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Expert inspiration for a Better Business
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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
0
in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home
business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business.
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Mike Shipulski

Just say no to cubicles

Whether it’s placing machine tools
on the factory floor or designing
work spaces for people that work at
the company, the number one guiding
metric is resources per square foot.
If you’re placing machine tools, this
metric causes the machines to be
stacked closely together, where the
space between them is minimized,
access to the machines is minimized,
and the aisles are the smallest they
can be. The result – the number of
machines per square foot is
maximized.
And though there has been talk of
workplaces that promote effective
interactions and creativity, the
primary metric is still people per
square foot. Don’t believe me? I
have one word for you – cubicles.
Cubicles are the design solution of
choice when you want to pack the
most people into the smallest
area.
Here’s a test. At your next team
meeting, ask people to raise their
hand if they hate working in a
cubicle. I rest my case.
With cubicles, it’s the worst of
both worlds. There is none of the
benefit of an office and none of
the benefit of collaborative
environment. They are half of
neither.
What is one of Dilbert’s favourite
topic? Cubicles.
If no one likes them, why do we
still have them? If you want quiet,
cubicles are the wrong answer. If

you want effective
collaboration, cubicles are the
wrong answer. If everyone
hates them, why do we still
have them?
When people need to do deep
work, they stay home so they
can have peace and quiet.
When people they want to
concentrate, they avoid cubicles at
all costs. When you need to
focus, you need quiet. And the
best way to get quiet is with four
walls and a door. Some would call
that and office, but those are
passé. And in some cases, they are
outlawed. In either case, they are
the best way to get some quiet
time. And, as a side benefit, they
also block interruptions.
Best way for people to interact is
face-to-face. And in order to
interact at way, they’ve got to be
in the same place at the same
time. Sure, spontaneous
interactions are good, but it’s far
better to facilitate interactions
with a fixed schedule. Like with a
bus stop schedule, people know
where to be and when. In that
way, many people can come
together efficiently and effectively
and the number of interactions
increases dramatically. So why not
set up planned interactions at ten
in the morning and two in the
afternoon?
I propose a new metric for
facilities design – number of good
ideas per square foot. Good ideas
require deep thought, so quiet is
important. And good ideas
require respectful interaction with

others, so interactions are
important.
I’m not exactly sure what a facility
must look like to maximize the
number of good ideas per square
foot, but I do know it has no
cubicles.
This article originally appeared on:
www.innovationexcellence.com/blog
/2019/11/30/just-say-no-to-cubicles
© Copyright, Mike Shipulski

About the Author:

Mike strives to define best
practices and tools for Product and
Technology Development and
embed them into company
culture. With that, practices and
tools become a working part of
how a company does business
instead of ending up in a thick
handbook that defines how things
“should be done” which is read by
no one. To Mike, behavior is
most important.

Co-ordinates:

Web: www.shipulski.com
Twitter: twitter.com/mikeshipulski
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Janet Sernack

Riding the wave of disruptive change

Being born and raised in Sydney,
Australia, family trips to Bondi Beach
to enjoy the delights of the dazzling
sea and blazing sunshine were a
regular weekend event. It was where
I learned to body surf, that if you
seek to ride a wave, you have to
work or flow with it to let it carry
you to the shore. That’s similar to
today, where the disruptive waves of
COVID-19 and a range of chaotic
global events are causing massive
social unrest that is hard to resist.
Yet if we try to control or resist
what is happening currently in civil
society, like surfing a huge wave, we
will get thrashed and dumped.
So many of us are already feeling
thrashed and emotionally dumped
by recent events, coupled with
the uncertainty that constantly
awaits us. Like a really good body
surfer, it’s useful to learn which
waves are more rideable and
which waves are not. Just as there
are certain thunderous big waves
and risky ocean conditions when

we should not attempt to body
surf, there are identifiable
mindsets and behaviours that
won’t give us the control we may
be seeking right now.
To engage and collaborate with
your colleagues and customers in
creative and inventive ways, to
help them be resilient and get into
the wave of transformative
change, here are some tips to help
flow happen:
Use your mindful self-awareness
to authentically be the change you
wish to be in the world.
– Be connected, empathic, and
compassionate by
understanding that whatever
is true for them is their truth,
so flow with it and don’t judge
it.
– Be willing to be playful and
imaginative and seek
possibilities and opportunities
for disrupting the old normal
and effecting positive change.
– Be curious and creative about
improvising and experimenting
with new ways of thinking and
acting.
– Be confident and courageous
in co-creating a more just,
collaborative, and inclusive
future. Accepting that even
the wisest among us will
occasionally make mistakes,
just as even professional
surfers sometimes misread
waves and fail spectacularly,
it’s just an opportunity to
make corrections and ride the
wave of disruption with grace,
elegance, and ease, as we are
all surfing now into
unknown territory.

© Copyright, Janet Sernack

About the Author

Janet is the Founder, CEO & Chief
Katalyst of ImagineNation™ a
generative and provocative global
enterprise innovation consulting,
education and coaching company that
enables people to be, think and act
differently. She has 29 years of
experience consulting and leading
culture development, change
management, leadership and
innovation education programs to
some of Australasia’s and Israel’s top
100 companies in the retail, service,
IT, telecommunications, financial
services, building and manufacturing
sectors.
Prior to launching her consulting,
training and coaching career she
was Marketing Development
Manager for the 42 Grace Bros’
department stores, which are now,
part of the Myer Group. She then
launched Australia’s first design
management consultancy and
worked with some of the world’s
leading fashion and lifestyle brands
including Oroton, Chanel and
Seafolly.

Co-ordinates

Email: janetsernack@gmail.com /
info@imaginenation.com.au
Web: www.imaginenation.com.au
LinkedIn: linkedin.com/in/janetsernack
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Greg Satell

True transformation isn’t top down or
bottom-up, but side-to-side

In a disruptive era, the only viable
strategy is to adapt and that is
especially true today. With change
seeming to accelerate with each
passing year, every organization must
transform itself. Those who are
unable to change often find that they
are unable to compete and soon
disappear altogether.
There has been a long running
debate about whether change
should be top-down or bottomup. Some say that true change can
only take hold if it comes from
the top and is pushed through the
entire organization. Others argue
that you must first get buy-in from
the rank-and-file before any real
change can take place.
As I explain in Cascades, the truth
is that transformation isn’t topdown or bottom-up, but happens
from side-to-side. Change never
happens all at once and can’t
simply be willed into existence. It
can only happen when people
truly internalize and embrace it.
The best way to do that is to
empower those who already
believe in change to bring in those
around them
Identify your Apostles
All too often, change initiatives
start with a big kick-off meeting

and communication campaign.
That’s almost always a mistake. In
every organization, there are
different levels of enthusiasm to
change. Some will be ready to
jump on board, but others will be
vehemently opposed. To them,
change is a threat.
So, starting off with a big bang
may excite some supporters, but
it will also mobilize the
opposition, who will try to
undermine the effort—either
actively or passively—before you
have the chance to gain
momentum. Before you know it,
your initiative loses steam and
change dies with it.
So, a better strategy is to start by
identifying your apostles—people
who are already excited about the
possibilities for change. For
example, when Barry Libenson
first started his movement to
transform Experian’s digital
infrastructure from a traditional
architecture to the cloud, he
didn’t announce a big campaign
right away. Instead, he found early
allies that he could start with.
They weren’t enough to drive
change throughout the
organization, of course, but they
did allow him to start small-scale
initiatives, such as building internal
API’s. The success of those

brought in others, who brought in
others still.
Don’t Try To Convince —
Empower
Anybody who has ever been
married or had kids knows how
difficult it can be to identify even a
single person of something. Trying
to convince hundreds or even
thousands is truly a fool’s errand,
which is why those kick-off
meetings and communication
campaigns have so little effect.
Everybody brings their own biases
and prejudices.
However, once you’ve identified
your apostles, you can empower
them to bring in others around
them. Unlike top-down or
bottom-up efforts, people
generally have a pretty good idea
which of their peers may be
receptive. As the network
theorist Duncan Watts put it to
me, viral cascades are largely the
result of “easily influenced people
influencing other easily influenced
people.”
The revolutionary movement
Otpor put this principle to work
through its strategy of recruittrain-act in their effort to bring
down the Serbian dictator
Slobodan Milošević. First, they
would recruit new members,
usually through tactics like pranks
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and street theatre. Then they
would train those recruits. Finally,
they would encourage new
members to take an action, no
matter how small, because action
is how people take ownership of a
movement.
Wyeth Pharmaceuticals took a
similar approach in its effort to
bring lean manufacturing
techniques to 17,000 employees
in its manufacturing operation.
Rather than try to indoctrinate
everyone all at once, it started
with just a few teams in a few
plants. Once those initiatives were
successful, other teams were
brought into the fold.
In both cases, the results were
extraordinary. Within a few years,
Milošević was ousted and would
later die in his prison cell at The
Hague. Wyeth Pharmaceuticals
would cut costs by 25% within a
year (the company was later sold
to Pfizer).
Constrain Your Movement
With Values
While peer-to-peer movements
can be immensely powerful, they
can also spin dangerously out of
control. The Occupy movement,
to take just one example, inspired
thousands of people in over 951
cities across 82 countries to
protest income inequality, but
then fizzled out almost as fast. It
accomplished little, if anything.
In a similar vein, Circuit City’s
Superstore electronic store
format spread like wildfire in the
1980s and gained a well-earned
reputation for exceptional service.
As Jim Collins reported in Good to
Great, the company went to great
trouble and expense to ensure
that its salespeople were factorytrained. By 2000, however, the
firm began to falter. It went
bankrupt in 2008.
In both cases, a failure to
indoctrinate values was at the
core of the collapse. The Occupy
protesters, while passionate, were
also often vulgar and
undisciplined, which turned off
many others sympathetic to their
cause. For Circuit City, investing
in training was a strategy, not a
core value, and was easily
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abandoned when profit margins
were under pressure.

technology and marketplace
continued to evolve,” he told me.

Values are important not because
they are nice things to say, but
because they represent
constraints. If you value
inclusiveness, you don’t shout
down those that don’t agree with
you and turn off others that do in
the process. If you value service,
then investing in training is more
than just a line item on an income
statement.

That’s what’s key to successful
transformations. The answer
doesn’t lie in any specific strategy
or initiative, but in how people
are able to internalize the need
for change and transfer ideas
through social bonds. A leader’s
role is not to plan and direct
action, but to inspire and
empower belief.

Make no mistake. Values, if they
are to be anything more than
platitudes, always come with
costs. If you are unwilling to incur
those costs, then it isn’t
something you truly value.
Surviving Victory
In 2004 and 2005, I found myself
in the middle of Ukraine’s Orange
Revolution. At the heart of the
issue was a falsified election and
millions took to the streets to see
that the rightful president, Viktor
Yushchenko, was put in power.
Yet even though it was truly a
grassroots movement, its ethos
was top-down.

© Copyright, Greg Satell

About the Author

Greg Satell is an international
keynote speaker, adviser and
bestselling author of Cascades:
How to Create a Movement that
Drives Transformational Change. His
previous effort, Mapping
Innovation, was selected as one of
the best business books of 2017.

Co-ordinates

LinkedIn: LinkedIn profile
Twitter: @DigitalTonto
Website: www.digitaltonto.com/
and www.GregSatell.com

“In 2005 everybody just
disappeared and let Yushchenko
do what he wanted,” Vitaliy Sych,
editor of the popular news
magazine Novoye Vremya, told
me. “They thought he was some
kind of magician and things were
going to happen right away.” The
movement soon flamed out and
Ukraine descended once again
into chaos.
In 2013, a similar uprising, called
Euromaidan, erupted in Ukraine.
But this time, rather than
centered on any one person or
objective, the movement was
rooted in adopting European
values. While the country still
faces significant challenges,
democratic norms are no longer
in question. Its most recent
election saw a peaceful transfer of
power, rather than turmoil.
Irving Wladawsky-Berger made a
similar point about IBM’s historic
turnaround in the 1990s.
“Because the transformation was
about values first and technology
second, we were able to continue
to embrace those values as the
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Dr Lynda Shaw

How bosses should deal with redundancy well

Lockdown has massively impacted
our economy and a huge spike of
redundancies is expected to be just
around the corner. Anyone who has
previously experienced redundancy
knows how difficult this experience
is. Here are some tips for bosses on
how to handle redundancies as well
as possible:1. Be transparent about the
situation and the reasons.
Very clearly explain the
genuine business reasons for
the redundancy as it may help
your employee (s) accept the
decision with greater ease and
assist them when seeking new
work. The more clarity about
how, when, why and what
shape the redundancy will
take, the easier it will be for
the employee (s) and your
business.
2. Address all your team.
Even a single redundancy can
affect the entire team
including people may feel
anxious about their own job
security when they need not
be. Make sure you are open
and honestly communicating
and if there is a possibility of
future redundancies after an
initial round, let your team
know. Keep them informed
and up to date about the how
well the company is doing, and
make sure they know they can
come to you with any worries
or questions they may have.

3. Be authentic. Be careful
what you say and how you say
it. I know of businesses who
told their staff they have been
made redundant by email
whilst offering their sincere
heart-felt condolences. Mean
what you say and understand
this can be a life-changing
moment for your employee.
4. Be fair by making sure the
selection process has been
dealt with well. Consider the
strengths and flaws of every
staff member and ensure your
selection process is not
influenced by social factors
such as a staff member’s age
or gender. If you get it wrong
then you might unnecessarily
have to withdraw the
redundancy thereby putting
your employee through a lot
of anxiety. Make sure you
have made the right decisions
from the start.
5. Know your message well.
Any discomfort about the
situation may lead you to
deliver the news in a quick
and perfunctory way. Be
confident, understanding and
genuine when delivering the
news to your employee (s), so
they grasp that this is an
informed and well thought out
decision. Prepare some
answers to difficult potential
questions.
6. Deal with anxiety. Stress
and anxiety mean the stress

hormone cortisol suppresses
neurotransmitters, which can
impair memory, appetite,
sleep, motivation and much
more. Accept that things
might not feel ‘normal’ in the
office for a while as everyone
affected comes to terms with
the situation.
7. Prepare yourself to be
emotionally available. You
are giving upsetting news, and
you must prepare yourself for
a potentially emotional
response. Emotions can range
from anger, sadness or shock,
and it is vital you handle the
situation delicately. Remain
professional and calm without
being condescending.
8. Allow for privacy and
dignity. Ask your employee
how they would like to
manage the rest of their day,
would they like a private
space to compose themselves
and digest the information?
Or would they prefer to go
home and discuss options
with their family? Do not
discuss anything in front of
other employees and be as
discreet as possible to give
them the space they need.
9. Give them all the facts; let
them know about their
right to appeal. Employees
can appeal if they feel they
think they are being dismissed
unfairly. Offer them all the
information available when
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delivering the news. For
instance give them contact
details of people they can seek
advice from if they so wish.
10. Help with re-employment.
Handling redundancy well will
help you maintain a reputation
as a good employer. You have
a duty of care for all your
employees. Go through their
options with them, highlight
their key transferrable skills,
and offer some new career
path options. Explain that you
will assist them in their job
search if you can. Provide
some contacts who can aid
their job search when
possible.
© Copyright, Dr Lynda Shaw

About the Author

Dr Lynda Shaw is cognitive
neuroscientist and chartered
psychologist, a Forbes
contributor, an Associate Fellow
of the British Psychological
Society, a Fellow of the Royal
Society of Medicine, a Fellow of
the Professional Speakers
Association, as well as an
entrepreneur and author of adult
and children’s books.
Dr Shaw has lectured in
Psychology and Neuroscience at
various Universities in the UK
and conducted research on brain
function and impairment,
specialising in consciousness,
emotion and the effects of ageing.
She was honoured to receive the
Professional Speaking Award of
Excellence in October 2017, it is
the highest accolade for UK
speakers given by their peers.

Co-ordinates

Email: lynda@drlyndashaw.com
Web: www.drlyndashaw.com
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Michael Graber

Crisis as humanto-human
accelerant
There’s nothing like a good
crisis to make you refine your
values, and Covid-19 has
everyone taking stock of what
really matters in life.
No surprise what tops the list for
individuals: family, friends, safety,
and a sense of community. Many
people are rediscovering the joys
of homesteading arts, such as
gardening, canning, cooking,
playing music or board games,
while others create many digital
expressions through gaming, social
media, and fine art programs.
Yet, people are also more deeply
listening to one another, as the
longing for connection grows in a
Zoom world. This listening and
this longing are not lost on smart
companies. They understand that
behind this yearning is the human
will to help other people—and
this ethos calls for them to find
ways to be more compassionate
organizations for those who are
increasingly calling their coworkers their “work family” and
for those whom they create and
sell products and services.
A local distillery here in my
hometown of Memphis switched
gears and made 100s of gallons of
hand sanitizer for free use at local
Essential stores: grocery stores,
gas stations, etc. Restaurants are
flooded with huge catering orders
for healthcare workers on the
front lines of the crisis, paid for by
many small businesses who’s
employees are able to work from
home. A PPE company donates
masks to nurses. These are a few
examples of gratitude in action,
compassion.

But the real disruption is that
organizations realize they are not
a monolithic entity—and that
culture is very human. This
awakening in accelerating the
heart of the post-industrial world,
the emerging human-to-human
era. It’s an era led by compassion
and backed with helpful zeal.
© 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.
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
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Barry Urquhart

Communication, Punctuality, Productivity
Casualties of Coronavirus

Interestingly, the commercial traffic
on social media, phone-lines and
mass media is down appreciably,
because of COVID-19, and the
related lockdown of societies.

Being up close and personal,
literally and figuratively, is
imperative for one to maintain
relationships, influence,
understanding and presence.

The outcome seems counterintuitive. However, people in
isolation have been reluctant to
initiate contact.

SOCIAL DISTANCING
In commerce, marketing in
particular, distance is an alienating,
filtering and qualifying factor.

Each communication needs to be
supported and complemented by
infrastructure which enables
punctual and authorative
responses.
In these times of lock-downs and
self-isolation, remotely located
receptionists are transparent.

Inevitable consequences have
been – and will continue to be in
the immediate-term – widespread
and on-going declines in
transactions, revenues and profits.
Communications, together with
opportunism, are the foundations
of commerce. In the absence of
one or both, momentum,
relevance, resonance and impact
are lost. There is little distinction
between mass-media missives,
personal phone calls, social media
texts or individual visits. Each fulfil
important, differing, roles and is
worthy of investment – of money,
time, resources and people.

highest conversion ratios for
successful transaction closures.

Social media texts are bountiful,
but short. Their readership is
minimal. Their influence, even
less. There is little emotional
commitment for most recipients,
evidenced by a threefold increase
in product returns of merchandise
purchased online.
Phone calls are longer, but, in the
main, concise and truncated. The
channel is effective in initiating and
progressing proposals.
Appointments can be effected.
Endeavours to close sales and
transactions on the phone are less
successful.
Personal communications are
more labour-intensive and, on
average, take appreciably longer.
They typically record and have the

Offers for, and the need to
transmit messages to intended
and nominated decision-makers
involve time, filters, a lack of
direct and immediate access.
Limited responsiveness is
transparent to clients, customers
and callers.
Punctuality, productivity and
customer service suffer as a
consequence. Seamless, short,
open and free-flowing two-way
communication channels are out
of reach.
CHECK IT OUT
Many business leaders believe or
perceive the transition to remote,
home-based and isolated work
stations has been efficient – if not
effortless.
They are advised to
surreptitiously endeavour to make
contact with specific teammembers of their own business.
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The experience may well be
revealing and sobering.
Particularly when rated on the
pillars of commercial and
marketing fundamentals:
• Communications
• Punctuality
• Productivity

Andy Bounds

Many will realise they are falling
short of expectations and
aspirations.
© Copyright, Barry Urquhart

About the Author:

Barry Urquhart, Managing
Director, Marketing Focus, Perth,
is an inspiring speaker, author of
Australia’s top two selling books
on customer service and an
international consultant on
dynamic innovation and creativity.

Here’s a phrase I’m hearing
more and more:
“I’m not enjoying being at
home as much as I used to”
When I ask why, it’s clear people
don’t feel they’re ‘working from
HOME’. Instead, they’re ‘living in
WORK’.

Barry is author of six books,
including the two largest selling
publications on service excellence
in Australasia. He is a regular
commentator of consumer issues
on ABC radio, is featured on a
series of interview topics on
“Today Tonight” and contributes
articles to 47 magazines
throughout the world.

•
•
•
•

He is one of Australia’s most
active keynote speakers and is an
internationally recognised
authority on quality customer
service, consumer behaviour and
creative visual merchandising.
Marketing Focus is a Perth based
market research and strategic
planning practice. The firm and
Barry consult to multinational,
national and local entities in the
private sector and the public
sector. He is a former lecturer in
Marketing and Management at the
Curtin University of Technology
and has degrees in marketing,
political science and sociology.

•

Co-ordinates

Mail: 26 Central Road, Kalamunda,
Western Australia 6076
Tel - Office: 006 1089 257 1777
E-mail:
Urquhart@marketingfocus.net.au
Website:
www.marketingfocus.net.au

“I can’t get away from work”
“I wake up thinking about it”
“I do emails too late at night”
“I go to my office too early in
the morning”

Sound familiar?
If so, these will help:

•

•

•

NO-GO AREAS. Be clear
where/when you CAN’T
work. Not in Room X. Not
after Y pm. No phones in the
bedroom.
CREATE VARIETY.
Workplace life is varied – lots
of bustle and noise. This
doesn’t happen at home. So
build variety into your day.
Take breaks. Leave the room.
At the very least, stand-up
every hour!
DIARISE ‘HOME’. We always
do what’s in the diary! So
schedule ‘home time’ in the
diary! Then treat ‘home’ like
your most important
customer. Never bump it!
MEET MORE, SHORTER. We
need social interaction. So
meet more often, but for less
time. Replace the weekly onehour meeting with two halfweekly, half-hour ones.

Are you
‘working from
HOME’ or ‘living
in WORK’?
The better we work from HOME,
the better for us, our families and
colleagues.
Time for a change?
Action Point
Work from HOME. Don’t live in
WORK!
© 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
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E-mail: andy@andybounds.com
Web: www.andybounds.com/tips
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Geoffrey James

Warren Buffett says discounts
are for dummies Here are 3 things
customers value more than a low price even
(especially) during a pandemic.

It's a total myth that billionaires are
smarter than us mere mortals. I've
interviewed more than a few, and
believe me, when you get outside
their area of expertise, they're more
often wrong than right. (Elon Musk
bloviating about Artificial
Intelligence comes to mind.)
However, when you get inside a
billionaire's area of expertise,
they're worth listening to. When
it comes to pricing strategy,
Warren Buffett is an excellent
role model, because he is handson with pricing whilst dealing with
the companies in which has
invested.
According to a recent article in
Fortune magazine, Buffett has
historically tended to suggest his
companies, when responding to
competitive challenges, either
raise their prices or hold them
steady.
This is excellent advice to keep in
mind during any difficult economic
situation, a pandemic very much
included. (Needless to say, price
gouging during a pandemic is not
just immoral and wrong, it's brand
suicide, so don't even think about
it.)
Anyway, while discounting sounds
like a great way to drive sales,
especially when demand has
plummeted, it's almost always a
dumb move, even if you make it
clear the discount is a "one-time
deal." Here's why:
When you discount, you train
your customers to think of your
product or service as being worth
the discounted price rather than
the list price. Then, when you

charge your list price, they think
you're giving them a bad deal.
This is doubly true if you offer a
discount on the sly to a single
customer and the news gets
out...as it almost always will. Thus
when demand falls, the
courageous (and smarter) pricing
move is usually to hold steady.
The same is true when you're
faced with competitors
undercutting your price. Rather
than get into a price war, you're
better off keeping your price
stable and instead invest in the
three things that are more
important to customers than price:
1. Relationship. All things being
equal, most customers would
rather do business with their
friends rather than with
strangers. The same is true
even if things aren't equal,
btw. To build your
relationship power, invest in
your sales team and the tools
they need to connect with
your customers.
2. Convenience. Of all the
resources to which your
customer has access, the most
rare and valuable is time.
Therefore, if you make your
product easier to buy than the
competition, you can charge a
higher price than that
competition. Classic case:
Apple won a huge share of the
music market by making it
easier to buy a song than to
download it for free.

your competitors to imitate,
and 2) that you can convince
your customers to view as
uniquely valuable.
You may have noticed that the list
above is just another way of
expressing the three basics of
marketing: 1) customer relations,
2) channel development, and 3)
product strategy. Do these basics
right, and then, if your
competitors try to start a price
war, they'll just be shooting
themselves in the foot.

About the Author

Geoffrey is a contributing editor
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award-winning blog, Sales Source,
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3. Uniqueness. Finally, if your
product has something that
your competitors lack and
your customers want it badly,
they'll pay extra for it. The
challenge here is finding a
feature that's 1) difficult for
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Paul Sloane

Five foundations for building a
culture of Innovation

If you are trying to transform an
organisation which is sluggish and risk
averse into one which is innovative
and entrepreneurial then you have
taken on a massive task. One
approach is to use the Prosci
ADKAR Change Management
methodology as advocated by Jeffrey
Hiatt and Tim Creasey. It consists of
five key stages.
1. Awareness. It is critical for
the leader to communicate the
need for change and the
importance of the initiative. Not
once but over and over again.
Leaders at all levels must explain
very clearly why continuing the
way we are is not an
option. They must address this
question: ‘We are doing OK right
now so why do we need to take
risks and change things?’ Nokia
CEO, Stephen Elop, famously
wrote to employees saying ‘we
are all standing on a burning
platform.’ The leader must make
people aware when, how and why
this change is necessary and show
that the whole executive team is
committed to making it happen.
2. Desire. The leader has to
awaken desire in individuals for
the challenge of innovation. Not
everyone will react
enthusiastically but to seed
innovation you need a good
number of evangelists, lateral
thinkers and experimenters.
These people have to be
encouraged and empowered.
How can their desire be
developed? Some people are
motivated by the challenge, some
by recognition and praise, some
by monetary reward. Smart
managers understand the differing

motivations of their individual
reports.

fad. They will revert to business
as usual.

3. Knowledge. People need to
know why we need to innovate.
They need to know what areas
need innovation. They also need
to know how to innovate. What
does a good innovation look
like? Do we prioritise new
products, services, cost savings or
productivity improvements? What
software platforms are we going
to operate and how will we use
them? How can we facilitate
effective brainstorm sessions? We
have to teach people how to
innovate.

The Prosci Adkar Model is
explained in the book Change
Management by Jeffrey Hiatt and
Timothy Creasey.

You train people for other soft
skills so why not train them to
think laterally, to experiment and
to implement ideas?
4. Ability. You do not get
innovation for free. You have to
allocate time, people and money.
Innovation needs high level
sponsors who are actively
engaged in innovation projects.
They have to ensure the
resources are in place and the
inevitable roadblocks are
overcome. The organisation has
to develop appropriate approval
processes, stage-gates and
minimum viable products. It has to
develop the ability to innovate.
5. Reinforcement. Simply
broadcasting the intent to change
the culture is not enough. The
message needs constant
reinforcement. There will be early
setbacks and failures. These have
to be treated as learning
opportunities. Unless their is
constant reinforcement of the
message people will see the
initiative as another passing

© Copyright, Paul Sloane
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Professor Colin Coulson-Thomas

Navigating risks and opportunities in a volatile
world

Our topic here is ‘navigating risks and
opportunities in a volatile world’.
During most of my lifetime much of
the world has been volatile. There
have been wars, dramatic political
developments, unexpected events
and many false dawns.
Today we face shared challenges
such as global warming and
climate change. To tackle them
we need initiative, innovation,
enterprise and entrepreneurship
which all involve risk.
Most of the risks I have prepared
for did not happen and I have seen
a succession of organizations take
the wrong turn and miss golden
opportunities.
Some directors fear the worst
while hoping for the best.
Welcome developments
sometimes take them by surprise.
Entrepreneurs often create their
own luck by being in the right
place at the right time. They have
a go while others go home or go
back to their normal routines.
Many large company directors are
not natural entrepreneurs. Some
are risk averse.

I do meet directors who are
positive, economical and
supportive of business
development. They are allies of
entrepreneurs, complementing
them and helping them to achieve
their visions. They mention
opportunities more often than
risks.
Others are different. They focus
on risk, compliance and
conformance. Codes once
regarded as helpful guides often
become prescriptive ‘straight
jackets’.
Directors can be a barrier to
enterprise and entrepreneurship.
They may have a negative view of
risk. They might view all or most
opportunities as risks. Some don’t
even look for opportunities
associated with the risks they
discuss.
Some directors are neither
economical nor positive. When
you interview for a board
appointment, what are candidates
concerned about - your vision for
a company, or their remuneration,
directors’ liability insurance and
compensation in the event of a
takeover?
When risks and opportunities
emerge, do they think about the
implications for themselves before
implications for a company?

For over 40 years I have been
involved with bodies that put the
case for company directors, stress
their importance and try to
support them.
How objective are we about our
own community? How do others
see us? Do they trust us to tackle
issues that concern them, or do
they see us as part of the
problem? Do they regard us as a
risk rather than an opportunity?
For some companies, their
directors are their biggest source
of risk. Most UK high streets have
boarded up shops. Retail store
chains have folded like nine pins.
Some died after boards approved
long leases on retail premises as if
on-line shopping did not exist.
Familiar refrains when corporate
collapses and scandals occur are:
where were the directors or
where were the auditors?
What about the professionals
who advised on the creation,
packaging, marketing, valuation
and reporting of the financial
instruments that were time
bombs waiting to explode and
which in 2007-8 almost brought
down the international financial
system?
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How many directors understood
them and what would happen if
the US property market cooled?
If they seemed too good to be
true and generated gravity defying
levels of executive bonuses, why
didn’t more directors ask about
them?
Regulations increase and become
tighter. More people are recruited
to governance, compliance and
risk management roles With so
much effort and cost devoted to
these areas, why are so many
people uncertain and insecure?
We should take a hard look at
ourselves. When navigating risks
and opportunities many boards
create unwelcome risks and avoid
promising opportunities.
Directors serve on the boards of
companies that pollute the
environment, contribute to global
warming and prejudice our health
and futures.
Many directors are slow to
exploit opportunities, yet quick to
ignore or oppose them. Are
opportunities blocked because of
reluctance to change, or because
they challenge a vested interest or
have been proposed by a rival?
Some directors would make
fantastic full backs. They would
prevent anything promising from
getting through. They might even
move the goal posts?
Solid citizens sitting as nonexecutive directors on corporate
boards sometimes equate
challenge with opposition to
almost any risk. They support
compliance with requirements
that may be out-of-date or
inappropriate.
Policies and guidelines that once
seemed sensible but need review
can prevent progress when
directors treat them as tablets of
stone.
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Boards should address risks
relating to their own activities and
practices, such as the risks of
inadequate thought, understanding
and decision making.
We should be alert to risks to key
relationships, risks of
inappropriate business models,
structures and processes and risks
of outdated purposes, priorities,
values and performance measures.
There are compliance, accounting
and reporting risks. There are
ethical and reputational risks and
risks of missed opportunities.
There are shared risks and
opportunities in relation to
technologies, the environment
and climate change.
Some boards overlook the extent
to which issues are inter-related
and different corporate objectives
and initiatives conflict with each
other.
These risks may not be the ‘usual
suspects’ on many risk registers.
Addressing them can be essential
for responsible decision making
and for resilience, ethical conduct
and sustainability.
Outside boardrooms and head
offices, issues, concerns and
priorities are changing. Risks
relating to new technologies and
cyber security evolve.
There are new threats within
traditional categories of risk.
Physical assets may be destroyed
by extreme weather events rather
than be stolen or deteriorate.
Some risks may no longer be
insurable at an affordable cost.
They might need to be carried
and steps taken to mitigate or
reduce them and crawl out or
recover should they crystalize.

Risk management should support
responsible decision making. It
should encourage rather than
inhibit the flexibility, openness and
innovation required for enterprise
resilience and responsible conduct
in the face of evolving challenges
and potential opportunities.
Please do not let your approach
to risk management get in the way
of what needs to be done.
© Copyright, Prof. Colin CoulsonThomas
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Before acting, directors should
think through the implications of
board decisions and the
consequences of corporate
activities.
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Dimis Michaelides

“I think, therefore I am”… said the
machine to the stunned humans
She didn’t actually say it like that. She
might have asked “to be or not to
be?” and insisted that “that is the
question”. In any case, machines are
already up to asking profound
existential questions.
On 11th February 2019 a very
unusual event marked the latest
man-versus-machine challenge: a
debate on whether we should
subsidize pre-schools or not. In a
quite unique public gathering
attended by hundreds of people,
IBM’s female-voiced AI system,
formally known as Project
Debater but lovingly nicknamed
Miss Debater, opposed Harish
Natarajan, a debating champion of
international renown.
The human won, this time. What
stole the show though was the
sophistication of the debate and the
outstanding argumentation of both
contestants – see highlights
https://www.youtube.com/watch?v=
nJXcFtY9cWY – and the apparent
humanity of Miss Debater.
Debating requires expert and
general knowledge, reasoning,
creative thinking, eloquent
expression and the skilful appeal
to emotions, all skills once
considered unattainable by
machines. No longer. In this case
both the computer and its
adversary showed ample evidence
of mastering these competencies.
Interestingly Natarajan was
expecting emotional arguments
from Miss Debater and it was his
readiness to address these with
spontaneity that helped him win. I
am sure she has learnt from this
and she is probably thinking about
how to outdo her opponent next
time.

Earlier milestones of human vs
machine contests include the famous
1997 chess match in which IBM’s
computer system Deep Blue beat
Gary Kasparov, a chess
grandmaster. In 2011 IBM’s Watson
supercomputer defeated two
record-winning contestants in
Jeopardy, a general knowledge quiz.
And in 2016 Alphabet’s AlphaGo
famously proved artificial intelligence
can master the ancient and intricate
game of Go by beating the world
champion in a set of five games. The
machine had learnt to play and had
developed many creative new moves
on its own.
Machines did not beat humans at
chess, Jeopardy and Go the first
time round, indeed they learnt to
win after having fought many losing
battles. If AI can one day master
complex philosophical reasoning,
might that be the right moment to
tell the likes of Zenon, Socrates and
Descartes to get a real job?
Besides excelling in pure reason, it is
becoming clear that superstar
machines can really learn to display
and manage emotions and be
amazingly creative, faculties hitherto
monopolized by humans. DeepMind,
the company that designed
AlphaGo, argue that their products
are already doing this.
Artificial Intelligence is entering our
lives in myriads of different ways,
influencing sectors as diverse as
transport, health, entertainment,
politics and war. As we move from
AI in fiction to AI in reality, there
will be intended and unintended
outcomes, so it is not too soon to
consider the ethical and social
dimensions of AI. A lawless AI
future is frightening and potentially
catastrophic. DeepMind, has already
set up a new research unit,
DeepMind Ethics & Society. Their
goal is to fund research on privacy,
transparency, fairness, economic

impact, governance and
accountability and managing AI risk.
For those of us whose dreams of
radical innovation and digital
transformation have stumbled upon
obstinate people with unbending
mindsets, AI will be a big bonus.
Expect intelligent machines which,
through their own learning, will be
able to change themselves, at a
much faster pace than those
awkward humans.
Expect existential issues to troll and
pollute our innocent debates on the
value of innovation and
entrepreneurship for mankind.
Expect arguments denying that we
exist just because we think –
because not all machines will be
Cartesian.
And expect to be questioned by the
ghost of a somewhat deranged
prince on whether you should be or
not be – because some machines are
bound to be Shakespearean.
© Copyright, Dimis Michaelides
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Tamara Ghandour

3 reasons why your brainstorms
suck

Brainstorms are important and an
easy way to get everybody together
to collaborate, discuss, debate, and
ultimately, innovate. But sometimes,
you come out of them feeling as if
you didn’t get the ideas that you
needed, or that the same ideas were
being rehashed, or that it was a
complete waste of time. So, why do
your brainstorms suck, and how can
you overcome that?
Reason #1: Brainstorm
exercises lack intention
Most brainstorms aren’t really
brainstorms – they’re arts and
crafts sessions with icebreaker
exercises. Interaction, fun
exercises, and engagement are
important in a brainstorm.
However, if the activities you’re
doing during your brainstorm
sessions are just for fun, but don’t
connect to the problems you’re
trying to solve and aren’t relevant,
nobody is going to participate. In
these kinds of brainstorms that
are just a bunch of fun exercises
with no purpose, people tend to
tune out and disengage, because
while fun is great, they can’t see
the point of the exercise.
When you think about leading
your next brainstorm, it’s not
enough to think about how to
make it engaging and interactive.
You also need to think about how
to create exercises that have a
purpose. The exercises need to
make people think, help them
connect in new ways, and create
new paths for ideas.
Be purposeful and intentional with
your exercises. Ensure that you
can correlate them directly to the
task at hand, not just “for fun”.
Putting thought into your

exercises and brainstorm activities
takes a little bit more effort, but it
is absolutely worth it.

leveraging all the different
strengths that everyone brings to
the table.

Reason #2: Brainstorms
discuss people, not ideas
A huge challenge in brainstorming
is that we accidentally end up
discussing and debating people
instead of ideas. In a
brainstorming session, we often
associate the ideas with the
people who came up with them,
and this makes the process too
personal. It makes people feel like
they personally are being
discussed, rather than
constructively debating the idea
itself.

In order to capitalize on all the
different types of innovators in
the room, we have to build the
agenda of the brainstorm in a way
that speaks to different types of
people. We might include
reflection time, talking time, small
group discussions, large group
discussions and a variety of other
exercises to tap into the different
types of people.

A very simple solution to this is,
instead of having people say their
ideas out loud, have them write
their ideas on sticky notes and put
them up on a wall. This way, the
ideas are brought to the front and
center of the discussion. The
focus then shifts to the content,
and the ideas, not the people.
In my experience, when we
debate and discuss ideas, rather
than the people who came up
with them, it’s much easier to get
to the right solutions, see the
opportunities, and fill the gaps.
Putting the spotlight on the ideas
means we’re able to have real,
honest discussions about the
ideas, and not get derailed by
discussing the people behind
them.
Reason #3: Brainstorms only
cater to one type of person
Every team or organization is
made up of different types of
people, yet our brainstorms are
often designed to cater to just
one type of person or style of
thinking. This means we’re not

The truth is, we have to design
our brainstorms to be more
dynamic. There’s a reason why we
want diversity in background and
thinking on our teams. But it’s
more than just having them on
our teams. We need to create
brainstorms that leverage them
and tap into their strengths by
bringing in a variety of tools and
resources that speak to each
different type of innovator.
Bonus: Innovation doesn’t
happen out of nowhere
The underlying reason why
brainstorms really suck is because
people are often expected to
innovate out of nowhere. They’re
expected to just keep their heads
down and not even think about
innovation in their day-to-day
work, and then to produce
creative and innovative ideas
when they’re thrown together in
a room at 3pm with scented
markers and blank easel pads.
That’s an unrealistic expectation,
and a key reason why brainstorms
suck.
If you want your brainstorms to
succeed at the times when you do
bring people together to
collaborate, you have to allow
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people to innovate outside these
sessions, while they’re actually
doing the work. Allowing people
to innovate and prioritizing
innovation outside the brainstorm
will help generate more
innovation during the brainstorm.
People will come prepared with
fresh perspectives, ideas and
challenges that they’d have been
contemplating already.
Here’s the thing: brainstorms can
be powerful, and we do need to
bring people together, but we
need to do it in a way that works.
By using brainstorm activities that
have an objective attached to
them, debating ideas instead of
people, building brainstorms that
tap into the varied styles of
thinking, and allowing people to
innovate beyond just the time
allocated for it, we can have more
productive and fruitful
brainstorms that help us innovate,
and win.
© Copyright, Tamara Ghandour
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Sunil Bali

Confucius was a
daydream believer…
"All your dreams are made,
when you’re chained to the
mirror and the razor blade,"
sang rock star, philosopher
and Ivor Novello awardwinning songwriter Noel
Gallagher.
When asked where his creativity
comes from, Gallagher replied, "In
the Church of Gallagher I have a
commandment which I never
break, "Though shalt not get up
before 10am." And when I do get
up, I take ages in the bathroom,
not preening myself, but
daydreaming in front of the
mirror, or in the shower. Most of
my best ideas come to me around
10:30am in the bathroom while
I’m shaving or having a shower."
Gallagher’s non-active action,
reconciles with the Taoist
principles of,
• Wu Wei – effortless effort,
and
• Ziran – natural, innate
creativity brought forth by an
uncluttered mind.

Who would have thought that
Confucius and Noel Gallagher
would both be Daydream
Believers (3 min music video of
The Monkees)
© Copyright, Sunil Bali
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more daydreaming results in
higher dopamine levels and new
patterns of thought, both of which
enhance creativity.
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Confucius was an ardent advocate
of spontaneous creativity
produced by what he called, the
"tortoise mind." This has been
backed up my research at Harvard
which shows that less thinking and
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Tom Koulopoulos

Harvard study reveals one
exercise that predicts 96% lower
cardiovascular risk
In less than 10 minutes you can gauge
your risk of a heart disease or a
cardiac event by doing this exercise.
Cardiovascular diseases rank as
the number cause of death
worldwide. And while it’s well
known that even moderate
exercise can significantly lower
cardiovascular risk, diagnosing
that risk has often involved
numerous expensive clinical tests.
I’ve written in the past about
exercises that can predict
longevity, but never ones that
come out of a thoroughly
researched study.
So, what if there was one simple
test that you could do anywhere,
even right now, that would
predict your risk?
Well, according to a study
sponsored by the National
Institute for Occupational Safety
and Health and peer reviewed by
researchers at the Harvard T.H.
Chan School of Public Health,
there is an amazingly accurate
marker that can predict a 96%
lower risk of a cardiovascular
disease event (CDV).

The recently published study
shows that men who were “able
to complete more than 40
consecutive push-ups had a 96%
reduction in the incident of CVD
events compared with those
completing fewer than 10 pushups.
Push-ups have always been one of
my go to exercises. They give me
an amazingly accurate read of just
how in shape I am. I’ve been doing
them since I was a kid and it never
fails that the number of push-ups I
can do is directly related to how
good I feel overall, my level of
conditioning, and my ability to do
virtually any other exercise.
I’ll even go so far as to say that my
state of mind and emotional wellbeing are just as tightly linked to
how many push-ups I can do.
Knowing I’m able to keep cranking
out more push-ups as I get older
simply gives me a sense of
satisfaction and accomplishment
that cascades into everything else
I’m doing.
Nowhere is that more obvious
than my ability to have clarity and
focus on the job. That’s especially
true when job pressure is
stressful. In fact, one of the
criteria for the study was to use
gainfully employed males. And
these men all had the especially
stressful job of being first
responders. The authors even
point to this as a factor worth
further consideration in future
studies. If you think the
connection is a bit strained, I’d ask
you to try an experiment and
knock out a few push-ups in your
office as a break during times
when you feel stressed, are
making a tough decision, or
before an important meeting.
There’s an unavoidably critical

connection between our sense of
physical wellbeing and our mental
wellbeing.
While I always regarded push-ups
as a benchmark for my physical
and mental health, I had never
considered that they were also so
closely related to my overall risk
factor for cardiovascular disease.
As with any study of this sort the
authors point out that what they
identified was a statistical
correlation and not a cause and
effect. In other words, don’t go
popping a shoulder socket by
cranking out 41 push-ups just so
that you can rationalize downing a
Supersized Whopper meal.
Push-ups are only one indicator of
what’s going on with your
cardiovascular system and your
overall health. Still, they are a very
good statistical indicator.
In fact, according to the study,
even being able to “perform 11 or
more push-ups at baseline had
significantly reduced risk of
subsequent CVD events.”
Unfortunately, the study was
conducted on a group of male
firefighters and did not include
women. In addition, these were
individuals who were all relatively
active and employed. Which
means that being a couch potato
all day and then straining to do 11
push-ups likely doesn’t mean
much (and I’m being generous
using the word “likely” in the last
sentence).
None the less, this is good news if
you are reasonably active and able
to do more than 11 consecutive
push-ups your CDV risk is already
lower than men who can’t. If you
do work out regularly, aren’t
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sedentary, and can knock of 40+
consecutive push-ups then it’s
great news when it comes to your
cardiovascular risk.
Note that these are push-ups that
are done consecutively. According
to the study, participants had to
do the push-ups “in time with a
metronome set at 80 beats per
minute. Clinic staff counted the
number of push-ups completed
until the participant reached 80,
missed 3 or more beats of the
metronome, or stopped owing to
exhaustion or other symptoms
(dizziness, lightheadedness, chest
pain, or shortness of breath).”
That means you need to be able
to complete all 41 push-ups in just
over 60 seconds.
We shouldn’t be all that surprised.
These findings are consistent with
what we’ve all known for some
time, being physically fit has
irrefutable benefits to long-term
health and longevity.
So, if you’re a male between the
ages of 21-66, you know what to
do now, right?
That’s right. Drop and give me 41!
And, of course, I don’t need to
tell you (but I will) that before
starting any exercise regiment, or
considering its benefits, you
should consult with your doctor
or a qualified health professional.
This article originally appeared on
Innovation Excellence:
www.innovationexcellence.com/b
log/2019/09/20/harvard-studyreveals-one-exercise-thatpredicts-96-lower-cardiovascularrisk
© Copyright, Tom Koulopoulos
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Mike Greene

Why you should first
seek to understand
— before trying to be
understood
People really don't listen.
People are just either not that
interested in what you're
saying, or they are too focused
on their own agenda. It's
ridiculous to see two people
acting like they can’t really hear
each other — by choice.
In "The Significance Principle", authors
Les Carter and Jim Underwood
posit that we should listen past
where the other person has finished.
We should even pause before
answering. Let them get their point,
their story, their compliment, and
even their criticism out. Completely.
SEE ALSO: How to drive
performance by chasing new goals
Then, before preparing your
response, ask more about what
they said. Get engaged.
Understand what and why.
Stephen Covey defines this as the
fifth habit in his bestselling book,
"7 Habits of Highly Effective People."
It's critical: Seek first to
understand, then to be
understood.
Seeking real understanding affirms
the other person and what they
have to say. That's what they
want. That's what we all want —
to be understood, valued and
affirmed.

be more likely to reciprocate.
Others learn the habit through
our example.
Do you want to be a better
leader, salesperson, parent,
spouse or friend? Be a better
listener. Let’s avoid the habit of
collective monologue by really
listening — with the intent of
understanding, appreciating, and
affirming.
The ability to hear is a gift. The
willingness to listen is a choice.
The article appeared here.
© Copyright, Mike Greene
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What if you seek to understand
but others don't?
Two things come to mind. One
person truly listening is generally
better than none. More
important, one person listening
generally leads to two people
listening. Let’s be honest, if I
honour you with my ears, you’ll
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Amy Vetter

Should you—or shouldn’t you? Learn
how to be a stronger decision maker
Just as with life, business is a constant
barrage of decision making. Should
you hire that person? Should you
launch this project? Should you
expand? Cut back?
To make it even more stressful,
your decisions often can have
serious consequences on your
business that can weigh on
you. What if you make the wrong
choice? Should you wait? The
uncertainty can drive you crazy.
You can't avoid decision making, and
you can be sure you will not always
make the right one, but that is part
of doing business. Still, you should
work to improve your decisionmaking process, just like you would
any other business skill.
Here are five strategies to help you
be more confident and more
decisive for every type of decision
you have to make.
1. Trust your gut.
One of the best unwritten rules in
business is to always trust your gut.
In fact, ongoing research has
suggested that our gut acts like
a second brain in the body, so if
something doesn't "feel" right, it's
probably not the right move.
There have been many times where
I have gone against my gut and have
been sorry later. In my early years,
even if I felt something was off, I
thought I could change or overcome
it. However, I have learned not to
make quick decisions about potential
partnerships or business offerings,
and instead to give myself more time
to see how it feels.
2. Think big picture.
A July 2018 study led by scientists
from The Ohio State University
found that people tend to make the
most efficient decision-the one that
results in the greatest overall value
for everyone involved-when they

look at the "big picture." This means
that you step back and examine the
hypothetical impact of the decision
in the future. How will it affect your
business six months or a year from
now? Will it change how your team
operates, or how you work with
clients?
The key is not to make a decision
where the only viable outcome
can be measured in the short
term. Sometimes we get so
ingrained in the day-to-day work,
we lose sight of the long-term
objective. It's important to not
always work in the business, but
rather on the business.
3. Pretend you are advising a
friend.
We are great at giving advice to
others, but not ourselves. When
faced with a tough choice, assume
a friend is asking for your insight.
What would you say to him or
her and why? What specific
reasons would you give that
would support your
recommendation? When you do
this, you remove any emotions
that may cloud your judgment.
This approach can also work the
other way--seek out the advice
from a trusted friend or business
colleague.
I often visit with one of my best
friends, who is also an
entrepreneur, to share our daily
business issues, talk about big
picture decisions we each face,
and bounce ideas off one another.
For me, getting this level of insight
and outside perspective from
someone I trust helps bring up
questions and solutions I would
never consider.
4. Limit the amount of
information.
It's common to think that the more
information you have, the better
decision you can make. However, too
much data and details can actually
make the decision-making process
tougher and create "paralysis analysis."

You either end up with information
not related to the decision, or you
miss vital info because you sift
through too much research.
It's a delicate balance between too
much and not enough, but I've found
that more is not always better.
Instead, limit yourself to no more than
three types of any information you
need. For instance, three of the most
recent studies or competitive market
research, and three opinions from
inside and outside your business.
5. Create a visual.
Some people are more visual in their
thinking process and can benefit from
painting a picture of their decision
choices. I like to go through a process
called creating a SWOT- Strengths,
Weaknesses, Opportunities, and
Threats. This is something I often do
with my staff or confidants to get their
insight as well.
No matter what your business, you
always will need to make decisions so
your business can keep operating and
growing. Some are easier to make
than others, but instead of dreading
them or putting them off, use them as
an opportunity to become a better
decision maker. Everyone has their
own approach to how they make
decisions, so find what works best for
you. It may be the best decision you
ever make.
© Copyright, Amy Vetter
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Soren Kaplan

Want a high-performing team? Try
the OGSM model. The OGSM model
(Objectives, Goals, Strategies, and Measures) can help teams
get on the same page and moving in the right direction.
For the past 25 years, I've worked
with hundreds of groups across
dozens of big companies and
startups. One thing's consistent:
everyone works in teams, and the
ultimate success of any organization
relies on the overall effectiveness of
the teams within it.
That's why universities like
Harvard and companies like
Google have spent years studying
different types of teams to identify
the common success factors. As a
result, there are several widely
accepted "principles" for leading
effective teams like providing clear
roles and responsibilities, building
trust, and ensuring dependability
through accountability.
But in my experience, things get
muddy when it comes to just how
you do all this. There's no one
right tool, right model, or right
process that's recognized as the
silver bullet. So, what do you do if
you're leading a team and want to
ensure it's as effective as possible?
When I work with executives, I
always recommend helping their
teams get clear on what they want
to achieve, why, how, and how
they'll know they've accomplished
it. Said another way, you need to
define your overall objective,
determine what goals are needed
to realize it, understand the
strategies needed to achieve each
goal, and then define quantifiable
success metrics to keep everyone
focused.
One model for doing exactly that
is the OGSM framework. OGSM
is an acronym that stands for
Objectives, Goals, Strategies, and
Measures.

Here's a template avaliable
to download and modify to build
out your own OGSM
approach. The template includes
the following sections, organized
by what needs to be defined by
your team, including the order in
which they should be completed:
Objectives
Clearly define the team's overall
objective, which should be linked
to the team's ultimate purpose.
For example: Create an engaging
customer experience that drives
repeat sales.
Goals
Break-down the objective into
smaller, more attainable goals.
Each goal should be defined in a
way that it can be clearly tracked
and recorded. For example:
Update website to include useful
content that enhances the customer
experience.
Strategies
Create strategies to accomplish
each goal by considering what it
will take to achieve the goal, your
available resources, and your
timeline. For example: Use articles
to engage customers in learning
about new technologies, including our
products.
Measures
Define specific, quantifiable
metrics that allow you to
compare where you are today
with what you will achieve in your
defined time frame. For example:
Write six new articles this quarter to
publish on our website and promote
through social media.
This template comes from
upBOARD, a company I co-founded
that's building online business
process apps like this, and we've
found that it's a helpful tool to keep
things organized. You can modify

the template to suit your specific
team's focus.
Additionaly, create a cadence where
you revisit your templates regularly
as a team- weekly, monthly, or
quarterly- to discuss your progress.
Adjust your objectives and strategies
as needed so you remain agile.
Create a new set of templates
quarterly or annually as part of your
overall strategic planning process.
Effective teams know what
everyone's working on, why they're
doing it in the first place, and how
they'll measure success. It's not
rocket science, but it can be hard to
do. The OGSM framework is one
simple way to make your team a
great one.
© Copyright, Soren Kaplan
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Mukesh Gupta

How to come out stronger and
ready to thrive post crisis
Premise
We are already seeing a lot of signals
in the economy of the upcoming
tectonic shifts and the ripples that
they will cause.
We have a record number of
publicly listed companies in the US
deciding not to give out dividends
so that they can conserve cash.
We’ve seen announcements from
large firms indicating that the
majority of their workforce will
now work from home
permanently.
We have seen businesses starting
to cut salaries (and in some cases
not pay any salary at all).
We have seen massive amounts of
people losing their jobs (in the
US) and by all counts, expect a lot
more to lose their jobs before we
are done with the impact of this
pandemic.
We also see some large
businesses cut their marketing
spends significantly, some new
business models being explored in
desperation and finding great
successes there as well.
Given this scenario, every one of
us, irrespective of whether we are
an entrepreneur, a senior
manager in a corporate, a
frontline staff at a retail outlet or
an individual, need to take a pause
and think about how are we going
to deal with this scenario and
come out stronger.
So, here are a few things that I am
doing (and my thinking behind it)
to come out stronger.
1. Ensure Survival
2. Plan your Revival
3. Thrive

Lets look at each one of them in
detail.
Ensuring survival
The first things first. We need to
survive before we can thrive. So,
we do everything that we can to
survive the crisis, in three very
important ways.
Physical
I know from experience that
working from home can become
too busy and before you know it,
your calendars can get booked for
calls and meetings.
In addition, being at home with
east access to snacks and food can
become a double whammy. You
eat a lot more and exercise a lot
less. So it is important to block off
time on our calendars for exercise
and stick to these appointments
just like we would honor any
other blocks on our calendars.
Also, it is important to have a
clear demarcation of start of work
and end of work. For me, I get
ready and put on my work clothes
to indicate the start of work. I
shut down my laptop, clean my
desk and change into some comfy
pajamas to indicate the end of
work.
Emotional
For most of us, this would be the
first experience of living with our
loved one’s in such close
proximity for such a prolonged
period of time. For some, this
could potentially the loneliest time
as they live alone in a strange city.
For some, with little children or
aging parents, things could get
really busy and stressful.

It is important to realize that
these are extra ordinary times
and understand that it is stressful
for all involved. It is important to
talk to each other about the
schedules and set the right
expectations.
It is a good idea to have a
schedule for everything – on a
family calendar, made visible
clearly in a central area (maybe on
the refrigerator), so that everyone
knows about the schedule and can
plan accordingly.
If you think you need some
emotional support, reach out to
your partner, friend or even seek
professional help. In these days,
we are seeing a lot of counsellors
doing online counselling as well. It
is important to take care of your
emotional well-being.
Financial
There is a lot of talk about how
this pandemic and the resulting
lockdown will be followed by a
financial crisis, which could
potentially last for a long time.
No one knows how quickly
businesses can recover.
What we all know for certain is
that most businesses today will be
struggling for cash flow issues and
will also be looking for ways to
survive. In order to do so, some
might cut expenses, some might
let people go, some might cut
salaries.
So, in any case, we need to be
prudent to ensure that we do the
same. Most investments would be
giving negative returns. So, it is
important that we as individuals
also need to make some prudent
financial decisions.
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We need cut any unnecessary
expenses. We need to postpone
any expense that we can.
Whatever we do, we need to
ensure that we have enough
financial resources to tide us
through the crisis (which could
potentially last a year, if not
longer).
Plan your Revival
Once we have taken care of our
survival, it is time for us to take a
pause and think about our lives. It
is times like this that allows us the
opportunities to relook at where
we are in our lives and decide if
continuing on the same path that
brought us here is the right path
going forward or do we need to
make course corrections.
Personally, I know that there
needs to be a course correction
in my life for sure. In most cases,
we don’t live our lives
deliberately. We just flow with
the current and reach wherever
the current takes us.
Times like these give us the
opportunity to change this and
become deliberate about how we
want to lead our lives. This might
mean many different things to
different people.
Some of you might already be
living a deliberate life – kudos to
you and continue along. Some of
us (including me) need to start
living deliberately and create the
future that we want. So, it is time
for us to make the choices (some
of them could be tough one’s)
that we need to make to change
our course of lives.
Decide
This is when we decide what our
future course of action needs to
be and act upon these decisions. If
the decisions require us to change
our course of action, understand
that this change might not be easy.
There are many things that we
need to consider, including our
financial health, before we make
any significant change. I believe we
need to have 6 different aspects of
life that we need to consider and
decide about.
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Physical Health: Irrespective of
anything else that we decide, we
need to take care of our physical
health. We should eat healthy,
exercise, drink healthy and stay
healthy. Physical health is the
foundation on which we build our
lives.
Emotional Health: Humans as a
species are emotional creatures.
So, we need to take care of our
emotional well being. What this
means is that we need to have a
healthy relationship with our
emotions and feelings. We also
need to build our capacity for
empathy and be able to recognize
and deal with other people’s
emotions and feelings as well.
Intellectual Health: As a
species we are a curious lot. This
is how we have come to dominate
this earth and continue to learn
and adapt to everything that life
throws at us. So, it is important
that we continue to be curious
and continue to learn new things
to keep our intellectual growth
healthy.
Fiscal Health: It is also time for
us to look at our fiscal habits and
decide which one’s need to
change and which one’s we need
to change. Crisis like this also
come with great opportunity to
invest.
So, if you have excess cash to
invest, look at good potential
investment opportunities and
invest wisely.
Creative Health: As a species,
we are also hard wired to create.
It could be as simple as cooking a
new dish to taking on a challenge
that you were tagged on in a
social media platform, like the Ice
Bucket Challenge.
Every one of us needs to create
for us to feel good about
ourselves. It could be as simple or
as complicated (as writing a book
or making a movie). We know
what our interests are. Find ways
to continually create.
Social Health: We are social
animals. The fact that the social
distancing (or as people call it
physical distancing) has actually
brought people together like no

other time tells a lot about our
species.
So, take an inventory of your
social circles and the people that
you have in them. Decide if this is
what you want or if there is a
need to move some people out of
your social circles or include a
few others that you think will
bring in a lot of joy and happiness
to your lives.
Thrive
Changing our behavior is not easy.
Anyone who has ever tried to
create a new habit or stop an
existing habit can vouch for that.
So, before you can thrive, we
need to build the capacity for
change. There are a quite a few
models that we can use for us to
build this capacity for change. I
have written a book about this in
which I talk about the different
mindsets and skills that we can
use to build this capacity to thrive
(You can order the book here).
However, the simplest model that
I have found is the BJ Fogg
Behaviour change model created
by the Stanford professor BJ Fogg.
The model can be explained by a
simple equation:
B {Behaviour} = [M
{Motivation} * A
{Ability} * P
{Prompts}] ^
C{Celebrate}
(emphasis is mine)
What this equation simply means
is that when you are trying to
change a habit or build a new
habit, we need to make it
absolutely easy to do (break it
down to its barest minimum),
which will mean that we don’t
need high levels of motivation to
do them and install prompts that
remind us to do the action.
Let’s say, we want to create a
habit of exercising every day. The
equation or the model says that
instead of setting a goal that we
will exercise for 30 mins everyday,
just set yourselves the goal of
wearing your exercise dress
everyday, right after you brush
your teeth. That’s it. Then every
time you do this simple action,
you celebrate in your own way.
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What you will realise is that once
you have your exercise dress on
and having celebrated the action,
you might decide to exercise
anyways. This is a cause for bonus
celebration. These celebrations
release the harmones that make
us happy and reinforces our
motivation to do the action.

Important Notice
© Copyright 2020, Martin Pollins, All Rights
Reserved
This publication is published by Bizezia
Limited. 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

Start with the most important
area of your live, which requires
the most amount of change and
then move through the different
areas. Start small, stay simple and
build your muscle and capacity for
personal change.

Some images in this publication 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.

In conclusion
Once we do this, not only have
we ensured our survival but at the
same time we are also building the
capacity to evolve in a way that
will allow us to thrive (in any given
environment) and on our terms.

Articles and information contained herein are
published without responsibility by us, 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
publication 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.

When the crisis is gone (this too
shall pass), you will find that you
have come out of the crisis
stronger and with all the right
foundations that will allow you to
thrive in the improved micro and
macro environment that always
follows a crisis.
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Zoom and Beyond
One (of the many) things we have all become more aware of during the lockdown is video
conferencing or video calling. It’s great for keeping in touch with our loved ones as well as
providing a way for clubs and associations to operate and communicate without actually
meeting. Zoom has become well-known this year but there are plenty of alternatives.
Google Meet: Click here
Google Duo: Click here
Skype: Click here
WhatsApp: Click here
Zoom: Click here
House Party: Click here
Facebook Messenger Rooms: Click here
Jitsi Meet: Click here
Portal from Facebook: Click here
Discord: Click here
Microsoft Teams: Click here
GoToMeeting: Click here
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Online Business Library
Bizezia’s Online Business Library is number one in the country with a comprehensive collection of professionally written and
informative publications that you can offer to your clients and prospects. These unique publications cover an extensive range
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Better Business Focus
Better Business Focus is a web-based monthly magazine 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.

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