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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses 

compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken 

in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home 

business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business. 
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What is business coaching? The role of 
the business coach is to guide CEOs 

and leadership teams to reach goals 

they could not have accomplished on 

their own. But what is business 
coaching and do you need one? 

 

During an interview with Fortune, 

one of the most successful CEOs 

in the world, Eric Schmidt, former 

CEO of Google, was asked, 

“What advice would you give to 

other CEOs?” 

 

Today, Google boasts over 57,000 

employees around the world with 

over $90B in revenues. You 

would think the Chief Executive 

Officer of a company with this 

level of success would know a 

thing or two when it comes to 

business. 

 

What did the former CEO of one 

of the largest and most innovative 

companies in the world say? 

Hire a business coach. 

  

“Every famous athlete- every 

famous performer has somebody 

who is a coach. Someone who can 

watch what they are doing… and 

give them perspective. The one 

thing people are never good at is 

seeing themselves as others see 

them. A coach really really helps.” 

If you are looking to be a leader in 

your industry, having a business 

coach is no longer a luxury. It has 

become a necessity. 

 

What is business coaching?  

A business coach is similar to a 

sporting coach. A sporting coach 

pushes a team to achieve 

optimum performance, provides 

support when they are exhausted, 

develops strategies that help them 

beat their competition, and 

adjusts what the team is currently 

doing to be more effective on the 

field. 

 

The role of the business coach is 

to coach business owners and 

CEOs to improve their business 

through guidance, support, 

accountability, and strategy. 

 

A good business coach is a 

business expert. A coach should 

have a long track record of 

success in business as well a client 

base they have helped achieve 

extraordinary success they could 

not have reached by themselves. 

But what does a business coach 

exactly do? 

 

1. Strategy 

As a business expert, a coach 

helps a business team develop and 

execute winning strategies to 

achieve their goals in business. A 

coach helps provide solutions to 

complex business challenges and 

obstacles. If your revenue is not 

where you want it to be, examine 

your overall business strategy. 

 

2. Accountability 

We all need accountability to be 

at our best. A coach offers a level 

of accountability to you and your 

team to accomplish more than 

you would on your own. 

 

3. Outside perspective 

So often in business, leaders get 

so ingrained in their day to day, 

that it is very difficult to see the 

forest for the trees. A business 

coach offers a fresh, outside 

perspective. 

 

4. Mentoring 

On top of being a leading 

strategist and accountability, a 

business coach is a valuable 

mentor. Let’s face it. It can be 

lonely at the top. A business 

coach is confidant with whom a 

CEO can trust their deepest fears 

and challenges. A coach is a 

sounding board without being 

judgmental. 

  

The power of having a coach: 

In the southwest, oil and gas has 

been a key driver in the economy.  

In recent years, oil prices have 

decreased dramatically resulting in 

the losses of billions of dollars and 

the laying off of thousands of 

employees. Many of the smaller 

companies declared bankruptcy.   

 

During the same time, as a 

business coach, I have been 

meeting regularly with the CEO 

and leadership team of a company 

in the same industry helping 

develop key strategies, provide 

accountability, offer outside 

perspectives, and mentorship. 

As companies are shutting down, 

his business is surviving. Not only 

are they surviving, they are 

growing rapidly! Their revenues 

are actually up by almost 300%! 

 

Since other companies had been 

laying off their key employees, he 

has been picking the best 

performers and bringing them on 

to his team. As other companies 

are liquidating their assets, he has 

been buying his competitors’ 

equipment at pennies on the 

dollar and expanding his territory. 

 

Today his business is one of the 

largest in his industry. Oh- and did 

I mention he has only been in 

business for 4 years? This is the 

result of hard work and a good 

coach. 

 

Every athlete and every top 

performer uses a coach to bring 

out their best. 

 

If you are interested in business 

coaching, see if it is right for you. 

 

To give back, I offer introductory 

strategy sessions at no charge. 

Book a quick introductory phone 

call and let’s see if a strategy 

session would make sense for 

you. 

Rob Garibay  

What is business coaching? 

 

 

 

 

 

 

                                                                                                                                                 

http://robgaribay.com/about/our-business-coaching-services/strategysessions/
http://robgaribay.com/about/our-business-coaching-services/strategysessions/
http://robgaribay.com/about/our-business-coaching-services/strategysessions/
http://robgaribay.com/about/our-business-coaching-services/strategysessions/
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“Everyone needs a coach.” 

 

If you are looking to be a leader in 

your industry, having a business 

coach is no longer a luxury. It has 

become a necessity. 

 

© Copyright, Robert Garibay 

About the Author: 
Rob Garibay is a business owner, 

business expert & coach, certified 

with Gazelles International, 

ActionCOACH, and Engage & 

Grow, as well as a John Maxwell 

Founding Partner Leadership Coach. 

His professional career spans 

building businesses in manufacturing, 

R&D, distribution, retail, and IT. Rob 

has been a guest lecturer at The 

University of Oklahoma Price 

College of Business and also a 

weekly contributor to The Norman 

Transcript Sunday Business section. 

 

Rob is the author of the book 

Energize Your Profits and 

contributing author to Roadmap to 

Success, both available on 

Amazon.com. He has achieved #3 

ranking in the USA and #15 in the 

world among over 1400 

ActionCOACH business coaches. 

Rob is a graduate of the Case School 

of Engineering, Case Western 

Reserve University. He co-founded 

and grew a technology business 

which he sold after 15 years.  

 

Rob has written business plans 

that have raised $30 million in 

investment capital. 

 

He is passionate about helping 

business owners successfully scale 

their mid-sized businesses by 

applying the Rockefeller Habits 

and 4 Decisions concepts to their 

companies. 

 

Rob lives in Norman Oklahoma 

with his wife of 39+ years and 

loves to scuba dive and ski. 

 

Co-ordinates: 
Facebook: 

http://on.fb.me/1U42xpp 

Twitter: http://bit.ly/20pkfUh  

LinkedIn: http://bit.ly/1T8tGXv  

 

 

 

 

 

 

Drayton Bird 

Are you the 

1 in 100? 
 
PPC, CTR, CPC - 

AdWords, it's all Greek to 

me.  
 

And maybe to you too.  

Worse, perhaps you think 
you know all about it.  
 

You're spending your money hand 

over fist.  

 

And you're getting results. But are 

they really as good as they can be?  

 

Or is your cash unnecessarily 

seeping away into Google's 

vaults..?  

 

Here's a harsh fact for you:  

99% of the AdWords 

accounts we've seen are not 

performing as they should.  

 

It's a crying shame to carry on 

spending money you don't have 

to. Especially when we can fix it 

for you.  

 

And it won't cost you a bean ... 

nothing ... not a single penny ... 

you cannot lose.  

 

 

 

 

 

 

If you are the 1 in 100 we'll tell 

you and walk away. Cost to you: 

nothing.  

 

If we can help we'll tell you how - 

this costs you nothing too.  

 

Just click here to get in touch.  

 

I'll leave you with a final thought. 

Doing this we saved one client 

£60,000 in 3 months.  

 

I expect we'll get a stack of 

enquiries.  

 

If you want to be top of the pile 

you need to click here right now.  

 

Best,  

 

Drayton 

 

© Copyright, Drayton Bird 

 

About the Author 
In 2003, the Chartered Institute of 

Marketing named Drayton Bird one of 

50 living individuals who have shaped 

today’s marketing. He has spoken in 

53 countries for many organisations, 

and much of what he discusses derive 

from his work with many of the 

world’s greatest brands. These include 

American Express, Audi, Bentley, 

British Airways, Cisco, Deutsche Post, 

Ford, IBM, McKinsey, Mercedes, 

Microsoft, Nestle, Philips, Procter & 

Gamble, Toyota, Unilever, Visa and 

Volkswagen. In various capacities – 

mostly as a writer – Drayton has 

helped sell everything from Airbus 

planes to Peppa Pig. His book, 

Commonsense Direct and Digital 

Marketing, out in 17 languages, has 

been the UK’s best seller on the 

subject every year since 1982.  

 

Co-ordinates 
Drayton Bird Associates 

Web: http://draytonbird.com      

Tel: +44 (0) 845 3700 121        

Email: drayton@draytonbird.com or 

db@draytonbird.com 

 

http://on.fb.me/1U42xpp
http://bit.ly/20pkfUh
http://bit.ly/1T8tGXv
https://dg250.infusionsoft.com/app/linkClick/17890/35ecb39ce2285f45/10053952/7c808e1c5d5177dc
https://dg250.infusionsoft.com/app/linkClick/17892/f3231b35f9ab993f/10053952/7c808e1c5d5177dc
http://draytonbird.com/
mailto:drayton@draytonbird.com
mailto:db@draytonbird.com
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The Hadrian X robot is 

made by Fastbrick Robotics from 

Australia. It can lay 1000 house bricks 
in an hour (see video at: 

https://youtu.be/ir54GLUDXac ). The 

average bricklayer lays around 500 

bricks a day. We will soon see robots 
doing much of the standard work in 

building assembly with a small 

number of skilled craftsmen 

supervising them, applying finishing 

touches or completing tricky tasks. 
McDonald’s is trialing a “Create Your 

Taste” kiosk – an automatic system 

that lets customers order and collect 

their own configuration of burger 
meal with no assistant needed. 

 

But it is not just manual labour 

which will be affected by the 

inexorable roll out of robots, 

automation and artificial intelligence. 

The impact will be felt widely across 

skilled middle-class jobs including 

lawyers, accountants, analysts and 

technicians. In many financial trading 

centres traders have already been 

replaced by algorithms.  The world’s 

first ‘robot lawyer’ is now available 

in 50 states. 

 

The World Economic Forum 

predicts that robotic automation will 

result in the net loss of more than 

5m jobs across 15 developed 

nations by 2020. Many think the 

numbers will be much higher. A 

report by the consultancy firm 

PWC found that 30% of jobs were 

potentially under threat from 

breakthroughs in artificial 

intelligence. In some sectors half the 

jobs could go. 

The rise of the robots will lead to an 

increase in the demand for those 

with the skills to program, maintain 

and supervise the machines. Most 

companies will have a Chief 

Robotics Officer and a department 

dedicated to automation. However, 

the human jobs created will be small 

fraction of the jobs which the robots 

will replace. 

 

Any job that involves the use of 

knowledge, analysis and systematic 

decision making is at risk. Robots 

can not only absorb a large body of 

knowledge and rules. They can also 

adapt and learn on the job. 

 

Where does that leave the displaced 

humans? The standard answer is 

education.  Policy makers advise that 

people should retrain into higher 

skilled professions. The problem is 

most training simply provides more 

knowledge and skills which can also 

be replaced by automation. 

 

So what jobs can robots not do?  

Einstein said, ‘Imagination is more 

important than knowledge.’ It is in the 

application of imagination that humans 

have the clear advantage. 

 

Here are some things which 

robots do not do well: 

1. Ask searching questions. 

2. Challenge assumptions about 

how things are done. 

3. Conceive new business models 

and approaches. 

4. Understand and appeal to 

people’s feelings and emotions 

5. Design humorous, provocative 

or eye-catching marketing 

campaigns. 

6. Deliberately break the rules. 

7. Inspire and motivate people. 

8. Set a novel strategy or direction. 

9. Do anything spontaneous, 

entertaining or unexpected. 

10. Anticipate future trends and 

needs. 

11. Approach problems from 

entirely new directions 

12. Imagine a better future. 

 

Let’s leave the routine knowledge 

jobs to the robots and focus on 

developing our creative skills. The 

most successful organisations will be 

those that combine automation 

efficiency with ingenious and 

appealing new initiatives. We will 

need more imaginative theorists, 

more lateral thinkers, more people 

who can question and challenge. We 

will need more innovators. 

 

© Copyright, Paul Sloane 

 

About the Author: 
Paul was part of the team which 

launched the IBM PC in the UK in 

1981.  He became MD of database 

company Ashton-Tate. In 1993 Paul 

joined MathSoft, publishers of 

mathematical software as VP 

International. He became CEO of 

Monactive, a British software 

company which publishes software 

asset management tools.   In 2002 

he founded his own company, 

Destination Innovation, which helps 

organisations improve innovation.  

He writes and speaks on lateral 

thinking and innovation.  His latest 

book is The Leader’s Guide to 

Lateral Thinking Skills published by 

Kogan-Page. 

 

Co-ordinates: 
Web: www.destination-

innovation.com  
E-mail: psloane@destination-

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

Paul Sloane 

As robots take over we will need 

more innovators   

                                                                                                                                          

https://youtu.be/ir54GLUDXac
https://www.theverge.com/2017/7/12/15960080/chatbot-ai-legal-donotpay-us-uk
http://www.pwc.co.uk/services/economics-policy/insights/uk-economic-outlook.html
http://www.pwc.co.uk/services/economics-policy/insights/uk-economic-outlook.html
http://www.destination-innovation.com/
http://www.destination-innovation.com/
mailto:psloane@destination-innovation.com
mailto:psloane@destination-innovation.com
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It’s easy to think that super successful 

business owners are born that way – 

the likes of Bill Gates, Alan Sugar, 
Richard Branson. But great leaders 

aren’t just born that way; they’ve 

learnt how to be successful, and the 

ONE thing they have in common that 

makes them so successful is that they 
have a goal… a vision… or a ‘WHY’ 

as Simon Sinek describes in his best-

selling book, Start with Why – visit: 

https://startwithwhy.com/).  
 

Here is the million dollar 

question: WHY are you in 

business, and WHAT do you 

want to achieve from your 

business?  In short, what is the 

ultimate goal for you and 

your business?  Many business 

owners I come across have either 

forgotten what their big goal is, 

had no idea in the first place, or 

the goal is so vague and woolly 

that they find it hard to actually 

tell me, let alone write it down!  

 

So perhaps it is no surprise that 

these very same people often go 

round in circles with their 

business – with stagnant sales, 

profits eroded by ever increasing 

costs, and a team without focus 

or direction.  As the saying goes, 

“you get what you focus on,” so if 

you focus on nothing, then guess 

what?  That is exactly what you’ll 

get. 

 

So what do we need to do 

differently to achieve success? 

Well, the answer is actually 

extremely simple.  As Rodgers & 

Hammerstein wrote in their song 

for the musical South Pacific, 

called Happy Talk, “You gotta 

have a dream, if you don’t have a 

dream, how you gonna have a 

dream come true?” 

 

Your first step to having what you 

want is to know what it is you 

want to have i.e. YOUR 

DREAM.  This could be 

something that is potentially a 

long way in the future – maybe 

even 10 years away, and 

something that is big and 

challenging and even a bit scary 

too.  Jim Collins calls this your 

BHAG, or Big Hairy 

Audacious Goal. 

 

Whilst this seems simple, for 

some, dreaming big is extremely 

difficult, especially as an adult. 

Society has taught us to be 

‘realistic’, to avoid 

disappointment. Coupled with 

real-life disappointments, we 

settle for mediocrity and lose that 

childlike ability to dream BIG. 

Creating your dream business 

To help identify your big dream, 

try this exercise. Take a pen and 

paper and sit somewhere quiet 

for a few minutes. Close your 

eyes and imagine this scenario: 

Imagine that you could not fail, 

you have unlimited resources of 

time, money, and people, and the 

only criteria was to make your 

business the best it could possibly 

be.  What would your dream 

business look like?   

• Where would it be located?   

• What clients would you have?  

• What would your team be 

like?   

• How much money would you 

be making?   

• What would you be doing 

with that money?   

• How many hours would you 

be working?   

• What would you be doing 

with your spare time? 

 

When you have that real level of 

clarity for your dream, you need 

to write it down in detail, and the 

more detail the better. If you are 

artistic, draw a picture, or create 

a visual image, or dream board; if 

you are auditory, then tape your 

description.   

 

 

Kevin Stansfield 

The ONE thing that successful business 

owners have in common 
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Then when you are done, share it 

with somebody. You will know if 

you have succeeded, when you 

get the reply, “WOW, that’s 

great, I can really understand 

where you are going and why you 

would want to do that!”  If you 

feel embarrassed sharing this with 

friends and colleagues, then either 

get better friends and colleagues, 

or get yourself a coach or mentor 

who will encourage you to 

achieve your dreams. 

 

So I have a dream … what 

now? 

Now you know what your dream 

is, the next step is to set goals 

or milestones, which will add a 

timeframe in the journey 

towards your ultimate destination. 

  

Again, you need to write down 

these goals and make sure that 

they are SMARTie goals, i.e.: 

• Specific; 

• Measurable; 

• Achievable; 

• Realistic; 

• Time-bound; 

• Inspiring; and 

• Emotional. 

 

If you have very big goals, you 

will of course need to break 

them down into smaller 

chunks in order to achieve them 

– you can’t eat an elephant in one 

sitting!   

 

Break your goals down into: 

• 12 month 

• 90 day 

• Weekly and  

• Daily goals, plans and actions. 

  

These goals should all to be 

documented, referred to and 

updated on a regular basis.  Think 

of your daily/weekly action plan as 

your training programme, exactly 

like a top sportsperson would 

have. They know that if they 

follow their plan every day, for 

the time that they have set, they 

will achieve their goals, and the 

same is true for you and your 

business goals. 

 

If you think that you don’t need to 

write down your goals and plans, 

then please think again! The 

subconscious mind is vastly more 

powerful than the conscious mind, 

and it carries out 95% of our daily 

activities without us really being 

aware of them. Without clear 

goals, plans and actions it’s easy 

for your subconscious mind to slip 

back into its old programming. 

Keep reminding yourself of your 

big goal, write it down and look at 

it every day! 

 

The final step 

The final step is to take action, 

because after all, “positive 

thought without positive 

action leads to positively 

nothing”.  So, go on – dream big, 

aim for the stars and even if you 

only reach the moon, at least you 

will have achieved more than 

most people ever do! 

 

© Copyright, Kevin Stansfield 

 

About the Author 
Kevin is the MD and founder of 

ActionCOACH Solent the 

leading business coaching and 

training firm in Southampton, 

Hampshire, where his team work 

with owner run businesses, 

helping them create better lives 

through Business Improvement 

and Growth.  Kevin has attained 

numerous Regional, European 

and Global awards. He is also a 

global speaker and trainer and 

has qualifications in areas as 

varied as an MBA, NLP, ECi and 

DISC. His life prior to coaching 

started as a Chartered 

Accountant which soon led to 

becoming a freelance FD of 

various fast growth companies. 

As a keen sportsman he believes 

whole heartedly that nobody 

achieves their full potential 

without appropriate training and 

coaching. 

 

Co-ordinates 
Mail: ActionCOACH 

1st Floor, Boyatt Wood District 

Centre 

Eastleigh, Hampshire, SO55 4QP 

United Kingdom 

Tel: +44 (0) 2380 560833 

Mob: +44 (0) 7720 292032 

Email: 

kevinstansfield@actioncoach.com 

 

Paul Matthews  
Founder - People Alchemy Ltd 

The waiter’s 

dilemma 

 
In a nice hotel, the waiter brought me the 

cup of green tea I had ordered. A minute 

later he was back with a replacement cup of 

tea. The first cup, still untasted, was 

apparently peppermint tea, not green tea.  

I thanked him, and said either flavour was 

okay with me. He began to remove the 

original cup, and I suggested that since it 

would get thrown out, he might as well leave 

it on the table.  

He froze…… And stayed frozen for quite a 

few seconds. His dilemma was writ large on 

his face.  

He decided, and then resumed moving. With 

an apologetic nod of his head, he took away 

the first cup, back to the kitchen for disposal.  

Why was he so scared to leave the first cup, 

despite it being a relatively obvious thing to 

do?  

Look around you. Are you and your 

colleagues empowered to make decisions 

about the service you provide to others?  

As a manager, do you empower the people 

on your team? 

© Copyright, People Alchemy Ltd 

Co-ordinates  
Address: People Alchemy, Alchemy House 

17 Faraday Drive, Milton Keynes, MK5 7DD 

Tel: +44 (0)1908 325 167 

Email: info@peoplealchemy.co.uk 

Linkedin: 

www.linkedin.com/company/people-alchemy 

Twitter: twitter.com/peoplealchemy 

 
 

 

mailto:kevinstansfield@actioncoach.com
mailto:info%40peoplealchemy.co.uk
http://www.linkedin.com/company/people-alchemy
https://twitter.com/peoplealchemy
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Using values to enhance employee 
engagement: Only around a third of 

UK employees say they are actively 

engaged at work. 

 
64 per cent of people say they have 

more to offer in skills and talent than 

they are currently being asked to 

demonstrate in their work. 
www.engageforsuccess.org  (Feb 2013)  

 

Values have a key relationship to 

employee engagement. 

 

Employee engagement is a major 

topic in national and international 

conversations and a term which is 

increasingly being used by 

organisations because of the 

impact it is known to have on 

other key effectiveness measures. 

 

Engaged employees bring greater 

productivity to their work and feel 

more personally and professionally 

fulfilled. If the values of staff are 

being met in terms of their needs 

and motivators, they will be more 

‘engaged’, and productivity will 

increase. 

 

The Chartered Institute of 

Personnel and Development (CIPD) 

describes employee engagement as 

‘being positively present during the 

performance of work by willingly 

contributing intellectual effort, 

experiencing positive emotions and 

meaningful connection to others’ 

(CIPD 2013).  

 

The CIPD measures employee 

engagement in its employee 

outlook survey every quarter 

(www.cipd.co.uk/Research). This 

explores employee attitudes in 

the fast-changing world of work 

in the UK. This and other 

similar national and 

international employee 

engagement metrics indicate 

that engagement levels in the 

UK are typically 30-35 per cent 

(up to 50 per cent in the 

voluntary sector). This means 

that only a third of UK staff are 

actively engaged at work, and 

20 million workers are not 

delivering their full capability or 

realising their full potential at 

work. This provides huge scope 

for an increase in productivity 

and satisfaction if engagement is 

enhanced. 

 

The figures for the USA are 

similar, with 70 per cent of 

workers not engaged (Gallup). 

 

ORC International 

(http://www.orcinternational.co

m) defines engagement in terms 

of ‘say, stay and strive’ 

principles: 

 

• SAY = Employee advocacy 

– whether employees are 

inclined to speak positively 

about the organization to 

colleagues and potential 

employees and other 

people externally  

• STAY = Employee 

commitment – reflects an 

employee’s commitment to 

the organisation in terms of 

whether they wish to stay 

with the organisation, 

develop their career there 

and really be a part of the 

organisation  

• STRIVE = Discretionary 

effort – the extent to which 

employees are willing to go 

the extra mile and put 

discretionary effort into 

their work.  

 

 

 

 

 
 

 

Juliet Hancock 

Values  

 

 

                                                                                                                                                 

Engaging for success’s four 

enablers 

What do I need to do as a 

manager? 

Visible, empowering leadership 

provides a strong strategic 

narrative about the organisation, 

where it’s come from and where 

it’s going. 

 

Use your values to motivate and 

tell a story, both internally and to 

the outside world.  

Translate the narrative into what’s 

important for your business and how 

staff contribute to this. It’s not a one-

off job. You need to keep asking how 

this is reflected in what we do and 

why, and how we deliver our services. 

Collect feedback and constantly 

review how this fits with your strategy 

and performance at every level of the 

organisation, from Board downwards. 

How is it reflected in your values and 

behaviour and what people say about 

these?  

Engaging managers, who focus 

their people and give them 

scope, treat their people as 

individuals and coach and stretch 

their people. 

 

Understand what is important to 

each member of your team –

what they need, what they aspire 

to and how they perform best.  

Managing is more than giving out 

instructions and deadlines. Explain 

how what is important to the 

organisation and you as a manager 

links to the work of the team and 

how you do it together. Understand 

how to meet the different individual 

needs of your team members within 

what is important to the organisation.  

There is employee voice 

throughout the organisation, for 

reinforcing and challenging views, 

between functions and externally, 

and employees are seen as 

central to the solution. 

 

Show in your personal and 

organisation values and practices 

that staff are listened to and their 

views matter.  

Talk to your staff at every level and at 

every opportunity, both through 

formal channels and informally, to find 

out what they think is important and 

whether it is being met. Use focus 

groups and other opportunities to 

engage staff in what values are 

important, how this is being 

demonstrated and what is getting in 

the way. Use staff surveys and other 

feedback mechanisms to find out if 

staff think the values are being met. 

Follow up on negative feedback and 

engage staff on ideas for improvement 

and solutions.  

There is organisational integrity – 

the values on the wall are 

reflected in day-to-day 

behaviours. There is no ‘say–do’ 

gap. 

 

Hold managers to account, not 

only for results, but how these 

are delivered.  

Lead by example. 

Behave in accordance with your 

values as a manager and in an 

appropriate way that promotes the 

values of the organisation. 

Be visible.    

Ask for personal feedback and act on 

it. Recognise and reward/promote 

examples of behaviour which match 

the values you are seeking.  

Act when you see behaviours that do 

not reflect the values that are 

important to your organisation and 

you as a manager in it. 

Be accountable.  

 

http://www.engageforsuccess.org/
http://www.cipd.co.uk/Research
http://www.orcinternational.com/
http://www.orcinternational.com/
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Enablers 

Values are at the heart of 

successful employee engagement. 

‘Engaging for success’ lists four 

enablers shown in the Table on 

the previous page 

(www.engageforsuccess.org).  

Each of these ‘enablers’ has a link 

to employee engagement and as a 

manager you have a key role in 

influencing all of these. 

Current measures of staff 

engagement are still developing 

and are not consistent. In 

organisations, staff surveys remain 

the most common form of 

assessing employee engagement.  

Many staff are cynical about these 

and surveys are not very effective 

because often they are not 

followed up. They are seen as ‘top 

down’ or done by HR, and do not 

always identify the things that are 

most important to people.  

Meaningful employee engagement 

needs to reflect the needs of staff 

and what is most important to 

them, not just the organisation.  

 

Leaders and managers need to be 

seen to take this seriously and, as 

happens with customer 

satisfaction surveys, to measure 

and follow up on the findings.  

By listening to what is most 

important to staff - in other 

words, their values, and the 

extent to which these are met - 

action can then be focused on the 

areas that will make the biggest 

difference to individual and 

organisation engagement, 

productivity and effectiveness.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright, Juliet Hancock 
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Employee engagement – the evidence 

Organisations in the bottom quartile for 

engagement scores average 42 per cent more 

accidents than those in the top quartile. In 

addition, organisations with engagement scores 

in the top quartile 

• Have twice the annual net profit of those 

in bottom quartile 

• Have revenue growth 2.5 times of those 

in the bottom quartile 

• Have 18 per cent higher productivity than 

those in the bottom quartile 

• Average 12 per cent higher customer 

advocacy 

• Show employee turnover 40 per cent 

lower than those with low engagement.  

 

It’s also worth noting that 59 per cent of 

engaged employees say their job brings out 

their most creative ideas (three per cent for 

least engaged).  

 

Sadly, UK productivity was 20 per cent lower 

than rest of G7 in 2011. 

http://www.engageforsuccess.org/
https://valuesalliance.co.uk/
mailto:Juliet.hancock@btinternet.com
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A friend of mine, Roger Millington, is 

one of the funniest and most able 

copywriters I know.  

 

So I will let him introduce in his 

inimitable fashion my next Helpful 

Idea which is: don't treat the 

customer like a ****.  

 

You can fill in the asterisks to suit 

yourself. They probably stand for 

"clot" or "fool".  

 

What is really a shame is when a 

firm which has always treated 

customers well stops doing so.  

 

Since 1993 I have shown in 

seminars an excellent example of 

a thank-you letter from Viking 

Direct to my old PA, Denise.  

 

However, before she moved to 

greener pastures she showed me 

three more letters from Viking 

that arrived at once, all addressing 

her as Valued Customer.  

 

This phrase in fact means 

precisely the opposite of what it 

says.  

 

It means "even though you've 

been buying things from us for 

fifteen years we can't be bothered 

to make a note of your name."  

 

Don't use the phrase, whatever 

you do.  

 

A much better example of this 

sort of folly came from Jack 

Barclay who wrote to me a while 

ago. Click here to see their letter 

- it raises a number of interesting 

questions:  

1. Can't they be bothered to 

write personally to somebody 

who has squandered countless 

thousands on their wretched 

vehicles?*  

2. Can't they be bothered to find 

out what I drive? (I don't drive 

at all actually - my wife does) - 

especially bearing in my mind 

that they seem to think I am a 

member of their family?  

3. Just as a matter of interest 

when they wrote I had a flat 

100 yards away from their 

offices and my wife was 

perfectly able to tell you the 

name of their service manager 

- and a quite a few other 

members of their staff.  

 

The great American merchant 

Julius Rosenwald who built up 

Sears, Roebuck and Co to be the 

world's biggest retailer said his 

ambition was to stand on both 

sides of the counter at once.  

 

This is hard to do, but at the very 

least I recommend the following 

three part helpful hint which I first 

coined for a talk at American 

Express in New York some years 

ago:  

1. Respect your customer  

2. Stay close to your customer  

3. Use your imagination  

 

And if you are enjoying these little 

missives, why not join 

AskDrayton?  

 

You'll learn a lot more, a lot 

quicker. You can join here.  

 

Best,  

 

Drayton  

 

* In case you're wondering: no, I 

don't have a Rolls or a Bentley any 

more.  
 
© Copyright, Drayton Bird 
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Don't treat your customer like this   

                                                                                                                                              

https://dg250.infusionsoft.com/app/linkClick/17710/3c7dfeea1c22557c/9994676/469ea9c89fcc03d7
http://draytonbird.com/
mailto:drayton@draytonbird.com
mailto:db@draytonbird.com


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  August 2017 

  

 
11 

 
 
With so many cultural differences to 

consider, delivering a successful 
global marketing campaign is 

notoriously tricky. But when brands 

do get this just right, the results are 

revered all around the world – as 

we’re about to discover. 
 

Coca-Cola’s ‘Hilltop’ advert all the 

way back in 1971 is endured as a 

celebrated example of a successful 

global campaign. It ranks 

highly in Coca-Cola’s list of 

successful commercials 

throughout the years, and 

is still remembered fondly 

amongst the top advertisements 

of all time. Featuring a chorus of 

young people from across the 

globe singing ‘I’d like to by the 

world a Coke’, it celebrates the 

diversity of cultures all around the 

world – showing people coming 

together to sing a song of unity. 

Few would expect that a soft 

drink could convey such an 

important message, but the 

advert’s creator, Bill Backer, 

noticed how Coca-Cola has 

become more than just a drink, 

it’s the symbol of a common 

connection shared across the 

world. 

 

Coca-Cola’s advert received 

instant gratification, with the 

original song even entering the 

Billboard Hot 100 chart. But 

sometimes campaigns don’t 

receive such a positive reaction, 

and the speed at which world 

adverts can go global means that 

damage can be done almost 

instantly. This is a feeling that 

Pepsi came to know all too well 

back in April, when they released 

their new commercial featuring 

Kendall Jenner. Their message was 

supposed to be one of unity, 

peace and understanding, but 

instead it was criticised for 

appearing to trivialise 

demonstrations – and suggesting 

that giving a drink to a police 

officer could quell any animosity. 

And whilst Coca-Cola’s 

commercial was widely seen as 

ahead of its time, Pepsi’s has been 

critiqued as being a little too late 

to the discussion, making the 

company seem out of touch with 

today’s social issues. Pepsi took a 

risk that didn’t pay off, so it’s no 

surprise that most global 

marketers choose to instead play 

it safe – producing campaigns that 

steer clear of any potential 

controversy, and in fact don’t say 

much at all. 

That’s not to say that there aren’t 

exceptions to this rule, with 

recent global campaigns from the 

likes of Proctor & Gamble, 

Heineken and Unilever receiving 

recognition for their clear, 

engaging creative strategies. P&G’s 

‘Thank you Mom’ campaign stands 

out in particular, with the 

company effectively tapping into a 

feeling we all share worldwide – a 

strong sense of gratitude for the 

support we receive from our 

families. First released in 2010, the 

adverts show the mothers of 

various Olympians worldwide 

supporting their children through 

training, overcoming various 

hardships along the way. It’s a far 

cry from the clichéd ideas of what 

some companies see as a global 

message, and relies instead on real 

insight and emotion to suggest 

that behind every successful 

athlete is an amazing mum. 

 

In order for companies to receive 

the reaction that Coca-Cola and 

P&G’s global campaigns produced, 

there are a few key things for 

marketers to consider. Language 

is one of the most important 

elements to tailor to a global 

audience, as the words need to be 

universally understood to ensure 

the brand’s message is heard loud 

and clear. But it’s not enough to 

perform a simple translate, as 

there are colloquialisms and 

phrases that can produce different 

meanings cross-culturally – or in 

fact can be entirely meaningless. 

The most successful campaigns 

combine carefully directed 

language with a clear marketing 

strategy, ensuring tailored content 

is only seen where it has been 

designed to be – a consideration 

which David Patton, former 

Senior Vice President of 

Marketing at Sony, has suggested 

is overlooked by many companies. 

As he astutely observes, ‘a 

campaign intended for one market 

can – because of social media – 

easily cause offence in another 

where it was never intended to be 

seen’ meaning marketers need to 

be all the more careful. 

 

© Copyright, Stephanie Gilchrist 
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Making a profit was the result of 

something else – like providing 

answers to clients’ questions, 
becoming more efficient and 

productive, and creating a new 

product that people wanted to buy. 

That was my first lesson. 
 

Even if you did all of the above, 

you still were not guaranteed a 

profit. You needed to determine 

how to price your services to 

maximize your profits without 

alienating your clients. 

 

Several Ways to Price Your 

Services 

Pricing professional services is 

more difficult than pricing tangible 

products. While you can often 

pinpoint the cost of making a 

physical product, it's more 

subjective to calculate the worth 

of your counsel.  Here are the 

factors that you should consider 

when determining what price to 

charge for a service: 

• Competitors' pricing. You need 

to be aware of what 

competitors are charging for 

similar services in the 

marketplace. 

• Perceived value to the 

customer. This is where a lot 

of the subjectivity comes in 

when setting a price for a 

service to your clients. The 

important factor in 

determining how much they 

are willing to pay for a service 

may not be how much time 

you spend providing the 

service, but ultimately what 

the perceived value of that 

service and your expertise is 

to them. That is where pricing 

becomes more of an art form. 

• Cost basis. Accountants will 

focus on labour costs (wages 

and benefits).  But, don’t 

forget the indirect cost of 

administrative assistants, 

overhead costs, rent, 

insurance, etc. and technology 

costs. 

 

Different Pricing Models 

Now that you understand what it 

costs you to provide a service, 

what your competitors are 

charging, and how customers 

perceive the value of your 

services, it's time to figure out 

whether to charge an hourly rate, 

a per-project rate, or try to 

negotiate a success rate for your 

services.  Here are some benefits 

and risks associated with the 

following pricing models: 

• Charging an hourly rate. The 

problem with an hourly rate is 

that you may be charging too 

little for the value of your 

services. If you charge $300 

per hour for a tax return, 

wouldn’t you charge more 

than that for a business 

valuation project? 

• Charging a flat fee. While you 

are bearing the risk when you 

charge a flat fee, most of the 

time you will generate more 

profit than just by charging an 

hourly rate. There will be no 

write-downs and you can 

usually get paid one-third up 

front. 

• Success fee.  Success fees are 

perhaps the most risky for 

you. However, they can also 

be the most profitable. Say 

you charge a flat fee for a 

business search and have a 

success fee attached for a 

successful transaction. The 

success fee can be almost 

100% pure profit for the firm. 

  

Monitoring Pricing and 

Profitability Monthly 

Don’t let your people costs get 

out of line with their productivity 

and efficiency. You want to make 

sure that your people, especially 

partners, are generating an 

acceptable profit level.  You need 

to understand the profitability of 

your company every month. Firms 

need to pay more attention to 

their monthly gross profit 

margins. 

 

Don’t Be Afraid to Raise Your Fees 

Fees should be raised, at a 

minimum, of once per year. I’ve 

seen too many firms fail to do 

this, only to find themselves way 

behind the pricing curve. You can 

always write-off some of the fee 

increase. Remember that 90% of 

$200 is more than 100% of $175. 

 

© Copyright, August Aquila 
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Professor of Psychology, Ed 
Diener, says that "The aim 

of life is to die young as late 

as possible." 
 

Here are a few tips on how to do 

just that: 

1. If you take a £20 note, 

crumple it up, throw it on the 

floor, and tread on it a few 

times, it may be a little dirty 

and the worst for wear, but it 

hasn’t lost any of its value. 

The same is true of you. 

Remember, what happens to 

you doesn’t change your 

value.  

2. Whatever life you have in you, 

express it. If you have the 

urge to bake cakes, do stand-

up comedy, or run a 

marathon… overcome the 

inertia and do it. The act of 

expression increases present 

moment awareness, flow, and 

therefore happiness.  

3. Take a risk, change your 

routine and do something 

which makes your soul soar. 

Sleep replenishes a tired mind 

and body, but sleep doesn’t 

help if it’s your soul that’s 

tired.  

4. Make sure that every day you 

love someone, believe in 

something and hope for 

something. When you’re 

crystal clear on your why the 

how tends to show up.  

 

 

 

 

 

 

 

5. Get outside and get lost in 

nature because this is our true 

nature. In evolutionary terms, 

it wasn’t that long ago that we 

lived in caves. Humans have 

become too domesticated and 

were born to be wild. There 

may be no wifi in the forest, 

but you will find a better 

connection.  

 

Moving minds - Transforming 

performance 
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I spend a great deal of time searching 
for new ways of thinking about 

innovation and I must admit that I 

never thought that I would write an 

innovation article that included both 
Mike Tyson’s coach and the ancient 

practice of Stoicism. 
 

However, after book reviews 

about these topics I recognized 

some interesting parallels that are 

worth exploring. I also have 

always believed in the value of 

juxtaposition of contrary ideas as 

a way of stimulating new thinking, 

and I assume that the typical 

reader of this article was at least 

somewhat curious about the 

subject matter, or at least curious 

enough to scroll down and read 

further to see how these two 

subjects might possibly align. 

Although it is tempting to start 

with Mike Tyson’s coach, I will 

instead start with the Stoics, 

saving the most intriguing 

concepts until the end. 

 

Stoicism 

In a recent article in The Wall 

Street Journal, Massimo Pigliucci 

reminds us of the relevance of 

Stoicism to modern day living.  

Most of us think of Stoics as 

emotionless, dull individuals who 

are inured to the pleasures of 

daily life, such as Mr. Spock in Star 

Trek or anyone who maintains a 

“stiff upper lip” in terms of 

enduring hardships without 

complaint. Pigliucci, the K.D. Irani 

Professor of Philosophy at the 

City College of New York, writes 

in his new book, How to Be a Stoic: 

Using Ancient Philosophy to Live a 

Modern Life, that Stoicism is worth 

studying, is “practical and 

humane,” and “has plenty to teach 

us.” 

 

Stoicism, he notes, seems to be 

enjoying a modern renaissance, 

with people from all over the 

world set to attend the fourth 

annual Stoicon conference in 

Toronto this fall. Pigliucci 

observes that Stoicism can be 

traced back to 300 B.C. and its 

techniques concerning how to live 

a good life, navigating through ups 

and downs by maintaining a 

balanced approach, “have stood 

the test of time over two 

millennia.” 

 

Pigliucci selects his five favorite 

teachings from Stoicism and applies 

them to modern living. I, in turn, will 

apply those aphorisms to the 

challenges faced by the modern 

innovation practitioner. 

 

Learn to separate what is and 

isn’t in your power 

The second-century teacher 

Epictetus listed out a number of 

things that were in and outside of 

one’s control.  Things within a 

person’s control included 

“opinion, motivation desire, 

aversion, and, in a word, whatever 

is of our own doing.”  Things not 

within a person’s control include 

“our body, our property, 

reputation, office and, in a word, 

whatever is not of our own 

doing.” This is well-trod territory 

in terms of a statement of the 

human experience, as evidenced 

by its similarity to the Serenity 

Prayer written by the American 

theologian Reinhold Niebuhr: 

“God grant me the serenity to 

accept the things I cannot change; 

courage to change the things I 

can; and wisdom to know the 

difference.” Pigliucci sees this as a 

way for a modern person to 

render judgment on one’s own 

efforts in the context of whether 

those efforts ever had a chance to 

affect an outcome, thus leading to 

greater happiness by not beating 

oneself up over failing to address 

things one cannot control. 

 

This is sage advice for the 

innovator, for in our careers we 

will encounter situations where, 

no matter how strong our efforts, 

we will be thwarted by variables 

that we cannot control. The 

useful advice from the Stoics is to 

be aware of these things upfront 

and document them rather than 

suffering unnecessarily from the 

bad outcomes. When launching 

into an innovation effort, it might 

be useful to think about variables 

one might encounter that are 

beyond one’s control and 

document those in advance so 

that when one of those appears it 

is not a surprise and the innovator 

is able to overcome the obstacle. 

 

 

Scott Bowden 

What Mike Tyson and the stoics teach us 

about innovation 
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Contemplate the broader 

picture 

Pigliucci writes that the Stoics 

advocated a concept called “the 

view from above” that provides a 

person with a sense of 

perspective on a situation, 

focusing on those things that are 

worth worrying about and those 

things that one can ignore. This 

was perhaps best articulated by 

the Roman Emperor Marcus 

Aurelius, who wrote that 

“[a]ltogether the interval is small 

between birth and death; and 

consider with how much trouble, 

and in company with what sort of 

people and in what a feeble body, 

this interval is laboriously passed.” 

 

A former mentor of mine put this 

another way early in my career. 

Sensing my intense frustration at 

the status of a project, he said 

that at the end of the day 

when one leaves the office, 

it’s acceptable to let the work 

stay here (pointing to his 

head), but not here (pointing 

to his heart). For my former 

mentor, taking things to heart 

was a fast path to burning out 

and prevented one from 

thinking clearly with the mind 

about how to solve a 

problem. 

 

For the innovator, context is 

important to prevent oneself from 

becoming overwhelmed with 

small challenges, and by obsessing 

wrongly over certain small details, 

one might miss the bigger picture 

where a real solution may be 

found. 

 

Think in advance about 

challenges you may face 

during the day 

Epictetus is again cited here with 

an intriguing example of the 

importance of having a “prepared 

mind.” He comments that “[i]f 

you’re going out to take a bath, 

set before your mind the things 

that happen at the baths, that 

people splash you, that people 

knock up against you, that people 

steal from you.” In other words, if 

one anticipates the negatives 

associated with an activity, then 

one can absorb them and focus on 

the beneficial aspects of the 

activity, which in the case of the 

bath for Epictetus was achieving 

internal harmony. 

For the innovator, this is a highly 

under-appreciated approach.  

When we are preparing for a 

workshop or presentation to 

executives, we tend to focus on 

the positive aspects of the 

upcoming session and devote little 

time to thinking about the 

possible challenges or obstacles in 

the meeting, other than perhaps a 

brief examination of the meeting 

attendees in terms of advocates 

and opponents.  Spending time 

thinking about potential negative 

occurrences in the meeting can 

enable the innovator to be better 

prepared to handle those 

problems quickly and effectively, 

thus increasing the likelihood of 

success for the overall endeavor. 

 

Be mindful of the here and 

now 

In this aphorism, Pigliucci notes, 

the Stoics focus on leaving the 

past behind by concentrating on 

the present. The Roman Senator 

Seneca provided a succinct 

summary of this dictum: “[t]wo 

elements must therefore be 

rooted out once and for all – the 

fear of future suffering and the 

recollection of past suffering; since 

the latter no longer concerns me, 

and the former concerns me not 

yet.” One can do absolutely 

nothing about the past, and 

likewise one can do very little 

about the future, so work efforts 

should be focused on the present. 

 

For the innovator, this can serve as 

a reminder to avoid re-treading 

over past ground (such as a past 

innovation effort that failed) while 

simultaneously not becoming too 

focused on something that is very 

far in the future, such as a great 

idea that would take years and 

years to develop with unproven 

methods or technology.  A proper 

mixed portfolio of short-, 

medium-, and long-term initiatives 

is the best approach. 

Before going to bed, write in 

a personal philosophical diary 

The Stoics saw the time before 

bed as an opportunity to reflect 

on the events of the day and to 

focus on what went well and what 

did not go well so as to continue 

the process of self-improvement 

the next day.  By writing these 

down, the Stoic can internalize 

these lessons and potentially 

speed up the self-improvement 

process.  Personal journals seem 

to be something that has gone the 

way of the horse and carriage in 

modern times, but the value of 

capturing thoughts and self-

analysis for the modern innovator 

is very high. 

 

The innovator could use a daily 

diary in the form advocated by the 

Stoics in order to capture the 

highlights and lowlights of one’s 

daily work.  However, there is an 

additional benefit to maintaining 

the journal, particularly in a 

bedside location.  The innovator 

may go to sleep while sorting out 

a particularly challenging problem 

and, in the middle of the night, 

may wake up with a sudden 

insight into how to solve the 

puzzle.  Having the journal nearby 

permits the innovator to capture 

that information accurately and 

immediately so that he or she can 

apply the information to work the 

next morning. 

 

Mike Tyson 

Writing in The Wall Street Journal, 

Brenda Cronin relays important 

life lessons from Mike Tyson’s 

manager and mentor, Cus 

d’Amato. In Tyson’s new book, 

Iron Ambition: My Life with Cus 
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d’Amato, Tyson tells the story of 

the well-known boxing manager 

who had shepherded the careers 

of great fighters such as Floyd 

Patterson.  At age 71, d’Amato 

took on the challenge of turning a 

rough-and-tumble kid from the 

streets of Brooklyn into a 

champion fighter. D’Amato saw 

Tyson sparring in the ring at age 

13 and presciently proclaimed that 

the young Tyson would one day 

become a world champion. When 

Tyson’s mother died of cancer 

when Mike was only 16, d’Amato 

adopted him and took him to 

Catskill, NY to continue his 

training and make him a part of his 

family. Although d’Amato died in 

1985, Tyson became the youngest 

heavyweight boxing champion of 

the world at age 20 in 1986. 

 

In his new book, Tyson recalls a 

number of life lessons from his coach 

that he applied to his career and to 

which he attributed much of his 

success. As was the case with life 

lessons from the Stoics, these ideas 

are definitely worth exploring from an 

innovation practitioner perspective. 

 

Affirmations 

D’Amato saw the importance of 

psychological training alongside 

the physical conditioning typically 

required of athletes.  D’Amato 

instilled a sense of confidence in 

his fighters by showering them 

with encouragement.  Tyson 

recalled one mantra that he 

repeated over and over: “[d]ay by 

day, in every way, I’m getting 

better, better, better.”  This 

approach, according to Tyson, 

took a kid with no self-esteem and 

transformed him into a champion. 

 

For the innovator, positive 

reinforcement is important to 

keep a team motivated as one 

works through the trials and 

tribulations of a typical innovation 

project.  Allowing colleagues to 

sense progress even when it is 

somewhat difficult to see can keep 

spirits high on the team and can 

keep energy levels in the right 

place to maximize the work 

effort.  While this doesn’t mean 

that one should ignore negative 

outcomes, it does remind us of 

the importance of positive 

affirmation as a motivational 

device for the team. 

 

Creative Visualization 

In addition to positive affirmation, 

d’Amato also leveraged the 

visualization technique with his 

fighters many years before that 

technique became popular with 

athletes around the world.  Tyson 

notes that his mindset was that he 

had to “see himself […] winning 

that title.” Tyson states that he 

“used to fear my win 

[…and…y]ou can let it destroy 

you and everything around you, 

like fire, or maybe it can keep you 

warm.” Rather than letting fears 

drive behavior, d’Amato wanted 

his fighters to use that fear to 

drive them to greater 

achievements, and by visualizing 

where they wanted to end up in 

their performances, they could 

achieve better results. 

 

For the innovator, fear of failure is a 

common theme, especially when 

so many innovation projects fail 

(are some are even lauded for 

failing). The innovator periodically 

needs to visualize successful 

outcomes to stay motivated. 

Moreover, forcing oneself to 

visualize what success actually 

means may provide insights into 

how the innovation work should 

proceed. Often times we enter a 

project with a vague notion of 

what a successful outcome would 

entail, and thus we might miss out 

on some aspect of the project that 

would warrant success that we 

might miss seeing in our work. 

The more time we spend thinking 

about and visualizing the end 

game, the better we will be able to 

perform tasks along the road to 

that objective. 

 

Discipline 

D’Amato had spent time in the 

military before his career as a 

boxing manager and the notion of 

the importance of discipline never 

left him. Tyson notes that this 

military order applied to his entire 

life in the d’Amato household, 

including attending school 

regularly, training daily, and helping 

out with chores. As Tyson 

observes, “I was getting on the 

cover of Sports Illustrated […] and 

people were taking pictures of me, 

like I’m this big star.  And as soon 

as they were finished, I had to 

sweep the gym and mop it.” 

For the innovator, discipline is a 

concept that may seem anathema 

to the concept that generating 

new thinking requires a loose, 

free-wheeling effort with few 

boundaries and constraints.  While 

free-thinking may be useful during 

an ideation phase, discipline is 

always crucial to success in terms 

of capturing details of the ideation 

session properly and managing 

projects (schedules, costs, 

resources) at a level of granularity 

that will avoid mistakes and 

improve the chances of success. 

 

Preparation 

A final piece of advice from 

Tyson’s coach is the adage for 

which d’Amato is perhaps most 

famous. The statement concerns 

preparation, and appears 

frequently as a sports aphorism.  

D’Amato stated succinctly that 

“everybody has a plan until they 

get punched in the mouth.”  Tyson 

saw this as a foundation for the 

relentless focus and work 

associated with his life with 

d’Amato. The statement itself is a 

reminder that it’s not enough just 

to plan for an event.  Rather, one 

has to be ready to engage 

intensively in the event itself and 

be prepared for the physical 

impact of the event, not letting 

that first punch distract one from 

one’s original plan. Although 

innovators are highly unlikely to 

get “punched” in a work effort, 

the concept at a figurative level is 

important. 

 

Innovators may spend a great deal 

of time preparing all the intricacies 

of a presentation of a new idea to 

decisionmakers, only to encounter 

something negative at the outset 

of the meeting that is the 

equivalent of a “punch in the 

mouth.”  Innovators should think 

about these circumstances in their 

presentations and be ready with 

the appropriate response. It’s not 

enough just to know all the details 

of one’s proposal; one should also 

think about other concerns, 

variables, events, or opinions that 

could appear in the course of the 

session.  Proper preparation for 

these eventualities will increase 

the likelihood of success for the 

overall innovation effort. 
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Conclusion 

I did not expect the life lessons 

from Mike Tyson’s coach to align 

with those from the ancient 

Stoics, but upon further analysis 

there are interesting parallels 

between these concepts. The 

easiest way to show these 

connections is via a 

straightforward mapping of these 

ideas: 

 

Stoicism Learn to separate 

what is and isn’t in 

your power 

Tyson Affirmation 

Stoicism Contemplate the 

broader picture 

Tyson Discipline 

Stoicism Think in advance 

about challenges you 

may face during the 

day 

Tyson Preparation 

Stoicism Be mindful of the 

here and now 

Tyson          Discipline 

Stoicism Before going to bed, 

write in a personal 

philosophical diary 

Tyson Creative visualization 

 

For the innovator, both Cus 

d’Amato and the Stoics provide 

interesting approaches that one 

can leverage to help generate new 

thinking. 

 

This article originally appeared in: 

http://innovationexcellence.com/bl

og/2017/07/10/what-mike-tyson-

and-the-stoics-teach-us-about-

innovation/ 
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Two groups of engineering 

students were given a similar 

task – to design a bicycle rack 

for a car. The first group 
was shown an existing but 

poorly designed roof rack for 

bicycles. They looked at all 

the issues with the current 

design and then set out to 
come up with something 

better. The second group 

was not shown the ineffective 

roof rack; they were simply 
told to design a really good 

bicycle rack. 
 

The second group came up with much 

more elegant and effective designs. The 

first group focused on the problems 

with the existing design and that 

constrained their thinking. 

 

The study was carried out by 

researchers David Jansson and 

Steven Smith and is mentioned in 

David Niven’s book, It’s Not 

About the Shark. The title of the 

book refers to the problem which 

the then unknown director Steven 

Spielberg had in 1974 while shooting 

Jaws. The movie script involved 

many scenes showing a monster 

shark but the mechanical model 

shark they used had recurring 

technical faults and kept failing. The 

movie was running well behind 

schedule and ahead of budget. The 

problem was the shark which just 

would not work. 

 

Spielberg did some lateral 

thinking. He removed the shark 

from all the initial scenes and 

inferred its presence with the 

brilliant musical theme written by 

John Williams. Moviegoers found 

that what they imagined beneath the 

water was remarkably frightening. 

Critics and audiences raved about 

the film which kick-started 

Spielberg’s rise to stardom. 

 

When we are confronted with a 

problem we tend to focus all our efforts 

on the features of the problem rather 

looking at the entire situation and the 

opportunities it offers. Focusing on the 

problem limits our possibilities for 

conceiving more radical ideas. 

 

When Travis Kalanick could not 

get a taxi in Paris in 2009 he thought 

about the issue. Most of us would 

have asked, ‘How can we get more 

taxis?’ He ignored the taxi shortage, 

looked at the bigger picture and 

asked a different question. ‘What if 

we could harness the capacity of all 

the drivers in Paris who would give 

me a lift for payment?’ He founded 

Uber.  Every problem is an 

opportunity for innovation. Don’t 

get sucked into the detail of the 

problem. Think laterally and bypass 

the problem altogether. 
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By the mid-1980’s, the American 

semiconductor industry seemed like 

it was doomed. Although US firms 

had pioneered and dominated the 
technology for decades, they were 

now getting pummeled by cheaper 

Japanese imports. Much like cars and 

electronics, microchips seemed 
destined to become another symbol 

of American decline. 

 
The dire outlook had serious 

ramifications for both US 

competitiveness and national 

security. So in 1986, the American 

government created SEMATECH, 

a consortium of government 

agencies, research institutions and 

private industry. By the mid 

1990’s, the US was once again 

dominating semiconductors. 

 

Today, SEMATECH is a wholly 

private enterprise, funded by its 

members, but its original model is 

being widely deployed to solve 

new problems, such as creating 

next generation batteries, curing 

cancer and reviving American 

manufacturing. The truth is that 

some of the problems we face 

today are simply too big and 

complex to be solved by any one 

organization. 

 

The Valley of Death 

To understand the nature of the 

problem let’s look at how 

penicillin was brought to market.  

 

As many people know, Alexander 

Fleming originally discovered the 

miracle cure in 1928, when his 

bacteria culture was contaminated 

by a mold. What most people 

don’t realize is that his findings sat 

in an obscure medical journal for 

a full decade before anyone 

noticed them. 

 

In fact, penicillin wasn’t deployed 

until 1943, when the US military 

used it to cure soldiers in World 

War II. And it wasn’t until 1945—

nearly two decades after the initial 

discovery—that penicillin was 

made available to the general 

public. In the interim, researchers 

needed to figure out how to 

isolate penicillin, make it stable 

and produce it in large quantities. 

 

But lest you think that type of 

thing is a relic of the past, 

consider the case of 

immunotherapy - a radical new 

cancer treatment that has given 

hope to even the most terminal 

cancer patients. Some, who once 

dreamed of living enough months 

to see their children’s’ high school 

graduation are now living happy, 

vibrant lives and enjoying their 

grandchildren. The initial 

breakthrough came in 1987, but 

the first drug wasn’t approved 

until 2012—25 years later. 

 

This gap between initial discovery 

and commercialization is known 

as the “Valley of Death,” because 

while research institutions have a 

clear mandate for basic research 

and private enterprises are highly 

adept at bringing new products to 

market, many pathbreaking new 

technologies languish in the stage 

in between, when there is 

promise but no proof. 

 

 

 

 

 

 

The Era of Big Science 

Today, much has changed since 

when penicillin was discovered. 

The US government now invests 

nearly $150 billion in R&D, about 

half of that in fundamental, 

discovery driven research focused 

on exploring new horizons. The 

private sector spends three times 

that, mostly on translational 

research intended to transform 

basic discoveries into new 

products. 

 

Yet the Valley of Death still 

remains. There is a wide chasm 

that separates an initial discovery 

and a viable product idea. Every 

year, tens of thousands of papers 

are published in scientific journals 

and any one of them, potentially, 

could hold the key to the next big 

thing. But for a private firm to 

invest millions of dollars in a new 

idea, there has to be more to go 

on. 

 

Another problem is that the 

research institutions themselves—

government labs and research 

driven universities—have become 

so large that they’ve become 

notoriously hard to navigate. At 

the same time, the marketplace 

has become so fiercely 

competitive—and investors so 

demanding—that few are willing 

to take a flyer on an unproven 

technology. 

 

To bridge that gap, new 

organizations have risen up that 

build on the original SEMATECH 

model to solve our toughest 

problems. The Joint Center For 

Energy Storage Research (JCESR) 

has a five year mandate to develop 

next generation battery 

technologies.  

Greg Satell 

A New breed of innovation 
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The Institute for Applied Cancer 

Science at MD Anderson (IACS) is 

exploring revolutionary new cures 

and the National Network for 

Manufacturing Innovation (NNMI) 

is working to revive US 

production capacity. 

 

Innovating the Innovation 

Process 

The key to making these 

organizations work is integrating 

the work of discovery driven 

researchers, applied scientists and 

engineers in the private sector. 

“Usually discovery propagates at 

the speed of publication,” George 

Crabtree, Director at JCESR told 

me. “But here, we can operate 

within the time frame of the next 

coffee break.” 

 

That’s really essential, because the 

different players often have widely 

divergent incentives. Giulio 

Draetta, the Director of IACS 

who formerly headed up global 

basic research at Merck, points 

out that for academic researchers, 

publication is the coin of the 

realm, so they are focused on 

uncovering results that are new 

and exciting, not on marketability. 

 

Profit driven companies, on the 

other hand, feel so much pressure 

to go to market, that they often 

pass on ideas with vast potential. 

“Venture capitalists are looking 

for rapid exits and researchers 

are pretty much stuck with the 

idea that they came to the party 

with. That means it’s very hard to 

cull bad ideas and lots of time, 

effort and money are wasted,” 

Dreatta says. Yet he has also 

found that when you put people 

together, they tend to widen their 

perspectives. 

 

“Once you have everybody sitting 

around the table, it’s much easier 

to come up with new ideas and to 

discard others that will not 

work,” he notes. He has also 

found that, over time, academic 

researchers realize that there is a 

great opportunity to put out 

better publications and win more 

funding, while drug developers 

learn to build relationships, offer 

input and be more flexible about 

exploring new directions. 

 

 

 

Killing Ideas Faster 

One of the major advantages of 

this more integrated approach is 

that product developers can steer 

discovery driven researchers in 

more fruitful directions. In battery 

research, for example, scientists 

have long focused on finding 

materials with greater energy 

density.  

 

Manufacturers, on the other hand, 

value safety just as much as 

performance, so that they don’t 

have to add extra shielding to the 

battery that increases weight and 

diminishes overall efficiency. 

 

Draetta of IACS has found many 

of the same issues arise in 

pharmaceutical research. “That’s 

exactly what we face all the time,” 

he told me. “Often there are 

factors related to manufacturing 

costs, potential drug interactions 

and other things that research 

scientists aren’t aware of.” Armed 

with that knowledge, work can be 

directed toward paths that offer 

greater viability. 

 

This is absolutely crucial to 

accelerating innovation because, 

once a scientist embarks on a 

particular direction, years can be 

spent performing the necessary 

research, verifying the results and 

preparing it for publication. If that 

work turns out not to be useful, 

enormous amounts of time and 

effort can be wasted. However, if 

nonviable research can be pruned 

at the next coffee break, 

resources can be focused on areas 

that are more likely to lead to a 

true breakthrough. 

 

Simply put, integrating efforts 

earlier in the process can save 

tremendous amounts of time, 

money and other resources, while 

at the same time producing better 

results. 

 

Putting Manufacturing at the 

Centre 

Getting input from manufacturers 

may seem like a no-brainer, but 

the truth is that it’s fairly difficult 

for scientist to do so in a 

systematic manner.  

 

 

 

 

An academic doing exploratory 

research in, say, genetics or 

materials science, can’t simply pick 

up the phone and ring up a 

manufacturer’s hotline to see 

what engineers are thinking. 

Often, that information is 

considered proprietary. 

 

Yet President Obama’s Advanced 

Manufacturing Initiative is working 

to change that. In 2011, he 

commissioned a report that called 

for an “innovation policy” rather 

than an “industrial policy.” The 

result of that report has been to 

set up a network of institutes that 

act as hubs for innovation in areas 

like 3D printing and integrated 

photonics. 

 

So far, the program has exceeded 

the expectations of the initial plan. 

While it was intended to receive 

matching funds for the initial set 

up period of 5-7 years, 

manufacturers have exceeded that 

goal by roughly 50%.  

 

Firms have also invested additional 

money to build facilities near the 

hubs to better integrate their 

operations with them. Congress 

has recently passed legislation to 

expand the program and ensure 

its continuity. 

 

Manufacturers are excited about 

the program as well. Dr. Mukesh 

V. Khare, IBM’s VP of 

Semiconductor Research told me, 

“We found in our previous 

involvement with SEMATECH, 

that these types of consortia help 

us adapt investment, supply chain 

and retooling for the future. So 

for photonics, which is a really 

crucial area for us, it made all the 

sense in the world to join the 

NNMI hub.” The company has 

organized its own Research 

Frontiers Institute along similar 

lines. 

 

America has lost 5 million 

manufacturing jobs since 2000, so 

integrating scientists into the 

production process is just as 

important as integrating 

manufacturers into the discovery 

process. 

 

http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.cancermoonshots.org/platforms/institute-for-applied-cancer-science/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.cancermoonshots.org/platforms/institute-for-applied-cancer-science/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/nnmi/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/nnmi/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.jcesr.org/about/leadership/george-crabtree/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.jcesr.org/about/leadership/george-crabtree/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/faculty.mdanderson.org/Giulio_Draetta/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/faculty.mdanderson.org/Giulio_Draetta/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.digitaltonto.com/2016/why-energy-storage-may-be-the-most-important-technology-in-the-world-right-now/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.digitaltonto.com/2016/why-energy-storage-may-be-the-most-important-technology-in-the-world-right-now/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.digitaltonto.com/2016/why-energy-storage-may-be-the-most-important-technology-in-the-world-right-now/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.whitehouse.gov/sites/default/files/microsites/ostp/pcast-advanced-manufacturing-june2011.pdf”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/nnmi-institutes/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www.manufacturing.gov/files/2015/12/NNMI_prelim_design.pdf”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/en.wikipedia.org/wiki/Revitalize_American_Manufacturing_and_Innovation_Act_of_2013″
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www-03.ibm.com/press/us/en/biography/47355.wss”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”https:/www-03.ibm.com/press/us/en/biography/47355.wss”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.ibm.com/frontiers”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/www.ibm.com/frontiers”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/money.cnn.com/2016/03/29/news/economy/us-manufacturing-jobs/”
http://innovationexcellence.com/blog/2017/04/25/a-new-breed-of-innovation/”http:/money.cnn.com/2016/03/29/news/economy/us-manufacturing-jobs/”


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  August 2017 

  

 
20 

A National Innovation 

Ecosystem 

The innovation architecture set 

up after World War II has served 

America extremely well. Publicly 

funded research, paired with a 

vigorous private sector has made 

the US a leader in virtually every 

area of advanced technology. 

Other nations may challenge that 

leadership in one industry or 

another, but nobody can match 

the breadth and depth of the 

United States. 

 

However, the problems we need 

to solve today are far more 

complex than before. The journal 

Nature recently noted that the 

average scientific paper today has 

four times as many authors as one 

did in 1950 and the work they are 

doing is far more interdisciplinary 

and done at greater distances than 

in the past.  

 

That greater complexity means 

that we need to design new 

approaches to address market 

failures like the “Valley of Death.” 

 

So it is imperative that we build a 

more complete ecosystem on top 

of the post-war architecture. “In 

the 1980’s and before there was a 

continental divide that separated 

basic and applied science,” Ron 

DePinho, President of MD 

Anderson Cancer Center, told 

me. “Since then, the idea of 

translational research has taken 

hold, but we still have an 

inefficient organizational 

infrastructure to pursue 

conversion of discovery into new 

therapies in any systematic way.” 

 

“As one example, there are 8000 

early detection cancer candidate 

biomarkers in literature. Yet only 

two have progressed to where 

they can be clinically effective. At 

MD Anderson, we’ve tried to 

change that by reaching out to all 

areas of the ecosystem, including 

academic institutions, venture 

capitalists and industrial players 

ranging from big pharma to 

startup biotechnology firms, 

because we believe that the best 

science happens when we get 

everybody’s perspective.” 

 

 

 

Many innovative enterprises have 

learned the value of instilling this 

type of iterative process across 

integrated, multidisciplinary teams 

within their organizations. As it 

turns out, if we are to solve our 

biggest and toughest problems, we 

need to learn how to implement 

that same level of collaboration 

across our entire society. 

 

This article originally appeared in:  

http://innovationexcellence.com/blog

/2017/04/25/a-new-breed-of-

innovation/ 
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Seeking out, analysing and 

reacting to the multitude of cues 

that abound in the economy, 
marketplace and competitive 

sectoral segments can be, and is, 

exhausting, frustrating - and 

often futile. 
  

Deliberating about, and conducting 

informed “right” decisions are beyond 

the scope and capacities of many. 
  

Much of the available information, 

perspectives and projections is short-

term, variable and incomplete. 
  

The margins for error can be wafer-thin, 

influencing a tendency to avoiding the 

making and implementation of key 

strategic decisions, and implementing 

them. 
  

Another substantial influence is the need 

and drive to generate immediate 

increased cash-flows. 
  

Many of today’s market forces are not 

seasonal or cyclical in nature. Rather, 

they are strategic and structural, with 

evolving trends that have been evident 

for 10, 20 or, indeed, 30 years. 
  

Considerable time has elapsed during 

which little analysing, forecasting, 

planning and action have been 

undertaken to address, redress and 

capitalise on the emerging changes and 

circumstances. Acting now may be too 

late. 
  

Interest rates are at historic lows, 

tempting and enabling increased 

investments in business hardware, 

including premises, warehousing 

services, inventories and displayed 

merchandise. 
  

It is time, and there is sufficient time, to 

invest in, and reap the rewards from 

business software, like training, planning, 

marketing, logistics and networking. 
  

Take the cue from the rack, and avoid 

the role of being a big-shot. Take the 

time, effort and discipline to make a few 

big shots. It is possible, and timely, to 

sink a few. 

/continued on page 22 
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Nobody ever started a business 
intending to fail. Yet, within five years 

half will. It’s foolish to expect that all of 

these businesses could somehow 

succeed. Still, many successful and 
innovative businesses fail not because 

there was anything wrong with their 

product or service but rather because 

they fell into one of the pitfalls of 

success. So, how can you maximize the 
likelihood that you’ll be in the right 

50%? 
 

There are seven potentially fatal 

mistakes that otherwise very 

successful businesses make. I’ve 

started, lead, or been a key part 

of businesses that have made 

every one of these mistakes–

although, luckily, not all at the 

same time! I can tell you first hand 

that they are incredibly easy to fall 

into unless you’ve either been 

there or have someone who can 

warn you ahead of time. Well, 

here’s your warning! 

 

1. Not enough buffer 

No businesses is immune to 

macro-economic cycles. Yet really 

great businesses get caught 

unprepared to deal with a slowing 

economy. The answer is not in 

trying to predict the slowdown 

but having the reserves to get 

through it.  

 

Have a doomsday scenario that 

will get you through at least one 

year of self-funding at half your 

current revenues. That may 

require cash reserves, a line of 

credit, a plan that details expense 

cuts, or a combination of all three. 

Credit is a wonderful thing but 

stay away from owner guaranteed 

obligations and credit cards. A 

successful business needs to be 

able to fund itself in a responsible 

manner. 

 

“Have a doomsday scenario that will 

get you through at least one year of 

self-funding at half your current 

revenues. “ 

 

2. Static business models 

Entrepreneurs get attached to 

their business model; they get 

stuck in a certain way of selling 

and pricing. There’s nothing more 

frustrating than an innovative 

company stuck in an old business 

model.  

 

As markets move you need to 

change the way you sell and 

monetize your products. For 

example, the shift from licensed 

software to the freemium model 

of selling cloud-based software 

that costs more with more 

functionality. I actually saw an add 

a few days ago from a small 

business that still had in its web 

marketing copy the phrase, “Call if 

you want our [product] on 

computer disks.” Really? A 

computer disk? Is that anything 

like a cassette? 

 

3. The Wrong Board of 

Directors 

A good board can help you to 

make valuable connections, 

provide a sanity check on 

important decisions, offer 

objectivity that is not encumbered 

by your company’s day-to-day 

issues. I’ve had and been on 

boards that made a world of 

difference, but I’ve also seen more 

than a few board members who 

are just out to make a quick buck. 

The wrong board will be short-

sighted and self-serving. Be leery 

of board members who have a 

greater interest in their financial 

stake than in the mission of your 

business. 

 

“Be leery of board members who 

have a greater interest in their 

financial stake than in the mission of 

your business.” 

 

4. Overcompensating 

This one is hard to grasp. It was 

for me. When one of my first 

businesses started to grow fast I 

had an exec on my team who felt 

that we needed to pay much 

more for new analysts. To be fair I 

adjusted pay for existing analysts. 

Years later I had a chat with a few 

of my old employees and asked 

them to give me some feedback 

on things I could have done 

better. I was shocked when they 

told me that they felt the move to 

adjust salaries was one of the 

most culturally erosive decisions I 

had made. Really? I wish I had 

read Dan Pink’s book Drive–if 

only he had written it ten hears 

before he did! We get paid to 

work; but we don’t work just for 

pay. 

 

 “We get paid to work; but we don’t 

work just to get paid.” 

 

Tom Koulopoulos 

Top 7 reasons your successful start-up will fail 
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5. Inability to scale 

This is one of the more perversely 

ironic paths to failure. I’ve seen 

companies that run like a well- 

oiled machine for years suddenly 

choke on fast growth which 

strains their systems and people. 

Plan for growth. Invest in systems 

that will scale, use cloud-based 

computing, create training and 

mentoring programs to onboard 

new hires, don’t skimp on internal 

accounting systems and staff, most 

importantly scale at a rate that 

your organization can absorb. 

“…scale at a rate that your 

organization can absorb.” 

 

6. Outgrowing the Leader 

Yes, this is the toughest one! 

Often the leader who started the 

business is just not the right 

person to keep it going five or ten 

years down the road. While there 

are many high profile examples of 

leaders who have grown with 

their company–Richard Branson, 

Larry Elison, Bill Gates–there are 

tens of thousands who have not.  

 

Ultimately you need to ask if the 

skills that got you to where you 

are will take you to where you 

want the business to go. If not, 

you need to either reconcile your 

personal and business ambitions 

or hire a leader for your next 

stage of growth. 

 

“Ultimately you need to ask if the 

skills that got you to where you are 

will take you to where you want the 

business to go.” 

 

7. Reliance on one customer 

This is a double edge sword. 

While I’ve bootstrapped 

businesses using the technique of 

a core dedicated customer, I’m 

always cautious of scaling a 

business too far with a reliance on 

just one customer. It’s a false 

success and it makes you lazy in 

the areas you most need to be 

investing to scale, such as 

marketing, sales, branding, and 

innovation.  

 

 

 

 

 

 

 

 

It also creates enormous risk, not 

just because of the conventional 

wisdom that you’re not 

diversifying enough, but more so 

because it makes innovation 

exceptionally difficult; you end up 

building a box for ideas around 

one customer, and that’s a very 

tough box to get out of. 

 

“…you end up building a box for 

ideas around one customer, and 

that’s a very tough box to get out 

of.” 

 

This article was originally 

published on Innovation 

Excellence 

http://innovationexcellence.com/bl

og/2017/06/25/top-7-reasons-

your-successful-startup-will-fail/ 
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Are you camouflaging your own brand? 
 

It's a great irony that companies 

invest untold amounts of money to 
build up their brand equity, but they 

rarely do anything to stop its dilution. 

Quite the opposite: they accelerate 

it. There’s plenty of theory but often 
not a lot of practicality or follow-

through. Even if the theory’s right, 

nothing happens without sharp, 

street-smart execution. Here’s how 

to make that happen. 
 

#1: Brand-vet all your 

communications. 

 

McDonald's infamous 

tweet aimed at 

children: "Say hello to 

our newest friend, 

Happy!" Most 

children screamed. 

Maybe because they 

hadn't watched 

Scarface. 

 

 

The problem. 

All communications: newsletters, 

blogs, vlogs, podcasts, Facebook, 

Twitter, Instagram, YouTube, sales 

decks, sales pitches, interviews, white 

papers, etc. When you read, hear or 

review anything, ask yourself what  

 

 

the key impressions and takeaways 

are. If those takeaways don't 

precisely align with your brand 

messaging, then at best, you're not 

helping your brand and at worst, 

you're seriously harming it.  

 

Remember that salespeople are 

trying to sell, not worry about 

messaging consistency. Writers 

are trying to meet a deadline and 

reach an audience, not asking 

themselves if the incisive points 

they're making align with your 

brand. Social media agencies and 

internal posters are often 

inexperienced people who don't 

even understand branding. As for 

agencies, well, they're not all 

created equal. 

 

The solution. 

• Create a brand-definition 

document. This must include 

at a minimum: what you are; 

what you are not; 

words/phrases/attributes that 

perfectly fit your brand (and 

ones that should never be 

used to describe it); and what 

your voice is (academic, 

professional, casual, edgy, safe, 

conservative, liberal, serious, 

fun, etc.). It must explain how 

to use this information and it 

should include examples that 

everyone can understand. 

 

 

 

 

Make sure your corporate 

training includes brand training. 

This is not Field of Dreams: if 

you build your brand, they won't 

come [to understand it]. You 

have to teach why it's important 

and what you stand for. And 

memorising a mission or vision 

statement won't do the trick.  

 

• Have a team of people who 

are subject-matter experts in 

your brand (small companies 

need only one person). Large 

companies: as you spend 

hundreds of millions on 

marketing, this is not an extra 

expense; it's about increasing 

the ROI on your existing 

expenses and minimising 

dilutive damage. Put new 

people on probationary 

periods where you vet 

everything they write. Have 

enough people on your team 

to ensure everything gets 

vetted quickly. Perhaps two 

hours for a social media post, 

perhaps one week for a long 

white paper. Incorporate 

compliance into performance 

reviews. This isn't about 

restricting creativity, by the 

way: it's about ensuring a 

consistent voice and stand. 

 

But even if you get these 

stakeholders into a perfect syzygy, 

that’s strategy, not execution. 

Which leads us to the next 

branding execution point. 

Steven Mason 

Street-Smart Branding: 3 secrets you need to 

know 
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#2: Align every element of 

your brand: visual, auditory, 

tactile, gustatory and 

olfactory. 

 

Clinica Dental's logo. 

Apparently, cleaning your 

teeth is just the start of your 

experience. 

 

 

 

The problem. 

You're about to buy your next 

Lamborghini, but you want to think 

over those tough philosophical 

questions: Fully automatic gull-wings 

or semi-automatic? So, the sales 

manager gives you her business card. 

It's taupe, thin, in a state of 

perpetual crinkle and her name is 

printed in 14 pt. Courier. This is 

about as persuasive as Pee-Wee 

Herman's headlining an MMA event.  

 

So the sale is lost and you might 

just be heading over to Ferrari. Of 

course, this would never happen 

in real life and, when it comes to 

Italian racing and sports cars, 

that's certainly true. But when it 

comes to start-ups and sometimes 

even larger companies on a CFO-

imposed diet, it happens more 

often than you'd think. 

 

 

The Compassion 

Foundation "helps 

those in need." 

Unfortunately for 

them, this is not a 

need that has 

widespread appeal. 

 

 

 

• It's having the coolest, hottest 

(wannabe) social media app 

and not having your own 

social media links working. 

 

It's saying you're the best SEO 

company in the world and then 

finding you on the 35th page of 

Google's search results.  

 

It's having bleeding-edge 

technology and using a globe as 

your logo.  

 

It's writing in the King's English 

and dressing like you're on the 

playa at Burning Man  

 

• It's being on the wrong panel 

in the right conference. 

• It's developing a new flexible 

polymer and giving out 

business cards that seem to be 

forged out of steel. 

• It's inventing a cure for Ebola 

and packaging the 

serum in bright red. 

• It's claiming you're 

unique and looking 

just like 100 other 

companies. 

 

The solution. 

• Identify Points of 

Interaction. Where 

will your targeted 

constituencies 

interact with any 

aspect of your brand? Private 

meetings? Digital banners at 

the airport? Webinars? 

Roundtable discussions? Trade 

shows? Social media? In each 

interaction, what will the 

targeted constituency be able 

to perceive? Is what they're 

perceiving consistent with 

your brand? 

 

• Hire a Creative Director -- 

they aren't just for ad 

agencies. This is someone 

who understands human 

interaction, who understands 

the power of words, the 

importance of voice, the 

relevance of image, the 

essence of sensation, 

someone who gets your 

brand's gestalt.  

 

They don't need to have 

talent in all these areas. They 

need to recognise skill and 

talent and use it to deliver a 

unified impression. Equally 

important, they need the 

authority and the 

personal cojones to lead. 

 

• Don't low-ball your brand by 

low-balling real talent. Great 

designers, great writers, great 

U/X engineers -- they're in 

short supply. There are no 

free lunches. There are only 

discombobulated brands. 

Don't let yours be one of 

them. 

 

What do you think the odds are 

that Fiverr hired someone for $5 

to design its own logo -- or to 

write its own copy?  

#3. Be authentic. 

Banana Republic got kudos for 

#HotDudesReading. But sales 

dropped 10%. Millennials didn't shop 

at Banana Republic, because that's 

not their demo. Their demo got 

turned off by this. 

 

The problem. 

Now, suppose I told you there 

was no #3, that I lied, that I made 

up the title because "3" sounds 

much better than "2." You'd 

understand my reasoning but you 

still wouldn't trust me. 

 

We’ve seen that you must 

consider every way your brand 

evokes a response among your 

multiple target audiences -- not 

just words, but sounds, designs, 

the tactile appearance of 

promotional materials and the 

like. On the last leg of our brand 

dilution triumvirate stands lack of 

brand truth. 

 

Imagine being born a dwarf, never 

growing to even 3 feet tall, being 

abandoned at birth and then 

raised by foster parents, who 
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respectively died when you were 

in the 8th and 10th grade. Perhaps 

you'd be too embarrassed to 

speak to others, let alone to try 

anything other than a menial job. 

John and Greg Rice, identical 

twins, didn't think that way. 

 

They went on to become door-

to-door salesmen, real estate 

moguls, pest-control-service 

advertising personalities, 

motivational speakers, and multi-

millionaires. How? By embracing 

who they were, never hiding their 

diminutiveness but never using it 

as an excuse, either. They 

were authentic. 

 

Yet so many people try to be 

what they are not and never could 

be, rather than being proud of 

who they are. Brands are the 

same way. Consider: 

• A great value, very 

inexpensive, yet advertised as 

the "highest quality." (This is 

why Walmart would never 

use a tagline like Bespoke for 

everyone.) 

 

• Sears’ website used to say: 

"Shop your way." (How? 

What?). Currently, it says: 

“Your one-stop savings spot.” 

When you think of Sears, are 

“savings” the first thing that 

comes to mind? How about 

“one-stop”? No, that sounds 

more like amazon.com. 

 

• A political candidate with a 

checkered past whose slogan 

is Honest as Abe Lincoln. 

 

A patriotic event with Rosanne 

Barr singing The Star-Spangled 

Banner while sounding more like 

a banshee in heat.  

 

A counterculture event headlined 

by Donnie Osmond.  

 

A "We put America to work" 

company that outsources 90% of 

its products to China.  

 

• Volvo, known for its safety, 

announcing a sports coupe. 

• Mercedes, known for its 

engineering and elitism, 

announcing a $25,000 car. 

• An athlete taking a hometown 

contract that pays $50 million 

more than any other one 

offered because he "loves the 

fans." 

 

In corporate America, this 

happens because there's too much 

of a desire to keep up with the 

competition. Your competitor 

does "X," so you have to do "X+." 

And in doing so, you lose your 

soul. 

 

Entrepreneurs fall prey to this 

form of dilution because 

they wish their product did what 

they're claiming, even though it 

doesn't. So instead of focusing on 

meaningful differentiation, they 

lose their authenticity -- and when 

the customers and analysts find 

out, it backfires, because their 

product/service can never be 

what it isn't. 

 

Individuals looking for jobs have this 

problem too. Do you claim you're 

first and foremost a "people person" 

when you hate speaking, hate 

meetings and hate sales? Do you 

claim that you "love detailed 

analyses" when you failed 1st grade 

math? Do you trumpet that you're 

the perfect "team player" when you 

have the personality of Steve Jobs?  

 

But does authenticity really 

matter? 

Hypocrite or not? 

 

Some say authenticity is irrelevant, 

especially to Millennials. Douglas 

Brundage, writing in Advertising 

Age, cited Vice and Kanye West to 

support this case: 

"Vice has built a powerful brand 

rooted in counter-culture and 

anti-establishment mentalities 

despite quite literally "selling out" 

to conservative entities -- first in 

2013 when it sold a stake to 

Rupert Murdoch's 21st Century 

Fox, then again in 2014 when it 

sold a stake to Disney and 

Hearst's A&E Networks. It even 

shut down an iconic Brooklyn 

music venue in order to gulp up 

more real estate. 

 

"Kanye West is not authentic, yet 

he's the most influential celebrity 

alive. He preaches accessibility in 

fashion, then turns around to 

create hyper-limited, $200 to 

$525 runs of sneakers, or charges 

$55 for $4 Gildan tees in his 

promotional pop-ups. 

"Vice and Kanye are hypocrites. 

But aren't we all? It's what makes 

us human. They may not be 

authentic, but the way they talk to 

people is." 

 

But are they really hypocrites? Not to 

my mind, because I would say they 

are selling vicarious experiences. 

And they are authentically vicarious. 

  

• Vice does promote the 

counterculture, certainly not 

aligned with conservative Fox, 

but perhaps more aligned with 

liberal Disney and Hearst than 

Brundage thinks. Still, neither 

of those is counterculture, 

either: they certainly 

don't represent 

modern-day Kerouacs, 

Ginsbergs or Hunter S. 

Thompsons. But Vice 

isn't selling the 

counterculture itself, 

but rather the ability to 

feel that you, the 

reader, are participating 

in it. It doesn't matter 

how many iconic 

venues Vice corporate 

shuts down so long as 

their articles keep 

enabling vicarious 

participation. That's what Vice 

stands for. 

 

• Kanye is similar. He does 

promote fashion accessibility, 

but that's not his brand at all. 

His brand is success, seeming 

iconoclasm and bling. He isn't 

selling accessibility but 

vicarious participation. 

 

Kanye is saying "You can get a 

taste of my incredible lifestyle in 

an accessible way. Wear what I 

recommend and you will be a 

part of the Kanye experience."  
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The solution. 

• Identify Who and What You 

Really, Truly Are. Be brutally 

honest, with yourself, with 

your team, your investors, 

your Board. Because guess 

what? If you aren't, they know 

the truth, too, even if they're 

all smiles. 

 

Deliver a shock to the system by 

finding your real strengths. Also 

make sure they're not platitudes 

or banalities. The Rice twins 

were short. Shorter than almost 

anyone else on the planet. They 

didn't buy stilts and neither 

should you. 

  

• Identify who and what you 

really, truly are not. This 

means calling it out. If your 

quality is mediocre, 

acknowledge that. If your 

shipping costs are higher, then 

unless you can lower them, 

it's still a fact. 

 

If you want to be a construction 

mogul, do you think that looking 

like Brad Pitt is going to help 

you? 

  

• Know what's important. 

Beauty and ugliness, abilities 

and disabilities, strengths and 

weaknesses are important 

only insofar as knowing them 

makes you true to yourself. 

 

• Remember the first challenge: 

brand-vetting. Now that you 

understand authenticity, 

ensure that every single part 

of your brand—every 

representation of your 

company (or your service or 

yourself)—focuses on your 

authenticity or leverages it. 

Make equally sure that 

absolutely nothing you say or 

do contradicts or casts doubt 

upon that authenticity. 

 

When you give customers 

reasons not to believe in your 

brand, you also give them 

reasons to believe in someone 

else's.  
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With over 25 years’ experience in 

technology and CPG, he can help 

you brand-vet; fix, align and 

refocus your brand; find your 

authentic voice; name your 

startup, products or services; and 

develop or refine your go-to-

market strategy. He’ll craft 

messages and copy which cut 

through the conventional or social 

media noise to hit your targets 

right between the eyes, impelling 

them to take the action you want.  

 

A patent broker and seasoned 

negotiator, he is also a named co-

inventor on five issued US patents 

and three pending US and 

international patents. 

 

He has taught English grammar 

and writing (“Grammar, 

Mechanics and Usage”) at the 
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of Compiler Design at 
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There exist limitless opportunities 

in every industry. Where there is 

an open mind, there will always 

be a frontier. There will always be 

a frontier where there is an open 
mind and a willing hand. 

 

Thinking is one thing no one has 

ever been able to tax. 
 

Every time you tear a leaf off a 
calendar, you present a new place 

for new ideas and progress. 
 

Problems are the price of 

progress. Don't bring me anything 

but trouble. Good news weakens 
me. 
 

An inventor fails 999 times, and if 

he succeeds once, he's in. He 

treats his failures simply as 

practice shots. 
 

I object to people running down 

the future. I am going to live all 
the rest of my life there. 

 
Inventing is a combination of 

brains and materials. The more 

brains you use, the less material 

you need. 
 
Charles Franklin Kettering (1876-

1958), American inventor, engineer, 

businessman, and the holder of 186 

patents. 

 

 

To summarize: 

 

• Brand vet all your 

communications 

• Align every element of 

your brand 

• Be authentic (even if your 

value is vicarious) 

 

 

mailto:steven@thebrandmason.com
http://www.thebrandmason.com/
http://www.liquidpatents.net/
https://www.linkedin.com/in/thebrandmason/
https://twitter.com/TheBrandMason
https://clarity.fm/stevenmason
https://twitter.com/TheBrandMason
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In my business, I deal a lot with 

clients and potential clients directly, 
on a daily basis. Managing my time as 

efficiently as possible is essential 

because of this – otherwise I would 

spend half the day talking on the 
phone and the rest, trying to 

schedule and arrange my calls; and 

that’s where online booking tools 

come in.  
 

They help me schedule my calls as 

smoothly as possible, but it’s not 

just that – they also help me save 

my time by qualifying potential 

clients. In this blog post, I’m going 

to share with you the 10 best 

online booking and scheduling 

tools.    

 

1. Acuity Scheduling 

I’ve tried a lot of different booking 

and scheduling tools over the 

years, but for my personal needs, I 

found Acuity Scheduling to be the 

best option – which is why I’m 

still using it now. That’s not to say 

that you should stop reading this 

and just grab this tool; there are 

some other great tools out there 

and everyone has different needs 

and preferences – this is just 

mine.  

 

With Acuity, you have complete 

control over your schedule. 

Whenever someone books a 

meeting, it will be updates in your 

availability calendar, and you can 

also enter any times or days 

where you won’t be available.  

 

Your visitors will be able to see 

your full calendar availability, and 

select the exact times they want 

to schedule: 

 

The visitor can then set the 

appointment (by their time-zone, 

so there are no mix ups!) and 

even pay, if that is the case.  

 

But this is the real reason why I 

switched to Acuity - you can also 

ask for any information you want 

before the booking is confirmed: 

 

This helps you collect enough 

information for a successful call, 

and it also helps weed out any 

callers who aren’t serious about 

talking to you. I can set the exact 

questions I want, so that I can 

qualify potential clients. 

 

Lilach Bullock 

10 Best online booking and scheduling tools    

                                                                                                                                            

https://acuityscheduling.com/
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Once the call is confirmed, you 

can then automatically send 

branded meeting confirmations, 

reminders or follow-ups via email 

or text. As a plus, the set 

meetings from your Acuity 

calendar can also be automatically 

updated to whatever online 

calendar you’re using (such as 

Google, Outlook or iCal). 

 

2. Calendly 

Calendly is another great option 

for a booking and scheduling 

calendar. You can use it both for 

one-on-one meetings, as well as 

for multiple attendees. In fact, 

Calendly is the tool I used before I 

switched to Acuity, and the big 

reason for that switch was the 

fact that Acuity had the form that 

helped me qualify clients, which I 

personally think is essential – that 

being said, businesses are different 

and have different needs.  

 

Calendly works great if you have a 

bigger team; for example, you can 

set it up so meetings are 

automatically distributed to 

different team members, or you 

can give the attendee the option 

to select which team member 

they want to speak with.  

 

The calendar can be shared as a 

link (in an email, in online 

conversations, etc.) or you can 

embed it on your website directly. 

The tool also integrates with 

different apps, including calendars 

(Google, Outlook, Office 365 and 

iCloud), as well as sales and email 

marketing tools like Salesforce, 

GoToMeeting or Mailchimp.  

 

Calendly works across devices 

and time zones, which are 

automatically detected. In terms 

of your schedule, you have full 

control over it, so you can add 

buffer times before and after 

meetings, set custom event times 

and set a daily limit of meetings. 

 

3. You Can Book Me 

 

You can book me is an online 

scheduling tool for adding 

customer bookings directly in 

your calendar.  

 

With this tool, you have complete 

control over your bookings and 

availability; you can offer a fixed 

appointment duration or leave it 

up to the customer, add padding 

between appointments, set 

confirmations and reminders and 

set up automated follow-up emails 

to tell your customer everything 

they need to know about the 

meeting. 

 

If you do business in different time 

zones, don’t worry about mix-ups 

as the tool automatically detects 

time zones.  

 

The tool integrates with Gmail 

and popular calendar apps, as well 

as with Zapier.  

 

4. AppointmentPlus 

AppointmentPlus is an online 

scheduling calendar that attempts 

to provide you with all the 

features you need, no matter the 

size of your business – from small 

businesses, to large corporations, 

the tool aims to grow and scale 

along with your business.  

People can easily set up 

appointments and rest assured 

that you will get a notification any 

time someone schedules, or 

makes any changes to the 

appointment (cancels it, changes 

the hour). Users can also pay 

easily, as the tool provides 

integrated 

payment 

processing.  

The tool 

provides 

detailed 

analytics and 

tracking, such 

as no-show 

rates and full 

customer 

appointment history.  

 

Plus, you can add a “book now” 

button to your website and even 

to your Facebook Page, so that 

your fans can easily set up a 

meeting: 

 

5. 10 to 8 

 

 

10 to 8 is an appointment 

scheduling software, which you 

can try for free. Your (future) 

clients can easily use it to set up, 

reschedule and cancel 

appointments any time of the day, 

as well as to pay for the meeting, 

where necessary.  

 

Once the appointment is set up, 

you can automatically send people 

a text or email reminding them of 

the meeting, or you can even send 

https://calendly.com/
https://www.youcanbook.me/
https://www.appointment-plus.com/
https://10to8.com/
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them a form so that you can 

gather more information about 

them before the actual meetings. 

If you have a bigger team, you can 

manage your entire team’s 

bookings with multiple calendars, 

where everyone can configure the 

best times to contact them.  

Like the other tools, 10 to 8 also 

integrates with various tools, such 

as your calendar, as well as with 

CRM and email marketing tools, 

such as InfusionSoft and 

MailChimp.  

 

6. Set More 

Set More is a tool built for small 

business owners and 

entrepreneurs in the services 

industry. Whether you have a spa 

or a consulting business, so long 

as you’re in the services industry, 

Set More is a great option.  

 

Appointments are very easy to set 

up online, plus you can easily re-

arrange your schedule by dragging 

and dropping appointments – and, 

your customers will get an email 

notification instantly to let them 

know of the change. For 

bigger teams, you can allow 

your team members to 

manage their own booking 

calendars.  

 

Once an appointment is set 

up, rest assured that your 

clients will receive either a 

text or an email reminding 

them of the meeting.  

 

Set More also want to help 

you grow your business; one 

of the ways they help with 

this is by allowing you display 

reviews and ratings on your 

Booking Page.  

 

The tool integrated with other 

apps and software, such as Google 

Calendar, Facebook, WordPress, 

Constant Contact and MailChimp. 

 

7. BirchPress 

BirchPress is a premium 

WordPress appointment booking 

plugin that is perfect for all of you 

WordPress users out there.  

With it, you can easily embed a 

booking form in a page or post, so 

that your website visitors can see 

your availability and book their 

appointments directly. You can 

then automatically set email 

notifications and reminders, for 

whenever an appointment is 

booked, rescheduled or cancelled.  

 

The form is completely 

customizable and you can also set 

it up so you accept online 

payments via PayPal, or through 

other services, when you 

integrate with WooCommerce.  

 

The plugin integrates with your 

normal calendar as well (Google, 

iCal, Outlook, Android), so that 

you’re always in the know.  

 

 

 

 

 

 

 

8. Qudini 

Qudini 

If you have a very busy schedule 

(and a busy queue!) Qudini is a great 

option for your business.   

 

This Omnichannel appointment 

booking system allows your 

customers to easily book 

appointments via your website, on 

the phone, as well as through your 

staff, in store. As customers are 

increasingly expecting a more 

integrated experience across 

channels, this is a great tool for 

those who have a presence online, 

as well as a bricks and mortar store.  

 

Qudini also offer so-called virtual 

queue management; what this means 

is, if you have a big queue, this can 

help cut down on waiting time. 

Once customers join the queue, 

Qudini uses historic and real time 

data to accurately calculate queuing 

times and to help manage your 

customers, by sending them 

personalized wait time information 

and engaging visuals while they wait 

for their turn.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.setmore.com/
https://www.birchpress.com/
https://www.qudini.com/products
https://www.qudini.com/products
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9. SuperSaaS 

 

SuperSaaS is a very flexible online 

appointment booking tool. You 

can easily create a beautiful 

calendar layout that fits with your 

branding, in 29 different languages 

– and any time zone.  

 

In order to reduce no-shows, you 

can set it up so that customers 

receive an email or text 

confirming or reminding them of 

the appointment.  

 

You can choose to handle 

payment yourself, or set up direct 

payment through PayPal or Stripe. 

Plus, you can also create advanced 

price rules for fluctuating prices 

or discounts.  

 

SuperSaaS can then be added 

directly on your website or your 

Facebook page, and it will 

synchronize with your other 

calendars.  

 

10. Bookeo 

Bookeo is a software built for 

service providers of all sizes, 

designed to help make the 

booking process as simple as 

possible and to help you grow and 

scale your business.  

You can use it to accept bookings 

and payments/deposits across any 

device, on your website or on 

your Facebook Page.   

 

The tool then collects and 

analyses all of your customer 

information, and your calendar is 

automatically synced to your 

personal calendar (Google 

Calendar, iCal, etc.).  

 

Bookeo stands out, though, with 

its integrated marketing tools that 

will help your promote your 

business. Use it to create daily 

deals, to set up gift vouchers and 

create targeted promotions, 

among other features.  

 

Conclusion 

Online booking tools are true life-

savers for all of us in the services 

industry. Not only do they help 

save a lot of time and headaches, 

but they are also so much more 

convenient for the customer, as it 

would only take them a few 

minutes to set up a meeting.  

 

As to what the best tool is? 

Difficult to say – personally, as I 

mentioned earlier, I prefer (and 

use) Acuity Scheduling, but 

depending on what type of 

business you are in, you might find 

that another tool is much better 

suited to your needs.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There are even some great free 

tools in this list – for me though, I 

chose to pay for Acuity because 

the features were worth it. When 

deciding on a tool, you’ll need to 

think whether you want people to 

receive a text before an 

appointment, or whether you 

want a form that can help you 

qualify potential clients, for 

example; if so, it might be worth 

investing in a paid service, so that 

you can get the best possible 

results.  

 

What online booking software are 

you using? Let me know in your 

comments and please share☺ 
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Don’t have one-hour meetings. 
 

And that’s it. 
 

You see, most meetings last 30 or 60 

minutes. 
 

Why? 

 

Two reasons – because: 

1. Outlook is split into 30-

minutes chunks; and 

2. that’s how long they’ve always 

taken 

 

Two dreadful reasons for deciding 

how long a meeting should last. 

 

And it gets worse.  Got ten 

people in your meeting?  That 

means your meeting cost ten 

hours of resource.  Was it really 

worth that? 

 

But there’s a very easy way to fix 

this.  

 

Stop saying “the meeting will last 

one hour.” 

 

Instead: “the meeting will last a 

maximum of 45 minutes.” 

 

That way, people arrive thinking: 

• It finishes in only 45 minutes, 

so we’d better crack on; and 

• Since you said “a maximum 

of”, if we work efficiently, 

we’ll finish early 

 

Do this for just one meeting every 

day, and you save over an hour 

every week. 

 

Do this every week, and that’s 40-

50 hours a year. 

 

That’s an entire working week. 

 

And, because you’d have spent 

that week in meetings, what a 

rubbish week it would’ve been! 

 

Even better – if you want to save 

more than one week, make these 

changes too: 

• Invite fewer people.  

Remember, you can always 

send some people your 

Actions Arising – they don’t 

all need to attend everything 

• Fewer agenda items 

• Vary something.  Meetings are 

often too long because of the 

habits we’ve let ourselves get 

into.  You know the type of 

thing – every Monday, we 

meet at 10-11am, in the same 

room, sitting in the same 

chairs, discussing the same 

stuff.  So, break your habits 

and vary something.  Change 

the venue, start time, 

duration, seating arrangement, 

chairperson, agenda order… 

anything to shake things up 

• Replace ‘Any Other Business’ 

(often a pointless chat) with 

‘Actions Arising’ (ensures 

there are some) 

• Don’t automatically make 

them the ‘45 minutes’ I 

mentioned above. If something 

can be done in ten minutes, 

book it in ten minutes 

 

All these ideas are pretty simple. 

 

But the easiest of all is to stop 

having one-hour meetings. 

 

Right now. 

 

Action point 

Look at today’s meetings.  What 

will you do to shorten at least one 

of them? 
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NEVER have one-hour meetings 
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How many of these describe you? 

It's all too easy to lose control of our 

emotions. 

 
That's why emotional intelligence is 

so important. The ability to identify 

emotions (in yourself and others), to 

understand their powerful effect, and 

to use that information to guide 
thinking and behavior, can greatly 

increase the chances of successfully 

achieving your goals. 
 

Like any ability, the skills of 

emotional intelligence are 

sharpened with practice. But 

might you already possess a high 

EQ, without even knowing it? 

Take a look at the following 

statements, and see if they 

describe your own behavior and 

habits: 

 

1. You think about feelings. A 

lot. 

EI begins with reflection. You ask 

questions like, "Why am I feeling 

this way?" and "What caused me 

(or someone else) to say or do 

that?" 

 

By identifying emotions and 

reactions, you've become more 

mindful and use that information 

to your advantage. 

 

2. You ask others for 

perspective. 

You understand that others see 

you much differently than you see 

yourself. It's not about right or 

wrong, rather, understanding how 

perceptions differ. 

 

 

3. You say thank you. 

It's surprising how widespread the 

lack of common courtesy is 

nowadays. 

 

But not from you. You recognize 

the power of those two small 

words to change someone's day, 

and to strengthen relationships--

and that's why you always take a 

few extra moments to express 

appreciation. 

 

4. You know when to pause. 

"The pause" is as simple as taking 

a moment to stop and think 

before you act or speak. (Easy in 

theory, difficult in practice.) 

 

Of course, nobody's perfect. But 

the pause has prevented 

embarrassment on many 

occasions, made you a better 

worker, and even saved your 

relationships. 

 

5. You explore the "why." 

Instead of labeling people, you 

realize there's reasons behind 

everyone's behavior. 

 

By developing qualities like 

empathy and compassion, you 

work to see a situation through 

another person's eyes. You ask 

questions like, "Why does this 

person feel this way?" and "What's 

going on behind the scenes?" 

 

By doing this, you're able to relate 

to almost anyone. 

 

6. You're open to criticism. 

Nobody enjoys receiving negative 

feedback, including you. 

 

But you know well that much 

criticism contains at least some 

element of truth, even when it's 

not delivered in an ideal manner. 

Additionally, criticism teaches you 

much about how others think. 

 

So, you keep your emotions in 

check and learn as much as you 

can. 

 

7. You constantly consider 

how others will react. 

From the moment you meet a 

person, you're analyzing them. 

You just can't help it. 

 

But all of that observation leads to 

benefits: You realize that 

everything you say and do 

potentially affects others. And that 

means focusing not just on what 

you say, but how you say it. 

 

8. You apologize. 

You know that "I'm sorry" can be 

the two most difficult words to 

say in the English language. But 

you also recognize that they are 

extremely powerful. 

 

By acknowledging your mistakes 

and apologizing when appropriate, 

you develop qualities like humility 

and authenticity, and naturally 

draw others to you. 

 

9. You forgive. 

While understanding that 

nobody's perfect, you've learned 

that refusing to forgive is like 

leaving a knife in a wound--you 

never have the chance to heal. 

 

Instead of hanging on to 

resentment while the offending 

party moves on with his or her 

life, you forgive--giving you the 

chance to move on, too. 

 

 

Justin Bariso  

15 remarkable signs of 

emotional intelligence 
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10. You have an expansive 

emotional vocabulary. 

By learning to express your 

feelings, you increase your ability 

to understand them. When you're 

sad, you go deeper in trying to 

determine why: Am I 

disappointed? Frustrated? Hurt? 

 

By expanding your active 

"emotional vocabulary," you gain 

insight and learn to take action 

when necessary. 

 

11. You praise sincerely and 

specifically. 

By consistently looking for the 

good in others, and then 

specifically telling them what you 

appreciate, you inspire them. They 

feel good about working with you, 

and are motivated to give their 

best. 

 

12. You work on controlling 

your thoughts. 

It's been said: "You can't stop a 

bird from landing on your head. 

But you can keep it from building 

a nest." 

 

When you experience a negative 

situation, you may not have 

control over your natural, 

emotional response. But you are 

in control in what happens next: 

You choose where to focus your 

thoughts. 

 

Instead of dwelling on those 

feelings and thinking about how 

unfair the situation is, you turn it 

into a positive--and develop a plan 

to move forward. 

 

13. You don't freeze people in 

time. 

Judging others too quickly, 

without taking context and 

extenuating circumstances into 

account, is a very destructive 

habit. 

 

In contrast, you're aware that 

everyone has a bad day, or even a 

bad year. By refusing to label 

others, your opinion of them 

remains fluid, and you get the 

most of your relationships. 

 

14. You analyze your 

weaknesses. 

It takes self-reflection, insight, and 

courage to identify weaknesses. 

But you won't get better unless 

you work on them. 

By analyzing situations in which 

you've lost control of your 

emotions, you develop your 

strategy for encountering those 

moments the next time. 

 

15. You know that emotions 

can be used against you. 

Just like any ability, emotional 

intelligence can be used both 

ethically and unethically. When 

others increase their skills, they 

could 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/15-signs-youre-emotionally-

intelligent-without-even-realizing-

it.html?cid=em01011week34day26a 
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Who we are cannot be 

separated from where we're 

from. 
 

Those three things - autonomy, 

complexity, and a connection 

between effort and reward - 

are, most people will agree, the 
three qualities that work has to 

have if it is to be satisfying. 

 

In fact, researchers have settled 
on what they believe is the 

magic number for true 

expertise: ten thousand hours.  

Once a musician has enough 

ability to get into a top music 
school, the thing that 

distinguishes one performer 

from another is how hard he or 

she works. That's it. And what's 

more, the people at the very top 
don't work just harder or even 

much harder than everyone 

else. They work much, much 

harder.  

   
It's not how much money we 

make that ultimately makes us 
happy between nine and five. 

It's whether or not our work 

fulfills us. Being a teacher is 

meaningful. 
 
Malcolm Gladwell, English-born 

Canadian journalist, author, and 

speaker – from “Outliers: The 

Story of Success” 
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There is so much talk about 

innovation these days, it’s hard to 

sometimes distinguish the signal from 
the noise. 

 

In fact, the word innovation gets 

thrown around so much that it 

leaves people wondering: 

What’s really innovative? 

 

Well, most of the time that 

people talk about something being 

innovative, what they describe 

isn’t innovative, but instead 

inventive or creative. These three 

are all very different. Here is how 

I like to distinguish the differences 

between creativity, invention and 

innovation: 

 

(1)     Creativity – creates 

something interesting 

  

(2)    Invention – creates 

something useful 

  

(3)   Innovation – creates 

something so valuable that it is 

widely adopted, replacing the 

existing   solution in a majority of 

appropriate use cases 

 

Very few creative sparks result in an 

invention and very few inventions 

become innovations. 

 

And the painful truth is that many 

great inventions take 20-30 years 

to be realized. Timing your 

investment is the key to whether 

you waste a big wad of cash, or 

still have it to spend when the 

optimal time to invest in a 

potential innovation comes. 

 

If you look at most technology-

based innovations, whether it’s 

the mp3 or the VCR, they were 

invented 20-30 years before they 

reached wide adoption in the 

marketplace, and for Gorilla Glass 

we’re talking more like 50 years. 

 

To further emphasize the 

importance of timing… 

 

Look at Webvan vs. Amazon 

Fresh 

 

Look at Pets.com vs. Chewy.com 

(acquired by Petsmart) 

 

Now these aren’t innovations, but 

you get my point. You have to 

know where you are on the 

commercialization timeline… 

 

And most importantly, sometimes 

you have to look BACKWARDS 

before you look forwards, so you 

know where on the 

commercialization timeline you 

are. 

 

If you’re working on a potential 

innovation now, are you sure it’s a 

potential innovation? 

 

Are you sure now is the time to 

go big? 
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Resolving a conflict between two 

people: There are two aspects to 

this. First, you need to establish if 
there actually is a conflict between 

the parties, which you do by 

exploring their perceptions of the 

events that have taken place. Once 

you’ve done this, the next step is to 
gain the parties’ agreement to come 

around the table in a facilitated 

meeting to resolve their key issues. 
 

You could also use this process to 

address issues relating to 

disruptive behaviour during 

meetings by two of your team, 

where this approach will help to 

nip any disagreement in the bud 

and prevent it escalating in the 

future. 

 

Testing your assumptions 

So, let’s assume that over the past 

three months you’ve noticed 

tensions between Fred and Ken. 

You’ve observed Fred raising his 

voice at Ken in recent team 

meetings and making threats 

about his job security in front of 

team members. You’ve also 

noticed out of the last two team 

meetings, Ken has been late for 

one and emailed in sick for the 

other.  

 

How could you check out what’s 

happening with Ken and Fred? 

The intention here is twofold: 

firstly, to raise Fred’s awareness 

of his behaviour, and secondly, to 

explore whether this has 

developed into a conflict that 

needs to be addressed. 

Observations 

You need to share your 

observations, not your 

judgements; so stick to behaviours 

(things you can see and hear) – be 

specific. 

 

You approach Fred and share 

your observations.  

 

‘Fred, over the past three months, 

I’ve noticed during team meetings 

that you raised your voice to the 

point of shouting at Ken. I didn’t 

notice you do this with anyone 

else. On two occasions, I also 

heard you say to Ken “If you don’t 

pick your socks up young man, 

you’ll be looking for another job” 

and this sounded to me like you 

were making threats to Ken’s job 

security in front of the team.’ 

 

Inquiry 

Check with Fred to see whether 

he is aware of his behaviour or 

not, and explore with him the 

intention behind his behaviour.  

 

Why would you check the 

intention behind his behaviour? 

Well, you might discover that 

Fred’s intention has been to 

motivate and inspire Ken. While 

his intention seems positive, this 

doesn’t sanitise his behaviour. You 

might also discover that Fred is 

feeling under intense pressure and 

doesn’t feel supported by the rest 

of the team, in which case you 

might very well prevent a member 

of staff burning out. Remember, 

feelings are a manifestation of 

needs either being met or not.  

You – ‘I wanted to share this with 

you and I wondered whether you 

were aware of it.’ 

 

Fred – ‘No, I wasn’t.’ 

 

You – ‘Do you recall the specific 

examples I’ve just given?’ 

 

Fred – ‘Well, sort of...’ 

 

You – ‘Could you help me 

understand what was going 

through your mind at that point? 

When you said what you said, 

what were your concerns?’ 

 

Fred – ‘Ken’s last three reports 

have been full of mistakes and I’ve 

had to practically redo them 

before getting them off to the 

client. I’m up to my eyeballs in 

work at the moment and I don’t 

have the time to do this, but this 

client is fastidious about the 

quality of the reports and I want 

to deliver the best. We just can’t 

afford to lose them over silly little 

mistakes like these.’ 

 

Empathy 

Acknowledge the intention behind 

Fred’s behaviour by giving him 

empathy. 

 

You – ‘So it sounds like you’re 

feeling under pressure at the 

moment meeting the demands of 

your own workload and when you 

have to deal with additional pieces 

of work and need to rely on 

others to do those pieces for you, 

it just adds to that pressure. I can 

see it’s important for you to 

maintain your reputation with this 

Aled Davies  
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client and appreciate you want to 

make sure that we keep their 

business. You want to be sure 

that you’ve got competent staff 

supporting you. Is that right?’ 

Fred – ‘You bet!’ 

 

Perceptions 

Invite Fred to join Ken’s world 

and step into his shoes. How does 

he think Ken would feel to be on 

the receiving end of that tone and 

those comments? Would it appear 

to Ken that Fred’s intention is to 

motivate and inspire? You might 

discover at this stage that Fred is 

horrified that his behaviour might 

be perceived in this way, in which 

case you have potentially avoided 

a conflict from escalating. 

 

You – ‘I’m just wondering how 

much of this Ken is aware of and 

if you were Ken how you’d be 

feeling being on the receiving end 

of your comments?’ 

 

Fred – ‘Well he should know all 

this. I keep pointing it out to him 

time and time again. But he 

doesn’t seem to take a blind bit of 

notice of what I’m saying!’ 

 

You – ‘So what might be going 

through his mind when you make 

comment like [XXX]? What 

would you be thinking if you were 

him?’ 

 

Concerns 

At this stage, despite what has 

been said, it is important that you 

share your concerns. You are 

concerned about the impact 

Fred’s behaviour has had on Ken 

and you are concerned about the 

future of the team, Ken’s welfare 

and indeed Fred’s welfare. 

 

You – ‘Fred, I’m raising this with 

you because I’m concerned that if 

this continues, it’s unlikely that 

you’ll be able to function at your 

best with this increased stress and 

workload. I’m also concerned that 

Ken might feel equally under 

pressure, knowing that he’s not 

meeting the high standards that 

you expect. I’m worried that the 

pressure you both sound under, 

coupled with how Ken could be 

feeling as a result of some of the 

things you’ve said to him, might 

affect your relationship and 

someone could end up getting 

hurt.’ 

Fred – ‘I don’t know why you’re 

raising this with me; Ken’s the one 

you need to be speaking to.’ [Fred 

has just played his defensive card, 

so you’ll need to give him some 

empathy first, before moving on.] 

 

You – ‘I guess it must be difficult 

to hear that your behaviour might 

be coming across differently to 

how you yourself perceive it to 

be. I do intend to have a similar 

conversation with Ken; I just 

wanted to check things out with 

you first, in case I was way off 

with my observations.’ 

 

Testing your assumptions early on 

in this way can sometimes be the 

best way to avoid a disaster. In 

fact, you might well find Fred 

taking the initiative and clearing 

the air between them without any 

need for further intervention. It’s 

crucial that your approach 

remains free from any blame or 

judgement, so be aware of the 

language you’re using when 

sharing observations and stick to 

what you saw and heard. 

 

If you’ve established there is a 

conflict between the parties, you’ll 

need to check their willingness to 

engage in a joint meeting to 

resolve the issues. Win-win 

approaches, such as mediation, 

are successful because both 

parties consent to the process. 

This is a fundamental part of your 

process. 

 

Separate meetings 

Meet separately with them to 

declare your interest and set the 

scene. 

 

You – ‘As you know, I want to 

meet with you and Jo to see if you 

can both find a way of resolving 

the conflict that exists between 

you. I want to use this meeting to 

talk with you privately and find 

out how you see the situation, 

how you feel about what’s been 

happening and how you’d like to 

move forward with it. This is a 

confidential discussion; I’ll be 

doing the same with Jo.’ 

 

Use this as an opportunity to get 

some background on their 

relationship, any tensions between 

them and any events leading up to 

that meeting. Listen out for: 

 

• Facts 

• Feelings 

• Needs and interests 

• Outcomes. 

 

Once you’ve met with them both 

separately and they’ve agreed to a 

joint meeting facilitated by you, 

you can then make arrangements 

for a suitable venue, one in which 

privacy and confidentiality can be 

maintained. 

 

Joint meeting  

The idea of the joint meeting is to 

enable the parties to talk directly 

to each other in a safe 

environment where they both get 

an opportunity to talk about 

what’s happened, vent their 

frustrations and try and see the 

problem from each other’s 

perspective. The meeting is also 

used to explore possible solutions 

to their problems and reach a 

joint agreement on how to move 

forward, all this under the 

watchful eye of a skilled facilitator.  

 

The facilitator will bring a 

structure and control to the 

process while the parties 

themselves remain in control of 

the outcome. 

 

Checklist 

• Location – this should be a 

neutral venue, with privacy (in 

other words, not in a glass-

fronted meeting room for the 

rest of the office to see).  

• Time – ensure you and both 

parties have blocked out 

sufficient time so that you’re 

not disturbed.  

• Refreshments – make sure 

there is a plentiful supply of 

water.  

 

Joint meeting – format 

It’s important to follow a clear 

format. 

 

1. Welcome and words of 

encouragement 

Remember, the parties probably 

feel way outside their comfort 

zones, so thank them for having 

the courage to address their 

difficulties this way. 
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2. Format 

Explain the format and your 

desired outcome; manage their 

expectations so they know what 

they can expect and what they 

should be aiming for. 

 

3. Confidentiality 

One of the reasons that mediation 

and other informal processes can 

be so successful is because 

everything discussed in these 

meetings remains confidential. 

Parties can then feel free to be 

open and candid in the knowledge 

that anything said will not travel 

outside the four walls. 

 

4. Ground rules 

These are essential to give you, as 

facilitator, the best chance of 

reaching an outcome without the 

process being sabotaged by 

unreasonable behaviour. Mention 

the rules, which should include: 

• One party to speak at a time 

• Avoid blaming each other and 

focus on interests. (You may 

need to explain the difference 

between a position and 

interests)  

• If either party feel they need 

to take a break at any point, 

there should be a mechanism 

so that they can call a pause 

to the process without feeling 

uncomfortable about doing so.  

 

5. Their stories 

This is very similar to the process 

you would use if you were 

resolving a conflict yourself. 

Encourage the parties to talk 

about 

• Their observations  

• Their feelings  

• The impact  

• Their desired outcome. 

 

6. Explore interests 

This is the chance for you to begin 

to find out what interests underlie 

their positions, so when you hear 

blame-orientated statements, try 

and uncover the things that are 

really important to them. 

 

 

 

 

 

 

 

 

 

7. Solutions 

Once the parties have 

acknowledged a shared 

understanding of each other’s 

interests, now is the time to move 

in to generate ideas and solutions 

that meet their interests and 

needs. Begin with a brainstorming 

exercise and include every idea 

and solution, irrespective of 

whether you feel it is sensible or 

not. Once you’ve produced an 

exhaustive list, go through each 

one, evaluating the workability of 

each solution. 

 

8. The agreement 

 

When the parties have reached a 

workable agreement on how they 

intend to move forward, it’s up to 

them how they would like their 

agreement endorsed. Some 

choose to put something 

confidential in writing as a simple 

declaration of intent (not legally 

binding); others choose to shake 

hands and schedule regular three-

way meetings with the facilitator 

to ensure the agreement sticks. 

There are no hard-and-fast rules. 

 

9. Wrap up 

Congratulate both parties on their 

courage and willingness and 

celebrate the progress they have 

made in the course of the meeting 

(irrespective of the outcome – the 

fact they’ve come to the table in 

the first place is an achievement in 

itself). 

 

This is a typical format for 

mediation, but unless you have 

received professional training as a 

mediator, I would recommend 

that you use someone who has 

been professionally trained. You 

might have someone in HR who is 

trained and capable of doing it, 

otherwise look for an external 

provider to run the session. 
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Key point 

Put the responsibility to cement 

their agreement on the parties – 

it’s their job, not yours. 
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https://twitter.com/The_Mediator
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Have you ever noticed that when a 

friend has a problem, you can often 

see an obvious solution or course of 

action, and yet your friend can’t? 
Even when you point it out, they 

often still don’t see the obvious. 
 

This happens because your point 

of view is more objective than 

theirs, and thus you see different 

things. You see different aspects 

of the problem and often a 

solution that is just not visible 

from your friend’s point of view, 

which of course comes from 

inside the problem. It is the old 

conundrum of not being able to 

see the forest because the trees 

are in the way. 

 

Using a different point of view can 

lead to all sorts of benefits, 

including 

• Gaining clarity 

• Diagnosing the cause of a 

problem 

• Thinking more creatively and 

flexibly about an issue 

• Getting more information 

• Understanding other people 

better 

• Solving a problem 

• Improving relationships and 

interactions with others 

• Enabling you to think clearly 

and dispassionately about a 

problem that is very 

emotional. 

This may seem like a big claim for 

a simple technique, yet it holds up 

under test. Try it a few times in a 

few different situations and see 

for yourself. 

 

Perceptual positions 

NLP uses the phrase ‘perceptual 

positions’ to describe the different 

points of view you can have. 

 

Position 1 

The first position is standing in 

your own shoes, looking out of 

your own eyes, feeling what you 

feel and hearing what you hear. It 

is your normal everyday 

perspective of interacting with the 

world while you are associated to 

yourself. 

 

You are asking: How does this 

affect me? 

 

Position 2 

Let me not criticise another until I 

have walked a mile in his moccasins. 

- Native American saying 

 

The second position is where you 

imagine seeing the world from 

someone else’s point of view. If I 

were actually Tom or Sally, or 

even the dog or your computer, 

what would I notice? To get into 

this position, you need to 

‘hallucinate’ what it would be like 

to be Tom or Sally and 

temporarily take on what you 

imagine are their beliefs and 

mindset, so that you feel what 

they would feel and think the way 

they would think. This is called 

empathy. In effect, you are 

adopting their model of the world 

as far as you are able to (though, 

of course, we can never do this 

perfectly). 

 

You are asking: How would this 

appear to them? 

 

Position 3 

Third position is akin to the ‘fly on 

the wall’ view. It is any place that 

is far enough removed from the 

action or thing being observed for 

you to be no longer a part of it. It 

is a detached perspective.  

 

You are asking: How would this 

look to someone who is not 

involved? 

 

Position 4 

Some people describe a fourth 

position, which is outside 

everything in such a way that the 

first three positions, and 

everything else, are all visible. It is 

a sort of universal or cosmic 

perspective, which could be 

described as actually being the 

whole system. 

 

Strictly speaking, the fourth 

position is not really part of core 

NLP and has been added by those 

with a spiritual bent. This kind of 

viewpoint of expanded awareness 

is normally associated with 

meditative practices and is 

experienced in different ways, so 

there is no simple definition of 

what the fourth position actually 

is, and no one way to access it.  

 

Characteristics 

People use all three main 

positions, but tend to have a 

Paul Matthews 

Using a different point of view 
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favourite, and live a lot of their life 

from this favourite perspective. 

Doing this seems natural, but it 

does rob us of richness in life, and 

can actually cause problems. More 

successful and more rounded 

people will swap between 

positions frequently and tend to 

use the one that best suits the 

situation.  

 

For example, if you are enjoying a 

romantic dinner for two and 

whatever that may entail 

afterwards, you really do want to 

be in first position a lot to get the 

most out of the experience. The 

detachment of third position is no 

fun at all! 

 

Having said that, the detachment 

of third position is ideal if you 

need to get clarity on something 

that is very emotional for you 

when you are in first position. In 

first position, you are plugged into 

your own feelings and emotions, 

living in the moment. This is great 

when you want to fully experience 

and get the most juice out of 

doing something you enjoy. First 

position is self centred, however, 

so the danger is that you pursue 

your own agenda without 

considering others, and at times 

you can find yourself on an 

emotional roller coaster, which is 

not much fun at the bottom of the 

troughs. 

 

In second position, you are 

extremely aware of the needs of 

the other person, because you 

just intuitively know what these 

are. For example, health and care 

workers, and mothers, develop 

this empathic ability which enables 

them to know what someone 

needs almost before they do. The 

danger here is that you always put 

the needs of others before your 

own, since you are so keenly 

aware of them. You take on their 

problems and troubles as though 

they are your own. The upside is 

that if you can anticipate the 

needs of another person and can 

provide them so that the other 

person lights up with joy and 

happiness, this is truly a rewarding 

experience. 

 

In third position, you are detached 

from the action and have no 

emotional involvement with it.  

 

You may well have feelings in 

third position, but they will tend 

to be subdued and are a result of 

what you are observing, not of 

being ‘in’ the action. Third 

position is the place to do 

analysis, weigh up options and 

consider the bigger picture. Of 

course, the downside is that you 

may become detached from life 

and living, and the happiness it can 

bring. 

 

Using perceptual positions 

The concept of perceptual 

positions can be used in many 

ways, and they are a common 

feature of many NLP exercises 

and techniques. Here are a few 

easy-to-learn tools that use basic 

perceptual position techniques. 

Read through the different 

techniques and you will start to 

understand the kinds of things you 

can do with perceptual positions, 

after which it’s up to you to 

decide whether to use these or 

make up your own techniques! 

 

Dealing with overwhelm 

Ever feel overwhelmed by 

emotions that just stop you from 

functioning effectively? Or maybe 

you are overwhelmed and kind of 

shut down, so you feel stuck and 

don’t know what to do next. 

Perceptual positions to the 

rescue! 

 

Finding solutions to a 

problem 

If someone (let’s call him Tom) 

has a problem that seems 

intractable to him, you can think 

of him as being in a problem 

space. While he is inside the 

boundaries of that space, all he 

can see is the problem, because all 

the possible solutions are outside 

the boundaries. These boundaries 

must exist, because if they did 

not, there would be no problem. 

Wisdom from perspective 

Wisdom comes from being able 

to view a situation from many 

different perspectives, and once 

you realise how many 

perspectives there are from the 

third position, wisdom becomes 

easy. 

 

Meta-mirror  

The meta-mirror is a classic NLP 

technique that was developed by 

Robert Dilts, one of the early 

pioneers in the field. It is taught at 

most NLP practitioner trainings 

because it is simple, yet can 

provide such profound insights. 

 

Whatever is going on in your life, 

you have relationships with 

people and things. Some work 

very well, and some don’t work at 

all well. The quality of our lives 

depends in many ways on the 

quality of the relationships we 

have with ourselves, with others 

and with the world around us. 

 

The meta-mirror is a tool to help 

you improve your relationships. 

 

The empty chair 

When you are having difficulties 

with an ongoing relationship, 

perhaps with a work colleague, 

there are always two sides to the 

story. This technique will help you 

resolve the problem. 

 

Universal perspective 

So far we have not talked about 

using the fourth perceptual 

position, which involves a level of 

expanded awareness often 

associated with meditative 

practices. People spontaneously 

experience the fourth position 

from time to time. This can 

happen to someone, for example, 

when they are walking in the 

Exercise  

As you go through your day, just stop 

on occasion and think what position 

you were just using. Notice your 

patterns with different situations and 

different people.  

 

Is the way you utilise these positions 

useful? 

 

As you do this, also notice that you 

have to use third position to do this 

exercise. 
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woods and suddenly feel ‘at one’ 

with nature and the planet. 

 

Here is a simple technique that 

may give you a glimpse of the 

world from this perspective. 
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These misused words have 
a tendency to make even 

really smart people stumble. 

Learn them before they 

tempt you into looking bad. 

 
We’re all tempted to use words 

that we’re not too familiar with. 

We throw them around in 

meetings, e-mails and important 

documents (such as resumes and 

client proposals), and they land, 

like fingernails across a 

chalkboard, on everyone who has 

to hear or read them. 

 

No matter how talented you are 

or what you’ve accomplished, 

using words incorrectly can 

change the way people see you 

and forever cast you in a negative 

light.  

 

You may not think it’s a big deal, 

but if your language is driving 

people up the wall you need to do 

something about it. 

 

It’s the words that we think we’re 

using correctly that wreak the 

most havoc, because we don’t 

even realize how poorly we’re 

coming across. After 

all, TalentSmart has tested the 

emotional intelligence of more 

than a million people and found 

that self-awareness is the area 

where most people score the 

lowest. 

 

We’re all guilty of this from time 

to time, myself included. 

 

When I write, I hire an editor to 

review my articles before I post 

them online. It’s bad enough to 

have a roomful of people witness 

your blunder and something else 

entirely to stumble in front of 

100,000! 

 

Often, it’s the words we perceive 

as being more “correct” or 

sophisticated that catch us by 

surprise when they don’t really 

mean what we think they do. 

These words have a tendency to 

make even really smart people 

stumble. 

 

Ironic vs. Coincidental  

A lot of people get this wrong. If 

you break your leg the day before 

a ski trip, that’s not ironic --

 it’s coincidental (and bad luck). 

 

Ironic has several meanings, all of 

which include some type of 

reversal of what was expected. 

Verbal irony is when a person 

says one thing but clearly means 

another. Situational irony is when 

a result is the opposite of what 

was expected.  

 

O. Henry was a master of 

situational irony. In “The Gift of 

the Magi,” Jim sells his watch to 

buy combs for his wife’s hair, and 

she sells her hair to buy a chain 

for Jim’s watch. Each character 

sold something precious to buy a 

gift for the other, but those gifts 

were intended for what the other 

person sold. That is true irony. 

If you break your leg the day 

before a ski trip, that’s coincidental. 

Travis Bradberry 

10 misused words 

that make smart 

people look stupid 
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If you drive up to the mountains 

to ski, and there was more snow 

back at your house, that’s ironic. 

 

Affect vs. Effect  

To make these words even more 

confusing than they already are, 

both can be used as either a noun 

or a verb. 

 

Let’s start with the verbs: 

Affect means to influence something 

or someone; effect means to 

accomplish something. “Your job 

was affected by the organizational 

restructuring” but “These changes 

will be effected on Monday.” 

 

As a noun, an effect is the result of 

something: “The sunny weather 

had a huge effect on sales.” It’s 

almost always the right choice 

because the noun affect refers to 

an emotional state and is rarely 

used outside of psychological 

circles: “The patient’s affect was 

flat.” 

 

Lie vs. Lay  

We’re all pretty clear on 

the lie that means an untruth. It’s 

the other usage that trips us 

up. Lie also means to recline: 

“Why don’t you lie down and 

rest?” Lay requires an object: 

“Lay the book on the table.” Lie is 

something you can do by yourself, 

but you need an object to lay. 

It’s more confusing in the past 

tense.  

 

The past tense of lie is -- you 

guessed it -- lay: “I lay down for an 

hour last night.” And the past 

tense of lay is laid: “I laid the book 

on the table.” 

 

Accept vs. Except  

These two words sound similar 

but have very different 

meanings. Accept means to receive 

something willingly: “His 

mom accepted his explanation” or 

“She accepted the gift 

graciously.” Except signifies 

exclusion: “I can attend every 

meeting except the one next 

week.” 

 

To help you remember, note that 

both except and exclusion begin 

with ex. 

 

Bring vs. Take  

Bring and take both describe 

transporting something or 

someone from one place to 

another, but the correct usage 

depends on the speaker’s point of 

view. Somebody brings something 

to you, but you take it to 

somewhere else: “Bring me the 

mail, then take your shoes to your 

room.” 

 

Just remember, if the movement 

is toward you, use bring; if the 

movement is away from you, 

use take. 

 

Bringing It All Together 

English grammar can be tricky, 

and, a lot of times, the words that 

sound right are actually wrong. 

With words such as those above, 

you just have to memorize the 

rules so that when you are about 

to use them, you’ll catch yourself 

in the act and know for certain 

that you’ve written or said the 

right one. 
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