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Do you remember playing pass the 

parcel as a child? Holding onto the 

parcel and hoping that the music 

would stop whilst it’s in your hands.  
 

Hoping that you would get the big 

present in the middle of the 

parcel? 

With both personal and business 

relationships we need to un-wrap 

the outer layers to get to the 

prize at the middle.  

 

The world of business is 

overflowing with "professionals" 

who try to be pristine and perfect, 

but they come across as having 

suffered a charisma by pass and 

have as much depth as a 

cardboard cut-out.  

 

It’s not about being professional, 

it’s about being authentic. 

 

When it comes to building trust 

"If you show me yours, I’ll show you 

mine" works. 

 

Wearing a mask on the other 

hand wears you out. Faking it is 

fatiguing. The most exhausting 

activity is pretending to be who 

you know you’re not. 

 

 

 

When you choose you, there’s a 

good chance that others will 

choose you. 

 

Being personal is far more 

important than being perfect. 

 

Many leading brands are now 

being human and telling it how it 

really is.  

 

Domino’s is allowing customers 

to post their unvarnished reviews 

– warts and all – on a Times 

Square billboard: 

 

Car insurer Aviva is doing the 

same on its website. 

 

The following brands make a 

virtue out of being transparent, 

and highlighting a possible 

weakness: 

 

1. We’re No. 2, but we try harder. 

(When you’re not no. 1 you have to) 

– Avis 

2. The taste you hate twice a day – 

Listerine 

3. Reassuringly expensive – Stella 

Artois 

 

It’s not about B2B, or B2C 

anymore, it’s about H2H: Human 

to Human. 

 

Fashions may come and go, but 

the one thing that will never go 

out of fashion is being human. 

 

 

 

When you come from a place of 

authenticity doors open and 

people let you in. 

 

When you speak your truth people 

will trust you. 

 

When you open your heart, it gives 

permission to those around you 

to open their heart. 

 

Your authenticity removes the 

wrapping and is the foundation to 

your brand. 
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Sunil Bali 

Please bare with me ... 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright 

law and reproduction in whole or in 

part without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). (Some images in this article are 

taken from Creative Commons – such 

images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence 

of any action which you take, or action 

which you choose not to take, as a 

result of this article or any view 

expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct 

at the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no 

representation or warranty, expressed 

or implied, is made as to its accuracy or 

completeness. Any hyperlinks in the 

article were correct at the time this 

article was published but may have 

changed since then. Likewise, later 

technology may supersede any which 

are specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 
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