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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. 

 

 
 

 

 
 

Better Business Focus 
 

 

  

 
 

Expert inspiration for a Better Business 
 

 

 

 

  

January 2018 

 

Image credit:  “Twin Oaks 

Fireworks” by Mitch 

Bennett is licensed under 

CC BY 2.0 

 

https://www.flickr.com/photos/mitchell3417/9206373620
https://www.flickr.com/photos/mitchell3417/9206373620
https://www.flickr.com/people/mitchell3417/
https://www.flickr.com/people/mitchell3417/
https://creativecommons.org/licenses/by/2.0


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  January 2018 

  

 
1 

  

What appears to be 

strategy often is not 
Matthew E May 

 
 

Create a successful 

content marketing 

strategy 
Debra Murphy 

 
 

The lean start-up is 

changing the world 

Greg Satell 
 

 
 

 

 

 

 

 

 

 

 

 

Why Hesitate? 

Innovate. Start, and 

Learn. 
Michael Graber 

 
 

Watch your tone!                                                                           
Drayton Bird 

 
 

Over read and under 

done….. 
Sunil Bali 

 

4 easy ways to retain 

your top talent 
Tom Koulopoulos 

 

 

 

People reciprocate - 

so “give” first 
Andy Bounds 
 

 
 

Wisdom from 

perspective 
Paul Matthews 

 
 

If you say yes to any 

of these 7 questions, 

you're much more 

successful than you 

think 
Jeff Haden  

 
 

 

 

 

 

 

 
 

This month’s contents 

3 

4 

6 

8 

9 

10 

11 

12 

13 

14 



 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  January 2018 

  

 
2 

 

80:20 Rule Myth 

Shattered 
Barry Urquhart 

 
 

Cheer up - Innovation 

is coming to the 

rescue 
Paul Sloane 
 

 
 

Getting goals 
Arielle Essex  

 
 

 
 
 

 
 

 
 
 

 
 
 

 
 

 
 

 

Fatigue or Dehydration? 
John Niland 

 
 

Create a culture 

where giving and 

receiving feedback is 

the norm 
August J. Aquila 

 
 

This is why you do 

anything (and nothing)  
Peter Thomson 

      
 

Learn from an 

American who set up 

a very British store 
Editorial 
  
 

 

Say it, then show 
Nick Fitzherbert                                          

 

 

The 5 signs that you 

need to improve your 

marketing 
Kevin Stansfield 

 
 

Give high impact talks 

and presentations – 5 

simple tips 
Benjamin Ball 

 
 
 

This month’s contents 

16 

17 

18 

20 

21 

23 

25 

26 

27 

24 



 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  January 2018 

  

 
3 

 
 
I regularly engage in hansei (a central 

idea in Japanese culture, meaning 
reflection) after each of my facilitation 

engagements. It’s a simple learning 

mechanism, essentially an after-action 

process of asking: what I expected to 
happen (my hypothesis if you will), what 

actually happened, and what explains the 

gap, if there is one. And there invariably 

is. The gap is where learning and insight 

live. It creates new knowledge. It’s how 
I improve. I know no other more 

effective way. 
 

I do what I call a “rollup” of those 

individual after-action reflections a 

few times each year, to identify 

important patterns. Peter Drucker 

called this the “Feedback Analysis.” I 

do what he suggested, which is to 

layer my reflections with input from 

others…clients, session participants, 

etc. I’ve experienced exactly what 

Drucker did when he wrote, “I have 

been doing this for some fifteen to 

twenty years now. And every time I 

do it, I am surprised. And so is 

everyone who has ever done this.” 

 

My most recent insight runs along 

the lines of: 

• What appears to be the problem, 

isn’t.  

• What appears to be the solution, 

isn’t. 

• And what appears to be strategy, 

isn’t. 

 

The first two are constants, and 

hold true nearly 100% of the time in 

my innovation coaching and lean 

training engagements. The third is 

the real surprise, showing up with 

alarming frequency in my strategy 

facilitation engagements. 

What so many people refer to as 

their strategy is in reality something 

else entirely. It’s usually some flavor, 

or combination of flavors, of the 

following: 

 

1. Best Practices 

“Follow the leader” is by definition a 

losing proposition. It immediately 

and forever relegates you to also-

ran status. Yet it never ceases to 

amaze me how enticed senior 

managers become with the 

breakthrough practices of others, 

and how eager they are to adopt 

those ideas willy-nilly, without 

regard to why a given practice is so 

powerful, or how it came about and 

why. They neglect context entirely. 

They forego thinking in favor of the 

silver bullet.  

 

(Read my articles on “The Myth of 

the Best Practice here and here, or 

better yet, pick up my friend Steve 

Shapiro’s great book, Best Practices 

Are Stupid.)  

 

But thinking is the main event of 

strategy…thinking about how to be 

unique, not be the same. Even if you 

fool yourself into believing that you 

can adopt a best practice and do it 

better, you’ll never hold a winning 

position that way. A same-but-

better approach will result in long-

term mediocrity, in which case you’ll 

be easily comprised by another fast 

follower. 

 

2. Organizational Effectiveness 

Certainly the optimization of a firm’s 

resources and processes is 

important, and a critical component 

of long-term success. But it’s just 

that…a component. No firm I know 

of ever created a sustainable 

leadership position or competitive 

advantage solely on the basis of a 

method like lean or six sigma. The 

recent economic meltdown, from 

which we are still emerging, made it 

frightfully easy to become inward-

focused on the current situation to 

the point of business myopia. 

Corporate efficiency has ruled many 

a firm in the last decade. But that’s 

not strategy, because it neglects a 

real danger: resource exhaustion at 

the hands of over-optimization of 

the wrong capabilities and activities. 

 

3. Plans 

Nice, dense, long documents or 

decks that spell out a detailed, 

tactical to-do list, complete with 

resource allocations, timelines, 

budgets, and even balance sheets. 

What’s missing, almost every time, is 

the clear thinking on how all these 

wonderful and ambitious actions will 

add up to a winning position, much 

less a sustainable one. (For more on 

this, read Snuff Out SWOT – 

Forever.) 

 

Denial 

“Strategy doesn’t work in a fast-

changing world.” Those aren’t the 

exact words I hear, but they reveal 

the sentiment. It’s a debilitating and 

defensive mindset which ignores the 

fact that the pace of change is being 

set by players with new and creative 

strategies. It’s a mindset that almost 

automatically puts a firm in an 

entirely reactive and defensive 

mode, ever vigilant for possible 

disruption.  

 

The old cliche of “the best offense is 

a good defense” simply doesn’t 

work over the long haul. I cannot 

think of a single dynasty in either 

business or sport that has sustained 

dominance with “the defender” 

stance. You cannot win without 

scoring more points than your 

opponent, so don’t try.  

 

When you embrace this kind of 

wrong-headedness, you become the 

hunted, not the hunter. In strategy, 

that’s playing to play, not playing to 

win. If you love getting beat up and 

bruised daily, deny that strategy 

works in times of great change. 

 

None of these approaches are true 

strategy, which is always focused 

Matthew E May 

What appears to be strategy 

often is not 
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outwardly on the future, and all 

about making the difficult choices 

required to win with customers and 

against competitors.  
 

The genesis of these approaches is 

something I’ve written about for 

nearly a decade: the dangers of 

acting and adding. If I know anything, 

it’s that always favoring acting over 

thinking, and/or adding over 

subtracting, will prevent you from 

crafting a winning way. Place more 

emphasis on thinking… thinking 

about what to not do, what to 

ignore, and what to remove. 

 

My bet is that if you do, you’ll 

sooner rather than later find 

yourself in a leadership position. 

 

© Copyright, Matthew E May  
 

About the Author 
Matthew E. May. is an 

independent strategy and 

innovation advisor. He works 

closely with senior managers and 

their teams to help them 

define innovative new strategies 

and build competitive capability. 

 

In 2016, he published his fifth 

book, Winning the Brain Game: 

Fixing the 7 Fatal Flaws of Thinking, 

encapsulating over a decade of 

helping teams develop elegant 

solutions to difficult problems. He 

has written for The New York 

Times, Harvard Business Review, 

Strategy+Business, Rotman 

Magazine, Fast Company, 99U, and 

INC. 

 

Co-ordinates 
Email: matthew.may@me.com 

Web: matthewemay.com/ 

 

Content marketing is 

creating, publishing and 

promoting value-based 

content to attract your target 
audience so they get to know, 

like and trust you. But 

content marketing should not 

be done without a well 

thought-out content 
marketing strategy. 

 
All major marketing activities 

require a well-planned strategy. 

Without a strategy, marketing 

activities become random and 

unfocused. Not having a strategy 

wastes resources on tasks that 

don’t help you achieve your goals. 

And many times, without a 

strategy, your marketing activities 

are not focused on the things that 

help you reach your ideal client. 

 

What is a content marketing 

strategy? 

A content marketing strategy is 

about creating a plan to 

provide relevant, valuable content 

and promoting it on the marketing 

channels that best reach your 

target audience. You need to 

match your content to the needs 

and desires of your audience so 

that you educate them and 

become memorable. 

 

 

 

By providing quality content, you 

become known as a trusted 

expert and advisor in your 

industry. This helps to build your 

online brand presence, making 

your business more visible. And 

one of the most important aspects 

of content marketing is that it 

helps attract new visitors and turn 

them into qualified leads. 

 

Before you start creating content, 

answer the following and create 

your content marketing strategy. 

 

What do you want to 

achieve? 

Determine the goals for your 

content marketing efforts. Do you 

want to: 

• Attract new visitors 

• Generate more leads 

• Grow your email list 

• Develop an expert reputation 

• Build brand awareness 

 

By knowing what you want to 

achieve, you can align the content 

with those goals so that it delivers 

actionable results. 

 

Well written blog posts shared on 

relevant social media sites can 

drive more traffic to your website, 

help you build brand awareness 

and develop an expert reputation. 

Blog posts are good for visitors in 

the early part of their buyer’s 

journey. 

 

Debra Murphy 

Create a successful 

content marketing strategy 
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eBooks and whitepapers are more 

useful for visitors who have 

learned about your business and 

want to get further education on 

how you can help them. 

 

Creating a content marketing 

strategy will help ensure that you 

focus all your time, energy, and 

money on reaching a goal that is 

important to your business. 

 

What does your target 

prospect want? 

Creating content that connects 

with your audience is hard. What 

does your target audience want to 

know? What challenges or pain 

points are causing them to look 

for a solution? 

 

You need to intimately 

understand your audience and the 

buyer’s journey and your content 

needs to be aligned with steps 

along that path. 

 

Perform a content audit and 

organize it by type (blog posts, 

articles, white papers, videos and 

presentations) and by topic to 

determine where you need to fill 

in the gaps. Use this information 

to lay out your editorial calendar 

that will be your content road 

map going forward. 

 

How often will you publish? 

The challenge for most small 

businesses is to provide engaging 

content on a consistent basis. 

Finding the time to implement a 

regular and consistent strategy is 

very difficult. The key to success is 

to do what works for you based 

on your time and resources. Small 

businesses need to focus on 

providing quality content on a 

regular schedule, even if that 

schedule is only once or twice a 

month. 

 

Set the schedule for publishing 

new content in your editorial 

calendar. Having set dates for 

publishing can help remind you 

that it’s time for new content. 

Otherwise, time will pass and no 

content will get published. 

 

 

 

 

 

Be realistic. Plan a schedule that 

can work for you and stick with it 

as best possible. 

 

Where will you promote your 

content? 

Great content that is hidden is not 

supporting your strategy.  

 

Determine where you will 

promote it, based on where you 

can reach your target audience. 

Make it easy for others to share 

your content broadly. 

• Add a visible subscribe button 

on your blog and don’t forget 

to allow visitors to subscribe 

via email. 

• Sending content in the form of 

a series of emails to your list 

• Add social share buttons to 

your website so visitors can 

share your content to their 

friends and followers. 

• Share your content on the 

social sites that you use. 

• Syndicate your content to 

sites such as 

Business2Community. 

 

How will you measure your 

effectiveness? 

Measure your results based on 

how effective you are at achieving 

your goals. If you want: 

• More inbound leads, is your 

content helping? 

• To grow your email list, is 

your lead magnet attracting 

the right audience? 

• To become known as an 

expert in your industry, is 

your content projecting that 

image for you? 

 

Track and measure your efforts so 

you can adjust if necessary. 

 

Content creation is the basis 

of inbound marketing 

Remember that content creation 

is the core of your inbound 

marketing strategy and needs to 

be done regularly for it to be 

effective. Good content gets 

found, consumed and shared, 

fuelling more traffic to your 

website and giving you an 

opportunity to build trust, 

credibility, and authority for your 

business. 

 

 

 

 

 

“Content Marketing” by Shawan Zain is licensed under CC BY 2.0  

 

Are you going to create a content 

marketing strategy for your 

business? 

 

© Copyright, Debra Murphy 
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“Build a better mousetrap, and the 

world will beat a path to your door” 

is a phrase that has inspired 
generations of innovators and 

entrepreneurs. Unfortunately, they 

often find that a better mousetrap is 

not enough. You also need to find a 

customer who wants to buy a 
mousetrap at a price at which you 

can profit. 
 

That, essentially, is the idea behind 

the lean startup, a concept 

originally developed by Steve 

Blank and then popularized by Eric 

Ries in his bestselling book. 

Blank’s key insight is that you can’t 

run a new business the same way 

you would manage an existing 

enterprise. 

 

Today, concepts that Blank 

pioneered, such as customer 

development, minimum viable 

product and the pivot have 

become de rigueur for Silicon 

Valley entrepreneurs, but are still 

largely unknown in the greater 

business world. Yet, it’s becoming 

clear that lean startup methods 

can be effective for anyone that is 

trying to bring a new product or 

service to market. 

 

Helping Customers With 

Their “Agita” 

Experian is about the farthest 

thing you can think of from a 

startup. It is, in fact, the product 

of a merger between two early 

credit agency pioneers, TRW 

Information Services and 

Commercial Credit Nottingham 

(CCN), and traces its lineage back 

decades. Today, the firm is a fully-

fledged data giant with over $4 

billion in annual revenues. 

 

Yet within its DataLabs unit, you’ll 

find something that looks a lot 

more than a lean startup than an 

established business. Part 

skunkworks, part research lab and 

part accelerator, Experian 

DataLabs regularly meets with its 

customers to uncover unresolved 

problems in the marketplace that 

can be transformed into profitable 

opportunities. 

 

“We regularly sit down with our 

clients and try and figure out 

what’s causing them agita,” Eric 

Haller, Global Head at Experian 

DataLabs, “because we know that 

solving problems is what opens up 

enormous business opportunities 

for us.” Once they find a problem 

that looks promising they build a 

minimum viable product, usually 

within 90 days. 

 

In speaking to Haller, it struck me 

how much more effective the lean 

startup process can be for an 

established firm. It’s much easier 

to do customer development 

when you already have loyal 

customers and it’s much easier to 

scale from a viable solution to a 

fully-fledged business when you 

have the resources of a $4 billion 

enterprise behind you. 

 

Also, startups usually only get to 

make one bet, but Experian 

DataLabs has a dozen or more 

disruptive projects going on at any 

given time, which gives them the 

freedom to tackle even the 

toughest problems. “We may fail 

in nine out of 10 efforts, but if one 

of them hits, it can be really big 

for the company,” Haller says. 

 

Propelling Science Forward 

Every year, the federal 

government invests about 4% of 

its total budget on research. 

That’s down quite a bit from the 

heady days of the 1960’s, but it 

still amounts to $146 billion this 

year and about a quarter of the 

total — $33.5 billion in 2016 — is 

devoted to basic research, which 

is focused on exploration rather 

than developing a specific 

application. 

 

Many of these basic discoveries 

end up having great commercial 

potential, but need financing to get 

past the concept stage. That’s why 

Congress set up the Small 

Business Innovation Research 

(SBIR) program to allocate grants 

to early stage innovation ideas. 

Wildly successful firms such as 

Qualcomm, Symantec and iRobot 

started out with SBIR grants. 

 

Still, even a path-breaking 

technology is not enough to 

create a successful business. Many 

great innovations fail simply 

because they weren’t able to 

identify customers and develop a 

Greg Satell 

The lean start-up is changing the world 
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sustainable business model. To fill 

this gap, Steve Blank helped to 

create Innovation Corps, a 

program that teaches Lean Startup 

techniques to SBIR recipients. 

 

The initial pilot program was an 

enormous success — 19 of the 21 

participants were able to secure 

further funding — and has since 

been expanded. A similar program 

at CSIRO, Australia’s scientific 

agency, also achieved impressive 

results and led to the creation of a 

new innovation fund, despite 

diminished science budgets down 

under. 

 

Disruption For Social Good 

We don’t normally think of social 

programs having a business model, 

but just like a profit seeking 

enterprises, they need to identify 

customers and how best to serve 

them in order to be viable. The 

Business Innovation Factory in 

Providence, RI is a nonprofit 

organization that helps social 

enterprises do just that. 

 

One particularly interesting 

project is its work with Children’s 

Health in Dallas.  Although it is 

considered one of the top 

Children’s hospitals in the 

country, Children’s Health CEO, 

Chris Durovich, noticed that the 

health indicators in the 

community as a whole were 

getting worse, especially with 

regard to chronic conditions such 

as diabetes and asthma. 

 

Working together, they found 

that rather than simply treating 

patients when they got sick, they 

also had to address the social 

determinants of health. When 

families undergo stress in their 

everyday life, such as with 

employment, housing or within 

the home, people get sicker and 

adherence to treatment suffers. 

 

By iterating through several 

potential solutions, Children’s 

Health and Business Innovation 

Factory learned how to integrate 

the healthcare system with other 

programs that can address 

problems and improve overall 

well-being. In one pilot program, it 

was found that linking asthma 

patients to community-based 

social programs reduced 

emergency room visits by almost 

50%. 

 

Next year, Children’s Health 

expects to launch an innovative 

HMO that will enroll 15,000 

children and their families. The 

plan will be funded through the 

assumption of Medicaid liabilities 

for the children and will use a 

portion of those funds to finance 

navigators to support well being 

among the HMO members. 

 

Innovation Is Never A Single 

Event 

All too often, we think of 

innovation as a “Eureka!” moment 

that leads directly to an impact on 

the world. Yet as I explain in my 

book, Mapping Innovation, that’s 

just not the case. Innovation is 

never a single event, but has many 

fits and starts. In my research, I 

found that it often takes decades 

to go from an initial insight to an 

actual impact on the world. 

 

Consider the case of Apple’s 

Macintosh, which Steve Jobs 

launched in 1984. The technology 

was actually developed at Xerox 

PARC in the early 1970’s. The 

researchers there, in turn, got 

their ideas from Douglas 

Engelbart’s Mother of all Demos 

in 1968. So it took 16 years to go 

from concept to marketable 

product. 

 

But even that underestimates the 

difficulty. It’s also important to 

remember that there was no 

measurable productivity impact 

until the late 1990’s — 30 years 

after the original idea. That’s how 

long it took for business to adopt 

applications to a large enough 

degree for it to really matter. The 

truth is that if you build a better 

mousetrap, you’re likely to be 

ignored. 

 

That’s what makes the ideas 

behind the lean startup so 

important. Whether you are a 

startup, an established company 

or a social enterprise, you need to 

identify a customer and develop a 

viable business model. Just 

because you’ve created a great 

solution, doesn’t mean you have 

found the right problem. 

 

 

© Copyright, Greg Satell 
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800-CEO-READ Business Book 

Awards Longlist’:  

http://inthebooks.800ceoread.com

/news/articles/the-2017-800-ceo-

read-business-book-awards-

longlist 

 

Co-ordinates: 
LinkedIn: LinkedIn profile  

Twitter: @DigitalTonto 

Website: www.digitaltonto.com/ 

 

 

 

 

https://steveblank.com/2011/12/20/the-government-starts-an-incubator-the-national-science-foundation-innovation-corps/
http://oninnovation.com.au/
http://oninnovation.com.au/
http://innovation.gov.au/page/csiro-innovation-fund
http://innovation.gov.au/page/csiro-innovation-fund
http://www.businessinnovationfactory.com/
http://www.digitaltonto.com/2016/this-childrens-hospital-in-dallas-is-reimagining-the-healthcare-business-model/
http://www.digitaltonto.com/2016/this-childrens-hospital-in-dallas-is-reimagining-the-healthcare-business-model/
https://www.childrens.com/footer/aboutsection/about/leadership-and-people/leadership/christopher-j-durovich
http://www.beckershospitalreview.com/population-health/population-health-strategy-cuts-asthma-related-ed-visits-in-half.html
http://amzn.to/2dBVC7I
http://www.digitaltonto.com/2015/the-long-and-twisted-path-to-productivity/
http://www.digitaltonto.com/2015/the-long-and-twisted-path-to-productivity/
https://en.wikipedia.org/wiki/Xerox_Alto
https://en.wikipedia.org/wiki/Xerox_Alto
https://en.wikipedia.org/wiki/The_Mother_of_All_Demos
http://inthebooks.800ceoread.com/news/articles/the-2017-800-ceo-read-business-book-awards-longlist
http://inthebooks.800ceoread.com/news/articles/the-2017-800-ceo-read-business-book-awards-longlist
http://inthebooks.800ceoread.com/news/articles/the-2017-800-ceo-read-business-book-awards-longlist
http://inthebooks.800ceoread.com/news/articles/the-2017-800-ceo-read-business-book-awards-longlist
https://www.linkedin.com/in/gregsatell
http://twitter.com/Digitaltonto
http://www.digitaltonto.com/
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Often there is so much anxiety about 

innovation. Is it just a fad, or is it a 

viable, potent form of value 

generation? 
 

Is it something that needs to be 

outsourced, set up as a skunk works, 

or can I add it to the existing 

responsibilities of our employees? 

Other companies are out-innovating 

us. The world has changed. Our 

market has changed. We claim that 

innovation is one of our core 

principles, a pillar, but the only 

program we tried was an idea-

generation submission and it bloated 

our new product development 

pipeline. 

 

We hear similar words in the 

echo chamber and water coolers 

of most corporate conversations 

of companies who have not yet 

figured out how to have a formal 

innovation program in their 

culture. 

 

Getting started is the hardest 

part. So much time gets lost 

trying to predict the outcome 

before beginning the work – and 

with this type of work, front-end 

market exploration, predictions 

will not be accurate until you are 

knee-deep inside the process of a 

real project. Fretting at the 

starting line will not accelerate 

growth. 

 

Innovation is not a linear, analytic 

process where a business case is 

built, investments made and 

products launched. Rather, it is a 

recursive, iterate framework for 

spending small increments of time 

and money to learn more and 

design a solution for a real 

problem. 

 

 

The good news is that you can 

manage the budget carefully and get 

a staggering return on investment. 

The bad news is you have to adapt 

to a new work mode – and this point 

is where people get paralyzed before 

the work even starts. 

 

Every possible excuse gets thrown 

up as a smokescreen from trying 

something new. 

 

We need to fix our new-product 

development process first. We need 

to reorganize our sales organization 

first. We need to fix a few things in 

the culture first. We need to (fill in 

the blank with today’s diversion). 

 

Allow me to say that doing the 

front-end innovation work itself is 

curative, revealing so much about 

a company. You’ll learn so much 

about the market, your team, 

your organizational structure and, 

most important, where to place 

and not place bets on growth. 

 

You’ll also figure out who are the 

team players, the big thinkers and 

the equally valuable detail doers. 

You’ll stumble into unconscious 

defaults, blind spots, biases and 

obstacles inherent in the system 

of the organization. You’ll learn 

deeply, but you have to start the 

process to earn these boons. 

 

Admittedly, there is a driving bias 

toward action. Action stimulates. 

Action learns on its feet. Action 

engages people. Action connects 

companies with their customers in 

deep, meaningful ways. Action 

wins in a competitive marketplace. 

Action is contagious. Action helps 

retain high performers. 

 

So, why are you reading this 

piece? To be active and learn how 

to generate value that grows? 

Why hesitate? Innovate now. It’s 

inexpensive to begin and might 

catalyze your organization for 

generations to come, but, as a sign  

 

 

reads in Las Vegas, “You must play 

to win.” 

 

© Copyright, Michael Graber 

 

About the Author: 
Michael is Co-Founder and 

Managing Partner at Southern 

Growth Studio. Michael leads the 

qualitative team with a particular 

focus on innovation, to deliver 

high-impact go-to-market 

strategies and product launches. 

 

Michael has more than twenty 

years of experience leading 

marketing and innovation efforts. 

An expert in experiential 

marketing and user interface, 

Michael has consulted across a 

wide range of industries through 

his work at iXL and advertising 

agencies.  He previously founded 

Johnson|Graber, a successful 

interactive marketing firm that was 

acquired by Memphis-based 

Lokion in 2004. Also, an 

accomplished brand strategist, 

Michael has advised a myriad of 

clients on the positioning strategy 

and value proposition. 

 

A published poet and musician, 

Michael is the creative force that 

compliments the analytical side of the 

house. Michael speaks and publishes 

frequently on best practices in 

marketing, business strategy, and 

innovation. 

 

Michael holds a M.F.A from the 

University of Memphis. 

 

Co-ordinates: 
Web: southerngrowthstudio.com/ 

Email: 

aquavita@southerngrowthstudio.com 

Twitter: 

twitter.com/SouthernGrowth 

 

Michael Graber 

Why Hesitate? Innovate. 

Start, and Learn. 

 

                                                                                                                                                 

http://southerngrowthstudio.com/
mailto:aquavita@southerngrowthstudio.com
https://twitter.com/SouthernGrowth
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Do you suffer from a crippling 

condition called deadline panic?  
I do - and it attacked me with some 

ferocity recently when after a few 

glasses of cheering sangria I looked at 

my schedule for the week.  

 
I was immediately reminded of a 

maxim by one of my old bosses: 

"Whatever you're doing, you 

should have started sooner" - Bill 

Phillips.  

Bill Phillips ran Ogilvy & Mather 

when I sold my old agency to 

them, and we both like 

quotations.  

(One of his I particularly 

appreciate is "A neat stall is the 

sign of a dead horse" - and if you 

saw my desk, you'd know why)  

Anyhow, I realised with some 

alarm that I was going to 

Bucharest and Kiev that week to 

do 4 seminars, one of which I 

hadn't written yet.  

Since it takes a couple of days' 

work to put together a good talk, 

this was quite a worry, so I 

started going through possible 

material.  

 

And by chance I found one or two 

good quotations. Here is the man 

who wrote the first: 

 

 

Did you recognise him? It is 

Evelyn Waugh, one of the great 

comic writers of the 20th century, 

and a wonderful stylist.  

 

During the Second World War he 

and his wife used to write to each 

other and on one occasion he 

wrote complaining about how dull 

her letters were.  

 

"A good letter is like a 

conversation," he wrote.  

 

This reminded me of a meeting I 

had with the managing director of 

Mercedes Passenger Cars about 7 

years ago when we started doing 

their direct marketing.  

 

He was concerned about the tone 

of their copy - and in fact that is 

why we got the business.  

 

We talked about this for a while, 

then I said,  

"Have you ever actually sold cars?"  

"Yes" he said.  

Then I asked: "Did you talk to your 

customers the way you've been 

talking to me?"  

"Yes."  

"Well," I replied. "That is the kind of 

tone your direct mail should have."  

 

The difference between good 

copy and so-so copy is largely 

about tone. Of course, few 

writers even understand the 

basics, but even if they do most 

write with a sort of half-witted 

enthusiasm, where everything is 

"fabulous" and "exciting". So the 

copy lacks credibility. Readers say, 

"Oh, come on."  

 

The really good copy is 

conversational in tone, and is 

adapted to suit the context.  

 

So, Helpful Idea No. 25: Read 

your copy out loud. Does it sound 

like someone talking? It should.  

And does it sound like typical 

"sales" copy any one of your 

competitors could run? It 

shouldn't.  

 

 

The other thing to watch out for 

is that the language must be 

appropriate to the writer - and 

the recipient.  

 

If you're supposed to be the 

chairman, write like a wise and 

friendly adviser. If you're writing 

to another chairman, write as an 

equal. If you're supposed to be 

someone who handles complaints, 

adapt accordingly. And so on.  

It's deceptively simple - but not 

that easy to do. You just have to 

work at it.  

 

Best,  

Drayton 

 

© Copyright, Drayton Bird 

 

About the Author 
In 2003, the Chartered Institute of 

Marketing named Drayton Bird 

one of 50 living individuals who 

have shaped today’s marketing. He 

has spoken in 53 countries for 

many organisations, and much of 

what he discusses derive from his 

work with many of the world’s 

greatest brands. These include 

American Express, Audi, Bentley, 

British Airways, Cisco, Deutsche 

Post, Ford, IBM, McKinsey, 

Mercedes, Microsoft, Nestle, 

Philips, Procter & Gamble, Toyota, 

Unilever, Visa and Volkswagen. In 

various capacities – mostly as a 

writer – Drayton has helped sell 

everything from Airbus planes to 

Peppa Pig. His book, Commonsense 

Direct and Digital Marketing, out in 

17 languages, has been the UK’s 

best seller on the subject every 

year since 1982.  

 

Co-ordinates 
Drayton Bird Associates 

Web: http://draytonbird.com      

Tel: +44 (0) 845 3700 121        

Email: drayton@draytonbird.com or 

db@draytonbird.com 

 

Drayton Bird 

Watch your tone!                                                                           

http://draytonbird.com/
mailto:drayton@draytonbird.com
mailto:db@draytonbird.com
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Frustrated with the English education 

system, billionaire James Dyson 

established his own University. 

 

When doing so Dyson said, 

"Whether I’m hiring someone 

who is 22 years old or 42 years 

old, I find most people are over 

read and under done. The 

greatest learning comes from 

trying and failing, not reading." 

 

It took Dyson 15 years and 5,127 

attempts to invent his bagless, 

cyclonic vacuum cleaner. 

 

We’re born to take risks. If we 

weren’t prepared to fall flat on 

our face, we would live in a world 

full of bum shufflers where no one 

had ever taken a chance to learn 

to walk. 

 

There are many dangers in life, 

but one of the biggest is safety, 

because you risk far more by not 

risking anything. 

Moderation is for the fence-sitters 

of the world who are too afraid to 

make a difference.  

 

Playing it safe is mediocrity, fear, 

and confusion in disguise and 

doesn’t make anyone happy. 

 

It’s for those who run the race to 

mediocrity, too afraid to laugh or 

cry, and too afraid to live or die.  

 

As my friend, author and former 

world champion trampolinist Dan 

Millman says, “Moderation is 

lukewarm tea, the devil’s own 

brew." 

 

© Copyright, Sunil Bali 

 

Moving minds - Transforming 

performance 

 

About the Author 
Sunil is a Performance Coach, 

Speaker and Author.   

 

Ex Head of Talent for Vodafone 

Group and Santander, and having 

run a £50m business, Sunil has 

been responsible for hiring over 

50000 people and has had the 

pleasure of working with some 

great entrepreneurs, professionals 

and leaders. 

 

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

LinkedIn: 

uk.linkedin.com/in/sunilbali1 

 

A Guide 

to eIDAS  

In 2016, the EU launched a major 

new regulation for governing the 

use of electronic signatures – 

eIDAS (Electronic Regulation and 

Trust Services).  
 

This regulation introduced a legal 

framework for e-signatures to ensure 

organisations can continue to use this 

important technology safely and 

securely.  

 

Whether you’re already using an e-

signature solution or looking to 

implement one in the future, you can 

now download a free comprehensive 

guide to ensure your business remains 

completely compliant.  

 

The white paper from DocuSign says 

there are three concepts that are key to 

understanding eIDAS and its benefits:  

• E-Signatures are legal in the EU, 

regardless of their underlying 

technology 

• eIDAS defines multiple electronic 

signature types for use in the EU, 

and each is useful when using e-

signature across your business 

• Following EU technical standards for 

e-signature is the EU-recommended 

way to comply with eIDAS and 

minimise the legal risk for your 

business 

 

DocuSign are a document management, 

e-signature and digital transaction 

management company who have ‘more 

than 200 million users in 188 countries’ 

working across a broad range of 

industries. DocuSign replaces printing, 

faxing and scanning with digital solutions 

to improve security and speed, ease of 

transaction and convenience using their 

cloud software and digital practices.  
 
Download from here. 

 

 

Sunil Bali 

Over read and under 

done….. 
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http://uk.linkedin.com/in/sunilbali1
http://mailing.ebulletins.co.uk/t/3523598/57131518/8516452/0/?301bfbbf=NTM3OTAxNw%3d%3d&e5e2987d=MzUyMzU5OA%3d%3d&e5e2987d=MzUyMzU5OA%3d%3d&c73c8e04=cmVndWxhdG9yeV9hbmRfY29tcGxpYW5jZV91aw%3d%3d&4f415564=NTcxMzE1MTg%3d&x=9790c3d9
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The biggest challenge and greatest 

reward come from keeping the best 
people. Here’s how… 

 

Creating a world-class team is 

tough enough but keeping the 

team together, especially when 

you’re growing a company, is one 

of the greatest challenges you will 

face. One of the cornerstones of 

the success of my first Inc. 500 

company was putting together a 

core team that stayed together 

for well over a decade; we didn’t 

lose a single person out of a 

management team of 20. There 

were four cornerstones we put in 

place that made this possible. 

None were exceptionally difficult, 

they cost nothing, and yet it’s still 

rare to find them in other 

organizations. 

 

As you read through this list, keep 

in mind that these aren’t practices 

meant to keep everyone. Some 

people will be disoriented, dazed, 

and just plain frustrated in the 

kind of environment I’m about to 

describe. That’s because this is 

meant to keep the best people. 

For them these are the things that 

count. 

 

1. Turning Mentoring Upside 

Down 

“…only 14 percent of companies 

have a reverse mentoring program in 

place.” 

 

Mentoring relationships can be 

among the most valuable and 

meaningful professional and life 

relationships. One of the first 

things we did for every new hire 

was to assign everyone a mentor 

who was not his or her boss.  

 

 

 

 

However, over time something far 

more interesting evolved; the 

younger protégés became Reverse 

Mentors. Soon new hires were 

assigned to more senior team 

members to help them 

understand leading edge changes 

in the marketplace. 

 

One of my reverse mentors was a 

20-year-old music major who had 

started to play around with the 

internet–in 1995! Twenty years 

later we co-authored a book, The 

Gen Z Effect, on the importance of 

cross-generational work. Reverse 

mentoring creates a foundation of 

respect–a bond that pays 

enormous dividends as an 

organization grows, and for many 

years to come. 

 

Yet, only 14 percent of companies 

(out of a sampling of more than 

600 companies we surveyed) have 

a reverse mentoring program in 

place. Go figure. 

 

2. Going Unhinged 

“Nothing is more powerful in keeping 

a team together and instilling a sense 

of belonging than the knowledge that 

everyone’s voice has enough value to 

be heard and that everything can be 

heard.” 

 

I’m not sure exactly when in our 

evolution we made this decision 

but I do recall that it was met with 

more than a bit of resistance since 

virtually everyone we hired had 

no precedent for it. The germ of 

the idea was very simple; since we 

were preaching the benefits of 

architecting disruption into an 

organization’s culture, why not 

allow it to occur naturally in our 

own culture? 

 

So I created the ultimate 

disruptor: I had every door in the 

company taken off of its hinges 

and put into storage–yes, including 

my own. Disruptive? You bet! This 

was not an “Open Door” policy, 

which gives you the option of a 

door; there simply were no doors. 

It clearly got across the message 

that anyone could, at any time, 

walk into anyone else’s office and 

be heard. The effect that had on 

collaboration is impossible to 

overestimate. Yeah, this is a tough 

one to swallow if you’re used to 

closing a door, but stop and think 

about all of the very negative 

messages those closed doors send 

out.  

 

Nothing is more powerful in 

keeping a team together and 

instilling a sense of belonging than 

the knowledge that everyone’s 

voice has enough value to be 

heard and that everything can be 

heard. 

 

3. Full Disclosure 

“Let people in and the good ones will 

stay in.” 

 

This one is a close corollary to 

the no-doors policy. Far too many 

companies try to keep their 

finances under wraps. Unless 

you’re a public company, 

governed by the regulations of the 

SEC, I have a simple piece of 

advice to you: “Give it up.” We 

live in a world of transparency 

where the expectation is that if 

you are not sharing, then you are 

hiding. 

 

Financial transparency is tough. It 

means that you have to educate 

people and often justify decisions. 

It’s easier not to have to do that. 

But let’s face it, you’re in business 

for economic reasons and you 

measure your success based on 

certain hard metrics. Why not 

inform people of and align them 

with those same metrics? If you 

have structured compensation to 

include success sharing–from 

profit or equity–the power this 

has to create enduring loyalty is 

huge. I’ve seen far too many 

company founders allow control 

and greed to erode their ability to 

retain key players. Let people in 

and the good ones will stay in. 

 

Tom Koulopoulos 

4 easy ways to retain your top 

talent 
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Action point 
Have a quick look at your calendar.  Identify 

someone you want to influence this week.  And 
then consider whether they know/owe you 

enough.  If they don’t, do something about it 
before trying to persuade them. And, talking of 
persuading them, click here to learn more 

about my masterclass, where I’ll teach you how 
to exactly that… the simplest ways to 

persuade. 

4. Inspire Creativity by 

Allowing Failure 

“What many leaders do not 

understand is that to get more 

innovation you have to accept a 

higher rate of failed experiments.” 

 

Of all the ways to retain talent, 

I’ve found one to be the most 

important: giving people a license 

to experiment and be creative 

without the fear of condemnation 

if they fall short. It is human 

nature to want to be creative but 

being creative means taking risks. 

That’s why there is nothing more 

powerful you can do as a leader 

than acknowledge creativity by 

inspiring people to experiment, 

reward their success, and 

acknowledge their well-

intentioned effort when they fail. 

 

Trust me, I’m not about to 

suggest that you encourage failure 

after failure. But you need to give 

people acceptable boundaries 

within which they can experiment. 

What many leaders do not 

understand is that to get more 

innovation you have to accept a 

higher rate of failed experiments. 

As you acclimate people to the 

fact that small failures are not 

fatal, they start to take license 

with creativity and develop a 

much better ability to overcome 

setbacks and refocus on success. 

That sort of an environment 

creates a workplace that people 

just don’t want to leave.  

 

This article was originally 

published on Inc. 

http://innovationexcellence.com/bl

og/2017/11/12/4-easy-ways-to-

retain-your-top-talent/ 

 

© Copyright, Tom Koulopoulos 

 

About the Author: 
Tom Koulopoulos is the author of 

10 books and founder of the 

Delphi Group, a 25-year-old 

Boston-based think tank and a 

past Inc. 500 company that 

focuses on innovation and the 

future of business. 

 

Co-ordinates: 
Web: Delphi Group 

Twitter: @tkspeaks 

 
 

 

 

Know and owe. Want to 
persuade someone to do what 

you want? 
 

You’ve a greater chance if they know 

and owe you.  In other words: 

1. Know – they have a good 

relationship with you – they know, 

like and trust you; and 

2. Owe – they feel in your debt, so 

want to reciprocate 

 

So, to ensure they know you… 

• Spend time with them – face-to-

face, wherever possible 

• Speak regularly.  If you’re the sort 

of person who only remembers to 

contact someone when you need 

them, insert a recurring diary 

entry, reminding you to call them 

when you don’t 

• Ask them questions, to learn 

more about them. And when you 

do this, remember to WAIT 

whilst they’re answering (where 

W.A.I.T. means Why Am I 

Talking) 
 

… And ensure they owe you: 

• Provide value every time you meet 

them… 

• …and do so without asking for 

anything in return (or they won’t 

owe you!) 

• The definition of ‘value’? 

Something they find valuable. So, 

things like: inviting them to an 

event, introducing them to 

someone, teaching them 

something, saving them time, 

making them look good, etc. 

 

In my experience, as you read this, 

you’ll probably realise you fall into one 

of three camps – someone who: 

1. Doesn’t focus on the know or the 

owe 

2. Does focus on them, because you 

see the benefits to you in doing so 

– ‘if I do this, I’ll get something 

back one day’); or 

3. Does focus on them, 

because…well, it feels the right 

thing to do 

 

Which of these three is best?  Well, 

that depends on your viewpoint.  But 

if you’re #2 or #3 – such that they 

know and owe you – you’ll find it easier 

to persuade than if you’re a #1. 

 

And for what to say, so you do 

persuade them, there’s a link below… 

 

© Copyright, Andy Bounds 
 

About the Author 
Andy Bounds is an expert at helping 

companies communicate and sell 

better. Author of two best-selling 

books and winner of the title Britain’s 

Sales Trainer of the Year, Andy has 

shared his expertise with some of the 

world’s largest companies, helping 

every one of them have more success. 

Marketing legend Drayton Bird said 

Andy had taught him ‘… more about 

effective communicating than a lady 

who’d taught two American 

Presidents’.  
 

Are you following me on twitter? 
 

To receive my weekly tips on how to 

communicate more effectively, click 

here 
 

Short of time? Here are my Quick 

Wins 
 

Co-ordinates 
E-mail: andy@andybounds.com 
Web: www.andybounds.com/tips 

 

Andy Bounds 

People reciprocate - so “give” 

first 
 

http://mailout.glow-internet.com/t/r-l-ajtwul-thkylultth-t/
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http://www.twitter.com/tkspeaks
https://twitter.com/andy_bounds
http://www.andybounds.com/advice/tips2/
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http://www.andybounds.com/advice/quick-wins/
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Consider an event or situation from 

your past. Now consider where the 
third position is. As you consider this, 

you will realize that it could be 

anywhere! 
 

There is far more to the third 

position than you might initially 

appreciate. It is anywhere in space 

that is outside and separate from 

both the first and second 

positions. This means it can be 

above, below, sideways, in front, 

behind and at any angle and at any 

distance. The possible locations 

are infinite. 

 

Third position can also be at a 

time that is different from the 

event going on at position one. 

The third position perspective 

could be looking back from one 

week, one month or many years 

in the future. It could also be 

looking forward from the past. 

Again, the range of possible times 

is infinite. 

 

Third position can also be 

extended by considering the 

‘history’ of the observer at third 

position. The third position 

observer could be an alien who 

has just landed and notices that 

there is a bipedal animal over 

there; in other words, it would 

have no preconceived notions 

about what it is to be human. 

Another variable would be 

pretending to be a third position 

observer who had the wisdom of 

a mentor, either an imaginary one 

or someone you know. Another 

would acknowledge some 

experience from previously being 

in position one or two, or both. 

Again, the possibilities are endless.  

Mix and match these variables of 

location, time and history in any 

way to get yet another 

perspective. 

 

In addition to an extensive third 

position, there may well have 

been other people involved in an 

event, so you can second position 

these people, not just at the exact 

time of the event, but before it or 

after it, perhaps by a day, a week 

or many years. 

 

Putting this into practice 

Think of some event from your 

past that either still bothers you 

or seems to be a turning point 

after which things didn’t go so 

well. Revisit that event, using as 

many second and third positions 

as you can think of – maybe even 

a hundred or more. Keep doing 

this with wildly different 

perspectives until you cease to get 

new information. This will flesh 

out the event in your mind with 

much more information than you 

had. As this happens, the meaning 

of the event will change, probably 

quite profoundly.  

 

If we see a past event as a 

problem, it is because we ascribe 

a certain meaning to it. This 

meaning is not ‘true’ or fixed.  

Change the meaning and the 

problem changes. If a problem can 

change, it can disappear. 
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Amazon founder Jeff Bezos has 

stuck to this simple yet powerful 

approach, and it's one all of us can 

take. 

 
Jeff Bezos founded Amazon in 

1994. Twenty-three years 

later, he's one of the richest 

people in the world. But while 

Amazon is undeniably a tech 

company, the business was built 

on this old-school premise: 

Focus on the things that don't 

change. 

 

The premise, while simple, is also 

easy to forget when innovation 

seems to be the secret of massive 

success. Catching the next wave, 

predicting the next trend, 

disrupting an industry, or hacking 

your way to near-immediate 

success, sparking change ... that's 

what works. 

 

But it's hard to be innovative. It's 

hard to be truly disruptive. 

Shortcuts typically yield short-

term benefits. Knowing what will 

change -- that's incredibly difficult. 

Bezos doesn't worry about what 

will change. He focuses on what 

won't change. Bezos built Amazon 

around things he knew would be 

stable over time, investing heavily 

in ensuring that Amazon would 

provide those things -- and 

improve its delivery of those 

things. 

 

Here's Bezos: 

I very frequently get the question: 

"What's going to change in the next 

10 years?" And that is a very 

interesting question; it's a very 

common one. I almost never get the 

question: "What's not going to 

change in the next 10 years?" And I 

submit to you that that second 

question is actually the more 

important of the two -- because you 

can build a business strategy around 

the things that are stable in time. ... 

In our retail business, we know that 

customers want low prices, and I 

know that's going to be true 10 years 

from now. They want fast delivery; 

they want vast selection. 

 

It's impossible to imagine a future 10 

years from now where a customer 

comes up and says, "Jeff, I love 

Amazon; I just wish the prices were a 

little higher." "I love Amazon; I just 

wish you'd deliver a little more 

slowly." Impossible. 

 

And so the effort we put into those 

things, spinning those things up, we 

know the energy we put into it today 

will still be paying off dividends for 

our customers 10 years from now. 

When you have something that you 

know is true, even over the long 

term, you can afford to put a lot of 

energy into it. 

 

Twenty years ago, Bezos said the 

same thing. In his 1997 

shareholder letter, he wrote: 

We believe that a fundamental 

measure of our success will be the 

shareholder value we create over the 

long term ... Because of our emphasis 

on the long term, we may make 

decisions and weigh tradeoffs 

differently than some companies. 

Focusing on things that won't 

change does not guarantee 

success - but it provides as close a 

foundation for success as you 

will find. 

 

That's true even if you don't start 

a company; here are a few 

timeless principles that 

consistently provide professional 

and personal success. 

 

Focus on collecting knowledge... 

Competing is a fact of professional 

life: with other businesses, other 

products and other people. It's 

not a zero-sum game, but it is a 

game we all try to win. 

 

Smart people win a lot. 

 

Smarter people win even more 

often. 

 

Continually striving to gain more 

experience and more knowledge 

is the second-best way to 

succeed. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Jeff Haden  

If you say yes to any of these 7 

questions, you're much more 

successful than you think                                                                                                                                                 

 

Photo Credit: Jeff Bezos 

Quote by John Fischer is licensed 

under CC BY 2.0 

 

One of the huge mistakes 

people make is that they try 

to force an interest on 
themselves. You don’t 

choose your passions: your 
passions choose you. 

 
Jeff Bezos 

Chairman and CEO of 

Amazon 
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...But always focus more on collecting 

knowledgeable people. 

 

You can't know everything. But you 

can know enough smart people that 

together you know almost everything. 

 

And, together, do almost anything. 

Work hard on getting smarter. Work 

harder on getting smart people on 

your side. 

 

How? 

 

Always give before receiving. 

 

The goal of networking is to connect 

with people who can provide a 

referral, help make a sale, share 

important information, serve as a 

mentor, etc. When we network, we 

want something. 

 

But, especially at first, never ask for 

what you want. Forget about what 

you want and focus on what you can 

give. 

 

Giving is the only way to establish a 

real relationship and a lasting 

connection. Focus solely on what you 

can get out of the connection and you 

will never make meaningful, mutually 

beneficial connections. 

 

Approach networking as if it's all 

about them and not about you and 

you'll build a network that approaches 

it the same way. 

 

And you'll create more than contacts. 

You'll make friends. 

 

Always look past the messenger and 

focus on the message. 

 

When people speak from a position of 

position of power or authority or 

fame, it's tempting to place greater 

emphasis on their input, advice, and 

ideas. 

 

Warren Buffett? Yep, gotta listen to 

him. Sheryl Sandberg? Yes. Richard 

Branson? Absolutely. 

 

That approach works to a point -- but 

only to a point. Really smart people 

strip away all the framing that comes 

with the source -- both positive and 

negative--and evaluate information, 

advice, or input solely on its merits. 

 

When Branson says, "Screw it; just do 

it and get on with it," it's powerful. 

 

If the guy who delivers your lunch says 

it, it should be just as powerful. 

 

Never discount the message because 

you discount the messenger. Good 

advice is good advice--regardless of 

the source. 

 

Always work on "next." 

 

It's impossible to predict what will 

work, much less how well it will work. 

Some products stick -- for a while. 

Some services flourish -- and then 

don't. Some ventures take off -- and 

flame out. Some careers take off -- 

and then stagnate. 

 

You will always need a "next": a new 

product, a new service, a new 

customer or connection. 

 

No matter how successful you are 

today, always have a next in your 

pipeline. If somehow your current 

products or services or ventures 

continue to thrive, great: You will 

have created a bigger line of products 

and services and ventures. If your 

career trajectory continues to climb, 

great: You will still have added new 

connections, new skills, and new 

perspectives that will only add to your 

value. 

 

(The same applies to career pursuits 

or even personal pursuits; as I 

describe in my upcoming book, The 

Motivation Myth, we should all be an 

"and." We don't all need to be serial 

entrepreneurs, but we should all be 

serial achievers.) 

 

That's how successful people weather 

the storm when times are tough, and 

become even more successful when 

business is booming. 

 

Always take responsibility. 

 

If you're always right, you never grow. 

One of the best things you can do is 

to be wrong, because when you make 

a mistake you are given the chance to 

learn. 

 

(Don't worry. Every successful person 

has failed numerous times. Most have 

failed more than you. That's why 

they're successful today.) 

 

Own every mistake, every miscue, and 

every failure. Say you made a mistake. 

Say you messed up. Say it to other 

people, but more important, look in 

the mirror and say it to yourself. 

Then commit to making sure that next 

time things will turn out very 

differently. 

 

Always turn ideas into actions. 

 

The word idea should be a verb, not a 

noun, because no idea is real until you 

turn that inspiration into action. 

 

Ideas without action aren't ideas. 

They're regrets. 

 

Every day we let hesitation and 

uncertainty stop us from acting on our 

ideas. Fear of the unknown and fear of 

failure are what stop me, and may be 

what stops you, too. 

 

Think about a few of the ideas you've 

had, whether for a new business, a 

new career, or even just a part-time 

job. Looking back, many of your ideas 

would have turned out well, especially 

if you had given them your best effort. 

Trust your analysis, your judgment, 

and your instincts.  

 

Trust them more than you do. Trust 

your willingness to work through 

challenges and roadblocks. 

 

Granted, you won't get it right all the 

time, but when you let an idea stay an 

idea, you almost always get it wrong. 
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Barry Urquhart 

80:20 Rule Myth Shattered 

 

 

                         

                                                                                                                                                 

Ask, and you will receive. The 
findings of a recent national research 

study have shattered the widely-held 

contention that successful businesses 

generate around 80% of their 

revenue from repeat and referral 
transactions. 

 
Referrals have declined, 

substantially. 

  

Consumers report effecting direct 

and personal referrals and 

recommendations to less than 8% 

of entities with whom they dealt 

with in the 4 weeks preceding 

interviews. 

  

Arguably, the most disappointing 

finding was that only 2% of 

consumers reported being 

requested by service providers to 

provide recommendations, 

referrals and introductions. 

  

Clearly, the art and discipline of 

asking for business has been lost 

on many -, new - generation 

employees in particular. 

  

Things don’t just happen in 

business. They need to be 

encouraged, supported and 

nurtured. 

  

Follow up and follow-through are 

integral elements of a transaction. 

They are the founding steps to 

establishing and sustaining 

relationships, adding to a 

burgeoning customer base. 

Recruitment, induction, training 

and ongoing development 

processes need to feature and to 

reinforce the need for and 

benefits from a consistent practice 

of requesting endorsements, 

recommendations and referrals. 

  

They must be complemented by 

an integrated schedule of 

corresponding, self-initiated 

contacts with those prospective 

clients who have been identified 

and nominated as satisfied 

customers. The circle of life has 

similar characteristics to that of 

the cycle of business. Birth, 

rebirth and procreation are 

fundamental.  

  

Remember, ask, and you will 

receive. Dismiss concerns about 

the fear of offense and rejection. 
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The great advances mankind has 

enjoyed in health, prosperity, food 
production and longevity are largely 

taken for granted. Around one billion 

people have been taken out of 

extreme poverty in the last 20 years. 
The march of progress in technology 

is remarkable - the computing power 

in your mobile phone is many times 

that which first put men on the 

moon. Science, innovation, 
entrepreneurship and global free 

trade have raised prosperity, 

education and opportunity around 

the world. The incidence of war is at 
much lower levels than in previous 

centuries. But we have a natural 

tendency to focus on the problems. 

Bad news features in our media 

because it grabs attention much more 
easily than steady progress. 

 

The biggest environmental 

problem in 1900 was not air 

pollution or climate change. It was 

horse dung. In London alone there 

were an estimated 300,000 horses 

pulling carts, cabs and buses. The 

muck piled up in the streets 

causing bad odours and health 

risks. Urban authorities were 

unable to come up with an 

effective solution. But within 10 

years the problem disappeared as 

the internal combustion engine 

replaced the horse. 

 

It is not so much the big 

innovations that improve life as 

the countless incremental 

improvements in quality and 

usability of products and services. 

The motor car has continually 

become safer, more connected 

and more fuel efficient over the 

years. We currently have 

significant problems with 

pollution, traffic accidents and 

congestion. But fear not; 

driverless vehicles are not far 

away and they will deliver huge 

benefits in safety, cost and traffic 

management. Around the world 

over 100,000 people die every 

month in road traffic accidents. 

Most accidents are caused by 

driver error and the autonomous 

vehicle will massively reduce the 

carnage as well as smoothing 

traffic flow and reducing 

emissions. 

 

When the Internet was launched 

it was a patchy and cumbersome 

resource for the technically savvy. 

People roundly condemned its 

reliability and coverage. In a now 

notorious article in Newsweek in 

1995, entitled ‘The Internet? Bah!’ 

the eminent commentator Clifford 

Stoll rubbished the prospects for 

the Internet and e-commerce. 

Among other things he said, ‘No 

online database will replace your 

daily newspaper, no CD-ROM can 

take the place of a competent 

teacher and no computer network 

will change the way government 

works.’ At the time the Internet 

deserved criticisms but he 

underestimated the power of 

continuous improvement to fix 

things. 

 

For sure people, governments and 

agencies get policies wrong but 

eventually the systems improve. 

We face big challenges with issues 

from global warming to inequality 

of opportunity. Do not be 

downhearted. We must continue 

to have faith and invest in Science, 

Engineering, Technology, Research 

and the Innovation of our 

Enterprises. They and the steady 

march of improvement are what 

will deliver a better future. 
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Paul Sloane 

Cheer up - Innovation is coming 

to the rescue 
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If you want your goal, you first have 

to decide to go for it. This decision is 
crucial. People, and the world at 

large, will sense when you have not 

made the decision, have not 

committed.  
 

Commitment 

The word decision comes from 

the Latin decisio which means ‘I 

cut off’. Until you have cut 

yourself off from other options, 

you have not really decided – have 

not really committed. 

 

If you are not committed to your 

goal, why would anyone want to 

help? Who wants to waste their 

time on somebody who is not 

committed? On the other hand, if 

people sense total certainty within 

you, are they not more likely to 

pitch in and lend a hand? 

 

The same thing can happen 

internally within you. Think of 

your mind as a multi-tasking 

computer. What percentage of 

resources will it commit to a task 

you have given it with the thought 

‘Run this task for a while to see if 

it works, but stop if it gets too 

difficult’? On the other hand, what 

percentage of resources would it 

give to a task which is initiated 

with the thought ‘Run this now’? 

 

Two levels of activity 

Have you ever noticed that once 

you really commit to doing 

something, it seems as though the 

laws of coincidence get stretched 

beyond their limit. It is well put by 

William Murray in his book about 

the Scottish Himalayan Expedition. 

 

The moment one definitely 

commits oneself, then providence 

moves too.  

 

All sorts of things occur to help 

one that would never otherwise 

have occurred. 

 

A whole stream of events issues 

from the decision, raising in one’s 

favour all manner of unforeseen 

incidents and meetings and 

material assistance which no man 

could have dreamed would have 

come his way.  

 

I have learned a deep respect of 

one of Goethe’s couplets: 

 

There are countless examples of 

this fact: providence lends a hand 

once you are committed to a goal. 

This is not to say that you do not 

need to do anything; quite the 

contrary. You still need to do 

whatever you can with whatever 

you have from where you are. 

How do you eat an elephant? One 

bite at a time. Start with the first 

bite, even if it looks insignificant 

next to the goal. Just get going.  

 

When you are really going for a 

goal, there are actually two levels 

of activity going on. One is all the 

stuff that you can do, but for your 

BIG goals, this will seldom be 

enough on its own. What this 

activity does do, however, is to 

bring providence into the game. 

Once providence is batting on 

your side, what are your chances 

of winning the game? 

 

The key here, of course, is to 

ensure that providence does join 

the game. If you sit at home and 

wait for it, you will get nothing.  

 

 

You need to be active doing what 

you can that is relevant. You have 

to pitch the ball so providence can 

hit it out of the park. You have to 

keep pitching, because you don’t 

know in advance which one will 

be the home run, but one of them 

will be. 

 

This is why you do not need to 

know how a goal will come about 

in order to embark on its 

achievement. You simply don’t 

know ahead of time what 

providence will provide in the way 

of people you will meet, ideas you 

will wake with and things that will 

just seem to fall into your lap. 

 

If you were told, with a cast-iron 

guarantee, that tomorrow would 

be the luckiest day of your life, 

what would you do? Would you 

sit at home waiting for something 

to happen, or would you go out 

and buy a lottery ticket, go fishing, 

go out on the town to meet 

someone special, or arrange that 

meeting to close the big sale? 

 

So, get active meeting people, 

trying new things, doing research 

and being awake to any 

synchronicities that come your 

way. There are many paths 

between where you are now and 

your goal, and you don’t know 

them all. This means that you 

need to be flexible in your 

approach to getting the goal in 

case providence provides a better 

route than you have thought of. 

Be ready to change plans. 

 

Planning 

Make a plan to progress towards 

your goal.  

 

You can plan by imagining a path 

to the goal and the things that 

need to happen along the way. 

Think of the first few steps that 

are needed. Steps that you can do. 

Then you can make a start on the 

path. You will almost certainly 

deviate from this planned path, 

but you have to have a plan in 

order to make a start.  

 

Arielle Essex  

Getting goals 

 

 

                  

                                                                                                                                                 

True commitment is doing the 

things you said you would do, 

long after the mood in which you 

said it has left you. 

- George Zaluki 

‘Whatever you can do, or dream 

you can, begin it. Boldness has 

genius, power, and magic in it.’ 

- William H Murray 
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If you have no plans, you 

effectively have no direction, you 

have no actions to take, no place 

to start and providence won’t 

enter the game. No plans will lead 

to no goal. 

 

Hold your plan loosely. 

 

If you have a tight plan, you are 

effectively saying that you know 

best how this has to happen. You 

will find this is much harder work. 

It will be like swimming against the 

current. You simply won’t notice 

the synchronicities that come 

your way unless they fit perfectly 

into your plan.  

 

So hold your plans loosely. 

Imagine holding a butterfly in your 

cupped hands. Too tight and you 

will crush it. Too loose and it will 

fly away. 

 

Some think of this as ‘letting go’. 

Let go of needing to be right, and 

proving your way is best. Let go of 

your need to have it, your desire 

for immediate results, your plan 

for how it should go. Know what 

you desire; hold onto that and 

keep moving in that direction, 

keep taking steps, but let go of 

exactly how it manifests.  

 

Keeping on target 

It has been said that the conscious 

mind is the goal setter and the 

unconscious mind is the goal 

getter. As part of setting a goal 

you really focused on what it will 

be like to have your goal, and 

especially feeling the emotion that 

will be associated with having your 

goal. This is analogous to the 

conscious mind feeding the 

targeting coordinates to the 

unconscious.  

 

You might like to think of the 

unconscious as your conduit to 

providence. By attuning your 

unconscious to your goal on the 

level of emotion, you are 

communicating your goal to 

providence. 

 

 

 

And just to make sure it is all still 

on track, you need to reinforce 

the targeting coordinates on a 

regular basis. Go back to the Step 

4 of the Goal setting steps and 

practise it every day, just for a 

couple of minutes. Do not do it 

when you are also doing 

something else, such as driving. 

Give it its own time, and do it 

properly. On each occasion you 

can imagine the goal from a 

different perspective. The more 

information you can give the 

targeting mechanism, the better. 

 

If there was just one thing I could 

tell you about living the life of 

your dreams, knowing that if you 

understood it, it would be 

‘enough’... 

 

Monitor progress 

Keep track of your progress so 

you know whether or not you are 

making progress. If not, look at 

the page on When goal setting 

does not work. This covers all the 

reasons why your progress might 

be stalled, and gives you some tips 

on what to do about it. 

 

Many people choose to keep a 

journal of their progress so they 

can clearly see how far they have 

come. You can often lose sight of 

the changes you have 

accomplished when you are close 

to them. 
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Much of our so-called “fatigue” is 
really dehydration in disguise.  

 

Those of us who are coffee-lovers 

will be familiar with the temporary 

boost provided by caffeine; 
unfortunately caffeine also dehydrates 

the body even more. Sugary drinks 

like Coke are increasingly linked to a 

host of health issues: ranging from 
diabetes, obesity to cancer. 

 

Try drinking 2L of water for about 

3 days; and just watch the effect it 

has on your energy level. Water is 

a natural way to detox, plus it 

offsets the dehydration caused by 

caffeine. Even if you love your 

coffee as much as I do, it’s best to 

drink your daily dose before 2pm 

and to stick to water after that 

time. 

 

If you put a large jug (or water 

filter) on your desk, you will 

probably start sipping while on the 

phone, thinking, or just 

unconsciously. If you can continue 

this for three consecutive days, 

you will be surprised at how good 

you will feel. Going into town or 

to a meeting? Bring some water 

with you. 

 

And if you miss a day, or a couple 

of days? No problem, just go back 

until the habit is formed. 

Perhaps the break was prompted 

by travel? Get a good stainless 

steel container to take with you – 

ideally not a plastic bottle; the 

latter are high on BPAs, about 

which you can Google the 

negative effects for hours. (Or 

save the time for something else – 

your call!) 

 

Self-esteem 

You can choose to view simple 

actions – like drinking water – as 

tangible expressions of self-

esteem. Each self-care action is a 

statement of “I matter”. Even if 

your work environment is toxic, 

or your workload feels 

overwhelming, each sip of water 

symbolizes your ultimate 

allegiance to yourself and your 

own well-being. 

 

Energy 

When it comes to your 

investment in personal energy, the 

simplest actions often produce the 

greatest rewards. Being less 

fatigued, you will be able to get 

tasks finished and feel good about 

yourself. This in turn builds the 

confidence needed for self-care in 

other ways: prioritizing your 

health, feeling proud of your 

energy level, having more fun. 
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When it comes to providing honest 
(and sometimes tough) feedback, we 

find there’s certainly room for 

improvement in accounting firms, and 

it’s not just an accounting profession 
problem. According to Robert Fritz 

and Bruce Bodaken in The Managerial 

Moment of Truth: The Essential Step in 

Helping People Improve Performance: 
 

“Most managers, when faced with 

the harsh facts of substandard 

performance, tend to soften the truth 

with their direct reports, so as not to 

offend or upset them. They tend to 

avoid mentioning mistakes, missed 

dates, an incomplete project, 

unacceptable quality of work, and 

the like. 

 

Then, if the problem becomes 

egregious, the manager may 

suddenly overreact with a contentious 

confrontation that results in little 

long-term behaviour change. Or else 

the manager will try to work around 

the substandard performance, 

shifting the workload to top 

performers on the team rather than 

addressing reality directly with the 

person concerned.” 

 

So, managers and leaders need to 

deal with performance issues, 

both good and not so good, early 

on. However, what stops them 

from delivering feedback? If they 

are like most people, the following 

may be reasons: 

 

They do not want to get involved. 

 

They do not know how to deliver 

feedback. 

 

They are afraid of giving feedback 

poorly. 

 

They do not want to offend or 

upset anyone. 

 

They are not comfortable in 

emotional situations. 

 

They do not want to be the bad 

guy. 

 

Firm leaders must overcome 

these struggles by stepping up and 

recognizing that feedback is the 

greatest gift they can give 

someone and learning how to 

deliver it in a way that is both 

comfortable and empowering. 

 

Giving Feedback 

Learning how to give feedback is a 

critical element in an effective 

performance management system. 

Here are some thoughts and 

questions for you to consider: 

Recall a positive experience in 

which you were given feedback. 

 

Why was the experience positive? 

 

What did the giver do or say that 

made the experience positive? 

 

Now, recall a negative experience 

in which you were given feedback. 

 

Why was the experience negative? 

 

What did the giver do or say that 

made the experience negative? 

 

Your positive experiences were 

likely the result of a leader whose 

intent was in your best interest 

and who delivered the message in 

an empathic and a constructive 

way. Effective feedback can be 

described as follows: 

 

• Includes information about the 

past (specific, descriptive 

examples of behaviour and the 

impact on the firm or results) 

• Is delivered in the present (as 

soon as possible after the 

situation or incident) 

• Influences (changes) the future 

• Is delivered in a nonthreatening 

manner 

• Keeps the relationship open 

and intact  

 

To prepare for delivering 

feedback, take a moment for self-

August J. Aquila 

Create a culture where giving and receiving 

feedback is the norm 
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awareness and consider the 

following: 

 

Reflect on your own thoughts and 

feelings about the situation, and 

challenge your assumptions or 

reactions. 

 

Prepare and document your 

feedback in advance. 

 

Visualize the feedback 

conversation beforehand, and 

anticipate the other person’s 

comments or reactions based on 

personal style. 

 

Practice delivering the feedback. 

In cases of egregious behaviours 

(for example, unethical or illegal 

behaviour; acts that put 

themselves, others, or the firm at 

risk; and so on), you may want to 

consult with an employment 

attorney before delivering 

feedback, taking corrective action, 

or terminating an employee. In 

these cases, we advise you to 

include another member of the 

firm (for example, another owner, 

the HR professional and so on) in 

all meetings. 

 

Before delivering feedback, ask for 

permission to do so. While 

delivering feedback 

 

Describe the behaviour: what you 

observed. 

 

Identify the situation: when you 

observed it and how it happened. 

 

Describe the impact or 

consequence: “So what?” 

 

Encourage the other person to 

share his or her perspective on 

the behaviour or event. 

 

Paraphrase the other person’s 

viewpoints to confirm 

understanding. 

 

Acknowledge and accept the 

feelings, intentions, and values the 

other person is communicating. 

 

Recognize that constructive 

feedback may raise emotions. 

 

Mutually explore alternative 

behaviours or solutions: “Now 

what?” 

 

 

Discuss and seek commitment:  

“When and where will this 

happen?” 

 

If we apply these questions and 

characteristics, the feedback 

exchange may look like this: 

 

“Chris, may I share some feedback 

with you?” (Assume a positive 

response from Chris.) 

 

After I reviewed the working 

papers you completed for (name 

of client) and the comments that 

(name of client) provided back to 

you on March 11, I note you did 

not address all of them before 

returning the working papers on 

March 13. When you don’t 

address each comment, it causes 

another round of review and 

correction, causing the work to 

be late to the client. When that 

happens, our credibility and, 

possibly, the relationship is 

compromised. Please tell me your 

thoughts. 

 

Then, the leader allows the team 

member to share his or her 

perspective on things while 

listening empathically. Together, 

they can create an action plan for 

effectively dealing with this 

incident and preventing similar 

occurrences in the future. 

Assuming they agree on the next 

steps, as well as when and where 

this will happen, they reconfirm 

their commitment to each other. 

 

After delivering feedback, follow 

up. “Has it been done, and what 

was the impact?” 

 

To create a culture in which 

people can get better, find 

someone doing something well 

each day, and tell them so. At the 

same time, don’t be afraid to 

confront reality when someone 

isn’t doing something well.  

 

Feedback is one of the greatest 

ways to give and earn respect—

one of the greatest gifts you can 

give to employees. 

 

If you need help call us. 
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Peter Thomson 

This is why you do anything (and nothing)  

                                                    

OK – let’s back up a minute… 

 
You decided to read this… 

 

Mind you it was only one of 100s of 

decisions you’ve already made today. 
 

I decided to write it. Mind you it 

was only one of 100s of decisions 

I’ve already made today. 

 

So it begs the question: 

 

WHY? 

Why do we decide to do anything 

at all? 

 

Now – it probably started as – a 

thought. 

 

But – what type of thought? 

 

Was it a statement or was it a 

question? 

 

If it was a statement was it 

delivered by our inner genie as a 

first person imperative command? 

 

Go and drink water – now! 

 

Or was it posed as a self-directed 

question? 

 

Shall I have a glass of water? 

 

And here’s the scary bit… 

 

When do we use ‘I’ in our internal 

dialogue and when do we use 

‘You’? 

 

Have you noticed? 

 

If not then… 

Keep an ear out – you’ll be 

surprised I’m sure. 

 

Some people have reported to me 

after being aware for a few days – 

that they use ‘I’ when they take 

the credit and ‘You’ when they 

avoid the blame –ooh! 

 

They use ‘I’ when they ‘should’ 

themselves and ‘You’ when they 

‘must’ themselves. 

 

Ok back up: 

If our actions are preceded by our 

thoughts and those thoughts 

come as statements or questions 

– let’s just take a look at those 

questions for a mo. 

 

What was the question that had 

you look at your watch or the 

clock on your computer, phone 

or tablet? 

 

It might have been as simple as, 

“What time is it?” 

 

Some years ago I noticed this 

question was bubbling up far too 

often so I decided to change it. I 

realised that when I looked at my 

watch face – I could imagine that 

the || for 2 and the ||| for three 

and with the dot in between them 

represented the word N O W. 

||||o |. 

 

Yes I know I’m a bit weird!! 

 

Well – if the answer to my 

question… 

“Peter, what time is it?” was 

always answered “Now!  Then 

what was the point in looking so 

often? 

 

That was over 5 years ago and I 

haven’t worn a watch since! 

 

I’ll still look at a screen when I 

want to know the time, but more 

often than not I’ll guess first – and 

I’m surprised by how close I am… 

Try it! 

 

OK back up again… 

Here’s the thought. Let’s be more 

aware than ever before about the 

question that prompted our 

action. Pause and consider two 

factors: 

1.   Was the answer the best 

answer to the question – or 

what other answers could 

apply? 

2.   Was it the ‘right’ question – 

or would a better question 
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Learn from an 

American who set 

up a very British 

store 
Editorial 

give the possibilities of better 

answers? 

 

I know you’ll be amazed just how 

many variations you’ll consider. 

 

Just imagine – if my answer was, 

“I’ll spend the next hour 

watching unadulterated crap on 

the TV” – I wonder if there was a 

better answer or perhaps even a 

better question: 

 

Here’s an expression I wrote: 

“Ask yourself the easy 

questions and you’ll have a 

hard life” 

 

“Ask yourself the hard 

questions and you’ll have an 

easy life” 

 

I’m off to ask myself some more 

questions – you too? 

 

Go on then... 
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The TV series “Mr Selfridge” 

(DVD available from Amazon 

here) focuses on the real-life 
story of the visionary American 

founder of London's 

department store Selfridge's. 

The series introduced us to the 
world of retail marketing and 

the merchandising innovator 

Harry Gordon Selfridge who 

launched his London 

department store Selfridges in 
March 1909.  
 

The store revolutionised the shopping 

experience for British consumers and 

probably helped to propel major 

societal changes in pre-World War II 

Britain. 

 

The long lasting influence that Harry 

Selfridge would have on shopping and 

department stores became 

immediately clear with Selfridges' 

opening day. The store’s opening laid 

the foundation for the success of the 

entire lifestyle that Selfridge aimed to 

promote. Even before the unveiling of 

the window displays, innovative 

marketing techniques set up the 

momentous occasion and the store 

for great success. Source: 

https://en.wikipedia.org/wiki/Selfridges  

 

Here are some of the things Mr 

Selfridge said:  

 

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. 

 

Excite the mind, and the hand will reach 

for the pocket.”  

 

The customer is always right. 

 

Whenever I may be tempted to slack up 

and let the business run for awhile on its 

own impetus, I picture my competitor 

sitting at a desk in his opposition house, 

thinking and thinking with the most 

devilish intensity and clearness, and I ask 

myself what I can do to be prepared for 

his next brilliant move. 

 

Get the confidence of the public and you 

will have no difficulty in getting their 

patronage. Inspire your whole force with 

the right spirit of service encourage every 

sign of the true spirit. So display and 

advertise wares that customers shall buy 

with understanding. Treat them as guests 

when they come and when they go, 

whether or not they buy. Give them all 

that can be given fairly, on the principle 

that to him that giveth shall be given. 

Remember always that the recollection of 

quality remains long after the price is 

forgotten. Then your business will prosper 

by a natural process. 

 

There are no hard times for good ideas. 

 

The boss says ‘Go’; the leader says ‘Let’s 

go!’ 

 

Honesty always pays. Honesty alone will 

never build a business… but the policy of 

honesty, of scrupulous integrity, will—

other things being reasonably equal—

always win in the race for success. 

 

Get the confidence of the public and you 

will have no difficulty in getting their 

patronage. 

 

Treat [the customers] as guests when 

they come and when they go, whether or 

not they buy. Give them all that can be 

given fairly, on the principle that ‘to him 

that giveth shall be given’.  

 

Remember always that the recollection of 

quality remains long after the price is 

forgotten. Then your business will prosper 

by a natural process. 
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There is a tendency among most 

presenters when using visual aids – in 

particular PowerPoint – to display a 
slide and 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.” The 

perils of doing the opposite – 

showing, then saying – become all 

the more acute when a presenter 

displays a list of bullet points, or a 

selection of visual images, all at 

once. This means that the 

presenter loses any control of 

where the audience’s attention is 

directed, as they will inevitably 

start reading ahead.  

 

Most, but not all, slides therefore 

need to be displayed in a series of 

‘builds’ so that the audience is 

looking at the point that the 

presenter is currently talking 

about. 

 

Part of the reason for presenters 

taking a back-to-front approach to 

say it, then show is that they are 

often uncertain as to what comes 

next and use the appearance of a 

slide as their own prompt.  

 

 

 

 

 

 

 

 

To make an impact you must 

know what is coming next – so 

that you can ‘cue’ the reveal 

appropriately.  

 

This is made easy for you with the 

‘Presenter View’ (aka Presenter 

Tools) facility that is built into 

Macs and is increasingly available 

on PCs as well. For me, this is the 

most valuable tool to any 

presenter as, rather than simply 

displaying the slide currently being 

projected, it also displays the next 

slide, the entire run of slides 

(enabling you to jump seamlessly 

to any point in the presentation) 

and other features such as Notes 

and a clock. 

 

Finally, in order to make the say it, 

then show principle work to best 

effect you need a slide changer – 

and one with which you are 

completely comfortable, 

preferably your own. And be sure 

to practice – cueing is, after all, 

about timing! 
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Marketing is an essential tool that 

you need to master, in order for 

your business to succeed. Marketers 

help you target the right audience for 
your business, consequently turning 

passive customers into active buyers. 

Marketing is the best way to increase 

your engagement with customers and 

in turn, your profits, referrals and 
repeat business. 

 

If any of the points below 

resonate with you, perhaps you 

could use some help with your 

marketing! 

 

You find advertising, content 

writing, scheduling and social 

media overwhelming. These 

are key ways to market your 

business, and if you currently do 

not implement any of these 

marketing strategies, your 

business is without a doubt losing 

out on lots of potential 

opportunities. 

 

Your company is not easy to 

find on Google – or even worse, 

it is lost among other similarly 

named businesses. An easy way to 

lose potential customers is to 

make it difficult for them to find 

your website, so it’s essential that 

your website is search engine 

optimised (SEO) and trademarked 

against competitors. 

You haven’t got a regular, 

consistent flow of new and old 

customers. Marketing is an easy 

way to bring regular, returning 

customers as well as new 

customers through the door. If 

you find that your customer base 

is dropping, or that it is always the 

same customers who return, it 

may be that you need marketing 

to promote your 

services/products to appeal to a 

new audience. 

 

Your customers do not 

realise the full extent of your 

products or services. If you find 

that your existing customers have 

started shopping elsewhere for 

something that you can offer 

them, it is likely that they are 

unaware that your business 

provides the same product or 

service. This is a key indicator that 

you need to better promote your 

business in order for you to stop 

losing potential and existing 

customers. 

 

You aren’t targeting your 

adverts and promotions. 

Centring your marketing towards 

your target audience is a must for 

any campaign to succeed. If you 

are unsure of who exactly your 

target market is, it is essential that 

you find out through market 

research, and then apply this to 

any campaigns that you are 

running. 
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Does your audience sometimes seem 

disengaged? Or are you less confident 

than you would like to be when 

speaking?  If yes, then these five 

techniques are for you: 

 

1. Use short phrases: Spoken 

language works best when delivered in 

short bites. Speak a few words at a 

time. One idea per phrase. Cut long 

sentences into chunks. And take out 

sub clauses and complex 

constructions. 

 

2. Include many more personal 

pronouns: You will find that personal 

pronouns are more compelling. It 

means you are speaking directly to 

people. We find this technique works 

well. And you’ll find your words easier 

to say. 

 

3. Introduce more and longer 

pauses: Say this phrase out loud, with 

long pauses. You would be amazed 

how long you can pause. Pauses are 

important. They give your audience 

time to think. They give you time to 

compose your next line. Pauses also 

make you look more impressive. 

 

4. Use rhetorical tools: Often 

forgotten but critical in great talks are 

the simple rhetorical tools. For 

example: repetition, alliteration, sets 

of three, and personal stories. These 

are some of the most useful and 

important tools you can adopt. Used 

well, they will transform your 

performance. 

 

5. Connect with the audience 

within 10 seconds: Never start your 

talk with “Hello, my name is… I am 

here today to talk to you 

about….” Instead, grab their attention 

from the start. Use one of the 

many tried and tested ways to hook 

your audience and lead them straight 

into your talk.  You may also be 

interested in our article on Five 

techniques to make a boring 

presentation more interesting. 

 

Start your journey to world-class 

communication skills now 

Download our free ebook: Five Steps 

to Improve your Leadership Talks. It’s 

full of practical tips and insightful 

quotes that will help you make 

immediate improvements to your 

communication skills, including: 

• Increased confidence when you 

talk and present. 

• Improved ability to persuade your 

audience. 

• Greater engagement with your 

audience. 

• Practical ways to plan and 

structure your talks. 

• The inspiration and motivation to 

change. 

 

Click here to download your 

complimentary copy of the ebook 

now. 

 

Have you got an upcoming talk 

or presentation? Do you want to 

become an even more impressive 

public speaker? If so, talk to us. 

We have developed a robust toolbox 

of techniques to help you deliver 

clear, confident talks and 

presentations. We’ll help you look, 

sound and feel impressive so that you 

grab your audience’s attention. In just 

a few short hours we’ll coach you to 

deliver clearly, confidently and with 

impact. You can prepare a specific 

speech with us, or learn skills that will 

benefit you all your life. 

 

This article originally appeared on: 

https://www.linkedin.com/pulse/give-

high-impact-talks-presentations-5-

simple-tips-benjamin-ball 
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Online Business Library*** 
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of nearly 700 

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

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

you to build relationships with prospective clients. 

 

Better Business Focus*** 

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

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

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

*** Now available in Kindle and iPad format 

 

 
 

 IMPORTANT MESSAGE 
If you want to out-pace your competitors and deliver cutting edge business improvement ideas to your 

customers/clients, then subscribe now to Better Business Focus and Online Business Library today. 

Own-branding is now available: Both Better Business Focus and Online Business Library can be delivered from 

your own website with your own-branded corporate image to your clients and prospects. 
For details of subscription rates, visit Bizezia at: http://www.bizezia.com  or call +44 (0) 1444 884220 
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