
first requirement
c. Human engineering always
comes first
d. You have to know men
e. Link up with salesmen’s
emotions
f. First rule: be human
g. Keep promises to your
men
h. Give fair and impartial
treatment
i. Don’t become a big shot
j. Be sure your attitude is
right
k. You have to work with
outsiders
l. Be better educated every
day
m. Set up a thinking
department
n. How to be your best
o. Pace yourself during the
day
p. Test and classify yourself
q. Check your creativeness
r. etc.
Other chapters include:
1. Spotting and hiring the men
2. Finding enough time to do
everything that needs doing
3. Keeping them in constant
training
4. Firing them up
5. Planning and conducting
profitable meetings
6. Giving your men cooperation
– getting it from them

10

Better Business Focus

7. Setting tasks, quotas and
compensation
8. Keeping men and sales under
control
9. Gauging and conquering
markets
10. Educating yourself for the
job’s increasing demands
As you can see this is a valuable
and insightful book. Even with all
the new technology, there are
many things mentioned here that
are still relevant today. It is no
surprise that I continue to write
about these topics in a modern
day form.
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Thanks Dad for giving me this
book, it is a wonderful reminder
of what works and what is true. It
is also a wonderful reminder of
you because you put this into
action on a daily basis in both
your personal and professional life
and I was one of the beneficiaries
of your leadership.
© Copyright, Sue Barrett

About the Author
Sue is Founder & Managing Director
of Barrett Consulting Group (est.
1995), incorporating Barrett, Sales
Essentials, Mind Your Emotions,
Sustainable Selling, Barrett Research,
and Sell Like a Woman. She is one
of Australia's leading sales consulting
firms specialising in Sales Strategy,
Sales Force Design, Assessments,
Sales Training and Sales Coaching.
Sue is regarded by many mainstream
business press publishers & editors
as one of the most authoritative
thought leaders reporting and
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Brad Smith

3 Easy Ways
to Capitalize
on the
Future of
SEO
SEO tactics frequently die
out. But SEO will always be
important. So the key is to
always look forward, to
where the trends are
heading, and see if you can
position your business to be
ahead of the curve (and the
competition).

In this article, we look at 3 simple
ways to do that. (And my SEO
training webinar will provide more
info.)
How to Capitalize on the
Future of SEO
“Googling” something today is
vastly different than it was just a
few years ago.
The actual search engine result
pages (SERPS) themselves are
pulling in extra data and detail to
return comprehensive results.
So instead of just seeing a bunch
of blue links (like years past),
we’re now also seeing things like:
• Knowledge Graph (Instant
answers)
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• Localization (customer
•
•

reviews, store/office hours,
etc.)
Google+ Authorship
Other rich media (photos,
videos, etc.)

All of which is good. As long as
you know how to take advantage.
Let’s take a look at 3 easy ways.

Tip #1 – Inbound Marketing
Trumps Isolated Tactics:
“SEO” isn’t an isolated function or
tactic that happens externally.
It’s powered by content creation,
fuelled by social media, and
accelerated through PR,
advertising and distribution.
Which brings up the key
difference between “inbound”
marketing vs. “outbound”
marketing…
The ROI of inbound marketing
grows indefinitely because the
tactics complement and optimize
each other. Meaning the more you
invest in content creation or
social media, the better your SEO
will be (and vice versa).
Compare that to “outbound”
channels like radio or print, which
very rarely improve the value of
one another exponentially.
So you want to improve your
search visibility and SEO
performance? Then start by
improving your content creation
and social media presence.

Tip 2 – Optimize Your
Website for Leads, Not Just
SEO
Does your website do a good job
of generating demand, leads and
sales?
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Or are you guilty of some
common website mistakes?
Because the best SEO strategy is
always improving the customer’s
experience.
That means investing in a
contemporary design that works
well on all devices. That means
improving landing pages and how
visitors navigate your website to
boost conversions. And that
means looking at engagement
metrics to make sure users are
viewing multiple pages per visit
and aren’t bouncing immediately
after arriving on your site.
If you can build a website that
people willingly visit frequently,
then you won’t have to obsess
over keyword rankings…
…Or worry about sales.
Which brings us to our last point.

Tip #3 – Build Brands, Not
Links:
One of my favourite recent SEO
marketing mantras has been RCS
— Real Company Shit.
Which basically means, the best
SEO strategies… are always the
best marketing strategies.
Forget about links for a minute,
and think about how big brands
approach marketing.
Stop looking for loopholes, and
start doing the work. Go back to
the basics. Return to the 4-Ps.
Run campaigns that coordinate
publicity, outreach, advertising,
and distribution or placement.
Focus on driving real business
goals (like leads), build brand
equity around your products and
services (like loyalty and
community) and the little things
like “more links” will take care of
themselves.

Because you can’t manufacture
word-of-mouth. It happens, or it
doesn’t. Depends on your brand
equity.
And if you don’t have millions in
the bank to splash on flashy massmedia advertising, then brand
equity will come as a by-product
of your operations and customer
satisfaction.
Once those things are working
properly, then SEO becomes 1000
times easier.
The future of SEO belongs to brands,
not links.
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Sunil Bali

May you RIP…

Five years ago last month
(November), Felix Baumgartner
plummeted 24 miles to Earth at a
speed of 833 mph.
But within seconds of his jump,
Baumgartner (4 min video of
jump) went into an uncontrollable
"death spin". To make matters
worse he couldn’t see, because his
visor was covered in
condensation.

In the months leading up to the
record breaking jump,
Baumgartner had suffered

considerable anxiety and kept
rehearsing the myriad of
gruesome ways in which he could
die including,
• a premature plunge if the
fragile, relatively untested
helium balloon in which he
was ascending had been
punctured;
• a pinprick tear in his spacesuit
that would have caused his
blood to boil in the thin air of
the stratosphere and
• losing consciousness by going
into a spin during the
supersonic descent and
becoming unable to open his
parachute.

the creativity of Steve Jobs, and
the ability to perform under
pressure like a Special Forces
commando. We’ve only just
scratched the surface of human
potential."

In the weeks leading up to the
jump, Baumgartner was coached
by leading sports psychologist Dr.
Michael Gervais, who used guided
meditation and visualisation to
install new mental imagery,
dissolve anxiety and enhance
Baumgartner’s ability to focus on
the moment and perform under
pressure.

© Copyright, Sunil Bali

Gervais says, "We all have inside
us what we need to fulfil our
potential. We just need to master
our craft, let go of the outcome
and trust ourselves to make the
right decision in each moment."
After the jump, Dr. Andy Walshe,
Head of Red Bull’s High
Performance division was asked,
"What are the limits of human
potential?" Walshe replied, "We
have some amazing talent in all
our Red Bull teams, but I’ve yet to
meet anyone who has the
consciousness of the Dalia Lama,

Extensive research by Walshe’s
team shows that whether it’s in
the boxing ring, the boardroom,
or jumping from a 24-mile high
balloon, there is one fundamental
concept that underpins all peak
performance:
The mind is at rest when the body is
in action.
May you RIP – Rest In Presence.

About the Author
Sunil is a Performance Coach,
Speaker and Author.
Ex Head of Talent for Vodafone
Group and Santander, and having
run a £50m business, Sunil has
been responsible for hiring over
50000 people and has had the
pleasure of working with some
great entrepreneurs, professionals
and leaders.
Moving minds - Transforming
performance
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E-mail: sunil@sunilbali.com
Web: www.sunilbali.com
LinkedIn: uk.linkedin.com/in/sunilbali1
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Petra Urhofer

Blogging tips for small
businesses

Do you ever wonder why so many
people blog? Because it works. No
matter how small or big your
business is, blogging is a great way to
get exposure for your business. Blogs
showcase your expertise and drive
traffic to your website. You don’t
need to be a professional writer –
blogging is about sharing interesting
and innovative content that will make
your audience curious and wanting to
learn more about your business.
Here are a few tips on how to get it
right:
1. Define your readership
Before you start blogging, define
who you are writing for. Keep
your topics and writing style
aligned with your readers’ style
and language and focus on topics
they are interested in. Don’t be
afraid to focus on a niche topic –
if your blog is relevant to a
segmented group of readers, it’s
likely to be seen by the right
people, even if the audience is
smaller.
2. Answer your reader’s
questions
Think about how your potential
readers search for information.
They are looking for answers and
tips on topics they don’t know
enough about. Position yourself as
the expert by using blog titles that
make your audience quickly
understand that they have found
their answer. Relate to others and
the way they do their online
research and give them useful,
practical tips they can learn from
and enjoy reading. If you are
struggling with finding questions
your readers are looking for, a

great tool to find out what the
internet is talking about and what
users are searching for
is answerthepublic.com.
3. Make your topics
evergreen
Make your blogs relevant for as
long as possible. Focus on topics
that are timeless – tips, guidelines,
how to articles. If your blog is
only relevant for a short period of
time, it will be quickly forgotten.
Creating posts that are timeless
means long term traffic to your
website and more readers who
will benefit from your blog
content.
4. Don’t worry about the
length
There is a lot of research about
the ideal blog length and I don’t
think there is one answer. The
ideal length is however long you
need to get your point across. In
general keep your posts 500
words plus, but otherwise don’t
stress much about the best length.
Whatever length works for you to
write a high quality, useful blog
post is right.
5. Focus on the blog title
Your blog title will be the first
impression your blog makes. It
also might be the last one. No
matter how good your blog
content is – if you can’t catch
your reader’s interest early on,
they won’t continue reading.
Think about how people search
for content online and make your
blog posts easily identified by
using relevant, interesting titles.

subheadings and if you are
providing tips, consider numbering
them or using bullet points. Keep
it simple. Most of us scan blogs
and articles before we read on, so
having a clear structure with
headlines and bullet points will
make it easier for your readers to
get a good idea before reading on
and digesting the content.
7. Be social
Use social media sharing buttons
so your readers can easily share
what they are reading. Always use
visuals with your blog posts as this
will make social sharing even
more effective. Don’t just rely on
others sharing your content.
Include it in your regular social
media updates more than once to
ensure you are continuously
reaching new audiences.
And once you have your post
ready – proofread it! Don’t just
rely on spell check, have a good
read to make sure all you wrote
makes sense and sounds
interesting. And then go ahead
and publish.
© Copyright, Petra Urhofer
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6. Give it some structure
Make it easy on the eye. Break
your content down into
paragraphs and use visuals where
you can. Use headings,
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Ron Tanner

The bottom line of active listening

The value of this piece is increasing
your self-awareness when you are
listening and responding to others.
We spend a lot of our days
talking. How much time do we
spend listening? We all know
listening is a great skill to have but
how do we increase our capability
in this area?
Have you every responded to a
request negatively when in fact it
was perfectly reasonable? Was it
the content that prompted your
reaction, or the way the question
was asked?
I watched myself respond recently
and when I replied to the request
I saw that I had reacted to the
tonality. It wasn't obvious at first
but the accent on certain words
and the rhythm of the sentence
flow created my reaction.
When I train people in coaching
skills, I do an exercise on listening
where one person speaks for five
minutes and the other person
listens, without any interruption.
This can create quite a bit of
tension for the listener as
they often experience a strong
desire to respond to what is being
said. It requires a real awareness
to hold back and listen actively to
what is being delivered. The
learning piece here is that most of
the time when we are 'listening'
we are actually working out how
to respond, rather than properly
taking in the value of what is being
said and then processing it, before
we respond.

When you learn to actively listen,
people find you much more
engaging because you are present
with them and really hearing what
they are saying. Often it's not
about 'what' they are saying, but
them feeling heard. This quickly
creates a deeper level of trust and
connection.
When people move into
management roles, they are often
surprised how much of their time
is spent talking and listening to
people, rather than 'doing' the
work. If they don't allow time to
listen, they risk becoming known
as a manager who doesn't have
time for their team.
What style of listening are you
using with your team? What
structure does it take? Do you
really listen or just get the
information you need and move
on?
Let's turn this around and look at
your own language patterns. How
much attention do you pay to
your delivery and vocabulary?
With our increasingly busy
lifestyles we're often guilty of
rushing to make our points,
galloping ahead and anticipating
what's coming out, rather than
making the effort to be present
with our language and tonality.
Do you consciously use tonality in
your delivery to create a certain
reaction in your audience? If you
have important information to
communicate, are you able to
moderate your tone and style to

discourage interruptions and
speak with confidence?
This capacity to adjust our tone is
incredibly important as different
styles will create different
reactions. Practice saying the
same sentence out loud but using
a different tone - imagine how
would you react if someone spoke
to you like that?
Next time you have a
conversation watch yourself
deliver … You may be in for a
surprise.
© Copyright, Ron Tanner
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Rita Trehan

Is Empathy the key to innovation?

Many articles have been written on
the ways to build a culture of
innovation. We talk about flexible
work schedules, workshops on
creativity, and crafting a workforce
that constantly looks for newer,
better ways to run our business. But
with all this talk of creativity, perhaps
it’s time to look to a trait that’s
critical to innovation and often
overlooked: empathy.
The very definition of empathy is
“the ability to understand and
share the feelings of another.” It
might sound very soft, but think
about all of the great innovations
that have come from empathy.
Steve Jobs wanted to be able to
carry his entire music library
around in his pocket. He found it
frustrating that he couldn’t and he
thought perhaps others shared
that frustration. From that level of
empathy, the iPod was born.
Tom’s was crafted so individuals
could buy comfortable shoes and
profits could be used to give a
pair to those with none. Warby
Parker was created in much the
same way. Ride sharing services
alleviate the frustration of public
transportation or not being able
to get a cab. AirBnB wants to help
people experience the comforts
of home in cities around the
world. But all of these innovations
are built on the idea someone had
and the empathy for others and
their experience.
Empathy also plays a large role in
how innovation takes place.

Without empathy, one
teammate’s great idea may never
be heard. Empathy allows
individuals to bring their
experiences, their world views,
their very lives into the workplace
and create ideas for a better
world. That same empathy allows
their teammates to hear them, to
see them, and to help them craft
that vision. Without empathy,
innovation is merely an empty
idea. We cannot see our way to
the future without our ability to
see each other. We must put
down our phones, step away from
our devices, and hear ideas. We
must have the ability to step into
each other’s shoes, feel each
other’s pain, and work to solve
for the common good.
Writing this in the world today
where so often we see individuals
ignoring each other or turning
their backs on what they do not
wish to see, it is more important
than ever to practice empathy.
The next great idea is waiting for
it. Yes, we must build hard skills
and teach leadership, but the
toughest glue of a cohesive
culture of innovation is the ability
to comprehend and share the joy,
pain, frustration, and ideas of our
fellows. Empathy is a muscle that
should be built along with all
other skills and abilities that shape
a powerhouse workforce, and it’s
imperative that we make it a
priority. Because the key to
business survival is the culture of
innovation, and it starts with the
expression and understanding of
ideas. If we can cannot empathize,

progress could end and the whole
thing could come down.
Every innovative effort starts with
someone expressing how things
could be better, and someone else
validates that concern and offers
to help. That is the nature of
teamwork. That is the core of
innovation culture. Without it, we
have nothing.
This article originally appeared on
thefutureshapers.com/empathykey-innovation/
© Copyright, Rita Trehan
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Tom Koulopoulos

7 Lessons on life and business learned from
Peter Drucker

For 10 years, Peter Drucker was a
mentor and friend. Here’s what I
learned from him…
I’ll share a personality flaw with
you; I’m not much of a follower,
which is likely why I’m an
entrepreneur. Yet, some people
cast a light so bright that you can’t
help but follow the path they
illuminate into the future. Peter
Drucker was one of those people.
Drucker may have been the 20th
Century’s most-influential
business thinker. Though he
wrote 39 books, most of what I
know about him came from a
more casual context; across a
lunch table at his favorite Italian
restaurant, on the couch of his
modest Claremont ranch, or over
dinners and glasses of Merlot at
the Hotel Del Coronado.
For a decade Peter was a mentor
and a friend. Our conversations,
faxes, and letters (no, he didn’t do
email) influenced my thinking
more than any other person. My
memories of him are vignettes of
a brilliant yet amazingly
unassuming person.
I met Drucker in the mid-90s at
his suburban Claremont home; a
tiny ranch set on a small lot with
furniture that looked as though it
had been borrowed from the set
of The Brady Bunch. The modesty
of the place stood in such stark

contrast to the über-guru status
Drucker had achieved.
Our many conversation traversed
the 20th Century like walks
through a magnificent library; each
one meandering through aisles
filled with volumes of firsthand
accounts from his work with
an array of characters and
companies, from U.S. Presidents
and industry leading CEOs, to
cardinals and bishops.
What I learned during the ten
years I knew him has stayed with
me as a sort of manifesto for
building an extraordinary
organization and an equally
extraordinary life. Here are some
of his most memorable insights.
1. Don’t just manage, lead
Drucker had a problem with the
concept of managing knowledge
workers. He felt that leadership
was increasingly becoming a
shared responsibility. He believed
in pushing down decision-making
to those closest to the process.
To lead, in Drucker’s mind, was
to empower people by providing
the resources for success rather
than a roadmap with turn-by-turn
directions. If that frightens you, he
said, then you have the wrong
people leading your organization.
2. The way to keep good
people is to give them a
chance at the moon
During the 20 years I was building
my company, we didn’t lose a

single one of the eight people on
our senior leadership team. The
same was true of nearly all of our
top performers. We compensated
people fairly, but that’s not why
they stayed. Drucker taught me
that what drives the best people is
a challenge that allows them to
reach beyond themselves to be
part of something greater. It’s
what Peter Diamandis calls a
“moon shot,” a goal so large it
creates a gravity to draw people
to it and keep them in its orbit.
Besides, challenge only scares off
the people that you need to scare
off.
3. Before figuring out how it
should be done, ask why it’s
being done
Drucker had an issue with using
Industrial Era metrics for the
Knowledge Age. He felt that all
too often we streamline tasks
without first asking why the task is
being done to begin with. One of
the simplest yet most profound
lessons I learned from Drucker
was to always question the task’s
reason for existence before fixing
it; does it add value, and if so,
how? Drucker was a master at
asking questions. In the ten years I
knew him I’m not sure he ever
actually answered a single
question of mine directly. Instead
he would almost always rephrase
or reframe my questions.
Challenging conventional wisdom
was his forte — he often
called himself an “insultant,” who
scolded people for a fee. It taught
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me to never be afraid or ashamed
to say, “I don’t know,” and to ask
“why?” until I did.
4. If you are bored it’s your
fault
Drucker didn’t tolerate laziness.
He was constantly in motion. I
once asked him if he felt he
shouldn’t slow down at some
point — this was when he was
about 90. His response was that
hard work was bad only for those
people who didn’t have purpose
or passion. If you have a reason to
work hard and/or a passion for
what you do then there will never
be enough hours in the day. But
Drucker also balanced work with
great passions in other areas of
his life: his teaching, his love of
Japanese art, and his willingness to
mentor and pay it forward.
5. Treat your employees as
though they were volunteers
This is one of those perspectives
that is completely unintuitive
when you first hear it. Drucker
spent the last part of his career
working a great deal with
nonprofits and volunteer
organizations. He wanted to bring
business acumen to non-profits
but he also believed that for-profit
organizations could learn a lot
from how non-profits attracted
volunteers. “Volunteers,” he
would say, “leave at the end of
the day and only come back if
they want to.” When you think
about the work ethos among
Millenials and Gen Z, who need a
deep sense of social purpose in
their work, it’s obvious that
Drucker was ahead of his time.
6. Abandon the past. (No,
really, I mean bury it!)
How do you manage the
accelerating pace of change? You
do it by “organized abandonment”
— consciously killing off
yesterday. Drucker chose his
words carefully. One of my
favorite quotes of his is that “the
hardest thing to do is to keep a
corpse from rotting.” Yeah, not a
pleasant thought, but how often
do companies hold onto the past
with their best and brightest while
the future passes them by? Not a
bad lesson in business and in life.

December
June 2017
2015

7. Be humble
This last one is how I’ll best
remember Peter Drucker. If
anyone had a reason to be
boastful and arrogant, it was
Drucker. He had been on the
front lines of more change than
a hundred men and women could
see in a lifetime. Yet he was
anything but arrogant. Drucker
had no reason to mentor me and
offer his time, but he did.
The last letter I received from him
was in response to a very grateful
thank-you note from me for his
mentorship and his decade of
professional and personal
guidance. He responded to my
praise by saying, “Tom, even if I
apply a discount of 90% to what
you have said, it is still far too
kind.” That was Drucker; brilliant,
gracious, and humble.
We would all do well to follow his
lead.
This article was originally
published on Inc.
www.inc.com/thomaskoulopoulos/advice-from-the20th-century-s-greatest-businessthinker.html
© Copyright, Tom Koulopoulos
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New leave
allowance for
grieving parents

A Bill was published last month which will
entitle parents who lose a child under the
age of 18 to two weeks' paid leave.
Currently, whilst employers are expected
to be understanding and flexible, there is
no legal obligation to allow parents paid
time off to grieve.
The Parental Bereavement (Leave and
Pay) Bill will entitle all employees to
parental bereavement leave, regardless of
their service length. Those who have 26
weeks' continuous service will also benefit
from statutory parental bereavement pay,
the cost of which employers will be able
to recover from the Government.
http://www.danielbarnett.co.uk/

A Guide to eIDAS
- The Electronic
Signature
Regulation
Last year the EU launched a
major new regulation for
governing the use of electronic
signatures – eIDAS (Electronic
Regulation and Trust Services).
This regulation introduced a legal
framework for e-signatures to
ensure organisations can
continue to use this important
technology safely and securely.
Whether you’re already using an
e-signature solution or looking
to implement one in the future,
you can download (click here)
this comprehensive guide to
ensure your business remains
completely compliant.
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John Niland

Planning the Planning

I used to hate planning: it always felt
like a limitation to spontaneity. But
with the passing of time, I've come to
appreciate that planning protects my
freedom, rather than restricts it. If I
don't plan, I soon discover the truth
articulated by the late Sir John
Harvey Jones: "Planning is an unnatural
process; it is much more fun to do
something. The nicest thing about not
planning is that failure comes as a
complete surprise, rather than being
preceded by a period of worry and
depression."
This is not to say that my planning
is always perfect... or even good.
During October, I ended up doing
32 days of work back-to-back,
without a single day off. Not
recommended.
So why did I do it? Because a
number of opportunities came up
and I didn't want to say No. Was
this wise? Definitely not.
Tips in summary:
• Dedicate time in my diary for
weekly, monthly, quarterly
and yearly planning
• Pay attention to the physical
environment in which I do my
planning: for example,
choosing a place where I can
see the horizon
• Start each planning session
with my long-term vision
• Reference the notes from last
time

• Use the Quarterly plan as

•
•
•

the anchor: in which I
choose no more than 10
goals for the next quarter
(oops)
Include both personal as
well as professional
objectives (big oops!)
Include and inform my
support team (more oops!)
Reality-check the plan
before failing on it (enough
said!)

© Copyright, John Niland
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Barry Urquhart

Attention-grabbing communication

Your attention, please.

They seek out, utilise and
regularly return to sources which
they find credible, verifiable,
transparent and, above all,
authentic!

Why is it that I can’t get my message
through? Nobody, it seems, is
listening, reading, recognising brands,
valuing relationships, exhibiting
loyalty, referring services or
responding.
Consumers and clients seem
distracted, uncommitted, inclined
to impulsively press the delete
button and declare that the
communication has never been
received.
The ubiquity of social and digital
media, catalogues – in print and
on-line – doesn’t seem to be
registering and resonating with
people.
A universal lowering of costs on
social, digital and on-line
communications has been
instrumental in increasing the
affordability and volume of mass
communications, but to little or
no avail. Personal salutations seem
marginally effective, at best.
Doing so much, so often to many
is a common practice … - and
contributing materially to the
issue.

Attention has become a goal,
commonly out of reach to many.
Content is a tactic, and in many
instances poorly structured and
delivered.
Many marketing practitioners are
recalibrating the long-held and
shared maxim that, 50% of my
advertising works and 50% of it
doesn’t. I just don’t know which 50%
is which.

To many entities, these
expectations cause considerable
harm, particularly with the
promotion and conduct of
webinars. Sadly, the delivery skills
of an overwhelming majority of
speakers are poor, if not appalling,
reflecting badly on companies,
products, services and
applications.
Enhancing one’s personal
presentation skills is only a partial
measure to increased relevance
and impact.

An evolving truism centres on an
85-90% rate of ineffective, nonresponsive advertising, marketing
and promotions. It is – a daunting
set of statistics and implications.

Sadly, seeming reincarnations of
the late Steve Jobs, co-founder of
Apple, abound. Conference,
seminar and exhibition stages are
regularly inhabited with
storytellers dressed in black rollneck skivvies and black trousers.
Talk … about commoditisation!
Moreover, that mode of dress
does little to attract attention.

DELIVER THE PROMISE

STEP UP, STAND UP

Audiences and targeted
consumers and clients are
increasingly informed, discerning,
price-sensitive and highly
expectant of both great quality
and value.

Critical self-analysis of content,
context and style is always
justified, commended and should
be complimented.
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The filtering, blocking and
rejection of much communication
is a consequence of stereotypical
perceptions, and resultant
generalised actions.
Don’t take it personally. In many
instances intended recipients
don’t filter, block or reject
individual communications.
Rather, a blanket cover is applied
to “another email”, “another
blog” and “another text”. Little
discrimination is applied in an
over-communicated world, or on
an over-exploited smartphone,
tablet or computer.
To achieve human connection and
elicit positive engagement, more
focus and effort are needed on
attracting attention.
Short attention spans dictate the
need to think, formulate and
implement headlines. That is, - a
concise, enticing and compelling 3
to 5-word statement, challenge,
question or proposition.
OVERCOMING FILTERS

Consumer and client apathy and
indifference pervade.
Enthusing and motivating
demotivated and unconnected
minds is a difficult, daunting
challenge.
Endeavouring to change people
may be, and often is, futile.
Perhaps one should reflect on the
words of Leo Tolstoy:
Everyone thinks of changing the
world, but no one thinks of changing
himself.
An interesting and significant
allure is to encourage and offer
real-time personal responses. It is
something that around 80% of
business clients and 64% of
consumers welcome and value.
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Personal salutations are
conspicuous, transparent, and
often, deemed to be offensivelyinsincere. Accordingly, they do
not counter widely-held negative
sentiments to- “another email”,
“another blog” and “another
text”.
In all of this it is well to remember
that customer churn is only one
bad experience away. Many
potential relationships are never
established because of
communications that lack the vital
ingredients which attract
attention, resonate and are
recognised as being relevant.
IT’S AN ARTFORM

Don’t give up. Step up. Sharpen
up and gear up.
Disturbingly, many supposed
digital and on-line marketing
experts are deficient in their
ability to attract attention for
clients.
They are good at registering with
algorithms, which lack dimensions
of emotion.
Self-discipline in refining concise
headlines, respecting the power of
brevity and providing credible,
verifiable and authentic personal
advantages, benefits and
advantages to targeted audiences
will progressively be a competitive
and rewarding experience.
Having attracted your attention,
you can now relax.

© Copyright, Barry Urquhart
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Increasingly, recipients to
countless communications
recognise, reject and are offended
by impersonal, mass-distributed
missives.
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John Stanley

Selling to the super rich

If you have a large market of multimillionaires, your marketing strategies
change and this is obvious around
Moscow.
The Orangery, part of the Crocus
Group, has the largest selection of
indoor plants in one location I
have seen anywhere. It is open 24
hours a day, 7 days a week. When
I asked why they were open at
2.00am and how can they justify it,
I was told that after midnight they
break even, but that is when the
super-rich go shopping with their
landscapers so that they have
privacy and are not worried about
being recognised.
Imperial Gardens has the largest
selection of plants I have ever seen
in a retail location. The majority
were large landscape specimens
and many were burlapped.
It was difficult to understand this
retail model until I was taken to
look at a few customer’s gardens.
The customer base is based on
housing estates around the centre.
These are gated estates containing
mansions where gardeners and
landscapers are employed. The
price of the plant is the least
consideration for their customers.
Another surprise was while many
displays showed some flair and
ideas for consumers, customer
service is an art that has not
developed in Moscow. This is not
a criticism of the garden retailers,

the same situation occurs in the
main retail hub in the city.
Consumers are not approached by
sales people who seem to focus
on tidying stock rather than
making a sale. When it comes to
product mix, floristry is still very
popular in Russia and the floral
trade is still healthy. Garden
retailers in general focus on
woody plants, as a result the
colour patio market is under
developed. Seasonal sales of plants
could be one area the industry
could focus on to grow sales. Plant
quality in the stores visited were
of a high quality, whilst signage to
grow sales was underdeveloped.
I have been invited back to
present more workshops in other
regions of Russia and look forward
to working with an industry that is
progressing rapidly and has huge
opportunities.
© Copyright John Stanley

Everything a Retail Manager Needs
to Know (obtainable from Amazon:
ISBN-10: 0975011804/ ISBN-13:
978-0975011805). John Stanley
Associates produce an enewsletter specific to retailing; this
includes innovative ideas and
advice to help you grow your
profits. If you would like to
receive a regular copy, please visit
www.johnstanley.com.au or email
newsletter@johnstanley.com.au

Co-ordinates
Mail: John Stanley Associates
Chestnut Brae, PO Box 200
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Tel: (+0061) 8 9293 4533
Fax: (+0061) 8 9293 4561
Email: info@johnstanley.com.au
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See John in Action
Short clips to give you an
overview of John’s style of
presentation. CLICK HERE

About the Author
John Stanley is a conference
speaker and retail consultant with
over 20 years’ experience in 15
countries. He regularly
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around the world and has coauthored several successful
marketing and retail books
including the bestseller Just About
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August J. Aquila

Don’t accept weak leadership!

This is not another article about
great leadership characteristics. It’s
about the weak and inept leaders and
what partners need to do to change
the current situations.

•

Partners need to stop kidding
themselves regarding the effect of
weak leadership on their firms.
Ineffective leaders do more harm
than good. Now is the time to
rise in arms and perhaps show
weak and ineffective leaders the
door. So much has been written
about good leadership. But what
do firms do when their leader is
not good?

•

We know that a successful leader
needs energy, passion and vision
to tackle the challenges facing
firms today. But there are degrees
of successful leaders. Leadership is
not just black or white. It falls on
continuum from inept to
extremely competent. It’s not an
easy task leading a CPA firm
today. There will always be
Monday morning quarterbacks
(your other partners) to tell you
what you should have done.
Tale tail signs of poor
leadership
I’m sure that many of you could
add to this list, but here are some
of the sure-fired signs that a firm
has weak leadership.
• Firm is heading for an
implosion

•
•

•
•
•

The way partners resolve
issues is by finger pointing
The firm is in a spiral
downward trend
The best producers often
decide to leave the firm or
just look out for themselves
The partners with the most
self-confidence leave
Partners cannot resolve issues
and are at a bitter stand off
Firm profitability suffers or
remains flat
Firm experiences a higher
level of staff turnover and
dissatisfaction

How to spot a poor leader?
Poor leaders have several traits in
common. They usually have a low
level of self-esteem. And while
they may appear to be confident,
they lack faith in themselves. They
are often bullies.
Here are some common traits
that I have observed in these
leaders:
• Exaggerates their
achievements and talents
• Is preoccupied with power
• Believes he is special and
unique, i.e., The other
partners just don’t measure
up to him
• Has a sense of entitlement,
i.e., I’m worth more than the
rest of the partners
• Is arrogant
• Lacks trust in others

•
•

Is interpersonally exploitative,
i.e., takes advantage of others
to achieve his goals
Needs to control people and
situations or avoids decision
making and confrontation

How did they get there?
In many small and mid-size firms,
the ineffective leader is often the
founding partner. Sometimes, the
managing partner inherited the
position because of tenure or
book of business, not because of
his or her management skills and
talents. And other times the
partners elect the person they
think will best serve in that
position without giving attention
to the person’s leadership
temperament, style or skills.
Take the bull by the horns
When partners find themselves
with a weak and ineffective leader,
they need to take ultimate
responsibility and assume control
of the firm. While this is not an
easy task, it is one that is critically
necessary for the future livelihood
of the firm. It’s important to put
the issue out on the table without
blaming anyone in the firm. The
partners need to work together
to develop a transition plan that
saves the firm and also the face of
the current managing partners.
This is probably one of the most
emotional situations that will arise
in the firm. And while the
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partners may feel their firm is
unique, I can tell you from firsthand experience that more firms
suffer from some sort of weak
and ineffective leadership than
strong and effective leadership.
Partner action can range from
helping the managing partner to
become more effective, actually
asking the managing partner to
step down to imploding the firm.
With the help of a neutral third
party, here is how you can take
some action:
• First, get the managing partner
to acknowledge that his
leadership skills are lacking.
Have specific examples so that
you can talk about actions and
results (or lack of results),
rather than the person.
• Second, inform the managing
partner that the partners are
undertaking this initiative for
the betterment of the firm.
Their goal is not necessarily to
force the individual out, but to
make sure the firm achieves
key milestones.
• Third, decide what help the
current managing partner
needs. Outline his/her
strengths and weaknesses.
Then determine if someone
from within the firm can help
the managing partner to
become more effective or
whether an outside coach is
needed. You should also
consider one of the many
leadership programs available
in the market.
Do it with class
Ideally, you want to make sure
that the process is done fairly and
the individual is treated with
respect. Your staff will judge you
on your actions. It better for
everyone if the current managing
partner can save face and retire
or step down with grace, rather
than to retire with a burning ship
behind.
Remember, an ineffective leader
can be more than just ineffective.
The individual can be the death of
the firm. The primary activities of
an effective leader are to drive the
firm’s strategic agenda, to set
goals, assign responsibilities and
help the partners grow
professionally and personally. If a
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leader does not do these things,
nothing else may matter.
© Copyright, August Aquila
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August Aquila on: How to Become
the Firm of Choice
Just think for a moment. Your firm reaches the lofty
goal of becoming the firm of choice in your given
markets. You now win the best clients, you are able
to recruit and retain the best people and you
increase firm profitability. What's not to like about
this?
Becoming the firm of choice in your given markets in
not just a pipe dream. It is something that any firm
can strive to achieve, if it follows the right the right
process, lives its values and learns, and then
implements what successful firms do.
Research by AQUILA Global Advisors with
professional service firms around the world has
taught them what successful firms do. They first
wrote about this in Of Counsel and briefly summarize
the 13 characteristics that successful firms have in
common here:
1. They have a clear vision and strategies for getting
there.
2. They think markets as well as clients.
3. They develop a deep client orientation.
4. The firm's people are as important as the firm's
clients.
5. They have a high performance culture.
6. They are outstanding at execution.
7. They live the one-firm concept.
8. They have a strong culture and shared values.
9. They practice a highly collaborative style.
10. They have strong partnerships.
11. They are committed to recruiting the right
people.
12. They believe that developing their professionals is
at the core of the firm's beliefs and activities.
13. They are committed to staying at top.
We know there is no firm that does all of these
things perfectly. The successful firms continually
move forward, always trying to improve performance
in all areas of the firm, to reach what we call "the
next level." Each firm needs to define what the next
level looks like and compare it with where they
currently are. Then, they need to develop specific
plans that will move them toward that performance
improvement. And finally, they need to execute with
excellence as quickly as possible.
Do partners help or hinder? It's a fact that all firms
have to evolve with changing market and client
demands. Staying still isn't an option. Firms have
great competitors who will never rest on their
laurels. The more that partners work together, the
more committed they will be to the firm's future. If
partners are not committed, then they eventually
work for themselves and not for the firm. At the end
of the day, the partners are the culture of the firm.
What they believe, what they reward, what they do
and how they do it determines what and how things
get done. If they don't believe in what the firm is
doing, they will never be effective role models who
think firm first and actively bring the whole of the
firm's services to their clients. Ultimately, it's going
to be up to the partners to make things happen.
Partners are the drivers of the initiatives. It will be up
to each partner to make the firm successful and
make it the firm of choice.
Buy How to Become the Firm of Choice at Ark Group,
here.
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Paul Sloane

Restate the problem by replacing logic with
emotion

In business we are trained to be
analytical. We respect data, targets,
percentages, market shares and
ratios. MBA students analyse case
studies with detailed spreadsheets. We
frame problems in terms of metrics and
numbers. For example we might ask:
•
•
•
•
•

How can we increase sales by
10%?
How can we double brand
awareness in our target
market?
How can we reduce the time
to develop new products from
10 months to 6 months?
How can we improve
productivity in the workplace?
How can we reduce attrition
rates for our key technical
staff?

These are all good questions
which start from an analytical and
factual standpoint and will
generate analytical thoughts and
ideas. But we have to remember
that our staff and our customers
are people. And people are driven
by feelings more than by
numbers. So a fruitful avenue of
approach is to replace logic with
emotion and restate each
question. Instead we might now
ask:
• How can we make our
customers much happier with
our products and services?

•
•

•
•

How can we get people to
smile when they hear our
brand name?
How can we reduce the
frustrations people feel in new
product approvals and
progress delays?
How can we get rid of the
things that annoy and irritate
our people at work?
How can we make our
technical staff feel proud and
happy to work here?

By starting from a more personal
and emotional level we are likely
to come up with more and
different ideas. Anything we can
do to make our customers or
people feel delighted with us or
proud of us is worth
exploring. Any idea which stops
our customers or people feeling
angry, frustrated, disappointed or
sad is also worth exploring.
At your next management
meeting, for a change, focus on
feelings and emotions rather than
data and logic. It will get you
thinking in new ways. It will lead
you to novel and productive ideas.
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Andy Bounds

There are three types of Call To
Action. Two are good; one’s
dreadful. Which do you do?
Communication is supposed to cause
something. That’s the point of it.
So, every communication needs a
Call To Action - where you call the
recipients to act.
These actions could be:
• Asking them to do one of
many things - make a decision,
give you advice, take an
action, endorse your actions,
allocate budget, recommend
you to others, and so on
• A one-off (“Please do X”) or
recurring (“From now on,
every time Y happens, please
do Z”).
• Immediate (“Please do X
now”) or delayed (“Please do
X before Friday”)
• A yes/no choice (“please can
you do X - yes or no?”); or often better – a choice of
yeses (“to progress this, we
have two options here – X or
Y. Which do you prefer?”)
But, you can group all these Calls
To Action under one of three
main types:
• You choose the Call To
Action – “please can you do
X?”
• The other person chooses the
action – so you ask them
“what would you advise we
do next?”
• Neither of you chooses the
action
As I said in the Tip’s Title, two of
these work, and one of them is
dreadful.
Obviously, the last one’s the
dreadful one. Because if neither

of you specify an action, there
won’t be one. Which means your
communication won’t have
achieved something. Which, as
the first sentence of this Tip said,
was the only point of
communicating it in the first place.

How are you going to ensure that
each has a Call To Action? And, in
which ones are you going to
suggest the action, and in which
are you going to ask them to? As
long as “more than none” of you
suggest an action, you’ll get one!

But what of the other two types –
you choose the action or they do
– which is better?

© Copyright, Andy Bounds

Well, it depends.
When you choose, you lead the
discussion and subsequent action.
Plus, if you suggest options that
you’re happy with and they accept
one of them, everyone’s happy.
But, it’s also often a good idea to
ask for their suggestions for next
steps. Firstly, they might think of
better actions than you would
have thought of.
But people are also very wedded
to things they’ve come up with. I
once asked my teenage son to
tidy his bedroom. He, as you
might expect, refused. But, when
I asked for his advice as to the
best way that we keep the house
tidier in a way we were both
happy with, he came up with
some ideas for how he could tidy
his bedroom.
And he’s kept to them.

About the Author
Andy Bounds is an expert at
helping companies communicate
and sell better. Author of two
best-selling books and winner of
the title Britain’s Sales Trainer of
the Year, Andy has shared his
expertise with some of the
world’s largest companies, helping
every one of them have more
success. Marketing legend
Drayton Bird said Andy had
taught him ‘… more about
effective communicating than a
lady who’d taught two American
Presidents’.
Are you following me on twitter?
To receive my weekly tips on how
to communicate more effectively,
click here
Short of time? Here are my Quick
Wins

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

If I can get my 14-year-old to tidy
his bedroom, you can convince
anyone to do anything.
Action point
Have a look at all the main
communications you’re making
today – in meetings,
presentations, conversations etc.
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Peter Thomson

“Herschell told me to...”
Yes – it appears some people are
scared to share their fabulous ideas,
their awesome methods, their
guaranteed ways of obtaining
success and instead litter their
freebies with the bland, the
blindingly obvious, the banal!

My friends Terry and Drew were
interviewing me for their excellent
series on business building.

Is it any wonder then - readers or at
least those who start to read (most
won’t or won’t finish) consider
the authors of such pieces in the
same light; candle or otherwise.
Bland, boring, banal!

During our discussions…
I was reminded of a very good book
I’d read and one of the messages I’d
taken from it.

But back to Herschell…

Drew asked me what I saw as being
one of the key mistakes being made
by coaches, consultants,
speakers and trainers.

Sales Letters that Sizzle (All the
hooks, line and sinkers you’ll ever
need to close sales) in which he
expresses the idea:

My reply was:
“They’re hiding their best
ideas!”

FIRE YOUR BIG GUNS FIRST!

I explained: These days almost
anyone in business has understood
the idea of ‘giving before asking to
receive’.

If we’re going to write a free
‘whatever’ let’s populate it without
best bon mots, our magical
methods, our wonderful ways of
achieving – more!

The internet abounds with free
reports, .pdfs, white papers, guides,
insights, proclamations, etc etc etc.

That way our prospective clients
may consider us:

And…

The Best

Sadly many of them aren’t worth the
candle!

The Magical

(Side Note: As a candle was a costly
item the expression ‘not worth the
candle’ indicated the result obtained
wasn’t worth the cost to achieve it.
“Perhaps the play is not worth
the candle” Sir William Temple’s
WORKS.)

Herschell Gordon Lewis and his
excellent book:

Therefore…

The Wonderful people we truly are!
The concern!
If I’ve given away my best ‘stuff’ for
free why would anyone then want
to pay me for more of my ideas?

And for those who do – you’ll
always have a nuance, a different
thought, a ‘take’ on how to get the
best out of the method you’ve
shared.
And of course…
You’ll always have MORE to share
with anyone who wants to journey
with you – true?
Think I’ll take another read through
my give-aways.
You too?
Go on then...
© Copyright, Peter Thomson
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Trust me!
Most people won’t implement the
ideas in your freebie, many won’t
even read it, listen to it or watch it.
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Evan Carmichael

Frustrated

I'm frustrated with my business.
Constantly.
I want things to move faster, results
to come in more quickly, goals to be
achieved - right now!
Sometimes I have to take a deep
breath and remind myself...

This morning when I was in the
shower all I could think was:
"Why... is... this... taking... so...
long...?"
Everyone has it.
Every entrepreneur gets
frustrated... a lot... with their
business.
It's a love-hate relationship and
you've got to love what you're
doing enough to pull you through
all the tough times.

It's ok.
That's part of life as an
entrepreneur.

Hang in there and know that
you're not alone in this.

The most successful
entrepreneurs see the world
differently.

Everyone from your local
drycleaner or pizza shop up to Bill
Gates and Donald Trump get
frustrated.

You see it as it could be, not as it
is.
You have a vision for what you
want and it's easy to get
frustrated when it takes longer
than expected for it to happen.
It's natural.
I'm frustrated.
I want to help a billion
entrepreneurs.
I want more people to visit my
website.
More people to watch my
YouTube videos.
More people to listen to my radio
show.
Etc.
Because I want you to reach your
potential as entrepreneur.
And a billion other people just like
you.
I don't want you to have to close
down and go get a job.

The bigger the goal you're trying
to accomplish... the greater the
impact you want to have... the
more resistance and frustration
you're going to face.
Keep going.
Options.
If you're feeling frustrated with
your business, here are some
options:
1) Model success.
Look at people who have done
what you're trying to do.
Understand how hard it was for
them and learn what they did to
overcome it.
2) Remember why you're doing
this.
This always works for me.
I remember the entrepreneurs I'm
trying to help and the good it's
going to do in the world.

3) Use frustration as fuel.
Frustration can either drive you
to quit and give up or to make
you stronger and want it even
more.
Frustration is a powerful
emotion.
Use it to create something great.
I am.
You can too.
Believe.
© Copyright, Evan Carmichael
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Think of the people you're going
to help and let that drive you to
keep going.
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Getting customers begins with
Lead Generation
Article source: http://www.ideacopy.com/

You’ve got to hand it to whoever coined
the expression “The customer is always
right”. That person certainly knew which
side of the bread was buttered.
Customers are the single most
important aspect to the success of any
business venture. That’s why, when you
start an online business, getting
customers and keeping them happy
should occupy more of your time than
any other activity.
One of the miracles of the Internet is
modern technology. There are
sophisticated tools that allow us to
identify potential customers and get
them to come to our web sites. Now
we can combine these Internet
marketing tools with tried and true
models that have worked in the past.
We can put them together to make
powerful systems that get us
customers for very little, and in many
cases, no money at all.
Let’s start by looking at a mindset for
getting customers that comes from
the direct marketing world. It is
something that has served marketers
for decades. It is something that you
can use to great advantage in your
information marketing business.
Most businesses try to sell their
products in one shot. For example,
let’s suppose I’m selling an information
product - a set of twelve instructional
DVDs. I want someone to come to
my web site, see the picture and
benefits of my DVDs, enter in their
credit card information, pay me
$249.98 or £225, get the DVDs
shipped to them, and then never
bother me again.
Now that’s certainly a great mindset if
you live in Utopia, but the problem is
that’s not the way information
marketing works in the real world.
Most people that come to a web site
are not already educated about what’s
being sold. They don't know exactly
what they want. They certainly don’t
know how much value your product

offers. In short, they are not ready to
enter their credit card and plop down
$250 or £225.
On the other hand, when visitors
come to your web site, they are
usually in the beginning stages of
shopping around. They are
researching. They are looking at their
options. They are trying to understand
their problem and looking for
information products to help them
out.
What you want to say to these
visitors is something like “I'll tell you
what. If you enter your name and e-mail
address on this web site, I'll give you a
bunch of really great stuff for free. And
then you can make a decision.”
Plenty of people are watching a video
right now, downloaded from one of
my web sites, because I asked them to
do just that: Here. Watch a free video
and make a decision later. I promised
I would teach them a bunch of great
stuff for free, if they opted into my list.
Hey, maybe you are one of them!
Anyway, that’s how it works. It’s
called a lead generation model. People
who choose to opt-in to our list can
get lots of great free stuff.
The lead generation model is a multistep information marketing process.
You don’t come up and tell visitors,
“Hey! Give me a bunch of money!” Instead, you show up and say, “Let me
give you a bunch of stuff for free - stuff
that’s really going to help you out.”
So there you have the mindset: lead
generation. You are going to generate
some leads and create a list of very
interested prospects. Then, you’re
going to offer more and more value
and education, plus some more stairstepping.
Eventually, when you offer your actual
information product, your prospect
will be able to make a really good
decision, based upon the groundwork
you’ve already established, building
trust in a relationship.
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