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How do successful businesses compete and manage their organisations? How do you recruit the best 

people? How is technology reshaping the face of your business? How can you equip your people with new 

skills and techniques?  

Good questions…   The answers are here, in Better Business Focus. Read on… 
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Here are 17 smart ways to say no 
when you need to. It's a problem 

many of us share: We tend to say yes 

when we mean to say no. This is the 

reason we get stuck chairing a 

committee or taking on projects we 
cannot handle. 

 

Saying no is an important skill - 

not just for getting out of the 

things we don't want to do or 

don't have time for, but also for 

the times (hopefully rare) that 

we're asked to participate in 

something that's unethical or even 

illegal. 

 

Learning how to stop saying yes 

when we want to say no depends 

on several factors: Are you 

responding personally or 

professionally? On behalf of your 

organization or yourself? Do you 

want the tone to be friendly, 

maybe even leaving the door open 

for a next time, or firm and 

unequivocal? Whatever form of no 

you choose, the important thing is 

that you say it and mean it. 

 
 

Here are 17 smart ways to say no 

when you need to: 

 

1. No: The simple way. Just say 

it. 

 

2. I don't do that. Or you can 

go with the corporate version 

and say it falls outside your 

organization's mission. 

 

3. I've got to go with my 

intuition and say no. People 

can relate to following their 

gut, so it can be a nice way to 

say no that isn't 

confrontational. Another 

advantage is that there's no 

way to argue with intuition. 

 

4. I wouldn't be comfortable 

with that. This allows you to 

give a reason that's principled 

and firm without getting 

specific or coming across as 

judgmental. It's understated 

and diplomatic. 

 

5. That doesn't fit in with our 

current program. If you're 

speaking on behalf of your 

team or organization, an 

effective strategy is to deflect 

it away from yourself and 

onto something bigger--again, 

without specificity or 

judgment. 

 

6. My team/boss/family would 

kill me if I did that. Fill in the 

blank. This approach carries 

some risk of making you seem 

intimidated and easily swayed 

by others, so it warrants 

careful use. But it has its 

place--for example, as a 

frequent response of old-

school salespeople to low 

offers. 

 

7. I can't afford it/ It's not in 

the budget. Sometimes we're 

reluctant to talk about money, 

especially on a personal level. 

But there's nothing wrong 

with saying you can't afford 

something, and it can 

communicate valuable 

information, that the person 

may be asking for too great a 

commitment. 

 

 

CREDIT: Tim Gouw via Unsplash 

 

Lolly Daskal 

17 different ways to say No 
 

 

Learning how to stop saying yes when we want 

to say no depends on several factors… 

https://www.inc.com/lolly-daskal/unsplash.com


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  May 2017 

 

 

 

 
 

 

 

          Better Business Focus  May 2017 

 

 

 

 
4 

8. I can't fit it into my 

schedule. This is another case 

of saying "I can't afford it," 

only with time instead of 

money. It's best not to be too 

specific or you may enter into 

unwanted negotiations.  

 

You don't want to say "My 

Wednesday nights are already 

committed" only to have it 

countered with an offer to 

move the requested event to 

Monday. 

 

9. It goes against my 

principles. When you want to 

make a strong statement, one 

that weighs in with 

disapproval as well as no, 

standing on principle is the 

way to go.  

 

And it's another abstract 

concept that can't be argued 

with. Just make sure there 

aren't any points of hypocrisy 

you can be called on. 

 

10.  I'm already overcommitted. 

Depending on the situation, 

pleading over commitment 

may do more to delay a 

request than to turn it down. 

But if a short-term fix is all 

you need, it's a good one. 

 

11.  I need to check with legal. 

Sometimes policy or legal 

restraints hand you a perfect 

reason why you have to say 

no. It's worth a try, anyway. 

 

12.  I need to check with my 

team for consensus. Yet 

another way to deflect the 

issue onto something bigger 

than you and outside your 

control. 

 

13.  My predecessor was fired 

for doing that. This is 

hardball. You're not only 

saying no and taking a hard 

stand, you're cautioning the 

person that he or she is in 

dangerous territory. You're 

also communicating a message 

about the kind of behaviour 

your organization won't 

tolerate. 

 

 

 

 

14.  I was once fired for doing 

that. Here's the same hardball 

mix as "My predecessor was 

fired ..." with an extra wallop 

of personal candour. There 

aren't many people who can 

pull this one off, but if you do, 

I'm guessing the other party 

will be literally stunned into 

silence. 

 

15.  Nope! In the right situation, a 

slang refusal can maintain a 

casual but non-negotiable ne. 

 

16. No way. You can play this as 

a simple and direct response 

or, depending on how your 

tone and gestures play out, 

bring some drama and make it 

almost a dare. 

 

17. You've got this. The most 

affirming way of saying no is to 

express confidence that your 

help isn't really needed at all. 

 

There are endless variations. You 

can soften the no without 

changing your mind by offering 

ideas about others who may be 

able to help or alternative 

solutions to the problem. You can 

offer to help the next time. Or 

you can walk away, content in 

having protected the things that 

are most important to you by not 

taking on something you don't 

need or want. 

 

This article originally appeared on 

www.inc.com/lolly-daskal/how-to-

stop-saying-yes-when-you-want-to-

say-no.html?cid=nl029week12day23 

 

© Copyright, Lolly Daskal 
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Many people want to change something 

in their lives: career, environment, 

remuneration, relationship-status, fitness, 
appearance… the list goes on. But deep 

down, do they believe they are worth it? 
 

Most change is difficult… 

Change involves ditching old familiar 

habits, for new practices that 

seem odd and unfamiliar. In the 

beginning this is exciting. We push off 

from old familiar shorelines, confident 

of success. But the honeymoon period 

soon ends, and as we find ourselves 

navigating unexpected waters (or 

becalmed midstream and not moving 

at all), it’s easy to lose faith in 

ourselves. It’s too easy to go back to 

old familiar ways. 

 

Whether we are trying to lose a few 

kilos, gain a bit of assertiveness or 

raise the value of our work, we are 

sure to encounter setbacks. So, the 

crucial question is: do we believe 

enough in ourselves to continue the 

journey? 

 

Self-esteem vs. Self-worth 

Many people equate this self-belief 

with self-esteem. However, today’s 

psychologists seems to be tripping 

over each other in order to distance 

themselves from the self-esteem 

movement that has swept America 

over the past few decades. 

 

There are several problems with self-

esteem. First, it’s all too often 

conditional: on achievement, on 

appearance, on being your best. On 

many days, we are not at our best: 

these are precisely the days that we 

need our sense of self-worth. 

Second: the pursuit of self-

esteem rapidly leads to narcissism and 

self-preoccupation. Self-esteem calls 

us to walk down the street as it we 

own it. Self-worth allows us to walk 

down the street and not care who 

owns it. 

 

The net result of decades of self-

esteem focus is a generation 

preoccupied with Likes. Self-worth 

does not need this daily dose of 

validation. 

 

Foundation 

True self-worth is visible even on days 

when you are not living up to your 

own expectations of yourself. As in 

this extract from Kipling’s poem, “If”: 
If you can keep your head when all about you    
Are losing theirs and blaming it on you,    

If you can trust yourself when all men doubt 
you,  

But make allowance for their doubting too;    

If you can wait and not be tired by waiting,  
Or being lied about, don’t deal in lies,  

Or being hated, don’t give way to hating,  
And yet don’t look too good, nor talk too wise:  

 
If you can dream—and not make dreams your 
master;    

If you can think—and not make thoughts your 
aim;    
If you can meet with Triumph and Disaster  

And treat those two impostors just the same;    
If you can bear to hear the truth you’ve spoken 

Twisted by knaves to make a trap for fools,  

Or watch the things you gave your life to, 
broken,  

And stoop and build ’em up with worn-out 
tools:  

 

Self-worth is the ultimate foundation 

upon which all improvement can (or 

cannot) be built. After decades 

working with people on issues like 

pricing and value, I’ve seen a single 

truth time after time: you cannot 

charge a fee if you cannot get the 

words out. 

 

In recent years, I’ve begun to realise 

that the exact same foundation (of 

self-worth) is just as essential to love, 

happiness, career-direction, sense of 

purpose and a host of other domains. 

In particular, I see a lot of 

Millennials chasing a sense of purpose 

at work (no doubt as part of self-

esteem addiction), while their innate 

sense of self-worth is fragile or even 

unexplored. 

All too often, the result is a well-

meaning volunteer (or employee) 

running from project to project, 

chasing that elusive sense-of-purpose 

and the self-esteem it’s supposed to 

bring. Such people make the worst 

possible colleagues and collaborators. 

They are often a worse 

investment than their self-assured, 

self-serving cousins; at least with 

them, you know where you stand! 

 

Growing self-worth 

I am currently preparing a handbook 

for a short program that can be run 

either individually or in groups. 

Hopefully, this will be ready for 

September 2017, and I’m particularly 

keen to make it available to young 

people, even teenagers.   The idea is 

to work in small groups of 5-10 

people, over a 6-8 week period. At 

present, there is no charge for this 

program. If you are interested, please 

email me: john@vco-global.com 

 

© Copyright, John Niland 
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John Niland 

Self-worth: the foundation for value 
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Most management meetings are dull 

affairs stacked full of short-term urgent 

problems that need fixing.  Discussions 
focus on routine operational issues and 

of course these things have to be 

addressed.  However, from time to time 

you and your team should lift your heads 
and think about a bigger, brighter future.  

You should brainstorm strategic and 

innovative options. 
 

The kind of question you ask 

makes a big difference.  If you 

start with mundane incremental 

questions – such as how can we 

increase sales by 10% – then you 

will get mundane incremental 

answers.  These often involve 

doing a bit more of the same – 

increase marketing spend, hire 

more sales people and so on.  If 

you want radical thinking you 

need radical questions.  Here are 

some questions which I use in 

corporate brainstorm meetings.  

They will generate creative and 

sometimes drastic suggestions. 

 

1. How can we surprise and 

delight customers? 

2. How can we double our 

average order value? 

3. How can we get 100% 

brand awareness in our 

target market? 

4. How can we make all our 

employees really proud to 

work here? 

5. What is the most dramatic 

business innovation you have 

seen in the last two years? 

How could we apply that 

approach here? 

6. How can we empower people 

at all levels to make decisions 

quickly? 

7. If we want to double our 

revenues what is the single 

most important thing we must 

change and what should we 

do? 

8. If we had to cut our cost base 

by 50% but maintain revenues 

what could we do? 

9. If we had absolutely no fear of 

failure what would we try? 

10. What are the most important 

rules that we and our 

competitors follow? What if 

we broke them? 

11. If we were an aggressive new 

entrant to our market with no 

installed base what would we 

do to become the new market 

leader? 

12. How can we make all our 

people feel and act like 

entrepreneurs who own the 

business and take calculated 

risks? 

13. What are the customer 

needs and pain points 

which are not being met 

today? What will they be 

in two years’ time? 

 

Get a diverse group of people.  

Take them offsite.  Follow the rules 

of brainstorming and tackle one or 

two of these questions.  Then 

implement the best ideas that 

emerge. Great ideas are no use if 

you do not try them! 

 

© Copyright, Paul Sloane 
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next Management Meeting 
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Nobody likes being the odd one out, 

particularly if you are feeling as 

though everyone else is part of the 
“in” crowd apart from you.  

 

But if you think cliques are a thing 

of the past, then think again. 

Research by CareerBuilder found 

that 43% of workers in the US say 

their office or workplace is 

populated by cliques, whilst a 

further 20% say they have done 

something they’re not interested 

in just to fit in with their co-

workers. 

 

Although workplace cliques can 

sometimes be appealing, as being 

part of a certain group shows you 

are team player, allows you to 

socialize with those who are 

successful and can give you value 

by association, cliques within the 

workplace can also influence job 

satisfaction and promote 

animosity amongst peers. 

 

However, there are some things 

you can do to tackle this. Read on 

to find out: 

• How can cliques effect your 

job? 

• How to handle workplace 

cliques 

• When it’s time to leave your 

job 

 

How can cliques effect your job? 

The Merriam-Webster Dictionary 

defines a clique as ‘a narrow, 

exclusive circle or group of 

persons; especially: one held 

together by common interests, 

views, or purposes.” But not to 

be confused with a team, cliques 

can also be a form of exclusion 

and rejection. 

 

Being part of the dominant group 

within your office may seem 

appealing, but it might not be the 

best career move.  

 

Even if you think you are hanging 

out with the “in” crowd or the 

“A+ performers”, as CNN 

reports, you can just easily be 

associated the “D+ crowd” 

depending on how management 

view the people you are regularly 

seen with. 

 

This can label you with the 

common ‘guilty by association’ 

phrase and be damaging to your 

career progression. Amy Hoover, 

president of Talent Zoo says: “It’s 

easy to get labelled as part of ‘that 

group’ and then it becomes part 

of your identity. Sometimes who 

you associate with is who you 

become to a boss or manager.” 

 

Often, cliques are linked to 

gossiping about people in the 

office, which can be particularly 

hurtful to those who find 

themselves being talked about.  

 

This type of bullying at work can 

have harsh consequences for 

those both in and out of the 

clique, changing the office dynamic 

dramatically. Gossiping can also 

have impacts on your 

development in the company, 

particularly if you have just 

started. 

 

How to handle workplace cliques 

There is nothing wrong with being 

social at work, and it definitely 

isn’t a crime to hang out with 

people who have the same 

interests. However, if you see that 

groups are starting to alienate 

certain people, or you start to feel 

excluded from certain groups at 

work, there are a few things you 

can do to help. 

 

Expand your circle 

Practising your own inner-office 

networking allows you to get to 

know colleagues you don’t see as 

regularly and means you can avoid 

HR Insights for Professionals  

Dealing with Workplace Cliques 
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If you are not willing to learn, 

no one can help you.  
 

If you are determined to learn 

no one can stop you. 
Zig Ziglar 

 

 
The only thing that is more 

expensive than education is 
ignorance. 
Benjamin Franklin 

 

 
Educating the mind without 

educating the heart is no 

education at all. 
Aristotle 

 

being associated with one single 

group.  

 

If there are certain members in a 

clique that you want to be friends 

with, try approaching this 

individual at a time when they are 

on their own or away from the 

rest of the clique. Diane 

Gottsman, etiquette expert and 

modern manners authority said: 

“Expanding your circle of 

professional connections isn’t limited 

to mixers and community functions. 

Challenge yourself to reach out to 

colleagues you don’t see regularly. 

You may potentially be overlooking 

an alliance or mentorship 

opportunity.” 

 

Be careful and considerate 

Gossiping about the contestants 

on the latest series of The 

Apprentice is somewhat different 

to gossiping about what someone 

at work has done to annoy you. 

It’s best to keep your opinions to 

yourself and not get involved in 

bad-mouthing anyone, whether 

they are a co-worker or manager. 

Lisa Skeete Tatum, founder and 

CEO of Landit said: “Make it clear 

to your colleagues that you’re not 

interested in gossiping or getting 

in the middle of drama. Don’t 

comment or add fuel to the fire 

or rumours. Avoid associating 

with troublemakers, too.” 

 

Be careful to not gossip outside of 

the office too, as you never know 

who could be listening, or watching. 

Posting negative comments on social 

media sites can be damaging to your 

reputation, career and can get you 

“Facebook fired”. Even if you aren’t 

friends with any of your work 

colleagues, people can still find 

comments you’ve posted and once 

it’s been published, its online for 

everyone to see, whether you 

delete it or not. 

 

Encourage new work 

relationships 

If you are a manager, it’s important 

not to show favouritism when 

delegating new tasks as this can 

spark gossip and cliques within the 

company and it’s often easier to 

solve an issue between two 

colleagues and facilitate a discussion 

between them. Organising group 

activities for the whole office can 

encourage people to step out of 

their comfort zone and speak to 

people they don’t usually talk to in 

the office. Not only will this improve 

the overall morale in the office if 

there is an issue with cliques, it will 

also develop teamwork and 

productivity amongst your 

employees. 

 

Know when enough is enough 

Roxana Hewerston, president and 

CEO of the Highland Consulting 

Group said: “Sometimes it’s worth it 

to wait it out, and sometimes it’s 

not.”  

 

If the bad atmosphere of the office 

is causing you to feel as though 

you would be better off leaving 

the company, it’s time to consider 

how big the problem is. If you 

don’t feel like you “fit” in the 

company anymore and all you do 

is complain about your job, it 

might be time to leave it behind 

and look for somewhere where 

you would be happier. 

 

Remembering why you started 

working at the company is 

important, but if the reasons for 

leaving now outweigh these and 

the drama amongst co-workers is 

getting to much, it might just be 

time to say goodbye. 
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https://www.insightsforprofessionals.com/articles/marketing
https://www.insightsforprofessionals.com/articles/hr
https://www.insightsforprofessionals.com/articles/it
https://www.insightsforprofessionals.com/articles/management/sales
https://www.insightsforprofessionals.com/articles/finance
https://www.insightsforprofessionals.com/articles/management
https://www.insightsforprofessionals.com/articles/management
https://www.insightsforprofessionals.com/articles/management/leadership
https://www.insightsforprofessionals.com/
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Building a team that exceeds 

expectations every time is easy 
when you follow this formula. Don't 

leave your team results to chance! 
 

 

In all aspects of our life, teamwork 

plays a vital role. Whether we're 

on a field or in the boardroom, 

we engage with and depend on 

others to accomplish virtually 

every task. 

 

Because we depend so heavily on 

teams, we don't want to leave it 

to chance to construct and 

manage them. 

 

Fortunately for us, researchers 

and entrepreneurs Rich Karlgaard 

and Michael S. Malone distill the 

process of creating the highest 

performing teams in their best-

selling book, Team Genius: The 

New Science of High Performing 

Teams. 

 

Here are five of the most 

important factors for high-

performing teams, along with 

some unusual findings that may 

contradict your previous 

assumptions about successful-

team building. 

 

 

1. Self-awareness at the team 

level. 

While teams consist of individuals, 

a cohesive team is in fact a stand-

alone, unified structure. The book 

presents a list of 20 questions that 

a leader should answer when 

assembling a team. Huffington 

Post writer Vanessa Van Edwards 

boils down the 20 questions to 

five "power questions:" 

• Are you in the right team in 

the right moment? 

• Can your team stay ahead of 

the changes in your industry? 

• Are your teams the right size 

for the job? 

 

• Do you have the right people 

in the right positions on your 

team? 

• Is your team prepared for a 

crisis, disruption, or change in 

leadership? 

 

2. The right number.  

The ideal number of team 

members is two. 

 

"Pairs are the simplest and most 

stable bond in chemistry and in 

life. Humans form pairs in love 

and marriage and as friends.  

Marissa Levin 
The 5 most important characteristics of great 

teams 

 
 

 

Talent wins games but 

teamwork wins championships." 

~Michael Jordan. 

http://richkarlgaard.com/
http://www.michaelsmalone.com/tablet/about.html
https://amzn.com/006230254X
https://amzn.com/006230254X
https://amzn.com/006230254X
http://www.scienceofpeople.com/2015/11/the-science-of-teams/
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Adding a third person to a pair 

often complicates matters, and 

some trios can be explosive," says 

Karlgaard. There are four main 

categories of team pairings: 

• Occasion pairs come 

together for a specific project. 

They band and disband 

quickly. They don't always like 

each other but they need each 

other. 

• Similarity pairs are often 

ideally paired and work 

together in complete 

harmony. They can become 

too interdependent on each 

other. 

• Difference pairs consist of 

partners that complement 

each other's strengths and 

weaknesses. They are 

opposites attracting. 

• Inequality pairs include 

leader/follower or 

mentor/protégé pairings. 

There is always an imbalance 

among the partners. 

 

For medium-sized teams, five-nine 

members is the optimal number 

for building closeness. For larger 

groups, 11-18 team members is 

the maximum number of people 

someone can trust. 

 

For much larger teams, 150 and 

1,500 are magic numbers. 

 

3. Strong communication.  

Alex Pentland, director of MIT's 

Human Dynamics Lab, found in his 

research that there are three 

aspects of communication that 

affect team performance: 

• Energy: the number and the 

nature of exchanges among 

team members. Pentland's 

research concluded that 35 

percent of the variation in a 

team's performance can be 

accounted for simply by the 

number of face-to-face 

exchanges among team 

members. 

• Engagement: the 

distribution of energy among 

team members. The more 

evenly-distributed the 

engagement among team 

members, the stronger the 

team. 

 

 

 

• Exploration: communication 

that members engage in 

outside their team. Higher-

performing teams seek more 

outside engagement. 

 

4. Team chemistry. 

Chemistry is indisputable. It can 

never be forced or fabricated. If 

it's there, we can't deny it. If it's 

not there, we can't make it 

manifest. This applies to our 

personal relationships as well as 

team dynamics. 

 

When team members have good 

chemistry, their brains produce 

more Oxytocin, which is the 

hormone that helps us feel more 

connected to other people.  

 

Greater levels of Oxytocin 

produce more pleasure, deeper 

trust, and stronger intimacy. Team 

members that have strong 

chemistry are deeply unified in 

their common purpose. 

 

5. Cognitive diversity. 

The highest-performing teams 

consist of people who think 

differently, who approach 

problems from different 

perspectives, and who have 

varying levels of risk tolerance. 

 

Left-brain thinkers are logical and 

analytical; right-brain thinkers are 

creative and intuitive. When 

you're building a team, choose "a 

whole-brain team" with an equal 

distribution of left-brain and right-

brain thinkers. 

 

These five factors are proven to 

yield powerful teams that can be 

40 percent more likely to create a 

successful breakthrough. 

 

Best of luck in assembling or 

reconfiguring your next teams. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright, Marissa Levin 
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https://hbr.org/2012/04/the-new-science-of-building-great-teams
https://twitter.com/marissalevin
http://successfulculture.com/
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At the age of 12, Todd Rose was a 
high-school dropout struggling to 

support his wife and two small 

children. He was on state benefits 

and had worked his way through 

ten minimum wage jobs in two 
years. 

 

Todd remembers his report cards 

at school which had a common 

thread and read, "He’s a little 

hyperactive and finds it difficult to 

fit in." 

 

One day when he was at a very 

low ebb, blaming his school and 

teachers for his misfortune, 

Todd’s father – who had worked 

his way up from tea boy and floor 

cleaner to mechanical engineer – 

gave him some life changing 

advice: "I’ve lived with you for 21 

years Todd. You’re not lazy or 

stupid. You just need to find 

something that really interests you 

and someone to teach it to you." 

 

His dad’s words hit home so he 

enrolled in a series of human 

biology classes at his local college.  

 

Todd found the psychology 

classes gripping, not least because 

he realized that school had not 

worked out because he was 

outside the range of the average, 

normal student and as such, not 

catered for. 

 

 

 

The reality is that no one is 

actually completely average and 

has at least one skill or talent, be 

that as yet undeveloped, which is 

well above average.  

 

In a world that has perpetuated 

the cult of the average and valued 

sameness, conformity is losing its 

grip on the reins as authenticity 

and exceptions rule.  

 

There’s one thing that you’re a 

world champion at. No one does 

it better than you. You’re the best 

at being you. And when you’re 

being your best self, your world 

will transform from a round hole 

to the shape of your square peg. 

 

Ps. Todd is now 41 years old and 

Professor of Education at Harvard. 

 

© Copyright, Sunil Bali 
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Take heed. Cut it out! Figuratively and 
literally, we are being drowned in, and 

burdened by red tape. It’s a drag, in 

more ways than one. 
 

Sadly, it is often tolerated, indeed, 
expected and planned for. Throughout 
Australia, the more readily identifiable 

and quantifiable red tape and 
bureaucracy are estimated to cost $65 
billion per annum. Put into context, that 

represents about $7,300 per household– 
four times the annual Medicare levy. 
  
Look beyond 

When addressing the disturbing and 
growing Federal and State governments 
debts and deficits, politicians, 

economists, bankers and academics tend 
to focus on the alternatives of increasing 
taxes, cutting expenditures and 
implementing retrenchments. Little or 

no consideration is given to eliminating, 
or substantially eliminating red tape. 
  

Similar circumstances arise in reviews 
and audits of business activities, with a 
focus on development, growth and profit 
enhancement. 

  
An annual total of $65 billion would pay 
for the expensive NBN (National 

Broadband Network), which is projected 
at $49 billion, or offset more than the 
cost of $43 billion for the proposed 
second major Sydney Airport at 

Badgerys Creek. 
  
The deposed Colin Barnett –led Liberal 

Party – National alliance Western 
Australian state government’s total 
deficit of $33 billion could have been 
settled twice within a year, with no need 

to increase contributions from the GST 
(Goods and Services Tax) receipts. Now 
that would have been a winner and vote 

catcher. 
  
The removal of the burdens of red tape 
and bureaucracy is good for lifestyles 

and social aspirations. 
 
 

Home is where the heart is 

In many capital cities and localities, 
aspiring first home buyers have been, or 
are being, priced out of the market. 
Market values continue to spiral and 

deposit gaps widen, while dreams 
crumble. 
  

It is estimated that multiple layers of red 
tape and bureaucracy extend approval 
and construction times to such an 
extent that new residence cost increases 

range from $20,000, to as much as 
$150,000. Ouch! 
 

Local governments and regulatory 
authorities have key roles to play, for 
the benefit of many, in eliminating red 
tape and bureaucracy. Compliance and 

conformity, a shift in corporate culture 
should be, if not must be, complemented 
with an emphasis on expediency and 

acceleration. 
  
Road- blocks 
A fixation on direct and immediate costs 

often doesn’t consider the consequential 
cost burden. 
  

Constructing, extending and widening 
motorways with one-shift-a-day 
schedules avoid overtime and penalty 
rates.... - at a considerable cost. 

  
The productivity, earnings and lifestyles 
of countless commuters are adversely 

affected, often because of unnecessary 
extended construction schedules. 
  
These additional and contingent costs 

are difficult, if not impossible, to identify 
and quantify. So, they are often ignored 
  

Threats of slow-downs and work-to-
rules suggest that rules are inefficient, 
inappropriate and in need of 
replacement. 

  
Creative applications by highly qualified 
engineers, designers, accountants and 

project managers, could surely address 
and redress the impediments and costs 
of redundant red tape and bureaucracy. 
  

Order, please!  
The practice of writing order forms, 
submitting such for approval, distributing 

the same to suppliers and then verifying 
receipt of stock is slow, antiquated and 
inordinately costly. On-time, real-time 
interface between purchase processes, 

suppliers, and logistic operations is long-
established, but not extensively applied. 

An increasing number of businesses are 

getting cut-through (red tape) and 
enjoying improved margins, greater 
productivity and bigger profit margins. 
Cultural change is necessary, including 

the removal of requests to “put it in 
writing”. Why? Those requests create 
work, feed bureaucracy and contribute 

little positive output. 
  
A different orientation  
There is much to gain in productivity, 

profits, staff morale and overall lifestyles 
by re-orientating the focus from the 
economic “headwinds” to the drag of red 

tape and bureaucracy. The latter’s 
presence extends well beyond the three 
tiers of government in Australia. Look 
no further than the tax laws, and the 

attendant compliance costs and fees paid 
to accountants. In short, look within. 

 

© Copyright, Barry Urquhart 
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I often find myself taken aback by a 

client’s commitment to the quality of 

the work they do for their customers. 
At the same time there is this niggling 

question in the background - ‘how do 

we grow this business and keep delivering 

the same levels of service?’  
 

Often they go looking for help 

and wind up sitting in front of me. 

My first step is to find out 

whether they actually need a 

business coach and if so, whether 

I am the right match for them.  

 

When I meet a prospective client 

for the first time they often want 

me to fix a specific problem in 

their business. It could be “How 

do I get more sales?” or, “How do 

I get my staff more engaged?” but 

in some cases, they don’t really 

have a problem.  

 

Some clients just want to know 

what levers they need to pull to 

get the business to the next stage. 

They are frustrated at the plateau 

they have reached and can’t agree 

how to move forward. 

 

Consultants and business coaches 

are two different things. Business 

coaching is a relatively new 

industry and many business 

owners don’t fully understand 

what we do.  Consultants fix 

‘problems’ in businesses. Coaching 

is different; it’s about the client 

acquiring the skills themselves to 

deal with the issues that arise day-

to-day in their businesses. 

How does coaching help? I use a 

golfing analogy (even though many of 

my clients look like they've been too 

busy to go anywhere near a golf 

course for a long time). On the 

course the business is playing off 

about a 13 handicap. The simple 

questions I ask are “what handicap 

do you want to go down to?” and 

“how long do you want to take to 

get there?” 

 

That’s when the silence happens… 

After an unusually long pause one 

client asked another question: “Can 

you help us with that?” Yes, is the 

simple answer. 

 

It’s my job as the business coach to 

provide the framework for them to 

see their business issues and for 

them to have the clarity and 

confidence to act accordingly.  

 

At times, because of my 30 years 

business experience and drawing from 

the hundreds of businesses that I have 

taken to the next level of success, I’ll 

also provide some direct consulting 

advice. I call it the “magic mix”. 

© Copyright, Ron Tanner 
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Getting businesses to help themselves        
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Do you have bad netiquette? In other 

words, are you appalling colleagues 

with your awful e-mail manners? 
Clean-up your act with these 

etiquette tips from the experts. 
 

In the age of the Internet, you 

might find yourself clicking "reply," 

typing up a quick response, and 

hitting "send" without giving so 

much as a thought about what 

you've just written. But experts 

agree that your e-mail behavior 

has the potential to sabotage your 

reputation both personally and 

professionally. Inc.com got in 

touch with some of the industry's 

most seasoned e-mail experts and 

had them weigh in on how to 

perfect your e-mail etiquette. 

 

1.    Only discuss public 

matters.  

We've all heard the stories about 

a "private" e-mail that ended up 

being passed around to the entire 

company, and in some cases, all 

over the Internet. One of the 

most important things to consider 

when it comes to e-mail etiquette 

is whether the matter you're 

discussing is a public one, or 

something that should be talked 

about behind closed doors. Ask 

yourself if the topic being 

discussed is something you'd write 

on company letterhead or post on 

a bulletin board for all to see 

before clicking "send." --Judith 

Kallos, author of E-Mail Etiquette 

Made Easy, E-Mail: The Manual, and 

E-Mail: A Write It Well Guide 

 

2.    Briefly introduce yourself. 

Do not assume the person 

receiving your e-mail knows who 

you are, or remembers meeting 

you. If you are uncertain whether 

the recipient recognizes your e-

mail address or name, include a 

simple reminder of who you are in 

relation to the person you are 

reaching out to; a formal and 

extensive biography of yourself is 

not necessary. --Peggy Duncan, 

personal productivity expert and 

author of Conquer Email Overload 

with Better Habits, Etiquette, and 

Outlook 2007 

3.    Don't "e-mail angry."  

E-mailing with bad news, firing a 

client or vendor, expressing anger, 

reprimanding someone, 

disparaging other people in e-mails 

(particularly if you're saying 

something less than kind about 

your boss) are all major no-no's. 

Because e-mail can seem so 

informal, many people fall into this 

trap. Always remember that e-mail 

correspondence lasts forever. --

Lindsey Pollak, career and 

workplace expert, e-mail etiquette 

consultant, and author of Getting 

From College to Career 

 

 

 

Lindsay Silberman  

25 tips for perfecting your e-mail etiquette  
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4.  Use exclamation points 

sparingly.  

The maximum number of 

exclamation points in a business e-

mail? One. Otherwise, you risk 

looking childish and 

unprofessional. --Pollak 

 

5.  Be careful with confidential 

information.  

Refrain from discussing 

confidential information in e-mails 

such as someone's tax information 

or the particulars of a highly-

sensitive business deal. Should the 

e-mail get into the wrong person's 

hands, you could face serious - 

even legal - repercussions. --Peter 

Post, director of the Burlington, 

Vermont-based Emily Post 

Institute, which offers etiquette 

advice and answers to manners 

questions such as wedding 

etiquette, parenting issues and 

table manners. 

 

6.   Respond in a timely 

fashion.  

Unless you work in some type of 

emergency capacity, it's not 

necessary to be available the 

instant an e-mail arrives. 

Depending on the nature of the e-

mail and the sender, responding 

within 24 to 48 hours is 

acceptable. --Duncan 

 

7.  Refrain from sending one-

liners.  

"Thanks," and "Oh, OK" do not 

advance the conversation in any 

way. Feel free to put "No Reply 

Necessary" at the top of the e-

mail when you don't anticipate a 

response. --Duncan 

 

8.   Avoid using shortcuts to 

real words, emoticons, 

jargon, or slang.  

Words from grown, business 

people using shortcuts such as "4 

u" (instead of "for you"), "Gr8" 

(for great) in business-related e-

mail is not acceptable. If you 

wouldn't put a smiley face or 

emoticon on your business 

correspondence, you shouldn't put 

it in an e-mail message. Any of the 

above has the potential to make 

you look less than professional. --

Duncan 

 

 

 

 

9. Keep it clean.  

Nothing annoys recipients more 

than when people reply and leave 

the messages messy, for example, 

an e-mail chain that includes 

excessive carets (>>>), or pages 

and pages of e-mail addresses that 

weren't protected using Bcc. You 

can get rid of carets by selecting 

the text, Ctrl+F to use the Find 

and Replace command to find a 

caret and replace all of them with 

nothing. You can get rid of all the 

e-mail addresses just by deleting. 

Clean it up, then send it. --Duncan 

 

10. Be clear in your subject 

line.  

With inboxes being clogged by 

hundreds of e-mails a day, it's 

crucial that your subject line gets 

to the point. It should be 

reasonably simple and descriptive 

of what you have written about. 

Expect that any e-mail with a cute, 

vague, or obscure subject will get 

trashed. Also, proof your subject 

line as carefully as you would 

proof the rest of the e-mail. --Post 

 

11. Don't get mistaken for 

Spam.  

Avoid subject lines that are in all 

caps, all lower case, and those that 

include URLs and exclamation 

points - which tend to look like 

Spam to the recipient. --Judith 

Kallos, author of E-Mail Etiquette 

Made Easy, E-Mail: The Manual, 

and E-Mail: A Write It Well Guide 

 

12. Your subject line must 

match the message.  

Never open an old e-mail, hit 

Reply, and send a message that has 

nothing to do with the previous 

one. Do not hesitate to change 

the subject as soon as the thread 

or content of the e-mail chain 

changes. --Peggy Duncan, personal 

productivity expert and author of 

Conquer Email Overload with 

Better Habits, Etiquette, and 

Outlook 2007. 

 

 

 

 

 

 

 

 

 

 

 

13. Provide a warning when 

sending large attachments.  

Sending unannounced large 

attachments can clog the 

receiver's inbox and cause other 

important e-mails to bounce. If 

you are sending something that is 

over 500KB, senders should ask, 

'Would you mind if I sent you an 

attachment? When would be the 

best time for you?' --Kallos 

 

14. No more than two 

attachments, and provide 

a logical name.  

Unless it's been specifically 

requested, refrain from sending a 

message with more than two 

attachments. Also, give the 

attached file(s) a logical name so 

the recipient knows at a glance the 

subject and the sender. --Duncan 

 

15. Send or copy others only 

on a need to know basis.  

Before you click Reply All or put 

names on the Cc or Bcc lines, ask 

yourself if all the recipients need 

the information in your message. If 

they don't, why send it? Take time 

to send your messages to the right 

people. --Duncan 

 

16. Beware of the "reply all."  

Do not hit "reply all" unless every 

member on the e-mail chain needs 

to know. You want to make sure 

that you are not sending everyone 

on a list your answer-;whether 

they needed to know or not. --

Duncan 

 

17. Pick up the phone.  

When a topic has lots of 

parameters that need to be 

explained or negotiated and will 

generate too many questions and 

confusion, don't handle it via e-

mail. Also, e-mail should not be 

used for last minute cancellations 

of meetings, lunches, interviews, 

and never for devastating news. If 

you have an employee or a friend 

you need to deliver bad news to, a 

phone call is preferable. If it's news 

you have to deliver to a large 

group, e-mail is more practical. –

Duncan. 
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18. Evaluate the importance 

of your e-mail.  

Don't overuse the high priority 

option. If you overuse this feature, 

few people will take it seriously. A 

better solution is to use 

descriptive subject lines that 

explain exactly what a message is 

about. --Duncan 

 

19. Maintain privacy.  

If you're sending a message to a 

group of people and you need to 

protect the privacy of your list, 

you should always use "Bcc."  

 

Additionally, avoid giving out e-

mail addresses to a third party 

(such as an Evite, newsletter, etc).  

 

Make sure that addresses you 

willingly hand over to third parties 

stay with them, especially when 

the service they're offering is free. 

--Duncan 

 

20. Keep it short and get to 

the point.  

The long e-mail is a thing of the 

past. Write concisely, with lots of 

white space, so as to not 

overwhelm the recipient.  

 

Make sure when you look at what 

you're sending it doesn't look like 

a burden to read - feel free to use 

bullet points.  

 

The person reading your e-mail 

should not have to dig through 

several paragraphs in order to 

figure out what you're asking. You 

should state the purpose of the e-

mail within the first two 

sentences. Be clear, and be up 

front. --Lindsey Pollak, career and 

workplace expert, e-mail etiquette 

consultant, and author of Getting 

From College to Career 

 

21. Know your audience.  

Your e-mail greeting and sign-off 

should be consistent with the level 

of respect and formality of the 

person you're communicating 

with.  

 

 

 

 

 

 

 

 

 

Also, write for the person who 

will be reading it - if they tend to 

be very polite and formal, write in 

that language. The same goes for a 

receiver who tends to be more 

informal and relaxed. --Lindsey 

Pollak, career and workplace 

expert, e-mail etiquette 

consultant, and author of Getting 

From College to Career 

 

22. Always include a 

signature.  

You never want someone to have 

to look up how to get in touch 

with you. If you're social media 

savvy, include all of your social 

media information in your 

signature as well. Your e-mail 

signature is a great way to let 

people know more about you, 

especially when your e-mail 

address is does not include your 

full name or company.  –Pollak 

 

23. Only use an auto-

responder when 

necessary.  

An automatic response that says, 

"Thank you for your e-mail 

message. I will respond to you as 

soon as I can" is useless. However, 

one thing these messages do great 

is alert spammers that your e-mail 

is real and that they can add you 

to their spam list. --Peggy Duncan, 

personal productivity expert and 

author of Conquer Email 

Overload with Better Habits, 

Etiquette, and Outlook 2007 

 

24. Train your staff.  

Business owners should make sure 

their staff is trained in e-mail 

communications - don't assume 

they know what they're doing, and 

what is considered professional. 

Set up e-mail standards that 

everyone at the company should 

abide by. --Pollak 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

25. Your e-mail is a reflection 

of you.  

Every e-mail you send adds to, or 

detracts from your reputation. If 

your e-mail is scattered, 

disorganized, and filled with 

mistakes, the recipient will be 

inclined to think of you as a 

scattered, careless, and 

disorganized businessperson.  

 

Other people's opinions matter 

and in the professional world, 

their perception of you will be 

critical to your success. --Peter 

Post, director of the Burlington, 

Vermont-based Emily Post 

Institute, which offers etiquette 

advice and answers to manners 

questions such as wedding 

etiquette, parenting issues and 

table manners. 

 

This article originally appeared on 

Inc.com, 

www.inc.com/guides/2010/06/email-

etiquette.html?cid=nl029week12day
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Emotional intelligence is nothing new. 

 

Sure, the term was coined in the 
1960s, and popularized by 

psychologists in recent decades. But 

the concept of emotional intelligence 

which I define as a person's ability to 
recognize and understand emotions 

and use that information to guide 

decision making has been around as 

long as we have. 
 

This skill we refer to as emotional 

intelligence (also known as EI or 

EQ) is like any other ability: You 

can cultivate it, work to enhance 

it, sharpen it. 

 

And it's important to know that, 

just like other skills, emotional 

intelligence can be used both 

ethically and unethically. 

 

The dark side of emotional 

intelligence 

Organizational psychologist and 

best-selling author Adam Grant 

identified EI at its worst in his 

essay for The Atlantic, "The Dark 

Side of Emotional Intelligence": 

 

Recognizing the power of 

emotions...one of the most 

influential leaders of the 20th 

century spent years studying the 

emotional effects of his body 

language. Practicing his hand 

gestures and analyzing images of 

his movements allowed him to 

become "an absolutely 

spellbinding public speaker," says 

the historian Roger Moorhouse "it 

was something he worked very 

hard on." 

 

His name was Adolf Hitler. 

The last thing anyone wants is to 

be manipulated, whether it's by 

politicians, colleagues, or even 

those who claim to be our friends. 

 

Below, I've listed 10 ways 

emotional intelligence can be used 

against you. Of course, these 

actions and characteristics don't 

always identify a lack of ethics; a 

person may practice them 

unintentionally. Nonetheless, 

increasing awareness of these 

behaviors will equip you to deal 

with them strategically, and 

sharpen your own EQ in the 

process. 

 

1. They play on fear. 

A manipulator will exaggerate 

facts and overemphasize specific 

points in an effort to scare you 

into action. 

 

Strategy: Beware of statements that 

imply you lack courage or attempts 

to instill a fear of missing out. Make 

sure you have the whole picture of a 

situation before taking action. 

 

2. They deceive. 

All of us value transparency and 

honesty, but manipulators hide the 

truth or try to show you only one 

side of the story. For example, 

consider the manager or employee 

who purposefully spreads unconfirmed 

rumors and gossip to gain a strategic 

advantage. 

 

Strategy: Don't believe everything you 

hear. Rather, base your decisions on 

reputable sources and ask questions 

when details aren't clear. 

 

3. They take advantage when 

you're happy. 

Often, we're tempted to say yes to 

anything when we're in an especially 

good mood, or jump on opportunities 

that look really good at the time (but 

that we haven't really thought 

through). Manipulators know how to 

take advantage of those moods. 

 

Strategy: Work to increase awareness 

of your positive emotions just as much 

as your negative emotions. When it 

comes to making decisions, strive to 

achieve balance. 

 

4. They take advantage of 

reciprocity. 

Manipulators know it's harder to say 

no if they do something for you so 

they may attempt to flatter, butter 

you up, or say yes to small favors...and 

then ask you for big ones. 

 

Strategy: For sure, giving brings more 

joy than receiving. 

 

But it's also important to know 

your limitations. And don't be 

afraid to say no when appropriate. 

 

Justin Bariso  

10 ways manipulators use emotional 

intelligence for evil (and how to fight back) 
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5. They push for home-court 

advantage. 

"A manipulative individual may 

insist on you meeting and 

interacting in a physical space 

where he or she can exercise 

more dominance and control," 

says Preston Ni, author of How 

to Successfully Handle 

Manipulative People. 

 

These people may push to 

negotiate in a space where they 

feel ownership and familiarity, like 

their office, home, or any other 

place you might feel less 

comfortable. 

 

Strategy: If you need to negotiate, 

offer to do so in a neutral space. If 

you must meet the person on his 

or her home turf, ask for a drink 

of water and engage in small talk 

upon arrival, to help you get your 

bearings. 

 

6. They ask lots of questions. 

It's easy to talk about ourselves. 

Manipulators know this, and they 

take advantage by asking probing 

questions with a hidden agenda 

discovering hidden weaknesses or 

information they can use to their 

advantage. 

 

Strategy: Of course, you shouldn't 

assume wrong motives in 

everyone who wants to get to 

know you better. But beware of 

those who only ask questions 

while refusing to reveal the same 

information about themselves. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7. They speak quickly. 

At times, manipulators will speak 

at a faster pace or use special 

vocabulary and jargon in an 

attempt to gain advantage. 

 

Strategy: Don't be afraid to ask 

people to repeat their point, or to 

ask questions for clarity. You can 

also repeat their point in your 

words, or ask them to name an 

example allowing you to regain 

control of the conversation. 

 

8. They display negative 

emotion. 

Some people purposefully raise 

their voice or use strong body 

language to show they're upset, in 

an effort to manipulate your 

emotions. (Basketball coaches are 

masters at this.) 

 

Strategy: Practice the pause. If 

someone demonstrates strong 

emotion, take a moment before 

reacting. In some instances, you 

may even walk away for a few 

minutes. 

 

9. They give you an 

extremely limited time to 

act. 

An individual may try and force 

you to make a decision within a 

very unreasonable amount of 

time. In doing so, he or she wants 

to coerce you into a decision 

before you have time to weigh the 

consequences. 

 

 

 

Strategy: Don't submit to 

unreasonable demands. If your 

partner refuses to give you more 

time, you're better off looking for 

what you need somewhere else. 

 

10. They give you the silent 

treatment. 

"By deliberately not responding to 

your reasonable calls, text messages, 

emails, or other inquiries, the 

manipulator presumes power by 

making you wait, and intends to 

place doubt and uncertainty in your 

mind," says Ni. "The silent treatment 

is a head game, where silence is 

used as a form of leverage." 

 

Strategy: After you've attempted 

communication to a reasonable 

degree, give your partner a deadline. 

In situations where alternatives are 

unavailable, a frank discussion 

addressing his or her 

communication style may be 

necessary. 

 

Putting it into practice 

There will always be those who 

work to increase their emotional 

awareness in both themselves and 

others. Sometimes, they'll use that 

power for manipulative influence. 

 

And that's exactly why you should 

sharpen your own emotional 

intelligence to protect yourself when 

they do.   

 

This article originally appeared on 

Inc.com, www.inc.com/justin-

bariso/10-ways-manipulators-use-

emotional-intelligence-for-evil-and-

how-to-fight-

back.html?cid=em01011week34day23a 
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The last 3 industrial revolutions were 

interlinked with continuity from one 

revolution to the next but the fourth 
industrial revolution (or so called 

Industry 4.0) is a distinct one and is 

evolving at an exponential rather than 

a linear pace. This brings with it, a 
transformational disruption in almost 

every industry.  

 

Boston Consulting Group's 

infographic below shows the 

various dimensions of the fourth 

industrial revolution.  

With huge advances in the above 

shown areas, demand for highly 

skilled workers like IT, Data 

Science, Specialised sales will 

surge while demand for rank-and-

file workers with less education 

and lower skills will drop. There is 

a hollowing out happening in the 

middle layer. This means new 

multi-disciplinary skills need to be 

acquired by our workforce who 

are compelled to deal with 

increasing ambiguity and 

uncertainty.  

 

More than 35% of skills 

considered important today will 

have changed within the next 5 

years. If Moore's Law applies to 

employment, it would mean 

workers must master new sets of 

technology every 2 years or so. 

McKinsey estimates that 60% of 

future jobs would have more than 

30% of activities automated by 

technology. Artificial intelligence 

and robotics will rebalance what 

jobs look like in the future. 

Manual and routine tasks are 

more susceptible to automation 

while social skills are relatively 

less automatable. All these 

numbers further add weight to 

the importance of acquiring 

specific skills for the future 

economy whilst knowledge is 

becoming a commodity.  

 

Drawing data from World 

Economic Forum as well as from 

our own experiences with 

organizations globally,  

Avvanz envisions the following 

skills to be very critical for the 

future economy: 

 

1) Open to change, be the 

change and be adaptable to 

change - This is very critical 

especially now that we are faced 

with drastic unexpected 

circumstances all around us 

 

2) Cognitive flexibility to 

switch between different types of 

thinking dimensions and mindsets. 

The flexibility should extend to 

being able to work across multiple 

disciplines and extract and 

integrate concepts from different 

fields. Knowing one's own 

discipline alone is not sufficient 

anymore.   

 

3) Innovative and Adaptive 

thinking along with 

computational thinking and data 

analytics now that Big Data is a 

reality in our daily lives now 

 

 

 

Kannan Chettiar 

Critical Skills for Industry 4.0 
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4) Complex problem solving 

with a creative mindset and then 

make effective judgment calls to 

aid in robust data driven decision 

making 

 

5) Managing people the new 

age way - We can't manage the 

millennials (who form part of the 

3 generations who are co-existing 

in our workforce now) and the 

freelancing workers the same way 

we were managed decades ago. 

Traditional managerial and 

leadership frameworks and 

methodologies are gradually losing 

relevance and have to be 

revamped.   

 

6) Virtual collaboration - To 

be able to do this effectively, we 

need literacy in various 

technological platforms.  

 

7) Emotional intelligence - 

This is needed both in real-life and 

in virtual space. It has elements of 

self-awareness, self-management, 

intrinsic motivation, empathy and 

social skills.  

 

 

 

 

 

 

 

 

 

 

 

 

 

8) Advanced negotiation 

techniques - These will greatly 

aid in workplace, client-vendor 

environment and upward and 

downward management. 

Negotiating productively for win-

win situations is essentials.  

 

9) Service orientation - In 

Industry 4.0 or future revolutions, 

I highly doubt robots can offer a 

high degree of human touch and 

hence this will continue to be a 

key skill we need to possess.  

 

10) Technical 

entrepreneurship - This itself 

requires many skills and unique 

characteristics like risk taking, 

persistence, marketing savviness 

and coding skills to name a few.   

 

Now that we have talked about 

the key skills needed for the 

future economy, we have to 

accept that even the process of 

acquiring these skills have moved 

beyond the traditional classroom 

setting. In Avvanz, we are 

increasing seeing leaders of 

business, HR and learning and 

development requesting for a 

blended learning approach to 

actively and effectively engage the 

workforce to upskill them to get 

them ready to scale with the 

future economy.  
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A culture of innovation can be the 

difference between business success 

and failure in today’s marketplace. 

According to a 2015 Forbes article, 

one of the greatest failures cited for 
US businesses was failure to innovate. 

In a world that demands that we do 

it faster, cheaper, better, smarter, 

and with a more personal touch and 
focus on the customer, the article 

says it best: failure to innovate is 

signing a death warrant for your 

company. 
 

Building a culture of innovation 

might just sound like the latest 

buzzword (and the term is 

certainly everywhere, that’s for 

sure,) but it just makes for smart 

business: the idea of creating 

connection and passionate idea 

generation through your most 

powerful asset — your employees 

— is the path to the next great 

evolution of your company. There 

are plenty of ways to go about 

building one, but here are a few 

examples you might want to 

follow: 

 

Smash your hierarchy: While 

management structure exists for 

the successful operation of your 

company, it shouldn’t stand in the 

way of idea generation. CEOs and 

top management generating 

conversations with everyone at 

every level means all ideas can be 

heard regardless of where they sit 

on your org chart. The Next Big 

Thing can come from the 

mailroom or your interns. Don’t 

miss out on it. 

 

Rethink meetings:  The rise of 

the gig economy and Millennials 

has ostensibly challenged “face 

time” and staff meetings. Not 

everything has to be done face to 

face, using Skype, messaging, or 

email can often accomplish the 

same outcomes as meeting in 

person, so ask yourself as to 

what’s the most effective way to 

interact. Group chat sessions, 

virtual meetings, cloud 

technology, and documents with 

version control can accomplish so 

much more than hours of 

meetings that result in more 

meetings. They also mean ideas 

can be generated and shared 

when people feel fresh, not just 

when it’s mandated by their 

calendars. 

 

Don’t overwork your people: 

Contrary to popular belief, 

productivity declines the longer 

you work. The US is notorious 

for putting a focus on outrageous 

hours with demands to be 

virtually, constantly connected. 

Save the late hours for the times 

when it’s truly necessary. Studies 

have shown work-life balance and 

proper rest  are the sweet 

mixture for peak productivity and 

idea generation. The concept of 

“sprints” in start-ups times where 

everyone works without stopping, 

have been used to great success. 

Focus on getting stuff done, not 

on how busy you are. 

 

Embrace diversity: Creating a 

successful culture means top 

talent that brings something new 

to the table. That translates to a 

diversity of ideas, which could 

mean a solution you would never 

have thought of on your own. 

Don’t be afraid to bring fresh 

insight to the table. 

 

Celebrate your efforts: 

Nothing succeeds like people who 

aren’t afraid to fail. Give that big 

crazy idea a try if it sounds good. 

If it works out, celebrate it. If it 

doesn’t, celebrate that, too. You’ll 

only get more ideas, and the next 

suggestion could be “the one.” 

 

Organizations large and small can 

benefit from thinking outside the 

confines of their old ideas when it 

comes to embracing a culture of 

innovation. It could be the 

difference between what you have 

now and everything you’ve ever 

wanted and more. What do you 

have to lose, except that idea that 

could transform your entire 

corporation? Give it a try! 

 

This article originally appeared on 

www.thefutureshapers.com 
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Don’t worry Mr B, I have a cunning 

plan…. Fans of the TV series will be 

familiar with that refrain as Blackadder’s 

faithful servant Baldrick tries to find a 
way to extricate him from yet another 

predicament. The trouble is that whilst 

Baldrick’s plans were certainly cunning 

they didn’t usually take reality into 
account and therefore were always 

destined to fail. The same can be said in 

many organisations, where familiar, if 

undoubtedly cunning plans to deliver 

game-changing innovation, are instigated 
time after time. 

 

Sound familiar? How many times have 

you seen the ‘pressure to deliver’ 

result in teams making a remarkable 

jump from problem straight to 

implementation, only for the project 

to fail? How many times has a “don’t 

bring me problems, bring me solutions” 

approach forced teams to come up 

with a cunning plan, which was poorly 

scoped and even more poorly 

implemented? 

 

The trouble is that in today’s fast 

moving marketplace organisations are 

increasingly seeing innovation as a 

solution to growth/customer 

retention/prosperity/reputation/insert 

any phrase you like here; but they 

simply aren’t approaching it in the 

right way. Building a culture of 

innovation isn’t the same as having lots 

of ideas. Ideas are cheap; any group of 

smart people can come up with ideas 

that look good on the surface, but 

how many of those ideas bear fruit? 

 

The problem with ideas is their 

foundations are rarely built on genuine 

insight and understanding. They are 

usually created out of personal 

viewpoint, assumption or very basic 

observation; which in many cases only 

identifies isolated issues not systemic 

problems. In fact the majority of the 

time the problem isn’t even a problem 

but a symptom or assumption or even 

simply a response to a company 

imperative to do lots of stuff. 

 

I’ve seen this first hand on a number 

of occasions when I’ve either been 

asked to ‘parachute’ in and help 

structure an innovation process, 

solution design phase or even critique 

a solution which doesn’t seem to 

solve the problem. Time and time 

again I see the same pattern; people 

working hard yet doomed to failure 

because the basic assumption of the 

challenge is wrong. Quite simply, not 

enough work has been done upfront 

to really identify and understand the 

problem. 

 

Sustainable wins 

This is why so many projects go 

wrong and so many innovation 

initiatives fail because they are 

founded on the shifting sands of ‘quick 

wins’ and a drive to deliver lots of 

ideas compounded by imaginary 

problems. And the problem is only 

going to get worse unless CEOs and 

leadership teams start to understand 

that innovation isn’t simply about idea 

generation and that delivering 

solutions that stand a chance of being 

labelled as a ‘game-changing 

innovation’ requires structure and 

understanding. 

 

So let’s take a reality check here. 

PwC’s 2017 global CEO survey 

revealed that innovation was the 

number one area which CEOs most 

wanted to strengthen in order to 

capitalise on new opportunities. 

Receiving nearly 25% of the vote it 

came in well ahead of human capital 

and technology capabilities, both at 

15%.  

 

But if you don’t understand what 

those opportunities are, if you don’t 

accurately define the problem before 

moving to the solution then the big 

story at the end of the year is going to 

be one of enormous expenditure of 

time, effort and cost with little reward 

as Dutch company MN, the asset 

manager for Dutch metal industry 

Cris Beswick 

You want game-changing innovation? Don’t 

worry Mr B, I have a cunning plan… 
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pension schemes PMT and PME, has 

found out to its cost. At the time of 

writing MN has announced a scale 

back in scope alongside a write off of 

€15m of a €70m innovation project 

with the comment that the team “had 

tried too many things at once and 

hadn’t worked efficiently.”  

 

Innovation doesn’t start with ideas it 

starts with problems… 

 

…and it starts with real problems 

which have been properly scoped, 

investigated and understood. That’s 

one reason why design thinking has 

risen to prominence in recent times. 

Any designer will tell you that 99% of 

the solution is the brief. Design 

thinking forces us to follow a 

methodology that helps us to unearth 

true problems and to build a truly 

deep understanding as to why they 

exist. As such, design thinking is key 

to delivering innovation projects 

which deliver real solutions to genuine 

problems. 

 

Even so, those looking to deliver a 

design thinking approach can be led 

astray. As with the confusion between 

ideas and innovation, in large 

organisations there is a real danger 

that design thinking can be seen as 

synonymous with brainstorming. So 

employees are ‘sheep-dipped’ through 

creative thinking courses in the hope 

that it will instantly deliver an 

organisation-wide design thinking 

capability. 

 

The inconvenient truth for those 

looking for instant answers is that 

design thinking capability isn’t 

developed by bringing in a couple of 

creativity gurus for a three-day 

workshop. Rather, in order to 

sustainably deliver game-changing 

innovation, design thinking is strategic, 

organisational and cultural. As with 

building a culture of innovation it’s 

about a shift in mindset throughout 

the business rather than an epiphany 

in the minds of the few. 

 

Designed to succeed 

Is design thinking worth it? Well, the 

Design Management Institute recently 

released data demonstrating that 

design-led organisations outperformed 

the S&P by 228% over 10 years.  Also, 

in December 2016, venture capital 

firm NEA released the results of a 

survey into the future of design in 

start-ups. The results revealed that 

companies that have embraced design 

methodologies saw it as leading to 

higher sales, higher customer 

retention, higher customer 

engagement and faster product cycles. 

Furthermore, the more design-mature 

the organisation, the greater the 

impact of design. For example 88% of 

design-unicorns reported higher 

customer engagement against 67% of 

design-centric companies and 78% of 

design committed companies. 

 

So, what sits at the heart of design 

thinking? In essence design thinking 

starts by looking to build a deep 

understanding of problems, who 

suffers from them, what their 

experience is and why. To be able to 

do that effectively, organisations need 

to become much better at delving into 

the what, why, who and how of 

problems and in turn that means 

becoming far more intelligent and 

widening the organisational focus to 

take a range of factors into 

consideration. 

 

This ties directly in with, and is the 

reason why I developed, Next 

Generation Organisation thinking. To 

be a Next Generation Organisation 

companies need to focus on the core 

elements of, intelligence, collaboration 

and adaptability. As I mentioned 

above, without intelligence there is 

little or no understanding of the true 

nature of problems. Without 

collaboration any solution delivered 

will be inwardly focused and narrowly 

scoped. And without adaptability 

whatever solution is delivered is likely 

to be too little, too late. 

 

Individually these three elements of 

intelligence, collaboration and 

adaptability arise from a 

deconstruction of the design thinking 

process; together they enable CEOs 

and senior leaders to structure an 

organisation around design thinking 

principles. So building design thinking 

capability is the foundation for building 

a culture that supports game-changing 

innovation but also benefits product 

and service delivery. 

 

For example, design thinking 

encourages iterative development. 

This helps to work out the kinks 

before a company has to commit 

significant resources or changes its 

course in pursuit of a solution. 

Because of this, design thinking can 

even be used by an organisation that is 

looking to redesign its culture, testing 

out scope and pathways to change to 

identify the ideal mix for the 

organisation. 

 

So, is design thinking an end in itself; 

should organisations be looking to 

build a culture of design thinking 

rather than seeing it as a pathway to 

innovation? Well no, design thinking is 

a foundation but of itself it will not 

fully capitalise on an organisation’s 

potential. It is true that at the moment 

the playing field is still somewhat level 

and organisations that embrace design 

thinking can gain some form of edge. 

However, as more organisations look 

at innovation, the balance will be 

tipped in their favour until we reach a 

point where everyone is innovating. 

Then those with the strongest design-

led innovation culture will have true 

competitive advantage. 

 

So, my challenge to you is simple. Are 

you happy to carry on coming up with 

lots of cunning plans, the majority of 

which run the risk of either delivering 

inadequate solutions to 

misunderstood problems or never 

even coming to fruition. Or are you 

going to deliver a design-thinking 

centred innovation culture which 

looks to deliver competitive advantage 

by providing real solutions to real 

problems? 

 

This article originally appeared on 

www.thefutureshapers.com 
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Don't you just hate the old cliché, 

cash is king. I do.  
 

But the fact is, running out of cash 

is the number one reason 

businesses fail. Despite the fact 

that very often they are profitable. 

But profit and cash is not the 

same thing. 

 

So how do you protect 

yourself? 

There are really two critical things 

you need to get right:  

1. Keeping your finger on the 

pulse of your business, and 

2. Collecting money fast. 

 

So let's look at each of those and 

how we can use modern 

technology to our advantage. 

 

Your future is at stake 

Better financial information helps 

you to make better business 

decisions. But it's more important 

than that. We've seen many 

businesses fail through lack of 

financial information. Very often 

businesses run out of cash. They 

thought they had a profitable 

business, but suddenly they can’t 

meet the payroll at the end of the 

month.  

 

Having the right numbers at your 

fingertips will give you an early 

warning system if things are not 

going so well.  

 

What you need is an accounting 

system that gives you 24/7 access 

to up-to-date financial information 

and reports. And that's where 

cloud-based software comes in. 

With a modern cloud accounting 

system you can access your 

financial data in real time from any 

device with an Internet 

connection. 

 

Quicker cash collection 

A modern cloud accounting 

system gives you fast, simple 

customized sales invoicing that 

will make your life simpler. And 

the facility for emailing of invoices, 

with the option to attach a 

statement at the same time makes 

it so easy to manage your sales 

and get paid quicker.  

 

Even better, it allows you to 

embody payment methods into 

your invoicing. For example, click 

and pay to drive quick collection 

of your debts. It makes it so much 

easier for you to get paid, 

reducing bad debts and slow 

payers and putting more cash in 

your bank account.  

 

You can also chase debtors whilst 

you're on the go. 

 

If you want to minimize the risk of 

running out of cash, moving to a 

cloud accounting system is an 

important step to take. 

 

© Copyright, Bob Stebbings 
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Bob Stebbings 

The #1 reason businesses fail... …and how you 

can avoid it 
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Telepathy and mindreading in the 

workplace No, I haven’t started running 

a new line in courses and workshops. 

This article is based on the many times 

that I have coached managers and 
discussed a team member’s poor 

performance. I ask, ‘Have you actually 

discussed this with them?’ They reply, 

‘Well, not in so many words’ or ‘Well, 

I’ve hinted at it or alluded to it but I 
didn't want to make a difficult situation 

worse/I don't want to upset them’. 

Therefore, if we were good at telepathy 

and mindreading it would come in very 
useful at work (and in most families) as it 

is often so difficult to figure out what 

our colleagues or clients are really 

thinking, feeling or trying to say to us. 
 

When have you relied on 

telepathy or mindreading?  

  

What stops us from communicating 

openly? We so often fear those 

‘difficult’ conversations going wrong 

that we leave things unsaid. Often 

until they lead to bigger issues, bigger 

performance management or even 

disciplinary conversations. 

  

What do we fear?   

• Upsetting or offending the other 

person. 

• The person getting angry, taking 

things the wrong way – and in 

some organisations, staff are quick 

to put in grievances when a 

manager is trying to manage their 

performance. And, if nobody in 

the past has discussed it with 

them, it can come as a shock to 

suddenly get some feedback. 

• Undermining or ruining a good 

working relationship. 

• Making a bad situation worse. 

 

When have you been too frightened 

to have that ‘difficult’ conversation 

with someone?  

 

When have you been left wondering 

what someone is really trying to tell 

you? 

   

‘Each person’s life is lived by a 

series of conversations.’ 

-Deborah Tannen 

  

Having those ‘difficult’ 

conversations One of my guiding 

principles is ‘practising what I preach’, 

which can make for tough going 

sometimes as I feel I cannot run away 

from issues.  

 

Recently, working with a new 

colleague, I started to feel that 

perhaps something was not quite 

right. Something in their behaviour 

towards me, the tone of a couple of 

emails and even the odd phrase meant 

that I was concerned that something 

was going wrong.  

 

I did ponder what to do for some 

time and then wrote him an email (we 

work remotely and were both very 

busy) sharing my concerns and saying 

overtly if ‘I had peed him off I’d like to 

know, so do we need to speak?’ A 

week later the reply was, ‘No, 

everything is fine’ but a paragraph in 

his email about the project made me 

think it still wasn't really fine. 

  

I was concerned not to lose this new 

colleague and I thought we had 

rapport, so I decided that whatever 

the outcome I needed to pursue this. 

We had a Skype conversation about a 

client which went well and I decided 

to bring this up again, and asked, ‘Are 

things really OK?’. At which point he 

brought up two points, which without 

being a mind reader I would never 

have known! We discussed it Adult to 

Adult and I said, please in future do 

discuss any concerns with me, I am 

always happy to speak. If you would 

like to find out more Adult to Adult 

interactions email 

mg@inspiretransformation.co.uk for a 

handout). 

  

This experience, along with coaching a 

CEO recently and having a 

conversation about one of her 

Director’s behaviour, and how she 

might be falling into the trap of trying 

Melanie Greene 

How good are you at telepathy and 

mindreading at work? 
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to mind read what was actually going 

on, I thought this would be a good 

topic as it happens more often than 

we might realise. 

   

‘Often we go through an entire 

conversation – or indeed an entire 

relationship – without ever realizing 

that each of us is paying attention 

to different things, that our views 

are based on different information.’ 

-Douglas Stone 

  

How do you know you are 

mindreading? This might sound like a 

ridiculous question to ask, as surely 

we know. However, it is so easy to 

get caught up in our own thinking that 

we do not realise when we are either 

projecting our own stuff onto 

someone else, or miss-interpreting 

someone’s behaviour, what they say 

or even facial expressions. Ask 

yourself the following - how do you 

react when:   

• Someone frowns in a meeting – 

do you assume they disagree with 

you or are being negative, rather 

than ask them a question and 

check it out? It might be they are 

just concentrating hard on what 

you are saying. 

• Someone’s tone of voice is a bit 

harsh or and you assume they are 

angry with you, rather than that 

they might just be feeling under 

pressure? 

• Someone says a phrase or a word 

and it triggers stuff from your past 

and you suddenly end up in a less 

than resourceful state? When they 

might have just been stating a fact, 

not making a judgement. For 

example, ‘These sales figures are 

disappointing’.  

 

When have you misinterpreted 

someone’s facial expression or 

body language? 
   
‘To listen closely and reply well is 

the highest perfection we are able 

to attain in the art of 

conversation.’ 

-Francois de La Rochefoucauld 

 

How can you stop mindreading and 

telepathy and start having those so 

called ‘difficult’ conversations? 

Now, don't get me wrong, dealing 

with conflict is not something that 

comes naturally to me. It is something 

I have learned how to handle over the 

years, which helps me when I am 

coaching and training others in conflict 

management and having those 

‘difficult’ conversations. If you find 

yourself either on the end of such a 

challenging conversation, where 

mindreading or telepathy has been 

going on and you need to have a 

potentially difficult conversation, it is 

important to do the following to make 

sure it is as constructive and 

productive as possible:   

• Dampen down your brain’s 

threat response - Whether you 

are initiating or on the receiving 

end of this kind of conversation, it 

is likely to trigger your brain’s 

threat response, which if you don't 

take action to dampen it down will 

impact on your ability to listen, 

and have a rational conversation. 

Email 

mg@inspiretransformation.co.uk 

 if you would like a handout on 

this. 

• Ask questions – We too often 

jump to conclusions, project our 

own stuff onto others and try and 

mindread, rather than simply ask 

questions to seek to understand 

where they are coming from. This 

is a lot easier to do, if you have 

dealt with your threat response 

first of all. 

• Show that you are listening - 

Summarise or reflect back what 

you have heard, check out you 

understand what they are saying, 

ask questions based on what they 

have said. 

• Calmly make your points – 

Calmly, clearly and concisely say 

what you need to say and ask 

questions to check they have 

understood. 

• Step into their shoes - It can be 

useful even before going into this 

kind of interaction to step into 

their shoes, where are they 

coming from? Which is different 

from mindreading. 

• Aim for win-win outcome - 

Agree to disagree or go away and 

think about things and continue 

the conversations once both have 

had time to think.  

 

‘I always found that if you handle a 

problem in a benevolent way and a 

transparent way and involve other 

people, so it's just not your 

personal opinion, that people get 

to the other side of these difficult 

conversations being more 

enthusiastic.’ 

-David M. Kelley 

What if you do communicate and 

the person just doesn't seem to get 

it? Again, this is often something that 

managers say to me. And I think that 

this is where talking it through with 

someone else, often someone outside 

of the organisation or situation, can 

really help If someone really is not 

‘getting it’. Ask yourself some of the 

following questions:   

• Have I really made it blatantly 

obvious or am I still dressing up 

what I am saying, so much that it is 

not clear what is needed? 

• What’s the level of rapport I have 

with this individual, are they not 

hearing it because they don't feel 

connected with me or respect 

me? 

• Are they hearing me but are at a 

loss as to how to change? 

• Am I having an Adult to Adult 

conversation with them?  

 

If you are still at a loss, perhaps having 

some coaching will help – see below 

more about my coaching programmes 

and my free coaching audit to help 

you to decide how coaching can assist 

you.  

 

‘Begin with the end in mind.’ 

-Stephen Covey 
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Your purpose - your sole reason for 
existence - should never change. A 

lot of things can happen in the span 

of a few years. 
 

Your business could suddenly 

expand or contract. Presidents 

and governing bodies of your 

country can change. Economies 

can rise and fall. But throughout 

the changing times, your brand 

purpose should remain steadfast. 

 

But wait a minute, you might ask. 

If times are changing, shouldn't 

your business adapt to keep up 

with the evolving world? 

Certainly, your company should 

alter your values and mission 

statement in order to 

accommodate new trends and 

different business landscapes. 

Your purpose - your sole reason 

for existence - should never 

change 

 

Brand purpose is more than your 

brand mission. In a 1960 speech, 

company co-founder David 

Packard famously noted the 

difference between mission and 

purpose: "Whereas you might 

achieve a goal or complete a 

strategy, you cannot fulfill a 

purpose; it's like a guiding star on 

the horizon - forever pursued but 

never reached. Yet although 

purpose itself does not change, it 

does inspire change. The very fact 

that purpose can never be fully 

realized means that an 

organization can never stop 

stimulating change and progress." 

Values describe a culture and a 

mission provides focus for a 

business' management and staff as 

they work towards an attainable 

goal. Purpose is motivational; it 

connects with the hearts and 

minds of your employees, your 

customers and the rest of the 

world. And it starts when your 

business finds something bigger 

than itself to believe in and has a 

story to share. 

 

Products and services will evolve, 

but a business' long-term 

existence depends on more than 

what you are selling at that point 

in time.  

 

Take a good, hard look at your 

current brand's purpose. If it 

sounds too much like a sales 

pitch, you may need to consider 

identifying a greater purpose that 

defines your company beyond its 

range of products.  

 

In the case of Hewlett-Packard, 

for example, here exists a 

technology company that markets 

its brand campaign called 

"Accelerating Next". In other 

words, Hewlett-Packard exists to 

help enterprises propel businesses 

forward with innovative 

technologies. If HP's brand 

purpose mentioned any of the 

actual products they sell, such as 

printers or cloud-based services, 

they would need to rebrand in a 

few years’ time given the rapid 

pace at which technology changes. 

 

Purpose can take many forms, but 

in the majority of cases, your 

purpose is really about the heart 

of your business, what makes it 

tick, or what's most important to 

the company, your customers, 

your employees, and other 

stakeholders.  

 

At FedEx, purpose aligns with 

culture in the company's "Purple 

Promise:" FedEx people unite 

behind the promise to "make 

every FedEx experience 

outstanding." What that means is 

to do whatever it takes to satisfy 

customers, and treat each 

customer - whether internal or 

external - in a caring, precise and 

professional manner. Employees 

who embody the Purple Promise 

are rewarded with a recognition 

program for ideas and actions that 

align with FedEx's cultural value of 

delighting customers inside and 

outside the company. 

 

Of course, while customer service 

is always important, sometimes it 

isn't the main purpose or driving 

force behind a company. For 

instance, at outdoor-goods 

manufacturer Patagonia, purpose 

and culture are built around the 

idea of sustainability and 

environmental awareness.  

Adam Fridman 

Why purpose should last 100 years (at least) 
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As purpose goes, this makes sense 

because care for the environment 

is a value that the company and its 

customers share and without 

which, the company's products 

would not be in much demand. 

 

Yet, there is a tension between 

the company as a marketer and 

manufacturer of products, its 

customers as consumers of those 

products and the environment 

itself. Every product that is made 

or bought must logically have an 

impact (sometimes we think of 

this as a "carbon footprint") on 

the environment. So, while the 

company embraces profit on the 

one hand, it also promotes 

conservation, sustainability and an 

anti-materialistic ethic on the 

other. 

 

These cultural values impact how 

Patagonia does business - from 

how it sources materials, to its 

focus on making products that 

last, even to the customers the 

company hopes to attract. 

Patagonia attracts customers who 

aren't looking for lowest-price, 

unsustainable, sweatshop-

manufactured products. They seek 

high quality, ethically produced 

items that will last, and are willing 

to pay to get them. 

Sustainability was an important 

value at Patagonia long before 

becoming a buzzword. According 

to Vincent Stanley, Director of 

Philosophy at Patagonia, 

"Company founder, Yvon 

Chouinard, set the standard long 

ago that Patagonia should behave 

as though we plan to be in 

business for a hundred years. If 

you take that seriously, you tend 

to act a lot more responsibly 

toward your employees, 

customers, communities and 

nature. Social and ecological good 

rarely align with quarterly financial 

goals but they dovetail nicely over 

the medium and long term." 

 

This shared focus on quality and 

sustainability is reflected in the 

company's willingness to repair 

items for customers to prevent 

the need for replacement, and 

even its recycling program.  

 

Patagonia accepts for recycling or 

repurposing every product the 

company makes, including its 

popular fleeces, which can be 

returned and recycled into new 

garments. Practices like these 

attract customers that share 

those same values - the Patagonia 

customer appreciates quality and 

minimizing their impact on the 

environment, and is willing to pay 

the price associated with living 

those values. 

 

Your brand purpose is more than 

a marketing scheme or an 

opportunity to differentiate 

yourself from your competitors. 

It's your company's guiding light 

that keeps your business from 

straying even when times get 

tough. A brand purpose reminds 

your company what it stands for 

and what greater purpose you 

serve your customer besides 

selling a product or service. 

 

As Packard said in his 1960 

speech, your purpose will not 

change but it should exist to 

inspire change within your 

company. It should help to explain 

to your employees and internal 

teams why your company "is 

here", regardless of what you are 

selling at that current moment in 

time. Your products and services 

will inevitably change over time 

due to trends and evolving 

consumer interests. But if you 

hope to build a company that lasts 

for the next 100 years, your 

purpose needs to be steady and 

unbreakable. 
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I recently visited Dubai to give a 

class on Innovation. I asked the 
hotel concierge for a 

recommendation of where to visit 

on a free morning. He listed all the 

main sights but I had already seen 
them. He then suggested something 

new, the Miracle Garden. It is a 

remarkable place in the Western 

outskirts of the city. 
 

Dubai is well known for its bold 

skyscrapers, ostentatious hotels, 

bustling business blocks, 

sumptuous shopping malls and 

sweeping desert. The Miracle 

Garden is a complete contrast – a 

quiet, salubrious place packed wall 

to wall with flowers. It is a riot of 

coloured blooms and glorious 

scents. It contains many 

unexpected and incongruous 

items covered with flowers e.g. an 

Emirates Airlines plane, two cars 

stacked one on the other or two 

houses leaning together. The 

jaded visitor is transported into a 

joyful mood. 

 

It made me think that many a staid 

corporate culture would be 

improved by the addition of a 

similarly stimulating place. Most 

offices are routine, predictable,  

dull places which encourage 

routine, predictable, dull thinking. 

Open spaces and conference 

rooms are all very well. They are 

like parks in the corporate city. 

But a Miracle Garden would be 

quite different. You can design 

your own space – indoors or out. 

It might include: 

 

• Dramatic colours and bizarre 

decorations 

• An assault on the senses – 

strange scents and unusual 

music (played softly) 

• All sorts of odd items to 

displace and stimulate the 

visitor 

• Examples of some of the 

company’s most innovative 

products – both successful 

and unsuccessful 

• Something new and different 

every month 

 

Your corporate Miracle Garden 

could be used by individuals who 

want somewhere for serious 

contemplation or by groups for a 

creative brainstorm meeting. Its 

users would be guaranteed a 

radically different environment.  

 

 

They would start with a fresh  

mindset. This should lead to more 

inventive ideas. Who knows, 

maybe the result could be a 

miracle innovation for the 

business! 
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Many people would deny that they 

are a leader, and have no 

aspirations to be one. 
 

Is that true? 

 

Surely, we all affect other people 

around us in some way. If you 

follow that thought, it means 

everyone is always a leader. 

 

The question then is, “What kind 

of a leader am I in terms of the 

impact I have on those around 

me?” 

 

So stop, and consider what impact 

you have on those around you… 

 

Positive? Beneficial? Useful? 

Welcome? Applauded? 

Encouraged? 

 

Or 

 

Negative? Toxic? Destructive? 

Unwelcome? Discouraged? 

 

Or 

 

Somewhere on the continuum 

between Negative and Positive? 

 

You can’t hide your head in the 

sand and say, “I am not a leader”. 

You can, however, choose to 

move along the leadership 

continuum to be a more positive 

leader. 

 

Here is a quick self-assessment 

exercise on effective leadership 

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

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

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

• Providing the best possible service  
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expectations  

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

• Suggesting ideas to improve profits and help 
the business grow  

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

• Being an indispensable part of your business  

This is achieved by:  

• Maintaining a small portfolio of high quality 
clients 

• Employing qualified individuals with a zest for 
business  

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

Tel: 01752 752210 

Fax: 01752 752211 

Email: marc@marclawson.co.uk 

Web: www.marclawson.co.uk 

Address: 
Unit 7  

Brooklands  
Budshead Road 

Crownhill  
Plymouth 

Devon  
PL6 5XR 

We are members of the following 
professional bodies:  


