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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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Delegation is a process, not a one-off 

activity, and it needs to be done well 

to ensure success. The steps of the 
process are set out below. 

 

The amount of your time and the 

level of formality you apply to 

each step will depend on a 

number of factors: the nature of 

the task to be delegated, how 

critical it is and the level of 

experience of the person carrying 

it out. The key point is that you 

need to include all the steps to 

ensure success. 

 

Step 1: Define the task 

What is the nature of the task you 

are delegating? Make sure that 

you have a clear idea in your own 

mind about what it is you want 

done. It should meet the criteria 

for delegation (see What to 

delegate).  

 

Part of the definition of the task 

should be to identify the actual 

customer of the task, internal or 

external, and decide what a 

successfully completed task would 

mean to them. If you don’t know 

what this is, go and ask them!  

 

Step 2: Choose the person 

Consider the checklist in Who to 

delegate to. If the person to 

whom you are delegating a task 

needs any training, make sure it’s 

in place before they start.  

 

Step 3: Agree objectives and 

scope 

You need to explain what the job 

is and why you are delegating it to 

this person. This is critical.  

 

You want to ensure that the 

person is enthusiastic and 

motivated to take on this work, 

and will not see it as just another 

task to add to their already 

lengthy to-do list. 

 

You might also want to use the 

SMART way of agreeing 

objectives: 

 

 Specific – it is very easy to 

give vague instructions that 

can be misinterpreted. Give 

clear guidance and agree 

together what the scope of 

the work is and what it isn’t. 

Are you giving them authority 

to act, to make decisions, to 

spend money, or what? Are 

you asking for a 

recommendation, but might 

make a different decision if 

you disagree? It is essential to 

agree all of this in advance.  

Ensure understanding by 

getting feedback from the 

other person on what they 

think they have been asked to 

do.  

 Measurable – how will you 

measure success? Both of you 

need to understand what the 

success criteria are. Think 

about success in terms of 

benefits also, and what these 

mean to the task’s customer, 

rather than just looking to the 

technical result.  

 Agreed – make sure that you 

both agree about all aspects of 

the task. People cannot be 

held responsible for 

something to which they have 

not agreed and they will be 

more committed if they have 

been allowed to contribute to 

its set up.  

 Realistic – this might seem 

obvious, but many people are 

given unreasonable targets or 

inadequate budgets. Set your 

people up for success, not 

failure. They may need 

resources – budget, 

equipment, other people’s 

time. Whatever they need, it’s 

your responsibility to make 

sure that it’s available.  

 Time-bound – be clear about 

when things must be 

completed (both intermediate 

and final deliverables).  

Paul Matthews 

Eight steps to effective delegation 
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You may also need to inform 

others that you are delegating this 

work to this person. These others 

might include your boss, your 

peers and/or your customers. 

Involve the other person in 

thinking about this, so that they 

understand the full scope of the 

work, but do not leave it to them 

to let others know of their 

new responsibility. Pay 

particular attention to any 

internal politics or difficult 

situations that might be 

relevant. 

 

Help your delegate to 

understand how this task fits 

into the bigger picture of the 

organizational goals and 

mission. This will give them a 

better sense of why it is 

important. Don’t just assume 

that they will know this. If 

relevant, explain what 

recognition will be achieved on 

successful completion of the task.  

 

Step 4. Deal with any 

concerns or objections  

Ensure they answer yes to the 

following questions: 

 Do you know what to do? 

 Do you have the resources 

you need? 

 Can you do it? 

 Will you deliver according to 

what we agreed? 

 

Finally, when you have a yes to 

the first four questions, ask 

 

5. Is there anything else that 

needs to be discussed? 

 

Please don’t assume the answers.  

Actually ask the questions. 

 

In effect, you are agreeing a 

contract with them. It is often a 

good idea to ask the person to 

send you an email detailing what 

they think they have contracted 

to do.  

 

You need to carry through with 

this step because you absolutely 

must know if there are any 

concerns or objections lurking in 

the background that could derail 

the task. These might not even be 

related to the task: for example, 

the task may require someone to 

do something at a certain time 

each day that will then stop them 

from using their flexitime 

arrangements to collect their 

children from school. 

 

A common reason for reluctance 

to take on a delegated task is the 

perceived zone of activity 

according to the following graph. 

Ideally you will be delegating tasks 

into the Stretch or Mastery zones. 

The key here is that it is the 

perception of the delegatee that is 

important. 

 

If you delegate a task to someone 

and they end up in the panic zone, 

you need to alter their 

perceptions, as they will not be 

able to perform while in this state. 

In order to get them, in their 

mind, to change zones, you must 

either increase their perception of 

their competence or decrease 

their perception of the difficulty of 

the task. You have several options 

to consider: 

 Point out that they have done 

something similar before – 

they may not have made the 

connection  

 Say that they can call on help 

from another person who has 

done it before 

 Show them how to do it 

 Send them on a training 

course 

 Break the task into pieces 

they consider manageable 

 Ensure they have understood 

the task correctly, as they may 

see difficulties where there 

are none 

 Redefine the task in terms 

they understand. 

 

If you delegate a task and the 

person ends up in the drone zone, 

there is less you can do, but these 

types of routine, boring task still 

need to be done. Try to find some 

way of increasing the person’s 

perception of the difficulty of the 

task, for example: 

 You can turn it into a 

challenge: for example, ‘Sally 

did this last week in two 

hours’ 

 Give them a reward task to 

do once the boring job is 

finished 

 Give them a frontal lobotomy 

(joking!) 

 Have them do it in parallel 

with another, more 

demanding, task 

 Have them think about ways 

to change the process, 

improving the task 

 Delegate two people to the 

task and make one of them 

responsible, and a teacher for 

the other. 

 

Step 5: Let them get on with 

it 

Having set them up, the important 

thing is to let them get on with it. 

Trust them to do the job. They 

will not do it exactly as you would 

– they may not even do it as well 

as you could – nevertheless, leave 

them to get on with it, unless you 

see something actually going 

wrong. 

 

If things are going wrong, resist 

the urge to put them right. 

Clearly, you want things fixed as 

quickly as possible but, equally, 

you don’t want to create a feeling 

among your team that you’ll leap 

in and sort things out whenever 

they go wrong.  

 

If there is a problem, firstly 

concentrate on the solution, 

rather than what caused the 

problem. Encourage a belief 

among your team that they can 

come to you safely and talk to you 

without being heavily criticized 

(so, ‘how could you be so stupid?’ 

is definitely not a recommended 

opener!). Also encourage them to 

come with a recommendation or, 

at least some ideas about what to 

do.  

 

Make sure that your staff 

understand why the error 

occurred and that they agree both 

the action to be taken to put it 

right and the changes needed to 

prevent it happening again. 
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You want to create a culture 

where people are not so afraid to 

admit mistakes that they try and 

cover them up, but where they 

actively look for problems and are 

willing to come and talk to you 

about them. 

 

Step 6: Monitor progress 

You will have agreed review 

points when agreeing objectives. 

You need to stick to these – 

missing review meetings will 

indicate lack of commitment on 

your part and unscheduled 

reviews will give the impression 

that you are interfering. Make 

sure you cover all the action 

points from previous meetings 

and that you have done everything 

you promised to do! See Project 

Management for more help. 

 

The key here is doing sufficient 

monitoring to manage the risks. If 

someone is new to a task, you 

may ask them to bring their plan 

of action to you for approval 

before they actually start. If they 

have done the task successfully 

many times before, you may just 

need to know when it has been 

done. See Levels of delegation and 

there is also more in the topic on 

Risk Management. 

 

Step 7: Support and coach 

them, where appropriate 

You may choose to give formal 

coaching sessions, reviewing 

progress, checking concerns and 

previewing future actions.  

 

You may also need to provide 

instruction or training. There will 

be lots of opportunities during the 

day-to-day work to do this. It is 

particularly valuable to listen for 

such opportunities. They might 

include occasions when 

 They ask for your advice 

 They ask you to solve a 

problem 

 They ask you to make a 

decision 

 They say something like ‘I’m 

not sure how to...’ or ‘I can’t...’ 

 You review a project or piece 

of work 

 You notice something that 

could be improved 

 You are involved in a team 

task with them. 

 

 

A simple and effective approach 

to adopt whenever these 

opportunities occur is suggested 

below. 

1. Have helping this person to 

develop as your primary 

objective.  

2. Ask what they want to 

achieve. 

3. Ask questions. 

 Where have they got to? 

 What’s working 

 What’s not working? 

 What have they tried? 

 What else could they try? 

4. Add in any other options and 

suggestions of your own (if 

necessary).  

5. Ask them what they want to 

do. 

6. Ask them to let you know 

how it went. 

7. Praise them appropriately. 

 

Step 8: Feedback on results 

Clearly, you need to review with 

the person whether they have 

achieved their agreed objectives. 

More than this, you should discuss 

how well they have done – what 

went well and what could be 

improved. For example, you may 

learn from them that the process 

could be improved so the task can 

be done more easily in the future.  

 

And, if they have succeeded, give 

them the full credit, both in 

private and in public.  

 

This is also an ideal opportunity to 

discuss with them what their next 

stretching task could be. 

 

If things have not been successful, 

you must review with them why 

things did not go to plan and deal 

with the problems. And then, 

always, always support them and 

take any flak that comes.  

 

Remember the definition of 

delegation – you have trusted 

them with the authority to act on 

your behalf. This means that the 

result is still your responsibility 

and you must accept that, 

whatever happens.  

 

If you do this, you will build great 

trust and loyalty among your 

team. If you don’t, you will 

undermine all the good work you 

have already done. 

 

© 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 receive practical tools 

and tips to take away and 

implement.  

 

Paul is a regular speaker at HR 

and L&D events and exhibitions 

covering topics such as harnessing 

the power of informal learning, 

capability at work, workplace 

performance, and how L&D can 

be effective in these tough times.  

 

Paul is the author of Informal 

Learning at Work: How to Boost 

Performance in Tough Times, 

praised as ‘a thought provoking 

practical book with ideas and 

insightful examples which 

challenges us all to embrace 

informal learning’. The book 

explains how companies can 

harness the power of informal 

learning using practical advice 

from workplace learning experts 

and practical examples and case 

studies from around the world. 

 

His 2014 book Capability at Work: 

How to Solve the Performance 

Puzzle has also been widely 

acclaimed as a ‘must’ for anyone in 

HR or learning and development. 

 

Co-ordinates 
Address: People Alchemy, 

Alchemy House, 17 Faraday Drive, 

Milton Keynes, MK5 7DD 

Tel: +44 (0)1908 325 167 

Email: 

info@peoplealchemy.co.uk 
Linkedin: linkedin.com 

Twitter: 

twitter.com/peoplealchemy 

 

 

Motivation is like food for the brain. You 

cannot get enough in one sitting. It needs 

continual and regular refills. 
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It's no accident that Meryl Streep has 

been nominated for Academy Awards 
19 times the most of any actor 

winning three. 
 

I can't remember the first film I 

saw Meryl Streep perform in, but I 

do remember that she made a 

tremendous impression on me. 

Since then, Meryl has performed in 

many more films, earning tons of 

recognition for her acting skills and 

remarkable performances. It's no 

accident that she has been 

nominated for Academy Awards 

19 times the most of any actor 

winning three. 

 

 

As many know, Meryl Streep has 

never been one to be shy about 

voicing her opinions, which she 

offers passionately. This was 

certainly the case when she spoke 

at the 2017 Golden Globes awards 

ceremonies. 

 

During the long course of her 

storied career, Meryl Streep has 

said some really inspiring and 

profound things. Here are 17 

Meryl Streep quotes that are 

particularly inspiring: 

1. "Integrate what you believe in 

every single area of your life. Take 

your heart to work and ask the most 

and best of everybody else, too." 

2. "The great gift of humans is that 

we have the power of empathy." 

3. "Instant gratification is not soon 

enough." 

4. "I think your self emerges more 

clearly over time." 

5. "Some people are filled by 

compassion and a desire to do good, 

and some simply don't think 

anything's going to make a 

difference." 

6. "I want to feel my life while I'm in 

it." 

7. "If you voice your fears they may 

come true. I'm superstitious enough 

to believe that." 

8. "You just have to keep on doing 

what you do...Keep going. Start by 

starting." 

9. "Having been let out of the barn 

once, I know I wouldn't be happy if I 

were home all the time." 

10. "Expensive clothes are a waste 

of money." 

11. "There's no road map on how to 

raise a family it's always an 

enormous negotiation." 

12. "Obsession is an attractive 

thing." 

13. "You can't get spoiled if you do 

your own ironing." 

14. "Don't give up or give in in the 

face of patronizing ridicule, amused 

distain, or being ignored." 

15. "It is as well that the earth is 

round, so that we do not see too far 

ahead." 

16. "You can't suppress the things 

that make us human. It's pointless to 

try." 

17. "I let the actions of my life stand 

for what I am as a human being. 

Contend with that, not the words." 
 

© Copyright, Peter Economy 
 

About the Author 
Peter Economy is the best-selling 

author of Managing for Dummies, 

The Management Bible, Leading 

Through Uncertainty, and more 

than 85 other books, with total 

sales in excess of two million 

copies. He has also served as 

associate editor for Leader to 

Leader for more than 10 years, 

where he has worked on projects 

with the likes of Jim Collins, 

Frances Hesselbein, Marshall 

Goldsmith, and many other top 

management and leadership 

thinkers. 

 

Co-ordinates 
Web: www.petereconomy.com 
www.inc.com/author/peter-economy  

 

Peter Economy 

17 Meryl Streep quotes that will inspire your 

success and happiness 
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What you say to yourself can make 

the biggest difference of all. 
 

It's easy to forget what is most 

important, especially when 

something that seems urgent 

outweighs what is truly important 

to you and your business. 

 

To make this year more 

productive and more successful 

make these affirmations every day: 

 

1. "No one else is willing to 

do that, so that's what I will 

do." 

Often, the easiest way to be 

different is to do the things other 

people are unwilling to do. 

 

So, pick one thing other people 

won't do. It can be simple. It can 

be small. Doesn't matter. 

Whatever it is, do it. You'll 

instantly be a little different from 

the rest of the pack. 

 

Then keep going. Every day think 

of one thing to do that no one 

else is willing to do. 

 

After a week, you'll be 

uncommon. After a month, you'll 

be special. After a year, you'll be 

incredible--and you definitely 

won't be like anyone else. (And in 

the process, you will develop 

remarkable mental toughness.) 

 

2. "Hey, that wasn't so bad 

after all." 

The most paralyzing fear is fear of 

the unknown. (At least it is for 

me.) 

 

Yet nothing ever turns out to be 

as hard or as scary as we think. 

Plus, it's incredibly exciting to 

overcome a fear. You get that "I 

can't believe I just did that!" rush, 

a thrill you may not have 

experienced for a long time. 

 

Every day, do something a little 

scary, whether physically or 

emotionally. (If you need a quick 

boost of confidence to get you 

going, here are some really simple 

tricks to use). 

 

Then, trust that you will figure out 

how to overcome any problems 

that arise. 

 

Because you will. 

 

3. "I can't do everything 

today, but I will take one 

small step." 

You have plans. You have goals. 

You have ideas. 

 

Who cares? You have nothing 

until you actually do something. 

 

Every day, we let hesitation and 

uncertainty stop us from acting on 

our ideas. Pick one plan, one goal, 

or one idea. And get started. Just 

take one small step. 

The first step is by far the hardest. 

Every successive step will be a lot 

easier. 

 

4. "I won't care what other 

people may think." 

Most of the time, we should 

worry about what other people 

think but not if it stands in the 

way of living the lives we really 

want to live. 

 

If you really want to start a 

business which you can do in just 

a few hours, mind you but you're 

worried that people might say 

you're crazy, do it anyway. Pick 

one thing you haven't tried 

because you're concerned about 

what other people think or say, 

and just go do it. 

 

It's your life. Live it your way. 

 

 

Jeff Haden 

8 Daily Mantras to make this your most 

productive year 
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5. "I'll show you." 

I'm ashamed to admit it, but one 

of the best ways to motivate me is 

to insult me or for me to 

manufacture a way to feel 

insulted, regardless of whether I'm 

actually justified in feeling that way 

or not. 

 

"Justified" is not the point. Fueling 

my motivation to do whatever it 

takes to prove that person wrong, 

and, more important, to achieve 

what I want to achieve, is all that 

matters. 

 

Call it artificial competition or 

manufactured anger; call it 

immature; call it creating 

perceived insults whatever you 

call it, it works for me. (Hey, it 

was good enough for Michael 

Jordan.)  

 

And it can work for you. 

 

6. "It's not perfect, and I'm 

fine with that." 

Yes, you get only one chance to 

make a first impression. Yes, 

perfection is the only acceptable 

outcome. 

 

Unfortunately, no product or 

service is ever perfect, and no 

project or initiative is perfectly 

planned. Work hard, do great 

work, and let it go. Your 

customers and colleagues will tell 

you what needs to be improved, 

and that means you'll get to make 

improvements that actually matter 

to people. 

 

You can't accomplish anything 

until you let go. Do your best, let 

go, and then trust that you'll work 

hard to overcome any 

shortcomings. 

 

7. "I should have done 

better." 

We've all screwed up. We all have 

things we could have done better. 

Words. Actions. Omissions. 

Failing to step up, step in, or be 

supportive. 

 

Successful people don't expect to 

be perfect, but they do think they 

can always be better. 

 

So, think back on your day. Think 

about what went well. Then think 

about what didn't go as well as it 

could have and take ownership.  

Take responsibility. 

 

And promise yourself that 

tomorrow you will do a lot 

better. 

 

 8. "If nothing else, I can 

always do more." 

Like Jimmy Spithill, skipper of 

America's Cup-winning team 

Oracle USA, says, "Rarely have I 

seen a situation where doing less 

than the other guy is a good 

strategy." 

 

You may not be as experienced, 

as well funded, as well connected, 

or as talented, but you can always 

outthink, out-hustle, and outwork 

everyone else. (Or, as I like to 

say, the extra mile is a vast, 

unpopulated wasteland.) 

 

Even when everything else seems 

stacked against you, effort and 

persistence can still be your 

competitive advantages and they 

may be the only advantages you 

truly need. 

 

 

 

 

 

 

 

 

 

 

 

This article was originally posted 

on Inc.com: 

www.inc.com/jeff-haden/first-90-days-

daily-mantras-to-make-this-year-

super-productive.html 
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Fashions come and go. For years, 
sales was all about relationship-

building. Then the pendulum swung 

the other way and sales was all about 

insight and challenging the customer.  
 

If we look at things from the 

buyer's perspective, however, we 

might swiftly see that there is 

something else that's even more 

fundamental. In a word, trust. 

Without trust, a clever insight 

simply lands with a buyer as 

arrogance. If trust is absent, all the 

relationship gestures (and small-

talk) can be perceived as tedious, 

superficial or even manipulative. 

 

So how would you like someone 

to connect with you? It is worth 

thinking about that - just for a 

moment - before reading further.  

 

If we pooled the answers of every 

reader, we would probably find 

two distinct clusters. One cluster 

would be fact-based: they connect 

with people who get straight 

down to business, report 

pertinent facts, make accurate 

observations and have something 

useful to say. These are the 

cognitive trust-builders: whose 

lenses are fact-based, rational and 

logical.  

 

The second cluster is people-

based: they connect rapidly with 

others whom they perceive to be 

genuine, likeable, interested, with 

whom they share values. These 

are the affective trust-builders; 

whose lenses are people-based, 

intuitive and instinctive.  

In real life, of course, we all 

possess a blend of each cluster. 

However, the vast majority of 

people we meet have a primary 

set of lenses: fact-based, or 

people-based. Which is yours? 

 

If your job entails building trust 

with people you've just met (e.g. 

sales), you've got about ninety 

seconds to figure out which is 

their primary set of lenses. Do 

you know how to do this?  

 

© Copyright, John Niland 
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founders of the European Forum 

of Independent Professionals, 
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>550 professionals to create 
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June 9th. Click 

here for  
 

 

John Niland 

Connecting with clients 
 

                 
                                                                                                                                                 

The next masterclass "Value-Centred 

Selling" is in London on June 9th 2017. Click 

here for further information. 
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Traits That Set 

Entrepreneurs 

Apart 

 
 

Top entrepreneurs tend to have: 

 

Integrity 
They stick to their principles, even when it 

is difficult to do so. 

 

Initiative 

Plan over a year ahead but the here-and-

now can sometimes be forgotten. 

 

Commitment 
They have a tremendous capacity for 

gruelling hard work. However, they often 

forget that others may not have the same 

interest or potential reward in the project.  

 

Drive and Determination 
They are motivated by beating standards of 

excellence and they have very little time for 

mere mortals who simply want to get home 

and "see their children". 

 

Confidence 
They have infectious self-belief. 

 

Self-direction 
They focus on areas they find exciting and 

do not dwell on failures. Finance and 

marketing are often far too tedious. 

 

Single-mindedness 
They do not tolerate poor performance; 

they find it difficult to listen. 

 

Selling ability 
They use energy, enthusiasm and vision to 

persuade and sell to others. 

 

Leadership 
They can spot talent and inspire others. 

 

Psychologist Dr. Oliver James said, “If 

you want to live a full and fulfilled life, 

do your own thing on your own 
terms."  

 

The reality, however, is that the 

vast majority of people want us to 

confirm the validity of their beliefs 

by conforming to them. This is 

particularly true of most bosses. 

 

So, in your desire to be accepted, 

it’s easy to end up thinking like 

everyone else. 

 

But the problem is that if you’re 

thinking like everyone else, then 

you’re not thinking, and your need 

for acceptance can make you 

invisible. 

 

Fitting in is fine, but not to the 

extent that you disappear and 

your voice is unheard. 

 

 

 

 

 

 

If you celebrate your uniqueness, 

the world will too, because 

subconsciously it wants the same 

freedom. 

 

Besides, the world pays more for 

originals than it does for copies. 

 

© Copyright, Sunil Bali 
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Sunil Bali 

I can’t hear you….. 
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It’s capability not capacity that 

matters most. That particularly 

applies to the digital world. The 
capacity of its many elements, if and 

when applied astutely, can be so 

predictive, targeted, accurate and ....... 

boring. 
 

Seemingly boundless amounts of 

information can be collated, 

analysed, converted into 

intelligence and deployed to the 

advantage and benefit of both 

suppliers and consumers. 

  

However, lateral, non-linear 

thought seems to be inconsistent 

with the concept. This raises 

questions about the degree of 

recognition of its value, its scope 

and complementary nature to 

digital channels. 

  

Commerce will not thrive on 

algorithms alone. They provide 

frameworks, identify trends and 

profile WHAT is contained in the 

data-base. The essential 

ingredients of intuitive and 

analytical thoughts are invaluable 

in concluding WHY and HOW 

the raw, clustered information 

can, and should be applied. 

  

 

 

 

 

EFFICIENCY 

The controlling, monitoring, 

management and administration of 

information that is retrieved from 

digital products, services and 

applications enable the attainment 

and maintenance of efficiencies. 

Such are the nature of the 

“known knowns”. 

 

However, Big Data, algorithms 

and the cloud do not have all the 

answers, nor indeed do they pose 

all the questions. Much is left 

unasked and unanswered. 

  

Unfulfilled potential and 

widespread underperformance 

are two common consequences. 

Contributing to such in all things 

digital are two key factors, being: 

  

SKILL SETS 

The capability statement of many 

entities which have entered, or 

are about to enter the digital 

world reveals a spread of 

deficiencies. Many skill-sets are 

inappropriate and/or inadequate. 

  

Put simply, many people – 

external consultants included – do 

not have the skills, experience, 

qualifications, creativity or 

analytical expertise that are 

necessary to realise the latent 

potential. 

 

 

Familiarisations with processes do 

not necessarily produce the 

required insights and outputs. 

  

Likewise, the collection and 

collation of information are 

laudable (and should continue), 

but are in reality, the initial steps 

in a longer, integrated business 

journey. 

  

The capacity, expertise and 

experience to analyse, effectively 

interpret and to convert the base 

information into intelligence are 

rare and greatly valued. 

  

Providing an early-teenage 

cricketer with a Dave Warner-

inspired “super bat” will not 

guarantee the arrival of a run-

making, next-generation Test 

cricketer. Capacity (the super bat) 

needs to be complemented with, 

and utilised by capability. 

  

Regrettably, the immense sums of 

capital which have been invested 

by companies, trading entities and 

associations in retrieving, filing and 

collating information merely 

produce a latent power-house 

capacity, awaiting supporting infra-

structure, including human skills. 

  

 

 

 

 

 

Barry Urquhart 

Strong on Capacity – Short on Capability 
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“With digital marketing, so too should 

service providers. Indeed, arguably, they 

should know the customers’ needs, drives 

and aspirations better than the customers 

know themselves.” 

 APPLIED RESOURCES 

Sadly, a significant percentage of 

entities do not have, or have not 

applied, sufficient resources to 

effectively utilise and deploy the 

opportunities and they will 

therefore never enjoy the 

consequential advantages, benefits 

and sustainable competitive 

advantages. 

  

Evidence of this abounds. 

Generalised non-specific 

communication and marketing 

offers (most of which are 

irrelevant to individual recipients) 

are regularly transmitted, 

distributed and presented. 

Annoyance among existing and 

potential customers and clients 

increases as a result. Therefore, 

sales conversion ratios remain 

disturbingly - and expensively – 

low. 

  

The costs borne extend beyond 

financial. Reputational and 

relationship costs can be, and 

often are, appreciable. 

  

In essence, consumers and clients 

tend to know (or believe that 

they know) what they want and 

need. With digital marketing, so 

too should service providers. 

Indeed, arguably, they should 

know the customers’ needs, 

drives and aspirations better than 

the customers know themselves. 

  

Such potential. But alas, forsaken 

opportunities due to a lack of 

resources. Many cost-saving 

operational and Board decisions 

are false economies. All entities 

need to invest wisely and 

generously in capacity and 

capability. 

 

© Copyright, Barry Urquhart 
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The Customer is 

King 

 
Ron Kaufman (Author & Founder, UP! Your 

Service) 
We often hear ‘the customer is king’. I 

don’t believe it. 
 

First, many customers do not behave like kings. 

Some act more like ruffians than royalty. You might 

want to disregard this kind of customer altogether. 

But it’s tough to disregard a king. Second, in certain 

cultures, the king was revered but also feared. 

Hardly the best metaphor to bring closeness 

between your customers and your staff. 

 

Third, the idea of a king implies that everyone else 

is not. I don’t see the benefit of putting your 

customers on a throne if it means you and your 

team must live below them. 

 

Perhaps it makes more sense to say ‘the service 

provider is king’. I mean this in the most 

responsible way. 

 

A benevolent king once travelled his realm in the 

disguise of a common man. He went to see for 

himself the quality of life his people experienced 

each day. Upon his return he made the changes 

required. If the streets were dirty, he had them 

cleaned. If a government office was ineffective, he 

had it fixed. If the people lacked some important 

goods or service, he arranged for needed 

improvements. 

 

Key learning point 
If you were the benevolent king or queen, 

reigning over your service domain, what changes 

would you make for the better? 

 

Royal action steps 
Search your organisation in the disguise of a 

common customer. Visit your company website. If 

it’s slow or confusing, get it fixed. Call your service 

department. If the help is not personal and pleasant, 

make it so. Access your information hotline. If you 

find a telephone tree more frustrating than 

functional, take out your royal shears and prune it. 

 

© Copyright, Ron Kaufman, used with permission 
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When Steve Jobs was trying to 
lure John Sculley from his lofty position 

as CEO at Pepsi to Apple, he asked 

him, “Do you want to sell sugar water 

for the rest of your life, or do you 
want to come with me and change the 

world?” The ploy worked and Sculley 

became the first major CEO of a 

conventional company to join a hot 

Silicon Valley startup. 
 

That same spirit pervades the tech 

world today. People go to Silicon 

Valley and other technology hubs 

not just to make money, but to 

make a positive impact on the world 

through innovation. By searching 

frantically for the “next big thing,” 

they hope to do well by doing good. 

 

In The Rise and Fall of American 

Growth, economist Robert Gordon 

throws cold water on that notion. 

With a painstaking—and 

fascinating—historical analysis of 

U.S. productivity, he argues that the 

innovations of today pale in 

comparison to earlier in our 

history and that we might actually be 

entering a period of prolonged 

stagnation. He may very well be 

right. 

 

Was Productivity Growth 

A One-Time Thing? 

To understand Gordon’s argument, 

imagine what life was like in 1900. 

Life expectancy was only 41 years. If 

you got sick, there were no 

antibiotics. Henry Ford’s Model T 

was still eight years away, so the 

horse was still the primary mode of 

transportation and streets of cities 

filled up with manure. Lack of 

refrigeration meant that diets were 

poor and food was often 

contaminated. 

 

Houses were not typically 

networked with water, gas, 

electricity and sewage pipes. So 

typical daytime tasks, like taking a 

bath, cooking dinner or washing 

clothes required water and firewood 

to be brought from outside. Life was 

difficult and few women were 

employed, partly because there was 

so much backbreaking work to be 

done around the house. 

 

Yet by 1940, nearly all of this 

drudgery was a thing of the past. 

Most people had cars, plumbing, 

electricity, heat, air conditioning and 

even electrical appliances. Since 

then, these have improved 

somewhat—cars and appliances are 

more powerful, convenient and 

efficient—but their basic function 

hasn’t changed. Since 

1970, productivity has stalled. 

 

Gordon argues that these early 

innovations were one-time events, 

not to be repeated. While we may 

improve our lives incrementally, 

nothing can match these basic, but 

transformative, shifts in the human 

condition. 

 

Headwinds Ahead? 

At the same time that productivity is 

falling, Gordon argues that there 

are six headwinds—namely 

demography, education, inequality, 

globalization, energy/environment 

and the overhang of consumer and 

government debt —that will be 

barriers to faster growth. To 

understand his point, let’s look at 

just a few of them in combination: 

As the baby boomers retire, the 

growth of the working force slows 

and the increase in retirees soars. 

At the same time the leveling off of 

the rate at which people attain 

higher education, combined with 

supply side pressures from 

globalization and higher levels of 

both public and private debt means 

that there is a smaller economic 

base from which to finance 

retirement. 

 

Or, let’s look at automation, which 

feeds into income inequality. Bill 

Gates makes billions, but the 

bargaining power of the average 

American worker is greatly 

diminished, resulting in extreme 

inequality. Larry Summers argues 

that this leads to secular stagnation, 

an economic condition that features 

excess saving and diminished 

investment and demand. 

Greg Satell 

Is digital technology really making us any better 

off? 
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So Gordon paints a grim picture 

indeed and he might be right. The 

trends he points to are very real. 

Still, there is also an argument to be 

made for hope and optimism. No 

one in 1900 could have predicted 

what was to come in the next half 

century and there are nascent 

trends today that may very well be 

just as significant. 

 

The Second Half Of The 

Chessboard 

In The Second Machine Age, 

MIT’s Erik Brynjolfsson and Andrew 

McAfee tell a story about the 

invention of chess. As legend has it, 

the emperor was so impressed with 

the game that he invited its creator 

to name his reward.  As they 

described, the inventor’s request 

seemed modest, he simply told the 

Emperor: 

‘All I desire is some rice to feed my 

family.’ Since the emperor’s largess was 

spurred by the invention of chess, the 

inventor suggested they use the 

chessboard to determine the amount of 

rice he would be given. ‘Place one single 

grain of rice on the first square of the 

board, two on the second, four on the 

third, and so on,’ the inventor proposed, 

‘so that each square receives twice as 

many grains as the previous.’ 

 

For the first half of the chessboard, 

the emperor had to pay 232 grains of 

rice, or about the equivalent of one 

field, but as the doubling continued, 

the total amount owed far exceeded 

all the rice that existed in the world. 

That, in essence, is the concept 

of accelerating returns. When 

growth is exponential, even 

seemingly insignificant trends can 

become predominant. 

 

To see how this undercuts 

Gordon’s argument, let’s take a look 

at solar technology trends. 

 

The panel on the left shows 

Swanson’s Law, which states that 

solar cells drop in price by 20% for 

every doubling of volume shipped, 

or about 10% a year since 1980.  

 

 

It shows what this means in real 

terms—solar panels have fallen from 

a price of $75 per watt to merely 

$0.30 today. 

 

So far, this has created little impact, 

because it currently works out 

to $200 per megawatt for utility 

scale solar power, compared to 

about $100 for coal or atomic 

plants. But if the trends persist—and 

there’s no evidence that suggests 

they won’t—solar power will be just 

one third the cost in ten years and 

one tenth the cost in 20. 

 

So, while today solar power is 

struggling to be viable, in the future 

our energy will cost far less—about 

half the price in ten years and 

merely one fifth in 20 (assuming all 

energy tracks the cost of solar). 

Considering that energy makes up 

about 8% of GDP - that will make a 

vast impact on productivity. The 

second half of the chessboard does 

indeed look vastly different. 

 

Is Digital Technology A Narrow 

Or A General Purpose 

Technology? 

There has been a long running 

debate about the extent to which 

computing is a general purpose 

technology, meaning one that affects 

the entire economy rather than a 

single field or industry. Gordon 

seems to believe that its effects are 

relatively narrow and that we have 

already seen most of the benefits in 

the form of smartphones, email and 

office applications. 

 

It’s a murky issue, because general 

purpose technologies do not 

immediately show an impact. 

Electricity, for example, only led to 

productivity gains 30 years after it 

was widely introduced, because 

factories and lifestyles needed to be 

redesigned in order to take 

advantage of it. The same appears to 

be true with digital technology. 

 

In The Singularity Is Near, inventor 

and futurist Ray Kurzweil takes the 

counter position to Gordon, arguing 

that digital technology is powering 

new technologies, such 

as genomics, 

nanotechnology and 

robotics, that will drive 

major efficiency 

improvements in the 

future, the exponential 

increase in solar 

efficiency being just one example. 

 

Another possibility is that, like 

electricity, managers have simply not 

revamped their organizations to 

take advantage of their new 

capabilities. Brynjolfsson argues that 

digital technology allows firms 

to achieve scale without mass, by 

more allowing them to instantly 

replicate their innovations in 

business processes across a far flung 

enterprise. 

 

There is some evidence to back 

Brynjolfsson’s argument. In retail, for 

instance, many firms have shiny new 

mobile commerce platforms, but 

those are often tied to legacy 

inventory, POS and purchasing 

systems that are decades old, 

making true omnichannel commerce 

impossible. As e-commerce makes 

up for only 7.5% of retail sales, total 

efficiency gains have been meagre. 

But when the systems become 

integrated, the gains could be 

enormous. 

 

Which Future Awaits Us? 

The problems Gordon spells out are 

real and, in some ways, 

unprecedented. As baby boomers 

retire, there are less people of 

working age to support them. At the 

same time, the aging population 

increasingly suffers from chronic 

diseases, like cancer and Alzheimer’s 

that are expensive to treat. The 

costs from climate change leading 

to increasing natural disasters, have 

also become clear. 

 

Yet still, we are not mindless cogs 

who are wholly at the mercy of 

faceless global trends. We have the 

power to solve problems. For 

example, it is the threat of climate 

change that has spurred investments 

in renewable energy that have the 

potential to make our 

economy exponentially more energy 

efficient. 

 

And in some cases, Gordon’s data is 

out of date or in error. For 

example, he cites a study that shows 

that the costs of new breast cancer 

therapies exceed their benefits, but 

the study was published in 2001, 

well before new genomic based 

therapies began to take an effect and 

new immunotherapies show even 

more promise. 
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https://en.wikipedia.org/wiki/Erik_Brynjolfsson
http://andrewmcafee.org/about/
http://andrewmcafee.org/about/
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https://en.wikipedia.org/wiki/General_purpose_technology
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http://www.livescience.com/414-scientists-natural-disasters-common.html
http://www.digitaltonto.com/2012/energy-by-algorithm/
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So, our fate is far from sealed. Our 

future is what we make of it. The 

truth is that digital technology does 

not make us better off. Nor did 

electricity, steam power, 

automobiles or railroads. Only we 

can do that. 
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Board Meetings: Warning Signs and 

Pitfalls to Avoid  

Paul Chapman 
 

 

 
 

• Not reaching decisions 

• Friction 

• Rehearsing old arguments in the meeting 

• Not having the full facts to make a decision 

• Flavour of the month attitude to ideas 

• Backward looking 

• The wrong environment – e.g. The MD always makes the decisions anyway – no point 
contributing 

• Inaccurate, incomplete or out-of-date information 

• We have not launched a new product or service for years 

• Our staff don’t understand or communicate our vision effectively 

• Board meetings are boring 

• We are always unprepared 

• The same old ideas come out 

 

12 pitfalls a board should avoid 
A board is responsible for the sustainable success of the organisation but in most companies the 
majority, if not all, of the board members also have management responsibilities. The challenge is to 

do both well!  Common issues are: 

• A lack of strategic focus 

• The board gets wrapped up in the minutiae 

• Lack of board meeting structure - an ineffective chair 

• Not using numbers – for results and for forecasting 

• Backward looking not focused forward 

• Too much time spent on next month rather than next year 

• Getting involved in day-to-day management of the company - this may be necessary, but not in 

board meetings 

• Not having the necessary breadth of expertise - e.g. strategy, marketing, sales, finance, people 

• Lack of drive or commitment – if your board meeting is boring you are doing something wrong! 

• Bickering – a focus on personalities rather than the business 

• Not holding board members and management to account – failure to deal with 

underperformance 

• Group think – a lack of intellectual challenge means we stay in our comfort zones 

 
If your board meetings or activities display 2 or more of the following you need to take action. 
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The board meeting should be the place for 

considered discussion of where the company is now, 

and where it is going. This needs a clear mind, a 

primary focus on the big issues, good information and 
time for board members to think and discuss.  

 
Frequently, however, meetings are dominated by discussions and 
details that should be tackled elsewhere. Symptoms of a poor board 

meeting include: 
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The underlying premise of any 

organization is to create value. 
Historically, firms have done so 

through engineering ever greater 

efficiency. By honing internal 

processes, optimizing the supply 
chain and reducing product 

inventories, managers could improve 

margins and create a sustainable 

competitive advantage. 
 

That’s created a bias for simple, 

linear thinking. Adding extra 

variables to any process is bound 

to increase errors and diminish 

quality, so generations of 

managers have been trained to 

wring complexity out of the 

system in order to create 

streamlined operations. “Keep it 

simple, stupid” has become a 

common corporate mantra. 

 

Yet in today’s networked 

marketplace, agility trumps 

efficiency. Innovation has become 

the primary driver of value, which 

means that you need to constantly 

identify and incorporate new 

ideas, many of which do not fit 

into neat little boxes. That’s 

why managing complexity is 

emerging as a core business skill. 

You can’t create truly new value 

without it. 

 

Complexity Confusion 

The first step to managing 

complexity is to understand that 

there are different types of 

complexity. The first, 

the complexity of an entity, like 

steps in a process, almost always 

should be reduced for the same 

reasons that you’re high school 

math teacher insisted that you 

factor down your answers. 

Simplifying entities makes them 

easier to understand. 

 

The second type of complexity - 

that of a system, is unavoidable 

and often leads to nonlinearity, 

such as accelerating returns. This 

facet of complexity can be 

troublesome because it makes it 

easy to dismiss disruptive events. 

Yet these often advance at an 

exponential rate, as seems to 

be happening now in energy. 

 

The final type, emergent 

complexity is what happens when 

chaotic interactions between 

entities combine to create 

something completely new and 

unexpected, such as in 

a Mandelbrot set, the swarming 

patterns of birds or the pattern of 

activity in an organization. We 

can—and often do—minimize this 

type of complexity, but we 

shouldn’t. 

 

While many companies work hard 

to keep things linear and simple, 

innovative firms work hard to 

embrace emergence. Bell Labs, for 

example, designed its workspace 

to encourage random 

interactions. Steve Jobs did so as 

well. Google encourages its 

employees to work on their own 

projects. It is this type of 

complexity that we want more of, 

not less. 

 

Crystallizing Imagination 

In Why Information Grows, 

MIT’s Cesar Hidalgo argues that 

emergent complexity is a primary 

driver of value. The reason is that 

products and services are far 

more than the result of a 

particular set of inputs and 

processes, but derive their value 

by “crystallizing imagination.” 

 

To see what he means, take a 

company like Apple. Its first hit 

product, the Apple II, crystallized 

the imagination of not only Steve 

Wozniak and Steve Jobs, but also 

that of the other members of 

the Homebrew Computer Club, 

whose meetings they attended. 

Later, the imagination crystallized 

at Xerox PARC helped lead to a 

second hit product, the 

Macintosh. 

 

Greg Satell 

The one big reason every business needs to 

embrace complexity 

 
 

 
 

                 

                                                                                                                                                 

http://www.digitaltonto.com/2015/the-efficiency-paradox/
http://www.digitaltonto.com/2015/the-efficiency-paradox/
http://www.digitaltonto.com/2015/innovation-is-the-only-true-way-to-create-value/
http://www.digitaltonto.com/2015/innovation-is-the-only-true-way-to-create-value/
http://www.digitaltonto.com/2013/managing-complexity/
http://www.digitaltonto.com/2013/managing-complexity/
http://www.digitaltonto.com/2013/managing-complexity/
http://www.digitaltonto.com/2012/understanding-complexity-and-what-to-do-about-it/
http://www.digitaltonto.com/2012/understanding-complexity-and-what-to-do-about-it/
https://en.wikipedia.org/wiki/Kolmogorov_complexity
http://www.digitaltonto.com/2012/the-new-new-economy-of-accelerating-returns/
http://www.politico.com/agenda/story/2015/06/why-are-the-federal-governments-energy-forecasts-so-bad-000111
http://www.digitaltonto.com/2011/broken-logic-uncertainty-and-emergence/
http://www.digitaltonto.com/2011/broken-logic-uncertainty-and-emergence/
https://en.wikipedia.org/wiki/Mandelbrot_set
http://amzn.to/1R7qGKG
http://www.chidalgo.com/
https://en.wikipedia.org/wiki/Homebrew_Computer_Club
http://www.newyorker.com/magazine/2011/05/16/creation-myth
http://www.newyorker.com/magazine/2011/05/16/creation-myth


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  March 2017 

  

 
17 

At the same time, while the linear 

thinking at Xerox led to a highly 

efficient corporate machine that 

made the world’s best copiers, its 

failure to embrace the ideas 

coming out of PARC led it to miss 

important opportunities. Sure, it 

seems foolish now, but at the 

time, Xerox executives were 

following a time tested, simple 

formula for success—optimizing 

processes for predictability, rather 

than for emergence. 

 

Innovation is never a single event, 

but tends to follow a long and 

twisted path. It’s what emerges 

when complex networks of ideas 

combine to solve an important 

problem. That, in essence, is how 

value is created. 

 

A Failure in Complexity 

Management 

The need to embrace complexity 

is fairly obvious in high tech 

industries, but Zeynep Ton argues 

in The Good Jobs Strategy that the 

same principle also holds true in 

industries that we wouldn’t 

ordinarily associate with creativity 

and innovation. According to her 

research, the same type of linear 

thinking that doomed Xerox also 

impairs performance in high 

volume, low cost retail. 

 

Conventional thinking in the 

industry says that to protect 

margins, labor costs must be 

minimized. So, it is common for 

retailers to pay low wages, invest 

little in training and reduce the 

number of people working in the 

store at any given time to the 

absolute minimum. Yet Ton, an 

operations expert, found exactly 

the opposite. 

 

The problem is that low paid, 

poorly trained and overworked 

staff tend not to contribute many 

ideas that can improve a business 

and when you set up an 

organization to only crystallize the 

imagination of those at the top, 

you are limiting your capacity to 

create new value. 

 

For example, when the recession 

hit in 2008, MercadonaFact as if, 

Spain’s leading discount retailer, 

needed to cut costs. But rather 

than cutting wages or reducing 

staff, they asked their employees 

to contribute ideas. The result 

was that they managed to reduce 

prices by 10% and increased their 

market share from 15% to 20% 

from 2008 to 2012. 

 

Interestingly, Ton also points out 

that that many successful retailers 

are reducing complexity in some 

places so that they can embrace it 

in others. Trader Joe’s, for 

instance, limits the numbers of 

products it carries, partly because 

that allows its employees to 

become experts on the products 

the store does carry and manage 

complex customer interactions. 

 

Competing in A Networked 

Economy 

Clearly, the marketplace has been 

transformed. Earlier generations 

of managers were trained to 

engineer efficiency by optimizing 

value chains. Processes needed to 

be standardized and streamlined 

so that they could achieve 

maximum efficiency. That, in a 

nutshell, is how you built a 

sustainable competitive advantage. 

 

Yet today, as processes become 

increasingly automated, gains from 

efficiency are harder to achieve 

and the ability to collaborate is 

becoming a key source of 

competitive advantage. It is no 

longer the assets that you own 

and control that will determine 

what you can achieve, but those 

you can access. 

 

These days, we need to access 

ecosystems through platforms. In 

other words, value is created at 

the center of complex networks 

and the center of any network is 

always a chaotic place. Apple, for 

example, cannot simply dictate 

terms to the developers on its 

App Store, any more than 

retailers can bludgeon their 

workers to come up with creative 

solutions to problems. 

 

And that’s why managers need to 

embrace complexity. Not because 

it will make their enterprise more 

efficient—it won’t—but because 

that’s what will allow them to 

create maximum value in an 

increasingly complex marketplace. 
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It’s a well-known fact that most 

businesses out there will never 

achieve their full potential.  A high 
percentage will fail during the first 

few years, but those that do continue 

will often reach a plateau and stay 

there, not really growing as the years 
go by.  So, what could possibly be 

holding them back?  Well, in some 

cases, the business owner just 

doesn’t want to grow the business, 

or doesn’t know how to.  Other 
possibilities are that they aren’t able 

to access the finance to enable them 

to grow, they don’t have the 

competitive advantage enjoyed by 

other businesses, or they lack the 
resources. 

 

To be honest, I have never 

believed that these factors are 

really the problem, they are just 

an excuse.  If people are prepared 

to work hard enough and look for 

opportunities, they will always find 

the solution to overcome these 

challenges, and indeed any other 

external factors that they believe 

are holding them back. 

 

The truth is that the only thing 

that ever stops us growing is US.  

But you knew that already, so 

when it comes to a business, what 

is it specifically about “US” that’s 

the real challenge we have to 

overcome? 

 

Well, in my 20+ years of working 

with hundreds of different 

business, of different sizes and in 

many different sectors, one clear 

factor is present in businesses that 

grow and those that don’t, and 

that is the ability to manage a 

bigger group of people.  This is 

because what every growing 

company has in common is that it 

has more people this year than it 

did last year, and if it is not 

managing those people better 

each year, then it will suffer and 

to go backwards. 

 

So, is the answer simply that you 

need to get better at managing 

more people in order to grow 

your business?  Well, yes and no. 

The truth is that there are some 

hidden forces at play. Imagine you 

are a child, and your ball is stuck 

up in a tree.  No matter how hard 

you jump, you can’t reach that 

branch, because gravity is at work 

to keep you close to the ground.  

 

Just as gravity prevents you 

leaping 10 metres in the air, in 

management there is a force that 

will prevent you managing more 

people effectively. 

 

In 1933, Vytautas Andrius 

Graiciunas (1898-1952), a 

Lithuanian management 

consultant, management theorist 

and engineer, published a paper 

called “Relationship in 

Organisation”.  He was interested 

in why it seemed to get harder to 

manage each subsequent new 

person coming into a group.  He 

found that managing one person 

was OK, but managing 2 people 

was more than double the effort 

of one, and managing 3 was more 

than 50% more effort than 

managing a team of 2. 

 

In his study of groups, he started 

to see that there was more at play 

than just a relationship between 

one person and another, and 

every new person exponentially 

increased the number of 

relationships that had to be 

managed. This is because each 

new member of the team would 

have a relationship with all the 

other team members. In fact, a 

complex web of relationships is in 

play within a team, further 

complicated by the fact that 

people may well act differently in 

a group setting than in a 1:1 

setting. 

 

For example, say we have 

manager A, and employees B and 

C. The relationships that exist in 

this scenario are: 

1. Between A & B 

2. Between A & C 

3. Between B & C 

Kevin Stansfield  

What force stops 98% of businesses from 

growing? 
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Top Tips for 

Effective 

Networking! 
Kevin Stansfield  
If you are going to use networking as a 

marketing tool for your business, as with any 

marketing tool you use, you first need a clear 

strategy in order to make it work well for you. I 

will share with you my 'top ten tips' to effective 

networking to help you develop your own 

approach. 

1. Choose the networking groups you attend 

wisely - you need groups of proactive 

business owners, not ones that just meet 

to chat and feel good about themselves! 

2. Go along to the meetings with a goal in 

your mind for the number of cards you 

are going to hand out and the number of 

meetings that you are going to book. 

3. Be clear on the type of business you are 

looking for - think about the size, type and 

location of companies you would like to 

work with. 

4. Make it easy for people to refer work to 

you by having a clear and concise offer. 

5. Ask the people you meet about 

themselves and their businesses - don't 

forget that people buy from people they 

like and showing interest in what others 

do will help build that relationship. 

6. Have a great story to tell and be 

enthusiastic - make people interested in 

what you do, never try to just sell what 

you do. 

7. Don't forget to take enough business 

cards with you! 

8. Always follow up on the people you have 

met after the event - remember, 

networking is the start of the sales 

process, not the end. 

9. Don't forget to have fun! 

10. Finally, make sure you measure the results 

of your efforts - it is NetWORKING, after 

all! 

 

So now you have a guide to effective 

networking, get out there, take action and make 

it work for you! 

 

© Copyright, Kevin Stansfield 

4. Between A & B when C is 

present 

5. Between A & C when B is 

present 

6. Between B & C when A is 

present 

 

So, there is much more going on 

that you might at first think!  With 

just one manager and 2 team 

members, there are 6 

relationships to manage.  With 

one manager looking after a team 

of 5, there are 100 relationships 

to manage. In fact, Graciunas 

calculated that, with only 10 

people to manage, you would 

have to be able to cope with over 

5000 relationships!  And guess 

what?   

 

Just as you cannot overcome 

gravity, you cannot overcome the 

basic fact that the human brain 

can only cope with about 200 

relationships, and for some 

people, me included, even 100 

would be a struggle. 

 

So how does knowing this fact 

help us understand what we need 

to do in our businesses to help 

them to keep growing without us 

getting overwhelmed?  Well, no 

differently to when we understand 

that we cannot overcome gravity 

whilst here on earth, and that 

there will always be a limit on 

how high we can jump.  We 

should work on another way to 

solve the problem, and maybe use 

a ladder instead! 

 

Graiciunas concluded from his 

studies that 6 people was the 

most that anybody could 

readily manage.  My feeling is that 

larger groups can work, but they 

need to be engaged in more 

process, direct-order driven roles, 

where the task is simple and easily 

managed.  In the old 

manufacturing days, this was 

possible.  In today’s automated 

world, I think there are now less 

cases where this is possible. 

 

Your job as a business leader is 

not to learn how to manage more 

and more people, (i.e. jump 

higher), but to build a 

management structure (ladder) 

that allows you to overcome the 

management “gravitational force” 

that Graiciunas was so helpful in 

identifying. 

So go on, take ACTION, and take 

steps to build your business to 

infinity, and beyond! 
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Finally take control of your destiny by 
deleting the negative habits that have 

been dragging you down. 
 

Many of you will resolve to start a 

new positive habit in 2017. Adding 

good habits can be fun, but 

unfortunately (most of the time), 

they don't work. Approximately 

38 percent of Americans will 

make resolutions, and only 8 

percent will succeed. 

 

Instead of adding a new diet or 

workout regime, let's remove the 

negative habits that have been 

holding you back. 

 

Here we go: 

 

1. Kill your habit of checking 

social media during the 

workday. 

Social media platforms are 

masters of making you stay there. 

Getting lost in Facebook can be 

fun, but it's counterproductive 

during the day especially while 

you're trying to build that 

presentation for your investors. 

 

Now that we're on the subject, 

turn off the notifications on your 

phone, too. You can check your 

Snaps on your break. 

 

2. Kill your habit of thinking 

it's all about you. 

Your frowning boss isn't 

conspiring to fire you, as much as 

the cashier isn't giggling about 

your tie. They're thinking about 

themselves, and their own 

problems. Not you. I promise. 

It's not about you. So cut it out. 

Run on that assumption when 

dealing with every human 

interaction in your life, and you'll 

be much happier. 

 

3. Kill your habit of 

multitasking. 

Science tells us that only 2 

percent of us can really multitask. 

So don't try. Try this instead: 

When attempting to get 

something off your to-do list, shut 

down every browser and app on 

your screen except for the ones 

you need. 

 

Otherwise, you'll get notifications 

for LinkedIn requests, Facebook 

Live posts, and tweets. A never-

ending stream of distraction. So 

shut down everything except the 

program you need, and finally get 

things done. 

 

4. Kill your habit of 

comparing yourself with 

everyone. 

You will never win this game. 

There will always be someone 

smarter, better looking, richer, 

and (seemingly) happier. Always. 

Focus on yourself, your mindset, 

your health, the state of your 

being, and you'll win. 

 

5. Kill your habit of 

complaining. 

It's just not worth it. Be aware of 

the words that come out of your 

mouth. They affect you and the 

people around you. 

Speak of good things, and more 

good things happen. Speak of 

negative things, and more negative 

things happen. Simple. 

 

6. Kill your habit of wasting 

time with negative people. 

If they don't love and support you, 

get rid of them. You don't have to 

shout, kick, and scream. Just stop 

being available to them. They 

won't notice. They're too self-

centered to care. 

 

7. Kill your habit of taking or 

organizing long and 

unnecessary meetings. 

Less meeting means more doing. 

We're all adults. Take the 

meeting, do what you need to do, 

and go and do it. You can still be 

social, and have fun, and succeed 

in making meetings more efficient. 

 

Try this in your next meeting. Set 

an agenda. As you run through the 

agenda, go around the room and 

have everyone share: 

1. What they're working on. 

2. What they've completed. 

3. What they need in order to 

complete what they're still 

working on. 

 

It works, I promise. You'll shave 

half an hour off your meeting 

time. 

 

8. Kill your habit of saying yes. 

You may think you don't have 

enough time. You do. You just 

spend your time doing the wrong 

things. 

 

Chris Dessi  

17 bad habits you need to kill in 2017 to be 

successful 
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Stop saying yes to everything. 

Embrace no. Love no. No is your 

word for 2017. Love it, live it, and 

use it. 

 

9. Kill your habit of self-

loathing thoughts and beliefs. 

Enough is enough. You are good 

at what you do. You have it in 

you. If you can't silence that voice 

in your head, begin a regimen of 

meditation. If you need some 

quick wins to feel good about 

yourself, write three things you 

want to change this year. Right 

now. Go ahead; I'll wait. 

 

Congratulations. You took the 

first step. Feel that little 

endorphin release in your brain? 

That's what you're looking for. 

Keep doing that, and you'll break 

that habit and create a new one. A 

habit where you actually get things 

done. Go - do things. 

 

10. Kill your habit of sitting. 

Get off your backside. Run, 

exercise, move. But stop sitting. 

Oh, and get a standing desk while 

you're at it. 

 

11. Kill your habit of 

underachieving. 

You're better than this. You have 

more in you, and you're not 

getting any younger. Start that 

business. Resign from that 

horrible job. Do it now. The only 

thing stopping you is you. Not 

your family, not your bank 

account. 

 

12. Kill your habit of bragging 

about your resolutions before 

they happen. 

Your brain thinks you've 

accomplished them when you 

announce them to the world. Stop 

that. This TED Talk helps to 

explain the phenomenon. 

13. Kill your habit of creating 

excuses. 

While you're at it, kill the habit of 

creating reasons. They're just 

excuses with lipstick on. 

 

14. Kill your habit of reality 

TV, celebrity gossip, etc. 

You're an adult; this shouldn't be 

a part of your entertainment. It's 

junk food for your brain. Feels 

great at first, but there is always a 

negative mental consequence. 

 

15. Kill your habit of 

obsessing over doomsday 

scenarios. 

It's good to have some healthy 

skepticism, but pessimists don't 

change the world, motivate 

people, or come up with 

innovative ideas. They only bring 

the people around them down. 

 

16. Kill your habit of 

obsessing over things outside 

of your control. 

Focus your time, energy, and 

resources on improving yourself. 

You can control everything you 

put in your body, think about, and 

do. Master yourself and become 

ruler of your universe. 

 

17. Kill your habit of making 

sure everything is perfect. 

It ain't happening. Ever. This is just 

a complicated form of 

procrastination. Which is a 

deeper manifestation of your fear. 

Get out of your own way, and let 

it rip. 

 

This article was originally 

published on INC.com 

www.inc.com/chris-dessi/17-bad-

habits-you-need-to-kill-in-2017-to-

be-more-successful.html 
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Whatever your goals or dreams in 
life, the chances are they are 

ultimately about making you happy. 

This is the ultimate goal: happiness. 

So, what is happiness? 
 

It is a state of mind, a feeling, an 

emotion that you experience in 

the present, often thought to be a 

result of things going on around 

you at the time. Look closer, 

though, and you’ll notice that 

every moment you actually make 

a choice about being happy or 

not. In fact, your happiness is 

based on what you choose to 

think. 

 

Many people believe that their 

happiness depends on achieving 

the goals they want. They think or 

say ‘I’ll be happy when...’ And then 

they trot out a list of conditions 

and outcomes that need to be 

satisfied. They think that this will 

motivate them to take action 

towards their goals. They believe 

that one day their ship will come 

in and they will live happily ever 

after.  

 

But if you do this, you are 

effectively denying your happiness 

in the present while you wait for 

this uncertain future. Comparing 

the present against this perfect 

future often leads to 

dissatisfaction and other negative 

feelings. Sadly, if you fall into this 

way of thinking, it will diminish 

your energy, passion and 

attractiveness, making your goals 

much harder to achieve.  

 

To prove this, think back to a 

time when you were happy, even 

if for only a moment. Whenever 

that was, the chances are you 

hadn’t yet achieved any of your 

current goals (because you hadn’t 

even thought of them yet). So, 

achieving your current goals was 

not a pre-requisite for happiness. 

While you think back to that 

happy time, notice also whether 

or not other good things came 

your way as a result of being in 

such a cheerful state. 

 

Achieving goals is much easier 

when you approach them with the 

passion and energy of happiness. 

It’s as though your happiness 

attracts happiness. As well as 

generating good feelings all around 

you, you also get the happiness 

that comes with your goal.  

 

The ultimate goal behind every 

goal is happiness. Without 

question, the most productive 

attitude to hold if you are to 

achieve any goal, including the 

ultimate goal of happiness, is one 

embracing positive thinking and 

happiness. In order to achieve 

your goal, you need to be able to 

choose to be in a happy state. 

 

So, the interesting question 

becomes: how can you be 

happier, whenever you want to 

be? 

Ways to choose a happier 
state 
Achieving happiness is generally 

much easier than you think. 

 

1. Acknowledge everything 

that you’ve already achieved  

The fastest way to increase your 

self-esteem and other pleasant 

feelings is to take note of how 

well you’re already doing. Notice, 

also, what good qualities and 

talents you have. Most us are too 

hard on ourselves and forget to 

give ourselves a pat on the back 

when we deserve it. Instead, we 

just keep moving the goal posts, 

driving ourselves to score higher 

and berating ourselves for not 

being totally perfect.  

 

Take a few minutes right now to 

write down everything you have 

achieved over the last year – no 

matter how big or how small, and 

even if it’s only half done.  

 

Acknowledge every little positive 

step you’ve taken, whether or not 

it resulted in complete success. 

Don’t be tempted to think about 

the things you didn’t achieve – just 

put them aside for now. Do your 

best to focus on the positive and 

feel grateful for each achievement. 

Give yourself some well-earned 

praise. 

 

2. Reframe and learn from 

any mistakes or 

disappointments 

The trick here is to find relevant, 

valid and useful understandings to 

help you change your perception 

of events and leave you feeling 

good. It’s unhelpful to let past 

Arielle Essex  

The ultimate goal 

 
 

                  

                                                                                                                                                 

Happiness is the meaning and purpose 

of life, the whole end and aim of 

human existence. 

Aristotle 

Exercise  

Use the Values exercise to discover your 

values. 

 

Don’t know what you want? See Goal 

brainstorming. 
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mistakes weigh you down. Letting 

go will release your energy to do 

better. Once you’ve learned the 

lesson, you can forgive the 

mistake and forget the bad feeling. 

 

Write down a list of every 

mistake, disappointment and thing 

that ‘went wrong’ over the last 

year. Then ask yourself the 

following questions about each 

item: 

 What did I learn as a result? 

 What could have worked 

better? 

 What were the advantages of 

having that happen? 

 What did I get to avoid, put 

off, prevent or not have to 

face? 

 What would I do differently? 

 What advice would I give to 

someone else about this? 

 What guidance would my 

most inspiring mentor give 

me? 

 

The quality of your answers will 

determine how successfully you 

can change your state. Avoid any 

temptation to cynicism. Strive for 

honest, helpful truths. 

 

3. Treat yourself more kindly 

Talk to yourself in a pleasant 

voice, and tell yourself what to 

do rather than what not to do. 

Encourage instead of berating 

yourself. Tune into your genuine 

desires – the urge to do what 

makes you happiest – and fit many 

of those into every day, whenever 

you can. Even a five-minute break 

that makes you feel good is worth 

it.  

 

4. Do the tough stuff first 

Not only will this get things done 

more efficiently, but it will free 

your time and make you feel good 

in the process. Instead of frittering 

your time on small, less essential 

tasks, such as answering emails 

and making chatty phone calls, 

tackle your biggest challenges. 

You’ll get a great sense of 

satisfaction from having crossed a 

major item off the list.  

 

 

 

 

 

 

 

5. Set and pursue worthwhile 

goals 

When your goals are aligned with 

your values and purpose, they 

create the conditions for you to 

be happy as you pursue them. 

Working towards a worthwhile 

goal can make you feel more alive, 

energised and happy, whether or 

not you achieve it. If you do 

achieve it, so much the better! Of 

course, why would you ever want 

to pursue a goal that wasn’t 

worthwhile? 

 

6. Smile more 

Raise your head and eyes and look 

up instead of down. Straighten 

your back, stand, walk and move 

as if you were happy. Breathe 

deeply and relax. Repeatedly say 

to yourself ‘Mind alert, body 

calm’.  

 

Act as if you were happy. For no 

reason at all, smile like you mean 

it. You will find that your smile is 

infectious, and when people smile 

back, you will have all the reason 

you need to smile for real. 

 

Worthwhile goals 

Worthwhile goals are ones that 

you can get passionate about. 

They have that magic X factor 

that puts the X into eXcitement. 

They have juice; they have voltage 

and that magic something that 

turns you on, that really gets you 

going. These are the goals that put 

a great big smile on your face 

every time you think about them. 

 

If you ask people what goals they 

have that really get them going, 

you will get many different 

answers. Each person has their 

own individual view as to what 

goals are worth going for – goals 

that really motivate them and give 

them some sense of purpose and 

direction. There’s no set of 

perfect goals that will work for 

everyone. The way to discover 

what’s worthwhile for you is to 

dig deeper. 

 

 

 

 

 

 

 

 

 

The internal compass we use to 

point to our worthwhile goals is 

made up of our values. Values are 

those things which are important 

to us and are often unconscious 

and taken for granted. Yet our 

values dictate how we perceive 

situations, what we believe and 

how we behave. They are our 

internal standards and measures 

as to what is good or bad, right or 

wrong. This values compass 

guides every decision and action 

we take in our lives. 

 

Think how different a life would 

be if lived from values such as 

independence, daring, fun, action 

and challenge compared with a life 

lived from values of love, comfort, 

security, intimacy and peace.  

 

There are so many possible 

combinations of values, it is little 

wonder there are so many 

worthwhile goals. 

 

Once you are clear about what is 

important to you – your values – 

then you can choose powerful and 

worthwhile goals that fit you as a 

person. When your goals are 

aligned with your values, they are 

easier to achieve, fun to pursue 

and will provide genuine fulfilment 

in your life. 

 

What are your values?  

Do you think you know your 

values? Many values are 

unconscious until someone treads 

on them. Most people seldom 

think about their values. They 

only notice them by their effects, 

or by what moves them 

emotionally. What makes you 

angry? What would you be willing 

to die for? What do you love? 

Behind the answers to those 

questions lie your values. 

 

For a good analogy, take a magnet 

and some iron filings. Place the 

filings on a piece of paper and 

then hold the magnet underneath.  

 

You cannot see the magnet, but 

you can certainly see the effect it 

has on all the filings. As you move 

the magnet, the filings line up in 

different ways. Similarly, you can’t 

see your values, but as they 

change and move, you can see the 

effect they have on all the 

behaviours and decisions you take 

in your life. From the pattern of 
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the filings, you can deduce where 

the magnet is. From the pattern of 

the behaviours in your life, you 

can deduce what your values are. 

 

Clarifying your values saves time 

and helps you make better 

decisions. When you have taken 

the trouble to become aware of 

what important values are being 

met in a specific situation, there’s 

no confusion. You just respond 

appropriately. Not only will you 

make fewer mistakes, but you will 

also be happier with the decisions 

you make, regardless of the 

consequences. Plus, when you act 

in alignment with what is most 

important to you, this will 

energise and revitalise everything 

you do. 

 

Zone experiences 

You may have heard the 

expression ‘in the Zone’ used to 

describe a state of balance and 

effortless flow while undertaking 

an activity. Being in the zone is 

probably the optimum, ultimate 

state of balance – even beyond 

happiness. These moments can 

happen during any activity and 

always accompany extraordinary 

success. 

 

Think back through your life and 

write down a list of times you can 

remember being in the zone while 

doing something. These were 

things you just loved to do so 

much that time seemed to stand 

still. In the zone, there’s a sense of 

effortlessness, heightened 

awareness, increased wisdom and 

actions that seem to do 

themselves. The feeling may have 

lasted only a few minutes, but if 

you are lucky, you might have 

experienced days of being in the 

zone. Chances are these zone 

experiences happened when you 

were in complete alignment with 

who you are, your values and 

your purpose. 

 

Once you have this list of zone 

experiences, look for the 

common factors that underpin 

them or helped them to occur. 

Then think about what goals 

might create more of them! 

 

This article originally appeared on 

Alchemy Performance Assistant 

www.alchemyassistant.com 
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Not listening to customers is a 

marketing death sin. And probably the 

most common reason to why B2B 
companies fail with their marketing and 

brand initiatives. Fewer than expected 

make it their priority to take time to 

ask questions and really listen. Here 

are 5 questions all B2B marketeers 
should be asking customers.  

 

1.   Who were you comparing 

us to when deciding to go with 

our solution? 

You are rarely alone to offer a 

solution to a problem. There might 

be comparable products (direct 

competitors) – or other alternative 

technologies that solve the same 

problem you solve (indirect 

competitors). It is crucial to know 

who these direct and indirect 

competing companies and 

technologies are in order to 

position yourself in relation to them 

and differentiate your offer. 

 

2.   When comparing, why did 

you end up deciding on our 

solution? 

Branding and communication should 

always build on real strength and 

address the true motivational 

drivers of the customer.  Building on 

real strengths makes you long-lasting 

– customers can trust that they get 

what you promise – so make sure 

you understand why your customers 

chooses you in favor of other 

solutions.  

 

The answer to this question will also 

give you indications of what the 

customer values. You might have 

the fastest or cheapest product in 

the market – but it makes no sense 

in highlighting that if the customers’ 

true motivational driver to buy your 

product is that you have the best 

payment or business model. 

 

3.   What were the reasons you 

felt that you needed to look at 

other alternatives? 

Was there an initial doubt about 

making business with your company 

or is it the customer’s policy to 

always make detailed comparisons. 

Is it your business model? Your 

reputation? The quality? Lack of 

specific product features? 

 

This question allows you to identify 

the obstacles that make your 

customers doubt. These will be your 

weaknesses that competitors also 

might use to differentiate themselves 

from you. Are your weaknesses 

important factors to the customer? 

Then you might need to rethink 

how you do business or package 

your solution. Can you repackage or 

add other values that makes it easier 

for the customers to overcome 

their doubts? 

 

4.   Who did you consult when 

deciding to buy our solution? 

When creating sales-focused 

marketing communication it is key 

to know who you are talking to; the 

direct and indirect influencers of the 

buying decision. It might not be the 

direct decision makers with the 

money at hand that has the most 

influence over the decision – it 

might be someone on the floor such 

as an installer or operator whose 

opinions are highly valued within 

your customer’s organization. And 

that person might have a different 

set of needs than the ones you are 

addressing in your communication. 

Identify decision influencers in order 

to make sure you are addressing the 

right needs when communicating 

with your customer. 

 

 

 

5.   Do we offer something 

valuable that the alternatives 

lack? 

This question is similar to “Why did 

you choose us over the alternatives” 

but focuses on pinpointing the 

uniqueness.  

 

It is unfortunately quite rare that 

you have one differentiating unique 

factor – it’s often a combination of 

factors that make your solution 

attractive. But if you can pinpoint it 

and it’s a relevant factor for your 

customers – you have an ace up 

your sleeve.  

 

Ask questions and sharpen up 

So send in your marketing team to 

have a structured dialogue with your 

customers. Just make sure the 

person asking the questions is a 

skilled interviewer that can follow 

up with relevant questions and 

gather key insights.  

 

Show interest in who is buying and 

you will be able to determine what 

is relevant to your customers and 

how to sharpen your offer and 

brand communication. And! You will 

build stronger relationships – the 

foundation in all B2B sales. Because, 

yes, people love to be listened to.... 

 

© Copyright, Linda Rosdahl 

 

About the Author 
Linda Rosdahl runs Curious Cone 

and is based in Malmö, Sweden. 

With extensive experience from 

international B2B marketing, Linda 

supports with market insight analysis 

and brand strategies to ensure that 

products and messages are relevant 

to the people you wish to address. 

 

Co-ordinates 
Web: www.curiouscone.com 

Email: Linda@CuriousCone.com  
LinkedIn: linkedin.com/in/linda-

rosdahl 

 

Linda Rosdahl 

Are you asking your customers 

these 5 questions? 

 

 

 

 

                  

                                                                                                                                                 

http://www.curiouscone.com/
mailto:Linda@CuriousCone.com
https://www.linkedin.com/in/linda-rosdahl-0335676?trk=nav_responsive_tab_profile
https://www.linkedin.com/in/linda-rosdahl-0335676?trk=nav_responsive_tab_profile
https://www.linkedin.com/in/linda-rosdahl-0335676?trk=nav_responsive_tab_profile


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  March 2017 

  

 
26 

When it comes to investments, most 

people can’t help themselves from 
doing exactly the opposite of what 

they should do. 
 

Take the golden rule, for example: 

buy low, sell high. Sounds 

obvious, doesn’t it? And it is. But 

almost nobody does it. When a 

stock or the market is going 

gangbusters, they jump on the 

bandwagon. When it crashes, they 

panic and sell. It’s human nature. 

 

Successful investing is all about 

one word: discipline. Here’s 

some more ridiculously obvious 

investment advice that almost 

nobody follows: 

 

Don’t do anything stupid. 

Everyone who does something 

remarkably stupid and loses their 

shirt says the same thing 

afterwards: I knew it was stupid, 

but … 

 

Diversify.  

Don’t put all your eggs in one 

basket. It’s one of the first lessons 

we learn as kids. Do we listen? 

Nope. Hedging has a bad rap. Too 

bad. Mark Cuban didn’t make his 

billions selling broadcast.com to 

Yahoo, but by hedging against a 

market crash immediately 

after the acquisition … right 

before the dot-com bubble 

burst. 

 

 

 

 

 

Don’t get emotional about it. 

If you love a stock, that spells 

trouble. 

 

Remember you have to buy 

and sell. Some people are great 

at calling stocks to buy, but when 

it comes to selling, they say I’ll just 

watch it like a hawk. And they do 

… all the way down. Unless 

you’re Warren Buffet, you also 

need an exit plan for your 

holdings. 

 

Past performance is no 

guarantee of future results. 

One of the most fundamental 

rules of the universe. Goes way 

beyond investing. Don’t let 

success go to your head. The 

same goes for whoever advises 

you. 

 

Come up with a long-term 

strategy based on your goals and 

risk tolerance and stick with it 

over the long haul. Duh. 

 

Watch the incentives. If you 

pay someone to manage your 

money, pay attention to how 

they’re incentivized. People do 

what they’re incentivized to do. 

Not that you’re ever going to get 

anyone to manage your money for 

free, except you, of course. It’s 

just something to be aware of. 

 

Day trading. Yuk. Don’t even 

get me started. Just don’t do it. 

 

As I like to say, this isn’t rocket 

science, folks. If you’re young and 

dumb, it’s OK to screw up and 

learn your lessons. I sure was and 

did. But I know plenty of people 

older than me who are still 

screwing up. That’s just plain 

dumb. 
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Amy Morin 

How to Build Your Belief in Yourself 

 
 

                         

                                                                                                                                                 

“Andy” entered my office seeking 

help for his depression. But after a 

few therapy sessions, the root of his 
problems became clear: He had a 

deep-rooted belief that he wasn’t 

good enough. 
 

He’d started believing he was 

inadequate during childhood, and 

he held onto this belief 

throughout his life. His 

assumption that he would never 

amount to anything led him to be 

an underachiever.  

 

Because he concluded he wasn’t 

smart enough, talented enough, 

or motivated enough to do much 

of anything, he’d created a lifestyle 

that reinforced those beliefs. 

 

He had worked an entry-level job 

for years. He didn’t bother to 

manage his money well 

because he assumed he’d always 

live paycheck to paycheck and be 

deeply in debt. He rarely took the 

initiative to meet new people. And 

he never established new goals for 

himself. His depression was simply 

a side effect of the lifestyle he’d 

created. 

 

Much like Andy, many people 

create lifestyles that reinforce 

their self-limiting beliefs. But, quite 

often, those beliefs are inaccurate 

and unproductive, and they cause 

people to live a life far beneath 

their potential. 

 

 

How You Develop Negative 

Core Beliefs About Yourself 

You develop many of your beliefs 

about yourself during childhood. 

Perhaps you grew up always 

feeling like an outsider. Or maybe 

you had a parent who was 

verbally abusive. Those types of 

experiences could lead you to 

believe you’re a loser or a failure. 

 

Those types of conclusions will 

cause you to subconsciously seek 

evidence that supports your 

beliefs. Every time you fail a 

test or get rejected by someone, 

your negative beliefs will get 

reinforced. 

 

Whenever you discover evidence 

to the contrary—like you ace a 

test or land a promotion—

you chalk it up to external factors, 

like luck. You ignore your 

accomplishments and magnify 

your mistakes. That’s just how 

your brain works when you so 

wholeheartedly believe something. 

 

Because you believe those things 

about yourself, however, you 

won’t recognize that you’re doing 

this. Instead, you just think your 

failures and problems serve as 

more proof that you’re not good 

enough. 

 

 

 

 

 

 

 

Your Beliefs Turn Into Self-

Fulfilling Prophecies 

Just because you believe 

something about yourself doesn’t 

make it true. But there’s a good 

chance that you’ll make it come 

true in a subconscious manner.  

What you believe influences the 

way you interpret events, how 

you feel, and how you behave. 

And much of the time, those 

beliefs turn into self-fulfilling 

prophecies. 

 

If you believe you can’t handle 

stress, you’ll be less likely to step 

outside your comfort zone. Then, 

because you never practice doing 

anything scary, you’ll struggle to 

handle discomfort when it arises. 

 

If you believe you are socially 

awkward, you’ll be less outgoing. 

The less you talk to people, the 

less likely you’ll be to make social 

connections. The fewer friends 

you make, the more you’ll believe 

you’re incapable of forming 

healthy social connections. 

 

The list of examples could go on 

and on. 

 

How to Give Up Self-Limiting 

Beliefs 

If you’ve spent 30 years believing 

you’re a loser, then simply telling 

yourself, “I’m a winner,” isn’t 

likely to be helpful. You can’t 

unlearn deep-rooted core beliefs 

that easily. Instead, you have to 

challenge your beliefs by testing 

them to see if they’re really true. 
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Conduct a behavioural 

experiment by challenging your 

beliefs. If you believe you’re too 

socially awkward to make friends, 

ask yourself, “What would I be 

doing if I were socially savvy?” 

 

Then, use a skill called “acting as 

if.” ‘Behave as if you are a socially 

savvy person. That doesn’t mean 

you need to be a phony; instead, 

behave in a way that brings out 

another side of your personality. 

 

If you believe socially graceful 

people start conversations with 

others, try doing that yourself. Set 

a goal for yourself when you’re at 

a social event; for example, 

introduce yourself to five 

people. Rather than sit in the 

corner worrying that you look 

awkward, branch out and strike 

up conversations. You might find 

that behaving in a more outgoing 

manner leads to more social 

success. 

 

In addition, look for evidence that 

runs contrary to your self-limiting 

beliefs. Write down the reasons 

your belief might not be true. 

Look for exceptions to the rule 

and take note. Simply raising your 

awareness of the fact that there 

are times when you are more 

capable than you give yourself 

credit for can help chip away at 

the belief that you’ve held so 

strongly. 

 

Challenging Your Beliefs 

Takes Time 

Your mind can be your best asset 

or your biggest enemy. If you’ve 

drawn inaccurate conclusions 

about yourself, your self-limiting 

beliefs could prevent you from 

reaching your greatest potential. 

 

Everyone has a few self-limiting 

beliefs. To discover yours, spend 

some time thinking about your 

potential and assessing the 

assumptions you make about 

yourself that keep you from living 

your dreams. 

 

 

 

 

 

 

 

 

Your beliefs, rather than your lack 

of ability, could be the biggest 

hurdle standing between the life 

you’re living and the life you want 

to live. But the good news is 

that with a little time and extra 

effort, you can develop the mental 

strength needed to overcome the 

self-limiting beliefs that prevent 

you from reaching your greatest 

potential. 

 

This article first appeared on Inc. 

amymorinlcsw.com/blog/2016/11/

10/how-to-build-your-belief-in-

yourself/ 

 

Want to know how to give up the 

bad habits that rob you of mental 

strength? Pick up a copy of 13 

Things Mentally Strong People Don't 

Do. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: AmyMorinLCSW.com 
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Have you designed your website with 
conversions in mind? Optimising your 

website’s design can have a big 

influence on your overall conversion 

rate, as it can improve – or worsen – 
the customer experience. In this blog 

post, I will be showing you how to 

properly design your website in 

order to achieve a higher conversion 

rate.  
 

When designing your website, you 

should always keep your 

customers in mind; after all, your 

website is there to help you sell 

and if your visitors aren’t having a 

good experience, they will likely 

abandon it. On the other hand, if 

their experience is great, it can 

generate more sales, as well as 

improve your relationship with 

them, as their trust in your 

business grows.   

 

The conversion optimisation 

process 

In order to design your website 

for conversions, you need to have 

a clear plan in mind before getting 

started: 

- Who will be visiting your 

website – what are their 

buyer personas? 

- What are the most important 

factors on each of the pages 

on your website?  

- How can you make it easier 

for your visitors to take action 

on your website? 

A website designed with 

conversion optimisation in mind 

will be able to cater to all of the 

different personas who might visit 

it. Not everyone thinks the same, 

or acts the same – and your 

website should reflect that if you 

want to make more conversions. 

You can read more about the 

different buyer personas by 

checking out my blog post here.   

 

Usually when designing a website, 

most will start by creating a 

simple wireframe, or the overall 

layout of each page. This is great 

for getting an idea of what your 

website will look like, but it 

doesn’t necessarily help when 

you’re also designing for 

conversions.  

 

 

Rather than thinking about what 

each web page will look like when 

the website is finished, try to 

think more about how each page 

is going to be used. What journey 

will each of your visitors, and the 

different types of buyer personas, 

will have to take through your 

website?  

 

By considering the website 

journey and the customer 

experience on your website, you 

will be able to determine what 

pages you will need to create and 

what each of them should contain.  

 

The best way to create this kind 

of website framework, is to take 

each buyer persona separately and 

plan each one’s click by click 

experience on your website.  

 

Lilach Bullock 

How to design your website for an improved 

conversion rate 
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This way, the different pages on 

your website will be constructed 

specifically for a particular type of 

buyer – competitive, methodical, 

spontaneous and humanistic 

buyers. You will be able to add 

the type of content that each 

group is most likely to respond 

best to. For example, for 

methodical buyers, you should 

add as much relevant information 

as possible about your product or 

service, as well as detailed 

testimonials. For spontaneous 

buyers, focus on adding more eye-

catching content such as videos or 

interactive content.  

 

Some of the main things you 

should be considering at this stage 

are:  

- Which persona is each page 

for? 

- How did they get to this page 

and why are they here?  

- Where are they going next? 

- How will they get to the point 

of conversion? What stands in 

the way of their converting?   

 

Storyboarding: what messages 

do you want to share? 

Before you start laying out the 

design of your website, it’s best to 

think about the messages you 

want to share with your visitors. 

Knowing what content you want 

to include will then allow you to 

better design your website with 

conversion optimisation in mind.  

 

Think about what story you want 

to tell on your website. This way, 

you will be able to create the 

basic internal linking structure for 

your website with the customer 

journey in mind. At this stage, you 

can also start thinking about what 

anchor text you want to include 

and where your different 

hyperlinks will go. This is also 

great for search engines, as it will 

help your website rank higher 

in queries. Not only that, but 

you will also know exactly 

what pages you are going to 

need and you will know exactly 

what the internal linking 

structure will be.  

 

Now that you’ve considered 

and planned all of the 

structural aspects of your 

website’s design, you can start 

looking into other design 

factors, such as what colours 

to use, what types of images and 

videos and so on. There’s no 

denying the importance of such 

factors, but all too often, websites 

will focus more on these aspects, 

to the detriment of their 

structure and navigation, which 

can have a negative effect on their 

conversion rates.  

 

A website might look great at first 

glance, but if it’s difficult or 

confusing to use by your visitors, 

they will likely abandon it. Just 

look at Amazon; they don’t have 

the most beautiful website by any 

means, in fact it can be quite 

simplistic, but the fact that it is so 

easy to use has certainly helped it 

become one of the undisputed 

giants in online shopping.  

 

Prioritising your best content 

Another reason why it’s best to 

start by creating your content, is 

that by creating the design first, or 

by using a pre-set template, you 

might find yourself restricted in 

the amount of content you can 

use on each page.  

 

The most important thing is for 

you to get your message across to 

your readers. If you only have a 

certain amount of space for your 

content, you might not be able to 

properly communicate your most 

important messages.  

 

So, instead of designing first and 

limiting your web copy’s 

effectiveness, try to create your 

content first and work your other 

design elements around it.  

 

Create your website’s rough 

design 

Once you’ve finished planning 

your website’s content and 

structural design, you can start 

working on the first drafts of your 

different pages. Consider now all 

of the images and any other 

elements you want to include on 

each of your website’s pages. 

 

This only needs to be a rough 

design to help you visualize what 

the end results will look like, as 

well as help you make any 

necessary changes for each type 

of buyer persona that will visit a 

particular page.  

 

Make sure to consider which 

buyer persona each of your pages 

are for, so that you can prioritise 

the elements they are most likely 

to interact with or be interested 

in. When the time comes to start 

designing your website, tell your 

web designer which elements you 

want to stand out on a page and 

what you want your visitors to 

see first. 

 

At this stage, I would also 

recommend you don’t yet 

incorporate colour in your rough 

sketch. Colours can distract you 

or influence your opinions, so by 

creating your first draft in 

greyscale, you will be able to 

better concentrate on the other 

elements on each page. Just like 

your website visitors, you will 

likely be influenced by colours in 

some way, even without realising 

it.  

 

To create your first draft, you can 

do it yourself easily with a pen 

and paper, or you can use a tool 

like MockingBird. 

 

How to plan in greyscale  

As I mentioned above, planning in 

greyscale can help you focus your 

attention on the different 

elements on your page. Consider: 

- How do the different 

elements on each page relate 

to each other? 

- Hot do their sizes compare?    

- Are your most important 

elements clearly visible and 

more prominent?  

- Are any related elements 

close to each other? This 

makes it much easier for the 

visitor to notice them and go 

through them 

- What shapes do the different 

elements have? Are there too 

many different shapes that 

make your page look messy or 

are the visitors’ eyes easily 

drawn to the most important 

https://gomockingbird.com/home
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elements?  In many cases, 

varying the shapes of your 

buttons, banners and so on 

can help make them more 

visible to the visitor, but that 

doesn’t mean that you should 

make all of them a different 

shape or size 

- What is the alignment of your 

text like? Is there enough 

whitespace left, or is the web 

page too crowded? A 

crowded page will most likely 

confuse and even annoy the 

reader, so in most cases it’s 

best to make sure there is 

enough whitespace left on 

your page 

 

After finishing with your website 

design, you can use a tool like 

Feng-gui to help you see if your 

pages are truly effective and if you 

need to further optimise your 

page’s layout. It will also see if the 

eye-tracking patterns match the 

way you want them to. If your 

pages aren’t working the way you 

wanted them to, you can easily 

make some layout or content 

changes to them at this point. 

 

Colours 

Now that you’ve finished with the 

first, greyscale draft of your 

website and your page layouts, it’s 

time to think of what colours 

you’re going to use. As I 

mentioned earlier, colour is very 

important and can make a huge 

difference to your success as it 

has the power to emotionally 

influence the visitor.  

 

 

When it comes to colour, you 

have multiple options. For 

example, you can use your brand 

colours exclusively, in order to 

remain true to your brand 

identity.  

 

The best way to use colour on a 

website is to draw your visitors’ 

attention to the elements you 

want them to see. If you have a 

great offer on sale, for example, 

some bright colour against a 

duller colour will almost surely, 

quickly attract the visitors’ eye.  

 

You should also make sure that 

there is a sharp contrast between 

any text on your website and the 

background, be it sales copy or a 

blog post, so that it’s easy to read. 

If you have any calls to action on 

your website, again, it’s best to 

use a different colour that will 

attract attention to it and makes 

sure it’s clearly visible among the 

other content. 

 

Once you’ve finished your website 

design, it’s time to test it and see 

if it truly works the way you want 

it to. Test it for usability against all 

different devices and browsers to 

make sure it works well on all of 

them, and that your most 

important elements are clearly 

visible across board. This is a 

process that you should keep 

testing as you go on, even long 

after your website is launched, as 

even a small change can make a 

difference to your overall 

conversion rate.  

 

 

 

 

 

 

 

 

 

 

Conclusion 

Planning and designing your 

website with conversion 

optimisation in mind can help you 

make more conversions in the 

long run. While you will still need 

to test your website with different 

changes to optimise it, it’s still 

better to start with a great 

version of your website that 

attracts conversion. Do you have 

a website? If so, how did you plan 

its design? Where did you start 

and what were the most 

important elements you included? 

Let me know in your comments 

and please share  
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‘Someone told me that I am poor at 

taking on board criticism so I quickly 

pointed out they were wrong.’ This 
little witticism is at the core of many 

a corporate disaster. 
 

The Catholic magazine, The Tablet, 

recently ran an editorial with the 

intriguing headline ‘Was the 

Reformation really necessary?’  It 

points out that Martin Luther and 

the early Protestants wanted to 

reform the Church rather than 

break with it.   

 

Many of their complaints were 

perfectly valid and did not relate 

to fundamental doctrine.  The 

Catholic Church could have 

reviewed the grievances and 

reformed; instead it reacted with 

confrontation issuing 

excommunications and 

anathemas.  Countless lives would 

have been saved if the Church’s 

leaders had listened to criticisms 

rather than rejecting them. 

 

Martin Luther  

Let’s move from the 16th century 

to the 20th.  Pehr Gyllenhammar 

was CEO of Sweden’s Volvo from 

1970 to 1994. Initially he had 

great success. He built model 

factories where the assembly line 

was replaced with teams of 

craftsmen. But his success led to 

complacency and arrogance. He 

pursued risky business deals and 

adopted a high media profile. He 

ignored the concerns of Volvo’s 

staff in trying to set up a merger 

with Renault.  The idea was highly 

unpopular with employees but 

Gyllenhammar was deaf to 

complaints. When the merger 

failed he had to resign. 

 

Much worse was Jeffrey Skilling, 

CEO of Enron.  On April 17, 

2001, he made what became an 

infamous comment during a 

conference call with financial 

analysts. In response to Richard 

Grubman saying, ‘You know, you 

are the only financial institution 

that can’t produce a balance sheet 

or cash flow statement with their 

earnings,’ Skilling replied: ‘Thank 

you very much, we appreciate 

that… asshole.’  Following the 

collapse of Enron In 2006, Skilling 

was convicted of federal felony 

charges relating to Enron’s 

financial collapse and served 14 

years at the Federal Prison Camp 

in Montgomery, Alabama. 

 

 

 

 

Dick Fuld, CEO of Lehman 

Brothers, and Fred Goodwin, 

CEO of Royal Bank of Scotland, 

were two eminently successful 

business leaders who were famed 

for their arrogance, self-

confidence and lack of willingness 

to accept criticism.  They both led 

their companies to the brink of 

oblivion.  In his 2009 book A 

Colossal Failure Of Common Sense, 

Larry McDonald wrote that Fuld’s 

“smouldering envy” of Goldman 

Sachs and other banking 

competitors led him to ignore 

warnings from Lehman executives 

about the impending crash. He 

even insisted the firm’s chief risk 

officer left the boardroom during 

critical discussions.   

 

Fred Goodwin became obsessed 

with growth through acquisition.  

He ignored the concerns of 

shareholders, some of whom 

described him as a megalomaniac.  

When RBS collapsed the Daily 

Mail reported that Goodwin was 

‘regarded by analysts as among 

the most arrogant figures in the 

City of London.’ 

 

Leaders need self-confidence and 

a positive outlook but dismissal of 

criticism or even reluctance to 

listen to disapproving comments 

are both signs of disaster ahead.  

Skilling, Fuld and Goodwin were 

all smart but each believed his 

own PR and disdained questioning 

voices. 

 

Paul Sloane 

Can you take criticism? And was the 

Reformation really necessary?    
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Hire people who are better 

than you are, then leave them 

to get on with it. Look for 
people who will aim for the 

remarkable, who will not 

settle for the routine. 
David Ogilvy 
 

 
Human beings, who are 

almost unique in having the 

ability to learn from the 

experience of others, are also 

remarkable for their apparent 
disinclination to do so. 
Douglas Adams  

 

When their cherished policies and 

strategies are criticized many 

leaders take it as a personal attack 

and react aggressively.  They 

would do better to calmly listen 

and tell themselves that there is at 

least a germ of truth in every 

objection. 

 

© 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 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 

  

 

Finish with Humour 
 

 

http://www.bizezia.com/
mailto:info@bizezia.com
https://creativecommons.org/
https://creativecommons.org/
http://www.brainyquote.com/quotes/quotes/d/davidogilv130697.html
http://www.brainyquote.com/quotes/quotes/d/douglasada161654.html
http://www.destination-innovation.com/
http://www.destination-innovation.com/
mailto:psloane@destination-innovation.com
mailto:psloane@destination-innovation.com


 
 

 
 

 
 
 
 
 
 
 

 

 
 
 
 
 

 
 
 
 

 

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

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

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

Our philosophy is to provide a high 
value service by:  

• Providing the best possible service  

• Aiming to continually exceed our clients' 
expectations  

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

• Suggesting ideas to improve profits and help 
the business grow  

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

• Being an indispensable part of your business  

This is achieved by:  

• Maintaining a small portfolio of high quality 
clients 

• Employing qualified individuals with a zest for 
business  

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

Tel: 01752 752210 

Fax: 01752 752211 

Email: marc@marclawson.co.uk 

Web: www.marclawson.co.uk 

Address: 
Unit 7  

Brooklands  
Budshead Road 

Crownhill  
Plymouth 

Devon  
PL6 5XR 

We are members of the following 
professional bodies:  


