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Expert inspiration for a Better Business

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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Pete Foley

Are we Innovating in the wrong
places?
have to express a little mea culpa
on this topic. But this experience
did bring a couple of things into
sharp focus to me.

Yesterday my electric toothbrush
finally decided to die on me. It was a
venerable fossil, at least by electric
toothbrush standards.
When I bought it, there were
probably four or five options to
choose from, and all of them did
the same thing. It was so old that
when I bought it I still had to go
out to a physical store to buy one,
as Amazon was still in its infancy.
And before my dentist has a
seizure, I have bought numerous
replacement brushes since! But
when I purchased the body, I
simply went to my local
supermarket and picked a quality
model that delivered on its core
function. And having had it for
many years, I have to say that
choice served me very well; may it
rest in peace.
Having been out of the toothbrush
market for so long, I was a little
shell shocked when I tried to buy
a replacement (online of course!).
I’ve talked about the danger of
featuritus before, but having
decided to grab a replacement
yesterday morning, I found the
sheer number of choices both
staggering and intimidating.
Rotary, vs. spin vs. sonic, vs.
ultrasonic or ionic (?). Bluetooth,
Mac compatible, brushing modes,
apps, sensors, cleaning modes,
learning algorithms. Brush shape,
size, hardness, pattern, and the list
went on. I didn't count all of the
choices, but it had gone from
maybe four or five to perhaps
thousands.
I’m a serial innovator, and I’ve
created my fair share of features
for product and services, some
more useful than others. So I do

1. At a time when we are facing
unprecedented challenges in health,
environmental, and social fronts, is it
time for the innovation community
to re-evaluate its role? Should, and
could we take a lead in directing our
efforts to more meaningful
challenges and goals? Is it time to
try and get off of this hamster wheel
of incremental innovation, all too
often described far too optimistically
as 'disruptive'?
2. At a more fundamental level,
what happened to ‘so advanced it’s
simple’? I’m a photographer, and in
my 50’s, so I remember that old
advertisement for Canon point and
shoot cameras. That ad may be
older than my now deceased
toothbrush, but simplicity and
intuitive consumer interfaces remain
important design principles.
Technology should help users, and
simplify their lives, not get in their
way. And that is a principle that
applies not only to product usage,
but also to product purchase and
the retail interface.
Too much choice creates cognitive
overload, and risks people making
poor choices, or walking away from
a purchase altogether. So, did I get
the best toothbrush for my
money? Frankly, I have absolutely
no idea, as I couldn’t justify spending
a day researching toothbrushes.
Instead I quickly scanned a couple of
consumer reports, and followed a
simple ‘follow the expert’ heuristic. I
compound that by following a rough
compromise effect heuristic, and
picking from the middle of the price
range. That means I probably didn't
get the best for me, but I hope I
made a choice that was OK. In
reality, I'll never know.
All of this said, I’d like to apologize
to my friends working in oral care.
This is not about you specifically.

Far from it. A broken toothbrush
may have triggered this ‘innovation
rant’, but I’m sure it could just
have easily been my car, my fridge,
my hairdryer, oven, microwave or
phone. I’m also sure that there are
genuine benefits associated with
Bluetooth oral care applications, if
I could just be bothered to engage
at that level. And yes, I am aware
that oral care is important, and
has major implications for our
broader health, so the benefits are
not necessarily trivial either.
But, as an innovator, I do worry
that we have become overly
focused on optimizing too many
little things. And that as the
products we design become
increasingly good at the core
functions they are designed to do,
we are seeking differentiation via
incremental features. The law of
diminishing returns means that as
we do this, we risk delivering less
value to consumers, and also less
value to the businesses we
innovate for. As benefits become
more incremental, or less relevant
to core product function or
equity, initiatives inevitably
become smaller, as more
consumers opt out of buying the
latest model, or become jaded,
based on past, underwhelming
experience. Furthermore, as we
try to add value by expanding
functional breadth, how often do
we actually make life harder for
our consumers, by failing to follow
a ‘so advanced it’s simple’
mantra?
This is a complex issue.
Innovation is largely a ‘for profit’
venture, and so the innovation
community is far from
autonomous in where we put our
efforts. But as our world faces so
many challenges, are we really
focusing our combined energy
where it needs to be focused? As
I mentioned above, this is very
much Mea culpa, as I’m asking
myself this question at least as
much as I’m asking anyone
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else. But can we as innovators
become a louder voice than we
have been, while framing this as
enlightened self-interest for those
we work for? In a world where
the financial return innovations is
shrinking, is the answer a
win/win? Could we channel our
inner Elon Musk, and become a
voice for bigger, more impactful
innovations, bigger broader
visions, and longer time horizons,
and in so doing, create better
value for everyone?
This article originally appeared on
LinkedIn: www.linkedin.com/pulse/weinnovating-wrong-places-pete-foley

© Copyright, Pete Foley

About the Author

Pete Foley is a Behavioural Science
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Mike Shipulski

A culture that demands
predictable results cannot
innovate. No one will have the
courage to do work with the
requisite level of uncertainty
and all the projects will build
on what worked last time. The
only predictable result – the
recipe will be wildly successful
right up until the wheels fall off.
You can’t do work in a new area
and deliver predictable results on
a predictable timetable. And if
your boss asks you to do so,
you’re working for the wrong
person.
When it comes to innovation,
“ecosystem,” as a word, is unskilful. It doesn’t bound or
constrain, nor does it show the
way. How about a map of the
system as it is? How about defined
boundaries? How about the
system’s history? How about the
interactions among the system
elements? How about a fitness
landscape and the system’s
disposition? How about the
system’s reason for being? The
next evolution of the system is
unpredictable, even if you call it an
ecosystem.
If you can’t tolerate
unpredictability, you can’t tolerate
innovation.
Innovation isn’t about reducing
risk. Innovation is about
maximizing learning rate. And
when all things go as predicted,
the learning rate is zero. That’s
right, learning decreases when
everything goes as planned. Are
you sure you want predictable
results?

Only thing
predictable about
innovation is its
unpredictability
Predictable growth in stock price
can only come from smartly trying
the right portfolio of
unpredictable projects. That’s a
wild notion.
Innovation runs on the thoughts,
feelings, emotions and judgement
of people and, therefore, cannot
be predictable. And if you try to
make it predictable, the best
people, the people that know the
drill, will leave.
The real question that connects
innovation and predictability: How
to set the causes and conditions
for people to try things because
the results are unpredictable?
With innovation, if you’re asking
for predictability, you’re doing it
wrong.
This article originally appeared on:
www.innovationexcellence.com/blog
/2020/01/17/only-thing-predictableabout-innovation-is-itsunpredictability/
© Copyright, Mike Shipulski

About the Author:
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Debra Murphy

Website review checklist: Increase
visibility & generate leads

If your website is not providing a
quality user experience and attracting
inbound leads, you should conduct a
website audit to ensure it is
performing as your best sales person.
Your website needs to be an effective
hub of all of your marketing efforts. If
it is not, then you are missing out on
many opportunities. The following
website review checklist will walk
through the important areas of your
website to review. These areas
include design, content, SEO,
security, device support and
performance.
10 Point Website Review
Checklist
Whether you are reviewing your
current website, a new revision or
starting from scratch, these areas
are important to ensure you gain
quality traffic and generate the
leads your business needs to
succeed. Your website needs to
work for your marketing efforts,
ensuring it attracts, educates and
converts your visitors into leads.
Before you start your review, it is
helpful to run a website audit
report using a tool like Website
Auditor, one of the components
of SEO Powersuite by Link
Assistant. Running this against
your website will give you insight
into areas that need fixing.
1. Content focuses on the
needs of your target audience
As business owners, we are often
too close to our businesses to
objectively view what makes our
clients appreciate what we do.
Our content ends up focusing on
us and our products and services

rather than relating what we sell
to the problems we solve and
why.
Your content should
demonstrate how your
business can help your
visitors better than anyone
else.
A clear headline that tells your
visitor that you really understand
them can stop them from hitting
the back button and entice them
to find out more. The entire
website should have content that:
• Speaks to your visitors about
their challenges and shows
that you can relate.
• Tells a story on how you
solved that same problem.
• Shows who you are by
revealing your vulnerable side,
past successes and social
proof.
Review your main content areas
to make sure you are relating to
your target audience, connecting
with their wants and needs and
demonstrating that you
understand them better than your
competition.
2. A clear call to action is
visible on every page and post
Most small business websites have
no call to action (CTA), resulting
in visitors leaving without
establishing some type of
connection with your company.
Since you’ve implemented
marketing strategies to drive
visitors to your website, shouldn’t
you also implement some type of
call to action to elicit an
immediate response?

CTAs are key to generating
leads by leading your visitors
down the path you want
them to take.
Be clear about what you want
your visitor to do and create your
call to action to drive the
outcome. Don’t leave it to chance
that your visitors know what you
want them to do and actually do
it. Lay out the path for them to
begin the process of converting
into a lead.
3. Contact page is well
designed and prominently
displayed
For most businesses, one of the
most visited pages on your
website is your contact page. But
most businesses add a basic
contact page quickly and without
much thought.
A well-designed contact page
can help you generate leads
and develop relationships
with potential customers.
It can assist the visitor in reaching
out to you for help, turning them
from casual browsers into
interested parties.
Besides being easy to find, the
best contact pages:
• Make it easy for users to
directly connect with you by
simply tapping a phone
number, known as click to
call.
• Have a short, easy to use
contact form so people can
contact you 24 hours a day.
• Include directions to your
business if you have a physical
presence.
• Set expectations on when
they can expect to hear back
from you and how.
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•
•

Work on a mobile device.
Link to active social media
accounts to give visitors other
ways to connect with you

Depending on your business, you
may want to include a:
• Frequently Asked Questions
section on the page to answer
common questions.
• Chat box to take questions in
real time.
Don’t overlook your contact page
for its value to your website
conversions. A well-designed
contact page can entice visitors to
begin a long-term relationship
with you.
4. Design is professional and
complements your brand
You only have a few seconds to
impress and capture your visitor’s
attention. If your website design
looks dated, visitors may assume
your business is out of touch or
worse, out of business. Your
website needs to be eye-catching
while communicating your value
to your target audience.
A good design supports your
content, not the other way
around.
Modern websites sport clean
design and full width layouts
enticing people to explore it
further. Content is formatted with
headers, bullets, lots of white
space and larger fonts to help the
reader scan for what is important.
Visuals are more prominent. Text
is concise but educational.
Like everything in marketing, your
website has to work for your
business. Just because parallax
scrolling and long scrolling pages
are trendy, it doesn’t mean it is
the right thing for your business.
Choose a design that works with
your brand.
5. Navigation is simple and
easy to follow
If people need to search for what
they are looking for on your
website, you’ve already lost them.
Content needs to be organized in
a way that people can find what
they are looking for without
digging too hard. Multiple clicks to
get to where they need to go will
only lessen your chances of them
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staying and finding out more
about what you have to offer.
When it comes to website
navigation, the simpler the
better.
Navigation should be simple, textbased links that make it easy for
visitors to use your website. Keep
in mind that most users are
searching from a smartphone or
tablet and may be shown
alternative navigation schemes.
6. Website supports all
devices and screen sizes
(mobile responsive)
As more people ditch their
desktops for tablets and
smartphones, your website needs
to function and perform well on
any screen size.
More than half of all searches
on Google come from
smartphones, making
Google’s focus on the mobile
user experience, both in
usability and performance, a
primary objective.
When testing your site, make sure
to check the following:
• Images respond to the device
properly.
• Navigation is easy to find and
use.
• The header collapses properly
for mobile devices.
• Pages load quickly and render
properly, regardless of the
device. Be sure to check that
all the content “collapses”
properly if you use a page
builder.
7. Website is fully optimized
for better online visibility
Optimizing your website ensures
your web pages are found in the
search results.
Great content is useless if it
can’t be found by those
searching.
For on-page optimization, the
important areas to address are:
• Optimizing pages and posts
using one unique keyword to
help search engines index
them properly.
• Crafting a meta description
tag to entice the searcher to
click on your link in the search
results.

•

Writing content for the
human using your keywords
appropriately.

Your eye-catching images help
capture the interest of your
readers but they too, need to be
optimized for SEO and
performance.
Creative visuals can keep
visitors on your page longer
and encourage them to
browse other content on your
website.
Adding images to your website
requires that you pay attention to
image optimization. When
selecting images:
• Choose images that support
your content in some way.
• Be creative and either create
your own or get quality
images from a stock photo
source.
• Resize images properly so that
your page loads quickly.
• Rename your images using the
major keyword for the
content.
• Include alt tags for all images
using your keyword phrase.
Image optimization is an easy
but important task that can help
your images get indexed and lead
visitors back to your website.
8. Website pages load quickly
Page load speed matters and can
affect your website’s visibility in
search engine results. People are
impatient. If your website speed
doesn’t meet the patience criteria
of the visitor, they will hit the
back button, sending a signal to
Google about the quality of
your user experience.
Areas that affect page load speed
include:
• Hosting provider. Shared
hosting can cause a slower
website if the host isn’t
optimizing their servers for
WordPress. Look for a web
hosting company that offers
optimized WordPress hosting.
Siteground is my preferred
hosting provider at this time.
• Heavy images. Never
upload original images from
your smartphone. Reduce the
size of the image by resizing
them for the web
and reducing their size via
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compression. SmushIT plugin
for WordPress reduces image
file sizes, improves
performance and boosts SEO.
Slow plugins. Plugins are
essential to building a quality
WordPress website, but using
plugins that are not well
coded can slow down your
website. Opt to use premium
plugins and eliminate those
you absolutely don’t need.
Complicated WordPress
theme. As with your plugin
choices, picking a WordPress
theme will have performance
implications. Choose wisely or
seek help from someone who
can objectively advise you on
your selection.

Although you may not be able to
make the changes you need to
achieve a faster website, you
should understand how your
website performs and seek help
to make the changes you may
need to ensure a fast page load
time.
9. Website has an SSL
certificate installed
Your website must be secured
with an SSL certificate. Having one
is no longer an option. More and
more people are concerned about
online security and protecting
their information.
Even if you are not selling
products via your website, your
website will benefit from having an
SSL certificate installed. Adding
SSL will:
•

Add a level of trust to
your website when visitors
share personal data with
you through your contact
forms. A website with SSL
has a visible cue, a green lock,
that indicates that the page is
secure. The next release of
the Chrome browser will
include a more visible warning
when websites are not
encrypted, which could result
in visitors leaving your website
quickly.
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•

Give your website a slight
SEO advantage over those
without SSL. Since Google
is pushing hard to get
websites to convert to
HTTPS, future impact on your
search engine ranking could
be larger.

Setting up SSL for your website is
now very easy. Check your
website hosting company’s
offerings for SSL. Many now offer
one-click installs using free Let’s
Encrypt certificates that make
adding the certificate to your
website easier and more costeffective.
Once the SSL certificate is
installed, however, you have work
to do. You need to redirect HTTP
to HTTPS, add the HTTPS version
of the website to Google
Analytics and Search Console and
convert all internal links to
HTTPS. Make sure you get
someone to help you if you’re not
sure of the steps involved.
10. Security is implemented
to avoid hacking incidents
There are many areas to look at
when determining whether your
website is secure. Things to
consider are:
• Removing administrative
accounts that use the
username
“admin”. Hackers look for
that username to start their
hacking effort.
• Having a clean backup in
case the website gets
compromised. If something
does happen to your site,
having a backup that can be
restored to a clean install of
WordPress can minimize
downtime.
• Installing a security
plugin. There are several
quality WordPress security
plugins that protect your
website. Consider All in One
WP Security, Ninjafirewall,
iThemes Security, Wordfence
and Securi. Personally I like
Wordfence Security. All can
be found in the WordPress
plugins directory.

Next steps
Your website is a mandatory
marketing tool that is the central
focal point for all of your
marketing efforts – both online
and off. Use this website review
checklist to evaluate your website.
Then you can be confident that
your website fulfills its role,
attracting the right audience and
converting them into quality leads.
© Copyright, Debra Murphy
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Justin Bariso

Amazon Has a Simple 5-Step
Strategy That Just May Save
Your Company
It seems that every business in
America is asking themselves the
same question right now: How can I
survive in a post-Covid-19 world?
The answer, or at least part of it,
can be found in an unlikely place:
an old video clip showing a wall in
one of Amazon's offices. (You can
see the clip at the 21 second mark
in this tweet.) The wall displays
five simple principles for how to
satisfy customers:
1. Answer the question asked.
2. Reduce customer effort.
3. Treat every customer as a
friend.
4. Escalate systemic problems.
5. Solve the problem.
We can easily remember these
five tenets with the acronym,
ARTES. (Hat tip to the folks at
BolsterBiz for that simple hint.)
ARTES is more than a customer
service strategy, it's an example of
how to use emotional intelligence
in your business - a way to make
customers' emotions work for
you, instead of against you.
Let's break down each of the
steps of ARTES to see how it can
help your business not only to
survive, but to thrive.
Answer the question asked.
Every successful business provides
a solution to a problem.
But some problems are more
complex than others. If your
customer gets in contact, the last
thing you want to do is give them
the run-around, or try to sell an
unrelated product or service especially right now, when the
need to establish trust with
consumers is greater than ever.

Learning how to apply Amazon's ARTES strategy to your
business can help it not only to survive, but to thrive.
Rather, you need to focus on
carefully listening to the customer,
and then being helpful. You might
need to repeat the question back
to the customer in your own
words, to make sure you
understand it properly. Then,
"answer the question asked."
Taking it further, you can attract
new business by identifying
questions your target customers
are asking, and then
incorporating this into your
marketing efforts. For example, if
you're a restaurant that's suddenly
limited to takeaway, you want to
answer target customers' most
important question, namely:
Where can I get take-out food
right now?
Invest in making that answer
come through loud and clear,
through physical signs,
adjustments to your website, and
online ads.
Reduce customer effort.
It's important that you try your
best to empathize with the
customer's feelings and relate to
them. This will inspire you to help
customers in a quick and effective
manner, which further builds trust
and keeps them coming back.

Treat every customer as a
friend.
Remember, people do business
with people.
Unfortunately, we're living in
especially stressful times, and that
stress affects even how we deal
with friends. And that's why it will
take even more effort than usual
to be patient, friendly, and
empathetic when dealing with
your customers.
But empathy begets empathy. So,
if founders and team leads treat
their teams with kindness and
empathy, they'll treat your
customers in the same way.
One more thing: In the times of
this pandemic, remember to take
a moment to ask your customers
how they're doing, and listen
carefully. Not everyone has family
or friends to talk things out with,
so you may be able to fill a need
your customer can't find
elsewhere.

This could mean extending your
services, at least for the time
being. Going back to our
restaurant example: Take-out is
great, but it also limits your reach.
Is it possible to offer delivery, at
least temporarily?

Escalate systemic problems.
Especially complex problems often
require help to solve.

Anything you can do to make
things easier on the customer will
encourage them to keep giving
you their business.

When that's the case, let your
customer know that they've
identified a major problem that
needs to be fixed. Again, empathy
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is key - don't minimize the
problem, but don't overpromise,
either. And make sure to
communicate to the customer
when you'll get back to them, and
make sure you have their contact
info.
Then, escalate the problem to
your team lead. If you're a small
business and you're the principal,
don't be afraid to ask your
employees for ideas. In fact, doing
so could end up saving your
company.
Solve the problem.
You may do excellent at steps one
through four of the process, but if
you don't actually solve your
customer's problem, you've failed.
So, exhaust the resources you
have available to make things
better for your customer. If
you're the boss, give your team
freedom to focus on principles
instead of rules, all with the goal
of keeping the customer happy.
Finally, in the face of the current
pandemic, remember that the
situation is far from "business as
usual." Don't be afraid to break
policy or make exceptions to get
through this time. Your
customers will remember once
things get better.
In the meantime, ARTES is a
simple, brilliant strategy that can
help your company get back to
the basics - and make emotions
work for you, instead of against
you.
© Copyright, Justin Bariso
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Michael Graber

Increased R&D doesn’t
mean Innovation
A recent PwC study looked at a
large rise in global R&D spending
in 2018, more than a 17% gain
over 2017. Many pundits shared
the article as evidence of an
innovation revolution despite the
warnings in the article. Silly, huh?
The piece states, “rising R&D spending
is an indication that companies are
committing to the future, and should
portend future growth in
productivity.” Yet the authors of the
study caution that there exists no
direct correlation between a
company’s R&D spending and its
innate and overarching ability to
innovate.
“For the entire 14 years we have
conducted this annual study we have
consistently found there is no
statistically significant relationship
between how much you spend on
R&D and how well you perform,”
Barry Jaruzelski, partner at PwC’s
strategy consulting business
development says plainly. “What does
matter is the depth of your customer
insight, the quality of the talent
assembled, and rigor of the processes
you employ.”
Outside of Pharma, Research and
Development typically means either
(a) making an existing product or
product line better by optimizing it in
an incremental manner or (b)
exploring new advanced technologies
that have the potential to add value to
a user’s life (or, “looking for solutions
to problems that do not yet exist,” as
it is know in the trade). Most of this
technical exploration yields solid
thinking, some possible intellectual
property, and a few gains in the
market if executed.
Yet, as Jaruzelski points out, without
customer insight and R&D effort
remains an uncertain gamble. If the
R&D team spend their time creating
me too products you will always
remain a second- or third-place fast
followers—and never a category
leader, an innovator. Without insights

based on real needs in the context of
a user’s life, they create a form of fine
art, a technical masterpiece created by
and for engineers, but not a customercentric solution. If you do not provide
inputs and parameters around what is
being researched from a market-based
perspective, you are wasting your
investment in these technical
resources.
Furthermore, if you don’t organize
and manage your talent for innovation,
you will end up with a brow-beaten
team happy to not take risk who seek
out status quo results. Feeding insights
to a team that is organized around
specific challenges and giving them
room to explore and experiment is
key.
Many companies can take Six Sigma to
the extreme—to a zero defect
culture. If this is the only process in
your toolkit, you will never make a
leap into the leadership position of the
category. You also need to include the
R&D team in customer discovery
sessions, prototype testing sessions
with customers, and get them out of a
production-based mindset and more
into a value-creation framework.
R&D teams need both the technical
skill of their category and the methods
of successful front end innovation to
realize the return on investment being
spent on them.
This simple lesson is lost not only on
Wall Street analysts but also on many
corporate leaders and company
owners.
© Copyright, Michael Graber
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Zoom Video Communications
•
•

The Covid-19 lockdown has turned us
into a nation of Zoom addicts. Older
people, families, children – everyone is at
it. An Ofcom study has revealed that
we’re becoming addicted to videoconferencing and are spending record
amounts of time online.
Just look at these facts:
• Adults are spending a record 4
hours a day online on average, as
coronavirus changes the way we
communicate.
• Twice as many people are using
video calls to keep in touch during
lockdown.
• One in three people now watch
online video more than traditional
TV, with two in five making videos
themselves.
• But nine in 10 online adults have
concerns around video-sharing sites
and apps.
• UK adults are now spending more
than a quarter of their waking day
online – the highest on record –
Zoom is the web-based video
conferencing service that has surged to
the front position during the lockdown.
It is a local, desktop client and a mobile
app that allows users to meet online,
with or without video. Zoom users can
choose to record sessions, collaborate
on projects, and share or annotate on
one another's screens. Put simply,
Zoom unifies cloud video conferencing,
simple online meetings, and group
messaging into one easy-to-use
platform.
Intelligent design for both
desktop and mobile
Zoom Chat keeps the collaboration
between mobile and desktop
seamless and easy so that your
participants can stay productive
wherever they are. You can:
• Invite internal and external
participants.
• Instantly transition from chat to
meetings.

Messages and shared content
stay synced and searchable.
Intuitive UI makes adoption easy
- even for non-technical users.

What is the difference between
the Basic and Pro Plans?
Zoom offers a full-featured Basic
Plan for free with unlimited
meetings. You can try Zoom for as
long as you like - there is no trial
period. The Basic plan has a 40
minutes time limit on meetings with
three or more total participants.
If you need your group meetings to
last longer than 40 minutes, you can
sign up for a Pro Account here.
What’s the cost?
The Basic Plan is free.
The Pro Plan costs £11.99 a month
with no time limit for Zoom
meetings.
How many participants can join
the meeting? How many people
can use one host license?
All plans allow up to 100
participants by default in every
meeting (up to 500 with the Large
Meeting add-on). You can host an
unlimited number of meetings but if
you would like to have more than
one meeting concurrently, you will
need additional host licenses.
What is a Host and what is a
Participant?
A Participant is an invitee in a
meeting scheduled by someone with
a Host license. A Participant does not
require a Zoom account in order to
join a meeting. Participants can join a
meeting from their phone, desktop,
mobile and tablet devices.

Host and co-host controls in a
meeting
Host controls allow you as the host to
control various aspects of a Zoom
meeting, such as managing the
participants.
The co-host feature allows the host to
share hosting privileges with another
user, allowing the co-host to manage
the administrative side of the meeting,
such as managing participants or
starting/stopping the recording. The
host must assign a co-host. There is
no limitation on the number of cohosts you can have in a meeting or
webinar.
Co-hosts do not have access to the
following controls as they are only
available as host controls in a meeting:
• Start closed captioning and assign
someone or a third-party to
provide closed captioning
• Start live streaming
• End meeting for all participants
• Make another participant a cohost
• Start breakout rooms or move
participants from one breakout
room to another
• Start waiting room (co-hosts can
place participants in waiting room
or admit/remove participants from
the waiting room)
Co-hosts also cannot start a meeting.
If a host needs someone else to be
able to start the meeting, they can
assign an alternative host.
Payment methods
Zoom accepts credit card and Paypal
payments online.
How does the subscription
service work? Can I cancel my
subscription at any time?
Zoom is a subscription-based service,
which means that your plan renews
every month or year (depending on
the term you choose). You can cancel
your subscription at any time during
your plan term to cancel the autorenewal of your subscription.
Source: Zoom https://zoom.us/
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Barry Urquhart

Out of sight, out of mind

Don’t forget. Others will.
Businesses around the world, which
are subject to government-enforced
“lock-downs”, are fast approaching
two significant milestones.
In the absence of ongoing
communications and interactions,
corporate clients and consumers
will begin to delete company and
product brand names from their
conscious minds after a period of
four weeks.
At six weeks, many of those brand
names will lapse from client and
consumer shopping lists. Ouch.
The financial consequences will be
substantial.
Management invoked self-isolation
of staff members will compound
the realities and consequences.
Dialogues get disrupted.
Top-of-mind unaided recall of
brand names is the basis of
competitive advantage, purchase
preferences, repeat business,
loyalty and referrals.
Client and consumer frames-ofreference change rapidly, and are
conditioned by current
experiences and exposures.
People are so forgetful!
BRAND RECOGNITION
Brand recognition can be
relatively promptly re-established,
with conspicuous, targeted and
repeated exposure.

Intense communications
campaigns will achieve previous
levels of unaided brand name
recall. Retention of those rankings
is dependent on the consistency
and continuity of integrated,
multi-channel communications.

merchandising, sales and service
budgets need to be maintained,
albeit, possibly sharpened.

CLIMBING THE LADDER –
BRAND PREFERENCE
Attaining the status of “preferred
brand” will require research.
During the period of the “lockdown”, purchase criteria and
buying processes will have
doubtless changed the importance
of brand attributes. Benefits and
advantages will have doubtless
been recalibrated.

© Copyright, Barry Urquhart

ACTIONS HAVE
CONSEQUENCES
Business leaders typically like to
be “close” and “tight” with
existing and prospective clients.
In the current environment and
marketplace, those are figurative,
rather than literal measures.
Effective, ongoing two-way
communications do (figuratively)
build bridges to relationships.
Isolation and lock-down do not
need to imply blocked, filtered or
impinged communication
channels.
Maintaining contact avoids the
dilemma of “shut-downs”, inertia
and stagnation.
Marketing, communications,
advertising, public relations,

Oh, I almost forgot. I’m Barry
Urquhart, a consumer behaviour
analyst and business strategist.
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Marcel Schwantes

7 habits of the happiest people
(that most of us rarely
practice)
According to research, these
practices are good for your health
and also good for business.
There is no better time than now
to be thinking about making wise
choices to ensure your
own happiness.
What science continues to affirm
is that doing and thinking positive
things throughout your work
week are not only good for your
health and well-being, they
are especially good for business.
Here are seven habits of the
happiest people - all solidly
grounded in research.
1. They choose kindness.
While most bosses don't see the
upside of kindness making any
business impact, the evidence
proves otherwise. Research by
Jonathan Haidt at New York
University suggests that when a
co-worker watches other coworkers help each other, it
heightens a sense of well-being in
that person. This is something
Haidt calls "elevation." And when
we feel elevated by seeing an act
of kindness, we are more likely to
behave with kindness. In turn,
kindness begets kindness and
improves collaboration and
productivity across teams.
2. They practice forgiveness.
Forgiveness allows you to look at
your mistakes as a part of life
which can provide awesome
learning experiences and help
you grow as a result. Research
shows that forgiveness can help
you let go and move on from
upsetting situations more easily so
you can enjoy life to the full.
It literally lightens you up.

3. They are naturally curious.
Several studies suggest that
curious people have better
relationships, connect better, and
enjoy socializing more. In fact,
other people are more easily
attracted and feel socially closer
to individuals that display
curiosity.
4. They express gratitude.
Several research studies
indicate that a deep sense of
gratitude can increase happiness
levels by up to 25 percent, and
help reduce anxiety and
depression. The evidence also
shows that grateful people are
more resilient and sleep better.
To get started with cultivating
gratitude, try this two-minute
written exercise in the morning.
5. They are generous.
In one study of more than 600
Americans, "happiness was
predicted by the amount of
money they gave away: The more
they invested in others, the
happier they were." Science also
confirms that giving is good for
our health and evokes gratitude.
One Harvard Business School
report even concluded that the
emotional rewards are
the greatest when our generosity
is connected to others.
6. They exercise patience.
In one 2012 study, researchers
found that people exhibiting the
rare trait of patience made more
progress toward their goals and
were more satisfied when they
achieved them (particularly if
those goals were difficult)
compared with less patient
people. Other research also found
that patient people tend to
experience less depression and
negative emotions and can cope
better with stressful situations.
Additionally, they feel more

gratitude, more connection to
others, and experience a greater
sense of abundance.
7. They keep a gratitude
journal.
Science says you can literally train
your brain to be happy and
optimistic if you journal three
things daily for which you are
grateful, and you do it for 21 days
in a row. According to the
research, when you raise
your level of positivity your
brain performs significantly better
than at negative, neutral, or
stressed, including:
• Productivity rose by 31
percent
• Sales increased by 37 percent
• The likelihood of promotion
rose by 40 percent
© Copyright, Marcel Schwantes
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Geoffrey James

3 obsolete business strategies that the
pandemic has revived

The coronavirus crisis revealed the
fragility of conventional wisdom and
will revive three long-discredited
concepts.
The 1980s started with the
popularization of the personal
computer and the ended with the
advent of the commercial
Internet. This onslaught of new
technology quickly gave birth, in
the 1990s, to three ubiquitous
business strategies:
1. Just-in-Time Manufacturing.
Advanced inventory control
technology allowed companies
to implement sophisticated
global supply chains.
2. Core Competency.
Widespread connectivity
allowed companies to focus
on what they did best, while
partnering with other firms to
fill in the gaps.
3. Open Plan Offices. As office
work became screen-centric,
companies tried to reduce
costs by concentrating office
workers into common, shared
areas.
The pandemic, however, has
revealed that those strategies are
glaringly fragile. As a result, smart
companies will return to the timetested strategies that were
popular in the 1980s.

1. Stockpiling (replaces "Justin-Time Manufacturing")
In the 1980s, most companies
owned huge warehouses where
they store both finished products
and the components they needed
to build them. Keeping that
inventory around, however,
entails risk. If demand for a
particular product wanes, you
don't want a warehouse full of
stuff you can't use or sell.
By the 1990s, though, companies
could communicate their needs
instantaneously across the web,
most companies learned time
their purchase of components and
manufacturing of finished product
to match demand, thereby
eliminating the need for inventory.

The pandemic has revealed that
"just-in-time manufacturing"
entails its own set of risks. The
more exquisitely well-timed a
supply chain become, the more
fragile it is to a global disasters.
As a result, smart companies will
begin stockpiling inventory to
ensure that it's available not
matter what. This will drive
increased investment in AI-driven
forecasting technology so that
companies can stockpile without
getting stuck with unusable or
unsalable inventory.
2. Diversification (replaces
"Core Competency")
In the 1980s, companies were
lauded for diversifying though
acquisition into "conglomerates,"
which were seen as more
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"robust" than single product
companies. Sony, for example,
purchased both a film studio and a
life insurance company - both
businesses far outside their
original electronics business.
By the 1990s, though, companies
were lauded for their adopting
"core competency," the notion
that corporations should focus on
doing one thing extremely well,
rather than trying to hedge their
bets. The term "conglomerate"
became an insult, a badge that a
company had indulged in "diworse-ification."
The pandemic has revealed that
core competency is a liability
when a global disaster clobbers
the industry and market upon
which a company has exclusvely
focused.
As a result, smart companies will
deploy into multiple markets
segments and industries so that
they have some revenue coming
in, regardless of what happens on
a global scale.
3. Private Offices (replace
"Open Plan Offices")
In the 1980s, most "knowledge
workers" (as they then were
called) had either private offices
with walls and doors or worked in
cubicles, which were designed to
be as much like a private office as
possible.
By the 1990s, though, high tech
firms were gravitating towards
large common areas where
everyone would work together.
Firms in other industries followed
suit, in the (mistaken) hope that
an open plan office would increase
collaboration and innovation.
Even before the pandemic, it was
becoming abundantly clear that
open plan offices were
productivity disasters. The
pandemic, however, highlighted a
primary reason open plan offices
destroy productivity: they spread
disease, especially if the office is
hot-desking.

Because open plan designs make
social distancing impossible,
companies that don't implement
universal Work From Home will
be forced to re-implement private
offices or, at least, rebuild the
cubicle farms, which provide at
least some barrier to the spread
of disease.
© Copyright, Geoffrey James
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Dr Lynda Shaw

Change is affecting our brain and
mood
“Think about the rhythm of our
heartbeat we don’t control that,
or in fact very much about our
bodies.

It may not feel like it but change is an
opportunity.
There is an awful lot of change at
the moment isn’t there? With
Brexit, our governance and work
place may have to change
considerably. Coronavirus is not
only threatening life but affecting
our global economy. Even the
Royal family is having a shift about.
But change in the workplace can
also be extremely good for our
brain and mental health and
should not be shied away from
according to neuroscientist,
business psychologist and leading
change specialist Dr Lynda Shaw.
In fact, stress in the workplace is
so big a problem that Dr Shaw is
inundated with businesses asking
for her expertise in coping with
change and her aim is for leaders
and workers to welcome,
embrace and thrive with change.
“Never before have we needed to
embrace change at such a furious
pace, but it’s going to happen with
or without your blessing and
affects everyone, so we need to
look at change as an opportunity
to embrace and grow beyond
what feels comfortable. This helps
us build resilience and experience
new things that we might
otherwise never have done and
ultimately could help the bottom
line.”
As 90-95 percent of the way we
operate day to day is done
unconsciously this means that only
5% of our cognitive activities are
conscious which include
behaviour, decisions, emotions
and actions.

We mostly run on autopilot. Its
predictable, comfortable and our
normal. What we need to do is
jumpstart our conscious thinking
to keep our body and mind fresh
and rejuvenated which is where
change comes in.”
But not all of us like change
because it can come hand in hand
with uncertainty, loss, confusion
and anxiety. “Unmanageable,
prolonged uncertainty makes the
brain hypervigilant in response to
the sense of threat. Studies show
that uncertainty is scarier and
more stressful than known
outcomes, whether they are good
or bad. Our brain endeavours to
reduce uncertainty and demands
extra energy from the body and
increases hormones like cortisol.
If the uncertainty from the change
is not reduced then the brain can
become overloaded and you can
display symptoms of stress, like
insomnia, low mood and anxiety,
high blood pressure and
headaches.” In fact, according to
one study in 2018, 74% of UK
adults have felt so stressed at
some point over the previous
year they felt unable to cope and
overwhelmed.
However, Dr Shaw adds reactions
to change can be worked through
if the commitment to your goals is
there and that great things could
be around the corner. “The brain
is constantly monitoring our
surroundings and making decisions
to ensure predictable outcomes,
so you remain safe. Change can
result in us feeling initially
uncertain about what may be
about to happen, but this
uncertainty activates our frontal
lobe and can stimulate a situation

in which we learn and can move
forward with strongly.”
“Doing something unfamiliar and
unhabitual can be harder and time
consuming but helps you to make
new important neural
connections. Taking a leap of faith
can feel scary so we often delay
starting or we convince ourselves
that we don’t have the knowledge,
money, etc. to pull it off. Try to
just take a first step and choose
your most productive time of day
to do it. A first step may just lead
to a life-changing path for the
better.”
“What really helps is a growth
and positive mindset which can be
the deal breaker between you
doing something or not. The
outcomes are predictably in
favour of someone who is often
positive rather than someone who
is usually negative. Being positive
and facing change is the best way
to learn, grow and move on.”
Dr Shaw’s top tips on how
individuals can cope with, adapt
and embrace changes in life
include:
1. Challenge yourself. Are
you approaching it with a
‘can’t do’ fixed mindset? We
are inclined to choose options
with a familiar and known
outcome. Push yourself to
consider other options and do
your research. Avoid having a
narrowing or shrinking fixed
mindset, aim for a growth
mindset. The brain is
fantastically adaptable, and the
chances are you can do it. It’s
an opportunity to move into
your learning zone. Be nimble.
2. Control your emotions, so
they don’t control you. It is
completely fine to feel
emotions like anger, anxiety,
fear or sadness and it is
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important to sometimes just
sit with those emotions. But
your mood can influence your
decisions and interactions so
there is also a point when you
should acknowledge them and
try to move past them.
3. Be your own friend and
praise yourself. Whilst it is
important to enjoy non-toxic,
supportive relationships with
your partner, friends,
colleagues and family, having
your own strong inner
support system is important
during times of change. Talk
to yourself in the same way
you would speak to and coach
a friend. Dismiss constant
negative internal chatter and
replace it with gratitude and
an occasional self-pat on the
back for trying your best.
4. Fail well. Some say reach for
the stars and push yourself
over and beyond. Others
advise you to have reasonable,
achievable expectations to
avoid deep disappointment.
Either way learn that its ok to
fail and learn how to fail well
by picking yourself up and
trying again using different
tactics.
5. Take your time. Demands
for change can trigger our
fight or flight instincts, cause
stress and debilitate our
decision making. Follow your
gut feel is not just a metaphor;
our brain and gut are
connected by an extensive
network of neurons and are in
constant communication. It’s
harder though to make good
decisions when stressed as we
are less reflective and more
impulsive. Try to take a little
time to make hard decisions
so allow yourself time to
reflect before you respond
and to summon your strength
in case it is needed.
6. Schedule in creative/
innovative time. This way
you have the space to think,
and reassess what is your
calling, what are your
passions, what you need and
what is important to you. We
need time and space to create
lightbulb moments.

July 2020
June
2015

7. Good health is crucial to
giving you strength. Make
sure you are sleeping enough
and eating well. Obstacles can
seem insurmountable when
you are overtired and you will
feel less motivated, have
trouble concentrating and be
less productive.
8. Watch out for feeling
overwhelmed by stress
during times of change.
Stress alters practically every
part of our body including
brain functions such as
memory and cognitive ability.
In times of change and stress,
allocate time for stress
combating exercise such as
yoga, meditation, walking, or
going to the gym or simply
relaxing and doing your
favourite things. Always take
time out.
© Copyright, Dr Lynda Shaw
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Sunil Bali

Hell on
wheels…
Having just turned
seventeen, I asked
my daughter why
she was so
confident that she
will pass her driving test.
"I see hundreds, if not thousands of people
every week who have passed their driving
test so it can’t be that difficult," she replied.
I, however, can remember my first couple of
driving lessons.
I learned to drive on a manual car. Every
time I changed gear I pulled down the
steering wheel and headed for oncoming
traffic and every time I indicated I pushed
the steering wheel up and headed straight
for the kerb! It was a complete nightmare.
But when you think about, driving is actually
a pretty difficult skill. You have to use both
eyes, both ears, both hands and both feet all
at the same time.
We would be well within our rights to give
up. But we don’t, do we? And why not?
Because every day we see hundreds, if not
thousands of people who have passed their
driving test.
….. just imagine what you could achieve if
you knew you couldn’t fail.
© Copyright, Sunil Bali
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Benjamin Ball

Six steps to better video
conferencing
video conference packages Zoom
and Skype.

According to a recent Polycom
survey, 96% of business leaders
believe video conferencing improves
productivity. It’s also greener,
healthier and a better use of time.
Make sure your next video
conference runs smoothly by
following our six steps to effective
video conferencing:
1. Choose the right setting
Background distractions and poor
audio quality are often the biggest
problems with video conferences.
Avoid loud music, background
noise or a cluttered background.
These distractions disrupt the flow
and distract your audience.
Invest in a good background
and a proper microphone.
Ideally, opt for a plain, static
background and chose a location
free from noise and visual
distractions.
2. Prepare yourself properly
Most importantly, plan what you
say with care. When speaking
directly to camera each word
matters. Use all your presenting
and public speaking expertise to
connect with your audience, grab
their attention, reinforce your
messages and illustrate your
examples.
Then, familiarise yourself with the
video conferencing software. Test
the connection, the sound levels
and how to share your screen or
start your digital presentation. This
will help you appear professional
and in control.
And, if you are using an online
conferencing system, include a
quick-start guide in the email
invitation. At BBA we use online

3. Demonstrate positive body
language
“The most important thing in
communication is hearing what isn’t
said,” according to management
guru Peter Drucker.
Nonverbal communications
includes movements and postures
that communicate our feelings and
attitudes. And, facial cues play a
vital role in how participants
perceive interactions.
Quick tips for improving your body
language in virtual meetings:
• Sit upright.
• Nod or lean forward to
acknowledge contributions.
• Smile to stimulate feelings of
trust, warmth and cooperation.
• Look at the camera lens
(and position it at eye level).
• Frame yourself so you are not
too close to the camera, so
your reactions appear normal.
• And always pay attention.
Demonstrate active
listening.
4. Dress for success
When deciding what to wear, a
good rule of thumb is to ask
yourself: would I wear this to the
office? If your clients would expect
to see you in smart business attire,
wear that.
Also, choose clothes that look
good on-screen. For example,
news reporters on television avoid
wearing white because it catches
too much light. And they rarely
wear clothing with bold or
checkered patterns, as these tend
to ‘jump’ on screen. Instead, opt
for solid colours.
5. Focus on the job at hand
Winston Churchill once said, “You
will never reach your destination if
you stop and throw stones at every
dog that barks.”

So, however tempting, avoid
distractions such as emails or
messages. When your gaze is not
on your the camera, participants
will assume you are distracted.
That means switch off your phone
and if using a computer, exit
applications such as email that
generate alerts.
And, above all, remember that
you are always visible. If you
hold your head in your hands,
others will interpret this.
6. Practice
Finally, do what the best do and
prepare yourself properly. That
means rehearsing and practicing.
This is what makes the difference.
Keep building your skills so that
you look great. If you want us to
help, we can support you either
remotely via video conference or
face-to-face.
© Copyright, Benjamin Ball
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Tom Koulopoulos

5 ways to fall asleep, beat insomnia and boost
creativity

In an always-on culture sleep has
become a luxury. Yet, Alzheimer’s,
shortened lifespan, and poor brain
function have all be attributed to
poor sleep habits. Here’s how you
can change that.
We live in an always-on world–
hyperconnected, overloaded with
information, and addicted to our
screens, especially the
smartphone soulmates that are
constantly begging for our
attention. We can joke about the
many aberrant behaviours this
causes, such as walking headlong
into doors, walls, and each other,
but where this behaviour takes its
greatest toll is on our sleep.
According to sleep.org, “71
percent of people sleep either
holding their smartphone, having
it in bed with them, or having it
on their nightstand.”
In a study I and my co-author,
Dan Keldsen, did for The Gen Z
Effect, we found that 10 percent
of people, across all age groups,
actually sleep with their
smartphone in their bed or on the
pillow next to them. While we
didn’t ask to verify, it’s safe to
assume these people are all
single–or soon will be!

But smartphones are just one of
the culprits robbing us of a good
nights sleep.
Neuroscientist Matthew Walker,
author of Why We Sleep, has
been studying sleep for decades,
even going so far as to use
sophisticated MRI techniques to
peer into our dreams.
According to Walker, “the silent
sleep loss epidemic is one of the
greatest public health challenges
we face in the 21st century,”
Other research supports
Walker’s claims. A well-cited
2002 study actually associated
poor sleep patterns with
increased mortality. An Inc. article
I wrote quoted studies that even
went so far as to attribute
Alzheimer’s and dementia, in
part, to poor sleep.
It would seem that however you
look at it, sleep is a major factor
in determining your health and
well being as well as your overall
quality of life and longevity.
So, what can you do to ensure
that you get the best sleep?
According to Walker, there are
five basic things to consider.
1. Keep regular sleep hours
Set a schedule for your sleep and
don’t vary from it. This means
going to sleep at the same time
every night but also getting up at

the same time every morning. In
fact, you should get up at a set
time even if you feel that you are
not fully rested. In my own
experience, I’ve found that the
biggest disruptions to my sleep
patterns have occurred when I’ve
changed a set activity in my life
that would otherwise require me
to get up at the same time every
day. So, go to bed at a set time
and, whatever your quality of
sleep, don’t vary from the wake
time.
2. Stay Cool
Keep your bedroom temperature
cool. Your body requires at least
a two-degree drop in its core
temp to signal sleep. A room
temperature of 65-68 degrees
Fahrenheit, or about 18 degrees
Celsius, is optimal. A great hack
to help with this is an intelligent
thermostat that allows you to set
it so that the temp drops just
after you get under the covers
and goes back up just before you
arise.
3. Turn the lights out
Dim the lights in your home at
least one hour prior to sleep and
keep your bedroom dark. Our
bodies are tuned to the day/night
cycle as one of the most
important factors in producing
melatonin, the neurochemical that
triggers sleep.
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It’s especially important to stay
away from LED screens that emit
blue light, which puts the brakes
on melatonin. Even if you’re not
using a computer screen, flatpanel LED TVs can be just as bad.
The alternative? Read a paper
book. You still remember what
those are, right?
4. Remember, it’s a bed, not a
recliner
This means that you shouldn’t use
your bed to do things that keep
you awake. OK, well, let’s
eliminate the other obvious use
case. But with that exception,
your bed is just for sleeping, not
watching TV, checking email, or
catching up on the 247 Facebook
posts you missed during the day.
Unfortunately, using a bed to do
all of the above has become such
a cultural phenomenon that one
of the hottest bedroom
innovations is adjustable position
beds, which are best described as
a mashup of a La-Z-boy and
hospital bed.
The same applies if you wake up
from a sound sleep and can’t go
back to sleep–do not stay in bed,
says Walker. Get up and go to
another room and take that
paperback with you. If you don’t
want to get out of a cozy warm
bed in the middle of the night,
Walker suggests trying meditation
to calm your brain. I used to do
this with my kids when they were
little and couldn’t fall asleep. It
worked so well that I was usually
out before they were.
5. Stay away from alcohol and
caffeine
Yeah, this is the most popular
one–“Nightcap, anyone?” Alcohol
may seem to help you get to
sleep, but it does not promote
deep sleep. It sedates you and
blocks REM or dream sleep, the
most important part of the sleep
cycle. Caffeine, a stimulant, also
inhibits deep sleep. So, even if
you’re like me and don’t feel
you’re bothered by a coffee after
dinner, the sleep you get will leave
you feeling groggy in the morning.
Spurring a few cups of coffee to
get you started, and that only
creates a vicious cycle.
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All of this may seem like pretty
simple stuff but it takes discipline
to be your own enforcer of these
habits. My suggestion is to set
aside a week during which you
make a concerted effort to try
these five habits. See how it feels,
and how you feel.
The benefits are clear and they
are many. As Walker tells it,
“There does not seem to be one
major organ within the body, or
process within the brain, that isn’t
optimally enhanced by sleep (and
detrimentally impaired when we
don’t get enough). That we
receive such a bounty of health
benefits each night should not be
surprising.”
Oh, and if, after all of this, you still
have trouble sleeping, well, maybe
you shouldn’t be reading this
column on your smartphone while
propped up in your well-lit
bedroom, reclining leisurely in a
Tempur-pedic adjustable position
bed.
Sleep well.
This article originally appeared on
Innovation Excellence:
www.innovationexcellence.com/b
log/2019/09/01/5-ways-to-fallasleep-beat-insomnia-and-boostcreativity
© Copyright, Tom Koulopoulos
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Quotes to Inspire
Success in Your
Life and Business
"Success is not final;
failure is not fatal: It is the
courage to continue that
counts."
- Winston S. Churchill

"Try not to become a
man of success. Rather become
a man of value."
- Albert Einstein

"If you really look
closely, most overnight successes
took a long time."
- Steve Jobs

"The real test is not
whether you avoid this failure,
because you won't. It's whether
you let it harden or shame you
into inaction, or whether you
learn from it; whether you
choose to persevere."
- Barack Obama
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Paul Sloane

What is the most important skill
for a leader of innovation?

Which of these do you think is the
most important skill for a leader of
innovation?
1. Setting the vision, goals and
metrics
2. Generation of great ideas
3. Selection of the best ideas
4. Starting exploration projects
5. Listening to customer
feedback
6. Managing the portfolio and
stage-gates
7. Gaining support and
resources from other
departments
8. Killing the weaker projects
9. Launching new products or
services
10. Celebrating success
They are all important but I
believe that the most vital is #8 –
the ability to kill off the weaker
projects. Generating good
proposals for innovative products
and services is fairly easy. Starting
evaluation projects is harder but
you need to start many because
no-one knows which will succeed.
If you start 20 projects it is likely
that you are going to have to
eliminate at least 17 or 18 of
them.
Typically fewer than 15% of trials
make it through to final product
launch. So it is crucial to remove
the losers as soon as possible so
as to release vital resources for
the potential winners.
The normal way to eliminate
projects is through applying strict
criteria at each of the gates in the
stage-gate process before further
funding is allocated. But this can
be slow and mechanistic so faster

and better decisions are often
needed.
Here are some bad reasons to kill
innovation projects. The top
executive(s) believes:
1. Customers won’t like it
2. We cannot crack the
technology
3. We cannot make money
doing this
4. The competition have a better
offering
5. It does not meet a real
customer need
6. It does not fit with our
strategy and direction
Here are some good reasons to
kill innovation projects. After
bringing a protoype before some
customers we discovered that:
1. Customers didn’t like it
2. We could not crack the
technology
3. We cannot make money
doing this
4. The competition have a better
offering
5. It does not meet a real
customer need
Note that the first five items in
each list are essentially the
same. What is the
difference? The first list is based
on opinion. The second list is
based on evidence.
The opinions of senior executives
are dangerous because they think
they are experts. But it is
extremely hard to know in
advance which innovations will
really strike a chord. It is best to
test the idea. When you test you
get hard evidence of what is likely
to succeed or fail. Furthermore
you get valuable feedback for
improvements. Very often when

customers see the prototype they
will say, ‘I don’t like this but I do
like that. And if you changed it in
this way it would be better.’ They
make insightful suggestions which
inform your decision. The result
is that the product which finally
makes it to market is quite
different from the first prototype
which was trialled.
Finally do not kill a project
because it does not fit with your
current strategy and portfolio. If
customers love it and you can
build it and you can make money
with it then branch out, be bold
and build it.
© Copyright, Paul Sloane
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David Finkel

3 tips to running a successful
business with a shelter-in-place
order
The majority of us are under orders
from the government to either
"shelter-in-place" or "stay safe at
home" and with that comes a new
(and unique) set of challenges.
Over the last 25 years, I have built
five multi-million dollar
companies, all without ever having
a physical office. I worked
"remote" before we had tools like
zoom or slack. I kept in touch
with my team members through
conference calls and emails. And
while the tools and technology
have changed greatly through the
years, the secrets to running a
business remotely are
fundamentally still the same.
Business owners across the
country are having to adapt to a
different way of doing business.
The majority of us are under
orders from the government to
either "shelter-in-place" or "stay
safe at home" and with that comes
a new (and unique) set of
challenges. So I wanted to share
my tips for running a business
with a remote workforce.
1. Keep The End Goal in Mind
Whether your staff is working a
cubicle away or across town (or
the country) the end goal for any
business is still the same. You
want everyone to do a good job.
You want them to have the tools
and information necessary to
service your customers and help
grow your business. With that in
mind, it's imperative that you take
the time to define the role and
the expectations for each team
member who is now going to be
working from home during a
shelter-in-place order.
For my team, that means weekly
and monthly scorecards and

reports measuring KPI's, end of
week (otherwise known as Big
Rock) reports and regularly
scheduled calls or zoom meetings
to touch base on key projects.
For you and your business, it
might look like something
different. The key is to stay
connected and make sure that
everyone is on the same page as
far as reporting and expectations.
2. Never Underestimate the
Power of A Good Brainstorm
Session
When you have the luxury of
being in the same office together
brainstorming happens organically
throughout the day. Susan goes to
Jim's office to discuss the latest
marketing campaign....Larry goes
to lunch with Raul to talk about
the technology projects they need
to work on for the week...etc. But
when you are forced to work
from home, it can be a bit
challenging at first to find those
brainstorming moments
throughout your day.
Our executive team gets together
every other week and once per
quarter to look at where we are
as a company, where we want to
be and how to best get our
quarterly action plans
accomplished. We block out all
other distractions, turn our cell
phones and email programs and
focus on the task at hand.
Within your own business, don't
be afraid to set up a zoom call or
conference call if you need to
hash out the details about a
particular project or situation. As
long as the meeting creates value,
it's a worthy endeavor.
3. Invest in Project
Management Software
Everyone always asks me "What's
the perfect project management
software?" And while I have my

favorites, what works for me
doesn't work for all my business
coaching clients. All of them have
strengths and weaknesses. The key
is to choose one that's a known
winner and then run with it.
The biggest risk with any software
is that you spend time and energy
on a project management tool:
learning how to use it, setting it up
your way, putting tons of
information in there and then
realizing it doesn't really fit your
needs. Or it's not very popular and
the developers stop updating or
supporting the software a year
down the road.
We use Zoho. But there are others
like Slack, Asana...Trello etc.
The key is to commit to a program,
and then help your team buy into
the program so that it gets used on
a consistent basis.
© Copyright, David Finkel
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Dimis Michaelides

Parkinson’s Law and the Peter
Principle
Are they relevant to innovation?
10 people write 10 reports in 10
hours. If you hire 10 more people
how many reports will all 20 people
write in the same time? 20, right?
Wrong! According to Parkinson’s Law
it’s still 10.
Published in 1942, the theory states
that “work expands to fill the time
available to complete it”. The
reasoning is that first, managers
crave power and more people to
order about and, second, more
people create more work for each
other. Parkinson’s Law has often
been used to victimize the civil
service, but it is valid for all
organizations devoid of good
leadership and permeated by an
unimaginative work ethic. It is
more valid for report-writers than
it is for widget makers or
salespeople, whose output is easier
to measure.
Innovation is anathema to rigid
outfits because it involves
redesigning work. When it
becomes possible through reengineering (1990s) so 5 people
and a machine can generate 100
reports, or through digitalization
(these days) so 5 people and a
cloud can let users generate any
report they might need, the
Parkinson crowds get angry. Their
power structures and jobs are
threatened and they mobilize to
deny or resist the new
developments. This is why “lean”
and “agile” have become
buzzwords today.
Now imagine you are an invisible
spirit looking around an
organization. How many
incompetent managers do you see?
Do you see plenty who are really
not up to their responsibilities?
Welcome to the world of the

Peter Principle. Published in 1969,
this states that “in a hierarchy
people are promoted to their level
of incompetence”. And we are not
talking about nepotism or
unfairness. The best are promoted.
If they are good they are promoted
again. And so on until they reach a
level at which they are no longer
competent to perform well.
Debates on the merits of
meritocracy take place in all
organizations and societies. In a
competitive context, incompetence
does not allow the mediocre to
stay afloat for long and meritocracy
is valuable and fair.
Performance management in
practice means dividing people into
two groups, the judges and the
judged. It calls for ranking people
on talent, drive, behaviour,
potential and countless more subcategories.
Designers of performance
management systems have many
tools in their arsenal to make the
judgement as “right” and as “fair”
as possible. Personal reviews can
be 360 degree involving
subordinates and peers as well as
superiors. There are assessments
for nearly everything and big data
will probably provide more on the
less tangible things like creativity
and likeability. The judgment will
most often be in accordance with
the values and practices of the
organization’s leadership and
imperfect. A promotion, like a
recruitment, is always a risk for
both parties.
From an innovator’s standpoint, it
is better to have a culture of
meritocracy and good systems to
support it. However the criteria
for advancement must give a lot of
weight to creativity, collaboration
and the capacity to learn and
change. This will at least minimize

the evils of the Peter Principle, for
as long as we do have hierarchies
and we value experience.
Parkinson’s Law has done wonders
to expose the inefficiencies of
bureaucracy, and the Peter Principle
has exposed the imperfections of
meritocracy. These classics of
management theory are surprisingly
contemporary too. And if you have
a sardonic sense of humor, when
you see work expanding to fill
people’s time, and people promoted
to their levels of incompetence, you
will keep smiling.
© Copyright, Dimis Michaelides
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Adapting, learning and growing
through uncertainty
It’s almost five years since my
husband, two dogs, and our pussycat
relocated back to Melbourne,
Australia, after spending six years
living and working in the Middle East,
where adapting to uncertainty was a
way of life. Where we initially landed
in a fog of disruptive change that
settled into every fibre of our being.
That was before we realized and
accepted that adapting, learning, and
growing through uncertainty could be
full of possibilities for reskilling,
reinventing in, and thriving in a world
that would never be the same again.
For me, it was an opportunity to
adapt, learn, and grow in a radically
different innovation and
entrepreneurship space that
ultimately became a significant turning
point, both professionally and
personally.
Similar to today’s uncertain global
situation, where C-19, is causing
all of us to retreat from our
business as usual activities and to
operate, for many of us, solo, in
unknown and volatile territories.
Whilst still somehow hoping that
we can still retain our status quo
conditions, including our relevant
qualifications, current jobs, and
even our family and personal
situations which existed precoronavirus, when our lives go
back to normal, whenever that
might be!
In a recent blog Singularity
University asked the key question
we all now have the chance to
retreat, reflect upon and consider:
“But what if life never fully goes back
to how it was pre-coronavirus? What
if this epidemic is a turning point,

and after it the world is never the
same?
More importantly – or, at least, more
optimistically – what if the world
could come out of this crisis better
than it was before?”
Adapting, learning and
growing through uncertainty
Uncertainty involves an inability to
forecast or predict the future or
what might happen next, where
unpredictable, random events
surprisingly appear, and we don’t
know how to understand or make
sense of them. Uncertainty is the
U in the term VUCA and makes
the majority of people feel really
tense, as well as really
uncomfortable. This is because it
impacts us at a neurological level,
causing conflict and results in
what we call – cognitive
dissonance. Where people
become psychologically
uncomfortable, anxious, confused,
and conflicted:
“This discomfort is triggered by a
situation in which a belief of a person
clashes with new evidence perceived
by that person. When confronted
with facts that contradict personal
beliefs, ideals, and values, people will
find a way to resolve the
contradiction in order to reduce their
discomfort”.
Meaning that we are at the effect
(or mercy) of our unconscious
inconsistent thoughts, beliefs, or
attitudes, especially as they relate
to the behavioural decisions and
attitude changes, we need to
make to survive and thrive in the
unpredictable C-19 world.
People are feeling
overwhelmed
Cognitive dissonance affects our
autonomic nervous systems,

which operate largely
automatically and outside of our
conscious awareness and control.
It impacts on our whole being –
physically emotionally and
cognitively. It is also where the
challenges to the massive changes
the C-19 pandemic is causing are
impacting us, neurologically,
emotionally, viscerally, and
cognitively, making us to feel
confused, conflicted, and
overwhelmed.
We are now faced with the
uncertainty of the C-19 pandemic
and are collapsing into a range of
differing yet, normal, human
reactive responses including:
• Fearful survival states (“I/we
can control this”) and some of
us head off to the
supermarket to buy toilet
paper and other staples.
• Avoidance states (“she’ll be
right”) and some of us head
off to crowded Bondi Beach
for the day and ignore, delete
or deny the information, to
move away from the pain or
discomfort the messages ‘not
to’ may cause us.
• Compliance states (“I/we will
comply”) where some of us
do what we are told to do,
become immobilized, stay
home, and socially isolate
ourselves.
• Create distortions; (“I/we will
all die”) where some of us
exaggerate and make the
dangers bigger, more radical,
important, dangerous that
what it really might be.
• Disconfirm the data (“it won’t
happen here”) where some of
us resist and oppose a
different point of view
because it does not confirm
their core beliefs and points of
view.
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Reassure ourselves (“I/we will
survive this”) where some of
us seek assurance from
others, especially expert
opinions, to validate or justify
what we believe to be true.
Re-evaluate the situation
realistically (“I/we can manage
our response”) where some
of us re-evaluate or change
the importance of existing,
new ideas and facts, and plan
accordingly.

Pulling people towards
possibilities
It is important, in uncertain
situations like these, that we are
intentional, by using our locus of
power to PULL others we
interact with, towards making key
proactive changes they need to
make to feel more secure, survive
and thrive as a result of the
current C-19 pandemic.
By taking what innovation
coaches call, a “whole person
perspective”; involving being
attentional, empathic, and
intentional in pulling people
towards a positive, postVUCA future and enabling
people to adapt, learn and
grow within the constraints of
the current reality.
Through understanding that
people are wired to function as a
whole system, governed by a
series of factors, which
neurologically impact on our four
normal, core human structures;
1. Cognition – how we perceive,
think, and make meaning.
2. Feeling – how we emote, what
we value, and how we relate.
3. Willing – how we identify and
preserve ourselves and
mobilize ourselves to act.
4. Body – how we actually do
mobilize and act.
By knowing how to,
• firstly, deeply connect with
people, anytime, anyplace,
through any technology,
• and secondly, create a safe
container for an authentic and
creative individual or team
conversation to occur, to
maximize differences and
diversity,
• thirdly, use our generative
listening and inquiring skills to
PULL individuals and teams
towards the possibility of
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better, brighter, and more
compelling futures.
Which may be a turning point for
themselves professionally and
personally, or for their families,
once the pandemic crisis has
ultimately ended.
Mastering uncertainty by
accessing multiple
intelligences
1. Cognition (head) = make
sure to take the time to be
informed, and to clearly
communicate what’s really
going on globally right now
(acknowledge and eliminate all
of the deletions and
distortions). Ensure that
people are being objective,
rational, and are able to make
sense of it and that they have
a responsibility to act
purposefully with it. By helping
them create a vivid picture or
vision of how their family, job,
or world might be better as a
result of the C-19 crisis and
pandemic.
2. Emotion (heart) = make
sure to be compassionate and
create values-based
connections with the people
you connect with. Seek to
inspire others, and ignite
feelings of excitement around
the range of future
possibilities, opportunities,
and benefits that may arise in
a post C-19 world. Help will
build their receptivity,
readiness to engage in and
collaborate with others, and
learn from, making their
desired changes.
3. Will (gut) = create a safe
and secure environment
where people feel
psychologically safe and
wanting to learn. Where they
are trusted and respected and
have permission to take risks,
make mistakes, and learn from
them when operating in
uncertainty. (no blame, shame,
envy or retribution).
4. Body (actions) = help
people mobilize, harness and
maximize their potential, see
and solve problems, make
effective decisions that result
in intelligent behaviours and
actions, and learn “on the job’
by playing and doing.

Now is the time to plan and
build our own and our
collective futures differently
As stated by Singularity University
– “We need to recognize a new
locus of power,” Metzl said. “And it’s
us. Nobody is going to solve this for
us. This is our moment to really
come together.”
Adapting, learning, and growing
through uncertainty is full of
possibilities for reskilling,
reinventing in and thriving in the
future. Because it offers all of us a
professional and personal turning
point in using our locus of power
to connect, collaborate, and cocreate a better world.
© Copyright, Janet Sernack
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Yoram Solomon

Great ideas are NOT accidental!

In 2010, I had an idea for a new
product for the company I worked
for. I had put together a business plan
and presented it to the company’s
CEO. A week later I presented it to
the board of directors. My
presentation was very well received,
and the directors described the
product as very innovative and “lifealtering” for the company. After the
board meeting was over, one board
member followed me to my office
and stated decisively: “an idea like
this comes to a person only once in a
lifetime.”
“Why do you think that?” I asked,
to which he replied: “because
innovation is accidental! You
cannot control when an idea like
this will come to you.”
I had to think about that for a
while. He believed that innovation
was purely accidental. His position
was supported by the glory of
great “accidental ideas” that
preceded my new product idea.
Newton’s apple, Archimedes’
Eureka! and others. However,
were those really accidental? Or
was there an event that was
merely the stimulus to launch this
idea into their consciousness?
I took the analogy further. Say I
was riding my bike and wanted to
have an accident (I told this story
once to an audience that included
my two daughters, Maya and
Shira. They had a terrified look on

their faces when I said that, so I
immediately explained that this
was a hypothetical scenario. Then
I had to explain what a
hypothetical scenario was…). If I
was riding my bike on the bike
trails in the park, the probability
of an accident is minimal, if at all.
Cars don’t drive in parks trails.
However, if I was riding my bike
South on the Dallas Tollway (an
infamously jammed highway in the
Dallas area) at 8AM—I would have
an accident. Guaranteed! And the
analogy: The aha! moment may be
accidental, but you can put
yourself in situations where those
accidents are more likely to
happen. In other words—you can
act in ways and do things that
would allow you to be more
creative. The following pages
describe what actions you could
take to increase the probability of
such “accidents.”
In Chapter 12 of my 2016 book
“Un-Kill Creativity: How
Corporate America can OutInnovate Startups” (“Why do we
get our best ideas in the
shower?”), also covered in my
article “4 Steps to Generate More
Creative Ideas, and Better Ones” I
explained how to create that
“accident-prone” environment in
which new ideas occur at a much
higher rate.
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4 things leaders can learn about
transformation from social and
political movements
In 2004, I was managing a major news
organization during the Orange
Revolution in Ukraine. One of the
things I noticed was that thousands of
people, who would normally be doing
thousands of different things, would
stop what they were doing and start
doing the same things all at once, in
nearly complete unison, with no clear
authority guiding them.
What struck me was how difficult
it was for me to coordinate action
among the people in my company.
I thought if I could harness the
forces I saw at work in the
Orange Revolution, it could be a
powerful model for business
transformation. That’s what
started me out on the 15-year
journey that led to my book,
Cascades.
What I found was that many of
the principles of successful
movements can be applied to
business transformation. Also,
because social and political
movements so well
documented—there are often
thousands of contemporary
accounts from every conceivable
perspective—we can gain insights
that a traditional case studies
miss.
Here are four principles you can
apply.
1. Failure Doesn’t Have To
Be Fatal
One of the things that amazed me
while researching revolutionary
movements was how consistently
failure played a part in their
journey. Mahatma Gandhi’s early
efforts to bring independence to
India led to the massacre at

Amritsar in 1919. Our own
efforts in Ukraine in 2004
ultimately led to Viktor
Yanukovych’s rise to power in
2010.
In the corporate context, it is
often a crisis that leads to
transformational change. In the
early 90s, IBM was nearly
bankrupt and many thought the
company should be broken up.
That’s what led to the Gerstner
revolution that put the company
back on track and a similar crisis
at Alcoa presaged record profits
under Paul O’Neil.
In fact, Lou Gertner would later
say that failure and transformation
are inextricably linked.
“Transformation of an enterprise
begins with a sense of crisis or
urgency,” he told a groups of
Harvard Business School students.
“No institution will go through
fundamental change unless it
believes it is in deep trouble and
needs to do something different
to survive.”
What’s important about early
failures is what you learn from
them. In every successful
transformation I researched, what
turned the tide was when the
insights gained from early failures
were applied to create a keystone
change that set out a clear and
concrete initiative, involved
multiple stakeholders and paved
the way for a greater
transformation down the road.
2. Don’t Bet Your
Transformation On
Persuasion
Any truly transformational change
is going to encounter significant
resistance. Those who fear change
and support the status quo can be
expected to work to undermine

your efforts. That’s fairly obvious
in social and political movements
like the civil rights movements or
the struggle against Apartheid, but
often gets overlooked in the
corporate context.
All too often change management
efforts seek to convince
opponents through persuasion.
That’s unlikely to succeed. Betting
your transformation on the idea
that, given the right set of
arguments or snappy slogans,
those who oppose the change
that you seek will immediately see
the light is unrealistic. What you
can do, however, is set out to
influence stakeholders who can
wield influence.
For example, in the 1980s, antiAparthied activists activists led a
campaign against Barclays Bank in
British university towns. That
probably did little to persuade
white nationalists in South Africa,
but it severely affected Barclays’
business, which pulled its
investments from South Africa.
That and similar efforts made
Apartheid economically untenable
and helped lead to its downfall.
In a corporate transformation,
there are many institutions, such
as business units, customer
groups, industry associations, and
others that can wield significant
influence. By looking at
stakeholder groups more broadly,
you can win important allies that
can help you drive transformation
forward.
3. Be Explicit About Your
Values
Today, we regard Nelson Mandela
as an almost saintly figure, but it
wasn’t always that way.
Throughout his career as an
activist, he was accused of being a
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communist, an anarchist and
worse. When confronted with
these accusations, however, he
always pointed out that no one
had to guess what he believed in,
because it was written down in
the Freedom Charter in 1955.
Being explicit about values helped
to signal to external stakeholders,
such as international institutions,
that the anti-Aparthied activists
shared common values. In fact,
although the Freedom Charter
was a truly revolutionary
document, its call for things like
equal rights and equal protection
would be considered utterly
unremarkable in most countries.
After Apartheid fell and Mandela
rose to power, the values spelled
out in the Freedom Charter
became important constraints. If,
for example, a core value is that
all national groups should be
treated equal, then Mandela’s
government clearly couldn’t
oppress whites. His reconciliation
efforts are a big part of the reason
he is so revered today.
Irving Wladawsky-Berger, one of
Gerster’s key lieutenants, told me
how values played a similar role
during IBM’s turnaround years.
“The Gerstner revolution wasn’t
about technology or strategy, it
was about transforming our values
and our culture to be in greater
harmony with the market…
Because the transformation was
about values first and technology
second, we were able to continue
to embrace those values as the
technology and marketplace
continued to evolve.”

July 2020
June
2015

government of Hosni Mubarrak
was overthrown only to be
replaced by that of Abdel Fattah
el-Sisi, who is possibly even more
oppressive. Harvard professor
Rita Gunther McGrath points out
that in today’s business
environment, competitive
advantage tends to be transient.
The truth is that every revolution
inspires a counter-revolution.
That’s why the early days of
victory are often the most fragile.
That’s when you tend to take
your foot off the gas and relax,
while at the same time those who
oppose the change you worked to
build are just beginning to plan to
redouble their efforts.
That’s why you need a plan to
survive victory from the start
rooted in shared values. In the
final analysis, driving change is less
about a series of objectives than it
is about forming a common cause.
That’s just as true in a corporate
transformation as it is in a social
or political revolution.
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4. Every Revolution Inspires A
Counter-Revolution
After the Orange Revolution
ended in 2005, we felt triumphant.
We overcame enormous odds
and had won. Little did we know
that there would be much darker
days ahead. In 2010, Viktor
Yanukovych, the man we took to
the streets to keep out of power,
was elected president in an
election that international
observers judged to be free and
fair.
While surprising, this is hardly
uncommon. Similar events took
place during the Arab Spring. The
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