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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. 
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Why should somebody 

buy your business? 
Mike Robson 
This may appear to be a simple question 

that demands a simple answer, but for 
most business owners producing a well- 
reasoned response to this question can 

significantly affect their post-sale financial 
standing. 
 

 

Business collaboration 

tools are a catalyst for 

productivity 
Dan Purvis 
There is a whole swathe of collaboration 
tools for businesses of all shapes and sizes, 
with SharePoint perhaps being the most 

well-known. SoHos, SMEs and large-scale 
enterprises can all boost staff productivity 

and vastly improve business efficiency from 

such software (particularly when cloud-
based). 

 

Teamwork Productivity: 

21 reasons people can’t 

automatically get along 
Kate Nasser 
Leaders get training and skills coaching 
when they want teamwork productivity to 

improve. Their frustration pours out in the 

question: Why can’t people just get along 
and stop the petty squabbles?” 

 

 
It’s raining lightbulbs... 
Sunil Bali 
I’ve yet to taste a cherry from the 20 year 

old cherry tree in my garden. It’s the same 
story every year. Just when the cherries 

are at their juiciest, sweetest and most 
perfect, a squadron of birds of varying 

shapes and sizes descends and eats the lot. 

 

 
A recurring problem for 

successful professionals 
John Niland 
Peter is a successful consultant: well-
connected, with clear-cut niche expertise, a 

full pipeline of work and premium fees. 
What's his Number 1 problem?  

 

 
JUST THREE WORDS 

to build people’s 

excitement and urgency 

to do what you want 
Andy Bounds 
Today, you’ll have to sell something. An 
idea, a product, a service, a proposition; 
why someone should choose you, recruit 

you, hire you… Or it could just be to get 
your children to tidy their rooms right 

now…  
 

 
Innovation and Process: 

What football teaches us 

about customer 

experience 
Jeff Eilertsen 
The Head of a Middle School is working 
hard to balance change and innovation 
demanded by modern times with the 

tradition and process long revered in 
student education. His message also rings 

true for service innovation in business and 
government organizations… 

 

 
Spring Ahead in the 

Workplace 
Jennifer Zamecki 
Spring is a time to shake off the chill of 
winter and feel renewed. Cast the seeds of 
your talent in a fertile soil. Till up the soil 

you sit in a bit. Begin to grow a crop that is 
fruitful and rewarding to reap. You might 

even need to change your container… 
 
 

 
Getting away from it all 
John Niland 
The author said: “Don’t get me wrong: I love 

my work. But I’m also a closet-introvert, which 
means that there comes a (frequent) point 
when I get swamped by all the interaction: 

the emails, the conversations, the Whatsapps, 
the Skypes, the social media. And then I need 

to get away from it all…” 

 
"Now THAT is Strong!" 
Peter Thomson 
It’s said that a magnet can pick up 10 times 

its own weight… 

 

 
Make ’em say Wow: 

Tips for building a 

strong service team—

Part Two 
Ron Kaufman 
In Part One, the author explained how you 

can make it easier for your employees to 
provide great service to your customers or 
clients. But delivering great service is only 

half the battle. You’ll also need to find ways 
to help your employees sustain their 

enthusiasm for doing so… 
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Take a service action 

that starts a chain 

reaction 
Ron Kaufman 
As service providers, we go to work each 

day and think about the customers and 
colleagues we serve. We listen, ask 
questions, and try to understand. Then we 

take action to answer questions, solve 
problems, and satisfy needs. 
 

 
How to become a media 

expert 
Debbie Leven 
How do you become a media expert - 

someone called on by the media to 
comment about stories relevant to your 
niche? 

 

 
5 Barriers that prevent 

growth 
Paul Chapman 
Interest rates are low, the economy is 
growing, and according to an ICAEW 

survey, business confidence is higher this 

year than at any time in the last 10 years. 

The economic environment appears to be 

smiling on companies who want to grow, 
but growth is not without its challenges. 

Here we look at 5 potential barriers to 
growth that need to be anticipated and 
overcome… 

 
 

 
 
 

 
 

 
 

 
How to write the 

perfect headline 
Drayton Bird 
The key to writing good headlines - and 

good copy - is the same as the key to 
success in conversation. Don't be a bore. 
Don't talk about yourself unless you have 

something really interesting to say. 
 

 

We need leaders who 

can admit that they 

were wrong 
Paul Sloane 
The courageous leader has the humility to 

accept that he or she has erred. They 
encourage everyone to admit mistakes and 

to learn from them. There are not enough 
leaders like this… 
 

 
Beware of Distractions 
Barry Urquhart 
The old marketing adage: share of mind 

equals share of market has been updated to: 

share of mind equals share of message… 

 

 
20 of the top measuring 

and analytical tools 
Lilach Bullock 
Are you measuring your results online?  

Do you know what outcomes are being 
delivered, or are you merely gathering 

data?  Businesses need to be measuring 
their results to determine how successful 

their approach has been, and how different 

elements might be adapted and maintained 
in the future. 

 
Form Alliances! 
Evan Carmichael 
An easy way to start talking to your ideal 
clients is to find someone who is already 

selling to them and partner up to market 
together. 
 

 
25th World Congress 

on Leadership for 

Business Excellence & 

Innovation 
Professor Colin Coulson-Thomas 
Governance, risk and compliance codes, 
officers and advisers abound. Where were 

they in 2008 when the international 
financial system almost imploded? What 
lessons have we learned since the crisis?  

 

 
The motivated brain 
Dr Lynda Shaw 
When we are motivated our brains release 
dopamine which reduces stress and 

increases feelings of pleasure and 

perseverance. This feel-good chemical is so 

powerful it affects our behaviour, 
motivation, thinking and some forms of 
memory. It is also implicated in reward. No 

wonder the motivated brain is galvanized 
into action. 
 

 
Evergreen content – 

The oasis of long-lasting 

traffic 
Rachael Schultz 
Most businesses do not have the time, 
budget or even energy to take on the 
content marketing journey. This is where 

evergreen content can be the green oasis 
you are looking for: it delivers what your 

customers want and conserves energy at 
the same time, your energy. 
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Mike Robson 
Why should somebody buy your business? 

 
This may appear to be a simple 
question that demands a simple 

answer, but for most business 

owners producing a well- reasoned 

response to this question can 
significantly affect their post-sale 

financial standing. And we remain 

constantly surprised when we ask 

this basic question and often receive 

very uncertain responses. 
 

In our experience acquirers have four 

principal motivations for buying a 

business: 

1.  For medium or long term financial 

returns 

2.  For fun 

3.  To gain strategic advantage for 

another business owned by the 

acquirer 

4.  For rapid growth, usually followed 

by a second sale. 

 

The first category is relatively simple. 

Businesses with steady, reasonably 

predictable and risk-free revenue 

streams are appropriate for 

institutional or other investors looking 

for income and steady capital growth. 

 

The acquisition decision is likely to be 

based on financial criteria alone: what 

are the likely returns, and what is the 

appropriate multiple of earnings to 

value for the risks involved? Multiply 

the first by the second and you have 

the value. 

 

Many management buy-outs are 

valued on a purely financial basis as 

there is no strategic element to the 

acquisition, and nothing is being added 

to the business to make it grow faster 

or be more profitable. 

The second ‘fun’ category is much 

more random. Many golf clubs, 

restaurants, sporting estates and, if the 

acquirer’s ‘day job’ is big enough, 

football clubs are acquired for the 

personal satisfaction and kudos of the 

acquirer. The acquirer’s reasons are 

likely to be entirely personal and 

unpredictable. If you are looking for 

this type of sale, we wish you the very 

best of luck. 

 

The final two categories are where we 

believe the most value can be 

extracted in advance of a sale event. In 

almost all of the sales of businesses we 

have been involved in during the past 

seven years, we have been able to 

identify and, where the time has been 

available, develop a strategic angle to 

the sale. 

 

Look closely at the fundamental 

attributes of your business; its 

geography, client relationships, 

management and staff skills and 

experience, intellectual property, 

marketing and sales capability, delivery 

mechanisms, resources and 

equipment. Who in two or three 

years’ time is going to be able to use 

some or all of those attributes to 

leverage additional profit from their 

existing businesses? Which acquirers 

will be able to lever the attributes you 

have identified in your business to 

make one plus one equal three? 

 

Combine this strategic assessment 

with an analysis of the recent or 

predicted acquisition activities of 

potential acquirers to develop a 

profile of the acquirer you want to 

attract. Then do the strategic exercise 

from the opposite viewpoint: what 

attributes of your business are going 

to put an acquirer off or reduce the 

price they are going to pay? As time 

allows, build the strengths and 

mitigate the weaknesses. 

 

Exit planning cannot be an exact 

science as there will always be areas in 

which judgement is required. 

However, time invested in an effective 

planning process is likely to lead to a 

much more effective and profitable 

business before sale and a higher sale 

value. As with most considered 

planning, the act of planning is as 

valuable and instructive as the plan 

itself. 

 

© Copyright, Mike Robson 

 

About the Author 
Azure Partners work alongside the 

Boards of progressive companies from 

their earliest stages though growth 

and maturity to preparing them for 

sale or flotation.  We have the skills, 

the commercial experience and the 

necessary knowledge to significantly 

enhance the value of your business.  In 
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There is a whole swathe of collaboration 

tools for businesses of all shapes and 

sizes, with SharePoint perhaps being the 

most well-known. SoHos, SMEs and 
large-scale enterprises can all boost staff 

productivity and vastly improve business 

efficiency from such software 

(particularly when cloud-based). 
 

Even when you strip this back to the 

basic tasks of PowerPoint creation, 

the development of new business 

proposals, or devising new business 

strategies or innovative products, 

businesses can often grind to a halt as 

emails get shared with multiple co-

creators, different versions start being 

saved on different hard-drives or in 

different places on a server, or some 

people simply miss the opportunity to 

contribute due to flawed workflow 

processes. 

 

 Conflicts inevitably materialise, 

productivity suffers, and the speed at 

which different tasks or projects progress 

is criticised by senior management. 

 

Collaboration tools come in all forms 

– from internal social media networks 

to enterprise systems – and they allow 

for the sharing of documents, 

brainstorming ideas, fostering closer 

working relationships, and creating 

efficiencies of scale. Yet they all come 

with some kind of cost attached to 

them…often high costs. We’ll come 

back to this point later in the post. 

 

Clear business benefits from 

collaboration 

Aside from the obvious business 

benefits of productivity, efficiency and 

a higher quality of output (the sum is 

greater than its parts, after all), 

employees become more engaged 

with the brand as a whole. 

 

They are empowered to work as a 

collective unit, but with the added 

advantage of working wherever, 

whenever and however they want. 

Individuals feel like they are more than 

just a number on the payroll; they can 

directly contribute to problem-solving 

issues, ideation (idea creation) and 

innovative projects that they 

otherwise wouldn’t have been able to. 

 

Another challenge addressed by such 

collaboration software is a tonic for 

Human Resources departments. Many 

leaders and heads of HR business units 

face a constant uphill battle to ensure 

that employees not only feel valued as 

individuals, but that they “buy in” to 

the organisation. 

 

These tools can help build a greater 

trust of peers and of the decision-

makers, while also enhancing the 

understanding of where the business is 

heading. Therefore, they help develop 

smoother processes, establish clearer 

roles and responsibilities, and 

promote a feeling of unity and true 

culture. 

 

Furthermore, this collaborative 

environment eradicates the need to 

spend time and money travelling or 

even use up much-needed meeting 

room space. People can access the 

tools anywhere they are connected to 

the Internet – for example through 

their company’s VPN or via the cloud 

for SaaS-based services. 

 

 Collaboration tools harness 

together the relatively untapped potential 

of people with technology to provide 

significant cost, productivity and business 

advantages alongside immense flexibility. 

 

But we know all about the virtues of a 

collaborative ecosystem, right? 

 

So what’s the issue? 

Many larger organisations face an 

ongoing battle to break down the silos 

that exist not just between different 

departments, but also within 

departments or even within smaller 

teams. With sometimes geographically 

dispersed staff members often 

working in different time zones (even 

within the same team), productivity 

and efficiency challenges are complex 

for both the executives and the IT 

department. 

 

Compounding this is the need to 

communicate and to also share 

information and knowledge in an 

instant – 21st Century problems for 

the real-time, fast-paced, 

Dan Purvis 

Business collaboration tools are a catalyst for 

productivity 
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interconnected world of business in 

which we now operate. 

 

Teams or project groups need to 

know the right information, have 

access to the latest versions of 

documents or data, and to be told this 

instantly. (Or at least as soon as they 

have logged in in the morning!) 

 

And don’t forget the procurement 

guys in the finance department too! 

These tools cost money – whether 

that is an initial outlay, ongoing 

licenses and maintenance, training, 

upgrades and so on. Furthermore, it 

seems extremely difficult to prove or 

demonstrate tangible or direct ROI. 

 

Putting a hard figure on “more 

effective communication”, a “more 

aligned workforce”, being able to 

“access information immediately” or 

“far quicker”, we have “ramped up 

efficiency” or we have been “more 

innovative” is tough when the business 

gains are often intangible. It’s not 

impossible, yet it takes time. 

 

But there is another way… 

 

All the benefits, without any cost 

There are some free and very low-

cost alternatives out there, but they 

are limited in scope, scalability and 

functionality. A mouth-watering 

collaboration solution for start-ups, 

SoHos and SMEs, the SunZu Team 

feature provides all the productivity, 

efficiency and employee culture gains 

that costly enterprise solutions do. 

 

Once logged in to the social business 

network, you can access your 

directory of “Teams” or “Network” 

(which is where the magic happens for 

Teams and Groupings) by clicking on 

one of the quick-links in the bottom 

left of the screen. 
 

 
 

You are then presented with your 

business network of trusted contacts 

on SunZu. At this point, it is worth 

highlighting that SunZu Teams work 

seamlessly with the Groupings feature 

too. 

 

You can group together anyone who 

is a SunZu member (not just your 

contacts) into specific categories 

(Groupings) through sophisticated 

segmentation – you can choose to 

filter them into, for example, a 

Grouping for your work colleagues, or 

filter them by Industry, Expertise, 

Sales Targets, Competitors, Bloggers 

& Journalists, and so on. This helps 

you save a lot of time when wanting 

to engage with a specific segment, do 

some competitive analysis, or conduct 

some prospecting by targeting specific 

contacts or types of contacts. 

 

From this point it is really easy to 

invite any of your contacts into any of 

your dedicated Teams. Each Team can 

be used howsoever you wish – for 

prospects, customers, mentors, staff, 

HR, media and PR, department-

specific, project-specific and so on. 

 

If you are happy 

with your filtering, 

then you quickly 

click the checkbox 

in the top left to 

select all of your 

filtered contacts 

and then with one 

click you can add 

the chosen contacts 

to a Team, or email each of them via 

the SunZu internal messaging system. 

 

You can also click the same checkbox 

to deselect all of them or, if you need 

to further filter out some people, then 

simply click on a contact to deselect 

them. Alternatively, if you want to be 

even more selective, then you don’t 

need to select all, but instead manually 

select specific individuals with just a 

single click on each name. Dark grey 

highlighting indicates that they’re 

selected; white indicates that they are 

not. 

Once you have joined or set up a 

Team(s), you can access the Teams 

page and filter them according to your 

needs at that moment in time. You 

can view all Teams on SunZu (and 

request to join those that grab your 

attention), just your Teams, new or 

popular teams and so on. A neat 

option is “Recommended Teams” 

whereby SunZu’s intelligent algorithms 

sift through all the Teams, each of 

their members’ profiles and your own 

profile to match you with relevant 

Teams. You can then click on their 

Mission and Vision summary 

statements to find out what their 

purpose is. 

 

Within each Team you can start 

discussion threads or join ongoing 

ones, view members, edit your Team 

members if you are the Team Owner 

(each Team can, currently, have up to 

1,000 members), view and create 

articles rich in multi-media just for 

your Team, choose to leave any Team 

at any point, and also “Add/View file(s) 

for your Team”. 

 

You can even share the Team and 

invite new members for it by clicking 

on the social media share icons too. 

Each Team also has Rules to abide by, 

to ensure that everyone behaves and 

interacts in a responsible manner. 

http://goo.gl/NNhZbc
http://goo.gl/NNhZbc
http://goo.gl/NNhZbc
http://goo.gl/NNhZbc
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Adding a file or document to a Team 

is super-easy: give it a title, choose a 

file from your hard-drive or server, 

then give it a description, click 

“Upload”, and let the collaboration 

begin! Supported files are too 

numerous to mention: pdf, jpeg, png, 

gif, Word doc, Excel spreadsheets and 

so on. 

(The example in the image above is 

from the Team set up for the SunZu 

founder’s latest project: Fortune 

Hunter TV.) 

 

According to serial entrepreneur and 

founder, Lyndon Wood, they are also 

in talks with nationwide and global 

enterprises about adopting SunZu 

Teams and SunZu Groupings for 

internal and external collaboration. 

Indeed, SunZu also offers a white 

labelled solution for internal global 

communications whereby all the 

features and functions can be branded 

according to a company’s brand 

guidelines. 

 

 

 

Exciting times for a social business 

network that only recently came out 

of beta and has already secured over 

55,000 members in just six months! It 

offers so much more than a typical 

social media network too. Check it 

out and let us know what you think. It 

could well be the collaborative 

solution your business has been crying 

out for. 
 

© Copyright, Dan Purvis 
 

About the Author 
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CommsAxis, with 15 years’ 

experience Dan brings a wealth of 
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Dan looks after the growth strategy 

for the clients and also for 
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Leaders get training and skills coaching 

when they want teamwork productivity 
to improve. Their frustration pours out 

in the question: Why can’t people just 

get along and stop the petty squabbles?” 

 

Productivity is a measure of the 

efficiency of production. High 

productivity can lead to greater 

profits for businesses and 

greater income for individuals.  

 

The control managers in a given 

organization are tasked with 

maximizing productivity through 

process-oriented observations 

and improvements. For 

businesses, productivity growth is 

important because providing more 

goods and services to consumers 

translates to higher profits. 

 

Teamwork Productivity:  

Reasons Why Employees 

Can’t Just Get Along. 

1. There are many reasons why 

employees can’t automatically 

get along. 

2. They have different 

personality types and don’t 

know how to adapt or don’t 

want to. 

3. They feel overrun by 

mavericks on the team who 

don’t collaborate. 

4. Their low emotional 

intelligence keeps squabbles 

alive. 

5. Respect is low 

6. Trust is low. 

7. They have different personal 

career goals. 

8. They come from different 

cultures and with different 

mores. 

9. They are competing for a 

limited number of 

promotional opportunities. 

10. They have different habits 

which drive each other crazy. 

11. They have different definitions 

of team and teamwork. 

12. Teams goals and acceptable 

team behaviours aren’t clear. 

13. They have old baggage that 

affects today’s behaviour. 

14. They slow or stop interacting 

to avoid conflict. 

15. There is bullying going on that 

you haven’t addressed or 

don’t even know about. 

16. They don’t know how to 

disagree in a productive way. 

Instead, they express thoughts 

and emotions in an aggressive 

way. 

17. Some who seem to work 

harder resent those who 

seem to work less. 

18. There are some team 

members who give orders to 

others instead of asking. “Get 

me those numbers right 

away!” This lowers teamwork 

productivity. 

19. You have a blame culture and 

people are pulling back to 

avoid failure. 

20. Change agents who are 

innovating are disrespecting 

past and current efforts. 

People take offense and 

interaction suffers. (FYI: You 

don’t have to demean the past 

to create the future.) 

21. Leaders aren’t forthright 

about upcoming changes and 

the rumour mill reduces 

teamwork and productivity. 

 

Leaders don’t express 

appreciation and recognition for 

employees’ work and talents so 

they don’t express it to each 

other. Low inspiration = low 

engagement and teamwork 

productivity. 

 

When employees ask you, the 

leader, to help with these 

struggles, telling them to work it 

out themselves or stop 

complaining makes matters worse. 

If they could, they would. 

 

Delegating it to someone else to 

handle won’t settle matters either. 

You can’t solve interaction 

troubles through mandates and 

delegation. 

 

What Does Work? 

Ask, listen, and explore options. 

Involve the teams in making things 

better. 

 

Redefine teamwork. Most leaders 

and teams are still defining it as a 

group of people working toward 

common goals and results. And you 

see where that’s gotten you. A team 

actually is: people growing, changing, 

and adapting to reach a shared 

success. If you don’t include growing, 

Kate Nasser 

Teamwork Productivity: 21 reasons people can’t 

automatically get along 
 

https://www.boundless.com/definition/control/
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changing, adapting in your definition 

of a team, people work on common 

goals purely from their own style 

and view. You then end up on the 

list of 21 troubles. 

 

As a leader, increase your emotional 

self-awareness and emotional 

intelligence. Leadership is about 

inspiring and influencing others. This 

creates a better work environment 

and minimizes the 21 troubles. 

 

Tap outside help. Independent team 

builders bring specialized expertise, 

fresh perspectives, objectivity, and 

the ability to say things that insiders 

can’t risk saying. 

 

Most importantly, don’t let these 

troubles fester. Although you can’t 

prevent all of them, you can address 

interaction troubles as they surface. 

Left alone, these struggles become 

long held grudges with 

insurmountable barriers. In your 

experience, what else stops people 

from working well together? 

 

This article was originally published 

on Niojak.com 

https://niojak.com/hr-news 
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I’ve yet to taste a cherry 

from the 20 year old cherry 
tree in my garden.  

 
It’s the same story every year. 

 

Just when the cherries are at their 

juiciest, sweetest and most 

perfect, a squadron of birds of 

varying shapes and sizes descends 

and eats the lot. 

 

It used to irritate me, but now I 

smile and marvel at my feathered 

friends perfect timing.  

 

Zoologist Dr. Chris Packham says 

that birds don’t try and eat the 

fruit when it’s at its very best; 

they just do what they are born 

to do.  

 

Harvard University’s Professor of 

Innovation, Clayton Christensen 

says that the great inventors and 

problem solvers down the ages 

have solved their problems by 

fixing their thinking. Christensen 

argues that when you fix your 

thinking, the problems fix 

themselves.  

 

So how do you fix your thinking? 

Christensen recommends thinking 

nothing. 

 

Lightbulb moments are most 

frequent when the mind is not 

fixed, open and at ease. Like when 

you’re driving, in the shower or 

out for a walk. 

 

For centuries, scientists, 

philosophers and sages have 

proposed that nothing may in fact 

be the key to understanding 

everything, from the true nature of 

the consciousness to the 

expansion of the cosmos. 

 

In Taoist philosophy it’s said that, 

"a truly good man does nothing 

yet leaves nothing undone. A 

foolish man is always doing, yet 

much remains to be done". 

 

It’s quite possible then that unless 

we do nothing, we could get 

nowhere! 
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Peter is a successful consultant: well-

connected, with clear-cut niche 

expertise, a full pipeline of work and 
premium fees. What's his Number 1 

problem?  
  

Overwhelmed?  No... he's 

accustomed to busyness and he has 

built a high-quality support team to 

cope with the workload.  

 

Office politics? No... he's perhaps 

fortunate to be safe from all of that.  

 

Time off? Not really. Occasionally, 

it's a struggle to disconnect but he 

has a strong spouse who insists on 

quarterly getaways.  

  

In today's climate where insecurity is 

rampant, Peter is fortunate. He 

appreciates this and has sympathy 

for those who don't know from 

where next month's business will 

come.  

  

Yet, he too is suffering. His pain is 

every bit as real to him as insecurity 

is to other professionals. In short, 

he is bored. He feels trapped inside a 

monumental structure of his own 

creation. After a decade of success, 

every client issue that comes his way 

feels like "more of the same".  

  

The situation is exacerbated by the 

constant barrage of messages - that 

confine him to hours each day 

"stuck in response mode", as he puts 

it. There is not enough time to think 

deeply, to be innovative, to enjoy his 

present success nor to anticipate 

the future.  

  

This is all the more serious because 

his reputation was built on an 

innovative approach.  Yet with each 

year of success, the opportunities to 

innovate seem to have diminished. 

Each time the formulae of success 

get recycled - in proposal-writing, 

management-briefings, workshops 

and approaches - there is less 

innovation and experimentation.  

  

Indeed, Peter finds that his clients 

want a tried-and-trusted approach. 

They want tailoring, yes, but not 

experimentation. It's a fine line.  

  

In our work together, Peter and I 

are carving out little oases of 

freedom. It's early days: perhaps too 

early to judge results. But Peter is 

already feeling a lot better: "lighter 

going to work in the morning" as he 

describes it. He's sleeping better, 

too. He now suspects that these 

months and years of endless 

treadmill were leading him into the 

early stages of depression.  

  

I would not be surprised. Speaking 

for myself, there is no thought more 

depressing than one day blindly 

carbon-copying the day before. Even 

the most exciting work eventually 

descends into routine if I don't spice 

it up: by change, exploration, new 

angles, fresh insights... "sharpening 

the saw", as Stephen Covey once 

described it. 

  

The challenge of course is to make 

SPACE for these. Not just in the 

diary, but also in conversations. In 

open-minded dialogue with clients 

and other professionals. Even in my 

own head. Curiosity is a wonderful 

mind-set, but it presupposes the 

SPACE in which to be curious.  
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Today, you’ll have to sell something. 

An idea, a product, a service, a 
proposition; why someone should 

choose you, recruit you, hire you… 

Or it could just be to get your 

children to tidy their rooms right now. 
                

Here are two simple steps, to boost 

your chances of making that sale: 

 Step 1: Focus on the right thing  

 Step 2: Say the right thing  

 

Taking each in turn… 

 

Step 1: Focus on the right thing 

Remember, people don’t want what 

you’re selling.  They’re interested in 

why they’re better-off after saying 

“yes” (their AFTERs). 

 

You’re the same. When you buy a 

website, you don’t want a website.  

You want more sales.  

 

You don’t want a tax accountant; you 

want to pay less tax. 

 

You don’t want a cleaning company; 

you want to impress your colleagues 

and customers by how beautiful your 

office is. 

 

So, to sell more, focus on the AFTERs 

they’ll get (their agenda), not the thing 

you’re selling (yours). 

 

Step 2: Say the right thing 

To sell based on AFTERs, ask the 

other person what, why and when: 

 What AFTERs do you want? (This 

ensures you’re both talking about 

their agenda, not yours) 

 Why do you want it? (This builds 

their excitement) 

 When do you want it? (This builds 

urgency) 

 

For example, if you’re a hotel 

receptionist 

 What type of room are you 

looking for?  (“something special – 

one of your best rooms please”) 

 Why do you want it?  (“Because 

I’m proposing to my girlfriend. I 

want to give her a night to 

remember”) 

 Congratulations. And how soon 

would you like this (“As soon as 

possible – Friday?”) 

 

The conversation has quickly moved 

from booking a room to his imminent 

proposal to his girlfriend. He’s much 

more likely to book the room (and 

probably be grateful to hear 1-2 extra 

things you can offer, to make their 

night a resounding success) 

 

Or, if you’re a business coach: 

 What do you want to achieve this 

year? (“To be as successful as 

now, but to do so in less time”) 

 Why’s that so important to you? 

(“I feel I’m not seeing my children 

as much as I’d like”) 

 How soon would you like to make 

this change (“As soon as 

possible”) 

 

Again, the ‘customer’ has more 

excitement and urgency than she did 

two minutes ago – good for both of 

you. 

 

So let me finish by asking you… 

 

Action point 

 What conversation today will you 

apply this process to? 

 Why’ve you chosen that one? 

Why’s it so important to you that 

it goes right? 

 How soon can you prepare and 

practise, so your conversation 

goes exactly the way you want it 

to?  

 

And some good news to finish: if you 

find this technique works and want 

more like it, I’ve recorded loads of 

short videos to help you. Here’s one 

on how to write better proposals. 
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A friend of mine, the Head of a 

Middle School, wrote the following as 
part of his weekly letter to parents. 

He is working hard to balance change 

and innovation demanded by modern 

times with the tradition and process 
long revered in student education. 

His message also rings true for 

service innovation in business and 

government organizations: 
 

“When Brazil defeated Italy in 1970 

for their third World Cup in 12 years, 

football aficionados claimed it was the 

greatest team ever with the greatest 

player ever, Pele. Four years later, it 

was the West Germans who defeated 

the Dutch in Munich to seize the 

World Cup, led by their brilliant 

defender, Franz Beckenbauer. 

The styles of the Brazilians and the 

West Germans stereotypically could not 

have been more different. The 

Brazilians played the beautiful game, 

filled with innovation, artistry, and 

imaginative give and take. The West 

Germans relied upon organizational 

systems steeped in traditions and rote 

drill after rote drill, shying away from 

innovation. 

Except that they didn’t. As is often the 

case, stereotypes reveal a morsel of the 

truth, and miss, with much fanfare, a 

full portrait. The West German triumph 

in 1974 signalled that the tradition, the 

system, and organization of this team 

reigned supreme, but it was the brilliant 

innovation of Franz Beckenbauer, a 

defenseman, creating the concept of 

the sweeper and moving onto the 

offensive side of the pitch, which 

changed the paradigm. Tradition in 

relationship to innovation. 

Don’t kid yourself with Pele. For all the 

bicycle kicks, the aerial artistry, the 

wizardry in passing and distribution, 

and creative scoring abilities, Pele and 

the rest of the Brazilian players were 

steeped in rote monotony of spacing, 

drill, fitness, and passing. Innovation in 

relationship to tradition. 

The same is true in education as it is in 

your fields of business, law, medicine, 

engineering, finance, journalism, 

architecture, and investments. There 

has always been and will always be a 

creative tension between tradition and 

innovation… How does a school 

integrate tradition with innovation? 

Hopefully as well as Pele and 

Beckenbauer did.”  

Warren Sepokowitz 

 

This letter pulls at the creative 

tension we face in organizations 

working to improve service within 

the structures and process of a 

complex business. Business systems 

and process have been defined and 

refined for quality and efficiencies. 

They are proven with use to reduce 

costs, mistakes and time. Yet 

sometimes the “artistry” of creating 

a positive and unique customer 

experience gets lost. I am often 

surprised at how amazed my client 

partners are to look again at their 

service transactions – from the 

customer’s point of view – and 

discover issues and opportunities 

their process would never uncover. 

 

And so the challenge, and the 

opportunity, is to look at proven 

processes and service experience 

hand-in-hand. To honour the 

process, the “tradition,” for all its 

internal power and consistency, 

while also discovering where 

innovation for each customer can be 

born. Not as an exception to a rigid 

process, but as a flexibility in 

relationship to proven practice. The 

imaginative “give and take” of the 

disciplined Pele and the innovative 

Beckenbauer. 

 

Where do you see tradition and 

innovation working together to 

serve the clients, customers and 

colleagues in your organization? 
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Spring is a time to shake off the chill 
of winter and feel renewed. Cast the 

seeds of your talent in a fertile soil. 

Till up the soil you sit in a bit. Begin 

to grow a crop that is fruitful and 
rewarding to reap. You might even 

need to change your container. 
 

1. Break out of the Ice Age. 

The glacier of experience on your 

resume is too large and out dated. 

Chisel off some of the antiquated 

work styles and stick to the 

progressive approaches and 

technologies. Also limit the scope 

of your resume to positions you 

have held for the last 10 years. 

 

2. Turn the soil up a bit. Be 

sure to seek out continuing 

education opportunities to stay 

current and cutting edge in your 

industry. If you are looking to 

make a job change or seeking 

advancement with your current 

employer. Have you noticed that 

your skills are lacking, it is time to 

add value to your experience by 

getting some additional training. 

 

3. Sowing seeds within your 

network. Leveraging your own 

contacts is a great way of 

expanding the number of available 

opportunities. The greater the 

opportunities to cultivate the right 

situations and weed out those 

that are not appropriate for you. 

Look into LinkedIn as an online 

forum for these contacts. 

4. Changing the pot you are 

planted in. If you have been 

doing the same type of work for a 

prolonged period of time and find 

it routine and unrewarding, it may 

be time to pull up your roots. If 

you are not looking to change 

employers but want to bloom 

where you are planted, look to 

your current employer to see if 

there are opportunities for 

advancement or job enhancement 

through a change in 

responsibilities. 

 

Whatever you decide don’t forget 

that in order to make a change 

you need to take action. Contact 

us at www.Well-Run.com if you 

are in need of Coaching. Even the 

coach has a coach!! Spring 

forward in the workplace. 
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 It isn't the mountains 
ahead to climb that wear you 
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Don’t get me wrong: I love my work. 

But I’m also a closet-introvert, which 

means that there comes a (frequent) 

point when I get swamped by all the 
interaction: the emails, the 

conversations, the Whatsapps, the 

Skypes, the social media. And then I 

need to get away from it all. 
 

The photo above was taken in 

Bryce Canyon, when I visited last 

month totally out-of-season: in 

other words with nobody else 

around. Heaven. Sometimes I 

wished I lived in a state such as 

Utah or Nevada, where space is 

abundant. In reality, I live in 

Belgium: one of the most densely 

populated countries in Europe. 

Maybe that’s why I increasingly 

crave space. 

 

Most people think I’m an 

extremely social extrovert. I’m 

not; I just learned early in life to 

behave like one. Exactly as Susan 

Cain describes in her TED talk 

“The Power of Introverts”… just 

without the summer camp 

experience. 

 

The world belongs to extroverts. 

Social media has empowered 

them even more. Their chatter 

follows us home via the smart 

phone, the iPad and the desktop. 

It’s hardly surprising that we have 

to disconnect completely in order 

to shut them up. 

 

 

I used to disconnect at least once 

every week. Now I find I need a 

little space every day. I cannot just 

wait for my next Bryce Canyon 

experience. Without a little oasis 

of sanity on a regular basis, I think 

I would go insane. 

 

The “disconnect” doesn’t have to 

be a long one. On some days, it’s 

just 15 minutes. Perhaps a walk 

around the block at lunchtime, or 

a quiet trip up an old used 

staircase. Whatever it is, what 

matters is that I energise myself 

frequently by getting away from it 

all. 

 

It appears I am not alone. The 

more I work with introverts, the 

more I appreciate how these little 

oases of sanity are essential for 

energy and creativity.  

 

My emotional and mental energy 

plummets if I don’t take these 

frequent breaks. Getting away 

from it all is not just a luxury; it’s 

an essential re-fuelling stop on the 

highway of professional life. 
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It’s said that a magnet can pick up 10 

times its own weight.  
 

In fact… 

A 1/2 inch magnet can hold 14lbs. 

Translated this means a 1.25cm 

magnet can hold 6.3kg 

 

Lifting magnets can lift 15 tonnes. 

 

WOW! 

 

Now this’s seriously 

impressive. 

I’ve met people who were just as 

magnetic. 

 

Customers, clients, suppliers, 

partners and fans seem to be 

attracted to them – and once 

attracted stick like north to south. 

But what makes these people 

magnetic? 

 

Is it their looks, their charm, their 

personality or that certain 

ineffable quality that comes 

packaged with confidence in a box 

labelled ‘certain’? 

 

Whichever and Whatever… 

It is – you and I know it when we 

feel it. 

 

Their words hold us. Their look 

engages. Their suggestions can 

seem more like commands than 

possibilities. 

 

Wouldn’t everyone want to know 

how to be this way? 

Here’s the answer: 

Take the focus from yourself and 

point it like a Maglite at - and on 

your listener. 

 

This appears to put you in 

darkness but in fact the reflected 

light has far more power than at 

first appears. 

 

Just try it and feel the difference. 

Oh and by the way – this is the 

technique for nerves-eradicating 

for speaking in public too. 

 

Give it a try… 

 

Go on then. 
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In Part One, I explained how you can 

make it easier for your employees to 

provide great service to your 

customers or clients. But delivering 

great service is only half the battle. 
You’ll also need to find ways to help 

your employees sustain their 

enthusiasm for doing so. 
 

Anytime you undertake a new 

initiative, you’ll be met with 

excitement at the beginning, and 

then slowly but surely as day-to-

day obstacles pop up and old 

habits refuse to relinquish their 

grip, your team will begin to 

waver. 

 

Your organization is going to get 

some sand in the gears, and when 

that happens, it’s your job to keep 

your people focused and 

enthusiastic. How do you do that? 

You find opportunities to educate. 

You recognize individual 

successes. You role model what 

needs to happen and then 

recognize when other people act 

as role models. You acknowledge 

service achievements. 

 

Read on for six tips on how you 

can strengthen your team by 

keeping them motivated to 

provide uplifting service. 

 

Give them the leeway to make in-

the-moment decisions. Don’t 

overcomplicate service. Work 

with your employees to switch 

their focus from “What should I 

do?” to “Who am I serving and 

what do they value?” And then let 

them know you trust them to 

make the right decision so they 

feel empowered to act. If an 

employee feels a customer should 

get a discount, either because a 

mistake was made or because 

they’re a great and loyal 

customer, then let them. You can 

monitor this system by reviewing 

situations with your team to 

ensure that in-the-moment 

decisions lead to the result 

everyone wants: happy and loyal 

customers, confident staff, and a 

successful organization. 

 

Have “mistake meet-ups”. 

Another big part of 

empowerment is demystifying the 

fear that comes along with making 

a mistake. 

 

Have a meeting and say, “We 

want learning from mistakes to be 

part of our culture.” Have your 

leaders kick off the meeting by 

saying, “I’ll go first. Here’s the 

biggest mistake I made last week. 

Here’s what I learned from it. 

What can I learn from you?” 

When everyone shares in this 

manner, it makes everyone feel 

safer about trying new ideas and 

taking new actions. 

 

Acknowledge achievements. 

Compliments are highly 

motivating and inspire employees 

to keep coming up with newer 

and better service ideas. That’s 

why you should a) actively solicit 

feedback from customers, and b) 

regularly share positive comments 

with employees. Don’t overthink 

it. A simple “thank you!” goes a 

long way. 

 

LUX* Resorts & Hotels excels at 

acknowledging employee 

achievements. Through its STAR 

Program, each month one team 

member from each resort wins an 

award. Then, at a companywide 

gathering at the end of the year, 

the STARs are honoured, and 

each hotel awards a STAR Team 

Member of the Year. It is all part 

of CEO Paul Jones’s firm belief in 

cultivating an attitude of gratitude. 

 

In addition to this great program, 

LUX* Maldives implemented an 

Instant Recognition Program. 

When a team member goes above 

and beyond the call of duty, they 

have the opportunity to receive a 

STAR CARD, which can be 

redeemed at one of the resort’s 

team tuck shops or cafes. Both 

programs have been very well 

received by LUX* employees and 

have played a role in the hotel 

group’s ability to rocket to service 

success in recent years. 

 

Educate and inspire them to serve 

each other. When most 

companies set out to fix their 

service issues, they start with 

customer-facing employees. That’s 

a common instinct, but also a big 

Ron Kaufman 

Make ’em say Wow: Tips for building a strong 

service team—Part Two 

http://www.upyourservice.com/blog/service-role-modeling/make-em-say-wow-tips-building-strong-service-team-part-one
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mistake. The fact is, frontline 

service people cannot give better 

service when they aren’t being 

well served internally by 

colleagues from other 

departments. 

 

When I worked with Air 

Mauritius to kick off its service 

revolution, they started by 

addressing the communication 

problems in its dysfunctional 

culture, which manifested as 

bickering, finger-pointing, 

withholding information, etc. 

 

First they had to realize that 

everyone on staff either directly 

serves the customer or serves 

those who serve the customer. 

Everyone had to embrace the 

service improvement mind-set—

engineering, ground staff, the 

technical crew, registration and 

sales, people at the counters, 

people at the gate area, people on 

the aircraft. That meant they had 

to serve each other as well as the 

customer. 

 

Encourage them to develop their 

own signature service touch. 

Sometimes small service touches 

can have a big impact. Here’s a 

fundamental truth of service: Small 

changes can lead to big leaps in 

customer perception—and they 

don’t have to be costly at all. 

 

For example, Air Mauritius had 

captains to start greeting 

passengers as they board the 

plane. This small gesture creates a 

huge impression of welcome and 

respect for passengers. It also 

asked captains to provide 

memorable information as they fly 

over certain areas—like 

descriptions of cities, landmarks, 

volcanoes, and so forth. This 

turned routine flights into 

uniquely guided tours. Passengers 

loved these changes. 

 

Provide a weekly service thought. 

This is something that LUX* 

Maldives has done very 

successfully. At the resort, every 

Monday morning the Training and 

QA Teams share a “weekly 

service thought,” which highlights 

the importance of service or an 

idea around how to improve 

service. Not only does the weekly 

thought inspire employees, it also 

gets everyone on the same page 

and discussing the same service 

ideas. 

 

The resort also sends out a daily 

quote. And they’ve become so 

popular that if the resort manager 

misses a day, he gets calls from his 

staff members asking when the 

daily quote is coming out. They 

value getting this daily motivation 

on how to be better and serve 

others better. 

 

Sustaining focus and enthusiasm is 

just as important as any customer-

facing service education you’ll 

dole out to your employees. The 

good news is that providing great 

service is addicting. Once your 

employees get a taste of what it 

feels like to improve the lives of 

others, they’ll want to keep doing 

it. Soon uplifting service to 

customers and colleagues will 

have taken hold in every level of 

your organization. 
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Ron Kaufman 

Take a service action 

that starts a chain 

reaction 
As service providers, we go to work each 
day and think about the customers and 

colleagues we serve. We listen, ask 

questions, and try to understand. Then 

we take action to answer questions, solve 
problems, and satisfy needs. 
When we succeed the result is a satisfied customer, 

which can be satisfying for a service provider, too. A 
customer’s smile makes you feel better. A colleague’s 
appreciation feels good, too. You might even earn a 

compliment in person or online – a win-win for both 

parties. It’s a two-way street: your positive attitude and 

action comes back to you. 
 

But what about when customers and colleagues are in 
bad moods, impatient or angry, or even hurling 

accusations?  When that happens you need to work 
harder. You have shift their mood and solve their 

problems, put a smile back on their face and answer their 
questions. 
 

This is more challenging, but can also be more satisfying 

to achieve. Why? Because the good feelings you create 

will keep on going. Because the next person they meet 
won’t bear the brunt of a bad mood. Your positive 

service action becomes a chain reaction. 
 

For example: a customer calls you in an angry mood and 

lets you know how frustrated they are with a problem. 
Before you tackle the problem, you take time to 
acknowledge their feelings, listen to all they have to say, 

and show genuine empathy for their situation.  
 

After your patience solves the mood problem, then you 

go to work on their other problems. Your customer 
leaves with both problems solved, and the next person 

your customer meets feels the difference.  For example, a 

colleague comes to you in a huff and in a hurry. Rather 

than asking them to calm down, you speed up and say “I 
can see this really matters to you. Let me do everything I 

can to get this done quickly.” Your colleague sees you 
working top-speed and their anxiety settles down, and 

the next person your colleague serves feels the 
difference. 
 

What if everyone embraced this point of view? What if 

our measure of success was not just doing our job and 

getting things done, but working right through the person 

we are serving now to touch the very next person they 
meet? 
 

Surely this is a bigger task than is written in your job 

description. And it’s not likely to be captured in your 
KPIs or your bonus plan. Then, if it’s not mandatory or 
measured, why put in this extra effort? Why should you 

care about the next person your customer or colleague 
sees, or says hello to, or serves? The answer to this 

question is simple: at some point, the next person down 
the line is YOU. 
 

So the next time you serve someone who is already in a 

good mood, just keep the good energy flowing. And when 
someone shows up in a bad mood, step up with your 

service to shift the mood and solve the problem. Be the 
person who takes an action that starts a chain reaction. 

 

mailto:Enquiry@UpYourService.com
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…know who you want to reach 
in terms of media profile.  This is 

essential so that you don’t waste your 

valuable time on PR opportunities 
that won’t get you in front of the 

right people. 

 

How do you become a 

media expert - someone 
called on by the media to 

comment about stories 

relevant to your niche? 
 

It’s something that feels like the 

Holy Grail for many.  It can seem 

like those people that get the 

media spotlight are in another 

league.  But, they are no different 

to you or me and many of them 

didn’t start out with that profile, 

did they?  But, journalists pick up 

the phone and email them to get 

their views and to invite them into 

the studio for comment. 

 

What makes them different and 

how can you tap into that so that 

journalists are calling you too for 

your expertise, knowledge and 

insight? 

 

Here are some tips on how to 

become a media expert – they’ll 

take you time and effort to 

implement or you’ll need to hire 

someone to implement them on 

your behalf.  They aren’t rocket 

science but you do need to stick 

with it over time to get results. 

 

1. Mindset – first you have to 

believe that it is achievable and 

believe in your own abilities in 

wanting to share your skills and 

knowledge via the media.  If the 

whole thing feels daunting then 

that is not necessarily a bad thing.  

It’s good to stretch yourself but 

you have to have an underlying 

belief.  It will keep you going if 

you have knockbacks or those 

moments of doubt. 

2. Objectives – you need clarity 

too about why you want this and 

about what, specifically, you want 

to achieve from each media 

opportunity.  Don’t do it for the 

sake of it or because it seems like 

a good idea.  Be smart and take a 

strategic approach. 

 

3. Target audiences – know 

who you want to reach in terms 

of media profile.  This is essential 

so that you don’t waste your 

valuable time on PR opportunities 

that won’t get you in front of the 

right people. 

 

4. Find the right journalists – 

sounds like a ‘no brainer’ but you 

need to find the journalists who 

will be interested in you and what 

you have to say.  That might be 

via posting a profile on the media 

databases that journalists use to 

source contacts or tracking down 

the individual contacts themselves 

based on what they have reported 

on in the past or researching their 

areas of interest.  Smart PR 

requires covering all bases. 

 

5. Shout about your credentials 

and availability – if a journalist 

landed on your website would they 

know that you are up for speaking 

to them?  If that is what you want 

and you aren’t making it obvious 

then you are missing a trick, don’t 

you think? 

6. Ongoing contacts research 

– forming relations with the media 

isn’t static.  You need to be across 

who is writing about, and 

reporting on, your niche and what 

they are saying.  You can then add 

to your list of journalists to follow 

and engage with.  The idea is not 

to build a huge list but to identify 

the key people you need to 

connect with and pick up on any 

new faces that appear. 

 

7. Think ahead of the game – 

when a relevant event is imminent 

then you need to think about how 

you can help your target 

journalists.  What information, 

angle or insight can you bring or 

suggest?  Then get in contact and 

pitch it to them.  But, do it in a 

personalised and tailored way 

rather than as a blanket ‘spray and 

pray’ email out to hundreds of 

people. 

 

8. Think on your feet – when a 

story breaks then journalists are 

on the hunt for information and 

comment.  If you follow the right 

journalists then you can use that 

to be in the right place at the right 

time.  This is something that has 

the potential to get you quoted 

but also just to get noticed by 

your target journalists as a useful 

contact. 

 

9. Shout about your successes 

– profile breeds profile and the 

more you shout about your 

successes the more the media will 

take notice. 

 

Debbie Leven 

How to become a media expert 
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10. Keep doing it – focus on a 

handful of media contacts and 

keep following them, comment on 

their articles and reporting, share 

what they say, answer their 

questions, suggest how you can 

help.  Then, rinse and repeat again 

and again. 

 

In a nutshell: Making yourself an 

expert is a bit like planting seeds – 

you have to put in the initial work 

and then keep nurturing the 

relationships to reap the benefits. 

 

What are you doing to make 

yourself a media expert? 

 

Want to be featured in the press 

and media?  Then check out: 7 

Quick and Easy Ways to Get 

Media Visibility. 
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Paul Chapman 

5 Barriers that prevent growth 
Interest rates are low, the economy is growing, and according to an ICAEW 

survey, business confidence is higher this year than at any time in the last 10 

years. The economic environment appears to be smiling on companies who want 

to grow, but growth is not without its challenges. Here we look at 5 potential 

barriers to growth that need to be anticipated and overcome. 
 

1. Have a robust plan.  

 Understand where you are now – the critical elements from a growth perspective being, products, 
marketing, sales and resources 

 Where you want to be in 3 years’ time (3 years is enough time to make something happen – but not so long 
that people know that they will never be held to account) and critically how you are going to get there. 

What is your strategy in the key areas above – and the actions that flow from it 

 Understand the principle “No plan survives contact with the enemy” – so don’t worry about deviations 

from the plan – as long as the core principles are followed and major milestones achieved 
  
2. Management  

 Look at your management team – and your board. Are they committed to growth, do they really 
understand the different approaches needed to achieve growth, rather than just deliver a similar 

performance to previous years? 

 Do they have the right balance of skills experience and drive 

 If the answer is not a clear ‘Yes’ – then you need to make some changes or get some external help 

  
3. Get the marketing right  

 Understand your customers ‘landscape’ – their opportunities and issues, and how you can help them.  

 Your product / service portfolio support must be able to support growth 

 You need new product plans that will enhance growth – and replace products / services that are becoming 
obsolete  

 Critically you need to know where your new customers are likely to come from - and the compelling 

reasons why they should buy from you 

 Your marketing messages need to be communicated well, and frequently – through multiple channels 

 For some companies exporting is a major growth opportunity – the topic of a future article 
  

4. Sales  

 Many companies do not have an effective ‘sales machine’ – a process that knows how to target prospects, 
engage with them and take them along a journey that results in a successful sale – and a happy customer  

 Your sales people must be competent, motivated, knowledgeable and keen to achieve results for the 
company as well as themselves 

 They must have the tools to sell – e.g. technical support from colleagues, good demonstration facilities or 

relevant case studies 

 Companies that sustain growth over long periods also understand that sales teams can be volatile – and 

therefore look to maintain a pipeline of potential sales recruits 

  

5. Resourcing  

 You need the capacity – or potential capacity to support your increased marketing and sales efforts – and 

then deliver product or services to turn orders into happy customers – and then into repeat orders 

 You need the cash flow, or access to funds, to support the activity above 

 In Summary - growth isn’t easy – but successful growth is very rewarding for all concerned, both financially 

and personally. 

 Azure Partners specialise in helping companies to grow – we have the skills and track record to add value to 

most company’s growth plans 
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Not long ago I had dinner with two friends 

who are much cleverer than me. One, 

Professor Srikumar Rao, runs one of the 
hottest business school courses in the 

world. You can read about it at 

www.areyoureadytosucceed.com 

 
The other, Joseph Sugarman, is a 

legend among marketers. He has 

made God knows how many 

millions, first advertising in 

magazines, then on TV. His 

Adweek Copywriting Handbook is 

wonderful. 

 

Joe has written all his own 

advertisements. And he says the 

only purpose of each sentence is 

to make people read the next one. 

 

I will shortly discuss what is the 

most important sentence, but 

what you are about to read is so 

simple and obvious that I almost 

apologise for writing it. However 

every time I look at ads in the 

press I'm am astounded by how 

many simple and obvious things 

many people in marketing either 

don't know, have forgotten or just 

ignore. 

 

To start with they spend far too 

much time on the thing that 

matters least to their customers, 

and far too little on the most 

important. 

 

Does that sound a bold statement 

to you? Well the thing most firms 

and their agencies spend an 

amazing amount of time and hot 

air on is their slogan. But that is 

not what gets you sales or readers 

- especially if it reads like a few I 

picked out a while ago:  

 Transactions speak louder 

than words  

 Direct access to the world  

 Online, offline, any time ...  

 Retail solutions for a multi-  
channel world  

 Engineering the flow of 

communication  

 Built around you  

 Bringing it all together  

 The world's local bank 

 

You think those will make anyone 

buy something? No. I thought not. 

You don't care how local your bank 

is. You just hate their rapacious 

charges. 

 

If Joe is right - and I wouldn't dare 

argue with his success - your most 

important sentence in any ad, e-mail 

or letter is the not the one at the 

end. It is the one at the beginning: 

the headline. 

 

This is certainly true, because some 

years ago a study revealed a startling 

statistic. 80% of advertisements are 

never read beyond the headline. If 

you don't start with something that 

grabs people, you're in trouble. The 

moral is simple. Spend more time on 

your headline than on anything else. 

 

So which headlines do work best? 

You may not be in the position to 

write something as startling as the 

Sun's famous line - "Freddy Starr ate 

my hamster" - so the first thing to 

understand is what interests people 

most. 

 

Well, the poet Pope once observed 

that "the proper study of mankind is 

man" so you must always remember 

that the most popular sport in the 

world is not soccer or fishing, it is 

people-watching. People are 

fascinated by people. Any heading 

that has something human in it is 

likely to work better. 

 

People love stories, too. So a 

headline that has story appeal tends 

to work. They like surprising or 

puzzling headlines. And they tend to 

like things that promise a benefit of 

some kind. 

 

Good headlines used to be called 

"stoppers". But they must not only 

stop - they must start, too - make 

people ask "I wonder that's about?"  

 

Take a look at any successful magazine 

or newspaper and see what headlines 

they run on the front page. Here are a 

few examples taken at random: 

 

Brad and Angelina: at breaking point 

over 'other man' 
 

Building 3m new homes will not end 

crisis, adviser warns minister 
 

WICKED WHISPERS: Why we all 

love gossip (even when it's not true) 
 

The most beautiful city in Southern 

Italy 
 

SPICE WARS LATEST 
 

Change your life - do nothing, says 

Bishop 
 

174 HOT WINTER BUYS 
 

Montenegro - the Mediterranean's 

undiscovered coastline 
 

REAL LIFE: 'I LOST MY SONS 

BECAUSE I'M A WORKING 

MOTHER' 

Drayton Bird 

How to write the perfect headline 
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Most 18-24 year olds would rather 

give up sex than their mobile phones 

 

When you're trying to write a 

headline you could do a lot worse 

than adapt one you've seen in a 

successful magazine. It's a good idea 

to keep a file of headings that strike 

you. 

 

The key to writing good headlines - 

and good copy - is the same as the 

key to success in conversation. 

Don't be a bore. Don't talk about 

yourself unless you have something 

really interesting to say. 

 

Nobody wants to read about your 

latest triumph unless they see very 

quickly that it will benefit them - and 

why. Nor will they drool over 

pictures of your chief executive - 

unless he has something interesting 

to say. 

 

Nor will they open their wallets 

because you say "Take a different 

road" to advertise a car very like all 

the others but a bit uglier. Trust me 

on that. 
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Also by Drayton Bird 

Hire People Better Than 

Yourself 
I confess: this is not my idea. I have no idea who came up with it. 

 
But I know my old boss David Ogilvy's dictum, "If we hire people better than ourselves 

we will become a company of giants; if we hire people worse, we will become a company 

of dwarves." 

 

However, David (like a lot of good people) had no qualms in stealing stuff. Nevertheless 

it is a natural failing - through insecurity, I guess - to hire people that aren't as smart as 

we are. That way we feel less threatened. 

 

But I can think of more than one occasion when I have taken on people who I thought 

were better than me in some way. One was Brian Thomas who came into our Covent 

Garden offices in 1980 and said "Do you have any jobs?" 

 

I asked why he had come in. He said, "I've been reading your house ads, and you sound 

like the kind of people I'd like to work for." 

 

(Hint: remember that your ads are certainly read more by your staff than by prospects, 

and also by possible employees). 

 

I spent ten minutes talking to Brian and realised he knew more about the mail order 

business than I did, so we hired him. Within a year he was the managing director (I 

couldn't run a fruit stall). 

 

More recently I hired a partner, who certainly has a better analytical mind than I do (As 

indeed she should, being a Doctor of Philosophy). 

 

So remember, try not to be daunted by clever people; you're a lot better off hiring them 

than trying to do everything yourself. 
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Paul Sloane 

We need leaders who can admit that they 

were wrong 

 

 
For large companies to innovate they 

often have to face the fact that their 

current products and business model 
need to change. Think of Kodak, Nokia 

and Blockbuster Video. What’s more 

when they try something new, very often 

the innovation does not work. The 

organisation has to learn fast and adapt. 
First however, the leader has to admit 

that they were wrong. For proud, 

successful senior people this is very hard. 
 

Mark Lynas is an environmental 

activist who was one of the leading 

opponents of genetically modified 

foods. He argued that the selfish greed 

of big corporations would threaten 

the health of both people and the 

Earth. In 2013 he dramatically changed 

his mind. He said, ‘I apologise for 

having spent several years ripping up 

GM crops. I am also sorry that I 

helped to start the anti-GM 

movement back in the mid-1990s, and 

that I thereby assisted in demonising 

an important technological option 

which can be used to benefit the 

environment. I could not have chosen 

a more counter-productive path. I 

now regret it completely. So I guess 

you’ll be wondering—what happened 

between 1995 and now that made me 

not only change my mind. Well, the 

answer is fairly simple: I discovered 

science, and in the process I hope I 

became a better environmentalist.’ 

 

One has to admire his courage. He 

was ridiculed from all sides. How can 

anyone trust a leader who changes his 

mind? There is a toxin in the body 

politic which prevents politicians from 

changing their point of view. They are 

castigated in the media for ‘flip-

flopping’ or doing a ‘U turn.’ Margaret 

Thatcher famously declared that ‘the 

lady is not for turning.’ Tony Blair 

declared that he had ‘no reverse gear.’  

 

But would you buy a car that could 

not turn or did not have a reverse 

gear? We need leaders who are 

prepared to admit, like Mark Lynas, 

that sometimes they just got it wrong.  

 

A classic example concerns the 

National Health Service, where we 

desperately need more 

empowerment, innovation and 

experimentation. Yet if different 

approaches are tried in different 

places with different results then the 

media can joyfully deride a ‘post-code 

lottery.’ Experimentation by post code 

would be highly beneficial if we could 

share the results yet conformity and 

compliance are preferred.  

 

In business and in politics we need 

leaders who are prepared to try new 

things and honest enough to admit 

when their approach proves flawed.  

 

The paranoid leader never admits they 

atmosphere in which no-one admits a 

fault, whistle-blowers are punished 

and ugly truths are ignored. The 

courageous leader has the humility to 

accept that he or she has erred. They 

encourage everyone to admit mistakes 

and to learn from them. There are not 

enough leaders like this. 

 

© Copyright, Paul Sloane 

 

 

About the Author: 
Paul was part of the team which 

launched the IBM PC in the UK in 

1981.  He became MD of database 

company Ashton-Tate. In 1993 Paul 

joined MathSoft, publishers of 

mathematical software as VP 

International. He became CEO of 

Monactive, a British software company 

which publishes software asset 

management tools.   In 2002 he 

founded his own company, 

Destination Innovation, which helps 

organisations improve innovation.  He 

writes and speaks on lateral thinking 

and innovation.  His latest book is The 

Leader’s Guide to Lateral Thinking 

Skills published by Kogan-Page. 

 

Co-ordinates: 
Web: www.destination-

innovation.com  
E-mail: psloane@destination-

innovation.com  
Tel: +44 (0)7831 112321 

Mark Lynas 

The courageous leader has the humility to 
accept that he or she has erred. They encourage 

everyone to admit mistakes and to learn from them. 
There are not enough leaders like this. 
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Barry Urquhart 

Beware of Distractions 
 

 

Distracted audiences explain, in part, 

the widespread instances of ineffective, 

incomplete communication.  It is difficult 

enough to effect clear and complete 

comprehension when we can listen and 

think some 23 times faster than others 

can speak.  Little wonder that, at best, we 

“hear”, recognise, comprehend or respond 

to around every six words.  

 

Stop.  Do I have your full attention?  

... If not, I’ll wait until such time as I 

do. 
 

Distracted audiences explain, in 

part, the widespread instances of 

ineffective, incomplete 

communication.   

 

It is difficult enough to effect clear 

and complete comprehension when 

we can listen and think some 23 

times faster than others can speak.  

Little wonder that, at best, we 

“hear”, recognise, comprehend or 

respond to around every six words. 

  

Alas, a fascinating insight into 

misunderstandings.  Now don’t let 

me be misunderstood.  We are all 

distracted at times, often by our 

own devices.  Multi-tasking is not a 

natural human state ... well- 

particularly for males, some will 

contend.  The old marketing adage: 

share of mind equals share of market 

has been updated to: share of mind 

equals share of message. 

  

Technology and technological 

advances are wonderful things, their 

benefits are multi-fold.  However, a 

narrow focus on technology can be 

a limiting factor in effective 

marketing and selling.  Emotion still 

reigns supreme in influencing 

purchase decisions.  Technology is 

seldom - if ever - the emotional 

component of a set of buying 

criteria.  It may be a means to an 

end, but not the complete story. 

  

In the modern, dynamic and 

challenging digital era it is 

reassuring to know that size and 

power alone are not the key 

contributors to success.  The 

future will be greatly influenced, 

and to some extent, determined 

by the concept of nanotechnology. 

  

Charles Darwin: the following 

quote is ascribed to a man of 

great foresight:  It is not the 

strongest nor the most intelligent 

who will survive, but those who are 

most responsive to change. 

  

The footnote message is simply a 

means to avoid being distracted. 
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Lilach Bullock 

20 of the top measuring and 

analytical tools 

 

Are you measuring your results 
online?  Do you know what 

outcomes are being delivered, or are 

you merely gathering data? (E.g. 

measuring traffic, page views and 

clicks for your website.)  In today’s 
online world, brands need to also 

interpret the data, and identify and 

analyse trends in order to understand 

what it means and why.  Businesses 
need to be measuring their results to 

determine how successful their 

approach has been, and how different 

elements might be adapted and 

maintained in the future. 
 

Whatever industry you’re in, if 

you have an online presence it’s 

important to fully understand how 

it’s performing and how well (or 

not) your competitors are doing. 

Otherwise you will be unable to 

improve and be left behind. 

 

There are a plethora of analytical 

tools available in the marketplace 

to enable you to do this 

effectively. But there isn’t a 

comprehensive tool for sole use 

that will tell you everything you 

need to know. By using a 

combination of tools you will get a 

full picture of your social media 

performance with in-depth insight 

into your customers, your own 

performance and your 

competitors. But unsurprisingly 

there are many different tools in 

the marketplace (some are free) 

and it can be a little overwhelming. 

 

Below (in no particular order) are 

our list of top measuring and 

analytical tools: 

 

1.  Clicktale 

Lots of great features including 

visitor recordings, campaign 

tracking, heat maps, real-time 

monitoring. It also provides visual 

conversion paths and why 

customers abandon your website. 

You can also improve conversion 

rates of your online forms from 

discovering which are left blank, 

take longest to fill, or even cause 

them to leave. 

 

2.  CrazyEgg 

Enables you to build heat maps 

and track your visitors every click 

based on where they are 

specifically clicking within your 

website. From this you can identify 

which parts of your site are most 

popular, clickworthy, and draw the 

most attention. Useful scrollmap 

so you can see how far people 

scroll down pages and where they 

abandon. 

 

3.  Lead Forensics 

A powerful spy tool that allows 

you to access real time intelligence 

about your prospects. Find out 

when they visited, what they 

searched for, the pages they 

viewed and much more. You can 

also view the name of the 

company together with the 

business turnover and their 

industry. 

 

4.   Simply Measured 

A complete social media analytics 

tool which covers most of the 

social networks – Twitter, 

Facebook, Vine, Instagram, 

YouTube, Tumblr, LinkedIn, 

Google+, Klout and even Google 

Analytics (with Pinterest soon to 

join). Their reports are beautiful 

and very thorough. You can 

choose to see your reports either 

in Excel or online, or even export 

them directly to PowerPoint, and 

get very in-depth analysis of your 

online behaviour, your followers 

and fans and much more. We 

wrote a more detailed review of 

them here. 

 

5.   muWebfluenz 

A very powerful all in one tool 

that is very simple and intuitive to 

use.  It allows you to measure, 

analyse, engage and manage your 

social media in real time.  They 

also provide reports and 

sentiment tagging as well as a 

plethora of other features and 

solutions. We wrote a full review 

of them here. 

 

6.   Hashtagify 

A hashtag tool that not only helps 

you compose and find better 

hashtags but also helps you analyse 

and amplify them. Hashtags are 

displayed in different sized 

bubbles, so you can find out in an 

interactive way which hashtags are 

more popular than others. We 

wrote a full review of them here. 

 

7.   Canddi 

A great spy tool that reveals your 

website visitors. Find out how 

leads found you, what they have 

seen and what’s made them 

interact or purchase. You can also 

identify the company name. We 

wrote a full review of them here. 

 

8.   Improvely 

Identify the sources of every sign 

up or sales you make on your 

website. Provides the data 

whether it’s from organic or paid 

marketing traffic. Gives key 

metrics from visits, conversions, 

cost, CPA, profit etc. Useful click 

fraud monitoring feature where 

you can track your ads and 

monitor for signs of suspicious 

activity – helps prevent scammers 

and competitors clicking on your 

ads! 

 

9.  Compete 

Want to know how your 

competitors are doing in terms of 

attracting customers to their site 

or how they are faring against you 

http://www.clicktale.com/
https://www.crazyegg.com/
http://www.leadforensics.com/
http://simplymeasured.com/
http://www.commsaxis.com/simply-measured-review/
http://www.muwebfluenz.com/
http://www.commsaxis.com/muwebfluenz-one-best-socialmedia-analytical-tools/
http://hashtagify.me/
http://www.commsaxis.com/hashtagify-advanced-twitter-hashtag-search-engine/
http://www.canddi.com/
http://www.commsaxis.com/canddi-insights-review/
http://www.w3roi.com/
http://www.compete.com/us/
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in terms of traffic? Compete 

enables you to find out what 

keywords are sending users both 

to your website and to your 

competitors. A very good spying 

tool where you can see your 

competitors’ website analytics. 

 

10. Kissmetrics  

A very useful analytics tool that 

measures user identities. It tracks 

every visitor, before and after they 

become a customer. Helps you 

understand the journey they took 

from being a visitor to how they 

converted into a customer. 

 

11. Bottlenose 

A helpful tool that provides you 

with live social intelligence by 

analysing activity across all the 

major social networks. You can 

use it to search, monitor, analyse, 

target and engage in real-time. 

Analyse trending topics, people 

and emotions. 

 

12. Rivaliq 

A fabulous tool that allows you to 

track and compare key metrics 

like social engagement, keeping 

taps on what your competitors 

are saying and sharing.  It has a 

host of very cool features helping 

you stay one-step ahead and learn 

from your competition. 

 

13. Buzzsumo 

A very simple tool that analyses 

which content performs best for 

any topic or your competitors.  It 

also helps you to find key 

influencers to promote your 

content. 

 

14. Sumall 

Analyses everything from social 

media, emails, ads, payments and 

e-commerce data.  You can 

receive your data in your inbox 

and customise how often you 

receive it. 

 

15. UberVu via Hootsuite 

Provides brands instant insights by 

analysing millions of social media 

mentions.  You can use it to learn 

more about your customer’s 

social space, observe key 

conversations and connect with 

customers.  

 

16. Google Analytics 

The most common and widely 

used free analytical tool. It 

provides rich insights into your 

website traffic and marketing 

effectiveness; you can discover 

where your website visitors are 

coming from, what they are doing 

whilst there, and how often they 

return. There are a host of 

features, including: automatic 

updates to notify you of important 

changes in data patterns; Analyse 

subsets of your traffic with an 

interactive segment builder; 

Flexible customisation – you can 

get the data you want and present 

it in the way you want; Track sales 

and conversions; measure your 

site engagement goals against your 

own defined threshold levels; E-

commerce tracking; mobile 

tracking; data export API. 

 

17.  Google Website 

Optimizer 

Google’s free tool allows you to 

rotate different parts of your 

website content to identify which 

sections and placement convert 

into the most clicks, and 

ultimately, the most sales. 

Through this you can find the 

most optimal content combination 

as well as increase the 

effectiveness of your website and 

boost customer satisfaction. 

 

18.  iPerceptions 

A website survey tool which 

allows business owners to 

evaluate the online experience, 

measure customer satisfaction and 

quickly implement website 

improvements based on real 

visitor feedback. 

 

19.  Twitalyzer 

A useful Twitter tool that 

evaluates the activity of any 

Twitter user and reports on 

relative influence, signal-to-noise 

ratio, generosity, velocity, klout, 

and other useful measures of 

success in social media. 

 

20.  Facebook Insights 

If you are using Facebook to 

engage with your customers, this 

free tool is a must. It gives detailed 

information about your follower 

counts, likes, comments on posts 

and much more. 

 

Whilst the tools can be invaluable 

to businesses it’s important that 

you take the time to understand 

and decipher what the data means 

(good, bad or neutral). Consider 

which bloggers and influencers are 

the most relevant for you to build 

relationships with?  Or perhaps 

key topics that people are talking 

about, in relation to your brand, 

product and/or service offerings, 

and industry. Get in touch here to 

see how we can help give you the 

insight you need to stay ahead of 

the competition. 
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An easy way to start talking to your 

ideal clients is to find someone who 
is already selling to them and partner 

up to market together. 

 
This is one of my favourite 

strategies that I like to borrow from 

Microsoft.  
 

When Microsoft wanted to get into 

the travel industry with Expedia they 

realized they didn’t have the 

experience in travel so they 

partnered up with American 

Express.  

 

They formed an exclusive 

partnership for a couple of years 

which gave American Express a 

technology advantage and helped 

Microsoft learn about the travel 

industry. 

 

Going back even earlier, Microsoft’s 

big break came when they partnered 

with IBM to sell Microsoft software 

on IBM computers.  

 

It was a huge win for the relatively 

unknown Microsoft and the 

partnership strategy worked.  

 

But Microsoft was already a $7 

million company when they 

made the IBM deal.  

 

How did they get that far?  

 

Other strategic partnerships! 

 

It’s not only one of my favourite 

ways to market, it’s also one of the 

fastest ways to grow a business and 

reach your audience without 

spending money. 

 

The lesson is simple: find 

companies who have 

relationships with your target 

market and give them a reason 

to want to help you.  

An easy way to do this is with a 

revenue share but you can also 

search for more creative options 

depending on what their needs are. 

 

In my old software company, one of 

my goals was to increase our 

international sales.  

 

We didn’t speak foreign languages 

and the time zone differences 

caused problems in us closing sales.  

 

We were getting international leads 

even though we did no international 

marketing but we weren’t closing 

them at the same rate.  

 

So we partnered up with 

international firms in over 30 

countries and had them sell for us.  

 

We passed them leads that came 

from our site and they did their own 

marketing as well.  

 

They had experience in our industry 

and we gave them a better 

commission rate (margin to 

motivate) to encourage them to sell 

our product over our competitors.  

 

They spoke the language, 

understood the culture, and were in 

the same time zone.  

 

We even got some of them to 

pay us for exclusive rights up 

front. 

 

Another way to find potential 

partners is to look at who your 

customers are buying from before 

they buy from you and after they 

buy from you.  Those are great 

referral sources for both you and 

them. 

 

For example, if you’re a mortgage 

broker your clients might go to a 

real estate agent first to get an 

assessment on their house and start 

looking at potential properties.  

 

They might even look at staging 

companies to help them get their 

house ready to sell.  

 

If they’re currently renting, then 

their landlord might know that 

they’re looking to move.   

 

After they use your services they 

might hire a real estate lawyer or 

start looking at furniture stores to 

furnish their new home.  

 

These are all people who deal with 

your target market who you could 

form referral partnerships with. You 

don’t have to go it alone and if you 

choose to do so, you’re less likely to 

succeed.  
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Governance, risk and compliance codes, 
officers and advisers abound. Where 

were they in 2008 when the 

international financial system almost 

imploded? What lessons have we 
learned since the crisis? Do we feel safer 

and less exposed? Are businesses more 

entrepreneurial, innovative and 

sustainable? Is there greater diversity of 

practice? Are people thinking about 
what is best for each business and its 

situation and stage of development?  
 

Alternatively, are standard practices 

and box ticking leading to risk 

aversion and a dull uniformity? Are 

prevailing practices, leadership styles 

and organisational structures 

encouraging breakthroughs or stifling 

them? Where is innovative thinking 

that would lead to greater diversity 

and creativity? Must a governance, 

risk and compliance framework 

constrain people? Or could it set 

them free to develop new solutions 

and additional options?  

 

Can one balance freedom and 

control? Can we achieve both across 

an organisation and its supply chain? 

Can we benefit both people and 

organisations? Can we do this with 

existing people and without 

restructuring or a change of culture?  

 

In short, is there an affordable 

approach to compliance that can 

quickly lead to a more innovative and 

sustainable business? The answer is 

yes. One can also abolish some 

traditional trade-offs.  

An investigation I have led has 

covered over 2,000 companies and 

over 500 professional firms. The 

findings are set out in three reports 

Transforming Knowledge 

Management, Talent Management 2 

and Transforming Public Services. The 

reports set out a quicker, cheaper and 

less disruptive route to high 

performance organisations. The 

recommended approach can be 

adopted by businesses at different 

stages of development in many 

sectors.  

 

The theme of this conference is 

leadership for business excellence and 

innovation. A key finding of my 

investigation is that you do not need 

to be excellent at everything in order 

to compete and win. Customers may 

be unwilling to pay for everything to 

be gold-plated. One has to excel 

where it counts while being good 

enough elsewhere. With greater focus 

on key work-groups, critical success 

factors, differentiators and sources of 

competitive advantage less can be 

more. 

 

In relation to innovation one needs 

practical approaches rather than 

general models. Creativity, innovation, 

diversity and freedom are interlinked. 

Most of us are born with an innate 

desire to reach out, explore and 

learn. We are individuals with the 

ability to experience and think for 

ourselves, but our evolutionary 

journey has also taught us the value of 

collaboration. Collaboration creates 

opportunities for exchange, co-

creation and sharing.  

 

Rules, regulations and norms may be 

required for effective and fair 

interaction. Codes and guidelines can 

also provide helpful advice. However, 

there are potential downsides. 

Prescription can inhibit free 

expression. Too much order can stifle 

creativity, hinder innovation and 

discourage exploration. Norms can 

also lead to intolerance, exclusion and 

hostility towards “outsiders”. 

 

My 1992 books Transforming the 

Company and Creating the Global 

Company called for more flexible and 

responsive organisations that could 

evolve organically. They were 

achievable with the technology of the 

1980s. Networks of collaborations 

and portfolios of projects offered 

huge advantages. Yet bureaucratic and 

hierarchical models of organisation 

still exist, despite huge improvements 

in affordable connectivity.  

 

My 1997 book The Future of the 

Organisation set out what I regarded 

as essential freedoms for adaptation, 

creativity and innovation. The 

freedoms were designed to 

accommodate different approaches, 

capabilities and styles and a variety of 

preferred ways of working and 

learning. They recognised that not all 

tasks need be approached in the same 

way. How, when, where and with 

whom we collaborate, co-create, 

work and learn can vary according to 

the particular project, the situation 

we are in or the relationships we 

require. Our preferences reflect our 

roles, family commitments and 

lifestyle choices.  

 

Freedoms appeal to those who wish 

to include, engage and liberate people. 

Yet rules, standard procedures, 

approved approaches and mandated 

practices often constrain. In some 

environments there is little 

experimentation. Exceptions are rare. 

Directors worry about risks, setting 

precedents, opening loop-holes or 

creating problems for processes and 

systems.  

 

Top-down management persists. The 

focus is too often on inputs – how 

people work and whether procedures 

are followed – rather than the 

outputs achieved. Regulations, 

legislation and reporting requirements 

grow ever more complex and 

expensive to implement.  

 

As vested interests suggest additional 

areas to cover, many younger, 

creative and entrepreneurial people 

Professor Colin Coulson-Thomas 

25th World Congress on Leadership for 

Business Excellence & Innovation 
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long for greater control over their 

lives and more opportunity to express 

themselves. They are willing to 

assume personal responsibility and 

can be trusted. They are the very 

people that organisations seeking new 

ideas need to retain, involve and 

engage.  

 

Relationships need to be mutually 

beneficial if they are to survive. Many 

contemporary businesses are 

networks of collaborations that 

embrace people of different 

backgrounds, specialisms, nationalities, 

cultures and faiths. Tolerance of 

differences, trust and mutual respect 

are required.  

 

How will future historians 

characterise our contemporary 

world? Are we entering a new age of 

enlightenment or an era of suspicion, 

mutual distrust and violence? Will 

openness and freedom lead to highly 

motivated extremists behaving with 

barbaric cruelty against those who 

think differently?  

 

Balancing order and freedom presents 

business and political leaders with 

dilemmas. Predictability, prudence and 

responsible risk taking are desirable. 

Yet freedom can foster the innovation 

needed to create new choices and 

more sustainable options, and tackle 

problems such as climate change and 

drug resistant diseases that could 

plunge us into a new dark age.  

 

The journey to freedom can be a 

challenging one. When empires break 

up and dictators are removed, dreams 

of free expression often give way to 

the reality of violent struggles for 

power and/or fragmentation into 

warring factions and inter-communal 

violence. At one end of the spectrum 

political, religious, racial and tribal 

minorities become the victims of 

genocide.  

 

One cannot blame directors for being 

cautious. We have onerous duties and 

responsibilities. Within any population 

there may be those who will seek 

personal advantage or commit fraud. 

Our challenge is to prevent the harm 

they might cause without inhibiting 

the enthusiasm, commitment and 

creativity of those who want to 

contribute and who have the potential 

to innovate.  

 

For business leaders there are 

answers. It is possible to balance 

freedom and control. Crucially this 

can be done without incurring the 

excessive costs or involving the 

unreasonable delays of some 

approaches to compliance. Examples 

quoted in the three reports I 

mentioned earlier - Transforming 

Knowledge Management, Talent 

Management 2 and Transforming 

Public Services - show it is possible to 

build checks into performance 

support frameworks and tools. People 

can be liberated. They can develop 

new approaches, responses and 

solutions while avoiding commercial 

risks, regulatory breaches, quality 

issues and legal problems.  

 

Responses can be tailored to the 

needs of individual customers, citizens 

and clients. Contemporary 

connectivity and social networking 

across a community can allow 

continually updated and  personalised 

support to be provided on a 24/7 

basis wherever people are, including 

when they are on the move. Users 

can be set free to pioneer, investigate 

new possibilities and explore 

alternatives while those in leadership 

roles can be confident that they have 

taken evidenced steps to ensure 

compliance with legal obligations and 

corporate policies.  

 

There is no point just making 

speeches about the desirability of 

innovation. People need to be helped 

and equipped to make it happen. The 

new leadership advocated in the 

reports I have mentioned goes 

beyond rhetoric and the formulation 

of policy. It embraces the reality of 

implementation and making things 

happen. It switches the emphasis from 

monitoring people to helping and 

supporting them.  

 

Performance support solutions have 

transformed results and 

simultaneously delivered multiple 

benefits in many areas in a variety of 

sectors and across supply chains. By 

supplying tools that make people 

aware of the consequences of their 

buying decisions and lifestyle choices 

pioneer adopters have both gained 

market share and enabled more 

responsible and sustainable 

consumption.  

 

Social networking can ensure that 

support provided is critiqued. Instant 

updating can enable information and 

assistance to remain relevant and 

current. Early adopters have reacted 

quickly to marketplace, technological 

and other developments, challenges 

and opportunities. Solutions can be 

quickly rolled out across a global 

network. In the afternoon people can 

deploy responses to problems or 

requirements they did not know 

existed when they had breakfast that 

morning.  

 

Speed, focus, relevance and 

affordability are key requirements for 

contemporary business success. 

Companies of all sizes can embrace, 

retain and fulfil customers and other 

stakeholders from a variety of 

backgrounds, locations and cultures. 

They can become living entities. 

Different elements of an organisation 

can adapt, develop and evolve 

organically as required.  

 

One can reconcile the requirements 

for freedom and control. Diversity 

and creativity can be accommodated. 

We can set people free while 

respecting their differences and 

ensuring compliance. In summary, one 

can be entrepreneurial, innovative and 

responsible.  

 

Event details: Coulson-Thomas, Colin 

(2015), Balancing Freedom and 

Control, Speech to Dubai Global 

Convention and 25th World Congress 

on Leadership for Business Excellence 

& Innovation, Ballroom, The Meydan 

Hotel, Meydan Racecourse, Al 

Meydan Road, Dubai, UAE, Mon. 20th 

April  
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Dr Lynda Shaw 
The motivated brain 

 
When we are motivated our brains 

release dopamine which reduces 

stress and increases feelings of 

pleasure and perseverance. This feel-
good chemical is so powerful it 

affects our behaviour, motivation, 

thinking and some forms of memory. 

It is also implicated in reward. No 

wonder the motivated brain is 
galvanized into action. 

 

Motivation ultimately stems from 

the individual themselves but 

specifically is largely influenced by 

self-confidence. You were hired 

because the employer felt you 

were capable and this should be a 

real driving force for motivation. If 

we lack confidence or self-esteem, 

our motivation is affected because 

we believe we will do a bad job 

anyway and so lack the energy and 

drive to ensure we produce our 

best work. 

 

Undeniably it is also partly the 

employer’s responsibility to keep 

their team motivated. Colleagues 

appreciate feelings of self-worth, 

being of value and that they are a 

key member in the organisation. It 

is important to remember 

monetary rewards aren’t the only 

way to make a team member feel 

appreciated; an authentic thank 

you for all their hard work and 

praise for excellence helps 

continued motivation in the long 

run. 

 

A lack of motivation can come 

from a lazy attitude, boring 

atmosphere and a lack of drive in 

the company. More often than 

not, people find a lack of 

motivation results from their 

company’s apathy towards making 

colleagues feel valuable. 

Unrealistic expectations coupled 

with a lack of resources and team 

conflict is often the sole reasons 

of demotivation at work. 

 

This is a cocktail for low 

productivity, stress and perhaps 

depression or anxiety. When we 

are in a negative state such as this, 

the feel good neurochemicals in 

the brain are compromised and 

hormones such as cortisol in 

effect enhance a stress response 

and a negative cycle spirals us into 

an even lower state which is 

highly counterproductive for both 

our health and our work. 

 

The brain often lacks motivation 

when there is no clear career 

goal. It is in your interest to 

identify, what you enjoy and 

where you would like your future 

to develop. Speaking to colleagues 

and senior personnel about your 

concerns helps company growth, 

prevents conflict as well as 

enables motivation. People who 

coast rarely put their all into any 

job but a ‘can do’ attitude inspires 

team motivation. 

 

Top Tips on How to keep 

your employees or team 
motivated 
 

1. Speak to your team – Find 

out what motivates them and 

what their future career goals are 

and make a plan to work towards 

this. 

 

2. Give the team variety – 

Nothing is more demotivating 

than doing the same thing day in 

day out. Convert an undesirable 

task into a positive challenge. Mix 

teams and roles up. 

 

3. Reward – Always remember 

to verbally praise high performing 

team members. Organise 

something nice for the team as a 

whole when a big goal is reached. 
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Today, the increasing demand for 

unique and fresh content can make 

creating your online presence feel 
like walking across a hot desert - the 

mirage being your desired Google 

rankings and quality leads. 

 
Most businesses do not have the 

time, budget or even energy to 

take on the content marketing 

journey. This is where evergreen 

content can be the green oasis 

you are looking for: it delivers 

what your customers want and 

conserves energy at the same 

time, your energy. 

 

What do we mean by 

"evergreen"? 

We all know that evergreen trees 

retain their leaves and freshness 

throughout the year and, like 

these trees, evergreen content is 

something that is relevant and 

attractive for a long period of 

time. 

 

But isn’t all digital content 

immortal? Articles and blog posts 

never entirely vanish from the 

web. 

 

As Megan Mars said in her 2012 

article: "When we talk about 

content being 'evergreen', we mean 

content that remains fresh, 

interesting, relevant and valuable 

long past its publication". 

 

Evergreen content, therefore, 

provides information that will 

attract lots of readers over the 

long-term, in contrast with a 

highly timely news or comment 

based piece that can be equally 

valuable, but with a shorter shelf-

life. It can also save time and 

money, as a few focused, 

evergreen articles can be 

enhanced by other relevant blog 

posts and re-purposed spin-offs. 

 

Planning your approach 

When planning your evergreen 

content, you need to keep your 

target audience in mind at all 

times. Your content should 

provide those core pieces of 

information or advice that your 

audience is looking for often: 'how 

to' guides, comparison charts and 

calculators are just a few 

examples. 

 

If you decide to have a complete 

guide on a subject, divide broad 

topics into narrow, detailed posts 

and then link the content 

together. This is great for SEO, 

and lets readers solve specific 

problems, guiding them to 

additional relevant articles whilst 

improving your click-through 

rates at the same time.  

 

As long as information is updated 

when needed, these guides will 

remain “evergreen” for a long 

time. 

 

But even the most lasting 

evergreen pieces aren’t worth 

much if people aren’t searching 

for the topic. The more search-

friendly your evergreen content is, 

the more it will be seen, shared, 

and linked to, driving traffic back 

to your blog and website. 

 

Content formats 

If you are looking for inspiration, 

here are a few examples of 

evergreen content types: 

 Educational Content – 

Creating content that is 

genuinely helpful for those 

seeking information or advice 

will help with your Google 

ranking as well as make you 

appear well informed to 

readers. Formats can include 

the use of e-books, guides, 

tutorials or Q&A’s.   

 Real World Examples - 

Getting into detail with 

specific case-studies can be 

very useful for readers and 

can help buyers make business 

cases for investments in new 

products or services. Case 

studies and best practices are 

ideal formats to use when 

addressing industry challenges 

and offering suitable solutions.   

 Industry Guides - Timeless 

and useful, a list of terms, 

checklists and industry stats 

will always be highly 

appreciated. Not only are 

people keen on finding data to 

back up their business cases, 

but they are also looking for a 

resource that is easy to scan 

and digest. Infographics always 

work well here. 

 Round-ups - Always look for 

new opportunities in your 

industry. Is there a niche topic 

that has only ever been briefly 

covered? Jump on it!  

Understanding existing trends, 

new products or platforms 

and gathering and sharing the 

findings neatly in one place 

Rachael Schultz 

Evergreen content – The oasis of long-lasting 

traffic 
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will be very useful for readers. 

You will be seen as an expert 

in your field and a reliable 

source of up-to-date industry 

news.   

 

Top content marketing strategies 

rely on a mix of both topical 

articles and long-lasting evergreen 

pieces. Blending in posts that 

show you recognise your readers' 

needs and can help with 

information for today and the 

future is the best way to create 

content that will deliver results 

for your business. 
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Here’s is a little known 

feature that has been available 

in Word since the DOS 

days.  We found it at How to 
Geek 
 

Suppose you want to move some 

content from one location in your 

Word document to another, but 

you want to preserve something 

else you copied onto the clipboard. 

 

Rather than using “Ctrl + X” to cut 

(or “Ctrl + C” to copy) the 

information and then “Ctrl + V” to 

paste it, there are a couple of 

keyboard and mouse combinations 

that make it very quick and easy to 

do this.  

 

First, highlight the content you want 

to move (this can contain elements 

such as text, images, and tables).  

 

Leave the content highlighted and 

move to the location in your 

document to where you want to 

move or copy the text. Don’t click 

the location yet.  

 

To move the text, press and hold 

the “Ctrl” key while you right-click 

where you want to paste the text. 

The text is moved to the new 

location.  

 

If you would rather copy the text to 

the new location, and not remove it 

from its previous location, press and 

hold the “Shift” and “Ctrl” keys and 

then right-click in the location 

where you want to paste the text.  

The benefit of this method is the 

clipboard is not used. So, if you 

had something on the clipboard 

before you copied or moved this 

text, it is still there for use later. 

 

 

  

Move or Copy Text in Word 

2013… Without affecting the Clipboard 
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Online Business Library*** 
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of nearly 700 
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Better Business Focus*** 

Better Business Focus is a web-based monthly magazine that is personalised to your firm, underlining your 

credentials as a specialist business adviser. It will strengthen your clients’ confidence in your firm and 

demonstrate that you are a progressive and innovative organisation, willing to go that extra mile. 
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