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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses 

compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken 

in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home 

business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business. 

 

Essential reading every month for 

Business Owners and Managers 
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Eve Ash 

Decisions that make you 

feel sick  
There are certain decisions that make 

you feel sick – should you take that 
new job, should you go off and study, 
is now the time to travel?  

 

 
Debbie Leven 
30 ideas for creating 

news stories journalists 

will love 
Ever scrambled around to find PR 

opportunities to raise the profile of 
yourself and your business to get 

media coverage? 

 
Andy Bounds 

How to ensure people 

choose you 
One of my coaching customers taught 
me something really useful last week.  

Check this out…    
 

 
Sunil Bali 

Mr. Blue Sky….. 
Having sold well over 50 million 

records, including the platinum selling 
Mr. Blue Sky (music video), Jeff Lynne 
knows a thing or two about creating 

hit records. 

 
Barry Urquhart 

Scenario planning 

analysis 
Mining resources are finite, ideas and 

innovation and infinite. In that one 
sentence is an overview of the reality 

and the opportunities of, and for, 
Australia. 
 

 
Jonathan Jay 

Reinvention, Bond style 
… the new Bond film, is out at last.   
I’ve booked my seat, and I’m sure you 

have too. And already, it’s got me 

thinking… 
 

 
Per Wickstrom 

Visualizing success: 6 
ways to set yourself apart 

in business 
How can you differentiate yourself 

from the millions of other new 
businesses? 
 

 
Steve Tobak 

Nobody’s net worth is 

worth more than yours 
As you might expect, I spend most of 

my time sitting on my butt staring at a 
13” MacBook Air.  

 
Kalyani Gadre 

8 ways to add Zing to 

your workplace  
“Adventure may hurt you, but monotony 
will kill you”, this is just as true in the 

workplace as it is in life, at general.  

 
Ron Kaufman 

Revolutionising 

service culture in the 

healthcare industry 
What’s happening in the healthcare 

industry? 
 

 

 
Paul Sloane 

Bland products upset 

no-one but delight 

no-one 
A Negative Reaction is Better than No 

Reaction… 
 

 
Drayton Bird 

Be known for something 

special  
… Today's very simple suggestion: find 
something you know about and be a 

specialist. 
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Barry Shamis 

Choosing leaders in the 

New Economy 
The demands of leadership change 
based on the environment and 
circumstances a leader faces.   

 

 
Sunil Bali 

How to become a great 

heartist… 
An educational psychologist recently 

told me that many schools leavers 

have difficulty figuring out who they 
are, because they’ve spent their last 

decade forgetting who they are. 
 

 
Aki Kalliatakis  

Racism can kill your 

business 
Recent controversy around hate speech 

and racism is a warning to business in 
South Africa… 
 

 
Andy Preston 

4 awful ‘sales phrases’ 

that are costing you 

business  
In this article, leading Sales Expert Andy 

Preston explains 4 awful sales phrases 
that most salespeople use, and why they 

will cost them (and you) business… 
 

 
Peter Thomson 

Here¹s how to stick 

to it... 
I keep asking myself.   Again and again 

– and another time after that...   What 
is the ‘it’ that keeps those who ‘stick 
to it’ to stick to it? 

 

 
John Stanley 

It’s not about the 

product, but how the 

customer feels 
Retailing is constantly changing and so is 
how we sell.  
 

 
Amy Morin 

Psychologists say there 

are only 5 kinds of 

people in the World.  
Which one are you? 
 

 

 
 

 
 
 

 

 
Jeff Haden   
Be genuinely confident: 

8 traits the most self-

assured people share 
Confidence can not only be observed - 
the underlying traits can be copied and 
embraced. 

 

 

  

 
Bob Leduc 

How to successfully launch 

a new business activity 
I often talk with business owners who tell me 

how excited they are about a new product or 
service they are offering ...or a new business 
they are launching. 

 

 
Evan Carmichael  

Work to Learn 
Save your business from failing before you 
even begin. 

26 
30 

29 

28 

25 

24 

22 

21 

20 

19 

This month’s contents 

https://pbs.twimg.com/profile_images/582359222270107648/YozPCm9a.jpg


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 

 
 

          Better Business Focus  May 2016 

  

 
3 

There are certain decisions that 

make you feel sick – should you take 

that new job, should you go off and 
study, is now the time to travel? The 

intense fear comes from worrying 

that you’ll make the wrong choice 

and this ‘paralysis by analysis’ can 
strike us at any time. 

 

Why do we struggle so much 

and torment ourselves? 

The fear of making WRONG 

choice or mistake can make you 

feel sick. Some of us hate making 

decisions precisely because of the 

fear of setting something 

irrevocably in motion that can 

never be rectified. Maybe we 

made a mistake once before that 

was a shocking decision and we 

fear regret. You might even be 

telling yourself you are bad at 

making decisions. 

 

You might be decisive about the 

minor things in life, granted, but 

when asked to pick between jobs, 

houses, careers, schools, financial 

packages, countries – you freeze. 

The ramifications of such a choice 

cause your gut to churn.  In a way, 

it’s completely understandable.   

 

We read news stories all the time 

about people who’ve made a fatal 

decision (often through no fault of 

their own).  They got on the 

wrong bus, they took a flight that 

never returned, or they bought a 

house with incurable damp.  Too 

often, there isn’t time to make a 

fully-informed decision. 

 

Psychological paralysis can 

keep us stuck 

The delay in deciding sometimes 

makes it worse. We 

procrastinate, thinking “oh I 

MUST decide” but delaying 

delaying… being unable to decide 

leads to bad feelings — keeps us 

stuck in the past by predicting we 

will not cope in the future. Our 

subconscious or conscious 

thoughts are like a spell: ‘This is 

going to be a nightmare’, ‘I’m 

freaking out’. ‘I can’t handle this’ ‘I 

don’t know what to do’, ‘I wish I 

didn’t have to make this decision 

now’. 

 

What can we do about it? 

What to do when you’re 

presented with a difficult choice? 

Here are some simple ways to 

minimise bad feelings when 

making decisions: 

 

1. Reframe – break 

attachment to negative 

consequences 

Instead of focusing on the 

negatives get into gear and do 

some research about the 

decision. Become more 

informed, discuss, get advice. 

Be sure that you’ve 

researched the decision as 

best you can in the 

circumstances Ask around, get 

what information you can, 

especially if something’s 

nagging at you, and you 

haven’t been able to pinpoint 

it.   

 

Sometimes you’re 

procrastinating for very good 

if not yet consciously 

identified reasons.  Talk your 

dilemma over with someone 

you trust and this will help 

you detach from negative 

consequences. Research the 

pros and cons to the best of 

your ability (if you have the 

time). 

 

2. Realign to guiding goals 

Remind yourself of your main 

goals, in life and at work. This 

will help you with your 

decisions because you can 

align your decision with your 

main guiding goals. If the 

decision clashes with your 

goals and values, and your gut 

definitely doesn’t like what 

Eve Ash 

Decisions that make you feel sick 
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you’re considering then don’t 

proceed for now. 

 

3. Trick yourself with a quiz 

You can create a quiz for 

yourself. Write out a few 

questions, walk away a few 

minutes then come back and 

write out answers. For 

example: 

 Name three people that 

would be good to talk this 

through with and say why. 

 List three reasons this is a 

great decision – the pros. 

 List three reasons this 

decision is a poor one – the 

cons. 

 List five consequences of 

your decision then put them 

in two columns – OK and 

Worries me 

 When I make this decision 

whom will I tell and how will 

it feel – on a scale of 1 (not 

a good feeling) to 5 (feels 

great) 

 Complete this sentence. 

When this decision is finally 

made I will …… 

 

4. Live it a little – take a lucky 

dip 

Write out your answer to the 

decision-making – there may be 

more than two answers. Put them 

in a hat and choose one. Now live 

with that for a few hours – 

choose an amount of time and live 

it as if it is true. See how you feel. 

 

Now, set yourself a deadline for 

the decision. Sometimes you 

really have to take the plunge on 

the basis of not much information 

– and no, there won’t always be 

safety nets beneath you either.  

Surround yourself with some 

padding if the decision warrants it, 

e.g. insurance, savings, expert 

advice if the going proves difficult, 

but remind yourself that you are 

the captain of your ship and you’ll 

look after your cargo, no matter 

what. 

 

 

 

 

 

 

 

 

 

 

5. Worst-case-scenario 

desensitisation 

What is the worst-case scenario? 

You fail? You lose something? You 

make a mistake? Keep going over 

the worst case scenario for a 30 

minutes. Go for a walk and face it. 

You know what it is and although 

the die may be cast, you will take 

responsibility. 

 

It’s tempting for some people to 

say “Oh well, I made my decision 

– now the die is cast”.  They 

adopt a fatalistic attitude, which is 

almost worse than the period of 

indecision that preceded it.   

 

It’s just as annoying when people 

(well-meaning friends plus some 

enemies) like to wag the 

metaphorical finger: “You made 

your bed, now lie in it”.  Not 

necessarily so.  We are not 

omniscient; sometimes the best 

decisions and intentions go awry.   

 

This is true, especially those awful 

crossroad-type decisions (often 

about a relationship or career 

move or family member).  Some 

decisions, like babies, should 

never be left to muddle along 

unsupervised.  Keep watch, as 

events can veer very rapidly, 

requiring you to dodge an 

unexpected black swan or two. Be 

ready to adapt behaviour, should 

circumstances alter. 

 

By now, you could be thinking 

“the above only seems to apply to 

tricky or bad decisions”.  You’d 

be right, because obviously if a 

decision plays out in your favour, 

then life is pretty good. 

 

© Copyright, Eve Ash 

 

About the Author 
Eve Ash, Author, Motivational 

Psychologist & Film Producer. 

 

Eve Ash is an entrepreneur who 

founded SEVEN DIMENSIONS in 

1979 (7d-tv.com). She has 

produced over 700 videos on 

management, communication, 

service, best practice, health and 

motivation, winning over 160 

international awards. Her more 

recent work includes CUTTING 
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short comedy films, filmed in USA, 

a multi-award winning feature 

documentary SHADOW OF 

DOUBT about a wrongful 

conviction in Tasmania 

(shadowofdoubt.tv) and the 

FINDING MY MAGIC cartoons 

to teach children confidence, 

featuring Olympian Cathy 

Freeman. 

 

Eve was a national winner of a 

Telstra Australian Businesswoman 

award. Her books, Rewrite Your 

Life! and Rewrite Your Relationships! 

(see screenshot), are published by 
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Ever scrambled around to find PR 

opportunities to raise the profile of 

yourself and your business to get 
media coverage? 

 

News stories are a great way to 

get coverage in the press and 

media.  But, creating news stories 

that journalists will love can 

sometimes feel like feast or 

famine – some month’s news 

stories might pop up all over the 

place, the next month – nothing. 

 

The Key to Giving Journalists 

What they Want 

So, how do some individuals and 

businesses manage to maintain a 

consistently high profile?  Bigger 

businesses may well have 

considerable budgets and a 

dedicated Public Relations team 

but that does not mean that such 

media coverage is out of reach for 

smaller businesses.  The key is to 

have an understanding of what 

journalists are looking for and to 

give that to them consistently, in a 

way that serves their purposes as 

well as yours. 

 

Planning Your News Stories 

You probably have a number of 

news stories but you might not 

realise it.  And, you’ll certainly 

have the potential to ‘create’ 

news stories to get noticed.  

 

That’s exactly what the big boys 

do – they find a way to get 

noticed, they ‘create’ stories.  So, 

you have to think about it from 

both perspectives.  You need to 

capture the news stories you have 

and that you know will be coming 

along.  And, you have to think 

about what you can do to ‘create’ 

a news story too. 

 

Let’s be clear,’creating’ doesn’t 

mean making it up.  It simply 

means understanding what 

journalists want from you and 

then packaging what you have in a 

way that fits with that.  So, where 

do you start? 

 

First, have a good understanding 

of what journalists want.  Second, 

list down the obvious news 

stories you have or you know are 

coming up.  Third, think about 

things you can do to ‘create’ a 

news story.  

 

Check out the list below for help 

to pin down the stories you might 

already have as well as those you 

can ‘create’ to get media 

coverage. 

 

30 Ideas for finding and 

‘creating’ your news stories 

Any of the following would 

provide a ‘hook’, or reason, for a 

news story that you could use to 

promote your business and get 

media coverage: 

1. being the first to do 

something 

2. launch of new service 

3. opening new premises 

4. new appointments 

5. staff promotions 

6. change of premises 

7. being on the shortlist for 

awards 

8. winning awards 

9. sponsoring awards 

10. sponsoring events or 

individuals 

11. staff charity fund raising 

efforts 

12. partnership arrangements 

13. contract win/new business 

14. taking on new 

position/responsibilities (for 

example, for a local 

community group or network) 

15. launching an initiative 

16. collaborating with other 

businesses and organisations 

17. working with the local 

community 

Debbie Leven 

Want media coverage? 30 ideas for creating 

news stories journalists will love 

 
                  

                                                                                                                                                 

“You probably have a number of news 

stories but you might not realise it.  

And, you’ll certainly have the potential 

to ‘create’ news stories to get 

noticed.” 

http://www.prcoach.co.uk/have-you-hit-the-media-hotspot/
http://www.prcoach.co.uk/have-you-hit-the-media-hotspot/
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18. launching an information 

guide/book 

19. launching an awards scheme 

20. supporting a charity 

21. major achievements – 

announcements of business 

growth and development 

22. events that you host – open 

days, information seminars, 

workshops 

23. speaker opportunities – and 

using those to make 

announcements 

24. results of research carried out 

25. milestones – 1000th 

customer, significant birthday 

of staff, significant 

achievement with a client. 

 You can use milestones in all 

sorts of ways.  They might be 

milestones to do with your 

business, to do with your 

sector, to do with the local or 

wider community 

26. anniversaries – 1, 5, 10 years 

in business.  Again, you might 

also be able to tie in to an 

anniversary that is relevant to 

someone else or another 

business/organisation 

27. stunts – this one needs careful 

handling but there is always 

scope for doing something 

unusual that gets you noticed 

28. seasonal ideas – there are 

some things that happen every 

year.  Knowing that means 

that you can do things, or 

time announcements, to get 

more attention.  For example, 

if you are creating some sort 

of Mums’ pamper service then 

you would launch it for the 

lead up to Mother’s Day for 

maximum impact.  Think the 

things that happen each and 

every year that are relevant to 

your business and how you 

can use them 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

29. on the back of a news story 

or current trend/theme – 

think about what is being 

talked about at the moment 

and how you might be able to 

tap into that.  For example, 

sporting events, General 

Elections, Presidential 

Elections 

30. getting profile from well 

known personalities – getting 

the biggest ‘A’ List star to help 

launch your latest product or 

service isn’t realistic.  But, 

maybe there’s something you 

do that can be tied in in some 

way.  I remember reading a 

story about a cake 

competition – the winner built 

a life size cake of Prince 

George.  Now, that was 

certainly, visuallly, amazing.  

And, it’s something that gets 

talked about too. 

 

And, here’s a bonus idea. 

 

Be remarkable – do something so 

totally amazing that people just 

have to talk about it.  If you do 

then I’ll guarantee that right there 

you will have a cracking news 

story. 

 

What Next? 

You then need to put it all into a 

calendar.  It’s important too to do 

your research to find the right 

journalists who will be interested 

in your news story.  For any news 

story you will need to tailor your 

approach to make it as relevant as 

possible.  The news hook is one 

part of it, you also need to include 

other elements the journalist will 

want such as human interest. 

 

So, if you are targeting local, 

national, regional, trade press and 

media then you will need press 

releases that are tweaked for each 

of those, tailored for their specific 

audiences. 

 

Remember too, you don’t need to 

rely just on news stories to get 

noticed by journalists.  There are 

other ways and those should be 

slotted into your Public Relations 

calendar too. 

 

 

 

 

 

When you do have a news story 

then make the most of it by 

promoting it to the audiences that 

matter to you via: your email 

subscriber list, your website, 

Slideshare, social networks etc.  

 

You’ll want to present the story 

tailored for them.  Don’t just send 

them the press release or send 

them a link to it.  They need the 

information presented differently. 

 

In a nutshell: Your news story has 

to add value and be relevant to a 

journalist’s audience.  But, finding 

a reason for a story isn’t as 

difficult as you might think – you 

have very many news stories, it’s 

just a matter of spotting them and 

packaging them in the right way. 

So, what’s your next news story 

coming up and how are you going 

to package that for your key 

journalists? 

 

© Copyright, Debbie Leven 

 

About the Author 

Debbie Leven is an award winning 

Public Relations consultant.  She 

has worked in Public Relations for 
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service based businesses and 

entrepreneurs get their message 
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One of my coaching customers taught 
me something really useful last week.  

Check this out… 
 

She’d recently applied for - and got - a 
fantastic new job (“It’s the job of my 

dreams, Andy. I never thought they’d 

choose me”) 
 

She told me that my interview tips 

had helped her in two ways, in 

that they’d: 

 helped her get the job; and 

 given her new confidence and 

skills to take into every 

interaction – not just the job 

interview 

 

I knew the first. But was surprised 

by the second. She said I should 

share these techniques in a 

Tuesday Tip. In her words, 

“These tips are helpful for 

everyone applying for a job. And 

for everyone who isn’t.” 

 

So, everyone then! 

 

Here are the tips… 

 

#1 Focus on what you cause, 

not what you do 

If I asked you “what do you do?”, 

you’d probably say one of two 

things: 

1. your job title - “I’m an 

accountant”; and/or 

2. the tasks you do most days - “I 

prepare Tax Returns” 

 

But people don’t care what you 

do.  They only care what they’re 

left with after you’ve done it (the 

AFTERs) - “I help people pay less 

tax” 

 

So, it’s what you cause that 

counts. 

 

Therefore, when preparing for an 

important interview/meeting, try 

this: 

 Get a piece of paper 

 On the left-hand side, draw a 

two-column table 

 Title Column #1 ‘The main 

tasks I do’ 

 Title Column #2 ‘The AFTERs 

it causes‘ 

 Populate #1 with the tasks 

you do at work – a new row 

for each task 

 Populate #2 with the positive 

business impact each task 

causes. In other words, why 

the business is better off 

AFTER you’ve done it 

 

When you’ve completed this, 

you’ll notice two things: 

 When you discuss your job, 

you tend to focus more on 

the things in #1. That isn’t a 

surprise - after all, that’s what 

you do all day 

 but others will be much more 

interested in what you’ve 

written in #2 

 

 

So, in interviews/meetings, you 

should focus more on the 

AFTERs. 

 

#2 Prove you caused these 

things to happen 

Your next step is to provide cast-

iron proof that you can cause 

Column #2’s AFTERs to happen. 

So, construct a third column 

called ‘proofs’.  In it, list real-life 

examples of when you delivered 

#2’s AFTERs. 

 

#3 Prove that you’re different 

Interviews involve you proving 

you can deliver the AFTERs the 

interviewer wants in ways others 

can’t. 

 

Although Columns #1-#3 impress, 

others - your ‘competitors’- could 

say the same. So, you now need 

to prove that you cause these 

AFTERs in ways that others can’t. 

 

To do this, create a fourth column 

titled ‘Unlike others…’  In it, list 

the different 

approaches/experiences you bring 

- ones that others simply can’t say 

- that helped deliver #2’s AFTERs 

 

#4 Learn your table 

Now you’ve completed the table, 

learn it.  Don’t take it into your 

interview/meeting! 

 

And, once you’ve learnt it, here’s 

how you should use it… 

 

Andy Bounds 

How to ensure people choose you 

 
 

“If I asked you ‘what do you do?’, you’d 
probably say one of two things: 

1.  your job title – ‘I’m an accountant’; 

and/or 

2. the tasks you do most days – ‘I prepare 

Tax Returns’.” 
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#5 Focus on their priorities, 

not yours 

Your table contains everything 

you do, the AFTERs it causes, 

proof it works and why nobody 

else can say the same as you. 

 

However, your interviewer won’t 

want to know every single thing in 

your table.  Instead, she’ll be most 

interested in the rows that tie in 

with her priorities. 

 

To find which ones these are, 

ask.  So, script and rehearse the 

questions you’ll use to uncover 

her top priorities. For example, 

you might say “There are many 

areas we could focus on today. 

But let’s start with the most 

important.  Which are your key 

priorities?” 

 

(Note: you don’t have to use 

these words exactly. But you do 

need to know which words you’ll 

use… or you might not ask. And, 

if you don’t ask, you won’t know) 

 

Her answer will (hopefully) be 

something you’ve written in 

Columns #1 or #2 - “our biggest 

priority is… 

 …that you know how to 

complete Tax Returns” or 

 …to help our customers 

reduce their tax bills” 

 

Once she’s told you the row she’s 

interested in, discuss everything in 

it. After you’ve done so, she’ll 

realise you can deliver positive 

business impact in ways others 

can’t. 

 

#6 Remove the things you’re 

dreading 

One final thing to prep: there’ll be 

certain sentences you dread 

hearing her say… “you’re too 

expensive… you don’t have the 

experience… we already have a 

preferred candidate” and so on. 

 

It’s essential you also know how 

to remove these.  This is relatively 

straightforward to do, but takes a 

bit of explaining. 

 

 

 

 

 

 

 

 

 

Action point 
…why not create your table?  It 

won’t take long.  But it will help 

you - as my customer says - when 

you’re in job interviews, and when 

you aren’t. 

 

And, if you want loads more 

simple tips to incorporate into 

your next conversations, check 

out these videos. 

 

 

© Copyright, Andy Bounds 

 

About the Author 
Andy Bounds is an expert at 

helping companies to 

communicate and sell better. 

Author of two best-selling books 

and winner of the title Britain’s 

Sales Trainer of the Year, Andy 

has shared his expertise with 

some of the world’s largest 

companies, helping every one of 

them have more success. 

Marketing legend Drayton Bird 

said Andy had taught him ‘… 

more about effective 

communicating than a lady who’d 

taught two American Presidents’.  

 

Are you following me on twitter? 

 

To receive my weekly tips on how 

to communicate more effectively, 

click here 

 

Short of time? Here are my Quick 

Wins 

 

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

 

Sunil Bali 

Mr. Blue Sky….. 

 
 

Having sold well over 50 million records, 

including the platinum selling Mr. Blue Sky 

(music video), Jeff Lynne knows a thing or 

two about creating hit records. 
 

When asked, where he gets his inspiration from he 
replied, “Tea." 
 

Lynne says that the most important part of writing a 
great song is to make sure that he tunes himself before 
he tunes his instruments. 

 
Before he starts writing, Lynne sits on his own in his 

garden in Beverly Hills with a cup of tea and just lets his 

mind wander. By the time he’s finished his cup of tea he 
usually has a riff or a phrase that is the starting point of 

a song. Sometimes it requires a second cup of tea, but 
never a third. 

 
The likes of Picasso, Mozart, Einstein and many other 
greats have championed the practice of silence and 

solitude as a source of great ideas. 
 

Research by neuroscientists has backed what Nikolas 
Tesla, inventor of the electric motor, said over 100 
years ago that,  "The mind is sharper and keener in 

seclusion and uninterrupted solitude. Originality thrives in 
silence. Be alone, that is the secret of invention. Be alone, 
that is when ideas are born." 

 
The clue to the source of inspiration lies in the root of 

the word itself, in – spirit. 
 

As well as being a source of creativity, I find that being 

still and tapping into your spirit at the beginning of the 
day, increases your resilience for the rest of the day and 

muffles the madness. 
 

© Copyright, Sunil Bali 

 

About the Author 
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of working with some great entrepreneurs, 
professionals and leaders. 
 

Co-ordinates 
E-mail: sunil@sunilbali.com  

Web: www.sunilbali.com  

LinkedIn: http://uk.linkedin.com/in/sunilbali1 

 

 
 

http://mailout.glow-internet.com/t/r-l-ztrzkl-thkylultth-t/
http://mailout.glow-internet.com/t/r-l-ztrzkl-thkylultth-t/
https://twitter.com/andy_bounds
http://www.andybounds.com/advice/tips2/
http://www.andybounds.com/advice/quick-wins/
http://www.andybounds.com/advice/quick-wins/
mailto:andy@andybounds.com
http://www.andybounds.com/tips
mailto:sunil@sunilbali.com
http://www.sunilbali.com/
http://uk.linkedin.com/in/sunilbali1


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 

 
 

          Better Business Focus  May 2016 

  

 
9 

Mining resources are finite, ideas and 

innovation and infinite. In that one 
sentence is an overview of the reality 

and the opportunities of, and for, 

Australia. 
 

Critical analysis of scenario 

planning details reveal some 

substantive and important 

elements.  Many of the aspects 

also relate, and are pertinent to 

individuals, sectors and regions. 

  

Significant policy reviews are 

required.  Business models that 

are outdated and outmoded 

(often created and implemented 

prior to the evolution of the 

digital marketplace) need to be 

refined, developed and enhanced 

– if not replaced. 

  

In many instances, supply chains 

can be reconfigured, sharpened 

and shortened – to be more 

effective, efficient and productive. 

  

Inequitable duopolistic 

frameworks should be addressed 

and redressed.  Legislative 

inadequacies need to be 

overcome and the status quo of 

market power and strength be 

subjected to objective and 

authoritative analysis.  

Retrospective Federal and State 

legislation may be needed to be 

introduced with a measure of 

anti-trust laws, to effect greater 

and more balanced competition 

and client choice. 

 

Myths surrounding macro-

groupings, like “small business”, 

need to be shattered.  Australia 

has learnt that its politically-based 

foreign relations flounder because 

of references to “Asian 

Countries”.  Individual nations, 

including Singapore, Indonesia, 

Malaysia and Vietnam must be 

recognised, respected and 

responded to. 

  

Likewise small businesses! 

  

The grouping is not a huge 

integrated monolithic block of 

trading entities.  Each has unique 

and differing circumstances, needs 

and participants.  Therefore, each 

of the three key issues for 

business, industry, small 

organisations, needs to be studied 

within the context of an objective, 

detached and structure 

framework. 

  

These key issues are: 

• Capital – adequacy and access  

• Communications  

• People – recruitment, 

retention, training  

 

© Copyright, Barry Urquhart 

 

About the Author: 
Barry Urquhart, Managing 

Director, Marketing Focus, Perth, 

is an inspiring speaker, author of 

Australia’s top two selling books 

on customer service and an 

international consultant on 

dynamic innovation and creativity. 

Barry is author of six books, 

including the two largest selling 
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“Marketing Magic – Streetsmart 
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Business”. 

 

He is one of Australia’s most 

active keynote speakers and is an 

internationally recognised 

authority on quality customer 

service, consumer behaviour and 

creative visual merchandising. 

Marketing Focus is a Perth based 

market research and strategic 

planning practice. The firm and 

Barry consult to multinational, 

national and local entities in the 

private sector and the public 

sector. He is a former lecturer in 

Marketing and Management at the 

Curtin University of Technology 

and has degrees in marketing, 
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Co-ordinates 
Mail: 26 Central Road, Kalamunda, 

Western Australia 6076 

Tel - Office: 006 1089 257 1777 

Tel - Mobile: 006 1041 983 5555 

E-mail: 

Urquhart@marketingfocus.net.au 

Website: 

www.marketingfocus.net.au 

Barry Urquhart 

Scenario Planning Analysis 

 

“Critical analysis of scenario planning 

details reveal some substantive and 

important elements.  Many of the aspects 
also relate, and are pertinent to 

individuals, sectors and regions.” 

mailto:Urquhart@marketingfocus.net.au
http://www.marketingfocus.net.au/
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So Spectre, the new Bond film, is out at 

last. 
  

I’ve booked my seat, and I’m sure you 
have too. And already, it’s got me 

thinking… 

  

There’s a huge business lesson in 

Bond…! 
  

See, the films have been around 

for over 50 years - and for most 

of that time, they’ve been cool 

and iconic. But we can’t deny it, 

there was a definite lull. 

  

Sorry to say this (Roger!), but in 

the late 70s and 80s, they lost 

their kudos…lost the plot…and 

turned decidedly naff. 

  

(I mean, have you seen Octopussy? 

Or A View to a Kill? They’re not 

great..) 

  

So what happened? 

  

I think it’s fair to say, the 

producers got complacent. They 

knew all the vital ingredients: cars, 

girls, gadgets and cat-stroking 

undersea bad guys…so they 

stopped trying. 

  

Suddenly, they cared a little bit 

less about quality, and took their 

audience for granted - thinking 

“What the heck, they’ll lap it up 

anyway!” 

  

Then in ‘89, when License to 

Kill was a (comparative) flop, the 

producers must have taken a long 

hard look in the mirror. Because 

the next movie, Goldeneye, was a 

world apart. 

  

The key elements were still there. 

But now the stories were better, 

production was sharper…and box 

office revenues doubled. 

  

Check the stats: the films with 

Piers Brosnan and Daniel Craig 

have been staggeringly successful. 

Taking a flagging franchise and 

breathing in new life. 

  

Like I said, there is a point to this… 

  

That makeover process must have 

hurt. Lots of soul-searching at Eon 

Productions, some bitter 

recriminations and tough 

decisions taken before they could 

re-emerge. 

  

But it had to be done. 

  

Without those bullet-biting 

moments, they’d have coasted out 

of business. But instead, they 

pretty much rule the world now. 

  

You have to push through the pain! 

  

So let’s be honest now. In 

Bond terms, where is your 

business at? 

  

…In the raw, give-it-your-all early 

days of Goldfinger? 

  

…Taking customers for 

granted, Octopussy style? 

  

…Or digging in hard, hell bent on 

improvement like Casino Royale? 

If you’re a mid-80s Bond flick, 

coasting along, you know you’ve 

got to do better! 

  

And while I can’t help you to fix a 

broken product or improve a 

flagging service, I can help you to 

pump some more money into the 

business… money that will help 

you to solve any problem you 

choose. 

  

How? Through systematic, 

methodical lead generation: 

  

Tracking down the kind of people 

you want as customers…bringing 

them to a landing page to start a 

relationship…informing and 

educating them, so they can make 

the right buying decision…then 

staying in their mind, to generate 

more profitable sales. 

  

I want to tell you more. So if 

you’re a business owner (and 

looking to be more Craig than 

Dalton!) you should join one of 

my team for a Free Marketing 

Strategy Session. 

  

We’re going to show you a 10-

step blueprint for success. Then 

you can put it into practice 

yourself…or do it with us. All I 

ask is that you’re looking to grow 

your business right now, and that 

you can afford to invest at least 

£995 per month in your 

marketing. 

  

Want to know more? Watch 

this video, where I’ll explain 

how we work. Then book 

your place in the web form – 

Jonathan Jay 

Reinvention, Bond Style 

 
 

“And while I can’t help you to fix a broken 

product or improve a flagging service, I can 
help you to pump some more money into 

the business - money that will help you to 

solve any problem you choose.” 

http://email.emails.digital-lighthouse.co.uk/c/eJwdjjEOhCAURE8jnYSPoFhQbLP3APnCj6AbxcbTL7vJVDMvLxOs8-gNIysFaBDSgBBmkFwLwUfQk-6UwOIoXzxQpOpynymmmo77Qr4c_N5YahItNYzLOs3LpFTQoAOAcWDmWTUtyzbV-umGVyffLeuJ2Bd3blhpj70_jq25SlsK_it22hIbtLu9HfD04EPuh3wBA7Q3BA
http://email.emails.digital-lighthouse.co.uk/c/eJwdjjEOhCAURE8jnYSPoFhQbLP3APnCj6AbxcbTL7vJVDMvLxOs8-gNIysFaBDSgBBmkFwLwUfQk-6UwOIoXzxQpOpynymmmo77Qr4c_N5YahItNYzLOs3LpFTQoAOAcWDmWTUtyzbV-umGVyffLeuJ2Bd3blhpj70_jq25SlsK_it22hIbtLu9HfD04EPuh3wBA7Q3BA
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or skip the queue right now 

by calling Derek on 0203 375 

1138. 

  

Sure, my video isn’t a blockbuster. 

There are no car chases, no 

explosions…not even a catchy 

theme song! But will it re-invent 

your business, Bond Style? 

  

There’s only one way to find 

out. 

  

Watch the video, or call Derek 

now on 0203 375 1138. 

  

P.S. Aficionados say George 

Lazenby was a very good Bond – 

and yet, the world has forgotten 

him. 

  

If you run a quality business that’s 

getting overlooked, be a Connery 

– not a Lazenby! Talk to Derek, 

and let’s get you noticed. 

  

Take a look at the video. Then 

call Derek on 0203 375 1138– 

or click here to request a call 

back. 

 

© Copyright, Jonathan Jay 

 

About the Author 
Mr Jay is an accomplished 

businessman and marketing expert 

who always speaks from 

experience. In 2010 he was the 

top European in an international 
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Jonathan has written five books, 
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commented on business and 

marketing on BBC Breakfast, 

CNBC News and Sky News. He 

has been a guest on over 25 radio 

shows. 
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Per Wickstrom 

Visualizing success: 6 ways to set 

yourself apart in business 
 

 
 

(BPT) - More than half a million new businesses emerge onto the scene over 

the course of each month, according to Forbes Entrepreneurs. But even more 
businesses shut down than start up. Whether you’re a new business owner or 

an employee looking to take your career to the next level, it’s definitely a 

competitive environment. How can you differentiate yourself from the millions 

of others? 
 

“Developing a purpose and setting goals to accomplish that purpose is the key to success,” says 

Per Wickstrom, founder of Best Drug Rehabilitation and successful business leader. “As an 

individual, you have a unique and fresh perspective, so it’s important to let that shine through.” 

Wickstrom offers his proven tips for setting yourself apart from the rest to reach your business 

and career goals: 

 Give back to the community: Never underestimate the power of giving back to your 
surrounding community. The local community is what helps your business grow, and giving back 
is immensely rewarding and valuable. From volunteer days to donation drives, there are hundreds 
of ways for you and your business to give back to the community. 

 Tell your unique story: All successful people have role models and mentors from which they 
draw inspiration and knowledge, but it’s important to continue to develop your own individual 
style and viewpoint. How did you get where you are today? Don’t be afraid to be your dynamic 
and complex self. 

 Continue to learn: Commit to learning something new each and every day. To be innovating 
and create new products and services, you need to stay on top of the trends and news in your 
industry. Keep an open mind and always be ready to absorb as much information as you can. 
Being flexible and adaptable are some of the most valuable assets. 

 Learn from your mistakes: Of course you’ll never make it to the top without learning from 
your many mistakes along the way. There are very few “overnight successes” in the world, and 
it’s likely you’ll spend years working towards your greatest accomplishments. When you 
experience a setback, don’t let it overwhelm your rational thinking. Instead, let it fuel your 

motivation on the road to achieving your goals. 

 Keep productivity top of mind: When collaborating with others, meetings can be both 
incredibly productive or a complete waste of time. Keep your meetings and brainstorm sessions 

compelling and energetic without letting them run too long. Put away your smartphone and other 
devices to focus on the task at hand. 

 Focus on your passion: Successful entrepreneurs and business leaders are not successful 
because they let money drive them. Instead, they focus on their passion and spend time working 

on a vision that pulls them forward. While this involves a bit of risk, every successful person must 
take that leap in order to develop their goals and dreams. When you visualize your success, it 
means you believe what you want is more than possible. 

 

For anyone seeking validation that rehabilitation works, Per Wickstrom’s success is more than 

enough evidence. For more information and influential tips on success, visit perwickstom.com 

 

http://email.emails.digital-lighthouse.co.uk/c/eJwdjjEOhCAURE8jnYSPoFhQbLP3APnCj6AbxcbTL7vJVDMvLxOs8-gNIysFaBDSgBBmkFwLwUfQk-6UwOIoXzxQpOpynymmmo77Qr4c_N5YahItNYzLOs3LpFTQoAOAcWDmWTUtyzbV-umGVyffLeuJ2Bd3blhpj70_jq25SlsK_it22hIbtLu9HfD04EPuh3wBA7Q3BA
http://email.emails.digital-lighthouse.co.uk/c/eJwdjjEOhCAURE8jnYSPoFhQbLP3APnCj6AbxcbTL7vJVDMvLxOs8-gNIysFaBDSgBBmkFwLwUfQk-6UwOIoXzxQpOpynymmmo77Qr4c_N5YahItNYzLOs3LpFTQoAOAcWDmWTUtyzbV-umGVyffLeuJ2Bd3blhpj70_jq25SlsK_it22hIbtLu9HfD04EPuh3wBA7Q3BA
http://email.emails.digital-lighthouse.co.uk/c/eJwdjjEOhCAURE8jnYSPoFhQbLP3APnCj6AbxcbTL7vJVDMvLxOs8-gNIysFaBDSgBBmkFwLwUfQk-6UwOIoXzxQpOpynymmmo77Qr4c_N5YahItNYzLOs3LpFTQoAOAcWDmWTUtyzbV-umGVyffLeuJ2Bd3blhpj70_jq25SlsK_it22hIbtLu9HfD04EPuh3wBA7Q3BA
mailto:info@digital-lighthouse.co.uk?subject=Please%20call%20me%20back&body=I%20would%20like%20a%20call%20back%20from%20Derek%20to%20talk%20about%20my%20business.%0D%0AThe%20best%20time%20to%20call%20me%20is%20
mailto:info@digital-lighthouse.co.uk?subject=Please%20call%20me%20back&body=I%20would%20like%20a%20call%20back%20from%20Derek%20to%20talk%20about%20my%20business.%0D%0AThe%20best%20time%20to%20call%20me%20is%20
file:///L:/Team%20Folders/Bizezia/PRODUCTS/BBF/Articles%20for%20Use/www.digital-lighthouse.co.uk
file:///L:/Team%20Folders/Bizezia/PRODUCTS/BBF/Articles%20for%20Use/www.digital-lighthouse.co.uk
mailto:info@digital-lighthouse.co.uk
mailto:info@digital-lighthouse.co.uk
http://www.forbes.com/sites/jasonnazar/2013/09/09/16-surprising-statistics-about-small-businesses/#2715e4857a0b5e9996453078
http://www.perwickstrom.com/
http://www.perwickstrom.com/
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As you might expect, I spend most of 
my time sitting on my butt staring at 

a 13” MacBook Air. I do take 

frequent breaks, mind you. Usually to 

make tea, munch on something, 
annoy my wife, pick fruit, chop down 

trees, go for a run, play with Daphnie 

… you know, whatever. 
 

While I am freakishly disciplined 

when it comes to work (yes, I do 

practice what I preach), I do 

occasionally succumb to the urge 

to screw around online. Yes, it’s 

rare, but I’m human and 

sometimes Google my name just 

to see who’s plagiarizing me, 

cursing the ground I walk on, that 

sort of thing. 

 

Get this. The top searches that 

come up after my name are, in 

descending order: “fox business,” 

“net worth,” “entrepreneur,” 

“bio,” and “email.” 

 

That’s right. Sandwiched between 

the two media outlets that publish 

my columns, above who I am and 

how to contact me, folks want to 

know how much dough I’ve got 

stashed away under my mattress. 

That’s just nuts. 

 

Can someone please explain to 

me what that’s all about? What 

am I, Donald Trump? Mark 

Cuban? Oprah Winfrey? 

 

I even tried doing the same thing 

for some people I consider to be 

peers and the money thing 

doesn’t come up atop their 

Google searches. Why mine? Is it 

something I said? Something I did?  

Something I ate? What? 

 

I’ve maybe searched for 

someone’s net worth once or 

twice while researching an article. 

Otherwise I couldn’t care less 

what anyone is worth. And if I 

wasted my precious time with 

nonsense like that instead of 

working my tail off all these years, 

I’d be worth zilch. 

 

I know I’m probably preaching to 

the choir here, but here’s the 

thing: If you find something 

someone writes to be thought 

provoking, informational, 

entertaining – whatever – just 

read more. The only thing 

interesting about me or anyone 

else who does what I do is what 

we have to offer you: 

observations, insights, and lessons 

from our experience. That’s our 

product. 

 

My real concern is that the smart 

gadget / information age is turning 

us into voyeurs instead of doers. 

It’s OK to screw around and have 

a little fun with it once in a while, 

just don’t let all this access take 

over your life. Trust me, it’s not 

worth it. Nobody’s life is more 

interesting – and nobody’s net 

worth more important – than 

yours. 

 

© Copyright, Steve Tobak 

 

About the Author 
Steve Tobak is a management 

consultant, executive coach, 

professional speaker, and former 

senior executive with more than 

20 years of experience in the 

technology industry.  

 

He's the managing partner of 

Invisor Consulting, a Silicon 
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Steve is also a popular leadership 

and management columnist for 

Inc. and Fox Business. 

 

Co-ordinates 
Web: 

http://www.invisor.net/about/  

Email: stobak@gmail.com and 

http://www.invisor.net/contactus/ 

Linkedin: 

http://www.linkedin.com/in/stobak 

 

 

Steve Tobak 

Nobody’s net worth is worth more than yours 
 

 
 

“I’ve maybe searched for someone’s net 

worth once or twice while researching an 
article. Otherwise I couldn’t care less what 

anyone is worth. And if I wasted my 

precious time with nonsense like that 

instead of working my tail off all these 

years, I’d be worth zilch.” 

http://stevetobak.com/about/
http://www.invisor.net/about/
mailto:stobak@gmail.com
http://www.invisor.net/contactus/
http://www.linkedin.com/in/stobak
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“Adventure may hurt you, but 

monotony will kill you”, this is just as 
true in the workplace as it is in life, at 

general. We have plenty of things to 

entertain us, we have hobbies, we 

have friends, a few of us have 
accomplished our childhood goals, 

yet something is amiss. We are all 

running a rat race, day in and day out: 

we wake up in the morning, run for 

that 8 o’clock bus, chase deadlines 
and targets, run back home, dodge 

traffic, grab some nosh, all this while 

constantly peeking into our cell 

phones and finally we put ourselves 
to bed and REPEAT. Huff!! 

 

While we are busy spending most 

of our day at work, monotony 

creeps into our lives causing us to 

get bogged down with a sense of 

stagnation and boredom. 

Stagnation is slow death and 

boredom mars the vigour of the 

mind thus hampering employee 

performance and the 

organization’s success at large. 

The onus of breaking the 

interminable wheel of monotony 

lies with the human resources 

department of the organization. 

 

Employee Engagement Activities 

are a great tool, not only will they 

bring employees out of the rut, 

but also will they help increase 

productivity, job satisfaction, team 

interaction and facilitate open 

communication between 

management and employees. The 

key lies in adding a little zing or 

zest to the routine activities. 

Following are the ways or means 

to liven up your Employee 

Engagement initiatives: 

 

1. Instil Organisational Values 

Unconventionally 

Organisational values are the 

mirrors of an organisation, they 

depict the culture, beliefs, 

principles which form the basis for 

the vision, mission and ground 

rules that employees are expected 

to follow. “Charity begins at 

home”, we know; likewise it is 

important that the internal 

stakeholders i.e. the employees 

possess these values. 

 

How does one instil these values? 

Sermons? Lectures? 

Presentations? Pages of material 

preaching these values? Will all 

these methods really drive home 

the point? 

 

Why not add a dash of fun to a 

core value initiative by 

incorporating quizzes, games, 

topics of discussion and puzzles 

based on values like Integrity, 

Empathy, Respect, Self-confidence, 

Commitment, Emotional 

Intelligence and Tolerance 

towards Diversity etc. so that 

employees can imbibe in 

themselves these essential values. 

Two birds, one stone. Fun and 

Learning. 

 

2. Encourage Innovation 

In today’s corporate world, 

Innovation is a key mantra to 

enhance business competitiveness 

and sustainability. A developing 

business environment that 

supports innovation helps 

establish the organization as a 

driver of performance and 

positive change. 

 

Encouraging innovation is not only 

favouring employees to ideate or 

dream big but also is to equip 

them to execute or chase those 

dreams and materialize or 

transform them in to reality. This 

will allow employees to unleash 

their creative sides and work 

more smartly towards 

accomplishing personal as well as 

organizational goals. 

 

3. Foster Teamwork 

In unity lies true strength, when 

there is teamwork and 

collaboration, wonderful things 

can be achieved. When team 

members work in full co-

ordination and support of each 

other they have a clear vision of 

their goal and can put in 100% 

efforts. 

 

Foster team work through various 

activities that will empower teams 

to take their own decisions as far 

as possible and they will amaze 

you with their improved 

performance and the organization 

will succeed in the bargain. 

 

4. Enjoy Friday Frenzies 

Fridays in most organizations 

mark the beginning of the much 

awaited ‘weekend’. Fridays are 

generally relaxed as most of the 

week’s work has been wrapped 

up and employees are all geared 

up for the weekends, they already 

Kalyani Gadre 

8 ways of adding zing to your workplace  

                                                                                                                                                         

“Organisational values are the mirrors of 

an organisation, they depict the culture, 
beliefs, principles which form the basis for 

the vision, mission and ground rules that 

employees are expected to follow.” 

https://niojak.com/hr-mall/hr-tools/employee-engagement-kits.html
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have their plans ready and can’t 

wait to get through the day. 

 

Since the work pressure’s less 

why not create some excitement 

by sparing an hour or so, 

celebrating the week with some 

fun and bonding activities that will 

help employees unwind. Fun and 

bonding activities can help 

employees get rejuvenated for the 

coming week. 

 

5. Facilitate Communication 

For any organization or corporate 

relationship to be successful it is 

of utmost importance that all the 

stakeholders are aware of what is 

expected from them. This is 

possible only and only if they 

communicate clearly and 

effectively. Communication helps 

strengthen the bond between 

people. In an organization 

employees and management 

should be able to communicate 

with each other without 

hesitation. For the management it 

is important to feel the pulse of 

the employees and find out if they 

are happy with their work, 

because if the employees are 

happy they will make sure the 

customers are served well. For 

the employees it is important to 

know whether or not they are 

working in line with what is 

expected from them by the 

organization. 

 

In order to facilitate open 

communication between 

employees and management fun 

activities which involve enhancing 

verbal, non-verbal and anonymous 

communication should be 

incorporated. Employees should 

be trained to look out for non-

verbal cues in communication like 

postures, gestures, expressions 

and body language. 

 

6. Celebrate, Not Just 

Festivals Or Birthdays 

It is a general trend to celebrate 

staff birthdays and festivals like 

Diwali, Christmas and Id at work 

and employees enjoy these 

celebrations to the core. But then 

these are things they expect, 

there is no novelty or surprise 

element in celebrations like these. 

 

 

 

Organisations have come up with 

a concept of celebrating other fun 

days like World Earth Day, World 

photography day, World Smile 

Day and improve your office day. 

Celebrations like these need only 

about an hour or so in a week but 

are a huge hit among employees 

as they get to learn about 

different areas apart from work 

and they involve a certain fun 

element. 

 

7. Reach Out To Society 

(CSR Activities) 

Corporate Social Responsibility is 

an organisation’s way to give back 

to society what it receives from it. 

CSR initiatives help employees 

reach out to society, thus 

developing the value of empathy. 

CSR activities help gather goodwill 

and sustainability for an 

organization. 

 

Activities like Blood Donor’s day, 

Do your bit for the environment 

day, or Reaching out to the 

unfortunate members of the 

society, will not only make 

employees better citizens, but will 

also aid in breaking monotony at 

work. This will bring in new 

enthusiasm and vigour among 

them. 

 

8. Enhance Skills Through 

Training 

In order to succeed every 

organization must impart training 

to its employees. Training is very 

essential yet managers and 

employees resist it claiming that it 

gets in their way of work, usually 

it is the long and endless training 

sessions they are referring to. 

 

If we could add some fun element 

to training activities, they would 

become cake walk for employees 

and would still help enhance skills 

and that too in a more effective 

way. Making use of games and 

puzzles to impart training, fun 

energizers and ice-breakers in 

break sessions would help the 

trainees get to know their peers 

better and get geared up for the 

next session a little better. When 

fun meets learning, employees 

tend to retain what has been 

learned a little longer. 

 

 

 

The activities stated above are the 

usual Employee Engagement 

Activities which can be made 

impactful and highly effective just 

by adding a little twist of fun and 

innovation to them. Fun and 

Innovation are a sure shot way to 

break monotony and ensure that 

your employees are engaged. 

 

© Copyright, Kalyani Gadre 
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Annual 

Compensation 

Limit Increase 
The Government (BIS) has 

published The Employment Rights 

(Increase of Limits) Order 2016.  
 

It contains the annual increases in 

compensation payments. It applies to 

dismissals (or detriments, etc.) occurring 

on or after 6 April 2016. 

 

The main changes (and they're not going 

to break the bank) are: 

   

 a week's pay - £479 was £475) 

 maximum compensatory award - 

£78,962 (was £78,335) 

 

https://niojak.com/hr-mall/hr-tools/employee-engagement-kits.html
https://niojak.com/hr-mall/hr-tools/employee-engagement-kits.html
https://niojak.com/
http://employmentlawbulletins.us6.list-manage2.com/track/click?u=875913eab2272bcca46358ddf&id=7a0dfe983b&e=97081fcc2e
http://employmentlawbulletins.us6.list-manage2.com/track/click?u=875913eab2272bcca46358ddf&id=7a0dfe983b&e=97081fcc2e
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What’s happening in the healthcare 

industry? 
 

In recent years the healthcare 

industry has undergone – and 

continues to undergo—massive 

changes. Treatment options have 

grown rapidly. Patients know more 

about health, disease, treatments, 

and wellness than ever before. An 

unprecedented surge of medical 

information is available online. Yet 

the enthusiasm this progress 

suggests must reckon with the 

reality of rising costs and shrinking 

budgets. Doctors, patients, medical 

establishments, and nations are 

seeking ways to maximize health 

outcomes while minimizing costs. 

 

Healthcare organisations must 

partner more closely with their 

patients, with organizations in the 

public sector, and with each other, 

to deal with the new challenges and 

expectations. For example, 

healthcare organizations today are 

expected to create and maintain 

electronic health records and 

patient information, while protecting 

privacy and ensuring access only to 

qualified parties. 

 

Healthcare organisations must also 

change the way they deliver service 

and create value for customers. 

Providing consistently excellent 

service to patients is no longer just a 

“nice to have” enhancement. Rather, 

it’s a matter of competitiveness and 

even survival. New pay and 

reimbursement models demand it. 

Governments and private payers are 

now linking reimbursement to 

patient perception of care as well as 

to mandated clinical outcomes, 

documented levels of quality, and 

cost-savings. For example, in the 

USA, government reimbursement 

for inpatient care is now directly 

connected to each hospital’s patient 

survey responses, which are also 

publicly reported. 

 

This transparency is one more 

reason for providing excellent 

service. Patients today are better 

informed than any previous 

generation. They expect faster 

access to medical professionals, 

more convenient transactions, 

better efficiency in processes, and 

more knowledgeable and caring 

service providers. Meanwhile, more 

patients are selecting new medical 

service providers based upon the 

opinions shared by others. 

 

Patients want high-performing 

healthcare organisations: those that 

save lives, restore health and 

provide positive experiences of 

uplifting service. Patient loyalty is 

now determined as much by quality 

of service as much as by medical 

outcomes. Actually, patients tend 

not to make a fine distinction 

between the two. 

 

The good news is that great service 

and perceptions of clinical quality go 

hand in hand. Current research 

confirms that hospital quality 

metrics improve as patient 

experience scores improve. The bad 

news is that medical providers 

cannot thrive today solely on 

medical excellence; building a 

reputation for service excellence is 

also required. 

 

What’s needed to succeed? 

All of us – governments, industries, 

healthcare systems, and the 

individuals who work inside them – 

will need to change the way we 

think about what it means to truly 

serve patients, to serve families, and 

to serve each other in the health 

care community. 

 

Healthcare providers must create 

conversations in which patients feel 

respected and included, as opposed 

to simply prescribing and telling. 

Organizations will need to cede 

more control to patients and 

partner with them to make better 

choices. Those who listen well and 

can provide clear, effective, and 

ongoing communication will be most 

successful. 

 

Serving patients will be less about 

performing surgeries and prescribing 

pills, and more about educating 

them on important practices like 

good nutrition, sufficient sleep, and 

regular exercise. This will require 

partnering more closely with 

employers in workplace wellness 

programs, and with educators in our 

schools. Fortunately, as consumers 

become more aware and health 

Ron Kaufman 

Revolutionising service 

culture in the healthcare 

industry 

 
“Why a paradigm shift is needed and how 

to get one started.” 
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conscious, they will be more likely 

to appreciate the value of these 

proactive health services. 

 

On a macro level, we must find new 

ways to address the needs of our 

growing and aging populations. As 

people live longer they tend to 

develop chronic conditions and 

illnesses: heart disease, high blood 

pressure, cancer, diabetes, etc. 

Treating such these patients can be 

hugely expensive and often 

unsuccessful. Our focus will need to 

shift away from treatment of 

symptoms too late, and towards 

early prevention on a more 

consistent basis. 

 

In cases where prevention is too 

late or unsuccessful, there must be 

an increased focus on total care, and 

not isolated diagnosis and treatment. 

This means improved collaboration 

within each healthcare organization 

– for example, patients can no 

longer be bounced from one 

specialist to another without a 

strong connection. It also requires 

better coordination with external 

partners – for example, working 

closely with in-home care providers 

to ensure higher levels of patient 

compliance and lower frequency of 

emergency care. 

 

Finally, great service must be 

delivered consistently with every 

employee, every patient, and in 

every encounter – whether face-to-

face, over the phone, online, or in a 

printed report. Making this happen 

isn’t just a matter of getting the right 

processes and procedures in place – 

it requires that every physician, 

clinician, and staff member 

understands what delivering 

excellent service really means and 

wants to provide it. 

 

That desire to serve – and serve 

well in a changing world – must be 

rooted deep in the organization’s 

culture. The commitment to create 

excellent medical outcomes and 

experiences must drive every 

decision and every action taken. For 

many healthcare organizations 

today, this requires a major shift in 

cultural mind-set. 

 

Four steps to get the change 

started. 

To improve service and remain 

competitive in the healthcare 

industry: 

1. Create a new definition of service. 

Service can be defined as “taking 

action to create value for 

someone else.” With this 

definition, all medical personnel 

can appreciate their roles in 

providing both internal and 

external service. Nurses are 

typically seen as serving doctors 

– for example, creating value by 

responding quickly to requests. 

But doctors can also take 

actions to make things better for 

nurses – for example, being 

more proactive or complete in 

their communications, being 

more patient with new or 

unfamiliar nurses, and extending 

a few more compliments than 

complaints. 

2. Promote a common service 

language. Each medical specialty 

or department has a natural 

language of daily work: surgery, 

laboratory, intensive care, in-

patient wards, emergency, etc. A 

shared vocabulary about service 

is needed to ensure that 

everyone appreciates what it 

means to deliver an excellent 

experience to patients 

(customers) and to each other 

(colleagues). Key elements of 

this common service language 

include the definition of service 

as above as well as distinctions 

for evaluating service, identifying 

the value of service, and locating 

opportunities to upgrade 

service. 

3. Provide a shared framework to 

improve service. In addition to a 

common language, medical 

professionals need a shared set 

of analytic and diagnostic tools 

to evaluate the services they 

provide and to locate specific 

opportunities for improvement. 

These include Perception Point 

mapping along each service 

journey, Big Picture mapping to 

identify categories of value, and 

a Service Style Assessment to 

recognize when and where 

patients need instruction, 

information, education, 

encouragement, or 

understanding. 

4. Increase team members ability to 

deliver individualized care. While 

checklists, processes, and a 

safety-driven operating focus are 

vital, service providers must also 

learn to bring flexibility and 

individualized service into 

patient care – in other words, to 

serve the whole person with all 

of their needs, and not only 

treat the medical condition. The 

key to this transformation is to 

provide actionable service 

education, not only script and 

procedure-based training. 

Training teaches what to do, and 

doing the right thing is essential 

in healthcare. But education 

teaches how to think about 

what to do, and when, and who 

to do it for.  

 

This empowers service 

providers to better understand 

the individuals they serve, and to 

choose better actions to that 

create value for each person at 

each moment of healthcare 

delivery. 

 

© Copyright, Ron Kaufman 
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A Negative Reaction is Better 
than No Reaction 
South Park is a highly successful 

cartoon sitcom created by Trey 

Parker and Matt Stone for the 
Comedy Central TV network. The 

show was launched in 1997 and 

quickly became notorious for its rude 

language, minimalist characters and 

black, surreal satire. It was aimed at 
an adult audience and poked fun at a 

wide range of topical or taboo 

subjects.  
 

South Park has received many 

accolades, including five Primetime 

Emmy Awards. It is the third 

longest-running cartoon series in 

the U.S. behind The Simpsons and 

Arthur. Yet it was very nearly 

cancelled when initial tests 

showed that most people did not 

like it. 

 

Parker and Stone met at a film 

class at the University of 

Colorado in 1992. They 

developed a number of humorous 

animated productions and came 

to the attention of a Comedy 

Central executive who 

commissioned a pilot episode for 

a proposed animated series. The 

pair spent three months creating 

the pilot episode which was 

called, ‘Cartman Gets an Anal 

Probe’. When it was shown to 

test audiences the results were 

dire. It provoked a strong 

reaction – mostly negative. The 

majority of viewers disliked it and 

it was particularly unpopular with 

women. However, a minority 

audience, mainly young men, really 

liked it. 

 

Roy Lichtenstein was a 

mainstream abstract artist in the 

1950s. His art was admired and 

sold modestly well. He was seen 

as a competent run of the mill 

artist whose abstract paintings 

were standard fare. One day his 

young son showed him a cartoon 

of Micky Mouse in a comic book 

and said, ‘I bet you can’t paint 

anything as good as that, Dad.’  

 

Lichtenstein took on the challenge 

and started making large garish 

paintings that looked like comic-

book cartoons. His friends, critics 

and art lovers were aghast. It was 

a complete rejection of 

conventional abstract art. They 

accused him of selling out with his 

cheap and childish images. They 

said it was trashy commercialism. 

Lichtenstein realised that for the 

first time in his life his art was 

provoking a vigorous reaction. He 

decided that he preferred to be 

notorious rather than anonymous.  

 

He carried on making bigger and 

bolder pictures and he became a 

leading figure in the Pop Art 

movement. Eventually his work 

became popular. The critics who 

had savaged his early exhibitions 

now showered praise on him. He 

had created a style all his own. 

 

The household goods giant 

Reckitt Benckiser developed a 

new cleaning product. Before 

launching the product they carried 

out consumer tests. Most 

consumers in the tests did not like 

the product but a minority (often 

men) really liked it. The product 

was launched. It was named Cillit 

Bang and went on to be a big 

seller in many countries. Most 

cleaning products’ promotions are 

aimed at women with gentle 

messages about a clean, hygienic 

and fragrant home. Cillit Bang 

adverts use a masculine approach 

with a character called Barry Scott 

who hollers how the product cuts 

through grease and dirt in the 

garage or the kitchen. 

 

Marmite is a brand name for a 

Unilever food product. It is a 

sticky, dark brown paste with a 

distinctive, powerful salty flavour. 

It is made from yeast extract, a 

by-product of beer brewing. The 

company’s marketing slogan, ‘Love 

it or hate it’ reflects the reaction 

of consumers to Marmite’s sharp 

taste. The word Marmite has 

entered British vocabulary as a 

symbol for something that 

polarises opinions. 

 

It is no good launching a ‘me too’ 

product which is similar to or 

Paul Sloane 

Bland products upset no-one but delight no-one 
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even slightly better than most 

other products on the market. As 

Seth Godin stresses in his book, 

Purple Cow, it is more important 

to be different than to be better. 

You want a strong reaction to 

your innovation, even if much of 

that reaction is negative. That is 

much better than no reaction at 

all. Don’t be afraid of upsetting 

people. The Irish betting firm 

Paddy Power uses marketing 

campaigns which are deliberately 

controversial. This upsets some 

people. So do Marmite’s taste and 

Lichtenstein’s paintings. Bland 

products upset no-one but delight 

no-one and they get lost in the 

welter of goods on offer. If your 

contentious new offering is 

popular with a small segment of 

the market then you can focus on 

pleasing and then growing a loyal 

fan-base – as South Park did. 
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Last summer, I wrote this. 

Unusually for England, the 

sun is shining. 
 

Last summer, while living off Kings 

Road in Chelsea, I saw a big red 

bus from my flat, with an open 

top deck. Girls were tying 

balloons to the railings. It's a 

moving party! 

 

"Whose party?" my partner and I 

wonder - and go to see what it 

says on the balloons. 

 

It is being thrown by a new shop 

on the corner called French Soles. 

 

My partner laughs. "They don't 

need to do that. They've already 

got it made." 

 

"Why?" I ask. 

 

"Because there isn't a woman 

between the age of 18 and 45 - 

which is who they aim for - who 

don't know who they are, even 

though they've only just opened." 

 

"How come?" 

 

"Because they've got products 

placed and mentions in every 

single fashion magazine I can think 

of." 

 

(You may wonder that she said 

nothing about direct marketing. 

Well, we don't always see direct 

marketing as the answer to every 

problem. If you want to be good 

at marketing, don't be a one-trick 

pony. Learn about everything. 

Yesterday my partner spent her 

time doing some PR on the 

internet.) 

 

Then I said to her, "What's so 

good about them?" 

 

She said, "They do nothing but 

ballerina shoes - or sandals that  

 

 

 

are ballerina-style." 

 

So that's today's very simple  

Suggestion: find something you 

know about and be a specialist. 

That's the best way to start. Then,  

Later, you can if you succeed, 

start to expand. For example, in 

the UK the big supermarket chain 

Sainsbury's started out as grocers 

who were famous for their bacon. 

 

You really should hope that 

people automatically associate you 

with something you are supremely 

good at. If you're known for being 

fairly good at everything, this is 

perilously close to being not very 

good at anything. 
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The demands of leadership change 

based on the environment and 

circumstances a leader faces.  There 
can be no doubt that the current 

economic climate is unique.  

Businesses are facing more 

competition, a greater pace of change 
and more uncertainty than ever. 

 

As a result the requirements for 

our leaders have changed as well.  

Certainly there are some skills 

and traits that leaders need 

regardless of the economic 

environment.  The ability to 

attract, choose and retain top 

talent is a skill that transcends 

time and circumstances. 

 

It is impossible to maintain a 

successful organization without 

great talent filling the halls.  Talent 

certainly cures a lot of ills in other 

facets of a company.  The one 

sustainable competitive advantage 

in this or any market is the quality 

of the people in the organization. 

A leader who doesn’t attract, 

choose and retain top talent will 

not be a leader for long. 

 

However, current economic 

conditions have dictated a change 

in emphasis to a new set of skills 

and traits for leaders. The new 

economy is characterized by an 

escalating pace of change, and the 

surge in competition from more 

diverse sources. 

 

As a result, there are three “core 

skills” that an effective leader 

needs to exhibit. 

 

The three skills are Flexibility, 

Ability To Learn and Strategic 

Thinking.  

 
Flexibility 
In today’s marketplace, a leader 

needs to be able to change 

direction based on an ever-

changing analysis of the situation.  

The rapid pace of change in the 

market and arrival of new and 

unique competitors forces 

flexibility. 

 

The dogged Type “A” leader who 

refuses to vary from the plan has 

a much harder time being 

successful in today’s market.  This 

doesn’t mean the new leader 

changes for the sake of change.  It 

does mean that planning is on-

going and fluid enough to meet 

rapidly changing conditions.  

Today’s leader must constantly 

compare and analyse new 

information and take the 

appropriate action. 

 
Ability To Learn 
The ability to learn is defined as 

quickly absorbing new information 

and putting it into use.  

Interestingly, we usually assign this 

requirement to entry-level 

employees.  In today’s market, 

this skill is a must for the effective 

leader. 

The changing market has caused 

many of the “traditional” solutions 

to problems to be rendered 

useless.  A leader who relies on 

past solutions may be doomed to 

failure.  Today’s leader needs to 

constantly upgrade their 

knowledge and skill set if they are 

to identify new and unique 

solutions to problems and 

challenges. 

 

The best leaders I know all view 

learning as a continuous process 

that needs to keep pace with the 

pace of change around them.  

They are great students and 

constantly invest in their own 

education. 

 
Strategic Thinking 
Strategic thinking is the process of 

blending both short-term and 

long-term thinking and actions.  

The knee-jerk reaction when the 

environment is rapidly changing is 

to focus strictly on tactical issues.  

Putting out today’s fires.  The 

strategic leader always weighs 

short-term actions against long-

term consequences. 

 

Selling out for either short or 

long-term is not the act of real 

leader in the new economy.  

Careful consideration is given to 

both and decisions made 

accordingly. 

 

Barry Shamis 

Choosing leaders in the new economy 
 

“In today’s marketplace, a leader needs to 

be able to change direction based on an 

ever-changing analysis of the situation.  

The rapid pace of change in the market 
and arrival of new and unique competitors 

forces flexibility.” 
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There are certainly other traits 

and characteristics of leaders but 

these three because more 

prominent in this market.  The 

question now becomes how to 

select leaders in these 

challenging times. 

 

The good news is the 

process of choosing leaders 

remains consistent.  It is 

always best to rely on the 

Behavioural Model.   

 

This tells us that: 

Past Behaviour Predicts Future 

Behaviour 

 
Putting this into practice is as easy 

identifying the behaviours 

necessary for success in your 

environment and choosing people 

who behave that way. 

 

When interviewing for flexibility, 

get specific examples from 

candidates of plans they adjusted 

on the fly.  Question them about 

how the decision was made.  

Learn what options were 

considered and how the final 

decision was made. 

 

Don’t just get one example. 

Multiple examples lead to more 

consistent behavioural patterns.  

Using the behavioural model, it is 

possible to project the behaviour 

to your environment with great 

accuracy. 

 

For the ability to learn, get 

multiples examples of how the 

candidate has improved their skill 

set.  Explore all the investments 

they made in their own 

education.  Get specific examples 

of how they put the new 

information or skill into practice. 

 

Never settle for generalities.  Get 

specific examples with results 

attached. 

 

For strategic thinking, get 

examples of decisions the 

candidate made that considered 

both short and long-term 

consequences.  Go into great 

detail about everything that was 

considered. 

 

Get examples of decisions made 

that sacrificed either the short or 

long-term.  Once again, get all the 

details and have the candidate 

walk through everything that was 

considered in making the 

decisions. 

 

For every example get as 

much detail as possible.  Your 

goal is to learn all of the 

circumstances of the 

situation and all of the 

actions the candidate took.  

The more data collected, the 

better the hiring decision. 

 

The traditional profile of a 

leader needs to be modified as a 

result of the current market 

conditions.  New times call for 

new leadership models. 
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Sunil Bali 

How to become a 

great heartist… 

 
An educational psychologist recently told 

me that many schools leavers have 
difficulty figuring out who they are, 

because they’ve spent their last decade 

forgetting who they are. 
 

As John Lennon said, "Every child is an artist until he’s 
told he’s not an artist." 

 
Over the years the clean slate that we’re born with 
becomes stained by other people’s statements on the 
way we should live our lives. 
 

Although we’re only born with two fears – falling and 
loud noises – growing up we become conditioned to 
fear failure, fear being rejected and fear what might 

happen in the future.  
 

But fear is simply nature’s way of reminding us that 
we’ve disengaged from our soul. 
 

It’s as we express our true nature and who we really 

are, that we define ourselves from the inside and those 
outside flock to our authenticity. 
 

So clean the slate, break the chains of conditioning, and 

be who you were when you were a youngster. 
 

Bring forth the unadulterated joy of the sandpit. 
 

I’ll leave the last word to Picasso who said, "It took me 
four years to paint like Raphael, but a lifetime to paint 

like a child." 
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Recent controversy around hate 
speech and racism is a warning to 

business that in South Africa a 

company’s volumes are not only driven 

by consumer demand, propensity to 
spend and the overall economic 

climate, but by an operation’s ability to 

transcend prejudice and create an 

environment that welcomes all groups. 
 

The alert is sounded by Aki 

Kalliatakis, founder and managing 

partner of The Leadership 

LaunchPad, a customer service 

consultancy that is often called in by 

businesses trying to grow on the 

back of service improvements. 

 

“As a business issue, hate can’t 

wait,” says Kalliatakis. “Companies 

must tackle this cancer now. A 

perception of racism, sexism, ageism 

– any of the divisive isms – can kill 

your business or a sizeable chunk of 

it. 

 

“Business needs an ism-proofing 

strategy, backed by specific guidance 

to staff. 

 

“The issue should be a major item 

on the training agenda. 

Unfortunately, it rarely is.” 

 

Kalliatakis says firing an employee 

after a racism complaint is belated 

acknowledgement of the problem. 

 

“Racism at organisational level might 

cost a business millions in lost 

revenue before the situation results 

in a sacking,” notes Kalliatakis. 

“The smart thing to do is to 

sensitize staff to ism-pitfalls before 

they trip up your business.” 

His sensitivity tips include … 

 

 Don’t use judgmental 

expressions like ‘you people’ or 

call women ‘girls’ 

 Avoid generalisations like ‘you 

whites’, ‘you blacks’ and ‘you 

Muslims’ 

 Supposedly chatty names like 

‘chief’, ‘mama’ or even ‘boss’ can 

be taken the wrong way; a polite 

‘sir’ or ‘madam’ is almost always 

better 

 Be aware of body language – 

rolling the eyes, looking the 

other way to show disregard 

and arm-folding in a 

confrontational manner can be 

upsetting 

 Showing impatience with one set 

of customers or apparently 

giving preference to others can 

be interpreted as racist, sexist 

or ageist 

 Speaking slowly and deliberately 

as though a customer is slow-

witted is offensive, especially to 

older people or those speaking 

in something other than their 

home language 

 Tone of voice is key – staff must 

never sound supercilious or 

condescending. 

 

Reacting to a customer who appears 

to be guilty of racism or another ism 

presents its own challenges. 

 

Where possible, Kalliatakis advises 

restraint, tolerance and a charm 

offensive to disarm the customer – 

usually someone with a problem 

who reacts “by falling back on ism 

stereotypes”. 

 

He says response to customers who 

persistently make hurtful comments 

should be governed by protocols 

established in advance with 

management. 

 

Kalliatakis adds: “Common sense 

and good humour are always good 

responses. Overkill by embracing 

full-on political correctness can also 

create problems. People should be 

able to relax in their interaction 

with business. 

 

“Getting the balance right is a huge 

challenge and one South African 

business must face as a matter of 

urgency.”   
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Aki Kalliatakis  

Racism can kill your 

business 

                                                                                                                                                 “Business needs an ism-proofing strategy, 

backed by specific guidance to staff.” 
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In this article, leading Sales Expert Andy 

Preston explains 4 awful sales phrases that 

most salespeople use, and why they will cost 

them (and you) business going forwards… 

 

 

Whenever I’m listening to 

salespeople on the phones (or face-

to-face) they often use awful sales 

phrases that cause them problems in 

the sales process and often cost them 
sales!  
 

Here are 4 typical ones you need 

to avoid using (but appear to be in 

‘common’ use in most sales 

teams)…. 

 

AWFUL SALES PHRASE 

No 1 –  

“I’m Your New Account 

Manager”… 
SITUATION – When you’ve 

just taken over an account from a 

colleague, who may also have just 

left the business 

WHY IT’S BAD – The effect 

your words have on the client. 

They hear something like “the last 

guy was crap so we fired him” or 

“our company isn’t very good so 

lots of people leave” (especially if 

the last person wasn’t the only 

account manager they’ve had’ 

 

Or even worse “I’m new here, 

haven’t a clue what I’m doing, and 

YOUR ACCOUNT is going to be 

the one I learn and practice on!” 

 

Can you imagine the impact on 

the client, and what they’re 

thinking when they hear those 

words?!!! Awful! 

 

Even worse (and I hear people 

doing this FAR too often) is using 

this phrase when the ‘customer’ 

you’re calling has never spent any 

money with you!! 

 

That’s right. They’re NOT a 

customer. They are a prospect. So 

when they hear you say “I’m your 

new account manager”, the 

impact of that is “well it hasn’t 

been ‘managed’ very well, as 

we’ve not got any account with 

you and have never spent any 

money with you!” Often closely 

followed with “and we’ve got a 

supplier we’re happy with for that 

anyway!” 

 

Why would you be so stupid as to 

walk into all of that stuff, and a 

strong objection as well? Yet still I 

hear a lot of people doing it……. 

  

AWFUL SALES PHRASE 

No 2 –  

“I’m ‘Just’ Calling”… 
SITUATION – Making an 

outbound sales call 

WHY IT’S BAD – You’re ‘just’ 

calling? No you’re not! You’re not 

‘just’ doing anything! 

 

In this circumstance it’s a 

‘downgrading’ word. It 

downgrades your call in the mind 

of the prospect (or the client), 

and downgrades your own 

credibility! 

 

In this situation, it takes your call 

from being positioned as 

important and valuable, and 

reduces it to ‘unimportant’, ‘an 

interruption’ and about as valuable 

as ‘market research’ 

 

Why would you want to start 

your call by giving the recipient 

extra motivation to want to get 

rid of you?!!! 

 

Andy Preston 

4 awful ‘sales phrases’ that are costing you 

business right now! 

 
 

“When you are ‘subservient’ to a client, 

you typically lose control of the sales 

process, get beaten up on price, you waste 

lots of time ‘running around’ after them, 

and then not getting the sale anyway!” 

http://www.andypreston.com/wp-content/uploads/2012/10/sorry-e1351171694863.jpg
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AWFUL SALES PHRASE 

No 3 –  
“Thank You For The 

Opportunity To Quote”… 
SITUATION – Client/Prospect 

has just asked you to quote them 

WHY IT’S BAD – This is 

awful!!! Truly awful! Your 

positioning on this is terrible! Are 

your seriously ‘thanking’ someone 

for asking you to give a quote?!! 

 

This is the problem with all the 

‘Customer Service’ stuff that’s 

been spouted over the last few 

years. ‘The Customer Is King’ and 

‘The Customer Is Always Right’.  

 

I’m in agreement that we need to 

give people good service, but 

when it comes to sales there is a 

difference between ‘Service’ and 

‘Subservience’. 

 

 

 

You want to be perceived as an 

‘equal’ by the client. Not more 

important than them. Not less 

important than them. As an equal. 

When prospects and clients 

perceive you as an equal, it 

changes the way they treat you. 

Generally speaking, they respect 

your opinion more, they ask your 

advice more, they tell you more 

and are more honest with you! All 

things that would help us make 

more sales! 

 

When you are ‘subservient’ to a 

client, you typically lose control of 

the sales process, get beaten up 

on price, you waste lots of time 

‘running around’ after them, and 

then not getting the sale anyway! 

 

 

 

 

 

Using this phrase so early in the 

sales process will count against 

you afterwards. It ruins your 

positioning and the 

prospect/client’s opinion of you.  

 

Don’t do it! 

 

AWFUL SALES PHRASE 

No 4 – 

“How Are You Today?” 
SITUATION – On An 

Outbound Sales Call 

WHY IT’S BAD – This is my 

‘pet hate’. It’s probably THE 

WORST thing you can say as the 

introduction to a sales call, but 

many people still say it, and even 

worse, are TRAINED to say it! 

Terrible! And the colder the call 

is, the worse it is! 

 

Now if you’re making a call to 

someone where you have the 

level of rapport to say ‘John, how 

are you doing? How are the kids?  

 

And how was your weekend?’, 

you’ve obviously making a call to 

someone you know extremely 

well, and have a very high level of 

rapport with, so that 

circumstance is exempt from this. 

 

When however, as many people 

do, if you’re using this on a call 

where you don’t know someone 

that well at all (or even worse, on 

a cold call) this will cause you 

major problems! 

 

It comes across as fake. Insincere. 

And a ‘cheap’ attempt at trying to 

gain rapport with someone that 

you hardly know. And it will cause 

you big problems. Stop it. Now! 

 

Follow the tips above and watch 

your sales soar! I look forward to 

hearing how you get on….. 
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I keep asking myself. 

 

Again and again – and another time 

after that... 

 
What is the ‘it’ that keeps those who 

‘stick to it’ to stick to it? 

 
1.  Is it their attitude? 

2.  Is it their attachment or passion 

for their goals? 

3.  Is it the possible downsides of 

failure? 

4.  Is it because they’ve worked out a 

series of actions to take - to get to 

their destination and now 

whatever happens they’ll stick 

with the task list because 

that’s just who they are? 

5.  Is it because of the recognition 

they’ll get if they do – or don’t? 

 

Do any of these… 

 

Resonate with you? Any that spring 

out and nudge you? 

 

Anywhere you see yourself and 

murmur – um? 

 

What works for me… 

 

Is a clarity about where I’m going and 

the list of actions and tasks I’ve 

created, which I know will get me 

‘there’ – I’ll just follow along then. 

 

Years ago… 

To make me stick to a critical task – I 

made it impossible not to be an 

adherent. 

 

The task, I thought was to make sales 

calls. 

In fact – it was to provide a benefit or 

benefits and as a result make a sale 

and make profit. 

 

Sometimes – just the clarity of the 

true reason for the action can see a 

whole different set of motivations 

leap to our aid. 

 

And so… 

 

I took hold of the desk telephone’s 

handset and sticky-taped it to my 

hand. Instead of targeting a certain 

number of calls (and that can work 

too when all the numbers are known) 

I decided on how many meaningful 

conversations I had to have before I 

could become unstuck. 

 

It worked! 

 

Question: 

How can you become so attached to 

the outcome you want 

 

- you’ll whatever is necessary to 

achieve the goal? 

 

I’ve found for nigh on everyone the 

following is true: “Away motivation is 

the catalyst for action; Towards 

motivation creates the continuation of 

action”. 

 

The potential or actuality of pain can 

get us moving but for certain sure it 

doesn’t work long term!  

 

Um… 

 

Off to re-evaluate some goals and 

their motivations. 

 

You too? 

 

Go on then 
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Peter Thomson 

Here¹s how to stick to it...      

                                                                                                                                                    
“I took hold of the desk telephone’s 

handset and sticky-taped it to my hand. 

Instead of targeting a certain number of 

calls (and that can work too when all the 
numbers are known) I decided on how 

many meaningful conversations I had to 

have before I could become unstuck.” 

mailto:action@peterthomson.com
http://www.peterthomson.com/
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John Stanley 

It’s not about the product, 

but how the customer feels 

 

 

 

Retailing is constantly changing and so is 

how we sell. I remember my early 

workshops training team members to 
sell product, we would do a session 

where we would get workshop 

participants to identify the features of 

the products and then convert them to 
the benefits of the product. We would 

then develop role play sessions on how 

to sell benefits. 
 

Those skills are still needed, but If I 

have focused on “feelings” I think I 

would have lost the delegates 

attention and they would be 

wondering what I was talking about. 

Retailing was about selling “stuff”. 

 

In 2016, the role of selling has 

changed. The new Coca Cola 

marketing campaign is an example of 

that change. The “Taste the Feeling” is 

about the consumer experience and 

how they react to the product with 

their senses. 

 

Selling the features and benefits of 

Coca Cola drinks is not going to 

stimulate extra sales for the company 

or the retailer. 

 

This means that the sales team have 

to have a completely different mind 

set in 2016 to those they had even a 

few years ago. 

 

 

 

 

The art of communications with 

consumers is changing and will 

continue to change. 

 

The retailer today has to start with 

how the customer feels rather than 

the product itself. 

 

Zig Ziglar, the marketing guru, once 

said “selling is essentially a transfer of 

feelings”. The key is not only the 

customer’s feelings, but also how does 

the salesperson feel when they are 

with the consumer. 

 

In my workshops today I start with 

the consumer. In a successful 

relationship with a sales team member 

the customer should feel happier at 

the end of the experience than when 

they walked into the store. The role 

of the team member is to make the 

customer feel happier. I would argue 

that consumers who feel happier are 

more likely to buy more product. Yet, 

how many retail transactions do you 

come across where the consumer 

feels ignored, rejected, embarrassed of 

frustrated. Hardly a way to grow sales 

and a business in 2016. 

 

The emphasis should not be on the 

selling process; it should be on how 

we make the consumer feel happier. 

 

How To Make Consumers Feel 

Happier 

There are various Blogs on making a 

customer happier. 

 

The following thoughts are based on 

“blog.kissmeticis.com” on ideas to 

make the customer happy. 

 This should be a genuine 

experience for both the 

salesperson and the customer. 

Make sure that all team members 

have a name badge that is clearly 

visible to the customer. Team 

members should use the 

customer’s name whenever 

possible and use their own name. 

Aim to build a genuine relationship 

with the customer. 

 Listening is a skill. Team members 

that really listen to the consumer 

will build relationship with the 

customer. We all say we listen, 

but as customers we find that 

listening is rare skill. 

 Always explain the ongoing 

support that is provided by 

yourself, the retailer and the 

supplier. This may be online or in 

the store. 

 The customer needs to feel they 

are a partner in the process. Gone 

are the days when consumers felt 

they were not in control. If 

customers do not feel they are 

partners in the transaction you 

will soon here about it in their 

online conversations. 

“Zig Ziglar, the marketing guru, once said 

“selling is essentially a transfer of feelings”. 
The key is not only the customer’s feelings, 

but also how does the salesperson feel 

when they are with the consumer.” 
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 Be honest with the consumer. My 

wife and I are in the process of 

having a house built. One of the 

tradesmen got behind with what 

they were doing and told me he 

would come back on New Year 

Day to finish. At the time I 

questioned his integrity, guess 

what, he came back on the 7th of 

January. Credibility was lost. If he 

had told us he would be back in 

early January, he could have saved 

the relationship. 

 At the end of the transaction 

always thank the customer. It can 

make a big difference to how they 

feel. 

 

Walt Disney is quoted as saying “Do 

what you do so well that they will want to 

see it again and bring their friends.” 

 

Retailing today is about how the 

consumer feels. It is about the feelings 

not the “stuff”. 
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Once you understand your 

personality type, it's easy to 
identify other people's too. 

 

Your personality influences 

everything from the friends you 

choose to the candidates you vote 

for in a political election.  

Yet many people never really 

spend much time thinking about 

their personality traits. 

Understanding your personality 

can give you insight into your 

strengths and weaknesses. It can 

also help you gain insight into how 

others see you. 

 

Most modern-day psychologists 

agree there are five major 

personality types. Referred to as 

the "five factor model," everyone 

possesses some degree of each. 

 

1. Conscientiousness. 

People who rank highest in 

conscientiousness are efficient, 

well-organized, dependable, and 

self-sufficient. They prefer to plan 

things in advance and aim for high 

achievement. People who rank 

lower in conscientiousness may 

view those with this personality 

trait as stubborn and obsessive. 

 

 

 

 

Fun fact 
Studies show marrying someone 

high in conscientiousness 

increases your chances of 

workplace success. A 

conscientious spouse can boost 

your productivity and help you 

achieve the most. 

 

 

2. Extroversion. 

People who rank high in 

extroversion gain energy from 

social activity. They're talkative 

and outgoing and they're 

comfortable in the spotlight. 

Others may view them as 

domineering and attention-

seeking. 

 

Fun fact 
Be on the lookout for a strong 

handshake. Studies show men 

with the strongest handgrips are 

most likely to rank high in 

extroversion and least likely to be 

neurotic. That doesn't hold true 

for women, however. 

 

 

3. Agreeableness. 

Those who rank high in 

agreeableness are trustworthy, 

kind, and affectionate toward 

Amy Morin 

Psychologists say there are 

only 5 kinds of people in the 

World. Which one are you? 

 

                  

                                                                                                                                                 

http://www.johnstanley.com.au/
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others. They're known for their 

pro-social behaviour and they're 

often committed to volunteer 

work and altruistic activities. 

Other people may view them as 

naïve and overly passive. 

 

Fun fact 
Seek a financial investor who is 

high in agreeableness. Studies 

show agreeable investors are least 

likely to lose money from risky 

trading. Avoid an investor high in 

openness that personality is 

associated with overconfidence 

that can lead an investor to take 

excessive risks. 

 

 

4. Openness to Experience. 

People who rate high in openness 

are known for their broad range 

of interests and vivid imaginations. 

They're curious and creative and 

they usually prefer variety over 

rigid routines. They're known for 

their pursuits of self-actualization 

through intense, euphoric 

experiences like meditative 

retreats or living abroad. Others 

may view them as unpredictable 

and unfocused. 

 

Fun fact 
Openness is the only personality 

trait that consistently predicts 

political orientation. Studies show 

people high in openness are more 

likely to endorse liberalism and 

they're also more likely to express 

their political beliefs. 

 

 

5. Neuroticism. 

Neurotic people experience a 

high degree of emotional 

instability. They're more likely to 

be reactive and excitable and they 

report higher degrees of 

unpleasant emotions like anxiety 

and irritability. Other people may 

view them as unstable and 

insecure. 

 

Fun fact 
Neurotic people seek acceptance 

by publishing a lot of pictures on 

Facebook. Studies find they're less 

likely to post comments or 

updates that could be seen as 

controversial, and much more 

likely to post lots of pictures (they 

also have the most photos per 

album). 

 

Understanding the basics of 

personality. 

Personality remains relatively 

stable over time. The personality 

traits you exhibited at age 7 are 

likely to predict much of your 

behaviour as an adult. 

 

Of course, you can change some 

of your personality traits. It takes 

hard work and effort to make big 

changes, but most scientists agree 

that it is possible. 

 

This article first appeared on Inc. 

http://www.inc.com/amy-

morin/psychologists-say-there-

are-5-personality-types-heres-

how-to-tell-which-one-you-.html 

 

© Copyright, Amy Morin 
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teens, and adults. She also works 

as an adjunct psychology 

instructor. 

 

Amy serves as About.com’s 

Parenting Teens Expert and Child 
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Her expertise in mental strength 

has attracted international 

attention. Her bestselling book, 

13 Things Mentally Strong People 

Don’t Do, is being translated into 

more than 20 languages. 

 

Amy’s advice has been featured by 

a number of media outlets, 

including: Parenting, Time, Fast 

Company, Good Housekeeping, Elle, 

Cosmopolitan, Success, Oprah.com, 

Health.com, Fox News, NBC, 

ABC, MSN, Lifetime Moms, and 

We TV. She has also provided on-
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Business, Forbes, and TheBlaze 

TV. She’s a frequent guest on a 
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Co-ordinates 
Facebook: 

facebook.com/AmyMorinAuthor 

Web: www.AmyMorinLCSW.com 

Twitter: 

twitter.com/AmyMorinLCSW 

 
 

 

Zero to One: 
Notes on Startups, or 

How to Build the 
Future 

 
 

This is a great book. It’s by 

Peter Thiel and Blake Masters. 

If you want to build a better 

future, you must believe in 

secrets. And the great secret 

of our time is that there are 

still uncharted frontiers to 

explore and new inventions to 

create.  

 

In Zero to One, legendary 

entrepreneur and investor 

Peter Thiel shows how we 

can find singular ways to 

create those new things.  

 

The preface to the book 

starts with: “Every moment in 

business happens only once. The 

next Bill Gates will not build an 

operating system. The next Larry 

Page or Sergey Brin won’t make 

a search engine. And the next 

Mark Zuckerberg won’t create a 

social network. If you are copying 

these guys, you aren’t learning 

from them.” 

 

You can buy the book from 

here. 

 
 

http://www.sciencedirect.com/science/article/pii/S1544612315001348
http://www.sciencedirect.com/science/article/pii/B9780080970868250721
http://www.sciencedirect.com/science/article/pii/S0747563214002696
http://www.inc.com/amy-morin/psychologists-say-there-are-5-personality-types-heres-how-to-tell-which-one-you-.html
http://www.inc.com/amy-morin/psychologists-say-there-are-5-personality-types-heres-how-to-tell-which-one-you-.html
http://www.inc.com/amy-morin/psychologists-say-there-are-5-personality-types-heres-how-to-tell-which-one-you-.html
http://www.inc.com/amy-morin/psychologists-say-there-are-5-personality-types-heres-how-to-tell-which-one-you-.html
http://www.amymorinlcsw.com/book
http://www.amymorinlcsw.com/book
https://www.facebook.com/AmyMorinAuthor
http://www.amymorinlcsw.com/
https://twitter.com/AmyMorinLCSW
http://www.goodreads.com/author/show/8474721.Peter_Thiel
http://www.goodreads.com/author/show/8474323.Blake_Masters
https://www.amazon.co.uk/Zero-One-Notes-Startups-Future/dp/0804139296
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Confidence can not only be observed - 
the underlying traits can be copied and 

embraced. 
 

Most of us aren't born feeling 

extremely confident. For us, 

confidence is often situational. In some 

situations we feel self-assured in 

others, not so much. 

 

Luckily, confidence is something that 

can be not only built but learned. 

Actions inform attitudes; the way we 

behave can, over time, change how we 

feel. The following is a guest post from 

Mareo McCracken, a global growth 

consultant and revenue leader at 

Move Medical. (You might consider 

following him on LinkedIn; he often 

takes an unusual approach to 

overcoming the challenges most of us 

face.) 

 

Here's Mareo: 

People-watching is fun - sometimes 

inspiring, always instructive - so 

whenever I'm around people I try to 

learn as much as I can. 

 

In business meetings I pay attention to 

and notice who does what. At 

community events I focus on what 

leaders and influencers do. I learn 

what to do and just as 

important, what not to do. 

 

And I definitely notice what poised, 

self-assured, confident people do 

consistently: 

1. They take responsibility: 

Confident people don't blame others. 

No matter the circumstance, a 

confident person understands that 

truly owning one's feelings, emotions, 

and results is the only true path to 

success. 

 

2. They crave progress: Confident 

people don't aspire for perfection; 

they drive for improvement. 

To a confident person, the "perfect 

person" is one who knows who they 

really are and fully embraces their 

own possibilities. Improvement is a 

choice as well as a journey. 

 

3. They don't gossip - they uplift:  

Confident people don't talk about 

other people. They talk about ideas, 

projects, goals, plans, and aspirations. 

 

They recognize the importance of 

staying positive or at least neutral. 

 

4. They understand the power of 

saying "no”: Confident people don't 

over-promise. They understand the 

value of time and effort and are 

conscious to commit to things that are 

aligned with their ultimate goals, 

passions, and beliefs. 

By doing this, confident people are 

able to give their best at all times. 

 

5. They honour their minds and 

their bodies: Confident people know 

they need to take care of themselves 

to do and be their best. They value 

balance, which includes exercise, 

relationships, eating well, education, 

hard work, and sleep. 

 

6. They know and act on their 

"why": Confident people have a 

purpose. The reason behind an action 

drives the enthusiasm for that action. 

 

As a result they are excited, 

dedicated, passionate, and fearless. 

And they share their passions with 

others. 

 

7. They ask for help: Confident 

people know that trying to accomplish 

everything alone is not possible. They 

ask for help often. Confident people 

don't feel threatened by seeking help 

from others. 

 

Confident people love helping others, 

but they also love being helped. 

 

8. They view failure as a learning 

moment: Confident people don't see 

failure as an end but instead as a tool 

to grow. They recognize that on the 

road to success there will be trials, 

challenges, and obstacles but they 

know perseverance always wins in the 

end. 

 

Remember, learning from others 

doesn't mean striving to become a 

mirror image. Instead, take the best 

and find ways to make it your own 

and always ensure your actions align 

with the results you seek. 

 

Watching and learning from the 

actions of others will help you learn 

more about yourself because that is 

one of the best ways to become the 

best you. 

 

© Copyright, Mareo McCracken 

 

**This article was originally published 

at Inc.com 
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Co-ordinates 
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Jeff Haden   
Contributing editor, Inc.@jeff_haden 

Be genuinely confident: 8 

traits the most self-assured 

people share 
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I often talk with business owners who 
tell me how excited they are about a 

new product or service they are offering 

...or a new business they are launching. 

Their comments usually include 
something like, "Everybody needs this. I 

know I'm going to make a lot of money 

with it." 
 

They sincerely believe it will be easy 

to generate hordes of paying 

customers for their new venture. 

Unfortunately, it's not going to happen 

that way. Building a profitable business 

is hard work ...and most of that work 

has to be devoted to finding 

customers. 

 

Finding the number of paying 

customers necessary to meet the 

financial goals of a business can be a 

tough challenge. To do it successfully, 

you need to follow a proven, detailed 

strategy. 

 

By trial and error over many years, I 

developed the following simple 5 step 

process that enables me to 

successfully launch a new product or 

service almost every time. You can 

copy this same proven process to 

successfully launch your own new 

business activity. 

 

Step 1: Identify Your Market 

Determine who gains the greatest 

benefit from your product or service. 

Concentrate on reaching them instead 

of trying to reach a broadly defined 

general market. 

 

Start by defining your ideal customer 

or client in writing. List all of the 

characteristics you would expect to 

find in good customers. Be sure to 

include qualities that make your 

product or service especially valuable 

to them. 

 

Analyse this list to identify your 

market ...and define it in writing. 

 

Step 2: Find Your Most Appealing 

Customer Benefit 

Exactly what is the most compelling 

problem you can solve for prospects 

in your targeted market? Why is your 

product or service the best solution 

to their problem? The answers to 

these 2 questions reveal the customer 

benefit(s) you need to stress in your 

sales approach. 

 

Step 3: Develop A Few 

Motivating Offers 

Develop 2 or 3 offers that motivate 

prospects to buy immediately. For 

example, can you use a special 

discounted price offer with a deadline? 

Are there bonuses you can add if 

prospects order or sign up before the 

deadline? Can you combine both into 

a "special price plus bonus" offer? 

 

Decide which offer on your list is the 

most powerful. Use it in your sales 

material and/or your selling 

presentation. 

 

Tip:  
A special offer providing obvious 

value automatically boosts your 

sales. It's a proven way to 

overcome buyer resistance and 

procrastination. It also provides a 

logical reason in the buyer's mind 

to justify what may actually be an 

impulsive decision to buy. 

 

Step 4: Decide How to Publicise 

Your Business 

How will you introduce yourself to 

the prospects in your market? Will 

you use classified or display ads in 

print publications or on the Internet? 

Will you use direct mail? Is broadcast 

media such as radio or TV appropriate 

...and cost-effective? 

 

What networking can you participate 

in locally or on the Internet to draw 

attention to your business? Are there 

ways you can get some unpaid 

publicity? What other methods of 

promotion can you use? 

 

Prioritize each method on your list 

and develop an action plan with 

deadlines for implementing them. 

 

Step 5: Establish a Plan to 

Promote Customer Loyalty 

Decide what you will do to cultivate 

customers so they continue to do 

business with you ...and give you 

referrals. 

 

For example, write or call your 

customers or clients immediately after 

a transaction and thank them for their 

business. Ask them if they're pleased 

with what they received. Most will 

express their satisfaction. (That's an 

ideal time to ask for referrals.) 

 

Tip:  
Don't be afraid to uncover unhappy 

customers. When you do, take 

whatever action you must to make 

them feel good. Most dissatisfied 

customers won't contact you about 

their problem. They just take their 

business elsewhere ...and tell as 

many other people as they can 

about their negative experience - 

costing you a lot of future business. 

 

This 5 step marketing process 

replaces guesswork with proven 

procedures that get results. Use it the 

next time you want to successfully 

introduce a new product or a new 

service. You can even use it to 

successfully launch a new business ...or 

to revive an existing business that is 

not growing. 

 

© Copyright, Bob Leduc 
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Save your business from failing before 

you even begin. 
 

So, you’ve picked a business that 

you really love, the one that gets 

you going in the morning, the one 

that you have a deep and burning 

passion for: see zhuge #101 - Find 

Your Passion 

 

It’s the business idea that you 

can’t wait to spend all your 

energy, focus, and time on. 

 

Good! Because that’s exactly what 

you should do.  

 

But, not on your own (not yet)! 

 

The best way to learn more about 

your business passion is to work 

for someone who’s already living 

it: 

 Learn from someone who can 

teach you tricks of the trade. 

 Learn from someone who can 

show you areas of the 

business you don’t know. 

 Learn from someone who 

understands the challenges of 

being an owner.  

 

If you want to be an 

entrepreneur, then go and 

learn from one. 

 

You’ll make invaluable contacts in 

the industry. 

 

You’ll discover things you couldn’t 

expect that you can apply to your 

own business. 

 

And you might even find out that 

it’s not really your passion! 

Because sometimes a business 

sounds like it’s exactly what you 

want until you actually start 

working in it.  

 

Make sure this is really your 

passion.  
 

And if it is, then you’re getting 

PAID to learn at something you 

LOVE.  
 

This isn’t a job. 

 

It’s going to Entrepreneur 

University!  

 

You’re working for the education 

and experience, not the money. 

 

Make all your mistakes before you 

launch your own business. 

 

You don’t have to be an 

expert immediately, to be 

successful. 

 

Because even a small amount of 

experience in the field will give 

you a huge advantage. 

 

It’s tempting to want to skip this 

step and jump right into your own 

thing. 

 

I get it, you’re impatient. 

You want to get going right now. 

 

But you won’t be nearly as 

prepared if you miss it. 

It’s worth it... 

... so don’t waste the 

opportunity. 

 

This zhuge will help you connect 

with an ‘Entrepreneur University’ 

that works for you, so you can 

learn, have fun, and get paid to do 

it. 

 

 

Inside the Work to Learn Zhuge 

you’ll find: 

 Step by step instructions on 

what to do, in order, to make 

the most of your 

Entrepreneur University. 

 Advice and scripts on how to 

reach out to companies in the 

industry. 

 The single most-important 

thing the owner can tell you 

that will help you make less 

mistakes in your own business 

 10 essential Qs to answer 

about the business before you 

start your own 

Evan Carmichael  
Work to Learn 

      

http://evancarmichael.com/zhuge/101/
http://evancarmichael.com/zhuge/101/
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Important Notice 
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Rights Reserved 
 

This publication is published on our behalf 

by Bizezia Limited. It is protected by 

copyright law and reproduction in whole or 
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permission is strictly prohibited. The 
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info@bizezia.com (+44 (0)1444 884220). 

Some images in this publication are taken 

from Creative Commons – such images 

may be subject to copyright. Creative 
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enables the sharing and use of creativity and 
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are published without responsibility by us, 
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any loss howsoever occurring as a 
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a result of this publication or any view 

expressed herein. Whilst it is believed that 

the information contained in this 

publication is correct at the time of 

publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. 
 

The information is relevant within the 

United Kingdom. These disclaimers and 

exclusions are governed by and construed 

in accordance with English Law. 
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 Inspiration and advice on how 

to learn on the job from other 

successful entrepreneurs. 

 

Discover how practical, hands-on 

experience absolutely crushes 

business fears. 

 

Get the Work To Learn Zhuge 

now & create business success by 

caring enough to 'do the work!' 

 

Worksheet. 

The worksheet portion of this 

Zhuge gives you practical, hands 

on exercises to walk you through 

exactly what you need to do next. 

 

Here is a screenshot of the 

worksheet when downloaded, in 

digital format: 

 

As well as what it's like when the 

worksheet is printed: 

 

Examples. 

Here are a few examples of the 

advice and perspectives included 

in this Zhuge. 

 

 T. Boone 

Pickens 

T. Boone Pickens' 

advice to not be a 

loser. 

 

 

 Benjamin 

Franklin 

Benjamin Franklin's 

advice to not fear 

making a mistake. 

 

 

 Brett Wilson 

Brett Wilson's 

advice to reach your 

full potential. 

 

 

 Bill Gates 

The one thing Bill 

Gates does regularly 

to keep learning. 

 

 

 Robert 

Kiyosaki 

Robert Kiyosaki's 

advice on what jobs 

to get to be an 

entrepreneur. 

 

 Mark Cuban 

Mark Cuban's advice 

to retire by age 35. 

 

 Vera Wang 

Vera Wang's 

advice to learn 

before you go out 

on your own 

 

 

 

 

Action 
Make immediate progress on your 

on your entrepreneur adventure 

with this Zhuge!  

 

It’s your map, an actionable 

ground-plan that will show you 

the way.  

 

Every Zhuge provides 

straightforward directions and 

steps that give clarity, inspire new 

ideas, and bring you closer to 

your entrepreneur ambitions.  

 

And each includes great advice 

from other successful 

entrepreneurs who have 

overcome similar issues and 

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

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

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

Our philosophy is to provide a high 
value service by:  

• Providing the best possible service  

• Aiming to continually exceed our clients' 
expectations  

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

• Suggesting ideas to improve profits and help 
the business grow  

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

• Being an indispensable part of your business  

This is achieved by:  

• Maintaining a small portfolio of high quality 
clients 

• Employing qualified individuals with a zest for 
business  

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

Tel: 01752 752210 

Fax: 01752 752211 

Email: marc@marclawson.co.uk 

Web: www.marclawson.co.uk 

Address: 
Unit 7  

Brooklands  
Budshead Road 

Crownhill  
Plymouth 

Devon  
PL6 5XR 

We are members of the following 
professional bodies:  


