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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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Amy Morin 

13 things mentally strong people don’t do 

 
 

 

                         

                                                                                                                                                 

 

Mentally strong people have healthy 

habits. They manage their emotions, 

thoughts, and behaviors in ways that 
set them up for success in life. Check 

out these things that mentally strong 

people don’t do so that you too can 

become more mentally strong. 
 

1. They Don’t Waste 
Time Feeling Sorry for 

Themselves 
Mentally strong people don’t sit 

around feeling sorry about their 

circumstances or how others have 

treated them. Instead, they take 

responsibility for their role in life 

and understand that life isn’t 

always easy or fair. 

 

2. They Don’t Give 

Away Their Power 
They don’t allow others to 

control them, and they don’t give 

someone else power over them. 

They don’t say things like, “My 

boss makes me feel bad,” because 

they understand that they are in 

control over their own emotions 

and they have a choice in how 

they respond. 

 

 

 

 

 

 

 

 

3. They Don’t Shy Away 
from Change 
Mentally strong people don’t try 

to avoid change. Instead, they 

welcome positive change and are 

willing to be flexible. They 

understand that change is 

inevitable and believe in their 

abilities to adapt. 

 

4. They Don’t Waste 
Energy on Things They 

Can’t Control 
You won’t hear a mentally strong 

person complaining over lost 

luggage or traffic jams. Instead, 

they focus on what they can 

control in their lives. They 

recognize that sometimes, the 

only thing they can control is their 

attitude. 

 

5. They Don’t Worry 
About Pleasing 

Everyone 
Mentally strong people recognize 

that they don’t need to please 

everyone all the time. They’re not 

afraid to say no or speak up when 

necessary. They strive to be kind 

and fair, but can handle other 

people being upset if they didn’t 

make them happy. 

 

 

 

 

 

 

 

 

6. They Don’t Fear 

Taking Calculated Risks 
They don’t take reckless or 

foolish risks, but don’t mind taking 

calculated risks. Mentally strong 

people spend time weighing the 

risks and benefits before making a 

big decision, and they’re fully 

informed of the potential 

downsides before they take 

action. 
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13 Things Mentally Strong 

People Don’t Do will help you: 

 Identify unhealthy thoughts behaviors, and 
feelings that are holding you back. 

 Learn how to let go of the things that are 
preventing you from reaching your greatest 

potential.  

 Discover how to train your brain to think 
differently. 

 Control your emotions so your emotions 
don’t control you. 

 Behave productively despite whatever 
circumstances you find yourself in. 

 

 

 

 

 

 

 

7. They Don’t Dwell on 

the Past 
Mentally strong people don’t 

waste time dwelling on the past 

and wishing things could be 

different. They acknowledge their 

past and can say what they’ve 

learned from it. However, they 

don’t constantly relive bad 

experiences or fantasize about the 

glory days. Instead, they live for 

the present and plan for the 

future. 

 

8. They Don’t Make the 

Same Mistakes Over 
and Over 
They accept responsibility for 

their behavior and learn from 

their past mistakes. As a result, 

they don’t keep repeating those 

mistakes over and over. Instead, 

they move on and make better 

decisions in the future. 

 

9. They Don’t Resent 
Other People’s Success 
Mentally strong people can 

appreciate and celebrate other 

people’s success in life. They don’t 

grow jealous or feel cheated when 

others surpass them. Instead, they 

recognize that success comes with 

hard work, and they are willing to 

work hard for their own chance 

at success. 

 

10. They Don’t Give Up 

After the First Failure 
They don’t view failure as a 

reason to give up. Instead, they 

use failure as an opportunity to 

grow and improve. They are 

willing to keep trying until they 

get it right. 

 

11. They Don’t Fear 

Alone Time 
Mentally strong people can 

tolerate being alone and they 

don’t fear silence. They aren’t 

afraid to be alone with their 

thoughts and they can use 

downtime to be productive. They 

enjoy their own company and 

aren’t dependent on others for 

companionship and entertainment 

all the time but instead can be 

happy alone. 

 

 

12. They Don’t Feel the 

World Owes Them 

Anything 
They don’t feel entitled to things 

in life. They weren’t born with a 

mentality that others would take 

care of them or that the world 

must give them something. 

Instead, they look for 

opportunities based on their own 

merits. 

 

13. They Don’t Expect 

Immediate Results 
Whether they are working on 

improving their health or getting a 

new business off the ground, 

mentally strong people don’t 

expect immediate results. Instead, 

they apply their skills and time to 

the best of their ability and 

understand that real change takes 

time. 

 

This article first appeared on Inc. 

http://amymorinlcsw.com/mentally

-strong-people/ 

 

© Copyright, Amy Morin 

  

About the Author 
Amy Morin is a licensed clinical 

social worker and 

psychotherapist. Since 2002, she 

has been counseling children, 

teens, and adults. She also works 

as an adjunct psychology 

instructor. 

 

Amy serves as About.com’s 

Parenting Teens Expert and Child 

Discipline Expert. She’s a regular 

contributor to Forbes and 

Psychology Today.  

 

Her expertise in mental strength 

has attracted international 

attention. Her bestselling book, 

13 Things Mentally Strong People 

Don’t Do, is being translated into 

more than 20 languages. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Amy’s advice has been featured by 

a number of media outlets, 

including: Parenting, Time, Fast 

Company, Good Housekeeping, Elle, 

Cosmopolitan, Success, Oprah.com, 

Health.com, Fox News, NBC, 

ABC, MSN, Lifetime Moms, and 

We TV. She has also provided on-

camera interviews for Fox 

Business, Forbes, and TheBlaze 

TV. She’s a frequent guest on a 

variety of radio shows as well. 

 

Co-ordinates 
Facebook: 

facebook.com/AmyMorinAuthor 

Web: www.AmyMorinLCSW.com 

Twitter: 

twitter.com/AmyMorinLCSW 
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We have all had those conversations 

with potential clients where they think 

you are charging too much, or they don’t 

see the full benefit in what you are 
offering them. They know they need 

someone doing what you do but they 

aren’t sure if they will get value for 

money from you. How can you get 
clients to see your value to their 

business, and to pay what you are 

worth? In this blog post I am going to 

show you how to prove your worth 

with your clients, and let them see that 
your skills are valuable to their business. 

By following these techniques you should 

be able to attract new clients, earn more 

from your existing client’s, and get paid 
what you are really worth. 

 

As an entrepreneur you have to 

charge reasonable prices for your 

services to survive. If you don’t cover 

your costs you won’t survive. You 

could go out and find more clients, 

and work longer hours, but that’s not 

a good solution for your work-life 

balance. Not many of us want to be 

working every possible hour just to be 

able to survive. 

 

 

The real solution is to find a way to 

meet your income goals, while still 

being able to have a life outside work. 

The only way to do that is to find 

more clients who will pay more, and 

to extract more money from your 

existing clients by helping them to see 

the value in what you are offering. 

Clients can raise lots of different 

objections to your proposals. They 

often focus on price, but sometimes it 

could be delivery, or lack of results 

that they are concerned about. Your 

job is to take on each objection, 

ideally before they are raised, and to 

show them that you are providing a 

valuable service to their business. 

 

Get Results 
Sometimes clients may be reluctant to 

pay for your services because they just 

don’t appreciate how valuable you are 

to their business. In many cases it is 

possible to prove your worth to a 

client by getting them results that they 

can measure. If they can see that what 

you are doing has a solid commercial 

value then they can’t really argue 

about paying what you are worth to 

them.  

 

This technique works with existing 

clients when you are trying to 

negotiate an increase in your rates, 

but the same technique can be applied 

to proposals you make to new clients. 

If you have done similar work before 

don’t be afraid to show your 

prospective client how your work has 

benefited others. Value based pricing 

like this is founded on statistical 

evidence, and proven results. This is 

the best way to demonstrate that 

your work has value. 

 

The easiest way to prove that it is 

your work that produced results is to 

document every client 

accomplishment that your work 

helped promote. Put everything on 

the list. It doesn’t matter how big or 

small. It all adds up to proving what 

you have done for your client. 

 

For online services your list might 

look something like this: 

X% increase in fans 

X% increase in comments or mentions 

X links on other websites 

X shares on social media 

X% sales increase 

  

 

Writing out a list like this is a great 

way to show your client that your 

work is generating real value for them. 

 

A similar idea which you could try at 

the same time is to list out every job 

you do for your client. You might 

think that they already know this, but 

often they are looking at the big 

picture, and don’t appreciate how 

much work is involved in the various 

tasks you do for them. Not every 

client is aware of how much you are 

doing for them all the time and it is 

always helpful to give them a 

reminder. Put everything down in 

plain language, without the jargon, and 

try to arrange the list according to 

value so your client understands 

exactly what you are doing, and why it 

matters to them. 

 

You know your services are valuable, 

but if you have a new client, or 

your existing client doesn’t release 

enough figures for you to demonstrate 

your value in financial terms then you 

need to find more creative ways to 

demonstrate your value. 

 

If you encounter a client who doesn’t 

understand the importance of content 

creation, social media, and blogging 

etc. There are a few things you can 

do. 

 

Talk to your client about how your 

social media services can help them 

better understand their client base.   

 

Lilach Bullock 

How to get clients to pay what you 

are really worth 
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You could also explain how social 

media increases their customer 

service options and improves 

customer retention. It can also help 

them to identify customer problems 

before they grow too big. 

 

With blogging it is important to 

explain the benefits of being seen as a 

thought-leader, and to talk about how 

blogging keeps their brand at the front 

of the customer’s mind. You could 

also spend some time highlighting the 

SEO benefits of content creation, and 

how it makes your client easier to find 

online. 

 

Once the client understands just how 

valuable you are to their business they 

will begin to see the wisdom in paying 

more for your services, and will be 

keen to work with you. 

 

Why should they choose 

you? 
The marketplace is crowded, 

and it’s unlikely that the services you 

offer are entirely unique, so why 

should a potential client choose to 

work with you? It’s probable that they 

could get the same service cheaper 

elsewhere if they went looking for it 

so why should they stick with you? 

Perhaps you can differentiate your 

service on price, but that’s not likely, 

all services have a market rate. If you 

try to undercut the competition too 

much you aren’t going to be in 

business for very long, and if you try 

charging too much then you will 

probably be out of business even 

quicker. You can set your rates to 

anything you like, but unless 

someone is actually willing to pay 

them what you are offering has no 

real value. 

 

You are probably going to need 

another way to stand out from the 

crowd apart from price. There will be 

some skill or attribute that you can 

offer your client that they just can’t 

get elsewhere. You just need to work 

out what it is. Spend some time 

thinking about what makes your 

business special and then focus on 

that. Give your clients a reason to 

value what you can do for them. 

 

The art of giving extra 
Most people do what the client asks, if 

they didn’t they wouldn’t be rehired, 

and word would soon get around that 

they couldn’t be trusted. The problem 

is that doing what the client expects 

isn’t really enough to show them the 

value in your work. Everyone wants 

extra, and to overcome their 

objections you have to do more than 

the bare minimum they requested. 

 

You might choose to be known by 

your fast turnaround times. If you 

agree to have work completed by 

Friday, why not send it back to the 

client a few days early. 

 

Perhaps you could include something 

extra in the work that the client isn’t 

expecting. A special bonus doesn’t 

have to be of great value, but it can 

make all the difference to how the 

client feels about you. 

 

You could send a gift to a client who 

referred you. This not only makes 

them feel great, but also helps to keep 

you in their mind, and makes them 

more likely to refer you in the future. 

  

It’s all about doing that little bit extra, 

and being seen by the client to do 

extra. Over-deliver on your promises 

and clients will have little objection to 

hiring you. Most clients can afford to 

hire you; they just need to be 

convinced that it is in their best 

interest to do so. Show them the 

value in what you are offering them, 

and make them feel special. By 

becoming known as someone who 

provides excellent service for their 

clients you give them a reason to want 

to work with you, instead of with 

another business that offers almost 

exactly the same services. 

 

A successful business relies on 

establishing long-term relationships 

with clients, and gaining a reputation 

for solid service that goes the extra 

mile to accommodate clients and 

makes them feel appreciated. Clients 

frequently behave very much like 

children. They enjoy being the centre 

of attention and if they start to feel 

neglected they will not give you their 

business, and may even leave a long-

standing relationship with you, so 

keep reminding them how important 

you are to their business, and also 

how important they are to you. 

 

Stay in touch 
Clients like to feel that they can 

always get in touch with you quickly if 

they need you. At one time the only 

way for a client to interact with you 

was for them to call and request a 

brochure or arrange a face-to-face 

meeting.  

 

Today we have all the advantages of 

technology and a growing array of 

tools available to us to demonstrate 

to our clients that we really are their 

best choice, and for them to make 

contact in whatever way suits them 

best. With social media, websites, IMs 

and email on every device there is no 

excuse for your client not being able 

to contact you when they need you.  

 

The other side to this is that these 

same tools are also a great way for 

you to showcase your value to the 

client, and to give them reasons to 

keep hiring you. Make use of the tools 

you have to build trust with your 

client, and to remind them of your 

value. 

 

Building trust takes time, if you are 

going to overcome your client’s 

objections you have to be better than 

the competition at every stage of the 

business relationship. Not just the 

work you do, but everything from first 

contact, to final sign-off and beyond. 

 

Clients come to you in the first place 

because they appreciate your 

expertise. They know that you have 

knowledge or skills that they don’t 

possess. If your client asks for advice 

in some area, don’t be afraid to help 

them even if it may not be formally 

part of the contract, or perhaps the 

contract has already ended.  Having a 

client ask advice puts you in a strong 

position. You are the expert, and if 

they are talking to you it is because 

they trust what you have to say. It 

also means that they are not talking to 

your competition so don’t be afraid to 

share what you know, and build that 

relationship. 
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Being available and willing to help 

them says a lot about the way you do 

business and even if you don’t win any 

more work from that particular client, 

your reputation will continue to grow 

as your former client tells others 

about how you have helped them. 

 

Show your clients that you 

make their lives easier 
Too many businesses take a one-

size fits all approach to clients. They 

develop services and solutions and 

then offer them to their clients. That 

doesn’t work well if you want clients 

to see the value in what you are 

offering. Clients need to feel that they 

are special, and that what you are 

doing is just for them. They like to feel 

that they are your only client, even if 

they know they aren’t. 

 

Interact with your clients in a way that 

demonstrates that what you are 

offering can specifically help them, and 

improve their business. 

 

For new clients why not consider a 

welcome pack that introduces your 

business and helps them understand 

more about your business and how 

you operate. This can work well as an 

icebreaker, and establish your brand 

more firmly in their mind. 

 

You could include: 

 An official letter to your client 

 An ‘About us’ note – tell the client 

a little of your business story 

 An FAQ’s sheet answering their 

most common questions 

 Examples of past work and an 

explanation of what to expect 

from you 

  

For long-standing clients maintaining 

the personal relationship is essential. 

 Try to talk in person, or on the 

phone, rather than by email 

 Report to them consistently so 

they know what’s going on 

 Avoid general email blasts sent to 

all your clients 

  

Communicate well 
It can come as a surprise to some 

people that communication involves 

more than just talking. You need to 

know how to listen as well. To gain 

your clients trust quickly you need to 

communicate, that’s not just you 

explaining what you want to offer to 

them, but also taking the time to listen 

to them, to understand their 

questions and concerns and to 

respond appropriately. When you are 

sure that you have fully understood 

what they are asking you should 

respond in detail. Be as clear as you 

can about your work-flow, pricing 

details, and make sure you clarify any 

possible points of concern or 

misconceptions. Most of the issues in 

client relationships come from a lack 

of clear communication, which leaves 

the two parties with different 

expectations about the project 

outcomes. 

 

Keep them involved 
Communication isn’t just important at 

the start of a project. You must 

maintain that communication 

throughout the process. Let them 

know what is going on at every stage, 

even when it doesn’t directly impact 

on their business. You are building 

trust and transparency throughout this 

process. Explain to your client what it 

is you are doing, and why you are 

doing it. 

 Provide them with regular reports 

demonstrating the work you have 

done 

 Provide statistical evidence of the 

success of your work 

 Actively seek out ways to 

demonstrate that you are offering 

a valuable service to them 

  

Improve your marketing 

methods 
Many companies give in to the 

temptation to stick with what works. 

If you have a working method that has 

proved successful in the past, that 

doesn’t mean that there isn’t a better 

way of doing things, or that these 

methods will retain your customers 

into the future. Taking time to try out 

new tools, and new methods will help 

you to stay on top of the latest trends 

in your industry and re-energize your 

business for the future. 

 

Be prepared for complaints 

or constructive criticism 
Complaints are a fact of business life. 

You aren’t going to get it right every 

time. Sometimes you will 

misunderstand what is required, and 

sometimes your client will not explain 

themselves well. However, it happens, 

be prepared for complaints. When the 

negative comments come don’t make 

excuses. Address the issues raised 

from the front, and work with the 

client to find a solution that works for 

them. When a client brings a 

complaint to you they are actually 

doing you two huge favours. 

 They are giving you the chance to 

improve and to get it right next 

time. 

 They are talking to you about the 

problem instead of heading 

straight for your competitors, or 

ranting about you in an online 

forum where their words will be 

available for the rest of the world 

to view for years. 

 

Dealing with complaints in the right 

way can actually strengthen your 

relationship with your client. Listen 

carefully, apologise, and deal with the 

issues raised. If you impress the client 

with your efforts to help they will be 

more inclined to value your services 

and to put further business with your 

company. 

 

Conclusion 
By following these technique’s you will 

be strengthening your relationships with 

your clients, gaining their trust, and 

helping them to see the value in your 

services. It is only by helping them to 

understand exactly how you benefit 

their business that you can overcome 

the objections of clients, and start to 

earn what you are really worth. 

 

What other ways have you found to 

overcome the objections of clients? 

How do you demonstrate your worth 

to them? Let me know in the 

comments below. If you have 

benefited from this post then don’t 

forget to share it so others can enjoy 

it too. 

 

© Copyright, Lilach Bullock 
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Paul Matthews 

Tell me... am I as good as him? 

 
 

                         

                                                                                                                                                 

 

Isn't it fascinating how we react 
to others. 
 

I stumbled across this quote, 

though I don't know who 

said it... 

 

"Confidence isn't walking into a 

room thinking you're better 

then everyone, it's walking in 

not having to compare yourself 

to anyone at all." 

 

Who do you compare 

yourself to?  

 

If your happiness depends on 

your estimate of your 

position in some imaginary 

hierarchy of intelligence, 

looks, sportiness, honesty or 

whatever, then your 

happiness will be very 

elusive. 

 

Notice when you compare 

(aka judge) yourself against 

someone else, and 

remember this... 

 

Sometimes it can 

motivational, as you spur 

yourself on to further 

achievements that you know 

are possible. Other times it 

can be destructive. 

 

I leave you to decide which 

it is the next time you judge 

yourself in comparison to 

another. 

 

© Copyright, Paul Matthews 

 

About the Author 
Paul Matthews is People 

Alchemy’s founder and 

managing director. Paul’s key 

skill is in making the ideas 

come alive with stories, and 

making sure his listeners 
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Learning at Work: How to 

Boost Performance in Tough 
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http://www.peoplealchemy.co.uk/paul-matthews/informal-learning-book/
http://www.peoplealchemy.co.uk/paul-matthews/capability-book/
http://www.peoplealchemy.co.uk/paul-matthews/capability-book/
http://www.peoplealchemy.co.uk/paul-matthews/capability-book/
mailto:info%40peoplealchemy.co.uk
http://www.linkedin.com/company/people-alchemy
https://twitter.com/peoplealchemy
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Sue Barrett 

What is Social Selling? And does it work? 

 
 

                         

                                                                                                                                                 

Social Selling is not a new 
phenomenon as many might think. 

 

Social Selling has been around for 

many years in various forms and is 

the process of developing one-on-
one relationships as part of the sales 

process. Today, this often takes place 

via digital social networks such as 

LinkedIn, Twitter, Facebook, and 
Instagram; however, it can take place 

both online and offline. 
 

Social Selling is most widely used 

in B2B selling, especially in 

complex sales, but it is also used 

in more complex B2C sales 

environments, e.g. financial 

advisory services, automotive, real 

estate. 

 

Social Selling is sometimes 

confused with social marketing 

but they are not the same. Social 

Selling is in the domain and 

responsibility of the salesperson 

who is focusing on cultivating one-

to-one relationships. Social 

marketing is about broadcasting 

to the one-to-many relationships.  

This orientation aligns with our 

previous articles on the 

differences between Sales and 

Marketing. 

 

 

 

 

Therefore, Social Selling focuses 

on how salespeople can use the 

various resources available to 

them to effectively engage with 

their prospective buyers one-on-

one in meaningful ways.  

 

The obvious is the digital world 

where LinkedIn especially has 

been heavily promoting the 

benefits of Social Selling. 

However, we shouldn’t just think 

digital, we can also think 

networking and conference events 

–where you engage specific 

people–, or the targeted direct (e-

)mailing of specific marketing 

materials to individuals about 

particular topics, or specific 

invitations to prospective buyers 

to hear speakers or visit ‘test’ 

sites; this is all social selling. 

 

At the heart of it, Social Selling is 

about sharing relevant content 

with prospective buyers to 

enhance their experience and 

have them want to engage with 

us; it’s about meaningfully 

interacting with them directly at 

events or online; it’s also about 

social listening where we hear 

what our prospective buyers are 

saying in online groups, at events 

and so one so we can better 

understand and engage with them. 

 

 

 

 

 

 

Beware the traps of 
Social Selling 
Social Selling should NOT be 

confused with the acts of 

prospecting and selling i.e. making 

direct contact with buyers to 

ignite opportunities and then 

undertake transactional or 

solution selling where we engage 

directly with prospective buyers 

to close deals. These activities are 

still vital to the overall sales 

process with Social Selling used to 

pave the way for buyers to think 

about making a buying decision 

with us. 

 

We need to be careful how we 

use Social Selling, especially if we 

fall into the trap of bombarding 

our prospective and existing 

clients with too much information, 

even if that information is right for 

them. We are at risk of 

‘spamming’ them which only leads 

to irritation and potentially being 

shut out of future opportunities. 

 

Social Selling activities can also 

take up a lot of valuable time; time 

that could be used to prospect for 

new business and get in front of 

buyers to sell. 

 

Supporters of Social Selling 

advocate for its inclusion, with 

some saying social sellers 

outperform other sales 

professionals across a range of 

key performance indicators 

(KPIs). 

https://www.barrett.com.au/blogs/SalesBlog/2016/3534/sales-attitudes/the-7-differences-between-selling-marketing-networking/
https://www.barrett.com.au/blogs/SalesBlog/2016/3534/sales-attitudes/the-7-differences-between-selling-marketing-networking/
http://www.barrett.com.au/sales-training.html
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The most common criticism is 

that ‘social selling’ is an overhyped 

buzzword rather than a true sales 

methodology. Detractors argue 

that in-person meetings are still 

more effective than social 

networking for cultivating 

relationships, and that social 

networking should complement, 

not replace, traditional sales 

activity.”  

 

Like anything we need to be careful 

of overhyped buzzwords that 

promise Nirvana. Done well, social 

selling will help build our 

professional brand as salespeople 

and make us more relevant and 

valuable to our clients; however, we 

still need the discipline and balance 

of the right sales activities and, in 

the case of Social Selling, good 

content to share with our 

prospective buyers but not at the 

expense of our other vital sales 

activities. 

 

© Copyright, Sue Barrett 

 

About the Author 

Sue is Founder & Managing Director 

of Barrett Consulting Group (est. 

1995), incorporating Barrett, Sales 

Essentials, Mind Your Emotions, 

Sustainable Selling, Barrett Research, 

and Sell Like a Woman. Barrett is 

one of Australia's leading sales 

consulting firms specialising in Sales 

Strategy, Sales Force Design, 

Assessments, Sales Training and 

Sales Coaching. 

 

Sue is regarded by many mainstream 

business press publishers & editors 

as one of the most authoritative 

thought leaders reporting and 

commenting on the selling 

profession and sales operations in 

Australia today, with her company's 

articles featuring weekly in BRW & 

Smart Company, as well as 

bimonthly in IPA's magazine The 

Public Accountant. 

 

Sue has written and published 21 

books and 500+ articles to date on 

the world of 21st Century selling 

including topics on sales 

philosophy/culture/ethics, sales 

leadership, sales coaching, sales 

training, selling skills, sales mind set 

and resilience, neuroscience in 

selling, etc.  Sue works as business 

adviser, sales coach & trainer, 

speaker, and facilitator. 

 

Co-ordinates 
Web: www.barrett.com.au 

Email: aas@barrett.com.au 

 
 

http://www.barrett.com.au/
mailto:aas@barrett.com.au
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Aziz Corporate  

Can coaching help you win 

pitches? 

 

 

                         

                                                                                                                                                 Can coaching help you win pitches? 
Well of course it can but then, as 

coaches, we would say that. More 

helpful would be an answer to the 

question, “How do you get the best 

out of coaching input when you are 
putting a winning pitch together?”  

 
There are broadly three stages 

when you might involve an external 

coach in pitch preparation. You can 

decide to engage in some, all or just 

one of the stages. 

 

Stage one is the 

conceptualisation of the pitch. What 

to put in, what to leave out, how 

the written pack sent in advance or 

left behind should differ from what 

you say at the pitch presentation 

(and there should be clear 

differences). If your coach already 

knows your organisation he might 

also advise on the makeup and 

balance of the pitch team, who 

should lead the team and help 

identify extra coaching input for 

individual members of the team. 

Above all a good coach, when 

involved at the inception of the pitch 

can help you steer your content so 

you tell your story clearly and in a 

compelling manner. 

 

Stage two is to involve the 

coach when you have fashioned the 

story in terms of content but have 

yet to properly rehearse it as a 

team. Here the coach will not be 

looking for perfection in the story 

line – it’s probably too late for that 

– but he will be looking for any 

obvious faults. External input can 

often spot inconsistencies in the 

story telling or issues that are 

irrelevant to winning the pitch. He 

will also be able still at this stage to 

suggest additionally coaching for 

weaker members of the pitch team. 

Leading the team is a key skill. Your 

coach should be able to give 

guidance on how to make the entire 

team shine as a whole and ensure 

they are all “singing off the same 

hymn sheet.” 

 

The third stage of pitch team 

coaching is offering a final polish 24-

48 hours before the pitch is due. 

Sometimes because of geography 

this can be the first time a pitch 

team has got together face to face 

although hopefully in the days of 

video conferencing and Skype it 

should have been possible to 

conduct virtual team rehearsals at 

an earlier point in the process. At 

this stage a good coach will be 

focussing on building confidence in 

the pitch team. There will be no 

time to implement wholesale 

changes to the story and indeed it 

can be undermining and totally 

counterproductive to attempt this. 

 

Much better for the coach to offer 

boosting hints and tips to help the 

team settle into and feel 

comfortable with their team playing 

roles. This is also a good time to 

help the team field questions and 

develop a series of answers in 

anticipation of various lines of 

inquiry. 

The optional stage is where 

a coach can play a useful role, 

namely in getting feedback on how 

the pitch went from the other side 

of the table. You might normally 

think of doing this if the pitch 

doesn’t succeed, but it’s a valuable 

exercise for the successful pitch too. 

Even the best of pitches doesn’t play 

universally well and it would be 

good to know what worked and 

what didn’t even though the “what 

worked” won out on the day. 

Sometimes bids succeed despite the 

pitch and it would be good to know 

that too. 

 

A universal observation from those 

who coach pitch teams is that they 

are seldom involved early enough in 

the process. Often there is so little 

time between the Request for 

Quote and the pitch that it is hard 

for the team – by this time no doubt 

in a flat spin – to remember to 

engage a coach. We at Aziz 

Corporate have long realised that 

complaining about this is like 

complaining about the weather; it’s 

going to happen anyway. A good 

coach can always adapt and do the 

best he can to help the team shine, 

but it remains a good idea to engage 

as early as you can. 

 

© Copyright, Aziz Corporate 

 

About Aziz Corporate 
Aziz Corporate is a consultancy that 

provides leadership development 

and executive coaching for senior 

leaders. They have over 30 years’ 

experience of working with FTSE 

250 and Fortune 500 organisations. 

As most of the programmes offered 

are tailored to individual or group 

needs, they work with a wide range 

of expert coaches and consultants, 

specialising in everything from 

personal influence, impact and 

presence to maternity coaching and 

courageous conversations. 

 

Co-ordinates 
Tel: 0845 1844194 

Email: kate@azizcorp.com 

Mail: Aziz Corporate (Hampshire): 

No. 1 Aziz Court, Parkhill, 

Hampshire, SO21 3DS, UK 

Aziz Corporate (London): 10 

Aldersgate Street, London, EC1A 4HJ 

Web: www.azizcorp.com/ 

 
 

http://www.azizcorp.com/what-we-do/leadership-communications/presentation-skills-senior-executives/winning-pitches/
http://www.azizcorp.com/what-we-do/
http://www.azizcorp.com/what-we-do/
mailto:kate@azizcorp.com
http://www.azizcorp.com/
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Barry Urquhart 

DISRUPT, DON’T DISTRACT 

 
 

                         

                                                                                                                                                 

Some things never change.  Often they 

simply get a new label. Disruption is a 
classic example. 
 

For some its meaning is an exciting, 

original concept – new to 

humankind and all things commerce; 

a moment of reflection may well 

develop a different perspective, and 

appreciation of change, innovation 

and creativity. 

  

At the Battle of Hastings in 1066, 

King Harold was killed with an 

arrow to the eye. 

  

His archers were armed with cross-

bows. The opponents, the Normans, 

effectively disrupted traditional 

military thinking and strategies with 

their introduction of the long-bow. 

It could fire three times longer and 

six times faster than the cross-bow. 

  

Harold’s plans for advance, and a 

long, happy life, were disrupted. 

  

Likewise, in September 1916 on the 

Western Front, for the first time the 

British introduced tanks to the field 

of battle. They were designed and 

manufactured by the marine 

engineers (hence, the phrase, 

“landships”). In essence, they were 

slow, noisy, largely immobile and 

had the tendency to break-down. 

  

They were, however, new, imposing, 

looked threatening and, ultimately, 

were effective, given that many 

German foot-soldiers turned and 

ran from this new “disruptive” 

presence. 

  

More recently, in Libya and Syria the 

forces of ISIS and Daesh have been 

disrupted in their advances with the 

effective deployment of UAVs – 

drones. 

  

Securing and maintaining control 

over land areas is another, related 

issue. 

  

Disruption is most effective when it 

is not a distraction. The attention of 

target audiences can be re-

channelled and business concluded 

when the disruption is relevant, 

beneficial and readily acceptable. 

  

Ultimately, the “siren call” of 

distraction ultimately is time -

consuming, and ineffective. 

  

Parallels between the strategies and 

tactics of warfare and commerce are 

well established. In both instances, 

advances, -be they territorial, 

strategic or disruptive -are best 

when they are targeted. 

  

Most disruptive products, services 

and applications which are currently 

entering the marketplace will not be 

economically and financially 

successful. They will simply be 

distractions. 

 

© Copyright, Barry Urquhart 

 

About the Author: 
Barry Urquhart, Managing Director, 

Marketing Focus, Perth, is an 

inspiring speaker, author of 
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mailto:Urquhart@marketingfocus.net.au
http://www.marketingfocus.net.au/
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Linda Tan-Spicer 

In the Ocean of Life, a little service means a lot 

 
 

                         

                                                                                                                                                 

 

What have you done today to put a 

smile on someone else face? Have 

you given a little thought, put in a 
little effort, in an attempt to uplift 

someone else? Or are you too busy 

with your day-to-day affairs, too 

absorbed with what you need to do, 
too focused on yourself that you fail 

to think about taking care of other 

people? 
 

Such is the life of so many. We 

run on autopilot, doing the same-

old, same-old. Your enthusiasm 

towards work, family, or life in 

general, gradually fades away. It 

doesn’t have to be that way. 

 

Let me share with you some 

things ordinary people have done 

for me recently that put a smile 

on my face, and on theirs too! 

 

Happy Journey! 
I was with my colleague in India, 

New Delhi, conducting a 5-day 

Train-the-Trainer workshop on 

“Achieving Superior Service”. On 

our last day, just before we set off 

for the airport, we were having 

our lunch. The waiters knew that 

we were on our way home and 

just before we asked for the bill, 

the waiter came to our table with 

a dessert we did not order. And 

on the plate was written “Happy 

Journey”. 

 

A few other waiters also came to 

bid us farewell. We were 

pleasantly surprised by this nice 

gesture. They gave us a 

memorable last impression and a 

lasting one too! And certainly, 

that put a smile on our faces. 

 

 

 

 

 

 

Happy Mouse! 
My family visits West Coast Park 

McCafe regularly on the 

weekends. The place is always 

busy, with a long line of 

customers waiting to be served. 

But the baristas take pride by 

making the effort to create an 

interesting design on dessert 

plates. I’m always curious to see 

what I’ll get. They never fail to 

surprise me, they put a smile on 

my face, and their creativity keeps 

me coming back. 

 
Happy Home Coming! 
At my workplace, we also do little 

things to uplift each other. Here 

you can see the notice board in 

our office. But it is not just a 

notice board to document 

policies, updates, or travel 

movements of our staff. Very 

often this notice board turns into 

a welcome note, a birthday note, 

or a “We missed you!” note from 

colleagues. 
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In UP! Your Service, we travel 

around the world to share the 

vision of uplifting service. One 

time, when Ron, Jen, and I had 

been away for a while, we 

returned to see this happy note 

welcoming us back. It’s a small 

thing, but we really appreciated it. 

It put a smile on our faces right 

away. 

 

Happy Days! 
At UYS, we enjoy team “Dress 

UP Days” every month. We have 

“Dress UP Days” for every 

occasion: Christmas, Chinese 

New Year Day, Easter, Hari Raya, 

Deepavali, St. Patrick’s day, 

National Days, Independence 

Days, Valentine’s Day, Sports Final 

Days, Birthdays, Anniversaries, 

even Halloween. Sometimes we 

just make up a theme to inject 

more fun into our day-to-day 

work together. 

 

 

 

This gives us an opportunity to 

creatively express ourselves with 

different themes each time. When 

we come into the office with 

interesting outfits, we laugh and 

have so much fun!  Smile! 

 

Service is about uplifting 

other people, and in the 
process uplifting 

yourself. 
 

It requires some thought and 

effort, sometimes creativity, too. 

It’s definitely intentional.  

 

Your thoughtful gestures can 

make someone’s day. Your simple 

kind words can uplift another 

person’s spirit. Your little creative 

act can make them feel so special. 

These don’t cost much, but they 

go a long way. 

 

Like a drop in the vast ocean, 

each of us causes a ripple effect as 

we move throughout our lives. 

The effects of whatever we do – 

however insignificant it may seem 

– can spread out far beyond us. 

 

Do not underestimate the impact 

you have on others. Even with the 

simplest action, you may have a 

powerful impact on someone else. 

We need to be conscious of our 

place in the ocean, our place in 

the world, our place in the 

organization, our place at home, 

our place in the community – and 

our power to be in those places 

for good. 

 

 

So what ‘drop’ of 

service will you put in 

your ocean today? 
 

© Copyright, Linda Tan-Spicer 
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Sunil Bali 

Forrest Jump ….. 

 
 

                         

                                                                                                                                                 

The best books 

Bill Gates read in 

2016 
 

 
 

In an article on Quartz, reporter 
Thu-Huong Ha wrote what the 

world’s richest man has been 
studying up on in 2016. 

 
Bill Gates, philanthropist and cofounder of 

Microsoft, has kept up his reading and book 

reviewing. Today he released an annotated 

list of his favorite books from 2016. They 

include David Foster Wallace’s essays on 

tennis, and an argument for cooperative 

political leaders. Writes Gates, “They all 

dropped me down a rabbit hole of 

unexpected insights and pleasures.” 

 

See the titles chosen this year by Gates, 

(for some notes from the voracious reader 

please follow the link for the full story): 

 

 String Theory, by David Foster 

Wallace 

 Shoe Dog, by Phil Knight 

 The Myth of the Strong Leader, by 

Archie Brown 

 The Gene: An Intimate History, by 

Siddhartha Mukherjee 

 

The full story appears on Quartz: 

http://qz.com/852253/bill-gatess-2016-

favorite-books-list-spans-science-

management-and-anthropology/ 

 
 

When Steve Jobs gave his famous 

2005 Stanford Commencement 
Speech, nearly 23,000 people were 

packed into Stanford Stadium. 

 

One of the them was Forrest Li.  

 

Forrest remembers the day of the 

speech, saying "I was fortunate to 

be among the audience for my 

wife’s graduation and was deeply 

moved by Steve’s words".  

 

He took to heart Jobs’ advice to 

"Stay hungry, stay foolish and 

follow your heart". 

 

Forrest then replayed the video 

on YouTube every day for 

months, and now says "It gave me 

the courage to do what I’m doing 

now." 

 

A very keen gamer, Forrest’s 

dream was to build a successful 

gaming company. 

 

Inspired by Jobs, Forrest launched 

his gaming company Garena. The 

first few years were a bit of a 

rollercoaster, but in the last six 

years Forrest’s company has 

grown annual revenue by over 

95% year on year to over $300 

million in 2015.  

 

Millions have watched Steve Jobs’ 

2005 commencement speech, but 

how many have followed it like 

Forrest has and jumped into 

action?  

 

Remember, that just like a bottle 

of milk or a piece of fruit, 

inspiration has an expiry date.  

 

© Copyright, Sunil Bali 
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http://qz.com/852253/bill-gatess-2016-favorite-books-list-spans-science-management-and-anthropology/
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Guy Arnold 

How do we get the most out of social media? 

 
 

                         

                                                                                                                                                 

How do we get the most out of 
social media? 

 

There’s a lot of HYPE about social 

media, combined with a lot of 

activity, and usually very few real 

results – so here’s a very simple 

and effective approach. 

 

1. Focus on ‘getting it right’ first. 

People and organisations who 

are genuine, passionate, 

committed and attentive are 

like catnip to others, whether 

they get everything right or 

not – it’s their attitude and 

stance that’s so attractive. 

Focus on being genuine, 

passionate, committed and 

attentive in your field FIRST! 

2. When you’ve done that, make 

sure you’re ON all the 

relevant channels and have a 

reasonably decent profile. 

3. Then join in the conversation 

and seek to add value to 

others as an overriding 

principle through your 

genuine, passionate, 

committed and attentive 

approach. 

4. NEVER TRY AND SELL 

DIRECTLY – it turns people 

right off 

5. Welcome and respond to 

feedback and reviews (see our 

numerous articles on this 

subject especially the one 

entitled ‘There’s no such thing 

as a bad online review’) 

6. When you have a good profile 

and proven added value online 

– Consider adverts as they’re 

so easy to measure – start 

small and see what works 

first. Consider special deals via 

online activity. 

7. NEVER make special deals 

better than those that you 

offer to existing customers 

8. Review, measure, hone and 

keep it up and NEVER stop 

being genuine, passionate, 

committed and attentive 

 

Social media is just open talk and 

gossip online. That’s it. So, you 

need to act in a way that’s ‘worth 

talking about’ for all the right 

reasons, on and off line – be 

‘remarkable’. 

 

‘Sales through Service’ is a proven 

and powerful set of systems to boost 

sales whilst also enhancing the 

customer experience – to receive a 

free ebook ‘The 7 Deadly Sins of 

Sales’, please email 

support@salesthroughservice.com or 

visit 

http://www.salesthroughservice.com/f

ree-sales-resources/ 
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Aziz Corporate  

Get the results you want from challenging 

conversations - with these top 6 tips 

 

 

 

 

                         

                                                                                                                                                 

Whether it's closing a deal with a big 

client, handling an irate customer or 
getting sign off at senior level for a 

big project we have all faced a 

situation that requires tact and skill 

to get the result we want. Handle it 

badly and it could all go wrong but 
approach a challenging conversation 

with our top tips below and it could 

make a huge difference to the results! 
 

1. Show you understand 
Two people or parties constantly 

throwing their opinions across at 

each other doesn't lead to any 

meaningful results if nobody is 

listening or attempting 

to understand. Even if you do 

understand the other parties' 

situation (whether you agree or 

not!) you should show 

you understand. 

 

Consider repeating back or 

clarifying their situation with "Let 

me make sure I understand what 

you are saying...".  You may be 

surprised by the response as they 

become more open to 

understanding your concerns as a 

result! 

 

 

 
 

 

 

2. Stay neutral where 

possible 
Disagreeing with a suggested 

action is one thing but criticising 

people personally (even if they are 

not present) is not going to get 

effective results - and may 

eventually ruin any trust you have 

with the person you are talking 

to. Stay focused on the challenge 

being discussed and what can be 

done to reach a good conclusion. 

 

3. Choose your words - 
carefully! 
People react differently to 

different words and sometimes 

certain words can be taken out of 

context. If, for example, an 

employee keeps turning up late 
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for work then telling them they 

NEVER turn up on time might not 

be the right approach (and it 

might not be strictly true as well). 

Instead, avoid using emotive 

words, suggest they turn up on 

time in the future and explain the 

benefit of doing so. 

 

4. Don't hog the 
conversation and 

remember to pause. 
In his article 'Challenging 

conversations', our CEO Khalid 

talks about the benefits of pausing 

at the end of a statement to allow 

the other person to reflect and 

respond. Sometimes letting them 

speak more and express their 

thoughts can allow you to build a 

stronger relationship and to 

better control the outcome. 

 

5. Change direction or 

approach 
“If you always do what you’ve always 

done, you’ll always get what you’ve 

always got.” - Henry Ford 

If you aren't getting the answer or 

outcome you want then maybe it's 

time for a slightly different 

approach. Similarly, if during a 

conversation an issue is raised 

that you are not sure is worth the 

effort of discussing in detail, then 

you can also tactfully change 

direction by asking a different 

question. 

 

6. Honesty is the best 

policy 
It always has been, and it always 

will be! Honesty builds trust, 

increases credibility and, at the 

very least, it's the right thing to 

do.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Our Aziz expert Claire 

Foster explains in her recent 

blog how important genuine and 

sincere conversations are: 

“I have helped managers for over 30 

years find their voice, their courage 

and the clarity of thought to work 

out, not what they wish they had said 

in the past, but what they really want 

to say now to strengthen their 

relationships, deepen the trust and 

make working together mutually 

rewarding.”   

 

Follow these 6 highly effective tips 

and you will see the difference in 

the results you get during a 

challenging conversation.  

 

If you would like to learn more 

about handling difficult 

conversations we 

recommend reading Vital 

Conversations' by Alec Grimsley 

or book a 

“Challenging Conversations one-

day workshop”. Click here now 

to find out more. 

 

© Copyright. Aziz Corporate 

 

 

 
 

 

 
 

 

 

 
 

 

 

 

 
 

 

 

 
 

 

 

 

 

About Aziz Corporate 
Aziz Corporate is a consultancy that 

provides leadership development and 
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In The Outsiders, William Thorndike 

argues that the most essential skill 
for a manager is capital allocation. To 

prove his point, he profiles CEOs 

such as Henry Singleton of Teledyne 

and John Malone of TCI who, while 
not household names, achieved 

outsized returns by wisely deploying 

their firm’s resources. 
 

Thorndike also points out that 

most CEOs get their jobs not 

through exhibiting financial 

acumen, but for excellence in 

some other area, like production, 

marketing or sales. So, capital 

allocation is a skill that many 

executives lack, having no 

opportunity to gain experience 

with it until they reach the top 

job. 

 

It’s an interesting argument, but 

its fatal flaw is that he omits 

innovators like Steve Jobs 

and Mark Zuckerberg—and 

even Sam Walton and Herb 

Kelleher—because they represent 

“genius” that is too uncommon to 

replicate. That’s a startling 

omission. I would argue that while 

capital allocation is an important 

skill, innovation is the only true 

way to create value. 

 

How A Business Makes 
Money 
The goal of every business is to 

defy markets. Any firm at the 

mercy of supply and demand will 

find itself unable to make 

an economic profit—that is profit 

over and above its cost of capital. 

In other words, unless a firm can 

beat Adam’s Smith’s invisible hand, 

investors would be better off 

putting their money in the bank. 

 

That leaves entrepreneurs and 

managers with two viable 

strategies: rent seeking and 

innovation. Rent seeking behavior, 

although often given purely 

negative connotations because it 

is associated with activities 

like regulatory capture, can have a 

useful function, such as building a 

trusted brand name to earn 

loyalty with customers. 

 

Innovation is far more valuable 

because it raises the productivity 

of both capital and labor. Some 

innovators, like Kelleher and 

Walton, use existing technology 

to improve processes. Others, 

such as Jobs and Zuckerberg, 

develop entirely new product 

categories and reshape industries. 

Unlike rent seeking, innovation 

creates new value that didn’t exist 

before. 

 

Yet unlike Thorndike’s concept of 

capital allocation which, although 

difficult to master is relatively easy 

to understand, innovation is so 

mindumbingly complex that it 

can’t be reduced to a single 

person or even a single 

organization. Still, like anything 

else, successful innovation starts 

at the top and leaders need to be 

held responsible for it. 

 

Navigating The 
Innovation Ecosystem 
Innovation is never one event, but 

a process of discovery, 

engineering and transformation. 

It’s also not something that can be 

hermetically sealed inside the C-

suite, but requires an entire 

ecosystem. To understand how 

complex the process is, let’s look 

at lithium-ion batteries, the 

technology that powers 

everything from smartphones to 

electric cars. 

 

As Steve Levine explains in The 

Powerhouse, when John 

Goodenough first discovered the 

principles of lithium-ion batteries 

in 1979, it was little more than an 

academic curiosity and hardly 

anyone took notice. By the early 

1990’s though, improved 

microchips created demand for 

more powerful portable devices 

and Sony developed a commercial 

version. 

 

Today, battery research is one of 

the hottest things going. Public 

sector research continues at 

places like Argonne National 

Laboratory. Private companies 

contribute through their 

participation in JCESR consortium 

and proprietary research. Elon 

Greg Satell 

Innovation is the only true way to create value 
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Musk’s Tesla is also helping to 

scale up the technology in 

its Gigafactory. 

 

Yet even these efforts are only a 

small slice of the innovation going 

on. Advances in wind and 

solar help drive demand for 

energy storage. Charging stations 

need to be deployed for electric 

cars. New products need to be 

devised and designed. At each 

stage, financing needs to be found, 

technical problems worked out 

and business models dreamed up. 

 

Clearly, Thorndike’s dismissal of 

innovation as an activity only for 

rare geniuses like Steve Jobs and 

Mark Zuckerberg falls short. 

There is more than enough 

opportunity to go around. The 

real challenge is for managers to 

learn to manage innovation 

effectively. 

 

Defining Your Approach 
As I explained in Harvard Business 

Review, there are four basic ways 

an organization can approach 

innovation: Basic research, 

breakthrough innovation, 

sustaining innovation and 

disruptive innovation. 

 

 

 

Basic research is generally done in 

the public or nonprofit sector. For 

example, Argonne national 

laboratory is where advanced 

research is done to produce the 

next generation of batteries. 

Those scientific breakthroughs are 

then used by sustaining innovators 

like Apple and Tesla to engineer 

new products, like thinner laptops 

and more powerful electric cars. 

 

Sometimes, innovation is pursued 

to solve a well defined problem 

that needs a breakthrough. For 

example, P&G’s Connect and 

Develop program encourages 

outside researchers to help it find 

answers to thorny problems. 

Disruptive innovators, on the 

other hand, seek to find profitable 

uses for technologies that don’t 

seem to have a viable market. 

 

What’s important is not so much 

what approach a firm takes, but 

that the direction is clear. Steve 

Jobs famously eschewed heavy 

R&D budgets and focused on 

engineering existing technologies 

into products people love. 

Microsoft, on the other hand, 

invests heavily in research, even 

basic research, and remains the 

world’s second most valuable 

firm. 

 

Your approach to innovation will 

also define your limitations. Steve 

Jobs, for example, had the idea for 

a product that could “hold 1000 

songs in your pocket” long before 

development on the iPod began, 

but had to wait for the right hard 

drive to become available. 

Nobody can do it all alone. 

Whatever your approach, you 

need to find the missing pieces 

elsewhere. 

 

Seizing The 

Opportunity 
A great business model is one 

that creates, delivers and captures 

value effectively. The CEOs that 

Thorndike holds up as models 

provided great returns to their 

shareholders, but mostly through 

capturing value rather than 

creating it. They prospered by 

seeing value where others did not, 

which is an impressive skill, but 

does not increase the overall pie. 

 

And despite their success, which 

was considerable, it pales in 

comparison to truly great 

entrepreneurs like Steve Jobs and 

Mark Zuckerberg, not to mention 

others who create innovative 

solutions to important problems, 

like more powerful technology, 

cures to disease and new sources 

of energy. 

 

Yet you don’t need to be a 

technological whiz to be a great 

innovator. Sam Walton saw that 

existing technology could 

revolutionize how goods are 

distributed and sold. Herb 

Kelleher imagined a better way to 

transport people. Both men 

continued to pursue thousands of 

smaller improvements and honed 

their business models over the 

span of decades. 

 

Despite what William Thorndike 

implies, we don’t all need to be 

geniuses to innovate. There are 

no shortages of problems—large 

and small—to solve. True success 

is about more than just capturing 

value. We should all strive to 

create some too. 
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Sunil Bali 

Mission Impeccable….. 

 
 

 

                         

                                                                                                                                                 

 

Before she became famous, Marilyn 

Monroe used to cover the mole on 
her face with make-up.  

 

When fame came, it was decided 

that Monroe’s face was too 

perfect and symmetrical, and a 

beauty spot would make her face 

more interesting. 

 

In human affairs, predictability, 

order and polished to perfection 

can actually be dull and 

uninspiring. 

 

Isn’t a film with a few unexpected 

twists and turns far more 

captivating than one where you 

know exactly what’s going to 

happen? 

 

Uniqueness is far more valuable than 

perfection. If you don’t 

communicate your uniqueness, 

then an opportunity has been lost. 

Too often we worry about how 

we’re supposed to act. But what 

the world really wants from us is not 

perfection, but authenticity. 

 

So, trust and embrace yourself 

just as you are, in all your glorious 

imperfection, because who you 

really are is good enough. 
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Paul Sloane 

The talent that Facebook and 

Amazon miss 

 

 

 

                         

                                                                                                                                                 

 
 
There are pervasive myths that older 

people are stuck in their ways, lack 

creativity and dynamism and cannot 
cope with new technology. This is 

reflected in ageism in hiring. 

According to research firm Payscale, 

the median age of a worker at 
Facebook is 29, at Amazon it is 30 

and at Microsoft 33. In 2007 at age 

22 Mark Zuckerberg profoundly 

stated, ‘Younger people are just 

smarter. Why are most chess 
masters under 30?’  

 

Little wonder then that 

Bloomberg reported that 150 of 

the USA largest tech firms were 

sued 226 times for age 

discrimination from 2008 to 2015. 

There were more suits for age 

bias than for racial or gender 

discrimination. 

 

I was recently fortunate enough 

to see Woody Allen play clarinet 

with his band at one of his 

occasional gigs in New York. The 

actor, playwright, director and 

musician is 80 years old. He has 

made over 40 films including one 

this year, Café Society. Allen has 

won four Academy Awards: three 

for Best Original Screenplay and 

one for Best Director for Annie 

Hall which was named the 

funniest screenplay by the Writers 

Guild of America. He also won 

nine British Academy of Film and 

Television Arts Awards. He is 

dramatic proof that old people 

can be creative and dynamic. 

 

Of course, some older people are 

complacent, stubborn and 

technology averse - but so are 

some youngsters. There is little or 

no academic evidence that 

creative achievement declines 

with age. Some studies show that 

pure creativity shows a slow 

decline after the age of 30 but 

there is a compensation with 

wisdom gained from experience.  

 

Many great artists, writers, 

scientists and business people did 

great work in their advance years. 

Consider these examples: 

 Steve Jobs was 52 when as 

CEO of Apple he launched the 

iPhone in 2007.  

 In 1961 at age 59 Ray Kroc 

bought a small restaurant 

chain from the McDonald 

brothers and over the next 14 

years built it into a mighty 

empire.  

 Bill Gates at age 60 is highly 

active in leading his foundation 

fight malaria. 

 The Italian painter Titian 

created some of his greatest 

masterpieces in his 70s and 

80s. 

 Michelangelo remained a 

brilliant sculptor, painter and 

architect into his 80s.  

 Woody Allen continues to 

make films and play jazz 

clarinet at 80. 

 

And older people seem to be 

getting smarter. The average age 

of Nobel prize winners has 

increased significantly. According 

to a study reported in Nature 

‘comparing discoveries made 

before 1905 with after 1985, the 

average age at which physicists 

made their discoveries rose from 

37 to 50. Chemists’ average age 

rose from 36 to 46 and that of 

medical scientists from 38 to 45.’ 

 

As regards Chess Masters, most 

gain their grand-master title in 

their 20s. The average age of the 

top 100 grand-masters is around 

30 and there are many much 

older. The Russian, Viktor 

Korchnoi, remained one of the 

strongest players in the world 

into his 80s. The current British 

chess champion, grand-master 

Michael Adams, is 44. 

 

It is foolish (and illegal) for 

companies to discriminate against 

candidates on the basis of age. 

Ability, attitude and suitability for 

the position count much more. 

What could a 50 year old Steve 

Jobs, Bill Gates or Woody Allen 

do for Facebook or Amazon? 

Who knows? They might improve 

creativity and usability. They could 

lead the company into new 

markets and attract more users - 

including many smart senior 

citizens. 
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When I was a young child, we 

sometimes played a game called 
"Whisper Down the Lane.'' Five or six 

of us would sit in a row, and the first 

person would make up something and 

whisper it into the ear of the next 
person. The story would then be 

passed down the line in this fashion. 

The fun came in hearing the story 

repeated aloud by the last person in 

line. Invariably, it turned out to be 
quite different from the original 

version. 
 

While this is amusing as a children's 

game, it is not a very amusing 

situation in real life, especially in 

business. If you've ever heard your 

instructions, advice, or presentation 

repeated to you in distorted form 

by an employee, coworker, or 

colleague, you know what I’m talking 

about. 

 

The success of many of our business 

activities depends on how well we 

listen. Studies show that we spend 

about 80 percent of our waking 

hours communicating, and at least 

45 percent of that time listening. 

 

But although listening is so critical in 

our daily lives, it is taught and 

studied far less than the other three 

basic communications skills: reading, 

writing, and speaking. Much of the 

trouble we have communicating 

with others is because of poor 

listening skills. 

 

The good news is that listening 

efficiency can be improved by 

understanding the steps involved in 

the listening process and by 

following these basic guidelines 

 

Are You a Good Listener? 
Most people are not. Many years 

ago, Sperry (now UniSys) did a 

survey and found that 85 percent of 

all people questioned rated 

themselves average or less in 

listening ability. Fewer than 5 

percent rated themselves either 

superior or excellent. 

 

You can come up with a pretty good 

idea of where you fall in this 

spectrum by thinking about your 

relationships with the people in your 

life: your boss, colleagues, 

subordinates, best friend, spouse. If 

asked, what would they say about 

how well you listen?  

 

Do you often misunderstand 

assignments, or only vaguely 

remember what people have said to 

you? If so, you may need to improve 

your listening skills. The first step is 

understanding how the listening 

process works. 

 

The Four Steps of 

Listening 

Hearing is the first step in the 

process. At this stage, you simply 

pay attention to make sure you have 

heard the message. If your boss says, 

"McGillicudy, I need the CAD 

drawings on my desk by Friday 

noon," and you can repeat the 

sentence, then you have heard her. 

 

The second step is interpretation. 

Failure to interpret the speaker's 

words correctly frequently leads to 

misunderstanding. People sometimes 

Robert W. Bly 

Improving your listening skills 
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interpret words differently because 

of varying experience, knowledge, 

vocabulary, culture, background, and 

attitudes. 

 

A good speaker uses tone of voice, 

facial expressions, and mannerisms 

to help make the message clear to 

the listener. For instance, if your 

boss speaks loudly, frowns, and puts 

her hands on her hips, you know 

she is probably upset and angry. 

 

During the third step, evaluation, 

you decide what to do with the 

information you have received. For 

example, when listening to a sales 

pitch, you have two options: you 

choose either to believe or to 

disbelieve the salesperson. The 

judgments you make in the 

evaluation stage are a crucial part of 

the listening process. 

 

The final step is to respond to what 

you have heard. This is a verbal or 

visual response that lets the speaker 

know whether you have gotten the 

message and what your reaction is. 

When you tell the salesperson that 

you want to place an order, you are 

showing that you have heard and 

believe his message. 

 

Become a Better 

Listener 
When it comes to listening, many 

of us are guilty of at least some 

bad habits. For example: 

 Instead of listening, do you 

think about what you're going 

to say next while the other 

person is still talking? 

Engineers, thinking we know 

the answers and that 

managers do not, often tune 

out what non-technical 

speakers are saying. 

 Are you easily distracted by 

the speaker's mannerisms or 

by what is going on around 

you? 

 Do you frequently interrupt 

people before they have 

finished talking? Engineers, 

who value facts rather than 

feelings, often interrupt to set 

the listener straight, not 

realizing that the listener has a 

need to express himself fully, 

whether he is right or wrong. 

 Do you drift off into 

daydreams because you are 

sure you know what the 

speaker is going to say? 

Engineers have a low 

tolerance level for people they 

assume have less knowledge 

than they do. 

 All of these habits can hinder 

our listening ability. Contrary 

to popular notion, listening is 

not a passive activity. It 

requires full concentration 

and active involvement and is, 

in fact, hard work. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The following tips can help you 

become a better listener: 

 

Don't talk. Listen.  
Studies show that job applicants 

are more likely to make a 

favorable impression and get a job 

offer when they let the 

interviewer do most of the 

talking. This demonstrates that 

people appreciate a good listener 

more than they do a good talker. 

 

Why is this so? Because people 

want a chance to get their own 

ideas and opinions across. A good 

listener lets them do it. If you 

interrupt the speaker or put 

limitations on your listening time, 

the speaker will get the 

impression that you're not 

interested in what he is saying 

even if you are. So be courteous 

and give the speaker your full 

attention. 

 

This technique can help you win 

friends, supporters, and sales. Says 

top salesman Frank Bettger, "I no 

longer worry about being a 

brilliant conversationalist. I simply 

try to be a good listener. I notice 

that people who do that are 

usually welcome wherever they 

go." 
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2. Don't jump to 

conclusions.  
Many people tune out a speaker 

when they think they have the gist 

of his conversation or know what 

he's trying to say next. 

Assumptions can be dangerous. 

Maybe the speaker is not 

following the same train of 

thought that you are, or is not 

planning to make the point you 

think he is. If you don't listen, you 

may miss the real point the 

speaker is trying to get across. 

  

3. Listen "between the 

lines."  
Concentrate on what is not being 

said as well as what is being said. 

Remember, a lot of clues to 

meaning come from the speaker’s 

tone of voice, facial expressions, 

and gestures. People don't always 

say what they mean, but their 

body language is usually an 

accurate indication of their 

attitude and emotional state. 

  

4. Ask questions.   
If you are not sure of what the 

speaker is saying, ask. It's perfectly 

acceptable to say, “Do you mean. 

. . ?” or “Did I understand you to 

say . . . ?” It's also a good idea to 

repeat what the speaker has said 

in your own words to confirm 

that you have understood him 

correctly.  

 

Sometimes we engineer’s cling to 

the mistaken notion that if it’s 

technical, we are expected to 

know it. But with the explosion of 

technology and information, that’s 

impossible. As Thomas Edison 

said, “We don’t know one 

millionth of one percent about 

anything.” The only way you learn 

is by listening and asking 

questions. 

  

5. Don't let yourself be 

distracted by the 

environment or by the 

speaker's appearance, 

accent, mannerisms, or 
word use.  
It's sometimes difficult to 

overlook a strong accent, a 

twitch, sexist language, a fly 

buzzing around the speaker’s 

head, and similar distractions. But 

paying too much attention to 

these distributions can break your 

concentration and make you miss 

the point of the conversation. 

  

If outside commotion is a 

problem, try to position yourself 

away from it. Make eye contact 

with the speaker, and force 

yourself to focus on the message, 

not the environment. 

  

Keep an open mind. Don’t just 

listen for statements that back up 

your own opinions and support 

your beliefs, or for certain parts 

that interest you. The point of 

listening, after all, is to gain new 

information. 

  

Be willing to listen to someone 

else's point of view and ideas. A 

subject that may seem boring or 

trivial at first can turn out to be 

fascinating, if you listen with an 

open mind. 

  

Take advantage of your brain 

power. On the average, you can 

think four times faster than the 

listener can talk. So, when 

listening, use this extra 

brainpower to evaluate what has 

been said and summarize the 

central ideas in your own mind. 

  

That way, you'll be better 

prepared to answer any questions 

or criticisms the speaker poses, 

and you'll be able to discuss the 

topic much more effectively. 

  

6. Provide feedback.  
Make eye contact with the 

speaker. Show him you 

understand his talk by nodding 

your head, maintaining an upright 

posture, and, if appropriate, 

interjecting an occasional 

comment such as ''I see" or "that’s 

interesting" or "really.'' The 

speaker will appreciate your 

interest and feel that you are 

really listening. 

  

Motivation is an essential key to 

becoming a good listener. Think 

how your ears perk up if 

someone says, "Let me tell you 

how pleased I am with that report 

you did,'' or "I'm going to 

reorganize the department, and 

you are in line for a promotion. " 

  

To get the most out of a meeting, 

speech, or conversation, go in 

with a positive attitude. Say to 

yourself, "What can I learn from 

this to make me more valuable in 

my industry and to my company?'' 

You might be surprised at what 

you can learn, even from routine 

meetings and bull sessions at the 

water fountain. 
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Microsoft’s core PC business of office 

applications and Windows operating 

systems was in decline so it needed 
new sources of revenue.  It splashed 

out $26bn to buy social media 

business LinkedIn. Will this move add 

value for Microsoft shareholders or 
destroy it? The omens are not good. 

 

Business leaders love to flex their 

muscles and use shareholders’ 

funds to buy other businesses. 

This is despite the evidence that 

most acquisitions do not fulfill 

their stated aims and many lose 

money hand over fist. This is 

especially true in the high-tech 

sector which has a catalogue of 

failed mergers. The most 

notorious example was the 

purchase of Time Warner by AOL 

in 2001 for a massive $164B. It 

was a catastrophe which 

ultimately sank both companies 

and has been described as the 

biggest mistake in corporate 

history. The two companies 

demerged in 2009. 

 

Microsoft’s track record in this 

field is worryingly poor. In 2013, 

its then CEO Steve Ballmer spent 

$7B acquiring Nokia’s mobile 

phone business when it was clear 

that Apple and Android were 

killing all other competition in the 

sector. Within two years most of 

the acquired staff were laid off and 

Microsoft took a $10B write-

down. This disaster followed 

Ballmer’s purchase of a Quantive 

for $6B in 2007. It was an attempt 

to take on Google in online 

advertising and it failed. In 2012 

the value of the business was 

written down to zero. In 2008 in 

another attempt to take on 

Google Microsoft offered $45B 

for Yahoo. Fortunately for 

Microsoft the bid was rejected 

and the company dodged a bullet. 

Yahoo’s online advertising 

business is worth very little today. 

 

But Microsoft is not alone in this 

folly. Google themselves splurged 

$12B on Motorola’s mobile phone 

business which they then sold 

three years later for less than 

$3B. Hewlett Packard spent $11B 

acquiring Autonomy but had to 

write off most of that within a 

year.  Facebook spent a 

remarkable $19B buying 

WhatsApp – and it is too early to 

tell if that is money well spent. 

 

To be fair to Microsoft, their $8B 

acquisition of Skype may prove to 

be a winner. But despite some 

successes the question remains; 

why do companies keep acquiring 

when the evidence shows that the 

strategy generally does not work? 

In the case of LinkedIn Microsoft 

gets a business which has 430 

million members and a database of 

information which is rich in detail. 

Microsoft’s CEO, Satya Nadella, is 

betting that his firm can find 

synergies between this data and 

Microsoft’s applications. 

 

LinkedIn is the premier social 

network for business 

professionals and it is the essential 

tool of all recruitment companies.  

However, LinkedIn’s growth has 

slowed and it is losing money. Is it 

tomorrow’s success or 

yesterday’s? Microsoft has paid a 

huge premium for the business 

and shareholders must be worried 

that it will add to the company’s 

litany of failures. 
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Don't spend another dime on 

Facebook marketing. Use these free 
tricks to grow your following. 

 

Facebook is one of the hottest 

social networks for business 

owners. There are over 20,000 

people on Facebook and as of Q1 

of 2015, over 1.44 billion active 

monthly users. 

 

Who wouldn't you want that kind 

of reach? 

 

But most business owners 

wonder with a limited marketing 

budget, how I can increase my 

Facebook fan page reach without 

spending an arm and a leg on PPC 

advertising? 

 

Here are 15 free ways to increase 

your Facebook page likes. 

 

1. Shout for Shout is a common 

tactic for Instagram pages but 

works extremely effectively for 

content related to Facebook as 

well. Take a similar page as yours 

and have them do a shout for 

shout, or have their followers go 

and like your page. 

 

2. Promote your Facebook page 

on other accounts. Tools like 

Crowdfire enable you to turn on 

direct message. In that direct 

message, you can insert something 

like "If you like my content on 

Twitter follow me on Facebook!".  

 

The increased engagement on 

twitter can help you grow your 

twitter following as well. 

 

3. Comment and share pages that 

are in your businesses space. Just 

go to Facebook and search the 

business you are in and comment 

on articles or things they publish. 

The admins of the page will end 

up recognizing your name and end 

up liking your page over time. 

 

4. Running contests are still a 

fantastic way to get more likes for 

your Facebook page. You can 

even use your email list to 

promote the content and have 

people who only like your 

Facebook page participate. 

 

5. Offer discounts on your fan 

page. If the discount is enticing a 

customer will "like" the Facebook 

page in order to receive the 

discount. Georgetown Cupcakes 

does this with their free cupcake 

of their day.  

 

All customers have to do is "like" 

their page and say the secret 

flavour in store and they get a free 

cupcake! 

 

6. Use in-house tools such as 

Facebook Insights to identify what 

types of posts are working and 

which aren't. Some metrics to 

look at on your Facebook insights 

page are shares, engagement, and 

reach. Quotes tend to work best 

for engagement and are a great 

place to start. 

 

7. Tailor content specific to your 

Facebook audience that your 

customers want. An easy way is 

to ask questions using Qualaroo 

on your homepage. You can ask a 

simple question like "what should 

we post on our Facebook page?" 

Adam Fridman 

15 free ways to increase your Facebook page 

Likes 
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which can drive Facebook likes 

through the roof. 

 

8. Do something unique from 

offering to call your audience page 

members or sending them items 

in the mail like freshly baked 

chocolate chip cookies. Anything 

can make a major difference. 

 

9. Sharing other posts on your 

page can offer tremendous value 

to your audience on Facebook. 

Many times they want the best 

content and if you can source 

relevant content that solves their 

needs they go to your Facebook 

page as a resource. 

 

10. Commenting on blogs not 

only helps with SEO, but with 

increasing the reach of your 

Facebook fan page as well. For 

example, if you are commenting 

on Ramit Sethi's Blog, be sure to 

include your Facebook URL as 

your blog URL instead of your 

homepage. If people find your 

comment interesting, they have a 

higher likelihood of liking your 

Facebook page too! 

 

11. Join other Facebook groups 

and actively engage with like-

minded individuals that are in your 

space. You will automatically find 

other Facebook group owners 

that can like your page. 

 

12. Start a Facebook group for 

your niche. Although there are 

many groups that already exist, 

most do not have the level of 

engagement that makes a 

community worthwhile. Many 

business owners do something 

similar for meetup groups because 

it drives interest back to the 

meetup owner's business 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

13. Use products like Hello Bar 

to display exit intent pop-ups such 

as "like us on Facebook". This has 

worked extremely effectively for 

digital marketers like Chirag 

Kulkarni. 

 

14. Drop a link to your Facebook 

page at the end of your email 

signature. Many people that read 

your emails may click on the link 

and go to your page. 

 

15. Ask your LinkedIn 

connections to like your page. 

Because LinkedIn is a heavy B2B 

focused social network your 

chances of getting more likes will 

increase dramatically. 

 

What technique will you use to grow 

your Facebook page?  
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