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Keeping in touch: energising 
or boring? 
By John Niland 

Most professionals tell me 
they get their best 
opportunities via people 
they know. I recently 
introduced two people that 
otherwise would probably 
never have met each other. 
Even if they had met, it's 
highly unlikely that the guy 
with the need would have 
divulged this need to a total 
stranger. The only way this 
business could ever happen 
is via personal referral.   
 
So why did I put them in touch?  
 
OK, one has expertise that the 
other person needs. But in all 
probability, so have other people, 
yet these people didn't come to 
my mind. I thought of him because 
we had recently been in touch.  
 
But perhaps the most important 
reason to keep in touch is called 
"social energy".  I spent much of 
this summer catching up with old 
friends with whom I had lost 
touch years (even decades) ago. 
One of the reasons that my 
energy is high this autumn is the 
accumulation of goodwill that I've 
experienced over coffees / lunches 
/ visits around Ireland during the 
summer.  
 
In professional life, the classic 
pitfall is getting in touch when you 
have something to announce about 
yourself. We see this most clearly 
when we are the person being 
called or emailed. Imagine there is 
one guy who emails you at least 

twice a year... when he wants 
something! He may preface this 
with a polite question, or a 
response to something you've 
written or posted, but his "keep-
in-touch" effort is blatantly about 
himself and his needs. How will 
you respond?  
 
If we can see this so clearly when 
we are on the receiving end, why 
is it so easy to fall into the trap of 
getting in touch to say something 
about ourselves? It's hardly 
surprising that keeping-in-touch is 
often seen as a boring "must do", 
rather than the energising activity 
that it really can be. 
 
These days, you have a wonderful 
tool at your fingertips to build an 
entire keep-in-touch strategy 
that's founded on them rather 
than about you. It's called 
LinkedIn. With a little thought 
(and practice), you can easily 
create fun and interesting keep-in-
touch activities rather than slog 
your way through a boring list of 
self-promotional calls.  
 
© Copyright, John Niland 
 
About the Author 
John Niland is best-known as a 
conference speaker on doing 
higher value work and creating 
more opportunity via better 
conversations. His passion is 
energising people: boosting 
growth through higher energy 
levels, that in turn leads to better 
dialogue and business growth. 
Since 2000, John has been 
coaching others to achieve 
success, with a particular passion 

for supporting professionals “who 
wish to contribute rather than just 
to win, and hence do higher value 
work via better conversations 
with clients and colleagues”. 
 
In parallel, John is one of the co-
founders of the European Forum 
of Independent Professionals, 
following twelve years of coaching 
>550 professionals to create more 
value in their work. Author of The 
Courage to Ask (together with 
Kate Daly), Hidden Value and 100 
Tips to Find Time.  
 
Co-ordinates 
Tel:  
Belgium (0032) 32 2 201 1121 
London: +44 (0) 845 644 3407 
Email: john@vco-global.com 
Web: 
http://www.johnniland.com/about/

   
 

 

Email is alive and 
kicking  

 
Here are some interesting numbers: 
183 billion emails sent per day, 4.2 
billion email accounts worldwide, 6% 
growth rate—it's safe to say that 
email is here to stay. 
Source: www.marketingprofsu.com  
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Should you be scheduling 
or automating your 
#socialmedia? 
By Lilach Bullock 

Social media scheduling tools 
have always been the subject 
of hot debate – should you or 
shouldn’t you use them? Are 
they against everything that 
social media stands for? Are 
they just a machine with no 
personality? 
 
There’s always been a lot of 
controversy surrounding 
scheduling and automation tools. 
Ultimately social media is about 
engagement, talking with your 
audience directly, and building 
strong, long lasting relationships 
ideally in “real” time. 
 
I’ve personally always been a 
supporter of scheduling and 
automation tools. But, as with 
everything in life, they should only 
be used in moderation. There is 
no substitute for real-time and 
proactive engagement. This is a 
key part of social media and 
should be incorporated into all 
social media marketing 
strategies1.   However, when 
scheduling tools are paired with 
real engagement, they can be of 
huge help and can affect the 
results you achieve. After all, how 
else could you reach your 
audience 24/7, especially if you 
want to reach a worldwide 
audience, or your business only 
has a few employees that can 
manage your social media? 
 

Scheduling tools2, if used correctly 
and in the right context should 
complement your social media 
activities. Not only are they great 
for being able to reach and 
connect with your audience whilst 
“you are sleeping” but they also 
help you to be more effective and 
productive. Many of them also 
provide analytics so you can see 
how successful each of your 
updates are as well as a plethora 
of other features to help you 
maximise your results. For 
example, knowing what times are 
the most effective to reach the 
broadest number of people in 
your digital communities. 
 
It’s only when scheduling and 
automation tools are abused that 
results suffer and things go wrong 
(i.e. used as the main method of 
conversation on social media and 
rarely combined with real-time 
engagement). But in most cases, 
this type of behaviour will only get 
you so far on social media. People 
have no reason to engage with 
you if all your tweets or posts are 
automated with the same tweets 
going out at the same time, with 
the same links every day or every 
few hours – even those new to 
social media can spot this a mile 
off. And in the end it also defeats 
the main purpose of social media 
– connecting with people and 
developing relationships with 
them so that in turn they like and 
trust you. 
 
 
Top tips for scheduling 
1.  Create a social media 
publishing schedule. This should 
include which network, what the 
update is, relevant links and 
hashtags, days and timings. Not 
only will having a schedule help 
you be more organised but it’s 
also a useful way to be able to go 

back and measure which updates 
are bringing you the most 
likes/clicks/engagement etc. 
2.  Don’t schedule questions if 
you’re then not around to answer 
them as and when people 
respond. Questions are a great 
way to increase engagement and 
should be done in real-time. 
3.  Whilst it can be tempting to 
send an automated welcome 
message to a new follower to save 
time we would recommend that 
you avoid doing this. A 
personalised message that shows 
you’ve taken the time to look at 
their Twitter handle will bring you 
much better results than simply 
sending “thanks for following us, 
check us out at xyz”. 
4.  When scheduling don’t send 
the same thing out at the same 
time on the same schedule every 
day. Mix things up a little so that 
you can test what performs best 
and also so it doesn’t look like 
you are simply sending out the 
same updates and / or using the 
same scheduling pattern each and 
every day. 
5.  Think about the timings and 
frequency of how and when you 
schedule. Each social network 
should have a different plan – for 
example on Twitter you may 
schedule more updates than on 
Facebook. Likewise, an update on 
Facebook may not be relevant or 
provide as much value to your 
Twitter followers. 

Brought to you with the compliments of Bizezia Ltd



 

 
 
 
 
 

          Better Business Focus  November 2014 
 

 
4 

How to become 
more attractive… 
By Sunil Bali 
"Watch your speed," the sign flashed as I 
sped past a little too quickly.  
 
Keeping the pedal firmly floored to the metal, results 
in breakdown or accident. 
 
 
 
 
 
 
 
 
 
 
On the other hand, being parked on the hard 
shoulder isn't going to get you into the fast lane. 
 
In order to get into the fast lane we need to go 
through the gears, maintain traction and build up 
speed.  
 
ACTION    TR-ACTION   AT-TR-ACTION 
 
And one of the best ways to maintain traction is to do 
work that you love. Work which reconciles with who 
you are and your innate talents.  
 
As Steve Jobs said, "The only way to be truly satisfied 
is to do what you believe is great work. And the only 
way to do great work is to love what you do." 
 
In my experience of hiring over 50,000 people, those 
who love what they do, have inner peace, presence 
and are highly attractive to others. They have a 
magnetic quality which softens even the hardest and 
most cynical of souls.  
 
So how can you do more of what you love? You're 
never too old to start. I took up contact karate six 
months ago at the tender age of 51 with my two kids. 
Six months later, 18lbs lighter and a lot more 
flexible... it’s “black belt here I come!”  
 
© Copyright, Sunil Bali 
 
About the Author 
Sunil is a Performance Coach, Speaker and Author.   
 
Ex Head of Talent for Vodafone Group and Santander, and 
having run a £50m business, Sunil has been responsible for 
hiring over 50000 people and has had the pleasure of 
working with some great entrepreneurs, professionals and 
leaders. 
 
Co-ordinates 
E-mail: sunil@sunilbali.com 
Web: www.sunilbali.com 
LinkedIn: uk.linkedin.com/in/sunilbali1 

 

6.  Ensure that you keep up with 
current events, industry news and 
trending topics in real-time, and 
share what you think is surprising, 
fresh or newsworthy for your 
industry and also for your 
customers and target audience. 
7.  Join conversations in real-time: 
don’t schedule them. 
8.  Schedule your updates to post 
just before or after the hour. 
Often people finish a meeting 
before the hour starts; so often 
will quickly check their social 
media before (or if it runs over, 
after). 
 
Scheduling tools 
Below is our list of scheduling and 
automation tools that we use and 
recommend: 
1.  Hootsuite3 is a popular social 
media marketing dashboard that 
provides a host of features. Their 
scheduling is easy to use and 
allows you to bulk schedule too. 
You can also auto schedule at the 
most optimum time as well as 
respond to mentions and direct 
messages. 
2.  SocialOomph4 is a useful 
scheduling tool to use if you want 
to send recurring scheduled 
updates. You can also set up a 
welcome message to new 
followers. 
3.  Bufferapp5 is a cool scheduling 
tool that allows you to schedule 
updates or send them at the most 
optimum time. It also has a useful 
feature, which allows you to 
shuffle your updates. 
4.  IFTTT6 is a very clever and 
powerful automation tool. Not 
only does it help you share 
updates across social media but it 
can also remind you to back-up 
your spreadsheets and so much 
more! It has lots of “recipes” and 
“ingredients” (which you can 
create or use others), which sets 
off triggers. Each trigger then 
performs an action. 
5.  Twuffer7 is easy to use and 
simply allows you to schedule 
your tweets for the future. A 
useful scheduling tool for Twitter 
beginners. 
 
Scheduling and automation tools 
can be a valuable part of your 
social media marketing. As we 
have mentioned above, they do 
not substitute and shouldn’t be 

used in place of real-time 
engagement. 

 
© Copyright, Lilach Bullock 
 
About the Author 
Highly regarded on the world 
speaker circuit, Lilach Bullock has 
graced Forbes and Number 10 
Downing Street with her 
presence!  She’s hugely connected 
and highly influential serial 
entrepreneur – the embodiment 
of Digital Intelligence. 
 
Listed in Forbes as one of the top 
20 women social media power 
influencers and likewise as one of 
the top social media power 
influencers, Lilach is one of the 
most dynamic personalities in the 
social media market, she actively 
leverages ethical online marketing 
for her clients and for Comms 
Axis. 
 
A business owner, social media 
consultant, internet mentor and 
genuine digital guru, Lilach is 
consulted by journalists and 
regularly quoted in newspapers, 
business publications and 
marketing magazines (including 
Forbes, The Telegraph, Wired, 
Prima Magazine, The Sunday 
Times, Social Media Today and 
BBC Radio 5 Live). What’s more, 
her books have achieved No 1 on 
Amazon for Sales and Marketing 
and Small Business and 
Entrepreneurship. 
 
Co-ordinates 
Email: lilach@commsaxis.com 
Web: www.commsaxis.com 
Twitter: twitter.com/lilachbullock  
LinkedIn: 
http://uk.linkedin.com/in/lilachbullo
ck  
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Social-Selling – don’t believe 
the sales hype 
By Dan Purvis 

 
Let me get to the point: this 
term has been hyped up and 
over-stated.  It has been 
latched onto in a crude 
attempt to convince sales 
folks that “social media is 
good”.  And the term itself is 
misleading…it’s NOT a case 
of explicitly selling via social 
media. 
 
You need to be a lot smarter than 
that.  And if you’re not, then your 
business will struggle. What 
organisations really need to do is 
step back and not jump into this 
shiny new “let’s make more sales” 
promise!  It doesn’t take a genius 
to realise that the public – the 
target audiences – across social 
media channels are either immune 
to the proliferation of ads, 
boosted posts and blatant sales 
messages, or are entirely fed up 
with them. 
 
Customer first 
At Comms Axis, we are 
passionate about putting your 
customer at the heart of 
everything.  Not your USPs or 
sales pitch.  Being able to nudge 
the prospect along the customer 
journey and close the deal is what 
matters to your business. 
 
Explicitly selling on social media 
will not convert your target 
audience into genuine prospects; 
it will not turn those prospects 
into customers; it certainly will 
not encourage your customers to 
become advocates or 
ambassadors for your brand. 

 

 Social selling is about intelligent 
digital engagements and nurturing 

prospects. 
 
Consider the age-old business 
tenet of “know your customer”.  
If you know your customer, then 
you can empathise with them.  
You can understand their needs 
and wants and complaints.  And 
why they’re complaining.  You can 
then engage with them and build 
trust and loyalty.  Think of your 
prospects in exactly the same way. 
 
In doing so, this will help push 
your customers down the sales 
funnel.  From being simply “the 
target audience”, you will be able 
to influence their purchasing 
decisions and turn them into 
customers, and then on to the 
ultimate goal of being a satisfied 
customer that becomes your 
brand advocate. 
 
So what is social selling? 
The aim of social selling is to use 
social media to generate sales 
revenue through new customer 
acquisitions. 
 
The science of social selling is that 
you have a huge opportunity to 
learn all about your prospects and 
therefore profile their needs, 
wants and pain points, before 
devising your approach. 
 
The art of social selling is that you 
can join in the social 
conversations of any target 
prospect at any time, about any 
topic, with complete context and 
understanding of what that 
prospect really needs.  It’s an 
implicit sell. 
 
The beauty of social selling is that 
you do not need to “sell”. 
 
 
 
 

 
 
 
 
Putting it into practice 
The first thing to note is that 
there are plenty of businesses 
getting it right.  This post is not 
designed to pigeonhole every sales 
team in every organisation as 
pariahs.  It is intended to stop 
people from jumping blindly onto 
a social selling bandwagon in the 
mistaken belief that they can use 
classic sales tactics. 
 
As with all aspects of business, 
you need to plan.  You wouldn’t 
walk into a new business meeting 
without having researched who 
you were seeing or what company 
they worked for.  Nor would you 
blindly talk about generic 
challenges that your service or 
product can overcome.  I doubt 
you would conduct zero due 
diligence either. 
 
You would have an agenda, you 
would have the outcomes you 
want to achieve, and you would 
have your strategy for how to get 
there.  Social selling is exactly the 
same…but a lot easier and far less 
time-consuming. 
 
The aim of social selling is clear, 
so let’s now take a look at how 
you apply the science, the art, and 
the beauty of this powerful 
weapon in a sales organisation’s 
armoury. 
 
The science 
Listen to what your prospect is 
saying online.  Seems obvious, 
right?  As Lilach Bullock 
highlighted in our last post: “101 
Tweet-Tastic Tools for 20148”, 
there is a plethora of social media 
listening and monitoring tools out 
there that make the profiling of 
your target audience or individual 
prospects easy and super quick. 

Brought to you with the compliments of Bizezia Ltd
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You can fairly instantly build a 360-
degree profile of an individual’s 
digital footprint; segment your 
online target audience in terms of 
demographics and geographies; build 
online communities to encourage 
debate and discussion about topical 
issues; learn what topics appeal to 
them; understand their challenges 
and what they want to 
achieve…there really is so much 
that can be done to qualify and then 
push those leads down the sales 
funnel. 
 
Use the various tools at your 
disposal and your own good old 
fashioned human intelligence to gain 
a clear picture of your prospects. 
 
The art 
Taking this analytical approach 
further, social engagement should 
become a staple part of any social 
strategy diet.  It’s about two-way 
communication.  And for social 
selling, this means converting 
conversations into customers. 
 
By knowing the business issues that 
your prospects are talking about, it 
will be far easier to join the 
conversation and provide advice or 
opinions.  A lot of value can 
therefore be added to the 
relationship, which will start building 
trust in you and your opinion. 
 
Using this implicit approach, you can 
help your prospects understand why 
they have these particular issues and 
what they can do about them.  By 
reading the content shared by them 
– whether this is via third parties or 
their own content – you can identify 
key issues to focus on… 
opportunities to share your 
company’s blog posts on similar 
subjects or provide your opinion on, 
while all the time being consistent 
with your product’s or service’s 
USPs.  Yet not actually directly 
plugging them if you can help it. 
 
You can even get back to basics and 
simply retweet or Like or even 
share specific content of individual 
prospects.  By doing this in a 
selective and sequenced fashion, you 
will get on their radar in a way that 
won’t be intrusive or blatant. 
 
And you don’t even need to be this 
direct with your engagements.  You 
can share similar blog posts and 
articles that they typically share, or 

use hashtags that they use for 
relevant content.  This is much 
more subtle and indirect, yet keeps 
your name popping up on their 
feeds and timelines. 
 
Above all, be patient.  Very patient.  
You’re nurturing these contacts.  
You’re not herding them into a sales 
cauldron for you to bulldoze them 
into a quick sale or close a deal in 
24 hours!!  Over time, you will build 
trust and empathy.  This will 
influence their buying behaviour and 
give you a far greater chance of 
repeat custom and brand advocacy. 
 
The beauty 
As mentioned, the beautiful part of 
social selling is that you don’t need 
to sell!  No cold-calls that get short 
shrift.  No unsolicited emails littered 
with obvious calls to actions that get 
junked immediately.  No tactics 
required at all that would otherwise 
diminish your returns and turn your 
prospects off. 
 
It’s about connecting with the 
prospects and showing the human 
side to you – people buy from 
people after all. 
 
Once you’ve built a relationship, or 
at least had a couple of interactions 
with your prospect, then you can try 
connecting with the person on 
LinkedIn.  Not to dive straight in 
there with a sales pitch, but to 
continue nurturing. 
 
At this point, you should be able to 
take the leap of explaining your role 
(if it’s not obvious enough from your 
profile or biography!) to ensure 
transparency and that you’d love to 
have a quick call or to meet over a 
coffee. 
 
Taking the conversation offline is the 
final piece of the jigsaw to allow you 
to then work your magic! 
 
This is how we operate at Comms 
Axis.  We build relationships.  We 
build trust.  We do this for our 
clients and for our own brand.  We 

hope you like this post and found 
aspects of it useful.  Perhaps you 
have had some experience – positive 
or negative – in the world of social 
selling?  We’d be delighted if you 
shared them with us – leave a 
comment and, of course, why not 
Like or +1 this article or tweet it 
out there?! 
 
www.commsaxis.com/socialselling-
dont-believe-the-sales-hype/ 
 
© Copyright, Dan Purvis 
 
About the Author 
Co-Founder & Director of 
CommsAxis, with 15 years’ 
experience Dan brings a wealth of 
agency and in-house experience to 
the Comms Axis party. 
 
Dan looks after the growth strategy 
for the clients and also for 
Communications Axis. He knows 
how to align game-changing 
strategies to commercial goals. 
Passionate about social media, digital 
marketing and the value of digital 
properties and PR, he lives in the 
real world with an open door policy 
for all our clients and strategic 
alliances. 
 
Dan has a proven track record of 
successfully leading various multi-
discipline marketing and 
communications campaigns, 
messaging platforms, and rolling out 
internal communications strategies.  
His success and profile led to him 
being involved with the London 
School of Economics’ ongoing 
research into “Semantic Polling” – 
essentially, comparing digital with 
traditional methods of 
communication and 
monitoring/reporting, and evaluating 
their value to modern society. 
 
Co-ordinates 
Email: dan@commsaxis.com 
Web: www.commsaxis.com 
Twitter: twitter.com/danpurvis 
and twitter.com/commsaxis 
LinkedIn: 
linkedin.com/in/purvisdan 
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Vice President of Sales, 
Exceeding the Standard?  
By Jennifer C. Zamecki 

  

 
The Vice President of Sales 
possesses a list of key skills 
and personal characteristics 
needed for the job. Well-
Run Concepts understands 
these areas and has done 
the research. What the key 
attributes, motivators and 
behaviours would be 
necessary to exceed the 
standard for a successful VP 
of Sales. 
 
Whether you are searching for 
your next hire or a new career, 
Well-Run Concepts uses a 
comprehensive, validated, step-by-
step process called Job Matching 
to determine what is needed for 
top performance. 
 
Attributes tells us if an individual 
can do the job by looking at what 
personal skills or competencies 
are needed in the job of Vice 
President of Sales. 
 
The Top Seven Attributes are: 
 
Leadership  
Vice President of Sales can achieve 
outstanding business results 
through people. 
•  Inspires others with 

compelling visions. 
•  Takes risks for the sake of 

principles, values or mission. 
•  Builds trust and demonstrates 

integrity with a noticeable 
congruence between words 
and actions (walks their talk). 

•  Demonstrates optimism and 
positive expectations of 
others. 

•  Delegates appropriate 
responsibilities and authority. 

•  Involves people in decisions 
that affect them. 

•  Addresses performance issues 
promptly, fairly and 
consistently. 

 
Interpersonal Skills 
VP of Sales must be effective 
communicators, building rapport 
and relating well to all kinds of 
people. 
•  Strives for self-awareness. 
•  Demonstrates sincere interest 

in others. 
•  Treats all people with respect, 

courtesy and consideration. 
•  Listens, observes and strives 

to gain understanding of 
others. 

•  Communicates effectively. 
•  Sensitive to diversity issues. 
•  Develops and maintains 

relationships with many 
different kinds of people 
regardless of cultural 
differences. 

 
Developing Others 
Vice President of Sales must 
possess the ability to contribute 
to the growth and development of 
others. 
•  Strongly advocates for the 

growth and development of 
others. 

•  Devotes appropriate time to 
training, coaching and 
developing others. 

•  Understands the implications 
of varied learning styles and 
their importance to individual 
development. 

•  Regularly follows up and holds 
others accountable for their 
performance. 

Results Orientation 
A skilful Vice President of Sales 
has the ability to identify actions 
necessary to complete tasks and 
obtain results. They: 
•  maintain FOCUS on goals. 
•  identify and acts on removing 

potential OBSTACLES to 
successful goal attainment. 

•  implement thorough and 
effective PLANS and apply 
appropriate resources to 
produce desired results. 

 
Personal Accountability 
An admirable VP of Sales will have 
the capacity to be answerable for 
personal actions. 
•  accept personal 

RESPONSIBILITY for the 
consequences of personal 
actions. 

•  avoid placing unnecessary 
BLAME on others. 

•  maintain personal 
COMMITMENT to objectives 
regardless of the success or 
failure of personal decisions. 

•  apply personal lessons learned 
from past failures to move 
FORWARD in achieving 
future successes. 

 
Self-Management 
An exceptional Vice President of 
Sales has the ability to prioritize 
and complete tasks in order to 
deliver desired outcomes within 
allotted time frames. 
•  independently pursues 

business objectives in an 
organized and EFFICIENT 
manner. 

•  prioritises activities as 
necessary to meet job 
responsibilities. 
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•  maintains required level of 
activity toward achieving goals 
without direct SUPERVISION. 

 
Workplace motivators make up the 
next critical success factor needed, 
which tells us why an individual will 
do the job or, in other words, what 
rewards and cultures are they 
seeking on the job. 
 
The Top Three Motivators for a 
VP of Sales are:  
1. Utilitarian/Economic 

Rewards those who value 
practical accomplishments, 
results and rewards for their 
investments of time, resources 
and energy. 

 
2.  Individualistic/Political 

Rewards those who value 
personal recognition, freedom 
and control over their own 
destiny and others. 

 
3.  Theoretical    

Rewards those who value 
knowledge for knowledge’s 
sake, continuing education and 
intellectual growth. 

 
Behaviours tell us how an individual 
will perform the job. We analysed 
which of the behaviours an individual 
should possess to perform well in the 
job of VP of Sales. This is very 
important information to know in 
understanding communication styles. 
 
The Top Three Behaviours for a 
VP of Sales are: 
1.  Versatility 

The job calls for a high level of 
optimism and a “can do” 
orientation. It will require 
multiple talents and a 
willingness to adapt them to 
changing assignments as 
required. 

 
 

2.  Frequent Interaction With 
Others 
The job requires a strong 
“people orientation,” versus a 
task orientation. The Job will 
comfortably deal with multiple 
interruptions on a continual 
basis, always maintaining a 
friendly interface with others. 

 
3.  Frequent Change   

The job requires a comfort 
level with “juggling many balls 
in the air at the same time!” It 
will be asked to leave several 
tasks unfinished, and easily 
move on to new tasks with 
little or no notice. 

 
Now that we have a clear picture of 
what the Vice President of Sales job 
looks like, I would like to ask you 
this… 
 
If you are a Vice President of 
Sales, do you have these critical 
success factors mastered? If not, 
what’s your plan to develop them? 
 
If you are a company, how are you 
currently measuring the talent in 
your Sales department today? 
 
Do they have the above named 
attributes, motivators and 
behaviours? 
 
If so, great! You are ahead of the 
competition! 
 
If not, how will you develop them 
or better yet, select talent that 
already has it? 
 
Here are a few suggestions to 
get you started: 
If you want to know for sure, then 
run a Talent Assessment on 
yourself or your staff. Then match 
the results to the benchmark of 
the Vice President of Sales job in 
this article. 
 
Better still: you can run your own 
customized benchmark for your 
unique organisation & culture. 
 
 
 
 
 
 
 
 
 

© Copyright, Jennifer C. Zamecki 
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“Vision is the art of seeing 
what is invisible to others.” 
Jonathan Swift (1667 –1745) 
Anglo-Irish satirist, essayist, 
political pamphleteer, poet 
and cleric remembered for 
works such as Gulliver's 
Travels. 
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10 Calculated Risks That Lead 
To Startup Success 
By Martin Zwilling 

There is an old saying that 
good lawyers run away from 
risk9, while good businessmen 
run towards risk. 
Entrepreneurs10 see “no risk” 
as meaning “no reward.” In 
reality, all risks are not the 
same. Many risks can be 
managed or calculated to 
improve growth or provide a 
competitive edge, while 
others, like skipping quality 
checks to save money, are 
recipes for failure. 
 
The challenge is to avoid the bad 
risks, while actively seeking and 
managing the smart risks. There are 
no guarantees in business, but it 
pays to learn from the experiences 
of entrepreneurs and business 
experts who have gone before you.  
 
As a long-time mentor to 
entrepreneurs, here is my collection 
of smart risks that investors and I 
look for in new startups:  
1. Focus on a tough customer 

problem rather than a fun 
technology. Investors hate 
technology solutions looking for 
a problem, due to the high risk 
of no customers. If the customer 
need is obvious and large, the 
calculated risk is in the quality of 
your solution, your team, and 
marketing. These are risks that 
can be mitigated with the right 
resources. 

 
2. Schedule frequent updates 

to your solution to maintain 
growth. Assuming that you can 
quickly recover after 
competitors kill your cash cow 
is not a smart risk. You need a 
plan to regularly obsolete your 
own offerings, with continuous 

innovation, before customers 
send you negative messages. It’s 
hard to recover from a 
tarnished image. 
 

3. Plan to deliver a family of 
products, rather than a one-
trick pony. Even a great initial 
product, with no follow-on, 
won’t keep you ahead of 
competitors very long. A 
smarter risk is to build a plan, 
with associated greater 
resources, that will put you in 
position to expand your product 
line and keep one step ahead of 
competitors. 

 
4. Implement a modern real 

business model. Providing 
everything free, and growing 
users to the max for years, like 
Twitter TWTR -0.23% and 
Facebook11, is a high risk 
approach requiring deep 
pockets. Risk is more 
manageable with subscriptions 
and even freemium pricing. Even 
non-profits need revenue to 
cover their costs, and continue 
to provide services. 

 
5. Find a strategic partner to 

accelerate growth. Everyone 
wants to forge ahead all alone, 
and kill every competitor in 
sight. Almost always, risks are 
more predictable when you use 
competition for access to new 
customers, economies of scale, 
and shared resources. Finding 
win-win deals is a manageable 
risk, versus a battle with one 
winner. 

 
6. Use metrics to measure 

results of marketing 
initiatives. Too many 
entrepreneurs put all their 
resources in one big make-or-

break effort they can’t measure, 
or they count on word-of-
mouth and viral marketing, 
which are totally unpredictable. I 
like marketing plans that come 
from both inside and outside the 
box, but have milestones and 
measurements. 

 
7. Recruit the best team 

members and provide 
incentives. Trying to save 
money by recruiting family 
members, or hiring only interns, 
is a bad risk. Great team 
members may take more time 
to find, and cost you stock 
options, but a qualified and 
highly motivated team that 
stretches your budget is a good 
calculated risk. 

 
8. Build your business with 

minimum outside funding. 
More money is not more likely 
to solve your problems or 
reduce your risk. Investors 
know that startups with too 
much money fail just as often as 
those with not enough. 
Strategically, you need a plan to 
survive through organic growth, 
with outside funding to 
effectively accelerate scaling. 

 
9. Don’t rely on conservative 

forecasts to reduce risk. 
Investors don’t fund 
conservative forecasts, nor 
wildly optimistic ones, since 
both imply a lack of commitment 
or homework. Opportunity and 
revenue projections based on 
deep market and customer 
analysis are a smarter risk. 
Measurements and business 
intelligence along the way also 
mitigate risk. 
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Your Deepest 
Intentions Exposed and 
For Sale 
By Fi Bendall 

 
 
 
The Internet knows more about us than our family and friends. The never ending 
capture of personal data and keyword searches, cookies dropped at every turn, we 
give ourselves and our privacy up freely.   
 
Keeping location based services on our apps, it’s not hard to imagine the Internet will know 
when you go to the toilet and send an offer for a certain type of toilet roll. The Internet and its 
giants, are getting smart in a George Orwellian way, it knows, they know, our wants, needs, 
desires and inner most thoughts. The way we search and terms we use are all insights into our 
intentions, our feelings and our desired purchases. 
 
Add customer data and our intentions and desires are starting to be put into context, into a 
relevancy that becomes a VPP, a Viable Person Profile. 
 
Take it a level further and mash in the entire lovely social media content. The Twitter call outs 
for recommendations, the reviews written, the images of our desires on Pinterest, the social 
environment recorded on Instagram and Facebook, the professional conversation and groups 
we are on Linked In. 
 
These three things deliver the biggest opportunity the marketing industry has ever had at its 
disposal. It delivers consumer context and intent in a very real powerful way. A VVPI !! A Very 
Viable Person of Interest. 
 
To be able to add a tracking on key groups of consumers and mash up these three key data 
collection opportunities using psychological and social trace; 
• How we search and our keywords data collection 

• Customer data collection 

• Social media data collection 
 
This has wholly changed the previous models of intention to purchase or predictive behaviour, 
as we have the opportunity to clarify those intentions and behaviours in deep context with the 
biggest data and visibility we have ever had at our disposal. 
 
Take that to the marketing industry this proves to be the most powerful opportunity to 
reinvent and makes Tarp figures extinct. The possibility for marketers is an intentions / 
predictive based model that has been evaluated by the biggest outpouring of information 
available about ourselves and the context of our lives that the world has ever seen. 
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10. Be a leader rather than 
following in the footsteps of 
another. Many entrepreneurs 
think they can reduce and 
predict risk by emulating 
previous winners like Google 
GOOGL -2.17%12 and Twitter. 
But stepping into a crowded 
space to steal customers is more 
risky than attracting new 
customers looking for a 
solution. Customers like leaders, 
not followers. 

 
The risks you want to take are the 
ones that you planned for in your 
resources, set up metrics to 
measure, and manage on an ongoing 
basis. All the rest are bad risks, 
including problems you didn’t 
anticipate, competitors you didn’t 
know about, and customer 
expectations that you can’t meet. 
 
An age-old measure of startup 
health is how much time top 
executives spend on containing bad 
risks, versus proactively exploring 
new risk opportunities. If the 
majority of your time is in recovery 
mode, your whole startup is likely a 
bad risk. 
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How to run an impactful 
meeting 
By Andy Bounds 

Last week, I looked at three 
of the four things that 
initiate meetings – other 
people, habit and 
obligation.  This week, let’s 
look at the fourth – the 
meetings you initiate. 
 
Let’s start with two indisputable 
facts about meetings: 
1. Most aren’t very good 
2. Most are prepared using a 

similar process. 
 
Conclusion: the process doesn’t 
work very well.  
 
So don’t do it. 
 
And what is this process?  “I want 
to discuss topic X.  So let’s get all 
the relevant stakeholders in a 
room, so we can hit everyone at 
once.  Let’s also cover all the 
relevant topics on the agenda, so 
we can hit everything at once.  
Let’s bang in an hour.” 
 
Familiar, yes?  As is the usual 
result: meandering, boring and too 
few resulting actions. 
 
A better approach is to prepare 
using PALM: 
• Purpose – identify exactly 

what you want to be able to 
do after the meeting (in other 
words, focus first on what the 
meeting is supposed to cause, 
not cover) 

• Agenda – list the key 
decisions that need to be 
made, in order to achieve the 
purpose 

• Limit time – don’t say 
meetings will last an hour, or 
they will.  Instead, say they will 
last “A maximum of 45 

minutes”.  Most meetings are 
too long anyway, so 
shortening them is only going 
to do good.  And saying “A 
maximum of” means that 
people expect it to finish 
earlier.  So it often does. 

• Minimum attendees – this 
sounds weird; but you want to 
strip out as many people as 
possible.  When two people 
meet, there is just one 
agreement: person A agreeing 
with B.  However, when four 
meet, it shoots up to 6 
agreements (AB, AC, AD, BC, 
BD, CD).   When it gets to 8-
12 people, the number of 
agreements rockets up even 
further 

 
If you prefer this PALM approach, 
use it everywhere.  So, not just 
during a meeting, but also: 
• In your diary invites – start 

with a purpose, then agenda, 
then say it will last “A 
maximum of…” 

• All of your communications 
before the meeting 

• Your introduction at the start 
of the meeting – “Thanks for 
your time today.  The reason 
for this meeting is so that, 
after it, we’re able to do X 
and Y.  We’ll finish as soon as 
we can” 

• The printed agenda – put the 
purpose at the top etc. 

• Your follow-up email 
confirming actions 

 
Half the meetings in your 
organisation are below average.  
Are yours above or below?  
 
What simple changes could you 
make, so that everyone looks 
forward to coming to your 
meetings, rather than arriving late. 

Or not at all. 
                          
Action point 
Identify the first meeting you can 
apply PALM to. Then give it a go.  
 
Nobody will mind your next 
meeting taking 45 minutes instead 
of 60… 
 
Nor the fact there are clear 
actions arising… 
 
Nor the fact that the diary invite 
made it look interesting! 
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Be careful what you wish for 
By Mike Duckett 

Have you ever been taught 
how to set yourself a goal? 
 
Have you ever been on a goal 
setting course? 
 
Have you ever listened to any 
motivational tapes about Big Hairy 
Audacious Goals (BHAGs)?! 
 
Probably not, unless you have a 
corporate background, so you might 
be wondering how anyone could make 
such a meal over this. There are a 
huge number of books, tapes, videos 
and courses on the subject but this 
need not concern us here – suffice it 
to say goal setting is a subject all of its 
own that we may return to in another 
posting. 
 
For the moment the bigger issue is 
how do you know what goal to set 
yourself? You can learn about setting 
SMART goals – Specific; Measurable; 
Achievable; Relevant; Time-bound and 
then set yourself the goal “to start my 
own business by 30th January 2017″. 
That seems to match the criteria 
pretty well so it must be a well-
formed goal. The problem for me is 
whether you’re sure that’s what you 
really want. It’s a bit like going to 
university after school; for some 
people it’s a real goal but for others it 
just seems to be the thing to do. 
 
Before setting yourself some big goals 
this year you might want to consider 
how clear you are about what really 
matters to you. What values do you 
hold around your chosen career path? 
What is your core purpose? 
 
You don’t have to believe in the gods 
to entertain the idea that if they are 
playing a big game with us and we’re 
just pieces, what is the role your piece 
plays on the board? 

Not to get too deep and philosophical 
about this, we’re talking about your 
true values, not the things politicians 
speak about such as “good old-
fashioned family values” – that’s just 
what they call meaningless 
motherhood and apple pie. Thinking 
about this stuff properly can save you 
years of hard work, striving to get 
somewhere you never wanted to be 
in the first place. If – and it’s a big ‘if’ – 
you eventually achieve your goal of 
starting that business you might find 
yourself wondering if it was all worth 
the effort.  You are almost certainly 
clever and hard-working enough to 
make anything happen if you put your 
mind to it; so be careful what you put 
your mind to! 
 
In fact once you’ve done the thinking 
about your core purpose (mission if 
you prefer) and your true values, 
many things get easier, including the 
hard work needed to achieve things. 
Take a look at a couple of famous 
purpose, or mission, statements: 
Walmart: to “…save people money 
so they can live better” 
Disney: to “…develop the most 
creative, innovative and profitable 
entertainment experiences and related 
products in the world” 
 
These aren’t complicated corporate 
jargon statements; they are pretty 
straightforward lines that tell us (and 
themselves) what they are here to do. 
The real point though is that once 
you’ve figured out your own you can 
use this as a decision template for 
most choices you will be faced with in 
future. It’s obvious that although 
selling insurance might be profitable 
for Disney to get into, why would 
they; it just doesn’t fit with what they 
are here for. 
 
Knowing your own real purpose for 
which you have a passion, the goals 
you set each year may well vary but 
you’ll almost certainly find the energy 
and commitment to make them 
happen because they should all 
continue to be in line with this single 
purpose. There are many ways to skin 
a cat but this way you will end up with 

a skinned cat and not a dead horse – 
to mix metaphors! 
 
The trick is how to uncover these 
unconscious beliefs and principles so 
you can make clear conscious 
decisions based on them. Let me give 
you a couple of tips: 
Try asking yourself, “if I gave up work 
tomorrow and no-one else took over 
from me, what would the rest of the 
world be missing (even if they don’t 
realise it yet)?”. 
 
On the basis that you’re going to be 
spending many hours of your life doing 
work, make a list of single words or 
very short phrases that come to mind 
when you ask yourself, “what matters 
to me about the kind of work I do?” 
Then take each one and ask again, 
“why does that matter to me?”  
 
Each time you ask “why” you’re 
getting closer to the real heart of the 
matter until you end up with maybe 
10 key values. Every decision you 
make from now on can be made with 
this list in mind e.g. when recruiting 
employees. If they have a very 
different set of values beware hiring 
them, no matter how competent they 
are. They just won’t ‘fit’. 
 
Finally to get back to setting that goal 
of starting your own business, when 
you’ve done that will it have kept you 
focused on your real reason for 
bothering to work? 
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6 steps to profitable ideas 
and solutions 
By Nigel Collin 

The world is full of ideas 
and solutions. 
 
The challenge however is 
finding ideas that make a 
difference. Ideas that 
improve your business and 
drive growth. Question is, 
are they useful and adding 
to the profitability of your 
business. 
  
The thing is practical and viable 
ideas and solutions aren't just 
about inventing the next iPhone 
or creating the next paradigm 
shift. They simply need to be 
viable and help your business 
grow. A profitable idea needs to 
have a purpose by solving a 
problem or finding an opportunity.  
  
That's why I love the word 
'ingenious' because it is defined as 
'clever, unique and fit for 
purpose'. It's the last part that is 
vital. Great ideas are ideas that 
have a reason for being. They 
either solve a problem, add value, 
contribute or open opportunities. 
 
The other challenge is that most 
people have ideas then try find a 
challenge for those ideas to solve. 
It should be the other way round. 
Start with the challenge first and 
then find the idea. 
 
Here's a simple process to help 
direct ideas towards relevant 
challenges in your business. 
 
 
 
 
 

 
1. Write a list of 5 challenges 
facing your business. 
 
For example they could be... 
- Shorten your sales cycle 
- Automate your online marketing 
- Retain clients 
- Streamline an admin process 
- Build a better follow up system 
 
2. Look at your list and choose 
one of those five that if solved will 
have the biggest impact. 
 
3. Get creative and create a pool 
of ideas and solutions to address 
that particular challenge. 
  
4. Pick the most 'ingenious' 
(clever, unique, fit-for-purpose) 
one. 
  
5. Do it. 
  
6. Review the effect it had and 
modify as needed. 
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When Platforms Change, the 
Old Leaders Are Seldom the 
New Ones  
By Daniel Burrus 

 
 
 
 

 

Whenever there is a major 
change in platform, the leaders 
of the old platform are seldom 
the leaders of the new 
platform. For example, at one 
time, the only way you could 
use a computer was to use a 
mainframe. Then, as processing 
power, storage, and bandwidth 
increased, our primary 
computer became a desktop … 
and then a laptop … and now a 
smart phone and tablet. 
 
Of course, this does not mean the old 
goes away. It simply gets integrated 
with the new to provide greater value. 
We still have mainframes, desktops, 
and laptops, but we’re using them in 
different ways as we shift to a new 
major platform—smart phones and 
tablets. 
 
Right now, we are in the midst of the 
fastest and most profound shift that’s 
ever happened, because it is not just a 
computing shift. In other words, that 
smart phone is not just a computer 
representing a shift in how you 
compute; it’s also your main 
communication tool, which represents 
another platform shift. In the past, 
phones just gave you access to phone 
calls. Today the phone gives us an 
online, multimedia, integrated 
experience that includes voice and 
video communications, and much 
more. 
 
Who were the leaders of the 
computing platform before this shift to 
smart phones and tablets took place? 
Most people think of companies like 
Microsoft, Dell, and Hewlett-Packard 
to name a few. Similarly, who were 
the leaders of the telecommunications 
platform in the past? Companies like 
AT&T, MCI and Sprint might come to 
mind. How about cell phones? I’m 

sure Nokia and Motorola top your 
list. 
 
And how are all those companies 
doing today? The answer is, they’re 
struggling—and some are struggling a 
lot. We’ve had a major platform shift, 
but they’re set up to thrive in the old 
platform, not the new one. 
 
Shifting to a new platform is difficult. 
Of course, it doesn’t mean that these 
companies will not survive. But it does 
mean it’s unlikely they’ll be the 
dominant leaders of the new platform. 
 
Therefore, from a business standpoint, 
you have to ask, “Who are my 
strategic partners? Who are my 
strategic vendors? Who are the 
companies that I rely on? Are they the 
leaders of the old platform, or are 
they competent leaders of the new 
platform?” Remember, you can’t go 
backwards in time. You can only move 
forward. Do you have the right 
business partners and alliances to be 
successful in this new era? 
 
And from an investment perspective, 
ask yourself, “Does it look like the 
leaders of the old platform will be the 
leaders of the new platform?” If the 
answer is, “No,” then you have to 
look at how much of your portfolio is 
invested in that old platform. Then, 
identify who you think will be the 
leaders of the new platform and keep 
your eye on them, as that is likely 
where you want to be investing. 
 
These are all important questions to 
ask at this exact point in time, as 
technology continues to transform 
how we sell, market, communicate, 
collaborate, innovate, train, and 
educate. So to build a successful 
future—both in terms of your career 
or business and your personal 
investing—it’s important to look at 
who is growing in power and who is 
shrinking in power. Once you use this 

platform shift model as a way to 
analyze things, you’ll start to get some 
new answers worth heeding. 
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The shrinking attention spans 
of... Sorry, what was I saying? 
By Rachael Schultz 
 

According to a recent 
study by 
statisticbrain.com, the 
average adult attention 
span has dropped 
drastically over the past 
decade. In this short 
period of time, it has 
plunged from 12 whole 
minutes to a rather 
disturbing eight short 
seconds.  
 
For comparison, the study also 
revealed that the average 
attention span of a goldfish is nine 
seconds. As a result, our shrinking 
attention spans and concentration 
levels are causing us to forget vital 
details. Twenty-five percent of all 
surveyed teens forget birthdays 
and anniversaries of close friends 
and family members, while 7 
percent of all adults say they 
forget their own birthdays from 
time to time. So, what does this 
mean for marketing and 
businesses? 
 
With all the "noise" out there 
competing for consideration, less 
is more and if you want your 
message absorbed by consumers 
you will need to adapt.  
 
It is more important than ever to 
quickly and interactively engage 
with your "always on" clients, who 
expect instant gratification and 
quick fixes. To assure your 
message is on point, here is what 
we find most successful: 
 
Keep messages brief 
Always make sure every line is of 
value to the overall message.  

Focus on what's most important 
and start with the main messages 
and then minimize or delete the 
rest. Limit the number of choices 
you give to users. This reduces 
the amount of mental effort, and 
therefore maximises your mission. 
 
Keep it simple 
Messages that are easily 
understood and compelling to 
watch tend to work best. Pictures 
are "worth a thousand words," so 
keep that in mind when creating 
content that is both interesting 
and brief. 
 
Establish trust and value by 
not over-saturating 
With email boxes constantly 
flooded, it's important for 
consumers to understand that 
your brand is one to be trusted 
and therefore worth at least a 
glance or mouse click. 
 
Many brands and companies have 
chosen to uphold the new 
standard of "short-attention span 
theatre," but there are also other 
exceptions. Take French high-
fashion luxury designer Chanel, 
for example. This brand has 
decided to do the opposite and 
challenge the more concise 
standard of storytelling by 
producing a full 18 minutes of film 
to celebrate the 100th anniversary 
of its brand. 
 
For these "aspirational" luxury 
customers willing to pay more for 
high-end goods and services, long 
and slow may be the better way 
to satisfy their needs, seduced by 
the brand and a perceived 
association to wealth and status. 
But for the more mainstream 
consumer, we need to grab them 

quickly, or not at all. 
 
Shorter attention spans are 
making us work harder to win and 
keep the attention of consumers.  
 
But is that really such a bad thing 
if we need to choose our words 
better and communicate more 
concisely?  I don't think so. But if 
you don't believe me, ask your 
goldfish. 
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How to Charge Higher Prices 
and Grow Market Share in a 
Price Sensitive Market 
By Ron Kaufman 

Indian telecommunications 
is one of the most 
commoditized, competitive, 
and chaotic markets in the 
world. Hundreds of stores 
sell identical phones and 
tablets. Price competition is 
intense. Customers are 
spoiled for choice. 
 
In this challenging market, 
one company consistently 
charges higher prices, but has 
also enjoyed sustained growth 
and profitability over decades. 
How can this be possible?  
The key to their success is 
continuous innovation to 
intentionally disrupt the industry’s 
standard practices of service. 
Sangeetha Mobiles17 began with 
one store in 1974 selling records 
and today boasts more than 300 
stores selling mobile devices to 
over ten million customers. 
Sangeetha, which means “music” 
in the local language, has been 
serving the Indian nation “around 
the ears for 40 years”.  
 
Managing Director Subhash 
Chandra explains the company’s 
strategy of disruptive service 
innovation: “Sangeetha was the 
first retailer in the country to sell 
mobile phones legally in 1997. 
Lower-cost grey market sales 
were the rule, so we had to 
innovate hard to succeed. How 
else could we charge higher prices 
and yet attract and keep 
customers?”  
 
Four compelling innovations 
demonstrate Sangeetha’s 
commitment to challenging the 

norms, and leading the industry, 
with new service ideas. (Note: 
Sangeetha is not a client of UP! 
Your Service.) 
 
1. Replacement Insurance 
What is the worst thing that can 
happen to your mobile phone? 
You drop it, break it, or find it has 
been stolen. In the traditional 
service world, this means you 
need to buy a new phone.  
 
Sangeetha turned this practice 
upside down by automatically 
enrolling every customer in an 
insurance program against theft, 
liquid and physical damage. When 
the company began this policy in 
1997 they paid a 3.5% insurance 
premium, well beyond what lost-
cost competitors were able to 
afford. Today, after 15 years of 
positive track record, increased 
sales, and more than 50,000 
phones replaced per year, 
Sangeetha pays a much smaller 
premium of just .75%, for which 
other companies cannot qualify.  
 
Sangeetha’s disruptive innovation 
was: customers offering 
protection automatically by 
including it in the price, rather 
than requiring customers to 
choose the protection as an 
added-cost option.  
 
What do your customers worry 
about? What can you protect 
them from? How can you provide 
that protection so your 
customer’s experience, and your 
reputation, are both automatically 
enhanced? 
 
 
 

2. Service Wherever You Are 
When customers have a problem 
with their phones, Sangeetha 
sends a courier to the customer 
to pick it up, brings the phone 
back to get it fixed, and then 
brings it back again to the 
customer. Customers can even 
have the phone picked up in one 
city and delivered to them back in 
another. And in the meantime, 
Sangeetha lend customers a phone 
to use at no extra charge.  
 
This service, nicknamed “Delight”, 
has been running for 5 years and 
is currently offered in 7 major 
cities. The service was 
instrumental in Sangeetha winning 
the National Award for 
“Excellence in Customer Care in 
Retail” from the Indian Economic 
Times. 
 
The usual telco industry practice 
is for customers to bring their 
phones to the service centre, take 
a number, wait in line, and then 
leave their phones for repair until 
notified to come back again. 
Sangeetha disrupted this 
troublesome standard with a 
massive commitment to customer 
convenience.  
 
What’s the most inconvenient 
thing your customers encounter 
when doing business with you? 
How can you turn that upside 
down and make it your 
competitive advantage? Can you 
disrupt your industry by 
eliminating the disruptions your 
customers endure? 
 
3. Extended Warranty 
Unlike the extended warranties 
offered by competitors, 
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Sangeetha’s warranty service 
bypasses third party providers in 
favour of direct tie-ups with the 
authorized service centres of 
Apple, Samsung, Sony, Nokia, and 
other brands.  
 
While the third party providers 
are cheaper, authorized service 
centres have faster access to parts 
and replacements, as well as the 
most up-to-date service 
information and technology for 
repairs.  
 
Is there a “cheaper way to do 
business” in your industry? Does 
that lower cost carry a higher 
risk? How can you disrupt the 
impulse to compete on price by 
offering higher value? 
 
4. From Slow to Speed – 1:47 
Delivery 
Sangeetha’s most recent 
innovation is the online shop at 
www.shopno47.com18. This site 
launched with an offer to deliver a 
new phone to your home or 
office within 1 hour 47 minutes. 
Today, in three of India’s busiest 
cities, the delivery promise is just 
47 minutes! The company accepts 
payments on the spot in cash, by 
credit card, or direct bank debit.  
Sangeetha took the traditional 
challenge of saving time and 
pushed it to new levels, and then 
pushed in once again. Today’s 
delivery promise of 47 minutes is 
record-breaking and standard-
setting. 
 
What can you do to dramatically 
accelerate your speed of service, 
and then make it even faster? 
 
What Are Customers Saying?  
Sangeetha’s service yields high 
levels of customer loyalty and 
satisfaction. One customer was so 
moved that he brought a large 
box of sweets into the store for 
all the sales people to enjoy. 
Another customer broke into 
tears when he learned that his 
broken phone would be replaced 
quickly, easily, and at no additional 
cost. A third delighted customer 
drove his Mercedes to the 
company’s head office and 
insisted, “I love your service so 
much, I want you to insure my 
car.”  
 

Of course Sangeetha is not 
perfect and they do receive  
complaints. But these complaints 
are used to focus even more 
clearly on changes that must be 
made to continue serving to win. 
 
What are the Results? What’s 
Lies Ahead? 
Sangeetha has grown by 65% over 
2013, and 60% over the previous 
year. The company is on track to 
open 700 new stores in the 
coming year, reaching every 1st, 
2nd and 3rd tier city in the 
country. The company plans to go 
public with a stock offering in 
2015-16. And when it happens, 
don’t be surprised if Sangeetha 
offers to deliver stock certificates 
to your doorstep. 
 
Sangeetha’s culture of innovation 
continues to change and challenge 
the industry. Next in the queue 
for activation is a “15 Day Trial 
Period” where you can buy a 
phone and try it for up to 15 days, 
and then return it for Full Value if 
you don’t like the model and trade 
in or up for another model.  
 
What industry-challenging 
service innovations have you 
seen in your industry? 
 

What disruptions in “the way 
we always do it” can you 
imagine? 
 

What would you suggest? 
 
© Copyright, Ron Kaufman 
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Marketing: 
Smart thinking 
Lots of goodies here.  Check out 
the featured FREE whitepapers 
listed below for the latest 
research and how-to marketing 
guidance 
• The Complete Guide to 

Facebook Analytics19 
Learn how to use your brand's 
Facebook data to fully analyse 
your - and your competitors' - 
activity on Facebook, and inform 
your strategy. Download Now20  

 
 

• The Path to 1:1 Marketing Success: 
Facebook Advertising21  

Transform segment-driven, offer-
based marketing campaigns into 
personalised 1:1 customer 
journeys by building a 1:1 
customer journey strategy. 
Download Now22 

 
• 10 Metrics that close the gap 

between marketing and sales23 
Marketing & Sales should be like 
peas in a pod, but too often they're 
misaligned and misunderstood. 
These metrics help close the gap. 
Download Now24  

 
 

• 10 Ways to Improve Your 
Content Marketing25 

Increase your website & intranet ROI 
- enhance your content marketing & 
distribution strategies. Read Chasing 
Engagement: Part 1 Download Now26  

 
• Whitepaper: Guiding the 

customer journey27 
Channel-hopping customers? 
Optimize their buying journey 
online and offline. Offer individual 
relevancy and boost conversion by 
up to 35-40% Download Now28  

 
• You have their NPS® score... 

now what?29 
Measuring your customers' 
satisfaction is great place to start, 
but unfortunately too many 
companies stop there. Find out 
what you can do next. Download 
Now30  
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Claiming you’re better isn’t 
always the best strategy 
By Bob Apollo 

Technology-based 
businesses, with a few 
notable exceptions, have an 
unfortunate and self-limiting 
habit of selling on 
specification - and of 
believing that positioning 
their product or service as 
faster, cheaper or better is 
the key to making 
customers want to buy. 
 
Whilst there are visible examples 
of that strategy working in rapid 
replacement cycle consumer 
markets like smartphones, there 
are three obvious problems with 
that line of thinking in high-value 
considered-purchase business-to-
business situations. 

 
Three problems with a 
"best product" 
positioning strategy 
The first is that in a lame 
attempt to differentiate, 
vendors end up claiming 
that their offering is 

“better” in an artificial or 
irrelevant dimension that is of no 
interest to the prospect and has 
no positive impact on their buying 
behaviour. 
 
The second is that in a technology 
feature-function arms race in a 
competitive market, no one 
vendor is likely to be able to 
sustain “better” indefinitely as 
each generation of product 
leapfrogs the previous one. 
 
The third and most important is 
that intelligent buyers recognise 
that on any rational analysis every 
vendor can’t possibly have the 
superior offering, so they are 
inclined to discount all these 
“better” claims for what they are: 

irrelevant and unsustainable 
puffery. 
 
Standing out from the crowd 
Basing your positioning on 
claiming to be better usually 
results in lazy and ineffective 
marketing. So how should serious 
business-to-business vendors aim 
to stand out from the crowd? 
 
The clue lies in the word 
“differentiation”: if you are selling 
to an intelligent audience, your 
prospects are smart enough to 
either ignore or devalue messages 
that sound similar - and that’s why 
bleating out “better” won’t grab 
their attention. 
 
Differentiation = acting and 
behaving differently 
What they are listening for is 
something that sounds different - 
for memorable messages that 
stand out from the crowd and 
which intrigue them enough to 
want to learn more. That’s why 
any successful attempt to 
differentiate must focus on the 
things that are truly different 
about you. 
 
Given the rapid evolution of 
technology, differentiation based 
on specific product features is 
hard to sustain and in any case 
much less relevant when your 
buyer is thoughtfully evaluating a 
long-term investment rather than 
a one-off transaction. 
 
Under these circumstances, any 
claims of current-generation 
product superiority are much less 
relevant than your prospect’s 
confidence in your long-term 
approach - and that’s where true 
sustainable differentiation must be 
established. 
 

If you are to set yourself apart 
from your competition in a 
sustainable way, you need to 
convince your prospects that you 
have a demonstrably different and 
provably superior approach to 
addressing their most important 
issues. 
 
Your attitude - and their 
experience 
This is less a function of visible 
product functionality than it is of 
your company’s attitude, 
approach, architecture and 
philosophy. It’s about the lasting 
experience the prospect can 
expect if they choose to do 
business with you. 
 
While short-sighted product-
centric companies are focusing on 
what they do, their smarter 
competitors are explaining why 
they choose to do what they do, 
and how their approach delivers a 
superior experience. 
 
It’s an approach that Apple has 
absolutely nailed in consumer 
markets, and it’s a philosophy that 
was convincingly communicated in 
Simon Sinek’s memorable TED 
video, “Start With Why31”. 
 
Different = superior 
experiences and outcomes 
If you really want to stand out 
from the crowd, you need to start 
by showing how and why you are 
different, and only when you have 
established this then go on to 
explain how this drives superior 
long-term experiences and 
outcomes for your customers. 
 
In the long run, having a 
sustainable and provably 
differentiated approach will always 
out-perform short term 
positioning based on shiny baubles 

Brought to you with the compliments of Bizezia Ltd



 

 
 
 
 
 

          Better Business Focus  November 2014 
 

 
19 

and spurious claims of product 
superiority. And curiously enough, 
it seems to drive superior results 
in the here-and-now as well. 
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Brains Networking with 
each other 
By Martin Pollins 
We humans share a number of things with other humans: we all have a brain.  
OK, some brains are bigger or smaller than others while some brains are 
better (brainier, if you like) than other brains. 
Human brains have been around for a long time and, largely they have ruled 
the roost but then computers came along since when they've claimed the top 
spot and have been doing things better than humans. But all is not lost.  

 

I found five things that a human brain does better than a computer one of which is the ability to do 
crossword puzzles. 
 

 
 
Yes, there’s more to brains than we might first imagine.  In fact, imagination is something that many brains 
do quite well, and a lot better than computers. 
 

From Brain to Brain 
Brains can act like computers, in a way, if they communicate with other brains. “We can now send thoughts 
directly between brains” say Rajesh P. N. Rao and Andrea Stocco in an article in Scientific American, 
coming out in November 2014. “The dawn of human brain-to-brain communication has arrived”, they add. 
You can read the article at: http://www.scientificamerican.com/article/we-can-now-send-thoughts-directly-
between-brains/ You can buy the publication, Volume 25, issue 6, from: 
https://www.scientificamerican.com/store/shopping-cart/ A previous article, "When Two Brains Connect", 
was published in Scientific America Mind, pages: 36 to 39, Date: November/December 2011.  
  
Rao and Stocco are said to be the first to successfully allow one human brain to communicate an intention 
directly to another human brain. Using electrical brain recordings and a form of magnetic stimulation, Rao 
sent a brain signal to Stocco on the other side of the University of Washington campus, causing Stocco’s 
finger to move on a keyboard. 
  
Forgive the pun, but it sounds like pretty heady stuff. What does ‘Brain Networking’ mean, what are the 
consequences and how will it affect our lives? 
  
In a separate article from Washington (http://timesofindia.indiatimes.com/home/science/Brains-talk-to-each-
other-8000km-apart/articleshow/41812352.cms), scientists have conducted the first computer-mediated 
brain-to-brain communication in humans located more than 8,000 km apart, after sending the words 'hola' 
and 'ciao' from India to France – achieved without any invasive surgery. Sheryl Ankrom describes the 
communication process in The Chemical Messaging System of the Human Brain at: 
http://panicdisorder.about.com/od/understandingpanic/a/brain.htm.  Interesting yes, but does it give cause 
for concern? 

 

From Rat Brain to Rat Brain 
Don’t start thinking that the idea that brains can talk to other brains is 
limited to humans.  
 
I don’t like rats. Just the thought of them sends shivers up my spine. 
Nevertheless, I was interested to read in a BBC article at 
http://www.bbc.co.uk/news/science-environment-21604005, that scientists 
have connected the brains of lab rats, allowing one rat to communicate 
directly to another via what appear to be network cables:  

 
“The wired brain implants allowed sensory and motor signals to be sent from one rat to another, creating 
the first ever brain-to-brain interface. The scientists then tested whether the rat receiving the signal could 
correctly interpret the information. 

 
As the ultimate test of their system, the team even linked the brains of rats that were thousands of miles 
apart”, the article says. Details of the work are outlined in the Scientific Reports journal at 
http://dx.doi.org/10.1038/srep01319.  
 

From Human to Rat 
I suppose the ultimate direction of these experiments is that a human brain could talk to a rat’s brain, or a 
monkey’s or an elephant’s. Or even vice versa. You get the picture, I’m sure. Should we be very worried? 
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Fighting Groupthink  
By Paul Sloane 

One of the most common 
obstacles to effective 
decision making by teams is 
groupthink. The term is 
used to describe the 
observation that many 
groups make poor decisions 
because they try to reach a 
consensus and minimize 
conflict. In doing so they 
suppress dissenting 
viewpoints, eschew 
controversial issues and 
isolate themselves from 
outside influences. The 
result is that they do not 
seriously consider 
alternatives to the group’s 
view. 
 
The phenomenon of groupthink 
was researched in the 1970s by 
Irving Janis32, a research 
psychologist at Yale University. He 
identified various causes including 
the desire for cohesiveness, lack 
of impartial leadership, 
homogeneity of the group 
members and stressful external 
threats. 
 
In his seminal book on the topic, 
Group Think (1982), Janis 
recommends eight ways to 
prevent groupthink: 
1. Leaders should assign each 

member the role of “critical 
evaluator”. This allows each 
member to freely air 
objections and doubts. 

2. Leaders should not express an 
opinion when assigning a task 
to a group. 

3. Leaders should absent 
themselves from many of the 
group meetings to avoid 
excessively influencing the 
outcome. 

4. The organization should set 
up several independent 
groups, working on the same 
problem. 

5. All effective alternatives 
should be examined. 

6. Each member should discuss 
the group’s ideas with trusted 
people outside of the group. 

7. The group should invite 
outside experts into meetings. 
Group members should be 
allowed to discuss with and 
question the outside experts. 

8. At least one group member 
should be assigned the role of 
Devil’s advocate. This should 
be a different person for each 
meeting. 

 
A much discussed example of 
group think is the Bay of Pigs33 
fiasco in 1961. The Kennedy 
administration team uncritically 
accepted the CIA plan to invade 
Cuba. They ignored dissenting 
voices and outside opinion and 
underestimated the obstacles. 
President Kennedy learnt from 
this disaster. During the critical 
Cuban Missile Crisis34 in 1962 he 
used ‘vigilant appraisal’ to 
deliberately avoid groupthink. He 
invited outside experts to share 
their viewpoints. He encouraged 
group members to voice opinions, 
ask questions and challenge 
assumptions. The President 
deliberately absented himself from 
some meetings to prevent his 
opinions dominating. 
 
There have been countless 
examples of groupthink in 
executive teams leading to 
business disasters. Swissair, Kodak 

and Enron are salutary lessons. 
Business leaders can avoid similar 
catastrophes by learning from 
Janis and Kennedy [pictured] in 
order to fight to the scourge of 
groupthink. 
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Use of social media in 
financial promotions. Staying 
onside of the Regulator 
By Neil Edwards 

Alternative Finance 
businesses need to 
maximise the use of social 
media to get their brands in 
front of the widest possible 
relevant audience, but it 
presents regulators with a 
headache. Instantaneous, 
viral and occasionally 
irreverent, putting a 
framework around social 
media for financial services 
businesses must be like 
knitting fog. 
 
The good news is that, in my view, 
the FCA is taking a pragmatic 
rather than head masterly 
approach. All the signs of the 
consultation that it has now 
kicked off show that it 
understands the medium and the 
benefits it can bring to providers 
and consumers alike.  The FCA 
says that it recognises that social 
media encourages choice and 
competition by allowing smaller 
providers to compete with the 
more established brands. Thank 
heavens for that. 
 
What qualifies as a financial 
promotion? 
Any form of communication is 
capable of being a financial 
promotion.  The acid test is: is it 
an invitation or inducement to 
engage in financial activity?  If it is, 
then it's a financial promotion. 
 
For example: 
Go to www.mortgages.co.uk35 to 
see our mortgage offers - is 
compliant 
 
Go to www.mortgages.co.uk36 to 
see our great mortgage offers - is 
non-compliant because use of the 
word 'great' is deemed an 

inducement (Don't blame me, I'm 
just passing it on). 
 
Basic principles 
The FCAs guidance on financial 
promotions is media neutral so 
social media gets no special 
exemptions from the basic 
principle that any communication 
must be fair, clear and not 
misleading; it must balance the 
benefits and risks; and provide 
consumers with certain minimum 
information. In addition, there 
must be adequate risk warning, 
with adequate prominence, and 
the 'past performance rule' 
applies. 
 
So, how do you achieve all of this 
in a character limited environment 
like Twitter or Facebook? 
 
Staying on the right side 
The FCA provides some useful 
advice that can be adopted as best 
practice. 
• Signpost a product or 

promotion with a link to more 
comprehensive information - 
remember through that the 
promotion must remain 
compliant itself 

• Use of image advertising e.g. a 
picture with the compliant 
terms in it or a dynamic 
banner that has the warnings 
at the end of the sequence 

• Use the hashtag #ad to clearly 
identify a financial promotion 

• Use software that allows 
adverts to be accurately 
targeted on specific user 
groups 

 
What happens if your post is 
'liked', 're-tweeted' or 
otherwise shared? 
Fortunately, it is decreed that a 
business is not responsible for 
how it's posts are shared 

providing the original post is 
compliant. 
 
If you are the sharing business, for 
example, you might want to share 
some positive client sentiment or 
a journalist tweeting their article 
about you, you must make sure 
your retweet is compliant as your 
business is judged to be the 
communicator.  Got it? 
 
I think it's worth squeezing in at 
this point that somebody liking 
your business on Facebook or 
following it on Twitter does not, 
in itself, establish an existing client 
relationship for the purposes of 
unsolicited promotions.  You will 
still need specific consent if you're 
going to market to them. 
 
Establishing your processes 
There are three reference 
documents that are worth having 
to hand: 
1. The Law Society's guidance 

notes37 on social media.  
These were written to keep 
law firms on the right side of 
the law, but the principles can 
be adapted and adopted in any 
business 

2. The FCAs consultation 
document38. This expands 
on the notes outlined above 
and provides a number of 
pictorial examples 

3. The Advertising Standards 
Authority's CAP 
codes39 on standards in 
advertising 

 
Other guidance is to have an 
appropriately senior person in 
place to sign off digital 
communications and to keep 
adequate records of significant 
communications. 
 
All of this doesn't, in my personal 
view, mean that every tweet and 
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Facebook post has to be signed off 
in triplicate in a financial services 
business.  Once adequate training 
has been provided and a 
framework of acceptable and 
unacceptable posts has been 
established, it should be possible 
to allow social media to operate 
relatively freely within an 
organisation.  Prior sign-off of key 
promotional posts for the week 
or month by the compliance 
manager would be sensible and 
there should be a regular sampling 
process in place to quickly spot 
transgressions. 
 
The FCA consultation closes on 6 
November and we'll provide an 
update with any significant 
announcements then. 
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Income Share Agreements: 
Crowdfunding with a Difference 
By Martin Pollins 
I’d like to introduce you to ISAs. You may already know about them – but I don’t mean Individual 
Savings Accounts. The ISA I’m writing about in this short article is an Income Share Agreement. 
It’s a financial vehicle or product or arrangement in which an individual or organisation gives a fixed 
amount of money to a recipient who, in exchange, agrees to pay back a percentage of his/her or their 
organisation’s income for a fixed number of years. These ISAs are a controversial new financing 
phenomenon that has recently emerged. 
 
Beth Akers wrote about this in Brookings:  www.brookings.edu/research/papers/2014/10/16-income-
share-agreements-akers in relation to education costs. She said that in response to growing concerns 
over the issue of higher education finance, policy makers, advocates, and entrepreneurs have 
developed and proposed an array of solutions to address the shortcomings of our current system.  
Income Share Agreements are one such proposal that deserves more attention.  ISAs allow students 
to raise funds to pay for their degrees by selling “shares” in their future earnings.   
 
She added: “This solution is sometimes dismissed as a gimmick, akin to indentured servitude, despite 
the fact that it has the potential to offer improvements over traditional loans in terms of shielding 
students from risk and providing information about quality, two widely held objectives among 
advocates and policy makers.” 
 
Della Bradshaw in the FT wrote that some see it as a 21st-century version of indentured servitude, a 
system dating from the 1600s in which employers in the US paid the cost of the sea crossing for 
would-be immigrants in return for a fixed number of years of labour. See: 
http://www.ft.com/cms/s/2/5cd05d4e-8a71-11e3-9c29-00144feab7de.html#axzz3GgMjtie3 
 
These contracts, which, according to an article at TaxProf: 
http://taxprof.typepad.com/taxprof_blog/2014/09/oei-presents.htm are offered by entities such as 
Fantex, Upstart, Pave, and Lumni, raise important questions for the legal system. 
 
Back in April of this year, Senator Marco Rubio (R-Florida) and Congressman Tom Petri (R-
Wisconsin) introduced companion bills in the US Senate and House that would provide legal clarity 
around private-market Income Share Agreements. The bills require certain consumer disclosures to 
be clearly communicated to the individual receiving the ISA. Read about it at: 
http://www.edcentral.org/rubio-isa-bill/ 
 
ISAs are not a new invention, with contracts of this nature first proposed in the 1950s by Milton 
Friedman – the great American economist, statistician and writer - as a solution to the problem of 
students being unable to borrow against their future earnings to pay for college. 
 
Whichever way you look at these arrangements, they seem to be part of the crowdsource or 
crowdfunding family. This funding is the new way to finance start–ups in a networked world. They are 
popular with entrepreneurs, small business owners, investors, artisans, or those who merely have a 
good idea for a business venture have a new and attainable means of securing capital to grow their 
dreams. In short, they are a long way from conventional financing. 
 

I came across a useful book on this subject: The Crowd Funding 
Services Handbook: Raising the Money You Need to Fund Your 
Business, Project, or Invention (Wiley Finance) by Jason R. Rich 
has only just been published.  
 
Publicity for the book suggests that it offers a step–by–step 
overview of the various crowdsource funding services available on 
the Web, as well as the necessary documentation required to launch 
a successful crowdfunding campaign. It contains details on how to 
evaluate and select the best online platform for crowdfunding efforts 
and provides details on creating a business plan to the specifications 
require to raise capital via crowdfunding. Available from Amazon: 
ISBN-10: 1118853008, ISBN-13: 978-1118853009. 

 

Do you have any thoughts on this form of financing whether it be for educational purposes or a more 
general commercial application? If so, I’d love to hear from you: mpollins@onesmartplace.com  
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Emotional Intelligence Is 
Overrated 
By Adam Grant 

 

Not long ago, the CEO of a 
sales company mentioned 
that he was spending millions 
of dollars to train his 
employees in emotional 
intelligence. He asked if it was 
possible to assess emotional 
intelligence during the 
interview process, which 
would allow him to hire 
salespeople who already 
excelled in this area. 
 
I said yes, it can be done—but I 
wouldn’t recommend doing it. 
Warning: if you’re a devoted 
member of an emotional intelligence 
cult, you may have a strong negative 
reaction to the data in this post. In 
case that happens, I’ve offered some 
guidance at the bottom on how to 
respond. 
 
To make sure we’re on the same 
page, let’s be clear about what 
emotional intelligence is. Experts 
agree40 that it has three major 
elements: perceiving, understanding, 
and regulating emotions. Perceiving 
emotions is your ability to recognize 
different feelings. When looking at 
someone’s face, do you know the 
difference between joy and 
contentment, anxiety and sadness, 
or surprise and contempt? 
Understanding emotions is how well 

you identify the causes and 
consequences of different feelings. 
For example, can you figure out 
what will make your colleagues 
frustrated versus angry? Frustration 
occurs when people are blocked 
from achieving a goal; anger is a 
response to being mistreated or 
wronged. Regulating emotions is 
your effectiveness in managing what 
you and others feel. If you have a 
bad day but need to give an inspiring 
speech, can you psych yourself up 
and motivate your audience anyway? 
 
I told the CEO that although these 
skills could be useful in sales, he’d be 
better off assessing cognitive ability. 
That’s traditional intelligence: the 
capability to reason and solve verbal, 
logical, and mathematical problems. 
Salespeople with high cognitive 
ability would be able to analyze 
information about customer needs 
and think on their feet to keep 
customers coming back. The CEO 
was convinced that emotional 
intelligence would matter more. 
 
To see who was right, we designed 
a study. Working with Dane Barnes 
of Optimize Hire41, we gave 
hundreds of salespeople two 
validated tests of emotional 
intelligence that measured their 
abilities to perceive, understand, and 
regulate emotions. We also gave 
them a five-minute test of their 
cognitive ability, where they had to 
solve a few logic problems. Then, 
we tracked their sales revenue over 
several months. 
 
Cognitive ability was more than five 
times more powerful than emotional 
intelligence. The average employee 
with high cognitive ability generated 
annual revenue of over $195,000, 
compared with $159,000 for those 
with moderate cognitive ability and 

$109,000 for those with low 
cognitive ability. Emotional 
intelligence added nothing after 
measuring cognitive ability. 
 
The CEO wasn’t convinced: maybe 
they didn’t take the emotional 
intelligence test seriously enough. 
We ran the study again—this time 
with hundreds of job applicants, who 
knew that their results could affect 
whether they were hired. Once 
again, cognitive ability dramatically 
outperformed emotional 
intelligence. 
 
I happen to find emotional 
intelligence fascinating; I teach the 
topic in the classroom and have 
published my own research on it42. 
As much as I like it, though, I believe 
it’s a mistake to base hiring or 
promotion decisions on it. 
 
A few years ago, researchers Dana 
Joseph and Dan Newman wanted to 
find out how much emotional 
intelligence really influenced job 
performance. They compiled every 
systematic study43 that has ever 
tested emotional intelligence and 
cognitive ability in the workplace—
dozens of studies with thousands of 
employees in 191 different jobs. 
 
When Daniel Goleman popularized 
emotional intelligence44 in 1995, he 
argued provocatively that "it can 
matter more than IQ." But just as I 
found with salespeople, every study 
comparing the two has shown the 
opposite. In Joseph and Newman’s 
comprehensive analysis45, cognitive 
ability accounted for more than 14% 
of job performance. Emotional 
intelligence accounted for less than 
1%. 
 
This isn’t to say that emotional 
intelligence is useless. It's relevant to 
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performance in jobs where you have 
to deal with emotions every day, 
like sales, real estate, and 
counselling. If you’re selling a house 
or helping people cope with 
tragedies, it’s very useful to know 
what they’re feeling and respond 
appropriately. But in jobs that lack 
these emotional demands—like 
engineering, accounting, or 
science—emotional intelligence 
predicted lower performance. If your 
work is primarily about dealing with 
data, things, and ideas rather than 
people and feelings, it’s not 
necessarily advantageous to be 
skilled in reading and regulating 
emotions. If your job is to fix a car 
or balance numbers in a 
spreadsheet, paying attention to 
emotions might distract you from 
working efficiently and effectively. 
 
Even in emotionally demanding 
work, when it comes to job 
performance, cognitive ability still 
proves more consequential than 
emotional intelligence. Cognitive 
ability is the capacity to learn. The 
higher your cognitive ability, the 
easier it is for you to develop 
emotional intelligence when you 
need it. (This is one of the reasons 
that emotional intelligence and 
cognitive ability turn out to 
correlate positively46, not 
negatively.) 
 
As better tests of emotional 
intelligence are designed, our 
knowledge may change. But for now, 
the best available evidence suggests 
that emotional intelligence is not a 
panacea47. Let’s recognize it for 
what it is: a set of skills that can be 
beneficial in situations where 
emotional information is rich or 
vital. 
 
If you felt intense negative emotions 
while reading this post, it’s an 
excellent opportunity to put 
emotional intelligence into action. 
 
Step 1: recognize the emotion. Is it 
disgust? Probably not—that’s usually 
reserved48 for gross foods, sights, 
and smells. Is it hostility? More 
likely: hostility49 is anger directed 
toward other people. 
 
Step 2: analyze the causes of the 
emotion. Why are you feeling 
hostile? Years ago, the psychologist 
George Kelly argued50 that hostility 
occurs when we are attempting to 

“extort confirmation of personal 
hypotheses that have already proved 
themselves to be invalid.” In other 
words, you might be feeling hostile 
because the data are clear that 
emotional intelligence has been 
overrated, but you don’t want to 
admit it. 
 
Step 3: regulate the emotion. 
Maybe this isn’t as terrible as it 
seems. You’ve been able to update 
invalidated beliefs before. Napoleon 
wasn’t short. Pluto isn’t technically a 
planet. Swimming after eating isn’t 
dangerous. Miley Cyrus isn’t actually 
a great role model. The LOST 
writers didn’t really have a master 
plan. 
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How's the year 
been so far? 
How's business? 
By Sunil Bali 
A friend of mine runs a very 
successful recruitment company. 
His most successful recruiter, 
Sarah, has maintained her fee 
rate this year despite difficult 
market conditions.  
 
Many of Sarah’s colleagues have lowered 
their fees to try and win market share, 
but aren't as successful as Sarah who 
charges the highest price, but produces 
the most profit. 
 
When questioned as to why she charges 
the highest fees, Sarah replied, "Because 
I'm worth it." Her clients clearly think so 
as she has by far the highest levels of 
repeat business in the company and they 
worship her, or should I say worthship 
her, since they believe she is worth the 
fees that she charges. 
 
The economy may be weak, as might be 
your particular market, but life's a result 
of your decisions, not your conditions.  
It's been estimated that over 
$200,000Billion is spent globally every 
day. Opportunities are everywhere.  
Here's a message from those that seize 
them: 
 
Dear optimist, pessimist and realist, 
While you were deciding how much water 
there was in the glass, I drank it. 
Yours sincerely 
The Opportunist 
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Unconditional 
Expenditure – Pet Care 
and Food 
By Barry Urquhart 

Expenditure on pet food 
and care has established 
itself as the fast-growing and 
most resilient of household 
outlays since the onset of 
the Global Financial Crisis 
(GFC) in August, 2008. 
  
Each year Australians spend some 
$280 billion in mainstream retail 
expenditure.  Pet-related 
purchases currently total $12 
billion per year.  This compares 
favourably to “Pester-Power” 
which is estimated to influence or 
determine some $110 million of 
annual retail sales. 
  
Outlays on pets appear to be 
primarily driven by emotion and 
are not constrained by budgets. 
  
Veterinarian surgeries are one of 
the major beneficiaries of the 
trend.  Medical operations costing 
thousands of dollars are not 
unusual and progressive veterinary 
businesses strive to achieve 50% 
of turnover being derived from 
retail products, rather than from 
consultation fees and the 
dispensing of medicines. 
  
These are among key findings of 
an extensive series of qualitative 
and quantitative research 
conducted by Barry Urquhart of 
Marketing Focus.  He said: 
  
“The unconditional love given by 
pets is being returned in spades 
with unconditional expenditures 
by their owners. 
  
 
 
 
 

 
In many instances, emotion is the 
key driving force. 
  
The packaging of pet food is 
interesting.  Prime-colours, 
typically associated with child-
related products are used 
extensively.  In this instance, the 
targeted audience is the customer 
(the pet owner) rather than the 
consumer – the pet.  (Dogs are, 
after-all, colour-blind.)  
Interestingly, the average shelf 
space allocated to pet food, care 
and treats is 31 metres (lineal).  
That is marginally less than the 
provisions for dairy products and 
the combined fruit and vegetables. 
  
Labradors and white, trimmed 
terriers predominate in the point-
of-purchase merchandising and 
packaging.  Use of the words 
“Gourmet”, “Premium” and 
“Premier” in product packaging is 
an effective means to influence 
selection. 
  
Overall, the sales of discretionary 
items, including homeware 
furniture, as well as fashion have 
declined and fluctuated since the 
GFC.  Pet-food, treats and care 
have seemingly been relatively 
immune to those market 
influences.” 
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Scaling Your Operation – Essentials of 
Standard Operating Procedures and 
VA Management 
By Elaine Heney 

Here is what I did today – 
and stick with me as it will 
make sense in about a 
paragraph. I met my 
Mastermind group53 at 8 am 
for an hour.  
 
The mastermind is over at 9. I 
start to crunch down some 
oatmeal and refill coffee. I have a 
9:30 chat with a developer/ 
publisher who wants to ask me 
some questions on the direction 
he is going with his business. He 
has been in mobile 4 years longer 
than I have, but I don’t design or 
develop or do anything for clients. 
I leaped ahead of him in 
experience because I was able to 
test and push on my own 
portfolio. Mobile ad networks, ad 
types, monetization techniques, 
ASO, videos and landing pages – I 
got to see what works for me.  
 
My goal for the day is nail down 
the social media process for my 
Podcast – the App Business 
Podcast54. We are moving to a 3 
episodes per week schedule. We 
also added a “Friday Weekly Live” 
hangout on air. We hope to build 
a list and connect everyone into 
the #ABP Community.  
 
Around noon I checked a shared 
Google doc to see what tasks my 
VAs had accomplished and where 
we were with different apps.  
 
While I worked on creating and 
building and pushing my business 
forward, my little company had: 
-  set up 20 new apps in iTunes, 
-  created weekly content for 10 

existing apps, 
-  achievements and leader 

boards and the initial ASO had 
been set, 

-  and the developers were now 
ready to hook it all together 

and send me the new builds 
near end of day. 

 
I want to be clear this is not a 
story about passive income and 
having a hit app and juicing it for a 
year. This is a story about 
identifying processes that I repeat 
often. Creating clear, step-by-step 
processes so that my current or 
any new Virtual Assistant can pick 
it up and understand what to do. 
 
I hired a VA to do this before I 
was making enough money to pay 
myself. There were months in the 
beginning my VA made more than 
I did.  
 
But while he was setting apps up 
in the app store, creating 
achievements, leader boards, in-
app items, creating ad spaces and 
ad units in several ad networks – 
all, super time-intensive tasks – I 
was getting my next 10 app ideas 
going. 
 
People ask me all the time how I 
am able to do so much and 
execute so well. It is because I 
have zero skills in design and dev. 
I am pretty good at identifying 
tasks to create a process around. I 
have practiced at training and 
managing VAs, designers and 
developers. 
 
Creating documents that detail all 
your business for someone else to 
execute is the single best way to 
free your time up to do the hard 
stuff.  
 
Before we dig into some 
specific tips, and where to get 
started – some more general 
observations: 
You have to know the process 
cold yourself. It is not up to your 
VA to “figure it out”. I have seen 
several peers run into issues 
because they want to skip the step 
of knowing and building a clear 
SOP and just “have my VA do it”. 

That approach never works – at 
least not from what I have seen. 
Some virtual assistants can work 
wonders – but mind reading is not 
one of them. The value you add to 
your business as its leader is 
providing clear directions and 
articulating desired results so 
people who work for you know 
what is expected of them. 
 
The point of having your VAs do 
the SOP work is not to free your 
time up to have beers at noon 
(although you could!). You need 
time to read, to determine a 
direction for your company, 
research new app ideas, better 
understand ASO, then retention, 
then monetization. Work on your 
business and push! I think the 
saying is “work on your business, 
not in your business”. I also like 
the saying about working in your 
business “you don’t have a 
business, you just created a job 
for yourself”. Both true. 
 
A great read if this sounds 
interesting is Work the System55 
by Sam Carpenter. 
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How To Become a Better 
Leader – Oil Yourself 
By Bob Garner 

  
Maybe this happened to you 
before…if you don’t add oil 
to your car or your lawn 
mower, you are soon going 
to have problems. Why? 
Because oil is the magic 
ingredient that reduces 
friction. 
 
In the workplace, there can be 
tons of friction. As the leader, 
part of your job is to reduce that 
friction and keep all the units 
working together smoothly. One 
way today that is through 
developing a higher level of trust 
between yourself and those who 
report to you. Low levels of trust 
stifle innovation. If you aren’t 
trusted, your team will not act as 
a cohesive unit; they will provide 
you with excuses instead of 
answers to problems; they will 
not seek out new information or 
ideas, and they will treat any 
suggestions with suspicion. 
 
It’s an unfortunate fact that many 
employees and executives spend a 
good part of their work day 
documenting their words and 
actions.  
 

People feel that that they need to 
reverse document everything they 
do in order to be “covered” in 
case of a problem. The cost to do 
this with regard to time lost and 
money spent is staggering. 
 
Trust is the expression of faith 
that makes it easy to have 
confidence in another person’s 
ability to perform well and keep 
promises. A leader must give his 
or her word and then stick to it. 
The moment that he or she does 
not, all trust is lost. 
 
To develop a high level of trust, 
you need to be honest, straight 
forward, and act with integrity. 
People must have faith that you 
will always do the right thing, not 
the safe or easy thing. A leader 
must act in unselfish ways, caring 
about others before their own 
interests. Additionally, a leader 
must encourage innovation and 
risk, without the fear of being 
reprimanded or fired. Through 
innovation and creative ideas, 
company members will begin to 
explore new ways to be more 
productive and work together 
more as a team. 
 
As you develop this level of trust, 
you will find that your team will 
begin to view you as a leader, as 
opposed to the “one who can fire 
me.”  
 
You will sense the lessening of 
friction, because your team knows 
where you stand and how you 
feel. Your team will know that 
there is no such thing as a “dumb 
idea” and that you welcome 
creativity and progress. 

To be a more effective leader, you 
need to lubricate yourself and 
your team with the magic “oil” of 
trust. Unlike that for your car or 
lawn mower, this oil doesn’t cost 
you anything but time, discipline, 
and dedication. 
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Innovation and Redesigning 
the FS Experience 
By Cris Beswick 

“Confidence has been badly 
shaken and needs to be re-built. 
That’s a big job and it’s not 
going to be done in a year or 
two. It’s a job that will need to 
take place over many years.” 
 
These remarks by Treasury 
Committee Chairman, Andrew 
Tyrie, signalled a fresh chapter in the 
ongoing drive to rehabilitate the 
financial sector. Commenting that 
“the spirit is willing, especially at the 
top, but sometimes the flesh is weak” 
Mr Tyrie said that “despite a raft of 
new rules designed to rein in bad 
practice a culture change at banks has 
a long way to go.” The FCA too has 
come in for some criticism with Mr 
Tyrie criticising their “slow and 
apparently obstructive behaviour” on a 
number of issues. 
 
Regaining trust is one of the hardest 
tasks to master in any walk of life. 
Even when the classic cycle of being 
found out, apologising, promising 
never to stray again, ends in being 
forgiven there is always a residual 
trust issue. “They say they’ve changed 
but have they?” is a potentially 
destructive force which simmers on 
beneath apparently calmer waters; 
waiting to erupt at the slightest hint 
of all not being well and ruin a 
relationship. The only chance of 
defeating the trust monster is not 
only to say that you’ve changed, but 
also to take steps to make such a 
fundamental change that your 
intention cannot be doubted. 
That the sector has taken some 
steps to change is undoubted, but 
the public in general just aren’t 
seeing it. When Mr Tyrie calls for 
the regulators to be more proactive, 
for the financial sector to “get to a 

fundamentally much better place where 
people can rely on high quality advice” 
he is not only drawing on his own 
expertise but also on the perception 
which he sees reflected in the wider 
world. In a strange way, rather than 
drawing ever closer to a consensus, 
the financial sector and those whom 
it serves are in fact moving ever 
further apart. 
 
The recent front-page exposure in 
the Daily Mail is a prime example of 
skeletons still being in the closet. 
‘Shaming of our bully banks’ draws 
your eye, with the sub-title, ‘We 
DID intimidate customers with fake 
debt collection letters confess 
bosses’. With RBS chief Ross 
McEwan saying the bogus letters 
‘reflected what had become a 
common industry practice in a 
sector that had come to put its own 
interests above those of its 
customers’. The root cause of this is 
not in the fact that mis-selling 
stories are still being revealed, nor 
in the fact that every tale of financial 
mis-management exponentially 
raises the mis-trust levels; rather it 
is in one simple thing, namely that 
the financial services sector has not 
stepped up to embrace the seismic 
changes which are required. Take 
this comment to the BBC from 
British Bankers’ Association 
spokesman Robert Watts for 
example. Acknowledging past faults, 
Mr Watts said; 
“We’ve got new regulators who are 
tougher and stronger. But it takes time 
for customers to recognise that there 
has been change.” 
 
Being blunt, it shouldn’t be up to 
customers to recognise change. 
Because change should be so 

fundamental, so customer inclusive, 
that there simply is no doubt. The 
world we now operate in, 
innovation should be obvious, 
inclusive and therefore unmissable!  
 
Truly innovating change means 
making customers part of your 
innovation process, involving them 
in solving the problems and in co-
creating products, solutions and 
experiences. 
 
The message is simple. Don’t fiddle 
about making internal changes and 
waiting for customers to notice. 
Creating a strong, lasting and 
profitable future for the financial 
services sector requires an end to 
the old ways of ‘selling stuff’ to 
customers. Customer collaborative 
and co-created innovation is now 
the name of the game, effectively 
turning organisations from sellers 
into design houses, providing 
products which have been created in 
response to customer need and 
customer input. After all, what 
better way to demonstrate not just 
to customers but also to the 
regulators that you ‘care about 
customers’? Shouldn’t co-creating 
new and ‘relevant’ solutions with the 
customer be a fundamental part of a 
great ‘treating them fairly’ approach? 
 
Creating the conditions for 
fundamental change requires a shift 
from traditional leadership towards 
a more future-oriented and 
entrepreneurial agenda and that 
means a change in the mind-set and 
behaviour of senior teams and the 
financial services sector as a whole. 
Senior team ownership and 
accountability for innovation is 
critical in order to create the right 
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support structure for customer 
collaborative innovation to thrive. 
That includes communicating why 
innovation is critical and building a 
cohesive, aligned and organisation-
wide approach to making it part of 
‘how’ you do things. 
 
The financial services sector is one 
of the key drivers of the UK 
economy. For decades it led the way 
in espousing the values of probity 
and reliability. Now it has the 
chance to lead the economy again, 
to be at the forefront of a new 
business model, one in which 
innovative solutions are co-created 
with customers for the benefit of all. 
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Where does Tipping Staff 
End? 
By Aki Kalliatakis 
I just stopped off at a garage next to the highway to fill up my Smart and 
grab some breakfast. Petrol cost me R360 (360 Rand), plus a R10 tip, 
breakfast was R63 plus a R17 tip. I also gave the roaming car park attendant 
another R5 for "looking after my car." 

 
 
 

So in a 20-minute experience I forked out an additional R32 in tips. This is an everyday occurrence, and 
between us, my wife and I spend around R1000 on tips - every month! On the one hand I know I must 
help people less fortunate than me, but in these times of austerity, I sometimes wonder.  Often I tip 
waiters, petrol jockeys, car park attendants, till packers, baggage handlers, taxi drivers, hotel porters and 
even “entertainers” at traffic lights because I feel they deserve it. They smile, have good manners, and go 
out of their way to help me, or to make my life a little easier. One hotel porter in Blantyre, Malawi, on 
discovering that my television wasn’t working, actually brought me a brand new TV set from the 
storeroom – still wrapped in the box - at 10:00 pm and set it all up! I handed over R20 with pleasure.  
 

On holiday a few years ago, a waitress at the Hilton Resort in Mauritius spent a lot of time with my 
young son, walking him around at the resort and even sitting at our table in the evenings to feed him 
“…so we could have the same course at the same time instead of popping up to the buffet one at a 
time." When I looked for her at the end of our trip to hand over a tip, she said, “But sir that is my job. I 
am here to serve and to be kind.” I wanted to hug her for being so nice. 
 

The toilet attendant at the domestic terminal at Cape Town International airport is a lovely man who is 
proud to be a toilet cleaner. He always has a big welcoming smile on his face, and when passengers walk 
in he says, "Welcome to my office!" It is impossible to ignore him when he has such a positive outlook 
on life.  
 

But more often than not the people to whom I give tips don’t deserve it. I do it because it seems 
obligatory, no matter what the service. I am resentful about giving tips to people who haven't earned it 
nor even tried to help me. At a London restaurant I had an incredibly unfriendly waitress who could 
hardly speak English take my order in the most sullen manner - and then predictably messing it up. Then 
she was impossible to find again, and seemed reluctant to even give me my bill. When I paid - foolishly 
leaving an undeserved 5% tip - she thunderously looked at me as if I was the one with the problem.  
 

One of my mates, Mark, has a good rule. As he walks into a restaurant, his mind is made up to give a 
generous 15% tip – if things go well. However, for every time something goes even slightly wrong that 
affects his experience, 2% comes off. If five little things go wrong, the waiter may get a 5% tip.  
 

I am also resentful because most owners and managers of businesses don’t discourage this practice, 
because they can then feel good about neglecting to pay their staff a decent salary. I’ve been a waiter a 
few times in my life, and I can tell you that it’s a very demeaning practice. What also didn’t happen in my 
day is that waiters could earn a “commission” for what they sold – even if that meant irritating 
customers who are pestered to buy more. 
 

The worst story about tipping that I ever heard luckily didn’t happen to me, or I would have burst a 
blood vessel. A friend of mine needed some legal work done in Europe, and a final contract was drawn 
up. The law demands that the contract must be read through in full in the presence of both parties, so 
they all sat in the lawyer’s office while the clerk read through every word in a foreign language. Half an 
hour later, it was all over, the contract was signed, and everyone stood up to shake hands. Then the 
lawyer took him aside and whispered, “It is customary to leave something for the clerk.” Too shocked 
to fight back, my friend scratched around in his wallet and handed over 30 Euros, (about R450 in today’s 
value.) 
 

Where does it all end? Will we hand over a tip to a clerk at Home Affairs a tip because they expedited a 
passport? Must I put some money in an envelope for the mechanic who worked on my car? And what 
about the assistant who prints and binds the course notes on my seminars? Or perhaps the next time I’m 
flying I should slip the pilot a banknote or two for getting us to the destination safely. 
Come to think of it, I think I’m going to pass round a hat for extra “voluntary donations” every time I do 
a talk or a workshop! (Not.) 
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Just Browsing 
By Nick Baldock 

Do you ever feel when you 
make a sales call that your 
prospect is just browsing? 
 
That they are seeing you, or 
taking your call, just so that they 
can stay up to date on the 
options, but they have no 
intention of buying? 
 
Do you ever feel that your 
prospect really isn’t interested in 
what you have to offer? 
 
When that happens, do you often 
feel that you still have to go 
through your entire sales 
presentation so that you’re not 
seen to be affected by the 
indifference of that prospect, or 
that you’re a quitter? 
 
If you answered “Yes” to any of 
those questions, then it means 
that emotions play a big part in 
your life as a sales person. You 
may disagree, and that’s your 
choice; however, there is one 
word that occurs three times in 
those three questions. That word 
is feel, and feelings are emotions.  
 
Some sales people handle 
rejection better than others 
Some don’t worry about it, while 
others experience fear; a lot of it.  
 
The question is why? Why does 
“no sale” unsettle some people, 
but not others? It’s a complicated 
topic. The truth is that there can 
be a lot of reasons that occur in 
isolation or together; and teasing 
them out is anything but 
straightforward.  Again, the 
reason is that fear is a feeling.  
  
 

Many of the self-help books will 
try to teach you how to neutralise 
fear. The problem with most of 
the solutions is that they attempt 
to reason you out of it; and 
emotions seldom respond to 
reason. Wrong thinking often 
creates wrong emotions; however 
once the process starts, then they 
feed each other. Wrong emotions 
also reinforce your wrong 
thoughts. 
  
To gain a bit of insight into the 
problem of the fear that comes 
from rejection, let’s think about a 
few things that can make you 
afraid. 
 
The first one is a loss of 
income 
If you’re a student of Maslow, 
then you’ll know that safety and 
security are found on the second 
level of his Hierarchy of Needs.  
 
Failing to make a particular sale 
may mean that your income goes 
down. Maybe your financial 
obligations are such that you 
depend on that commission, or 
Christmas bonus, just like Clark 
on his Christmas Vacation. 
 
The second one takes your 
loss of income up a notch 
It is losing your job.  
So rather than getting less income, 
you get none. For most people, 
that would create a certain 
amount of worry; and if it was left 
for too long, that worry could be 
more like panic. And so rather 
than go down that slippery slope, 
you slave away trying to make 
your commissions. 
 
 
 

A third reason is a loss of 
prestige or face 
Maybe you’re someone who has 
always done well, and suddenly 
you find that no one wants your 
products. In the eyes of your co-
workers, you are no longer the 
golden boy or girl. Some people 
don’t handle that very well. 
 
A fourth reason is a loss of 
self-esteem 
This can happen to anyone. It can 
happen to those who normally are 
successful, but have fallen on 
difficult times, and it can happen 
to those who have never really 
been able to get off the ground as 
a sales person. 
  
A fifth reason is a loss of 
respect from those you love 
the most 
Your family, for instance... 
 
Each of these fears is real... 
...and some people feel them 
more acutely than others. Fear, 
however, ultimately comes 
because of the emotional 
attachment you have to what 
you’re doing. And that means that 
the answer to the question, “Why 
am I anxious or what am I afraid 
of” can’t depend on logic. Logic 
sounds good on paper.  
 
Your feelings, however, will 
determine whether or not you 
think that the answers apply to 
your situation or make sense to 
you in your circumstances. That’s 
why logic rarely works. It’s 
because it makes sense to the 
person who isn’t going through 
the unwelcome experience. 
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Strange T words 
• Tegestology - The collecting of beer mats. 
• Tellurian - Adjective meaning "of or inhabiting 

the earth."  From Latin word meaning "the 
earth" this is often used in science fiction. 

• Telmatology - The study of peat bogs. 
• Temulent - Adjective meaning drunken or 

intoxicating.  
• Terpsichorean - Relating to dancing. 
• Testudineous - To be as slow as a tortoise. 
• Thelytokous - Adjective meaning producing 

only female offspring. 
• Theopneust - Adjective meaning divinely 

inspired. 
• Therblig - Pertaining to the study of time and 

motion, this is any task that can be analysed. 
• Thixotropy - The property of certain gels 

becoming liquid when agitated and turning into 
a gel again when allowed to stand still. 

• Thwarterous - Adjective meaning twisted or 
gnarled.  

• Tmesis - The separation of the parts of a 
compound word by the interposition 
of another word or words.  Example: Rather 
than saying the word hodgepodge, one says 
"hodge and podge." 

• Torschlusspanik - (German word) means a 
sense of panic brought on by the feeling that 
life is passing you by. Today this is called a 
"mid-life crisis." ;) 

• Tracasserie - A state of annoyance or petty 
quarrel. 

• Tractatrix - A female shampooer. 
• Tragematopolist - A seller of candy. 
• Tralatitious - Means traditional; handed down 

from generation to generation.  
• Transmundane - Spiritual; Something that 

extends into the spiritual world or exists there. 
Not earthly. 

• Trencherman - A hearty eater. 
• Tripotage - Pawing, handling or fingering 

people. 
• Tripudant - Dancing (usually triumphantly). 
• Tristichous - Arranged in three rows or 

ranks.  A tristich is a group of 3 lines of poetry 
or a stanza of 3 lines.  A distich is a couplet. 

• Troke - To fail; unable to do something; or, to 
deceive. 

• Tropism - The turning or bending (via 
growth) of an organism in response to an 
external stimuli. 

• Tropology - The use of metaphors in writing 
or speaking.  To tropologise is to use it as a 
metaphor such as "He is the Nixon of politics." 

• Truandal - Beggars or camp followers; hobos. 
• Trypall - Tall, lanky, slovenly person. 
• Turveydrop - A person who pretends to be a 

perfect model of deportment; or he really is 
one! 

• Tutoyant- Affectionate; Intimate. 
• Twitter-light - Twilight (Obsolete) 
• Typhlobasia - Kissing with the eyes closed. 
• Typocrat - One who rules by controlling the 

Press. 
• Tyrotoxism - To be poisoned by cheese or 

other milk products. 
 

What can you do about this? 
You need to look for solutions 
that will deal with your emotions. 
You’re an emotional being, 
whether you like it or not; and if 
the circumstances of your life 
interferes with them, then you can 
expect them to get stirred up. 
 
The first thing you need to 
think about is taking a holiday 
A proper one. A proper holiday is 
not a series of three- or four-day 
weekends. It’s not a fortnight in 
the Bahamas where you are your 
mobile phone calling the office and 
customers every day, or 
answering emails. A holiday is 
leaving your phone at home and 
staying out of your inbox. If those 
things make you tremble, then 
you need to learn how to take a 
vacation. You’ve obviously 
forgotten. 
 
The second thing you should 
do is to take stock of yourself 
Are you getting enough rest, 
eating properly, exercising? These 
are things that everyone talks 
about, but few people actually do. 
If you think that you’re the 
exception, then think again. 
You’re not. You won’t feel any 
better until you start doing the 
things that will make it happen. 
 
The third thing is pressures 
from your family 
These are real. They’re also part 
of life. If you have issues at home, 
then they will be with you no 
matter where you go or what 
you’re doing.  
 
If you’re experiencing problems in 
this area then, just like going on 
holiday, you need to take some 
time off to make things better at 
home. Most companies would 
rather lose you for a week, than 
for months because you let things 
get completely out of hand. 
 
The fourth thing is that you 
just might be in the wrong 
career 
That’s probably not something 
you expected to hear. Some 
people are attracted to sales 
because of the income that it can 
provide, even though selling really 
isn’t something that they’ll ever be 
able to put their hearts into.  
 

If you are experiencing fear on a 
regular basis about selling, making 
appointments, calling on people 
and anything else that’s an 
indispensable part of the process, 
then it could be that you’re in the 
wrong job. 
 
In summary 
So there’s a quartet of reasons 
why you might be experiencing 
fear when your sales presentation 
is being rejected. Any or all of 
them could be true. You, 
however, are the only one who 
can decide what your next step 
will be... 
 
© Copyright, Nick Baldock 
 
About the Author 
Nick Baldock is an international 
speaker and sales improvement 
consultant working with clients 
across the globe helping them 
convert sales effort into better 
sales results.   
 
Following a highly successful sales 
career in Finance, Media 
Advertising and Recruitment, he 
has been delighting audiences 
across Europe and USA as a 
speaker, sales trainer and business 
development consultant.  His new 
book ‘The Value House’ (Ecademy 
Press) is out now.  See 
www.valuehousebook.com/    
 
Co-ordinates 
Email: 
nick.baldock@bemoreeffective.com 
Web: www.nickbaldock.com 
LinkedIn: 
uk.linkedin.com/in/nickbaldock 

 
 

 
 

Brought to you with the compliments of Bizezia Ltd



 

 
 
 
 
 

          Better Business Focus  November 2014 
 

 
32 

In this day and technological 
age, as people flock to the 
cloud, can you really keep 
your "clouds" separate?  
 
In this article, internet security 
expert and MD of Beaming, Sonia 
Blizzard, discusses the work-life 
balance element of the cloud, as 
well as how lives are lived, 
literally, on the cloud.  
 
It’s not an uncommon 
circumstance for people to scope 
out social media profiles – 
prospective employers for 
example – when they want to get 
a feel for a personality. But, as 
people flock to the cloud for 
business and pleasure, is it really 
possible to keep clouds separate, 
and, have we actually found 
ourselves “living in the cloud”? 
 
Data can be stored on the cloud 
in many different ways, and as we 
go along with our lives, we find 
that we store more and more on 
the cloud every day. Ever since 
the introduction of tablets and 
unlimited data storage on the 
cloud, it has become a norm for 
us to find our photos, our music, 
documents and any number of 
other articles of data sitting on 
the cloud.  
 
We, as a population, use the 
internet on a daily basis for a wide 
variety of purposes, including for 
the transmission of sensitive data, 
and are we giving a second 
thought to the safety and security 
of our information? 
 
In general, individuals and 
businesses use the internet for 
purposes including social media, 
research, entertainment, banking, 
communication, download and 
upload, amongst many other 
things. You could forgive me for 
saying that many people, if not 

most, have a general attitude of 
complacency when it comes to 
using the internet and their first 
thought when it comes to logging 
on is not about how safe their 
data is. That thought is most likely 
way down at the bottom, if not off 
the list completely, behind 
thoughts surrounding social 
communication, business and 
commerce. 
 
The question that should be on 
the lips of most business owners, 
and individuals, should be whether 
their data is ever really safe and 
what they can be doing to ensure 
that it is so. One thing to note is 
that safety should not simply 
cover theft, whether that is virtual 
or physical theft, it should also 
cover natural disasters, accidental 
loss or damage, and any other 
circumstance that could lead to a 
business or individual losing 
important or sensitive data. 
 
It is one thing to experiment with 
the cloud, working it out slowly 
and discovering whether or not 
you really think it’s for you, but 
it’s a completely different kettle of 
fish to find yourself pushed into 
using it by circumstance. Damage 
your computer or network server 
and you may find yourself forced 
into relying on the cloud for every 
little thing while your top speed 
iMac is in the repair shop and 
you’re stuck with a loaned PC for 
a week. 
 
What you might not realise is that 
to some extent you are already 
living on the cloud and the best 
move you can make from here is 
to surrender to the concept of 
relying on the cloud, and allow 
yourself and your business to 
engage completely. The cloud will 
eventually become the most 
important aspect of our work 
lives, as much as it has become 
the central sphere for the 

personal lives of every social 
media user in the world. 
Businesses that are resistant to 
this shift are only delaying the 
inevitable, and in fact, by resisting 
the move to the cloud you will 
only make your business more 
vulnerable than those that are 
enjoying the security and the 
benefits of the cloud. 
 
We understand that businesses in 
particular are apprehensive of 
allowing their entire operation to 
function out of the cloud, but by 
being smart about where your 
data is kept and which security 
measures you take to protect and 
back up your information, the 
cloud can become the safest place 
for you to store files and folders.  
 
Your data is managed on the 
cloud where it is easier to protect 
from any kind of physical threat, 
and with certain measures in place 
you will also receive more 
protection against power surges, 
cyber-attacks and any 
technological fault. Having your 
data backed up onto the cloud is 
the safest choice for businesses, 
and that can be proven by the 
amount of money that experts 
expect businesses to spend on 
cloud security over the next few 
years. 
 
US businesses spend billions of 
dollars per year on protecting 
themselves against cyber threats 
and breaches, so I wouldn’t be 
surprised if UK laws should soon 
follow laws set in the USA which 
force companies to implement 
security features around their 
cloud usage.  Recent government 
guidance* made reference to the 
data protection responsibilities of 
companies that back up devices to 
the cloud and due to high profile 
security breaches regarding 
customer data, it is likely that this 
will remain a hot topic. 

Living in the “cloud” 
By Sonia Blizzard 
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That is company data but what 
about data we accumulate as 
individuals?  We, on a personal 
level, rely on cloud based storage 
for social media channels such as 
Facebook and Twitter, and 
employers have started using 
these sources to research 
potential employees and to 
discover more about these people 
through these sites. Does this 
mean, therefore, that by living on 
the cloud we are no longer 
entitled to a private life that is 
entirely removed from our 
professional living, or can we keep 
our personal and professional lives 
separate? 
 
Cloud living does, unfortunately, 
mean that there is more chance of 
privacy being breached by our 
employers, which will tempt some 
people to choose to remain 
entirely professional on the 
internet. However, some will 
argue that what we do on the 
internet and outside of the office 
is an entirely separate segment of 
our lives and no reflection on our 
professional manner. Those in 
particularly influential careers such 
as teaching or public service will 
often consider using the most 
secure privacy features on all of 
their social media channels, using 
different names and making their 
profiles unsearchable. 
 
While these are successful 
measures when it comes to 
ensuring your personal privacy, 
living on the cloud has made it 
necessary for us to think about 
the confidentiality of out-of-hours 
activities, something which would 
not have been a passing thought 
to anybody not in the public eye 
before the introduction of cloud 
storage. Has living on the cloud 
taken things too far, or is this a 
new level of normality that we will 
have to become used to? Judging 
by the way that things are going, it 
is the latter, which is why it is 
even more important that your 
cloud security is of the highest 
grade.  
 
Cloud storage is as much of a 
consideration for individuals as it 
is for businesses, and it is perhaps 
this work / life balance that is 
increasingly seeing us juggling our 
privacy between the two sections 

of our daily existence. Information 
technology has led to huge 
advances in the quest for an equal 
work / life balance, including 
allowing software which enables 
employees to work on projects 
both in the office and at home, 
email clients which synchronise to 
home and work, and instant 
messaging programs that can alert 
your smart phone should you not 
be in the office.  
 
At first glance, these measures 
sound like the perfect solution to 
the pulls from both home and 
work, but does this mean that we 
are simply living on the cloud, 
making ourselves available to 
anybody, anywhere we are, no 
matter what we are doing? 
 
Accessing your work network 
while you’re at home, and being 
able to get hold of your home 
stuff remotely will certainly have 
its advantages, but it will also 
mean that those twenty minutes 
you have to spare in between 
putting the kids to bed and making 
your own dinner could be easily 
seized by work, unbalancing the 
scales of work and private time.  
 
On the other hand, those twenty 
minutes might be exactly what 
you needed to finish off the 
project that you didn’t have time 
to complete in the office because 
you had to leave early to do the 
school run. 
 
In order to achieve a more equal 
work / life balance, it would seem 
that we are now literally living on 
the cloud, relying on cloud storage 
for almost every aspect of our 
being, including communication, 
business, entertainment and even 
finances. While this would seem 
to be a good thing, and is the next 
logical step in making use of the 
world’s evolving technology, 
individuals and businesses should 
think about how this will affect 
their privacy, their security and 
their lives, because while a cloud 
might be comfortable to sit on, if 
the cloud bursts a hard landing 
awaits.  
*https://www.gov.uk/government/
collections/bring-your-own-
device-guidance 
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