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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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Better Business 

editorial 
Genius is an American anthology period 

drama television series produced 

by National Geographic, developed by 

Noah Pink and Kenneth Biller, which 
premiered on 25 April 2017. The first 

season follows the life of Albert 

Einstein, from his early years, through 

his time as a patent clerk, to his later 

years as a physicist who developed 
the theory of relativity. The season is 

based on the 2007 book Einstein: His 

Life and Universe by Walter Isaacson, 

who, if you remember, wrote the 
biography of Steve Jobs perhaps the 

ultimate icon of inventiveness. 

 

Judge for yourself the depths of genius 

in Einstein’s quotes, some of which are 
here: 

1. The important thing is not to 

stop questioning. Curiosity has its 

own reason for existing.  

2. Weakness of attitude becomes 

weakness of character.  

3. Truth is what stands the test of 

experience.  

4. The only source of knowledge 

is experience.  

5. Any man who reads too much 

and uses his own brain too little 

falls into lazy habits of thinking.  

6. There comes a time when the 

mind takes a higher plane of 

knowledge but can never prove 

how it got there.  

7. We cannot solve our problems 

with the same thinking we used 

when we created them.  

8. Human beings must have 

action; and they will make it if 

they cannot find it.  

9. Education is what remains after 

one has forgotten what one has 

learned in school.  

10. Learn from yesterday, live for 

today, hope for tomorrow. The 

important thing is not to stop 

questioning. 

11. Anyone who has never made 

a mistake has never tried anything 

new.  

 

12. I think and think for months 

and years. Ninety-nine times, the 

conclusion is false. The hundredth 

time I am right.  

13. Only a life lived for others is a 

life worthwhile.  

14. Imagination is everything. It is 

the preview of life’s coming 

attractions.  

15. The most incomprehensible 

thing about the world is that it is 

comprehensible.  

16. To raise new questions, new 

possibilities, to regard old 

problems from a new angle, 

requires creative imagination and 

marks real advance in science.  

17. Look deep into nature, and 

then you will understand 

everything better.  

18. Peace cannot be kept by 

force. It can only be achieved by 

understanding.  

19. Life is like riding a bicycle. To 

keep your balance you must keep 

moving.  
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20. Small is the number of people 

who see with their eyes and think 

with their minds.  

21. There are two ways to live: 

you can live as if nothing is a 

miracle; you can live as if 

everything is a miracle.  

22. Great spirits have always 

encountered violent opposition 

from mediocre minds. The 

mediocre mind is incapable of 

understanding the man who 

refuses to bow blindly to 

conventional prejudices and 

chooses instead to express his 

opinions courageously and 

honestly.  

23. The most beautiful experience 

we can have is the mysterious. It 

is the fundamental emotion that 

stands at the cradle of true art 

and true science.  

24. The difference between 

genius and stupidity is that genius 

has its limits.  

25. Information is not 

knowledge.  

26. It is the supreme art of the 

teacher to awaken joy in creative 

expression and knowledge.  

27. Imagination is more important 

than knowledge. For knowledge is 

limited, whereas imagination 

embraces the entire world, 

stimulating progress, giving birth 

to evolution.  

28. Without deep reflection one 

knows from daily life that one 

exists for other people.  

29. Try not to become a man of 

success, but rather try to become 

a man of value.  

30. All that is valuable in human 

society depends upon the 

opportunity for development 

accorded the individual.  

31. No amount of 

experimentation can ever prove 

me right; a single experiment can 

prove me wrong.  

32. If you can’t explain it simply, 

you don’t understand it well 

enough.  

33. You ask me if I keep a 

notebook to record my great 

ideas. I’ve only ever had one.  

34. The true sign of intelligence is 

not knowledge but imagination.  

35. Insanity: doing the same thing 

over and over again and expecting 

different results.  

36. I have no special talent. I am 

only passionately curious.  

37. It’s not that I’m so smart, it’s 

just that I stay with problems 

longer.  

38. The only way to escape the 

corruptible effect of praise is to 

go on working.  

39. The monotony and solitude of 

a quiet life stimulates the creative 

mind.  

40. Pure mathematics is, in its 

way, the poetry of logical ideas.  

41. Sometimes one pays most for 

the things one gets for nothing.  

42. A man should look for what 

is, and not for what he thinks 

should be.  

43 Two things are infinite: the 

universe and human stupidity; and 

I’m not sure about the universe.  

44. Few people are capable of 

expressing with equanimity 

opinions which differ from the 

prejudices of their social 

environment. Most people are 

even incapable of forming such 

opinions.  

45. In order to form an 

immaculate member of a flock of 

sheep one must, above all, be a 

sheep.  

46. The secret to creativity is 

knowing how to hide your 

sources.  

47. We can’t solve problems by 

using the same kind of thinking we 

used when we created them.  

48. I never think of the future. It 

comes soon enough.  

 

49. The value of a man should be 

seen in what he gives and not in 

what he is able to receive.  

50. Most teachers waste their 

time by asking questions that are 

intended to discover what a pupil 

does not know, whereas the true 

art of questioning is to discover 

what the pupil does know or is 

capable of knowing. 

51. As a human being, one has 

been endowed with just enough 

intelligence to be able to see 

clearly how utterly inadequate 

that intelligence is when 

confronted with what exists.  

52. Once we accept our limits, 

we go beyond them.  

53. I very rarely think in words at 

all. A thought comes, and I may 

try to express it in words 

afterwards.  

54. Memory is deceptive because 

it is coloured by today’s events.  

55. Whoever is careless with the 

truth in small matters cannot be 

trusted with important matters.  
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Your business is hopefully ticking along 

nicely, you have happy clients and all is 
well… Or you are just making the first 

tentative steps into the scary and 

exhilarating world of launching your 

own business.  Most business owners 
are, let’s face it, driven by an almost 

insatiable desire to continue to 

improve, to grow and, in all honesty, to 

make more money! We have started 

our own business because it’s doing 
what we love and we all have to put a 

little extra work into what we love 

sometimes… In this posting, I am going 

to talk about the top 10 business 

books that every marketer should 
read.  

 

If you are a little stuck or have 

plateaued and just need a little 

guidance or inspiration, here is a 

list of the top 10 Business sales 

books I have read that have given 

me a bit of practical help, and to 

put it bluntly, the kick up the 

backside I have needed… They 

are in no particular order and 

each one has its merits and 

differing philosophy on sales and 

business. So turn off that box set 

on Netflix (we all do it) and get 

reading!!! 

 

1. SELL or be 

SOLD, by 

Grant 

Cordone  

“Everything in life 

should be treated 

as a sale”. So states Grant 

Cordone. A superb book that will 

enable you to handle rejection, 

turn around negative situations 

and shorten the sales cycles.  

 

After each chapter, there are a 

few questions to work through 

that help to cement the learning 

and focus from the chapter you 

have read. It is really worth 

working through these and taking 

your time to really gain the 

maximum benefit.  If you don’t 

see yourself as a sales person, this 

book will help give you the 

confidence and motivation to 

break down those barriers.  

 

2. THE 10X 

RULE, by 

Grant 

Cordone.  

I promise I am not 

on commission, 

but yes, here is 

another one from 

Grant Cordone.  

 

Take action and 

stop procrastinating, easier said 

than done sometimes.  

 

Aim 10 x higher than you are now 

and even if you come up short 

you will be further along than you 

are now… Sounds pretty obvious 

really. The 10X RULE gives a step 

by step guide of how to 

implement and take action with 

your ideas. If this book doesn’t 

reenergise you, nothing will. 

 

3. THE CHIMP 

PARADOX, by Prof 

Steve Peters  

A very different philosophy 

from the first two books. 

This book is truly life-

changing - it will enable you 

to understand the inner 

workings of your brain and 

help you to recognise how 

your mind is working and 

how to manage it. The Chimp 

Paradox is written in a way that 

makes a very complex subject 

matter easy to digest and 

understand. It may take you a few 

months to fully read it, and put 

into action the exercises it gives 

you at the end of each chapter, 

but if you do you, it will change 

your life – it changed mine.  So, 

get reading and start to 

understand your inner chimp. 

4. THOU SHALL 

PROSPER, by Rabbi 

Daniel Lapin.  

This is a very spiritual and 

interesting book that gives 

a different perspective on 

how we all view money 

and the pursuit of wealth.  

 

Rabbi Daniel Lapin gives 

his 10 basic principles 

(Commandments) to 

making money. Thou Shall 

Prosper gives a refreshing insight 

into the Jewish way of thinking 

about business, people and 

Lilach Bullock 

10 business books every marketer should read 
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interactions. There is a very 

interesting perspective on money 

and wealth and a more ethical 

understanding of both.  

 

Using the wisdom of religious 

text, the book advises on how to 

move with the times, believing in 

the morality and dignity of 

business and learning how to 

become a leader. Regardless of 

faith or background this is a must 

read. 

         

5. THE TEN 

PILLARS OF 

WEALTH, by 

Alex Becker  

A great book that 

is both humorous 

and is also 

straight to the 

point.  

 

Beliefs, understanding and views, 

your “Pillars”, as Alex Becker 

explains in his book, these are 

what reinforce your every action. 

He shows you how to understand 

them and then attempts to enable 

you to rethink how you view your 

life and how to gain financial 

freedom. It gives a blueprint to 

success and it is a highly 

motivating read. 

 

6. THE PSYCHOLOGY OF 

SELLING, by Brian Tracey 

Brian Tracey 

writes in a very 

easy style that 

makes the content 

easy to digest. The 

Psychology of 

Selling as the title 

suggests, gives 

insight into 

psychology and 

how that can 

enable you to sell. 

It is full of timeless snippets of 

wisdom that can help you become 

a high achiever in life and not just 

in business and selling. It gives you 

a series of methods, strategies and 

techniques that will enable you to 

sell faster and easier than you 

ever have before. 

 

7. JAB, JAB, JAB 

RIGHT HOOK, by 

Gary Vaynerchuck.  

Don’t let the title fool 

you; this isn’t the 

Autobiography of Frank 

Bruno. This is a blueprint 

on how to implement strategies in 

the social media marketing world 

that really work. It gives a great 

understanding of social media and 

how to improve your results 

across the various platforms and 

the best ways to use them, as well 

as how not to. Gary Vaynerchuck 

shows how communication is key 

in this social media world and 

how to develop high quality 

content that is adaptable across all 

platforms. In short, how to 

improve the “right hook” to 

improve profits. 

 

8. MONEY MASTER THE 

GAME: 7 STEPS TO 

FINANCIAL FREEDOM, by 

Tony Robbins.  

Tony Robbins needs no 

introduction to 

the business 

world, as 

world-wide 

known 

inspirational 

speaker and 

author. Robbins 

helps to simplify 

the strategies to 

enable you 

along the path 

to financial freedom. This book 

gives insight into not just business, 

but how to put plans in place to 

create a lifelong income plan and 

to get your financial house in 

order. If nothing else, it will give 

you a more objective view of 

everything in your life.  

9. IF YOU’RE 

NOT FIRST 

YOU’RE 

LAST, by 

Grant 

Cardone.  

 

You may have 

noticed that Mr 

Cardone has 

made it onto the 

list again. I make 

no apologies for this, you want to 

read books that will, hopefully, 

bring you more success don’t 

you?  

 

Another motivational book from 

Grant Cardone that will give you 

the tools to boost sales and 

increase sales in a difficult financial 

climate. It is all about getting there 

before the competition does and 

this book explains how to succeed 

and dominate. Next for World 

domination. 

10. HAPPY. Derren 

Brown  

To finish us off, I am 

recommending a book that 

I am fully aware is not one 

that would ordinarily be 

described as a “business 

book”. However, one 

cannot read all these books 

on how to grow your 

business, and how to make 

money, without taking some time 

out to balance our minds and give 

ourselves time to reflect on our 

lives and realise that everything is 

more or less absolutely fine. This 

is a beautifully written book full of 

love and wisdom that suggests 

routes to happiness and success 

through self-belief and positive 

thinking, all written in a very 

humorous and intelligent way.  So 

take some time to read this book 

to help yourself live more happily. 

 

Conclusion 

So, there are my top 10 business 

books. All of these books are great 

for somebody just starting out, but 

also for somebody well on their way 

in their business. All of them give 

great and advice and motivation for 

when we need that extra push. 

Thanks for taking the time to read 

and visiting my Blog. Please feel free 

to let me know what you think in 

your comments and please share. ☺ 

 

© Copyright, Lilach Bullock 
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Self-awareness is an essential 

underpinning of empathy. If you are not 

aware of your own emotions, you will 
not be able to read the emotions of 

others. 
 

Rating your own empathic abilities 

Empathy is an area where 360° 

feedback is extremely useful. Many 

managers who believe they are 

empathic would be surprised to find 

that their colleagues have a different 

view. Have you ever observed a 

touchy-feely person insisting on 

hugging someone who clearly does 

not want to be hugged? 

 

Because of the human tendency to 

project our own motivations and 

emotions on to others, it is not easy 

to identify gaps in our own empathy 

skills. However, if there are 

deficiencies, they will show up in the 

problems they cause. This self-

assessment exercise is designed to 

help identify them. 

 

How to improve your empathy 

skills: To enhance your empathy 

skills, practise one of these 

suggestions at a time. When you feel 

you have reached an improved level of 

skill – perhaps after a day, or a week, 

depending on how intensively you 

practice – move on to the next. 

 

Notice visual clues: You already 

have the unconscious ability to read 

another person’s emotional state from 

subtle changes in their expression, 

their movements, their posture, their 

breathing, and changes in skin colour 

and muscle tension. You can enhance 

this ability by consciously paying 

attention to these changes. For 

example, if someone is about to cry 

but trying not to, a common early  

 

 

warning signal is that their face will go 

paler while their nose goes red. 

 

Notice voice changes: In the same 

way, a person’s voice tone, pitch, 

volume and tempo can tell you a lot 

about their emotional state. The more 

you practice listening not just to the 

words that people say but to the tonal 

qualities of their voices, the more 

information about their emotions you 

will pick up. 

 

Notice indicator words: The type 

of words that people use (as distinct 

from the content of what they are 

saying) give a lot of information about 

what they are feeling. For example, if a 

person uses words such as ‘ought, 

must, have to, need to’, this suggests 

they feel compelled to do things that 

they don’t want to. If they use ‘can’t’ a 

lot, they may feel powerless. 

 

Clues showing absence of 

emotion: If a person uses a lot of 

dry, abstract words that don’t refer to 

what you can see, hear or touch, if 

they speak in a flat monotone, and if 

their habitual posture displays a 

tendency to lean back, they are 

probably not very in touch with their 

feelings and distrust emotions as a 

source of information. 

 

Notice the images their words 

evoke: What kind of pictures are 

conjured up in your mind by the 

words another person chooses? What 

kind of metaphors do they use? Is 

their choice of words positive and 

empowering or upsetting and draining? 

Words are clues to their emotional 

state and what’s really on their mind. 

 

Put yourself in the other person’s 

shoes: Briefly imagine that you are 

the other person. See things as they 

see them, stand as they stand, talk as 

they would talk, breathe as they 

breathe. Imagine how things look from 

their point of view and how the 

situation would feel from their 

perspective. 

 

 

 

 

 

 

 

Key tip  

Pay attention, particularly to changes in 

response to something you’ve said or 

done. 

 

Notice your own feelings in 

response: Sometimes we may seem 

to get a feeling from someone. If this 

is not a projection of your own 

feelings, it could be something that we 

have unconsciously picked up about 

how they are feeling. 

 

Monitoring your progress: As you 

continue to brush up your empathy 

skills, you should notice an 

improvement in your working 

relationships. You may also find that 

you become more interested in your 

colleagues as people and that your 

social life improves. Feedback from 

your appraisals or 360° assessments 

should provide some more objective 

confirmation. 
 

© Copyright, Andy Smith 
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Coming up with the next big thing 
isn’t just your job… it’s a job for 

everyone on your team. 
 

There’s a viral video that makes 

its way around during the winter 

holidays in which Star Trek’s 

Captain Picard repeats his 

trademark command, “Make it 

so.” (A play on the holiday jingle 

“Make it Snow.”) 

 

Click the link below to watch 

Captain Picard sings "Let it Snow!"  
https://youtu.be/oiSn2JuDQSc 

 

We’d all like to lead like Picard, 

but in the real world it’s not that 

easy, especially when it comes to 

innovation. Still, I’ve heard 

founders repeatedly say, “I want 

to build a culture of innovation. 

Can you come in next week and 

put one in place?” Inevitably that 

points to a classic problem that I 

call “The Founder’s Dilemma.” 

 

Here’s how it works. 

 

The Founder’s Dilemma 

You’re an entrepreneur. 

Innovation is what you do. It’s 

who you are. It’s why your 

business exists. So, naturally, you 

end up being the one who comes 

up with the really good ideas. 

After all, it is your business. Good 

luck with that! Having built three 

successful businesses, and worked 

with hundreds of others, one 

thing about innovation has 

become clear; an innovation 

culture may stem from the 

founder but to scale it has to be 

sustained throughout the 

organization. Yet, often it’s the 

founder’s zeal for innovation that 

acts as its greatest barrier. 

 

I recall one founder I worked with 

who was very concerned that his 

company was not innovative 

enough. He built the company 

from an early innovation, proudly 

displayed in his office, a cosmetics 

makeup press that was fashioned 

out of a small hydraulic car jack! 

Now he wanted to jump start 

innovation and wondered why his 

company wasn’t as innovative as 

he’d like. I interviewed 30 people 

across the company. Everyone 

told me the same thing, “The 

founder is the innovator. His ideas 

built this company–he’s brilliant 

and I have enormous respect for 

him. I don’t want to let him down 

with a bad idea. I just do my job 

really well.” It didn’t take long to 

figure out that just about 

everyone was far more concerned 

about stepping into the large 

shadow cast by the founder than 

they were about being innovative. 

There goes your culture of 

innovation! 

 

Letting go of Innovation 

Cultures need rituals and a 

process to reinforce innovation. 

They need leaders who back off 

and pass innovation onto others, 

and then recognize them when 

they succeed and support them 

when they fail at something worth 

trying. Otherwise people suffer 

from the same fear of failure that 

the founder I just mentioned had 

unwittingly created. 

 

Here’s the reality of being a great 

innovator; you have to let go of 

the innovation baton and pass it 

on to others. It’s what the 

quintessential innovator, Steve 

Jobs, did with Tony Fadell and the 

iPod. Be courageous, challenge 

people to come up with the next 

idea–incremental or great, it 

doesn’t matter. What does matter 

is signaling clearly that innovation 

can come from anyone and then 

put in place and nurture a culture 

to make it so! 

 

(Click to watch the Inc.video) 

 

4 Ways Founders Create (or 

Crush) a Culture of 

Innovation 

1. Get Culturally Creative –

Think in terms of what’s 

valuable in your culture. In my 

second company I had a policy 

that no office, even my own, 

would have a door. Why? I 

wanted to signal that in our 

culture everyone had the 

license and the responsibility 

to work in interrupt mode. 

The result was that ideas 

flowed freely, constantly, 

unfettered. Close the door to 

collaboration and crush 

innovation. 

Tom Koulopoulos 

Coming up with the next big thing isn’t just 

your job 

           

                                                                                                                                                 

https://youtu.be/oiSn2JuDQSc
https://www.inc.com/chris-beier-and-daniel-wolfman/apple-ipod-inventor-tony-fadell-innovation.html
https://pbs.twimg.com/profile_images/600075673655443456/Nt9iPbm0.jpg
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2. Set the tone. You are a role 

model for innovation but you 

cannot be its only source. 

Advertise the success of 

others and their ideas. Talk 

about how the seeds of 

innovation are taking root 

throughout the company. Be 

sure to applaud and recognize 

innovations, no matter how 

small. Ignore recognition and 

crush innovation. 

3. Establish a company-wide 

budget for new ideas. This 

isn’t an R&D budget. Instead 

it’s for any idea that is worth 

exploring. It’s a hedge bet 

against outside innovation. 

Every now and then one idea 

will fly out of the park. It only 

takes a few of those to 

illustrate how innovation is 

part of your culture. Don’t set 

aside budget and crush 

innovation. 

4. Share the story of 

innovation with new 

employees. Make sure the 

story is not a story about 

YOU and the one great idea 

that launched your business. 

Instead make it a story about 

the culture of innovation and 

the many people who sustains 

it. Make the story just about 

you and crush innovation. 

 

This article was originally 

published on Innovation 

Excellence 

http://innovationexcellence.com/bl

og/2017/05/07/coming-up-with-

the-next-big-thing-isnt-just-your-

job/ 

 

 
 

 

 

© Copyright, Tom Koulopoulos 

 

About the Author: 
Tom Koulopoulos is the author of 

10 books and founder of the 

Delphi Group, a 25-year-old 

Boston-based think tank and a 

past Inc. 500 company that 

focuses on innovation and the 

future of business. 

 

Co-ordinates: 
Web: Delphi Group 

Twitter: @tkspeaks 

 

 

 

When his name is 
mentioned, Bill Gates 

speaks in glowing terms 

about the man he calls his 

mentor, Warren Buffet.  
 

At a celebration dinner to mark 

25 years of friendship, Gates was 

asked what is the most important 

thing he has learned from Buffet. 

 

Gates replied, “That every coin has 

3 sides. A side, a flip side, and an 

edge. And the best place to see and 

appreciate both sides is from the 

edge.   

 

Living on the edge helps you to be 

more creative and think differently, 

because if you’re thinking like 

everyone on one, or other side of the 

coin, then you’re not really thinking.” 

 

© Copyright, Sunil Bali 

 

About the Author 
Sunil is a Performance Coach, 

Speaker and Author.   

 

Ex Head of Talent for Vodafone 

Group and Santander, and having 

run a £50m business, Sunil has 
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pleasure of working with some 
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Moving minds - Transforming 

performance 

 

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

LinkedIn: uk.linkedin.com/in/sunilbali1 

 

 

 

 

Sunil Bali 

What Bill Gates learned from 

Warren Buffet… 
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http://www.delphigroup.com/
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I'm not here to patronise you.  We 

know if you walk with better 

posture, force a fake smile, or get a 

new haircut you can trick your 
brain and boost your self-confidence.  

 

Perhaps for 20 minutes you'll think 

you're the next Richard Branson.  
 

I'm here to tell you there are 

proven ways to improve your self-

confidence that will drive real, 

long lasting change in your life. 

 

1. Meditate  

When we feel insecure, it 

manifests itself in myriad 

ways. Our bodies don't work. We 

can't focus. Insecurity creeps in 

when we're not living in the 

present moment. 

 

Taking control of our monkey 

brain is a profound step toward 

true self-confidence.  I 

recommend you try the 

Headspace app.  You can select 

five minute, 10 minute, and 20 

minute simple guided 

meditations.  

 

2. Think inside the box 

Having the freedom to make 

choices with your time might be 

one of the main reasons you 

decided to become an 

entrepreneur. 

 

But too many options can be your 

downfall. 

 

We speak in platitudes that we 

think carry weight--like "think 

outside the box." There is a 

freeing joy in thinking inside the 

box. Executing on what you know, 

focusing, and moving the needle 

are empowering. 

 

3. Learn something new 

every day 

The average audio book is 10 

hours. If you commute 60 minutes 

a day, you can listen to about 24 

books a year. 

 

 

 

 

 

That's a life changing habit. The 

more knowledge you have, the 

greater your confidence will be. 

Simple. Check out Audible for 

some choices. 

 

4. Teach 

If you're an expert in your field, 

sharing your knowledge will add 

to your fulfillment as a human 

being. Feeling fulfilled will add to 

your confidence. 

 

If public speaking terrifies you, 

consider posting content on 

platforms like LinkedIn or 

Medium. Or you can create an 

online course on Teachable.com. 

 

Chris Dessi  

10 daily habits to improve your self-confidence 

 

 
                                    

                 

                                                                                                                                                 

https://www.inc.com/jessica-stillman/steal-richard-branson-s-morning-routine.html
https://www.headspace.com/
http://amzn.to/1YayUH4
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5. Take control of your career 

The best way I know of to do this 

is to launch your own personal 

blog. I recommend the URL be: 

first name, last name DOT COM. 

 

It's a simple notion. If you take 

control of your personal brand 

and create content that inspires 

you, confidence will follow. If 

you're ready to launch your blog, 

than you can start here. I created 

a 24-step tutorial that shows you 

how to do it in 15 minutes. 

 

6. Exercise 

Instead of buying expensive 

clothes, you can workout. Clothes 

will fit better. Instead of trying to 

walk with your shoulders back, 

exercise. Your core muscle 

strength will enhance your 

posture and gait. 

 

Instead of buying skin products, 

exercise and hydrate. Your skin 

will look better. Instead of forcing 

that fake smile to make you feel 

happier--exercise. The Mayo 

Clinic says, "You may also feel 

better about your appearance and 

yourself when you exercise 

regularly, which can boost your 

confidence and improve your self-

esteem." 

 

7. Get more sleep 

If you have trouble sleeping, try 

the Sleep Cycle app. Getting 

enough sleep helps your brain and 

body. The Harvard Mental Health 

Letter states: "The deepest stage 

of quiet sleep produces 

physiological changes that help 

boost immune system 

functioning." 

 

Sleep Cycle helps you see when 

you fall into the deepest, most 

healing stages of sleep. It goes off 

with a gentle chime that wakes 

you at your peak awakeness 

cycle. Better sleep, sharper mind, 

better mood, and greater self-

confidence. 

 

 

 

 

 

 

 

 

 

 

 

8. Volunteer and give back 

I used to volunteer at the Den for 

Grieving Kids in Greenwich, 

Connecticut.  September 11th 

happened. My fellow volunteers 

became my support network. 

 

I thought I was giving. I thought I 

was sacrificing.  All the love I 

could conjure couldn't match the 

love I felt from that group in the 

weeks and months after 9/11.  

Who knows, you may heal 

someone, and you may heal your 

own soul. 

 

9. Socialise 

This can be a difficult one for 

introverts. Socializing, or finding 

your tribe, doesn't always have to 

happen in person. Joining an 

online community of like-minded 

people can enhance your self-

worth. 

 

Abraham Maslow's hierarchy of 

needs includes belongingness 

among the essentials. Contributing 

on Quora or posting compelling 

content to your network on 

LinkedIn can create a real sense of 

belonging. Similarly, building 

community via your Twitter 

account can also stimulate this 

powerful feeling. 

 

10. Get curious 

Seek people who are more 

experienced than you. Learning 

from them will instill a powerful 

calm of knowing. Chances are, the 

lessons they share will be 

invaluable. 

 

Most "overnight success" stories 

have experienced the trials and 

tribulations that you may also be 

experiencing. They have all 

survived and may be able to help 

you. 

 

This article was originally 

published on INC.com 

https://www.inc.com/chris-

dessi/10-daily-habits-of-the-most-

confident-people.html 

 

To subscribe to notifications every 

time Chris publishes new content 

follow this link 

 

 

 

 

 

 

© Copyright, Chris Dessi 
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An airplane is as close as we get to a 

perfect machine. Superbly designed 

and marvellously manufactured, this 

magnificent invention is a miracle of 
our modern world. Every single one 

of its millions of component parts has 

been deliberated upon, thoroughly 

tested, and installed with care. There 

are hundreds of kilometres of precise 
wiring, beautifully written software 

that takes care of every eventuality, 

and the most modern composite 

materials encasing everything. Every 
airplane is meticulously maintained 

and improved with loving care by 

dedicated engineers and technicians, 

and flown by highly-trained and 

committed pilots. It is the safest form 
of transport ever built and gives us a 

chance to expand our minds by 

visiting places only dreamed about in 

previous generations. 
 

So, will someone please explain to 

me why passengers have such 

awful experiences with lousy 

airlines? Can you imagine an 

experience in your own business 

where customers that want to do 

business with you go through such 

abuse – and pay a small fortune – 

to arrive exhausted, frustrated 

and even physically beaten at the 

other end of the transaction? 

 

The appalling videos of incidents 

involving mistreated customers 

that recently emerged in the 

social media – and then replicated 

by the traditional media – show 

shocking disregard for customer 

insights in this new world. 

Briefly, a few weeks ago United 

Airlines overbooked a flight from 

Chicago to Louisville. Needing 

four seats to accommodate their 

own crew, staff asked for 

volunteers to give up their seats 

in exchange for United travel 

vouchers and a rescheduled flight 

the following afternoon.  

 

Only two volunteers wanted to 

take up this offer, so unilaterally 

and randomly their cabin crew 

went the involuntary route... with 

disastrous results. Video emerged 

of a screaming 69-year old doctor 

being forcibly removed from his 

seat, lifted and violently dragged 

by his armpits like a rubbish bag as 

his face bounced off an armrest 

Aki Kalliatakis 

Airline PR Disasters – and the lessons you can 

learn 
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and his mouth started bleeding. 

He was traumatised, but many 

other passengers were also 

distressed by this awful episode. 

 

Compounding this dreadful 

experience was United's initial and 

subsequent response to the 

uproar of disgust. The CEO hid 

behind a mundane press release in 

cynical corporate drivel, and 

taking no responsibility for their 

collective action. In addition, they 

also thought it would be great to 

kick the passenger while he was 

down, and started bringing up 

completely irrelevant historical 

“facts” about the passenger. The 

apology, when it came, was “for 

the overbook”, and to other 

passengers regarding having to 

“re-accommodate” them – 

whatever that means. 

 

The second incident, barely a 

week later, involved another 

gigantic airline, American Airlines. 

In this case, a woman travelling 

with her small children wanted to 

bring her pram on board, and 

instead of politely negotiating 

alternatives with her, the flight 

attendant violently yanked the 

pram from her, hurting her and 

almost injuring the child. The 

video footage shows her crying as 

she holds her sobbing baby.  

 

Another upset male passenger 

wanted to stand up for her, and 

walked to the front of the ‘plane 

to demand the name of the flight 

attendant responsible for this. 

But what happened next was the 

breathtakingly abysmal behaviour 

of another flight attendant on the 

flight. He aggressively strode up to 

the male passenger, and after a 

few seconds the passenger said: 

“You try that with me and I'll knock 

you flat!”  

 

The flight attendant then taunted 

him, saying: “Hit me! Come on, 

bring it on.” Deciding that 

discretion was the better part of 

valour, and perhaps remembering 

what had happened on United just 

a few days before, the passenger 

reluctantly backs down. 

 

What are the lessons from these 

incidents for your business? 

1. Do you have a policy to deal 

with similar social media 

disasters? It cannot be the 

same as your traditional PR 

policy, with carefully worded 

bland statements cleared by 

lawyers being published 

whenever you feel like it, 

(see below.) It doesn’t 

matter what the truth is, and 

it doesn’t matter if you are 

right. It’s what your 

completely irrational and 

emotional customers think – 

and they have the power 

today. They are also far more 

sophisticated that you think. 

 

2. The truth about the social 

media is this: You don’t 

control the message. To 

quote from Chris Anderson: 

“For a generation of customers 

used to doing their buying 

research via search engine, a 

company’s brand is not what 

the company says it is, but what 

Google says it is. The new 

tastemakers are us. Word of 

mouth is now a public 

conversation, carried in blog 

comments and customer 

reviews, exhaustively collated 

and measured. The ants have 

megaphones now.” 

 

3. Just about anyone who 

carries a smartphone also has 

an instant video camera at 

their disposal. And this video 

can be uploaded in an instant 

to any one of dozens of 

social media sites. Get used 

to it. 

 

4. Have you trained all the 

people on your team about 

how to deal with incidents 

like this? Have you 

emphasised that such 

behaviour can never be 

tolerated – no matter what 

the circumstance? Do they 

fully understand the 

consequences? And do you 

constantly remind them of 

this? (There are definitely 

enough case studies that you 

can download and play.) 

 

5. What do you do to make it 

go away? An instant, 

heartfelt, genuine and 

personal apology, oft 

repeated, is a given. Taking 

personal responsibility right 

at the top of your 

organisation, is a given. 

Treating all customers with 

respect is a given. Offering 

freebies doesn’t help: the 

aggressive flight attendants 

were “suspended,” and the 

woman with the pram was 

upgraded to first class for 

one flight. Not really a big 

deal and nobody actually 

cares. However, showing 

your deep regret, sharing 

what your business will do to 

change what it does to 

prevent any future 

recurrence, and making a 

symbolic gesture like a 

substantial donation to a 

charity may help. And that’s 

just the start. 

 

Treating paying customers such as 

what happened in these incidents 

is a disgrace, and I know that 

businesses pay a very heavy 

financial and reputational price for 

this. It may take years, (if ever,) to 

recover from a few seconds of 

indiscretion. Don’t let that happen 

to you. 

 

© Copyright, Aki Kalliatakis 
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Effective communications 

The channels of communication may 

be in place and working efficiently 
from a technical point of view (see 

Options for delivery), but ultimately 

what matters most is the content. 

How do you make sure that the 

appropriate information gets to the 
right people and that they take it on 

board? 
 

What should I include? 

Kipling’s seven loyal servants – 

What, Where, When, How, Why, 

Who, Which – are a good 

framework for any 

communication.  

 

Companies often structure a 

regular team briefing to include a 

cascade of information from the 

board, division or directorate, 

about department and team. 

However, typically, people are 

most interested in what is closest 

to them and may pay scant 

attention to the highest level of 

information. For this reason, the 

briefing should have a pyramid 

structure, with more details about 

items at the bottom. 

 

Managers need to communicate 

information to employees about 

• Contractual terms and 

conditions of employment 

• The job and its performance 

• The organisation’s 

performance, progress and 

prospects 

• Changes to any of the above 

issues. 

 

 

 

 

Learning styles 

Another key to effective 

communication is to remember 

that people approach information 

in very different ways. In other 

words, the information that one 

type of person will be looking for 

in your communication will be 

radically different to the 

information that will interest 

another type of person. A useful 

way to look at this is to ask 

yourself what questions the 

various types will want you to 

answer for them. 

 

Research into learning styles 

during the 1970s established that 

people fall into four main 

categories: 

1. ‘Why?’ people: want all the 

reasons for doing something 

2. ‘What?’ people: want all the 

facts about it 

Val Lawson 

Internal communications  
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Progress update  

As you know Our Big Co and Possible 

Partner Co have been working together for 

several weeks regarding the details of 

terms, conditions and benefits in order to 

plan a smooth transition into partnership. 

We are pleased that significant progress has 

been made, however, there are still a few 

items for further consideration. 

 

We recognise that you may be frustrated 

because we have not shared details of the 

progress to date. We believe it is better to 

wait until we can present the total picture 

to you. We are all extremely committed to 

reaching agreement and to this end, here is 

the programme we are working towards in 

the next two months. 

 

The draft timetable is: 

  

Date Activity 

Week 1 Meetings 

Week 2 and 3 Detailed communications and 

presentations 

Week 4 Complete partnership 

handover 

 

The communications will take the form of 

presentations regarding what has been 

agreed. They will provide you with the level 

of detail you need to understand how this 

partnership will affect you. There will be 

plenty of time for questions before the 

handover and one to one meetings can be 

arranged if you ask your line manager. 

 

3. ‘How?’ people: want only the 

information they need to get 

on and do it 

4. ‘What if?’ people: are more 

interested in the 

consequences of doing it. 

 

It was also found that if any of 

these kinds of people don’t get 

the type of information they 

naturally prefer, they tend to 

switch off. So, every team talk, 

presentation, information booklet 

or other communication device 

you use has a much better chance 

of being heard and absorbed by 

everyone in your team if it 

contains all four elements. 

 

Consider this example.  

 

 

 

 

 

The whole document in the above 

example provides information for 

people with the ‘What’ learning 

style. Paragraph one focuses on 

‘Why the update has been issued’. 

Paragraph two on the ‘What if’ 

next steps; while paragraph three 

shows ‘How things will move 

forward’ in a clear tabular format. 

 

How can I make sure my 

message gets through? 

Too much communication can be 

just as bad as too little. Ultimately, 

we are all paid to do jobs, and 

these jobs do not consist of 

reading mountains of marginally 

relevant literature. So, if 

employees are flooded, how can 

you make sure that your 

particular message gets through? 

 

One of the keys is to categorise 

the information that people 

receive into Must know, Should 

know and Could know, and then 

focus on Must Know. Make sure 

employees believe there is value 

for them in the information that is 

shared with them, in other words 

‘What’s in it for me?’ 

 

Golden rules 

Here are a few simple guidelines 

to effective communication: 

• The message is more 

important than the medium 

• Two-way communication is 

better than one way, so face 

to face is the most effective 

method 

• Success depends on the 

quality of the information and 

message given 

• Speed and timeliness are 

important. 

 

This article originally appeared on 

Alchemy Performance Assistant 

https://www.alchemyassistant.com

/topics/fMR9mdDsxxei98Rh.html 

 

© Copyright, Val Lawson 
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In the story of the Three Bears, 

Goldilocks liked her porridge 'just 

right' – not too hot, not too cold. 
 
Just like the people you speak to. 

They want your comms to be 'just 

right' – not too detailed, not too 

brief. 

 

But what’s the ‘just right’ amount 

of detail? 

 

Well, I’ve no idea. 

 

It depends.  On all sorts of things 

– the topic, what you think needs 

including, what they think does. 

 

So how about this: next time 

you’re preparing a communication 

for someone, ask them in advance 

what level of detail they want. 

Some examples: 

  

• Asked to create a proposal? 

Say "Before I write it, let's 

quickly agree the content 

you’d like in there.  That way, 

it'll contain everything you 

need without boring you with 

stuff you don’t” 

• Asked by your boss to write 

something for her?  Ask her in 

advance what the main 

headings/sections should be, 

and the level of detail she 

wants 

• Running a meeting for your 

team?  Ask them what they 

want in the agenda, and the 

level of detail they want 

 

I know, I know... this Tip is hardly 

the most ground-breaking 

thinking, is it? 

 

But just because it’s obvious 

doesn’t mean it happens.  

 

Ask yourself: last time you 

prepared a communication for 

someone, did you ask them in 

advance what they wanted? 

 

And, if you didn’t, did the 

communication achieve what you 

wanted? 

 

If not, you know what to do next 

time. 

 

Action point 

 

Today, someone will ask you to 

create a communication for 

them.  

 

So agree in advance what’s to go 

in there. You want to agree at 

least two things: (1) the headings 

plus (2) level of detail. 

 

Getting these two right is 

essential.  But so are lots of other 

things.  For more guidance on 

how to create comms that’ll help 

you sell, network, present, 

overcome challenges, say “no”, 

and so on – check out my online 

video club here. 

 

 

 

 

© Copyright, Andy Bounds 
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Andy Bounds 

Give the right amount of detail (think 

“Goldilocks”) 
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When I moved on from being a high 
powered corporate retail executive 

almost thirty years ago, I took the 

entrepreneurial leap and initiated a 

design management consultancy to 

serve the Australian fashion and 
lifestyle industries. Interestingly, in 

those days, the focus was on 

stabilizing innovation entrepreneurial 

businesses through conventional 
business management practices.  

 

This included tools like SWOT and 

competitive analyses, target marketing 

strategies, product portfolio 

management and of course, sound 

business planning incorporating the 3-

5 year strategic plan. 

 

With the shift towards game changing 

start-ups as the emerging 

organizational model, tools like these 

are no longer as relevant as they were 

in the past. This doesn’t mean that 

efficient management practices no 

longer matter, the need for 

organizations to cultivate speed and 

agility have re-framed the context of 

what it means, to be an efficient 

organization, whilst being “both” 

dynamic “and” stable. 

 

This was reinforced recently, in 

McKinsey Quarterly; “Companies can 

become more agile by designing their 

organizations both to drive speed and 

create stability” and that “truly agile 

organizations, paradoxically learn to be 

both stable (resilient, reliable, and 

efficient) and dynamic (fast, nimble, and 

adaptive)” 

 

How does this impact innovation 

consulting? 

At ImagineNation™ our clients come 

from both the conventional 

manufacturing and service sectors, as 

well as from the growing start-up 

sector, which means that we adapt 

our methodologies to meet their 

needs, see, respond to and solve their 

problems and co-create innovative 

solutions that add value to people and 

customers. 

 

This suggests that the focus now is on 

towards designing organizations 

that can survive, flow and flourish 

with disruption and change. This 

requires us to think very differently 

about how we, as consultant’s 

approach, apply and anchor the 

paradoxical notions of agility and 

stability with our clients. 

 

It’s about knowing “both” how to 

adapt the dynamism that start-ups 

excel at, to cultivate speed, 

nimbleness and adaptiveness in 

larger, more traditional 

organizations, who want to 

cultivate innovation agility.  

 “And” how to adapt the stability 

that larger organizations excel at, 

to enhance start-up resilience, 

reliability and efficiency and 

especially to consolidate their 

expediential growth, whilst 

sustaining their creative and unique 

cultures. 

 

This is further evidenced by the 

recent ING Business Transformation, 

co- led by Bart Schlatmann, former 

COO, of ING Netherlands, where he 

stated: “Agility is about flexibility and the 

ability of an organization to rapidly adapt 

and steer itself in a new direction. It’s 

about minimizing handovers and 

bureaucracy, and empowering people. 

The aim is to build stronger, more 

rounded professionals out of all our 

people”.  

 

Strategic, systemic and end to 

end 

At ImagineNation™ to enable our 

clients to manage this paradox, we 

take a strategic, systemic and end to 

end approach to discovering, designing 

and delivering our clients change or 

innovation strategy. This encapsulates 

what Bart Schlatmann, former COO, 

of ING Netherlands also said to Mc 

Kinsey:  “Being agile is not just about 

changing the IT department or any other 

function on its own. The key has been 

adhering to the “end-to-end principle” 

and working in multidisciplinary teams, or 

squads, that comprise a mix of marketing 

specialists, product and commercial 

specialists, user-experience designers, 

data analysts, and IT engineers—all 

focused on solving the client’s needs and 

united by a common definition of success. 

This model was inspired by what we saw 

at various technology companies, which 

we then adapted to our own business”. 

 

Building a business evolution plan 

– ImagineNation™ case study 

overview 

A new client, a very successful digital 

start-up, experiencing expediential 

growth, recently challenged us to 

outline how we could partner with 

them, to achieve stability within their 

specific organizational context. They 

requested that we design an approach 

and method to co-create and 

implement an aligned solution to 

master this paradox.  

 

Specifically, to evolve, stabilize and 

scale their business to achieve the 

next major step change and execute 

their business strategies successfully 

for the coming year within a simple 

business evolution plan. 

 

This became a challenging experiment; 

to invent an organizational design, 

within a “loose/tight” structure, to 

enable them to “both” achieve their 

high business performance business 

outcomes, “and” at the same time, 

maximize their core strengths of 

speed, flexibility and empowerment, 

human centered positioning and 

enviable start-up culture. 

 

• Co-creating the playing field of 

the future 

Our generative challenge focused on 

how we could possibly and ultimately 

co-create, with our client, the 

parameters for operating in “their 

playing field of the future” what 

McKinsey describe as defining “a 

relatively unchanging set of core 

elements—a fixed backbone”. 

 

Janet Sernack 

Integrating Agility with 

Stability to Innovate 

 
                                    

                 

                                                                                                                                                 

http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.imaginenation.com.au/
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.imaginenation.com.au/
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/industries/financial-services/our-insights/ings-agile-transformation
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2017 

  

 
18 

• Step One Readiness and 

Receptivity 

This involved our initial design 

incorporating three key concepts: a 

human centered, customer and people 

centric focus, ensuring alignment to 

the start-ups defined strategic pillars 

and core values whilst adapting lean 

start-up methodologies and strategies 

to anchor their scale and growth. 

 

We focused on building top team 

alignment as well as selecting, 

empowering and coaching an internal 

team of INNOVATION 

TRANSFORMERS to partner with our 

consulting team. 

 

• Step Two Analyze and Diagnose  

This involved empowering the 

INNOVATION 

TRANSFORMERS to engage with 

people to research the key business 

problems, operating patterns, 

possibilities and opportunities within a 

simple facilitative and coaching 

context. 

 

• Step Three Plan and Implement 

This involved co-creating a 

hypothetical agile start-up 

business structure and identifying 

the key roles that could be constantly 

be verified, adapted and evolved as the 

business scaled and grew. To develop 

a culture of ownership/personal 

responsibility, empowerment and 

collaboration and a focus on 

improving their people and customer 

experience. To clarify what success 

could look like and what 90-day 

business goals could facilitate the first 

key steps achievement. 

 

This was supported by the 

development of the agreed desired 

behavioral norms that brought the 

values to life and clarified expectations 

as to “how to do things around here.”  

 

“One critical prerequisite for sustaining 

real change is putting in place the 

behavioral norms required for success. 

This is not about making cultural 

statements or listing company values; it is, 

rather, a matter of instilling the right 

kinds of behavior for “how we do things 

around here.” 

 

Our focus as to then identify, agree 

and embed high performance mindsets 

behind the behavioral norms which 

would support the agile start-up 

culture, vision and values to establish 

the playing field of the future. 

 

It was also important to develop 

aligned communications channels and 

agreed core decision making 

processes and role clarity. 

 

• Step Four Educate and Coach  

Our next task was to create a 

common understanding of the 

business evolution plan and build 

overall innovation agility by 

developing a customized blended 

learning solution that included 

The Start-Up Game™ and The 

Coach for Innovators™. This 

involved creating a playful, engaging 

and experiential learning environment 

that encouraged creativity and built 

collaboration, whilst teaching people 

creative problem solving and teaming 

skills. 

 

The Start-Up Game™ is a two-day 

business simulation that brings lean 

start-up methodologies to enable 

players to debate and generate 

creative solutions to the key business 

problems that the INNOVATION 

TRANSFORMERS identified. It was 

customized to bring the agreed 

behavioral norms to life, within a safe 

learning environment, so that players 

had permission to experiment with 

them, learn by playing, doing and 

failing, and to embody them at the 

head, heart and guts levels. 

 

This facilitated the development of the 

desired mindset and behavior shifts 

and generative skills development to 

apply in daily actions, activities and 

embed habits. 

 

• Step Five Align People, Process 

& Technologies 

To ensure that our process delivered 

what it promised, and involved deep 

implementation processes including 

setting up internal challenge teams led 

by the INNOVATION 

TRANSFORMERS: with clearly 

assigned roles & responsibilities, 

project plans and monitoring & 

reviewing processes. 

 

It involved a series of facilitated sales 

pitches by the challenge teams with 

their innovative solutions 

presentations for further product, 

service and technology developments. 

 

Finally, we agreed and planned the 

next set of 90 day actions plans, 

aligned reward and recognition 

processes, developed feedback loops 

and processes and processes for 

measuring and celebrating successes. 

Making innovation part of 

everyone’s job, everyday 

The playing fields of the future will be 

very different to what they are today, and 

organizations, no matter their size or 

nature, will master the future business 

game by maximizing opportunities 

available today, within the paradoxical 

nature of integrating agility with stability. 

 

If you want to change, reinvent or 

transform your business, leadership, 

team or coaching game – then join 

our upcoming Coach for Innovators 

Certified Program™. 

 

You will have the opportunity to 

develop and practice your Generative 

Discovery and Learning skill set in the 

Front End of Innovation, the core 

crucial skill set for all innovation 

success. 

 

Our program focuses on the 

Discovery Phase of Innovation, where 

all innovation emerges to then move 

into the Design and Delivery Phases. 

 

© Copyright, Janet Sernack 

 

About the Author: 
Janet is the Founder, CEO & Chief 

Katalyst of ImagineNation™ a 

generative and provocative global 

enterprise innovation consulting, 

education and coaching company that 

enables people to be, think and act 

differently.  She has 29 years of 

experience consulting and leading 

culture development, change 

management, leadership and 

innovation education programs to 

some of Australasia’s and Israel’s top 

100 companies in the retail, service, 

IT, telecommunications, financial 

services, building and manufacturing 

sectors.  

 

Prior to launching her consulting, 

training and coaching career she was 

Marketing Development Manager for 

the 42 Grace Bros’ department 

stores, which are now, part of the 

Myer Group. She then launched 

Australia’s first design management 

consultancy and worked with some of 

the world’s leading fashion and 

lifestyle brands including Oroton, 

Chanel and Seafolly. 

 

Co-ordinates 
Email: janetsernack@gmail.com / 
info@imaginenation.com.au 
Web: www.imaginenation.com.au 
LinkedIn: linkedin.com/in/janetsernack/ 

http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.mckinsey.com/business-functions/organization/our-insights/agility-it-rhymes-with-stability
http://www.imaginenation.com.au/start-game/
http://www.imaginenation.com.au/coach-innovators-certified-program/
http://www.imaginenation.com.au/coach-innovators-certified-program/
http://www.imaginenation.com.au/start-game/
http://www.imaginenation.com.au/coach-innovators-certified-program/
http://www.imaginenation.com.au/coach-innovators-certified-program/
mailto:janetsernack@gmail.com
mailto:info@imaginenation.com.au
http://www.imaginenation.com.au/
http://www.linkedin.com/in/janetsernack/


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2017 

  

 
19 

Insipid.  Prior to Christmas and 

during the first quarter of 2017 the 
broader retail sector, Australia in 

particular, has languished. 

 
It has lacked direction, focus, an 

underlying driving force and, as a 

consequence, sales revenue and 

profits. 

  

New products, services and 

applications have been scant. 

Therefore, gift selection was 

difficult. 

  

To many consumers, the offerings 

have been same ol’, same ol’. 

  

Perhaps what the sector, and 

commerce in general need is a  

Fad-led Recovery. 

  

Discretionary expenditure is 

down, noticeably. Induced 

purchases have become more 

important. Scope exists for 

further use of the means. 

  

Fads stimulate interest, generate 

energy, and above all, are short-

term accelerators of revenue. 

There have been in the past, and 

could be in the future, direct sales 

for specific events and periods ... 

like Christmas! 

  

 

 

 

 

 

 

Post-war baby boomers will 

remember, generally fondly, the 

seeming bi-annual launches of Yo-

yos. They were so popular. Many 

models were sponsored by 

entities like Coca-Cola. The 

colours of the units were 

influenced, if not determined by 

the sponsors. It was a fashion 

statement and early evidence of 

the importance and influence of 

branding. 

 

 They’re back! Yo-yos are 

becoming more evident in the 

streets and in the parks 

throughout Australia. 

  

 

 

Similar case studies abound. 

  

Hula-hoops were popular, and the 

gyrations of the hips did wonders 

for the body shape and self-

images. 

  

Through the decades, fads, as is 

their nature, have come and gone. 

The products’ life-cycles are 

typically measured in weeks. They 

fulfil wants, but lack the capacity 

to satisfy and to sustain longer-

term needs. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Barry Urquhart 

Fabulous Fads – The Saviours 
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Football “Swap Cards”, featuring 

what would now be AFL 

(Australian Football League), NRL 

(National Rugby League), A-

League (Soccer) sporting legends, 

were a staple annual promotion 

initiative for newspapers, which 

enhanced circulations with tied 

offerings that were readily taken 

up by an adoring and supportive 

public. 

  

Rubik cubes were a fixation for a 

short period of time. So too were 

Cabbage Patch Kids and the 

collectible packaging of the now 

politically incorrect FAGS 

(cigarette) lollies. 

  

More recently, the conspicuous 

presence and practices of 

Pokémon Go fanatics created 

widespread comment, annoyances 

and frustrations, not to mention 

accidents and injuries. 

  

Significantly, over the years the 

appeal of fads has broadened. A 

recent national study in Great 

Britain conducted by Hamley’s, 

the upmarket toy retailer, found 

that some 35% of adult 

respondents declared the 

purchase of fads was for their 

own use, indulgence and pleasure. 

  

BALANCED EVALUATION 

Introductions, promotions, 

marketing and the selling of fads 

will not correct the structural 

deficiencies of the global, regional, 

national or local economies. 

These initiatives are essentially 

transactional, (that is a business 

strategy that focuses on single, 

“point of purchase” transactions) 

and therefore, short-term. They 

will however, improve cash-flows 

and consumer traffic counts. 

  

 

 

 

 

 

 

 

 

 

In many instances they will be 

directed at, and taken up, by 

children and youths. That in itself 

is an attractive marketplace. 

Pester-Power purchases - that is, 

those initiated or influenced by 

children – is estimated to be 

currently worth around $120 

billion per annum in Australia. 

That presence extends beyond 

the $300 billion p.a. mainstream 

retail sector. 

  

If nothing else, fads have the 

potential to reintroduce FUN into 

the lives of kids, consumers and – 

importantly, to business owners. 

  

Significantly, Woolworths, which 

is well advanced into its 5-year 

recovery competitive strategy has 

just concluded a deal with Disney. 

Marvel Hero Super Disks are now 

available in some 980 Woolworth 

stores throughout Australia. Alas, 

a new fad. 

  

ESSENTIAL PHASES 

Successful fads require 

fundamental disciplines to be 

formulated, documented and 

implemented. 

  

Six phases are readily identifiable, 

being: 

1. Identify a product – usually 

small, interactive and inexpensive. 

2. Seek out a sponsor – fast 

moving consumer goods are 

appropriate, because of regular 

repeat purchases. 

3. Collaborate with a retail 

network – being readily 

accessible is imperative. 

4. Involve a media group – 

publicity and exposure are self-

generating demand inducers. 

5. Maintain a small inventory 

– prepare for rapid decline in 

sales. 

6. Promote product 

ambassadors – high 

performance individuals create 

challenges. 
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A chap called Will wrote to me a few 
days ago, saying: 

  

“I was hoping you could answer a couple 

of questions. 
In copywriting, what qualities put you 

above the rest? 

In other words, why did you succeed 

where others failed? 

What made the difference? 
Thank you so much Drayton. 

Will" 
 

Well, success is a matter of 

opinion, but I guess if people are 

still paying me when I should be 

tucked up in bed in an old folks’ 

home, I’ve done OK. 

 

So, if like me you have modest 

talent, but want to make a good 

living for 60-odd years, this was 

my reply to Will. 

 

Your question is very flattering. I 

am not "above the rest", but I am 

pretty consistent. 

 

I have done quite well for a few 

reasons. 

 

 

 

 

 

 

 

 

 

 

 

 

1. I study. Before I even became 

a copywriter - before I even knew 

what the word "copywriter" 

meant - I went to the library one 

evening and read all the books on 

advertising (there were only two 

or three). I still study. The minute 

you stop learning, the minute you 

think you know it all, you're onto 

a loser.  

 

2. I don't just study 

copywriting. Only one of those 

books was about copy. Unless you 

understand the context of what 

you are doing - why it is 

important - you cannot really 

succeed at the highest level.  

 

Therefore, I have always studied 

history, business, investment, 

economics - just about anything 

that catches my eye. 

 

3. I don't just study 

copywriters, and certainly not 

just today's copywriters. I was 

hugely influenced by the people 

who laid the foundations of 

modern advertising. John E 

Powers, Claude Hopkins, Maxwell 

Sackheim, John Caples, Rosser 

Reeves and so on. "Those who 

ignore the lessons of history are 

compelled to repeat them". 

 

 

 

 

 

 

 

 

 

4. I can get interested in 

anything. Narrow interests kill 

ideas. I never stop reading, and I 

read almost anything. NOT just 

business books. Classics. Trashy 

stuff. Anything. Only if you feed 

your brain can you feed your 

imagination; and you never know 

where an idea will come from – 

Tolstoy or Hello magazine. 

 

5. I do not specialise. I try to 

write in any medium to persuade 

anyone in any country, rich or 

poor, clever or stupid to do 

anything, regardless of price or 

commitment. A German lady 

friend once told me “I think you 

could persuade anyone to do 

anything.” Not true – she was 

flattering me - but it made me 

happy. 

 

6. I am fascinated by people 

and what they do. Unless you 

understand people you cannot 

persuade. 

 

7. I am childish and curious. 

The minute you lose the sense of 

wonder, you start to die mentally 

and emotionally. 

 

8. I hate to fail, which means I 

probably try harder than many 

people. 

 

Drayton Bird 

The secrets of my success (?) 
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9. I love words and love to 

play with them. I hate clichés 

and jargon. And I edit anything 

important several times. We must 

respect and cherish our tools. 

 

10. I usually ask my partners 

if what I have written is any 

good. Today by 9 a.m. here in 

England I had already asked two 

people about three things I am 

working on. 

 

11. I do not suffer fools gladly 

- and that includes me. I am 

infuriated by the second rate. "If 

you reach for the stars you may 

not get one, but you won't come 

up with a handful of mud either" - 

Leo Burnett 

 

12. I keep trying. Verdi wrote 

one of his greatest operas when 

over 85. I still have hopes. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

AFTER I WROTE THIS … I 

remembered one thing that may 

be as important as all the rest. 

I am highly emotional. Well, 

impossible, some say. But people 

make decisions on emotional, not 

rational grounds.  

 

I think persuasion is about the 

transference of emotion. If you 

don’t care, you can’t make others 

care. And if they don’t care, they 

won’t act. 

 

So now I have a question for you. 

Will you take action? Because I 

really do care: I'm proud to say 

I've replied to every question 

posted on AskDrayton.com. 
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From global companies to independents, 

many are struggling to articulate the 

value of their work. It seems we are all 
battling multiple forces of 

commoditisation. So the usual reason 

that people get in touch with us is to 

raise the value of what they do. 
 

It's often a frustrating search. If a 

person (or company) has a strong 

sense of worth, but the market 

does not see the value, this is 

both vexing and unsatisfying. 

Revenue drops while workload 

increases. There is a nagging, 

continuous sense of being 

undervalued.  

 

What do people do? Usually, they 

search within for that attribute or 

quality that set them apart. 

Sessions take place with coaches 

or communication experts, to find 

that Magic Phrase (or story) that 

differentiates them from others. 

 

Some people seek fresh 

qualifications or experience. Still 

others look for an enhanced social 

media presence, or a rebrand or 

even a personal image. If we could 

just present ourselves differently, 

they reason, all would be well.  

 

The truth however is that the 

value of what you do has little to 

do with you at all. We see this 

most clearly when we are 

purchasers. Imagine for a moment 

that you are buying a designer or 

an IT expert or a trainer. Sure, 

you would be interested in them 

and their experience.... but surely 

the only reason you would be 

talking to them at all was the hope 

that they would be interested in 

YOUR world and could 

contribute to YOUR issues. 

 

Day after day, I see the cost of 

self-preoccupation. I see countless 

attempts to present services and 

products without first describing 

the context that makes them 

valuable. I see websites and 

brochures that are "all about us". I 

see proposals that make scant 

reference to what the customer 

wants to achieve. I see 

professionals who feel limited by 

inadequate qualifications, while 

around them are prospective 

clients who do not even know of 

their existence, so they continue 

to struggle unaided. 

 

The true cost of self-

preoccupation is not just the 

limitations that it might impose on 

you. It's the dozens (even 

hundreds) of people and 

organisations who could have 

been helped today... if only they 

knew a bit more about you. 

 

Your value has little to do with 

you, or your experience, or your 

technology. It has everything to 

do with an insightful 

understanding of your customer's 

world. In other words, you talk 

about your value by talking about 

them. 
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I never planned to be a writer. In 

fact, it was something I actively 

avoided. As a publishing CEO, I felt it 

was important to steer clear of the 
creative process. When business side 

people start inserting themselves into 

creative work, it usually leads to 

trouble. So I focused on supporting 
other people’s creativity rather than 

pursuing my own. 
 

But a strange confluence of events 

led to a blog, which found an 

audience and led to me becoming 

a contributor on Forbes and 

Harvard Business Review. That, in 

turn, led to an even bigger 

audience and, more recently, a 

book deal. So now, I guess I’m a 

full fledged writer. 

 

I’m one of the last people you’d 

expect to become a writer. I 

wasn’t very interested in writing 

in school and, to be honest, 

wasn’t particularly good at it when 

I first started my blog. Yet the 

truth is that talent is overrated 

and anyone can learn to be 

creative over time. So here’s five 

things that I’ve learned along the 

way that can help you unlock your 

own creativity. 

 

1. Let The Muse Know That 

You’re Serious 

One thing I’ve found crucially 

important is to write every day. 

That doesn’t mean I write a lot 

every day and it certainly doesn’t 

mean I write something 

worthwhile every day. It just 

means that I make an effort to 

write, even when I don’t have any 

ideas or am short on time. 

 

My friend Jen Hoelzer calls this 

“letting the muse know you’re 

serious.” You can’t expect ideas 

to simply rain down on you. Ideas 

are hard work. As Fareed Zakaria 

said of his writing, “When I begin 

to write, I realize that my 

‘thoughts’ are usually a jumble of 

half-baked, incoherent impulses 

strung together with gaping logical 

holes between them.” 

 

I think most people have 

experienced that kind of feeling. 

Ideas seem much simpler when 

they are just a little voice in your 

head, but when you try to express 

them, you realize that they aren’t 

so clear cut. That can be 

frustrating, but it also gives you a 

chance to think things through in 

a more disciplined way. 

 

I’ve often found that even the 

simple act of opening up my 

computer to start writing jogs 

something loose. Not always, but 

often. 

 

2. Expand Your Database Of 

Experience 

What I lack in natural writing 

talent I make up for in 

experiences. Over the years, I 

have worked in a number of 

different business and in a variety 

of different countries and cultures. 

Greg Satell 

5 Things I’ve learned about creativity 
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I also read widely and have 

worked with some really talented 

and smart people. That gives me a 

lot of raw material to work with. 

Scott Barry Kaufman and Carolyn 

Gregoire find the same thing in 

their new book, Wired to Create. 

“Openness to experience, one of 

the “Big Five” personality traits, is 

absolutely essential to creativity,” 

they write. “Openness to 

experience comes in many forms, 

from a love of solving complex 

problems in math, science and 

technology to a voracious love of 

learning, to an inclination to ask 

big questions and seek a deeper 

meaning in life.” 

 

So one simple way to improve 

your creativity is to simply try to 

get more out of life. Seek out 

things, people and places that you 

wouldn’t usually encounter in 

your ordinary routine. Truly great 

creativity comes from synthesizing 

across domains, not just drilling 

down in one single area. 

 

3. Produce 

Many people assume that there is 

an inverse relationship between 

quantity and quality and, logically 

speaking, it would make sense to 

focus on fewer projects rather 

than to spread your energy over 

many. It would seem that would 

allow you more time to 

concentrate on the work most 

likely to make an impact. 

 

However, creativity researchers 

have consistently found just the 

opposite. The more work you 

produce the more likely you are 

to come up with something truly 

creative. Part of that is probably 

just the numbers game. A 

masterwork is a low probability 

event, so those who produce 

more increase their odds. 

 

Yet there is also another factor at 

work. The more you produce, the 

more skilled you become and the 

more you can experiment with 

different combinations. Those 

experiments invariably lead you to 

see more possibilities and try 

them out. So producing a lot will 

help you see things that others 

don’t and increase your ability to 

pursue new possibilities. 

 

 

 

4.  Quiet Your Mind 

Like most people, I occasionally 

get writer’s block, which is 

extremely frustrating. While 

sometimes, my mind seems to be 

positively buzzing with ideas, 

other times I either feel that my 

brain is stuck in molasses or I’m 

fixated on something going on in 

my life and no new ideas seem to 

be able to work their way in. 

 

In both cases, I’ve found that the 

best way to get over these 

difficult periods is to simply relax 

and quiet my mind. That’s more 

difficult than it sounds, because 

writer’s block is maddening! 

Nevertheless, it’s the only way to 

get the creative juices going, at 

least in my experience. 

 

So when you’re stuck on a 

project, the best thing to do is to 

put it away and do something else, 

at least for a few hours. Meet 

someone unrelated to work for 

coffee, go to the gym, read a 

book, see a movie or do whatever 

will help you take your mind off of 

what you’re doing. I’ve found that 

once I stop trying to push ideas, 

they can start flowing again. 

 

5. Dare To Be Crap 

The toughest part of any job is to 

start. It’s natural to look at past 

projects—both your own and 

those of others—in their finished 

form. So anything you start looks 

inadequate by comparison. This 

happens to everybody, even the 

most successful creators. Pixar 

founder Ed Catmull, in his memoir 

Creativity, Inc., wrote, “early on, all 

of our movies suck.” 

 

In other words, when you start 

something it’s always crap, which 

is probably the most frustrating 

part of the creative process. 

However, over time, I’ve learned 

not to let that bother me. In fact, I 

take pride in it. I dare to be crap, 

knowing that it really doesn’t 

matter what my first draft looks 

like, only the finished product is 

important. 

 

 

 

 

 

 

 

 

The truth is that the only problem 

that can’t be fixed is a blank page. 

There’s nothing you can do with 

that except to stare at it. But 

once you get the “half-baked, 

incoherent impulses” that Fareed 

Zakaria complained about down 

on paper, you can see the 

problems more clearly. 

 

The truth is that creativity is hard 

work. There are no silver bullets. 

The only way to create 

successfully is to get your ideas 

out there, find the flaws and get 

to work fixing them. 

 

This article originally appeared in:  

http://innovationexcellence.com/bl

og/2017/05/02/5-things-ive-

learned-about-creativity/ 
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Whether you like it or not. Everyone 
wants to be successful. Of course, 

your definition of success can and 

should be different -- because success 

should mean something different to 

each of us -- but still: We all want to 
succeed at whatever we choose to 

do. (Otherwise, why do it?) 
 

But whenever I write about how 

success is often based on 

outworking other people -- both 

in terms of effort and in terms of 

hours spent -- I get indignant 

emails from readers. 

 

"What about work-life balance?" 

some ask. "Work smarter, not 

harder," others say. 

Yeah, well, no way. You can't have 

it both ways. 

 

On the one hand, we celebrate 

people who have worked 

incredibly hard and achieved 

incredible success. They're icons. 

 

Take successful entrepreneurs. 

Bill Gates evidently never slept, 

never changed clothes, never did 

anything but code and maneuver 

and strategize. In an industry filled 

with incredibly smart people--

where smart was and is 

commonplace--he rose to the top 

by also working incredibly hard. 

Mark Cuban didn't take a vacation 

for seven years while he started 

his first company. 

 

 

 

 

 

  

 

Elon Musk says, "You just have to 

put in 80- to 100-hour weeks 

every week. If other people are 

putting in 40-hour workweeks and 

you're putting in 100-hour 

workweeks, then, even if you're 

doing the same thing, you know 

that you will achieve in four 

months what it takes them a year 

to achieve." 

 

In fact, the common theme of 

almost every tale of 

entrepreneurial success is a 

person who worked countless 18- 

to 24-hour days. Replace the 

names and their stories sound 

almost identical. 

 

 

 

 

Even Tim Ferriss, the lord of the 

four-hour-workweek manor, stays 

incredibly busy with all his 

projects. (Of course, to Tim it 

doesn't feel like work.) 

 

Or take successful people in other 

professions. Jeffrey Immelt, the 

CEO of GE, worked 100-hour 

weeks for 24 years. In a company 

filled with incredibly driven people 

-- where incredible drive is 

commonplace -- he rose to the 

top by also working incredibly 

hard. Tim Cook of Apple still 

wants to be first in, last out. 

 

 

 

 

 

Jeff Haden 

These 2 four-letter words 

are the true secret of 

success 
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Or take sports. Forget practice 

and conditioning and everything 

else; Peyton Manning probably 

spent more time just watching film 

than the rest of us spend at work. 

In a sport filled with incredibly 

talented athletes -- where 

incredible athletic talent is 

commonplace --he'll be in the Hall 

of Fame because he also worked 

incredibly hard. 

 

Work Smarter 

Hard work has clearly paid off for 

all of them. Yet somehow people 

think hard work won't work for 

them. 

 

Maybe that's because of the whole 

"work smarter" thing? 

 

Successful people already work 

smarter. They don't work 

mindlessly or inefficiently or 

ineffectively. 

 

Where success is concerned, 

working smarter is a given. 

Extremely successful people work 

smarter and they work harder. 

 

Their effort is heroic, their payoff 

is often legendary, and we 

celebrate them for it. 

 

"Wait," you say. "Luck plays a big 

part in success. So does timing. So 

do a lot of other factors." 

You're right. 

 

 

 

 

 

 

 

But you can't control luck. You 

can't always control timing. You 

can't always control all those 

other factors. 

 

What can you always control? 

How hard you work. 

 

Again, everyone defines success 

differently, as well everyone 

should. (Before you go virtual-

postal and say your personal 

definition of success has 

everything to do with balance and 

personal relationships and nothing 

to do with mastering the business 

world, read this. I'm totally with 

you.) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

But if you happen to define 

success by traditional measures 

like professional achievement and 

fortune and fame, hard work is 

the great equalizer. 

 

You may not be smarter than 

everyone else. You may not be as 

talented. You may not have the 

same great connections, the same 

great environment, or the same 

great education. 

 

If you're on the downside of 

advantage, you may have none of 

those things. 

 

 

 

 

 

 

 

 

 

But you can always rely on your 

courage, your effort, and your 

perseverance. You can always 

substitute effort for skill and 

experience, secure in the 

knowledge that, over time, 

incredible effort will absolutely 

breed skill and experience. 

 

You can always, always, always 

work harder than everyone else. 

 

Want to be different? Hard work 

can be your immediate difference. 

 

Make hard work your favorite 

words, whether at work or at 

home or in your marriage or 

wherever your definition of 

success takes you. 

 

That way you'll never have to 

look back and wonder what you 

might have accomplished if only 

you had tried harder. 
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Business leaders face many challenges. 

They range from disruptive 

technologies to new business models. 

For some of us incremental 
improvement and excellence in 

current activities will not be enough. 

We need creativity, innovation and 

entrepreneurship.  
 

We are born with a drive to reach 

out, connect and learn. Too often 

education and employment 

inhibits the release of creative 

potential. They constrain and limit, 

rather than inspire and liberate. 

People learn acceptable answers. 

Too rarely are they encouraged to 

seek their own solutions.  

 

Corporate policies and practices 

should encourage and support 

curiosity, creativity, innovation and 

entrepreneurship, rather than 

frustrate and repress them. 

 

As directors, do we really value 

qualities such as independence, 

intuition, wide interests and non-

conformism? Are critical, 

imaginative and independent 

thinking recognised and rewarded?   

 

Many directors enjoy wielding 

power. They may have earned their 

spurs in a previous era when 

expectations were different and 

possibilities more limited. Another 

business model may have applied.  

Yet, they still think they know best. 

They issue policies and take 

decisions. They then monitor the 

extent to which others comply 

and fall in line.   

 

Directors usually justify calling the 

shots. They claim position 

privilege, broader awareness and a 

more strategic perspective. In 

reality, many directors are 

preoccupied with internal issues 

and challenges facing their 

companies. Front-line staff may be 

much closer to customers, the 

marketplace and local 

communities. They may also be 

earlier adopters of new 

technologies.   

 

Senior executives can be  

surrounded by “groupthink” and 

the eager to please. Cocooned 

within a head office, they may be 

unaware of ferment outside and 

developments on-line.  

 

More executives should engage 

with, observe and experience the 

lives of customers. Obtaining 

insights from different situations 

can open one's eyes to changing 

requirements and new 

possibilities. It can raise questions 

and spark ideas.  

 

How self-aware are the members 

of your board? Do they 

acknowledge and address their 

limitations? Are they listening? Are 

they open to new ideas and 

possibilities? Do they question 

Professor Colin Coulson-Thomas  

Dubai Global Convention and World Congress 

on Business Excellence and Innovation 
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assumptions? Do they encourage 

the exploration of alternatives and 

the creation of new options? Do 

they genuinely believe in the 

importance of challenge, discovery, 

experiment, exploration and trial?  

 

Sir Karl Popper warned of 

enemies of the open society. Are 

some boards enemies of the open 

company? They are excessively 

concerned with order and 

standards. They are slaves to 

particular models and approaches. 

They are intolerant of diversity 

and reluctant to let go and 

empower others.  

 

In The Future of the Organisation I 

set out ten essential freedoms for 

removing organisational 

constraints and liberating latent 

talent. People should be 

encouraged to challenge. They 

should be supported and allowed 

to work, learn and collaborate in 

ways, and at times and places, that 

best allow them to give of their 

best and be creative and 

productive.  

 

Encourage people to be open 

about problems and to suggest 

solutions. Help them to learn from 

mistakes and failure and to build 

upon achievements. Pixar 

appreciated the importance of 

candour. It blossomed because 

openness, honesty and 

constructive questioning and 

comment were highly valued. 

People actively searched for 

better approaches.  

 

Many boards are intolerant of 

diversity. Their companies employ 

and serve people from many 

nationalities in a multitude of 

locations. The roles and activities 

of employees widely differ. 

Markets fragment. New business 

models emerge. Customers may 

seek bespoke and personalised 

responses. Yet many directors try 

to stamp out variety and impose 

uniformity. 

 

Directors and boards have a lot to 

answer for. Many policies, rules, 

regulations, guidelines and 

practices reflect past views, 

priorities and understanding. 

Enforcing compliance with them 

can stifle questioning and 

challenge. It can inhibit the search 

for new and better alternatives.  

If you feel particular constraints 

are necessary and desirable, make 

sure their rationale is understood. 

Reward people for considering 

better ways of achieving their 

original purpose. 

 

Many organisations exude a dull 

and monotonous uniformity. No 

wonder so many creative ideas 

originate outside of the 

workplace. Encourage diversity. 

What about different strategies, 

policies, processes and practices 

according to requirements, 

circumstances and possibilities?  

 

Is there sufficient diversity of 

experience, gender and thinking in 

the boardroom? What about 

competing research projects? 

 

Contending interests and 

competing solutions threaten 

some people. Others perceive 

differences of opinion as healthy. 

They believe that encouraging 

debate is more conducive of 

creativity and innovation than 

imposing single solutions.  

 

Be wary of rigidity and 

bureaucracy. Network 

organisations can embrace 

customers and business partners. 

They can support co-creation and 

grow organically. Collaboration 

with customers and iterative 

development can speed up 

adaptation and innovation.  

 

C P Snow warned of a growing 

division between science and the 

humanities, and the emergence of 

two distinct cultures. Within many 

companies today, is another 

division emerging?  

 

Some people think in a logical and 

structured way. They prefer order 

and standardisation. Others are 

more tolerant of uncertainty. They 

favour variety and welcome 

diversity. They look for links, 

patterns and relationships. They 

can simultaneously explore in 

different arenas?  

 

During its golden years, Xerox 

PARC recruited degree majors 

from disciplines that approached 

problems differently. Introducing 

them into research groups 

increased creativity. Throughout 

history breakthroughs in thinking 

have been caused by outsiders 

who challenged orthodoxy.  

 

Do you look beyond the normal 

suspects? Are you alert to curious 

and restless explorers? Might 

greater exposure to the creative 

arts stimulate creativity in your 

organisation? 

 

The creative arts are undergoing a 

revolution. Digital technologies are 

creating new opportunities for 

engagement and involvement. They 

are opening up new arenas for 

innovation and entrepreneurship. 

They are democratising enjoyment 

of the arts and participation in the 

arts.  

 

More people can now find their 

voice and express their creativity. 

Channels of communication have 

become more open, inclusive and 

participative. We have more ways 

of being creative, connecting with 

others, and sharing our creativity 

than any generation in history.  

 

The creative arts can enrich both 

working and leisure activities. They 

are ripe for enterprise and social 

entrepreneurship. They also reach 

beyond practitioners. They 

embrace the audiences, followers 

and exhibition visitors who enjoy 

their work at home or in the 

community. 

 

Collaboration with creative artists 

can unleash energy and ignite 

thinking. Creative artists in 

residence and creative arts 

activities can stimulate 

imagination, innovation and 

entrepreneurship across work 

groups, communities and 

organisations. 

 

The creative arts can also address 

social issues. They offer 

participation and self-employment 

as an alternative to boredom, 

delinquency and crime. They 

provide scope for philanthropy, 

corporate social responsibility and 

social entrepreneurship.  

 

The creative arts are sustainable. 

Repetitive and rule-based tasks 

can be automated. Unstructured 

creative activities are more 

resistant to replacement by 

technology.  

 

For business success, creative 

ideas have to be developed and 
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commercialised. Innovation and 

entrepreneurial flair may be 

needed to deliver tangible 

offerings or acceptable solutions 

at affordable prices, that enough 

people will buy to cover costs and 

generate a profit.  

 

While Pixar exuded creativity, 

attention was also devoted to 

practical business issues such as 

brand building, rights and 

acknowledgements. Addressing 

contractual matters ensured the 

studio derived the maximum of 

credit and benefit from its 

creativity and promising ideas 

 

For companies to become more 

effective incubators of new 

ventures, corporate policies, rules, 

guidelines, standards, codes and 

compliance practices may need to 

change.  

 

Options, choices and possibilities 

are multiplying. As new business 

and economic models emerge, 

past strengths can become 

sources of weakness and 

vulnerability. Directors need to be 

alert to defensive responses and 

attempts to protect vested 

interests. 

 

Education and involvement in the 

creative arts can enhance, enable, 

enrich and empower. It can 

stimulate the creativity and 

commitment that leads to 

successful innovation and 

entrepreneurship. Sir James Dyson 

the inventor, industrial designer 

and vacuum cleaner entrepreneur 

was educated at the Byam Shaw 

School of Art and the Royal 

College of Art.  

 

The School for the Creative Arts 

aims to give people the ability to 

explore and develop ideas, 

implement a business plan and 

fulfil commissions. Its role is to 

give people the ability and 

confidence to express themselves 

and become successful 

practitioners. 

 

 

 

 

 

 

 

 

 

Business leaders need to discuss, 

consult and consider where 

creativity, innovation and 

entrepreneurship are most 

needed. What should they be 

applied to and for what purpose? 

What might their relevance, 

significance and value be for 

customers and prospects? 

 

Should we take a wider range of 

interests into account when 

deciding when, where and for 

whom to be creative, innovative 

and entrepreneurial?   

 

To have a dream can be inspiring. 

A relevant and affordable offering 

can provide an income. In business 

both thinking and doing are 

required. We need aspiration and 

achievement. 

 

The requirements for effective 

corporate leadership and 

successful entrepreneurship are 

converging. In some contexts they 

may soon overlap to such an 

extent as to be almost 

indistinguishable. I wish you well as 

both leaders and entrepreneurs. 

 

Notes 

This talk draws upon a position 

paper published by Adaptation: 

Coulson-Thomas, Colin (2017), 

The Case for the Creative Arts 

[Position Paper No. 1/17], 

Peterborough, Adaptation and a 

chapter in the souvenir book to 

accompany the event: Coulson-

Thomas, Colin (2017), Creativity, 

Innovation and the Board, in 

Institute of Directors. Dubai 

Global Convention 2017 / 27th 

World Congress on Business 

Excellence and Innovation, 

Souvenir, 18-20 April 2017, Dubai, 

United Arab Emirates, New Delhi, 

Institute of Directors 

 

The speech was delivered in a 

plenary session of the Dubai 

Global Convention 2017 and 27th 

World Congress on Business 

Excellence and Innovation held on 

Tuesday 18th April in the Al 

Ameera Hall of the Hotel The 

Grand Hyatt, Dubai, United Arab 

Emirates. 

 

 

 

 

 

 

Further Information 

Details of forthcoming 

programmes at the School for the 

Creative Arts to encourage and 

develop creativity, innovation and 

entrepreneurship for leadership in 

the creative arts will be available 

on www.sca.edu.gh. 

 

© Copyright, Professor Colin 

Coulson-Thomas 
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University of Greenwich. Reports 
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http://www.policypublications.com  
 

Co-ordinates 
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Many speakers at conferences give a 

standard pre-packaged presentation. 

They prepare it in advance and give a 

competent performance but they 
miss the chance to really connect 

with the audience. Good speakers 

will research the event and audience 

in advance and will tailor their talks 

to include their most relevant stories, 
examples and messages. But there is 

still much more you can do to make 

your talk topical, pertinent and 

engaging. Try these six ideas: 
 

1. Research the location of 

the event on Wikipedia 

and see if there is any 

unusual fact or famous 

celebrity from there. See 

if you can construct a 

connection between that 

item and your talk – 

preferably in a humorous 

way. 

2. Watch and read the 

news on the day of your 

talk and see if there is a 

relevant story that you 

can work into your pitch 

to make it more current 

and topical. 

3. Mix with the delegates 

before the event begins 

and ask them about their 

issues and challenges. 

You can then refer to 

this in your talk as an 

introduction to one of 

your key messages. 

‘Before the conference 

began today I was talking 

to Jim Jones of XYZ 

Corp and he told me that 

……..’ 

4. Listen to any speakers 

who come on before you 

and refer back to one or 

two of their messages in 

your talk. It provides a 

link for the audience, 

compliments the other 

speakers and shows that 

you were listening. 

5. Ask the audience a 

question. Listen carefully. 

Repeat some of the 

answers you hear before 

responding to them and 

working the ideas into 

your talk. This shows 

great confidence and 

presence. It also engages 

the audience. 

6. Improvise. As relevant 

comments occur to you 

include them. Link in to 

any feature of the room 

or conference which 

stands out. Drop any 

material in your talk 

which you now sense is 

weaker or less relevant 

to the audience. Spend 

more time on the topics 

which you find they are 

interested in. 

If you make your talk more 

spontaneous and topical you will 

stand out from the other speakers 

with their standardized pitches. 

You will entertain and enliven the 

audience. You will give a better 

presentation. 

 

© Copyright, Paul Sloane 
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Six tips to customise and improvise your 

presentation 
 

 

                                    
 

                 

                                                                                                                                                 

http://www.destination-innovation.com/
mailto:psloane@destination-innovation.com
mailto:psloane@destination-innovation.com


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2017 

  

 
32 

There are three tactics to achieve 

your growth strategy: Build, Partner, 

or Buy. 
 

Every year, I speak with nearly a 

thousand CEOs in detail about 

their companies. One of the key 

topics that I talk to all those 

CEOs about is their strategy for 

achieving future growth. Whether 

that's expanding a business 

geographically, or even by 

entering new emerging markets, 

every CEO has a choice about 

how to achieve that goal of 

growth. 

 

It turns out, regardless of what 

your growth goal is, you have 

three options to get there: Build, 

Partner, or Buy. 

 

Let me explain what I mean by 

each of these options. 

 

1. Build. 

Your first option when it comes 

to implementing your growth 

strategy is to launch the new 

project yourself by investing your 

own resources and talent to build 

it. Building also involves learning, 

as there are certainly things you 

don't understand about the new 

space and you will be learning on 

the job. Building has several key 

advantages, including the ability to 

have total control. There is also 

the fact that whatever gains you 

accrue through your growth are 

all yours to collect. That's not to 

say that deciding to build doesn't 

come with some risk as well. It 

generally takes more time than 

the other options, it is possible to 

make big mistakes due to the lack 

of knowledge I referenced and 

you have to invest all the capital, 

so it isn't cheap. 

 

A great example of a company 

that pulled off a successful Build 

growth strategy is Loctite, the 

adhesives company. Several years 

ago, the company decided that its 

growth goal was to double its 

sales. And to do that, the 

company made the decision to 

double its sales-force. In other 

words, they chose to invest in 

building their growth by hiring, 

training, and investing in new sales 

people that doubled their sales 

force - which is what created a lot 

of risk until that new sales team 

started to become productive. 

But in the end, it proved to be a 

wise investment as the company 

more than doubled its sales in just 

a few years. 

 

2. Partner. 

A second option when it comes 

to putting your growth strategy in 

motion is to find another 

company to partner with who can 

help you reach your goal. In his 

popular book, Blueprint To A 

Billion, author David Thomson 

analyzed the seven factors that 

enabled companies to reach a 

billion dollars in annual revenue. 

And almost all the companies 

Thomson studied had what he 

calls a "big brother" partner, 

meaning a larger more-established 

company that helped them get 

into places and markets they 

couldn't reach on their own. The 

best partnerships also leverage 

the different strengths each 

partner brings to the table, such 

as resources, talent, or market 

access. 

 

A classic example of a Partner 

strategy like this paying off in a big 

way is when a then-scrappy 

startup called Microsoft partnered 

with computer giant IBM to sell 

the MS-DOS operating system on 

its PCs. IBM put MS-DOS on 

every single PC the sold. 

Microsoft, which had the best 

technology to offer, found a 

partner who helped it spread that 

technology through its vast 

distribution system all over the 

world - something little Microsoft 

could never have done at the 

time. Obviously, we know what 

happened after the created that 

beachhead on millions of PCs. 

 

One downside of partnering, 

however, is that no matter how 

successful you are you still need 

to split the gains with your 

partner. There is also the issue of 

sharing decision-making and 

control with your partner - which 

is a dynamic that some 

organizations handle better than 

others. 

 

Jim Schleckser 

Three Ways to Grow: Build, Partner, Or Buy                 
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3. Acquire. 

Your third option in putting your 

growth strategy into place is to 

acquire a business in the area you 

want to expand into. The upside 

of this approach is that it's 

typically a fast way to enter new 

markets and to acquire new 

expertise. But there is also 

potential downside, especially if 

you don't know which questions 

to ask about whether your 

acquisition target is a good fit with 

your organization or not. As we 

know, many acquisitions fail to live 

up to their financial or 

performance expectations 

because the acquiring company 

hasn't done its proper homework. 

 

I was working with a fast-growing 

company in the credit and 

collections market. They worked 

with large multi-unit housing 

complexes to help collect overdue 

rent from tenants. But the 

company wanted to grow even 

faster, so it looked at acquisitions 

to reach their goals more quickly. 

The first deal they did was to buy 

a medical collections firm - which 

was something far outside their 

own area of expertise. While 

their intention to diversify into a 

new market made sense on paper, 

the company soon recognized that 

the acquisition was a mistake 

because they didn't know enough 

about the medical collections 

industry. Fortunately for them, 

the company course corrected 

and recognized that if they were 

going to acquire, it should be in 

the housing collections market, 

where they could strive to be the 

best in the industry. They 

ultimately did this and found great 

success. 

 

The mistake they made was to 

believe that acquisition was a 

strategy rather than a tactic to 

achieve the longer-term goal of 

growth. In their case, growth in 

their core market with bolt-on 

acquisitions. 

 

So, when it comes time for your 

organization to think about how it 

needs to grow to meet its long-

term goals, choose carefully when 

it comes to which tactic: build, 

partner, or buy. Any of these 

three options might be the 

answer to helping you reach your 

goal, just be sure you're asking the 

right questions before you pull the 

trigger - just don't confuse a tactic 

for a strategy. 

 

This article originally appeared on 

Inc.com https://www.inc.com/jim-

schleckser/three-ways-to-grow-

build-partner-or-buy.html 

 

© Copyright, Jim Schleckser 
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Does your business “do” social 

media and digital marketing?  If so, do 
you know what your return on 

investment is?  If you’ve not got to grips 

with making social media work for your 

business, you’re not alone. Maybe you 

don’t know where to start, you lack the 
skills or the time, you tried it once and it 

didn’t work, or you just don’t really see 

the benefits for your business.  Well, 

here are some statistics for you that may 
make you want to try again! 

 
Globally, there are a staggering 3.2 

billion internet users. About 50% of 

time spent on mobile devices is on 

Facebook.  But it’s not just about 

the number of users, it’s the 

frequency with which the modern 

day user uses the internet, and the 

confidence with which they buy 

online. Things are changing all the 

time, and as a business owner, 

you need to keep up, or you’ll miss 

out! 

 

It’s safe to say Social Media is here 

to stay, and its use is only going to 

grow as the availability of cheap 

technology increases, so it’s up to 

you to make it work for your 

business.  But before you dive in, 

there are a few caveats: 

• The purpose of marketing is to 

get more leads – i.e. people who 

may go on to buy from you. 

Social media marketing is no 

different, so don’t lose sight of 

the end game! Marketing should 

be an investment, not a cost – 

for every £ you spend, you 

should get more £s back 

through increased sales! 

• However, don’t forget that 

people don’t like being sold to. 

 Successful social media 

marketing is a delicate balance of 

providing useful content and 

promoting your business. 

Constantly posting “salesey” 

content will turn people off. 

• You will be judged by what’s 

online regarding your business, 

so make sure it’s all good! There 

are many examples of companies 

who have failed spectacularly 

with social media and have 

thereby damaged their 

reputation.  Don’t become one 

of them! 

 

With the above in mind, here 

are my Top 10 Tips for Social 

Media Success: 

1. Be Strategic – Your Social 

Media Marketing Strategy (yes, 

you need one of those) 

should be part of an overall, 

integrated marketing plan, not 

something that is done in 

isolation. This way you’ll ensure 

that there’s a level of 

consistency in the messages 

being sent out about your 

products, your brand and your 

business culture. 

 

2. Be Clear on the Process – As 

for any marketing strategy, you 

need to be clear about the 

results you want from your 

social media marketing, who 

your target audience are and 

what process you’re going to 

use to engage with them, once 

they’ve shown an interest.  This 

will influence what, where and 

how often you post and what 

tools you’ll need (e.g. landing 

pages, CRM, e-mail marketing 

system etc.) 

 

3. Be Consistent – There’s no 

point in setting up a Twitter 

account, a Facebook page, a 

YouTube channel and a LinkedIn 

profile if you only post 

something every once in a while, 

when it crosses your mind that 

you ought to!  The frequency of 

posting will depend on the 

channels you’re using, but 

you should make a schedule and 

stick to it – that potentially 

means a lot of content to 

produce! 

 

4. Be Prepared to Invest – 

Following on from the prior 

point, don’t underestimate the 

resources needed to do this 

properly, both in time and 

money.  You’ll need a budget if 

you intend to do online 

advertising campaigns, and if you 

don’t have a creative marketing 

person in house to assist you 

with the content, you may need 

to outsource to a digital 

marketing expert. 

 

5. Be Different – It’s a crowded 

market place, so to stand out 

from the crowd, you need to 

consider what it is you do that 

makes you different, and focus 

on that!  Being quirky or funny 

can be a good way to catch 

people’s attention and get them 

to share your posts, but be 

careful it doesn’t backfire – 

some people do seem to get 

offended very easily! 

 

6. Be Visual – Using pictures and 

short videos in your posts will 

Kevin Stansfield 

Make Social Media 

marketing work for your 

business! 
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increase the chances of your 

audience engaging with you. 

Photos get the most shares on 

Facebook and the most re-

tweets on Twitter, and are a 

great way of getting your 

message across simply!  This is 

especially useful for businesses 

that are selling something 

tangible, or can post “before and 

after” pictures. 

 

7. Be Engaged – Social media 

isn’t a one way street, but a 

great way to get to know people 

and build brand awareness, 

loyalty and even a community! 

 So make sure you follow 

others, comment, like, share, re-

tweet, and thank people for 

their interest in your business. 

 

8. Be Aware of the 

Competition – Keep an eye 

on what your competitors are 

doing on social media so you’ll 

get an idea of what works and 

what doesn’t, and see if there is 

anything you can adapt to use 

for your own social media 

strategy – this doesn’t mean 

copying what they do, but 

drawing on good practice. 

 

9. Be Master of the Web – 

Don’t forget about your 

website, as this is effectively the 

shop window for your business. 

 If you are going to use social 

media to send people to your 

website, you need to make sure 

it looks professional and 

engaging, is responsive to mobile 

devices, has regular new content 

and features a strong call to 

action. 

 

10. Be Analytical – You must test 

and measure the results you are 

getting from your social media 

strategy, because what gets 

measured, gets improved. 

Analytics, insights and reporting 

tools are available on social 

media channels, so use them to 

see what is working and what 

isn’t, and refine your 

approach accordingly. 

 

As you can see, there’s a lot to think 

about when developing your social 

media strategy and putting it into 

practice, and getting it right can take 

time.  However, businesses that do 

get it right can tap into a huge 

market and potentially boost their 

profits from a fairly modest 

investment. 

 

So take Action and get social – and 

if you need some help, we run a free 

monthly Social Media and Digital 

Marketing Seminar – this is a great 

place to start if you want to make 

social media work for your 

business.  To book your place, just 

click here.  We’d love to meet 

you! 

 

Now it is just a case of putting your 

process into ACTION, and start 

breakfasting with the champions! 
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Online Business Library*** 
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of nearly 700 

professionally written and informative publications that you can offer free to your clients and prospects direct 

from your website. These unique publications cover an extensive range of business topics from tax to 
marketing. The library allows you to add significant value to the service you offer to your clients and help 

you to build relationships with prospective clients. 

 

Better Business Focus*** 

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

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

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

*** Now available in Kindle and iPad format 
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For details of subscription rates, visit Bizezia at: http://www.bizezia.com  or call +44 (0) 1444 884220 
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