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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses 

compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken 

in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home 

business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business. 

 
 
 

 
 

Better Business Focus 
 

 

  

 
 

                                      Expert inspiration for a Better Business 
 

 

 

 

  

November 2022                          

 

Picture Source: "Business Plan concept with lap top hand and mobile phone on the table" by wuestenigel is licensed under CC BY 2.0. 

https://www.flickr.com/photos/30478819@N08/49518652291
https://www.flickr.com/photos/30478819@N08
https://creativecommons.org/licenses/by/2.0/?ref=openverse


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  November 2022 

  

 
1 

 

What you are really 

saying when you say 

“I can’t afford to hire 

help” 
David Finkel  

 
 

"Putting the boot in!" 
Peter Thomson 

 
 

TRUST, 

Micromanagement, 

and TRUST again. 

Or—why people with 

low trustability 
should not be leaders 
Dr. Yoram Solomon  

 
 

 

 

 

 

 
 
 
 

 
 

 
 
 

 
 

The mindset that will 

drive you to greater 

success 
Rozz Usheroff 

 
 

Research shows how 

stress accelerates 

aging  
Adi Gaskell 

 
 

Lesson learnt  
Barry Urquhart  

   
 

 

 

 

 

 

 

 

 

 

 
 

 

Flash and carry ….. 
Sunil Bali    

   
 

Get communications 

right first time (so, no 

more needless late 

night re-writes)  
Andy Bounds 

 
 

Does this terrify you 

as much as it did me? 
Drayton Bird 

 
 

 

 

 

 

 

 

 

 

 

 

 

3 

This month’s contents 

4 

5 

7 

8 

9 

10 

11 

12 



 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  November 2022 

  

 
2 

 

 

Don't let your 

circumstances define 

your expectations 
Amy Vetter 

 
 

Launch Plan  

Evan Carmichael 

 
 

The Rainmakers – 

learning how to sell 

professional services 
Sue Barrett 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There are 3 ways to 

Innovate, but only 

one can win the 

future 
Greg Satell 

                                                                                                                                            
Promote a service 

vision and a common 

language to eliminate 

culture roadblocks 
Ron Kaufman 

 
 

Trust the customers, 

not the experts 
Paul Sloane 

 
 
 
 
 
 
 

 
 

7 cringeworthy body 

language mistakes 

leaders make during 

meetings  

Lolly Daskal  

 
 

How to better 

navigate your team 

through a merger or 

acquisition  

Thom Dennis 

 
  

 

This month’s contents 

14 

13 

15 

18 

19 

20 

21 

16 

https://www.inc.com/author/amy-vetter


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  November 2022 

  

 
3 

 
 

“I would love to hire help, but I just can’t 

afford it right now.” 
 

I have heard this statement a 

thousand times over the last twenty-

five years as a business coach, from 

business owners that are stressed, 

overworked and overwhelmed. 

Their businesses are usually doing 

well and growing, which leads to the 

need for help. Yet, they never seem 

to have the funds to hire additional 

help, even if their finances tell a 

different story.  

 

And usually, over the course of a 

few coaching sessions, the truth 

comes out and we are able to 

ascertain the real reason why they 

can’t “afford” to hire someone.  

 

A Look At The Numbers 

 

Before I delve into the why I want 

to touch briefly on the numbers 

surrounding an additional hire. I 

see this in all areas of business, but 

for the sake of argument let's look 

at a business owner who is doing 

their own graphic design work to 

save themselves some money. A 

typical graphic designer according 

to Upwork.com, charges 

approximately forty-five dollars an 

hour. Now, this is an expert who 

knows their way around design 

software and can do things quickly 

and efficiently. You, as a business 

owner may struggle with the same 

tasks which would mean that a 

task that might take a professional 
an hour to do might take you two 

or three hours to do the same 

job.  

 

So at face value, that forty-five 

dollar project would cost you one 

hundred and thirty-five dollars.  

 

 

 

 

But as a CEO and business owner, 

you don’t make forty-five dollars 

an hour. You have the potential to 

form partnerships worth 

thousands (or millions) to your 

bottom line. You have the 

potential to close sales or create 

products that would provide your 

company with financial security 

for years to come.  

 

You are worth far more than 

forty-five dollars an hour.  

 

You Doubt Your Ability to 

Create Value 

 

So why then are we still doing 

low-level tasks as leaders? Many 

times when an entrepreneur says 

he can't “afford to hire help” it's 

because he isn't confident in his 

conviction that he can create a 

magnitude more value using his 

time in another area of the 

business. If you doubt your ability 

to do higher-level tasks, then it 

makes it really easy to devalue 

your time and your worth within 

the company.  

 

The first step to overcoming this 

way of thinking is to start 

celebrating your victories. Each 

week put together a list of your 

high-level tasks, and as you 

complete them take a moment to 

celebrate the success and the 
value of what you created.  

 

“I just landed a contract that will 

increase our net profits by 25% this 

year.” 

 

You Doubt Your Ability to 

Invest Your Time Wisely 

 

Maybe you do understand the value 

of the work you are able to create. 

You know that if you focus on the 

right tasks, you have the potential 

to grow and scale your business. 

But yet, you still “can’t afford to 

hire help.” This usually stems from  

 

 

the fear that even if you were to 

free up your time, you aren’t  

confident in your ability to reinvest 

that time wisely on higher-level 

tasks.  

 

In order to overcome this one, 

take your victory list from before 

one step further by celebrating 

your ability to check things off of 

that list in a timely manner. At the 

end of each week, review what 

high-level tasks you have 

completed that week and what is 

still left to be done.  

 

Once you are able to show 

yourself what you are capable of 

you may just find that you can 

indeed “afford to hire help.”  

 

© Copyright, David Finkel 
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Now here’s a story that is not true… 

 

The word ‘sabotage’ comes from the 

French for the word for shoe – a 

sabot.  
 

It’s often reported that 

disgruntled workers would toss 

their ‘sabots’ into the machinery 

to clog up the works and by 

so doing ‘sabotage’ the factory 

owner's plans for even 

greater profits and, of course, 

their continued exploitation. 

 

Wrong! 

In fact, the word sabotage comes 

from the French word 
‘saboter’ meaning to make a loud 

noise by clattering wooden shoes.  

 

And because, in French, ‘saboter’ 

was also used to mean: 

Making a mess of something or 

deliberately destroying 

machinery, tools and implements 

– the word became incorporated 

into the English language with the 

meaning we attach to it today. 

 

Am I going somewhere with this 

or just trying to correct a popular 

misperception? 

 

Somewhere! 

You know how sometimes – 

when someone is getting close to 

achieving a long sought-after goal 

– they ‘self-sabotage’ just when 

they’re about to win the 

prize, don’t you? 

 

Why do they do that? 

Well, no doubt they’re as many 

reasons as French words in the 

English language. For today 

however, let’s just be more aware 

of one of them. 

 

When someone acts in such a way 

that is inconsistent or incongruent 

with their self-image they can 

continue the ‘pretence’ for a 

while… 

 

However… 

 

Their ‘real self’ continually rubs 

the back of their heels 

reminding them that their current 

actions are out of sync 

with who they are and that 

corrective action must be taken. 

 

They do; they do take action. 
They take actions that STOP 

them from achieving their goal. 

 

Oh the relief, oh the release, oh 

the relaxation of mind and 

body and spirit as their struggle is 

ended. 

 

Is there a solution to this oft-

experienced problem? 

 

There is: 

Before attempting to achieve 

anything – time must be 

spent imagining that the result has 

been achieved and that we 

are now living, being and enjoying 

who we are – to become. 

 

Then when actions take us ever 

closer to that goal – it will fit us as 

comfortably as our favourite pair 

of well-worn footwear and you 

know what a feeling that is, don’t 

you? 

 

So are there some actions to 

take? 

 

There are: 

Take a look at your goals 

Are you, as a person, in true 

alignment with that goal? 

 

Imagine the goal is achieved – how 

do you feel? 

 

If the feeling is true then you’ll 

know - won’t you? 

 

Knowing this idea can make such 

a major difference to your goal 

attainment. 

 

You will use it won’t you? 

 
Go on then… 

 

© Copyright, Peter Thomson 
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Peter Thomson 

"Putting the boot in!" 

 

mailto:action@peterthomson.com
http://www.peterthomson.com/


 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  November 2022 

  

 
5 

There are actually two cycles: trust 

and autonomy, distrust and 

micromanagement. You can’t force a 

leader to give an employee autonomy 

(and to be clear, the autonomy is not 

to decide which task to perform but 

rather to decide how to perform it). 

The leader must first trust the 

employee enough to give them that 

autonomy and only then feel safe 

enough to give it. And when the 

employee gets autonomy, they feel 

more comfortable trying things, and 

delivering bad news when they fail, 

because they trust their leader to 

accept it and not react in a way that 

would force them to think twice the 

next time they want to try 

something.  
 

When leaders distrust employees, 

they micromanage them. You 

know, just to make sure they do 

their job. When employees are 

micromanaged, they will refrain 

from trying things because they 

don’t trust their leader’s reaction 

to failure. They will do exactly 

what their boss told them, even 
when they know it’s not the right 

thing to do because they would 

rather fail than disobey their boss. 

This way, they don’t have to be 

accountable for their actions.  

 

Research shows that the 

autonomy to decide how to 

perform a task has a 47% positive 

impact on creativity and 

productivity. Feeling your leader's 

trust in you has additional positive 

consequences in reducing stress, 

increasing engagement, reducing 

absenteeism, increasing the 

probability of staying in the 

company longer, and much more.  

 

Why do leaders 

micromanage? 

In a 2018 survey of “what is the 

most important quality for you in 

other people?” in 5 of 6 

relationships, the answer was 

trustworthiness (with an average of 

65.6%). But when leaders were 
asked about their employees’ 

most important quality, the top 

quality was the willingness to 

work hard (47.5%), and 

trustworthiness only came second 

(39.3%). There is no doubt why 

leaders fail to give employees 

autonomy: they don’t trust them, 

nor do they want to trust them 

(since they don’t believe that their 

employees’ trustworthiness is 

their most important quality, 

anyway).  

 

Why doesn’t leader trust their 

employees? The 8th law of trust 

tells us that the leader's trust in 

the employee is the product of 

the leader’s trustability (their 

overall willingness to trust people 

in general, or employees in 

particular) and a specific 

employee’s trustworthiness. 

Therefore, there could be two 

reasons why a leader will not 

trust their employee: the 

employee is untrustworthy, or the 

leader has low trustability.  

 

Why do leaders distrust 

employees? 

There could be several reasons 

why the leader considers the 

employee to be untrustworthy, 

and there are things the leader 

can do about them: 

• If the leader considers the 

employee incompetent, there 

could be training, mentoring, 

and experience that the leader 

can help the employee gain to 

increase their competence.  

• This could be a matter of 

time. The leader doesn’t trust 

the employee yet. In this case, 

the leader should increase the 

amount of time and intimacy 

(face-to-face) interactions 

with the employee to 

accelerate building that trust.  

• The symmetry of the 

manager-employee 

relationship is skewed. Still, 

some things could be done to 

feel that the leader and the 

employee are on the same 

side, such as emphasizing the 

common vision and mission 

and sometimes the existence 

of a common enemy (such as 

Dr. Yoram Solomon  

TRUST, Micromanagement, and TRUST again. 

Or—why people with low trustability should 

not be leaders The cycle of trust and micromanagement 
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a competitor, market 

conditions, tight budget, and 

aggressive schedule).  

• Personality incompatibility 

could be a harder issue to 

resolve. Different personalities 

can sometimes be 

complementary (and thus 
compatible). But in other 

cases, personalities can clash. 

The best to do in this 

situation is to address the 

incompatibility and see if it can 

be relatively easily resolved by 

some effort by one or both 

sides.  

 

If any of those issues cannot be 

resolved, the leader must 

understand that the resulting 

distrust comes with lower 

performance and all the negative 

consequences, such as 

underperforming projects, low job 

satisfaction, disengagement, and 

more. The leader must make a 

conscious decision in balancing 

the low performance resulting 

from low trust against removing 

that employee from the team. It’s 

that simple (albeit a hard decision 

to make).  

 

Low Trustability 

The second reason the leader 

might not trust the employee is a 

low level of trustability (by the 

leader). We are the sum of our 

experiences, and if our 

experiences cause us not to trust 

employees, that’s what we’ll do, 

even when specific employees are 

highly trustworthy. What can you 

do about that? Low-trustability 

leaders tend not to trust their 

employees until they earn their 

trust. However, distrusting a 

trustworthy employee will kill that 
employee’s trustworthiness. After 

all, why bother behaving in a 

trustworthy way if your boss 

doesn’t trust you? On the other 

side, you should not blindly trust 

employees at a much higher level 

of their demonstrated 

trustworthiness. The best 

approach is to start with trusting 

the employee slightly more than 

the level of trustworthiness 

already demonstrated by them. As 

they see that you trust them 

more than what they believe they 

earned, their trustworthiness will 

continue to increase.  

 

 

The Peter Principle 

But some people will never feel 

comfortable trusting their 

employees beyond the 

demonstrated level of 

trustworthiness. Some people 

are simply best as individual 

contributors. We live in a society 

that worships leadership and 

doesn’t appreciate individual 

contributors much. You may be 

familiar with The Peter Principle as 

“people will always get promoted 

to their level of incompetence.”  

 

We take a great individual 

contributor and force them to 

lead others, even if their 

trustability level is low, which 

means they will not trust their 
employees, which means they will 

micromanage their employees, 

which means that performance 

will be low. We will consider 

someone who was a great 

individual contributor an 

incompetent leader. You must 

make that tough decision and 

ignore our obsession with 

leadership. If you have low 

trustability, you shouldn’t be a 

leader, and that’s OK! 

 

© Copyright, Dr. Yoram Solomon 
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How to Add 

Events to the 

Calendar App 

from a Text 

Message 
 

You can use this for more than just 

lunch dates. Any text you receive with 

event information will be underlined 

and become clickable. Then it’s just a 

matter of tapping the text and adding it 
to your Calendar app. To do this: 

 

1. Open Messages. 

2. Tap on the conversation. 

3. Find the text message with the 

event you want to add. 

4. Tap on the event details. 

5. Choose Create Event. 

6. Information included in the text 

should be auto-filled. Enter in any 

other information you need, such 

as title, location, alert notifications, 

or extra notes about the event. 

7. Tap Add. 

8. Now, you can close your text 

messages and open Calendar. 

9. Tap on the day that the event 

is scheduled, and the event should 

be present. 

 
 

Web: https://www.iphonelife.com/ 

 
 

https://twitter.com/yoramsolomon
https://twitter.com/yoramsolomon
https://twitter.com/yoramsolomon
http://www.yoramsolomon.com/
mailto:info@yoramsolomon.com
https://www.iphonelife.com/
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Take Responsibility for Your Career 

by Adopting an Entrepreneurial 

Mindset 
 

It is easy for a term like 

entrepreneurial mindset to 

become a cliché, so let me frame 

it simply as: An entrepreneur is 

someone who finds a way to 

deliver something that someone 

else needs. 
 

Usually, when we think about an 

entrepreneur, we envision a small 

business. But small businesses 

have a way of becoming big 

businesses when they solve the 

equation of knowing what the 

customer wants, knowing about 

marketplace trends and knowing 

what their competitors are doing 

well.  But it’s also knowing what’s 

missing! 

 

That might seem obvious in the 

world of commerce, but it applies 

equally to you as an individual, the 

entrepreneur who is in charge of 

your own career. Make no 

mistake about it. As a salaried 

employee or manager, you might 

not feel like an entrepreneur. But 

if you don’t take self-responsibility 

for your own career, you give 

permission for others to define 

you. Don’t rely on your manager 

to be responsible for your career. 

They have their own challenges 

and besides, why would you give 

away the power over your 

destiny? 

 

The only way you will exceed 

your wildest dreams is to see 

yourself as an entrepreneur. No 

matter how great of a team player 

or compassionate leader you see 

yourself as being, at the end of the 

day, you are an individual selling a 

service. That service is your 

professional ability to make others 

successful and you are selling it to 

your employer for a price. 

 

A company’s loyalty to you 

extends only as far as your value 

to the company at this moment 

and how you are positioned for 

contributing to their bigger 

future.  It’s all about knowing the 

KPIs that your company will 

measure your value. Working 

hard and being loyal are 

wonderful attributes but not 

enough to sustain guaranteed 

employment or promotion. 

 

Let’s break this down into two 

sectors: the outside you and the 

inside you. 

 

The Outside You 

 

The “outside you” represents you 

as an individual; the person that 

you are. Your career is your 

entrepreneurial business. You 

need to know what to offer to 

stay attractive to your current 

employer or to be attractive to a 

new employer. What 

differentiates you from the 

competition? An ability to manage 

teams in hybrid and distributed 

scenarios might be a new piece of 

expertise that you could embrace. 

Or perhaps learning about a new 

technology that is taking your 

industry by storm. 

 
At the same time, be savvy about 

your current job market. Who’s 

hiring? Who is rated as a great 

place to work for? Which 

companies are now on your radar 

as geographic requirements have 

changed and how large is your 

network to find individuals who 

can sponsor you? 

 

 

 

The Inside You 

 

The same applies to your present 

employer. What’s hot and 

valuable? What does your 

employer value and what are they 

expecting from you? Someone 

who understands the ins and outs 

of Diversity, Equity, Inclusion, and 

Belonging (DEIB), cyber-hygiene, 

or distributed teams? 

 

Become indispensable with your 

current employer while staying 

sharp to act upon opportunities 

to interview with other 

companies for assessing your 

value in the marketplace.  It’s all 

about what the market wants and 

how you can pivot your career to 

find and capture the job of your 

dreams. 

  

Wisdom Tips: 

   

Book time to self-reflect so you’re 

aware of what’s going on around 

you.  Whether you run a kitchen-

table solo-business, or you’re on a 

career track in a Fortune 500 

company, there are skills, physical, 

technical, intellectual, and political 

that must be discovered and 

mastered. Take the time to learn 

something new about your 

profession, using microlearning 

techniques. 

 

Expand your internal network – 

people who can help showcase 
your value and expertise within 

your company. Reciprocate in the 

form of “netgiving”.  It can be as 

simple as a thank you note or 

offering to return the favor by 

coaching one of their direct 

reports. 

 

 

 

 

Rozz Usheroff 

The mindset that will drive you 

to greater success 
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Review your LinkedIn contacts 

and identify who you could benefit 

from a deeper connection.  Reach 

out with a personal request as to 

why you would love to connect. 

Think about how you might 

reciprocate for their time and do 

it quickly. 

 

To paraphrase Michael Gerber, 

author of The E-Myth 

Revisited, spend some time 

working ON your career, rather 

than spending all of it working IN 

your career. 

 

That’s what the Entrepreneurial 

Mindset represents: the art of 

staying aware of what the market 

needs and identifying how you can 
expertly provide it with 

authenticity and Intention. 

 

© Copyright, Roz Usheroff 
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The past few years have been 

nothing if not stressful, with the 

pandemic bleeding into the 

invasion of Ukraine, rising inflation, 

and general concerns around the 

cost of living. Research USC 

highlights how this can accelerate 

the aging of the immune system, 

which in turn can have numerous 

consequences, including 

heightening our risk of developing 

cardiovascular diseases and 

cancer. 
 

The researchers believe that their 

findings can go some towards 

explaining the disparities in age-related 

health that are evident across society 

and were especially visible during the 

Covid pandemic. 
 

“As the world’s population of older 

adults increases, understanding 

disparities in age-related health is 

essential. Age-related changes in the 

immune system play a critical role in 

declining health,” the researchers say. 

“This study helps clarify mechanisms 

involved in accelerated immune aging.” 
 

Worsening immunity 

The weakening of our immune system 

as we age is a natural process called 

immunosenescence. This is largely 

because our immune system contains 

too many weakened white blood cells 

in relation to fresh and strong white 

blood cells to tackle any invaders. 
 

What is less well understood is why 

some people have very different health 

outcomes despite being the same age 

as healthier peers. The researchers 

tested to see whether exposure to 

stress over our lifetime, which is 

known to contribute to poor health, 

also affects the vitality of our immune 

system. 
 

They analyzed data from the University 

of Michigan’s Health and Retirement 

Study, which examines the health, 

economic, marital, and family status  

of around 5,700 older Americans.  

Each participant was asked to complete 

a questionnaire designed to gauge their 

daily stress levels. Blood samples were 

also taken from the volunteers and 

analyzed via flow cytometry, which 

counts and classifies blood cells. 
 

Stressed out 

The results show that people with 

higher stress scores also seemed to 

have older-seeming immune systems. 

This meant that they had a lower 

percentage of fresh white blood cells 

and a higher ratio of worn-out blood 

cells. 
 

Thankfully, exercise and diet may 

provide a degree of protection, as T-

cells are a crucial part of our immune 

system. They mature in the thymus, 

which is just above the heart. As we  

age, the tissue in our thymus tends to 

shrink and get replaced by fatty tissue, 

which in turn reduces the production  

of immune cells. Diet and exercise can 

slow this process. 
 

“In this study, after statistically 

controlling for poor diet and low 

exercise, the connection between  

stress and accelerated immune aging 

wasn’t as strong,” the researchers 

explain. “What this means is people 

who experience more stress tend to 

have poorer diet and exercise habits, 

partly explaining why they have more 

accelerated immune aging.” 
 

© Copyright, Adi Gaskell 
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Adi Gaskell 

Research shows how 

stress accelerates aging  
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It is seldom, if ever, a good idea to 

withdraw your services, 

inconvenience your customers and 

provide scope and need for 

consumers to trial the offerings of a 

competitor. 
 

In such instances, it is inevitable 

that a percentage of individuals, 

clients, customers and corporate 

representatives who experience 

the alternative products, services 

and applications will be satisfied, 

excited and delighted. They could, 

and typically will reallocate some 
or all of their custom to the 

competitor or substitute. 

  

That seems to have been the 

lesson learnt from the recent 

actions of irate, emotional taxi 

drivers and taxi plate owners in 

metropolitan Perth. 

  

Some 300 taxi vehicles drove in 

convoy from Perth Airport to the 

precincts of the State Parliament 

in West Perth.  They demanded 

to be addressed by the Minister of 

Transport and impeded, - if not 

stopped, - vehicular traffic in the 

immediate area. 

  

They were upset about the 

emerging presence of the mobile 

taxi booking application, 

UBER.  Little and isolated legal 

actions had been initiated by the 

State Government and its 

regulatory authority against UBER, 

which is operating in Western 

Australia without approval or 

authority.  It is a complex legal 

and administrative issue. 

The protest action extended for 

several hours. 

  

For some commuters and 

prospective taxi patrons, it was an 

inconvenience.  Media exposure 

on the day was saturated, and 

largely sympathetic to the taxi 

drivers. 

  

The local operators of UBER saw 

an opportunity.  They offered a 

free trial.  Demand for the service 

ballooned over 300%. 

  

Trial, sampling, call it what you 
will.  A large number of people 

were being exposed to the 

experience for the first time. 

  

On this occasion, the issue was 

not the merits of the strike or 

protest action.  Rather, the lesson 

learnt centred on the unintended 

consequences of providing a 

competitor or substitute entry to 

a key marketplace and marketing 

opportunity. 

  

Local taxi drivers and taxi booking 

services have the capacity and 

capabilities to address, redress 

and to effectively counter the 

rapidly growing UBER, Go Catch 

and similar booking applications. 

  

The same fundamental principles 

apply to those businesses that 

choose to close when 

competitors remain open, even 

when confronted with heavy 

wage-loadings. 

 

 

Customer loyalty is declining, 

while convenience and access 

remain foremost in the buying 

decision criteria of consumers. 

  

Being customer-centric and 

customer-driven are no longer 

catch-all phrases that are simply 

displayed in framed, mounted 

signage in reception areas and 

premises.  They must necessarily 

be the driving forces which enable 

fulfilment of the business 

philosophies, missions, values and 

ideals. 

  
That means each of the following 

boxes must be ticked: 

    

√  Convenient 

   

√  Accessible 

   

√  Responsible 

   

√  Caring 

   

√  Understanding 

   

√  Consistent 

   

√  Continuous 

      

Ah, 7 steps to sustainable success. 

 

© Copyright, Barry Urquhart 
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Barry is author of six books, 
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internationally recognised 
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Marketing Focus is a Perth based 
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After Microsoft went public 

in 1986 and Bill Gates became 

a 31-year-old billionaire, he 

was asked what was the 

secret to his success. 
 

Gates replied:  

 

There’s no secret. I worked really 

hard on my idea to get it as good as 

I could, and then knocked on door 

after door. 

 

I ended up showing my idea to 1200 

people. 

 

900 said no. 

 

300 people showed some interest. 

 

Only 85 people actually did anything. 

 

30 took a serious look. 

 

And 11 made me a multi-millionaire. 

 

Behind every genius there was 

first a beginner who worked hard 

to produce great work and then 

was brave enough to keep 

showing it to the world, even 

when the world showed no 

interest. 

 

99% of the people that Bill Gates 

showed his idea to rejected it. 

 

You always have a choice. 

 

You can either throw in the towel 

or use it to wipe the sweat off 

your face. 

 

© Copyright, Sunil Bali 
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Sunil Bali    
Flash and carry ….. 

Picture Source: "Bill Gates - OnInnovation.com Interview" by OnInnovation 

is licensed under CC BY-ND 2.0. 

Picture Source: "Bill Gates selling windows" by niallkennedy 

is licensed under CC BY-NC 2.0. 
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Very few people love preparing long 

communications. 

 

And nobody loves preparing them 

twice. 
 

But re-writing communications 

happens all the time.  You may 

well have experienced it from 

both sides.  Either you created a 

communication piece for 

someone, who said it wasn’t what 

they wanted.  Or someone 

created one for you, and it wasn’t 

what you wanted.  

 

Both are, at best, frustrating. To 

both parties.  All that wasted 

time, energy and motivation.  

 

Even worse, people tend not to 

diarise “Do some re-writes to 

Draft One that I wasn’t expecting 

to do”.  So they now have to find 

some time in their hectic diaries 

to do them.  But there is no 

time.  So it often has to be done 

outside work hours. Again. 

 

And even worse still: rewrites are 

often avoidable.  If you’d briefed 

each other better in the first 

place, you’d have avoided doing 

some/all of the work again. 

(Incidentally, have you noticed 

how a poor brief is always the 

other person’s fault?!) 

 

There are many ways to brief 

people well. Here’s a good one: 

Before you start creating it, 

ensure both you and they agree 

on its: 

• Purpose – what you want the 

communication’s recipient to  

do as a result of reading it  

• Why they will – the benefits to 

the recipient of doing this action 

• Why they won’t – the 

recipient’s objection to doing 

this action, and your responses 

to it 

• Headings – what the main 

sections will be (one way to 
think about this: what will the 

contents page contain?) 

• Style – PowerPoint, Word, 

beautifully designed, something 

else? 

• Duration – how short will it be 

(remember: communications 

aren’t complete when they’re as 

detailed as possible, but when 

they’re as short as possible) 

 

Yes, asking these questions takes 

a bit of time. But they take a lot 

less time than doing full rewrites. 

Which is always worth doing… 

 

… unless you do enjoy writing 
them twice? 

 

Action Point  

 

There are three this week: 

• For any new communications, 

you/a colleague are about to 

start, ensure your briefing is 

thorough and effective 

• For any communications that 

you/a colleague are currently 

part-way through, revisit the 

brief and make sure it’s good 

enough to get things right first 

time 

• For more guidance on how to 

create one particular type of 

written document – a 

proposal – click here 
 

© Copyright, Andy Bounds 
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Short of time? Here are my Quick 

Wins 
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Get communications right first time (so, no 

more needless late night re-writes)  
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Public speaking terrifies most people 

- and that used to include me.  

 
So when an old client sent me the 

below email, I felt obliged to help.  

 

And I dare say, if you have a 

presentation looming, you'll find 

the advice helpful too:  

 

"I have been asked to prepare a 20 

minute presentation on marketing. 

The audience is 30 people from SME 

size businesses.  

 

I don't know any of them and I'm 

speaking as a special guest at a 

morning business seminar.  

 

Do you have any suggestions on 

what to avoid?"  

 

Here is my advice to the poor 

soul (I feel his pain).  

 
1. Have a theme, not just a series 

of slides. For instance, I did a talk 

in Sweden to chief executives in 

the food industry. My theme was 

that marketing people don't study. 

State your theme at the start, 

proceed to justify and enlarge on 

it then restate or sum up the 

solution at the end.  

 

2. Give examples. One example  

is worth a ton of exhortations. I 

show that marketing lacks the 

discipline of proper professions 

like the law, giving seven ways in 

which marketers fail, with 

examples. I also give examples 

from the past and from other 

countries and businesses.  

 

3. Wherever possible use 

pictures, with as few words as 

possible. For instance, I use a 

picture of the stele of Hammurabi, 

the first lawgiver, when pointing 

out that the history of marketing 

is very short - the word was first 

used in 1908.  

 

4. Quote authorities. I quote all 

sorts of people in my talks. In this 

case two French writers and an 

American philosopher. This gives  

a degree of gravity and shows you 

are a serious, thoughtful person 

who has done his homework.  

 

5. If you can, be funny. This is far 

easier than it sounds. All you have 

to do is show stupid ads or 

commercials. There are thousands 

online. No need to make any 

jokes. They do it for you. My 

partner Timo - being a Finn - sent 

me a quick video about Sweden 

yesterday which made me laugh 

out loud. He didn't have to say 

"this is funny". The best 

comedians have straight faces (I 

am not very good - laugh at my 

own jokes).  

 

6. Rehearse until you know 

exactly what you want to say. I 

spend weeks thinking about any 

presentation I make. I don't sit 

down and do so. It is on my mind 

and I just keep coming back to it. 

One of the best speakers I know 

of - a former chairman of Ogilvy & 
Mather - told a friend that it took 

him two days to deliver a 30-

minute speech.  

 

 

 

7. As with an advertisement or  

any other message, the beginning 

is crucial. I give great thought to 

how I will begin, as people decide 

whether they like you within 30 

seconds. I usually have several 

alternatives in mind. The easiest 

and simplest is a very loud Good 

morning! - with a smile and a 

pause. That is surprisingly 

effective.  

 

8. Use notes if you like. David 

Ogilvy often did. But don't just 

look down and read them out. 

Pause after you've read 

something, and look at the 

audience. You must rake the 

audience with your eyes, like the 

guns of a battleship, so they feel 

included.  

 

9. Speaking is frightening - unless 

you're a conceited ass. I still 

worry after hundreds of speeches 

all over the world. The minute 

you stop worrying you're in 

trouble (which applies to 

everything in my view). You may 

be tempted to get it over with as 

quickly as possible - and start 

gabbling. Don't. Within reason, 

the slower the better.  

 

10. Take great note of the 

context. Take the previous 

speakers: what did they say? If 

someone else said something 

good, say so. People will like you 

for doing so. The room, the 
audience. Who are they? How can 

you involve them? What are they 

worried about? You must find out 

when you are asked to speak. 

Speeches - in the business context 

- are just like marketing. What is 

Drayton Bird 

Does this terrify you as much as it did me? 
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the problem? How can you help 

solve it?  

 

What's more, my ten points have 

the stamp of approval from a man 

who knows more about public 

speaking than me: Andy Bounds.  

 

In fact, Andy's exact words to my 

client were, "Follow Drayton's ten 

steps, you won't go far wrong if 

you do."  

 

High praise indeed, because Andy 

knows all there is to know on 

public speaking. In fact, Andy 

covers it in great detail in month 

four of his membership club.  

 

Of course, I'm biased, but any 
marketing exec or business owner 

can transform their presentations 

with Andy's know-how.  

 
Have a look here if you haven't 

already, and you'll see what I 

mean. 

 

© Copyright, Drayton Bird 
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When people look at you, 

they see what you've done. 

When I look at you, I see what 

you could do. 
 

Most of the time, people set their 

expectations based on one's current 

situation. They form preconceived 

notions about what you're capable 

of according to where you are at 

the moment—not where you can 

go. But with a bit of confidence and 

hard work, you can break those 

limiting beliefs. 

 

You can achieve everything you 

want in life. The only thing 

holding you back is yourself. 

You need to believe in yourself and 

be willing to put in the effort 

required to achieve your goals. 

Once you realize that nothing is 

impossible, it'll become easier for 

you to take risks and do things that 

may seem too difficult at first glance. 

 

Stop focusing on other people's 

expectations and look inside 

yourself to find what you really 

want. 

It's okay to start small, but it's 

important to keep moving forward. 
You will never reach your full 

potential unless you keep trying new 

things and taking risks that push you 

out of your comfort zone. 

 

Don't let others define who you are 

or what you should do with your 

life! So stop waiting around for 

someone else's permission or 

approval before pursuing your 

dreams. You don't need anyone else 

telling you how good or bad you are 

at something before deciding 

whether or not it's worth pursuing. 

 

Remember, no one else knows or 

cares where you're headed as much 

as you do. So don't let anyone tell 

you how far away you are from your 

goals or what they think is possible 

for you. You only need to look 

inside yourself and find your own 

path. 

If you're feeling stuck, take a look 

inside yourself and find your own 

path: 

1. Make a list of everything you want 

from life and start working towards 

those goals right now. Don't worry 

about what other people think or 

say about what's possible for you 

because they don't know your 

potential until you show them. 

2. Don't give up on yourself before 

you even start because failure is part 

of success — success isn't always 

going from point A to point B 

without any hiccups along the way. 

It's about how well you handle them 

as they come up. 

3. Don't compare yourself to others; 

only compare yourself with how far 

you've come since yesterday. 
Remember, it's important to keep 

things in perspective.  

 

Every day, you have the choice to think 

about what is possible and what is not. 

You can choose to be optimistic about 

your future and confident in your 

abilities to achieve the goals that you set 

for yourself. You can decide to make 

something better for yourself. But first, 

it's important to realize that it's up to 

you—no one else can do this for you. 

 

The best way forward is simple: do not 

let your circumstances dictate your 

expectations. It is up to you to chart 

your own course to success and believe 

in yourself. 
 

© Copyright, Amy Vetter 
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Amy Vetter 

Don't let your 

circumstances define 

your expectations 
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HOW I LAUNCHED 

 

My first real business was a software 

company that I had with two fellow 

University of Toronto students. I was 

still in my third year and was faced with 

the dilemma of wanting to run my 

business but also finish my education. 
 

So I started part-time and 

found creative ways to 

incorporate my business into 

my studies. 

 

For example, I learned that if I got 

a professor's agreement 

I could create my own course. 

 

No set class time, no final exam, 

and I could work on whatever 
I wanted as long as my professor 

agreed. 

 

So I created a case study around 

my business. I got to work on my 

business, get his advice, use the 

University's resources, and have it 

all count towards a University 

credit! 

 

As an entrepreneur, you have 

to think outside the box to 

get your company launched 

and make the most of what 

you've got. 

 

The best part was that our 

company sold to Universities - 

they were one of our best 

customers. So I got to go and talk 

to my potential customers as a 

part of a University research 

project instead of pitching them as 

a private company. 

 

 

 

I got access that I never would 

have had otherwise. They gave me 

great feedback which I poured 
back into the product and I was 

also able to make sales from it. I  

was now getting paid to get my 

University credit! 

 

MY PLAN KEPT ME ON 

TRACK 

 

In every class where we had to do 

a project, I always used my 

business as a case study as well 

and used the advice and feedback 

to improve my company. 

 

Even though I couldn't commit 

myself 100% to the business yet, I 

took steps every day to move it 

forward. 

 

Sometimes it could only be an 

hour at night answering emails, 

other days it would be more if I 

had more time. The point is that 

the small steps add up. If you do 

something every day your 

momentum will build. 

 

I set goals for myself for what I 

wanted to accomplish and when. I 

started with the big picture of 

where I wanted to go and then 

broke it down into quarterly and 

monthly targets. 

 

Having a plan helped me stay 

on track. 

 

Sometimes I hit my targets early 

and other times I didn't quite 

make them but by having a plan 
that kept my end goal in mind and 

breaking it down into smaller 

chunks I was able to stay focused 

and not get distracted by other 

opportunities or the chaos that 

was happening around me. 

I ended up building the business  

to having customers in over 30 

countries including NASA and 
Johnson & Johnson and we got 

acquired a few years later. 

 

It made me a big believer in 

the power of planning and 

knowing where you're going - 

I've used these tools ever 

since in every business I've 

created. 
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For many decades professional 

service providers (lawyers, 

accountants, financial advisors, 

banking, management consultants, 

engineers, architects, medical 

specialists, etc.) relied on their local 

networks for new client referrals. 

They usually developed a reputation 

amongst a select group of their 

friends, colleagues and local industry 

groups making them an attractive 

option that would bring business to 

their door. 
 

While personal recommendations 

and referrals are still highly sought 

after, the days of only relying on 

referrals, especially local referrals, 

have passed. Markets have 

expanded, and professional 

service providers can often work 

from anywhere with clients 

further afield than their local 

neighbourhood. While industry 

and professional networking 

groups provide avenues to new 

clients too, internet searches for 

these services are a keystroke 

away, with the potential client 

base aware of the offers and the 

alternatives. This can put added 

pressure on professionals to offer 

better services, lower fees, and 

more. There is a lot of choice and 

competition is fierce.  

 

In the end, it is not only the 

quality of service delivered but 

also the quality of professional 

guidance and selling that 

commenced and stimulated the 

relationship that ultimately makes 

up the entire client experience. 

 

 

While formally trained in their 

professional streams, almost no 

one is trained in how to sell and 

reconcile their feelings about 

selling. This is a huge stumbling 

block for those who want to start 

their own business or work in 

consulting firms because the 

brutal facts are everyone has a 

sales revenue target to reach if 

they want to stay in business and 

earn what they are worth. 

 

Added to the pressure of finding 

and winning new business and 

accepting they are in sales, selling 

professional services, has a unique 

dual role of advocacy and 

inquiry. They must present a 

professional face that does not 
come across as an overt sell. 

 

Conventional sales training does 

not cater for this complexity. 

Whilst many of the skills and 

techniques used in professional 

services selling are the same as 

those used in other solutions 

selling areas, their application is 

vastly different. Conventionally, 

selling has tended to chase “share 

of spend/wallet” making valiant 

efforts to capture a lucrative 

proportion of a client’s spend in a 

category. However, in 

professional services selling, the 

emphasis shifts from share of 

wallet to “share of mind”. By 

capturing share of mind (as 

opposed to the focus on share of 

wallet) partners and associates 

position themselves and their 

firms as the first-choice provider 

for the service, as opposed to one 

of many choices out there. 

 

Those deemed successful in 

professional services selling are 

often referred to as The 

Rainmakers – a person (as a 

partner in a law firm) who brings in 

new business; a person whose 

influence can initiate progress or 

ensure success (Merriam-Webster 

dictionary) 

 

The most effective rainmaking 

partners and associates bring 

business into their firm because 

they are no different when they 

“sell” than when they service: 

 

1. Successful rainmakers treat 

clients as their most valuable 

partner. Past and current 

clients can be a source of new 

business, successful 

rainmakers don’t neglect them 

while they cultivate new 

relationships. 

2. Successful rainmakers make 

business development a 

priority every day, every 

week. 

3. Consistent business 

development requires a 

system. While approaches can 

be limitless and highly 

personal, the important thing 

is to have a structure in place 

that keeps selling and business 

development a consistent 

priority. 

4. Successful rainmakers have a 

plan. They recognise that 

“random acts of lunch” are 

not usually successful and 

therefore not a good use of 

limited sales time. 

5. Successful rainmakers know 

where they are going to focus 

their sales effort and translate 

that into an action plan they 

execute with discipline and 

purpose. 

6. Successful rainmakers focus 

on high-potential sales 

opportunities. Professionals 

have a limited amount of time 

to invest in selling and 

business development. 

Successful rainmakers focus 

the limited sales time where 

they can get the biggest return 

on their investment. 

Sue Barrett 

The Rainmakers – learning how to 

sell professional services 

 



 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  November 2022 

  

 
16 

If you’d like to explore how to 

develop your rainmaking skills and 

practices contact us, we’d be 

happy to help you sell better 

faster with our RAIN Making 

program. 
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Very few businesses last. While 

we like to think we live in a 

particularly disruptive era, this 

has always been true. 

Entrepreneurs start businesses 

because they see opportunity 

and build skills, practices and 

processes to leverage it. Yet  

as the world changes, these 

strengths often become 

vulnerabilities. 
 

The problem is that the past is 

not always a good guide to the 

future. Business models, even the 

successful ones, are designed for 

inertia. They are great for 

leveraging past insights but are 

often resistant to change.  Success 

does not, in fact, always breed 

more success, sometimes it 

breeds failure. 

 

That’s why every business needs 

to innovate. Yet innovation is not, 

as some would have us believe, 

just about moving fast and 

breaking things. It’s about solving 

the problems you need to create 

a better future. What most fail to 

grasp is that a key factor of 

success is how you source 

problems, build a pipeline and, 

ultimately, choose which ones you 

will work on. 

 

1. Getting Better At What 

You Already Do 

Every year, Apple comes up with 

a new iPhone. That’s not as 

exciting as it used to be, but it’s 

still key to the company 

maintaining its competitive edge. 

Every model is a bit faster, more 

secure and has new features that 

make it more capable. It’s still an 

iPhone, but better. 

 

Some self-appointed ‘innovation 

gurus” often scoff at this type of 

innovation as “incremental” and 

favour new technologies that are 

more “radical” or “disruptive,” 

but the truth is that this is where 

you derive the most value from 

innovation — getting better at 

what you already do and selling to 

customers what you already 

know. 

 
So, the first line of defence against 

irrelevance is to identify ways to 

improve performance in current 

practices and processes. The 

challenge, of course, with this type 

of innovation, is that your 

competitors will be working on 

the same problems you are and it 

takes no small amount of agility 

and iteration to stay ahead. Even 

then, any victory is short-lived. 

 

Still, most technologies can be 

improved for a long time. Moore’s 

Law, for example, has been 

around for almost 50 years and is 

just ending now. 

 

2. Applying What You’re 

Already Good At To A 

Different Context 

Amazon started out selling books 

online. It then applied its approach 

Greg Satell 

There are 3 ways to Innovate, but 

only one can win the future 
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to other categories, such as 

electronics and toys. That took 

enormous investments in 

technology, which it then used to 

create new businesses, such as 

Amazon Web Services (AWS), 

Kindle tablets and its Echo line of 

smart speakers. 

 

In each case, the company took 

what it already did well and 

expanded to an adjacent set of 

markets or capabilities, often with 

great success. The Kindle helped 

the company dominate e-books 

and strengthened its core 

business. AWS is far more 

profitable than online retail and 

accounted for virtually all of 

Amazon’s operating income last 
year. 

 

Still, adjacent opportunities are 

can be risky. Amazon, despite its 

huge successes, has had its share 

of flops too. Whenever you go 

into a new business you are, to a 

greater or lesser extent, charting 

a course into the unknown. So, 

you need to proceed with some 

caution. When you launch a new 

business into an adjacency, you 

are basically launching a start-up 

and most of those fail. 

 

3. Finding A Completely New 

Problem To Solve 

Besides getting better at what you 

already do and applying things you 

already know to a different 

market or capability, you can also 

look for a new problem to solve. 

Clearly, this is the most uncertain 

type of opportunity, because no 

one knows what a good solution 

will look like. 

 

To return to the Moore’s law 

example, everybody knows what a 

20% performance improvement in 

computer chips looks like. Metrics 

for speed and power consumption 

have long been established, so 

there is little ambiguity around 

what would constitute success. 

Customers will instantly recognize 

the improvement as having a 

specific market value. 

 

On the other hand, no one knows 
what the value of a quantum 

computer will be. It’s a 

fundamentally new kind of 

technology that will solve new 

types of problems. So, customers 

will have to explore the 

technology and figure out how to 

use it to create better products 

and services. 

 

Despite the uncertainty though, I 

found in the research that led to 

my book, Mapping Innovation, that 

this type of exploration is 

probably the closest thing to a 

sure bet that you’re going to find. 

Every single organization I studied 

that invested in exploration found 

that it paid off big, with extremely 

high returns even accounting for 

the inevitable wrong turns and 

blind alleys. 

 

The 70-20-10 Rule 

Go to any innovation conference 

and you will find no shortage of 
debates about what type of 

approach creates the most value, 

usually ending with no satisfying 

conclusion. The truth is that every 

organization needs to improve 

what they already do, search for 

opportunities in adjacencies and 

explore new problems. The key is 

how you manage resources. 

 

One popular approach is the 70-

20-10 rule, which prescribes 

investing 70% of your innovation 

resources in improving existing 

technologies, 20% in adjacent 

markets and capabilities and 10% 

in markets and capabilities that 

don’t exist yet. That’s more of a 

rule of thumb than a physical law 

and should be taken with a grain 

of salt, but it’s a good guide. 

 

Practically speaking, however, I 

have found that the exploration 

piece is the most neglected. All 

too often, in our over-optimized 

business environment, any 

business opportunity that can’t be 

immediately quantified in 

considered a non-starter. So, we 

fail to begin to explore new 

problems until their market value 

has been unlocked by someone 

else. By that point, we are already 

behind the curve. 

 

Make no mistake. The next big 

thing always starts out looking like 

nothing at all. Things that change 

the world always arrive out of 
context for the simple reason that 

the world hasn’t changed yet. But 

if you do not explore, you will not 

discover. If you do not discover, 

you will not invent. And if you do 

not invent, you will be disrupted. 

It’s just a matter of time. 
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Disconnects can easily occur across 

departments, and between levels in a 

large organization. For example, 

managers may focus on service 

metrics, benchmark scores and share 

of wallet, while frontline workers talk 

about today’s schedule, a colleague’s 

problem, or an angry customer’s 

remark.  
 

Excellent service in one office may 

mean something quite different in 

another. For example, new 

procedures may be introduced 

that improve control for one 

department but make satisfying 

customers more difficult in 

another. 

 

In these situations, confusion can 

easily arise about what the word 

“service” really means. And in the 

worst cases, otherwise motivated 

service providers will simply leave 

in frustration. These are a few of 

the challenges leaders face as they 

seek to build a strong culture of 

service. Fortunately, it is possible 

to engineer an uplifting service 

culture that addresses and 

resolves these concerns. Yes, an 

entire organization can be 

engaged to collaborate and aligned 

to deliver great internal and 

external service. 

 

One vital building block of service 
culture in large organizations is 

creating an Engaging Service 

Vision. An Engaging Service Vision 

is a rallying cry, a focal point, an 

ongoing source of inspiration for 

all staff, at all levels, and in all 

locations. It is the shining light 

that guides the entire organization 

to grow in the same direction. It 

is a touchstone for choices and 

decisions about how to serve a 

client or colleague. 

 

A second vital building block is 

developing and promoting a 
Common Service Language across 

the enterprise. This enables 

listening and understanding with a 

common set of terms, principles 

and distinctions about service. 

When we can evaluate and 

improve service with a Common 

Service Language, then the actions 

of one department, function, or 

country may differ from another, 

but your team’s understanding of 

the customer experience – and 

how to improve it – will be 

consistent. 

 

Leading with an Engaging Sevice 

Vision and speaking with a 

Common Service Language are 

early steps in building a culture 

that focuses on continuous 

service improvement. These two 

building blocks provide leaders 

with the terms and tools they 

need to engage staff and remove 

barriers. These important building 

blocks should not be delegated 

away to only the marketing, 

communications or training 

departments. All leaders must 

walk the talk – and talk the talk. 

When leaders speak consistently, 

then team members listen and 

learn. When leaders speak in 

different tongues, team members 

are left to wonder. 

 

When everyone shares a 

Common Service Language and 

knows the Engaging Service 

Vision, communication is easy, 
clarity is understood, and personal 

commitment follows. 

 

What roadblocks to better 

service lurk inside your 

organization? What gets in your 

people’s way? What prevents 

them from taking better care of 

your customers? What stops 

them from helping colleagues? 

With a vision of what you want to 
become and a shared language to 

talk about service, your questions 

be discussed and new solutions 

created.  
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Rob Law studied Product Design at 

Northumbria University.  One of his 

course assignments in 1997 was to 

come up with a new design for 

luggage.  He did some research by 

going to a local department store.  He 

wandered around the suitcase section 

and found no inspiration but when he 

went into the toy department, he had a 

brainwave.  Why not make a piece of 

luggage which was also a ride-on toy 

for children?  The ‘Trunki’ as he called 

it was a classic weird combination. 

After graduating he developed this 

idea and presented it to luggage 

companies who thought it was a 

toy.  Similarly toy companies were 

not interested because they 

considered it to be luggage. He 

parked the idea and went 

travelling.  When he returned to 

England in 2002, he endeavoured  

to raise funding.  He found a toy 

company which was prepared to act 

as licensee, but the company went 

bankrupt.  He was used to rejection 

and hardship.  He had suffered from 

Cystic Fibrosis for all his life.  His 
twin sister died of the condition 

when they were 15.  Maybe this was 

what made him so determined and 

resilient.  In 2002 he was successful 

in gaining a grant from the Prince’s 

Trust who also provided him with a 

mentor and business advice. He 

took out a £10,000 loan and started 

manufacture. 

 

In 2006 he presented on the TV 

programme Dragon’s Den in front 

of a panel of stern entrepreneur 

investors.  His presentation started 

well and he asked for an investment 

of £100,000 for a 10% share in his 

company, Magmatic. 

 

But then things went downhill. Theo 

Paphitis, chairman of the Ryman 

chain of stationers, pulled off one of 

the straps and made fun of the 

product. Fellow dragon Deborah 

Meadon, chief of a holiday business, 

firmly stated that there was no 

market for the ride-on suitcase. 
Peter Jones, the aloof telecoms 

magnate said, “I meet people like 

you all the time – you think you 

have something.  I tell you, you 

don’t. Within seven days I could do 

a better job than that. Your 

company is currently worthless.” 

 

Commenting on the experience a 

year later Rob Law said, “When I 

went on to the programme, I was 

full of confidence that I was going 

to get the investment I needed. 

But they ripped me to shreds – I 

was absolutely gutted. They were 

rude and obnoxious and just 

focused on the strap, which was 

actually something that was quite 

easily fixed.” 

 

He went on, “I was terrified that by 

appearing on the programme I may 

have ruined my company before it 

had even started. But afterwards we 

had loads of hits on the website 

from people who said they thought 

it was a brilliant idea. Now I am 

absolutely delighted to have proved 

the Dragons wrong. It just goes to 

show you should never give up.” 

 

His Trunki design went on to win 

over 100 awards. Over 3 million 

have been sold in some 100 

countries around the world.  He 

observed that parents saw the ride-

on suitcase as a cute container but 

children saw it as a friend. 

 

Originally Trunkis were made in China 

but in 2012 Rob Law set up a factory 

in Plymouth. He now employs 80 

people in Plymouth and in his office  

in Bristol. Magmatic has expanded to 

produce many different Trunki designs 

as well as backpacks, neck supports 

and fold-up bicycles.  All of their 

products are designed in England  

and distributed worldwide. 

 

Lessons for Innovators 

Try weird combinations – like a 

suitcase and a ride-on toy. Wander 

into different departments and places 

for inspiration. 

 

Experts often get it wrong. The 

Dragon’s Den panel failed to see  

the potential of the product. The 
prototype will often have flaws, such 

as the strap which came away. But  

the key question is ‘Will customers 

like this?’  If the answer is yes, then 

the details can be fixed. 

 

Be determined and resilient. 

Rejection comes with the territory. 
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We all know that body language is 

important, and it’s especially 

important for anyone in leadership. 

Any time you have a face-to-face 

meeting, or even a meeting over 

Zoom, your body language is crucial. 

How you look when you say 

something is often as important as 

what you’re saying and how you’re 

saying it. 
 

Just as you choose your words 

carefully, it’s important to make 

sure your body language isn’t 

sending unintended messages. Left 

unchecked, poor body language 

can derail otherwise strong 

communicators. Here are seven 

of the most cringe-worthy body 

language problems I see in leaders: 

 

Unengaged posture. We have 

all seen people who slouch 

through meetings, head off to one 

side, sometimes looking half 

asleep. An unengaged posture 

sends a message of weakness. Sit 
up in a straight but relaxed 

posture, hold yourself still, and 

show you’re paying attention. 

 

Lack of eye contact. A lot of 

people fail to make eye contact, 

staring off into the middle distance 

or looking down at their hands or 

notes. This behaviour sends a 

dismissive message. Unless you’re 

actively taking notes, maintain eye 

contact with the speaker. But 

keep it natural—don’t stare. 

 

Drumming fingers. Maybe it’s a 

nervous tic or an old habit, but 

drumming your fingers on the 

table is irritating. It makes you 

look childish and impatient. Even if 

you’re sitting there just waiting 

for a meeting to end, don’t 

communicate it to the room. 

 

Looking distracted. If you look 

distracted you are distracted. And 

if people don’t have your full 

attention, they won’t give you 

their full respect. Resist the 

temptation to check your phone, 

the clock, your fingernails, or the 
door. 

 

Crossing your arms. Crossing 

your arms is a defensive posture 

that puts distance between you 

and those around you. It 

communicates a closed mind and 

a lack of trust. Keep your arms 

open—if you don’t know what to 

do with your hands, put them in 

your lap. 

 

Fidgeting. If you’ve ever sat with 

someone who’s constantly 

fidgeting with their hands, feet and 

legs, you know how distracting it 

can be. It sends a message of 

anxiety. If you get fidgety when 

you’re nervous, work with a 

coach or counsellor to find 

better-coping strategies. If it 

persists, talk to your doctor—

there may be an underlying health 

condition. 

 

Multitasking. If you’re checking 

your devices during a meeting, 

there’s no way you can stay 

focused. Multitasking just means 

that nothing is getting your full 

attention. And even over Zoom, 

people notice. 

 

Body language sends strong 

messages before you ever say a 

word. Make sure you’re sending 

the right message with your 

words and your actions. 
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2021 was a record year for mergers 

& acquisitions (M&A) activity. In the 

US alone, M&A accounted for $581 

billion. Yet according to the Harvard 

Business Review, studies repeatedly 

show that between 70 – 90% of 

mergers and acquisitions fail. A lack 

of support and care for the people in 

one or both companies is often at 

the heart of it. 
 

During M&A the intention is 

usually to reap the benefits of 

bringing together systems, talent, 

resources, economies of scale, 

increased customer base, 

portfolio divergence and access to 

new markets. However, M&A also 

brings potential unique challenges 

and issues including reducing 

competition, increasing monopoly 

power, personal and business 

disruption, job losses, higher 
prices and technology merging 

nightmares.  

 

And what of the workers involved 

in the business – how can we do 

our best to protect them?  

 

Research by King’s Business 

School and the University of 

Helsinki found that mergers are 

more likely to be successful if staff 

feel that their jobs are safe and 

they are treated fairly.  Providing 

the right support for staff 

integration is known to increase 

the chances of a successful merger 

but leaders often prioritise 

timescale and the finances over 

their people. On many occasions 

when the people are finally being 

considered in detail, it is too little 

too late because M&A can equally 

be a good incentive for workers 

to refresh and look for a job 

elsewhere. Resignations can 

increase the financial burden 

during a financially vulnerable 

period and impact the knowledge 

and skills required to lead a 

company post-merger. Gaining a 

deep understanding of the 

cultures coming together must be 

a significant priority for leaders, 

along with retaining top talent 

right from the beginning.  

 

Here are 10 ways leaders can 

create a people-centric 

strategy to support their 

employees through M&A.  

 

1) Shared company culture 

trumps synergy.  Synergies 

are an important first step; both 

companies may in effect do the 

same thing or target the same 

customers. However, shared 

cultures of two organisations 

are more significant and have to 

be part of the due diligence. 

Look at what the differences 

and similarities are and if the 

values between the two 

organisations are aligned. 

Honour the two cultures and 

then take time to define a new 
culture.  Employees with high 

CQ (Cultural Intelligence) will 

show their value and can have 

an exponential positive impact 

on teamwork, performance, 

cooperation and 

communication at this time.  

 

2) Be honest and transparent. 

During M&A, workers may well 

feel uncertain, and they will look 

to their leaders to gain 

confidence. Managers who do not 

show an authentic and honest 

leadership style from the 

beginning will increase feelings of 

distrust and scepticism especially if 

false hope of job security is 

offered.   

 

3) Listen to concerns and take 

action. Good communication is 

of course key. Employees are 

likely to be concerned about their 

jobs and what M&A entails. Share 

as much information as possible at 

each stage and openly invite input, 

always taking action where 

needed. By answering concerns 

regarding job safety and what this 

huge change means for employees 

will help them feel heard and 

supported.  

 

4) Equally, don’t drag it out.  

There will often be tension 

between the need for commercial 

secrecy and the need for 

transparency amongst those 

impacted. The less transparency 

there is, the more trust and 

commitment is likely to be 
negatively impacted. So how 

quickly do you introduce change 

Thom Dennis 

How to better navigate your team through a 

merger or acquisition 
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once the balloons go up?  Do 

things fast.  Uncertainty breeds 

contempt and anxiety. This means 

there is pain but hopefully in the 

short term rather than dragging 

things out.   

 

5) Look at the dynamics of 

power as you merge two 

teams.  Is there proper 

representation from both sides?  

The dynamics of 10% from one 

company and 90% from another is 

never going to work. In large 

organisations, mergers are often 

perceived as acquisitions even at a 

departmental level. Alignment of 

the two teams is crucial, including 

the new leadership team around 

the governance of the new 
company. Many may have to go 

through difficult stages to get 

there.  

 

6) Understand the importance 

of shared technology. Bringing 

together different software and 

systems can cause huge difficulties 

and can lead to failure. Expecting 

one side to adapt their tools and 

communication strategies 

especially if this involves one 

business adopting an older version 

of the software which is less 

capable will cause resentment. In 

the planning stages, leaders must 

decide how to adopt the software 

ensuring there is enough time to 

train staff if there are technology 

changes. 

 

7) Ensure equality and inclusion. 

Equality including pay, benefits and 

holidays is important for an 

unconflicted, healthy workplace. 

Encourage teamwork and 

employees to collaborate, benefit 

from diversity and get to know 

each other especially if one of the 

companies is much larger than the 

other. 

 

8) Adopt a new encompassing, 

agreed set of values.  As part 

of the new culture, take time to 

create a clear sense of purpose 

and set of values that align with 

employee beliefs, which are built 

on principles like respect and 

trust.  
 

 

 

 

 

9) Bring in transition and change 

experts. Employees may need to 

adjust to the new business and 

culture. Bringing in independent 

advisors may be the difference 

between success and failure. 

Advance investment in mitigating 

the impact is a necessity and a 

rewarding investment. 

 

10) Measure the impact over the 

long term. Banks and leadership 

teams typically set up mergers and 

acquisitions, but once the due 

diligence and the merger or 

acquisition are complete, it often 

becomes clear that someone else 

will be left holding the baby and 

that motivations may not be 

aligned. Keep checking that 
inclusion and equality are on track 

and that the espoused purpose is 

real. 
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