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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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When we were young engaging an 

audience never appeared to be a 

problem.  The simplest of actions 
would draw the attention of a 

teacher, family member or complete 

stranger. 
 

Unfortunately, though we have to 

grow up, and that's when it 

becomes trickier for some. We 

become more aware of those 

around us and how easily people 

switch off. The following 6 steps 

will enable you to truly engage 

your audience and have the 

confidence to shine during that all 

important presentation.  

 

1. It's time to shine 

It's all about engagement and it 

starts way before anyone gets up 

and actually speaks - at the 

construction stage. The most 

important factor as you set out is 

Audience Focus - thinking really 

hard about who you are talking 

to, what is on their minds, what 

they already know, what their 

fears and prejudices are. Unless 

you do that - in a truly objective 

manner - engagement of your 

audience will be a matter of luck, 

however highly polished and 

skilfully delivered your message 

may be.   

 

Read more here: 

www.azizcorp.com/effective-

communication-prime-ministers-

business-presenters-alike-need-

let-little-light-shine/ 

 

2. You're in the driving seat - 

take control 

The second step to creating an 

engaging presentation is to remain 

firmly 'in the driving seat'. This 

means writing your own 

presentation. If you get someone 

to write it for you, then no matter 

how well you know the subject 

matter, it will never quite match 

your own style and rhythm - 

which are essential to 

engagement. You need to truly be 

yourself! 

 

3. To script or not to script? 

Next, to be truly engaging a 

presentation should be a mix of 

scripting and improvisation. There 

is often a debate when 

constructing presentations 

whether to script of not? There 

are many pros and cons on both 

sides. With scripting you run the 

risk of the presenter just reading 

it out. Even if they memorise the 

script it is likely to come over as 

stiff, too prepared and lacking in 

spontaneity. In other words not 

engaging. 

 

As you open you need to get 

straight to your big agenda-setting 

point while also engaging your 

audience. As you close you need 

to send your audience away with 

a crystal-clear rendition of what 

you want them to remember and 

do as result of your presentation. 

That needs precise scripting and 

careful rehearsal, but elsewhere 

you can - and should - be much 

looser.  

 

Read more here: 

www.azizcorp.com/like-great-jazz-

performance-effective-business-

presentation-needs-scripted-

improvisational/ 

 

4. The Delivery 

When it eventually comes to 

Delivery, start by remembering 

that you need to remain 'in the 

driving seat'. There is a tendency 

among most presenters when 

using visual aids - in particular 

PowerPoint - to display a slide and 

Nick Fitzherbert 

Engaging your audience 
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then start talking about it. The 

result is that their presentation is 

then being driven by their slides - 

the visual support has ended up in 

the spotlight! Presenters need to 

remember that they are the show 

- anything else is simply to help 

them to deliver their presentation 

and the audience to understand it. 

Hence the advice from 

Presentation Skills coaches such 

as myself: "Say it, then show." 

 

Read more here: 

www.azizcorp.com/say-show-

adage-presenters-little-known-

appreciated-remembered/ 

 

5. Keep eye contact 

Just as the Construction Stage had 

a 'most important' factor, so too 

does Delivery and it's eye contact. 

For me, eye contact is one of the 

most vital elements for effective 

Presentation Skills and yet most 

people need to keep working at it 

long after they have become 

accomplished in other respects. 

 

My recommendation is to work at 

your eye contact more than 

almost anything else and just see 

the success it brings. Then there 

are two routes you can take to 

enhancing your engagement 

powers. The first - and most 

important - is to 'let a little light 

shine in on yourself' and your 

audience will warm to you.   

 

Read more here: 

www.azizcorp.com/eye-contact-

business-presenters-important-

skill-needs-constant-practice/ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6. Finally...Engage your 

audience 

Finally - and only work on this 

once you have cracked the eye 

contact and the storytelling 

glimpses of yourself - you can 

enhance your engagement powers 

with gestures.  

 

Two tips for when you embark on 

this: First, become aware of how 

you are already gesturing 

naturally, as ideally you should be 

building on this. This probably 

requires some video as many 

people are blissfully unaware of 

their body movements while 

presenting. Second, remember 

that effective gestures start from a 

position of stillness. Bear in mind 

that if you are already, say, waving 

your arms around a lot, then a 

more nuanced gesture in the 

middle is likely to get lost. 

 

Take a look at this extreme 

example of Anthony Scaramucci, 

the man who nearly became the 

White House spokesman. Not 

only do any specific gestures get 

lost in a barrage if hand 

movements, but that movement 

becomes a complete distraction 

from - rather than support to - 

anything he is actually saying! 

 

The 6 steps to engaging your 

audience rather than simply 

presenting to them... 

 

1. Focus first on your audience - 

who are they are, what they know 

and what they think. 

2. Be sure to be 'in the driving 

seat' i.e. write your own 

presentation so that it fits your 

own style and rhythm. 

 

 

 

3. Get to know your content so 

well that it can become a mix of 

scripting and improvisation. 

4. Eye contact is the most 

important engagement tool, so 

work at it and keep working at it. 

5. When it comes to delivery 

remember that PowerPoint is 

simply a visual aid, so 'Say it, then 

show it'. Otherwise you are being 

driven along - rather than 

supported by - your slides. 

6. When everything else is in 

place, start working at well-placed 

gestures so that your whole body 

is deployed in engaging your 

audience. 

 

© Copyright. Aziz Corporate 
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Do you do much research?  
 

If so, do you pay attention to what it 

reveals?  

 
I once did a talk to IT researchers 

called, "The research said it would 

sell; so how come we went broke?" 
 

 

I used to work for this man, who 

once ignored research - and as a 

result helped to build the world's 

biggest brand of its kind. More on 

him in a moment.  

 

Of course, I did some research 

for my talk, because although 

many years ago I helped set up a 

research firm I don't claim great 

expertise.  

 

So, I went to a brilliant friend, 

Professor Andrew Ehrenberg of 

South Bank University. (So 

brilliant they’ve named a building 

after him).  

 

 

He said one reason is that 

researchers ask the wrong 

question - "Would you buy this?" - 

rather than "Would you replace 

what you buy now with this?"  

 

Another is that we believe what 

we want to believe - that our 

brilliant new gizmo will sell. A 

third is that researchers, not 

content with reporting the facts, 

insist on interpreting them as they 

fancy.  

 

I was reminded of that by a report 

that came out a few years ago 

from Gartner, who do a lot of 

research into what's happening 

on-line.  

 

In a report gleefully headed "E-

mail Savings Threaten a $196.8 

Billion Direct Mail Market". By 

2010, they say, "direct mail will 

almost be a hardly-remembered 

relic". (I love the "almost").  

 

Well, as Churchill said when 

Hitler threatened to wring 

England's neck like a chicken, 

"Some chicken. Some neck."  

 

In fact U.S. direct mail volumes 

are happily growing at 5% a year. 

 

True, internet commerce is 

growing at 25% - but from a much 

lower base.  

 

 

 

 

 

 

They pointed out that "the response 

rate from email advertising is much 

higher than direct mail." This is no 

longer true. So, all in all their 

predictions were utter rubbish.  

 

Another reason why research tends 

to flop was put by a former client of 

mine who said:  

"When market researchers try to 

assess the level of interest in a 

concept, they recruit a sample of 

relevant people, or a nationally 

representative sample, and ask them 

what they think.  

 

There are all the problems of 

interviewees trying not to offend the 

researcher, wanting to get away 

quickly, saying what they think you 

want to hear, etc. At the end of the 

day we are dealing with claimed 

interest or appeal, rather than 

actual.  

 

For example, we research a new 

brand and 40% of people say they 

would definitely try it. Then it costs 

us £15 million and 2 years to 

achieve 2% market share. This gives 

us a fudge factor of 20 times."  

 

The fact is, people can tell you:  

• What they know  

• What they think  

• What they believe  

• What they understand  

• What they don't understand  

• What they like or dislike  

• How they decide  

• What they think you want to 

hear  

• But not what they will do  

 

Drayton Bird 

The blind alley of research 
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And more to the point, they're no 

help at all when it comes to things 

they've never encountered.  

 

The man whose picture is at the 

top is Leo Burnett, who pointed 

out:  

 

"The public does not know what 

it wants ... there is no sure way of 

finding out until the idea is 

exposed under normal conditions 

of sale. If people could tell you in 

advance what they want, there 

would never have been a wheel, a 

lever, much less an automobile, an 

airplane or a TV set."  

 

I worked for him in my first big 

job in London. His agency, which 

was in Chicago, won an account 

called Marlboro. (This was in the 

days when nobody knew 

cigarettes were so bad for you).  

 

They put together some ads 

featuring cowboys, and I actually 

heard this from Draper Daniels, 

the copywriter on this campaign, 

who told me the research said it 

would flop.  

 

Leo Burnett said, "The hell with 

the research. Run it."  

 

And of course it became - and 

remains - the best-selling cigarette 

in the world.  

 

The moral and my next helpful 

idea: "use research for 

illumination - not for support like 

a drunk clutching a lamp-post".  

 

Who said that? David Ogilvy, who 

was greatly admired by Leo 

Burnett - and vice versa.  

 

And if you want to know how to 

use your research for more sales, 

you'll find the answers in 

AskDrayton.  

 

Best,  

 

Drayton 
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Tel: +44 (0) 845 3700 121        

Email: drayton@draytonbird.com or 
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The cultural critic and writer 

Maria Popova wrote, "Life is a 

continuous process of arrival, into 

who we really are. Life keeps 
presenting the lessons we need to 

learn, until we finally learn them 

and trust who we are." 
 

It may be trite, but it’s true: 

Imitation is limitation. 

 

Authenticity on the other hand is 

like a light to a moth, simply 

irresistible. 

© Copyright, Sunil Bali 

 

About the Author 
Sunil is a Performance Coach, 

Speaker and Author.  Ex Head of 

Talent for Vodafone Group and 
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business, Sunil has been 
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Co-ordinates 
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LinkedIn: uk.linkedin.com/in/sunilbali1 

 Sunil Bali 

Simply 

irresistible… 
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Everybody loves a star performer, 
whether it’s Ted Williams, Lebron 

James, Jack Welch or Yo-Yo Ma, 

individual achievement is always held 

in the highest regard. So, it’s not 
surprising that managers seek to 

stock their organization with hard 

driving “A” players, who went to top 

schools and have impressive resumes. 
 

Yet the truth is that today high 

value work is most often done in 

teams. It wasn’t always this way. 

The journal Nature noted that 

until the 1920’s most scientific 

papers only had a single author, 

but by the 1950s that co-

authorship became the norm and, 

today, the average paper has four 

times as many authors as it back 

then. 

 

There’s been a big shift from 

individual performance to teamwork. 

To solve complex problems, you 

don’t need the best people, you need 

the best teams and that means we 

need to change the way we evaluate, 

recruit, manage and train employees. 

 

Put simply, working in a team 

takes different skills than working 

alone.  

 

 

 

 

 

 

 

 

 

Here are three things you should 

look for. 

 

1. Diversity 

Many managers hire with a 

specific “type” in mind, usually 

people who seem most like 

themselves. This may be great for 

creating camaraderie and comfort, 

but it is not the best environment 

for solving problems. In fact, a 

variety of studies have shown that 

diverse teams are smarter, more 

creative and examine facts more 

thoroughly. 

 

 

 

 

 

 

 

 

The problem is that when you 

narrow the backgrounds, 

experiences and outlooks of the 

people on your team, you are 

limiting the number of solution 

spaces that can be explored. At 

best, you will come up with fewer 

ideas and at worst, you run the 

risk of creating an echo chamber 

where inherent biases are 

normalized and reinforced. 

 

In effect, by creating a 

homogenous team, you are almost 

guaranteeing that the best 

answers will be found somewhere 

else. So, instead of looking for 

comfort, you should be creating 

an environment where people 

expect to have their perspectives 

challenged by someone who 

looks, talks and thinks differently. 

Greg Satell 

Are you building an all-star innovation team? 
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2. Social Sensitivity 

We tend to think of high 

performing teams depending on a 

single dominant leader, but 

research shows just the opposite. 

In one wide ranging study, 

scientists at MIT and Carnegie 

Mellon found that high performing 

teams are made up with people 

who have high social sensitivity, 

take turns when speaking 

and include women in the group. 

 
Google found much the same 

thing when it studied what makes 

great teams tick. After combing 

through every conceivable aspect 

of how teams worked together 

what they found mattered most 

to team performance was 

psychological safety, or the ability 

of each team member to be able 

to give voice to their ideas 

without fear or reprisal or 

rebuke. 

 

Stanford professor Robert Sutton 

also summarized wide ranging 

research for his 2007 book, The 

No Asshole Rule, which showed 

that even one disruptive member 

can poison the work environment, 

decrease productivity and drive 

valuable employees to leave the 

company. So even if someone is a 

great individual performer, it’s 

better to get rid of nasty people 

than allow them to sabotage the 

effectiveness of an entire team. 

 

3. High Quality Interaction 

There is growing evidence that it 

is crucial how teams function. A 

study done for the CIA 

performed after 9/11 to 

determine what attributes made 

for the most effective analyst 

teams found that what made 

teams successful was not the 

attributes of their members, or 

even the coaching they got from 

their leaders, but the interactions 

within the team itself. 

 

More specifically, they found that 

teams that work interdependently 

tend to perform much better than 

when tasks are doled out 

individually and carried out in 

parallel. Another study found that 

teams that interacted more on a 

face-to-face basis, rather than by 

telephone, email or social media, 

tended to build higher levels of 

trust and produced more creative 

work. 

So the value of a team is not just 

the sum of each individual 

contribution, but because of what 

happens when ideas bounce 

against each other. That’s what 

allows concepts to evolve and 

grow into something completely 

new and different. Innovation, 

more than anything else, is 

combination. 

 

Rethinking the War for 

Talent 

Back in the late 1990s, McKinsey 

declared a war for talent. In a 

well-known article, the firm 

argued that due to demographic 

shifts, recruiting the “best and the 

brightest” was even more 

important than “capital, strategy, 

or R&D.”  The report was 

enormously influential and 

continues to affect how 

enterprises operate even today. 

 

Companies were urged to identify 

specific traits they were looking 

for, aggressively recruit and retain 

the very best performers and 

move quickly to weed out those 

who didn’t measure up.  Some 

companies, such as General 

Electric, instituted a policy of 

stacked ranking, routinely firing 

the bottom 10% of their workers. 

 

Yet research shows exactly the 

opposite is true. What really 

produces the best work is teams 

that are diverse, build trust and 

interact freely. That’s a far cry 

from the hard charging “type A” 

personalities that McKinsey was 

calling for. It also seems clear that 

policies like stacked ranking, 

which pit employees against each 

other, probably do more harm 

than good. 

 

So instead of only looking at the 

typical resume qualities like a 

degree from a prestigious school 

and impressive positions at big 

companies, what we should be 

looking for is people who are 

sensitive to needs of others, take 

turns when speaking and are 

comfortable working with others 

who have diverse views and 

backgrounds. 

 

 

 

 

 

 

© Copyright, Greg Satell 
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You’re on your own. Well, for 

business leaders, that’s close to 
reality. We can’t, and shouldn’t, rely 

on government, regulators and many 

commerce associations. 
 

Politicians seeking, then winning, 

office often do not honour their 

electoral promises. It is 

understandable and reasonable for 

many in business to question 

whether Prime Ministers, 

Premiers, Treasurers and 

Ministers have any honour. 

  

The last Western Australia state 

election was a timely and, 

potentially for large numbers of 

entities, a costly case study. 

  

Promises of no increases in taxes 

were broken at the first budget. 

Increased imposts in payroll and 

gold taxes/levies were referred by 

the Premier and Treasurer as 

being temporary and short term. 

Interestingly, their time span is 

longer than the four-year term of 

an elected government. Can one 

reasonably conclude that the 

incumbent state government is 

temporary and short-term? 

  

Few governments create jobs or 

wealth. At best, they can facilitate 

both, primarily by standing back 

and allowing individual business 

leaders, entities and networks to 

get on with the job. 

 

 

The history of those in business, 

waiting for elected members to 

take the lead is littered with 

broken promises, shattered 

dreams and unfulfilled 

expectations. 

  

“Attribution Theory” is alive and 

well in the political spheres.  

 

Politicians are quick to claim to be 

parents of business success.  

 

Failure is an orphan. 

  

Between election campaigns 

business leaders and owners need 

to recognise the prevailing, often 

government-applied, parameters 

and optimise their productivity 

and competitive advantages. 

  

CONFORMITY – OR BUST 

On balance, the charter for most 

regulators is to monitor, 

administer and enforce 

compliance and conformity. In 

short, to maintain and sustain the 

status quo. 

  

In the prevailing economy that 

offers little hope or scope for 

individual growth – unless one is 

prepared to ‘push the envelope’, 

to be innovative, creative and 

disruptive. 

  

Staying tight, ‘holding the line’ and 

conforming with the prevailing 

status quo will inevitably lead to 

‘going down with the ship’. 

  

 

Many sectors are drowning in 

regulations, which contribute little 

to striving for and enhancing 

increased productivity, velocity 

and volume. 

  

The exceptions, those who are 

thriving – not surviving - are those 

who dare to be different. They 

are typically recognisable because 

they are pilloried for operating 

outside the norm, the established 

practices. 

  

Wearing the disdain of established 

competitors comes with the 

territory. It is a cost to be borne, 

one that does not impinge on 

profits, market acceptance or 

relevance. 

  

Globally, their identities are 

established, recognised and 

supported. They include UBER, 

Amazon and Facebook. Within 

Australia they are equally 

successful, profiled and are 

strikingly non-competitive (that is, 

they dominate their sector and 

targeted audiences). 

  

In each instance, discounting, sales 

and bargains are not the norm.  

 

Lower prices, consistently applied, 

are. A different, unique, and, 

often, exclusive business model 

has been developed and is 

employed.   

 

 

 

Barry Urquhart 

Get on with it 
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Look no further than the relative 

performances of traditional 

fashion retailers and those who 

have embraced the ideals, 

principles and advantages of “fast 

fashion”: reported profit, success 

and failure rates are striking. Fast 

fashion is rewriting business 

models. It is not a case of making 

a fast buck. Sustainability will 

evolve. 

  

The late Sir James McCusker, 

founder of Town & Country 

Building Society, now part of ANZ 

Bank, was quoted in the book 

“The Jindalee Factor – Insights on 

Australian Entrepreneurs”:  

“Rules are for guidance, not 

obedience.” 

  

Sage advice. Rule setting should be 

assigned equal importance to goal 

setting. On reflection, winners 

usually write the rules …- and 

history. 

  

The alternative is ill-defined, and 

certainly not self-determined, as: 

one complies and conforms. 

  

ASSOCIATED SUCCESS  

Professional trade and industry 

associations are under pressure. 

Membership losses are common. 

Value is often difficult to articulate 

and to quantify. 

  

Astute advocacy by association 

executives and office-bearers in 

the political corridors of power 

can be difficult to relate, or 

identify as a causal factor, towards 

increases in revenue, profits and 

market share. 

  

The profiles of associations’ 

elected leaders, and the individual 

entities they represent can be 

insightful. 

  

Leading, large and established 

businesses often find advantage 

and benefit in maintaining the 

status quo, rationalising such with 

the term in the common good. 

  

Start-ups, interlopers and 

disruptors find the implicit glass 

ceilings unappealing and 

inappropriate. 

  

 

 

 

Little wonder some choose to go 

it alone, retain their 

independence, seek (and often 

secure) a seat at the table with 

the political power elite and enjoy 

media acceptance and visibility, 

much to the annoyance of peers. 

  

Association executives walk a 

narrow plank. Satisfying everyone 

is beyond the capacity of mortals. 

However, they need to make a 

statement – clear, concise, telling, 

and refreshingly honest. 

  

Changes in personnel and culture, 

rather than by-laws, provide a 

window of opportunity. Being 

prepared to confront, challenge 

and, yes, offend, can be laudable. 

That approach is most likely to 

impact positively on the cash-

flows and profitability of existing 

and prospective members – 

immediately and continuously. 

They are the key performance 

indicators (KPI) being implicitly 

applied by association members. 

  

In a marketplace and economy 

constrained by the intrusion of 

politicians with questionable 

measures of honour, regulators 

who revel in efficiency, profit-

sapping procedures and some 

association executives who see 

their primary role to be advocacy, 

with little regard for improving 

the lot of individual, or group 

members, now is the time for 

business leaders, owners and 

managers to get on with it and go it 

alone. 

 

© Copyright, Barry Urquhart 
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In a battle of words, famed Wharton 

professor Adam Grant and Daniel 

Goleman, renowned best-selling 

author of Emotional Intelligence, debate 
what's better: emotional intelligence 

or cognitive ability? 
 

I've been riding the emotional 

intelligence (EQ) bandwagon for a 

few years now. I love learning 

about it and stretching myself to 

regulate my emotions, and I 

especially love applying these skills 

to the way I work and live. 

 

We've seen over the years that 

people exhibiting high levels of EQ 

are drastically more self-aware, 

work better with others, and are 

promoted at a much faster pace. 

According to Emotional Intelligence 

2.0 by Travis Bradberry, "EQ is so 

critical to success that it accounts 

for 58 percent of performance in 

all types of jobs." 

 

But ask any researcher or EQ 

expert, and they'll tell you the 

study of EQ has not had a smooth 

history. It has been debated since 

the mid-1990s over its 

effectiveness as an evidence-based 

leadership model, or as a 

predictor of job success. 

 

Wharton professor Adam Grant, 

author of Give and Take, Originals, 

and Option B, threw a monkey 

wrench in our collective EQ belief 

system back in 2014, when, in a 

bold article called "Emotional 

Intelligence Is Overrated," he 

declared, "I believe it's a mistake 

to base hiring or promotion 

decisions on it." 

 

What beats emotional 

intelligence? 

Grant decided to put EQ to the 

test and match it against a 

formidable heavyweight 

contender. What did EQ go up 

against? Cognitive ability. This has 

more to do with the mental 

process and experience of 

knowing -- how we learn, 

perceive, reason, remember, and 

problem-solve. 

 

Here's Grant describing his study: 

We gave hundreds of salespeople 

two validated tests of emotional 

intelligence that measured their 

abilities to perceive, understand, 

and regulate emotions. We also 

gave them a five-minute test of 

their cognitive ability, where they 

had to solve a few logic problems. 

Then, we tracked their sales 

revenue over several months. 

 

Cognitive ability was more than 

five times more powerful than 

emotional intelligence. The 

average employee with high 

cognitive ability generated annual 

revenue of over $195,000, 

compared with $159,000 for 

those with moderate cognitive 

ability and $109,000 for those 

with low cognitive ability. 

Emotional intelligence added 

nothing after measuring cognitive 

ability. 

 

Emotional intelligence "added 

nothing" - that's rather painful to 

read as a practitioner of EQ. To 

be sure this was no fluke, Grant 

ran the study again--this time with 

hundreds of job applicants, who 

knew that their results could 

make or break their chances of 

getting hired. Once again, 

cognitive ability KO'd emotional 

intelligence in performance. 

 

Whether Grant has an ax to grind 

against emotional intelligence is 

unknown, but the convincing 

meta-analysis he points to in 

addition to his own study may 

have caused the darling poster 

boy of EQ, Daniel Goleman, to do 

a double take (more on that 

below). 

 

Grant cites research by Dana 

Joseph and Dan Newman, who set 

out to discover how much 

emotional intelligence really 

influenced job performance. 

Naturally, the two heavyweights - 

emotional intelligence and 

cognitive ability - faced off again.  

 

The researchers, according to 

Grant, "compiled every systematic 

study that has ever tested 

emotional intelligence and 

cognitive ability in the workplace -

Marcel Schwantes 

The one mental ability that actually trumps 

Emotional Intelligence, says Wharton 

Professor Adam Grant 
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http://psycnet.apa.org/journals/apl/95/1/54/
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- dozens of studies with thousands 

of employees in 191 different 

jobs." 

 

And once again, there was a clear-

cut winner. It wasn't even close. 

"Cognitive ability accounted for 

more than 14 percent of job 

performance. Emotional 

intelligence accounted for less 

than 1 percent," says Grant. 

 

Adding insult to injury, Grant 

appears to hammer the nail on the 

Goleman EQ coffin, who argued 

over 20 years ago for the premise 

that "EQ can matter more than 

IQ." But, as Grant points out 

rather victoriously in his piece, 

"every study comparing the two 

has shown the opposite." 

 

Grant acknowledges EQ 

continues to perform well in jobs 

with emotional demands that 

involve a high degree of people 

interaction (think sales, real 

estate, and counseling for 

example). However, when it 

comes to job performance, 

cognitive ability proves to be king. 

 

"If your work is primarily about 

dealing with data, things, and ideas 

rather than people and feelings, 

it's not necessarily advantageous 

to be skilled in reading and 

regulating emotions. If your job is 

to fix a car or balance numbers in 

a spreadsheet, paying attention to 

emotions might distract you from 

working efficiently and effectively," 

states Grant. 

 

Daniel Goleman's reaction. 

Grant's public crucifixion of 

emotional intelligence did not go 

unchallenged. In his own rebuttal, 

Goleman called Grant's article "an 

acerbic take-down of emotional 

intelligence," and says, "I don't 

take Grant's arguments very 

seriously." 

 

If you're new to the emotional 

intelligence conversation, Daniel 

Goleman authored the 

internationally bestselling book 

Emotional Intelligence (1995), which 

spent more than 18 months on 

The New York Times bestseller list. 

He followed up with Working with 

Emotional Intelligence (1998), 

arguing that non-cognitive skills 

can matter as much as IQ for 

workplace success and leadership 

effectiveness, the direct opposite 

of Grant's view. 

 

Goleman believes there are two 

schools of thought at play, and 

says Grant's academia critique 

misses the mark. Here's Goleman 

on LinkedIn, responding two 

weeks after Grant's article: 

Academia plays by a different set 

of rules of proof than do folks in 

the business world: what gets 

published in peer-reviewed 

journals, versus what actually 

works. 

 

And therein lies the significant 

difference in these contrasting 

views of emotional intelligence. 

Academics are fastidious about 

their research methods, and 

analyze their data to see, for 

example, which variables correlate 

at what strength. 

 

The emotional intelligence 

assessment Grant chose to report 

on in his blog is based on the 

model most preferred in 

academia. It comes from the 

world of intelligence testing, and 

was designed to show that there 

are human abilities in the 

emotional realm that differ from 

IQ. (Though this might seem just 

like common sense, it has 

important theoretical meaning in 

the realm of psychological testing.) 

 

Someone in business has a more 

urgent question: What should I do 

Monday morning? How can I spot 

the top performers? What skills 

and competencies should we help 

people improve? 

 

In Goleman's EQ framework, 

which I wholeheartedly subscribe 

to, once you land a job in your 

field of expertise and start 

considering things like increasing 

your role, getting promoted, 

leading others, and navigating 

political landscapes, IQ will be 

begging for EQ to show up and 

take over. 

 

Since everyone you are competing 

with in your field of expertise 

probably is about as smart as you, 

Goleman is saying that emotional 

intelligence does its best work to 

get you promoted to the next 

level. That's a question of job 

performance--right, Adam Grant? 

 

In Goleman's own words, "Even if 

you are a solo bench engineer 

coming up with a better widget, 

no one will pay attention to you 

unless you can communicate, 

persuade, and excite people about 

that widget -- and that takes 

emotional intelligence." 

 

In a gesture fitting to nailing 

Grant's own IQ coffin, Goleman 

quotes one astute commentator 

on Grant's LinkedIn piece: "People 

who do not have the right 

emotional skill set do not make it 

in the very professions you 

indicated that emotional 

intelligence is not required" -- that 

is, engineering, accounting, and 

science. The commentator adds, 

"I would highly recommend 

speaking to professionals in the 

fields you mention before you 

write an article about what is 

important to them.” 

 

© Copyright, Marcel Schwantes 

 

About the Author: 
Marcel is a speaker, entrepreneur, 

columnist, and Board Certified 

Coach with 20 years’ experience 

in leadership development. Marcel 

is passionate about working with 

forward-thinking leaders 

intentional about the 

empowerment of people to 

create extraordinary impact. His 

work has been featured on Inc., 

Time, Yahoo!, Business Insider, 

Thrive Global, Chicago Tribune, 

and Denver Post. He holds 

degrees in Communications (B.A.) 

and Organizational Behavior 

(M.A.). 

 

Co-ordinates: 
Web: 
leadershipfromthecore.com/ 
LinkedIn: 
linkedin.com/in/marcelschwantes/ 
Twitter: 
twitter.com/MarcelSchwantes 

 

 

 

https://www.linkedin.com/pulse/20141014163755-117825785-let-s-not-underrate-emotional-intelligence
https://en.wikipedia.org/wiki/Emotional_Intelligence
https://www.linkedin.com/pulse/20141014163755-117825785-let-s-not-underrate-emotional-intelligence
https://www.linkedin.com/pulse/20141014163755-117825785-let-s-not-underrate-emotional-intelligence
https://www.linkedin.com/pulse/20140930125543-69244073-emotional-intelligence-is-overrated
http://blog.adeccousa.com/emotional-intelligence-job-promotion/
http://blog.adeccousa.com/emotional-intelligence-job-promotion/
https://www.linkedin.com/pulse/20140930125543-69244073-emotional-intelligence-is-overrated
http://www.leadershipfromthecore.com/
https://www.linkedin.com/in/marcelschwantes/
https://twitter.com/MarcelSchwantes


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  November 2017 

  

 
13 

Harry Gordon Selfridge was born in 
Wisconsin, USA in 1858.  He was 

one of three sons.  His father, Robert 

Selfridge, served as a major with the 

Union Army in the American Civil 
War but abandoned his family at the 

end of the war.  Soon after the war 

Harry’s two brothers died.  

 

  
 

Harry helped his mother, Lois, a 

teacher, by delivering papers. He 

left school at 14 to work in a bank 

and later joined Marshall Field’s, a 

large department store in 

Chicago.  He started as a stock 

boy but over the next 25 years he 

worked his way up to become a 

partner.  He married the heiress, 

Rosalie Buckingham and became 

wealthy.  In 1904 he opened his 

own department store which he 

later sold for a profit.  He then 

retired. 

 

Selfridge travelled on holiday with 

his wife to London which at the 

time had claims to be the world’s 

pre-eminent city.  Selfridge found 

the standards of customer service 

and display of goods in London’s 

stores to be well behind what he 

had experienced in Chicago.  He 

decided to spurn retirement and 

launch his own major store in 

London – Selfridges.  It opened in 

1909 on Oxford Street.  This 

revolutionary store proved to be 

a sensation.  There were 90,000 

people at its opening. 

 

Typical London shops were 

dowdy emporiums which kept 

their goods locked away.  

Assistants stood guard against 

shoplifters and neer-do-wells.  

Shopping was a functional rather 

than pleasurable experience.  

Harry Selfridge introduced many 

innovations.  The shop was very 

large with over 100 departments.  

All the goods were on open 

attractive display.  Assistants were 

trained to be helpful but not too 

pushy. The store was promoted 

through advertising.  It had large 

well-lit windows with sparkling 

displays of a wide range of exotic 

goods.  There were fine but 

inexpensive restaurants with 

modest prices, reading rooms, 

quiet areas and special reception 

rooms for overseas visitors.  

There was a beauty department 

with many cosmetics – an idea 

Selfridge borrowed from Parisian 

stores.  Most radically there were 

toilets for ladies (something not 

found in other London shops!)  

The whole idea was to make 

shopping at Selfridges an enjoyable 

and special day out. 

 

He launched many promotional 

initiatives which became industry 

standards.  His store was the first 

to have a ‘bargain basement’ 

where discounted products were 

sold.  He placed great marketing 

emphasis on Christmas and 

coined the slogan; ‘only xx 

shopping days to Christmas.’ 

 

The mega store was a great 

success and spawned many 

imitators.  It remains one of 

London’s most popular 

department stores to this day.  

Harry Selfridge died of pneumonia 

in London at the age of 89. 

 

Insights for Innovators 

Wherever there is poor customer 

service there is an opportunity for 

an entrepreneur to create an 

attractive premium service.  

Selfridge placed great emphasis on 

staff training and management to 

ensure high standards of customer 

care. 

 

Turn a product buying event into 

an enjoyable experience.  In 

particular Harry Selfridge sought 

Paul Sloane 

An American Innovator in London – Harry 

Selfridge 
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Peter Thomson 

“It’s no 

surprise it...” 

to make his store appealing to 

women customers of all social 

classes.  It became somewhere 

where they could safely meet 

their friends, browse products 

and have a good day out. 

 

Use slogans to inspire and 

motivate staff.  Harry Selfridge is 

credited with these quotations: 

 

“The customer is always right.” 

 

“People will sit up and take 

notice of you if you will sit up 

and take notice of what makes 

them sit up and take notice.” 

 

“The boss depends upon 

authority, the leader on 

goodwill.” 

 

“The boss says ‘I’; the leader 

says, ‘we’.” 

 

© Copyright, Paul Sloane 
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Sitting outside a Spanish café 
enjoying the company (my 

youngest son), the coffee, the 

scenery, the people watching, 

the temperature and life… 
 

A young father and young son 

surprisingly hurried by. 

 

The boy was excited. I could tell by 

the stream, nay torrent of Spanish 

that issued from his smiling face. It 

was a true pleasure to witness. 

 

It recalled… 

 

A story I heard tell by Zig (of Ziglar 

name and fame).  

 

“The other day”, he stated with an 

awe-filled voice. “I heard a 5 year 

old boy speak fluent Japanese”.  

 

“Mind you”, he continued. “He was 

Japanese!” 

 

Now on purpose… 

 

I spoiled that story by starting with 

my recollection of the café 

experience. The lesson learned, the 

idea injected, the realisation 

remembered are valid nevertheless. 

 

“Isn’t it amazing what you can 

catch in just 5 years?” 

 

Or less! 

 

We can catch cynicism in an hour 

We can catch cold-heartedness 

through exposure to a short sneeze. 

We can catch positivity but I’ve 

found it takes repeated exposure. 

We can catch can-do through long 

association 

 

Sadly: We can catch negativity in but 

a few moments! 

 

The vibration of the association 

causes assimilation of the 

motivation 

 

It’s easy… 

 

To associate by default to habit 

patterns. 

 

Mixing with the same in the same 

way at the same place and almost 

unknowingly creating a rut of being 

and doing. 

 

As Earl Nightingale reminded me: 

“A rut is only a grave with the ends 

kicked out!” 

 

If we can catch anything or almost 

anything just by association – surely 

it’s worth taking a moment 

to consider just who’s influencing 

our thoughts, our actions and our 

lives. 

 

Yes? 

 

Go on then 

 

© Copyright, Peter Thomson 
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Over the course of this year, I’ve had 

the good fortune of working with 

three Global 50 companies – two 
U.S. based and one European. I’ll 

simply refer to them as Company A, 

B and C.  Despite being in different 

industries (high-tech, financial 

services and industrial), one common 
theme emerged: senior leaders in 

each of the companies articulated a 

strong desire and an equally strong 

level of frustration with their 
innovation efforts.  After digging a 

little deeper, I think I uncovered the 

source of the frustration — there 

was no real evidence that the desire 

for innovation was being met with 
meaningful adoption or 

implementation. 
 

In fact, I found the opposite – a lack 

of urgency, misinterpretations, and 

in some cases, downright resistance 

to the basic ethos of innovation. 

While my conclusions may sound 

rather harsh, they come from a 

place of empathy and curiosity that 

compelled me to seek answers to 

several key questions: “What is the 

source of this hostility to 

innovation?”; “Is the under-

performance in innovation episodic 

or systemic?”; and “What is causing 

this value-destroying gap between 

stated intent and actual reality?”  

 

Here are 3 reasons that I came up 

with: 

 

1.  Dominant “What’s Now?” 

agendas 

Many companies and brands focus 

their leadership attention, 

organizational capacity and 

resources on producing short-term 

results and managing the business 

day-to-day — I call this the “What’s 

Now?” agenda. Given that intense 

pressure from capital markets 

essentially forces companies into a 

short-term, quarter-over-quarter 

focus, one can certainly be empathic.  

 

However, as observed in Company 

A, with an almost exclusive focus on 

the “What’s Now?” agenda, 

companies and brands can quickly 

lose sight of important outside 

signals that reflect long-term shifts in 

market forces, competitive 

dynamics, customer behavior and 

brand preferences. 

 

Affirming the significance of this, a 

recent Nielsen study shows that 

63% of surveyed customers want 

and expect their preferred brands 

to innovate for the future.  With a 

lack of emphasis on the evolving and 

future business landscape –  the 

“What’s Next?” agenda –  new 

market entrants, disruptive business 

models and emerging technologies 

(Internet-of-Things (IoT), advanced 

robotics, artificial intelligence, etc.) 

can quickly be converted from high-

potential acquisition, innovation and 

growth opportunities into existential 

threats.  Is the “What’s Next?” 

agenda in your company being 

overwhelmed by a dominant 

“What’s Now?” agenda?  Other 

questions to consider: 

• Do we have enough focus on 

the “What’s Next?” agenda? 

• Are we aligned around a 

collective vision of our future? 

• Are we formulating a 

competitively divergent view of 

the future? 

• Are we applying intellectual 

curiosity to identify areas for 

innovation within that future? 

• What type of innovation 

(strategic, customer, service, 

business model, value, product, 

etc.) do we need to capture the 

opportunities of the future? 

 

2.  Bunker mentalities 

With many companies now offering 

flexible work schedules, remote 

work arrangements, on-site gyms 

and free snacks, the new workplace 

is increasingly built to optimize 

employee work-life balance.  

 

However, as an unintended 

consequence of these newly found 

“comfortable” work environments, 

the organizational temptation to 

maintain and defend the status quo 

becomes a force to reckon with. 

Specifically, as communicated by a 

senior leader in Company B, the 

relative comfort, contentment and 

convenience found in the new work 

setting can inadvertently lead to 

powerful “bunker mentalities” that 

are highly resistant to change, and a 

culture that favors risk-elimination 

over the critical risk-reward calculus 

needed in today’s complex business 

environment. 

 

Simply put, companies can lose their 

animal spirit, potentially suppressing 

the collective organizational hunger 

to compete, lead and win in the 

marketplace. Contrary to the 

original intent, these types of culture 

and work environment can lead to 

missed opportunities, 

underperformance and 

organizational stasis that can 

ultimately fuel employee 

disengagement, limited collaboration 

on “What’s Next?”, and an insidious 

lack of passion for the business, 

which only fuels the status quo 

further. 

 

This is serious stuff – Gallup 

estimates that 70% of American 

employees aren’t working to their 

full potential and cost companies 

roughly $550 billion in lost 

productivity per year. Is your 

company inadvertently operating 

with a bunker mentality that favors 

the status quo over innovation? 

Other questions to consider: 

• Is leadership providing the 

commitment and permission to 

innovate, fail, pivot and learn? 

• Do we have the right 

organizational systems and 

structures (incentives, 

collaboration, knowledge 

diffusion, training, 

experimentation) in place to 

compete and win the future? 

Keary Crawford  

“Faux Innovation” and other 

discontents 

                                                                                                                                                 

https://www.linkedin.com/start/view-full-profile?_ed=0_rG1BVK0iRlAqipjlQaQQBI-mKh1UQhDJbYMxYEfWInhEcRqGDTFUZBRVbL4HnJy_&trk=public_profile_tc-view
https://www.linkedin.com/start/view-full-profile?_ed=0_rG1BVK0iRlAqipjlQaQQBI-mKh1UQhDJbYMxYEfWInhEcRqGDTFUZBRVbL4HnJy_&trk=public_profile_tc-view
http://www.nielsen.com/ca/en/insights/news/2015/new-product-innovation-the-why-behind-the-try.html
http://www.gallup.com/businessjournal/162953/tackle-employees-stagnating-engagement.aspx
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• Do we have a common language 

around innovation and growth 

that is institutionalized? 

• Is creating, promoting and 

executing new ideas a crucial 

part of everyone’s job 

description? 

• Are we comfortable with 

balanced risk-taking and creative 

disruption? 

 

3.  Alternative Realities 

With new corporate design labs, 

innovation challenges, open 

workspaces, and the curious 

emergence of hoodie-clad hipsters, 

Company C has mastered the 

appearance of “doing innovation”.  

 

With all due respect to skinny jeans, 

this type of corporate psychological 

warfare - I call it “faux innovation” -  

can create a virtual Stockholm 

Syndrome where employees are 

held captive in an alternative reality 

where innovation pretense replaces 

creativity, customer-centricity, 

experimentation and reasonable 

expectations of real commercial 

outcomes. 

 

Beyond the hype and surface optics, 

in the words of a senior leader, the 

innovation programs in Company C 

have struggled to consistently 

generate real commercial outcomes, 

demonstrate adequate returns on 

capital or contribute meaningfully to 

value creation.  Particularly acute in 

the rapid-fire digital and service-

driven economy, if the tyranny of 

faux innovation takes hold, 

companies and brands can quickly 

become vulnerable to the threat of 

rapid commoditization and 

marketplace irrelevance that lead to 

real questions about customer 

acquisition, retention and long-term 

corporate viability. 

 

As Marc Sniukas points out in his 

book The Art of Opportunity, 

“Innovative ideas for new products, 

service and businesses need to be 

aligned with business requirements 

in terms of financials, (e.g., ROI, 

margin), operational realities (e.g., 

can we actually do it), technology 

available and the overall strategic 

direction of the company.”  While 

this might sound obvious, evidence 

shows that making this happen isn’t 

easy.  In fact, while the 2016 Global 

Innovation spend is still at an all-

time high of ~$680B, a recent 

McKinsey poll states that 94% of the 

managers surveyed were dissatisfied 

with their company’s innovation 

performance. Is your company 

suffering under the tyranny of “faux 

innovation”? Is the appearance, 

rather than the substance, of 

innovation more important? Other 

questions to consider: 

• Are we (really) doing innovation 

or doing a good job faking it? 

• What was the most meaningful 

outcome from our innovation 

programs? 

• Are we linking innovation 

investments to real business 

objectives and emerging 

opportunities? 

• How effectively are we 

experimenting, learning and 

aligning our innovation portfolio 

to unmet, unsatisfied or under-

valued customer needs or 

market gaps? 

• Is commercialization part of our 

daily innovation conversations 

or an afterthought? 

 

Making Real Innovation Real 

With 40% of your company’s future 

value creation and growth likely to 

come from new customer in new 

markets with new products by 2020 

(CEB), it is more essential than ever 

for companies to build cultures that 

are focused on growth, innovation 

and customer-centricity. Simply put, 

companies and brands that don’t 

innovate are on a slippery slope to 

obsolescence and irrelevance in the 

minds of customers and consumers 

who have many options on where 

to spend their money. 

 

The good news is that those that 

build cultures for innovation get 

rewarded – Forbes states that 

companies with innovation-focused 

cultures get an “innovation 

premium” – a higher multiple that 

investors place on a company’s 

value. Further, a recent study 

showed that companies with both 

highly aligned cultures and highly 

aligned innovation strategies have 

30% higher enterprise value growth 

and 17% higher profit growth than 

companies with low degrees of 

alignment. Innovation-focused 

cultures also produce highly-

productive workforces which can 

improve operating incomes by 19% 

over a 12-month period. 

 

Admittedly, Company A, B and C 

aren’t out of the woods quite yet. In 

fact, they are just beginning their 

journeys with us to rewire their 

cultures for growth, innovation and 

customer-centricity. However, each 

of them have taken the essential 

step of being humble and 

introspective, looking deeper into 

their organizations and cultures to 

uncover and acknowledge the 

presence of “Faux Innovation and 

other discontents” in their 

organizations — it wasn’t easy. 

However, with so much latent 

energy, potential and opportunity 

upside, to a company, they know 

that the journey will be well worth 

it. 

 

Ready to get started on your 

journey? Learn more about how to 

unleash the power of Growth 

Thinking to equip your organization 

to turn your culture into a 

competitive advantage in today’s 

digital and service-driven economies. 

 

This article was originally published 

on Innovation Excellence 

http://innovationexcellence.com/blog

/2017/09/15/faux-innovation-and-

other-discontents/ 
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No one would ever question that a 

firm’s success is ultimately tied to its 

partners’ performance. And yet, 

increasing partner performance, 
getting the partners to work across 

practices, is one of the key issues 

facing the majority of firm leaders we 

talk to. Our advice on how to 

resolve the performance issue comes 
from our work over the last twenty 

years in all sizes of firms across 

Europe, US and Canada and confirms 

what we all intuitively know - the 

more the partners are engaged in the 
firm’s future the better they perform. 

 

So, before you can work on 

performance, you need to work 

on getting your partners involved 

and committed to the firm’s 

future. Partners won’t be 

committed to the future if they 

haven’t had any involvement in 

deciding what it should be. And if 

they aren’t committed, they 

essentially work for themselves 

not the firm. 

 

Partners are the culture in a 

professional services firm – what 

they believe, what they reward, 

what they do and how they do it 

determines what and how things 

get done. And, if they don’t 

believe in what the firm is doing, 

they will never be effective role 

models who think firm first and 

actively bring the whole of the 

firm’s services to their clients. 

 

 

 

Challenges: 

In our work we have identified six 

major challenges that firms need 

to address to engage their 

partners and to ensure every one 

moves forward together. They 

are: 

  

1. Un-motivational firm vision 

2. Lack of clearly defined core 

values 

3. Lack of clarity around what 

being a partner means 

4. Ineffective or non-existent 

partner performance reviews 

5. Performance systems not tied 

to strategic initiatives 

6. Lack of successful firm leaders 

  

Most firms consider the above six 

challenges to be merely “touchy 

feely” aspects of running a 

professional services firm. They 

take time to implement and the 

common response is that “we 

have clients to serve and this stuff 

just detracts us from our real 

job.”  But, unless you embrace 

these challenges and get your 

partners actively engaged and 

performing for the firm and its 

future, you may find yourself 

without clients and without a 

viable future. 

 

1. Un-motivational firm 

vision 

More firms now have a vision and 

a strategy in the hope of engaging 

partners and employees – but the 

partners aren’t always involved in 

their creation and often don’t buy 

in to the vision. This can be 

because the vision just isn’t 

compelling enough or because the 

partners are more interested in 

their own practice rather than 

creating a real firm.  This type of 

professional services firm is 

usually referred to as a “siloed” 

firm and never succeeds in 

bringing the full capabilities of the 

firm to bear. 

 

 

 

A vision tells us what we want to 

be in the future, not what we are 

today. Perhaps we have a vision of 

being a cross-border accounting 

firm or an international law firm.    

 

The problem with most visions is 

that they do not provide a 

powerful picture of what the firm 

will look like 5, 10 or more years 

from now. Most visions are 

neither motivating nor audacious. 

And often they lack a larger sense 

of purpose.   Do partners 

understand and see what the end 

game looks like? Do they think 

they are putting steel girders 

together or are they building a 

bridge?  Building a bridge is more 

inspiring than just welding girders 

together.  Visions must be 

compelling. They have to create 

excitement, enthusiasm and 

engage the partners and 

employees. 

 

2. Lack of clearly defined 

core values 

Most partners we know can’t 

recite their firm’s core values. 

That’s a problem.  A more serious 

problem is that the list of core 

values that you often find on the 

firm’s website, don’t mean 

anything. Core values should 

define the parameters of partner 

and employee behaviour.  They 

should provide guidance on how 

individuals in the firm are 

supposed to act. 

 

Core values are much more than 

minimum standards. They inspire 

those in the firm to do their very 

best at all times. They are the 

common bond and the glue that 

unifies and ties the firm together. 

Each firm, first, needs to identify 

their core values. Next, they need 

to be defined. Finally, partners and 

employees have to identify 

representative behaviours and live 

them every day. 

 

 

August J. Aquila 

Engaging partners in the firm’s 

future 
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3. Lack of clarity around 

what being a partner 

means 

There are a lot of different 

reasons to make someone a 

partner - unique talent, need to fill 

a position, succession planning, 

etc. What many firms lack today is 

clarity around what being a 

partner means? 

 

The following characteristics are 

found in those firms that have 

embraced a one-firm concept. 

Partners: 

1. put the firm first 

2. are team players not lone 

wolves or prima donnas 

3. live the firm’s values 

4. share their clients with others 

5. are accountable for their own 

actions and don’t pass the 

buck 

6. go out of their way to help 

others 

7. have staff who want to work 

with them 

8. have the highest degree of 

personal integrity 

9. treat others with respect 

10. can laugh at themselves 

11. are willing to embrace change 

and stretch outside of their 

comfort zone 

 

4. Ineffective or non-existent 

partner performance 

reviews 

Managing partners always ask us 

what it takes to achieve sustained, 

consistent partner performance.  

While the answer is easy, maybe 

simplistic, the implementation is 

difficult in most firms. To 

consistently get uplift in partner 

performance, it is necessary to 

have written annual partner 

performance goals and an effective 

performance management 

process. 

 

You can’t expect a change in 

performance if partners do the 

exact thing they did the previous 

year. You have to be clear about 

what you want and make sure the 

partners have the capabilities to 

deliver. 

 

5. Performance systems not 

tied to strategic initiatives 

It’s not necessarily the 

performance system itself that’s 

the issue, it is what the system 

rewards that is critical. If your 

system currently rewards 

entitlement criteria (seniority, 

equity interest, etc.) then you 

can’t be surprised if some 

partners don’t take accountability 

seriously, aren’t good citizens, and 

don’t put the firm first. 

 

However, if you reward partners 

for their competency – their skills 

and their results - as well as their 

integrity and intent, then you can 

start moving toward a culture that 

uplifts partner performance.  If 

you are serious about rewarding 

those who help the firm achieve 

its strategic initiatives and its 

vision, then compensation must 

be tied to individual and team 

results. The key for a good 

compensation system is to have a 

balance between individual and 

team goals and between 

production and capacity building 

goals. 

 

6. Lack of successful firm 

leaders 

Our research over the past two 

years into what successful firm 

leaders do identified what 

separates the top leaders from 

everyone else. Unsurprisingly, it 

starts with helping the partners 

create a compelling direction and 

vision, the strategies for achieving 

them and the values the firm 

stands for. With the partners 

active participants in the firm’s 

future, successful firm leaders 

continually engage their partners 

and help them become even more 

effective with clients and, critically, 

successful leaders themselves 

given their influence on what 

everyone in the firm does. It 

sounds easy but it isn’t. 

 

While we heard some stories of 

great firm leaders, we heard too 

many where the leaders didn’t 

succeed in making a difference. 

And yet, there is no way firms will 

make any of the things we’ve 

described a reality unless they 

have leaders who know what to 

do and can do it. 

 

Final Thoughts:  

Most firms’ efforts to engage their 

partners and increase their 

performance have not generated 

the uplift hoped for or expected, 

while some firms have driven up 

performance to the detriment of 

unity.  In order to succeed, to 

create a firm where all of the 

partners work to create an even 

better firm. 

 

© Copyright, August Aquila 
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 It's a well-known practice in the 

sports industry. 
 

Have you ever wondered how 

some people seem to accomplish 

their goals effortlessly? 

 

Or, how some people seem to get 

promoted or recognized while 

you work nights and weekends 

without recognition? 

 

Or even how some people make 

work look easy, while you feel like 

you can't get on top of your 

email? 

 

How do these magical people do 

it? 

 

How do they seem to reach big 

goals while you stay stuck? 

 

If you've struggled with these 

questions, you aren't alone! 

 

But fortunately, I have some good 

news: The solution to making 

your goals come true starts with 

athletes. No really--stick with me 

(even if you hate sports). 

 

I found myself in an internet hole 

recently and came across quite a 

few articles on how athletes 

prepare for big events (here's one 

if you're curious, and here's 

another. 

 

Short of all of the lucky socks, 

stretching, moments of silence, it 

all boils down into one word: 

routine. 

They all have a specific routine 

that gets them in the right 

physical, mental, emotional frames 

of mind to compete and keep 

moving forward. These people 

don't have to worry about how to 

succeed, they just have to trust the 

routine and execute. 

 

Why is that? 

 

It's hard to both plan to do 

something, and then actually do it. 

The simple act of planning takes 

brain power and discipline, which 

means you have less of both when 

it comes time to follow-through--

making following through 

much harder. 

 

If you take the planning out 

of the equation, all you have 

to do is rely on your routine 

to push you forward. 

 

So, here's a question for you: 

How is your own routine helping 

you move forward in your 

career? 

 

Or maybe my question should be 

this: Is your routine helping you plan 

and achieve your career goals? 

 

If your answer's "Yes!", well then 

you skip Go and collect $200. But 

if it's more along the lines of, 

"Hm, my routine isn't really 

helping me" then keep reading! 

 

When I was a full-time consultant, 

I was miserable and ready to quit 

and do something--anything--else. I 

had a bunch of ideas and plans, 

but no real momentum, and I kept 

putting off things that I knew were 

important instead of buckling 

down. I wasn't making the kind of 

progress that I wanted. 

 

And then I changed my routine. 

The first thing I did was look at 

my goal: Launch my own business. 

The second thing I did was 

examine what kind of habits I'd 

need to build into my schedule to 

do that. 

 

For example, I dedicated one 

night a week to writing all of my 

blogs and one night a week to 

networking for the blog. I didn't 

worry about doing anything but 

what I had planned for those two 

nights--writing and networking. 

Done and done. 

 

Having a plan and routine that I 

was following had the beneficial 

effect of also making me less afraid 

of the future. 

 

I was taking action and that took 

away a lot of my fear. 

 

With more confidence (and less 

fear) I expanded my routine even 

further. 

 

Was it hard? Of course! It 

definitely took some effort on my 

mind. 

 

But the effort was worth it, 

because my routine also made me 

less worried about reaching my 

big goals. Instead, all I had to do 

was follow it to make progress. 

 

And all of that progress led me to 

quitting a job and starting a full-

time business helping people with 

their careers (one that is not only 

fun, but even more lucrative than 

my fancy-pants consulting job). 

 

 

Christie Mims  

Here's the secret to getting 

things done 
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https://www.themuse.com/advice/10-olympic-athletes-daily-habits-you-should-steal-that-dont-involve-the-gym
https://www.themuse.com/advice/10-olympic-athletes-daily-habits-you-should-steal-that-dont-involve-the-gym
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So now, imagine where a new 

routine could lead you! 

 

To begin, write down your goal. 

Anywhere you can see it and in 

any form. Then, write down the 

steps you'd have to take to make 

it happen. Finally, take a look at 

your calendar and ask yourself: 

What can you add, subtract, or 

change to start working through 

step one. 

 

Maybe it's adding a certain block 

of networking time each week. 

Maybe it's setting aside one or 

two nights to work on your 

career learning and invest in your 

education. Maybe it's attending 

one conference or outside 

meeting every other month. 

Maybe it's getting more sleep, not 

checking your email first thing in 

the morning, or eating better so 

that you have more energy to 

devote to your career. 

 

Maybe--and this was a lifesaver for 

me--it's investing in dry shampoo 

to save time in the morning. 

 

Once you make completing step 

one a part of your routine, it'll be 

so much easier to check it off the 

list. And once that's done, you can 

use that same allotted time to 

tackle step two, then three, and 

so on. 

 

© Copyright, Christie Mims 

 

About the Author 
Christie Mims is the founder of 

the Forbes Top 100 website for 

careers, the Revolutionary Club, 

and the Creator of Coach Pony, a 

website devoted to the business 

of being a life coach. Grab her 

amazing fancy-pants free guide on 

how to *actually* make money in 

your coaching business right here 

.... click. www.coachpony.com 

 

Co-ordinates 
Web: www.coachpony.com 

 

 

 

 

 

 

 

 

 

 
If you have a large market of 

multi millionaires, your 

marketing strategies change 

and this is obvious around 
Moscow. 
 

The Orangery, part of the Crocus 

Group, has the largest selection of 

indoor plants in one location I have 

seen anywhere. It is open 24 hours a 

day, 7 days a week. When I asked 

why they were open at 2.00am and 

how can they justify it, I was told 

that after midnight they break even, 

but that is when the super rich go 

shopping with their landscapers so 

that they have privacy and are not 

worried about being recognised. 

 

Imperial Gardens has the largest 

selection of plants I have ever seen 

in a retail location. The majority 

were large landscape specimens and 

many were burlapped. It was difficult 

to understand this retail model until 

I was taken to look at a few 

customer’s gardens. The customer 

base is based on housing estates 

around the centre. These are gated 

estates containing mansions where 

gardeners and landscapers are 

employed. The price of the plant is 

the least consideration for their 

customers. Another surprise was 

while many displays showed some 

flair and ideas for consumers, 

customer service is an art that has 

not developed in Moscow. This is 

not a criticism of the garden 

retailers, the same situation occurs 

in the main retail hub in the city. 

 

Consumers are not approached by 

sales people who seem to focus on 

tidying stock rather than making a 

sale. When it comes to product mix, 

floristry is still very popular in Russia 

and the floral trade is still healthy. 

Garden retailers in general focus on 

woody plants, as a result the colour 

patio market is under developed. 

Seasonal sales of plants could be one 

area the industry could focus on to 

grow sales. Plant quality in the 

stores visited were of a high quality, 

whilst signage to grow sales was 

underdeveloped. 

 

I have been invited back to 

present more workshops in other 

regions of Russia and look 

forward to working with an 

industry that is progressing rapidly 

and has huge opportunities. 

 

© Copyright John Stanley 
 

About the Author 
John Stanley is a conference 

speaker and retail consultant with 

over 20 years’ experience in 15 

countries. He regularly 

contributes to retail magazines 

around the world and has co-

authored several successful 

marketing and retail books 

including the bestseller Just About 

Everything a Retail Manager Needs 

to Know (obtainable from Amazon: 
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978-0975011805, see picture in 

the next column).  John Stanley 

Associates produce an e-
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includes innovative ideas and 

advice to help you grow your 

profits. If you would like to 

receive a regular copy, please visit 

www.johnstanley.com.au or email 

newsletter@johnstanley.com.au  
 

Co-ordinates 
Mail: John Stanley Associates 

Chestnut Brae, PO Box 200 

Western Australia, 6275 

Tel: (+0061) 8 9293 4533 

Fax: (+0061) 8 9293 4561 

Email: info@johnstanley.com.au  

Web: 

http://www.johnstanley.com.au  

 

See John in Action 

Short clips to give you an 

overview of John’s style of 

presentation. CLICK HERE 

 

 

John Stanley 

Selling to the super-rich 
 

 

https://www.themuse.com/advice/the-best-conferences-to-attend-this-year
https://www.themuse.com/advice/the-best-conferences-to-attend-this-year
http://www.coachpony.com/
http://www.coachpony.com/
http://www.johnstanley.com.au/
mailto:newsletter@johnstanley.com.au
mailto:info@johnstanley.com.au
http://www.johnstanley.com.au/
http://www.johnstanley.com.au/speaking/john-action/
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Recently, Bain and Company 

published a worthwile article, 
debating the question: What will the 

firm of the future look like? 
 

Among several characteristics, the 

authors also particularly anticipate 

future-proof companies to be 

required to manage two types of 

businesses by deploying distinct 

“engines”: 

Companies have always pursued 

innovation in their core business. 

Clayton Christensen has called these 

“sustaining innovations”; they bring 

incremental improvements in 

performance or value. But what 

about the innovations that upend an 

entire industry? They are all around, 

even if leaders sometimes find it 

hard to believe it will happen to 

them. To thrive in this environment, 

firms will need to dial up their ability 

to see around corners, spotting 

trends before they are well formed 

and mobilizing resources quickly to 

adjust to changing circumstances2. 

Seeing around corners is both art 

and science, and while outright 

prediction is usually a fool’s errand, 

there are ways to improve your odds 

of success. It pays to maintain a high 

external orientation, staying close to 

customer needs as well as to moves 

by current and potential competitors, 

and to learn from ecosystem 

partners. It’s also important to tap 

into the collective knowledge of your 

internal resources, particularly the 

front line, on a much broader scale 

than most businesses habitually do. 

 

Whether the threat is visible and 

imminent or invisible and theoretical, 

leaders of the firm of the future will 

be toggling between running their 

core—today’s engine—as efficiently 

as possible, looking for sustaining 

innovations there. They will also need 

to create a new business—

tomorrow’s engine—that reflects 

new customer needs, new 

competitors, new economics or all 

three. 

 

This “Engine 1, Engine 2” approach 

is what allowed Marvel to continue 

to develop its publishing core while 

simultaneously expanding the 

character licensing business that has 

become its new core. Likewise for 

Netflix: From the mid-2000s, the 

core DVD business was progressively 

milked to fund the rapid growth of 

the streaming business. IBM has 

shrunk its traditional hardware 

business while dramatically 

expanding its newer software and 

services offerings (see Figure 5). In 

each case, moves into Engine 2 

meant new competition, new cost 

structures and new economic models 

to run in parallel, and the new 

business took at least five years to 

flourish. 

 

 

 

Defining and building an Engine 2 

requires creativity on several fronts. It 

is not enough to define a compelling 

vision or point of arrival; that is often 

the easy part. The task also requires 

identifying a first step that is focused 

and that allows rapid testing of the 

core idea, as well as thinking through 

subsequent moves that could be 

opened up by initial success. In many 

ways, this was Steve Jobs’ genius at 

Apple. Everyone had the same idea 

for the first-generation move. But he 

was two generations ahead, and so 

understood the value of the 

ecosystem that could be created by 

keeping hardware and software 

vertically integrated. 

 

The two engines demand 

different approaches. Discipline, 

repeatability, small continuous 

improvements, careful risk 

assessment and conventional 

financial analysis are the hallmarks 

of Engine 1. Agility, creativity and 

leaps into the financial unknown with 

the expectation that only a few 

investments will ultimately pay off 

are the chief traits of Engine 2.  

Ralph-Christian Ohr 

The firm of the future will manage 

two types of businesses 

 

http://www.bain.com/publications/articles/firm-of-the-future.aspx
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Running both in parallel raises some 

tricky operating model questions 

such as these: To what extent should 

Engine 2 redefine Engine 1? How 

and when should innovations get 

folded back into the core (and who 

decides)? And how do you manage 

the allocation of talent and other 

resources across the company? 

Perhaps most fundamentally, is it 

better to build Engine 2 yourself, or 

is it better to monitor capabilities 

being developed externally and then 

acquire them? For the most 

successful firms in the coming era, 

we believe managing both engines 

will be required. These firms will use 

their Engine 2s not just as sources of 

new growth but as vehicles to 

transform their companies into firms 

of the future. 

 

What this could look like in 

2027: Companies will set up and 

manage Engine 2 under the 

corporate umbrella but will likely 

structure, staff and fund it 

separately. Resource allocation will 

be a point of integration across 

Engine 1 and Engine 2, and will be 

continuous and zero-based. Top 

talent will rotate through both 

engines, learning a balanced set of 

skills and fulfilling mission-critical 

roles on both sides of the business. 

 

This outlook pretty much 

captures key points I’ve been 

putting forth all along up to now. 

And it’s yet another confirmation 

for the importance of designing 

and implementing modern dual 

corporate innovation systems. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Takeaway  

Beside Digital, companies are 

irrevocably forced to build Dual 

into their operating systems and 

organizational designs. Those who 

miss out on setting the 

course eventually risk being 

“future-unproof”. Better 

start taking action now! 

 

This article originally appeared on 

Integrative Innovation: 

https://integrative-

innovation.net/?p=1582    
 

© Copyright, Ralph-Christian Ohr 
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Do you dream of being the 

next big thing but don't 

know how to get there? 

Successful people often 
share qualities that help 

them achieve their goals, 

read on to find if you have 

any of them.  
 

Do you dream about being the 

next Steve Jobs, Mark Zuckerberg 

or Donald Trump? A lot of people 

dream of success but achieving it 

can be a completely different 

matter. However, if you look 

more closely at your role models, 

you may find a little secret or two. 

 

Most of the people who are 

widely regarded as having been 

successful in their field, especially 

business, share certain qualities. 

Read on to find out what these 

are and whether or not you have 

them or the potential to develop 

them: 

 

They have purpose 

"Strive not to be a success, but rather 

to be of value," –  

Albert Einstein 

 

Successful businessmen and 

women know why they are doing 

what it is they're doing. It's crucial 

to have direction and feel that 

what you are doing - or want to 

do - is worthwhile. It may not 

change the world, but your 

service/business/product should 

matter to you and you need to 

know why. 

 

They're great communicators 

"Communication is at the very core of 

our society. That's what makes us 

human," – 

 Jan Koum 

 

Communication is a core part of any 

industry and doing it effectively can 

make the difference between  

Insights for Professionals 

7 qualities of 

successful 

people 

 

                                                                                                                                                 

https://integrative-innovation.net/?p=1288
https://integrative-innovation.net/?p=1157
https://integrative-innovation.net/?p=1157
https://integrative-innovation.net/?p=1582
https://integrative-innovation.net/?p=1582
https://twitter.com/ralph_ohr
https://integrative-innovation.net/
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complete failure and a trailblazing 

success. A big part of this is being 

able to clearly articulate your own 

ideas, but the more important 

element is having the ability to listen 

to the opinions of others and take 

them on board. 

 

They're confident in 

themselves 

"Whether you think you can or you think 

you can’t, you’re right," –  

Henry Ford 

 

Believing in yourself is a key part of 

realising your own potential. Of 

course you need confidence to be able 

to sell your business to others, but 

you also need to be assured in your 

abilities so you can pick yourself up 

after rejection. 

 

They don't give up 

"I attribute my success to this: I never 

gave or took any excuse," –  

Florence Nightingale 

 

Creating your own empire can be one 

of the toughest things you'll ever do 

and there will undoubtedly be days 

where you question what you're 

doing. The key is to get up the next 

day and try again. Successful people 

believe in themselves and so they 

don't give up on their dreams or 

vision. 

 

They're flexible 

"You may not control all of the events 

that happen to you, but you can decide 

not to be reduced by them," –  

Maya Angelou 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Even with the best planned-out model, 

things don't always go as you hope. 

Successful people are able to recover 

from these events or even use them 

as a catalyst to propel themselves to 

new levels of success. 

 

They're patient 

 "Patience and perseverance have a 

magical effect before which difficulties 

disappear and obstacles vanish,” - John 

Quincy Adams 

 

Many businesses take years or even 

decades to become successful, so you 

need to be patient if you want to 

accomplish your goals. It's very 

unlikely that your idea will take off 

overnight, but with enough hard work 

and tenacity you can progress. 

 

They get started 

"The most difficult thing is the decision to 

act, the rest is merely tenacity," –  

Amelia Earhart 

 

Perhaps the most important trait that 

defines successful people is that they 

put their thoughts into action. This 

will always be a leap of faith to some 

degree but, without doing it, you'll 

never be able to realize your full 

potential.  

 

Of course, this doesn't mean give up 

your job tomorrow and start a 

business with no plan or direction, but 

after all the planning is done you need 

to act. 
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They create, gather and deliver the 
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professionals across the globe. They 
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To browse the IFP selection of 

professional insight and subscribe to 
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www.insightsforprofessionals.com  
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In a recent article “The global forces 

inspiring a new narrative of progress” 
in McKinsey Quarterly, it states that 

“Corporate leaders today need to 

rethink where and how they compete, 

and must cooperate in the crafting of a 
new societal deal that helps individuals 

cope with disruptive technological 

change”.  
 

The article outlines a broad 

narrative of intensifying 

competition, as well as the 

growing need for cooperation, 

contains challenges, but also great 

opportunities and poses three key 

questions: 

• How long can the 

traditional sources of 

competitive advantage 

survive in the face of 

technological shifts?  

• How will changing 

consumer and societal 

expectations affect their 

business models?  

• What does it mean to be 

a global company when 

the benefits of 

international integration 

are under intense 

scrutiny? 

 

This reinforces what Daniel Pink 

outlines in his book “The 

Conceptual Age” where he states 

that the future “belongs to a 

different kind of person with a 

different kind of mind”.  

 

These include leaders who know 

how to be, think and act 

differently, to both co-create new 

sources of competitive advantage, 

deliver great people and customer 

experiences, within a globalized 

and digitized world, and achieve 

high performance outcomes.  

 

This creates an exciting 

opportunity and a new context 

and role for corporate leaders; 

which., at ImagineNation™ we 

describe as “agility shifters”: 

people who have the speed and 

grace to respond to the 

unexpected, who provocate and 

disrupt to create changes, and 

shift their way of being, thinking, 

to co-create new ways of doing 

things that add value to the quality 

of people’s lives in ways that they 

value & cherish. 

 

Depending less on new skills and 

knowledge and much more on 

clarifying the context, and creating 

the safe space for people co-

create ideas, breakthrough and 

inflection points, together within a 

safe and collective holding space 

to:  

• Emerge creative ideas,  

•    Explore new roles,  

•    Allow more flexibility, 

improvisation and play in the 

system.  

 

 

 

 

 

Exploring the Leadership 

Realm of “both” “and” 

At ImagineNation™ we 

encourage and enable our clients 

to work with “both” - What is 

already in existence, whether it 

works, or not, “and” with the 

possibilities as to what could or 

might exist in the future.  

 

In the context of innovation 

leadership, it is crucial to build 

upon “both” the leadership 

basics “and” the possibilities of 

developing a fresh set of agile 

capacities and competences, and 

the confidence to embody and 

enact them to:  

-    Know how to be deeply 

present to see, be 

connected to and 

responsive to complex 

adaptive systems, the 

unexpected and the 

unplanned.  

-     Build networks of 

relationships that act as 

frameworks for making and 

preserving meaning, to 

respond to, regroup and 

reframe the current reality 

and find a new way forward.  

 

The five dynamics of the 

agility shifting leader - in the 

realm of “both/and” 

In her ground-breaking book “The 

Agility Shift”, Pamela Myer, 

outlines the five dynamics; 

qualities and characteristics that 

come to life through consistent, 

intentional practice. Building upon 

and expanding these from our 

Janet Sernack 

Birth of the agility shifter – emerging role for 

innovation leadership  

 

http://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/the-global-forces-inspiring-a-new-narrative-of-progress
http://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/the-global-forces-inspiring-a-new-narrative-of-progress
https://www.amazon.com/Whole-New-Mind-Right-Brainers-Future/dp/1594481717/ref=sr_1_1?s=books&ie=UTF8&qid=1375218844&sr=1-1&keywords=a+whole+new+mind
https://www.amazon.com/Whole-New-Mind-Right-Brainers-Future/dp/1594481717/ref=sr_1_1?s=books&ie=UTF8&qid=1375218844&sr=1-1&keywords=a+whole+new+mind
https://www.amazon.com/Whole-New-Mind-Right-Brainers-Future/dp/1594481717/ref=sr_1_1?s=books&ie=UTF8&qid=1375218844&sr=1-1&keywords=a+whole+new+mind
https://www.amazon.com/Whole-New-Mind-Right-Brainers-Future/dp/1594481717/ref=sr_1_1?s=books&ie=UTF8&qid=1375218844&sr=1-1&keywords=a+whole+new+mind
https://www.amazon.com/Whole-New-Mind-Right-Brainers-Future/dp/1594481717/ref=sr_1_1?s=books&ie=UTF8&qid=1375218844&sr=1-1&keywords=a+whole+new+mind
http://www.imaginenation.com.au/
http://www.imaginenation.com.au/
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research obtained from our five 

years of teaching The Coach for 

Innovators Certified Program 

include the following descriptions:  

• Relevant: Have “both” a 

clear reason as to “why” they 

are in business, a clear sense 

of passionate purpose that 

resonates, engages “and” 

guides and compels people to 

contribute and align to, the 

way things get done in the 

organization.  

 

Involves an inspirational and 

emotionally connected idea of the 

future, one that engages people at 

the head, heart and gut levels to 

commit to a bigger contribution 

beyond profit and towards the 

possibility of something better, for 

themselves, customers, society and 

the common good. 

 

• Responsive: The ability to 

“both” respond quickly “and” 

effectively to the unexpected 

and unplanned, as well as to 

emerging opportunities 

through timely decision rights 

and processes. 

 

Involves taking the path of inner self 

management and discipline, knowing 

how to see the world with fresh eyes, 

suspending judgment, being 

attentional and observing the whole 

system and immersing oneself in 

‘what is’ and with ‘what could be’.  

 

• Resilient: The ability to 

“both” regroup, reorganize 

“and” renew in response to 

significant disruption by 

adapting and transforming.  

 

Involves developing new mindsets 

and resourceful be-ing states; 

courage, compassion, curiosity, 

confidence and connectedness to 

cultivate self-efficacy and use 

adversity as a stimulus for 

change. To let go of old mental 

models, mindsets and world views to 

allow time and space to incubate 

‘what could be’ by colliding necessity 

with possibility to create cracks, 

openings and thresholds for creative 

ideas and change.  

 

 

 

 

 

 

 

• Resourceful: The ability to 

“both” be aware of, use “and” 

improve with all the available 

resources- human, technical 

and environmental as 

provocation for creativity & 

innovation under pressure. 

 

Involves generating discovery through 

attending, questioning and listening 

at the generative level to emerge 

creative ideas and innovative 

solutions. Developing permission and 

safety for intelligent risk taking, 

improvisation, failure and iteration. 

Developing networks and teaming 

across barriers and boundaries to 

create innovation eco-systems of 

aligned players. Being able to 

crystallize, prototype, test and verify 

new ideas until they work. 

• Reflective: The ability to be 

“both” open and willing to 

learn by doing, and from 

experience “and” by 

expanding their capacity for 

reflection, by intentionally and 

continuously asking 

provocative and disruptive 

questions to generate 

discovery and learning. 

 

Involves knowing how to indwell and 

be attuned to the present moment, 

being willing surrender control and 

power, be-in absorbed in the 

experience, retreating into stillness 

and silence as portals to learning and 

new knowledge. The perception of a 

new reality and discovery of a hidden 

solution, and willingness to embody 

and enact the new way forwards.   

 

Becoming an agility shifter – 

what will you do about it? 

Taking the path less travelled 

seems to be simple, yet it requires 

leaders to really stretch 

themselves to see, own and be 

accountable for empowering and 

enabling themselves and others to 

be the best they can be, in line 

with what Mc Kinsey Quarterly 

Review describes as: 

 

“Growth shifts. Accelerating 

disruption. A new societal deal. These 

are powerful forces that demand 

thoughtful responses and contain the 

seeds of extraordinary opportunity. 

Leaders reaching for these 

opportunities will need to question 

their own assumptions and imagine 

new possibilities. Those who do will 

compete more effectively; they also 

will be better able to contribute to 

broader solutions, and ultimately to a 

new and more inclusive narrative of 

progress”. 

 

© Copyright, Janet Sernack 
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Everything costs, including discounts. 

Price cutting is currently rampant 
…possibly endemic. The practice 

seems infectious, if not too rash. 
  

Short-term sales events, bargains 

and promotional offers have 

immediate, widespread and lasting 

impacts on the integrity of brands, 

and the trust placed in the related 

value-packaging. As a consequence, 

full, standard and recommended 

retail prices are typically forever 

beyond reach and retrieval. 

  

Customer relationships and loyalty 

are often casualties of consistent, 

tactical price discounting. 

  

THE NEW ORDER  

The intrusion of global fast-fashion 

outlets like Zara, H&M, UNIQLO 

and Forever 21, has dictated the 

need for all in the fashion retailing 

supply chains to invoke discipline, to 

strive for greater productivity, 

velocity and volume, and to trim 

margins to remain competitive, 

relevant and compellingly attractive. 

  

Individually and collectively, those 

initiatives are not discounting prices. 

Rather, they are the aspects of a 

new dynamic, customer-focused 

business model that constitutes a 

new order. 

  

It is exciting for some, particularly 

consumers, and burdensome for 

others. 

 

COST/BENEFIT EQUATION  

The underlying premise of 

discounting is that lower prices will 

stimulate sufficient interest and 

increased sales, to more than 

compensate for the loss of profit 

that is integral in lowering prices. 

  

It is well to remember that 100% of 

the discount is taken from the profit 

margin. Fixed and variable costs 

remain essentially constant in the 

short-term. 

  

Disturbingly, few “discounters” 

undertake forensic analysis of just 

how much increased turnover is 

required to compensate for, and to 

neutralise, the impact on profits of 

lower prices. 

  

Attendant costs and operational 

considerations are incurred, 

including increases in inventory, 

warehousing and retail space, staff 

numbers, electricity costs, rentals, 

insurance premiums, advertising and 

shrinkage. Understandably, most are 

bracketed in the variable-cost 

structure. 

 

As a sweeping generality applied to 

retailing per se, (with a 30% profit 

margin) a 10% across-the-board 

discount will require an increase in 

turnover of around 296%. That’s 

right, a near three-fold increase in 

turnover. 

  

For those who market, seek and 

retail services, (such as travel 

agents,) physical inventories are not 

a key factor in the equations. They 

require a “modest” 180% average 

increment in turnover to counter a 

10% company-wide discount. 

  

I readily accept and, indeed, can 

endorse discount propositions - 

once that I’m assured of a 1.8 to 3 

times resultant acceleration in 

turnover. On-going variability in 

prices result in further costs. That is 

- the impact on the integrity and 

trust attributed to the brand. 

Arguably that can be, and often is, 

dismissed (or discounted!) as an 

opportunity cost. 

  

Its presence is not apparent on 

spreadsheets. However, its 

manifestations are quantifiable. 

 

 

START AT THE BEGINNING  

Too often, the introduction of a 

discounting philosophy or policy is 

the unintended beginning of the end. 

  

A rush to, and a rush of “corrective” 

contingency plans are the usual 

consequences. 

  

An appropriate alternative is to 

recognise, respect and respond to a 

new prevailing structural order of 

the industry, sector or category. 

  

Formulating, documenting, 

implementing, operating and 

developing a fresh business model 

are laudable. 

  

Avoiding comparative analyses and 

lamenting past “buoyant times” is 

essential. 

  

A clean slate, a zero-datum point, a 

focus on customers and clients, and 

an orientation to the future must 

come first. 

  

It is, arguably, too late to expose the 

virtues of self-induced obsolescence, 

given that that mantle has been 

assumed by economic, competitive 

and innovative “disruptions”. 

  

Fortunately, in the new order there 

are no traditions, norms or 

established rules. 

 

One is left to dictate their one’s 

own standards, projections and 

values. 

  

Productivity, velocity and volumes 

will be the foundation touch-points, 

the measures of which will be self-

determined. 

  

SO, WHAT’S NEW? 

Some fundamentals in commerce 

are constants. Ignoring them has 

consequences. 

  

History is littered with case studies 

of failure which resulted from 

unabashed, typically aggressively 

Barry Urquhart  

The hidden costs of 

discounting 
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advertised discounting campaigns. 

  

Offering consumers attractive 

“savings” can mean that little 

prospect exists to save the 

company. 
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Unlearning this peculiar 

behavior is the key to 

unlocking the potential of your 

dreams. 
 

Entrepreneurship is like climbing 

Everest; you can make all the excuses 

you want about not having the skills, 

the endurance, or the equipment, but 

many people who have all of these still 

don’t even make it to base camp. 

Here’s why. 

 

What if I told you that there was one 

thing about every entrepreneur I’ve 

ever met that was an absolute 

prerequisite to making that climb, 

would you do it? Stupid question, of 

course you would! But this one thing 

isn’t a skill you learn, instead it’s one 

that most of us have to unlearn. 

 

I thought of this yesterday when 

someone asked me, “To what do you 

attribute your success?” It was a 

casual conversation and I didn’t feel 

the need to respond in any detail, so I 

just brushed it off, smiled politely, and 

said something relatively unassuming, 

“Good timing and a bit of luck.” But as 

I went about my day, the question 

kept coming back to me. 

 

“You can make all the excuses you want 

about not having the skills, the 

endurance, or the equipment, but many 

people have all of that and still don’t even 

make it to base camp.” 

 

Just like you, I’ve always been 

competitive, committed, and 

passionate. I’ve built a large portfolio 

of business skills. I’ve worked harder 

and slept less than many people. 

But let’s be real, there’s nothing 

exceptional about any of that. That’s 

all just table stakes for 

entrepreneurship. There is something 

more that’s needed. 

 

Unlearning Fear 

That’s when it dawned on me. It isn’t 

one particular skill or competency 

that drives success, it’s actually the 

lack of something which otherwise 

paralyzes the vast majority of people, 

namely the fear of failure. That 

peculiar type of fear is absent in the 

psychology of the entrepreneurs I’ve 

known. 

 

Keep in mind that I’m not talking 

about the lack of all fear. Fear that is 

founded in reality and hardwired in 

our neurochemistry is there for the 

benefit of self-preservation. You need 

fear to survive; it helps you navigate 

the obstacles you are sure to 

encounter as you enter the future. But 

fear of failure is a different sort of 

fear. It is not a fear that helps you 

navigate the unknown, it is a fear that 

prevents you from taking the journey 

into the unknown to begin with. 

 

And here’s the kicker, fear of failure is 

a learned response that we acquire 

very early in life. Scientists who study 

how the brain works have even given 

it a name, Atychiphobia. Amazingly, 

most of the brain’s energy is actually 

dedicated to processing fear, finding 

its patterns, and responding to them 

quickly and decisively. So, when we 

associate fear with failure, we create 

an incredibly constrained view of what 

is possible, not because we have 

actually weighed the benefits and risks 

of taking on a challenge, but instead 

because we simply have a perception 

Tom Koulopoulos 

The single biggest obstacle to 

your success is… 
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that the risk is too great to even 

attempt it. 

 

“But fear of failure is a different sort of 

fear. It is not a fear that helps you 

navigate the unknown, it is a fear that 

prevents you from taking the journey into 

the unknown to begin with.” 

 

Management guru Peter Drucker once 

told me that the defining characteristic 

of all entrepreneurs was not that they 

were risk takers or gamblers but that 

they saw risk differently than everyone 

else. The risk of failure does not stop 

them from plowing a path into the 

future because in their minds the value 

of the journey and what they might 

achieve always outweighs the risks and 

overtakes their fear of failure. It’s not 

that they are fearless or dismiss failure 

but that they are more than willing to 

pay that price. 

 

Breaking the Connection 

So, how do you develop a lack of a 

fear of failure? It’s actually pretty 

simple. Rather than pulling away from 

your fear you move towards it by 

finding something that is so core to 

who you are or what you want that it 

is worth the risk and discomfort. It’s 

so compelling that you begin to 

associate the fear with the positive 

outcomes of your actions rather than 

the irrational perceived negative 

outcomes. You’re not erasing fear, 

just eliminating its connection to 

failure. 

 

Think about this for a minute. How 

many things in your life have you 

avoided, set aside, ignored, or 

otherwise not pursued because you 

simply did not want to fail at them? 

These may be professional or 

personal. Maybe it’s a competition you 

never entered for fear of personal 

failure, a business opportunity that 

you passed by for fear of financial 

failure, or a relationship that you 

walked away from for fear of 

heartbreak. The bottom line is that all 

too often we jump ship for fear that 

we will go down with it–and many 

more never even leave the dock. 

 

In my own life, there are so many 

instances where I forced myself to 

walk through the fear of failure 

because I so wanted what was on the 

other side. I was deathly afraid of 

heights and air travel, so I learned to 

fly planes; the freedom of flight turned 

the fear into adrenalized euphoria. I 

was terrified of not being financially 

secure, so I left a very well-paying 

corporate gig to start my own 

company; the ability to control my 

financial destiny for the rest of my life 

turned the fear into promise. I had an 

irrational dread of public speaking, so 

much so that I’d sweat profusely when 

I first started getting in front of 

audiences in my 20s. Yet, I kept 

speaking in front of larger and larger 

audiences until the ability to connect 

instantly with thousands of people 

turned the fear into intense 

anticipation. 

 

“The bottom line is that all too often we 

jump ship for fear that we will go down 

with it.” 

 

I’m not saying that the absence of 

fear of failure is a guarantee of 

success. But there are a few things 

that will guarantee you do not 

succeed, and a fear of failure is among 

the most lethal. 

 

Go Where the Fear Is 

When I think back to the success of 

my own Inc. 500 company, Delphi 

Group (not a typo, back then there 

were only 500, not 5000, fastest 

growing Inc. companies), there were 

plenty of reasons during the early days 

of our business to fear failure. Over 

$40,000 of credit card debt in the first 

year adequately proved that point! 

Every early step should have been 

stunted by the fear of failure. But we 

refused to let that stop us, and for 

everyone involved it was a magnificent 

journey that taught us to repeatedly 

go where the perceived fear was, 

because that was precisely where 

everyone else was unwilling to go. 

 

As an entrepreneur, you have an 

obligation to yourself, and to those 

who buy into your vision–to find 

something so compelling that it 

overtakes the fear of failure, breaks 

through it to the other side, and 

ultimately transforms it into the fuel 

that powers your dream. 

 

That is no small deed. It demands 

courage and perhaps a bit of 

foolishness. In our minds, 

fear of failure always seems very real. 

But overcoming it will inspire you and 

those around you to greater heights 

from which you can take in a vista that 

only dreamers, who have no fear of 

failure, will ever see. 

 

 

 

This article was originally published on 

Innovation Excellence 

http://innovationexcellence.com/blog/2

017/09/27/the-single-biggest-obstacle-

to-your-success-is/ 
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Numbers come and go, but 

feelings are forever - especially when 
those feelings involve how you feel 

about yourself. 
 

Sometimes comparisons can be 

useful... but where your sense of 

satisfaction and fulfillment are 

concerned, they're definitely not.  

 

Like if you constantly you compare 

yourself to other people. Do that 

and it's easy to feel unsuccessful. If 

you're an entrepreneur and you 

compare yourself to Richard 

Branson, you won't win. If you're a 

musician and you compare yourself 

to Taylor Swift (especially if 

the point of comparison is earnings), 

you won't win. If your goal is to 

change the world and you compare 

yourself to Steve...  

 

That's the problem with 

comparisons. No matter how 

successful you feel, there is always 

someone who seems more 

successful. There is always someone 

better, or smarter, or wealthier, or 

(seemingly) happier. 

 

So stop comparing. Just focus on 

you. Then look for these signs that 

show you're more successful than 

you might think - and, in all 

likelihood, that you're happier than 

you think, too. 

 

1. "Do I have close friends?" 

Close friendship are increasingly 

rare; one study found that the 

number of friends respondents felt 

they could discuss important 

matters with has dropped from an 

average of 2.94 to 2.08 in the last 20 

years.  

 

 

 

If you have more than two or three 

close friends, be glad, not only for 

the social connection but also 

because the positive effect of 

relationships on your life span is 

double what you get from exercising 

and just as powerful as quitting 

smoking. 

 

And where professional 

relationships are concerned... 

 

2. "Can I choose the people 

around me?" 

Some people have employees who 

drive them nuts. Some people have 

customers who are obnoxious. 

Some people have casual 

acquaintances who are selfish, all-

about-me jerks. 

 

Guess what: They chose those 

people. Those people are in their 

professional or personal lives 

because they let them remain. 

 

Successful people attract successful 

people. Hardworking people attract 

hardworking people. Kind people 

associate with kind people. Great 

employees want to work for great 

bosses. 

 

If the people around you are the 

people you want to be around you... 

you're successful. 

 

And if they're not, it's time to start 

making some changes. 

 

3. "Do I have enough money to 

make positive choices?" 

Many people live paycheck to 

paycheck. Worse, many have to 

decide between necessities. (I can 

remember having to choose 

between filling a prescription for an 

antibiotic and putting gas in my car.) 

 

 

 

If you make enough money, and 

don't spend so much money, that 

you can make positive choices about 

what to do with some of it - 

whether it's investing, or taking a 

vacation, or taking classes... anything 

you want to do instead of have to 

do -- then you're successful, both 

because you've escaped the 

paycheck-to-paycheck grind and 

because you can leverage that extra 

money to become even more 

successful. 

 

4. "Do I see failure as just 

training?" 

Failure sucks, but failure is also the 

best way to learn and grow. There 

will always be trials, challenges, and 

obstacles - but perseverance always 

wins in the end. 

 

Every successful person has failed, 

numerous times. (Most of them 

have failed a lot more often than 

you. That's why they're so successful 

now.) 

 

If you embrace every failure - if you 

own it, learn from it, and take full 

responsibility for making sure that 

next time things will turn out 

differently - then you're already 

successful. 

 

And in time, you'll be even more 

successful, because you'll never stop 

trying to be better than you are 

today. 

 

 

 

 

 

 

 

 

 

 

Jeff Haden  

If you say yes to any of these 7 

questions, you're much more 

successful than you think                                                                                                                                                 
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5. "Am I a giver?" 

We've all experienced this moment: 

We're having a great conversation, 

we're finding things in common...and 

then, boom: The other person plays 

the "I need something" card. 

 

And everything about the 

interaction changes. 

 

What once appeared friendly now 

feels needy, almost grasping...and, if 

you're like me, you feel guilty if you 

can't help. (And especially if you 

decide you don't want to help.) 

 

As my buddy Adam Grant shows, 

people tend to fall into rough 

categories: Some takers, some are 

matchers, and some are givers. 

 

And it should come as no surprise 

that people who feel successful tend 

to not be takers. They accept help if 

offered, but they don't feel the need 

to ask. In fact, they focus on what 

they can do for other people. 

 

6. "Do I put other people in the 

spotlight?" 

OK, maybe you did do all the work. 

Maybe you did move mountains. 

Maybe you did kick ass and take 

names. 

 

If you aren't looking for praise or 

accolades, that means you're 

successful. That means you feel 

proud on the inside, where it 

counts. That means your happiness 

comes from the success of others. 

You don't need the glory; you know 

what you've achieved. 

 

If you enjoy the validation of others 

but don't need the validation of 

others, you're successful. 

 

7. "Do I feel a real sense 

of purpose?" 

Successful people have a purpose. 

As a result, they're excited, 

dedicated, passionate, and fearless. 

And they share their passions with 

others. 

 

 

 

 

 

 

 

 

 

 

If you're found a purpose - if you've 

found something that inspires you, 

fuels you, makes you excited to get 

up, get out, and achieve - then 

you're successful, regardless of how 

much money you make or what 

other people think. 

 

Why? 

 

Because you're living life your way - 

and that's the best sign of success 

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

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

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

Our philosophy is to provide a high 
value service by:  

• Providing the best possible service  

• Aiming to continually exceed our clients' 
expectations  

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

• Suggesting ideas to improve profits and help 
the business grow  

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

• Being an indispensable part of your business  

This is achieved by:  

• Maintaining a small portfolio of high quality 
clients 

• Employing qualified individuals with a zest for 
business  

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

Tel: 01752 752210 

Fax: 01752 752211 

Email: marc@marclawson.co.uk 

Web: www.marclawson.co.uk 

Address: 
Unit 7  

Brooklands  
Budshead Road 

Crownhill  
Plymouth 

Devon  
PL6 5XR 

We are members of the following 
professional bodies:  


